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Insight The over-50s market

Not over the hill just yet

As Madonna will attest, being over 50 does not mean automatic entry to the world of OAPs. But
marketers still treat maturer consumers as a homogeneous group, without need for segmentation

nless you’'ve been living in a

box recently you will know that

Madonna has joined the largest
club in the UK — the over-50s. A club
of over 20 million people and grow-
ing. The media has devoted scores of
column inches and airtime assessing
whether the wheels will fall off the
Queen of Pop as a result of reaching
her half-century. The consensus is a
resounding no. And why should she?
She is savvy, fit, young at heart and
determined to continue working.

And she’s not alone. Madonna
encapsulates the modern over-50s
woman. If you believe once you hit 50
it’s a life of support tights, blue rinses
and knitting you are very much mis-
taken. In fact, it’s more extreme
sports, sex and shopping.

Yet, from recent research survey-
ing the over-50s, it seems the adver-
tising community is stuck in the past,
taking an out-of-date stereotype
where the mature market is con-
cerned — more Nana in the Royle
Family than Sharon Stone, or Percy

Sugden than Sean Connery. However,
a 55-year-old will have a very differ-
ent outlook to their 87-year-old par-
ent, moreover they are in a very
different stage of their life. Marketers
wouldn’t dream of targeting an 18-
year-old with the same ad as a 49-year-
old. So why is the mature market
lumped together? As the research
shows, it’s time this changed.

The research, which concerns the
attitudes towards advertising of the
over-50s, revealed that less than a fifth
of mature individuals believe that
marketers treat them as intelligent
and discerning customers. The major-
ity (65%) feel that advertising target-
ing mature individuals is patronising,
while a third think advertisers treat
them as being old fashioned and
adverse to technology.

Interestingly, the mature market
is traditionally considered to be
very brand loyal and marketers
therefore tend to focus their mature
marketing on retention as opposed
to acquisition. However, the research

actually shows that the over-50s are
in fact more shrewd with only 39%
sticking to the brands they know.
Over 60% said most of the time they
make their purchasing decisions
based on price. This begs the ques-
tion about the influence of technol-
ogy on this market. Where 15 years
ago it was difficult to compare prices
without a sturdy pair of walking
shoes, a notebook, pen and spare
few hours, the emergence of price
comparison sites means consumers
can check costs at the click of a
button. The over 50s’ online presence
is increasing and web access is
driving this valuable market further
towards brand experimentation
and switching.

Online continues to grow in impor-
tance to the mature market. Over a
quarter of respondents claim that
web advertising or e-mails most influ-
ence their purchasing decisions —
second only to word of mouth and rec-
ommendations from friends (43%).
Traditional methods are falling

behind newer techniques. TV adver-
tising manages to scrape only a sixth
of the respondents, while newspapers
and magazines are 3% behind with
12%. Direct mail influences 3%, but
itisradio at less than 1% (0.4%) which
really turns off the mature market.

In terms of credibility with the
over-50s, newspapers and magazine
advertising is viewed as being the
most reliable, however online mar-
keting follows closely behind. Radio
is considered more trustworthy
than TV and direct mail is deemed
the least sincere.

Currently the perception of the
over-50s is that the products that are
mostly pushed towards their age
group are life assurance (75%), care
homes (11%), incontinence products
(7%) and dentures (7%). Yet, 59%
believe that advertising today is sim-
ply not relevant to them. They would
rather have advertisements for travel
(62%), clothing (48%), high perform-
ance cars (11%) and dating (8%) tar-
geted more specifically towards them.
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How the over-50s believe marketers treat them

ship Factor panel

Madonna: Recently 50 and showing no signs of slowing down any time soon

The over-65s are the least happy
with current targeting. Two-thirds
believe that advertising is not rele-
vant to them. However, 55% of this
segment pays more attention to com-
munications that are overtly aimed
at the mature market. This is not the
case for 50- to 54-year-olds, 63% of
which particularly dislike advertise-
ments targeted to the over-50s. This
presents marketers with somewhat
of a conundrum. If they tailor their
ads towards the mature market they
will engage the over-65s, but alienate
the younger segment of the over-50s
and vice-versa.

This goes to show just what a mine-
field marketing to this audience can

be. The good news, however, is that
65% of all the respondents believe
that advertising is better today than
it was 25 years ago, yet clearly there
is still work to be done in terms of
segmentation if marketers want
to engage all of this market. The
economic downturn looks set to
gather pace over the coming months
and as consumers rein in their
spend, marketers are changing their
approach, which is good news for the
mature market. @

Sarah Robson, planning and
research director of Millennium,
contributed to this week’s Trends
Insight
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