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Foreword

In 2006, just two years from now, the leading 
edge of the Baby Boomers will turn 60. The wave 
of Boomers to follow is, in reality, the first group 
of people entering, en masse, what constitutes a 
new stage of life for an entire population. Just as 
modern society invented childhood as a distinct 
life stage in the 19th century and adolescence in 
the 20th, 21st century America is in the midst of 
fashioning a third stage of life, one spanning the 
middle years into true old age. 

Aging Boomers will shape the meaning of suc-
cess in this third life stage, and it will begin with a 
question: What’s next? 

Civic Ventures hopes to persuade communities, 
organizations and individuals that part of the 

answer lies in tapping the population resource 
with the time, talent and experience to address 
pressing social problems. We believe adults in 
this burgeoning age group will be drawn to pub-
lic service – whether in the form of paid work or 
meaningful volunteer opportunities – in fields 
such as teaching, health care and social service 
along with other forms of civic action.

A first step toward attracting Boomers to public 
service roles would be for those concerned with 
issues of community involvement to overhaul the 
notion of “senior volunteerism.” Quite simply, 
this notion will hold little allure for this new 
generation of Americans approaching their 60s. 
Furthermore, a growing number of national 
survey findings tell us that they will want or need 
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to continue working, though not necessarily in 
the same jobs or with the same intensity as they 
did in midlife.

One place to start this overhaul is with 3rd Age 
life planning. Although we have an extensive 
system of support, guidance and resources in 
place to help young adults make the transition to 
college or work life, older adults involved in the 
transition to the 3rd Age are left on their own to 
navigate the passage, with the single exception of 
financial planning services. 

The Life Options Initiative is Civic Ventures’ 
attempt to address this shortfall. We have devel-
oped Life Planning for the 3rd Age with its two-part 
Design Guide and Toolkit to help professionals and Toolkit to help professionals and Toolkit
community organizations begin to build what’s 
needed for answering the insistent 3rd Age ques-
tion of “what’s next?” 

3rd Age life planning is about individual re-
newal, about discovering passion and purpose. 

The process encouraged in Life Planning for the 3rd 
Age calls for action, reflection and more action 
so that passion and purpose will find an outlet. 
While championing the development of a wide 
variety of options and resources for the 3rd Age, 
Civic Ventures will continue to emphasize ap-
proaches that channel the energies of this gen-
eration into roles that bring about social renewal 
for our communities. The health and happiness 
of individuals and society will be enhanced to the 
extent we succeed as partners in this endeavor. 

Marc Freedman
President, Civic Ventures 

San Francisco, 2004



The span of years between midlife and the onset The span of years between midlife and the onset The span of years
of true old age is now likely to be several decades in 
duration and characterized by good health, relative 
financial stability and an active lifestyle. The Life 
Options Initiative developed by Civic Ventures calls 
for the creation of new institutions and innovative 
approaches that will assist adults with the transition 
to this uncharted life stage.

The core components of a Civic Ventures Life Op-
tions Initiative include: information about and ac-
cess to life planning; exploration of ways to become 
involved in meaningful civic engagement; options 
for lifelong learning and creative employment possi-
bilities; and fostering social and community connec-
tions. In this 3rd Age context, Civic Ventures places 
special emphasis on channeling the time, talent and 
experience of older adults toward meaningful ser-
vice and work that addresses our communities’ most 
pressing social problems. The master document for 
this initiative is The Life Options Blueprint,i which suggests 

ways for professionals to build programs that guide 
adults in their effort to answer the question, “What’s 
next?” The Blueprint calls for existing community in-Blueprint calls for existing community in-Blueprint
stitutions – such as adult and community education 
centers, colleges and universities, libraries, and 
senior centers – to develop programs that will 
become an integral part of community life. 

Life Planning for the 3rd Age, which includes a Design Guide
and Toolkit, will guide development of the first Life 
Options core component – life planning.ii Because 
the concept of 3rd Age life planning is not yet well 
understood or developed in broad community set-
tings for midlife adults in transition, Civic Ventures 
commissioned Dr. Margaret Newhouse to translate 
the principles and theory of 3rd Age life planning 
into a practical guide for those embarking on Life 
Options Initiatives. The resulting Design Guide and 
Toolkit offer a conceptual framework for 3rd Age life Toolkit offer a conceptual framework for 3rd Age life Toolkit
planning and make suggestions for program struc-
ture and implementation. The Toolkit offers a cur-Toolkit offers a cur-Toolkit
riculum model, exercises and tools, key themes to 

i  Civic Ventures, 2nd Edition, forthcoming 2004.
ii Life Planning is a structured process for eliciting well-considered choices about how to spend time and energy in the next chapter of life, in this case for people looking toward or already in their “3rd Age.”

Preface
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explore, and resources that will make the process of 
creating life planning components less complicated. 

In developing Life Planning for the 3rd Age, Dr. Newhouse 
drew from her broad background, which includes 
a former role as Assistant Director of the Harvard 
Faculty of Arts & Sciences Office of Career Services. 
She currently works as an independent career and 
life coach specializing in midlife and 3rd Age tran-
sitions. She has designed a curriculum and teaches 
courses and seminars on 3rd Age life planning in 
corporate, community and academic settings. In 
2002, Dr. Newhouse founded the Boston-based 
Life Options Planning Network, a diverse group 
of professionals who collaborate to strengthen their 
focus and skills in the area of 3rd Age life planning. 
With three other members of the Life Options 
Planning Network, she recently formed The 
Adagio Group, whose purpose is to offer vision- 
and values-based 3rd Age life planning and act as a 
“catalyst for living with purpose, passion and grace 
after 50.”

Despite this extensive background, Dr. Newhouse 
would be the first to emphasize that the Design Guide
and Toolkit are a starting point and the models and Toolkit are a starting point and the models and Toolkit

tools are suggestive, not prescriptive for planners. 
There is a clear need to create or adapt life planning 
programs that consider the age, gender, socioeco-
nomic status and ethnic diversity of the local target 
audience. The structure presented in this Guide is 
intended to allow for flexibility and tailoring to 
those particular situations. 

As with any large new endeavor there is much to 
consider. Civic Ventures has taken the first step in 
offering these resources for Life Options Initiative 
developers. The lessons learned from those of you 
who put programs in place will contribute greatly to 
future editions. It’s important to be aware of chal-
lenging issues for design and implementation. If 
you take manageable steps and keep the vision in 
front of you, you are sure to be encouraged and 
invigorated by the rewards of this invaluable project 
and the energy of the people you encounter along 
the way.

Judy Goggin
Civic Ventures 
Boston, 2004

L I F E  P L A N N I N G  F O R  T H E  3 R D  A G E . 7
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This design and resource guide was created 
for professionals who are developing 3rd 
Age life planning programs and centers. 
Traditional retirement planning emphasizes 
financial readiness, but our focus will be on 
how to live and what to do to achieve fulfillment. 
Although financial considerations are included, 
the canvas used for 3rd Age life planning is 
much broader than the one used for traditional 
career development.

In this Guide we will address the practical issues 
that are a part of setting up a 3rd Age life plan-
ning program and offer annotated print and 
Internet resources for further study. The ac-
companying Toolkit presents the elements of a life 
planning program and offers exercises, program 
samples and additional resources.

Please note that this guide is not:
… an exhaustive review of the literature and oth-
er resources or even best practices. We have tried 
to choose the most valuable tools and resources, 
and we hope to receive suggestions and contribu-
tions from those who use the Guide.

… a service for the frail elderly. The program is 
designed for individuals in extended middle age 
and active elderhood. There is no reason why 
some of the elements couldn’t be adapted to a 
considerably less active or mobile population, 
but that is a different project.

… a complete program. It raises issues to be 
considered, suggests a model and structure for 
a program, and gives examples of core modules, 
but leaves choices of additional content elements 
and delivery to program planners.

HOW TO USE THE DESIGN GUIDE
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q A note on language…

Despite much effort devoted 

to the issue, so far there is no 

consensus on how to refer to 

those who are over 50, 55 or 65. 

Our Guide adopts the convenient Guide adopts the convenient Guide

labels 3rd Age and 3rd-Ager. 

These terms are widely used 

in Europe, and despite market 

research results showing that any 

age or stage term is unappealing 

to some groups, they are in some 

use in the U.S. The important 

point for life planning program 

designers is that there is a need 

to test which terms work with 

their particular audiences.

Use Life Planning for the 3rd  Age as a catalyst for your own experimen-
tation with approaches, materials and best practices as you design 
your programs. The first three sections of the Guide are an explora-
tion of the foundation of 3rd Age planning: 1) the first presents 
the rationale for life planning tailored for the 3rd Age; 2) the sec-
ond lays out the fundamental principles and core model inform-
ing the work; and 3) the third discusses issues regarding both the 
substance and design of such programs and provides a conceptual 
framework. The rest of the Guide deals with the practical consider-
ations of creating 3rd Age life planning programs: 4) the fourth 
section discusses the critical issue of developing both information 
and human resources; and 5) the fifth addresses planning con-
cerns such as creating the vision and plan, marketing, community 
partnering and program evaluation.

This is a work in progress, to be reviewed and revised as we 
gather more data “from the field.” Ultimately, some consensus 
may develop on minimal standards for life planning elements and 
programs. As you design your programs and exchange approaches, 
materials and best practices with other program designers, you will 
be an important part of this development.

Look to the Life Planning Toolkit for further details. There you will Life Planning Toolkit for further details. There you will Life Planning Toolkit
find models for program modules and sample exercises; print 
and Web resource lists for each module; and a sample of existing 
3rd Age life planning programs.
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Why Tailored Life Planning 
for the 3rd Age?

Our country’s cresting wave of Baby Boomers is nearing the age tra-
ditionally called “retirement.” This generation, known for rewriting 
the definitions of youth and midlife, is expected to rewrite the rules 
of retirement. We have an immense resource of older citizens who 
are eager to create personal meaning and social good in their bonus 
25–30 “third-age” years. But despite growing media attention and 
public awareness, there are few structures to help these citizens craft 
lives of fulfillment and social contribution. Many will seek guidance 
and support in the process of deciding how they will apply their con-
siderable talents, experience and passions to this stage of their lives. 
This is why life planning programs tailored specifically for the 3rd 
Age are invaluable.



. L I F E  P L A N N I N G  F O R  T H E  3 R D  A G E . 11

THE CASE FOR STARTING FROM PASSION & PURPOSE

The life planning program in these pages has as its focal point the 
discovery of “passion and purpose” – the “juice” that motivates 
individuals to express themselves most meaningfully and usefully. 
This approach is based on an assumption that most Americans will 
have the opportunity to use their 3rd Age to “self-actualize”– to 
ask themselves, “What do I want, and where will I be most fulfilled 
and productive?” —  and then to make it happen. This focus on 
passion and purpose invites individuals to do the hard work to 
envision, create and sustain their post-“retirement” activities.

Another assumption we make, supported by adult development 
theory, is that adults in later life are drawn to generativity, giving 
back and leaving a legacy. For this reason, our approach to 3rd 
Age life planning emphasizes choices and pathways related to the 
kinds of civic engagement and meaningful service opportunities 
championed by Civic Ventures.

TRADITIONAL APPROACHES & RESOURCES ARE INSUFFICIENT

Traditionally, 3rd Age life planning has meant financial planning 
for retirement and has been relegated to certified financial plan-
ning professionals. Despite the importance of financial planning 
for this life stage, this approach falls short because 1) traditional 
retirement is only one of several options for the 3rd Age and 
2) finances should not be the “tail that wags the dog” for 3rd-
Agers. Finances significantly affect choices, but living from pas-

“Ask for what 
you want and 
be prepared 
to get it.” 

MAYA ANGELOU
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sion and purpose is the basic necessity for ful-
fillment in the third age. Starting from dreams 
often stimulates finding creative ways to work 
within financial realities.

There is no lack of information about available 
and potential opportunities, but the professional 
resources are not useful unless they are con-
sidered in a meaningful context. “Passion and 
purpose” motivations are rarely addressed.

For some time, the self-help literature on 
crafting career and life plans has been abundant, 
and “passion and purpose” discussions often 
hold center stage. These resources, however:

• can be overwhelming to access.

• are not always comprehensive.

• will not reach a significant number 
of people, those who avoid the 
self-help route.

• may not be effective with the many people 
who need or prefer a more structured, 
assisted program or group settings.

3RD-AGERS ARE DIFFERENT

The time-tested approaches, tools and 
resources from the fields of career development 
and life coaching need to be modified to be ef-
fective with an older population. When program 
planners wear a “3rd Age” lens while designing 
programs, their efforts are more likely to result 
in a satisfied clientele.

Older adults have much in common, but life 
planning approaches and materials must also 
take into account the striking diversity within this 
group. Fifty-year-olds and octogenarians are 
generally at very different places in the lifecourse; 
socioeconomic and ethnic differences condi-
tion how people envision and act on the future; 
gender differences are significant; and there are 
obvious urban-rural and other geographic dif-
ferences. And because denial of and bias against 
aging are still widespread in our culture, appeal-
ing to this group will demand special marketing 
efforts and sensitivity to language.

We offer this Guide to fill a need for tailored life 
planning programs for 3rd-Agers who are ready 
for the next step in their lifelong journey.
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Pensions and other benefi ts enjoyed by those concluding a lengthy career with a major 

corporation can soften the transition to post-career life. As important as fi nancial security is, 

it cannot compensate for the loss of routine, a place to go, a sense of making a contribution. 

Some employers have found a way to fi ll this void, and in the process, direct the experience, tal-

ents and energy of retirees for the public good. The Prudential ROCS (Retirees Offering Community 

Service) program is a model for what can be done with this vast underutilized resource.

The organization was founded in 1996 with an advisory board made up of 20 men and women who 

had held positions with Prudential as executives, lawyers, sales representatives, sales and home offi ce 

managers and administrators. Today, it is a thriving nonprofi t that links retirees with volunteer opportuni-

ties. Although independent of Prudential, ROCS continues to receive the company’s support in the form 

of offi ce and meeting space. 

For example, ROCS-New Jersey volunteers can choose projects that can be “done-in-a-day” or make 

longer time commitments. Volunteer opportunities include tutoring and literacy programs; helping 

local food banks; reading for the visually impaired; a mentoring program; supporting the New 

Jersey Symphony and New Jersey Performing Arts Center; and other projects in cooperation 

with the National Executive Service Corps.

“All the volunteer programs make us feel good about the company while feeling 

great about ourselves,” says volunteer Joan Lowry, a 30-year Prudential vet-

eran. Programs like ROCS boost the morale of the company as a whole, 

by showing older workers that their value doesn’t end with their 

last paycheck. 

Prudential Retirees 

Offering Community Service

 Tutoring, Supporting the Arts, Fighting Hunger

© 2young2retire.com

. . .
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What Does 3rd Age Life 
Planning Look Like?
We believe there are 3rd Age principles that transcend 
individual differences and can be used as the foundation 
for life planning design and practice.
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3RD AGE PRINCIPLES FOR PROGRAM PLANNERS

1. Passion and purpose are key motivators. 
Exploring an individual’s passions, values, gifts, talents and 
sense of purpose are essential when making life decisions. These 
qualities should be the starting point in the planning process.

2. Adults encounter developmental stages that have specific tasks. 
The tasks of the 3rd Age include finding meaning, giving back, 
building a legacy, passing on practical wisdom, rediscovering 
wonder, play and breaking rules.1

3. Creating a positive post-work identity and developing realistic 
optimism are essential for a “successful” retirement and 
3rd Age.2

4. Love of learning is universal and lifelong. 
Motives for 3rd Age learning are diverse. In addition to tradi-
tional methods, sharing stories and experiences with each other 
can be an effective instructor and motivator.

5. Human beings are innately curious, growth-oriented 
and creative. 
There is evidence that certain kinds of creativity increase in 
later years.3

6. Personal growth and service to society are complementary. 
Most people in the 3rd Age find contributing to society 
integral to their personal fulfillment.

q A statewide coalition 

in Massachusetts is 

pioneering approaches 

to life planning for older 

adults. As part of this 

effort, a network of career 

counselors, coaches and 

human resources profes-

sionals formed a working 

group to develop a 3rd 

Age life planning cur-

riculum for use in local 

libraries. They started by 

reaching agreement on 

principles of 3rd Age life 

planning that transcend 

individual differences.

 1 See Erikson, Chinen, Vaillant, Hudson and McLean, Cohen.
2 Sadler (Chs. 3, 4) and many others.
3 Cohen.
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7. Different age cohorts have had different life experiences. 
We must take into account the impact of important social and 
cultural events, such as wars and depressions. These are captured 
to some extent in popular designations such as the ’60s genera-
tion, Boomers, Gen X and Gen Y.

8. People desire variety and balance in their life activities 
and roles. 
When child rearing and full-time work commitments end, adults 
will have a greater opportunity to develop multiple arenas of life 
such as part-time work, service, leisure, learning, health and fit-
ness, family, friends and community.

9. Maslow’s hierarchy of needs is relevant in this work.4

According to Maslow, basic security needs must be attended 
to before “higher-order” needs like self-actualization can be 
pursued. Some participants will need to give special attention 
early in the life planning process to fundamental issues like 
self-esteem and basic income needs.

10. Change and transitions can be a positive fact of life. 
They allow for growth through risk-taking and mindful 
reflection. They are also psychologically difficult (often 
entailing loss and uncertainty) and, thus, are often resisted.5

11. The process of transitions is fairly structured and predictable. 
When individuals understand the process and acknowledge the 
emotional aspects, change and transition are easier to deal with.6 

4 Abraham Maslow’s hierarchy of needs: physiological, safety, belonging, esteem, self-
actualization. He argues that the more basic needs must be relatively well satisfi ed before an 
individual can focus on the higher-order ones, especially self-actualization, which can be 
defi ned as reaching full use and exploitation of talents, capacities and potentialities.

5 Sadler, “risk-taking and mindful refl ection” (Ch. 2).
6 See, e.g., Bridges’ structure: Endings — Chaos/Fallow Period — Beginnings. The Hudson 

Institute (Hudson and McLean) provides a four-stage process for the Renewal Cycle: 
Phase 1 (Go for It), Phase 2 (Stuck in the Doldrums), Phase 3 (Cocooning), Phase 4 
(Getting Ready for the Next Chapter).

q Margaret Mark Strategic Insight of 

New York conducted research for 

Civic Ventures on Baby Boomers’ 

attitudes toward aging, retirement 

and service. They found that 

“retirees miss the relationships 

they had with coworkers on the 

job, as well as the feeling that 

their experience counts.” The 

fi rm also found that this cohort 

reacts positively to themes such 

as “adventure, connectedness, 

valuing experience and bridging 

the generations.”

Margaret Mark. Recasting Retirement: 
New Perspectives on Aging and Civic 
Engagement. Civic Ventures, 2001. See 
www.civicventures.org.
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Merle Smith was never one for sitting. She has been employed as a baby-sitter, 

beautician, housekeeper, cocktail waitress, operating room supply technician, 

ammunitions inspector during the Vietnam War, and engineering specialist. At the end of 

her twenty-six-year career with South Central Bell in Memphis, Merle Smith “mastered climb-

ing telephone poles and learned how to maintain telephone service like the big guys” at the age 

of 55.

In her late fi fties, Merle began to attend a Leadership for an Independent Future (LIFE) class, an 

empowerment program for older adults created by Senior Leaders, Inc. Eventually, Senior Leaders 

asked Merle to become a LIFE trainer. The Memphis-based organization sponsors a variety of programs 

designed to help people deal with the issues of aging. Their mission is to empower older adults to 

remain independent and to become leaders in the community. The program draws participants from 

diverse ethnic and socioeconomic backgrounds. Most are concerned with the challenges of aging, 

their spiritual lives, good physical and mental health, and having the love and support of family.

Merle is active in the Senior Leader Improvisation Theatre Troupe, Age Stage, and currently 

serves as Public Relations Coordinator for Senior Leaders, Inc. “Finally I have found my 

niche,” she says.

She and her husband Cleo share the responsibility of caring for his ninety-eight-

year-old mother and looking out for their adopted mentally challenged son. 

They also have thirteen grandchildren. “Later in life, I’ve learned that 

attitude governs ninety-nine percent of our lives,” she says. 

“To others, I want to say, age with attitude. Watch out 

world, here I come.”

Merle Smith

Telephone Repairman, Life Trainer, 
Theatre Improvisation 

. . .

© 2young2retire.com
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Planning for transitions and beyond makes the 
process easier and satisfies a “need for control” 
on the part of many adults.

12. People’s paths and processes are more cyclical 
and periodic than linear and constant. 
We can expect them to move in and out of a need 
for life planning, in and out of work or retire-
ment. Program planners need to think in terms 
of phases.

Concepts for  3rd-Agers to Embrace

1. It’s important to understand and acknowledge 
the stage of life you are in. 
3rd Age life planning calls for special emphasis 
on transitions, adult development principles and 
phases in the life stage, as well as the special op-
portunities and challenges of issues such as health 
and finances.

2. You will need to create and utilize networks, 
allies and other resources throughout the life 
planning process. 
As part of this process stories — other people’s and stories — other people’s and stories
your own — will help you explore options and 
inspire action.

3. Life planning is a continuous process of 
re-assessing, re-visioning, re-committing 
and acting once again. 
In other words, it is a journey, which can start 
anywhere and move in many directions. You’ll 
need tools for maintaining momentum and 
reactivating the process when necessary.

4. Action gets you beyond “navel gazing” and 
beyond the obstacles that keep you stuck in 
old patterns of behavior. 
When you act, you get useful feedback for refin-
ing other parts of the process.

A COMMON MODEL FOR LIFE PLANNING

We recommend adopting a model of the life plan-
ning process that is common in career develop-
ment literature. The life planning framework model 
shown in the following graphic adapts easily to a 
3rd Age population by broadening the focus from 
work to finding fulfillment in all areas of life. A gift 
of the 3rd Age is the freedom (for most) to develop 
multiple pursuits rather than simply moving from 
full-time work into full-time leisure.
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[  THE 3RD AGE LIFE PLANNING MODEL ] 

Self-Discovery

Visioning & Exploring 
Possibilities

Goal-Setting 
Action Plans 

Overcoming Obstacles

ACTION

NETWORKING

RESOURCES 

ALLIES/MENTORS

Challenges & Opportunit ies of the 3rd Age
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A Framework for 3rd Age Life 
Planning Programs

Our framework for creating a 3rd Age life planning 
program is based on the 3rd Age principles summarized 
in the previous chapter. The program outlined in this 
Guide offers information on content from startup tools, 
core components, special considerations and optional 
elements. The goal is to use design principles that will 
maximize flexibility in content and means of delivery as 
well as account for the diversity of individual participants.
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. I know what I want.

. I think I know what I want.

. I haven’t got a clue.

. How much time do I have to spend?

. How do I learn best?

. What topic is most important to me right now?

. What’s available?

. Where do I fi nd what I need?

. What does it cost?

FIRST STEPS

Participant Needs 

Things That Matter 

(Time, Learning Styles, Focus)

Resources 

(Materials, Programs, People)

BASIC PROGRAM STRUCTURE

Startup Tools

A brief front-end activity, or startup tool, can help people clarify 
what they want to do and help them identify where to start their 
life planning adventure. The activity may be a self-administered 
paper and pencil questionnaire, a Web interview or a one-on-one 
conversation with a “Navigator.” Although not everyone will use 
it, such a tool or process is efficient and user-friendly. The table 
below suggests the kinds of information that an initial “interview” 
might elicit.

q A simple Mapping Guide devel-

oped at Central Florida Community 

College is used to help 3rd-Agers 

assess their needs in the areas of 

health, work, learning, fi nance and 

service. This tool can be found in 

the Appendix of The 3rd Age Life 

Planning Toolkit.

q The Council for Jewish Elderly 

in Chicago has devised a simple 

assessment quiz (Mapping Your 

Future Your Way!) that people Future Your Way!) that people Future Your Way!

can take to learn more about their 

goals and to identify strategies for 

living a healthy, satisfying future. 

To request a free copy of this tool, 

contact CJE at mappingyourfuture@

cje.net.
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Four Core Components

Most people who come to a 3rd Age life planning session will not 
have a clear idea of what they want, and they would benefit from 
a facilitated or guided process of introspection, reflection and 
planning for their 3rd Age. This primary focus is outlined in the 
Four Core Components, a basic set of inquiries that participants 
can use to clarify who they are and what they want. This is a process 
that will help them imagine, explore possibilities, set goals and 
consider approaches that will spur them on to accomplish their 
goals. The Four Core Components are designed to encourage a 
learning process that will inform whatever else participants do in 
the program. They are the basis for generating the change that 
targeted 3rd Age life planning is intended to bring about. The 
program designer will determine the most effective way to present 
these components, but we strongly believe they belong in every 3rd 
Age life planning approach.

For more information on the Four Core Components see pages 4-14 in the 3rd Age 
Life Planning Toolkit.

“All my life, I 
always wanted 
to be somebody. 
Now I see that I 
should have been 
more specifi c.”

LILY TOMLIN
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CORE COMPONENTS  

Acquiring a 3rd Age Perspective

Looking Inward: Self-Discovery

Visioning & Exploring Possibilities

Making Choices, Implementing Goals

MAJOR QUESTIONS

. How can I achieve a successful 3rd Age? 

. What do aging and retirement mean to me? 

. How can I handle transitions effectively?

. Who am I now? 

. What do I want to take with me into the next 

stage of my life and what do I leave behind? 
. What are my strengths, values, passions 

and purpose? 

. What are my dreams?

. What is the right mix of such options as work, 

service, learning, family and leisure? 
. What is available in familiar and unfamiliar 

areas and places? 
. What can I create that fi ts me?

. How do I turn my dreams into goals? 

. What assets and barriers do I have? 

. How will I make the goals happen? 

. How will I get the help I need?
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SPECIAL CONSIDERATIONSPECIAL CONSIDERATION

Money & Financial Planning

Health & Wellness

Physical, Mental and Emotional

MAJOR QUESTIONSMAJOR QUESTIONS

. What fi nancial base will I need to do what I love?

. How can I creatively reduce my expenses 

and/or raise my income?
. How can I best manage what I have?
. What legal issues do I need to be aware of?

. How do I remain active and fi t as I grow older?

. How can I manage my health challenges?

. What will help me stay emotionally healthy?

Special Consideration: Finances and Health

It is obvious that life planning is conditioned 
by financial and health factors, but we take the 
position that planning needs to start with the 
individual’s “passion and purpose.” After partic-
ipants define how they want to live and what they 
want to “do” and “be” in the different arenas 
of life, financial resources and health factors to 
support those goals come into play. In reality, 

when fueled by passion and purpose, participants 
find many creative ways to achieve what they 
want, despite real or perceived limitations. 
There are many community and Web resources 
that explore financial and health matters; life 
planning programmers are encouraged to forge 
partnerships that provide the best 3rd Age focus 
for these topics.
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OPTIONAL ELEMENTSOPTIONAL ELEMENTS  

Civic Engagement

Employment

Learning

EXAMPLESEXAMPLES

. Jobs that make a difference

. Volunteering

. Civic leadership

. Social entrepreneurship

. Down-shifting

. Career change

. Business entrepreneurship

. Formal education

. New skills for work or leisure

. Enrichment

Health and financial issues are just two of the 
options 3rd-Agers will want to explore. Our 
Guide encourages development of other optional 
elements to meet the particular interests and 
needs of your participants and to give richness, 
spice and uniqueness to each program. These 

elements can build on the skills and knowledge 
gained in the basic program. Below is a sample 
of possible optional elements. Sample modules 
for the first six of the following optional ele-
ments can be found in the Life Planning Toolkit.
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OPTIONAL ELEMENTS CONTINUED  

Relationships

Leisure

Lifestyle

Identity

Life’s Meaning

Preparing for the 4th Age

EXAMPLES

. Important relationships

. Family and friends

. Grandparenting

. Caregiving

. Community life, intergenerational connections

. Travel

. Creative expression

. Recreation

. Enjoying “down time”

. Housing options

. Where to live

. Downsizing, simplifying

. Self-esteem

. Empowerment

. New roles

. Spirituality

. Purpose

. Leaving a legacy

. Loss

. Health challenges and limitations

. Leaving affairs in order

. Death and dying
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Former advertising executive Peter Greeman used to regard retirement with the dread usu-

ally reserved for a debilitating illness. He saw 20 or more years stretching ahead and wondered 

how he might fi ll them. What people in his situation need, he says, is a way to reclaim a sense of 

self and new directions for their lives.

It didn’t happen overnight, but today Peter has found new passions: serious involvement in 

a nonprofi t; an abiding interest in the arts; and ownership of a small, independent bookstore in 

his hometown.

One of the events that transformed Peter’s life was the arrival of a non-solicited letter from The Learn-

ing Tree, a nonprofi t that helps minority high school students – including some motivated drop-outs 

– to graduate and go on to teachers’ colleges, then return as teachers and mentors to public schools 

in their own communities. This program struck a chord with Peter, who became involved instantly 

and now serves as chairman of the board of directors. Says Learning Tree President Arthur Serota, 

“Peter’s involvement has made a central difference in the ability of The Learning Tree to move 

deliberately and with resolve toward leadership in a national home-growing urban teacher 

movement. It is hard to imagine having reached this point without his leadership 

and support.”

Peter’s advice to others facing similar transitions: “Recognize that your fears 

of retirement are really fears of change – which may not be bad – and 

get to them before they get to you. Giving up your career iden-

tity can be very scary. It’s a lot like giving up smoking 

– but you’ll feel so much better in 

the end.”

Peter Greeman

Advertising Executive, Nonprofit Leader, 
Bookstore Owner

. . .

© 2young2retire.com
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TIME FRAME  

Short (1/2 hr+)

Medium (2–4 hrs)

Long (4+ hrs)

SELF-DIRECTED

. Written questions for 
self-assessment

. Web-based tools

. Exercises in books or on the Web

. Computer searches in organiza-
tional databases or on the Web 
(for information and opportunities)

. Full self-directed “programs” in 
books, classes, on-line courses or 
tele-classes

. Data searches over time

EXERCISES WITH OTHERS

. Brief interaction with a counselor 
(professional or trained peer)

. Brown bag lunches on specifi c topics

. Panels

. Short workshops

. Films

. Lectures

. Group instruction

. Short-term coaching

. Extended workshops

. Classes

. “Success teams”

. “Conversation Cafés”

. Peer one-on-one help

. Long-term coaching

LIFE PLANNING PROGRAM DESIGN

Formats for  F lexibi l i ty

Life planning participants will come to you with 
different amounts of time to spend on the pro-
cess. Some will prefer to work alone, some will 
want to work with others and some will want to 

mix it up. There may be constraints because 
of limited resources, but the ideal program is 
one that delivers multiple approaches and allows 
people to “mix and match.” The table below gives 
examples of program elements according to the 
participant’s available time and preferred way 
of working.
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The Modular Structure

Self-contained program elements (modules) that can be mixed 
and matched, edited and adapted to the needs of a given situation 
or audience will provide the most flexibility. This Guide develops 
modules in three categories: the Four Core Components, Special 
Consideration and Optional Elements.

The approach is similar to a student’s experience in a college 
setting. Students decide where and when they want to study, start 
with a set of “core” subjects and later have the option of taking ad-
ditional courses of their own choosing. This is a logical sequence, 
but some will choose to bypass the startup phase and plunge into 
the core program. Others will start with a program on one of the 
optional elements that has particular interest or timeliness. In 
life planning, it doesn’t matter how the individual approaches the 
content. Program developers should offer the Core Components 
and a rich mix of Optional Elements that best suit their partici-
pants, rearranging or adapting them and creating new offerings 
as time and resources allow.

The outline below is a useful format for designers of individual 
modules. A group setting is assumed. The sample modules in the 
Life Planning Toolkit follow this format.Life Planning Toolkit follow this format.Life Planning Toolkit

“We’re all going 
to get older. It’s 
how you handle 
the changes that 
will make all 
the difference.” 

OPRAH WINFREY
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3 Outline for an Individual Module

1. Desired Outcomes
• Assumptions, concepts, understandings

2. Key Questions and Concepts
• Participant-focused questions

3. Suggested Design Features
• For workshops: exercises
• For courses: rotating experts, projects
• For large meetings: panel, speakers, films
• Self-help resources

4. Resources
• Lists of book and Web resources

3 Additional Module Considerations

• Consider the characteristics of your target audience and 
plan accordingly.

• Consider the different learning and teaching styles that 
will suit participants’ needs.

• Review adult learning principles (see “Incorporating 
Adult Learning Principles” on page 32).

q The approach used in this Guide 

assumes that most people do better 

when working with others — one-

on-one or in groups. The Guide, 

therefore, puts special emphasis on 

learning within a group structure, 

and most of the program elements 

proposed here are in a workshop or 

large-group format.

We also encourage planners 

to make print and Web resources 

available and to help participants 

use them successfully.
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Mult iple Del ivery Methods

Early in the design process, you’ll need to 
determine how to deliver your program so that 
participants can take advantage of it. This Guide
encourages using multiple methods that reflect 
your population, resources and philosophy. 
Possibilities for presenting and accessing 
information include:

3 Independent approach — Internet, software or 
CD, workbook

3 Assisted — one-on-one or small groups with Assisted — one-on-one or small groups with Assisted
peer or “professional” counselors/facilitators

3 Large groups — panels, speakers, films, courses 
and workshops

3 Virtual groups —Virtual groups —Virtual groups on-line courses or tele-classes

The methods you choose will depend on what 
will work best for your target audience. Consider 
the following:

• Appropriate formats. Financial planning, health 
and legal issues, for example, may lend 
themselves more easily to large-group 
or self-administered formats than may 
self-discovery and goal-setting issues. 

On the other hand, skilled seminar 
leaders can make even large-group 
formats feel personal and personalized.

• Different learning styles. Extraverts and 
aural and kinetic learners will generally 
prefer groups; self-disciplined introverts 
and visual learners or readers tend to 
work effectively with printed or 
electronic materials.

• Your resources. Self-administered and 
large-group formats are less costly than 
smaller group and one-on-one formats.

• Your phase of development. It is easier to 
start with a few large-group events and 
expand and develop once you have a target 
audience and can assess their needs.

• The profile of your community. Socioeconomic 
factors, cultural attitudes and the educa-
tional capabilities of your potential users 
will suggest appropriate delivery methods.
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Incorporat ing Adul t  Learning Principles

Your program should account for learning prin-
ciples, especially those adapted for adult learners. 
Try to build in a mix of presentation, exercises 
and assignments when developing a workshop. 
Use different varieties of exercise formats — in 
triads, alone or with the larger group.

According to Cusack and Thompson in their 
study of Leadership for Older Adults, adults learn 
best when:7

• information is
… personally relevant.
… useful.
… related to experience.
… connected to prior knowledge.

• interactions encourage
… respect.
… participation.
… reflection.
… different perspectives.
… shared experience and wisdom.

• formats are varied with
… mini-lectures.
… handouts.

… discussions.
… group work.

• facilitators are
… enthusiastic.
… knowledgeable.
… concise and clear.
… organized.
… respectful.

• the environment
… is physically and emotionally 
comfortable.
… has appropriate furniture, lighting, 
temperature control, and acoustics.

Marketing research on how older consumers 
process product messages applies to program 
design as well. Older consumers rely less on 
reason and more on intuition and emotion to 
determine interest, but once interested they want 
more information. They are more resistant to 
absolute propositions, more sensitive to meta-
phorical meanings, nuances and subtleties, and 
more receptive to a holistic view and to stories 
than to data.8

 7 Adapted from Cusack and Thompson, pp. 181, 183. 
 8 From Developmental Relationship Marketing “New Paradigm” at www.idrm.com. Another excellent resource is Lois Lamdin, Elder Learning: New Frontier in an Aging 

Society. American Council on Education. Oryx Press, 1997.
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Accounting for  Diversi ty

Planners need to consider differences in socio-
economic status, age cohorts, ethnicity, gender, 
degree of empowerment and location (urban/
rural) in their program design.

• Evaluate the level of basic skills and attitudes 
of your participants at the outset. For ex-
ample, low-income participants or those 
with lower levels of educational attainment 
may need initial approaches that focus on 
empowerment, building networking skills 
or dealing with financial concerns. Creative 
approaches will help them both dream and 
realize those dreams.

• Make sure that exercises, stories and exam-
ples fit the audience. Be especially sensitive 
to language.

• Adapt the teaching methods to participants’ 
reading or language proficiency.

• For workshops, assess participants’ comfort 
with group process and self-disclosure.

• Consider methods that work best with a 
dispersed population such as rural or home-
bound individuals. Some successful models 
include on-line courses, tele-classes and 
phone support groups.

• Develop accessible information tools 
and resources. If you plan to rely on Web 
resources, be sure your participants have 
access to computers, Internet access and 
the necessary skills to take advantage of 
the technology.

• For some populations it may be more 
effective to train representatives from 
the local community to deliver the life plan-
ning program. Community representatives 
should be consulted about adapting the 
design and approach so that it is appropriate 
for the target audience.
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Developing Resources to Support 
3rd Age Life Planning

Creating a life planning program without 
resources would be like leading a horse you 
have inspired to drink to an empty trough. 
Resources provide information, inspiration, 
models and opportunities for action and they 
are essential to the mission of life planning 
and Life Options centers.
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INFORMATION RESOURCES

Steps in the Resource Development Process

1. Program resources should be developed in 
tandem with the program elements. 
Knowing what is available to participants 
will help you shape your program. Collect 
the most appropriate resources and include 
them in each of the components or modules. 
Make decisions about instruction methods 
based on the types of resources available. It 
helps to develop scenarios for prospective 
participants and to keep in mind the broader 
program goals.

2. Develop answers to key questions about your 
target audience.

• Who are your potential participants?

• What are they likely to be looking for?

• What is their degree of sophistication with 
both content and technology?

• Are they likely to be browsers (with vague 
or general goals) or searchers (looking for 
specific resources/information)?

• If they are searchers, what general catego-
ries and specific types of information will 
they be interested in?

3. Decide how participants will access 
the information. 
At the very least, programs should produce 
printed lists of resources that participants can 
pursue on their own. A searchable central-
ized database is ideal, and Internet access to it 
through a Website is even better. Your orga-
nization’s financial and technical resources 
will play a big role in what you can offer, 
but there are creative ways to make resources 
stretch. Be sure to consider ways to partner or 
use volunteers to build resource information.

4. Choose appropriate categories. 
Categories should be driven by participant 
characteristics and the structure of your 
program. Make the system “user-friendly” 
by testing it with your advisory group or 
potential participants.

5. Build a budget for resource development. 
Include costs to collect, generate and main-
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tain the system. Depending on your partners, 
volunteers and the scope of your program, 
this can be done on a financial shoestring 
or can cost tens of thousands of dollars. The 
project will likely require someone to coor-
dinate and supervise the initial creation and 
another to maintain the system.

6. Decide which resources can be imported 
wholesale or adapted. 
If you choose the less costly route of using 
pre-existing resources, you will need 
to evaluate whether they are appropriate to 
your audience, appealing and user-friendly. 
Keep in mind copyright permissions and the 
rules of source attribution. You may decide 
that it is better to adapt existing resources 
to ensure they are comprehensive or provide 
local information.

7. Identify new resources that need to 
be developed. 
What will you do if the desired resources don’t 
exist, at least in a form that older adults will 
want? For example, some organizations may 
not be prepared to engage older volunteers in 
satisfying ways, or some companies may not 

offer opportunities for old workers to phase 
out of full-time work through part-time jobs 
or job-sharing. You can’t do it alone, but you 
can help raise awareness with local organiza-
tions and encourage them to develop more 
meaningful work and service opportunities.

8. Develop allies in support of your efforts. 
Some promising allies for resource devel-
opment include libraries, one-stop career 
centers, the local workforce board, United 
Way, the Retired Senior Volunteer Program 
(RSVP), senior centers and local colleges.

9. Content supervisors and technical special-
ists will need to collaborate effectively. 
Ideally, the lead person responsible for the 
creation of the database or Website will have 
background in both content supervision and 
technical work. Failing that, the ideal is to 
take the time to share basic information and 
communicate clearly and often.
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Resource Examples

• Print: Books, articles, magazines, journals on aging, 
transitions, and the 3rd Age; relevant fiction.

• Films, videos, audiocassettes: Documentaries and inspiring 
stories, feature films.

• Lists, directories, databases: Jobs or internships, service op-
portunities, educational travel and volunteer vacations, formal 
educational programs.

• Referral to specialized organizations such as:

Employment
Operation ABLE (Ability Based on Long Experience) 

Civic Engagement

RSVP (Retired Senior Volunteer Program)

Health & Fitness
Silver Sneakers

Lifelong Learning
Elderhostel

• Professionals: Coaches, counselors, financial planners, 
peer mentors.

• On-line resources: The Vital Aging Network; Senior Net.

q The Vital Aging Network Website 

was developed as a resource with 

support from the University of Min-

nesota Career and Life Planning 

offi ce. Staff and Network members 

worked with Web developers to 

create a design that refl ects the 

broad concepts and curriculum of 

the Vital Aging Network. The site 

also offers supporting resources. 

See www.van.umn.edu.
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S E V E N  T I P S  FO R  
W E B S I T E  D E V E L O P M E N T

Hosting a Website is a great opportunity to 
broaden your outreach capacity and engage par-
ticipants in ongoing interactive communication. 

There are many questions to consider when 
designing your site, and clear planning at the 
beginning stages will ensure a more useful and 
attractive end result. 

For instance, if you want to produce a simple 
Web project with staged improvements, you’ll 
make upgrades easier if you have the full version 
in mind at the beginning. If you take the time to 
gather sufficient resources up front and opt for a 
more sophisticated system from the outset, here 
are some features you may want to consider:

1. For your home page, create pathways  – 
categories and subcategories to reflect 
your concepts and content — in a user-
friendly way.
Make sure the Website shows the path used to 
get to any one spot, so that the participant can 
navigate easily (known as “breadcrumbing” in 
the jargon).

2. Distinguish between linking internally 
(within your Website) and externally. 
It is desirable to keep the external links to 
a manageable number of high-quality links; 
annotations, with periodic review, help 
keep up quality.

3. Make your site user-friendly. 
For the visually impaired, consider color con-
trast, large fonts and buttons, and uncluttered 
formats; for the “technologically challenged,” 
make it easy to navigate.

3
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4. Are you going to allow for participant 
input? 
Central Florida Community College (CFCC) 
plans a Web feature that allows participants to 
enter their skills and interests so that agencies 
can recruit them. How about setting up chat 
rooms or other interest groups? Or a par-
ticipant resource database containing services 
participants offer – for pay, barter or free?

5. How easy will it be to change content?
With a Content Management System (CMS), 
anyone with access to the site can change 
content from a word processing program or a 
database. Otherwise, the Web developers must 
do it, which costs something in flexibility and 
dynamism. Of course the CMS systems can be 
costly, ranging from a few hundred to thou-
sands of dollars.

6. Will it have a Search feature? 
This would allow someone to search the da-
tabases for references and potential paid or 
volunteer jobs, courses and other services. 
The proposed CFCC Website has a Search 
feature, for instance, enabling participants to 
identify volunteer opportunities by interest 
area, availability, age and other indicators.

7. How will you market your site? 
Evaluate who is visiting the site and whether 
or not it is meeting their needs (both in-
tended and actual participants). After a year, 
the Vital Aging Network believes that most of 
the visitors to their site are providers rather 
than end-users. The most used part of their 
Website by far is the chat room feature.
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PEOPLE RESOURCES

It’s difficult to imagine a situation that won’t need staff to provide 
the life planning programming. Staff will be needed if only to 
conduct assessments and to provide information or help navigate 
resources; these are functions that can be offered by trained vol-
unteers. Several projects that are under way plan to use volunteer 
“Navigators,” “Ambassadors” and “Co-Pilots” who are age-peers 
of program participants. Small-group workshops will require 
trained facilitators and presenters. Coaching options may include 
professional or trained volunteer peer coaches.

The bottom-line message for planning people resources: Uphold standards for profes-
sionalism in screening, training, supervision and evaluation regardless of paid or 
unpaid status.

Recrui tment

1. Consider using both volunteer and paid staff. 
In addition to hiring paid staff or contracting with individuals, 
be creative about how you will compensate your life planning 
staff. Perhaps you can persuade professionals to provide pro 
bono service or reduced rates. Retired professionals may be a 
source of qualified volunteers. Stipends can help volunteers 
cover their out-of-pocket expenses such as transportation 
and supplies.

q  The Fairhill Center in Cleveland, Fairhill Center in Cleveland, Fairhill Center

Ohio, is pioneering a unifi ed Hu-

man Resources approach that will 

combine paid staff and volunteers 

into a single system. The Cen-

ter will use the same process to 

streamline recruiting, interview-

ing, hiring, orienting, training 

and performance evaluation of 

all staff — paid and volunteer.
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If there’s no such thing as a quick errand into town for Ian Durand or his wife April Cor-

maci, they have only themselves to blame. As founders of The Center for Community Renewal 

in Edison, New Jersey, they have become two of its better-known citizens.

After traditional retirement from AT&T Bell Laboratories, Ian and April set up a management con-

sulting business. “We had a great time and learned a great deal,” working with companies here and 

around the world. While they enjoyed their new work, “there was a major piece of our lives that was 

missing,” says Ian. Although each had long-time associations with their hometown of Edison, they felt 

disconnected from the community. They decided to do something about that and in 1997, after six 

months of brainstorming with family and friends, they launched The Center for Community Renewal. 

Its goals include providing fi nancial, consulting and educational support to community activists, both 

individuals and local grassroots groups.

The Center offers Mini-Grants of up to $500 for projects such as a Hunger Banquet sponsored by 

a local high school, a Celebration of Community to honor community activists, an environmen-

tal education grant for a teacher from the Peruvian Amazon rain forest, and support for an 

inner-city group which pursues entrepreneurial opportunities for youthful offenders. Ian 

and April also serve as President or on the Boards of a number of local associa-

tions. They are more involved in the community of Edison than they might 

have anticipated.

They wouldn’t have it any other way.

Ian Durand & April Cormaci

Engineer/Manager, International Consultants, Community Builders

. . .

© 2young2retire.com
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2. Decide whether you want staff to mirror 
the age, gender, ethnic/racial and socioeco-
nomic diversity of the community or 
the program participants. 
You can’t discriminate, but you can make ex-
tra efforts to recruit qualified applicants from 
your target audience or community.

3. Determine and insist on the basic level of 
skills required. 

Useful skills for life planning facilitators 
include the ability to:

… listen well, with empathy.
… be flexible, tactful and open-minded.
… keep information confidential.
… learn new skills.

Training9

Beware of the temptation to scrimp on training 
because all the other parts of the program are 
clamoring for attention and funds. Training as-
sures a minimum standard of quality and consis-
tency of service, and if it is an ongoing process it 
provides invaluable opportunities for feedback, 
program improvement and group cohesion. 

These are some staff training basics.

• Develop clear outcomes that you want the 
training to achieve. 
Know how you will measure and evaluate 
acceptable competence.

• Design the content and duration of 
the training. 
Content and duration depend on the 
desired outcomes for each function, what 
skills trainees bring, available resources 
and performance standards. Some kind of 
ongoing supervision, whether by trainers or 
other professionals, is desirable.

• Plan for different needs of trainees.
This requires an early and ongoing assess-
ment of needs. For example, some “Peer 
Navigators” may have relevant professional 
experience and need no more than an ori-
entation to content, while others may need 
extensive training for process skills as well.

• Be creative about funds for training. 
Can you get volunteers? Pro bono assistance 
from existing agencies or organizations? 
Reduced (nonprofit) rates from profes-
sional trainers?

 9 Special thanks to Margaret Spontak for sharing her insights and experience.
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• Identify trainers. 
You’ll find them in community organiza-
tions, local businesses and professional 
training organizations.

PROCESS  

Basic Skills
. Listening
. Questioning
. Goal-setting techniques
. Tact, fl exibility, empowerment, empathy
. Inclusiveness

Coaching Skills
. Powerful questions eliciting deep insights
. Curiosity, intuition
. Forging an alliance with participant; following 

participant’s agenda

Workshop Skills
. Teaching techniques — experiential, didactic, 

small-large-group interaction, role plays, co-leading
. Structure, fl ow and timing
. Facilitation skills
. Sensitivity to group energy and dynamics

CONTENT

. Transitions

. Life stages

. The 3rd Age

. Emotional factors

. Available resources

. Coaching philosophy

. Specifi c tools and techniques

. Workshop design and content

COMMON TRAINING ELEMENTS FOR A LIFE PLANNING STAFF
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L I F E  C O AC H I N G  
FO R  T H E  3 R D  A G E

Life coaching can be an especially rich and re-
warding process for people transitioning into or 
navigating the 3rd Age, when desires for creating a 
meaningful life tend to peak. It would be an excel-
lent resource for a life planning program to offer, 
especially as follow-up to workshops or other 
group programs. 

Life coaching is an ongoing partnership in which 
coach and client work together to envision and 
achieve a fulfilling life in all its dimensions for the 
client. A coach brings to the partnership structure 
and tools to help clients identify and clarify what 
they truly want to experience in their lives. A coach 
will help clients to prioritize, organize and then 
achieve their goals, creating lives that reflect their 
unique passions, values and gifts. An effective coach 
champions and supports his/her clients, while at 
the same time calling them forth to bigger visions, 
holding them accountable for their commitments 
and keeping them motivated and learning.

• STYLES. Coaching styles and formats differ 
and can include in-person, telephone coaching, 
individual and group coaching, and sessions vary-
ing in length and content. There is often a mini-
mum commitment – three months, for example. 
Many coaches will offer free sample sessions. Peer 
coaching can also be very effective, but training is 
a big issue. Coaching training is a long and sub-
stantive process. An alternative to having to train 
peer coaches is to recruit older coaches in the 
community to volunteer their time. 

• RAPPORT. To work openly and effectively with 
a life coach, “chemistry” – an alignment of values 
and personal communication style – is an im-
portant ingredient. Ask for sample sessions, and 
make sure that coaches meet certain standards of 
quality and experience. 

• QUALITY. If you offer a list of coaches, ensure 
quality by requiring that each coach supply infor-
mation about training, certification, niches and 
experience, along with a disclaimer of responsi-
bility. Consider any issues of liability.

3
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• EXPERIENCE. How much experience does the 
coach have, and in what areas? Do these areas 
match participants’ interests? There are several 
training programs, including Coaches Train-
ing Institute (CTI), Coach U, and The Hudson 
Institute—check their Websites for training guide-
lines. The International Coaches Federation, the 
professional association for coaches, has a stan-
dardized and rigorous certification process, as 
do some training organizations (e.g., CTI). 

• EXPERTISE. Does the coach have a special area 
of expertise—e.g., transitions? the 3rd Age? en-
trepreneurship? unlocking creativity?

• ALLIANCE. Does the coach see the relationship 
as a partnership or alliance, with the participant 
as the best source of wisdom, rather than seeing 
him or herself as the expert on the client’s life? 

• VISION. Will the coach both support and stretch 
the client’s horizons?

• LOGISTICS. What are the coaching fees, struc-
tures and requirements (including termination 
procedures)? 

Web Resources and Organizat ions

www.coachfederation.org The International 
Coaches Federation, the professional organization 
for coaches; includes a directory for finding coaches 
in your area.

www.coachu.com Coach U is the largest coaching www.coachu.com Coach U is the largest coaching www.coachu.com
training organization. The founder of Coach U, 
Thomas Leonard, is also the author of The Portable 
Coach: 28 Surefire Strategies for Business and Personal Success
(Scribner, 1998). 

www.hudsoninstitute.com Among other activities, www.hudsoninstitute.com Among other activities, www.hudsoninstitute.com
the Hudson Institute trains coaches and has pro-
duced some excellent written materials.

www.thecoaches.com The Coaches Training www.thecoaches.com The Coaches Training www.thecoaches.com
Institute, generally considered the premier 
coaching training organization, certifies coaches 
who have gone through their training program 
and then passed the exam. Their Website includes 
a coach directory.
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Planning Your Program
Create a vision from which priorities and first action 
steps will emerge. Take steps to identify the following 
needs and assets; find ways to maximize resources, 
especially through partnering; develop effective market-
ing and outreach strategies; and ensure quality control 
through ongoing evaluation. The entire plan is sup-
ported by a commitment to involve older adults from 
the start and to tailor the program to the community’s 
needs and desires.
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START WITH A ROADMAP: CREATING A VISION AND INITIAL PLAN

A community-inspired vision will provide the motivating energy 
for the long haul and help you determine your priorities and plan 
of action.

• Establish an advisory committee that reflects the diversity 
of the people you hope to serve. 
This approach will ensure that you design with — not 
for — your participants.

• Build a network of stakeholders. 
Engage community members with an interest in life plan-
ning for the 3rd Age to help shape your vision. These could 
include community leaders, educators, employers, career 
counseling professionals and business and service providers 
for the older audience.

• Working with your stakeholders and advisors, create a 
broad vision of what you and the community want and 
need for life planning. 
Use your vision as a constant touchstone as you make each 
decision about priorities. It is helpful to periodically reeval-
uate the mission itself.

“There are no 
secrets to success. 
It is the result 
of preparation, 
hard work, and 
learning from 
failure.” 

GENERAL COLIN POWELL
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• Set some priorities and create a set of action steps 
for getting started. 
Analyze your situation: 1) Where is the most energy for 
the vision? 2) What program offerings would establish 
momentum quickly? 3) What will give you high visibility 
in the community? 4) What would most effectively attract 
resources (human and financial)? 5) What approaches are 
cost-effective? Make an action plan with desired outcomes 
and timelines.

KNOW YOUR AUDIENCE: TAILORING THE PROGRAM TO PARTICIPANTS

You’ve already involved community stakeholders in your vision 
and priority setting, but you may well need to conduct some 
market research in order to ensure that people will come to 
the program you create.

Consider an external assessment. Whom are you hoping to attract? 
What are their interests and needs? Involve community groups 
and residents in focus groups, key informant interviews and 
surveys. Consult your advisory and planning groups. Let them 
help you decide on delivery methods and the best modules for 
your audience. Be aware that life planning may be a new concept 
to people in your community, so enlist them around your vision 
by giving them a few examples of what you have in mind. There 
is an interplay in program development between the innovative 

q  Central Florida Community 

College (CFCC) in Ocala, Florida, 

and the Council for Jewish 

Elderly (CJE) in Chicago paid 

attention to market research in 

designing their very different pro-

grams. CFCC involved all the ma-

jor stakeholders in an advisory 

group. CJE included a marketer 

on the design team for their 

assessment tool and conducted 

25 interviews with consumers 

and professionals to ensure a 

“customer-friendly” product.
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vision of the organizers and the desires and 
imagination of the community.

TAKE STOCK: IDENTIFYING NEEDS AND ASSETS

You will be taking stock of your resources, as-
sets and needs throughout the planning process, 
considering trade-offs and making choices.  Try 
not to let limited resources constrain your pro-
gram goals too much. Be creative.

• Analyze available resources. 
Include all forms of resources: financial, 
in-kind, corporate sponsorships, 
time and energy of planners, current 
staff, volunteers.

• Identify potential program partners. 
You can stretch resources by finding good 
partners with services and programs that 
already exist. Consider partnering with 
career centers for job-related skills, adult 
education centers for courses on financial 
planning, and hospital wellness programs 
for health and fitness classes. Colleges and 
universities have readymade partners in 

career or human resources offices as well 
as computer instruction programs.

• Be prepared for tensions and trade-offs.
Consider the trade-offs between 
“high-tech” and “high-touch” approaches 
to life planning. Determine the balance 
you want. Expect tensions between social 
good and individual passions, between 
satisfying the existing needs for community 
volunteers and enabling individuals to craft 
meaningful work.

EXPAND YOUR RESOURCES: 

PARTNERING FOR MORE OPTIONS

No one is likely to have all the resources needed 
to offer a comprehensive program for life plan-
ning. Effective partnering will ensure that your 
vision isn’t limited by your current resources. 
Broadening your base of support will shorten 
startup time and expand what you can offer. 

Collaborative partnerships can produce 
imaginative new ideas and solutions. In some 
communities, college or university career services 
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departments already offer a type of life plan-
ning that can be adapted to a 3rd Age clientele. 
Many workshops and courses offered through 
adult and community education centers can be 
adapted to fit a life planning model. Low-cost or 
public career offices such as “One Stop Career 
Centers” can be enlisted as partners, particularly 
those designed for older adult employment. Last 
but not least, public libraries can often serve as a 
rich community resource, especially for supply-
ing information and as a venue for Life Options 
programs. Organizations in Maricopa County, 
Arizona and the Massachusetts Coming of Age 
Coalition are both creating promising partner-
ships with local public libraries.

Collaboration can extend to provide leader-
ship and community service opportunities. The 
participants in some community leadership 
programs can connect with community agencies, 
nonprofits and schools to learn about commu-
nity issues and to design solutions.

REACH YOUR TARGET GROUP:

EFFECTIVE MARKETING AND OUTREACH

Marketing is a crucial aspect of the life plan-
ning program. If you plan with your audience, 
not for them, you’ll be clearer about whom you 
are trying to reach and you’ll understand where 
and how to reach them. Experiment continu-
ously and measure how you’re doing. Review and 
refine your approach.

Language

We know from numerous studies about older 
adults that language is important and that certain 
terms are unappealing. We know in general to 
avoid words that have to do with stages and ages, 
such as “seniors” and “elders,” although some 
cultural groups (e.g., East Asian, Native Ameri-
can) who have a tradition of revering elders are 
more comfortable with age-related language. 
From the work of Margaret Mark summarized 
in Recasting Retirement10 we know that older adults 
respond positively to the following messages:

10 Margaret Mark, Recasting Retirement: New Perspectives on Aging and Civic Engagement (Civic Ventures, 2001). See www.civicventures.org.
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• Life is a continuing journey with 
never-ending opportunities to learn, 
give and grow.

• New bridges are being built…from gen-
eration to generation, from skill to need, 
from interest to opportunity.

• Your experience, wisdom and talent are 
needed and will be valued.

• Your freedom and autonomy will 
not be compromised.

• You have many chances to experience the 
unique satisfaction of “relationships with 
a purpose.”

The implication here is to focus on generic terms 
like journeys, transitions, giving, learning and 
planning. Test your ideas about language with 
your potential audience. Ask them to review your 
marketing materials to be sure they avoid jargon 
and communicate a simple, clear message.

Stage in Li fe and Target  Audience Labels

The New York Times recently reported on a study The New York Times recently reported on a study The New York Times
that showed age as the most prevalent form of 
bias; negative attitudes about aging were shared 
by young and old alike. Civic Ventures–spon-
sored research, reported in Recasting Retirement, 
found that while older adults hold very positive 
views about the newfound freedom that retire-
ment brings, they remain largely in denial 
about the downside of aging and don’t like 
to be reminded of it. 

Unfortunately, we know a lot more about what 
people don’t want to be called. The safest ap-
proach is to test language with an advisory group 
made up of adults you hope to serve. Enlist them 
to help you create a solution that works for your 
local program.
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Shirley Juarez serves with Experience Corps® in her hometown of Port Arthur, 

Texas. “I was born here in Port Arthur,” she says, “but my parents came from Mexico. 

My father had to learn English because he started working at the refi nery, but Mom never 

did.” When she saw an ad for Experience Corps® , she knew, “That’s what I want, to work with 

the children in the school, especially the bilingual students.” Now Shirley volunteers in a kinder-

garten class helping bilingual students navigate their fi rst year in an American school system. “I’m 

enjoying my retirement, because I’m able to help these kids.”

Experience Corps®  is the groundbreaking program that engages Americans 55-plus in vital public and 

community service. Today more than 1,000 Experience Corps®  members serve as tutors and mentors to 

children in urban public schools in a dozen cities across the country. Experience Corps®  members help 

teach children to read and develop the confi dence and skills to succeed in school and in life.

“I enjoy being with the children. Today, the children need discipline – they have none whatsoever. 

But you can see the children help each other. Some of them can’t speak English too well or don’t 

understand too well and they’ll translate and help one another, you know. The special thing that 

I bring is patience. At this age, you take more time. You don’t expect the kids to do every-

thing right the fi rst time. I’m not in such a hurry anymore. Maybe I’m seeing myself in 

some of these kids. Maybe that’s why I have patience with them, because I remem-

ber the things I used to do. I really do understand more about the schools now 

that I see them. They need all the help they can get because it all boils 

down to kids. It makes you feel so good when you’ve had even a 

small part in helping to do this.”

Shirley Juarez

Payroll supervisor, Retiree, Literacy tutor 

. . .

© Experience Corps®
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Tailored Messages

Marketing efforts — both language and content — will need to 
address different segments of the over-50 population. There 
is still much to learn about how the segments differ, but the 
following are some factors to consider.

• Cohort differences. 
Baby Boomers, for example, have different values and 
life experiences than do members of the pre-Baby 
Boomer generation.

• Health status. 
Life Options planning efforts are not currently directed 
toward the frail elderly, but health status varies widely even 
among younger cohorts.

• Employment status. 
Successful messages about life planning in the 3rd Age will 
need to be different for workers and retirees because they 
have different time constraints and priorities.

• Gender differences. 
Although “purposeful relationships” seem to be important 
for both men and women in later years, evidence points out 
that relationships tend to be a stronger motivational factor 

q  Life Options and life planning 

programmers are testing names: 

Pathways (Central Florida Community Pathways (Central Florida Community Pathways

College); The Chicago Life Options 

Initiative (Council for Jewish Elderly, Initiative (Council for Jewish Elderly, Initiative

Chicago); Discovering What’s Next: 

ReVitalizing Retirement (Newton, ReVitalizing Retirement (Newton, ReVitalizing Retirement

Massachusetts); and LifeSpan Initia-

tives (Cambridge Center for Adult 

Education, Massachusetts).
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for women, while men tend to be 
more responsive to the notion of 
“purposeful activity.”

• Cultural differences. 
Consider educational, social, ethnic and 
regional differences. For example, ads that 
highlight careers or service opportunities 
may need to be adapted for professionals, 
skilled workers or those who are not 
currently in the workforce.

• Topic and theme. 
Audiences will vary by life planning mod-
ules. For example, large-group sessions on 
“Can I Afford to Retire?” or “Working in 
Retirement” are likely to attract a younger 
audience than an offering on “Housing 
Options” or “Death & Loss.”

Communicat ion Vehicles

• Use community papers, organizational news-
letters, public and cable television, and radio 
stations. Get to know the relevant journalists. 
Ghost-write stories for publicity.

• Engage community partners as conduits 
for publicity.

• Message repetition from many sources works 
best, especially for the very busy.

• Word-of-mouth and e-mail networks are 
very effective.

• Enlist a community “Connector”11 in your 
cause – someone who is connected widely in 
the community and will spearhead the out-
reach and word-of-mouth campaigns.

• Prepare clear, simple answers to the “Who, 
What, Where, Why, and How” questions to 
focus your media relations campaign.

 11 William Gladwell coined this term in The Tipping Point (Back Bay Books, 2002).
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ASSURE QUALITY: EVALUATING THE RESULTS

Evaluation is essential if you’re going to continually improve your 
program in ways that participants need and expect. Ideally, each 
program or interaction would have an evaluation component — 
from training programs to the startup process, workshops, large-
group events and one-on-one sessions. Quick paper-and-pencil 
formats work well in these settings. In addition, on-site or on-line 
“suggestion boxes” can be used to collect comments and sugges-
tions about resources. It is important and cost-effective to record 
the number of participants over time — including Website visi-
tors. If resources permit, follow-up written, phone or electronic 
surveys at 6–12 months can determine any lasting, concrete effects 
from program participation such as jobs, volunteer work, other 
civic engagement or other significant life change. The follow-up 
survey can also serve to find and recruit future volunteers 
and mentors.

There should be ongoing supervision of staff and volunteer 
“Navigators,” coaches, mentors and workshop facilitators. The 
entire recruitment and training process should receive ongoing 
assessment in order to improve processes and quality.

q  Evaluation Tips

• There is often a trade-off 

between having a sophisticated 

evaluation process and its cost 

in dollars and time.

• Find community members 

or partner organizations with 

expertise to help with the 

evaluation task.

• Use structured questions so 

you will get feedback on things 

that interest you; this also 

makes it easier for people to re-

spond. Make sure you include 

an “other” category for each 

structured question. Include at 

least one open-ended question 

for unpredictable responses.



56 . L I F E  P L A N N I N G  F O R  T H E  3 R D  A G E .

3 R D  A G E  L I F E  
P L A N N I N G  P R O G R A M S

PIONEERING 3RD AGE INITIATIVES

Elderhostel has led the way since 1975 in lifelong Elderhostel has led the way since 1975 in lifelong Elderhostel
learning for older adults. The well-known travel 
study programs throughout the world also include 
service learning, intergenerational and outdoor 
adventure programs. 
www.elderhostel.org

The Elderhostel Institute Network supports college-spon-The Elderhostel Institute Network supports college-spon-The Elderhostel Institute Network
sored Lifelong Learning Institutes in over 300 
communities in the U.S. through a Website of 
rich resources for member-led, community-based 
learning models. 
www.elderhostel.org/ein/intro.asp

Leadership Greater Hartford’s Third Age Initiative is a Leadership Greater Hartford’s Third Age Initiative is a Leadership Greater Hartford’s
leadership training program that taps the experi-
ence, talents and skills of Hartford 3rd-Agers to 
address vital community projects and issues.
www.leadershipgh.org

North Carolina Center for Creative Retirement, UNC Ashe-
ville. A pioneer in the field of university-based 
3rd Age education and service programs, NCCCR 
has a statewide focus with some national outreach 
projects. Note especially their volunteer programs, 
diverse “Creative Retirement Seminars” and the 
“Un-Retirement Option” program.  
www.unca.edu/ncccr

University of Minnesota’s Vital Aging Network (VAN) University of Minnesota’s Vital Aging Network (VAN) University of Minnesota’s
is a state-wide collaboration supported by the 
College of Continuing Education’s Career and 
Lifework Center. The VAN promotes self-suf-
ficiency, community participation and quality of 
life for older adults through courses, advocacy and 
resource networks, and a model Website.
www.van.umn.edu

PILOT LIFE OPTIONS INITIATIVES

Cambridge Center for Adult Education hosts LifeSpan Ini-
tiatives, comprised of a wide range of courses and 
life planning workshops, lectures, films, regular 
brown-bag lunches on compelling topics and an 
annual one-day conference.

3
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Central Florida Community College has a Life Options 
Center and a Pathways Program offering a gath-
ering place, courses, information and other 
resources, including a personal assessment tool. 
Community partners work together centered 
around five focus areas: Choice Careers, Sig-
nificant Service, Wellness (Body, Mind, Spirit), 
Lifelong Learning and Friends & Fun.

Chicago’s Council for Jewish Elderly (CJE) has conceived 
a “Life Options Center Without Walls” that will 
engage close to 30 organizations to provide pro-
grams and services throughout greater Chicago. 
The pilot project is funded by the Chicago Com-
munity Trust. Also available from the organiza-
tion is an individualized assessment tool, “Map-
ping Your Future Your Way!”

Cleveland, OH. Five local nonprofit organiza-
tions have received funding from The Cleveland 
Foundation to develop Lifelong Learning and 
Development Centers. The grants are part of 
the community-wide Successful Aging Initiative.  
www.successfulaging.org 

Maricopa County, AZ. With funding from the Vir-
ginia G. Piper Charitable Trust, Civic Ventures 
and Libraries for the Future are leading an effort 
to establish Life Options Initiatives in libraries 
and other community centers. As part of 
the project, the two organizations published 
the Life Options Blueprint, which is designed to help 
organizations and planners create effective Life 
Options programs. The Blueprint is available Blueprint is available Blueprint
online at www.civicventures.org and www.civicventures.org and www.civicventures.org www.lff.org.

Newton, MA. A volunteer-led community partner-
ship has created a series of library-based forums 
called “Discovering What’s Next: ReVitalizing 
Retirement.” Standing-room-only crowds have 
heard experts and community members share 
their expertise on a range of 3rd Age topics.  
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PUTTING IT ALL TOGETHER

This graphic representation of the life planning 
program design shows how the various elements 
of the program fit together. Whether you are 
designing for a Life Options Initiative or other 
venue, we suggest that this framework will give 
participants a strong base from which to explore 
the opportunities and challenges of the 3rd Age. 

It is meant to convey flexibility in how partici-
pants come into the process – through publicity, 
a preliminary orientation, a community partner 
recommendation, or other avenue – and how 
they will navigate through the program, choosing 
the options that best suit their needs. Partici-
pants are encouraged to start with the Four Core 
Components of the Basic Program and branch 
out into the Optional Elements. The model also 
indicates possible pathways for continuing en-
gagement after the basic and optional programs 
have been explored. We suggest using multiple 
resources throughout the program – people 
(professionals, community partners, mentors, 
etc.); information (print, Web, video); and op-
portunities (for work, for service, for learning, 

for partnering). The continuing pathways will be 
unique for each participant, and will depend in 
large part on the information that has been made 
available for them to explore.

The model is multifaceted, flowing, and flexible. 
It provides for many entry points and multiple 
delivery methods (both independent and as-
sisted), and it allows for participants to develop 
their own direction once the core program has 
been explored. There is dynamic interaction at 
all stages of the journey, and we encourage you to 
be creative in composing your own 3rd Age life 
planning programs.



. .

C o n c l u s i o n

As a reader of  th is  Guide,  no doubt you’re a l ready enl is ted in i ts  goal  to help 

3rd-Agers plan how they want to spend their  t ime, energy and ta lents in 

personal ly  fu l f i l l ing and socia l ly  product ive ways.  A l i fe  p lanning program, 

wherever i t  res ides – in a L i fe Opt ions Center,  a community educat ion inst i -

tut ion,  a l ibrary – makes an essent ia l  contr ibut ion to real iz ing the v is ion of  

a v i ta l ,  engaged 3rd-Ager.  L i fe planning seeks to help midl i fe adul ts  make 

a t ransi t ion to a t ime of  l i fe  that  includes creat ive and meaningful  ways to 

make the wor ld a bet ter  p lace to l ive.  In doing so,  i t  g ives everyone cause to 

look forward to th is  l i fe  s tage.

Our Guide  is  a cal l  for  col laborat ion in shaping the l i fe  p lanning ef for t .  We 

encourage you to share your exper ience and innovat ions and jo in a growing 

community of  l i fe  p lanners for  the 3rd Age.
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HOW TO PLAN FOR AND NAVIGATE 
AGING AND/OR “RETIREMENT”

Ballard, Jack and Phoebe. Turning Points: Create Your Path 
Through Uncertainty and Change. TPE Publications, 2002. 
A comprehensive treatment of the issues and choices fac-
ing 3rd-Agers. Spiced with stories, journal-writing ques-
tions and some excellent exercises in the appendices. The 
basic framework is the individual’s power of choice.

Bridges, William. Transitions: Making Sense of Life’s Changes.
Pearson Addison Wesley, 1980; and Managing Transitions: 
Making the Most of Change. Perseus Publishing, 1991. Transitions
is a classic, to be recommended for anyone going through 
transitions. Bridges provides a structure for the process, 
psychological insights, compelling examples and stories, 
and advice on how to manage the process. The author 
gives some attention to transition in later life, using 
Odysseus as a model.

Burgett, Gordon. How to Create Your Own Super Second Life: What 
Are You Going to Do With Your Extra 30 Years? Communication 
Unlimited, 1999. Fresh writing, a workbook format and 
good exercises characterize this work. The information 
on the integration of financial planning with the dreams-
derived goals, segmenting the 3rd Age, and the inclusion 
of the partner’s goals is especially valuable.

Cantor, Dorothy (with Andrea Thompson). What Do You 
Want to Do When You Grow Up?: Starting the Next Chapter of Your 
Life. Little, Brown, 2000. A psychologist offers a well-
thought-out, well-written process for self-assessment, 
helpfully illustrated with several case studies. Unfortu-
nately, it lacks an effective way to get from self-assessment 
to visioning and planning.

Cohen, Gene D., M.D., Ph.D. The Creative Age: Awakening 
Human Potential in the Second Half of Life. Avon/HarperCollins, 
2000. A comprehensive paean to creativity in later life, 
full of inspiring stories and examples as well as medical/

Annotated Bibliography
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scientific evidence for and a discussion of life stages. 
Explores the value of seeing creativity as multidimensional 
and as a basic human attribute that increases with age. 
Chapter 9 contains questions, exercises and suggestions 
for ways to express creativity. The author is a psychiatrist 
and professor of gerontology, former director of the Na-
tional Institute on Aging and founder of the Washington, 
DC Center on Aging.

Cusack, Sandra, and Wendy Thompson. Leadership for Older 
Adults: Aging with Purpose and Passion. Bruner-Mazel, 1998. The 
authors challenge the notion of older adults as a burden, 
and urge this growing population to develop the leader-
ship potential that will allow them to share their rich 
experience. They present working models of leadership 
in action and offer advice on strategies for understanding 
leadership development, overcoming obstacles and facili-
tating learning for older adults.

Gambone, James V. ReFirement: A Boomer’s Guide to Life Over 50. 
Kirk House, 2000. One of the values of this book is its 
targeting of the Boomers by a Boomer, starting with their 
values as the basis for defining successful aging. The values 
include sense of belonging, giving something back, taking 
risks, entitlement, expectations of the Good Life, and ex-
perimentation. This is both a personal guide for becom-
ing “an Elder in training” and an exhortation to end the 
retirement system and age discrimination. 

Goldman, Connie, and Richard Mahler. Secrets of Becom-
ing a Late Bloomer: Extraordinary and Ordinary People on the Art of 
Staying Creative, Alive, and Aware in Midlife and Beyond. Stillpoint, 
1995. Two journalists draw lessons from the interview-
ees in Goldman’s NPR series on retirement. They offer 
“inspiring role models, uncomplicated exercises, practi-
cal hints, and time-tested ‘action steps’ that have proved 
useful in finding out what path or project is best suited 
to late blooming.” The format for each chapter/secret is 
the same: stories, a summary of “The Secret” and useful 
suggestions (including some exercises) on “how to act on 
this secret.”

Hudson, Frederick M., and Pamela D. McLean. Life 
Launch: A Passionate Guide to the Rest of Your Life. 4th ed. Hudson 
Institute Press, 2001. (See also Hudson, Frederick, and 
John S. Murphy. The Joy of Old: A Guide to Successful Elderhood. 
Geode Press, 1995.) Life Launch is one of the best single 
sources for life planning for the 3rd Age. It is compel-
lingly and comprehensively presented in the form of 
Maps: 1) Chapters and Transitions; 2) Living with Passion 
and Purpose; 3) Balancing the Parts of Your Life—Activi-
ties and Roles; 4) [Life Stages] from Twenty to Ninety; 
and 5) The Adult Learning Agenda. Includes a 3-Step 
Formula for planning one’s life: 1) Self-discovery; 2) 
Visioning the Future; and 3) Finding Words and Reality 
Paths to Guide You. This book is weakest on translating 
visions into goals and plans. The Joy of Old could be adapted/The Joy of Old could be adapted/The Joy of Old
assigned for an older group.
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Kinder, George. The Seven Stages of Money Maturity: Understanding 
the Spirit and Value of Money in Your Life. Dell Publishing, 2000. 
A Harvard-educated financial planner, who is also a Bud-
dhist teacher, offers readers a new money relationship. By 
understanding and passing through his seven stages, the 
goal is to gain the ability to spend unselfishly on acts of 
kindness. Financial planning is only a part of this valuable 
holistic approach.

Leider, Richard J., and David A. Shapiro. Repacking Your 
Bags: Lighten Your Load for the Rest of Your Life. Barrett-Koehler, 
1995. The authors ask readers to define and create “the 
good life.” Though the authors are perhaps too assiduous 
in pursuing their travel metaphor, they provide help-
ful examples and exercises under the themes of “What” 
(work broadly defined), “Where” (including lifestyle), and 
“With Whom” (relationships), and stripping down to the 
essentials of the journey of life. See also their Whistle While 
You Work: Heeding your Life’s Calling (Barrett-Koehler, 2000).

Rich, Phil, and Dorothy Sampson, et al. The Healing Journey 
Through Retirement: Your Journal of Transition and Transformation. 
John Wiley & Sons, 1999. Beyond the lengthy “new age” 
title, there is value in: 1) the emphasis on process, feel-
ings, relationships, psychological factors (identity, roles, 
fears, etc.); 2) the journal format, for those inclined 
to work alone; 3) many probing questions that can be 
adapted for other uses. Comprehensive; assumes a general 
(not sophisticated) audience; includes consideration of 
paid work. Unusually complete sections on money and on 

relationships: issues for married couples, singles, parents 
and grandparents, etc. The authors are psychologists and 
therapists.

Sher, Barbara, and Annie Gottlieb. It’s Only Too Late If You 
Don’t Start Now: How to Create Your Second Life After 40. Delacorte 
Press, 1998. (See also Teamworks: Building Support Groups That 
Guarantee Success, Warner Books, 1989; and WishCraft: How to 
Get What You Really Want, Viking Press, 1979.) Barbara Sher, 
therapist and career coach, brings wisdom, practicality, 
inspiring stories and an engaging, humorous, informal 
style to her books. It’s Only Too Late… deals specifically with 
mid-and later-life, particularly with the psychological 
issues in confronting and debunking myths of aging. A 
final section gives good exercises and inspiring examples 
for envisioning dreams and creating goals, and overcom-
ing obstacles to manifesting our “greatness.” WishCraft is WishCraft is WishCraft
the classic for self-assessment, visioning, goal-setting and 
planning; Teamworks is an excellent resource for creating Teamworks is an excellent resource for creating Teamworks
“success teams.”

Stone, Marika and Howard. Too Young to Retire: An Off-the-
Road Map to the Rest of Your Life. The Writers’ Collective, 
2003. Lively, upbeat, personal prescription for the 
second half of a life of adventure: “discovery, surprise, 
and blazing your own trail.” Offers stories, exercises, 
suggested activities and some excellent resources for the 
journey. Chapters on money, paid work, volunteer work, 
wellness (mind, body, spirit) and travel. See the Website at 
www.2young2retire.com.
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Trafford, Abigail. My Time: Making the Most of the Rest of Your 
Life.  Basic Books, 2003. Trafford, a former Washington 
Post columnist, explores a stage of life she calls “My 
Time” – the years from 55 to 80 that represent an op-
portunity for growth after career and family responsibili-
ties have eased. Drawing on longevity research and a wide 
variety of interviews with older adults, Trafford examines 
how many men and women are taking advantage of these 
decades to reinvent themselves. Trafford lays out steps, 
including an initial period marked by self-empowerment 
and dreaming about new possibilities, followed by decid-
ing on a life purpose, such as beginning a new career, 
volunteering, participating in the arts or pursuing an 
educational goal.  

Zelinski, Ernie. The Joy of Not Working. 3rd ed. Ten Speed 
Press, 1997. An irreverent and humorous but serious 
paean to not working, with ideas, exercises and advice for 
the unpaid work parts of your life.

EMPLOYMENT AND CIVIC ENGAGEMENT

Bolles, Richard. What Color Is Your Parachute? Ten 
Speed Press, 2002. The classic for self-assessment, 
career decision-making and job search, although it 
can be overwhelming. The Job Hunter’s Bible is a more 
condensed version.

Bronte, Lydia. The Longevity Factor: The New Reality of Long 
Careers and How It Can Lead to Richer Lives. HarperCollins, 1993. 
Pioneering work that yields typologies of late-bloomers 
and reasons for successful long careers (including volun-
teerism), without neglecting the “unique combination of 
personality, talents, background, changing circumstances 
and interests, luck and determination.”

Critchley, Robert K. Rewired, Rehired, or Retired? A Global Guide 
for the Experienced Worker. Jossey-Bass/Pfeiffer, 2002. This 
helpful, straightforward book provides both the context 
for working into retirement and practical chapters to help 
individuals determine what path they want to take and 
how to market themselves as mature workers. The author’s 
global perspective and international experience (in fi-
nance, and later his own outplacement and career tran-
sition business, now part of a renowned career services 
firm) are especially valuable.

Edwards, Paul and Sarah. Finding Your Perfect Work. Jeremy 
Tarcher/ Putnam, 1996. (Also The Best Home Businesses for the 
21st Century. 3rd ed. J.P. Tarcher, 1999.) FYPW is another FYPW is another FYPW
excellent resource for self-discovery and capitalizing on 
your desires and resources, with an emphasis on self-em-
ployment. BHB is an encyclopedia of almost 100 home 
businesses with concise information on how each business 
works, what background skills are useful, earning poten-
tial, startup costs, where to begin and how to get partici-
pants (including on-line) and resources.
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Everett, Melissa. Making a Living While Making a Difference: The 
Expanded Guide to Creating Careers with a Conscience. Rev. ed. New 
Society, 1999. A visionary values-driven approach to ca-
reer development, full of practical information and advice 
about “conscience careers” (those that sustain and protect 
individual lives, communities and the environment) in all 
sectors and all functional areas. Well-written with inspir-
ing stories and many useful resources. Although focused 
on careers for all ages, it is equally useful for later-life 
paid and volunteer careers/jobs.

Harkness, Helen, Ph.D. Don’t Stop the Career Clock: Rejecting 
the Myths of Aging for a New Way to Work in the 21st Century. Davies-
Black, 1999. Much of this book is about challenging the 
myths of aging, with inspiring stories included. The third 
section, “Resetting the Career Clock,” contains good self-
assessment exercises related to work, with special attention 
to entrepreneurship.

Knox, Deborah L., and Sandra S. Butzel. Life Work 
Transitions.com: Putting Your Spirit Online. Butterworth Heine-
mann, 1999. An excellent resource for anyone seeking 
meaningful work, paid or unpaid. The authors have a 
broad, deep and holistic understanding of career devel-
opment, and they give specific advice and exercises on all 
of its aspects from self-assessment to getting the job. Part 
of the book’s value is that it incorporates the Internet in 
the process and has an extensive list of Internet resources 
(which, however, are somewhat outdated).

Levoy, Gregg. Callings: Finding and Following an Authentic Life. 
Three Rivers Press, 1998. A profound, inspiring, beauti-
fully written call to finding true vocation at any stage of 
life, spiced with stories, wisdom and passion.

Lloyd, Carol. Creating a Life Worth Living: A Practical Course in Ca-
reer Design for Artists, Innovators, and Others Aspiring to a Creative Life. 
Harper Perennial, 1997. Another excellent resource for 
all creative people, especially appealing to would-be 
3rd Age artists. Interspersed with inspiring stories, and 
includes very creative self-discovery, idea-generating, 
goal-setting and action planning tools.

Moen, Phyllis, ed. It’s About Time: Couples and Careers. Cornell 
University Press, 2003.  This collection of essays examines 
the multiple ways we all struggle to organize our lives, the 
inequities and challenges between partners as they make 
critical decisions, and the need for policies to reflect new 
realities of life and work across the life course. The book 
discusses policy transformation and includes recommen-
dations that would make the transition from full-time 
work to full or partial retirement less stressful.

Pink, Daniel. Free Agent Nation: How America’s New Independent 
Workers Are Transforming the Way We Live. Warner books, 2001. 
A well-written discussion of the trend to an independent 
workforce, and insight and advice for someone who wants 
to be a successful self-employed “free agent.”
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Walker, Jean Erickson, Ed.D. Age Advantage: Making the Most of 
Your Midlife Career Transition. The Berkeley Publishing Group, 
2000. A veteran career counselor addresses issues unique 
to the midlife career change and provides detailed advice 
on job search, interviewing and negotiation strategies, as 
well as career opportunities (special sections on consulting 
and business ownership). Good introductory and self-as-
sessment sections, and a chapter on succeeding in the 
new job.

UNDERSTANDING THE AGING PROCESS

Chinen, Allan B. In the Ever After: Fairy Tales and the Second Half 
of Life. Chiron, 1989. Chinen, a Jungian psychiatrist, has 
collected and compellingly analyzed fourteen fairy tales 
that deal with elders, demonstrating how they symbolize 
the developmental tasks individuals must master in the 
second half of life. The tasks include dealing with decline 
and loss, self-confrontation and reformation, empathic 
understanding and worldly wisdom, liberation from ego 
and material ambition, liberation from social customs, 
reclamation of wonder and delight, and illumination and 
transcendence for the sake of the following generations.

Cole, Thomas R., ed., and Mary G. Winkler. The Oxford 
Book of Aging: Reflections on the Journey of Life. Oxford University 
Press, 1994. This compilation takes the reader on a jour-

ney through world literature in search of the experience of 
growing old. The authors divide their selections into nine 
chapters (or stages), and run the gamut of writings from 
Japanese folk legends to Gwendolyn Brooks. A book to 
refer to and savor for its wide view of the aging experience.

Erikson, Erik, and Joan Erikson, et al. Vital Involvement in 
Old Age. Norton, 1986. (Also The Life Cycle Completed, Extend-
ed Version. Norton, 1997.) Pioneers in the study of adult 
development, the octogenarian Eriksons test their theo-
ries with fifty years of longitudinal data from the Berkeley 
Guidance Study, attempting to understand more fully the 
psychosocial process of “vital involvement” in later life. 
In the second book, Joan Erikson adds a 9th stage of de-
velopment to the theory — gerotranscendance.

Rowe, John W., and T.L. Kahn. Successful Aging. Dell, 1998. 
Geriatrician Rowe and social psychologist Kahn present 
the results of the MacArthur Study of Successful Aging, an 
interdisciplinary research program conducted by sixteen 
social, natural and medical scientists. The study answers 
the questions: What does it mean to age successfully? What 
can each of us do to succeed in this life task? What changes 
in American society will enable more people to age suc-
cessfully? The book examines components of successful 
aging: maintaining high cognitive and physical function, 
avoiding disease, and engagement with life.
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Sadler, William A. The Third Age: Six Principles for Growth 
and Renewal After Forty. Perseus, 2000. A thoughtful, nu-
anced, persuasive analysis of six paradoxical principles 
that characterized successful aging among Sadler’s in-
terviewees, whom he followed for twelve years. The six 
principles: 1) balancing mindful reflection and risk-
taking; 2) developing realistic optimism; 3) creating a 
positive midlife identity—growing older/growing young; 
4) balancing greater personal freedom with deeper, more 
intimate relationships; 5) creating more meaningful 
work; and 6) caring for self, others, and the earth. Sadler, 
an academic sociologist, writes very well and tells inspiring 
stories of “second growth.” His bullet-point strategies for 
change are on target, but this is not a how-to book.

Schacter-Shalomi, Zalman, and Ronald Miller. From 
Age-ing to Sage-ing. Warner Books, 1997. Pioneers in the 
“spiritual eldering” movement, the authors focus on the 
spiritual issues of aging, targeting a somewhat older popu-
lation. A wise book that contains some valuable exercises.

Valliant, George. Aging Well: Surprising Guideposts to a Happier 
Life from the Landmark Harvard Study of Adult Development. Little, 
Brown, 2002. Valliant, a psychiatrist, analyzes the most 
recent data from the 50-year Harvard panel study, along 
with similar data from gifted women (the Terman data) 
and inner-city Boston men, to discover the factors that 
matter over time for successful aging.

Van Eyk McCain, Marian. Elderwoman. Findhorn Press, 
2002. A psychologist lays out a path for embracing 
elderhood, directed at but not limited to women.

SOCIAL ISSUES AND TRENDS

Freedman, Marc. Prime Time: How Baby Boomers Will Revolutionize 
Retirement and Transform America. New York City: Public Af-
fairs, 1999. This visionary analysis of the burgeoning old-
er population as an enormous social and civic resource, 
ripe for engagement and contribution and anything 
but the burden some commentators have portrayed, has 
already had a wide impact through Freedman’s nonprofit, 
Civic Ventures. Filled with inspiring examples of individ-
uals and programs utilizing this “national resource.”

Roszak, Theodore. America the Wise: The Longevity Revolution and 
the True Wealth of Nations. Houghton Mifflin, 1998. A histo-
rian analyzes the “inevitable and good” longevity revolu-
tion and finds the seeds of a social, economic and politi-
cal transformation of our society that can turn us into a 
culture based on compassion, wisdom and “survival of the 
gentlest.” He focuses on Baby Boomers as a resource, not 
a fiscal burden, with a style that interweaves the personal 
and scholarly.
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FINANCIAL PLANNING/MONEY ISSUES

Burgett, Gordon, Super Second Life, and Rich, et al., The 
Healing Journey of Retirement, also integrate financial and life 
planning. See references above.

Dominguez, Joe, and Vicki Robin. Your Money or Your Life: 
Transforming Your Relationship with Money and Achieving Financial 
Independence. Penguin, 2000. A classic approach to 
relating to and managing your money to maximize 
alignment with values and life purpose — and to make 
the best use of life energy. 

Morris, Virginia B. and Kenneth M. The Wall Street Journal 
Guide to Planning Your Financial Future. 3rd ed. Fireside, 2002. 
According to Booksense: “With easy-to-understand text 
and compelling graphics, this guide covers essential mate-
rial such as pensions, investment strategies, medical insur-
ance, social security, estate planning, annuities, rollovers, 
and survivor benefits. Readers will learn how to map a 
retirement plan based on their individual risk tolerance, 
differentiate among various types of employer-sponsored 
plans, supplement employer-sponsored plans, protect 
their estate in light of the most recent rule and tax law 
changes, and choose long-term care insurance.”

Orman, Suze. 9 Steps to Financial Freedom: Practical and Spiritual 
Steps So You Can Stop Worrying. Three Rivers Press, 2000. This 
best-seller offers instructions on how to successfully ma-

neuver your way through the confusion of credit, insur-
ance, estate and retail planning, IRAs and mutual funds. 
The information is combined with a powerful examina-
tion of the spiritual side of money, based on the question: 
Are you in control of your money, or is your money in 
control of you?

PricewaterhouseCooper’s Secure Your Future: Your Personal Companion 
for Understanding Lifestyle and Financial Aspects of Retirement. John 
Wiley & Sons, 2002. Helps readers to establish and ac-
complish their individual retirement goals by asking three 
basic questions: What do I want? What do I have? What 
can I do to achieve what I want? The resulting retirement 
plan goes beyond the financial aspects of life by looking at 
the emotional issues as well.
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