The Longevity Economy:
Future-Proofing Growth
in an Aging Nation
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Longevity Transitions & Triggers
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You Can Help prevent Elder Fraud! ... more



What to do, or do differently

» Detect triggers in transaction data,
not just demographics

 Audit your automation flows — are they
built only for youth acquisition?

» Reframe outreach around burden
reduction, not product promotion.

 Build at least five longevity triggers into
your marketing plan
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What to do, or do differently

 Shift KPIs from ‘products per customer’ to
‘relationships per household'.
» Stop desi?nin%for decline, start designing for
ife

uality of life. Audit imagery and language used
ﬁo des),/cribe 65+ cohort.g k PR

* Introduce family financial planning sessions,
and start longevity conversations at 30, not 60

+ Build one caregiving financial solution
(e.g., caregiver line of credit)
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What to do, or do differently

* |dentify top 200 households over age 65.
» Map next-gen contacts for top households.

 Create a formal next-gen engagement plan — use Al
to scale long-horizon guidance.

« Build a different product architecture
for inheritors.




ACTION ITEM #1

Audit your longevity
risk — now!

Within 30 days, review key elements and
create longevity gap memo to leadership




ACTION ITEM #2

Launch one multi-
generational initiative

Within 90 days, create & launch one

new initiative (e.g., caregiving toolkit,
estate engagement, phased retirement, eftc.)




ACTION ITEM #3
Redesign one KPI.

Within 6 months, commit to one because
what you measure, becomes strategy. In an aging
nation, depth beats volume.
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Thank you'

JOE SULLIVAN

K jsullivan@formarketinsights.com
im linkedin.com/in/mijoesullivan/

. 312.961.0188
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