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Quick Introduction about [ŜǘΩǎ ¢ŀƭƪ !ƎŜƛƴƎΧ

²ŜΩǊŜ ŀ ǾƛǊǘǳŀƭ ΨōƻǳǘƛǉǳŜΩ ƳŀǊƪŜǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ǎǇŜŎƛŀƭƛǎǘ ςtotally 

focussed on supporting organisations to engage and connect more 

intelligently with the older & elderly UK consumer, typically in/at retirement 

age via our range of added value services



Are you communicating effectively with your Older & Elderly 
customers?
Many Brands are struggling to resonate with this Audience!

86%of Mature, 

Older Consumers 
feel that Advertising 

is not relevant to 
them, and are being 

ignored!

LTA research, 2017 & 2018



SECTION 1
Segmenting the Older & Elderly 
Consumer Age Group



With 23,000,000+adults

aged 50+ in the UKΧ

Essential to recognise they should not be treated as one 
cohort group ςthere are multiple cohort segments within 
the 50+ audience



Empty 
Nesters

Age Range: 50-64

Multiple Cohort Groups                                        
Ŏƻƴǎǘŀƴǘƭȅ ŜǾƻƭǾƛƴƎΧ

Advancing 
Years

Age Range: 65-74

Vintage Years
Age Range: 75+



[ŜǘΩǎ ǘŀƪŜ ŀ ƭƻƻƪ ŀǘ ǘƘŜ Empty NestersΧ

άMeet Martin & Amanda, 
who are representative of 

the 50-64 age group,         
that numbers                 

12,000,000+έ



Empty Nesters
Age Range: 50-64

άL ƭƛƪŜ 
aspirational 

things that excite 
ƳŜέ

άLΩƳ ǉǳƛŎƪ ǘƻ 
complainif the 
serviceis not 
ƎƻƻŘ ŜƴƻǳƎƘ έ

άL ƘŀǾŜ money
ōǳǘ ŘƻƴΩǘ ǿŀƴǘ 

to be ripped offέ

άBrandis not as 
important to me 

as the experience 
and valueέ

Understanding some of their core needsΧ

άLΩƳ time poor, 
tell me quickly
what the deal 

ƛǎέ

άLΩƳ ǘƻǘŀƭƭȅ 
price driven, 

but like a dealέ



[ŜǘΩǎ ǘŀƪŜ ŀ ƭƻƻƪ ŀǘ ǘƘŜ Advancing YearsΧ

άMeet Tim & Brenda,         
who are representative of 

the 65-74 age group,                       
that numbers             

6,350,000+έ



Advancing Years
Age Range: 65-74

άL ǿŀƴǘ 
affordable, 

tailored 
goodsέ

άL ƭƛƪŜ learningand 
experiencingnew 

ǘƘƛƴƎǎέ

άBrandawareness 
and trust are 

becoming 
important έ

άLΩƳ time rich 
so I like more 
informationέ

Understanding some of their core needsΧ

άRetirementis an 
opportunity to 

exploreέ

άCultureand 
history are really 
ƛƳǇƻǊǘŀƴǘ ǘƻ ƳŜέ



[ŜǘΩǎ ǘŀƪŜ ŀ ƭƻƻƪ ŀǘ ǘƘŜ Vintage ƎǊƻǳǇΧ

άMeet Margaret,
who is representative of 

the 75+ age group,           
that numbers 
5,000,000+έ



Vintage Years
Age Range: 75+ 

άL ǿŀƴǘ ǘƻ ōŜ 
looked after 
and taken 
care ƻŦέ

άSimplicityis 
essential when 

choosingto 
ŜƴǉǳƛǊŜ ƻǊ ōǳȅέ

άL ƴŜŜŘ 
reassurance 

that I trust the 
ōǊŀƴŘέ

άL ǿƻǊǊȅ ŀōƻǳǘ 
little things and 

my  healthέ

Understanding some of their core needsΧ

άL make do and 
only buy out of 

necessityέ

άAccessibility, 
lifts and ease 
of mobility is 
ǿƘŀǘ L ƴŜŜŘ έ



SECTION 2

Reaching the Older Market 



With 23,000,000+adults

aged 50+ in the UKΧ

Essential to execute different strategiesto reach this hugely 
diverseŀǳŘƛŜƴŎŜΧ ǿƘŜǘƘŜǊ ȅƻǳǊ ǇƭŀƴƴƛƴƎ ƴŜǿ Acquisition or 
looking to maximise existing Customer campaigns



Reachingthe Empty Nesters Ŏƻǎǘ ŜŦŦŜŎǘƛǾŜƭȅΧ

Tech savvy and high users of many 
digital, mobile and social channels, 
including email

Media consumption is mainly on-line 
and both are confident with on-line 
transacting, and avid users of on-line 
banking

Core Communication channels are digital!



V Key digital channels are Web, Tablet, Email, Mobile

Reachingthe Empty Nesters Ŏƻǎǘ ŜŦŦŜŎǘƛǾŜƭȅΧ



VSocial Media plays an ever increasing role in influencingthe Empty Nesters

Reachingthe Empty Nesters Ŏƻǎǘ ŜŦŦŜŎǘƛǾŜƭȅΧ



Source: Age UK

Less tech savvy and lower users of 
many digital and social channels, 
including email

Reduced levels of confidence in all 
aspects of internet activities

ReachingTim & Brenda Ŏƻǎǘ ŜŦŦŜŎǘƛǾŜƭȅΧ

Less tech savvy than the 50-64 age group!



Source: GB TGI 2016 Q4 (July 2015 - June 2016) ïKantar Media

¢ƛƳŜ ƛǎ ƭŜǎǎ ŎǊƛǘƛŎŀƭ ƴƻǿ ǘƘŜȅΩǾŜ 
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 

Clear move towards traditional Media channels!

Reachingthe Advancing Years Ŏƻǎǘ ŜŦŦŜŎǘƛǾŜƭȅΧ



V Key channels includetargeted DM, Inserts & Press Ads

Reachingthe Advancing Years Ŏƻǎǘ ŜŦŦŜŎǘƛǾŜƭȅΧ



ReachingMargaret Ŏƻǎǘ ŜŦŦŜŎǘƛǾŜƭȅΧ

Source: Ofcom

Very low usage of many digital 
and social channels, including 
email

Reduced levels of confidence in 
all aspects of internet activities

Low digital confidence!



ReachingMargaret Ŏƻǎǘ ŜŦŦŜŎǘƛǾŜƭȅΧ

Source: Royal Mail MarketReach, Media Moments, Trinity McQueen, 2013
From Letterbox to Inbox: Building Customer Relationships, DMA, 2013

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 ςwith over 30% purchasing 
goods/services via Direct Mail in past 12 
months

High Preference for Paper based Media!



ReachingMargaret Ŏƻǎǘ ŜŦŦŜŎǘƛǾŜƭȅΧ

High Consumption of  
daytime TV!

Regularly listening to           
the Radio!



A Final Wordfrom our Target AudienceΧ

ά¢ŀǊƎŜǘ ƳŜ Ǿƛŀ digital, 
socialand mobile

channels for optimum 
ǊŜǎǳƭǘǎέ

ά¢ŀǊƎŜǘ ƳŜ ǿƛǘƘ ŀ 
mixture of both on-line
and off-line channels 
ŦƻǊ ƻǇǘƛƳǳƳ ǊŜǎǳƭǘǎέ

ά¢ŀǊƎŜǘ ƳŜ ǿƛǘƘ paper
based communications 
and the TV channels for 
ƻǇǘƛƳǳƳ ǊŜǎǳƭǘǎέ



SECTION 3

Communication Essentials



Irrational Behaviour and the potential communication 
ƛƳǇŀŎǘΧ


