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Female Boomers—Irends Shaping

Buying Behaviors

By Dan Gallagher, EVP, Brand Strategy + Research

As part of a partnership with OWL Research
Partners, we're tracking trends affecting baby
boomer consumers. This month’s issue highlights
market forces and influences observed from recent
months specific to female boomers.

Notable trends shaping the segment:

e Drunk on nostalgia. Male and female boomers
alike seem to be suckers for nostalgia, and a
recent Consumer Reports study revealed that
their choice of “most satisfying car” further
supports this notion, with boomers selecting the
Chevrolet Corvette—a vehicle that dominated the
landscapes of their youth. Summer concert tours
are boomer pop-heavy this year, with the likes of
Paul McCartney, Elton John, the Rolling Stones
and Abba tapping into the nostalgia industry.

e Drawn to purpose. As the first generation of
women who really did believe they could have it
all—family, career, health, wealth and equality—
female boomers transitioning out of the work-
force are searching for new ways to contribute
to society. From participating in the longevity
economy to volunteering, female boomers are
focused on repurposing, transitioning, and
rethinking their life priorities. Following the recent
overturning of Roe v. Wade, many boomer women
are finding purpose by revitalizing their ability to
mobilize around social and civil rights issues.

Feeling invisible. Amid mountains of studies and
data underscoring the massive buying power of
the boomer crowd, the senior segment continues
to be very much overlooked in marketing and
advertising. Boomers are doing their best to
remain visible while challenging stereotypes of
what it means to age - as evidenced by the rise
of TikTok “grandfluencers”—but marketers
continue to focus on typical stereotyped aging
issues like health and mobility. With boomer
power projected to peak sometime in the

late 2020s, this is not a generation to make
assumptions about.

Retirement & Finances

Themes related to work, retirement and money

Retirement planning is more critical than ever.
The so-called “Great Retirement” that saw
workers leave the labor market during the
COVID-19 pandemic—whether forced or by
choice—was driven by female baby boomers aged
65 and older. At the same time, many older
Americans experienced a boost to their savings
during this time. The average net worth for U.S.
households run by those aged 55 to 69 jumped

12 percent during the pandemic, while net

worth rose 14.8 percent for those 70 and older.
However, a new study also concluded that many
older Americans will outlive their retirement
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savings. The confluence of these factors suggests
that the importance of retirement planning is
only going to increase.

e Growing appeal of unretirement. Roughly 80
percent of adult workers expect their standard
of living to fall in retirement, no surprise given
that the average 60 year old has only $112,000
in retirement savings. The general inadequacy
of retirement savings is just one factor driving
many retirees back into the workforce—
inflation, recession fears, lack of purpose, and
pure boredom are other considerations. With
the job market still booming and skilled
workers in short supply, unretirement or
partial retirement offer attractive alternative
working arrangements for some seniors.

e Applying financial power to social change.
With Morgan Stanley referring to women as the
“CEOs of the family” as they control more than a
third of total U.S. household financial assets, the
economic power of women is more understood.
And this power is increasingly being directed
toward social impact and purpose-driven
initiatives. However, recent research indicates
that the share of boomers (38%) using their
money this way is significantly less than
millennials (83%) and Gen X (62%), suggesting
that boomer women could be more targeted
and engaged when it comes to applying their
financial clout and purchasing power to the
causes they claim to support.

Health & Wellness

Developments relevant to aging and health outlook

e Facing more complex health issues. A Penn
State study released in June found that boomers
are more likely than prior generations to have
multiple health problems as they age. Among
adults with multiple chronic health problems,
arthritis and high blood pressure were the most
common for all generations. But investigators
concluded that higher rates of depression and
diabetes drove the surge in chronic conditions
seen in boomers. The research did not include
specific findings by gender, but the issue of
managing comorbidities is certainly a significant
concern for boomer women.

e Optimism may be the fountain of life. A recent
study by AARP Research revealed that levels of

L

happiness increase significantly with age.

The research found that more than a third of
80+ year-old respondents and 27 percent of
those in their 70s reported being "very happy."
Relationships were a key driver of this happiness
boost, with those over 70 also reporting higher
levels of joy and purpose in relationships than
younger cohorts. While great news on its own, a
positive state of mind also opens doors to better
health. Researchers at Harvard are reporting

a clear link between optimism and longevity in
women, suggesting that older women are not
only happier than younger cohorts but that this
attitude may improve health outcomes.

Ageism impacting health. Two different studies
released in June explored the consequences of
ageism. An AARP report found that 81 percent

of older working women have been told to look
or act a certain way in the office—but the
impact extends far beyond the office, and is
increasingly recognized for negatively impacting
mental health. In a separate study on “everyday
ageism,” researchers found strong links
between experiences of ageism and negative
health outcomes. The research suggests that
internalized ageism—such as joking about
senior moments -may contribute to chronic
stress and cumulatively diminish an individual’s
overall health.

Lifestyle & Leisure

Issues surrounding home life and free time

Desire to age in home spurs new offerings.
With more than 90 percent of people hoping to
remain in their own home as they age, products
and services aimed at making this possible are on
the rise. This includes a new online platform called
Silvernest, which helps older Americans seeking
roommates—cleverly dubbed “boommates”—to
save money and improve their quality of life.
Similarly, in collaboration with AARP, Lowe’s
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recently announced a campaign called Trends & Attitudes

“Lowe’s Livable Home" that emphasizes Emerging issues and opinions
age-friendly home improvement renovations,

e Boomers trolled by younger generations.
As a generation, boomers are known for being

such as curb-free showers, pull-out cabinet

organizers and wheelchair ramps. Amazon also

just launched its Alexa Together smart home opinionated, outspoken, prone to excess and

technology which seeks to make independent lacking tech savviness. This reputation has led

living safe and accessible to more seniors. to ire from other generations, including

millennials snapping back after boomers

e Creating age-friendly communities and )
gag Y suggested money mismanagement was the

spaces. Michigan’s Department of Health and ; ,
reason the younger generation can’t afford

Human Services this month identified a series .
homes. A recent survey of American workers

of policies to support aging residents. The plan o .
polict upp ging resi P revealed that Gen Z spends in inordinate amount

includes commitments to improve housing, of time helping their boomer co-workers

transportation, accessibility, and communication . .
P 14 navigate technology in the workplace, and

to area seniors. Michigan joins nine other states . S
they are over it. The younger generation is even

currently working on age-friendly plans in taking to TikTok to drag their hypocritical

conjunction with the AARP. And governments
boomer parents.

are not the only stakeholders actively planning

for an age-friendly future. Developers are also * Redefining beauty standards. Boomer actress

building with seniors in mind, exploring new Emma Thompson is making headlines with the

models for senior living that promote diversity release of her latest movie Good Luck to You,

and community integration. Leo Grande. In the film, Thompson appears in

the nude for the first time in her career, calling

- the role “very challenging” but also noting that
- “the film would not be the same without it.” The

A A VN film taps into a broader conversation about body

image and beauty standards for older women.

Despite pushback,
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changing bodies.
e Pickleball mania hitting seniors hard.

The sport that is overtaking the country is * Seeking balance

of adventure and
accessibility.
Boomers still want adventure and travel but seek

especially popular with the boomer crowd. With
pickleball-themed restaurants, a glossy lifestyle
magazine and a dedicated online community, ] i )
participation surged by nearly 40 percent more targeted and senior-friendly options, as
between 2019 and 2021 with no end in sight. The

sport is described as being particularly appealing

opposed to the more commonly encountered
ageist approach of the luxury travel industry. To

. . . . . rovide some guidance on this front, Aging/nPlace
to seniors as it is played in pairs and the court is P ) 9 ] ) g 9.
. released its annual list of vacation destinations

smaller than tennis. Boomers currently represent o i )

. . for seniors in June, putting the U.S., Australia and
at least 30 percent of the folks playing pickleball, ) ) )
. . . Canada at the top of the list for scenic locations,
and most recruitment, education and injury ) T )
. . ) good weather, and high availability of accessible
prevention efforts continue to target this ] -
. lodging and amenities.
growing group.



CONFERENCE TAKEAWAYS

2022 ANA Digital & Social Media

Conference

By Erik Hernandez, Social Media Content Specialist, Alexander Harbert-Castro, Marketing Intern

The 2022 ANA Digital & Social Media
Conference captured discussions from
leading marketers about the latest

in digital technologies, leveraging
industries like gaming, and navigating
measurement across social media
platforms. Here are some key trends

and takeaways from the virtual event:

Leveraging New Platforms Like the Metaverse
There was a lot of talk about marketing in the
metaverse, with leading brands creating virtual
experiences to engage with customers in new ways to
increase brand awareness.

Cheers to virtual beers, and reaching
new audiences. For Super Bowl LVI, Miller Lite

partnered with Decentrland, a browser-based
metaverse project, to launch a bar where people can
virtually drink beer (this also translated to free beer
in real life), win prizes, and premiere their Super Bowl
ad spot. The experience drove 1.5 billion impressions
and the median time people spent in the bar was 20

minutes. The virtual bar was so successful that they
reopened it in July with a partnership with J Balvin

to test engagement with the Latino consumer.

Trick or (burrito) treat. Chipotle also saw success in
the metaverse with their Boorito Halloween promotion
on Roblox. The restaurant in Roblox awarded players
with free burritos (in-game and in real life) when
dressed up in a costume. The campaign generated

8 million game plays, more than 4.6 billion PR
impressions, and 50,000 social media impressions,

the most social engagement the brand has seen.

Targeting Millennials/Gen Z by Building
Authentic Connections

Many of the sessions discussed how brands are
targeting the millennial/Gen Z demographics
through influencers.
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For example, Denny’s aimed to increase brand
awareness with younger demographics by having a
diverse group of influencers imagine new dishes for
their menu. The influencers’ content was used for
television, TikTok and Instagram. The campaign
resulted in a 320% increase in engagement on
TikTok. They learned that working with micro—and
mid-influencers can provide real added value and
that collaboration provides a genuine connection

to the audience rather than just a transaction.

Targeting the Gaming Community

Gaming was also a focus area on the agenda. A few
takeaways for brands looking to market to gamers:

e Building equity is a long-term play—if you promote
an event in the gaming industry and go dark
afterward, gamers could see this as a negative.

e Consistency is everything. Through consistency, you
build trust, and with trust you build engagement—
thus building those real relationships you need to
have with the gaming population.

e Authenticity comes with understanding specific
gaming communities. For example, the game
League of Legends has 100 million players and
each community has a different set of needs and
opportunities. Brands can add value to those
communities by understanding their needs and
integrating them into messaging.

e  When sponsoring an event for eSports, it's all
about partnering for impact. It's important to
choose the right partners that share your vision,
want to collaborate and have the same values.

Data-driven Social Media Strategy

There was an emphasis on utilizing specific platforms
to the best of their ability to form pure connections
with targeted audiences. Leveraging data and
creative can help brands connect and engage with
audiences - this starts from tracking audiences to see
what their daily online activity is like (e.g. using
Spotify in the mornings, Twitch in the evenings, etc.)
and marrying that data with consumer insights,
behaviors, and signals to define and refine audiences.

For example, Irish Spring rebranded and relaunched
around the Super Bowl. They wanted to generate
awareness and buzz for the millennial and Gen Z
market. They utilized all platforms to the best of their
ability—by creating filters and lenses for use on
Snapchat, developing sponsorship opportunities on
Twitter, and creating add-ons, super like, and voting
stickers on TikTok. By utilizing content made for each
platform, they were able to generate community
engagement with their new branding. Their efforts
resulted in high cam playtime on Snapchat, excellent
pre-roll view rates on Twitter, and buzzworthy
engagement on TikTok.




Google Postpones Cookie Deprecation

By Todd Yu, Group Director, Digital Media Strategy

Cookies: marketers love them. Your friends hate them. Cookies will remain
in the driver’s seat in digital targeting and attribution for at least two
more years.

Last month, Google surprised the Internet with its statement that it
will postpone the removal of third-party cookies within their owned
and operated web browser. At least three billion people use Chrome
worldwide, which is about five times more than the second-most popular
browser, Safari.

Alright, coming back for more cookies. In 1996, Netscape created HTTP
cookies, or “magic cookies,” to store information based on site visitation
through a tiny piece of code. Banner advertising became the money-
maker for publishers during this time - and marketers decided last-touch
attribution via tracking cookies would be the primary way to measure their
digital campaigns. During the golden era of ad networks, companies like
RocketFuel and Adconion built algorithms to help marketers reduce the
cost per acquisition. Cookies would remain relevant for at least another
two decades.

Panic happened in 2019 when Google told those of us in the industry that
cookies are going away. What is life without cookies? Unless you utilize

a walled garden or a social platform, ads will need to work harder as
personalization will be limited. Your grandma may be getting ads meant
for Gen Zers. You may end up buying things you don’t need.

So why is Google pushing this out to the second half of 20247 Here are
my predictions:

e Money talks. Google has the largest share of publisher inventory and
owns a very large programmatic platform.

e Lacking backup solution. FLoC (Federated Learning of Cohorts)
was invented last year to replace third-party cookies. But inconsistent
feedback from the industry kept the product from growing and this operating system.
eventually it shut down.

and inventory wi

While Apple’s revenue
e They need more time. COVID-19 slowed things down. During

the pandemic, consumption of CTV skyrocketed with many staying
at home. CPMs for CTV are significantly higher than any other nowhere near what
digital medium -Google likely shifted its resources to focus on

from advertising is

Google depends on,

this media channel.

, . o there are reports of
Lastly, | do believe third-party cookies will be around long past 2024.

Cookie usage has survived a few recessions - MySpace, the year of mobile, various projects in
and even the pandemic. The good news is that Rain the Growth Agency the works. We will
has solutions for clients even if cookies went away tomorrow. Until then,

it's time to push the networks to lower their CTV CPMs and monitor their update /o when we

frequency cap. have more information.
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Amazon’s Online Ad Marketplace
is Flourishing

Team Sonic Racing < Google Provides Access To Gaming From
4eo game Search Results

Play now

e Amazon Luna

Amazon Braces NFL Advertisers for Lower
‘Thursday Night Football’ Ratings than TV

Need More Guidance?

Steve Miller Robin Cohen

Client Development Director ) EVP, Integrated Media Investment & Planning

steve.miller@rainforgrowth.com J robin.cohen@rainforgrowth.com

For more news and insights visit: rainforgrowth.com/insights-updates
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