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THE MOST PREDICTABLE MARKETING OPPORTUNITY WE HAVE EVER HAD

άWe should have seen the flood coming:  the aging of boomers was perhaps the most predictable large 
ƘƛǎǘƻǊƛŎŀƭ ŜǾŜƴǘ ƻŦ ǘƘŜ ƭŀǎǘ ŎŜƴǘǳǊȅέΦ Joseph Coughlan.  MIT Agelab
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TRADITIONALLY SEEN AS A 
PROBLEM NOT OPPORTUNITY
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https://www.theguardian.com/world/2013/jan/22/elderly-hurry-up-die-japanese
https://www.fastcompany.com/3068543/our-aging-population-can-be-an-economic-powerhouse-if-we-let-it

https://www.theguardian.com/world/2013/jan/22/elderly-hurry-up-die-japanese
https://www.fastcompany.com/3068543/our-aging-population-can-be-an-economic-powerhouse-if-we-let-it


Traditionally seen as a problem not opportunity
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Less than 10% of marketing dollars are aimed at the 50+.  Advertisers spend 
500% more on millennials

Many ad agency creatives and account managers bring their preconceived 
lenses of what a senior represents ςincongruent with who they are

{ŜƴƛƻǊǎ ŘƻƴΩǘ ǘƘƛƴƪ ǘƘŜȅ ŀǊŜ ǎŜƴƛƻǊΦ  /ǳǊǊŜƴǘ ŀŘǾŜǊǘƛǎƛƴƎ Ǌƛǎƪǎ ŀƭƛŜƴŀǘƛƴƎ ŀƴŘ 
repelling them  

²Ŝ ƭƛǾŜ ǿƛǘƘ ƻǳǘŘŀǘŜŘ ŀƴŘ ǇǊŜŎƻƴŎŜƛǾŜŘ ƛŘŜŀǎΧǿŜ ŀǎ ŀƴ ƛƴŘǳǎǘǊȅ ƘŀǾŜƴΩǘ 
moved on, but they have!



HOUSEHOLD WEALTH

5

The  bar chart represents wealth of 
households in Australia, by age 

bracket.  As you can see, the mass 
of Australian wealth sits with the 
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The have the $$$
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In the US, +50 demographic controls 55% of all 
consumer spending and 80% of wealth

Euromonitor predicts that by 2020, worldwide older 
adult spending will reach $15 trillion ςŀƴŘ ǘƘŀǘΩǎ 

well before global aging will be fully realised
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ÅIn 1900, life expectancy for much of the industrialised world was under 50.

ÅToday, living well into one's 70s, 80s and beyond can be expected.

ÅBoomers have made the psychological shift from acquiring more material 
possessions to a desire to purchase enjoyable, satisfying and memorable 
experiences

Åά¢ƘŜȅ ŀǊŜ not stopping spending, like previous generations did, not even 
ǎǇŜƴŘƛƴƎ ǊŜƭǳŎǘŀƴǘƭȅΣ Ƨǳǎǘ ǎǇŜƴŘƛƴƎ ŘƛŦŦŜǊŜƴǘƭȅ ŦƻǊ ŘƛŦŦŜǊŜƴǘ ǊŜŀǎƻƴǎέ 
Dan.s.Kennedy

ÅConcerned with not longer life but quality of life.  They are healthier living 
longer than ever before

Key differences to past senior generations



MILLENNIALS TEND TO BE FULL OF DEBT
BOOMERS ARE FULL OF MONEY
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Millennials
ÅAccomspend on most recent trip $675 (Tripadvisor)

ÅSeek out affordable accommodation 

ÅSeek out basic fares

ÅPosting up a storm on social media accounts with pics from 
fabulous and luxurious travels

Boomers

ÅAccomspend on most recent trip $1,540 (Tripadvisor)

ÅSeek out quality 3-4 star hotels

ÅSeek out their favourite airlines and pay extra for flexibility

ÅNot price driven, but seek good value

Your secret sauce is in the statistics that all other travel marketers seem to be ignoring.

Millennials Spend Less Than Half On Accommodation Than Baby Boomers, Tripadvisor2019

Seeking likes

Seeking 
travel

memories 
and stories

Photo byAmos Bar-Zeevon Unsplash

https://tripadvisor.mediaroom.com/press-releases?item=126198https://www.cheapoair.com/miles-away/baby-boomer-travel-trends/

https://unsplash.com/photos/3yzE1SUfbwY?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/collections/291441/vacation?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://tripadvisor.mediaroom.com/press-releases?item=126198
https://www.cheapoair.com/miles-away/baby-boomer-travel-trends/


THE FUTURE OF TRAVEL IS SENIOR
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Å53% of boomers aged over 65 plan on doing 2-3 
domestic trips this year

Å15% plan on doing 4-5 domestic trips this year

ÅMore time available than any other demographic 
cohort

ÅMore money to spend on travel than any 
demographic cohort

ÅAs equally excited to travel domestic as they are 
international

пл҈ ƻǾŜǊ срΩǎ ŀǊŜ ǎǇŜƴŘƛƴƎ ōŜǘǿŜŜƴ 11K and 50K PER PERSON PER ANNUM on travel
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AS A GLOBAL ECONOMY 
THIS SECTOR IS THE 3RD

LARGEST, BEHIND USA 
AND CHINA.


