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FOREWORD


By Jane Pauley


BOOMERS TODAY





We live in remarkable times. This is the first time that it is likely that you can be sixty years old and still feel that you can be productive; that you matter. In previous generations – all with exceptions that prove the rule – to arrive at this age meant you no longer mattered and that it was time for you to “leave the stage.” Baby Boomers are aging into a unique, fortuitous moment in the history of the world when one can be 50 and still plan what you want to do next.


In fact, the ages of fifty or sixty can now look aspirational to younger people. If, for example, you are in your early forties and have a job that is not all that fulfilling but have to keep at it to support your children, you might look forward with anticipation to reaching an age where you can pursue a more rewarding, if not necessarily more lucrative, line of work.


Boomers are the first generation to get a heads-up when they are approaching “retirement age,” that there are additional opportunities available, if they want to seize them. Boomers are also likely to be the last generation to consciously confront the issue of reimagining themselves in order to keep being productive after the traditional career arc. The generations that follow will just assume that reinvention is a normal stage at that age, and at many other ages.


As someone who has had a lifelong fascination with how lives get led, I am intrigued by how people are navigating these new life transitions. In order to understand what’s happening, I have collected the stories of Boomers who have reimagined themselves. Thirty-three of these stories are featured in my book Your Life Calling: Reimagining the Rest of Your Life (New York, Simon & Schuster, 2014).


While writing this book I discovered that the secret of reimagining one’s life is that there isn’t just one secret: each of the thirty-three stories is unique and different. My hope is that for any given reader, something in one of the stories will spark something in you that will make you more open to ideas about who you are, where you come from, what skills you have, what has made you happy and what hasn’t. Once you have done this thinking and your antennae are up, you’ll be ready to recognize an opportunity if it comes into your field of vision.


During my research for the book, it became clear that reimagining one’s life is often a process that is full of surprises. Some people who initially thought that they wanted a traditional retirement of relative leisure found out that they were much happier working. Some who thought of themselves as “white collar” types found pleasure and fulfillment getting their hands dirty. Almost no one charted a path and followed it.


There was, however, one question that almost all of the successful Boomer re-imaginers that I had the pleasure to meet answered in the same way. When I asked them if they could have performed the feat of reimagining themselves when they were thirty or forty, they said, “absolutely not.” Their ability to reimagine themselves was built by their life experiences. It was a capability that came with maturity.


One problem that I have bumped up against while talking and writing about what we Boomers are doing as we age is that we don’t yet have the right vocabulary to describe the phenomenon. For example, we use the word “retirement” to refer to what happens when someone leaves a traditional work setting after many years. But the vast majority of the people leaving those workplaces are planning to keep working. We need some new words.


While I have been looking at how individuals have been navigating how these new realities, Peter Hubbell has been looking at how the cumulative effects of all the individual decisions are changing the shape of markets and business opportunities. Our starting points and approaches are different, but we share the basic perspective that the greatest impact of the Boomer generation is still to come. As someone who prefers to think forward rather than backward, I can’t wait to see what we do.




PREFACE









I‘ve always wanted to write a book. Gene Hackman once said that life is one long interruption between what you intended to do but never got around to doing. So much for good intentions.


If I was to write a book, what I needed was a deadline, for at the rate I was going, I was at risk of being dead before I published a single line. As the founder and CEO of BoomAgers, a modern communications company dedicated to Baby Boomers and aging, I knew that in a year, something special was going to happen. If timing is everything, 2014 was to be my deadline. I would finally get around to doing what I had always wanted to do.


I’ve often joked that the only way I was able to become a CEO was by starting my own company. Now it seemed that the only way I was going to succeed at being a credible CEO was to write a book. I needed some real inspiration, and one of the obvious first places to look was at our own business and our biggest challenges. I noted that the most challenging part of BoomAgers’ success has been the need to perpetually evangelize a business opportunity that seemed so obvious to us that we thought it should have been selling itself.


You see, the Baby Boomers are the largest, wealthiest segment in the history of marketing, and while they still dominate almost all product categories, marketers have been slow to embrace an older consumer whom they judge to be less valuable than a younger one. If one believes in the power of advertising – and I must – then a book would be the perfect way to advertise our compelling point of view. Marketing to Boomers, I reckoned, was like fishing in the bathtub, and my book would be the invitation to go on a successful fishing expedition. (I may not have been at all biased by my life-long passion for fishing.)


More objective minds encouraged me to find a new metaphor. Eureka! We arrived at the Gold Rush. In a day and age where fast growth is the new imperative, every company is looking to dig for gold where no one else is. With the Boomer cohort being so valuable, and literally undiscovered in marketing, we had found a new way to advertise the opportunity: The Old Rush.


I’ve always advised others that if you want to be really good at something, you need to focus on something you’re really passionate about. After years of not writing a book, I have found writing this book to be an absolute joy because I so steadfastly believe in its statement and purpose.


I have been blessed with a wonderful career in advertising that has offered me experiences that this farm boy never could have imagined. This book is but one of the responsibilities I feel to share my wisdom and know-how with others who have the open minds that creative marketing demands.


So come stand with me in the mighty river of marketing and pan for gold. In our search for the next big idea, we will have to sift through a lot of gravel, but our mutual passion will lead us to the real nuggets. I know our quest will be successful, for if this book merely inspires you, you will be richer for the experience.


Finally, I am grateful for having grown up on a farm, where I learned the value of hard work; for Tim Love, the best man in Advertising, for teaching me how to work; for John Bowman, my lifelong business partner, who has always been a joy to work with, and for my dear wife Caroline and family, who give my work purpose.


Special thanks on this project also go to Andrew Frothingham for his editorial contributions, and to Michael Tive who provided essential wisdom and the daily carrot and stick needed for this endeavor to see the light of day.


PETER B. HUBBELL




INTRODUCTION









What is the next big thing? That’s the one question that marketers ask most. Marketing is an opportunistic business, and success usually depends on identifying the hottest trend of the moment and getting to market first. Since none of us has a crystal ball, we must rely on intelligence and instinct to help us predict the next big move in the marketplace.


Typically, the next big thing has been an emerging medium or an emerging market; said another way, technology or geography. Once these opportunities manifest themselves, marketing’s version of a gold rush soon ensues. Witness the race to figure out the newest way to do social media better or the rush to expand beyond India to Indonesia and sub-Sahara Africa. Marketers love “new.”


But wait a moment. If a tree falls in the woods and there is no one there to hear it, does it make a sound? None of these enticing new trends matter without people to consume the products and services that marketers market. If nothing is more important than the consumer, why doesn’t the search for the next big thing ever begin with them?


It should. In fact, the next big thing is a consumer thing. It’s also really big, and it’s already here.


January 1, 2014 marked not the beginning of another new year, but the beginning of a new era: the Age of Aging. This is the year that the last of the eighty million Baby Boomers will turn 50 and officially graduate from marketing’s coveted eighteen to forty-nine target audience. The Boomers aren’t just another generation passing through time – they are the Most Valuable Generation™. Their influence on our culture and the marketing landscape has been both dramatic and unprecedented, and the power of their numbers and wealth will continue to transform the world around them even as they age.


In less than five years, 50% of the U.S. adult population will be fifty and older and they will spend close to $3 trillion dollars a year, up 45% from the prior decade. They also dominate 94% of Consumer Packaged Goods (CPG) product categories and spend 50% of CPG dollars.


Aging is also a global trend. People sixty-five and over will soon outnumber children under five for the first time in world history. Consumers sixty and over in China is a number greater than the entire population of Russia. When the fixation on debt in countries like Greece, Italy and Spain gives way, it will reveal a deeper economic woe – the impact of aging on the size of the active workforce and the tax revenue it produces. This is the Age of Aging, and no other trend will do more to impact global public policy and human welfare.


If this is compelling, then this book is the first step toward realizing the opportunity. Think of The Old Rush as a heads-up, a bit of a pssst to help turn you on to the opportunity that has the power to turn businesses around overnight. The book is built around the metaphor of the Gold Rush, and it is a rich one.


Part One grounds us in the history of the Baby Boomer generation, from birth to current day. Boomers were born into unprecedented times in unprecedented numbers, and the context in which they lived formed personal values that continue to influence their behavior and brand choices to this day. This section also speaks to the powerful myths and misconceptions that have left most marketers blind to the massive opportunity at hand.


Part Two develops the Gold Rush metaphor and shares lessons to be learned from the original Gold Rush of 1849. The Gold Rush presented incredible and irresistible potential, but it took a unique breed of person to prevail over the adversity that stood between the dream and actual success. Those who packed-up and acted first were the original “first movers.” When they got to California they found gold on the ground. Those who waited to follow dug harder and deeper for smaller nuggets. The Old Rush is the next chance to strike it rich in marketing.


Finally, Part Three offers up practical, modern-day advice for succeeding in this marketing opportunity. The insights that are shared reflect the real-world experiences of BoomAgers, a modern communications company dedicated to Boomers and Aging, and founded by the author. Like the Gold Rush itself, marketing to Boomers is not a stroll in the park. There are right ways to do it and wrong ways. The final section of this book is the map that will guide you safely and successfully on your quest for gold in the Age of Aging.


In its totality, this book is meant to be informative, inspiring and hopefully entertaining. It draws on knowledge from history and the invaluable experience of the author’s thirty-two years on Madison Avenue. If its purpose is served, it will encourage more and better marketing innovation directed at a generation that still deserves the best that brands have to offer.


In closing, seek some inspiration from one of the most memorable lines in American cinema. What Boomer could forget The Graduate (1967) and the classic scene in which Dustin Hoffman (as Ben Braddock) is offered career advice by Mr. McGuire, who tells him that the future is “plastics.” Movie viewers laughed this one off, but look at plastics now. If you were smart enough to have gotten into the business then, you would have struck it rich on molded gold ten times over.


The Old Rush? It’s your chance to get to the future first.


The Boomers are the future. Think about it, and read on.
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BOOM! PEACE, OPTIMISM AND BABIES


A new generation comes to life.


All too often, we try to understand people by measuring them in the moment. We wonder why they acted in a certain way. What were they thinking? What now? In marketing, many of the answers lie in understanding basic human motivations, but we seldom look back far enough to understand the influence of values developed in one’s formative years. The Boomers were born into an unprecedented set of circumstances that explain why they behaved the way they did then and how they behave now. To understand them going forward, we must start by going backward.


After four dread-filled years of conflict, the explosions of World War II eventually 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.


In the years prior to the war, the number of births per year in the U.S. tended to hover between two and three million. During the post-war years of 1951to 1953, that number climbed above three million on its ascent to four million during 1954 to 1964. When the full effect of peace and prosperity was realized, the U.S. had added nearly eighty million new residents, the greatest population boom in our country’s history.


[image: image]


This incredible number of babies born between the years of 1946 and 1964 was aptly coined the Baby Boomers, a new generation that dramatically altered the demographic balance of the country. The combined effect of adding millions of new babies at a time when we had lost a significant number of adults in the war meant that the U.S. suddenly had many more youngsters in proportion to adults than in years gone by.


Chances are that you are familiar with these facts and events, as they have been the focus of extended reporting over the years. Comparatively less attention, however, has been given to the unique circumstances into which this massive generation was born, circumstances that help bring understanding as to why the Baby Boomers behaved as they did as youngsters and why they behave the way they do now.


While this new generation was influenced by a broad and complex array of societal factors, the circumstances that had the most defining impact on it were freedom, optimism, prosperity, and destiny.


With the end of the war came new beginnings. The American spirit had shown itself to be as irrepressible as ever, and as the grip of war relinquished its hold, the country and its people were suddenly free again. Freedom had restored their ability to live their lives as they wished, and when freedom flourishes, prosperity is usually not far behind.


Freedom was felt by all, but for those returning from war there was also personal pride. The veterans, most now new fathers, rejoiced in the fact that they had acted together to accomplish something pretty remarkable. They had defeated sinister enemies, shown the world our resolve, and saved our American way of life. They had a sense that they could do anything, and they even had a genuine hero to lead the way. Dwight D. Eisenhower, a victorious general and reassuring, fatherly figure, was now president. The country that believed it could do anything was brimming with optimism.


Both optimism and the economy flourished. To fuel the war effort, the U.S. had built a massive industrial infrastructure that was still intact and now available for domestic commerce. In contrast, most of the infrastructure of the battle zone countries had been destroyed. With most of Europe and Asia struggling to rise from their rubble, the U.S. quickly and easily rose to dominate the world’s markets. This economic momentum continued as the U.S. had the wealth, the will, the sense of destiny and the leadership to keep expanding its infrastructure.


In 1956, President Eisenhower signed The Federal-Aid Highway Act to initiate the building of our country’s interstate highway system. At the time, it was the largest public works initiative ever undertaken in this country. The once-general saw the highways as essential to defense mobilization. While Ike also knew that they would foster economic development, it’s unlikely that he could have fully anticipated the profound change that interstate highways would have on how and where people lived in America.


Then Secretary of Defense, Charles Erwin Wilson, formerly the head of General Motors, was very influential in the planning of the Interstate System. Not surprisingly, Detroit was revving up to take advantage of the broad demand for automobiles that a national highway system would create.


The population was already booming, but the rate of car ownership would soon rise even faster. In 1945, there were some 222 cars for every 1,000 Americans. As the parents of Boomers busied themselves buying family automobiles, the number of cars per 1,000 rose to 324 in 1956 (one of eight were station wagons). The car trend was only just getting started. In 1960, the number hit 410, and by 1970, when the Boomers themselves started to get driver’s licenses, and the number reached 545 per 1,000. Soon, continued Boomer driver demand helped drive the number up to 844 in 2007, nearly one car per person.


America wasn’t simply building highways and selling cars, it was creating mobility. This was the original, wireless mobile society. Almost overnight, the automobile had liberated people from streetcars and their overhead wires and limited routes. Now one was free to drive almost anywhere, at anytime.


The soldiers who returned from the war returned from another part of the world. They had experienced and survived places their parents had never been and now had the confidence and willingness to live further from home. They were different and more mobile than their parents. They craved newness and yearned to raise their precious babies, their icons of the bright future, in enclaves safe from the dangers they associated with the cities of their childhoods. The growth of highways and the proliferation of pavement provided easy access to further areas. The first ones to get there were the real estate developers.
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