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FOREWORD


By Tim Love


THE GOOD OLD DAYS


I learned a lot about being old when I was young. Back in 1972, this kid from Ohio pointed himself towards the canyons of Madison Avenue to start an advertising career at a venerable agency then known as Dancer Fitzgerald Sample. My first assignment was to work with the agency’s Procter and Gamble client, and after only a few weeks on the job, my supervisor asked me to attend a big meeting in Cincinnati. As a lowly Assistant Account Executive, my job was to carry the large portfolio bag of storyboards, to listen, to learn and, most of all, to keep quiet.


These were the days now immortalized as the “Mad Men” era, so the meeting necessitated a long dinner the night before in Cincinnati between our team and the client team. As I was doing my best to keep quiet during the dinner, the founder of our agency, Cliff Fitzgerald, sauntered up puffing a large cigar. He greeted our table warmly and my supervisor introduced me as ‘the new man at the agency working on P&G.’ Mr. Fitzgerald and I shook hands when he abruptly asked, “Say, would you like to meet Red Deupree?”


I sheepishly asked who was Red Deupree? He replied: “Well, he’s the former Chairman and CEO of The Procter and Gamble Company and I am having dinner with him in this restaurant tonight.”


Without waiting for an answer, Mr. Fitzgerald beckoned me to follow him across the restaurant to a large, corner table of men, all tucking into giant steaks and conversing through a thick haze of cigar smoke.


Mr. Richard Redwood Deupree (known as “Red” to only a few close friends, including President Eisenhower) was the first non-Procter or Gamble family member named to lead P&G. He became President/CEO in 1930 at the start of the Great Depression and led the Company through these difficult times and throughout World War II. He relinquished the President title in 1948 to become Chairman of the Board, a position he held until 1959.


Meeting Red Deupree was exceptional for many reasons, notably because of his legendary accomplishments as one of the most tenured of all P&G leaders, but also because of his age.


He was by far the oldest person I had ever seen in my life up to that point, so old, it took my breath away. Mr. Fitzgerald introduced me, “Red, this is Mr. Tim Love, our newest recruit working on your business.”


I reached out to shake Mr. Deupree’s frail hand. He glanced up and motioned to me to lean in. He took my hand, looked me hard in the eye and emphatically said, “Just build the business. Just build the business.” That was it.


This is the imprint that I had on aging as I entered the marketing services business as a baby boomer at the green age of 23. In 1972 the advertising industry was heavily focused on appealing to my generation because it was the largest demographic group in the history of the Country. If you could win over 80 million of what became called the “Baby Boom Generation”, fortunes could literally be made overnight. As the Boomers aged into and through the 18-49 year-old target market, this paradigm remained unchanged for my next 40 years in the business.


Today, this generation of consumers is still the most valuable generation due not only to its size, but also to its disproportionate amount of disposable income and purchasing power. Due to improved life expectancy and lower birth rates, this generational cohort will continue to dominate demographics for years to come both in the US and abroad.


This shifting context for advertising and marketing communications presents an opportunity to better serve the needs of those who are now 50+ years of age and entering a new life stage. This consumer change-point demands new insights, ideas and brand reassessment for better serving their needs. From healthcare, to investment strategy, certainly, but even beyond that to understanding how this population uses new communication technology, views fashion, perceives beauty, food, beverages and more.


Now wiser for a lifetime of experience, I am still finding new meaning in my first impression those many years ago with Mr. Deupree. My perception of what old is (and is not) has clearly changed, but my belief in the importance of “Just build the business” has remained as steadfast as a rock. Deupree once said, “Nothing is complicated. If it’s complicated, don’t do it. It must be simple to perform.”


Recently I Googled Richard R. Deupree to see if he really was as old as he looked in my memory. That evening in 1972 he was 87 years old. By today’s standards, and my own relative age, 87 doesn’t seem as old now. If you adjust for today’s life expectancy, his 87 would be the same as today’s 102. Red was still as sharp as a tack at 102.


The message here is simple. “Old” isn’t what it used to be, for me, and for marketers. In fact, there’s a big future in age, as evidenced by the existence of BoomAgers, an advertising agency dedicated to the aging consumer marketplace. Founded by advertising veteran Peter Hubbell, BoomAgers has been helping some of the world’s top marketers to better understand aging and to adjust their perception of what “old” really is.


Peter’s perspective on this opportunity is well articulated in his first book on the subject–“The Old Rush.” In his latest work herein, Peter provides inspiring insights based on his agency’s first-hand experience from working with aging consumers from all corners of the aging world. “Getting Better with Age” is an invaluable source of perspective and advice that will help you unlock the secrets to success in marketing to the highly valuable generation of baby boomer consumers.


As I approach an age much closer to what I had defined as old age when I was young, I can attest to the fact that many things in life do in fact get better with age. To prove it to my generation as they get less spry and more gray – and to the younger generations of marketers who need to understand us - I am working with BoomAgers to capture these real life “aphorisms of age” in a future sequel called “The Book That Gets Better With Age.”


Looking back, it is only now that I understand what Bob Dylan meant in his 1967 song, “My Back Pages:”


“Ah but I was so much older then.
I’m younger than that now.”


 


TIM LOVE
Former Vice Chairman Omnicom Group and
Chief Executive Officer; Omnicom – Asia Pacific, India,
Middle East & Africa.




PREFACE
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If you live long enough to experience much of the real world, nothing should surprise you anymore. While I more than qualify on the first two requirements, it bewilders me that I’m still surprised by many things, particularly human nature. As a marketer, I am a master at understanding and predicting people’s behavior, yet all too often, real human truth eludes the seeker. So I keep at it, ever-vigilant for a glimpse of insight while remaining girded for a surprise.


In my role as an advertising agency CEO and aging consumer expert, I’m blessed to spend time with some of the smartest marketers in the world. They’re smart because they’re intelligent, well-trained leaders, but also because they’re shrewd enough to opportunistically seek the wisdom of an expert to help them gain a critical edge in the marketplace. They’ve made it to where they are because they have an instinctual knack for figuring things out and then acting on them. These are not people who should be surprised by facts, so imagine how surprised I am when they are.


As I travel the world and speak to smart people about aging, the observation that surprises them most is that there is joy in aging – there’s scientific evidence that people actually get happier as they get older. Their reaction is one of incredulity. “How could this be? Sheer nonsense. Poppycock.”


People do in fact get happier as they age, mostly because they have arrived at a new stage. Gone are the years of striving and providing, replaced instead with years in which aging people are able to reflect on a life well lived and enjoy a calming contentedness in who they are. All the lessons gleaned from their lifetime of experiences have created wisdom and competence that has them brimming with confidence about life’s new possibilities.


The main reason so many smart marketers are surprised by this insight is that too many of them have yet to live the life of the aging consumer. As smart as they are, they lack – through no fault of their own – a first-hand understanding of what it feels like to be older. They’re experts at marketing to consumers aged 18 to 34 because they’ve personally been there, done that. But when it comes to an aging consumer, they simply don’t know what they don’t know.


The other reason they’re surprised is that most of them are rational thinkers. The happiness and optimism that most aging people are feeling is driven by an emotional or irrational reaction to the rational reality of aging (more on that later). When a rational mind-set is confronted with a “fact” that’s irrational, incomprehension ensues.


If it’s indisputable that we live in the Age of Aging – that global cultures and economies are being transformed by the unprecedented aging of the world’s population – then it’s time to get real about the reality that’s reshaping the landscape of global markets. Someone or something has to help marketers comprehend the incomprehensible truths of global aging.


For the time being, I am that someone, and this book is the something that endeavors to bring clarity and insight to what is simultaneously one of the most valuable but least understood and least leveraged opportunities in marketing. If the Most Valuable Generation™ in the history of marketing believes that they’re getting better with age, then we need to get better at marketing to age.


This won’t be easy, but then again nothing truly worth pursuing ever is. As compelling and lucrative as marketing to age is and will be, it represents a change to the norms of marketing, and all change must overcome the powerful inertia of the status quo. In this instance, the status quo is our cultural orientation to aging and marketing’s bias toward a consumer aged 18 to 49.


Our culture covets new, and young is infinitely preferred to old. We’ve gone from being an economy where people once made the things they needed and repaired them when they were broken, to today’s disposable economy, where old things are enthusiastically replaced with new things well before they’re obsolete. In fact, we are so infatuated with new that many of us spend too much time chasing the newest new thing. (Who are those people who stand in line overnight to be the first ones to get the newest iPhone?)


Then there are the marketers who have always believed that a younger consumer is more valuable than an older one, a mind-set created and perpetuated by marketing’s original love affair with the Boomers. While the Boomers were searching for the meaning of life, Madison Avenue found meaning in their magnitude – 80 million strong – when the first of them turned 18 in 1964 and created the media target audience of 18- to 49-year olds that would define most of marketing’s best practices for the ensuing three decades as the Boomers came of age. All of the industry’s philosophies, processes, and practices have been optimized around an age 18-49 orientation, and the inertia is substantial.


Getting Better With Age takes a big step forward in reconciling the discrepancy between progress and inertia by helping you to persevere in a changing world. It will hopefully surprise you in all the ways that surprises can be delightful, and delight you in all the ways that enlighten. If I succeed at expressing all of my deeply felt passions for this topic, I will have created words that inform you with insight and inspire you to action. Done well, these will be the elusive words and understanding that will help you interpret aging consumers’ human nature so you can speak their language in a way that opens their hearts. Wouldn’t that be a nice surprise?


Finally, and as always, I am grateful for all the circumstances and supportive friends that have provided me with the perspective that gives my life meaning; for the opportunity to grow up on a farm and learn the value of hard work; for the chance to create great advertising work for so many wonderful client partners for so many years; to my father, who taught me that the best way to live a long life was to live one day at a time; to my mother, who believes in me more than I believe in myself; and to my dear wife Caroline and family, who understand that all my long hours of work are actually all about preserving our quality time.


Special thanks in this endeavor also go to the best business partner I’ve ever had – John Bowman – for his omnipresent wit and inspirational advice, and to Michael Tive, my publishing consultant, who prodded me to keep everlastingly at it by actually believing that the impossible was possible.


 


PETER B. HUBBELL




INTRODUCTION
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I recently visited my doctor for my annual health exam, and while I was enduring the customary wait in the reception area, I noticed that the plaque on the wall that used to read Preventative Health Care had been replaced by one promising Life Extension. What I used to think I needed had been replaced by what it was that I had really wanted all along – some assurance of a longer life. Suddenly, I was seeing wellness with a whole new optimistic lens. Tell me what I want to hear – I’m a Baby Boomer, aren’t I?


Yes, we are all living longer, with a determination to live better than the generations that have preceded us. In our country’s last 100 years, we’ve added 30 years to average life expectancy, which is now 78 years of age. If we use current demographic measures to extrapolate for the next 100 years, we are on course to extend our longevity an additional 20 years by 2099 – a possibility that is almost inconceivable.


In that the world’s aging population is living a quantity and quality of life that are totally unprecedented, they are free to make up new rules as they go. As such, the challenge for those of us who lead consumer-facing businesses is to apply a corresponding set of new rules to our long-established practices to ensure that our offerings stay relevant in a demographically dynamic world. Global aging is real and it’s irreversible. The old way of doing things won’t work with an aging consumer. It’s time to rethink the way we think.


Metacognition is the psychological term for our awareness and ability to influence our own thinking or, in short, thinking about how we think. If you were a mechanic, metacognition would be more familiar to you as “troubleshooting”. Imagine a car that has been brought to a mechanic because it keeps stalling. At face value, his job is to fix the engine, but when he goes past the solution to think more comprehensively about the problem, he might fix the engine problem simply by replacing some bad gasoline.


The essential ambition of Getting Better With Age is to get you to think differently about aging; to put aside what you think you know and bring an open mind to learning more about what’s really going on in the minds of the aging consumer. If you can understand how they think, the vision for success will become crystal clear.


Part One – Aged to Perfection – provides a foundational understanding of the aging of marketing’s Most Valuable Generation™. While the demographic facts of global aging are clear, what’s less obvious is the relationship between the physical and psychological aspects of aging. While medical science posits that an aging person is a person in decline, the soul and spirit of this ageless generation keeps propelling them to a limitless future. They aren’t getting old, they’re growing old by reimagining their lives, living in the moment, and staying vital. In light of their massive numbers, this new dynamic of aging is doing more than just inspiring new lifestyles, it’s fueling a longevity economy. With so many Boomers exiting the traditional workplace and with so few of them (25%) signaling an intention to retire, we are about to witness one of the most profound periods of entrepreneurialism that our country has ever seen. The creation of this new income by older people will continue to accelerate the skew of wealth to the north of the age cohort (18 to 49) that has typically defined traditional marketing practice. If the power of marketing is about the consumer’s power to purchase, it’s time to start thinking about a shift in focus.


Part Two expands on the Getting Better With Age metaphor by learning more about things that get better with age. We’ll look at classics like wine and cheese, and less obvious items like leather, cast-iron skillets, and even memories. While each of these things has technical or physical properties that help them improve with age, we will discover that these are of less importance relative to societal, social, and personal mores and context that influence how quality is perceived and thus defined. Is old wine actually better than young wine? The wine trade and its pricing model have us convinced of that, just as aging people have convinced themselves that it’s better to be older than it is to be young. The relationship between things that get old and people who get old is fascinating and will help us tease out some really compelling analogies with clear implications.


Finally, Part Three – 50 Ways to Get Better With Age – offers an abundance of simple, practical advice to help you create marketing campaigns that reflect a better understanding of the nuances that are critical in marketing to age. These insights reflect the real-world experiences of the author and the in-market successes of BoomAgers, the pioneering agency for aging founded by the author. Their potency lies in their simplicity and many are surprising in their obviousness. They are anecdotal and written in a light, entertaining manner to ensure that they are enjoyed and remembered.


There’s an old adage that says: “All roads of life move toward the future.” As marketers, it feels like we are at the proverbial fork in the road, and our future most certainly has a lot to do with the lives of aging consumers. If you intend to keep moving forward, the fork in the road forces a choice. We instinctively know that it’s important to make choices in business, but we also know that making the right choice can be difficult. In avoiding the hard choices, we have to guard against the easiest way to fail, which is to make no choice at all. Wouldn’t it all be much easier if we had a road map? Read on.
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Aged to Perfection





AGELESS ACCOMPLISHMENTS
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STILL BUBBLY


Deep within a Finland-controlled archipelago of some 6,500 small islands in the Baltic Sea, divers discovered a sunken schooner dating back to the second quarter of the 19th century. Within the hold of the ship, they found a voluminous amount of cargo, but one set of crates caught their eye. Realizing they found a wreck of immense worth, 168 bottles of 200-year-old champagne on the sea floor was a find worthy of celebration. They carefully raised the crates to the surface, but changing pressure caused some of the corks to pop off. The divers thought quickly and drank the centuries-old wine – which was surprisingly delicious and intact from seawater.


The divers brought the champagne to wine expert Ella Grussner Cromwell-Morgan whose assessment was as follows:


“Despite the fact that it was so amazingly old, there was a freshness to the wine. It wasn’t debilitated in any way. Rather, it had a clear acidity which reinforced the sweetness. Finally, a very clear taste of having been stored in oak casks.” 1


It turns out, storing wine at the bottom of the Baltic Sea is actually a perfect place to age your wine, although, it’s best to drink them earlier than a Schooner’s hold would dictate.


1 Vines, Richard. “World’s Oldest Champagne Tastes Sweet After 200-Year Shipwreck.” Bloomberg Business. http://www.bloomberg.com/news/articles/2010-11-17/world-s-oldest-champagne-survives-icy-shipwreck-surfaces-for-wine-tasting
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Living in the Age of Aging


We live in the Age of Aging, which means that more of us are living longer and “getting old” at an older age. This is life’s way of offering a dividend, a bonus of extra years to extend our presence and influence on our personal world. This is great news if you’re one of those people intent on extending your life so you can get to the bottom of your bucket list, but on a macro basis, aging is impacting the world in unprecedented and pervasive ways that must be reckoned with. Despite an abundance of global population statistics and the inevitability of mortality, the world has been slow to acknowledge that global aging is reshaping our cultural, political, and economic landscape in ways that are as irreversible as aging itself. It’s as if we have our heads buried in the sands of time.


Some of the smartest minds in business and politics are choosing to be blind to global aging which, while vastly perplexing, can be logically explained in two ways. First, aging is fundamentally an unpleasant topic as it’s associated with mortality, and it’s human nature to abhor that which is unfavorable (death) and to embrace that which is favorable (life). Second, aging is about change, in the sense that it is a dynamic of life but also from the standpoint that doing something about global aging will require changing something.


There’s a tendency to want to believe that change is glacial, that it takes place slowly over an extended period of time, virtually imperceptible to the naked eye. If so, it doesn’t really capture our attention or command our action in any meaningful way. Even though change is a variable, we prefer to treat it as a constant. The notion of constancy satisfies our innate desire for the world to be orderly and predictable, and instead of addressing change, we reason that it will be someone else’s job to deal with any unpredictable consequences long after we have moved on to a safe harbor.


The Global Coalition on Aging is one of the world’s most prominent advocates for reshaping the way global leaders prepare for the 21st century’s profound shifts in population aging. Through their focus on research, public policy analysis, advocacy, and communication, they are working to create innovative solutions to ensure that an aging world is productive as well as fiscally and politically sustainable.


One of the key areas of public policy debate is the need for constructive reform around a core issue: the ability of societies to provide an acceptable standard of living for their aging populations without burdening their young. Philosophically, there are two basic solutions to this dilemma: promote more elderly participation in the labor force or increase state-funded pension savings. While each of these is an obvious answer, both are currently impractical in many economies. When push comes to shove, addressing the old-age dependency burden may require a wholesale rethinking of retirement provision and the intertwined responsibilities of the personal, private, and public sectors.


The good news is that while global aging barely registered as a policy issue ten years ago, it has now at least become a topic of growing concern. The bad news is that despite all that entities like the Global Coalition on Aging are doing to promote positive change, global aging preparedness remains low. The world has yet to see a magnitude of progressive public policy shifts and social and cultural reform that corresponds with the significant impact that aging is going to have on human affairs.


This is because global aging is a glacier. While it is one of the largest moving things on earth, no one can see far enough beneath its surface to witness the powerful force that is at work. This force is transforming the landscape of our lives and reducing rock-solid tenets of the status quo into remnants of dust. While global aging is neither a force that we can stop nor reverse, we can do a much better job of understanding it and positively managing its impact. As some of the world’s top business leaders, we have an obligation to do so, but just as importantly, it’s smart business to do so.


Global aging has been underway for sometime. If you lived during the Roman Empire, you would have been lucky if you eked out 25 years of life.1 By contrast, if we flash forward to the 20th century, we see that most of the world experienced a dramatic improvement in life expectancy. In some of the world’s more developed and wealthier countries, we started the century with an expectation to live until we were 50, but by the end of the century, life expectancy had been extended to 75.


According to UN statistics for the period of 2005-2010, Japan has the world’s highest life expectancy (82.6 years), followed by Hong Kong and Iceland at 82.2 and 81.8 respectively.2 To paraphrase Mark Twain, when I get old I’m going to Japan because everyone gets older later there.


If we’ve been able to add 25 years to life expectancy in the last 100 years, what does the future hold, and at what point do we approach an upper limit?


While many aging experts believe that an upper limit exists, the escalation of life expectancy shows no evidence of slowing down. Between the years 1840 and 2007, average life expectancy progressed at the rate of approximately three months for each year of life.3 But what’s really noteworthy is the increasing life expectancy among members of the older population groups. The “oldest of the old” – people 85+ – are now 8% of the overall 65+ segment. This group is projected to grow 351% between today and 2050, compared with an increase of 188% in the 65+ segment and a 22% increase for adults under 65.4


While the “oldest old” are not the focus of this book, these statistics paint a dramatic picture of the future of global aging. To wit, there are currently more than 60,000 centenarians in the US and their numbers are projected to grow to 1,000,000 by 2050.5 On a global basis, the number of centenarians in the world is projected to grow tenfold by 2050. Researchers have estimated that over the course of human history, the odds of attaining the age of 100 may once have been as high as one in 20,000,000 and may now be as low as 1 in 50 in low-mortality countries like Japan.6 While scientists believe that humans are only capable of living to 120 (Mme. Jeanne Calment of France was 122 years old when she passed in 1997), the rate at which we are aging is challenging this long-held notion.7


If the world is aging because we’re living longer, what’s influencing longevity? While there are many theories, most agree that the major drivers of longevity are improved nutrition, health, and hygiene. While one could devote entire books to each of these topics, the key takeaway is that humans are benefiting from improvements in the quality of food, advances in medical science in the areas of both prevention and cure, and clean living habits that are curbing the spread of parasitic and infectious diseases. What’s more, while we are benefitting from improvements to our world, we’re also getting better about avoiding what’s harmful in our world, e.g. tobacco, sun, pollutants, isolation, and more. Finally, the world’s population is also benefitting from the improved availability of health-specific knowledge. Thanks to the expanded distribution of media and the creation of the internet, accessibility to knowledge has empowered people to proactively manage their wellness with less need for medical intervention.


While all of these conditions have contributed to the extension of our lives, none has had a more profound effect than improvements in medical science, particularly the science of aging. For many years, the primary focus of aging science was the treatment of diseases associated with aging, such as heart disease, neurological disorders, macular degeneration, and osteoporosis.8 Now the focus is shifting to the factors that influence aging, particularly genetics. Researchers in this space believe that the duration of our lives may rely on the presence of a specific type of gene – categorized as a “longevity assurance” gene – which only some of us inherit.9 This is best understood simply: long-lived parents have long-lived children. Scientists have revealed that the siblings of centenarians are four times more likely to live to the age of 90 versus those who are children of parents with average life expectancy; as for living to the same age as their centenarian parent, the likelihood is seventeen times greater for men versus eight for women.10


Just as the science of aging has traditionally focused on the negative side of aging (eg. disease) so too has medical research related to the brain. Now the focus on age-related neurological disorders (eg. Alzheimer’s) is being balanced with emerging science regarding “successful brain aging”.11 Here again, we are beginning to learn that other long-held preconceptions of aging simply aren’t true. As we age, our brains are in a constant state of reorganization, adapting to new events and experiences. In this regard, the aged brain is much more flexible in its ability to adapt to physical and psychological aspects related to our environment than we give it credit for.12 Further, our mental lives improve in correlation to our physical, social, and intellectual activity (don’t retire too quickly) while the language systems of the brain are tremendously resilient to age and remain vibrant throughout most of our lives.


Regardless of the branch of science, all of the reoriented focus on aging is dedicated to a common goal: to better understand the dynamics of aging so we can help people function at their best and they can experience a high quality of life across an extended lifetime. This is science dedicated to an understanding of the individual human condition so as to inform the creation of programs that broadly support human welfare.


Some years back, an intrepid explorer set out to find something that had eluded mankind since the beginning of time. His quest was not folly, as it had been years in the planning and had received funding from the highest levels of government. His team was top notch, his equipment was state of the art, and there was a genuine sense that he would succeed where others before him had failed. Ponce de Léon never did find the Fountain of Youth, which is not remarkable. What is remarkable is that a highly organized, government-funded endeavor showed that discovering eternal youth was not only a worthy pursuit, but also one with a more-than-likely chance of success.


History has clouded many of the details of this foray such that we may never know what it was that de Léon was actually seeking. What kind of youth did he expect to find? Would the fountain’s waters turn back time to the days of one’s youth? Lock you in time at the prime of your life? Was he seeking longevity instead of youth? Would the fountain’s waters offer the promise of eternal life, and at what age? Would one really want to live forever? While these are all questions of youth, they are fundamentally the same questions that get at the answers we need to fully understand aging. Chances are you’re not reading this book because you’re a scientist. You’re likely a person who is in a position to benefit in some way by better understanding what aging is and how to improve the lives of people who are aging. If so, the only relevant definition of youth or age is what the people living it feel it is.


So let’s not call it healthy aging, normal aging, or successful aging. From my experience as someone dedicated to marketing to people of age – the people living in old age – most of them define aging as living. End states like mortality or morbidity are part of the bias that young people bring to aging, but these are not even remotely part of the active consciousness of Baby Boomers. On this point I must be very clear. When we talk about getting better with marketing to age, we are mostly referring to the Baby Boomers, a generation of US consumers born between the years of 1946 and 1964 which, at the time of this book’s publication, range from 51 to 69 years of age. They are 76 million strong, they control 70% of the country’s disposable income, and will soon represent 50% of the US adult population. They are the mass in mass marketing, and their years of consumerism have more than qualified them for the noteworthy title of Marketing’s Most Valuable Generation.™


We make this distinction because there is a bias to think of age as a vast numerical span that spreads to the north of what a young person might define as a desirable age. In the conventional marketing practice that defines cohorts by age, the Boomers fall into the dreaded 50+ moniker, a catchall home for the castoffs whose status as a coveted 18-to 49-year-old consumer has expired. Sarcasm aside, it is important to make the distinction between the Boomers in the 50+ cohort and the generation that preceded them – the Silent Generation – as most marketers still believe that a younger consumer is more valuable than an older consumer. When viewed as the youngest generational sub-segment of 50+, there should be no question that the Boomers are, and will continue to be, a highly desirable target audience.


The Boomers live in the Age of Aging and they are defining aging as living. Most are striving to stay as great as they feel, and many are endeavoring to get even better. They’re ignoring the stigma that one’s numerical age defines who they are, and they’re actively redefining all aspects of life as they live the age that they’re feeling. In a world where aging is associated with dying, the Boomers are more alive than ever before.


It’s as if they’re living the words of poet Elizabeth Coatsworth who once said: “When I dream, I am ageless.” The Boomers have always been ambitious dreamers, and more often than not, they have achieved that which they have conceived. As their lives have proceeded, their dreams have become ever more vivid, almost as if they are daring themselves to prove they still have what it takes to be great. Dreams? Perhaps, but they sure do seem pretty real. This generation is just getting started with the next act in their lives and it’s going to be a fascinating show. Their dreams are real.





CHAPTER
[image: image] TWO [image: image]



We Have Become Them


It was a lifetime in coming, but it finally happened. In 2014, the last members of the largest and most influential generation in history turned 50 and crossed over to the “other side”. For years, it had been common to think of someone of 50 years or more as being “old”, that undesirable description of one who has proverbially gone “over the hill” in the direction of what lies on the other side. The hill had always been there, hiding in plain sight. The Baby Boomers just went about their daily business, pretending it was not there, almost as if aging was something that happened to everyone else but not them. Denial was okay because it worked. Anything was better than accepting that old age was inevitable and now frighteningly imminent.


The Baby Boomers were born into incredibly unique circumstances. After four dread-filled years of conflict, the explosions of World War II gave way to peace and a different kind of explosion – a global population boom. As the uncertainty of war faded, plans for the future grew brighter and families grew bigger. The American spirit had shown itself to be as irrepressible as ever. We had defeated a sinister enemy and shown the world our resolve, protecting the great American way of life. We had a sense that we could do anything and our country was brimming with optimism.


With this as their backdrop, the Baby Boomers came of age bathed in peace, prosperity, and the unrestricted freedom to express themselves and make their own choices. As the world grew up around them and in response to them, they began to get the sense that they were able to say and do what they wanted with a high likelihood that they would be listened to. Not only was the post-war society being shaped by post-war prosperity, it was also shaped by the demands and will of the Baby Boomers. While previous generations had been taught to be accepting of the circumstances that they inherited, the Boomers soon realized that they were empowered to change them.


Half a century later, the Boomers have inherited a new set of circumstances. The very generation that had perpetuated the stigma of age when they themselves were young is now on the receiving end of society’s deeply entrenched stereotypes of age. The realization is setting in. By the very definition of age that they themselves had created, the Baby Boomers are now officially old and they don’t like their new suit of clothes one bit.


Whether they are doing so consciously or subconsciously, the aging Baby Boomers are actively redefining aging. Aging, as we once knew it, is done. It is in the midst of a full makeover from something that was once universally seen as a blemish on life to a highlight that is now glorified as a positive. Aging is the new big thing and it’s a good thing. If you believe in the Boomers’ take on it, aging is well worth waiting a lifetime for.


This positive redefinition of aging has the notion of continuous improvement at its core. In our younger years, we were prone to believe that our lives would have three distinct phases: youth, middle age, and old age. Youth was the apogee of life, after which one descended into middle age (is there anything exciting about being in the middle?) and ultimately into the dark abyss that was seen as old age. This picture of life matches the image of the hill that we spoke of at the beginning of this chapter – life is essentially a journey to a summit followed by an uninspiring descent down the unseen back side.
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