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Boomer
Demographics

- 77 million people were born

between 1946 and 1964

- Within 3 years (2012), about a third

of the population will be at least 60

«In the next 15 years, the 50+
demographic will grow by 50% and
the 65+ population will grow by 50%

- 90 million Americans will be 65 or

older in the next 40 years

- Between now and 2010, the total
spending for 50+ households will

increase by over $900 billion

By 2010, adults 45+ will out-spend
younger adults by $1 trillion

annually

- As a third of the 195.3 million
Internet users in the U.S., adults
aged 50+ represent the Web's

largest constituency

- Two-thirds of Americans age

50-64 use the Internet

— ImmersionActive

The Emerging

"New"Mature Market:
Redefining the Senior Landscape

Boomers: New attitudes, new lifestyles, new opportunities

The “mature market” — broadly defined as consumers age 50+ — is changing
radically. As Baby Boomers transition into the so-called “senior” market sector,
an already diverse audience is becoming increasingly fragmented. At the same
time, the marketing opportunities delivered by this generational segue are
enormous — and increasingly complex. In size and revenue potential alone, the

new “mature market” will vastly outstrip that of 10 years ago.

To effectively mine this market requires a deeper understanding of these
consumers than the media presents — who they are, what they buy, where
they buy, and why they buy. As important to reaching this key market is timing,
because when they turn 60 or 70 says a great deal about their place in the
already heterogeneous Boomer cycle. The first of the Boomers are already
turning 64, and thousands more are doing so every day. Now is the time to look

at this market and understand its characteristics, its movement, and its needs.

This special report attempts to help marketers understand the key market
dynamics and resulting challenges, to develop a sense of who the new mature

market is, what they want, what needs to change — and why.



Attitudinal Shift

The buzz is that 50 is the new 40 and 60 is the new 50. Or is 50 the
new 30?7 And 60 the new 407 Inc. magazine devoted an article to
entrepreneurs over 80, with the title “Why 80 is the New 30." (Note:
the oldest entrepreneur on the list was Jack Weil at a young 106.)
In any case, why do we as marketers care? Because 77 million
individuals with over $1 trillion in annual spending power
are about to turn our traditional ideas about growing
older upside-down. Because marketing to this group is no
longer as simple as slotting them into a traditional age-driven
demographic/behavioral cohort. People who are chronologically
one age but view themselves as younger, more active, and more
alert reflect an attitudinal shift that impacts how we both define
and talk to this “new” mature market. Demographic market
definition and traditional “life stage” assumptions no longer suffice.
In fact, most of the labels we've used to delineate “seniors” are
becoming increasingly ineffectual in describing the transitioning
Boomer population — a population that flinches at the very word
“senior!” It begins with this generation’s attitude and extends to
their life view, values, and a kind of unflinching optimism that has
allowed Boomers to weather virtually every emotional and practical
storm. The old marketing myths are gradually being exploded as

transitioning Boomers redefine yet another world view.

[Boomers










Social Security Will Be Enough

Boomers are not ignoring financial realities and many are not taking any chances with Social Security. “Fifty-four percent

"

acknowledge doing only a poor to fair job on ensuring that they have adequate coverage for their own long-term care needs,

according to Insurance & Financial Advisor reporting on a MetLife Mature Market Institute study ("Boomers Ready to Retire”).
“Members of the group who say they will take Social Security at age 62 reasoned that they feel they're entitled and would

rather have the money than let the government have it”

But even with their‘due;’ the funds available are not likely to carry them through — especially in the manner to which they

aspire over an increasingly lengthy lifetime.
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Reinventing Retirement Technology Belongs To

In a Wall Street Journal article by Kelly Green

(February 16-17, 2008), a few entrepreneurs have Boomers are also the techno generation — the ones who

taken the time to understand this new market and could afford the first computers, the first iPods, flat-screen TVs,

° : : :
o BlackBerrys®, and interactive everything. Remember, Steve
Jobs is a transitioning Boomer.

+The Independent Transportation Network was

formed to offer rides, 24/7, to older adults around

Millions of Boomers are online every day and they're doing
Portland, Maine. ITNAmerica has grown into a

a lot more than e-mailing their grandchildren. They're
national organization with nine affiliates that

researching and shopping. They're serving on the boards of
provided almost 26,000 rides in 2007 and expects

Internet companies and other tech start-ups. In fact, Boomers
to have 40 affiliates by 2010.

are often less dependent on the opinions of friends and

+ Bernard Osher, who helped his family start Golden family than they are on the information they can get online

West Financial Corporation in the 1960s and — and this is only going to increase over time. But don't

created a personal foundation in the 1970s, is confuse “Boomers” with “seniors”” While 70-year-olds may

pouring nearly 5200 million into“lifelong learning,” still be confounded by e-mail, those in their early 60s are

or college-based education for older adults. very fluent with e-media. With each year, older consumers
- John P. Stewart is working on a blueprint for become more savvy and comfortable with the Internet.

making city services receptive to all the needs

of older Americans — whether in health care, Just look at the facts:

transportation, safety, employment, or continuing » Two-thirds of Americans ages 50-64 use the Internet
education. Cities that have joined in this effort * 42% of all travel industry purchases happen online
include Baltimore, New York, Philadelphia, Chicago, (PhoCusWright) — and remember, seniors like to travel,
and Atlanta. and Boomers especially like and want new experiences.

s . . « Boomers are much more tech-savvy than they’re given
- William Thomas’ work resulted in Eden Alternative, y yreg

B roTE R e el fe dhe S0 M credit for. They are the ones who could afford to buy

homes across the country shift their focus to their — and did buy — the first computers. They are also the

. , . . ones who have used the Internet the longest.
residents’ emotional well-being and away from

institutional scheduling.
And, despite disbelieving looks from their kids, Boomers

« The “personal advisor” licensed by Procter & Gamble N : : , :
are active in the social media. There's no question that the

Co. helps food sh identif ducts that
©- N€lpstood shoppers [dentily products tha kids who grew up with the Internet utilize social media

are healthy for them. The device is like a scanner , | . R
comfortably in their everyday lives. More than six million

attached to grocery carts. Information is based
9 y people over the age of 55 visit MySpace every month

on data from AgeLab; where the staff works on (presumably doing a bit more than checking on their kids).

designing technology that will enhance older

adults’daily lives.



the Young

“Older users typically post more refined messages on social important point for insurers and marketers of financial
networks. These networks provide forums for mature users to services. These people have the time to research their
have meaningful discussion on issues that truly affect their options, the money to buy what they need, the intelligence

lives, such as health care choices and caring for elderly parents”  to make good choices, and the need for quality products.

(Immersionactive, Mature Interaction, April 12, 2007). This is an
Social networks including Eons, Rezoom, and Boomj — all

seek to capitalize on the spending power

and interests of Internet-savvy Boomers as

well as seniors.
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Boomers Can Do Only One Thing At a Time

While much attention has been paid to the 50+ market on
the Internet — and rightfully so — marketers must not rely on
the Internet to the exclusion of other media when working to

influence this market.

For instance, “Baby Boomers remain extremely relevant to word
of mouth [WOM] campaigns,’according to a research report by
the Keller Fay Group. Their findings are contrary to marketers’

long-held belief that WOM focuses on a younger demographic.

But perhaps the best counsel we can offer is to say that the
key is to effectively utilize the synergy of multimedia channels.
Forinstance, a DRTV spot must offer both telemarketing and
Internet options to viewers who would like to reply. The same
is true of a print ad, which should also provide a mail option.
Direct mail pieces must also offer reply options that fit with
new lifestyles. For instance, many consumers — and certainly
most people at work — open their mail at their desk and in
front of a computer. Your Website must be accessible and
friendly, with clear message agreement to other media. It is

worth spending time and money to perfect that experience.

According to BlGresearch’s latest bi-annual Simultaneous
Media Survey (SIMM), in which 15,727 people participated, the
ONLY way for people (of all ages) to keep up with the deluge
of media options is to multitask with other media. “Media

that can target, be timely, and deliver value to consumers,
such as coupons/direct mail, radio, yellow pages, newspapers
and newspaper inserts all increased in influence to purchase
as consumers are looking to stretch budgets in a slowing

economy.” The SIMM survey also states:

«“Regular simultaneous media consumption for online,
newspapers, magazines, radio, TV and direct mail is up

from 1% to 35% depending on the medium.

« Channel surfing remains the #1 regular activity engaged

in during TV commercials.

« Top simultaneous media used when reading a newspaper

are: watch TV, listen to the radio, and go online.

« For people listening to radio, other media simultaneously
used are (top 3): engage in other activities, go online, and

read the newspaper.”



In Summary:

There Couldn’t Be a Better Time
To Be a Marketer!

Right now, we are at a rare point in marketing history. The unique demographic represented by the Boomers

is not likely to ever be repeated, certainly not in the foreseeable future. They present a true once-in-a-lifetime
marketing opportunity. If the Boomers are not yet your customers, but targeting them seems to be causing more
confusion than solutions, don’t despair. By understanding who they are, what they want, where they’re coming

from — and where they’re going — you’ll have the basis for developing competitive advantages by designing

relevant new products, creating customer-driven messaging, and executing innovative marketing programs

launched through a robust combination of truly integrated delivery channels.

So what do we have? New attitudes, new lifestyles, and new opportunities — all the seeds for

powerful consumer-driven marketing innovation. Truly, there couldn’t be a better time

to be a marketer!

Ask yourself these 5 questions to get your
share of the Boomer “boom.”

Do | really understand who these new seniors are, what they want,

and the impact they’re going to have?

Do | understand how their values and preferences may impact not

only my products but how | deliver value?

Do | have the technology to fully leverage that understanding and

their preferences?

Can | match my product knowledge with consumer change and

make “relevant” a part of my marketing culture?

Is my organization open to re-thinking old approaches in light
of the consumer insights — to perhaps invest in the “risk” of

innovation?



About DMW Direct

DMW Direct is a full-service direct response advertising

and marketing agency with offices in Wayne, Pa., and
Plymouth, Mass. The ECHO Award-winning firm —

which ranks among the prestigious Advertising Age

“Top 50 Direct Marketing Agencies”and is 5th in the
Philadelphia Business Journal list of 2009 top full-service
advertising agencies — provides strategic counsel and
planning, creative, data analytics, broadcast, media,
production, fulfillment, and Internet/multi-channel direct
response marketing solutions. Industries served include
insurance, financial services, consumer products, B2B, and
non-profit. Contact Steve Kunkel, Vice President Business
Development at 610-407-0407 ext. 0064, or via e-mail at
skunkel@dmwdirect.com. DMW Direct’s Chairman and
CEO, Warren Hunter, can be reached at 610-407-0407

ext. 0145, or via e-mail at whunter@dmwdirect.com.

www.dmwdirect.com
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We had a lot of help in preparing this report

and would like to thank the sources below.
WWW.CENsus.gov

www.focalyst.com
(AARP & Kantar, a Millward Brown specialty
practice supported by AARP Services Inc.)

www.immersionactive.com

(Immersion Active agency)

www.afar.org

(American Federation for Aging Research)

www.lifestagemarketing.com

(Lifestage Matrix Marketing)

www.boomerproject.com

(Jumpin’Jack Flash — free newsletter)

www.pewinternet.org

(Pew Internet & American Life Project)

www.ml.com/?id=7695_7696_8149_
46028_46503_46635

(Merrill Lynch retirement survey)

www.bigresearch.com
(BlGresearch)

http://web.mit.edu/agelab
(MIT's AgeLab)
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