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Praise for Turning Silver into Gold
“Turning Silver into Gold is a ‘must read’ for all those entrepreneurs who are considering entering the senior market. Through
the great examples in a wide variety of business opportunities,
Mary Furlong stimulates us to develop our own business ideas.
—Jeannette de Noord, Senior Director at Philips Consumer
Healthcare Solutions
“Mary is an evangelist who has been selling the dream of the
boomer/senior market for over twenty-five years. She understands the customer segment better than anyone, and this book
reflects her insight.”
—Guy Kawasaki, Managing Director, Garage Technology
Ventures and author of The Art of the Start
“Dr. Mary Furlong is a true visionary. Her insights and market
intelligence are consistently spot on and her notions about what
to do and how to do it demand serious attention from start up
entrepreneurs to Fortune 500 executives. In Turning Silver into
Gold she has done a masterful job of revealing a broad range of
timely and actionable paths to success. I heartily recommend
this book to anyone interested in gaining a better understanding, and meeting the myriad needs, of a maturing population.”
—Ken Dychtwald, Ph.D., President of Age Wave, Author of
The Age Wave, Age Power, and The Power Years
“Mary Furlong’s book has a social heart as well as a business
sense. She is trying to assist people who are in business, but not
simply for the sake of exploiting a market. Adding value to life is
as important to her as it is to us at AARP.”
—From the Foreword by Bill Novelli, Chief Executive Officer,
AARP
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“Mary Furlong is an expert on the Baby Boomer demographic
as an academic, entrepreneur, and marketer. She has lots to
teach about how to successfully reach and impact this enormous
market.”
—Myrna Blyth, Founding Editor, More Magazine
“Furlong displays a genuine grasp of boomer sensibilities, especially those of decency and happiness and the common good;
when she speaks of value added, it is not just the markup but
how the product or service adds to the pleasure of living right
and well.”
—Kirkus Business & Personal Finance Report
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FOREWORD
For years, I have talked about the importance of the “longevity
bonus,” the wonderful possibilities and opportunities available to us
resulting from our ability to live longer, more productive lives. So I
was convinced when I picked up Mary Furlong’s Turning Silver into
Gold—and discovered early in the book the phrase “bonus round”—
that I was in the presence of a soul mate. Reading on through the end
of this impressive book, I became even more convinced.
After more than 20 years of studying aging and, more importantly, listening to older men and women, there is little in this field that
Mary Furlong has not encountered, thought about, or sought to solve.
She is keenly aware of the importance of having fun as we age and the
value we put on staying fit and productive. She understands that
older people are as complex and diverse as any other group and will
not fit neatly into a box—especially the boomers. She knows that
work is a necessity for many older people and, as she puts it, “a kick
start” for many others, including those who must work to make ends
meet. And she wisely notes that older people are becoming a dominant force, not just a “demographic,” in our society.
Mary’s aim is to guide those who want to market to older people
and to encourage those who might not have contemplated doing so to
give it serious thought. This is not always an obvious or intuitive
undertaking. But in Mary’s hands, this process does not seem daunting because she keeps things simple. There are really just five basic
ideas or trends to keep in mind, she notes, and the reader will find
them recurring throughout the book, whether the topic is real estate,
sex, work, or investment.
The first of these ideas she calls “global markets,” because aging
is a worldwide phenomenon. China and Italy, for example, are graying faster than the United States. The second is longevity which,
x
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among many other things, implies that we will be spending nearly as
much time after retirement as we spent working, and that providing
the means to stay healthy and active will be critical to the well-being
of individuals as well as their governments. The third she calls
“lifestage transitions.” This important idea flies in the face of the
stereotypical notion that older people are set in their ways. Surprise:
They change jobs, divorce, remarry, care for older parents, and face
the death of their friends, among many other lifestage transitions.
The fourth is technology—specifically, how it can be used to make
life better for us as we grow older. And the fifth, which speaks eloquently for itself, is spirituality combined with giving back to our
communities, family, and nation.
But Mary Furlong’s book has a social heart as well as a business
sense. She assists people who are in business, but not simply for the
sake of exploiting a market. Adding value to life is as important to her
as it is to us at AARP. And that brings me to a point that I think is very
important.
While there is no question that Turning Silver into Gold will hold
a special interest for entrepreneurs and investors, I think it will find
an equally eager and appreciative audience among boomers (and
their parents and their children) for its insights into aging and the
possibilities that a long life offers all of us. For example, Furlong
notes that people in their 60s are the greatest buyers of wine (entrepreneur alert!), and then adds that anyone can set up a wine-tasting
club (DIY alert!). Or this gem: “Love for the baby boom generation
is not about the first time any more—it’s about making love feel like
it did the first time.”
Turning Silver into Gold is filled with nuggets like these. And
Mary Furlong, drawing upon her years of experience and vast expertise, does an admirable job of spinning them into gold.
William D. Novelli,
Chief Executive Officer, AARP
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With more than 20 years of experience, Mary Furlong, Ed.D., is the
leading authority on baby boomers as they reach their 50s and
beyond. She founded Mary Furlong & Associates (MFA) in 2003 to
help socially responsible, consumer-conscious companies understand
the real needs of this explosive market.
She is executive professor of Entrepreneurship and Women in
Leadership at the Leavey School of Business at Santa Clara
University in California.
Dr. Furlong founded the nonprofit organization SeniorNet in
1986. SeniorNet was one of the first social networks and online communities. SeniorNet’s mission was to create an organization that
would bring the wisdom of older adults into the information age. It
accomplished this through its vibrant online community,
SeniorNet.org, and its learning centers. During her tenure,
SeniorNet grew to over 100 learning centers and served over 500,000
older adults. Much of her time was spent in the field at the learning
centers (there are now 250 centers) to understand issues related to
technology, community and older adults. SeniorNet was funded by
the Markle Foundation, IBM, and many of the telecommunication
companies.
In 1996, Dr. Furlong founded ThirdAge Media with a group of
private and corporate investors. ThirdAge was a media and marketing
company that focused on the baby boomers (1946-1964).
ThirdAge.com created content, commerce, community, and context
in a variety of channels to serve the boomer interests. ThirdAge
Media reached two million members and did pioneering work in
advertising and community challenges to serve the boomers. As a
result of this, Mary won the AdTech top leadership award. ThirdAge
is a durable online community and continues to serve the boomer
xii
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market. Through the work of SeniorNet, ThirdAge, and MFA, Mary
has raised over $120 million in venture capital funds, corporate sponsorships, and foundation grants.
Dr. Furlong has guided the online and offline marketing strategies for major U. S. corporations for their 45+ age markets for more
than two decades. Her client list has included such notables as IBM,
Johnson & Johnson, Merrill Lynch, Viacom (CBS), Advance
Publications, Procter & Gamble, Pfizer, Microsoft, AT&T, and AARP.
She also advises start-up companies such as Posit Science and emerging nonprofits such as Women Sage.org.
Dr. Furlong has appeared on CBS, PBS, NPR, and NBC’s Today
show to discuss trends in aging and technology. Her expertise has
been recognized in The New York Times, USA Today, Business Week,
Fortune, People, and Fast Company, among other publications. Time
Magazine honored her in 1999 as one of its “Digital 50.” In 2001,
Fortune Small Business named Dr. Furlong one of its “Top 25
Women Entrepreneurs” and Interactive Age has included her among
its “Twenty-Five Unsung Heroes on the Web.” She also received the
New Choices Award from Readers Digest, joining the ranks of fellow
recipients Jimmy Carter and Lena Horne. Dr. Furlong served as a
White House Commissioner on Libraries and Information Science
during the Clinton administration, and she has conducted hearings
on aging and technology for the U.S. Senate. Dr. Furlong has also
authored several books including Grown-Up’s Guide to Computing,
published by Microsoft Press.
MFA co-produces the successful “What’s Next Boomer Business
Summit” with the American Society on Aging (ASA), and the annual
Boomer Business Plan Competition and Silicon Valley Boomer
Venture Summit with the Leavey School of Business. Dr. Furlong is
a member of the ASA’s Business Forum on Aging, the Leadership
Council of the National Council on Aging, and the AARP Women in
Leadership group. She also serves on several corporate advisory
boards. More information about Dr. Furlong and MFA is available at
www.maryfurlong.com.
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For their interviews, writing, and research for early versions of
Turning Silver into Gold, I thank Brian O’Connell, Kathleen Cottrell,
Lori Covington, Helen Gray, and Julie Penfold.
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invaluable guidance, insight, direction, and leadership. They include:
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groups, dinners, facials, manicures, and emails: too numerous to
mention here, but please accept my appreciation for contributing
your expertise and leadership even if your name did not make it into
the book.
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create. I want to thank everyone who has worked to translate the silver into the good works that we can all accomplish, to help unleash
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website at MaryFurlong.com to cast your vote on a topic or issue or
to suggest an issue or cause that matters to you.
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I remember a brilliant August day in 1995.
Microsoft was launching Windows 95 at a wildly exuberant expo
held at their Redmond, Washington campus. I was there for
SeniorNet, a non-profit organization I had founded in 1986 to help
adults in their 50s and older get online. We had a 10-square-foot booth
and a table of leaflets in the middle of the biggest product launch in
modern history.
All around us were red and white market umbrellas, Cub Scouts
carrying Microsoft briefcases, and tents filled with gourmet food. Bill
Gates was running around in a golf cart with Jay Leno. There were
hundreds of journalists snapping pictures, rolling film, and getting it
all down. There was a Ferris wheel in the center of the expo and I took
a ride. The wheel stopped at the top of the arc and I looked down on
the carnival below. You could actually see a transition, a major shift in
the way our world was going to be. It would be connected in ways we
could not imagine. I knew then that it was time to build a new company, one that could leverage the power of this dramatic information
revolution. I also knew that at age 47, it made sense for me to focus

fur56987_Introduction.qxd

1/3/07

2

10:15 AM

Page 2

TURNING SILVER INTO GOLD

the brand and name of the company on my generation—the baby
boomers—for I could sense at the top of that arc that boomers would
seize the power of the Internet and technology in unprecedented new
ways. It was my hope that this new company would grow large enough
to endow the nonprofit SeniorNet. I am delighted to share that this
dream was realized.
Demographers often describe the baby boom generation as a pig
inside a python: a demographic bulge of 77 million people moving as
a single unit down the length of time. The bump in fertility that
started in 1946 and ended in 1964 is why the boomers’ classrooms
were always crowded, why it was so hard for me to get into college,
and why we have rubbed shoulders with so many boomers at every
stage of our careers. Now, with my bird’s eye view from the Ferris
wheel in 1995, I saw that boomers were moving en masse into the information age. And I saw what it would mean to the way we lived in
this world.
I wasn’t the only one to see it. Investors saw it too, and they began
asking questions about this new market and what it could mean to
them. They saw that one of the big applications of the Internet was going to involve baby boomers. They saw hordes of people who were
moving into largely uncharted territory.
I was one of them.
With a stellar group of cofounders, I formed a new business, an
Internet company called ThirdAge Media that was for and about the
boomer generation. We listened to the stories of thousands of my
peers from all walks of life and in all circumstances. We traded information with marketing giants like Procter and Gamble, IBM, Johnson
& Johnson, Kraft, Ford, American Express, and many others. We discussed the changes that were taking place as the boomer generation
moved toward what had once been thought of as retirement years.
And we saw how these years would be different for boomers than they
had been for their parents.
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The oldest boomers faced a new reality in the mid-1990s, as the
number 50 rolled up on the odometer of their lives. Now they have
arrived at 60. It is a rude awakening for millions of people, a
life-changing event that rattles the comfort zone. With a sharp intake of breath, boomers are gaining a new and clearer perspective
on mortality. Searching for role models, boomers started with a look
at how their parents dealt with the same time in their lives. They
saw retirement parties followed by a life of leisure that looked like
inactivity—and for the lucky ones, a handful of “golden years” in a
two-bedroom condo in Delray Beach. The children of the ’60s
looked at that version of retirement and said, “Hell no, we won’t
go.” They began to imagine a different kind of middle age, an
extended and much more active time in which they could take the
passion that ignited their youth and use it to ignite their 50s, 60s,
and beyond.
The good news is, because of the advances of modern medicine,
better nutrition, and decades of peace, the average life expectancy for
a U.S. resident at age 65 has increased four years since the mid-1960s,
and Americans reaching age 65 today can expect to live an additional
17.9 years (19.2 for females and 16.3 for males).1 Even better, the
share of people who reach age 65 with a chronic disability has dropped
rapidly, from 26.2% in 1982 to 19.7% in 1999.2 Affluence, medical
technology, and better self-care have created an entirely new stage of
life for millions of people. If you’re 50 and have taken good care of
yourself, you might get to enjoy an active lifetime a decade longer than
the one you would have gotten in the 1960s. I call this new lifestage
“the bonus round.”
In the 1970s, 1980s, and 1990s, millions of boomers put their
dreams on hold to do a full-court press for work and family. Now they
are taking the reins of their own future and redefining their lives.
People in their 50s are going back to school to obtain graduate and
professional degrees. They are trekking in Nepal with their five best
friends from the class of 1968. They are building their own sailboats,
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retiring the word “retired,” and kicking down the fences previous
generations put up around aging. Boomers are once again daring
themselves to take risks, to touch and taste and listen in new, more informed ways. They want to learn to play again.
Boomers are also entering their regenerative, non-retirement
years with plenty of spending power. Boomers earn more than $2 trillion in annual income and own more than 77% of all financial assets in
the United States.3 And they are going through more transitions now
than at any other time in their lives. Each of those transitions is a tipping point for product and service decisions.
As boomers reach age 60 and prepare to leave the organized work
force, they ask, “What should I do with my time?” Some still need income or crave the adrenaline kick of commerce. So they turn their
spare bedroom into a home office, start a new business, open a frame
shop or a Curves franchise, or sell real estate.
Children graduate from college or get jobs, and this transition frees
up discretionary income that can be devoted to home improvement and
self-improvement. Could this be why online sales of books and home accessories are going through the roof? Kitchen stores are springing up in
multiples on Main Street. Empty-nest boomers are driving the market
for plasma screen televisions, wireless Internet routers, and hybrid cars.
One in four boomers is also buying a second home, partly so they can
have an adventure when they have family reunions.
Some midlife transitions aren’t as much fun. Older bodies must
cope with menopause, arthritis, and the “trombone arm” response to
vision loss. Boomers are keenly interested in medical breakthroughs
that can lower blood pressure and cholesterol and are willing to spend
vast amounts of money to stay healthy. Spending on prescription drugs
rose from $40 billion in 1990 to almost $250 billion in 2005, and continues to increase faster than inflation.4 Boomers know that the
“bonus round” will come only to those who nurture their bodies now.
So they buy Bowflex machines, free weights, and vitamin supplements. The weight-loss business represents a huge and growing
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market opportunity. Its annual revenues jumped from $100 million in
the 1950s to $50 billion in the 1990s.5 And since the launch of Viagra
in 1998, sales of erectile dysfunction drugs have grown to more than
$2 billion per year in the United States.
Boomers spent an estimated $42.7 billion on apparel in 2004, $14
billion of which they spent on clothing for others.6 But they don’t wear
the same sizes they wore at age 18. In fact, the average adult American
woman is 5 feet 4 inches tall, weighs 155 pounds, and wears a size 14.7
Boomers will not ever have a teenager’s body again, but they’re dealing with it. Clothing stores are opening all across the country that specialize in great-looking apparel for women over 35, clothing that has
verve as well as elastic waistbands.
The quest to maintain beauty and a youthful appearance occupies an increasing amount of time for many boomers. Millions of
boomers, whether divorced or widowed, are dating again and will
spend good cash to look and feel good. They want facials and spa
days and an infinity pool in the sunroom. Not every boomer can afford these luxury items, but many boomers want them or a close approximation that they can afford.
I often ask conference audiences, “How many people have made
time in their lives for play?” And in a hall filled with 1,000 people,
maybe three will raise their hands. The rest of them say, “We got
caught up in work. We forgot to play.”
Well, the recess bell has rung again. Boomers’ passionate interests
are leading to a redefinition of identity. No longer just a suit or a soccer mom, they are now gardeners, writers, and digital photographers
who, by the way, used to have an advertising career.
Travel is becoming one of our favorite ways to play. Millions of
boomers who play tennis also have the time and the money to watch
Wimbledon from courtside. Boomer golfers can realize their dream of
playing a round at St. Andrews. The luckiest baby boomers can take
the summer off to sail around the islands off the coast of Maine with
their life partner of 30 years, or they can take the grandchildren skiing
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in Chamonix. Those who don’t have quite as much money might go to
a bed and breakfast for the weekend or take their grandkids to Six
Flags. But they all want the same things: adventure, connection, and
caring.
Boomers are the first generation in U.S. history of which more
than 50% have obtained some form of higher education. Today, that
education is translating into a hunger for travel that teaches. The readers of Smithsonian dream of traveling to India and China. They take
Earthwatch vacations in order to do archeology in the Cotswolds or to
protect the eggs of leatherback turtles in the Galapagos. Further down
the income ladder, men who once spent their weekends at football
games or stock-car races are now taking their grandchildren to Civil
War battlefields.
Whether they are attached or single, rich or poor, boomers want
to have “catered peak experiences”—that is, they want to create stellar, lifetime memories. They want to slowly troll across a lake in a pontoon boat or charter a yacht in Greece with the whole family. They
want to enjoy champagne and chocolate fondue in a tree house or soak
outside in a hot tub on a crisp December day. And they want to do this
with like-minded souls.
Boomers spend approximately $157 billion on leisure travel each
year, which is 80% of all U.S. expenditures on leisure travel.8 And
there’s no end in sight. When they imagine another good, healthy 20
years, they vow not to squander this time. They look deeply into how
they want to spend those years, asking, “What’s worthy of me now?”
In the third act of their lives, many boomers say, “I might have had a
successful life, but what did I do that was significant?”
When they were young, millions of boomers embraced the Whole
Earth philosophy. They believed in peace, civil rights, and protecting
the quality of the environment. Their standard of life experience has
deep emotional attachments. And that hasn’t changed.
When it comes to giving, boomers are not just going to write a
check to the United Way. They’re going to contribute to causes that
reflect their interests and matter to them—like my friend Larry, an
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ex-GI who returned to Vietnam to remove land mines. Call up the local chapter of Habitat for Humanity and you’ll see that they have a
long list of volunteers, many of whom are between the ages of 45 and
60. Boomers are looking for ways to give back. They want to leave a
legacy they can be proud of. The Economist calls this “Billanthropy.”
The enormous size of the boomer market—those between the
ages of 42 and 60 in 2006 make up 25% of the U.S. population—translates into enormous business opportunities. But this market is misunderstood by many businesses that assume all boomers share the same
tastes and passions, and that 60 “then” is the same as 60 “now.” In fact,
the boomer generation represents hundreds of market segments. The
key to reaching this market lies in developing relevant services and
products through understanding the demographic data, the trends,
boomer psychology, and how to effectively communicate with the target audience. This book reveals where those opportunities are and
how you can capitalize on them.
Turning Silver into Gold maps out the areas in which consumer
demand is going to explode in the coming years. But it especially links
these areas to critical social themes that are accompanying the boomer
midlife transitions—issues that will guide you to create the best products and services for this market. Some of these areas include health and
vitality; money and investing; play, passion, and travel; family, including
grandparenting and elder care; entrepreneurship and technology; fashion and beauty; sexuality, romance, and intimacy; religion and spirituality; and philanthropy, along with other forms of community building.
Each chapter reports the experiences and forecasts of venture capitalists and corporate executives in these key industries and provides case
studies, statistical data, and insights on trends and market potential. We
preview product innovations that will soon enrich boomers’ lives and we
examine ways in which smart companies are using the Internet and
other new media to reach their markets.
Writer and film maker Norman Lear once told me you can make
more of a difference in the for-profit world, and once you do, you can
contribute to the not-for-profit one. This is one of the core principles
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that has guided me over the last 14 years. In this book, I hope to show
you how to do good for society while doing well for yourself.
Experts estimate that more than 90% of net assets in the U.S. are
in the hands of people age 40 and older.9 This book aims to become
the definitive guide for companies and entrepreneurs of any age who
want to serve the boomer market. The opportunities are huge for
those who both understand the boomer market and have the tools, resources, and data to build a business around it. If we can help develop
the talent bank of entrepreneurs, brand managers, venture capitalists,
and corporate leaders, we can envision a whole new world for
boomers as they enter their third act. I believe that the entrepreneurs
who find silver and spin it into gold through their companies will succeed mainly by doing good works.
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A GLOBAL
OVERVIEW OF THE
BOOMER MARKET
We are on the cusp of a revolution. Since January 1, 2006, a baby
boomer has turned 60 every seven seconds. This transition will continue for the next 19 years.1 It will bring a revolution in longevity, and
its impact will be felt for decades to come.
Millions of people who are now celebrating their 60th birthdays
can expect to live longer and more active lives than 60-year-olds could
expect a generation ago. What makes this “bonus round” especially
compelling is the size of the potential customer base around the globe.
There are 77 million baby boomers in the U.S., but the United States
was not the only country that saw a sustained increase in fertility during the post-war years. In developed countries, one fifth of the population is currently 60 years old or older. By 2050, that proportion is
projected to increase to almost a third.2 In China, by 2025 the 50+
marketplace will be 525.8 million.3
Today, boomers around the world are reinventing their lives. They
are finding new places to work, new places to travel to, new ways to
spend their days, new fashions, new savings programs, new ways to
spend time with their children and grandchildren, and new ways to stay
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vital and connected as they age. Each new choice represents a signal of
enormous business opportunity.
Entrepreneurs, corporate brand managers and strategists, investors, and nonprofit executives want to know how to develop products
and services that meet the boomers’ changing needs. This book shares
insights about boomers that I have gained from spending more than 20
years in the field of aging. I hope that reading it will inspire you to grab
a notebook and sketch a business idea to serve this market. If you are an
entrepreneur, you may be inspired to think up five or six ideas. If you
are a corporate strategist, you will want to consider your company’s core
competencies and consider how they can be leveraged to create a new
suite of products and services to support this marketplace. If you are an
investor, you will want to identify ideas, such as healthy living, that can
lead to market dominance across a range of categories. If you are a nonprofit executive, you will want to learn how to form programs that inspire boomers to get involved and support your cause.
Boomers’ new values and attitudes have transformed consumer behavior at every stage of life so far, and the next stage will be no exception. Currently, 45% of the U.S. population is age 40 or older.4 This
group is the best educated, healthiest, and wealthiest generation ever to
reach midlife and beyond. It is a force to be recognized and courted
over the next decades as boomers move from midlife into old age.
Brad Edmondson was editor-in-chief of American Demographics
magazine and is now the co-founder and vice president of
ePodunk.com, a website that provides information profiles on more
than 50,000 cities and towns in the United States, Canada, and the
United Kingdom. He uses Figure 1.1 to help people visualize the business opportunities that will arise as the boomer “pig” continues to
move through the life-stage “python.”
“Older boomers are the focus of market opportunity in the next
decade,” says Brad. “The smart business is going to define a specific
consumer target and aim for it with the best marketing information
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FIGURE 1.1 THE HOTTEST MARKETS (Percent change in U.S. 5-year age
groups, 2005-2015)
Source: U.S. Bureau of the Census

available. The key concepts for reaching boomers around the globe are
preservation and quality of life. The most important market segments
among boomers are empty-nest couples and older singles.”5
The key to success in this marketplace is life-stage marketing because the boomers will go through more transitions in their 50s and 60s
than any other phase of life.6 Each life-stage transition triggers business
opportunities that revolve around family (empty nests, loss of parents, arrival of grandchildren); health issues (menopause, heart disease, vision and
hearing loss, arthritis); housing (downsizing, rightsizing, remodeling, second homes); finances, work, retirement, and daily activities (time for passions and play); and perspective (the search for meaning).
The boomers are not a homogenous group. Many people who are in
their 50s today face retirement, empty nests, grandparenting, and aging
parents, but some of them have young children, and some are newlyweds.
Today, millions of younger boomers (born from 1956 to 1964) are still
pursuing careers and helping their kids through school. The boomers
are also ethnically and economically diverse. For example, in the
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United States, 12% of older boomers (those born between 1946 and
1955) and 15% of younger boomers are foreign-born.7
The emergence of a large, healthy, well-educated cohort of consumers in their 60s is a social and a business revolution the world has
never seen before. Adults age 45 and older account for 77% of financial assets in the United States, control 70% of total wealth, and account for more than half of the nation’s discretionary spending.8
The need for relevant products geared toward this aging population is growing daily because the demographic pressures are global.
According to the Australian Bureau of Statistics, “The ‘coming of age’
of our baby boomers will challenge and perhaps totally revolutionize
the stereotyped views people have about the habits, behavior, and
tastes of people in their middle to senior years.”9
The key to success in reaching baby boomers is tying your business
idea to the social issues that surround aging, such as loneliness, empty
nests, dating after 50, the death of a loved one, and retirement. Turning
Silver into Gold explores these issues in terms of the emerging needs
and desires of the boomer psyche. The most powerful insight we present is that for boomers today, amassing material possessions is not as
important as having experiences that satisfy the mind, body, and spirit.
As you consider launching a new business for boomers, it is important to know that there are few barriers to entry for a new brand
aimed at this generation. Surveys report that boomers are not brand
loyal. They are educated consumers, and if they can find a smarter solution, they will switch brands. When you identify products that will
serve their needs, there is a great potential for gaining market share.
Some of the boomers’ needs will be related to the challenges of aging.
That is why we are seeing more performance-enhancing drugs related
to sexuality and more spas and respite services to help people cope
with the stresses around loss. Yet many of the opportunities will be
centered on the joys of this lifestage transition. Boomers will have
more time for travel and education and experiences shared with
friends and family.
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This book focuses on five key concepts and trends that will help
increase your understanding of boomers and help you build a winning
business strategy to reach this growing market. These areas—global
markets, longevity, technology life-stage transitions, and spirituality/
giving back—are woven throughout each chapter to bring perspective
and to spark creative imagination.

Global Markets
According to CEO Linda Jenkinson of LesConcierges, Inc., it takes 10
languages to do business in the world today. Corporations, entrepreneurs, and non-profits routinely procure their boxes in Ghana, fabric in
New Zealand, call centers in India, and programmers in Eastern
Europe. Markets and teams are global. IBM has a global eldercare strategy. Intel holds its health care portfolio meeting in China. Fashion entrepreneurs launch their lines in Dubai and Macau. Microsoft’s second
largest company headquarters is in India. Roger Barnett, the CEO of
Shaklee Corporation, travels to Asia and Europe and throughout North
America serving a global market need for vitamins and natural products.
The Internet makes it possible for companies to sell their products and
services globally. The Internet also makes it possible to find a global
team, and to respond to issues globally.

Longevity
Americans turning 65 today can expect to live to age 78, on average,
but the ones who don’t smoke, exercise, and eat right are likely to live
well into their 80s. In 2000, people over 80 represented 1.5% of the
U.S. population; by 2050, they are projected to occupy 5% of the total
U.S. population, according to the Census Bureau.10 There will be
more than one million centenarians in 2050, up from 71,000 today. In
fact, some gerontologists believe many baby boomers will have life
spans of more than 120 years.11
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And the longevity revolution is not just happening in the United
States. The number of South Koreans age 65 and older is expected to
surge from 9.1% to 24.1% in 2030 and to 37.3% in 2050—the highest
in the world.12 The number of people in Japan age 90 or older topped
one million for the first time in 2005.13
Longevity has already had a huge impact on the marketplace, especially in health. Already, traditional companies are repositioning
themselves. Intel is no longer just a chip company; it is a technology
and health care company. Philips hit a home run with its home heart
defibrillator and has now moved into the home alert space with its acquisition of Lifeline. Many consumer products companies are now
looking into the lucrative home spa product and service business. The
anti-aging space is taking off, as are businesses catering to the activities and passions that active adults enjoy. Each of the challenges of
aging—from vision and hearing loss to heart disease, diabetes, and
cancer—is also a market opportunity. The fact that many boomers
have high cholesterol has led to giant sales of pharmaceuticals such as
Lipitor and Crestor.
Longevity also means that with average life expectancy at an alltime high, more people over 50 are remaking themselves at midlife.
They are leaving worn-out jobs to start their own businesses. They are
traveling the world for catered peak experiences with like-minded
souls. They are rekindling marriages or starting new romances after
divorce, widowhood, and empty nests. They are buying second homes
and nostalgic collectibles. And they are volunteering in greater numbers: Nearly half of all Americans age 55 and older volunteered at least
once in 2005.14

Technology
The modern world has evolved from an industrial society into an information society. Technology is transforming how people date, manage
money, shop, find support in their grief, educate themselves, connect
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with friends and family, and pursue their passions. And boomers and
seniors are the fastest growing Internet user segments.
Technology enhances business practices in all kinds of ways.
Managers who can think digital and cultivate a deep understanding of
infrastructure and knowledge management will be able to ride the
most important trend of a new aging marketplace. Technological innovations such as database marketing give businesses of all sizes powerful new ways to learn about their customers and target them with
winning products and services. Technology also enables the growth of
online communities, and it helps companies stay in touch with their
customers.
Technology has to figure into your game plan as you create and
manage your business, even if it’s a small business. Are you getting as
many sales as you can because you are listed in the right search engines, email newsletters, and portals? Do you use the capabilities of
software tools and services to organize your team, conduct meetings,
and manage your sales pipelines and customer database? Smart businesses will have a smart technology strategy.

Life-Stage Transitions
Exogenous shock, or eshock, is a term plucked from economics. It
means a disturbance that comes from the outside and throws the status quo into chaos. We experience eshocks throughout our lives,
whenever we are forced to evaluate who we are and where we’re going. When someone gets an eshock around their 50th birthday, it is
usually called a “midlife crisis.” These eshocks are related to lifestage
transitions such as remarriage and divorce, a death in the family, parents moving into a care facility, adult children moving back home, surviving a major illness, or caring for someone who is ill or dying.
When you understand what people are coping with in their 40s,
50s, and 60s (and beyond), you can plan a wealth of new products and
services targeted for this demographic. The big winners in this
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marketplace will be entrepreneurs who care about the fears around
aging—of loneliness, of being marginalized, of not giving enough
back, of not having enough money or health, of no longer being attractive or youthful. And best of all, the big winners in the aging boom
will also be able to smile when they look in the mirror. Their fortunes
will be based on products and services that help improve quality of life
for many people .

Spirituality
My first enterprise, SeniorNet, was a success partly because its members had a sense of spiritual efficacy. By engaging with computers
while participating as volunteer learners and leaders, SeniorNet’s
members felt they were making a contribution. In this book, we define spirituality as building community and a culture of caring. At
midlife, spirituality often arises when people take on the hard questions surrounding longevity and life-changing events, questions such
as, “What is worthy of me now?” and “Did I give enough?”
How is a person’s spirit unleashed? What satisfies his or her soul?
More than likely, the answer will involve an experience—a vacation, a
worship service, a pleasant time with grandchildren, a moment of joy
and relaxation exploring a passion, or a morning walk with friends.
One reason is that marketers have been selling “peak experiences” to
boomers throughout their lives, and the boomers have listened. As a
result, they demand authentic brands that free their spirits and respect their intelligence and creativity. If you can leave your customers
with their spirits soaring when they talk about your product or use
your service, you will win.
Spirituality also appears in the workplace in the forms of value
creation and leadership. I often hear stories of midlife professionals
who left their jobs because their boss made them feel as if they were
not worth much. We have an opportunity to create a new generation
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of business leaders who will build teams that respect the spirit and
dynamic contribution of all members of their companies. We have a
chance to create business environments in which all members are respected for their ideas and contributions and challenges are dealt with
openly and fairly. What the boomers won’t stand for are environments
that kill their spirit. So the best business lesson is to create companies
that unleash the talent and inspire the spirit to let it shine each day.
This book explores eight key areas in which active older boomers
will spend their money during their bonus round. The areas are
health; travel; passion and play; sexuality and romance; fashion and
beauty; housing; family; and eldercare. The good news is that the
smallest entrepreneur and the largest corporation can both go after
this market. This book outlines ways in which businesses large and
small have leveraged these trends and made a footprint.
This book distills the business acumen and strategies of entrepreneurs, venture capitalists, corporate leaders, and nonprofits. Its
goal is to inspire by telling stories of brand managers, entrepreneurs,
corporate executives, and non-profit executives who combined inhouse and outside experts to invent new products and services for
the boomer market. It reveals how the largest companies on the
planet bring in teams of experts to help plot an innovation strategy
around this segment. It shows how companies reposition themselves
in an entirely new space. It teaches how new brands are launched to
help solve social issues such as the need boomers’ parents have for
accessible housing with a neighborhood feel. It also tells about
energetic entrepreneurs who have created winning business plans,
raised funding, and dealt with the ups and downs of launching a
product or service.
This book’s purpose is to give you the tools and resources necessary
to help shape a business idea. I hope you will be inspired to take out a
piece of paper and begin to plot your own business strategy as you go
along. It’s best to try this with four or five ideas and then toss them
around with friends until you find the one that seems most promising.
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There is also a “how-to” section that provides news you can use
about reaching reporters who cover the “age beat,” sales and marketing tips for creating a digital strategy, and advice from venture capitalists, business leaders, and nonprofits on ways to finance your
dream.
Still, my intention for Turning Silver into Gold is greater than just
assisting a business revolution. I also believe in the social mandate that
boomers have carried since the Kennedy administration. Especially at
midlife, when we are returning to these ideals of creating a better
world, boomers want to embrace businesses that make a difference.
They like the fact that IBM and Home Depot value older workers.
They appreciate that JetBlue saves them money by having customers
and employees clean the airplanes. They like brands that have a sense
of social purpose as well as business purpose. They like companies that
value them and don’t marginalize them for turning gray. They buy
products and services that help them age well. Companies that understand these sensibilities can do good while winning big.
This book is therefore partly a business guide and partly a social
manifesto. It proclaims that a wealth of new businesses, new brands,
and new funds can change what it means to grow older, and that this
can be the catalyst for what author and boomer advocate Theodore
Roszak calls “the longevity revolution.” This third act of life is a time
of opportunity. It is another chance for the exploration of both inner
and outer lives. Ultimately, it is a time of generativity and making a
contribution to others. It’s about intimacy, creativity, and spirituality.
This is where the real social and business revolution lies.
Businesses that combine doing good with doing well will capture
market share in the aging boomer marketplace. They will understand
the boomers’ need for creativity and lifelong learning; their need for
authentic and intimate relationships; their need for spiritual growth
and personal expression; their need for adventure as well as cocooning; their need for connectivity, family, comfort, beauty, and security.
They will understand that boomers want to make a life of their own
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choosing now, and that they are willing to pay for good value in the
products and services that help them achieve these dreams.
For the past 25 years, the underlying theme of my work has been
the restoration of the role of older adults as leaders in society. The industrial society marginalized elders because they had few ways to contribute to it. Today, our information society gives the opportunity to
keep them connected, contributing, vital, and productive throughout
their longer lives. As we speak of “turning silver into gold,” then, the
“silver” can be seen as a way to think about the money the boomers
have or will inherit, as well as the color of their hair. The “gold” is a
way to describe not just the wealth this generation will have to spend,
but also the wisdom they have accumulated and how they will translate their financial worth into good works.
Once again, members of the baby boomer generation are acting
as trailblazers, and the new ways they find to age will be the road map
for generations to come. Now that boomers are in leadership roles,
they have the opportunity to grow older in a different way. They can
summon the same passion they had in youth, but now they have the
time, money, experience, and desire to make a big difference.
Let’s begin.

Endnotes
1. Lori Sturdevant, “The Baby Boom Turns 60,” Star Tribune, January 10, 2006.
2. United Nations Population Fund. “Fast Facts,” United Nations Population Fund,
http://www.unfpa.org/pds/facts.htm (accessed April 9, 2006).
3. United Nations Population Division World Population Prospects. 1998 ed.
New York.
4. “2005/2010 Demographic Trends,” ArcNews Online, Summer 2005, http://www.
esri.com/news/arcnews/summer05articles/2005-2010-demo-data.html.
5. Brad Edmondson (lecture, Silicon Valley Boomer Venture Summit, Santa Clara,
CA, June 21, 2005).
6. Emilio Pardo (panel discussion, Silicon Valley Boomer Venture Summit, Santa
Clara, CA, June 21, 2005).

fur56987_Ch01.qxd

20

1/3/07

10:17 AM

Page 20

TURNING SILVER INTO GOLD

7. Kim Campbell, “The Many Faces of the Baby Boomers,” The Christian Science
Monitor, January 26, 2005. Further, “Twelve percent of baby boomers are black,
9 percent are Hispanic, 4 percent are Asian or Pacific Islander, and less than 1
percent are American Indian or native Alaskan.” Ibid.
8. Laura Pedersen, “There’s Gold in Senior Years,” Orange County Register, August
11, 1996.
9. Australia Bureau of Statistics. “Western Australia’s Baby Boomers a High Priority for Planners,” June 27, 2003 (quoting Seniors Minister Sheila McHale).
10. U.S. Census Bureau. “Table 2a. Projected Population of the United States, by
Age and Sex: 2000 to 2050,” http://www.census.gov/ipc/www/usinterimproj/
natprojtab02a.pdf (accessed April 9, 2006).
11. Bruce J. Klein, “This Wonderful Lengthening of Lifespan,” January 17, 2003,
http://www.longevitymeme.org/articles/printarticle.cfm?article_id=11 (accessed
April 9, 2006).
12. Bae Keun-min, “S. Korea Will Become Most Aged Society in 2050,” The Korea
Times, May 22, 2005, http://times.hankooki.com/lpage/nation/200505/
kt2005052221402311990.htm.
13. “People Aged 90 or Older Top 1 million in 2004,” Japan Economic Newswire,
June 3, 2005.
14. Civic Ventures. “Fact Sheet on Older Americans,” http://www.civicventures.org/
publications/articles/fact_sheet_on_older_americans.cfm.

17Index.qxd

1/9/07

9:12 AM

Page 269

INDEX

A
adult children, assisting financially,
262-263
adventure travel, 52
“age beat” journalism, 202-206
aging
Aging Today, 203
demographics of, 164-165
menopausal products, 110
reinterpretation of, 240
social issues, 12
Aging Today, 203
Agritelley, Steve, 171
Allen, Paul, 148
alternative health care, 37-38
Ancestry.com, 148
Anderson, Ginny, 73
Anderson, Kent, 111
Anderson, Sandra, 172
angel investors, 185-186
Angelou, Maya, 241

Apgar, Bill, 124
apparel. See clothing industry
Arieff, Allison, 125
Ashton, Chris, 74
Ashton, Natasha, 74

B
Baby Boomer Business Plan
Competition, 188-189
baby boomer market, 9
aging
Aging Today, 203
demographics of, 164-165
menopausal products, 110
reinterpretation of, 240
social issues, 12
barriers to new brands, 12
beauty product spending,
107-108
charitable giving, 6
civic engagement, 235-237
clothing spending, 5, 99-101
269

17Index.qxd

1/9/07

9:12 AM

Page 270

270

compared to other generations,
233-234
diversity of, 11
eldercare
Center for Aging Service
Technologies (CAST)
case study, 171-172
Ceridian case study, 169-170
demographics of aging,
164-165
home design, 127-128
IBM case study, 170-171
Lusora case study, 165-167
market analysis, 162-163
Moving Solutions case study,
168-169
overview of, 161-162
Private Client Elder Services
case study, 172
reverse mortgages, 172-173
TLContact case study,
167-168
financial security, 253-254
financial assistance to adult
children, 262-263
Internet resources, 263-266
legacy planning, 261-262
long-term care, 260-261
retirement, 254-260
socially motivated capital, 239
global markets, 13
health concerns. See healthcare
industry
Internet usage
marketing to boomers online,
250-251
most popular online
activities, 244
online research, 245-247
online shopping, 248
social activities, 248
statistics, 243-244
leisure activities, 5, 65-67
books, 72-73
gaming, 67-69

INDEX

gardening, 70
lifelong learning, 74-76
market analysis, 67
marketing tips, 78-79
motorcycles, 77
music, 71-72
pets, 73-74
sports, 76-77
wine, 78
life expectancy, 3
life-stage marketing, 11
lifestage transitions, 15-16
longevity, 13-14
net assets, 7, 12
overview of, 1-2, 9-10
philanthropy, 237-238
retirement expectations, 2-4
romance and sexuality, 83-85
divorce, 87-88
empty nest marriages, 87-88
health and vitality, 86-87
loneliness, 87-88
market analysis, 85-86
online dating, 89-91
performance-enhancing drugs,
91-92
personal ad websites, 91
widows, 87-88
size of boomer market, 10-11
social networks
empty nesters, 145-146
grandparents, 146-147
hospice, 154-156
importance of, 142-143
loneliness, 144-145
market analysis, 144
media products, 151-153
MyFamily.com case study,
147-149
overview of, 141-143
scrapbooking, 154
Telling Stories case study,
149-151
Voices of Civil Rights case
study, 156-157

17Index.qxd

1/9/07

9:12 AM

Page 271

INDEX

spending power, 7, 12
spirituality, 16-17, 234-235
technology products used at
home, 14-15, 249-250
travel behavior, 6, 44
adventure travel, 52
cruise travel, 53
cultural travel, 53-54
disability travel market, 56-57
educational travel, 53-55
gay and lesbian travel, 58-59
health and wellness travel, 55
intergenerational/family
travel, 51-52
RV travel, 59
singles travel, 59
special interest travel, 58
women-only travel, 57-58
travel spending, 44-46, 61
volunteerism, 235-237
Baird, Chip, 25-28, 162
Bank Rate Monitor website, 265
banking online, 246
Barbach, Dr. Lonnie, 95
barriers to new brands, 12
Bartelstone, Rona, 173
batch and blast, 220
Batten, Frank, Jr., 188, 191
beauty industry
case studies
Dayle Haddon, 108
Entourage Spa and Salon,
108-109
cosmetic surgery, 111
market analysis, 107-108
Bhugra, Kern, 37
Bill and Melinda Gates Foundation,
237
Billanthropy, 7
Blazer, Harry, 72
blogs, 215, 222-224
Bloomberg, Mike, 214
Blyth, Myrna, 108, 152
BodyBugg, 34

271

BodyMedia, Inc., 34-35
book market, 72-73
boomeritis, 76
boomers. See baby boomer market
Bortz, Walter, MD, 86
Bowers, Rick, 156
brands, barriers to new brands, 12
Brown, David, 66
Buckingham, John, 36
Buick, 209
business financing
angel investors, 185-186
business plans, 179-183
franchises, 195-196
investor pitches, 181-182
not-for-profit organizations,
194-195
overview of, 177-178
resources, 196
self-financing, 183-184, 192-194
small business loans, 184-185
venture capitalists, 187-192
expectations of, 191
finding, 192
overview of, 186-187
presenting to, 190-191
business plans, 179-183
Butterfly Dreams, 106-107

C
Canyon Ranch, 94
CarePages, 167
Caruso, Dana, 36
case studies
BodyMedia, Inc., 34-35
Butterfly Dreams, 106-107
Center for Aging Service
Technologies (CAST),
171-172
Ceridian, 169-170
Chico’s, 104-105
eHarmony.com, 89-91
Elderhostel, 53-55
Eli Lilly, 91-93

17Index.qxd

1/9/07

9:12 AM

Page 272

272

Entourage Spa and Salon,
108-109
Fitness Together, 31-32
Generations Touring
Company, 51
Haddon, Dayle, 108
IBM, 170-171
Intel’s Digital Health Group,
30-31
JetBlue, 47-49
LesConcierges, Inc., 69-70
Level Travel, 55-57
Lusora, 165-167
Moving Solutions, 168-169
MyFamily.com, 147-149
Natural Marketing Institute
(NMI), 24-25
North Castle Partners, 25-28
Posit Science Corporation, 32-34
Private Client Elder
Services, 172
The Scooter Store, 227-229
Sega Group, 67-69
SeniorNet, 199
Snowy Peak, 105-106
Solana MedSpas, 35-36
Tantra.com, 93-94
Telling Stories, 149-151
Tibion, Inc., 37
TLC, Inc. (Travel Learning
Connections, Inc.), 49-50
TLContact, 167-168
Tom’s of Maine, 238
Tommy Bahama, 102-104
Voices of Civil Rights, 156-157
WebMD, 28-30
Case, Zella, 89
CAST (Center for Aging Service
Technologies), 171-172
CBS MarketWatch website, 265
Center for Aging Service
Technologies (CAST) case
study, 171-172

INDEX

Ceridian case study, 169-170
Certified Financial Planners
website, 264
Chabrier, Greg, 185, 188
Chappell, Kate, 238
Chappell, Tom, 238
de Chardin, Pierre Teilhard, 233
charitable giving, 6, 237-238
Chico’s, 104-105
children, assisting financially,
262-263
Chiodo, Gino, 108
chronic health conditions, 23
Cialis, 92
civic engagement, 235-237
Civic Ventures, 236
click-through rate, 224
clothing industry, 99-100
baby boomer spending, 5
case studies
Butterfly Dreams, 106-107
Chico’s, 104-105
Snowy Peak, 105-106
Tommy Bahama, 102-104
market analysis, 100-101
marketing tips, 110-112
co-registration, 220
complementary health care, 37-38
condominiums, 133-135
conversion rate, 224
Cook, Scott, 263
cosmetic surgery, 111
cruise travel, 54
CruiseCritic.com, 54
cultural travel, 52-53
Cunningham, Sean, 31

D
dating online, 89-91
DeLillo, Teresa, 58
DelliPriscoli, Mara, 49-50
Digital Health Group (Intel), 30-31
disability travel market, 56-57

17Index.qxd

1/9/07

9:12 AM

Page 273

INDEX

diversity media, 206
diversity of baby boomer market, 11
divorce, 87-88
Doubleday, 73
drugs, prescription
baby boomer spending, 4
sexual performance-enhancing
drugs, 91-92
Dryer, Frank, 76
Drysdale, Peri, 105-106
Dychtwald, Ken, 254

E
Edmondson, Brad, 10
educational travel
Elderhostel, 53-55
TLC, Inc. (Travel Learning
Connections, Inc.), 49-50
eHarmony.com, 90-91
eldercare
Center for Aging Service
Technologies (CAST) case
study, 171-172
Ceridian case study, 169-170
demographics of aging, 164-165
home design, 127-128
IBM case study, 170-171
Lusora case study, 165-167
market analysis, 162-163
Moving Solutions case study,
168-169
overview of, 161-162
Private Client Elder Services case
study, 172
reverse mortgages, 172-173
TLContact case study, 167-168
Elderhostel, 53-55, 75
elevator speeches, 181
Eli Lilly, 91-93
Elliot, Ned, 90
email
marketing, 219-221
spam, 219

273

eMarketer, 29
Emfield, Bob, 102
empty nest marriages, 87-88
empty nesters, 145-146
“Encore: A Guide to Retirement
Planning and Living” (The
Wall Street Journal), 208-209
Entourage Spa and Salon,
108-109
entrepreneurs. See also business
financing; starting businesses
Butterfly Dreams, 106-107
Eli Lilly, 91-93
Entourage Spa and Salon,
108-109
Fitness Together, 31-32
Haddon, Dayle, 108
JetBlue, 47-49
LesConcierges, Inc., 69-70
Lusora, 165-167
North Castle Partners, 25-28
Sega Group, 67-69
Snowy Peak, 105-106
Tantra.com, 93-94
Telling Stories, 149-151
TLC, Inc. (Travel Learning
Connections, Inc.), 49-50
TLContact, 167-168
Tommy Bahama, 102-104
WebMD, 28-30
Eons.com, 215
ePodunk.com, 10
erectile dysfunction (ED), 91
eshock (exogenous shock), 15-16
eTrade website, 263
Eurail, 42
exogenous shock (eshock), 15-16
exurbia, 136-138

F
family travel, 51-52
fashion industry, 99-100
baby boomer spending, 5

17Index.qxd

1/9/07

9:12 AM

Page 274

274

case studies
Butterfly Dreams, 106-107
Chico’s, 104-105
Snowy Peak, 105-106
Tommy Bahama, 102-104
market analysis, 100-101
marketing tips, 110-112
female-only travel market, 57-58
Financial Engines website, 263
financial security (boomers),
253-254
financial assistance to adult
children, 262-263
Internet resources
Bank Rate Monitor, 265
CBS MarketWatch, 265
Certified Financial
Planners, 264
eTrade, 263
Financial Engines, 263
Institute for Financial
Gerontology, 265
Intuit, 263
Lower My Bills, 266
Motley Fool, 264
Yahoo! Finance, 264
legacy planning, 261-262
long-term care, 260-261
retirement, 254-255
pensions, 257
savings, 255-257
Social Security, 257
working during, 258-260
financial services, researching
online, 246-247
financing new businesses. See
business financing
fitness industry. See also healthcare
industry
Fitness Together case study,
31-32
health and wellness travel, 55
Fitness Together, 31-32
Forte, Nan, 29-30

INDEX

Forth & Towne stores, 105
Fowler, Jan, 94
Francese, Peter, 70
franchises, creating, 195-196
Freedman, Marc, 236
French, Steve, 24
friendship networks
empty nesters, 145-146
grandparents, 146-147
hospice, 154-156
importance of, 142-143
loneliness, 144-145
market analysis, 144
media products, 151-153
MyFamily.com case study,
147-149
overview of, 141-143
scrapbooking, 154
Telling Stories case study,
149-151
Voices of Civil Rights case study,
156-157

G
gaming, 67-69
Gap, 105
Garcia, John, 35
gardening, 70
Gasperina, Lucio Dalla, 102
Gates, Bill, 237
Gates, Melinda, 237
gay and lesbian media, 206
gay and lesbian travel market, 58-59
GeezerJock, 206
Generations Touring Company, 51
Gianino, Andy, 128
Gift from the Sea, 142
global markets, 13
Golden, Gail, 57
Goldman, Judy, 259
Googling, 221
Gralnick, Helene, 105
Gralnick, Marvin, 105
Grand Magazine, 207

17Index.qxd

1/9/07

9:12 AM

Page 275

INDEX

grandparents, 146-147
Granoff, Peter, 78
Grantmakers in Aging, 197
Green, Brent, 77
Greenberg, Jay, 162, 173
Grove, Andy, 30
Grown-Up’s Guide to
Computing, 79
Gutsy Women Travel, 57

H
Haas, Glenn, 87
Haddon, Dayle, 108
Hardwick, Heather, 52-53
Harley-Davidson, 77
health and wellness travel, 55
health information, researching
online, 245
healthcare industry, 5
alternative health care, 37-38
baby boomer spending, 4
case studies
BodyMedia, Inc., 34-35
Fitness Together, 31-32
Intel’s Digital Health Group,
30-31
Natural Marketing Institute
(NMI), 24-25
North Castle Partners, 25-28
Posit Science Corporation,
32-34
Solana MedSpas, 35-36
Tibion, Inc., 37
WebMD, 28-30
health and wellness travel, 55
health information, researching
online, 245
hospice, 154-156
long-term care, 260-261
Center for Aging Service
Technologies (CAST)
case study, 171-172
Ceridian case study, 169-170

275

demographics of aging,
164-165
IBM case study, 170-171
Lusora case study, 165-167
market analysis, 162-163
Moving Solutions case study,
168-169
overview of, 161-162
Private Client Elder Services
case study, 172
reverse mortgages, 172-173
TLContact case study,
167-168
market analysis, 22-24
overview of, 21-22
Healy, Todd, 192-193
Hendershott, Bob, 180
Heumann, Suzie, 93-94
Historic Cards and Prints, 192
hobbies, 5, 65-67. See also travel
industry
books, 72-73
case studies
LesConcierges, Inc., 69-70
Sega Group, 67-69
gaming, 67-69
gardening, 70
lifelong learning, 74-76
market analysis, 67
marketing tips, 78-79
motorcycles, 77
music, 71-72
pets, 73-74
sports, 76-77
wine, 78
Hoffman, Susan, 226
holistic health care, 37-38
Holland, Anne, 217-219, 222
home-based businesses, 128-129
home improvement, 124
home monitoring and response
systems, 129
home offices, 128-129

17Index.qxd

1/9/07

9:12 AM

Page 276

276

hospice, 154-156
housing market
exurbia, 136-138
housing design trends
home offices/home-based
businesses, 128-129
home technology/smart
homes, 129-130
interior design, 124-126
remodeling and home
improvement, 124
space for aging parents,
127-128
universal design, 126-127
luxury condominiums, 133-135
market analysis
housing boom, 117-118
investment, retirement, and
second homes, 118-120
retirement locations, 121
single-person households,
121-123
women homeowners, 123
New Urbanism movement,
135-136
overview of, 115-117
reverse mortgages, 130
suburban housing market,
130-132

I
IBM case study, 170-171
Inokuma, Ritsuko, 205
Institute for Financial
Gerontology, 265
Intel
Center for Aging Service
Technologies (CAST),
171-172
Digital Health Group, 30-31
intergenerational/family travel,
51-52
interior design, 124-126

INDEX

Internet
baby boomer usage statistics,
243-244
marketing to boomers online,
250-251
most popular online
activities, 244
online research
financial services, 246-247
health information, 245
real estate information, 246
online shopping, 248
social activities, 248
Intuit website, 263
investments
angel investors, 185-186
investment property, 118-120
investor pitches, 181-182
socially motivated capital, 239
venture capitalists, 187-188,
190-192
expectations of, 191
finding, 192
overview of, 186-187
presenting to, 190-191
investor pitches, 181-182

J
Jefferys, David, 58
Jenkinson, Linda, 13, 69
JetBlue, 47-49
jewelry market, 109-110
Jones, Kevin, 239
Jones, Richard, 165
journalism
“age beat” journalism, 202-206
developing relationship with,
200-208
diversity media, 206
GeezerJock, 206
Grand Magazine, 207
lack of boomer-targeted news
coverage, 209-210

17Index.qxd

1/9/07

9:12 AM

Page 277

INDEX

market opportunities, 210-211
MORE, 152
NYCPlus, 206
power of, 199-200
Senior Media Directory, 206
social networking through,
151-153
The Wall Street Journal’s
“Encore: A Guide to
Retirement Planning and
Living,” 208-209
Jurvetson, Steve, 34, 37

K
K-Y brand, 93
Kawasaki, Guy, 181
Keiretsu Forum, 150
Kennedy, Alexandra, 87
King, Max, 204
Kleyman, Paul, 203
Koskovich, Gerard, 206
Kramer, Larry, 254
Kramlich, Dick, 191
Kuhn, Maggie, 95

L
Lacy, Steve, 70
Langshur, Eric, 167
Lear, Norman, 7
Leavy, Hannelore, 36
Lee, Dick, 211
Lee, Tony, 128
legacy planning, 261-262
leisure activities, 5, 65-67. See also
travel industry
books, 72-73
case studies
LesConcierges, Inc., 69-70
Sega Group, 67-69
gaming, 67-69
gardening, 70
lifelong learning, 74-76
market analysis, 67

277

marketing tips, 78-79
motorcycles, 77
music, 71-72
pets, 73-74
sports, 76-77
wine, 78
lesbian, gay, bisexual, and
transgender (LGBT)
media, 206
lesbian/gay travel market, 59
LesConcierges, Inc., 13, 69-70
Level Travel, 55-57
LGBT (lesbian, gay, bisexual, and
transgender) media, 206
life cycle messiness, 42
life expectancy, 3, 13-14
life-stage marketing, 11
lifelong learning, 74-76
lifestage transitions, 15-16
Lindbergh, Anne Morrow, 142
loans, small business, 184-185
loneliness, 87-88, 144-145
Long Island Nail and Skin Care
Institute, 36
long-term care, 260-261
Center for Aging Service
Technologies (CAST) case
study, 171-172
Ceridian case study, 169-170
demographics of aging, 164-165
IBM case study, 170-171
Lusora case study, 165-167
market analysis, 162-163
Moving Solutions case study,
168-169
overview of, 161-162
Private Client Elder Services case
study, 172
reverse mortgages, 172-173
TLContact case study, 167-168
longevity, 13-14
Lower My Bills website, 266
Lusora case study, 165-167
luxury condominiums, 133-135

17Index.qxd

1/9/07

9:12 AM

Page 278

278

M
Madonna, Lynn, 106-107
Malone, Michael S., 71, 234
Mare, Stephen, 93
Margolis, Tony, 102-104
marketing strategies
online marketing, 250-251
advantages of, 216-217
best practices, 217-219
blogs, 222-224
email, 219-221
new technologies, 217-219
RSS feeds, 222-224
websites, 221-222
online research, 214-216
overview of, 213-214
radio, 224-226
sales campaigns, 229-231
The Scooter Store case study,
227-229
verbal and visual cues, 226-227
MarketingSherpa.com, 217
McIlwain, John, 134
media
“age beat” journalism, 202-206
developing relationship with,
200-208
diversity media, 206
GeezerJock, 206
Grand Magazine, 207
lack of boomer-targeted news
coverage, 209-210
market opportunities, 210-211
MORE, 152
NYCPlus, 206
power of, 199-200
Senior Media Directory, 206
social networking through,
151-153
The Wall Street Journal’s
“Encore: A Guide to
Retirement Planning and
Living,” 208-209

INDEX

medical industry, 5
alternative health care, 37-38
baby boomer spending, 4
case studies
BodyMedia, Inc., 34-35
Fitness Together, 31-32
Intel’s Digital Health Group,
30-31
Natural Marketing Institute
(NMI), 24-25
North Castle Partners, 25-28
Posit Science Corporation,
32-34
Solana MedSpas, 35-36
Tibion, Inc., 37
WebMD, 28-30
health and wellness travel, 55
hospice, 154-156
long-term care, 260-261
Center for Aging Service
Technologies (CAST)
case study, 171-172
Ceridian case study, 169-170
demographics of aging,
164-165
IBM case study, 170-171
Lusora case study, 165-167
market analysis, 162-163
Moving Solutions case study,
168-169
overview of, 161-162
Private Client Elder Services
case study, 172
reverse mortgages, 172-173
TLContact case study,
167-168
market analysis, 22-24
medical spas, 35-36
overview of, 21-22
MedSpas, 35-36
menopausal products, 110
Menopausal Tours, 58
Meredith Publishing, 70
Merzenich, Michael, 34

17Index.qxd

1/9/07

9:12 AM

Page 279

INDEX

Meskan, Joszi, 125, 128
Mills, Cheryl, 179
Mock, Tiffany, 129
Moody, Harry R., 235
Moon, David, 147, 149
MORE, 152
mortgages, reverse, 130, 172-173
Moses, Jim, 75
Motley Fool website, 264
motorcycles, 77
Moving Solutions case study,
168-169
music, 71-72
MyFamily.com case study, 147-149

N
Nardelli, Robert, 124
National Tour Association
(NTA), 45
Natural Marketing Institute (NMI),
24-25
Neeleman, David, 47-49
Nesbitt, Mary, 210
New Urbanism movement, 135-136
news media
“age beat” journalism, 202-206
developing relationship with,
200-208
diversity media, 206
GeezerJock, 206
Grand Magazine, 207
lack of boomer-targeted news
coverage, 209-210
market opportunities, 210-211
MORE, 152
NYCPlus, 206
power of, 199-200
Senior Media Directory, 206
social networking through,
151-153
The Wall Street Journal’s
“Encore: A Guide to
Retirement Planning and
Living,” 208-209

279

NMI (Natural Marketing Institute),
24-25
North Castle Partners, 25-28
not-for-profit organizations,
creating, 194-195
Novack, Margit, 168-169, 195
NTA (National Tour
Association), 45
NYCPlus, 206
Nyren, Chuck, 209

O
O’Connor, Cheryl, 128
older women, younger men, 95
Omidyar Network, 238
Omidyar, Pam, 238
Omidyar, Pierre, 238
online dating, 89-91
online gaming, 67-69
online marketing, 250-251
advantages of, 216-217
best practices, 217-219
blogs, 222-224
email, 219-221
new technologies, 217-219
RSS feeds, 222-224
websites, 221-222
online research, 214-215
financial services, 246-247
health information, 245
real estate information, 246
online shopping, 248
Orman, Suze, 261-262
Orvis, 58
OutWord Online, 206

P
Pais, Gina, 126
Parker, Dave, 58
Patel, Ramesh, 69
pay per click (PPC), 218
Peeks, Thomas, 31
pensions, 257

17Index.qxd

1/9/07

9:12 AM

Page 280

280

Perkins, Broderick, 119
Perlis, Mike, 151
personal ad websites, 91
pet industry, 73-74
PetPlan, 74
Pfister, Mike, 228
pharmaceuticals
baby boomer spending, 4
sexual performance-enhancing
drugs, 91-92
philanthropy, 6, 237-238
Piktialis, Diane, 169
pitch decks, 181
pitching investors, 181-182
plans, business, 179-183
podcasts, 215
Pope, Elizabeth, 200
Posit Science Corporation,
32-34, 200
postcasts, 223
PowerKnee, 37
PPC (pay per click), 218
prescription drugs
baby boomer spending, 4
sexual performance-enhancing
drugs, 91-92
Preston, Bryan, 167
Private Client Elder Services case
study, 172

Q-R
QuickBooks, 264
Quicken, 264
radio marketing, 224-226
Rashtchy, Safa, 216
real estate market
exurbia, 136-138
housing design trends
home offices/home-based
businesses, 128-129
home technology/smart
homes, 129-130
interior design, 124-126

INDEX

remodeling and home
improvement, 124
space for aging parents,
127-128
universal design, 126-127
luxury condominiums, 133-135
market analysis
housing boom, 117-118
investment, retirement, and
second homes, 118-120
retirement locations, 121
single-person households,
121-123
women homeowners, 123
New Urbanism movement,
135-136
overview of, 115-117
researching online, 246
reverse mortgages, 130
suburban housing market,
130-132
remodeling, 124
researching online, 214-215
financial services, 246-247
health information, 245
real estate information, 246
retirement, 254-255
“Encore: A Guide to Retirement
Planning and Living” (The
Wall Street Journal),
208-209
legacy planning, 261-262
locations, 121
long-term care, 260-261
pensions, 257
retirement expectations of baby
boomers, 2-4
savings, 255, 257
second homes, 118-120
single-person households,
121-123
Social Security, 257
working during, 258-260
retirement homes, 118

17Index.qxd

1/9/07

9:12 AM

Page 281

INDEX

retreats/spas, 94-95
reverse mortgages, 130, 172-173
Rhoads, B. Eric, 224
Road Scholar program, 75
Roberts, Bruce, 147
Robins, Cynthia, 110
romance and sexuality, 83-85
case studies
eHarmony.com, 89-91
Eli Lilly, 91-93
Tantra.com, 93-94
divorce, 87-88
empty nest marriages, 87-88
health and vitality, 86-87
loneliness, 87-88
market analysis, 85-86
marketing tips, 95-96
older women, younger men, 95
online dating, 89-91
performance-enhancing drugs,
91-92
personal ad websites, 91
safe sex/sex education, 94
spas/retreats, 94-95
widows, 87-88
Rossman, Laura, 190
Roszak, Theodore, 18, 240
Rothenberg, Alan, 214
RSS feeds as marketing tools,
222-224
Ruffenach, Glenn, 200, 208
RV travel, 59

S
Sadler, William, 79
safe sex/sex education, 94
Said, Carolyn, 207
sales strategies, 229-231
Sanden, Bill, 172
Sarfatti, Michael, 129
savings, 255-257
Schreiner, David, 115
The Scooter Store case study,
227-229

281

SCORE (Service Corps of Retired
Executives), 197
scrapbooking, 154
second homes, 118-120
Sega Group, 67-69
self-financing businesses, 183-184,
192-194
Selling to Seniors, 206
Senior Media Directory, 206
SeniorNet, 1, 73, 199
Service Corps of Retired Executives
(SCORE), 197
sexuality, 83-85
case studies
eHarmony.com, 89-91
Eli Lilly, 91-93
Tantra.com, 93-94
divorce, 87-88
empty nest marriages, 87-88
health and vitality, 86-87
loneliness, 87-88
market analysis, 85-86
marketing tips, 95-96
older women, younger men, 95
online dating, 89-91
performance-enhancing drugs,
91-92
personal ad websites, 91
safe sex/sex education, 94
spas/retreats, 94-95
widows, 87-88
Sharples, Jamie, 55-57
Shinagel, Michael, 76
shopping online, 248
Sifry, David, 222
Silicon Valley Boomer Venture
Summit, 192
single-person households, 121-123
singles travel, 59
Slon, Steve, 209, 235
small business loans, 184-185
smart homes, 129-130
Snowy Peak, 105-106
social issues of aging, 12

17Index.qxd

1/9/07

9:12 AM

Page 282

282

social networks
empty nesters, 145-146
grandparents, 146-147
hospice, 154-156
importance of, 142-143
lonliness, 144-145
market analysis, 144
media products, 151-153
MyFamily.com case study,
147-149
overview of, 141-143
scrapbooking, 154
Telling Stories case study,
149-151
Voices of Civil Rights case study,
156-157
Social Security, 257
socially motivated capital, 239
Socolow, Seth, 149-151, 186
Solana MedSpas, 35-36
spam, 219
spas/retreats, 94-95
special interest travel market, 58
spending power of baby boomers,
7, 12
spiritual efficacy, 234-235
spirituality, 16-17
sports, 76-77
Springboard Press, 73
Staenberg, Jon, 187-188, 191
starting businesses
business plans, 179-183
financing
angel investors, 185-186
self-financing, 183-184,
192-194
small business loans, 184-185
venture capitalists, 186-192
franchises, 195-196
investor pitches, 181-182
not-for-profit organizations,
194-195

INDEX

overview of, 177-178
resources, 196-197
suburban housing market, 130-132
Surfing for Life, 66

T
Tantra.com, 93-94
Taylor, Jeff, 215
technology products used at home,
14-15, 249-250
Technorati.com, 222
Teichert, Nancy Weaver, 204
Teller, Astro, 34, 35
Telling Stories case study, 149-151
The Third Age: Six Principles of
Growth and Renewal After
Age Forty, 79
ThirdAge Media, 2
Thomas, Ann, 45, 59-60
Thompson, Vince, 229
Thorsheim, Howard, 147
Tibion, Inc., 37
TLC, Inc. (Travel Learning
Connections, Inc.), 49-50
TLContact case study, 167-168
Tom’s of Maine, 238
Tommy Bahama, 102-104
Toyoda, Shinobu, 68
travel industry
adventure travel, 52
baby boomer spending, 6
baby boomer travel behavior, 44
adventure travel, 52
cruise travel, 53
cultural travel, 53-54
disability travel market, 56-57
educational travel, 53-55
gay and lesbian travel, 58-59
health and wellness travel, 55
intergenerational/family
travel, 51-52
RV travel, 59

17Index.qxd

1/9/07

9:12 AM

Page 283

INDEX

singles travel, 59
special interest travel, 58
women-only travel, 57-58
case studies
Elderhostel, 53-55
Generations Touring
Company, 51
JetBlue, 47-49
Level Travel, 55-57
TLC, Inc. (Travel Learning
Connections, Inc.), 49-50
cruise travel, 53
cultural travel, 53-54
intergenerational/family travel,
51-52
market analysis, 44-46
NTA (National Tour
Association), 45
overview of, 41-43
voluntourism, 46
Travel Learning Connections, Inc.
(TLC, Inc.), 49-50
Turbo Tax, 263

U
universal home design, 126-127
Untouched World, 105
urban housing market
luxury condominiums, 133-135
New Urbanism movement,
135-136

V
venture capitalists, 187-192
expectations of, 191
finding, 192
overview of, 186-187
presenting to, 190-191
Venture Wire, 192
verbal marketing cues, 226-227
Viagra, 92
visual marketing cues, 226-227
Vitez, Michael, 203
Voices of Civil Rights case study,

283

156-157
volunteerism, 235-237
voluntourism, 46

W
The Wall Street Journal’s “Encore:
A Guide to Retirement
Planning and Living,”
208-209
Warren, Neil Clark, 90
Watson, Tom, 77
WebMD, 28-30
websites
common complaints of older
website users, 251
as marketing tools, 221-222
weight-loss industry, 4
Wells Fargo Private Client Elder
Services, 172
Weyner, David, 71
widows, 87-88
wikis, 215
Williamson, Debra, 29
wine, 78
Winfrey, Oprah, 237
Wolfe, David, 111
women homeowners, 123
women-only travel market, 57-58
WomenSage, 152-153
working during retirement, 258-260

X-Y-Z
Yahoo! Finance website, 264
Yarnell, David, 188-191
younger men, older women, 95
Zimman, Jeff, 32-34, 200

