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Over-50s

Growth market is getting older

With someone in the UK turning 50 every 40 seconds, marketers must find ways of targeting this
large population if they are to realise the silver pound’s significant potential. By Daney Parker

rands seeking solace as
Beconomic dark clouds

continue to roll in could do
worse than to search for a silver
lining in the form of extra spending
from older consumers. With the
over-50s estimated to account for
80% of the nation’s wealth, this
sector is an obvious source of sales,
but many marketers are still failing
to develop the potential.

To think that marketing to this
group as a whole needs some type of
special approach is misguided,
however. Fiona Hought, marketing
director of Millennium - an agency
that specialises in the over-50s
market - is incensed that people aged
50 and over are considered different
from the general population.

BIGGEST BUGBEARS

She says: “One of my biggest
bugbears is marketers treating the
over-50s market as niche. How can a
group numbering over 20 million be
labelled as niche?” Hought points
out that the over-50s is the fastest
growing demographic, with
someone in the UK turning 50 every
40 seconds.

Focusing on different segments
is the only way to target older
consumers. Hought believes
problems arise when companies
misunderstand who they are

CASE STUDY: THE BRITISH HEART FOUNDATION

targeting and take a one-size-fits-all
approach. “A 50 year old is clearly
very different to an 80 year old. The
big question therefore is how to
segment the 50-plus market to
create niche pockets of customers
that will be most amenable to a
product or service.”

According to Millennium, the
answer lies in identifying lifestage,
lifestyle, affluence and financial
sophistication. Its research shows
that failing to segment can
ultimately prove extremely
damaging to a brand, with more

than half of the over-50s feeling that

advertisers patronise them (see
How the over-50s view marketing).

GREY CAMPAIGNS

To create campaigns that do not
speak down to this market, as with
any market, involves gaining in-
depth understanding. Ian French,
strategic planner at direct
marketing agency TDA, says that
too many grey campaigns make a
nod towards targeting by slapping
on an image of a person of the right
age. He says: “True targeting
requires a detailed appreciation of
the attitudes of the over-50s market.

The British Heart F dation ran a

using outdoor specialists Mobile Media's
advans last year to encourage the over-50s
to do 30 minutes of exercise each day. The
campaign took place in London, Glasgow,
Edinburgh, Cardiff and Swansea. The BHF
used b it ded a large-
format way to seek out its target audience in
locations where they would spend time, such
as sh i and high

Mobile Media worked with outdoor agency

www.marketingweek.co.uk

i Posterscope to ensure the vans were in areas

where the target audience would be. A full
route was put together for each driver to

follow to p ge. Drivers
also used their knowledge to make the
ign a by spending more time

patrolling busier areas than others.

The app! h, d by Lond

advertising agency Farm, uses bold
photography that gets away from outmoded
ways of portraying the over-50 market.

Try finding a greeting
card for anyone over
60 that doesn’t imply
they’re either falling
apart physically or are
a few pennies short of
the full shilling
Caroline Gibbs,

Kitcatt Nohr

“Even relatively straightforward
measures, such as segmentation
and profiling by age group within
the over-50 demographic, can
deliver revealing insights.

“People over 70 spent their
formative years in wartime or post-
war Britain and are generally
suspicious of anything promising
instant gratification. They were
brought up to ‘cut their suit
according to their cloth’ and have
prudent values.

“On the other hand, people in
their 60s will have been influenced
by Elvis and The Beatles, the Suez
and Cuban missile crises and the
space race. They grew up in a time
of volatility, but also of great
possibilities. They are likelyto P
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