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Just how far will Baby Boomers go
to hang on to their youth? Fi t n e s s
p roducts, hair transplants, Botox

injections, Viagra—the self-
reliant Me Generation is creating a
model of midlife rejuvenation. The

wealthiest generation in history,
Boomers are pouring $30 billion

this year into anti-aging pro d u c t s ,
reenergizing businesses that

range from food and cosmetics 
to pharmaceuticals and

b i o t e ch n o l o g y. A report on a ve ry
public, generational obsession.

D
ave Con rath walked into
the Grooming Lo u n ge in
down town Wa s h i n g ton ,
D.C., with one thought in
m i n d : tu rning back the
cl ock . The 43-ye a r- o l d
commercial builder, who
describes himself as “folli-
cally challenged,” received

a cut that puffed up the strands of his
thinning blond hair. He stretched out for
a hot shave that seemed to take years off
his su n - l e a t h ered skin. Af ter a qu i ck
massage to loosen the knots in his neck,
he headed to the display case for bottles
of skin toner, moisturizer and shaving
oil. The trip cost him $100, but he left
with a smile.

“I feel like I’m 28 again,” said Con-
rath, scrutinizing his reflection in the
storefront window. “I work hard and feel
that it’s okay to drop 100 bucks to look
young. Damn it, I think I deserve it.”

G iven the parade of m en going into
the Grooming Lo u n ge , Con rath is
h a rdly alon e . Ac ross the nati on , Ba by
Boom ers are doing wh a tever it takes to
hang on to their yo ut h . At the Groom-
ing Lo u n ge , open ed earl i er this ye a r,
Boom er men sign up for fac i a l s , ped i-
c u re s , w a x i n gs and hair co l ori n g —
s ervi ces on ce limited to fem a l e
s a l ons—in con s c i o u s ly masculine su r-
ro u n d i n gs . Th ere’s ESPN on the TV,
Si n a tra on the CD player and racks of

skin moi s tu ri zers with names like
“ Ha n gover Hel per ” to def l a te the bags
u n der bl oodshot eyes ($39 for a half-
o u n ce bo t t l e ) .

But according to managing director
Mike Gilman, there’s more to his shop’s
success than a simple closing of the gen-
der gap in salon services. With Boomers
tu rning 50 at the ra te of s even per
minute, Gilman realizes that he’s in the
rejuvenation business. More than two-
thirds of customers at the Grooming
Lounge ask for ways to fight hair loss.
Every week brings new calls for Botox,
the “f ive - m i nute facel i f t” that era s e s
years of wrinkles. “The taboos about try-
ing to look young have broken down,”
says Gilman, a boyish 31-year-old with
spiky brown hair.“It’s not just narcissism
for Boomers. They come in here because
of the emphasis on looking young today.
Everyone wants to be younger.”

It’s difficult to imagine what Pon ce
de Leon , the 16th cen tu ry Spanish
ex p l orer who sought the fabl ed Fo u n-
tain of Yo ut h , would have made of t h e
21st cen tu ry vers i on of his qu e s t . For
the 78 mill i on Am ericans bet ween the
a ges of 38 and 56, the stru ggle to cl i n g
to yo uth has moved from a priva te war
fo u ght in front of the bathroom mirror
to a high ly publ i c , gen era ti onal ob s e s-
s i on . At health clu b s , g uys in bi foc a l s
pump iron . In dru gs tore s , em pty - n e s t-
ed moms buy skin-ti gh tening cre a m s
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in an ef fort to ach i eve buns like J-Lo’s .
Sales of s exual perform a n ce - en h a n c i n g
d ru gs like Vi a gra are rising like , u h , yo u
k n ow wh a t . Even the pain and ex pen s e
of p l a s tic su r gery is no deterrent to
gravi ty - def ying Boom ers seeking lifts,

tu ck s , transplants and augm en t a ti on s .
The most popular co s m etic procedu re
in the nati on is now Bo tox tre a tm en t s .
In 2001, Am ericans underwent 1.6 mil-
l i on injecti ons—a wh opping 2,356 per-
cent increase over 1996.

“We’re seeing an anti - a ging ph e-
n om en on unlike any in history,” s ays
Ken Dych t w a l d , P h D, a geron to l ogi s t
and pre s i dent of Age Wave , a bu s i n e s s
devel opm ent firm in Emery vi ll e , Ca l i f .
“ Boom ers are pursuing dozens of t h er-
apies to ward of f the rava ges of a gi n g.
And scien ce is pret ty darn close to
del ivering these aspira ti on s .”

The nati onal fixati on on yo uth is
h a rdly a recent ph en om en on . Wh a t’s
d i f ferent with Boom ers is how passion-
a tely they refuse to con cede anything to
a ge . While previous gen era ti ons en tered
m i d dle age wi t h o ut mu ch fuss, m a ny
Boom ers appear to be trying to cre a te a
n ew model of adu l t h ood , a midl i fe
s t a ge foc u s ed on ren ew a l . Th ey ex pre s s

no interest in giving up the cen ter stage
t h ey ’ve dom i n a ted for dec ade s . An d
thanks to adva n ces in fitness produ ct s ,
s exual perform a n ce - enhancing dru gs ,
skin care creams and hair co l or tre a t-
m en t s , t h ey may not have to.

Of course, we should have seen it
coming. Beginning with their ’60s-era
admonition to “never trust anyone over
30,” Boomers have held on to each life
stage as long as possible. They stayed in
school longer than previous students,
delayed the start of their careers, married
later and took longer to have kids. With
today’s 45-year-olds expected to live an
avera ge seven ye a rs lon ger than thei r
grandparents at the same age, they’re
pushing back their senior years as well.
“We’re the first generation in human his-
tory that realizes that we’ll be living very
long lives,” says Dychtwald,52. “So, many
of us are asking, ‘What’s the rush?’ ”

Just how many Ba by Boom ers have
become yo ut h - ch a s ers would make
Hu gh Hef n er pro u d . In a su rvey last
year for the AARP (form erly known as
the Am erican As s oc i a ti on of Reti red
Persons) Irvine, Calif.-based RoperASW
found that half of Boom ers are
depre s s ed that they ’re agi n g, and nearly

1 in 5 (18 percent) admits to actively
re s i s ting it. RoperASW reports that 35
percent of Boom er wom en have tri ed
a n ti - a ging co s m eti c s , and 53 percen t
use hair co l or to hide their gray lock s
(as do 6 percent of Boom er men ) .
Am ong all Boom ers , m ore than two -
t h i rds en ga ge in regular physical exer-
c i s e . And 1 in 10 is con tem p l a ting the
radical step of co s m etic su r gery.

“What su rpri s ed us was how many
Boom ers wanted to do everything to
s t ay yo u n g,” s ays Paul Lei n ber ger, P h D,
a managing director of Roper A S W.
“Th ey ’re not on ly wi lling to exerc i s e
m ore but also to use wh a tever dru gs or
tech n o l ogy is ava i l a bl e . We thought that
t h ey might be a health-conscious gro u p
that didn’t want to get into dru gs . But
with Boom ers , i t’s wh a tever work s . An d
m ore is bet ter than less.”

This Boom er quest for yo uth is evi-
dent in all ethnic gro u p s , t h o u gh its
ex pre s s i on takes different form s . A 2001
su rvey of 21,452 Am ericans by New
York Ci ty - b a s ed Si m m ons Ma rket
Re s e a rch Bu reau found that wh i te 45-
to 54-ye a r-olds are more incl i n ed to
obsess over their bodies by joi n i n g
health clubs and inve s ting in gym
equ i pm ent for their hom e s , l i kely
because of rel a tively high er levels of
i n com e . Me a nwh i l e , Af rican Am eri c a n
and Hispanic con su m ers maintain thei r
vi gor by buying Vi a gra and herbal su p-
p l em en t s . And Asian Am ericans rely on
a n ti oxidants and aerobic exerc i s e .
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WHY THEY CHASE YOUTH
Self-doubt is driving Boomers to products and services designed to combat time's effects on their bodies. According to a recent RoperASW surve y, half
a re depressed that they're no longer young, and nearly 1 in 5 are actively resisting the aging pro c e s s .

Source:  RoperASW survey for AARP, 2001

DO YOU FEEL GOOD ABOUT YOURSELF?

AGES OF THOSE “COMPLETELY SATISFIED”

ARE YOU SATISFIED WITH YOUR APPEARANCE?

AGES OF THOSE “COMPLETELY SATISFIED”

“WE’RE SEEING AN ANTI-AGING PHENOMENON UNLIKE ANY IN HISTO RY.            
BOOMERS ARE PURSUING THERAPIES TO WARD OFF THE RAVAGES OF AGING. AND

SCIENCE IS PRETTY DARN CLOSE TO DELIVERING THESE ASPIRATIONS.” 



“S t aying young is a com m on thre ad yo u
s ee among Boom ers of a ll race s ,” s ays
Ch ris Wi l s on , pre s i dent of Si m m on s .
“ It’s the issue that’s perhaps def i n ed
t h em the most of a ll issu e s .”

Tod ay, as the wealthiest gen era ti on
in history, Boom ers are reen er gi z i n g
businesses that ra n ge from food and
co s m etics to ph a rm aceuticals and
bi o tech n o l ogy. U. S . con su m ers wi ll
s pend upw a rd of $30 bi ll i on on anti -
a ging produ cts this ye a r, according to
the Am erican Ac ademy of An ti - Agi n g
Med i c i n e . Hu n d reds of a n ti - a ging cl i n-
ics have open ed in recent ye a rs , a n d
plastic surgery, once the domain of sen-
ior citizens, now finds half of all its
patients among 35- to 50-year-olds.Even
ph a rm aceutical companies are set ti n g
their sights on this younger market for
drugs and dietary supplements. Viagra
maker Pfizer recently retired politician
Bob Dole as its spokesman in favor of 38-
year-old baseball player Rafael Palmeiro.
This year, the drug became the official
sponsor of the global concert tour of
Earth Wind & Fire, a Boomer favorite
from the ’70s.

“The gen era ti on that grew up in the
’60s and tu rn ed on to dru gs is sti ll
doing them , but for a different re a s on ,”
s ays Lei n ber ger, 5 1 .“ Now we’re foc u s ed
on our bodies and trying to look and
feel good . What hasn’t ch a n ged is that
the sel f wi ll alw ays be at the cen ter of
Ba by Boom er live s . We’re not call ed the
‘ Me Gen era ti on’ for nothing.”

THE NEW FITNESS REVO L U T I O N
Th ey ’re baaaaack . The gen era ti on

that cre a ted the fitness revo luti on in the
’70s is hitting the tre ad m i ll with a new
feroc i ty. More than half of the 33 mill i on
Am ericans who go to health clubs are
over 40 ye a rs old, reports SGMA In ter-
n a ti on a l . Health clubs are now targeti n g
what RoperASW calls “Secon d
Ch a n cers” and “ New Me’s ,” b a s i c a lly
groups of d ivorced and body - con s c i o u s
forty- and fiftys om et h i n gs hoping to
revi t a l i ze their loo k s .

S ti ll , this gen era ti on isn’t aiming to
keep pace with the ghosts of its hard - bod-
i ed past. Boom ers are passing up knee -
pounding and mu s cl e - grinding activi ti e s
in favor of gen t l er, l ow - i m p act exerc i s e s .
Health clubs now fe a tu re classes that
s c u l pt mu s cles while reducing stre s s : Ta i

Chi with 3-pound wei gh t s ,w a ter aerobi c s
and Pilates worko ut s . New forms of
yoga — with names like “power yoga” a n d
“hot yoga”—mix flex i bi l i ty and card i o-
vascular ben ef i t s . “The human body at 50
just isn’t as su pple as it was at 20,” s ays
Mi ke May, com mu n i c a ti ons director at
S G M A . “So Boom ers are learning to exer-
cise at a lower ra te of i n ten s i ty. Th ey re a l-
i ze that you can’t stop and smell the ro s e s
unless you can walk among them .”

This low - i m p act approach ex ten d s
to Boom er basem en t s , wh i ch are
i n c re a s i n gly fill ed with tre ad m i ll s , s t a-
ti on a ry bi c ycles and ell i ptical tra i n ers
de s i gn ed to simu l a te activi ty wi t h o ut
s tra i n . Boom ers have hel ped push
s pending on home gym equ i pm ent to
$5.9 bi ll i on in 2001, a 7 percen t
i n c rease over 1999, according to the
S G M A . Some are drawn to high - tech
devi ces that do everything from mon i-
toring heart ra te and measu ring body
fat to of fering nutri ti onal advi ce . Ot h-
ers are going low - tech , reviving the
m a rket for old-fashion ed med i c i n e
b a ll s , el a s tic bands and those gi ga n ti c ,
vi nyl “s t a bi l i ty ball s” that improve
s trength and flex i bi l i ty wi t h o ut cre a ti n g
mu s cle bu l ge s .

The sporting goods indu s try is find-
ing cre a tive ways to tap in to Boom ers’
f i tness fervor. Wi l s on now sells ligh ter-
wei ght tennis rackets and go l f clu b s .
So l om on has come out with ligh ter

s k i s . Ni ke and Adidas have tri m m ed
b ack the wei ght of t h eir shoes and
cl o t h i n g. “The Boom ers are more inter-
e s ted in com fort than any other age
gro u p,” s ays May. “Th ey want to en j oy
the activi ty while they ’re working out .”

Som eti m e s , that means taking thei r
h i gh - tech gear on the road .G o l f c a m p s ,
skiing get aw ays and running clu b s — a ll
a re becoming more popular thanks to
f i tn e s s - m i n ded Boom ers . And at the
New York Ci ty Ma ra t h on , p a rti c i p a ti on
by ru n n ers bet ween the ages of 40 and
54 has been rising ste ad i ly — to 40 per-
cent of the field in 2001 from 37 per-
cent in 1999. The Le a rning An n ex ,
wh i ch opera tes adult edu c a ti on cl a s s e s ,
reports that its bi ggest audien ce con-
sists of em pty - n e s ting Boom ers tryi n g
to rei nvent them s elves thro u gh Lati n
d a n ce lessons or kara te session s .“ It may
not be the Fountain of Yo ut h ,” s ays
Dych t w a l d , “but it’s a pret ty good spig-
ot from wh i ch to dri n k .”

MAINSTREAMING HEALTH FOODS
Si n ce the or ganic foods revo luti on in

the 1970s, Ba by Boom ers have drawn a
link bet ween food and health. But these
d ays , m a ny produ cts on ce con f i n ed to
h i ppie co - ops are now filling mainstre a m
su perm a rket s . A stro ll down the aisle of
a ny nati onal chain illu s tra tes how
Boom ers have hel ped tu rn functi on a l
foods and drinks into a $28 billion cate-
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COSMETIC PLASTIC SURGERY PATIENTS
O ver the past five years, the number of Americans undergoing cosmetic plastic surgery has
i n c reased by 1,125 percent. Once dominated by senior citizens, plastic surgery has become
i n c reasingly common among Boomers ages 45 to 54.

NUMBER OF PATIENTS % CHANGE % 35-50 YRS OLD
1996 2001 1996-2001 2001

SURGICAL PROCEDURES
Eyelid surgery 76,242 238,213 212% 35%
Liposuction 109,353 275,463 152% 45%
Breast augmentation 87,704 219,883 151% 39%
Facelift 53,435 124,531 133% 24%
Buttock lift 774 1,339 73% 54%
Tummy tuck 34,235 58,567 71% 58%

NON-SURGICAL PROCEDURES
Botox injection * 855,846 * 55%
Laser hair removal * 687,721 * 39%
Microdermabrasion 21,337 1,035,769 4,754% 42%
Chemical peel 42,628 1,338,419 3,040% 38%
Collagen injection 34,091 796,526 2,236% 50%

Totals 459,799 5,632,277 1,125%
*No data available. Source: American Society of Plastic Surgeons, 2002

Boomer Report



gory called nutraceuticals. Soy milk is
crowding whole milk out of the dairy
case. Cereals, like General Mills’ Harmo-
ny, are now enriched with antioxidants.
Two ye a rs ago, D a n n on introdu ced
Actimel,a drink with bacteria cultures to
help fortify the body’s immune system.
“Nutraceuticals are no longer a fringe
idea,” says Janice Jones, research director
of the Food Marketing Institute (FMI),
in Washington, D.C. “The line between
food and drugs has been crossed.”

Because of a trad i ti onal distrust of

a ut h ori ty figure s — even doctors —
Boom ers have em b a rked on their anti -
a ging nutri ti onal quest on their own . In
a recent su rvey of 1,202 shoppers by the
F M I , re s pon dents 40- to 49-ye a rs - o l d
s cored the highest in what the FMI
term ed a “Sel f - Ca re In dex .” Am on g
t h eir characteristics: They actively seek
health information, eat healthy foods,
use herbal remedies and treat themselves
before seeing a doctor. Nearly 9 in 10
have bought nutraceuticals. More than
half read nutrition labels to check out the
fat content of foods—a higher rate than
any other age group. “The older genera-
tions believed that doctors knew best,”
says Jones. “The Boomers say, ‘I want to
take control over my life.’ ”

That sel f - rel i a n ce is parti c u l a rly evi-
dent in the way Boom ers treat them-
s elves with nutri ti onal su pp l em en t s
su ch as vitamins and minera l s . Am eri-
cans spend more than $15 bi ll i on on
nutri ti onal su pp l em ents a ye a r. Wh en
you add in wei ght loss su pp l em en t s , t h e
f i g u re climbs to $40 bi ll i on annu a lly. In
p a rt , Boom ers are seeking their own
a n s wers as a re s ponse to the med i c a l
com mu n i ty ’s trad i ti onal re s i s t a n ce to
a l tern a tive tre a tm en t s . The healing
powers of vitamin C, l ong ch a m p i on ed
by Nobel Pri ze - wi n n er Linus Pa u l i n g —
and disco u n ted by conven ti onal doc-
tors — h ave become mainstream go s pel .
“ Now we have the re s e a rch to su pport
the produ ct cl a i m s ,” s ays Gary Troxel ,
exec utive vi ce pre s i dent of In ter He a l t h
Nutraceuti c a l s , in Ben i c i a , Ca l i f . “Wi t h
a n ti ox i d a n t s , Boom ers are starting to
s ee proof that they can slow down the
a ging proce s s .”

These days , t wo - t h i rds of Am eri-
cans take nutraceuticals in one form or
a n o t h er, s ays Troxel , adding that
Boom ers con s ti tute the largest con-
su m er segm en t . Am ong Boom ers’ c u r-
rent favori te s : G i n k go bi l oba and el der-
berries for mental cl a ri ty; glu co s a m i n e
for wee kend tennis bu f fs who want to
keep their joints limber, and ZMA, a
z i n c - m a gn e s ium aspart a te com po u n d
t h a t’s bi ll ed as an anabolic mineral for-
mu l a ti on to en h a n ce mu s cle stren g t h .
Su ch claims on ly bo l s ter sales of z i n c -
en ri ch ed produ ct s — a l re ady pop u l a r
because of the su b s t a n ce’s purported
power to fight colds and improve
pro s t a te health. O ra n ge ju i ce com p a-

nies are abo ut to start forti f ying thei r
produ cts with zinc, as they do with cal-
c ium and vitamin D.

Dr. Andrew Weil, the health guru,
recen t ly capitalized on the trend by
launching a Web site,DrWeil.com, which
of fers pers on a l i zed vitamin packet s
geared to an individual’s health needs.
Using responses to an online question-
n a i re that delves into the custom er ’s
lifestyle, habits and genetic background,
Web advisers dispatch three-a-day pack-
ets of vitamins, minerals and herbs. The
cost: about $250 a month.

The del ivery sys tems of these vi t-
mains and su pp l em ents are also ch a n g-
ing to satisfy Boom ers who want thei r
Fountain of Yo uth in a bo t t l e . Wh ere a s
con su m ers used to swall ow nutri ti on a l
su pp l em ents as pills and powders , t h ey
n ow prefer to do so in fitness waters
and ju i ce s . So Be Bevera ge s , Reebok Fit-
ness Wa ters  and Aquafina Essen ti a l s —
a ll pack minera l s , el ectro lytes and vi t a-
mins that can be gulped on the ru n .
Ot h er companies are hard at work
devel oping nutraceutical coo k i e s ,c a n dy
b a rs and ch ewing gum. Mc Neil Con-
su m er Produ cts recen t ly purch a s ed
Vi activ, a ch ewy calcium su pp l em en t
that tastes like candy.

And indu s try analysts pred i ct the
f utu re wi ll bring even more forti f i ed
foods and dri n k s , and a gre a ter em ph a-
sis on ze s ti er flavors .“ It used to be that
vitamin su pp l em ents had to taste bad ,”
s ays Jim Wi s n er, an ex pert on natural
and organic health and beauty care, in
Libertyville, Ill.“Now they come in New
Age beverages and taste like candy. The
goal is to provide a sensory enjoyment
with some health benefit.”

BETTER LIVING THROUGH
BIOCHEMISTRY

Wh en Boom ers can’t diet aw ay the
ef fects of a gi n g, t h ey don’t hesitate to
re ach for co s m etic produ cts and tre a t-
m en t s . The $1.5 bi ll i on hair co l or indu s-
try has been ste ad i ly growing since the
m i d - 1 9 8 0 s , wh en the first Boom ers
tu rn ed 40. More and more , Boom er men
a re buying home dye kits and showing up
at wom en’s hair salons for co l or tre a t-
m en t , of ten driven by a midl i fe cri s i s . “We
s t a rt to see guys ri ght before a high sch oo l
reu n i on or just after a family reu n i on
wh en som eone te a s ed them abo ut goi n g

38 AMERICAN DEMOGRAPHICS / OCTOBER 2002 WWW.DEMOGRAPHICS.COM

THE COST OF
STAYING YOUNG
A Baby Boomer’s estimated spending for a
year's worth of youth-enhancing products and
s e r v i c e s .

PRODUCT/SERVICE ALL*

TOTALANNUAL SPENDING
Men $26,420 
Women $29,220 

FIRMER BODY
Health club membership $360 
Treadmill $1,000 
Stairmaster climber $1,250 
Bosu Balance Trainer
fitness ball $130 

COSMETIC SURGERY
Botox (three-times-a-year 
injections) $1,200 
Liposuction (stomach) $3,000 
Eyelift $2,000** 
Photoderm facelift 
(two treatments) $750** 

YOUNGER-LOOKING SKIN
Anti-wrinkle serum $480** 
Sunscreen $360 

HAIR COLORING
Professional coloring 
(once a month) $1,000 

HAIR GROWTH
Propecia (daily) $720***
Rogaine for Women (daily) $290** 

MORE ENERGY/STRENGTH
Human growth hormone
injections $12,000 
Customized daily vitamins $3,000 
Performance candy 
bars (daily) $450 
Fitness drinks (daily) $450 

SEXUAL PERFORMANCE
Viagra (twice a week) $1,500 

*Costs are average estimates   **Women only ***Men only
Source: American Demographics



gray,” s ays Ma u reen Bu ck l ey - O’ Ha ra ,
produ ct manager for Cl a i rol Profe s s i on a l ,
the hair care com p a ny ’s be a uty salon divi-
s i on , in Stamford , Con n .“Some wi ll com e
in if t h ey ’re com peting for a job wi t h
yo u n ger folks at work .”

In the ’90s, a yo uthful look became a
business acce s s ory. Tod ay it’s a nece s s i ty.
On the job, Boom ers complain of c ra s h-
ing into a “s i lver cei l i n g.” Bet ween 1999
and 2000, a ge - d i s c ri m i n a ti on com-
plaints filed with the Equal Employm en t
Opportu n i ty Com m i s s i on rose to
16,000 from 14,000. In recent foc u s
gro u p s , Cl a i rol showed before - a n d - a f ter
ph o tos of a man wh o’d had his hair co l-
ored , and then asked participants to
de s c ri be the man.

“Con s i s ten t ly, the guy wi t h o ut the
gray was vi ewed as more su cce s s f u l ,
s m a rter and more athleti c ,” rec a lls Bu ck-
l ey - O’ Ha ra . With co l ored hair, she says ,
Boom ers feel more prep a red for a soc i ety
that finds many of t h em broadening thei r
c a reers and con ti nuing to date , a ll the
while com peting with men and wom en
far yo u n ger. “ F i f ty is the new thirty,”
decl a res Bu ck l ey - O’ Ha ra . “We’re more
active and in tune with our bod i e s , so that
a ge is no lon ger a nu m ber but a mind- s et .”

The cosmetics industry follows the
same approach, introducing new prod-
ucts that fall into the “age specialist” cat-
egory. In the past five years,sales of anti-
aging beauty products have jumped 24
percent, to $374 million, according to
N P D Be a utyTren d s, a con su l ting firm
based in Port Washington, N.Y. Many in
the beauty business now mix lipstick,
foundations and moisturizers with anti-
a ging ingred i en t s — su ch as gl o s s
designed to protect lips from ultraviolet
rays . Nive a’s Vi s a ge brand fe a tu re s
Co E n z yme Q10, an anti ox i d a n t , in a
number of its anti-wrinkle skin creams.
Neutrogena’s Visibly Firm products con-
tain copper and peptides to bring sup-
pleness to sagging skin.

“The produ cts are more cl i n i c a l ,”
says Timra Carlson, vice president of
NPDBeautyTrends. “And consumers are

demanding them because wellness has
become a lifestyle.” Drug chains like Wal-
green’s and Eckerd now receive so many
new “down aging” products that they’ve
started conducting training sessions to
help staffers explain all the product ben-
efits to customers.

At the same ti m e , Boom ers more
determ i n ed to improve their looks are
tu rning to su r gery. The nu m ber of co s-
m etic plastic su r gery pati ents incre a s ed
11 times over the past five ye a rs , to 5.6
m i ll i on , according to the Am eri c a n
Soc i ety of P l a s tic Su r geons (ASPS). Th e

wi l dly popular Bo tox is litera lly ch a n g-
ing the face of Ba by Boom ers , its bi gge s t
f a n s . The fact that the procedu re
i nvo lves having toxic bo tulism injected
i n to your face hasn’t stopped Boom ers
f rom flocking to their derm a to l ogists for
the $300 to $1,000 procedu re . And the
re sults are aston i s h i n g, according to
propon en t s , s h aving ye a rs of f the face s
of worri ed - l ooking wives and tra n s-
forming laid-of f tech exec utives into,
well , s eem i n gly less-stre s s ed tech exec s .

Because the ef fect lasts on ly abo ut fo u r
m on t h s , repeat injecti ons have provi ded a
s te ady revenue stream for All er ga n ,
Bo tox ’s Irvi n e , Ca l i f . - b a s ed manu f actu rer.
Within a few ye a rs , s ome analysts pred i ct
the com p a ny may record $1 bi ll i on in
Bo tox sales—up from $310 mill i on last
ye a r. A $50 mill i on ad campaign this ye a r
t a r gets the female re aders of Pe opl e , Vo g u e

and The New Yo rker ( m en wi ll get thei r
own campaign in 2003). In some com mu-
n i ti e s , derm a to l ogists host Tu pperw a re -
l i ke Bo tox parti e s , performing procedu re s
in a bed room while pro s pective pati en t s
n i bble on the ch eese tray el s ewh ere in the
h o u s e .“ Bo tox can be ad m i n i s tered du ri n g
a lu n ch bre a k , and there is vi rtu a lly no
recovery time needed ,” s ays Tom Al bri gh t ,
All er ga n’s sen i or director of m a rketing at
Bo tox Co s m eti c .“ Ba by Boom ers want the
best that life has to of fer, and they don’t
want to wait for it.”

For som e , that ph i l o s ophy ex ten d s
to more inva s ive co s m etic su r gery pro-
cedu re s . In 2001, 125,000 Am eri c a n s
h ad facel i f t s ; 275,000 underwent lipo-
su cti on to rem ove midri f f bu l ge and
220,000 went in for breast en h a n ce-
m en t s . While wom en sti ll under go
most of the procedu re s , m en now
account for 14 percent of a ll co s m eti c
su r geri e s , according to the A S P S . An d
Boom ers are having the procedu re s
perform ed at yo u n ger and yo u n ger
a ge s . “Twen ty ye a rs ago, the avera ge age
of a facelift pati ent was 60 ye a rs old.
Now it’s 50,” s ays Dr. E dw a rd Lu ce , t h e
ASPS pre s i dent and ch i ef of p l a s tic su r-
gery at Un ivers i ty Hospitals of Cl evel a n d .

Fu eling this trend is an incre a s i n g
accept a n ce of su r gical interven ti on in
the name of yo ut h , s ays Lu ce , a plasti c
su r geon for 27 ye a rs . “Am ericans used
to have a Ca lvi n i s tic vi ew that yo u
should be sati s f i ed with your appe a r-
a n ce ,” he con ti nu e s .“ Messing with yo u r
a ppe a ra n ce was like messing with God .
But Boom ers bel i eve in rejuven a ti n g
co s m etic su r geri e s . Th ey feel yo u n ger
than they loo k .” In fact , Lu ce fe a rs that
procedu res like Bo tox may become too
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BOTOXED BOOMERS
Botox is the most popular cosmetic pro c e d u re in the nation, in large part thanks to Boomers who
want to erase years of wrinkles.

Source:  American Society of Aesthetic Plastic Surgeons, 2000

“FIFTY IS THE NEW THIRT Y. WE’RE MORE ACTIVE AND IN TUNE WITH OUR BODIES,
SO THAT AGE IS NO LONGER A NUMBER BUT A MIND-SET. ”

Boomer Report



pop u l a r, en co u ra ging people to get injec-
ti ons wi t h o ut a medical con su l t a ti on or
w a rn i n gs abo ut side ef fect s . “We worry
that it could become ava i l a ble at the cor-
n er dru gs tore ,” s ays Lu ce .

De s p i te the growing pop u l a ri ty of t h e
procedu re s , m a ny Boom ers are sti ll loa t h
to discuss their rejuven a ti on ef fort s . Wh en
TV host Greta Van Su s teren underwent an
eye tu ck and foreh e ad squ ee ze before
m oving to a new post at the Fox News
Ch a n n el , fell ow journalists bl a s ted her for
h aving the procedu re s . In a Roper A S W

su rvey last ye a r, 65 percent of re s pon den t s
said they thought co s m etic su r gery was an
i n du l gen ce for those who are ri ch , i n s e-
c u re or va i n . “ Boom ers have alw ays
bel i eved that they answer to a high er call-
i n g,” s ays Roper ’s Lei n ber ger.

That doe s n’t mean they won’t see k
bet ter living thro u gh ph a rm aceuti c a l s . In
the three weeks fo ll owing Vi a gra’s intro-
du cti on in 1998, 94 percent of a ll new pre-
s c ri pti ons wri t ten in the U. S . were for the
little blue pill—a fact hardly ign ored by
the ph a rm aceutical indu s try. This ye a r,

d rug companies are inve s ti ga ting nearly
200 new com pounds aimed at tackling the
s ym ptoms of a gi n g. Al re ady, t h ey ’ve intro-
du ced treatments for everything from
wrinkles and baldness to the prevention
of s tro kes and heart attack s . Tod ay ’s
Boom ers can take Pfizer ’s Lipitor to
reduce cholesterol, Pharmacia’s Celebrex
to reduce arthritis pain, Merck’s  Prope-
cia and Pharmacia’s Rogaine to increase
hair growth. Last year, Eli Lilly came out
with an osteoporosis med i c a ti on that
went beyond pri or tre a tm ents that
slowed the rate of bone loss to actually
help bones regain lost mass.

The co ll ective impact of these dru gs
cannot be undere s ti m a ted . “We’re seei n g
m a ny ph a rm aceuticals that can ex ten d
l i fe ,” s ays Wi lliam Ha s el ti n e , CEO of
Human Gen ome Scien ces (HGS), a
bi o tech com p a ny in Rock vi ll e , Md . Ha s el-
ti n e , whose com p a ny is at the foref ront of
the ef fort to devel op gen e - b a s ed dru gs to
s ti mu l a te disease-figh ting anti bod i e s ,
bel i eves that medical bre a k t h ro u ghs wi ll
a ll ow Boom ers to live healthy lives into
t h eir 90s—while their gra n dch i l d ren may
l ive to 120.

“As body parts wear out , we’ ll be abl e
to fix or rep l ace them ,” Ha s el tine decl a re s .
Am ong the 460 re s e a rch studies bei n g
con du cted at HGS, gen eticists have alre ady
begun re s e a rch to cl one bon e , c a rti l a ge
and the bl ad der. “With stem - cell re s e a rch ,
we’ ll one day be able to rep l ace our agi n g
mu s cles with yo u n ger mu s cles and our
own nerves with yo u n ger nerve s . An d
Boom ers wi ll be the first ben ef i c i a ries of
these adva n ce s .”

Some Boom ers aren’t waiting for
f utu re bre a k t h ro u gh s . At a cost of a bo ut
$1,000 a mon t h , s ome among Am eri c a’s
we a l t hy set have begun get ting injecti on s
of human growth horm one to help them
feel yo u n ger. The en doc ri n o l ogy tre a t-
m ents are unproven and po ten ti a lly haz-
a rdo u s , but that hasn’t slowed their pop u-
l a ri ty. Sy n t h etic growth horm ones are now
produ ced by major drug companies like
L i lly, Upjohn and Gen en tech . In the short
term , u s ers report more mu s cle ton e , l e s s
f a t , i n c re a s ed strength and a gre a ter sex
d rive . In the long term , no one knows
the impact .

D r. Robert Goldman, the ch a i rm a n
of the boa rd of the Am erican Ac ademy
of An ti - Aging Med i c i n e , worries that
self-treating Boomers could cause them-

FOR THOSE WHO THINK YOUNG
All Boomers want to stay young, but diff e rent ethnic groups try to accomplish that goal in diff e re n t
w ays. Whites tend to work out and pop a lot of vitamins, blacks and Hispanics try to maintain their
vigor by purchasing Vi a g ra and herbal supplements, and Asian Americans are inclined to
antioxidants and aerobic exercise. Intere s t i n g l y, all groups wish they exercised more. 

ALL AFRICAN-
AMERICANS WHITES AMERICANS HISPANICS OTHER*

%  AGES  45  TO 54
18.1% 15.4% 2.0% 2.0% 0.6%

INDEX OF CONSUMPTION COMPARED TO BOOMER ETHNIC GROUPS**
ACTIVITIES
Dieting 111 115 101 76 52
Attend education courses 103 100 128 97 85
Belong to health club 97 104 60 89 43
Aerobic exercise 88 91 55 116 115
Stationary/outdoor rowing 77 90 0 73 5

PRESCRIPTION DRUGS
Lipitor 127 134 97 132 54
Viagra 126 123 166 136 78
Vioxx 125 130 97 64 84
Zocor 99 106 60 21 52
Propecia 38 44 0 *** 0

VITAMINS/MINERALS
Herbal Supplements 134 134 156 108 57
Antioxidents 125 124 108 103 224
Viactiv 123 102 311 86 0
Vitamin E 121 125 84 82 133
Vitamin C 113 119 76 120 82
Vitamin  D 100 102 94 37 59

ATTITUDES
I am an optimist 114 113 128 104 79
I should exercise more than I do 113 113 116 139 115
I feel very alone in the world 107 109 116 228 39
I am very happy with my life 95 98 73 117 115
I do weekly sports/exercise 94 98 56 98 115
I like to just enjoy life 94 90 115 124 122
I try not to worry about the future 88 86 107 76 72
I spend what I have to look yo u n g e r 88 59 293 58 147
I enjoy life, don’t worry about the future 80 76 110 128 60
Little I can do to change my life 76 78 59 108 87
* Other includes Asian Americans    **An index of 100 is the national average.  ***No data available 

Source:  Simmons Market Research Bureau, 2001
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selves real harm. Nine years ago, he and a
dozen sports medicine doctors formed
the ac ademy to prom o te anti -a gi n g
tre a tm ents and to learn more abo ut the
l on g - term ef fect s . The group now has
10,000 mem bers—80 percent are
physicians—and there are hu n d reds of
a n ti - a ging clinics do t ting the co u n try.
The ch i ef p a ti en t s : Boom ers .

“Th ey ’re the most motiva ted
p a ti ent pop u l a ti on in history,” s ays
G o l d m a n , f rom his of f i ce in Ch i c a go.
“Th ey have the financial power and
de s i re to intervene in the agi n g
proce s s .” As re s e a rch ers con ti nue inve s-
ti ga ting dru gs and horm ones to sati s f y
this co h ort’s search for yo ut h , s om e
a n a lysts find it difficult to contain thei r
opti m i s m . In his book Age Power
(Ta rch er / Putn a m , 1 9 9 9 ) , Dych t w a l d
wri tes that medicine wi ll soon re a l i ze
the age-old fantasy of en dless yo ut h .
“ I ’m convi n ced that within a dec ade ,
Boom ers wi ll get up in the morn i n g
and have a smoothie that wi ll be fuel ed
by a horm one sym ph ony that wi ll cause
t h eir bodies to be young aga i n ,” he says .
“Th a t’s ri ght around the corn er.”

YO U T H - I N - A - B OTTLE MARKETING
For all the hopefulness of a ge

ex pert s , produ cts targeted to yo ut h -
ori en ted Boom ers don’t sell them s elve s .
In deed , those wishing to market to this
group must walk a fine line, ob s erve s
E rlina Hen d a rw a n , a con su m er market s
a n a lyst for Datamon i tor, a bu s i n e s s
i n tell i gen ce firm in New York Ci ty. “Yo u
don’t want to portray them too old
because they don’t want to hear it,” s h e
s ays . “ But you don’t want your image s

to appear too young because you alien-
a te them .” Some marketers take an aspi-
ra ti onal approach , bel i eving that if t h ey
t a r get yo u n ger con su m ers , t h ey ’ ll pull
in yo ut h - w a n n a bes at the same ti m e .
For instance , t wo - t h i rds of Boom ers
buy sports dri n k s , t h o u gh most ads are
ge a red to the skateboa rd set . “ Boom ers
want to have as mu ch en er gy as thei r
yo u n gs ters ,” s ays Hen d a rw a n . “ It’s not

to imitate them . Th ey just don’t want to
give up their yo ut h .”

John Niel s on , vi ce pre s i dent of Co ll e
& Mc Voy ’s CODE50 divi s i on , has iden ti-
f i ed two probl ems with trying to market
to this gro u p. F i rs t , the staffers at many ad
a gencies are too young to rel a te to
f i f tys om ething con su m ers . Secon d , t h e
t a r gets them s elves are ad m i t tedly hard to
pin down . “ Boom ers sti ll haven’t figured
o ut who they are ,”s ays Ni el s on , an 18-ye a r
advertising vetera n . “Th eir 50s are a
dec ade of en ormous ch a n ge , wh ere many
em pty - n e s t , d ivorce and cope wi t h

m en op a u s e , the death of a spouse and
gra n d p a ren t h ood . Th ere’s a lot of h e ad -
spinning going aro u n d .”

In focus gro u p s , Ni el s on of ten asks
re s pon dents for their ch ron o l ogical age ,
t h en asks them what age they re a lly feel .
Ma ny 55-ye a r-olds report feeling as they
did in their late 30s or early 40s. “Th ere
s eems to be a sweet spot in their 30s for
those 55 ye a rs old,” he says . “Th ey say it’s

because they ’re sti ll intere s ted in the same
t h i n gs as they were at that age . But thei r
a m bi ti on has su b s i ded , so they can now
a pprec i a te the things they re a lly love —
wh et h er it’s their ch i l d ren or hobbi e s .”

Among the companies he thinks are
doing a good job at targeting Boomers:
Clairol, using the tag line “A Beauty All
Your Own,” and Victoria’s Secret with its
“At Last, I’m Comfortable” theme.“It’s a
beautiful double entendre about a prod-
uct and this new place that Boomers
inhabit,” says Nielson, 45. In fact, some
a t ti tudinal su rveys show that older
Americans, ages 55 to 64, are more likely
to be satisfied with themselves and their
looks. So if Boomers can hang on a few
more years, they may no longer feel the
a n gst of m i dl i fe . Being older means
never having to say that you wish you
were younger.

“What we’ve learn ed is that later in
l i fe , people start to become more intro-
s pective ,” Ni el s on says . “ But before we
l ook inside , we go crazy on the out s i de .
Even tu a lly we come to grips with that.” ■

Boo m er Mi ch a el J. Weiss is a Co n tri bu t -
ing Ed i tor at Am erican Dem ogra ph i c s
and author, most re cen t ly, of The Clu s-
tered Worl d .
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MEN WHO WANT TO TRY VIAGRA
About 1 in 10 American men want to try Viagra, according to an NFO survey, but that audience isn’t
composed entirely of retired seniors. The nation’s top Viagra markets include many big-city metros
with a high concentration of  Baby Boomers who grew up in an era of sex and drugs—and view
Viagra as a kind of “love pill.” Not long ago, Pfizer began featuring 38-year-old baseball player
Rafael Palmeiro as a spokesman.

Sources:  NFO WorldGroup, Claritas, Inc.
Analysis by Michael J. Weiss

“BOOMERS ARE THE MOST MOT I VATED PATIENT POPULATION IN HISTO RY. THEY HAV E
THE FINANCIAL POWER AND DESIRE TO INTERVENE IN THE AGING PROCESS.”

Boomer Report


