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“What’s it say, Margaret? I’m still not used to these bifocals.”

© Henry Martin/The New Yorker Collection/www.cartoonbank.com. All rights reserved.
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Dan Kennedy

 



 



 




It’s a simple thing.

An expensive, elegant gift from a client. A good-sized, yet compact, magnifying glass, with anodized steel frame, black, soft leather, fold-out handle, and a tiny button that makes it light up.

It is not entirely welcome. Appreciated but not welcome. I don’t imagine it a gift anyone really wants, because it is a reminder of age. Oh, I’ve needed glasses since I was a child, as many people do. But the difficulty of reading what I now think of as impossibly small print that I once thought others’ grousing about embarrassing, well, this is a revolting development! The light-up magnifying glass is a bitter pill. Even a well-lit glimpse at mortality. There is no way to replace bulb or battery, perhaps on the assumption that the bulb and battery will outlive me. The little brochure accompanying the glass says the LED bulb will last 10,000 hours. I am not reassured by this. I take it personally.

These are the kind of thoughts a leading-edge boomer or senior has, although he usually keeps them private.

This book is rich in research and well-stocked with examples of astute advertisers, marketers, merchants, and professionals  selling to boomers and seniors. The established ruling class of experts in this subject has focused on big corporations, where big money flows to thought leaders and researchers and trend wizards. I’ve chosen to stay with my small-business compatriots.

And this book is not just research and case histories. Just as with the little magnifying glass, this work was, for me, personal. I am a boomer with senior in sight. In many ways, a classic one. I am growing anxious and irritable, resistant to disruptions to my preferred way of living, reaching backward to nostalgia rather than leaning forward to the unfamiliar, resentful of being thought “out of it,” but not eager to be “in it,” increasingly concerned with security, safety, and convenience. I am able to indulge my preferences, as I have grown modestly rich, from scratch, entirely through my efforts (like many affluent boomers). So, for example, I have, and in random rotation drive, three classic automobiles including a Rolls-Royce convertible previously owned by Dean Martin that I bought precisely because it was previously owned by Dean Martin.

I am far from the rocking chair: I own a stable of Standardbred racehorses and even drive in 200+ harness races a year myself, professionally competing with drivers who do nothing but that for a living, akin to the late actor Paul Newman becoming a respected professional auto racing driver late in his life. But unlike Paul, I have arranged to live a short distance from the home racetrack. I prefer Florida for vacation, and am considering it for retirement, the traditional migratory path of Ohioans. I am married, many years. We have two homes, adult children, grandchildren, and a dog, over which we both dote and worry.

As we progress through this book, looking closely at leading-edge boomers and seniors, I’ll be seeing myself in many places. I bring all this to this book. I know how I want to be sold to. Rather than taking a from-on-high academic approach, I’m quite willing to display my own biases, preferences, foibles, and  frustrations. If you can figure out how to successfully sell to me and satisfy me as a customer, you can open the vault to all the boomer and senior gold, and as you’ll learn, there’s a lot of it.

The other thing I bring: I know how to sell, and I know how to sell to these customers. Not as a research-driven, theoretical exercise, conducted in corporate environs, in plush conference rooms in Madison Avenue ad agencies and boardrooms in skyscrapers high in the clouds, but down on Main Street, in dentists’ offices, in retail shops, in restaurants, in auto repair facilities, in financial advisors’ “free workshops.” Facing the leading-edge boomer business owner across his well-battered, stacks-cluttered desk. Or, with the boomer couple at their kitchen table. Literally, physically, and through every direct marketing media: mail (the best), print magazines and newspapers, radio, TV, online media.

In my very hands-on consulting and copywriting, I rarely work with the big, brand-name financial services corporation; I work with a group of the financial advisors on their small businesses, on their local advertising and marketing, on their selling. I rarely work with the giant pharmaceutical companies or big hospitals. I work with groups of chiropractors, dentists, and hearing-aid dispensers in their small businesses, their local advertising and marketing, and their selling. My co-author here, Chip Kessler, is much the same; his clients in the elder care, nursing home, and assisted-living industries are predominately small businesses. We live where you likely live.

I have been at this, very successfully—“this” being increasing sales for small businesses—for just a tiny tick shy of 40 years. Over time, I’ve built a global network of leading marketing consultants in more than 200 different product, service, and profession categories, and through them, along with the entrepreneurs’ association built around me, GKIC, I directly influence more than one million business owners annually. My co-author, Chip Kessler, is one of those niche consultants, working inside one  particular industry. He is its go-to guy for marketing that works, and I have built a reputation, because I have a time-proven, practical approach that works. We’ve gotten our hands dirty doing it, and we still do. You can trust this book as real, not theoretical.

Small business has been confronted with some very tough challenges in these recent years. Money stopped pouring out of idiotically appreciating real estate and running uphill right around 2008. As I write this, the full emergence of the New Economy is still delayed, tortured, and impeded by government interference, mismanagement, and malfeasance. It is critical to go where the money is. To make your business for those with money and the willingness to spend it. Meandering round, you’ll either starve or be run over. This book is your GPS to the money. It’s as crass as that. It is not a book about social good or business excellence or broad, big, sweeping ideas. It is a manual about getting money from those who have it and are, given reason and their interests met, very willing to spend it. (That, as much as anything, distinguishes today’s seniors from previous generations of seniors. The prior group stopped spending and obsessed with turning as much as possible over to their kids and grandkids. This group is not so obsessed. Many reject the idea altogether, from the very rich, like Buffett and Gates, to the ordinary millionaire, even to the retired blue-collar worker. T-shirts emblazoned with “I’m Spending My Kids’ Inheritance” are popular items in cruise ship gift shops.)

Even in the worst economy, there is money to be gotten in exchange for goods and services, pinpoint targeted and well-marketed. The most barren and brutal desert has cacti, forbidding perhaps because of their thorny spikes, but full of life-giving water. So what if it is a barren economy? There are cacti. There is water.

In an improving, re-awakening economy, this time around, it is the boomers and seniors who are and will be the chief spenders. 


This book is, therefore, an opportunity manual. Don’t just read it. Use it. Work with it. If you are a leading-edge boomer like me, or a senior, you know what that word means: work.

Oh, and just for the record, I don’t really need the damn magnifying glass. It’s just a nice desk decoration. Or the perfect item to re-gift. (Boomers invented re-gifting.)

 



 




Editorial Notes: 
• Throughout the book, we will be referring to leading-edge boomers—i.e., age 58 to 66—and seniors as LEB/S.

• No attempt has been made at politically correct gracefulness, evening out “he” and “she” or constantly saying “she and he” and “he and she.” We aren’t getting paid by the word. You’ll find “he” used throughout as convenience, not as slight.
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WHO ARE THESE PEOPLE?





CHAPTER 1

Meet the LEB/S Market

Dan Kennedy

 



 



 



 



 



 



 




Americans born between 1946 and 1964 number nearly 80 million and make up about 26% of the U.S. population. Roughly one in four consumers is a boomer. Obviously, these boomers will become seniors, thus “the age wave” will dominate this economy and this marketplace for many years to come. Every day, for the next 18 years, 8,000 to 10,000 boomers will reach age 65. In each of those years, about 3 million.

Younger boomers, age 48 to 57, exhibit significantly different attitudes and behaviors than do older, or leading-edge, boomers, age 58 to 66. This book focuses on the leading-edge boomers, hereinafter referred to as LE-boomers, and on seniors, who have much in common. When no distinction is being made, we’ll be referring to them as LEB/S. Mac Brand, partner in Bellwether Food  Group, says, “The lines between seniors and baby boomers are blurring.” Jim Gilmartin, founder of Coming of Age Inc., points out that the combined boomer+senior consumer population tops 117 million, “forming the largest economic group in America, with annual spending power of more than $2 trillion.”


What do LEB/S consumers buy? Just about everything, and more of it, at higher average prices than any other consumers. Averaged from research from multiple sources, here are my own numbers, rounded off, in some example categories (percentage of total revenues of the category):



	Home Furnishings
	55%



	Luxury Real Estate
	70%



	Support of the Arts
	60%



	Mail-Order Catalogs
	75%



	Luxury Travel
	80%



	Charitable Donations
	65%



	Women’s Apparel
	50%







Oddly, despite LEB/S accounting for more than half the sales in just about every product and service category, advertising, marketing, and often even product development is still weighted heavily toward other target demographics. This may reflect some strategic thinking; worry about dependency on customers dying off. It more likely reflects companies turning over these decisions to young and even very young people who have little interest in or respect for these consumers.

It is generally true: As restaurants go, so goes the economy. U.S. restaurant industry growth is predicted to fall short of a miserly 1% a year through 2019, not even keeping pace with population growth, according to the “Future of Foodservice Study” reported in Nation’s Restaurant News. The reason for the near zero growth is the dominance of the LEB/S population. As  they grow older, they dine out less, they spend less when they do dine out, and they have different interests in dining. The chief author of the study, Bonnie Riggs, says that “the big competitor is the home. They find it not only cheaper to eat at home, but they believe it tastes better, they can do it more leisurely, and they can eat healthier at home.”

My own take on this adds a fourth factor, I think grossly underestimated by the restaurant industry, and a central key to success with LEB/S presented by this book: Restaurants’ delivery of one generic experience for all age groups is unappealing, and is more than enough to tip the scales in favor of “Let’s just stay home and avoid the aggravation.” LEB/S prefer a relatively quiet, orderly dining experience, so being seated near a family with young children, placed in a noisy environment, hemmed into too-tight quarters, being asked to stand around waiting for a table (holding a device that summons them when a table becomes available), feeling hurried at their table, even having a young wait staff that is impatient or ill-informed all serve up a dissatisfying experience. The answer is in the overarching premise of this book: If you want the LEB/S consumers, you are going to have to create and deliver an experience matched with their preferences, or at minimum, one absent factors they find annoying and off-putting.




It’s Complicated 

The LEB/S population is far from one homogeneous group. It contains leading-edge boomers in second, third, etc., marriages, many with younger partners, some starting second families, but also empty-nesters and re-nesters with adult children moving back in—sometimes with their young kids in tow—caregivers taking on responsibility for adult parents, retirees, widows and widowers, healthy and active, ill and infirm, rich and poor. As  you proceed through this book, you’ll find different chapters devoted to different kinds of LEB/S and to different issues, i.e., buying motives, in their lives. One key point from this: Few businesses can treat LEB/S as a single market with one-size-fits-all products and services, advertising and marketing. Instead, most need to select a segment or segments within LEB/S to focus on.

With regard to money and spending power, one of the leading consumer research organizations, Pew, found boomers to be the age group most likely to say they took significant losses on investments during the recession, beginning in 2008. Sixty percent of the LE-boomers said they might need to postpone planned retirement. Even relatively affluent LE-boomers have significant concerns about losses suffered during the recession, from investments or income budgeted to go to retirement savings. A survey of millionaires for the Centurion Group of financial advisors found that the number-one worry of over 60% was overspending, thus running out of money with too many years left on the clock. Still, over half the nation’s wealth and more of its discretionary spending power is in the hands of LEB/S.




Convergence of LEB/S and Affluent Consumers 

When I wrote the first edition of the book No B.S. Marketing to the Affluent in 2008, I made much of the concentration of both wealth and discretionary spending power into the hands of the LEB/S population. What was foreseen and documented then is proving true to the nth degree. Currently, according to the Ipsos Mendelsohn Affluent Generations Study (ipsos.com), four in ten affluents are boomers—households with median income of $140,000.00, although the income alone is deceiving, as 46% of this group have net worths exceeding $2 million. This puts the affluent boomers at about 25 million. Another 9% of U.S. affluence is in the hands of seniors, putting the combined LEB/S control of the money in  the 50% neighborhood. To say it another way, simply, one out of every two dollars available to advertisers, marketers, merchants, and service providers is in the wallets of LEB/S.

LEB/S spending varies widely. The more affluent LEB/S, as the CEO of AgeWave. com, Dr. Ken Dychtwald, puts it, make “the psychological shift from acquiring more material possessions to a desire to purchase enjoyable, satisfying, and memorable experiences.” Good news for marketers: They are not stopping spending as previous generations of seniors did. Not even spending that reluctantly. Just spending differently for different reasons.

Younger boomers as well as some LE-boomers have been trading down during the recession, when, in the past, this would have been a group almost exclusively making upward mobility purchases, trading up in most categories. A company like McDonald’s has been seen attempting to capitalize on this trend with its McCafé specialty coffees and beverages—an open invitation to Starbucks’ customers.


Resource

 





Book available at all booksellers. There is also a  No B.S. Marketing to the Affluent Letter published monthly by GKIC. Available at www.DanKennedy.com.
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The New Senior 

For the New Senior, classic or traditional age-defined attitudes and behaviors are pushed further along in years. Jim Gilmartin, founder of Coming of Age Inc., a marketing agency specializing  in the LEB/S market, cautions against using traditional descriptive language. “Be careful what you call them. Euphemisms like ‘elder’ or ‘of a certain age’ may not go over well. Many have become upset with being labeled.”


This population of seniors is fighting age more than any previous generation, refusing to go quietly into the good night. It has paraded out the “60 is the new 40,” now “70 is the new 50” lines, a statement of aspiration if not determined intent. In the skin-care products industry, where I do some consulting and advertising copywriting work, we see the average age of the consumer creeping up. One company selling anti-wrinkle potions has seen its average buyer age move from 57 to 69 in just five years, and further, is finding the older buyer group easier to close on the incoming calls, i.e., delivering a better prospect-to-buyer conversion rate and lower cost per sale, and exhibiting less price resistance. Parallel changes are occurring in cosmetic surgery and cosmetic dentistry.

A big aspiration among LEB/S is quality of life, not just longevity. Seniors are living longer, and are healthy for more years, ill and infirm for fewer years, than in previous generations. The health-care industry’s term for this is “compression of morbidity.” For a wide spectrum of businesses, this means two things: First, there is greater long-term or lifetime customer value in relationships with LEB/S consumers than there would have been a generation ago, so catering to them makes better business sense than ever before. Second, seniors will remain mobile and actively interested longer in products, services, and experiences that they have historically deserted at age 65.

 



An Assortment of Facts

How LEB/S think—that’s the real key to successfully marketing to them. This quick list from the “2010 Del Webb Baby Boomer Survey” conducted by Del Webb, the owner and developer of  many retirement communities, offers insight into how they think about themselves . . .
• Boomers set the benchmark of “old age” at—hold your breath—80.

• There is considerable distance between their chronological age and the age they identify with, which is 15 years younger. That has profound bearing on photos and images placed in advertising, the age and appearance of actors or celebrities used in commercials, language used by copywriters. Make a big note of this.

• More than 50% of boomers say they exercise regularly, and feel they are in better shape than they were some years ago.

• Trailing-edge boomers believe they need to accumulate more savings than LE-boomers. Nearly half are skeptical of government benefits being available when they become seniors.

• 72% of boomers intend to keep working past the classic retirement age of 65.

• In their thinking about retirement migration, a warm and sunny climate is not the chief magnet as it has long been for generations of seniors. Instead, cost of living, and access to health care are more important.








How Will You Prosper Embracing the Opportunities Presented by the LEB/S Markets? 

This book is not an exhaustive and comprehensive examination. I’m not even sure such a thing is possible. Successfully marketing to LEB/S is more a multilayered project than a subject. Our primary purpose here is to be provocative: to get you thinking about where you fit in, what opportunities may exist and be best for you, so that you can define your own path forward and then get  to work, including gathering the specific information you need, probably from a myriad of sources. In the Resources section beginning on page 264, I have listed all the sources we secured information from, the most informative websites, and the experts devoted to the LEB/S market as their sole work.

Whether you are left out of the Age/Profit Wave, merely get small benefit by accident, by just being there, or develop a well-organized strategy to mine riches from different segments of this consumer population depends on you and what you do.

After I wrote the first edition of the No B.S. Marketing to the Affluent book in 2008, it became clear that couldn’t be “done” in a single book either, but it was more an ongoing project. On my end, it begat a series of small group summits, one of which is available in product form now at www.DanKennedy.com/store, and a continuing monthly No B.S. Marketing to the Affluent Letter. It led to the book in the No B.S. series immediately preceding this one, No B.S. Guide to Trust-Based Marketing, which grew out of intimate work with financial advisors, health-care professionals, and others marketing to affluent LEB/S clients. That led to this. It is all an interconnected work in progress. When Einstein was asked how he made his breakthrough scientific discoveries, he replied, “I grope.” There is a tendency to want a simple, 1–2–3 recipe and a set of fill-in-the-blanks templates for marketing to a target audience, but I’m afraid real success can’t be put into a single, little box. We’re hopeful you’ll become as fascinated with the opportunities presented by the Age/Profit Wave as we are, and join us in—groping.




A Note About the Rest of the Wave 

The explosive growth and impact on markets of LEB/S is not exclusive to America. Asia has 1.2 billion baby boomers. By 2050, the number of people over age 60 in Asia will exceed that  number. The combined segment of that population 50+ now controls 55% of all the consumer spending and 80% of the wealth. There is approximately $11 trillion U.S. under their control. According to the “Investing in Asia Conference’s Report,” the percentages of spending and wealth will continue to shift to the 50-and-over group in coming years. Europe offers a similar situation. While this book is U.S.-focused with its specific information, the overarching strategies apply anywhere there is spending power and net worth concentrated in the hands of LEB/S.





CHAPTER 2


LEB/S in the Workforce

Chip Kessler

 



 



 



 



 



 



 




Go into a McDonald’s these days, and where there used to be only pimply-faced teenagers staring at you from across the counter you now often find a man or woman old enough to be your father or mother or even grandfather or grandmother. In the past, the fast-food industry’s jobs were for high school kids who wanted extra money, college kids working their way through school, or young adults not going to college. It was and is a career path for some, moving up to store manager, area manager, executive. But somebody’s grandparent? The first few times I saw it, I found it unsettling. My first thought was boredom escape for retirees. Adult day care plus extra spending money. It took a bit for the thought to settle in, that this person might need this job and its paycheck. What this person did for 30 or 40 years had not left them well enough  off financially. Forced into early retirement. Wounded by bad investments. Not somebody trying to pass the time—somebody who wanted to afford three meals a day on a regular basis!

The senior employee in need of a low-level job is not exclusively found in the fast-food workforce. Your average Walmart greeter and many cashiers in various stores can remember when Superman made his debut in Action Comics in 1938, and voted for either Truman or Dewey in 1948. If you travel, you bump into more and more seniors driving cabs and airport shuttle buses.

There are even rich and famous LEB/S who arrive at their 60s or 70s with very little left of very large incomes that passed through their hands. Arnold Schwarzenegger, Clint Eastwood, and Burt Reynolds are all LEB/S peers. Two are wealthy, one is broke. If it’s true of the famous, it’s true of the un-famous. The gray-haired clerk at the Ace Hardware store may have been a six-figure-income executive a few years back.


The fast-growing graying workforce is complex with contradictions within. According to the U.S. Bureau of Labor Statistics, the number of Americans age 55 and older continuing to work is projected to grow 3.3% by 2020, making up as much as 25% of the U.S. workforce, up from just 13% in 2010, nearly a 200% increase over the decade. This puts more seniors in the workforce than at any time in nearly 40 years.

There’s a gender bias: Labor force participation by women age 55 and older has grown significantly in the past two decades, from just 23% in 1990 to 35% in 2010, and nearly four in ten, 40%, are expected to be working in 2020. Interestingly, participation in work by women age 16 to 24 is declining; 63% were in the workforce in 2000, only 53% in 2010, and only 45% are projected to be at work in 2020.

You can look at this largely as a natural byproduct of the LEB/S population living longer and therefore choosing to delay retirement and continue working longer, and of women out-living men, it being easier for older women to land jobs than  older men, and women being willing to take jobs that men won’t. It is, in some ways, a reflection of “70 is the new 50”—making 85 the new 65. There is also an economic need factor at play. And pretty much unsaid publicly, a growing employer preference for the more reliable and responsible older employee.

In a front-page story in USA Today (4/5/12), “Most Jobs Go to Older Workers,” it was reported that in February 2012, employment for LEB/S rose by 277,000, taking 65% of the total job gains. That article attributes the LEB/S staying in and returning to the workforce to the recession, pension insecurity and changes, longevity, and even unexpected financial need suddenly landed in LEB/S laps: the need to support their unemployed adult children. The irony of the senior behind the counter at McDonald’s because of a need to give financial aid to his 27-year-old unemployed college graduate is mind-boggling.


On the other hand, LEB/S exiting the workforce has impact, too. In the months I was doing most of the work on this chapter, in mid-2012, The U.S. Labor Department attributed the slight drop in the nation’s unemployment rate month to month, from 8.2% to 8.1%, to a shrinking labor force—not to any actual economic improvement. The chief economist at Moody’s Analytics found that, of the 6.7 million who dropped out of the labor force during the month, 60% were employed (not the unemployed so discouraged they stopped looking for jobs, as politicians liked claiming), and that has been the pattern since 2010. The Moody’s analysts believe this partly reflects LEB/S voluntary retirements. Dean Maki, the chief U.S. economist at Barclays Capital, drew from government data that 18.8% of Americans who were not active in the labor force and said they didn’t want jobs were 55 and older, up from 17.8% when the recession started, which he says closely tracks the rise in new Social Security recipients. The unknown factor is the crossover between retirement and discouragement in seeking work. In a USA Today article at this time, a 67-year-old woman who had lost her job as a full-time minister  in 2007 said she finally stopped looking for full-time work and officially retired in 2009 because she had grown weary of being rejected and disappointed. That’s hardly voluntary retirement. My own idea about this is that the crossover factor is huge, and should there be significant economic recovery with job growth, many of the LEB/S retirees will return to the workplace.

Predicting the future is always dicey, but AARP surveys show that the majority of baby boomers predict they will keep working to or past age 70. Forty-one percent said they weren’t particularly interested in retirement before then, and 36% said they would NEVER be able to afford to fully retire.

Of course, companies have been and continue to shrink or freeze growth of workforces in the U.S., and re-allocate capital to creating jobs beyond U.S. borders—true of everybody from Apple, to a handful of fast-food franchisors, to a number of retailers. Government jobs have ballooned under the Obama administration, but one can foresee a wave of austerity around the corner. An increasing number of LEB/S workers will be pushed to early retirement. In May 2012, the financially troubled U.S. Postal Service offered $15,000.00 in early retirement incentives to 45,000 mail sorters. This likelihood of continued job shrinkage juxtaposed with the already high unemployment rate and the desire of the majority of LEB/S to stay in the workforce to age 70 does not paint a pretty picture. It even sets up an age war for available jobs!

Self-employment is another matter altogether.

Many business owners are remaining at the helm longer than hoped or anticipated, for both financial and emotional reasons. The dried-up financing of recent years has made it much harder for small-business owners to sell their businesses, particularly to promising young employees, unless willing to be the bank and thus at risk rather than retired with financial security in place. A client of Dan Kennedy’s, Dr. Greg Stanley, CEO of Whitehall  Management, a leading business and financial consultancy to thousands of dentists, says that the sale of the practice to younger dentists stopped serving as the preferred exit strategy as the Bernanke policies brought yields on safe, fixed-income investments to near zero, coupled with a threat of significant inflation at some point. The dentist selling the practice lacks good options for converting that cash into sufficient passive income to retire as intended. Instead, Stanley’s team is guiding dentists in retaining ownership and management of their practices with the patient care entirely delivered by associate doctors, a form of “non-retirement retirement.”

Generational business succession in the small-business community is also at an all-time low, so the traditional passage of many kinds of businesses—notably including agricultural, small manufacturing, and retail—to sons and daughters is unavailable, compelling the owners to stay in place into their 60s, 70s, and even their 80s.

There is also a trend of LEB/S “third-act entrepreneurship,” some motivated by financial need, some motivated by disinterest in or boredom with traditional retirement. The percentage of business owners age 55 to 65 selling their businesses and starting new businesses, buying outright or buying into businesses, or creating consulting businesses with significant revenues within 6 to 18 months of the original business’ sale has nearly doubled over the past 10 years, according to our own research, utilizing U.S. government statistics, franchise industry statistics, and other cobbled-together data. Some franchisors have specifically targeted this group, such as the BurgerFi chain, which began advertising in affluent-oriented media like private jet travel magazines, specifically promoting their business as ideal for the already successful and prosperous individual who recently sold a business or retired “young” from a career. Dan Kennedy has a number of clients in what he calls low-barrier-to-entry entrepreneurship, offering pre-packaged opportunities or comprehensive training in starting small, homebased businesses, “kitchen table” e-commerce and mail-order businesses, independent real estate investing, and consulting and coaching, and with virtually all of them the interest from the LEB/S population is steadily growing. In some cases, they are now repositioning their opportunities and their advertising to target and specifically appeal to this group. Kennedy anticipates a booming industry entirely devoted to supporting LEB/S new/third-act entrepreneurs, with businesses that offer considerable work-schedule flexibility, low-risk, low-permanent investment, and interesting activity. A growing number of LEB/S entrepreneurs will not want to be ankle-chained to a brick-and-mortar location and rigid schedule, but will want interesting, rewarding work to do, and good opportunity to earn income.

One of the leading experts in marketing to LEB/S, Mary Furlong, author of the book Turning Silver into Gold: How to Profit in the New Boomer Marketplace, agrees: “Most boomers intend to work all their lives, but few boomers who keep working will settle for just any job. Millions of them seek creativity and passion in their work lives. They are more likely than previous generations to want work that reflects their values and identity. They want to make a difference and have fun while doing it.” Well, where better can they exercise this sort of preference control over their work than through self-employment?

Businesses that Kennedy has connection with, actively engaged in bringing forward LEB/S-appropriate self-employment opportunities that you might find interesting to examine include www.safetytechnology.com and www.awaionline.com, the home of American Writers & Artists, where novices can learn at an accelerated pace to become freelance article writers, travel writers, and advertising copywriters. GKIC, the association of entrepreneurs built around Dan, coupled with Dan’s leadership, facilitates the  startup of thousands of businesses in diverse product and service categories every year, a growing number by LEB/S. See page 264 for more information about GKIC.




What Does the Workplace Age Wave Mean to Marketers? 

It’s important not to think of age and retirement in historical, traditional terms. At one point, 65 was the magic number, and everyone arriving could be thought of as merrily strolling off to Florida and Arizona, to shuffleboard and canasta games and early bird buffets, and marketers could either ignore them, or easily generalize offerings for them.

With upwards of 50% remaining at work, re-entering work after years away, holding onto businesses longer, and starting new businesses, the matinee movie and its equivalents in countless categories promises to have a shrinking audience.

Under these circumstances, diverse product and service needs and desires are matched with later and later ages. You’ve seen the TV ads for the elevator chair to be installed at home, so climbing stairs is replaced with the safer alternative—but that guy now has to commute to a workplace every day! Both he and his employer have needs. These senior workers will keep spending, but spend very differently than their fathers did at 65.

It’s also important to keep in mind that LEB/S do not sit in the same financial boat. There’s a whole fleet, from little, leaky rowboats to grandiose yachts. There are moneyed LEB/S still working or still in business. Presidential candidate Romney is one. As Dan wrote in an issue of his No B.S. Marketing to the Affluent Letter: “Talking to Romney about the lower maintenance costs of one automobile versus another telegraphs to him that you aren’t the guy he should be doing business with. He lives with a surprising number of others in the ‘if you have to ask  the price, it’s not for you’ universe.” These successful, prosperous LEB/S still working by choice, not need, can obviously be very valuable customers or clients. They are busy, may have diminishing capacity to do all sorts of things, and have money to pay and the willingness to pay to have more things done for them than ever before in their lives: Their homes kept up for them; their meals prepared for them; a driver or car service on demand; even a personal aide at their side throughout their business day. I’m wondering about my own industry: Will there be seniors running their companies or going to work every day who’ll want to return to the safety, security, and convenience of upscale assisted living centers at night? These facilities may soon be about more than serving rather infirm or family-less seniors tucked away to retirement.

Super-creative, capable, and successful people are usually reluctant to quit despite age. Consider all those in the public eye who’ve retired then regretted it and come back. Boomer Jay Leno’s retirement from The Tonight Show was very short-lived. Back in the 1970s Frank Sinatra once briefly retired, but came roaring back after a year. What has Jack Welch’s retirement from GE looked like? Writing books, taking speaking engagements, serving on corporate boards, consulting, even becoming a business media personality, frequently appearing on the CNBC and Fox Financial networks. My colleague Dan Kennedy has nearly retired at two different times, even running a series of “last ever” seminars on different subjects, followed by a retirement party complete with comedy roast. It appears to most of us he is working as much or more than at any time—and why not, when he’s at the top of his game, can sell out venues as a speaker, and is in high demand as a consultant? Look at Joan Rivers, a very senior celebrity and entrepreneur, and boomer Gene Simmons, both of whom have appeared with Dan at GKIC SuperConferencesSM
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