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Staying Younger For Longer: 
The Longevity Industry’s 
Trillion-Dollar Moment
By Peter Bendor-Samuel, Contributor. April 11, 2025

• The longevity industry is poised to reshape 
everything from healthcare to retirement, 
workforce dynamics, and even the way we 
structure our economies.

• The quest to redefine aging is already reshaping 
healthcare, business, and consumer expectations.

• Those who recognize this shift and invest early 
will be at the forefront of a new economic 
transformation.
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18.8%

DEMOGRAPHIC CHANGES MAGNIFY THE IMPACT

Source: U.S. Census

U.S. Population Projection, by Age Group
Share of Total Population, by Age Bracket | 2025 - 2055

Under 18 18 - 24 years 25 - 44 years 45 - 64 years 65 years and over

2055 18.0% 7.8% 24.7% 26% 23.5%

7.8% 26% 25.1% 22.3%2045

19.3% 8.5% 26.9% 23.7% 21.6%2035

21% 9.3% 26.9% 24.1% 18.7%2025
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The New Longevity
A Multi-Sector, Multi-Trillion Dollar Opportunity

Advances in Biotechnology, Medicine, Wellness, AI, and Proactive Health Management is rapidly 
transforming multiple industries as the new longevity boosts and reshapes key business sectors:

Travel & 
Hospitality

Healthcare & 
Biotech

Home & 
Lifestyle

Community & 
Longevity Cities
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• The new longevity is catalyzing innovation 
and investment across travel, wellness, 
community, home, urban planning, tech, 
and healthcare sectors.

• Longevity has also grown up to be a serious 
venture category attracting players like 
Amazon and Google.*

• Businesses that deliver on Longevity 
performing innovations, services, and 
products are poised to lead in the rapidly 
expanding longevity economy.

*healthcarebusinesstoday.com, einpresswire.com  

New Longevity Disrupting 
Health, Medical, & Lifestyle - 
Catalyzing Culture and 
Commerce

Longevity Travel

Longevity 
Home

Bio-Tech

Longevity 
Cities

Longevity Clinics

Quantified 
Self

Health-
Care

Local 
Community 

WellnessBlue Zone 
Influence

AI
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Source:  Stanford Center on Longevity 

• The New Map of Life: The 100-year life is here

A whole-life approach that changes the view and 
actions on a new kind of second half of life

• Input from Stanford academics, policy makers, 
thought leaders, and think tanks

STANFORD CENTER ON LONGEVITY
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Stanford University | Longevity.Stanford.edu



*AARP The Longevity economy Outlook 2026 and 2018; ** US Census population projection to 2060

• 36% of the U.S. population is 50+ (123 million) 
and grows by 1 million every year.**

• 50+ Population Projections:**

    2030: 132 million
    2060: 160 million

• By 2060 1 in 4 Americans will be 50+*

making them the largest economic, 
consumer, and taxpaying demographic 
in the country.** 

The U.S. 50+ 
Population would
be the World’s 
third-largest 
economy by GDP 
(in trillions)

An economy larger 
than Germany, 
Japan, and India 
combined

U.S.

China

U.S. 50+ 
population

Germany

Japan

India

U.K.

Source: “The Longevity Economy® Outlook,2026” AARP

GDP 2024 (in trillions)

$28.8

$18.4

$12.5 
43% of U.S. GDP

$4.6

$3.9

$3.6
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$3.6$3.6

50+: A Supersized Market 
with Supersized Wealth



50+ “Spending Heavyweights” 
Power the Longevity Economy

• In 2021, Americans 55+ held 70% of the country’s 
wealth: $92.3 trillion*

• In 2024, the 50-plus cohort contributed $1.4 trillion, 
or 60% of federal income tax revenue. By 2060, 
their federal income tax contribution is projected 
to exceed $3 trillion.**

• Households headed by 50+ spend $10.7 trillion 
annually (more than half of all consumer spending 
in the US) and are projected to hit 61%, almost 
$22 trillion by 2060***

• By 2060 the entire economic footprint of older adults 
is expected to double to 24 trillion.***

*Federal Reserve's Survey of Consumer Finances; Spending Heavyweights source: Epsilon; **The Longevity Economy Outlook – 
AARP Study 2019; ***The Longevity Economy Outlook – AARP Study 2026; 
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Growth figures are inflation-adjusted since 2018. Source: Economist Enterprise, REMI, BEA, BLS.

Communications &
Electronics

Financial Services

Groceries

Motor Vehicles & Parts

Leisure & Hospitality

Housing & Utilities

Healthcare $2,661B +18%

$2,365B +12%

$1,397B +20%

$856B +3%

$787B +11%

$740B +11%

$508B +62%

50+ HOUsehold spending per category



*Surveys from the Bureau of Labor; **GFK Spring 2022; *** Federal Reserve 21; ****Longevity Economy Outlook AARP 2018 Bureau of Economic Analysis, 
annualized GDP data; *****Consumer Expenditure Survey/Nielsen, 2018) 

And the Longevity Economy Powers Every Sector in the Macro Economy

55% 
of Personal 

Care Products*

51% 
of Tech****   

56% 
of all New 

Automotive*

54% 
of Travel/Leisure****

80%
of Luxury Travel 

Purchases are Controlled 
by Women 50+*****

43%
of Cosmetic 

Buyers**

53%
of Luxury
 Buyers**

41%
of Department 

Store Shoppers**

68% 
of Home 

Investments*

46% 
of Fashion 

Buyers

43%
of Cosmetic 

and Fragrance 
Buyers**

72%
Of All Stocks 

Are Owned by 55+**
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1996

REFRAMING RETIREMENT

12%

20%

27%

25%

16%

2024

12%

22%

22%

19%

23% Workers 55+

45 to 54

35 to 44

25 to 34

16 to 24

Current Population Survey
U.S. Bureau of Labor Statistics, 2025

Workforce Age Makeup Plans at Retirement Age

20231995

1 Most U.S. Employed Adults Plan to Work Past Retirement Age. Gallup, 2017
2 Retirement Confidence Survey. EBRI and Greenwald Research, 2023

14%
Keep Working

86%
Retire

27%
Retire

73%
Keep 

Working

21
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REFRAMING RETIREMENT

As we all live longer lives, do you 
think that the traditional concept 
of “retirement” at 65 is outdated?

93.3%

Yes

No

Source: ROAR Newsletter Survey, May 2025
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In the New Longevity with lifespans 
reaching 90 or older, what do you 
plan to do after you are ready to 
leave your main job or career?

Source: ROAR Newsletter Survey, May 2025
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Rewire and launch a new career 
for the second half of my life

Turn a hobby into a business

Get more involved in a nonprofit 
lending my skills or volunteering

Go back to school

Create a new fitness 
and health regimen

Spend 30 years in traditional 
retirement mode...not doing much

61 (59.2%)

31 (30.1%)

59 (57.3%)

24 (23.3%)

59 (57.3%)

3 (2.9%)

103 responses

REFRAMING RETIREMENT



*Even though this research was not focused on Re-Imagineers
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TRAVEL, HEALTH, AND HOME REMAIN TOP SPENDING PRIORITIES*



The Great Wealth Transfer



0

Baby Boomers
(1946 – 1964)

$10 T

Gen X
(1965 – 1980)

Millennials
(1981 – 1996)

Gen Z
(1997 or later) 

$6 trillion

$39 trillion

$46 trillion

$15 trillion$20 T

$30 T

$50 T

Source: Cerulli Associates, “The Cerulli Report: U.S. High-Net-Worth and Ultra-High-Net-Worth Markets 2024.”

AN UNPRECEDENTED WEALTH TRANSFER
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Estimated wealth to be inherited through 2048 by generation

$40 T



• $54 trillion to surviving spouses

• $47 trillion to younger women, 
often daughters
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Money in motion : AN Opportunity . . . or a loss

$124 trillion 
expected in The Great Wealth Transfer

Source: Cerulli Associates, “The Cerulli Report: U.S. High-Net-Worth and 
Ultra-High-Net-Worth Markets 2024.”
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Women have 
different needs

Am confident I will achieve my goals, when I think about 
my financial future. 

   
51% Women       57% Men

Am very comfortable making important investment/savings decisions 
on my own, without the help of a professional.

 
24% Women       39% Men 

I believe it is extremely important to find an investment professional 
who is a good personality match. 

   
52% Women       42% Men 

I would only work with an investment professional who was 
recommended by someone I know and trust. 

   
29% Women       22% Men

Women in the United States—more so 
than men—seek hyper-personalized, 
outcome-based financial advice that 
meets their real-life goals.

Source: McKinsey & Company, Federal Survey of Consumer Finances: 
$100,000+ in wealth and 25-75 years old: McKinsey analysis: n = 9,434 
($100.000+ in investable assets and age 25-75); women n = 2,889, men n = 6,545

Share of respondents who agree with each statement



• Single adults over 50: a massive, overlooked consumer segment—
worth trillions—yet remain largely ignored.

• Driven by rising “gray divorce” rates (36% of 2019 divorces were 
couples over 50 vs. only 8% in 1990).1

• This segment also includes surviving spouses and adult divorced children 
over 50 inheriting financial assets in the great transfer of wealth.
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THE TRILLION DOLLAR BLIND SPOT

• Single status re-entry sparks a surge in spending tied to identity 
reinvention benefiting multiple categories: fashion, wellness, travel, 
lifestyle, home, beauty, and social experiences.

Market Size3

 41 million Americans age 50+ are single.2,3 
 Women = 25 million, Men = 16 million
 Together they represent roughly 33% of the 50+ population
 And are estimated to be 12-15% of the total population

1 Bowling Green State University’s National Center for Family & Marriage Research; 2 Pew Research – Single defined as not married, living with a partner, 
or in a committed relationship; 3 Pew 2020 profile + subsequent summaries – Gender split assumption (49/51), IBIS World summary of Census-based 
estimate – Based on Census age-sex distribution tables, U.S. Census Bureau population estimates – Blended % calculated from weighted averages.



Source: Havas Study 0206
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“The future of aging will not be determined solely by 
medical breakthroughs or individual behaviors.”

It will increasingly be shaped by the homes 
people live in, the communities they belong to,
the technologies surrounding them, and the 
cities they move through every day.

The shift Is subtle but significant: longevity is 
increasingly shaped not only by what happens inside 
the body, but by the environments that surround it. 
Longevity Is becoming an environmental ecosystem.



Longevity Hits Home

Source: Global Wellness 24 Trend Report

The Rise of Home as 
High-Tech Health Hub

In the next five years, 

45% 
of healthcare services 

are expected to be 
delivered at home.
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THE SMART HOME HAS STEPPED UP – 

The home as high-tech health hub is 
a transformative trend within the 
wellness real estate sector, now 
worth $398 billion and forecast 
to grow to $887.5 billion by 2027.

FOREVER HOME

Biometric/Environmental Data

Get Sound.ai
Endel

Nutrition Station

Fitness Corner Sleep Sanctuary

Stress Management Oasis

Now Pushing For A Whole Home Healthcare Revolution

Source: The Global Wellness Summit Future of Wellness 
Report; cepro.com; rootsensetech.com/blogs/news/your-
home-your-health-hub-a-guide-to-smart-tech-for-a-
healthier-you.
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• New sensory-enhanced generation of textiles: home fabrics 
& upholstery equipped with interactive interfaces-acting as 
sensors - gather real-time biometric information such as 
heartbeat, pulse, temperature, etc.

Source: The Global Wellness Summit Future of Wellness Report

• 21st century homes evolve into multifaceted ecosystems, merging 
advanced nanotechnology and empathetic architecture to create 
adaptive/responsive living spaces that prioritize well-being. 

Alexander Design Group, Architects

Electrochromic 
Smart Glass

Photocatalytic 
Air Purification

Carbon Nanotude 
Composites

Innovation integrates into aesthetics of the forever home
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https://c212.net/c/link/?t=0&l=en&o=3770539-1&h=1894107548&u=http://www.globalwellnesssummit.com/&a=Global+Wellness+Summit


HOMES WITH MULTI-GEN SUITES

Source: National Association of REALTORS
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• Growth of ADU or Connected Family Suites

• Flexibility for the entire family

• Input from Stanford academics, policy makers, 
thought leaders, and think tanks



Source: National Association of REALTORS

Found FAMILIES
• Baja Sage: MEA's Intentional Co-living Community

• Marabella at ASU

• Belgium Housing Projects

• SallBO: A City Funded Housing Development 
in Sweden

• One Flushing: U.S. Program in Queens, NY

Baja Sage

One Flushing

Marabella at ASU
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“The billion people currently over 60 in the world will double 
to over 2 billion by 2050. Most of them will live in cities.” 4

Pioneering cities around the world transforming from age 
friendly to longevity ready2

Sources: 1 Venning, M. (2024, October 29), Urban Tales for a Future in Longevity Cities; changerangers.com/aging-community-
design/2024/urban-tales-for-a-future-in-longevity-cities-3
4 McKegney, A. (2023, July 14) Newcastle hosts first global event on building cities of longevity; newcastle.gov.uk/citylife-news/newcastle-
hosts-first-global-event-building-cities-longevity

City of longevity: a new paradigm for cities in a longevity society1

• Newcastle, UK (open-source 
“test case” and toolkit)4

• Berlin, Germany
• Belfast, Northern Ireland 
• Bueno Aires, Argentina 
• Tel Aviv, Israel
• Barcelona, Spain 
• Lisbon, Portugal  
• Bergamo, Italy
• Singapore
• Zurich, Switzerland

• Copenhagen, Denmark 
• Madrid, Spain 
• Quebec City, Canada
• Oslo, Norway
• Melbourne, Australia
• Tokyo, Japan
• Boulder, Colorado
• Kansas City, Missouri 
• Atlanta, Georgia
• NYC
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• Age-inclusive, self-sustaining communities1

• Cross-sector collaboration: public health, urban planning, 
technology, and finance2

- Data-driven, open-source frameworks 

- Smart tech/mobile health services 

- Inclusive, communal activities

- Pedestrian-friendly and green spaces

- Accessible public transportation

- State-of-the-art active/wellness facilities

- Climate change adaptive

- Every citizen gets their 15 minutes

 

Sources: 1 United Nations Human Settlements Programme (2022) Un-Habitat: World Cities Report 2022 - Envisaging
the Future of Cities; unhabitat.org/sites/default/files/2022/06/wcr_2022.pdf; 
2 Ahuja R., Eyre H., Nanda U. (2024, July 9), Shaping Environments to Shape Us: The Case for Longevity Cities; Milken 
Institute;https://milkeninstitute.org/content-hub/research-and-reports/reports/shaping-environments-shape-us-case-longevity-cities

Globally, Longevity City Activity is accelerating
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LET’S TALK BRAND LOYALTY FOR THE 50+ CROWD



Brands are not 
off the hook, 
and missteps 
could have them 
missing out 

Among all 50—70-year-olds

think brands do 
“very well” at 
prioritizing and 
connecting to 
people their age

Only 
9% 

Top 5 reasons for leaving

The brand was no longer meeting their needs 

The brand didn’t align with their values 

The brand’s messaging did not connect with them 

The brand’s image of people their age was outdated or irrelevant

They felt they weren’t a priority customer 

1 in 2 
50–70-year-olds say they tend to shop with brands that 
authentically represent them

1

2

3

4

5

1 in 5 
have stopped buying a specific brand 
product or service because they did not 
represent or connect to people their age
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Yet Only 5% of Advertising 
Targets This Market

The Heavyweights of Transaction are Missing in Action!

THE BIG MISS IN MARKETING

Contribute

8.3
Trillion to U.S. GDP  

34% 
of the Population
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70% 
of U.S. Wealth 



Representation of 50+ is broken 
across media and advertising

3 in 4 say it’s important that media and entertainment 
authentically represent people their age, 
yet only 13% of all 50—70-year-olds think media does 
‘very well’ at representing people their age.

64%
of all 50–70-year-olds agree 
representations of people their age in the 
media largely reflect outdated stereotypes

62%
of all 50–70-year-olds agree that there 
is limited representation and visibility 
for people their age in the media

69%
of all 50–70-year-olds agree 
modern representations are 
limited to a few cliché categories 



Across the board, 
people over 50 agree 

there is a problem with 
how our culture sees 
people in the second 

half of their lives. 

There’s a universal belief that a new 
script needs to be written

People 50+ 
experience the 

negative impact of 
these stereotypes.

Among all 50–70-year-olds

91% 
of all people aged 
50–70 agree there are 
outdated, negative 
stereotypes about 
people in the second 
half of their lives

94% 
of all people aged 50–70 
agree we need an updated, 
modernized understanding 
of the vitality of people in 
the second half of life

83% 
say professionals and workers 

over 50 face ageism and 
discrimination in the workplace

83% 
say older individuals are 
assumed to be limited in 

their ambitions and abilities

80% 
agree people over 50 are 

given less opportunities 
than younger individuals

75% 
say people in the second half 
of their life are not as valued 

as their younger peers



RE-IMAGINEERS ARE 
Eager to connect 
with brands that 
deliver on what they 
value – innovation, 
evolution, and 
quality

Open to discovery

Keen on innovation

Prioritizing quality

81%
love to discover 
and try new 
brands products 
and services 
(vs. 74% Gen Pop)

71%
are often on the 
lookout for new 
brands, products 
and services to try 
(vs. 61% Gen Pop)

90%
value brands that are always innovating 
their products and services 
(vs. 81% Gen Pop)

94%
shop brands, 
products and services 
based on quality
(vs. 85% Gen Pop)

76%
prefer best in class 
brands, products, 
and services 
(vs. 58% Gen Pop)
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THE ROAR SECOND HALF OF LIFE LENS

GETTING
OLDER

LIVING
LONGER

RETIRE

REWIRE

AGE
APPROPRIATE

PERSON
APPROPRIATE

AGEISM

GROWTHISM

MIDLIFE
CRISIS

MIDLIFE
AWAKENING
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THERE IS PROGRESS
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TO RECAP
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• Demographic Societal change is here. 

• Understanding the New Longevity 
Consumer will be key to your success. 

• Be ready for change, new norms 
have arrived.



Re-Imagine the Second Half of Life

ROARforward.com
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