


Each generation brings different value systems, interests, priorities, 
concerns, attitudes and behaviors to the mix. There are also smaller ‘cusp’ 
generations between these, whose characteristics are a blend of the two 
generations they fall between — they are not detailed here. 
 



The Veteran Generation    Born 1929-45    Now Aged 70-86 

Influenced in their youth by the 
Depression and World War II. 
They grew up in serious times, 
when everyone had to do their 
duty. They’re conservative, 
hard-working, prefer to have 
and follow rules, order and 
formal hierarchies. Virtually 
all are retired now. 
 Characteristics / Traits: 
   • Dedication • Duty before pleasure 
   • Adherence to rules • Hard work  
   • Law and order • Respect for position  
   • Caution • Self-sufficiency  
   • Delay rewards • Sacrifice  
   • Conformity • Modesty  
   • Patience • Slow to express emotion 
   • Frugal 
 
 



The Boomers    Born 1946-64    Now Aged 51-69 

78M in the US – less than 
half have retired, and 
10,000 of them a day turn 
60 now, and will so for the 
next decade. 
  
The post-war generation 
who grew up during a time 
of grand visions. The first 
generation to grow up with 
TV and the transistor radio. 
The idealistic visions of 
politicians and freedom-
fighters, or those putting a 
man on the moon, all 
served to energize their 
generation – they were 
culturally and socially 
revolutionized.  



The Boomers ... 

Characteristics / Traits:  
  • Idealism • Self-Image • Optimism  
  • Team orientation • Personal growth  
  • Personal gratification • Grouping by beliefs  
  • Self-expressive • Media-savvy  
  • Value Excellence • Work-focused  
  • Health / Wellness • Nostalgia  
 
 

They went to university in the 
60s and 70s, and then into the 
workplace, rebelling against 
earlier generations. 
Conspicuous consumers, 
building more wealth (and 
debt) than anyone before 
them. They’re motivated by 
vision, mission and strategy.  



Gen-X    Born 1965-80    Now Aged 35-50 

Characteristics / Traits:  
  • Change • Choice • Global awareness  
  • Techno-literacy • Individualism  
  • Lifelong learning • Immediate gratification  
  • Diversity • Informality  • Thrill seekers  
  • Pragmatic • Not afraid of failure  
  • Self-reliant 
 
 

The “latchkey kids” – often 
children of divorce – in an era 
of crises, from Watergate and 
Vietnam, to the energy crisis, 
AIDS and the ongoing collapse 
of communism. They were the 
first American generation to 
grow up with a generally lesser 
quality of life than their 
parents.  
They’re skeptical of 
corporations and feel that long-
term commitment is unlikely to 
pay dividends – they’re 
opposed to paying their dues, 
open to more risk and willing to 
work hard for themselves.  



Millennials (Gen-Y)    Born 1981-95    Now Aged 20-34 

Characteristics / Traits:  
• Optimism • Confidence • Self-esteem  
• Media overload • Street-smart  
• Embrace Diversity • Multi-taskers  
• Networkers • Civic duty  
• Ethical consumption • Morality  
• Seeking Change • Techno-savvy  
• Global citizens 
 

Millennials are the generation 
who grew up after the Cold 
War and in the new era of 
globalization, communication 
technology and constant 
connectivity. They live in an age 
of unprecedented diversity and 
exposure to other cultures. 
They are growing up very 
quickly, now in college or early 
in their working years. 
They’re excellent multi-taskers 
and good at filtering out ’noise’ 
in their lives they don’t 
consider relevant. They 
demand reasons and rationale. 
They’re keenly aware of the 
environment, so they’re ethical 
consumers who want to change 
the world for the better.   



Gen-Z    Born After 1995    Now Under 19 

Characteristics / Traits:  
  • Innate Comfort and Proficiency with 
     Technology • Always Connected 
  • Less Altruistic and Eco-Sensitive  
  • Uncertain about Core Values & Priorities  
  • Very Social Online But Not Offline  
  • Less Physically-Active  
  • No Single Career Focus   
 

The post-9/11 group, the first 
generation to grow up with the 
Internet. They spend over 10 
hours a day online – it defines 
most aspects of their lives. 
They’re not distracted by all the 
media around them. They’ve 
given up on computers and use 
smartphones or small tablets 
instead.  
They’re less sure of themselves 
and their priorities / values 
than previous generations and 
more open to differing 
opinions.  They’re visual and 
process-oriented, rather than 
verbal and content-oriented. In 
their lives, they’ll have 17 jobs 
across five different careers, 
and live in 15 different homes.    



How Boomers are Revolutionizing Retirement 

And What it Means to NARFE 
   

Each new generation entering a 
specific life stage will tend to 
redefine that life stage, either 
subtly or dramatically. The 
challenge for leaders in all 
sectors comes from a clash of 
the generations: a collision of 
values, expectations, 
ambitions, attitudes and 
behaviors.  
    

The Boomers transformed every 
other life stage they’ve passed 
through, and they’re radically 
changing the nature of 
retirement right now. In 2015, 
any organization which caters 
to retirees or those soon to 
retire must carefully examine 
their interests and priorities. 

600,000 Boomers in US federal service jobs will be 
eligible for retirement by 2017. 
  
And, right now, they’re considering just what their 
retired life will be … 
    
 



Boomers and the New Retirement Landscape 

Boomer priorities and 
intentions in retirement are 
very different than the Veteran 
generation … 
  
They know retirement can now 
last 30 or more years – age is as 
much about attitude as it is 
about the calendar. Retirement 
doesn’t represent the end of an 
active life, but rather the 
beginning of new and exciting 
chapters. 
American Boomers view their 
later years as a time for 
opportunity, new careers, 
family, travel and spiritual 
fulfillment, not a time to sit on 
the porch and watch the world 
go by. 

They’re looking to build a balanced retirement 
lifestyle that supports health and long life, financial 
security, continued mental stimulation and 
challenge, family, social engagement, travel and 
leisure. 
    
 





Boomer Retirement Priorities and Concerns 

Their biggest fear is the 
unpredictable cost of illness 
and healthcare. 77% of current 
retirees in America expect 
health problems to be a serious 
issue in their lives. They are 
three times more worried 
about a major illness, their 
ability to pay for healthcare or 
winding up in a nursing home 
than about dying. 
  
They reject a life of either full-
time leisure or full-time work. 
In the past, people thought of 
the onset of “old age” as being 
marked by an event like a 65th 
birthday, retiring from work 
and collecting a pension.  

But Boomers do not plan to head out of the 
workplace. They regard retirement without work as 
both impractical and undesirable. For many, work is 
an enriching experience.    
 





They want to work in new, more flexible and fulfilling ways, sometimes in the same 
career area as their past work, but just as often in a different field entirely. They’re 
open to new ventures, and three times more likely to start 
a new business than younger Americans are. 







Fewer than half of eligible federal service employees are ready to retire. 
In 2012, predictions were that 7.5 to 10% of federal employees would 
be retiring per year by now. But the actual rate is still about 3.4%. 









A Call to Action – Moving NARFE to This New Landscape 

Failure to align any retirement-focused organization to Boomer 
interests and values means losing them as active and engaged 
members – or losing them entirely, because they regard such an 
organization as irrelevant to this new phase of their lives. 
  
This is a major problem today for AARP, the American Legion 
and other US organizations and advocacy groups focused on 
the Boomer generation, with declining membership and 
member interest, engagement and activity levels.  
  
It’s a problem that NARFE should move to avoid. 



A Call to Action – Moving NARFE to This New Landscape 

To be effective, this 
realignment must be 
reflected across the 
organization – branding and 
image, membership policies, 
communications and local 
activities. 
   

Canada’s EverythingZoomer is a 
good example. They’ve built a new 
brand around the concept of an 
active and engaged Boomer, who 
they call a ‘Zoomer’, and a whole 
series of products, publications, 
local and national activities. Their 
membership among Canadian and 
US boomers is growing at double-
digit rates each year, and 
members are highly engaged. 
 



A Call to Action – Moving NARFE to This New Landscape 

The US Social 
Security 
Administration 
has begun a 
huge multi-year 
initiative to 
revamp and 
update delivery 
of all of its 
services and 
client 
communications 
based on how 
retirees are now 
using technoogy. 

Their Vision 2025 program recognizes that over 80% of upcoming retirees 
(ages 50-64) use the internet every day, and 80% of those under 45 are using 
smartphones as key devices to go online. The SSA is moving to re-align its 
service delivery and policies to fit this new technoogy landscape for the 39 
million retirees it serves and those now considering retirement.  



A Call to Action – Moving NARFE to This New Landscape 

Today’s meeting is part of a larger effort to help NARFE better 
align itself with the ongoing wave of Boomer retirements in the 
US federal service over the next decade and the new landscape 
it’s creating. 
  
It’s not something that can be done overnight – such a move 
will take some years to accomplish, moving carefully and 
balancing the new elements with the interests and priorities 
of current members. 


