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Alexis Abramson 
takes aim  
	 at marketing to age 50+ 		
	 consumers

Marketing

This leading industry expert 
shares information and 
advice for marketers setting 
out to target the older-
adult market or improve the 
success of their efforts

by Colin Milner

When 2014 comes to a close, the Baby 
Boomers—that society-shaping genera-
tion born between 1946 and 19641—will 
all belong to the 50-and-older age group. 
Leading-edge Boomers will start turn-
ing 70 just a year later. This generation 
of consumers has joined with today’s 
longer-living older generations to create 
a demographic representing a wealth of 
business opportunities for all kinds of 
companies.

For marketers, a traditionally youth-
oriented profession, the 50+ demo-
graphic presents challenges as well. Too 
few marketers fully understand the new 
landscape. Research by Euromonitor, for 
example, projects the spending power 
of adults ages 60 and older to hit US$15 
trillion by 2020, an increase of US$7 
trillion over 2010 estimates.2 Yet many 
marketers do not respond to older con-

sumers or pay them little attention. Ac-
cording to a 2012 Nielsen report,3 fully 
95% of marketing dollars still target the 
35-and-under consumer.

Unfortunately, those marketers who do 
attempt to reach and influence older 
consumers all too often fail. The 2014 
Nielsen Global Survey About Aging re-
vealed that more than half of the 30,000 
individuals who responded to this poll 
“[did] not see advertising that reflects 
older consumers.”4 These findings rein-
force the fact that a great many market-
ing professionals need to learn more 
about the 50+ demographic and how to 
craft authentic portrayals of and effec-
tive messages for these consumers.

To help meet this need for education, 
the International Council on Active 
Aging® held a one-day symposium called 
“Marketing: moving beyond the status 
quo” in conjunction with its 2014 na-
tional conference in November. Among 
those anchoring the symposium was 
keynote speaker and panel moderator 
Dr. Alexis Abramson. 
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CM: What’s next for Alexis Abramson?

AA: At the moment, I’m immersed 
in delivering keynote speeches, serv-
ing as a spokesperson for products and 
services geared to the 50+ consumer, 
and consulting with corporate clients as 
they create plans to properly position 
themselves to embrace the 50+ market 
segment. 

I’m helping my clients understand the 
significant impact that longevity will 
have on their businesses (and their bot-
tom line). Consumers now have this 
whole new “segment” of their lives to 
figure out what to do with and how to 
plan for going forward. Most of us will 
be experiencing many different transi-
tions, good and bad, during this time 
period—widowhood, second careers, 
going back to school, new relationships, 
following our passions, reinventing 
ourselves, grandparenting, divorce, new 
hobbies, spirituality, chronic conditions, 
recovery, second families, and more. 
Basically we will recognize a “new life 
stage.” Instead of the traditional bell 
curve (young, middle age, old age), we 
will have childhood, adulthood, new life 
stage (a.k.a. “30 Bonus Years”), retire-
ment, and old age.

I’m determined to help organizations 
reach and capture these “longevity” 
customers. To explore and answer ques-
tions such as: What kinds of products 
and services need to be developed to 
facilitate these additional years? What 
does research tell us will allow us to live 
as healthy, happy, wealthy and wise as 
possible during this new life stage? What 
are the cutting-edge 50+ business and 
lifestyle trends? And how do we effec-
tively market and position products and 
services with the bonus years in mind?

Responding to the market
For marketers that aim to enter the ma-
ture market or to improve on current 
efforts, questions abound about how to 
reach and appeal effectively to age 50+ 

consumers. How do these professionals 
create messages that resonate with this 
market? Success comes with becoming 
more knowledgeable about older adults; 
understanding the incredible diversity 
of this market and the needs, dreams, 
desires, hopes, abilities and expectations 
of consumers; crafting messages that 
speak to these realities; and reflecting 
authentic portrayals of this life stage.

Questions about marketing go hand-
in-hand with larger questions about 
how companies respond to the age 50+ 
demographic, as Dr. Abramson suggests. 
Immense opportunities await those that 
recognize the mature market constitutes 
not just a viable, but also a desirable, tar-
get—one with more disposable income,3 
net worth12 and spending power3 than 
younger generations. This market also 
reflects every facet of the wide-ranging 
and changing experiences of aging 
today. Companies that make these con-
sumers a priority will reap the benefits 
for decades to come.

Colin Milner is chief executive officer of the 
International Council on Active Aging®.

References

1.	 The Intergenerational Center at Temple Uni-
versity. Capturing Experience: How People 
50+ Can Help Your Organization. Module 
1: People 50+: One Size Doesn’t Fit All. Re-
trieved on November 7, 2014, from http://cil.
templecil.org/node/3.

2.	 Boyle, M. (2013, September 17). Why Com-
panies Are Failing to Cash In on Flood of 
Aging Baby Boomers Worth US$15 Trillion. 
Retrieved on November 8, 2014, from http://
business.financialpost.com/2013/09/17/

	 why-marketers-are-still-struggling-to-cash-
	 in-on-flood-of-aging-baby-boomers-worth-

us15-trillion.

3.	 Nielsen. (2012). Introducing Boomers: Mar-
keting’s Most Valuable Generation. Available 
at http://www.nielsen.com/us/en/insights/
reports/2012/introducing-boomers--

	 marketing-s-most-valuable-generation.html.

4.	 Nielsen. (2014, February 25). Press release: 
Nielsen: Global Consumers Highlight Op-
portunities for Retailers, Brand Marketers 

and Service Providers to Better Meet Needs of 
Aging Consumers. Retrieved on November 8, 
2014, from http://www.nielsen.com/us/en/
press-room/2014/nielsen-global-consumers-
highlight-opportunities-for-retailers-brand-
marketers-and-service-providers-to-better-
meet-needs-of-aging-consumers.html.

5.	 Annual Estimates of the Resident Population 
by Single Year of Age and Sex for the United 
States: April 1, 2010 to July 1, 2012. United 
States Census Bureau, Population Division, 
June 2013. Available at http://factfinder2.
census.gov/faces/tableservices/jsf/pages/

	 productview.xhtml?src=bkmk.

6.	 US Government Consumer Expenditure Sur-
vey, 2013. United States Department of Labor, 
Bureau of Labor Statistics. Available at http://
www.bls.gov/cex.

7.	 Manton, K. G. (2007). Life expectancy. In J. E. 
Birren (Ed.), Encylopedia of Gerontology, 2nd 
ed., vol. 2, pp. 61–67. Oxford, UK: Elsevier.

8.	 Moody, H. R., & Sasser, J. R. (2014). Aging: 
Concepts and Controversies, 8th ed. Thousand 
Oaks, CA: SAGE Publications.

9.	 Jacobsen, L. A., Kent, M., Lee, M., & Mather, 
M. (2011). “America’s Aging Population.” 
Population Bulletin, 66(1). For permission to 
reproduce portions from the Population Bul-
letin, write to Population Reference Bureau, 
Attn: Permissions; or email: ecarnevale@prb.
org.

10.	 Farber, S., Shinkle, D., et al. (2011). Aging in 
Place: A State Survey of Livability Policies and 
Practices. Published jointly by the AARP Pub-
lic Policy Institute and the National Confer-
ence of State Legislatures (NCSL). Available 

	 at http://www.aarp.org/home-garden/
livable-communities/info-11-2011/Aging-

	 In-Place.html.

11.	 Pfau, W. (2014, March 18). Retirement Risks: 
It All Starts With Longevity. Available at 
http://www.forbes.com.

12.	 Fry, R., Cohn, D., Livingston, G., & Taylor, 
P. (2011). The Rising Age Gap in Economic 
Well-Being. Pew Research Center Social and 
Demographic Trends. Retrieved on November 
8, 2014, from http://www.pewsocialtrends.
org/2011/11/07/the-rising-age-gap-in-

	 economic-well-being.

Images courtesy of Dr. Alexis 
Abramson

stand out
show your colors
One way to maintain a
competitive advantage
is to stand out from your
competitors. We can help.
Let Benaroch Graphic
Communication
provide you with the
creative tools to promote
and enhance your
corporate image.

For details call:
Benaroch Graphic Communication

T: 604.856.6627  C: 604.230.8994
jacob@benaroch.com
www. benaroch.com

Jacob's ad-2.indd   1 12-02-08   10:08 PMICAA-Nov-Dec-2014.indd   64 14-11-25   6:39 PM


