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Baby Boomers:
New Ways to Approach a Powerful Demographic

We have all seen the mountain of information about Baby Boomers, but it must be missing the
mark. Mintel observes that the marketing efforts to the 76 million people in this generation
mostly assumes that Boomers will blindly buy products, and typically does not target them
directly, let alone consider segments.

Now is the perfect time to rethink your Baby Boomer strategy because this group is undergoing
a sweeping change in attitudes. The 2007-09 recession intensified many lifestage changes that
were already happening—acting like a generational time-release capsule. A financial calamity is
a great catalyst for change—especially when you are turning 50 (or 60), grappling with the
changes that menopause brings, watching your children leave home (or return), or helping your
parents through the end-stages of life.

Mintel Research Consultancy can help you develop your strategy for Baby Boomers. We have
identified new ways for you to speak to Baby Boomers, and new subgroups that have become
more important. The following are four quick thought-starters from our recently completed
research.

Optimism

Baby Boomers believe that the future will
be better, and most believe that they will
play a role in making the future better. They
are not quite as optimistic as younger
adults, but they are in a positive and
forward-looking mood, despite being faced
with bigger “issues” than they saw coming.

Not surprisingly, they do not think anyone

handled the 2007-09 recession very well, but do clearly believe that the strength of the country
is in the people. When asked if they agree that “the way [government, industry, US citizens]
handled the 2007-09 recession shows how strong the country is” citizens scored 40% approval,
the US government 23%, and US companies 20%.

In keeping with the above, Baby Boomers are fso% of Baby Boomers “expect the )
extremely family- and community-centered. It may future to be better.”

not be surprising that 55% say “my family has

grown closer together in the past 10 years or so,” 44% say “l expect the future to be
but importantly their commitment to personal and better because | have become
community growth is very strong. A large majority better at handling problems in the
(68%) says that “it has become clear to me in the \past couple of years.” J

www.mintel.com



MINTEL insight + impact

- N past 10 years or so how important it is to develop
39% of Baby Boomers agree that things that you are passionate about outside of
“my job is secure, even if the work or family, such as hobbies or community-
economy is still shaky.” building activities.”

Compare that to 34% of non- Of course, taking action is much harder than

\Boomers who say the same thing. agreeing in principle, yet 26% of Boomers say that

“I (or my family) have started devoting more time
to building a better community, such as donating more time or money to civic programs,
shelters, religious organizations, community gardens, etc.” Baby Boomer-activism makes an
excellent subtext for marketing messages—something that few marketers have tapped into yet.

With news on unemployment and the economy fiercely negative all summer, you would think
that Mintel’s October 2009 survey would have found a complete lack of job security. But nearly
two of every five Boomers report feeling secure with their jobs.

With the economy stabilizing and turning slightly higher at the end of 2009, it’s a good bet
that bringing optimism into messaging will be on target in early 2010. Be careful to keep the
appeals cautiously optimistic—fear-driven pessimism is thankfully behind, but blue-sky
optimism is too much.

Boomers are cautiously optimistic about the future, but having been hardest hit in
many ways during the recession, they are still more conservative than their non-
Boomer counterparts.

The takeaway? Marketing messages need to strike the right balance between
hopefulness and pragmatism.

Backlash against Agelessness 22% of Baby Boomers believe 1
There will always be a large number of people willing have found cosmetics or
to pay beyond reasonable amounts for what Mintel medications that make me look or
calls “hope in a bottle.” Products that pander to feel younger.”
the human ego range across cosmetics, medical
procedures, pills, diets, meditation, and more. But 35% of 45-63 year-olds say

“l used to believe that cosmetics
Indeed, nearly one-quarter of Baby Boomers have and medications could make me
found products that make them look and feel look young longer, but now |
younger. But another one in three doubt that realize that it isn’t true.”
cosmetics and medications can turn back the
clock, despite believing in these products before. Compare that to:

25% of 18-44 year-olds
Clearly, there is a market for the former believers 50% of over-63 year-olds
who, rather than giving up, have readjusted their -)

expectations and are open to more realistic claims.
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7~ N\ There are two ways to open discussions
Boomers are embracing their age: with Baby Boomers who are learning to
42% of them say they feel their age or older. cope with reality without giving in to it

entirely. The first is on the basis of

Acknowledging that Boomers are entering a peace of mind.
new phase of their lives and encouraging
them to age gracefully (but not unnaturally) Some 63% of Baby Boomers say that
would be a refreshing departure from the they “realize that | am getting older and
status quo. Few marketers have taken this | think about it frequently.” And there is

a substantial subgroup of these, likely a
result of being at an inflection point of aging just when the recession hit, who say that “the
recession of 2007-09 made me realize that | am getting older” (48%).

The product could be skincare or financial services, but the message should be one that
promises to reduce fears, possibly with a partnership approach. “Fountain of youth” or
“miracle” solutions attempt to increase people’s fears in order to prompt purchases. However,
those serving the “Backlash against Agelessness” market will likely fare better with a staged
approach—thereby admitting that the first step in finding a solution will not work for everyone.

The second basis for talking to
“backlash” Baby Boomers is what
on the surface seems like a
surprising revelation—52% of
the group says that “l am
entering a new phase of my life
that | didn’t expect.” Our
perception of Baby Boomers as
being highly intelligent, problem-
solving, and worldly-wise doesn’t
need to be readjusted; we simply
need to reflect on the fact that
very few people have mastered
the skill of living life gracefully. \ -)

“Backlash Boomers” are ready for more matter-of-
fact claims, transparent communication and
empowerment messages that are not related to
turning back the clock or recapturing youth. As
examples of brands that strike the right chord,
consider:

e Not Your Daughter’s Jeans: Stylish denim for
women who want age-appropriate fashion

e Touch of Gray: Hair color for men who are
ready to stop hiding their gray

e Densia: Danone’s osteoporosis yogurt for
women 40+ (available in Europe)

Incidentally, it is even easier to see the errors of others, as 68% of Boomers say that they are
determined to handle the events of aging (such as health issues, housing situations, and quality
of life) better than their parents have done.

Brands can talk to Baby Boomers about recent nasty surprises or feeling off-balance.

These conversations are likely to hit home because the state of the economy is one

thing that caught most people by surprise. Helping people regain their balance (again,
this applies to all consumer products) is indeed a service worth paying for.
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Mortality Mentality

If Baby Boomers now realize that they are getting
older, think about it frequently, and are vowing to do
things differently than their parents have done, (as
asserted in Backlash Against Agelessness), this
newfound insight is very likely causing powerful shifts
in nearly everything Baby Boomers do.

The figure below shows that Boomers are indeed treating life events as serious with a capital
“S.” Getting closer to age 65 triggers a range of behaviors, including saving more money (28%),
eating healthier (35%), exercising more (32%), or simply being more conservative (29%).
Watching their parents or other relatives grow older has almost exactly the same effect on
Boomers—though a little less intensely than their own aging. Almost no one professes to being
inspired to spend more money or become more impulsive.

“Please tell tws elacw Ydu theadt sted ev

Makes me Makes me Makes me Makes me Makes me Makes me Makes me
save more spend more eat better or exercise more more unsure what
money money healthier more impulsive conservative to do about it

Source: Mintel Baby Boomer survey — Nov. 2009; survey instructions asked respondents to check all that apply

Emotional insecurities are top-of-mind for Boomers. Companies need to acknowledge Boomers’
anxieties so as not to oversimplify a group that is grappling with seismic transition and change.
Boomers still want to enjoy life, but pragmatism still reigns supreme. Aging (both their own and
that of their parents), health concerns and the recession have made them more conservative —
a fact that marketers simply cannot ignore.

s ~N Mix these emotional
insecurities with the fact
that Baby Boomers are
near a low in financial
optimism, and you can
quickly begin to see that
Mortality Mentality could
describe the new phase
in their life that half of
Baby Boomers say they
find themselves in but
\. / didn’t see coming.

Boomers are more financially modest and conservative than
many assume:
e 43%: “I can’t afford much beyond the basic
necessities”
e 37%: “l maintain a modest middle income existence”
e 54%: “l do not have much disposable income so I try
to save as much as possible”
e 7%: “l am wealthy or have an above average
lifestyle”
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Boomers, collectively, control more wealth than any other segment of the US population.
However, individually, they are no longer (and will not return to) the free-spending, pleasure-
seeking consumers that they once were and to whom many companies are still trying to market.

Baby Boomers have a new religion. Marketers should assume for the years ahead that

value, sensibility and good, old-fashioned financial conservatism will trump indulgence
and escapism.

Living Closer to Home,
But Looking Further Ahead

It is possible that Baby Boomers will spend the next
decade being more focused than they have ever been
in their carefree lives. Coming to grips with the fact
that life doesn’t go on forever (Mortality Mentality)
plays a very big role in this theme, as does the “New
Normal” realities brought on by the recession.

In addition, Baby Boomers will generally stay put. 16% of under-45 year-olds moved houses in
2007-08, compared to 7.1% of 45-64 year-olds and 3.7% of over-64 year-olds.

Percentage of US population that changed its home address: 2007 to 2008
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Source: Bureau of the Census, Geographic Mobility: 2007 to 2008, Detailed Tables, Internet site
http://www.census.gov/population/www/socdemo/migrate/cps2008.html; calculations by New Strategist
Not only do we know ~ ~
where they’ll be in the 36% of Baby Boomers say “l expect to spend more money on
next several years, we home improvements in the next couple of years than I did in
know what Baby the past couple of years.”
Boomers will be doing.
They will be saving 41% of Baby Boomers report “I may or may not spend more
money and mainly money on home improvements, but my home is where most of
investing it in their my investment will go in the next few years.” )

homes. In fact,
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Boomers are more likely than other age groups to say that they expect to spend more on home
improvements in the future. When you have permanently reduced your faith in the investment
markets, and your earning ability is capped, homes are the logical investment vehicle.

Will they be gardening at
home? Some yes, but many,
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and maybe most, will be September 2007 October 2009
working. One of every five 2 KSYy LQY 2f RSNJ (KIy
Boomers now expects that 11% 33%

they will not retire—ever. 52y Qi LIy G2 NBIGA
The implications on lifestyle 8% 20%

and income are enormous
for marketers. As Boomers keep working, they will eat, cook, clean, groom, spend and save
differently.

Consider that 65% saythat* | (or my family) have begun t
couple of years.’”

Products, services and messages that support home-centric lifestyles hit the right notes for this
group—today and in the longer term.

These four factors are just the tip of the iceberg in what we are working
on in Mintel Research Consultancy. If you are ready to update your
strategies, we are here to help.

Please contact us:
David Lockwood, Director of Consumer Insights:
312-450-6044, dlockwood@mintel.com

Krista Faron, Senior Analyst:
323-848-4071, kfaron@mintel.com
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