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The 50-plus market often ignored by 
brand marketers is not big – it’s actually 
enormous. Americans over 50 will control 70% of 
the country’s disposable income by 2017, according 
to Nielsen, yet most marketers treat age 49 as the 
cut off for courting customers. Explanations for the 
scant focus and spending on older Americans include 
societal ageism, outdated assumptions about brand 
loyalty, and the youth cult among marketing and 
creative executives. The marketing folly of neglecting 
such an important demographic is clear. With 
mortgages behind them, Americans 50-plus are 
buying five times more new cars than consumers  
18-to-34, accounting for 80% of America’s luxury 
travel spending, and according to recent reports, 
bought 41% of all Apple computers. Americans  
50-plus are unquestionably valuable to literally every 
company’s bottom line.

The 50-plus Opportunity is not big.

It’s Huge.
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Today’s 50-plus generation of American men and women built a legacy of change and they aren’t done yet. 
They helped reshape the civil rights landscape, broke through on women’s rights, and took environmental 
stewardship from fringe to mainstream. Now they are using the greatest accumulation of wealth and power 
ever to redefine later life.

Brand and policymakers who ignore or misread them may find themselves cast 
out as irrelevant by a segment of society that is larger, has more money, spends 
more money, is more politically active and votes more often – with wallet and 
ballot – than any other.
Those who listen and understand create tremendous opportunity, but many brands and organizations 
continue to stereotype 50-plus as gray elders on park benches or decrepit Luddites struggling with technology. 
Ketchum research proves unequivocally that is a mistake, and stereotypic imagery and language result in  
eye-rolling instead of engagement. These adults do not accept being miscast or taken for granted, and they are 
comfortable discarding the tried-and-dull in favor of new products and services that speak to them.

To help companies and brands understand the true behaviors, wants and needs of this dynamic segment 
of society, Ketchum formed Ketchum 50+, a specialty group that sifts insights from the data to produce 
strategies that build loyalty with this lucrative and influential segment, and avoid being “ReMoved” from their 
lives. Ketchum calls this generation the ReMovers.

Welcome to the ReMovement

…THEY ARE COMFORTABLE DISCARDING THE 
TRIED-AND-DULL IN FAVOR OF NEW PRODUCTS 
AND SERVICES THAT SPEAK TO THEM. THESE 
ADULTS DO NOT ACCEPT BEING MISCAST OR TAKEN 
FOR GRANTED.
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The one-in-three Americans who are 
now 50-plus haven’t been complacent 
in any stage of life, and they aren’t now. 
As they transition from the rush-hour decade of their 
40s, with all the demands of career and family that came 
at that time of life, most 50-plus pause to take stock. 
Ketchum calls this trend the ReMovement because 
our research tells a story of people who are removing 
relationships, behaviors and brands that have lost 
relevance. They are removing what isn’t adding value and 
replacing with people and things they find life-enhancing. 

Existing relationships are no longer secure. More than  
half in our survey (53 percent) report having relationships 
that have run their course in the last five years. Almost 
half (46 percent) say their relationships have changed 
significantly. 

Those 50-to-60 years old are most likely to drop an 
uninspiring relationship.  They are the cohort likeliest to 
feel a relationship has lost relevance, yet interestingly, 
they claim the strongest desire for close relationships at 
work, with friends, and with family.

Reality Check
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KETCHUM CALLS THIS 
TREND THE ReMovement…
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If those 50-plus will jettison people they’ve known for 
decades, you can bet they will dump brands. Contrary to 
the stereotype of being “stuck-in-their-ways,” the overwhelming majority of 
50-plus (89 percent) are happy to try new brands. Their priorities in life have 
changed, which means brands that can align with those new priorities have an 
open door. In fact, three in 10 in this market segment are looking for new brands 
to try, on the hunt for the latest and greatest at the expense of the brands they 
have been with for years.   

The survey data reveals that brands in several industries are especially at risk. 
Barely one quarter of Americans 50-plus are loyal to travel and hospitality 
brands (26 percent) or consumer packaged goods (26 percent). Even fewer are 
loyal to energy companies (24 percent), and less than one in eight will stick with 
fashion brands (13 percent). 

Less than half (45 percent) belong to a brand loyalty program in any sector, 
leaving industries susceptible to the changing tastes and needs of America’s 
largest population segment.

Brand (Dis)Loyalty HOW LOYAL ARE YOU TO...
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…THE OVERWHELMING MAJORITY  
OF 50-PLUS (89%) ARE HAPPY TO  
TRY NEW BRANDS.
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better and better
The ReMovement is a happiness engine.  
The 50-plus market segment ranks their current years as their 
happiest by a wide margin over any under-50 age. That continues 
throughout every post-50 decade:  twenty-nine percent of  
50-59 rate that best; 38 percent of 60-69 say that decade is 
happiest; and 34 percent of 70-79 say those are the best years  
of their life. As they age, they continue to feel their current decade 
is the best so far; more than half (56 percent) expect life to 
continue getting better. 

For comparison, the next highest decade cited for happiness 
was “My 30s,” picked by just 26 percent of those 50-59. Distance 
does not make the heart grow fonder. As the 50-plus segment 
advances through the years, far fewer think so fondly of their 30s. 
Only 17 percent of 60-69, and 13 percent of 70-79 still think of 
their 30s as their best time of life.

Each 50-plus generation rates their current years as the best years 
of their lives.

For women especially, turning 50 marks the beginning of a steady 
increase in happiness and satisfaction as they focus more on 
personal wellbeing and fulfillment. Sixty-three percent of women 
70-79 rate their feelings of health and wellbeing to be good, 
while 55 percent of those 60-69, and 49 percent of those 50-59 
say the same. This is driven by their social life, as 71 percent say 
they spend time with friends and family to help improve feelings 
of health and wellbeing, surpassing the 65 percent who take 
vitamins or supplements to do so. They’re excited and optimistic 
about the future and look for brands to join them on the next leg 
of their journey.

Such optimism may be the result of declining stress this segment 
feels. Just one in four of those 50-plus report moderate to high 
levels of stress.   

As the decades unfold, stress triggers change. Money triggers 
stress for 50-somethings, but by their 70s, politics and larger 
societal issues are the most common triggers.

It just keeps getting WHAT HAVE BEEN THE BEST 
YEARS OF YOUR LIFE?

LIFE WILL ONLY GET BETTER
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As happiness and optimism continue to rise 
with age, 50-plus Americans focus on self-
improvement that starts within. By a large margin, they 
are putting more stock in fulfilling hobbies to improve their mental 
and emotional sense of wellbeing than on activities to improve their 
physical fitness. Nearly half (45 percent) enjoy hobbies to enhance 
wellbeing compared with only 13 percent who go to a health club facility 
and 7 percent who practice yoga.

 
This approach to wellness and self-improvement is comprehensive. 
Almost all women 50-79 consider their physical health (99 percent) 
and mental health (97 percent) to be important in their feeling of 
wellbeing.

Looking within
for a better life

In addition to embracing changing 
relationships, those 50-plus are 
paring lower-value relationships. 
Rather than spend time on superficial or problematic 
relationships, this cohort is embracing time alone and 
investing more deeply in relationships they deem 
worthy.

Almost two-thirds (60 percent) spend time with 
friends and family to improve their feelings of health 
and wellbeing. But they don’t fear being alone. Nearly 
all (92 percent) are satisfied with the amount of time 
they spend alone and two-thirds (67 percent) do not 
place a lot of importance on being included in social 
events. 

Deepening
Relationships

WHICH OF THE FOLLOWING  
DO YOU DO TO HELP IMPROVE  
YOUR WELLBEING?
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…THEY ARE PUTTING MORE 
STOCK IN FULFILLING HOBBIES 
TO IMPROVE THEIR MENTAL 
AND EMOTIONAL SENSE OF 
WELLBEING. 
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Contrary to stereotypes, people 50-plus 
embrace technology as much as their younger 
counterparts. They research product purchases online  
(63 percent) and most (64 percent) say the Internet has made  
their life better. 

50-somethings are more likely than their older counterparts to use 
technology for personal relationships and social gain.

Additionally, 50-plus prefer to be contacted about products or brands 
by email. This is especially true in technology (29 percent), retail  
(26 percent), travel and hospitality (27 percent), healthcare (27 
percent) and financial services (25 percent).

TECH SECTOR: Use Faceboook and point-of-sale

TRAVEL SECTOR: Reach 50+ while they travel

FASHION/FOOD/CPG SECTORS: Point-of-sale is best

HEALTHCARE/ENERGY/FINANCIAL SERVICES SECTORS:  
50+ accept snail mail

No one way to 
reach 50-plus 
Majority research products online

HAS THE INTERNET MADE YOUR  
LIFE BETTER?

64% 22%
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has made 
life better

wish there 
wasn’t an 
internet
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   AUTO CPG Fashion Energy Healthcare Travel Food & Bev Financial Retail Tech

 Email 23% 21% 19% 20% 27% 27% 23% 25% 26% 29%

 Facebook 4% 5% 7% 5% 4% 8% 8% 4% 7% 11%

 Letter to your home 17% 14% 11% 20% 27% 16% 14% 23% 17% 16%

 Phone call to your home 4% 3% 2% 6% 12% 5% 2% 7% 4% 6%

 In person at a mall 3% 8% 15% 3% 4% 4% 9% 4% 16% 8%

 In person in a store 14% 23% 19% 4% 5% 4% 24% 7% 26% 16%

 In person when you travel 4% 3% 3% 1% 2% 24% 8% 2% 4% 4%
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There are differences 
throughout the research 
between men and women 
who are 50-plus. Women, even 
more than men, are deepening their 
relationships with their loved ones 
and close friends. They’re significantly 
more likely to be closely connected 
with family and relatives (85 percent 
compared to 77 percent). They’re also 
more likely to have two or more best 
friends (42 percent compared to  
17 percent). In fact, 77 percent of 
women 50-plus have had a best 
friend who has been with them 
through the majority of life’s ups and 
downs, compared to 60 percent of 
men. Brands would be wise to reward 
women who shop with their friends.

versus
Women
Men
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Ten Ways Marketers Can Connect  
with Americans 50+

Reintroduce 
yourself. 

Reflect  
optimism.

Help turn  
a page. 

Invite experimentation. 

Allow  
self-indulgence.

Acknowledge 
shifting  
loyalties. 

Provide a  
longevity  
roadmap. 

Celebrate  
the solitary. 

Honor the  
happiness  
U-curve.

Address relationship  
reshuffling. 

Highlight benefits for people  
going through change.

Depict people with 
exciting opportunities 
ahead.

Offer opportunities 
to “move on”  
without looking 
back.

Play to the generation’s  
yearning to try new things.

Validate people’s desire  
to focus on personal  
fulfillment.

State outright 
that brand 
loyalty is not 
assumed.

Offer ideas for a well-lived 
later life.

Show it’s OK to be alone and 
enjoy one’s own company.

Reflect increasing 
happiness into  
the 60s and 70s.

Provide chances to forge new 
relationships.1
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Tips based on the Ketchum 50+ ReMovement Study
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The Research Methodology
Ketchum Global Research & Analytics, Ketchum’s specialist Research, 
Insights and Planning group, designed and analyzed an online survey of 
1000 respondents 50 years and older living in the United States. Ipsos 
fielded the survey from 12/2/15 to 12/15/15; the survey has a margin of 
error of +/- 3.1 percent at a 95 percent confidence level.

FOR FURTHER DETAILS CONTACT

Karen Strauss, Partner/Chief Strategy & Creativity Officer/Co-Lead Ketchum 50+  
(Karen.Strauss@Ketchum.com)

Andrea Barish, SVP/Strategic & Creative Planner/Co-Lead Ketchum 50+  
(Andrea.Barish@Ketchum.com)

RP Kumar, Partner/Director of Research & Insights/Ketchum 50+ Specialist  
(RP.Kumar @Ketchum.com)

Geoff Rowan, Partner/Senior Counselor/Ketchum 50+ Specialist   
(Geoffrey.Rowan@ketchum.com)

Amy Losak, SVP/Media Relations/Ketchum 50+Specialist  
(Amy.Losak@Ketchum.com)
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