file_0.jpg


file_1.jpg



This report is supplied in accordance with Mintel's terms and conditions.  
© Mintel Group Ltd.	

Marketing to the Over-55s - UK - November 2019

OVERVIEW
What you need to know
EXECUTIVE SUMMARY
The market
Population of over-55s continues to grow
Figure 1: Trends in population of over-55s, 2014-24
The consumer
Home-life proves biggest source of happiness
Figure 2: How the over-55s feel about aspects of their personal, professional and family lives, May 2019
Family time is over-55s’ top priority
Figure 3: Top priorities for the coming five years, September 2019
Reflecting the active role of modern grandparents in advertising
Figure 4: What grandparents do for their grandchildren, September 2019
Helping the over-55s refocus on their health
Figure 5: Health priorities for the over-55s, September 2019
The delayed retirement trend looks set to grow
Figure 6: How long over-55s plan to remain in work, September 2019
A need to keep earning…
Figure 7: Attitudes towards remaining in work, September 2019
…but there are many personal benefits for staying in work too
What we think
ISSUES AND INSIGHTS
Helping the over-55s refocus on their health
The facts
The implications
The importance of later life financial guidance
The facts
The implications
DEMOGRAPHIC OVERVIEW – WHAT YOU NEED TO KNOW
Population of over-55s continues to grow
Obesity rates remain high amongst over-55s
Alcohol consumption peaks amongst 65-74s
Opportunity to drive activity levels
Internet usage widespread amongst 55-74s
Over-65s enjoy healthiest financial situation
DEMOGRAPHIC OVERVIEW – THE MARKET 
Population of over-55s continues to grow
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