SEPTEMBER, 2009
VOLUME://: ISSUB

THE BEATLES: ROCK BAND IS ABOUT TO CREAT
ANOTHER REVOLUTION

The Beatles’ history is intertwined with one
pop-culture landmark after another. The
appearance on “The Ed Sullivan Show” in 1964
proved the power of then -fledgling rock and
roll. Their 1965 concert at Shea Stadium
ushered in the era of stadium rock. And their
quick-cut, effects-filled musical comedy A
Hard Day’s Night inspired a generation of
music videos.

Will the release of The Beatles: Rock Band provide another landmark —
an event that will introduce a hug e percentage of Baby B oomers to the
video games they have been buying their children and grandchildren for
years?

BOOMERS: “It will be a way for families to bond over music,” says a spokesperson.

“Kids can teach their parents how to play the game, and parents can

4 [
510 63 years old teach their kids about the music. It will really work both ways.”

POPULATION: According to an NPD Group analyst video gamers older t han 50 currently
represent about 18% of spending on games for 2009 year-to-date. If
\ 78 million history repeats itself, The Beatles: Rock Band could alter those numbers
' dramatically.
GENERATIONAL INSIGH Sources: Newsday.com and Fanboy.com (picture)
Boomer grancparents: COUGARS OF AMERICA CONVENE

¢ 43% exercise or play sports

Hotties of a certain age celebrated th emselves at the first National Single
e 28% volunteer on a regular

Cougars Convention, a fierce fete for mature women (and the

basis 5 . . .

e 75% are online whippersnappers who worshi p them) held in Palo Alto, Calif.

¢ 45% are on social networks The sold-out event, which drew a host of sponsors and over 250
like Facebook, Linkedin, attendees, included dancing, cocktails and a keynote speech from radio
Twitter, Yahoo! Groups host and relationship coach Francesca Gentille.

e 60% still have a full-time or S . . . '
part-time job The highlight of the evening: The crowning of Miss Cougar USA, a first -

time honor that went to 42 -year-old divorcee Gloria Navarro.

Source: Grandparents.com

Women over 40 are reclaiming sexy for themselves, and they’re
celebrating age, beauty and freedom without iro ny or apology. Safety in
numbers? More like power in packs.

The cougar cohort is more than a high-concept story idea or a skit on
SNL; it’s a relevant opportunity market with cross-vertical reach. Respect
what they stand for. And hear them RAWR.

Source: Iconoculture
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http://www.newsday.com/topics/Shea_Stadium
http://www.thebeatlesrockband.com/
http://www.24-7pressrelease.com/press-release/national-single-cougars-convention-firstever-features-miss-cougar-america-contest-august-28-2009-in-palo-alto-ca-107209.php
http://www.24-7pressrelease.com/press-release/national-single-cougars-convention-firstever-features-miss-cougar-america-contest-august-28-2009-in-palo-alto-ca-107209.php
http://www.24-7pressrelease.com/press-release/national-single-cougars-convention-firstever-features-miss-cougar-america-contest-august-28-2009-in-palo-alto-ca-107209.php

OVER WOODSTOCKED

For many Boomers the
summer of 2009 will widely
be remembered as the 40"
anniversary of Woodstock
(there was well over a month
of celebrating this
anniversary). But the
summer of 2009 also
marked the 40" anniversary
of many darker events such
as the Manson murders and
the Altamont concert where
the Hell’s Angels beat and
killed audience members
while the Rolling stones
played.

The following links are to a
couple of interesting pieces
from the Los Angeles Times
(Boomer icons that need to
be retired) and The Miami
Herald (looking at the darker,
generational changing side
of 1969) that explore another
side of the Boomer
experience.

Source: The Boomer Project

UCKIE.COM
R\ LI

MR | YVSTI O O0KVI] GEXMSRI

Close-to-home holidays dubbed “staycations” by
trend-watchers have proliferated in the financial ;g.ﬁ m

crisis, but now the travel industry is g earing to draw
another crowd, aging populations in countries like
Germany whose spending power may outlast the
downturn.

You could call them “greycationers” — the 50-plus age group mutating
under a massive influx of Baby Boomers. After redefining youth culture,
they are now making their mark on older age.

Health pursuits and sports, spas, swimming and cycling are all popular,
as are vacations organized around cultural events like concerts and
museum Visits, tour operators say.

In Britain, where domestic holidays are also in vogue, summer rock and
folk festivals are multiplying and Boomers seeking to shun the coach -
tour badges of old age are taking road trips in cult a utos like the
Volkswagen Microbus.

Sources: UK.Reuters.com and model-marque.com (picture)

RETAILERS PREP FOR AGING BOOMERS

Walgreens is one of a growing number of stores that is ge tting ready for
the Baby Boom. We’'re not talking diapers here (OK, maybe we are in the
adult variety) we're talking about how the drugstore chain and other
retailers are changing their aisles, racks and displays for the aging Baby
Boomers who, as they age, won’t be as nimble as they used to be.

Because of their physical limitations and their nee d for health-related
products, “there will be dramatic shifts in what they buy and where they
shop,” said Sean Seitzinger, an industry consultant.

They’ll want products that are easy to read, easier to find and easier to
get off the shelves. According to The Wall Street Journal:

¢ Walgreens plans to install call buttons near heavy merchandise like
bottled water and la undry detergent in some stores

o |t will put magnifying glasses on store shelves and make its aisle
signs clearer

¢ Rite Aid is revising its private-label goods with bigger typefaces on
packaging
o Family Dollar is weighing new lighting and shelf labels
This is part of a growing trend to accommodat e products for the Baby

Boomers, a generation not only massive in terms of its population , but
also massive in terms of its buying power.

Source: Examiner.com
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http://www.latimes.com/entertainment/news/la-et-baby-boomer-retire-pictures,0,4819179.photogallery
http://www.miamiherald.com/opinion/other-views/story/1180403.html
http://www.miamiherald.com/opinion/other-views/story/1180403.html
http://www.miamiherald.com/opinion/other-views/story/1180403.html

GENERATION X:
32 to 44 years old
POPULATION:

53 million

\ GENERATIONAL INSIGH

Full-time employed Gen Xers:

e More than 20% have
already been looking for
new employment in the past
12 months (which is the
highest amount of active job
seekers for any generation)

¢ 40% cited lack of care er
progress as the prime
motivation to switch jobs
today, which is considerably
higher than their survey
colleagues in Gen Y (30%)
and Boomers (20%)

Source: Deloitte Consulting
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CRAYOLA GOES BACK TO ISBHDO#GNO

To help moms understand the importance of
investing in their child’s creativity, Crayola recently p
hosted Creativitycast, a sequence of five Twitter @
parties known as GNO (“Girls’ Night Out”) to offer D 7
moms a virtual gathering place to discuss different
back-to-school topics with guest panelists and
sponsors.

Each party included three to five Crayola child
development and creativity experts as well as five |
expert bloggers on various back -to-school topics
such as “Affordable Fun 101” and “Back-to-School
Survival Guide.” By tweeting under the #gno and
#crayola

hashtags, moms were able to respond to the 10 -12 questions posed to
the community, creating a rich conversation among moms and the
Crayola brand that continued long after the parties ended.
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@cratisAvods 1
picture Conoes

The Creativitycast was mentioned in USA Today and picked up by the
AP. The series resulted in the addition of 3,000 Facebook fans and more
than 1,000 Twitter followers, demonstrating the value of meaningful
engagement to spur word of mouth and strengthen brand loyalty.

Source: MrYouth.com

INDIEROCK COLORING BAFPEALS NMANYAGES

The Yellow Bird Project already lets indie bands
design cool T-shirts that benefit charity, but now
they’re letting Gen We get creative with an indie rock
coloring book .

The activity book’s pages bring out opportunities for
colorful expression. Kids can work their way through a
Broken Social Scene maze, draw like Devendra
Banhart or paint MGMT’s psychedelic playground
page. Even parents can grab a crayon, since many of
the bands appeal to Gen X and Millennial parents.

Like all other products from the non profit, proceeds from the book’s
sales support charity and the group’s mission. By finding ways to let
parents and children share experiences, groups like the Yellow Bird
Project are building brand fans from every age group.

Get creative, do good, give back? Seems like such a simple form ula, but
lots of brands get it wrong. To be successful, campaigns and products
with a charitable angle need to keep it simple and home in on
consumers’ passions so that giving back feels practical, too.

Source: Iconoculture
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http://app.streamsend.com/c/6159741/1195/c81Gq42/A3ye?redirect_to=http%3A%2F%2Fwww.crayola.com%2Fpromos%2Fcreativitycast
http://www.yellowbirdproject.com/products/indie-rock-coloring-book
http://www.yellowbirdproject.com/products/indie-rock-coloring-book
http://www.yellowbirdproject.com/products/indie-rock-coloring-book

PEPSI PROGRAM TARG J
AFRICAIMMERICAN
MOMS

Pepsi is targeting a
somewhat overlooked
demographic, African-
American moms, with a
digital community where
such consumers will be
asked to share personal and
inspirational thoughts.

The effort promoted across
various media will use the
tagline “We inspire.” Pepsi is
aiming to build buzz for
Pepsiweinspire.com via
Facebook and print ads
featuring well known
African-American actresses.

A spokesperson said the
push is a natural offshoot of
Pepsi’s overarching
optimism message featured
in its “Refresh Everything”
push. “What we wanted to
capture is the strength, joy
and wisdom of the African-
American market.

ource: Brandweek.com
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BRNGING BACK TBIES

The pop culture of the 1980s is getting exploited like never before, and
Generation Xers on the cusp of middle age can at least be reassured that
their nostalgic urges will be catered to as assiduously as the Baby
Boomers’ who came before them.

“l look at the ’80s as comfort food that you just enjoy,” said Jonathan
Shair, SVP of network operations for the Starz cable channels. “l don’t
know that anyone really points to it as the best time for, say,
moviemaking. But one thing about ’80s pop culture was that it had a fun
cheese factor.”

But movies are the most obvious manifestation . What will surely be this
year's biggest box-office hit, Transformers: Revenge of the Fallen, is
adapted from the 1980s toy line and cartoon show that was generally
considered ridiculous by anybod y who didn’t grow up with them.

“You have Transformers and G.I. Joe:
The Rise of Cobra; with The A-Team and
Teen Wolf movies coming up,” said
Shair. Other upcoming studio release
slates are top-heavy with such ’80s
remakes as The Stepfather, Footloose,
Red Dawn, Karate Kid, Smurfs and Clash
of the Titans. Eighties horror franchises
such as Hellraiser and A Nightmare on
Elm Street will be refreshed, just as
Halloween and Friday the 13th have

recently, successfully, been.

“A lot of this resurgence is due to the fact that the ’80s generation now
has families of their own, kids and disposable income. So a father and
his kid can go to Transformers, and it’s a way of showing his child the
cartoon he grew up on. That’s a big reason why the '80s stuff is really
happening.”

Another reason for the current ’80s revival is that some who came of age
with this stuff are now in positions to get a piece of the action as well.

“A lot of people who did our growing up through the ’80s are now in
positions of influence,” said 42-year-old Richard Evans, author of the
recently published book , Remember the "80s.

“We’re now making the TV shows, managing the music industry, writi ng
the books, defining the styles. And what’s our reference point? Well, it’s
the things we invested ourselves in when we were learning to be the
people we have become. Is it any surprise that we’re remaking our
classic movies?”

Sources: DailyNews.com and Collider.com (picture)


http://www.remembertheeighties.com/notretro_pages/onlineshop.html
http://www.pepsiweinspire.com/




