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Cohort Influences:Formative Years

WWII Ikes

Leading

Boomers

Middle

Boomers

Trailing

Boomers

Formative

Years
1930 to 1945 1946 to 1963 1960 to 1970 1967 to 1977 1974 to 1983

Political/

Social

Prohibition, Social 

Security, FDR/ New 

Deal, Bread Lines, 

WWII, Labor 

Movement

McCarthyism,Cold 

War, Brown vs. 

Board, Highways &

Suburbanization, 

Korea

JFK, LBJ, MLK, Civil 

Rights, Viet Nam, 

Woodstock, Kent 

State, Draft Lottery

Viet Nam, ERA,

Watergate,

Roe vs. Wade, 

No Fault Divorce, 

Casual Sex

Hostage Crisis,

Reagan, Terrorism,

Middle East Conflict, 

Rise of Conservatism

Economic

Stock Market Crash, 

Great Depression, 

Keynsian Econ

G.I. Bills,

Housing Act,

Prosperity

New Frontier,

Medicare, Great

Society

Price Controls,

Nixonomics,

Inflation

Oil Shocks, 

Reaganomics,

Stagflation

Popular

Culture

Chaplin, Babe Ruth, 

Radio, ñTalkiesò, 

F Scott Fitzgerald, 

Movies, Lindbergh, No 

TV 

Sinatra, James 

Dean, Elvis, M. 

Monroe, Disney, 

Hot Rods, Duck & 

Cover, Sputnik, 

Family TV

The Beatles, Dylan,

Rolling Stone 

Magazine, Moon 

Walk, The Pill, 

Psychedelic Drugs, 

News TV

Saturday Night Live, 

All in the Family, Mary 

Tyler

Moore, Ms .Magazine,

Counterculture

Star Wars, Disco, 

Fitness Craze, Punk 

Rock, Space Shuttle, 

Crack and Drugs, 

Crime & Violence TV

Core Traits

Thrifty, Patriotic, 

Sacrificing, 

Defer Gratification

Status Quo,

ñDonôt Rock the Boatò 

Respect Authority 

Idealistic, 

Demanding,

Nonconformist, Seek

Immediate 

Gratification

Status conscious, 

Individualistic, 

Seek Immediate 

Gratification

Pragmatic, Apolitical, 

More Conservative, 

Fade to Gen X 



Grandson, 73 Great-grand-

daughter, 49

Great-great-

grand-daughter, 27

Daughter, 95

Sara Knauss, 118

Great-great-

great-grandson, 3



Babyborn in 2010
100 years old

in 2110 



Lifestage Mosaic

30 40 50 60 70 80 90

Career Consolidation Volunteerism/Going Back to School

Caregiving

Divorce

Marriage
Retirement

Remarriage/Second Families

Empty Nesting

Parenting Teenagers

Parenting Young Kids

Illness and Recovery

Widowhood

Grandparenting

Menopause

Second Careers

Retraining/Going Back to School

Age



Question: People experience major changes ςboth good and bad ςat various stages of their lives.Which of these major 
life changes have happened to you within the past three years? Please select all that apply.

.ƻƻƳŜǊǎΩ ƭƛǾŜǎ ŀǊŜ ǎǘƛƭƭ ƛƴ ǘǊŀƴǎƛǘƛƻƴ
Life events in the past 3 years (Boomers)

Cohort Leading Boomers
Trailing 

Boomers

Major change in financial situation 29% 40%

Experienced the death of a close relative or friend 34% 34%

Lost job 18% 24%

Became a grandparent 23% 13%

Changed jobs 13% 15%

Had a major or life-threatening illness 14% 11%

Retired 20% 5%

Had an adult child move back home 5% 15%

Had last child leave home 8% 11%

Spouse had a major or life-threatening illness 9% 10%

Major career change 6% 8%

Spouse retired 8% 4%

Became a caregiver for an elderly parent or relative 5% 6%

Started a business 6% 3%

Divorced_Separated 3% 3%

Married 1% 1%

Remarried 1% 1%

Became a parent of another child 1% 1%



Source of Stress Ikes
Leading 

Boomers
Trailing 

Boomers
Gen X

Losing my job 7.9% 27.6% 32.9% 31.6%

Stress at work 5.1% 13.9% 27.8% 53.2%

My health 45.5% 27.6% 17.2% 9.7%

The health of a family member 35.8% 25.7% 21.4% 17.1%

Not having enough time to get everything done 25.5% 22.3% 18.5% 33.8%

My personal or family finances 32.6% 23.8% 22.3% 21.3%

Relationship issues with a member of my family - such
as my spouse, children, or parents

32.1% 25.5% 20.6% 21.8%

Relationship issues with a non family member ςsuch 
as a romantic relationship, or relationships with friends

24.6% 24.6% 17.5% 33.3%

increases with age

decreases with age

Question: What are the things in your life you are most stressed about? 

Boomers have multiple sources of stress
Sources of life stresses 
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Values
Market 

Behavior

Values: ¢ƘŜ ά¢ǊŀŦŦƛŎ /ƻǇέ ŦƻǊ .ŜƘŀǾƛƻǊ

Å Values are:

Κsystem to manage chaos of messages

Κrelatively stable over time

Κset boundaries for behavior

Κcontrol day-to-day behavior/choices

Κolder consumers have more defined values and literally 

ñthinkò differently

ΚGreater expanse of experience 



Self-Actualization is Characterized by a 
Shift from Ego Values to Being Values

Intellect ‘ Intuition

Reason ‘ Feeling

Objective ‘ Subjective

Morality ‘ Reality

Differences ‘ Differentiation

Competition ‘ Cooperation

Power ‘ Influence



Notes for Planning ςTargeting &
Message Relevance

Your message strategy must account for more than age

ïThey are complex consumers and participating in 
media in new ways

ïYou will be communicating to multiple aging 
consumers in the same household in new ways

Consider lifestagesas a communication platform

ïPut online at the center and build around it with 
traditional forms of media

Consider the aging brain and the shift in values



Boomers spending more time online
Percent of time Boomers respondents spend on activities compared 
with three years ago 

Question: Compared with 3 years ago, how has the amount of time you 
spend on each of the activities following changed?



Question: Which of the following do you subscribe to?

Media Ikes
Leading 

Boomers
Trailing 

Boomers Gen X

TV service (cable, satellite dish, or other) 89% 91% 81% 77%

Home telephone - ("land line") 85% 79% 68% 68%

Cable telephone 23% 23% 21% 25%

DVD movie rental 14% 14% 20% 23%

Internet 92% 91% 90% 86%

Local newspaper 61% 50% 38% 32%

National newspaper 7% 5% 9% 8%

Online news service or newsletter 11% 10% 13% 12%

Magazines 60% 58% 46% 46%

Cell phone 80% 80% 80% 77%

Satellite radio 5% 15% 7% 13%

higher for older generations

higher for younger generations

Ikesand Leading Boomers Still Use Traditional Media 
More Than Trailing Boomers or Gen X

Percentage subscribing to various media services



Question: If you had to choose one service which you currently subscribe to give up which would it be?

Media Percent

DVD movie rental 61.1%

Home telephone - ("land line") 40.6%

Online news service or newsletter 37.8%

National newspaper 36.4%

Magazines 33.7%

Local newspaper 27.9%

Cell phone 11.0%

TV service (cable, satellite dish, or other) 9.1%

Cable telephone 8.7%

Internet 4.5%

Boomers Unwilling to Give Up the Internet
Percentage willing to give up a media service they currently subscribe to 

(All Boomers)



Question: On which social networking sites do you maintain a profile? (select all that apply)

Boomers Catching Up with Gen X with Social 
Networking

Percentage maintaining a page on various social networking sites

Social networking site Ikes
Leading 
Boomers

Trailing 
Boomers

Gen X

Facebook.com 39% 39% 43% 50%

Twitter.com 5% 8% 15% 14%

Linkedin.com 6% 8% 11% 10%

Classmates.com 19% 20% 21% 12%

Myspace.com 11% 10% 22% 29%

None of these 50% 47% 45% 32%



How savvy are Boomers & Ikeswhen it comes to technology?

Very Savvy (7 or higher on 10 pt scale)

38% of Boomers

39% of Ikes

Male versus Female

Boomers and younger men say they are more savvy 
than women

Ike women say they are more savvy than men; only 
generation of women!



What electronics/services can you not live without?

/ŀƴΩǘ [ƛǾŜ 
Without

/ŀƴΩǘ [ƛǾŜ
Without 

Nice to Have Niceto Have

Device Boomers Ikes Boomers Ikes

Broadband 60% 60% 31% 26%

Laptop 31% 26% 35% 34%

Wireless @ 
home

32% 27% 45% 33%

Digital
Camera/Vide
o

19% 18% 37% 36%

HGTV 15% 13% 38% 40%

GPS Device 10% 13% 37% 24%



Marketing consideration:

Men are typically early adopters of technology and are 
ñfeaturesò focused.

Love ñshiny objectsò

Women care about benefits and the way those benefits 
are conveyed.

Need to understand how a technology product will 
make their life easier.

Once the product is integral to their lives they are 
reliant and loyal.



A word about recommendations/referrals:

In general Ikesrefer less than Boomers when it comes to 
technology.

Men are more likely to recommend than women to recommend 
tech products.

Ikes: 24% of men vs. 13% women

Boomers: 49% of men vs. 24% women

¢ƘƻǎŜ ǿƘƻ ǎŜƭŦ ǊŜǇƻǊǘ ōŜƛƴƎ άǘŜŎƘ ǎŀǾǾȅέ ŀǊŜ Ƴƻǎǘ ƭƛƪŜƭȅ ǘƻ 
recommend/refer.  



Notes for Planning ςSocial Media

Growth of online for mature consumers

ïMake sure content invites them in, is relevant 
and shareable

LƴǘŜƎǊŀǘŜΣ ŘƻƴΩǘ ŜƭƛƳƛƴŀǘŜ

ïPut online at the center and build around it with 
traditional forms of media

Find a fit for your company in the social space



Question: In thinking about all of the people in your own personal or social network, how frequently do you 
have contact with individuals you know from the following areas or groups?

Social Mavens Have More Frequent Contact with 
Individuals Across All Types of Groups Within Their 

Social Network
Percentage of respondents having very or somewhat frequent 
contact with the following groups

Type of social connection Isolated Everyday Mavens

Family members, apart from my immediate family55.4% 65.7% 75.5%

Issue-oriented organizations 13.7% 17.2% 32.2%

Hobby or interest groups 18.4% 26.5% 36.6%

Religious affiliation or church 32.0% 35.6% 46.6%

Social groups 20.8% 30.1% 40.0%

Neighbors 44.6% 53.9% 61.1%

Co-workers 17.7% 38.6% 64.4%

Former co-workers 15.9% 24.1% 37.8%

Professional or business-related contacts 14.0% 28.6% 52.3%



Mavens are More Likely to be Working and Trailing 
Boomers

Characteristics of respondents by level of social connectedness 
(Boomers and Gen Jones only)

Characteristic IsolatedEveryday Mavens
Female 46% 50% 53%
Leading Boomers 61% 54% 38%
Trailing Boomers 39% 46% 62%
Working full or part-time 18% 39% 62%
Self-employed 10% 9% 22%
Retired 36% 25% 11%
Household income 100K+ 15% 26% 43%
Volunteer 25% 45% 60%
TV service (cable, satellite dish, or other) 87% 85% 91%
Local newspaper 42% 44% 49%
Online news service or newsletter 9% 12% 16%
Magazines 45% 54% 67%
Satellite radio 9% 11% 18%
Facebook.com 31% 44% 58%
Twitter.com 8% 12% 16%
Linkedin.com 4% 11% 16%
Classmates.com 17% 23% 22%

Myspace.com 13% 16% 20%



Mavens Have More Face-to-Face Contact and Use 
Smart Phones More Than Other Boomers 

Respondents 
Percent age of typical weekly communications by various methods

Question: In thinking about all of your personal communications in a typical week, what percentage would 
you estimate are from each of the following types.Do not include communications specifically for 
work. Please be sure that the total adds up to 100%.

Type of communication Isolated Everyday Mavens

Email from a computer (PC or MAC) 39.3% 30.1% 29.5%

Email from a smart phone or cell phone 1.3% 3.4% 6.4%

Text messaging 6.3% 6.4% 6.8%

Instant messaging 5.3% 2.4% 2.7%

By phone (cell or "land line") 20.8% 24.9% 19.1%

Postings to a social networking site 2.5% 3.7% 3.6%

In person, "face-to-face" 24.8% 29.1% 31.8%



Notes for Planning - Mavens

Integration, Integration, oh and Integration; 
blend traditional and social media.

Think in terms of the experiences you can 
deliver and how media can help express the 
experience.

Men and Women - not just women




