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There is a lot of discussion about the growing economies of China and India - especially among global consumer companies.
But a much bigger opportunity is emerging right here in the U.S. -- the 24 million middle-class Boomers approaching retirement
with lofty lifestyle aspirations, a desire for new products and brands, and limited financial resources.

Few companies are gearing up to meet the needs of this powerful group, tagged “uncompromising baby boomers” or “u-
boomers” for short. These folks will account for almost 25% of total U.S. consumption by 2015. U's are the largest segment of
the baby boomer generation, sandwiched between 10 million well-to-do households with high hopes for a comfortable retirement
and the financial resources to pay for it, and 11 million disadvantaged households that are deeply pessimistic about the future.

Research shows that u-boomers share all the optimism and expectations of their wealthier counterparts. Yet a close look at their
personal finances shows they won't be able to afford a Lexus lifestyle. For consumer companies, this is the opportunity.

In contrast to the stereotype of older consumers as thrifty and brand loyal, the U group is extremely comfortable with technology,
open-minded and willing to experiment with new brands. 

The u-boomers also face a crisis of community. By 2015 there will be 21 million unmarried 51- to 70-year-old boomers--more
than twice as many single-person households as the previous generation had at the same age. Yet barely half believe they can
count on family members for a safety net, and just 30% attend church weekly. 

As the economic clout of the cash-constrained, highly discriminating u-boomers grows, companies will need to rethink how they
deliver services while keeping prices down. Web-based tools that lower delivery costs while retaining a sense of personalization
and high-end service are part of the solution. One of the fastest-growing usage segments is videoconferencing on the Web for
grandparents to talk to their grandchildren. It's not a big leap to imagine financial services providers using this same technology
to deliver personalized financial advice.

Shifting gears to meet the needs of aging boomers--particularly the U segment, which will represent the bulk of the generation's
buying power--is a daunting challenge for companies accustomed to seeing younger people as the demographic prize. But the
size, spending power and distinctive characteristics of the u-boomers makes them an emerging market that hardly can be
ignored.

I’m Lisa Davis. Let me know if I can help you in any way, please feel free to visit at OneAlliance.com and I’ll be back next Tuesday
afternoon. 
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