Taking notice of those rock’n’roll over-50s

IMAGINE. for & moment. thal you had
nothing betier io do for a hhfth-,
than watch icbevision = commencial,
of course = read nowspapers ansd
Kstcn to the radio. You would, in

shaort, be exposed o between 300 and
500 ads,
Thee conclhasion mdght dranw,

based on the ads that domdinate the
media landscape, would be a strange
ome: that Britains pogulation is
deminated by under the age of
35, with a small sprinkling of
amers langeled by ads for stair
and ¥iagra

The reality, of cowrse, is completely
different, but then we arc talking
sboud the parslle] universe known &
advertising in which anyone over the
ﬁ;ﬂ 50 is virtually imvisible.
the real warld the opposite is

| mge group, they e spenders and

| trwvellers. Buf, exceptions such as the

Saga group apart, advertisers rmrely

targel them and the advertisers”
niies dan’t encourage them tao,

by Dominic Mills The more enlightened among the
| markeling community are beginning (o
= —_— - | realise the potential of thess
comsamers. Last weelk saw the lausch
true. There are cormendly 20m dtizens | of Sen ey, the arm of

over 50 in Brikain, By 2035 more than | an estshlished ngency, MPGM. Add a

half the population will be over 50, rival calbed Millcrnbum, and & web

And the over-50s are the ones with the | ngeney ealled S0Connect.couk (a

money: Lhey hold B0pe of the wealth, i ﬁ{ﬂ number of over-50s ang
ical

ﬂumsming,mdmym users of the intemet), and

ch fi have Bown the nest are debit- I:,wl'nwuwmdluh]ullhwqp:nﬁﬂ

free. targeting this massive market.
Nor are they peossiarily sitling on The strange reluctanoe to

iboir hands, leaving their money |6 achn the over-50s market has

its rools in the innate conservatism of

the bank. These are the baby-
the advertising industry and,

boomers, and at the lower end of this

E

paradaxically. its cheessbon wilh
youth. It doesn’t help that anyhody in
ndvertising over the age of 50 is
cnsd past it

In the wider schemse of things,
received wisdom has il thad
oonsumers over 530 are set in thesir
oonsumption habits, so there is no
point in langeting advertising at them
unbess it is for producis only they by,
sach as denlures.

That may have been troe onee, but
tolay's ower-508 generation ks the one
that came of age in ithe Sixthes = an
era of sex, protest and rock and roll
It's & gemeration richer, bether
cducated and more open-minded thim
amy thai went before, and indeed

mmumﬂmn'uw
buase from which bo produce ads, it is
difficull to know what is.



