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Presentation Notes
Good afternoon.  Linda.  



As the title suggests, today I’m going to talk about boomers and the shopping experience.



At AARP we have been watching the tidal wave of the post WWII boomer generation approaching for a number of years and trying to learn as much as we can about them.



This is because a lot of what is going on with the 50+ population these days is directly attributable to the boomers – both in terms of market size and psychology



So I’m going to talk a bit about boomers’ changing lifestyles and psychology, and about some of our thoughts at AARP on ways to reach and serve the 50+ market based on our research findings from numerous AARP studies.



““AARP is dedicated to enhancing AARP is dedicated to enhancing 
quality of life for all as we age.  We quality of life for all as we age.  We 

lead positive social change and lead positive social change and 
deliver value to members through deliver value to members through 

information, advocacy and serviceinformation, advocacy and service””

AARPAARP’’s Missions Mission
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Briefly about AARP - Our mission rests on two equally important pillars that represent the primary ways we seek to achieve our vision

Leading positive social change

Delivering value to our members



We serve our members through

Information and Education

Advocacy

Member Services

Community Service



And all require an understanding of the marketing, whether it be social marketing to try to get people to adopt healthy behaviors, advocacy efforts, providing needed market services to our members …



Or helping other marketers to understand what older Americans need and how they can best meet their needs, both through product and service development and through marketing communications.



AARP currently has 36 million members which constitutes about 45% of the 50+ population, and so in many ways, they are a microcosm of the 50+ population





Boomers are Changing Boomers are Changing 
the World of Marketing the World of Marketing 
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50+ is changing – 



Some of the changes have been in progress for some years, as the social and economic tone of the country – and indeed the world – has changed.



But boomers are bringing a whole new face to 50+ - and more to the point, they are demanding that the market pay attention to what they want.



Boomers bring

Diversity

Market size which leads to

Market power

Attitude

Spending





Why You Need to Why You Need to 
KnowKnow

Numbers Numbers –– 77.5 million77.5 million
Dollars Dollars -- $2+ trillion spend$2+ trillion spend
(nearly $3 trillion for 45+)(nearly $3 trillion for 45+)

AttitudeAttitude
Will spend if you provide Will spend if you provide 

products, messages, and experiences products, messages, and experiences 
that meet their needsthat meet their needs
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Why you need to know and speak to these boomers …



The changes in spending power and in willingness to spend have translated resoundingly into increased spending.  So that by 2002, the 45+ population accounted for more than half of the total consumer expenditures in the US.



(If you change the age to 50+, you drop below 50%, but well over 40% of the total expenditures come from those ages 50 and older.)



Boomers have different attitudes toward spending than the generations preceding them – and that makes all of the difference



They will spend if you provide products, messages, and experiences that meet their needs.





Topics for TodayTopics for Today

Midlife consumer psychology Midlife consumer psychology 
What they buy and whereWhat they buy and where
Purchase influencesPurchase influences
Advertising responseAdvertising response
Shopping environmentShopping environment
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My topics for today deal with boomers’ …



Midlife Psychology and Consumerism

What they buy and where

Purchase influences such as

Brand – not so much

Product design

Quality 

Cost 

Word of mouth



Also

Advertising response

And the shopping environment



Midlife PsychologyMidlife Psychology

““My TimeMy Time””

Presenter
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Starting with midlife psychology …



For boomers, 50+ is “my time” as opposed to the traditional depiction of 50+ as a time of loss and easing into old age.  



Boomers have reached their midlife peak of productivity, affluence, and self confidence, and at least to date, continuing to demand – and command – the same level of attention they have received all of their lives.







Midlife PsychologyMidlife Psychology
Satisfied with life overallSatisfied with life overall
Ambitious for even better life in futureAmbitious for even better life in future
Optimistic about achievementOptimistic about achievement
Yearning for selfYearning for self--reliance reliance 

Yet in some areas Yet in some areas ……
They are feeling out of controlThey are feeling out of control

Source:  Boomers at Midlife:  The AARP Life Stage Study, 2002-2004
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Three years ago we launched an annual life stage study that we call Boomers at Midlife, because right now that is the group that is pouring into the 50+ population.



And what we have found is that while boomers are basically satisfied with their lives, and optimistic that the future will be even better as they age – 



There are some areas where they are feeling out of control.  

these areas are personal finances and leisure.



And we all know that the determination to be in control is a hallmark of boomer psychology.



This characteristic of the boomers will play an enormous part in the kind of products and services they will demand as they continue to deal with work, care-giving, and their own need for personal time – and it will also play a part in the way marketers need to communicate with them.

 



Healthy, Wealthy, and WiseHealthy, Wealthy, and Wise
Time for reflection:  Time for reflection:  ““My TimeMy Time””
Have money and spending itHave money and spending it
Demand convenience, quality, valueDemand convenience, quality, value
Looking for new experiencesLooking for new experiences
Open to new ideas, new technologyOpen to new ideas, new technology
Open to new brandsOpen to new brands
Value independence and controlValue independence and control
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Here are some of the key themes to pay attention to in marketing to and serving this population.



As I said, this is the time for reflection they feel it’s:  “My Time” 



They have money and they’re spending it



They demand convenience, quality, value



They’re looking for new experiences …



They’re open to new ideas, new technology



new brands



And they value independence and control





My My 
TimeTime

Nancy has a lot of plans . . . Nancy has a lot of plans . . . 


 

Maybe go into business . . Maybe go into business . . 


 

Maybe catering. . . .Maybe catering. . . .


 

Maybe write a book. . . .Maybe write a book. . . .

Patricia would like to Patricia would like to 
scuba dive around scuba dive around 
““fantastic coral reefs.fantastic coral reefs.””

Source:  Online Bulletin Boards, Roper/Langer Qualitative Research, December 2003
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As I said, a common theme at midlife, and this is certainly so for boomers – is that now is “My Time” – 

They feel they have spent their lives working or doing for others – children, spouse,– and now they deserve to have some time of their own.



We collaborated with Roper/Langer Qualitative Research a couple of years ago on some online bulletin boards with adults ages 45 and older, and gained some extremely valuable insights into the kinds of things they are planning to do in the next few years – 



Just a few examples - here we have Patricia who would like to scuba dive around “fantastic coral reefs.”



Nancy has a lot of plans . . . 

Maybe go into business for herself . . 

Maybe catering. . . .

Maybe write a book. . . .





Boomer Market PsychologyBoomer Market Psychology
CustomizationCustomization


 

I want what I wantI want what I want
SpeedSpeed


 

I want it when I want itI want it when I want it
ConvenienceConvenience


 

I want to find and purchase it easilyI want to find and purchase it easily
IndependenceIndependence


 

I want the tools to make my own decisionsI want the tools to make my own decisions
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Boomer Market Psychology …



The boomers expect society to bend to their will.  This is how it has always been and their expectation is for it to continue.



They want customization 

They want what they want 



Speed

They want it when they want it



Convenience

They want to find and purchase it easily



Independence

They want the tools to make their own decisions







What They BuyWhat They Buy 
Where They Buy ItWhere They Buy It 

Who Makes the DecisionsWho Makes the Decisions
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So…



What They Buy�

Where They Buy It�

Who Makes the Decisions



What They Buy What They Buy –– 45+45+
Drugs Drugs 77% / $43 billion77% / $43 billion
Health care Health care 70% / $209 billion70% / $209 billion
Cash contributions Cash contributions 70% / $115 billion70% / $115 billion
Reading materials Reading materials 66% / $10 billion66% / $10 billion
Entertainment Entertainment 57% / $56 billion57% / $56 billion
Personal care Personal care 56% / $38 billion56% / $38 billion
Housing Housing 54% / $867 billion54% / $867 billion
WomenWomen’’s/girls/girl’’s apparel s apparel 54%/ $56 billion54%/ $56 billion

Source:  U.S. Consumer Expenditure Survey for 2004
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Here are some key areas where those ages 45+ are spending



You can see here that the biggest spending by the 45+ population is on prescription drugs and health care.  77% of all dollars spent on drugs are spent by someone aged 45 or older…



These are followed by cash contributions (charitable giving including legacy), entertainment, personal care, and housing.



So boomers are driving these spending habits.  They don’t just have money and assets, they are spending and that goes for those with low as well as high incomes.  Their definition of what constitutes a “necessity” is much broader than it was for their parents’ generation.



Again, boomers have different attitudes toward spending than the generations preceding them – and that makes all of the difference







What I Want for My 60What I Want for My 60thth BirthdayBirthday

A red convertible, a HarleyA red convertible, a Harley
Trips (to Alaska, Vegas, around the world)Trips (to Alaska, Vegas, around the world)
To see the man I had an affair withTo see the man I had an affair with
A million bucks (and a diamond ring)A million bucks (and a diamond ring)
A grandchild, a hugA grandchild, a hug
A good book, jug of wine, glass egg, trip to spaA good book, jug of wine, glass egg, trip to spa
HealthHealth
To be 30 againTo be 30 again
Immortality or 60 more birthdays!!!!!!!Immortality or 60 more birthdays!!!!!!!

Boomers Turning Sixty:  A Survey of Boomers Born in 1946, AARP, 2006
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We recently did a survey of boomers born in 1946 – those who are turning 60 this year.  Among other things, we asked them what would be the best gift they could get for their 60th birthday.  True to their reputation for individuality, their stated desires were almost as varied as the number of boomers we talked to - And here are some of the things they wanted



All kinds of vehicles – Red convertible, Harley, boats, RVs, airplane – and many other specific kinds of vehicles

Travel (to Alaska/ Vegas/ around the world) – even Nashville

To see the man I had an affair with 

A million bucks (and a diamond ring)

A grandchild/ a hug

A good book/ jug of wine/ glass egg/ trip to spa

Health/family to be healthy and happy

World peace

To be 30 again

Immortality/ 60 more birthdays!!!!!!!

One man wanted two tickets to a Broadway musical – or if not that, then A doggy door for his back door!









87%
80%

71%
56%

47%
45%

43%
30%

72%

Plans for Next Five YearsPlans for Next Five Years

Boomers Turning Sixty:  A Survey of Boomers Born in 1946, AARP, 2006

Take better care of my health

Spend more time with loved ones

Spend more time on hobbies/interests

Spend more time doing what I want

Travel more

Volunteer more

Save more/retirement

Take classes/learn

Move

Presenter
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Plans for the Next Five Years …



These “bleeding edge” boomers not only were very upbeat about their lives right now – they also were characteristically optimistic that their lives will only get better in the next few years.  Virtually without exception, they had several specific plans for doing some things differently to make their dreams come true.



And these plans provide a lot of clues to the products you can offer to them and the ways you need to communicate to reach them.



They want to …



Take better care of their health

Spend more time with loved ones, spend more time on hobbies and interests, and just plain have more time to do what THEY want to do – so here we go again - (my time!).







92%

91%

86%

82%

80%

60%

21%

14%

18%

13%

13%

15%

30%

44%

56%

78%

Clothing

Videos

Music

Consumer electronics

Books

Computers

Hotel reservations

Travel tickets

Store
Online

Boomer Purchases  Boomer Purchases  
Stores vs. InternetStores vs. Internet

AARP Technology Survey 2005

Percent of purchasers
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Boomer Purchases:  Stores vs. Internet



In spite of rapidly increasing internet penetration, there are some categories of products that are still overwhelmingly purchased in physical stores rather than online – and some of the categories may surprise you.  They include not only clothing and consumer electronics, but also videos, music, and books.



Note that the slide represents those who have purchased the items in the past year.



On the other hand, travel planning has moved almost entirely to the Internet among boomers – and even for computer purchases, nearly half of boomers who have purchased a computer recently have purchased one online.



Online Purchase BehaviorOnline Purchase Behavior

Productivity orientedProductivity oriented

More travel than other generations More travel than other generations 

More of computer purchases online More of computer purchases online 
than other generationsthan other generations

Presenter
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Boomers then are obviously tech savvy and comfortable with online purchases.  

What differentiates them from the younger generation in terms of these purchases is not any aversion to technology, but the fact that they are more likely to be making purchases that will help them live their lives better – that is, they are using technology more for productivity than for entertainment.  

So boomers purchase videos and music less often than does the younger generations – and they are not particularly enamored of glitzy gadgetry for its own sake.

On the other hand, they travel more than the younger generations, and accordingly, they use the internet heavily for travel planning.

And among those purchasing a computer, they are even more likely to make the purchase online than either the younger or older generations.

[Note: These figures are derived from the technology survey in November of 2005, which included adults ages 18+, though slide 15 is only boomers]

 



85%

12%

32%

65%

91%

8%

31%

67%

72%

18%

48%

44%

I do

Spouse/ Partner

I do

Spouse/ Partner

Food/Groceries
Personal Care
Music/Video

Who Makes Decisions?Who Makes Decisions?
FEMALES

MALES

Preliminary Findings, Focalyst View Survey 2006
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Who is making purchasing decisions?



It seems clear that in most categories, women in fact are the primary decision makers.  This chart shows just three categories – food, personal care, and music and videos, but in each case, both men and women are more likely to say women are the decision makers.



And by the way, these data are hot out of the field from “The Focalyst View”, a new syndicated survey fielded by a research company called “Focalyst.”  Focalyst is a joint venture between AARP and The Kantar Group that is focusing on improving understanding of the “boomer plus” market among corporate marketers.



Contact information for Focalyst is at the end of this presentation – but to learn about both community events and this research, you can just go to www.focalyst.com. 



Brand Loyal Brand Loyal -- NotNot

Six in ten adults of all ages Six in ten adults of all ages 
agree thatagree that
““in todayin today’’s marketplace, it doesns marketplace, it doesn’’t t 
pay to be loyal to one brand.pay to be loyal to one brand.””

AARP Brand Loyalty Survey 2005
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Of most importance to marketers is the tumbling of the myth that older people are brand loyal.



Boomers are NOT brand loyal …

Six in ten adults of all ages agree that

“in today’s marketplace, it doesn’t pay to be loyal to one brand.”

(55% of 45+ respondents felt this way, virtually the same as the 58% of those under age 45.)

In fact, they will switch brands – and pay more – for something that better meets their needs.  



Because when they think of value… 

endurance and quality, as well as other unique personal requirements, are part of that equation, not just cost.



89%

75%

68%

62%

62%

92%

77%

68%

61%

57%

88%

65%

57%

65%

42%

Care about value, not
brand

Will pay more and
switch if product better

meets my needs

Research different
brands before purchase

Does not pay to be loyal
to one brand

Like to experiment with
different brands

Age 18-41

Age 42-59

Age 60 +

Brand Loyalty AttitudesBrand Loyalty Attitudes

AARP Brand Loyalty Survey 2005
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Brand Loyalty



What consumers are looking for is value – and that is value defined as something best meeting their needs – not just whatever costs the least.



Although they wish they could find one brand to stick with, they don’t think that exists.  Therefore:

They are constantly looking for a better product

They like to experiment with different brands

 And they will pay more to switch to your brand if you can show   	them that your product better meets their needs.



You may note that these findings are fairly consistent across all age groups.  Those ages 60 and older are a little less likely to pay more, to research different brands, and to experiment – but they are equally convinced that it does not pay to sick with one brand, and that value is more important than brand.



54%

40%

27%

20%

20%

18%

54%

38%

27%

21%

17%

9%

68%

51%

32%

26%

11%

8%

Banking

Cars

Cosmetics

Televisions

Music/ Video Player

Athletic/ Leisure Wear

Age 18-41
Age 42-59
Age 60 +

Product (not Age) > Brand LoyaltyProduct (not Age) > Brand Loyalty

AARP Brand Loyalty Survey 2005

Percent who now tend to buy same brand
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Brand loyalty, then, is driven not by age, but by product category.



We see here that banking draws the highest brand loyalty, followed by automobiles – and in these categories, those ages 60 and older are more loyal than either boomers or the younger generations.



In athletic and leisure wear, the highest brand loyalty applies to under one in five consumers, and it is among the youngest consumer group.





42%

35%

34%

29%

30%

35%

29%

33%

37%

23%

27%

23%

42%

35%

32%

24%

20%

19%

Banking

Cars

Cosmetics

Televisions

Music/ Video Player

Athletic/ Leisure Wear

Age 18-41
Age 42-59
Age 60 +

Buy Same as Growing Up Buy Same as Growing Up –– Not!Not!

AARP Brand Loyalty Survey 2005

Presenter
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Not only do most consumers not rely on brand for their purchases – but even fewer still buy the same brands they grew up with.



In fact, in this case the age groups are reversed and it is the youngest consumers who are most likely to still buy the same brands they grew up with.  



Why is this the case?

For one thing, for many of these products, the same brands don’t exist that boomers purchased growing up

For another, older consumers have lived through more changes in brand reputation, quality, and value, and so have had more experiences with changing brands as products change and new products come out that better meet their needs.
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So regarding brand, the lessons are – 

Don’t take older consumers’ brand loyalty for granted – you have to continue to court them

Don’t ignore them on the premise if you don’t already have them you can’t get them – you can get them if you better meet their needs

Don’t advertise by relying only on brand – focus on linking your brand to value and quality and even more specifically, the lifestyles of those you are trying to serve





Purchase InfluencesPurchase Influences

Inside and Outside the Inside and Outside the 
““StoreStore””
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So …



What is influencing boomers’ purchasing decisions?



26%

73%

25%

75%

36%

63%

Stick to
brands I am
familiar with

Shop around
to make sure
I am getting a
good value

Age 18-41
Age 42-59
Age 60 +

Purchase Decision MakingPurchase Decision Making

AARP Brand Loyalty Survey 2005

Percent who agree with statements
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Here we see…



Just one more nail in the coffin of brand loyalty – among all age groups, strong majorities say they shop around to make sure they are getting a good value, rather than just relying on brand to tell them that.



97%

90%

68%

54%

99%

93%

73%

43%

96%

90%

75%

34%

Quality

Price

Brand

Advice of
Family and

Friends

Age 18-41
Age 42-59
Age 60 +

What Does Turn the Decision?What Does Turn the Decision?

AARP Brand Loyalty Survey 2005
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And what makes for value?



We see here that…



Price is a piece of it – but not the only, or even the top piece.  



Quality is at the top of the list.



Brand does provide clues, but just that 



And especially among the younger consumers, they tend to turn to friends and family for advice where they have not had as much experience with products and brands.







Technology Averse Technology Averse -- NotNot

Technology is a tool that helpsTechnology is a tool that helps


 
Keep in touch with familyKeep in touch with family


 
Locate right product for my needsLocate right product for my needs


 
Research and compare productsResearch and compare products


 
Save time and moneySave time and money

Presenter
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And what about technology?



As I said before, boomers are savvy and enthusiastic about technology of all kinds.



Boomers are not as likely as the younger generations to buy technology for the sake of technology – but they are not afraid to use it if it helps them to improve their lives by keeping them connected, helping them find the right products, and save them time and money.



Shopping for QualityShopping for Quality

““My style has changed somewhat My style has changed somewhat 
compared to my 20s and 30s. I now compared to my 20s and 30s. I now 
buy better quality items . . . . I buy better quality items . . . . I 
probably shop in a totally different probably shop in a totally different 
manner by relying on the computer manner by relying on the computer 
as much as I can.as much as I can.””

Source:  Online Bulletin Boards, Roper/Langer Qualitative Research, December 2003

Presenter
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This quote is from a 45+ consumer responding to an online bulletin board we set up late last year – 

“My style has changed somewhat compared to my 20s and 30s. I now buy better quality items . . . . I probably shop in a totally different manner by relying on the computer as much as I can.”

This quote illustrates two perhaps counterintuitive “myth-busters” about this market

First - 

They define value not just as cost, but as quality, in terms of how well a product meets their needs

And second - 

Far from being afraid of technology, more and more 45 and 50 plussers are using every available tool – including technology - to improve their control over their lives



Advertising MattersAdvertising Matters

Be Where They AreBe Where They Are
Speak in their LanguageSpeak in their Language
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Advertising really matters!



The older consumer does not want to be portrayed or targeted as needing only health aids.



I have a quote from one of our online consumer panel respondents:



Quote:

“I wish the advertising honchos could . . .  see what over-45 

people think of them. . .  Older people do drive, go to restaurants, 

and spend a lot of money; these advertising geeks should wake up.”



I read a statistic that the average age for an advertising account manager is somewhere in the mid-30s.  This youth-ruled industry and environment is creating marketing campaigns for boomers – if they’re even bothering.





68%

39%

38%

37%

80%

58%

47%

47%

75%

74%

53%

55%

Less likely to consider a
product if ads are

offensive

A lot of ads are too
weird for my taste

Identify with model 10-
15 years younger, not

more

Ads geared toward
people my age are often

condescending or
insulting

Age 18-41
Age 42-59
Age 60 +

Connecting with AdvertisingConnecting with Advertising

AARP Brand Loyalty Survey 2005

Percent who agree with statements
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How consumers react to products in the retail environment – and even whether they notice them – is going to be conditioned in part by what advertising they have seen.  



However, especially for the older audience, there is more at stake than just getting their attention.  Some mistakes are deadly with boomers and older consumers, and should be avoided at all costs:

Don’t insult them by calling attention to the downsides of aging.

Don’t insult them by insinuating only young is beautiful. 

Don’t get too weird in order to attract attention



These seems like no brainers but …



As these data illustrate all too well, vast majorities of boomers and older adults say they are less likely to buy a product if they find it offensive – and sizeable majorities 

Find a lot of ads “too weird for my taste”

And Find ads geared to their age group condescending or insulting



So you need to change your advertising strategy, in store and out, if you don’t want to positively turn them off to your products.





51%

11%

45%

11%

40%

7%

Purchased on
impulse

because of a
store display

Purchased on
impulse

because of an
online ad

Age 18-41
Age 42-59
Age 60 +

Store versus Online AdsStore versus Online Ads

AARP Technology Survey 2005
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Store displays are universally more effective than internet ads with all age groups.



A majority of younger adults, and at least four in ten boomers and older adults, say they have purchased on impulse because of a store display.  



So that makes it even more important to make sure that your store displays appeal to their sensibilities, and don’t insult the older customer.



What to Do What to Do -- Promotion?Promotion?

Advertise Advertise –– both in store and outboth in store and out


 
Use humor Use humor –– but donbut don’’t insult met insult me


 
Go young Go young –– but not too youngbut not too young


 
Market to attitude Market to attitude –– not age not age 


 
Focus on familyFocus on family


 
Retire Retire ““retireretire””

Presenter
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Regarding promotion …



Advertise – both in store and out

Use positive humor – but don’t get weird, and don’t make fun of them

Use young(er) models – but don’t insult them by making them 20 years younger. Being and feeling younger is something to promote, but having all of the models look too young can be seen as glorifying youth and as insulting to the older population.  Our survey shows that on average boomers see themselves as 7 years younger than they are.  They want to see advertising with people who could conceivably their age.

Market to attitude – not age (and that means knowing their attitude toward your product and store environment)

Be edgy – but don’t go over the edge

Talk about family

Retire “retire”



Late last year, we repeated a survey of the whole boomer cohort that we had originally done in 1998 – and we found that more than 8 in 10  boomers still plan to work in some capacity after they have “retired.”









What to Do What to Do -- Focus?Focus?

Focus on what mattersFocus on what matters


 
QualityQuality


 
Value for money Value for money –– smart purchasesmart purchase


 
Benefits to consumer Benefits to consumer 


 
means knowing your own targetmeans knowing your own target
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What to do?  Where to focus?



For starters, the focus needs to be on what matters – value is universal, and everyone wants to be a “smart” consumer.

But that does not mean it has to cost the least – it means value for my money – so a good quality product that will meet my needs and will last will trump just cost any day.



That said, what determines quality and value is going to depend on what that individual consumer is looking for.  So in order to appeal effectively, it will be necessary to have a well defined market for your product and understand their lifestyles and how they will use the product.



And those factors need to be reflected in the shopping environment.



In the In the ““StoreStore””

Respect MeRespect Me
Respect the MerchandiseRespect the Merchandise

Presenter
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In the store …



In the StoreIn the Store
Show RespectShow Respect
““One piece of advice I would give to retail One piece of advice I would give to retail 
stores is to better train their young clerks stores is to better train their young clerks 
to be more respectful of mature clients. I to be more respectful of mature clients. I 
have been in a nice greeting card store, have been in a nice greeting card store, 
reading a verse to pick out a bereavement reading a verse to pick out a bereavement 
card, with rock music blasting over the card, with rock music blasting over the 
store sound system, and left.store sound system, and left.””
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Show respect …



This online respondent said …



“One piece of advice I would give to retail stores is to better train their young clerks to be more respectful of mature clients. I have been in a nice greeting card store, reading a verse to pick out a bereavement card, with rock music blasting over the store sound system, and left.” 	







In the StoreIn the Store

Make it easyMake it easy
“[D and D] has their finger on the 
mature market......lots of polite 
knowledgeable clerks, nice 
atmosphere, clean rest rooms, and a 
place to sit (and nap!) while your 
shopping companion tries on things . . .”
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Make it easy …



“Draper and Demons has their finger on the mature market......lots of polite knowledgeable clerks, nice atmosphere, clean rest rooms, and a place to sit (and nap!) while your shopping companion tries on things....”





In the StoreIn the Store
Take care of the merchandiseTake care of the merchandise
“Department stores have 10 - 20 
times more stock but it's crammed on the 
racks and too few dressing rooms...go in 
and they are filled with clothes, even on the 
floor. If the store clerks do not treat 
the merchandise with respect...as if 
the item has value, how can the shopper 
desire it? ”

Presenter
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Take care of the merchandise …



This respondent said:



“Department stores have 10 - 20 times more stock but it's crammed on the racks and too few dressing rooms...go in and they are filled with clothes, even on the floor.  If the store clerks do not treat the merchandise with respect...as if the item has value, how can the shopper desire it? ”



In the StoreIn the Store

Help me find it!Help me find it!
““If retailIf retail storesstores can't hire more can't hire more 
clerks...they could cater to the boomer, clerks...they could cater to the boomer, 
all ages I think, by having a "locater" at all ages I think, by having a "locater" at 
the entrance.the entrance. Computers set up with Computers set up with 
the stock items, features and the stock items, features and 
benefits,benefits, confirmation that the item is in confirmation that the item is in 
stock, and where to find it. . . .  stock, and where to find it. . . .  ””

Presenter
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Help me find it!



This respondents feels…



“If retail stores can't hire more clerks...they could cater to the boomer, all ages I think, by having a "locater" at the entrance.  Computers set up with the stock items, features and benefits, confirmation that the item is in stock, and where to find it.” 



In the StoreIn the Store
Serve my needsServe my needs
““Boomers especially grew up with Boomers especially grew up with 
service service –– plenty of clerks with a desire to plenty of clerks with a desire to 
help and to sell to them.. . . . The boomer help and to sell to them.. . . . The boomer 
will feel better by not being put in the will feel better by not being put in the 
position ofposition of being lost andbeing lost and wandering wandering 
around with a pocket full of credit cards around with a pocket full of credit cards 
and the desire to buy.and the desire to buy.””

Presenter
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Serve my needs …



This respondent said..



“Boomers especially grew up with service – plenty of clerks with a desire to help and to sell to them.. . . . The boomer will feel better by not being put in the position of being lost and wandering around with a pocket full of credit cards and the desire to buy.”



SummarySummary
There are a lot of boomers There are a lot of boomers 

Needs are driven by work, careNeeds are driven by work, care--giving, and giving, and 
““my timemy time”” on top of health and finance on top of health and finance 

They spend $2+ trillion per yearThey spend $2+ trillion per year

They are always looking for something betterThey are always looking for something better

They expect serviceThey expect service

They are savvy and do not want to be They are savvy and do not want to be 
insulted by what you are trying to sell them insulted by what you are trying to sell them 
and how you are speaking to themand how you are speaking to them
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In summary …



I don’t need to tell you that there are a lot of boomers – 77.5 million.



Their needs are driven by continuing to work while care-giving and trying to find time for themselves. 



They spend $2+ trillion dollars per year.



They are always looking for something better.



They expect service.



They are savvy and do not want to be insulted by what you are trying to sell them and how you are speaking to them



What to Do?What to Do?
DonDon’’t ignore themt ignore them
DonDon’’t take them for grantedt take them for granted
Understand themUnderstand them
Respect themRespect them


 
in your advertising in your advertising 


 
in your store or online displaysin your store or online displays


 
in the way you servein the way you serve themthem
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What to do?



I started by saying that 50+ is not the same.  What is true is that boomers have buying power, and their buying power demands tailoring to their attitudes, lifestyles, and needs.



Don’t ignore them.  You’ll be throwing money away!  We’re hearing over and over that people aren’t marketing to boomers but they’re the ones with the money!

Don’t take them for granted.  They’re not necessarily going to stick with your store, product, or brand.

Understand them – don’t skimp on research!

Respect them

in your advertising 

in your store or online displays

in the way you serve them. 



We hope marketers will get our message – because a market ignored is a market whose needs will never be met!



More InformationMore Information
Web SitesWeb Sites

http://www.aarp.org/researchhttp://www.aarp.org/research
http://www.focalyst.comhttp://www.focalyst.com

Linda L. Fisher, Ph.D.Linda L. Fisher, Ph.D.
Director, National Member Research, AARPDirector, National Member Research, AARP

202202--434434--63046304
lfisher@aarp.orglfisher@aarp.org

David van Nostrand, Ph.D.David van Nostrand, Ph.D.
Senior Vice President Research Senior Vice President Research FocalystFocalyst

(212) 548(212) 548--72547254
David.vanNostrand@focalyst.comDavid.vanNostrand@focalyst.com
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I encourage you to visit our research website shown here to stay current on new studies.  

Boomers at Midlife

Boomers Turning 60

Technology Survey



Also visit the focalyst website if you’d like more information on the syndicated boomer study.





Please note that this presentation did not make it onto the CD.  If you would like a copy, please contact Linda whose email address is on this slide or give me your card and I will be happy to forward a copy to you.



http://www.aarp.org/research
http://www.focalyst.com/
mailto:lfisher@aarp.org
mailto:David.vanNostrand@focalyst.com
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