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: intelligently with the older & elderly UK consumer, typically in/at retirement
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Are youcommunicatingeffectively with yourOlder & Elderly

customers? @

Many Brands are struggling to resonate with this Audience! Let's Talk Ageing

Enrich - Engage - Enhance

860/00f Mature,

Older Consumers
feel that Advertising

IS not relevant to
them, and are being
ignored!

LTA research, 2017 & 2018
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SECTION 1

Segmenting the Older & Elderly
Consumer Age Group
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Essential to recognise they should not be treated as one
cohort groupc there are multiple cohort segments within
the 50+ audience
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Advancing

Vintage Years

NENEIS
Years Age Range: 75+

Age Range: 564 Age Range: 674
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oMeet Martin & Amanda’

who are representative o

the 50-64 agegroup,
that numbers

12,000,000+




Understanding some of their core neeis
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Empty Nesters

Age Range: 564
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oMeet Tim & Brenda,

who are representative of

the 65-74 agegroup,
that numbers

6,350,000+¢




Understanding some of their core neels
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oMeet Margaret,
who Is representative o
the 75+ agegroup,
that numbers
5,000,000¢




Understanding some of their core neels

Vintage Years
Age Range: 75
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dSimplicityis

essential when
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SECTION 2
Reaching the Older Market
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Essential taeexecute different strategieso reachthis hugely
diversel dzZRA SY OS X ¢ KS (i KS Naqgésiialzdld LI |
looking to maximise existingustomercampaigns
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Tech savvy and high users of many
digital, mobile and social channels,
including email

Media consumption is mainly eime
and both are confident with otfine
transacting, and avid users oftine
banking

B5-T74

B EcelenttGood B Fair PoorBad

Sewres: FCA Financial Lives Survey 2017 (D20f®
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V Key digital channels aM/eb, Tablet, Email, Mobile

@ Expediacouk A~

People shaped travel

Home Deals Flights Flights + Hotel Hotels CarHire CityBreaks  Things to do

: =T = |
Last Minute Holidays | Book Now
Near, far, city or beach.. if you need to get away asap we have a bargain for you

Download our app and save

Our award-winning mobile app means you can easily book hotels wherever you are. Give it a go with
this discount code.

Use before 08/09/2013

Travel Blog On iTunes and Google Play

Simply use it at the checkout

Reveal code

Terms and conditions apply v

we could make it happen!
v»r BOOK NOW

W nOoS
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V Social Mediaglays an ever increasing roleifluencingthe Empty Nesters
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of Facebook users said their friends’ photos
inspired their holiday choice and travel plans
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Social media has a
huge influence on
travel bookings. Of
those who used social
media to research
travel plans, only 48%
stuck with their
original plans.
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Less tech savvy than the 58 age group!

Percentage of internet users who undertake certain activities each week by selected age

groups /\
All internet Age 16-24 Age 65-74 Age 75+
Less tech savvy and lower users of users \
many digital and social channels, —
iﬂClU d|ng email Communication 89% 97% 76% 63%
General 86% 93% 65% 71%
. . rfi i
Reduced levels of confidence inall ~ [=eme
aspects of internet activities Socalmeda e o e 2%
Entertainment 67% 90% \ 45% / 34%
Transactions 50% 42% \ 29% / 29%

\/ Source: Age UK
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Clear move towards traditional Media channel

¢CAYS Aa fSaa ONARI

retired, and have more time to
make purchasing decisions

They still like traditional media, with

paper based communications;

watching day time TV is increasing .

as they age

Internet

Source: GB TGI 2016 Q4 (July 2015 - June 2016) i Kantar Media
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V Key channels includargeted DM, Inserts & Press Ads

Travel
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Low digital confidence!

87.9% of adults in the UK have used the internet in the last 3 months

Very low usage of many digital
and social channels, including

. Almostall adults aged 16 to 44 years have used the internet recently...
email

e
R”educed levels of confidence in sstosa ﬂ\ M :ﬁ\ M 1\ T T T lﬁ\ 94.9%
all aspects of internet activities B e B el A o
55 to 64 '!"!"!"!\m.“!"!"f'ﬂ' 88.3%
S IR IR I X ERE R

® [ @ ® ® g - - -
75 and over w lﬂ\ lnl lﬂ\ N . ‘ l‘ . 38.7%

... but just 4 in every 10 adults aged 75 and over have used the internet in the last 3
months . Source: Ofcom
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Traditional media is key for this audience

and they see paper based communications
as a key channel

Direct Mail, Door Drops and Inserts are
positively well received with a high opening
and response rate with over 30% purchasing
goods/services via Direct Mail in past 12
months

S

Statement, bill or
informaton update

Brochure form a company
| have ordered from before

Latter - promsotion or
special offer

| etter - about 3 product /
service don't have

Leafl=t without an address

about 3 promotiondoffer

Source: Royal MdillarketReachMedia Moments, Trinity McQueen, 2013
From Letterbox to Inbox: Building Customer Relationships, DMA, 2013
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High Consumption of
daytime TV!

Regularly listening to
the Radio!




A Final Wordfrom our Target Audienc® @
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SECTION 3

Communication Essentials




Irrational Behaviour and the potential communication
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