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Overview

� What are the key issues?
� How are Boomers behaving – in general?
� How does this impact your world?
� What should you do about it?
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Sources
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What is “The New Old”

� Thesis: the Baby Boomers are destroying all 
traditional concepts of aging

� Organizations must understand in order to 
properly respond

� Why it’s happening (and why it can’t be stopped)
� Impact on your particular business or organization

� Will call for re-thinking of traditional or 
conventional ways of operating

� Design and delivery of product/service
� Communications



9/23/20105

What is “The New Old”?

1952 2005

1952 –
Queen 

Elizabeth 
ascends 
throne

Sends 255 
congrats on 

100th

birthday

2005 –
Sends out 

6,914 
congrats on 

100th

birthday, 
576 

congrats on 
105th

birthday

Number of congratulatory 
messages Queen Elizabeth has 

sent out to centenarians
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What is “The New Old?”

THE OLD OLD THE NEW OLD

Work is over
Work goes on (and a whole 

new career might just be 
beginning)

Planning for the future 
is over

Planning for the future is 
active, and may take you in 
surprising new directions

Sex is over Sex is never over

Brand choices and shopping 
habits are set in stone

There is no brand loyalty; 
everything is up for grabs

The modern world is engaged 
only slightly

The modern world is still a 
playground, and guess who’s 

boss
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Why is “ The New Old” happening?

WHY 
“THE NEW OLD”

IS 
INEVITABLE

Sheer size of population 
means they control the market

Logical extension of women’s lib
means no more “little old lady”

Medical advances extend life span

Boomer attitudes (me-me-me) 
crreate built-in resistance to 

growing old

Technology creates new products 
that enable independent living, 

“aging in place”

Shortage of replacement workers 
means older workers more valuble

Boomer underfunding + economic 
meltdown + “sandwich generation”

responsibilities = need to keep 
working

Trends in fashion, music, popular 
culture cause a “blurring” of the 

generations
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Who are the Zoomers?

Zoomers as % of population
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Who are the Zoomers?

12%

17%

14%

57%

18-24

25-34

35-44

Zoomers

Canada’s 14.5 million Zoomers represent 57% of the adult population



Domination will only continue
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Only segment who will increase 
as % of population
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Power in the marketplace

� Account for 58% of all consumer spending
� Average household net worth more than double 

that of 18-43 households
� Only age segment whose net worth increased 

in value between 1980 and 2008
� Account for almost 80% of consumer spending 

on health and wellness
� Active – engaged 
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Attitudes and behaviors

� Wide variety – can’t type-cast into “one size fits 
all”

� Some overarching common characteristics
� Activity
� Engagement
� Control
� New experiences
� Social issues

� High usage of Internet and new technologies
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Number reporting: Top 2 boxes, agreement: “I often do 
something just to prove to myself that I am able”

BOOMERS – 44-54 3,379,000

BOOMERS – 55-64 2,243,000

5.6 million often do something 
just to prove they’re able

Source: PMB 2007
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Number reporting: Top 2 boxes, agreement: “From tim e to 
time, I like to do things that are dangerous”

BOOMERS – 44-54 457,000

BOOMERS – 55-64 379,000

Over 800,000 like to do things that 
are dangerous from time to time

Source: PMB 2007
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Number reporting: Top 2 boxes, agreement: Very inte rested in 
unfamiliar destination for vaction trip

BOOMERS – 44-54 1,570,000

BOOMERS – 55-64 817,000

Source: PMB, 2007

2.3 million very interested in 
unfamiliar destinations for travel
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Number reporting: Top 2 boxes, agreement: “I am int erested in 
understanding how society is evolving”

BOOMERS – 44-54 4,049,000

BOOMERS – 55-64 2,716,000

6.7 million interested in how 
society is evolving

Source: PMB 2007
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Number reporting: Top 2 boxes, agreement: “I am exc ited by 
the possibilities of the new technologies”

BOOMERS – 44-54 4,127,000

BOOMERS – 55-64 2,679,000

Source: PMB, 2007

6.5 million are excited by the 
possibilities of new technologies
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Number reporting: Top 2 boxes, agreement: Very conc erned 
about the environment

BOOMERS – 44-54 1,789,000

BOOMERS – 55-64 1,216,000

Source: PMB, 2007

3 million very concerned 
about the environment
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Number reporting: Made a personal donation to chari ty 
in past 12 months

BOOMERS – 44-54 3,226,000

BOOMERS – 55-64 2,355,000

Source: PMB, 2007

Over 5.5 million made a personal 
donation to a charity in past year



9/23/201021

Number reporting: Have done volunteer work,
past 2 years

BOOMERS – 44-54 1,789,000

BOOMERS – 55-64 1,174,000

Source: PMB, 2007

3 million have done volunteer work 
in past 2 years
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Number reporting: Have written a letter to public o fficial,
past 2 years

BOOMERS – 44-54 632,000

BOOMERS – 55-64 460,112

Source: PMB, 2007

1 million have written a letter to a 
public official in past 2 years
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Number reporting: Top 2 boxes, agreement: “I live a  very 
hectic lifestyle”

BOOMERS – 44-54 2,365,000

BOOMERS – 55-64 1,270,000

Source: PMB, 2007

3.6 million live a very hectic lifestyle
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Number reporting: Own a personal computer

BOOMERS – 44-54 4,657,000

BOOMERS – 55-64 2,674,000

Source: PMB, 2007

Over 7 million own 
a personal computer
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Number reporting: Have 3+ personal computers in the  home

BOOMERS – 44-54 649,000

BOOMERS – 55-64 259,000

Source: PMB, 2007

Over 900,000 have 3 personal 
computers or more in their home
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Number reporting: Use computer at least daily

BOOMERS – 44-54 2,478,000

BOOMERS – 55-64 1,355,000

Source: PMB, 2007

Over 3.7 million use their personal 
computer at least daily
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Number reporting: Have high speed Internet

BOOMERS – 44-54 3,118,000

BOOMERS – 55-64 1,611,000

Source: PMB, 2007

Over 4.7 million have 
high speed Internet
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Number reporting: Spend 2+ hours a day on the Inter net

BOOMERS – 44-54 732,000

BOOMERS – 55-64 350,000

Source: PMB, 2007

1.8 million spend over
2 hours a day online
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Number reporting: Have a hand-held organizer

BOOMERS – 44-54 530,000

BOOMERS – 55-64 254,000

Source: PMB, 2007

Over 750,000 have a 
hand-held organizer
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Number reporting: Have an office in the home

BOOMERS – 44-54 947,000

BOOMERS – 55-64 511,000

Source: PMB, 2007

Over 1.4 million have an 
office in their homes
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Instant communication and the 
ability to quickly form groups
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Look who’s forming groups
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Look who’s forming groups
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Look who’s forming groups
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Look who’s forming groups
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Online community for a dramatic 
event – with a charitable twist
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Make no mistake –
they’re using social media



And talk about unstoppable...
look at the ballot box
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2006 Federal Election - Canada



And talk about unstoppable...
look at the ballot box
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2008 Federal Election - Canada



And talk about unstoppable...
look at the ballot box
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THE MYTH OF THE YOUTH VOTE



And talk about unstoppable...
look at the ballot box
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9%
% OF VOTES REPRESENTED BY 18-24



And talk about unstoppable...
look at the ballot box
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And talk about unstoppable...
look at the ballot box
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Okay, what does it all mean to you ?

� What are you supposed to do with all this 
information?

� How do you apply it to your day-to-day reality?
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Key ideas

� Re-think the product / service – what is it that 
you are asking the volunteers to “plug into”?

� Re-think the offering – what is it that you are 
asking the volunteers to do?

� Make it personal
� Leverage digital communication to the 

maximum possible
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Re-think the product or service

� A building…or a community?
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Re-think the offering

� On the one hand, they are looking for exciting 
new experiences

� On the other hand, you are what you are and 
you are located where you are located

� How do you bridge the gap?
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Re-think the offering

� Widen the range of what you are asking for, so 
that it includes more interesting tasks / 
functions

� Branding is key – make the “cause” more 
current, edgy, compelling

� Create a heroic mission
� Give it something measurable
� Get high-profile people involved
� Make it an experience that benefits the volunteer

• Personal growth as opposed to “chore”

• Relevance, relevance, relevance
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Make it personal

� Compelling personal stories
� Get them involved in wider issues that affect 

them – e.g., what is going to happen to your 
own parents

� Elevate the tasks – play to the need to feel 
involved in something important, making a 
contribution
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Leverage digital communication to 
the maximum possible

� “We’re not in Kansas anymore”
� Digital communication is fastest and most 

impactful way to build an involved, committed 
community of support

� Let’s take a quick tour of what’s going on out 
there…
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Adding it all up

� Must reconcile competing forces
� Boomers are stressed, over-extended
� Yet looking for new (and especially larger-than-life) 

experiences

� Must brand in a world that is looking for 
inspiration and fulfillment

� Internet opens up wider range of possibilities – how 
do you compete?

� Opportunity to re-think the entire operation
� Facility � Community
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A possible way to re-think

Physical 
facility

Physical 
facility

-Board meetings
-- Fundraising

Volunteers Volunteers

-Board meetings
- Fundraising

Online services –
training, webinars,

interactvity

Online community –
forums, chat,

discussion groups

Online sponsorship
of community’

activities, 
fundraising

Online
marketing – provide
branded content to

appropriate
web sites

Physical Reach Physical Reach

Digital Reach


