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WHAT IS
MATURE
THINKING?

WHAT’S 
IN IT FOR 
ME?

reviews
LORD MACLAURIN
Former chairman of Tesco and 
president of the ECB and current
chairman of Vodafone

“In consumer research, I have been
suprised by how little information
is readily available about mature
consumers. It’s as if marketers
believe the earth is flat and that
people slip off the edge, in
marketing terms, as soon as they
turn 50. I commend Mature
Thinking to anyone in business
who is concerned with finding or
creating new opportunities.” 

GRAHAM SAXTON
Vice president, strategy and development,
Europe, MTV Networks Europe

“How do you communicate with a
group that is only defined by their
common ages? The value of this
publication is that it seeks to
increase the knowledge base
through the intelligent sharing of
insights.”
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The premiere issue
of this annual
report publishes
unseen data and
brings together a
range of mature
market resources
and information
into one invaluable
reference tool. This
report is a must for
any marketing,
communication or
advertising
professional
looking to develop
their knowledge of
the UK’s fastest
growing market
segment. 

In the next decade,
mature marketing
will be the hot
marketing topic.
This report is a
smart investment
in both your
market knowledge,
and your
marketing career.
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WHAT’S THE
BIG DEAL
ABOUT THE
RESEARCH?

quick quiz

The study has
involved more than
five million
mailings over four
years. This year’s
survey was mailed
to more than
450,000 mature
households. A
response rate in
excess of 10%
resulted in more
than 45,000 usable
data sets. The
survey included
sections on hobbies
and interests, home
life, purchases,
holidays, financial
services, health and
charities.

HOW DO I 
GET AHEAD
IN MY
CAREER?

Knowledge is
power. Age is
wisdom. Mature
Thinking has both.

To order your copy,
see the final page of
this e-zine for
contact and order
information, and
details of our 14
day money back
guarantee.

Over 50s account for £145 billion
consumer expenditure in the UK.
What proportion of marketing
campaigns pay attention to them?

A 5% B 15% C 25%

How many million over 50s are
there in Britain today?

A 9 B 19 C 29

How much is the weekly basic
State pension?

A £77.45 B £97.45 C £117.45 

How many ‘silver surfers’ taught
themselves how to  use the
internet?

A 23% B 53% C 73%

How much of the UK’s personal
wealth is held by over 50s?

A 40% B 60% C 80%
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the

numbers

game

WHO ARE
THESE 
PEOPLE 
ANYWAY?

Mature thinking paints a social and
statistical portrait of the mature market. To
bring the research findings to life, and find
the human tales behind the trends, we
have included personal profiles of a range
of mature consumers. Malcolm, Jim and
June, Maggie, Evelyn and Joyce are some
of the people you will meet when you
read Mature Thinking.

Number of stories featured in 
Mature Thinking 90

Number of stories included free in 
this e-zine 1

Number of graphs and charts featured
in the report 84

Graphs about gardening 1

Number mature consumers who enjoy
gardening 10 million

Actual age of Daphne
and Gordon Couplan
(pictured left, in their
garden) 77

Age they say they feel 57

Age considered ‘old’ by 
a twenty year old 40

By a forty year old 60

By a sixty year old 80
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SILVER SURFERS
Article 30
introduces Britain’s
fastest growing
online community –
the over 50s

SPENDING THE 
KIDS’
INHERITANCE
You can’t take it with
you, but you can
take it on holiday.
Article 33 looks at
the brand new ‘SKI’
generation

COASTING
THROUGH
RETIREMENT
Perceived higher
crime rates and
lower quality of life
is driving retirees
out of the cities and
into country and
coastal areas. Article
44 looks at this
mass migration of
the mature market

UP
SUPER SENIOR!
Article 27 looks at
what’s happening
with ageing
populations around
the world. Super
Senior features
twelve men and
women who live and
work together to
stage a play. It’s
reality television,
over 60s style

GAP INC
The US clothing giant
tried inclusive
marketing on for size
and revived flagging
sales figures. We
take a look at cross-
generation marketing
in article 24

EQUITY RELEASE
Out with the social
stigma and in with
holidays, cars and
luxury goods.
Articles 26, 33 and
40 look at the
changing attitudes
toward equity
release
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POP ART PROMO
National Rail scores
points with its
promotion for the
over 60s rail card.
See article 25
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DOWN

1-1-HATE
Watching the 118
boys putting the ‘192
Grandpa’ out to
pasture pushed the
wrong buttons for
active older
consumers. Other
ageist ads are
featured in article 22

LOYALTY CARDS
Mature consumers
are more fickle than
marketers perceive
them to be. Find out
why points won’t buy
their love, but they
still like to get
newsletters.

OZZY OSBOURNE
Not a popular face
among mature
consumers who feel
older role models
should be setting a
good example for the
rest of society.
Ozzy’s got no fans in
article 21

AGEISM
The most prevalent
form of
discrimination in
Britain today. We look
at its effects and the
new British anti-
ageism laws in
articles 23 and 64

SINGLES’ STING
Travelling singles are
being unfairly
penalised – Jean
Jewel calls it
‘singleism’ and has
formed STAG, the
Single Travellers
Action Group. She’s
fighting the good
fight in article 36

COMPULSORY
RETIREMENT
The concept of a
‘useful working life’ is
under scrutiny in the
UK, in Government –
and in Mature
Thinking article 64
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ernest,s

aquarium

FREE ARTICLE EXTRACT
NINE TRUTHS ABOUT 
BRITAIN’S MATURE
CONSUMERS

01
MATURE CONSUMERS FEEL
LEFT OUT OF THE LOOP
People in their fifties, the group we call
Thrivers, were the very first mass market,
mass media, mass consumers. This was their
revolution. Or so they thought. 

Today they look on as the fashion, design,
music, advertising and culture of the 1960s
and 70s – their culture – is recycled around
and around. Only now, they’re standing on the
outside looking in. ‘I remember it first time
around,’ they say. Somehow, marketing’s
original darlings have found themselves
outside the circle – a position they are none
too happy to find themselves in.

Ernest Blackburn, one of Mature
Thinking’s cover models, is typical of
the mature consumers the report
champions. With his thank you
payment for modelling, Ernest went
straight out and bought a tropical fish
aquarium because he’d “always wanted
one”. This desire to buy and try new
things is common in the market, and
flies in the face of the myth that older
consumers are set in their ways.
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TWO
THE PRIVATE PROTEST
Having lived through the 1960s, the over
50s are no strangers to social activism.
However, they are unlikely to engage in
such a public protest at their newfound
position on the social sidelines. They won’t
paint placards, hoist banners or shout in
the streets. 

They wield economic clout and they know
it. Mature consumers know that the smart
way to make themselves heard is to vote
with their wallets. Silent but deadly, this
will be their private protest.

03 
NOTHING
LEFT TO
PROVE
Having inhabited
their own skin for
five decades or more,
mature consumers
have worked
themselves out. They
have a strong sense of
self and they know
what they like and
what they don’t. They
have nothing left to
prove to either
themselves or other
people.

Brands built on
notions of ‘cool’,
acceptance and
belonging won’t fly
with this market.
They seek benefits,
not brands; logic, not
logos; information,
not image.

quick quiz

Mature consumers are very brand
loyal and not likely to switch away
from tried and tested products.

A sixty year old is likely to feel
five years younger than their
chronological age.

Mature consumers have concerns
about the privacy and security of
shopping on the internet.

The number of over 50s
considering equity release as a
possible form of income has
doubled in the last three years.

Sales suffered when younger
consumers were turned off by
GAP clothing ads featuring older
models.
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UR
TOO DISCERNING 
TO STAY LOYAL
One of the biggest myths surrounding the
mature market is that they have strong
brand allegiances. Not true. Their
purchasing behaviour is no less
promiscuous than other age groups. 

Older consumers are too astute to stay put
out of ’loyalty’. They’ve been through and
seen through more marketing than most
people working in the industry. If a brand
offers no tangible benefits, they will buy the
generic. If another provider offers a better
deal, they will switch. Leave them out of
your marketing and they will leave you.

05
A LONG TIME
TO BEAR A
GRUDGE
Are you 50+ and still
living life to the full?
Are you 30+ and still
patronising mature
consumers? Forgive
us this stand on our
soapbox, but speaking
on behalf of every
attendant at every
focus group – tone of
voice is a major issue.

There is a feeling
among some
marketers that the
ageing population is
something that we are
‘heading towards’,
and that it can be dealt
with when we ‘get
there’. That’s too bad
because if you offend,
ignore or patronise
those retiring today
they’ve got a good
twenty to thirty years
to hold it against you.
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“It’s nice to have a baby
around again. It reminds
me of bringing up my
own children.” 
– Senior

“I like having them, 
but I like handing 
them back.”
– Elder

“I think I’m closer 
to my daughter now
that she’s a Mum too.”
– Thriver 

12% of Thrivers have
children under 181

46.9% of Thrivers have
grandchildren under 162

In blended and second
families, or families with
larger age gaps between
children, some Thrivers can
have grandchildren as well
as their own young children.

INHERITANCE CAN SKIP A
GENERATION
As well as ‘spoiling’ their
grandchildren within their
lifetime, grandparents are
increasingly passing
inheritance directly to their
grandchildren. Where they
see their own children are
already comfortably well off,
inheritance often skips that
generation in favour of
helping grandchildren with
higher education fees, or with
a deposit on a first home.

14 GRANDPARENTING

1 Selling to, and profiting from, the over 50s, Mintel, October 2002
2 Greypower, 2003, base 38,532

PROVIDING UNPAID CARE
In September 2003, Mattel
extended its Happy Family
collection of dolls to include
grandparents. The addition
of a Grandma and Grandpa
doll to the Mattel family is
reflective of the increasing
role grandparents are
playing in the raising of their
grandchildren.

The number of grandparents
babysitting their
grandchildren has increased
from one in three in the
1930s to eight in ten today.
The value of this unpaid
child care is estimated at 
£1 billion annually.

Grandparents generally
provide care after hours,
picking up where
professional day care,
nannies or school finish up.
With more than half of
people aged 50 to 59 still in
work, younger grandparents
are balancing childminding
with their own career.
Referred to as ‘Supergrans’,
they don’t want to let their
own busy lives get in the
way of the chance to help
raise their grandchildren.

CHANGING RELATIONSHIPS
WITH THEIR CHILDREN
As Thrivers and Seniors
become grandparents, it can
change the nature of their
relationship with their own
children. Many grandparents
report that the arrival of
grandchildren brings a new
sense of equality to their
relationship with their own
children. The shared
experience of parenting can
mean that the older
generation takes on a new
role as a source of support
for the new parents.

Grandparents can be prime
candidates to dispense
knowledge and reassurance
about child raising and
adapting to parenthood.

A MIX OF CHILDREN AND
GRANDCHILDREN
Divorces, second marriages
and the trend towards
having children later in life
means that today’s fifty-
somethings could have
young children or young
grandchildren. The mix of
ages and generations can
vary greatly between
households.

34.3 Number of holidays taken, per person, by marital status

34.4 Money spent on holiday, per person, by marital status

The most active mature
travellers are couples –
whether married or living
together. More than 60% of
couples will travel this year,
20% more than the number
of singles planning to travel.

Three main barriers to travel
were identified for single
travellers:

Single supplements
charged by accomm-
odation providers makes 
travel more expensive, 
limiting the number and 
length of holidays that can 
be afforded.

There are issues of 
personal safety and 
security,  particularly 
among widowed women 
who have been used to 
having their husband 
with them.

Not having a travel 
partner can be a barrier to 
travel, however it can also 
be a motivator as holidays 
that make social
opportunites available are 
seen as a good way to 
meet friends or even a 
potential partner. 

Source: Greypower, 2003; base 46,001
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TRAVEL AGENTS
94% of mature travellers 
not booking through travel
agents said they are too
expensive. While many saw
agents as a good source of
information, when it comes
to making reservations,
many mature travellers have,
well, reservations.

Travel agents were seen as
being a great source of
brochures. Mature travellers
have a massive appetite for
information.

SEEING THE SITES
Before they go on holiday, a
huge number of mature
travellers go online. It is also
a massively popular way to
book travel – of respondents
connected to the Internet, 70%
used it for travel research and
87% of these went on to book
and pay online.

Figure 34.8, above, shows
that most online bookings
are made quite sometime in
advance. As well as spending
longer researching and
planning, mature travellers
prefer to book well in
advance. Very little travel is
on impulse.

34.5 Use of travel agents 34.6 Why use an agent? 34.7 Why not?

USUALLY USE A TRAVEL AGENT (24%)

SOMETIMES USE AN AGENT (46%)

DON’T USE TRAVEL AGENTS (30%)

Source: Greypower, 2003; base 627
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FINANCIAL SECURITY

RELIABLE, INFORMATIVE

BROCHURE SOURCE

UNTRUSTWORTHY

INSUFFICIENT FINANCIAL
SECURITY

MORE EXPENSIVE

34.8 Booking ahead

OVER THREE MONTHS (42%)

ONE TO THREE MONTHS (27%)

FEW WEEKS (25%)

FEW DAYS (6%)

Source: Greypower, 2003; base 627

Mature travellers
are big consumers
of information:
travel planning is
as big a hobby as
travelling

INFORMATION
As well as having more time
available to read into deals
and destinations, mature
travellers see arranging the
holiday as part of the fun.

Travel is an important hobby
to many over-50s, and while
holidays themselves may
account for a few weeks of
each year – organising and
researching turns them into a
much bigger event and keeps
travel top-of-mind for much
of the year.
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22 AGEISM IN 
ADVERTISING

23 AGEISM IN 
THE WORKPLACE

1 Ederly fume over bookies ‘joke’ ad, Matt Wells, The Guardian, 5 April 2001
2 Maturity Works, April 2003
3 MORI Social Research/Age Positive, December 2002
4 B&Q, Social Responsibility fact sheet D.05: Age, 2003
5 Age Positive, media announcement, 27 August 2003

You wouldn’t expect the
chairwoman of a senior
citizens group to support
vandalism, but in April 2001,
Bristol Senior Citizens’
Forum chairwoman Anne
Crabtree did just that.

It began when internet
bookmaker Paddy Power ran
posters showing a four-
wheel drive bearing down on
two older women on a zebra
crossing. The copy invited
bets on them making it
across the road.

When the posters in Bristol
city centre were defaced,
Anne Crabtree came out in
support of the vandals.

In an interview with 
The Guardian at the time, 
Ms Crabtree said, “It’s a
disgrace. Once again it is
pensioners being treated
with no respect.”1

“I shall be organising a
petition, writing to my MP,
and campaigning hard
against it.”

In the hiring line: 
A press ad from the
anti-discrimination
campaign by
AgePositive and
Department of Work
and Pensions. Laws
against ageism will
come into force in
Britain in late 2006.

It adds to their nerves at
interviews. It leads to
unhappiness in the
workplace. It makes them
nervous when talk around
the water cooler turns to
redundancies.

Age discrimination is a daily
reality for many working
Britons. In a survey by
MaturityWorks, 79% of
respondents interviewed said
they had been the victims of
ageism. For 71%, it had
impacted on their mental
well-being, and 53% believe

DO-IT-YOURSELF DIVERSITY AT B&Q
Some companies are not waiting for the government’s age
discrimination act to come into force in 2006. In the spirit
of DIY, B&Q have taken a proactive approach with their
policies on age diversity.

More than 6000 company staff (almost 20%) are aged over
50, with the oldest being 90-year-old Reg Hill at B&Q
Swindon.

B&Q chief executive Bill Whiting said the company has
removed restrictions on age for training, recruitment and
retirement.

“We actively recruit older workers as their knowledge and
attitude contributes to the quality of service we can offer
our customers,” said Mr Whiting.

Customer feedback has been encouraging, with shoppers
appreciating the DIY knowledge and level of service
provided by older staff members.

Before rolling out their age diversity policies, B&Q tested
the concept by opening their Macclesfield store with an
entire staff of 50-plus employees. Compared against four
other B&Q stores over a six-month period, Macclesfield
showed profits up by 18%, while staff turnover was six
times lower and absenteeism was down by 39%.4

Positive customer feedback reinforced that and older
future was indeed a wiser future for B&Q.

B&Q is not the only UK company with a commitment to
age diversity. Asda Stores, Barclays Business Banking and
Inkfish Call Centres are the three companies short-listed
for the 2003 Personnel Today Age Positive At Work
awards.5

Ageism in the media is a
major issue in Britain today.
When they are not being
completely ignored by
advertisers, older consumers
are offended by outdated
stereotypes and ageist
portrayals.

The paradox of our society is
that while we spend millions
of pounds on research,
technology and medical care
to increase longevity and
improve health in older age,
there is little focus on
helping people enjoy those
extra years.

Why strive to create this
extra time and then lampoon
the beneficiaries? Are we just
keeping older people around
as fodder for advertising
one-liners and media
stereotypes? 

If we spent as much time
helping people add life to
later years as we do years to
later life, perhaps we would
see some shift in the
stereotypes and social stigma
attached to old age.
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age has made them a target
for redundancy.2

They have good reason to
feel persecuted. A survey by
Age Positive found that six
out of ten employers would
rather not recruit staff aged
over 35-years-old, while four
out of ten companies admit
to practising ageism.3

New laws against age
discrimination, tabled by the
government and coming into
effect in late 2006, will
provide legal protection. But
for the working life of older

Britons to improve, requires
a fundamental shift in
workplace culture.

The illustrated campaign by
Age Positive/Department of
Work and Pensions
addresses the issue of ageism
in recruitment. However, it
still leaves older people open
to discrimination and more
subtle sidelining within 
the workplace.

Crossing the line: This Paddy Power poster sparked outrage among older consumers. 

< 050 051 >
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SIX
A ‘NICHE’ OF 
NINETEEN MILLION?
Why is it that marketers split the youth market
into dozens of segments, then find further
differences to dissect – and yet turn around and
treat 19 million mature consumers as one?

Mature consumers are still referred to as a
niche or specialist market and yet they form
the largest, fastest growing market in the
country. In fact, with our ageing population
and declining birth rate, they are the only
growing market in the country.

07
NO MORE
‘LEAKY
BUCKETS’
The lack of new
consumers coming
through marks the end
of businesses relying
on replacement buyers
to maintain sales. Now,
as you lose consumers
out of the bottom of the
demographic bucket,
there’s a smaller
number of new
consumers coming
through to top it up.

Despite industry
reluctance, the best
new market is the older
market. But can
advertisers and
marketers move away
from the ‘youth is the
future of our brand’
belief that’s been
marketing mantra since
the 1960s?

51 THEN

52 NOW

52.2 Relationships 52.3 Employment 52.4 Income

MARRIED (60.4%)

LIVING TOGETHER (3.6%)

DIVORCED (15.9%)

WIDOWED (6.3%)

SINGLE/NEVER MARRIED (11.4%)

SEPARATED (2.4%)

EMPLOYED (51.4%)

SELF-EMPLOYED (7.5%)

RETIRED (25.7%)

NOT WORKING (15.4%)

UNDER £5,000 (8.7%)

£5,000 TO £9,999 (14.6%)

£10,000 TO £14,999 (16.8%)

£15,000 TO £19,999 (15.2%)

£20,000 TO £24,999 (12.2%)

£25,000 TO £29,000 (9.8%)

£30,000 TO £39,999 (11.4%)

40,000 TO £49,999 (4.7%)

OVER £50,000 (6.6%)

Source: Greypower, 2003; base 9,913

52.1 Population

THRIVERS REPRESENT 12.6% OF
BRITAIN’S POPULATION, OR 
7.4 MILLION PEOPLE

REST OF POPULATION
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Source: 2001 Census, 
Office of National Statistics

Thrivers were born in the
late 1940s and or early 1950s.
Hitting their teenage years in
the 1960s, Thrivers grew up
with the Beatles. Their theme
song is The Who’s My
Generation (…I hope I die
before I get old). They saw
England’s World Cup success
in 1966, and the
assassinations of JFK in 1963
and Martin Luther King in
1968. In their childhood
years, they mastered the hula
hoop (released in 1958),
while Sir Edmund Hillary
and Tenzing conquered
Mount Everest (1953). 

In their late teens and
twenties, Thrivers saw man
walk on the moon (1969),
homosexuals walk through
London in the first Gay
Liberation Front march
(1970), and Jimi Hendrix and
Janis Joplin walk into early
graves following drug
overdoses in 1970.

There was unrest at home in
1972 – miners’ strikes lasted
seven weeks, and abroad in
1973 – 20,000 black workers
went on strike in South
Africa. 

The late 70s was a great time
for film releases – Saturday
Night Fever, Close Encounters
of the Third Kind and Star
Wars all came out in 1977.

The decade was rounded off
with two historic firsts: the
world’s first test tube baby
was born in Manchester in
1978, and Margaret Thatcher
became our first female PM
in 1979. 

The biggest bang, however,
was reserved for the Three
Mile Island meltdown which
became a powerful symbol
for the anti-nuclear
movement.

Great Wight: Part of the
500,000+ strong crowd at
the Isle of Wight Pop Festival
in 1970. Jimi Hendrix
performed here in August,
just one month before dying
of a drug overdose. 

Born out of the post World
War II baby boom, the
Thrivers are now in their
fifties, only they don’t look
like their parents did in their
fifties. The baby boom
generation has had a major
impact on each stage of life
as they’ve passed through it.
As teenagers, they broke
away more than any other
generation – even more so
than the early rock ’n’ roll
Seniors from the decade
before them. 

It is hardly surprising that
Thrivers have been busy
redefining their current
lifestage. 

“Now that we’re fifty, fifty
has to change.” – Thriver

Thrivers are most likely to be
married and more than half
are still working. Just over
half of Thrivers are likely to
enjoy a household income of
between £20,000 and £40,000
annually. 

Some Thrivers are paying off
their mortgage and seeing
their children leave home,
giving their discretionary
income a double boost. 

However, the trend towards
having children later means
other Thrivers will have to
wait until their sixties before
they become empty nesters.
12% of 50 to 59 year olds
have children under 18 at
home and 21% have children
over 18 still at home.1 Having
children around the home
contributes to the younger
outlook on life that sets this
crop of 50-somethings apart
from previous generations.

1 Selling to, and profiting from, the over 50s, Mintel, 2002
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INCOME AND INSURANCE
The two most important
financial considerations for
over 50s are securing their
retirement income and
ensuring assets are
adequately insured.

Of respondents to the
Greypower financial survey,
only 1.8% consider the state
pension unimportant (see
figure 40.2). 75.4% consider
their state pension very
important, and 66.2% feel the
same about private
arrangements. 

As securing retirement
income is considered very
important, guarding against
anything that might impinge
on such provision is also top
of mind. 67.6% and 69% of
respondents said house and
car insurance respectively are

INFORMATION WANTED 
More than half the mature
population is actively
seeking or would be
interested in reading
information on state
pensions. Given the
uncertainties surrounding
state provision, and the
losses sustained in many
pension schemes, this 
hunger for information is
hardly surprising.

In other areas of financial
services, interest in
information is mostly
directly proportionate to the
importance placed on each
offering. Just under half of
the mature population is
interested in information
about house and car
insurance, while interest 
in information about
mortgages is low.

very important. As
retirement income is
generally of a fixed value,
budgets are stricter and there
is less room to move to cover
nasty surprises. It is for this
same reason that warranties
and guarantees on new
purchases are very important
to the mature market.

A lack of interest in
mortgages is consistent with
their time of life. Most now
own, or are very close to
owning, their own home
outright. Just over 15% of
respondents placed some or
much importance on
education finance, often
something they are
organising for children or
grandchildren, or
considering providing for in
their will. 

40
FINANCE 

FOR THEIR 
FUTURE

40.1 Sources of income in retirement

40.2 Importance of financial services products 40.3 Interest in information about financial services products

State pension 96.2%

Private pension 85.8%

Equity release 21.1%

Investments 63%

Percentage of
respondents
drawing on
each source 
of income
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INFORMATION SOURCES
Figure 40.4 shows how
useful different sources of
financial services are
considered to be. A broad
trend to emerge here is that
communication that involves
personal interaction is
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40.4 How useful information sources are considered to be

considered much more
useful than mass media
choices.

Advice from an Independent
Financial Advisor (IFA),
word of mouth, advice from
a bank and advice from a
building society make up

four of the top five most
useful sources of information
(see graph bars with the 
icon). The remaining source
in the top five is newspaper
and magazine advertising. 

Print scores well ahead of
electronic media as a useful

source. More information can
be imparted in print and it
can be accessed and
absorbed at a time chosen by
the consumer, not the media
schedule.

However, television is saved
from the lowest spot on the
table by telemarketing. Less
than 1% of respondents
found telemarketing ‘very
useful’, with an
overwhelming 92% rating it
as not useful. 

Mentioning telemarketing in
focus groups conducted with
Thrivers, Seniors and Elders
was a sure way to fire up the
participants:

“I wouldn’t commit to
something that to me is just
like doorstop calling, only
worse.” – Thriver

“It’s become a negative way
of marketing. They push
people into a corner.” – Thriver

While personal contact is the
preferred way to obtain
financial services
information, this must be at a
time chosen by the consumer
– be that a personal
recommendation over a cup
of tea with a friend, or a
more formal appointment
with a bank or IFA.

NO MORE SHAME IN
EQUITY RELEASE
Even just five years ago,
equity release was
considered the last resort for
the financially desperate. It
wasn't something that you
talked about, much less
admitted to having done. In
the 1999 Greypower survey,
just 12% said they might be
interested in equity release.

For the mature population,
many have experienced the
joy of having paid off their
mortgage, and most
traditionally think of their
home as their children's
inheritance. 

This makes it all the more
astounding that this year, not
only is a quarter of the
mature population interested
in information about equity

release, one in five sees it as
a source of retirement
income.

This is a major societal shift
in a very short period of
time. No longer the subject of
a hushed discussion with the
bank manager, equity release
is now the proud source of
financing for a world trip,
new car or home renovation.
In focus groups, equity
release was openly discussed
and the new thinking was
clear: 

“Well, you can't take it 
with you.” – Senior

“I’m going to enjoy the time
I've got left.” – Elder

“I had to do it for myself, my
kids can do the same.” – Senior
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“If you don’t plan your life, 
then you get old very quickly
after you’ve finished work. ”

– Dalmaine Dewgarde, 76
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yet more

sample

spreads 

08
AGENCIES A 
DISTANT THIRD
Any move towards the mature market is
largely being driven by the market itself. As
mature consumers place increased pressure
on companies to speak to them, provide for
them, or just simply acknowledge them, so
clients will in turn press media and
advertising agencies. 

Advertising agencies could do well to
leapfrog their clients and put themselves
back into the middle of the equation. After
all, advising clients on how to bring their
company and their customers together was
once a core offering.

09 
STUNNED
RABBITS
GET RUN
DOWN
While an increasing
number of companies
are waking up to the
opportunities the
mature market holds,
simply realising it is a
vital and viable target
market is not enough.

We urge you
purchase Mature
Thinking and read
the research findings
and case studies. Use
it to work out where
you stand with the
mature market, but
don’t just stand there.
Use it to make your
first move, or your
next move, toward
making the most of
the mature market.

A lumpy mattress on the
floor in the back and a
couple of makeshift
cupboards screwed to the
backs of the front seats – Jim
and June Driver’s first motor
home was far from
conventional.

But, in Australia in the 1970s,
this converted bread van was
good enough to take them on
their first holiday together
from Cairns in north east
Queensland, around the top
of the country and down to
Perth on the far west coast.

“That thing used as much oil
as it did petrol! It’s lucky Jim
had been working part time

painting oil drums at the
Mobil depot in Queensland,”
said June.

“It’s hard to believe that
someone actually paid us
good money for it once we
got to Perth. But, at the time,
it did the job and we didn't
complain.”

Today Jim and June holiday
in a little more luxury,
heading off to Europe each
Spring in the left-hand drive
motor home they bought five
years ago.

“It’s a lot more comfortable,
but we still don’t head off
until the Rugby season has

finished in May. Some things
haven't changed.”

Their six-week driving
holiday, typically through
France and Spain, is just one
of four holidays the Drivers
take annually. Mature Thinking
caught up with them in
between their annual trip to

Majorca each August and
their October departure back
to Australia for the first time
since the great bread van
adventure.

“For the most part, we travel
to follow the weather. We
still call England home and
don't want to live anywhere
else, but both of us do like
the warmer weather,” said
Jim of the four months they
spend on the road each year.

Now in their late fifties, the
Drivers are typical of many
baby boomers who have
grown up travelling and see
no reason for this to stop as
they age.

“If anything, we want to
travel more now, because
we've finally got the time,”
said Jim.

“I’ve still got my own
business, but with mobiles,
laptops and emails – who’s
to know if I'm in Yorkshire 
or Majorca?”

Jim and June bring to life the
concept of the married,
affluent Thriver couple, with
a vigour and verve for life
that statistics alone cannot
convey. It comes as no
surprise that this talkative
couple love the social side of
travelling.

“The main reason we return
to Majorca each year – same
time, same place, same
apartment – is the people.
We’ve got to know quite a
few couples over the years. 
I think we also know the life
stories of most of the waiters
in Port de Pollensa too,” said
June.

“But isn't that what
travelling is all about?
Meeting people and hearing
their stories?”

As well as plenty of stories
about their travelling
adventures, Jim and June
have many stories of service
– good, bad and telephone
touchpad ugly.

“The thing I hate most is
when a computer answers
and you have to keep
pressing numbers. ‘Dial one
if you have a reservation,
dial two if you don't.’ Dial M
for Murder I say,” said June.

When a ‘real’ person does
answer the phone, it is a
surprise and a delight – if
they are able to help.

“It’s frustrating when they
can't help you on the phone
and they say they’ll get back
to you. One place we called
to book our flights to
Australia took days to get
back to us. We called
somewhere else and they
were very helpful and
flexible and able to tap
things into the computer and
sort it out while we spoke to
them,” said Jim.

For the most part, Jim and
June prefer to book

37 “WE CAN’T IMAGINE LIFE WITHOUT TRAVEL”

Now in their late fifties, the Drivers are typical of
many baby boomers who have grown up travelling
and see no reason for this to stop as they age. Jim
and June bring to life the concept of the married,
affluent Thriver couple

everything directly rather
than through travel agents.
Travel packages hold little
appeal as they prefer to make
their own choices and do
what suits them best. While
good service is very
important, there are
situations where a good deal
will win out.

“For short trips and short
flights, we are looking for a
good deal. If the service isn’t
so great, you’re only on the
plane for a couple of hours
anyway. If we are travelling
further or for longer, like
Australia this year or America
last year, service is much
more important,” said Jim.

Jim and June are only just
starting to use the internet
more for booking travel and
accommodation, and it’s
something Jim sees them
doing more of. June herself
was never particularly
interested in the internet,
“Until I heard it might get
me a cheap flight”. 

Whether it’s hand-made
motor homes or talking to
‘real’ people, it seems June
prefers all things travel-
related to have a more
personal touch.
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RESEARCH PAYS 
DIVIDENDS FOR M&G41

are a loan you make to the Govern-
ment or a company for a fixed period
of time. Typically this is over five,
ten, fifteen years or even longer.
Although some have no fixed date
of repayment. 

In return, the bond regularly
pays a fixed amount of interest and
the issue price of the bond when
its term is up.

When I’m 64.

This makes them ideal if you’re
looking for a regular income – say
throughout your retirement – rather
than long-term capital growth.

Indeed, experts reckon you
should hold the same percentage
of bonds as your age. Which if you
were whooping it up in the ’fifties
or ’sixties, would be around 60%.

Safety in numbers.

Today, gilts (or Government
bonds) are regarded as one of the
safest investments you can make.
This is because the British Govern-
ment is highly unlikely to go bust,
and thus be unable to repay its
debts. After all, it can always raise
taxes (or introduce the odd stealth
tax or two) to cover them.

oes a trip down memory lane
involve you making a detour

along Carnaby Street, the King’s
Road or Penny Lane?

If so, you’ve lived through some
of the most exciting times in
recent history.

And some of the most turbulent.
The ’sixties.
The ’seventies, on the other

hand, came and went – only to
return as the theme for countless
fancy dress parties.

The ’eighties saw us go from
being a nation of shopkeepers to
a nation of shareholders – and left
many wishing they hadn’t when the
stockmarket crashed towards the
end of the decade.

And the stockmarket has been
climbing and climbing (and drop-
ping intermittently) ever since.

Many investors accept a bit of
uncertainty.

If, however, you’re ready for the
quieter life, your best bet may be
to invest in bonds.

Stirred, not shaken.

In times of uncertainty, bonds
are considered a safer alternative
to shares because their values
don’t fluctuate as wildly.

And when inflation is low (and
it’s currently at its lowest point
since the early ’sixties) for many
they become an even better option.

Especially compared to banks and
building societies, which – although
being the safest place for your money
– are currently offering very low rates
of interest. So what then, are bonds?

The history of bonds
from 1694 to 2012.

The first bonds were
issued by the Government

in the 17th Century to
fund the war against
France (England 1 –
France 0).

Essentially gilts or
corporate bonds

Reference to inflation rate at its lowest point since the early ’sixties. Source: National Office of Statistics. Reference to the M&G High Yield Corporate Bond Fund yields. Source: M&G Statistics 31/12/01. M&G Securities Limited is regulated by the Financial Services Authority and is part of the M&G Marketing Group which provides PEPs, ISAs and other Investments. The company’s registered
office is Laurence Pountney Hill, London EC4R 0HH. Registered in England 90776. M&G ISA is managed by M&G Financial Services Limited.

If you’ve had enough
excitement in your
life already, you may 
want to consider 
investing in bonds.

Please send me a copy of your Guide to Investing.

Name:

Address:

Postcode:

Email:

Tel. No:

Are you an existing M&G customer? Yes ■■ ref. XXXX
No ■■ ref. XXXX

Please return to: The M&G Group, FREEPOST 9131
(There, you’re 27p better off already), Chelmsford, CM1 1FB.

M&G may use your information for marketing purposes and we may disclose your
information to our service providers and other members of the Prudential Group. The
security of this information will be maintained at all times. If you do not wish to be included
in our marketing programme, please tick the appropriate boxes: By post ■■ by telephone ■■
by email ■■. You have the right to apply for a copy of the information we may hold about you.

D

In case you’re wondering 
who we are.

We introduced the UK’s first unit trust on
St George’s Day, 23 April,1931.

We successfully lobbied for regulation of the
industry back in 1939 – which is why you
can trust unit trusts.

In 1954, we introduced the UK’s first regular
savings plan, in which you could invest just
five shillings a week.

In 1971, we became the first UK fund manager
to invest in international markets.

We launched the UK’s first pure corporate
and high yield corporate bond funds. 

We introduced the UK’s first no initial
charge PEP.

M&G Investment Management are one of
the largest investors in corporate bonds in
the UK.

We manage investments for 544,505
individuals in the UK.

M&G Investment Management currently
looks after £111,975,000,000 worth of 
investments – make that £111,975,001,526.

us free on 0800 XXX XXXX).
There is no initial charge, and

while there is a diminishing with-
drawal fee over the first five years,
after that this is waived completely.

And if you invest in it as part
of an ISA, not only will all your
returns be tax-free, as a corporate
bond ISA you will be able to
reclaim 20% tax on all interest
distributions (under current tax
regulations – although this may
change if the Chancellor changes
his mind). 

If you’d like to know more
about bonds, please get in touch,
and we’ll send you our free Guide
to Investing.

Just call M&G free on 0800 XXX

XXXX quoting reference XXX (lines
are open 8.00am to 8.00pm, seven
days a week; for your protection,
calls may be recorded); or complete
and return the coupon below or
visit www.mandg.co.uk 

If you prefer, please ask your IFA
about us and how we could help you.

*In our opinion

Investing in corporate bonds can be 
less stressful than investing in equities as

their values don’t fluctuate as wildly.

Corporate bonds, on the other
hand, are issued by companies
and offer higher interest rates
because they are considered to
be less secure.

And there are various types
of corporate bonds available – 
each offering varying degrees of 
return and safety. For example,
high yield corporate bonds have
the potential for greater growth
and risk than traditional corpor-
ate bonds.

The trick is picking the one
that’s right for you.

And this is where our experi-
ence comes in.

Nobody does it better.*

M&G Investment Management
are one of the largest investors in
corporate bonds in the UK.

Of the £112 billion worth of
funds under our management, we
hold £48 billion in bonds.

Like you, we wouldn’t lend
money to someone unless we
knew them, and were confident
they would pay us back.

And at M&G, we get to
know every company we lend
money to by using the
largest in-house credit
research team in the
City.

This enables us 
to identify potential 
opportunities others
might miss. 

Take for example our High
Yield Corporate Bond Fund.

007.7%.

The M&G High Yield Corpor-
ate Bond Fund is one of our most
popular bonds (i.e. it’s more Sean
Connery than George Lazenby). 

It invests in high-yielding ster-
ling denominated corporate and
government bonds.

The gross distribution yield 
and gross redemption yield of
the M&G High Yield Corporate
Bond Fund were 7.7% and 8.1%
respectively as at 31/12/01 (although
this is not fixed and may vary – 
to get the latest figure, please call

The swinging ’sixties.

Beatlemania. Flower Power. Free Love. 
If you can remember the ’sixties 

some would say you weren’t really there. 
Others would say at least half 

your investments should be in bonds.

We launched the UK’s first pure 
corporate and high yield bond funds.

Higher risk investments
require more courage, but
the potential dividends can
make it all worthwhile.
When London ad agency
Harrison Troughton
Wunderman created a new
campaign for investment
company M&G, they wanted
it to stand out from the
traditional offerings of the
financial services category.

“Most financial campaigns
opt for name recognition
through a brand mnemonic –
the Jupiter planet, the New
Star galaxy – so when people
go to their IFA, they feel
familiar or comfortable with
the company,” said HTW
creative director Steve
Harrison.

“The other constant of
investment advertising is
large-print numbers –
dividends, rates, returns –
but with financial markets
giving little joy to report to
potential investors, we
wanted to try a different
approach.”

HTW took the risk and
ignored the popular
‘mnemonic plus numeric’
formula for financial

advertising. Like any good
investor, they did their
research first.

“Market research told us that
people perceived M&G to be
a solid, reliable workhorse
with a good track record. 

“We also found out that
mature consumers wanted
companies to say something,
to have a point of view and
address them as an adult.
They like to examine
companies, to do their due
diligence. Looking at all the
financial advertising in the
mature market, it seemed
most companies were
reluctant to talk about
themselves in their
advertising.”

Each execution in the
resulting campaign tells an
engaging story that
demystifies the financial
process, explaining how and
why M&G will invest your
money.

The strength of the
executions is in the way
personalities, programmes
and pastimes of yesteryear
are used to establish
common ground with the

audience. Nostalgia in this
sense is not about schmaltz
or sentiment, but about
leveraging the market’s
existing frame of reference to
help them understand new
concepts.

“Showing empathy with the
market is important. In
writing longer copy for the
mature market, clarity is
important, but a little bit of

charm also goes a long way,”
says Harrison.

“The stories we’ve told
convey some quite complex
financial concepts, but
warmth and wit keeps them
from becoming too dry.”

The art direction and
typography, evocative of
older-style advertising, help
to present these as the stories

of a durable, dependable
financial firm that has a solid
background.

“As well as allowing us to
explain complex ideas, long
copy has become part of the
brand. Even if people don't
read the ads, the blocks of
type show that M&G has
something to say.”

A campaign that was
inspired by market research
was also refined by it.

“Once we’d created the
campaign, we went back to
the target audience to see if
we'd got it right.

“Encouragingly, reactions
were very positive. However,
there were some small
sticking points.”

Steve Harrison cites an
outdoor execution as an
example of language jarring
with the audience. The tested
copy read, “If you’ve just
missed your train or it is
delayed by ten minutes, why
not get yourself a cappuccino
– then come back here and
find out what makes M&G
unique among fund
managers.”

“They loved the idea, but
they hated the cappuccino. It
represented everything
‘wrong’ about overt
consumerism, about wasting
money – it’s just coffee with
expensive froth. Replacing
the offensive cappuccino
with a ‘cup of tea’ settled
everyone down, and that's
how the ad went out.”

While these and similar
alterations were only minor,
they had a big impact on
ensuring the work fitted
within the frame of reference
of the mature market.

“Too many ads today are
written by advertising
people to impress their
advertising mates. It’s time
we got back to remembering
just who the ad is being
created for, and what is
important to them.”

Since rolling out the first
executions in 2002, the

campaign has become the
new marketing direction of
M&G. Their website,
fulfilment packs and
collateral have all been
brought into line with the
advertising.

Running innovative work
within the financial sector
has paid handsome
dividends for both client and
agency. Since the launch of
the campaign, M&G has
enjoyed growth within a
shrinking market. While
their advertising spend was
down by 35% on 2001
figures, responses were up
by 30%, halving the cost per
response. Awareness of M&G
was 30% greater than rival,
Fidelity, on a 15% smaller
media spend.

HTW has received industry-
wide acclaim for the
campaign and scooped
awards in four categories at
the Campaign Direct Awards
2003, including Best Use of
Copy and Best Integrated
Campaign. 

Thanks to a good market
response, the risk paid off
with a healthy return on
investment for all
stakeholders.

Return on investment:
Two press executions
from HTW’s award-
winning campaign that
helped M&G grow
within a shrinking
financial market.

Images reproduced courtesy of HTW;
Creative Director: Steve Harrison;
Copywriters: Steve Timms and Rob
Cavanagh; Art Director: Antony Cliff.
Typographer: Kevan Ansell; Client:
M&G; Client Marketing Director: 
John Goddard.
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WARNING: CONTAINS SMALL TYPE WHICH MAY BE 

UNSUITABLE FOR PERSONS OVER 60 YEARS OF AGE

81–89
PRACTICAL
TIPS FOR
MATURE
MARKETING

81 THE EYES
NO LONGER
HAVE IT
It’s a fact of life that hearing
and eyesight deteriorate from
around the age of 40
onwards. A 50 year old’s
eyes receive 50% of the light
received by a 20 year old.
The colours you use can help
or hinder your audience’s
ability to take in your
message. And as much as art
directors might object, body
copy needs to be set at a
minimum of 12 point,
preferably in a sans serif face.

Hearing also deteriorates
significantly from the age of
50, particularly in the higher
tones. There is a decreased
ability to discriminate
between background and
foreground sounds. On
television and radio, it is best
to avoid overly dense
soundscapes. If you are
trying to get an important
message across, crisp, clear
sounds and deeper voices
will help to ensure your
message is understood.

81.1 Colours and combinations to use

Colours such as red, orange and yellow are easy to
distinguish and can be used to create impact. When
using type over colour, older eyes favour sans serif
typefaces and high contrast colour combinations.

81.2 Colours and combinations to avoid

As the retina yellows with age, it becomes harder for
the eye to distinguish between blues, greens and
purples. White type reversed out of black or four-
colour process can be difficult to read.
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TWO
WEEK
MONEY BACK
GUARANTEE

Pour commander
une copie de 
Mature Thinking,
envoyez nous un
email avec le titre 
<< Commande >> en
mentionnant votre
nom, poste, société,
adresse, téléphone. 

Un conseiller
prendra contact avec
vous sous 48 heures.

If you are not
completely happy
with your copy of
Mature Thinking,
simply return it to
Millennium within 14
days for a full refund.
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MULTIPLE CHOICE

(A) 5% OF MARKETING

(B) 19 MILLION

(A) £77.45 PER WEEK

(C) 73% ARE SELF TAUGHT

(C) 80% OF WEALTH

TRUE OR FALSE

FALSE

FALSE (THEY FEEL TEN TO  
FIFTEEN YEARS YOUNGER)

FALSE

TRUE

FALSE

READ THE STORIES BEHIND THESE
ANSWERS IN MATURE THINKING
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