
Generational
marketing: 
Baby Boomers



Baby Boomers 

Baby Boomers grew up in a post-war time of economic growth. 

Given their age and time in the workforce, they have the most
purchasing power and discretionary income. 

Baby boomers have lived much of their lives without modern
technology but have embraced it with the use of social media, mobile
devices and online shopping. 

They are motivated by good deals and can be loyal to brands from
which they buy.

born between 1946 - 1964

Combined with the societal
changes at the time, this
generation was raised feeling
that anything was achievable. 



Baby Boomers 

The Baby Boomer generation grew up and
work most of their lives without the internet
and digital technology. 

But this doesn’t mean they’re not open to it. 

Digital savviness

Most people in this age group are
embracing opportunities that
modern technology provides,
often learning from their
children and younger peers. 



They are more likely to spend their money on hobbies
and luxury items. 

However, due to the recent economic downturn, they
are now more careful with their money and often look
for the best deals and promotions. 

Although Baby Boomers will be over 65 years old in
2030, many are planning to continue working past their
retirement. This means their purchasing power won’t
slow down significantly for another decade. Baby boomers have the

largest spending power 
of any generation.  

Baby Boomers Financial status



When it comes to social media, the
Golden Generation is more likely to be
on Facebook than on newer
platforms.  

They rely on customer service (usually
phone calls) and prefer clear, easy-to-
understand content. 

Traditional marketing is the
norm for this group because
they watch more television
than younger generations. 

Baby Boomers Marketing tactics



Think of ways to promote
your goods or services via
traditional channels, like

TV and radio
 

How to appeal to 
Baby Boomer consumers?

Apply loyalty programs
that drive in-store

purchases and in-person
interactions.

Keep things useful but simple
and accessible (simple design,

large fonts, etc.). 
Avoid using slang that might

make them feel outdated.

Remind baby boomers of the
“good old” times that shaped
their values. This can be done

through musical or visual cues,
historical or cultural references .



In any case, a generational marketing strategy should not be a company's sole approach to
segmenting an audience. At boobook, we believe in a segmentation approach beyond 
customers' age and the associated - somewhat stigmatizing - generational stamp. 

Additional customer segmentation factors, such as geography, income, interests, behaviours,
lifestyle-pattern, personal values, attitudes, consumption patterns, etc., are crucial attributes to
successful persona-based targeting. 

Like with everything in marketing, it's all about the context.  

Generational marketing matters,
but it's only a piece of the puzzle.

https://boobook.world/how-to-get-a-360-customer-view-through-segmentation-by-merging-different-data-sources/


Want to learn who your customers are
and develop products and

communication strategies that resonate
with your audience?

 
Reach out to our team! 

https://boobook.world/contact/

