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Today we will explore…

What Boomers expect and how 

exceeding these expectations can 

drive your organization’s growth. 



Our challenge: The 20th century model that continues to shape public policy is ill-suited 
to support the new aspirations of the over-60.

Source: The Silver Economy as a Pathway for Growth Insights from the OECD-GCOA Expert Consultation

preparation,	

activity,	and	

retirement
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21st Century demography demands a new outlook of aging 

populations as drivers of economic growth and innovation. 

40%



Where do we start?

Follow the science



Decades of 

research



No two individuals experience aging in 
exactly the same manner, or at the same rate.

Source: Belsky, D. W., et al. (2015). Quantification of biological aging in young adults. 
Proceedings of the National Academy of Sciences, 112(30), E4104–E4110; doi: 

10.1073/pnas.1506264112.





Aging is dictated by more than our genes. How 

well and how quickly we age also depends on: 

Source: Carstensen, L. L., & Fried, L. P. (2012). The meaning of old age. In: Beard, J. R., et al. 
(Eds.), Global Population Ageing: Peril or Promise.

disease management, 

lifestyle choices, 

health status, 

purpose in life, 

social connections, 

attitudes, 

and physical/cognitive function 

and capabilities.



We have much greater human potential than ever 

thought possible, if we only realize it, embrace it, 

discover it, and utilize it.

Source: Carstensen, L. L., & Fried, L. P. (2012). The meaning of old age. In: Beard, J. R., et al. 
(Eds.), Global Population Ageing: Peril or Promise.
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“The greatest barrier to creating a better, longer 

life is how we currently conceive old age” 

Joseph F. Coughlin, director of the Massachusetts Institute of Technology AgeLab













When is “old age?” 



79% of survey respondents said people have 
reached old age when they can no longer 

live on their own.

Source: American Society on Aging The West Health Institute/NORC Survey on Aging in 
America, 2017



Nearly 8 in 10 people aged 70+ say they can 
live independently and accomplish daily tasks 

without assistance from caregivers or 
community resources.

Source: The United States of Aging Survey



Redefinition of “old”

New stage of life: Active Adulthood 







When we embrace the science we 

change perceptions, and reality



The new normal: We are seeing the 

unattainable becoming the norm.





Rethink aging
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and what this means 

for your businesses 



STOP AND THINK

For every opportunity there is a challenge, and 

for every challenge there is an opportunity?



Aging well: 

the great disruptor
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Source: Growing the European Silver Economy, 2015

SMART HOMES SUPPORTING INDEPENDENT LIVING

Key sectors expected to benefit significantly: NEW MODELS



Years spent in ill-health, especially the older we get, can be substantial

HALE

Chronic disease 

management programs 

have been the 

traditional approach

The medicalization of aging

1/2

Special population



Consumers now spend more money 

for medications to ward off the effects 
of aging than they spend on drugs to 

treat chronic disease.”

Source: American Public Health Association’s 140th 

Annual Meeting



80% of Boomers believe healthy foods and 
beverages can be used to improve their quality of 

life.

Source: NMI Consumer Trends in Healthy Aging



Medical

Wellness
More spent to age well than on drugs
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Wellness offers an 

integrated approach to 

person centred solutions



Become the bricks and mortar portal
for aging well, for all ages, in your 

community



Start by helping me to “earn my 

health span”





How will the older-adult market challenge your 

creativity, strategic thinking, planning, and 

implementation processes?

Diversity



No two individuals experience aging in 
exactly the same manner, or at the same rate.

Source: Belsky, D. W., et al. (2015). Quantification of biological aging in young adults. 
Proceedings of the National Academy of Sciences, 112(30), E4104–E4110; doi: 

10.1073/pnas.1506264112.



Opportunity

Person centered approach

Precision wellness

Specialization

Choice

The “ME” Generation



Precision wellness







Specialization

Losing memory is the biggest aging 

concern among those in their 60s and 70s.

American Society on Aging The West Health Institute/NORC Survey on Aging in America







_________



Minor adaptations to stores to make stores 

easier to navigate and remember (brain); 



Asda, UK created a quiet hour.

Escalators, in-store music and display TVs are switched off.

No announcements are made on the loudspeakers.

Staff hands out store maps featuring images instead of text.

Examples of change: Quite hour



How will these solutions impact 

your business and your 

customer?



Older consumers feel they 
have limited choices, especially 
when it comes to fashion. Many 
shoppers in this group feel 
they have evolved with the 
times, but that clothes made for 
them are frumpy, boring or 
outdated.

How does this apply to you?

Wellness session.

Things to

consider: 

Choices



Opportunity

Function



A new definition of 
health aging

In September of 2015 the WHO released “World 

report on Ageing and Health.” 

The report outlines a framework for action to foster 

healthy ageing built around the 

new concept of 
functional ability.
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Physical Cognitive Social

Levels of function

Athletic Fit Independent Frail Dependent



Age

Adult Life

Maintaining highest possible level of function

Older age

Maintaining independence and preventing disability

Rehabilitation 

and ensuring the quality of life

Disability Threshold

Early Life

Growth and 

development

Functional capacity decline
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You can work and live with many chronic health issues, 

however functional loss and disability can reduces 

employment opportunities and life engagement



By the age of 80, 46% of the population can not lift a bowling ball? 

Think weight of groceries or packages

By the age of 80, 49% of the population have difficulty walking 

around a 400m track?

Think size of store and seating

By the age of 80, 66% of the population have difficulty stooping, 

crouching or kneeling to garden? 

Think location of products

Functional abilities



Store size and layout 

Functional abilities and intrinsic function

Intrinsic capacity and functional ability do not remain constant but decline 

with age as a result of underlying diseases and the aging process. 



Minor adaptations to store 
layouts/organized layouts:

Challenges: getting products off very high or 
very low shelves. 

In many instances, they find that store staff are 
unavailable to assist them with this. 

They also find large stores harder to navigate.



Widening aisles (scooters)
Customized shopping carts 
Seating areas (endurance)
Nonskid flooring (falls)
Emergency call buttons 
(peace of mind)



Lawson, Japan

In the mid-2000s it widened aisles, lowered shelves, 

and emphasized products and food offerings that 

would appeal to older shoppers. 

Lawson offers nursing-care consultation desks in 

stores.



Simplicity in packaging and labels:

Product packaging hard to open, and that labels and 
prices are hard to read, even when they are wearing 
glasses or contact lenses. 

Think: Parkinson’s, arthritis, grip strength,

dexterity, vision,



Transcendent design: 

How can you excite and 

delight me?
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Older 

staff…

in store 

assistance



Location, location, 

location



Apart from preferring stores with some simple 

accommodations in terms of layout, some 68% of 
the 60–70-year-olds prefer shopping in smaller 

shops and in those that are closer to their home.

Source: 2013 report on the aging population’s shopping habits by consultancy A.T. Kearney.



Older consumers view shopping as a 
social activity. 

Source: 2013 report on the aging population’s shopping habits by consultancy A.T. Kearney.

Question: What 
are you doing to 

take advantage 
of this?



70 studies involving more than 3.4 million 
people to gauge the impact of social 

isolation, loneliness and living alone
on the risk of premature death. 

The conclusion: The effect of the three 
was equal to or greater than well-known 
risk factors such as obesity.



Issue: social 

isolation

Solutions:

Social elements
Intergenerational: 
Mentorship
Social prescription
Minister of loneliness
Depression #2 



E-commerce 

and home 

delivery



The 

opportunity



Adults





20 years ago



Today
A shift of 80% point



While Millennials spend $600 billion per year in 

the US alone, Baby Boomers outspend other 

generations by about $400 billion annually and 

are increasingly spending their money online.



The 

challenge







5% of marketing dollars 
globally are spent on 

50+ market  



Common myths

Got them for life (Brand loyal)
Not willing to try new things
Don’t spend money……
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Virtually invisible to marketers



How marketers 
are viewed by 
older adults 
73% say they don’t pay attention 
to ads because they seem 
patronizing and stereotyped. 

84% believe that advertisers 
assume everyone over 50 is the 

same.

68% feel advertisers only care 

about young people. 

Only 11% believe that brands 
target us.



What does this 

mean to you?



Opportunity





Adults aged 55-64 outspend the average 

consumer in nearly every category, every year, 

Source: U.S. Consumer Expenditure Survey

Sweet Spot



The opportunity lies in changing or 

developing models to 

fill the expectations gap



Thank you
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