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A. Background

Last year The Ageing Well Network hosted the first Business of 
Ageing Conference in March. 

The Conference was held to illustrate to businesses how they 
could profit from connecting with an untapped resource, the 50+ 
generation.g

This year the conferences aims to put a name to the face of the 
50+ market by showing:

Who they are?Who they are?
What they want?
How to target them?

T hi th l Th A i W ll N t k i i dTo achieve these goals The Ageing Well Network commissioned 
Amárach Research to delve into the world of the 50+ population 
in Ireland.

The main objective of this research was:

“To understand the attitudes and behaviours of the  
50+ Irish market relating to specific lifestyle areas.” 
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B. Research Methodology

The research was conducted as follows:

Methodology Overview

500 Face to Face Interviews

20 Minute Questionnaire

National Representative Sample 
of all Adults Aged 50+

50-64 Year 
olds (210)

65-74 Year 
Olds (200)

75+ Year 
Olds (90)

Interviewing was carried out from the 7th to the 13th of February.

() Actual number of respondents
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C. Profile of Sample – I
(Base:  All Adults Aged 50+ - 500)

Gender Age Social Class Region Area

26

% % % % %

Dublin

48 42 47
60

2

Male 50-64 ABC1/
F50+

Dublin

Rest of 
Urban

25Leinster

52

40

53
40

29
Female

65-74

C2DE/
F50-

Munster

40

18 2075+ Conn/ 
Ulster

Rural

Quotas were set on age, gender, region and social class to ensure the 
sample attained was representative of the Irish population aged 50+.

* Quotas set based  on The Central Statistic Office Census 2006



6

C. Profile of Sample – II
(Base:  All Adults Aged 50+ - 500)

Marital Status
% % %

Household Make-upWorking Status Annual Income

20
7

27

% % %

Working, 
full time

€2,000-
€10,000

€10,001- • 2 in 3 (61%) are living with a

58
11

27

16

Married
Working, 
part time

Working, 
in home

,
€20,000

€20 001

• 2 in 3 (61%) are living with a 
spouse  or partner.

• 2% are living with an other family 
member16

20
1

12

in home
Student

€20,001-
€30,000

€30,001-
€40 000

member.

21

12

47 6
9

79

25
Widowed

Single, 
never

Have children
Have children living 

at home
Retired

€40,001-
€50,000

€50,001+

€40,000

10

6
15 4

19

never 
married

Separated
Remarried

Single
Un-

employed

Refused

Average: €27 000

Almost half of the sample are retired with 1 in 5 working full time.  58% of the sample are married and nearly 4 
in 5 have children with a quarter of them still living in the family home.  The average annual income is €27,000.

Average:  €27,000
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Financial Overview
(Base:  All Adults Aged 50+ - 500)

Financial Products
Currently Owned

Main Financial
Provider

Impact of
Economic Downturn

Current account 80

%

y
% %

17
The recession 

hasn’t affected 
me at all

Savings account
Pension

Credit card

77

60
46

39

The recession 
Higher

for 65+Credit card
Personal loan

Mortgage
Other investments

46
18

16
27

50has had a 
moderate 

impact on my 
life

Other investments 
(stocks/shares) 11

11

8
6

33
The recession 

has had a 
strong impact 

Higher for 
50-64 year 

5
3

6
1Refused

NoneOthers*

strong impact 
on my life

Although the majority have been moderately impacted by the 

olds 
(+12%)

6 in 10 50+ adults currently have a 
pension.  Unsurprisingly, this is 

higher amongst the older 65+ cohort 

(Q.42/43/44)*All others 2% or less

recession, just 1in 3 50+ adults have been impacted strongly 
and this is more pronounced among 50-64 age cohort 

(+12%), i.e. those most likely to be still working.

(+11%), but highlights the potential 
scale of an emerging pension deficit 

for the ageing population.
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Current Financial Lifestyle
(Base:  All Adults Aged 50+ - 500)

Neither/ Mean Strongly
Disagree

Strongly
Agree

37 34125
I find my income has 
decreased significantly in the 
past 12 months

Nor Score

12 3.8

Disagree
(1) (2) (4)

Agree
(5)

(71%)
Hi h f F l

34 24156

p

I am increasingly concerned 
about saving for my 
retirement 21 3.6(58%)

Higher for Females ,
50-64,Munster

Higher for 50-64 (+16%), 

35 25187
I am cutting back on day-to-
day expenses to provide for 
my future

I am sacrificing the things I 

15 3.5(60%)

g ( ),
Munster

Higher for 50-64 (+9%),
Munster(+12%)

25 172314

g g
really want now in order to 
provide for healthcare costs 
later in life

21 3.1(42%)
Munster(+12%)

Higher for
50-64 (+12%), Munster

7 in 10 have found their incomes have decreased significantly in the past  12 months.  As a result, 
nearly 2 in 3 are increasingly concerned about saving for retirement and that 6 in 10 are cutting 

(Q.48)

back on expenses to provide for their future. These sentiments are all felt more strongly by the 50-
64 cohort, building on the fact that they have been more strongly impacted by the recession.
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Change in Financial Behaviour to Provide for 
Future – I

(Base:  All Adults Aged 50+ - 500)

Closer Monitoring
Of Spending

Eat Out
Less Often 50-74

age
 females

50-64 age

66%33% YesNo 46%53% YesNo

age
group

50-64 age
group

66%

1%
Yes

Don’t 
know

1%

Yes

Don’t knowknow Don t know

Delay Buying 
A New Car

Cut Back on 
Holiday Spending  females

50-64 age
 50-64

age

48%51% YesNo 43%55% YesNo

groupgroup

1%

Don’t 
know

2%

Don’t 
know

(Q.46)

Closer monitoring of spending is the number one change in financial behaviour for 2 in 3 in order to 
provide for their future.  Nearly half have delayed buying a new car which is higher amongst the 50-64 age 
group.  Females aged 50-64 are more likely to sacrifice holiday spending in order to provide for their future
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Change in Financial Behaviour to Provide for 
Future – II

(Base:  All Adults Aged 50+ - 500)

Delay Home 
Improvements

Change in Savings 
& Investments 50-64

year
 50-64

year

37%61% YesNo 27%69% YesNo

year
olds

year
olds

2%

61% Yes

Don’t 
know

4%
% Yes

Don’t 
knowknow

Adjust 
Retirement Plans

More Contact 
With Bank  50-64

year
 50-64

year

22%74% YesNo 19%79% YesNo

oldsolds

4%

Don’t 
know

2%

Don’t 
know

(Q.46)

Just under 2 in 5 have delayed making changes to their homes and 1 in 4 have made changes in 
savings and investments to provide for their future.  The 50-64 age group seems to be the age 
group who are making the most changes when it comes to looking after their financial future.
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Key Financial Priorities
(Base:  All Adults Aged 50+ - 500)

Neither MeanNot At All
Important

Very
Important

21 7311Having enough money to 
meet everyday expenses

/Nor Score

4 4.6

Important
(1) (2) (4)

Important
(5)

(94%)

29 5352
Savings for future health 
and care costs in the event 
of becoming frail

11 4.3(82%)  50-64 year
olds (+8%)

32 4655Saving for your retirement 12 4.1(78%)

31 261310
Providing inheritance
for your children 20 3.5(57%)  50-64 year

olds (+7%)

Right no for o er 9 in 10 ha ing eno gh mone to meet e er da e penses is a ke financial priorit 8

(Q.45)

Right now, for over 9 in 10, having enough money to meet everyday expenses is a key financial priority.  8 
in 10 say saving for future health care costs and retirement is important. This is more evident for the 50-

64 age group.  Unfortunately for their children less than 6 in 10 believe providing inheritance is important. 
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Source of Income
(Base:  All Adults Aged 50+ - 500)

%
Main Any

47

21 24

58State pension

Wages from paid employer

% %

 higher for 65+ (80%)

 hi h f 50 64 ld ( 22%)21

15 27

24Wages from paid employer

Private pension

S lf l d i

 higher for 65+ (36%)

 higher for 50-64 year olds (+22%)

7

3 5

8Self employed income

Partner’s income

1

1 6

29Interest on savings

Rental income from property

 higher for 65+

1 2Disability benefit

State pension or private pension combined accounts for main income for 6 in 10 while paid employment is

(Q.47a/b)

State pension or private pension combined accounts for main income for 6 in 10 while paid employment is 
the main source of income for 1 in 5. 3 in 10 also have interest on their savings.  However, this is not their 

main source of income.
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Summary:  Finance

50+ impacted moderately by recession but those of working age hit 
particularly hard.

Those still working feeling the pressure to maximise provisions for 
retirement and later in life.

– An increasingly difficult task in light of more than 7 in 10 reporting– An increasingly difficult task in light of more than 7 in 10 reporting 
significant decreases in income.  Ironically this erosion of income 
arguably sharpens focus on providing financially for the future while 
resources to do so are diminishing.

Abstinence is the fiscal tool of choice for the majority to provide for the 
future with daily spending being closely monitored while at the same 
time bigger ticket spend items such as new cars holidays and hometime bigger ticket spend items such as new cars, holidays and home 
improvements are being delayed or cut out.

– Smaller proportion (circa 1 in 5) are looking at a more restructuring 
of finances approach via changing savings/investments, adjusting 
retirement plans and increasing contact with financial institutions.

6 in 10 currently have a pension and this indicates the potential difficulty 
that may be felt by 4 in 10 without at such a close age to retirementthat may be felt by 4 in 10 without, at such a close age to retirement.



SECTION 2:
Lifestyle
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Ownership and Future Purchase Intentions
(Base:  All Adults Aged 50+ - 500)

Currently Own Planned Purchases in
Next 12 Months

Holiday

Flat screen TV

Mobile phone
80

% %
23

5

 50-74
year olds

 50-64 year olds (+14%)
ABC1/F50+

 males 50-64 years Flat screen TV

Car

M bil h

Car

Flat screen TV

69

56

5

5

 males, 50-64 years
ABC1/F50+ (+12%)

 Dublin (+15%)

Mobile phone

Blu-ray/DVD 
Player

Blu-ray/DVD Player 44

31

3

2

PC

Laptop

31

27

MP3 Player/iPod

Tablet PC e g iPad

10

4

4 in 5 aged 50+ currently own a mobile phone with ownership almost 
ubiquitous among 50-64 year olds (94%).  Holidays are the biggest 

purchase expenditure over the next 12 months especially for those aged 
50-74.Tablet PC e.g. iPad 4

*All others less than 2% (Q.2)

50 74.
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Membership of Associations
(Base:  All Adults Aged 50+ - 500)

%

Credit Union

R id t ’ A i ti

60

18

 50-64 year olds
 Connaught/Ulster (-9%)

Residents’ Association

GAA

18

15
 Males (+11%)
 Munster (+7%)
 ABC1/F50+ (+5%)

Political Party

Trade Union

11

6

 Males
 Munster

Staff Association

Book Group

4

2

There is a parochial undertone to the entities and associations that Ireland's 50+ 
generation are members of with Credit Union being most popular followed by

(Q.15)

generation are members of, with Credit Union being most popular followed by 
residents associations and then the GAA.
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Attitudes to Retirement
(Base:  All Adults Aged 50+ - 500)

Ideal Retirement Age Preferred Method of Retirement

15
%

<50
51-55 %

26 2956-60 To retire straight 
away

T ti d ll

 50-64 (+2%)

40

69
61-65

To retire gradually 
(i.e. reduce working 

overtime)

 65+ (+2%), 
Rest of Leinster, 
Connaught/Ulster 
regions

 75+ (+7%),
Conn/Ulster 
regions(+10%)

25

2

66-70

Not sure

371+
Average

Age:
64

(Q.19/20)

Age: The ideal retirement age is 64 year olds with nearly 7 in 10 saying they would prefer to 
retire gradually over a period of time rather than stopping work immediately.  Those 
who are yet to reach the retirement age are more likely to say they’d prefer to retire 
straight away, whereas those over 65 see the value in a gradual slow down more so.
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All About ME: Present and Future

Your Future

(Base:  All Adults Aged 50+ - 500)
How You Feel 

Yourself Right Now32%68%

Positive

Negative
38%62%

Positive

Negative

26

18

Good/great

Positive

17

11

%

Good/great

%

 65-74, 
Rest of 
Leinster 

 65-74

Negative Negative

18

16

9

Positive

Bleak

Hopeful

10

9

OK/Average

Happy

Anxious/Worried 75+

3

3

OK/Average

Unknown

8

8

Anxious/Worried

Sad

Poor

3

3

Poor

Worrying

6

5

5

Hopeful

Depressed

Bright

Happy

L l

5

3

3
Overall 2 in 3 over 50’s feel positive about themselves at the 
moment with similar levels albeit slightly less positive about 

Lonely 3

(Q.16)*All others 2% or less

g y p
their own personal future.
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A Portrait of Ireland Right Now

%

(Base:  All Adults Aged 50+ - 500)

Terrible

Mess

23

11

%

IRELAND

Disaster

Broke

10

8

Gloomy

Sad

Bankrupt

5

4

3Bankrupt

Shambles

Depressing

3

3

3Depressing

Struggling

3

3

(Q.16)*All others 2% or less

The perspective of the 50+ generation on Ireland is one of over-riding negativity with almost 1 in 4 describing 
the country as terrible and there being no positive sentiments of any consistent scale coming through.
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A Portrait of Irish Government Right Now

%

(Base:  All Adults Aged 50+ - 500)

Terrible

Disaster

21

18

%

IRISH
GOVERNMENT

Mess

Disgrace

B k

9

6

GOVERNMENT

Broke

Shameless

Corrupt

6

5

4Corrupt

Rubbish

Dead

4

3

3

Hopeless

3

3

A i h lik I l d i h h I i h i d i l i h

(Q.16)*All others 2% or less

Again, much like Ireland right now, the Irish government is portrayed negatively in the 
minds of the 50+ population.  Circa 1 in 5 describe the Irish government as terrible or as a 
disaster, however, it must be noted that all interviews were conducted pre election 2011.
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A Portrait of Europe Right Now

%

(Base:  All Adults Aged 50+ - 500)

Alright

Terrible

15

14

%
EUROPE

Domineering

Good

6

6

Mess

Struggling

Broke

5

5

5Broke

Improving

Solid/stable

5

3

3Solid/stable

Helpful

3

3

Unlike Ireland Europe is viewed in a more balanced image in the eyes of the 50+ population in

(Q.16)*All others 2% or less

Unlike Ireland, Europe is viewed in a more balanced image in the eyes of the 50+ population in 
Ireland, with 15% saying Europe is alright at present and 6% describing it is good.  However, there 
was still a negative tone expressed with 14% describing Europe as terrible and 6% as domineering.
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Frequency of Undertaking Activities– I 
(Base:  All Adults Aged 50+ - 500)

S

Daily
Weekly
Monthly
Less Often
N

19

Watch 
TV

Use A
Landline

Make A
Mobile Call Drive

Buy A 
Newspaper Exercise

Send A
Text

Use The
Internet

Never

% % % % % % % %

 50 64

75
60 60

51 44 40
12
62

 50-64
yrs (+16%)

 50-64
yrs (+12%)

96
75

8 34

16
12

7
33

2
Daily

 50-64 
yrs 
(+21%)

2

14

19 34

2
4

5
2

1

3

4

14

7 15
29

6
19

42
61

Weekly
Monthly

*

22 7 6Monthly
Less Often

Never –*
Mean Score:
(days per
month)

29 23 19 18 17 14 13 6

96% of the Irish population over 50 watch TV daily, 2 in 3 make a mobile call and 2 in 5 send a text daily.  1 
i 5 th i t t d il hi h i hi h f 50 64 ld (+12%) f ABC1/F50+ b k d

(Q.1)

in 5 use the internet daily which is higher for 50-64 year olds (+12%) from an ABC1/F50+ background 
(+7%), and from Dublin (+12%).  Noteworthy that despite 8 in 10 owning a mobile phone, landlines are 

used more frequently, however, mobile usage is considerably stronger for both texts and calls among 50-
64 year olds.  This is also the cohort who are more likely to be using the internet with a greater frequency.
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Frequency of Undertaking Activities – II 
(Base:  All Adults Aged 50+ - 500)

Monthly+
Every 2-3 months
Yearly
Less Often
Never

6 3
7

Go to
Pub

Eat in
Restaurant

Get a
Take-Away

Visit
Doctor

Take a
Taxi

Go to
Cinema Fly

Never

% % % % % % %

Use Public
Transport

%

54 52
38 31 25 20

6

11
10

6 7

12

43
Monthly+ 50-64

ld

8

9 25

11

8
12

13
43

10 23
18

19

Every 2-3 
months

ABC1/
F50+

year oldsMales,
50-64

year olds

8 185

14
3111

10 23
22

35 29
39

57

months
Yearly

Less Often

8
1122

8 2

29 25Never

Mean Score:
(days per 

month)
3 1.3 1.1 0.8 0.6 0.2 0.11.2

month)

(Q.1)

Over half of over 50’s go to the pub monthly.  This is higher amongst the male population and ages 
of 50-64. 2 in 5 fly yearly which is more predominant for the ABC1F50+ group.  Over 50’s eat out in 
a restaurant on average 1.3 times a month and do this more often than get a take-away.  Over 50’s 

are not frequent cinema goers with almost 6 in 10 never going.
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Summary:  Lifestyle

While 8 in 10 over 50’s own a mobile phone it is interesting that use of a 
landline phone is more frequent than their mobile.

Overall the 50+ generation are relatively satisfied/positive about 
themselves and how they feel with a majority feeling good and 
optimistic and similarly they are upbeat on the whole about theiroptimistic, and similarly they are upbeat on the whole about their 
personal future.

In contrast to a more positive personal outlook, over 50’s have an 
overwhelmingly negative view of Ireland and the Irish Government 
currently.*

The ideal retirement age is 64 with those who are yet to reach this ageThe ideal retirement age is 64 with those who are yet to reach this age 
more likely to want to retire straight away but those over 65 are more 
convinced that a gradual slow down is better:

– Overall the majority (7 in 10) prefer the gradual retirement route.

* NOTE:  Research conducted two weeks prior to 2011 General Election.



SECTION 3:
Health & Wellness
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Level of Fitness & Reasons for Not Being 
Regularly Physically Active

Level of Fitness Reasons for Not Being 
Regularly Physically Active

(Base:  All Adults Aged 50+ - 500)

%
Regularly Physically Active

37Injury/disability/ 
%

(Base:  All not regularly physically active – 48%)

 F l

48
I am regularly physically 

active and have been so for 
longer than 6 months

37

23

j y y
medical condition

Not interested

Interested but not 
Higher for 

50-74

 Female, 
75+, 
C2DE/F50-

4
I am regularly physically active but 

only began in last 6 months

I do some physical activity but not 
h h d i i f

15

14

te ested but ot
willing to spend 

the time

No time to do it

ABC1/F50+

23

6

enough to meet the description of 
regular physical activity

I am not regularly physically active 
but am thinking about starting to do 

so in the next six months

6

1

No facilities to 
exercise/be active

Others *


19I am not regularly physically 
active and do not intend to be so 

in the next six months
4Not stated

*All others 1% or less e.g. bad weather

 75+, 
Munster 
Dublin

(Q.10/11)

Almost half of those over the age of 50 claim to be regularly active.  This is highest amongst those 
from the 50-74 age group, ABC1/F50+ background and from the Rest of Leinster and Connaught/Ulster 
regions.  Just under half do not fit the criteria for those who are physically active.  The main reason for 

this is injury, disability, and or medical condition cited by nearly 2 in 5.
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Activities Taken Part In
(Base:  All who take part in exercise - 375)

%
Regularly Ever 75%

Take part in 
any physical 

activity/ 
exercise

Walking

Golf

78

14 18

87

%

 M l 50 74Golf

Exercise in gym

14

9 14

18  Male, 50-74

50-64, ABC1/F50+

Yoga/Pilates

Running/Jogging

5

3 8

8 Females

50-64

Tennis/squash/badminton

Team Sports (e.g. Football/GAA)

3

3 10

6

10 12Others *

(Q.12a/b)*All others less than 2% include gardening, cycling, swimming etc.

Nearly 4 in 5 of those who take part in regular exercise go walking.  14% play golf regularly with 
most of these being male from an ABC1/F50+ background from Dublin and the Rest of Leinster.
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Attitudes Towards Exercise

Level of Fitness

(Base:  All Adults Aged 50+ - 500)

Gym Membership

%

43
I have always exercised 

throughout my life

9%91% YesNo

 Rest of Leinster (+8%)
 Male
 50-74 year olds

29
I used to exercise more when I 

was younger

Yes
 50-64 year

olds (+5%)

 50-64 year olds

13

y g

I’ve stopped exercising as I 
got older

I never used to exercise but as
 Females, 75+

4
11

I never used to exercise but as 
I got older I began to exercise

I have never exercised

Just over 2 in 5 say that they have always exercised This is highest among those

(Q.13/14)

Just over 2 in 5 say that they have always exercised.   This is highest among those 
living in the Rest of Leinster region who are 50-74 and male.  1 in 3 explain that they 
used to exercise more when they were younger.  Just under 1 in 10 of all over 50’s 
are currently a member of a gym and this is more likely to be those who are 50-64.
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Perceived Health Status
(Base:  All Adults Aged 50+ - 500)

% % % %
TOTAL 50-64 65-74 75+

24 27 23 20

%

Very healthy (5)

% % %

 ABC1F50+

45

74% 79%
73%

65%
 ABC1F50+

(+7%)

50 52
50

45
Fairly healthy (4)

11 8 13
15

12 11 11
16

Neither/nor (3)

Fairly unhealthy (2) 12 11 11
3 3 2 4

y y ( )
Very unhealthy (1)

Mean Score: 3.8 3.9 3.8 3.6

(Q.28)

Nearly 3 in 4 would describe their lifestyles as healthy.  This is higher among those from the 50-64 age 
bracket (79%) and decreases with age, but still 2 in 3 75+ year olds describe themselves as healthy.
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Private Health Insurance Versus Medical Card

Private Health Insurance
Medical Card

(Base:  All Adults Aged 50+ - 500)

Private Health Insurances 
Providers

%
(Base:  All Insurances Holders- 268)

54%46% YesNo
70

47%53%No Yes

 75+ (+15%)

14
 75+ (29%)

C2DE/F50- (+18%)

 75+ (+15%)

 Males, 50-74, Rest of Leinster

13

3

 50-64, Dublin and Rest of Leinster

Not stated

(Q.29/30)

Over half have private health insurance and this is most common among ABC1’s (7 in 10), while slightly 
less than half have a medical card and this is higher amongst C2DE’s (65%).  Of those with private health 
insurance, 7 in 10 are with VHI and the profile of over 50’s with Quinn and Aviva is more concentrated on 

50-64 year olds, seemingly supporting VHI’s argument for the necessity of risk equalisation.
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Future Health Priorities

34

(Base:  All Adults Aged 50+ - 500)

%

 R t f L i t (+7%)34

23

19

Keeping healthy

Keep exercising/Be active

Eating healthy/Healthy diet

 Rest of Leinster (+7%)

19

9

5

Eating healthy/Healthy diet

Get regular check-ups

Being able to take care of myself 5

5

4

Being able to take care of myself

Level of care in hospitals

Lose weight 4

3

18

Lose weight

Start exercising more

Oth 18Other

The main priority concerning health over the next few years is to remain healthy for 1 in 3.

(Q.31)

The main priority concerning health over the next few years is to remain healthy for 1 in 3.  
Other top priorities include keep exercising/be active and having a healthy diet circa 1 in 2.

*All others 2% or less include cost of healthcare, keeping stress away, 
lower blood pressure, lowering cholesterol
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Attitudes Towards Healthy Eating
(Base:  All Adults Aged 50+ - 500)

Attitude Towards Healthy Eating Willingness to 
Spend More on Healthy Food

%

p y

%

54
I watch what I eat in 

order to increase my 
health

 Females (+8%)
ABC1/F50+ (+8%)
Rest of Leinster (+7%)

76%24%No Yes
 Females

ABC1/F50+
 50 64 ld

27
I tend to go in and out of 
phases of healthy eating

 50-64 year olds
 C2DE/F50-

19I am not at all conscious 
about the kind of food I 

eat

Over half claim to watch what they eat to look after their health.  This is particularly the case for female, 

 Male (+10%)
 75+ (+13%)

(Q.32/33)

y y
ABC1/F50+ respondents from the Rest of Leinster region. Those who are not at all conscious about the types 

of food they eat, circa 1 in 5, are more likely to be male from the 75+ age group.  3 in 4  maintain that they would 
spend more on healthy food and this is more pronounced among higher socio economic groups and females.
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The Burden of Future Health Care Costs
(Base:  All Adults Aged 50+ - 500)

% % % %
TOTAL 50-64 65-74 75+

30 34 29
21

% % % %

Very worried (1)

35 37

28
65% 71%

66%
49%

 Munster
C2DEF50+

35
37

37

12 11

14
Fairly worried (2)

12
12

11

18
14

18
28

9

Neither/nor (3)

Not very worried (4)
5 3 5 9

65% f 50+ d lt i d b t th t f f t h lth Thi i hi h t t

2.3 2.1 2.3 2.8
Not at all worried (5)

Mean Score: 

(Q.28)

65% of 50+ adults are worried about the cost of future health care.  This is highest amongst 
the 50-64 cohort (71%) who most likely are yet to have a strong need for health care at 

present, but are conscious of the costs associated later in life.  For older ages, the concern 
is still present but moderates as certainty around health care provisions become clearer.



36

Summary:  Health and Wellness

Overall 3 in 4 over 50’s in Ireland consider themselves to be fairly/very 
healthy.

Currently 3 in 4 engage in some physical exercise with over half– Currently 3 in 4 engage in some physical exercise with over half 
(52%) being regularly active and exercising with walking being the 
preferred activity.

– For those who aren’t active, the key reason is injury/disability/ 
di l ditimedical conditions.

Over half have private health insurance but this is strongly skewed to 
higher social classes, while medical cards are also popular (just under 
h lf h ) Th lik l t b l i i h thalf have).  These are more likely to be lower socio economic cohorts.

The majority of over 50’s are mindful of eating healthy to some degree, 
with just 1 in 5 (19%) stating that they are not at all conscious about the 
kind of food they eat:

– Healthy eating is translating to 3 in 4 over 50’s willing to spend more 
on healthy foods.

Future costs of health care are a concern for 2 in 3 over 50’s with 
younger cohorts more concerned as they have yet to make arrangements 
for this healthcare. The unknown around actual cost undoubtedly is 
adding to the anxiety felt.g y



SECTION 4:
Life Online
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Internet Access
(Base:  All Adults who Use Internet at least Once a Year - 190)

38% Access the
internet

Main Method of 
Access to the Internet

%

Points of Access
Ever Used

Over 50 Internet
Access Profile

%%
38

38

40

95

2151%

At home

At work

Total

Male

Female

60

34
3

48%

1%

51%
PC Laptop

In a family 
member/ 

friend’s house

Internet cafe *

 ABC1/F50+ (+9%)
Dublin (+7%)

50-64

65-74

75 3

49

38

Mobile Internet
Internet cafe *75+

Dublin

Rest of Leinster

30

34

48

Munster

Conn/Ulster

ABC1/F50+
Almost 2 in 5 access the internet regularly, with this being more likely to be 
50 64 year olds Dublin residents and those from a ABC1?F50+ background48

29

(Q.3/4)

ABC1/F50+

C2DE/F50-

50-64 year olds, Dublin residents and those from a ABC1?F50+ background. 
Internet access is mainly evenly split between PC and laptop and for the 

majority home is the key location where the interest is accessed.
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Websites Visited Most Often
(Base:  All Adults aged 50+ who use
the internet every 2-3 months - 189)

Primary Websites Secondary Websites

38% Access the
internet

838

Primary Websites
%

Secondary Websites

%

8

7

19

13

**

**

 50-64 year olds, 
Dublin (+12%)

 Females, ABC1/F50+, 
Munster

6

6

11

11

6

5

44

The most visited website among the 50+ generation is Google.  Almost 1 in 5 visit Facebook most often.  
This is higher among the 50-64 cohort from Dublin.  Ryanair comes in third with over 1 in 8 visiting their 

Others

*All other mentions 4% or less including Amazon, Trailfinder, GAA, Irish Examiner (Q.5)
** Caution small base size

s s g e a o g t e 50 6 co o t o ub ya a co es t d t o e 8 s t g t e
website most often.
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Internet Accounts
(Base:  All Adults aged 50+ who use the internet every 2-3 months - 189)

%
%

38% Access the
internet

%%

80

52

Email 52

52

52

Total

Male

Female

29

26

32

37

39

36

%%%

GENDER

37

29

52

58

43

Female

50-64

65-74

32

37

18

36

40

33

AGE

9

5

33

45

47

75+ *

Dublin

Rest of Leinster

43

27

33

35

45

*
REGION

4

2

73

45

Rest of Leinster

Munster

Connaught/Ulster

ABC1/F 0

20

20

35

35
CLASS

4 in 5 of those 50+ respondents who use the internet every 2-3 months have email accounts. Over

61

38

ABC1/F50+

C2DE/F50-

30

29

37

38

CLASS

(Q.6)

4 in 5 of those 50  respondents who use the internet every 2 3 months have email accounts.  Over 
half have online banking.  This is higher for the 50-64 cohort from an ABC1/F50+ background living 
in Munster.   For 1 in 3 that have Skype accounts, they tend to be more male and Rest of Leinster 

based while 3 in 10 who have Facebook are more female and Dublin based.
* Caution small base size
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Online Shopping
(Base:  All Adults who Use Internet at least Once a Year - 190)

Ever Purchased Online Items Ever Purchased Online
38%

Access the
internet

77
Yes

%

(Base:  All adults over 50+ who have ever 
purchased an item online – 121)%

Flights
 ABC1/F50+ (+6%)

Munster (11%)
77

43
36

64%
36%No

Yes 

 50 64

Holidays
Insurance

Books

 Females

21
20

10

 50-64 year
olds (+7%) Clothes

CD’s music
DVD’s blue-ray

8
8
7

DVD s blue ray
Computer/laptop

Games
Shoes 7

6
16

Shoes
Groceries

Others*

(Q.7/8)

Over 2 in 3 of those who use the internet have purchased an item online, mostly from the 
50-64 age bracket.  The most popular items to have been bought online are flights and 
holidays both at 77% each.  Over 2 in 5 have bought insurance online and 1 in 3 books.

* All others 4% or less including mobile phones/camera/MPS Player/motor tax/bets.
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Likelihood of Purchasing Online in the Next 12 
Months

(Base:  All Adults Aged 50+ - 500)

Total Online Ever Bought
Online

16

%

Very likely (5)

20%

% % 50-64 
year olds
ABC1/F50+

40

62

4
9
4

Fairly likely (4)
Neither/nor (3)

Fairly unlikely (2)

20%

71%

11

19

71%

77%

51%

15

19

5
67Very unlikely (1)

77%

30%
 Males, 75+ (+29%)

2125

2
Mean Score: 2.0 3.4 4.4

( )
C2DE/F50+ (+8%)

-

(Q.9)

For the total 50+ population just 1 in 5 are likely to buy online however, for those who use 
the internet, over half of them would purchase an item online in the next 12 months and 3 
in 4 who have previously purchased items online will do so again in the next 12 months.
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Summary:  Life Online

Almost 2 in 5 over 50s access the internet every 2-3 months and do so 
predominantly at home using an even mix of PC and laptop as the main 
channel of access.

There are a wide range of websites visited by over 50’s who are online 
with Google being most popular but Facebook is the second mostwith Google being most popular but Facebook is the second most 
popular with 1 in 5 visiting most often.

Social networking is relevant for over 50’s online with 3 in 10 currently 
having a Facebook account and 1 in 20 having a twitter account and 
similar levels are on LinkedIn.   In addition, more than 1 in 3 have a 
Skype account.

2 in 3 over 50’s online have ever bought anything online (most likely 
flights and holidays) and in the next 12 months 1 in 5 of all over 50’s will 
buy something online and among those online this increases to half and 
over 3 in 4 for those who have previously bought online.



SECTION 5:
Social Lens
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Importance of Amenities
(Base:  All Adults Aged 50+ - 500)

Very
Important

14 83Good local health service

(4)
Important

(5)

(97%)

14

22

82

72

Safety in home and in the community

Care in the home, in the community and 
long-term care

(96%)

(94%)

29

27

62

63

Reliable, affordable and accessible 
transport
Easier access to information about 
services and entitlements

(91%)

(90%)

28

28

62

54

services and entitlements
More age friendly public facilities e.g. Level 
placements, more benches, better areas in 
parks, access to toilets
Access to education and life-long learning 

(90%)

(82%)28 54g g
opportunities (82%)

(Q.34)

For the majority of amenities over 50’s consider each to be important but of particular salience 
are local health services and safety in the home and community (i.e. health service and crime).
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The Position of Amenities in Ireland 
(Base:  All Adults Aged 50+ - 500)

M i i thM i i th

2717Easier access to information about 
services and entitlements

Staying the 
same (0)

56

Moving in the 
right direction 

(+1)

Moving in the 
wrong 

direction (-1)Importance

(90%)

2620Access to education and life long 
learning opportunities

Reliable affordable and accessible

56

53

(90%)

(82%)

25

2123

21Reliable, affordable and accessible 
transport
Facilities e.g. Level placements, 
more benches, better areas in parks 
access to toilets

54

56

(91%)

(90%)

21

1638

39

access to toilets
Safety in the home and in the 
community

Care in the home, in the community 

40

46

(96%)

(94%) 16

1653

38
y

and long term care

Good local health service 30

(94%)

(97%)

(Q.35)

The two issues surrounding amenities of greatest importance to over 50’s in Ireland (health 
and crime) are the two issues where feelings are that progress has been most negative.

( ) = 4/5 % importance
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Importance of Social Standing Issues
(Base:  All Adults Aged 50+ - 500)

Very
Important

22 74Continue to live life feeling valued 
and respected by society

(4)
Important

(5)

(96%)

16

27

79

60

An adequate income free from the 
fear of poverty

Level of age discrimination and 
ageism in Ireland

(95%)

(87%)

30 50

ageism in Ireland

More opportunities for social 
interaction with younger people

P ti i ti i t d i l

( %)

(80%)

28

23

46

47

Participating in sports and social, 
cultural activities

Opportunity to continue working 
beyond normal retirement age

(74%)

(70%)y g

Similarly to the importance of amenities, the 50+ age group in Ireland believe that the social standing of the older 

(Q.34)

generation in Ireland today is highly important.  This is evident from the high top box scores indicated across the 
range of issues above but most notably valued/respected in society and protection from poverty are key.
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The Position of The Older Population Social 
Standing in Ireland

(Base:  All Adults Aged 50+ - 500)

2412Participants in sporting, social and 

Staying the 
same (0)

64

Moving in the 
right direction 

(+1)

Moving in the 
wrong 

direction (-1)Importance

(74%) 24

2417

12p p g,
cultural activities

Continue to live life feeling valued 
and respected by society

64

59

(74%)

(96%)

22

2017

18Level of age-related discriminating 
and ageism in Ireland

More opportunities for social 
interaction with younger people

60

63

(87%)

(80%) 20

1824

17interaction with younger people

Opportunity to continue working 
beyond normal retirement age

63

58

(80%)

(70%)

1255
An adequate income free 
from the fear of poverty 33(95%)

(Q.35)

There is a clear and strong sense of vulnerability among  over 50’s in relation to poverty.  This issue is of 
key importance however, more than half consider that work on this issues is going in the wrong direction.

( ) = 4/5 % importance
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Performance versus Position of Issues

High HIGH LEVERAGECRITICAL IMPROVEMENT

 Important factors for the 50+ 
population.

Currently moving in the wrong 

 Important factors for the 50+ 
population.

Currently moving in the right 

A
N

C
E 

direction.

 Issues need to be addressed and 
improve on to pull them in the right 
di ti

direction.

Continue to uphold this standard.

M
PO

R
TA direction.

 These factors are not of critical  These factors are not of critical 

IM importance.

However, they are moving in the 
wrong direction.

importance.

Moving in the right direction.
g

Not to be ignored as status could 
change over time.

Need to be monitored and 
maintained.

Low MONITOR AND MAINTAINLOW RELEVANCE

Right
Direction

Wrong
Direction POSITION OF ISSUES
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The Importance versus the Position of Issues 
Facing the 50+ Population

(Base:  All Adults Aged 50+ - 500)
CRITICAL IMPROVEMENT HIGH LEVERAGE

Moving in 
the wrong 
direction 

Moving in 
the right 
direction

Not Important
LOW RELEVANCE MONITOR AND MAINTAIN

The major causes for concern are good health services and an adequate income free from poverty. Both of these 
issues are moving in the wrong direction but for the 50+ population are for critical importance. Work needs to be 

done to ensure that these issues of importance progress in the right direction as a priority over others.
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Actions Taken if Dissatisfied with a Certain Issue 
or Topic

(Base:  All Adults Aged 50+ - 500)

Neither/
Nor

Mean 
Score

Not At All
Important

(1) (2) (4)

Very
Important

(5)
42

29

44

1215

3

28

4Discuss it amongst friends and family
Make contact with an organisation 
campaigning for the rights of older 

l

Nor Score
7 4.2

16 2.8

(1) (2) (4) (5)
(86%)

(41%)  50-64 years

28

9

12

2627

17

20

28
people
Join an organisation campaigning for 
the rights of older people
Remain dissatisfied and do nothing

15 2.8

18 2.8

(40%)

(35%)

 50-64 years

 Males 75+

25

24

13

1413

17

34

28Take part in a demonstration/ 
protest/march
Research it on the internet/in a 
newspaper

17 2.8

15 2.7

(38%)

(38%)

21

14

9

524

20

44

34Get people to sing a petition
Call into a radio talk show to voice 
your concern

16 2.5

13 2.1

(30%)

(19%)

 50-64 years
(+10%)

14

7

3

520

23

54

46Write to a newspaper
Voice your opinion online  through  
Facebook, Twitter, Linkedin

14 2.0

14 1.9

(17%)

(12%)

(Q.36)

Almost 9 in 10 would discuss their opinions amongst friends and family instead of taking affirmative 
action.  After that the drive to take action falls off with 2 in 5 saying they would make contact with an 

organisation or join an organisation campaigning for the rights of older people: the 50-64 year old 
cohort are more likely to take these action if they found they were dissatisfied.
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Recognising the Older Generation
(Base:  All Adults Aged 50+ - 500)

Importance of recognising and 
valuing the older population

Needs being 
recognised

%

14

%

Recognised very well
66%

64Very important (5)

52

%

Recognised to a degree

 75+ age group 
Munster
Conn/Ulster

93%

52

29

93%

Fairly important (5)

 females
15Neither/nor

52
Neither/nor (3)

*
Not important (2)Not at all important (1)

Mean score: 4.6

16

3
19%Poorly recognised (2)

Very poorly recognised (1)
Mean score: 3.6

 65-74 age group
Rest of Leinster

(Q.37/38)

Almost unanimous feeling that recognition of and valuing older generations is important, yet 
just 2 in 3 feel that this recognition is currently there suggesting that for a cohort their 

desired importance is not being adequately acknowledged or recognised by society at large.
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Media Stereotyping
(Base:  All Adults Aged 50+ - 500)

Vulnerable Unable to copeHarmlessFrail

31
17 20 16

%

Agree 
t l (5) 60% 50%

%%%
 Dublin

 Females
65-7431

43 31 34

strongly (5)

77%

60%
51%

50%

 Males
Munster

Munster

46

43

10
17 13

Agree 
slightly (4)

Munster 
(+13%)

7

10

11

19 21 25
Neither/nor (3)

Disagree 37%32%30%11
5 11 11 12

g
slightly (2)

Disagree 
strongly (1)

37%32%30%
16%

Mean: 3.9 3.4 3.3 3.2

 ABC1/F50+
Rest of 
Leinster

(Q.17)

The 50+ population in Ireland believe that the media stereotype them in a negative light of 
some fashion with a vulnerability and frailty being the core traits put forward and to a lesser 

extent a persona of harmlessness and inability to cope.
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Preventing Media Stereotyping

%

(Base:  All Adults Aged 50+ - 500)

%

92
Greater emphasis on the achievements of 

older people  Munster

86

84

More content covering older people and 
young people working together 

Illustrate that older people know how to 
utilise technology and that its not just for

 Munster

 Munster84

82

utilise technology and that its not just for 
younger people

Training for media about older people

 u ste

 Munster

(Q.18)

The 50+ population believe that all the above are good methods to prevent media 
stereotyping of their generation.  The respondents from Munster believe more strongly 

that all these mechanism are beneficial to the prevention of media stereotyping.
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Interest in Becoming a Member of Organisations

(Base:  All Adults Aged 50+ - 500)

Voices the opinions 
of older people and

An organisation that:

Gives 
benefits to

Voices the 
opinions of

Willingness 
to join for

%

of older people and 
gives benefits

%%%

benefits to 
older people

opinions of 
older people

to join for 
€10

36 34 27 28Very interested 
(5)

70%

66% 64%

Very willing (5)

 F l  F l

34 36
39 36

70%

Fairly 
interested (4)

70%

Fairly willing (4) Females
ABC1/
F50+
M t

 Females
ABC1/
F50+
Munster

 Females
ABC1/
F50+
Munster

 Females

15 13 15 15
Neither/nor (3)

Neither/nor (3)

N t illi (2)

Munster Munster

9 10 12 12

6 7 7 9

Not very 
interested (2)

Very uninterested (1)

Mean: 3.9 3.8 3.7 3.6

Not very willing(2)

Not at all willing (1)

Mean:

(Q.39/40)

There is strong interest by 7 in 10 to join an organisation that voices opinions and gives benefits.  
For a nominal fee of €10 the level of interest drops only marginally.  The innate point of interest is 

slightly more weighted towards the benefits rather than more altruistic opinion voicing.
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Ireland and the Older Generation
(Base:  All Adults Aged 50+ - 500)

Older people are a 
powerful group in 

Ireland is a great 
country in which to 

Ireland provides good support 
and care for older people 

26
15

%
Irish society

%
grow old in

%
particularly those who need it

33 26

35

Agree strongly (5)

65%
69%

50%

 75+

 75+ (+11%)
Munster

32 43

19

Agree slightly (4)
 65-74

Rest of
Leinster

 75

15 10

19

12
22

Neither/nor (3)

15 12

5 9 9

3.7

Disagree slightly (4)

Disagree strongly (5)

Mean: 3.7 3.3

20% 21% 31%
 50-64

Dublin

(Q.41)

Nearly 7 in 10 agree that Ireland is a great country in which to grow old in.  Over 2 in 3 agree that the older 
generation are a powerful group in Irish society.  However, 1 in 3 disagree that Ireland provides good 

support and care to those who need it.  This belief is held more strongly by the 50-64 cohort from Dublin.
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Summary:  Social Standing

Despite importance of a range of issues for over 50’s, of primary 
importance are the areas of health care, safety at home (crime) and 
protection from poverty.p p y

– These are ironically the issues where least progress is perceived to 
have occurred and in fact where a deterioration and worsening of the 
issues has occurred.

Almost unanimous agreement with the importance of recognising the 
value of older generations but a gap of circa 3 in 10 feel this is not the 
case and latent unease is likely.

– This generation are relatively active in voicing concerns and 2 in 5 
illi t ti l t t d j i i ti f ld lare willing to actively contact and join organisations for older people 

if dissatisfied with issues.

7 in 10 are actively interested in becoming a member of an organisation 
that offers benefits and voices opinions of older people and there isthat offers benefits and voices opinions of older people and there is 
evidence that an annual membership fee of €10 would be accepted by 
most.

– Suggests that there is a suitable context to coordinate and organise 
over 50’s into a cohesive and scalable group to address underlyingover 50 s into a cohesive and scalable group to address underlying 
concerns and more positively position them closer to the centre of 
decision making in Ireland.

Overall the over 50 generation in Ireland feel that Ireland is a greatOverall the over 50 generation in Ireland feel that Ireland is a great 
country to grow old in – 7 in 10.

– So despite key issues that are of concern, the overriding feeling is 
that Ireland is a good place to be over 50.



SECTION 6:
Brands and SwitchingBrands and Switching 

Behaviour
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Brand Gazing:  Most Popular Brand Over the 
Next 12 Months

(Base:  All Adults Aged 50+ - 500)

3%
6%

Most

3%
4%

Most 
popular 

brand over 
the next 12 

3% 3%

months

Shops Own 3% 3%Shops Own 
brand 3% 3%113 brand names 

mentioned

(Q.21)

Over 113 different brands mentioned and no single consensus on brands that are growing in popularity is 
indicative of a weak connectivity between the wider brand landscape and this over 50 cohort.

All others 2% or less including Tesco, Supervalu, Vodafone, Barrys Tea, Nokia, Airtricity
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Likelihood to Switch from a Premium Brand to 
an Own Label Brand – I

(Base:  All adults aged 50+ who are responsible for the 
grocery shopping  - 331)

66% Responsible
For main grocery 
shop

26 172026Toilet tissue/kitchen towel

Neither/
Nor

Mean 
Score

11 2.9

Very 
unlikely

(1) (2) (4)

Very
likely

(5)

shop

 Females(46) (43)

23

23

17

1226

22

28

26Household cleaning products

Toiletries

12 2.8

11 2.7

(48)

(54)

(40)

(35)  50-64

19

20

10

624

26

33

31Shampoo/shower gel

Biscuits

14 2.5

17 2.4

(57)

(57)

(29)

(26)

 Munster

20

15

12

6

6

623

28

26

3

36

32Tinned/frozen food

Yoghurts

S ft d i k

16 2.4

15 2.3

(58)

(64)

(60)

(26)

(21)

(18)12

13

6

928

23

40

37Soft drinks

Milk

22 2.3

10 2.2

Th lik lih d t it h f i b d t l b l b d i l t ith

(60)

(68)

(18)

(22) ABC1/F50+
Dublin

(Q.25)

The likelihood to switch from premium brand to an own label brand is more prevalent with 
generic cleaning products with 2 in 5 saying that they would be likely to switch.  Over 1 in 3 
say that they would switch their toiletries to own label brands.  This is higher for the 50-64 

year old category.  Nearly 7 in 10 say they are unlikely to switch their milk brands.
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Likelihood to Switch from a Premium Brand to 
an Own Label Brand – II

(Base:  All adults aged 50+ who are responsible for the 
grocery shopping  - 331)

Neither/ Mean
Very 

unlikely
Very
likely

66% Responsible for 
main grocery shop

11

11

4

321

25

40

38Processed meat

Frozen meat

Neither/
Nor

Mean 
Score

22 2.2

25 2 1

unlikely
(1) (2) (4)

likely
(5)

(63)

(61)

(15)

(14)11

7

10

3

3

425

20

21

40

38

40Frozen meat

Beer

Chocolate

25 2.1

32 2.1

21 2.1

(61)

(58)

(65)

(14)

(10)

(14)

11

12

6

527

28

46

43Butter

Bread

12 2.1

10 2.0

(71)

(73)

(17)

(17)

11

9

5

328

30

48

45Breakfast cereal

Tea/coffee

9 2.0

12 1.9

(75)

(76)

(16)

(12)

1032550Fresh meat 12 1.9(75) (13)

Th i t bl l illi t b tit t f d d d i k h h ld bl f

(Q.25)

There is a notable lower willingness to substitute food and drinks over more household consumables from 
premium to own label brands, with fresh meat, tea/coffee and cereals being those least likely to be switched.
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Switching Behaviour

Ever switched Switching in the next 12 monthsPast 12 months*

(Base:  All Adults Aged 50+ - 500)

13
13

10 23

34Car insurance

Main grocery shop

%
%

Car insurance (69%)

(Base:  All Who Avail of Products)

 Males

 50-64, 
ABC1/F50+

 Females, 50-64
10

7

5

10

10

7 23

17

23g y p

Electricity supplier
Fixed/landline 
provider

Health insurance (54%)

Main grocery shop (66%)

Internet provider

 Females, 50 64

 50-64

 50-64, Dublin, Rest of 
Leinster 5

5

3

5

5

4 9

16

11Internet provider

Mobile provider

TV service provider

Internet provider

Electricity supplier (100%)

Fixed/landline provider (100%)

Leinster

4

4

3 16

10

9TV service provider

Health insurance 
Bank/financial 
institution In the past 12 months 1 in 8 have switched car insurance providers

2

2

4Gas supplier

Gym membership

In the past 12 months, 1 in 8 have switched car insurance providers 
and 1 in 10 have switched main grocery store and similar levels for 
electricity suppler switching are also seen.  The momentum for car 
insurance switching is likely to continue in the next 12 months with 

health insurance on the agenda for over 50’s to switch also.
–

Those who switched anything in the past 12 months – 160         * All others 2% or less (Q.22a/b/c)
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Reasons for Switching
(Base:  All those who switched in the past 12 months – 160)

%%

89
I switched to get a better deal because my other 

provider was too expensive

9

6

I switched due to recommendations from friends 
and family

I switched due to poor customer service 6

3

I switched due to poor customer service

I switched for convenience as my new provider is 
closers to where I live

The main reason for switching for those respondents who have switched in the 
past 12 months, is to avail of a better deal with regards to price – circa 9 in 10.

(Q.23)
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Spending More or Less Versus 12 Months Ago

The 

(Base:  All adults aged 50+ who are responsible for the 
grocery shopping  - 331)66% Responsible for 

main grocery shop

4

6 33

41Fresh fruit and vegetables

Fresh fish

More > same
56

61

Less <

 Females, 50-64

 Females,
50-64

6

11

10 18

19Food with added vitamins

Own brand goods

70

72

15

14

19 5

5

15Health supplements

Toiletries

Branded goods

70

81

7619
28

33 3

3

5Branded goods

Alcohol

Confectionery

76

69

64 Females, 50-64

35

37 3

4

y

Clothing goods

Ready made meals

61

60 50-64
Dublin

 ,

 Females, Munster

(Q.26)

Over 2 in 5 are now buying more fresh fruit and vegetables versus 12 months ago.  This 
is true for females aged 50-64 more than other cohorts and supports the willingness to 
spend more on healthier foods by over 3 in 4.  Nearly 2 in 5 have reduced purchasing 

ready made meals and over 1 in 3 have bought less clothing and confectionery goods.
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Valued as a Customer
(Base:  All Adults Aged 50+ - 500)

%

75I feel I am treated with the same
respect as any other customer  ABC1/F50+ (+7%)

Connaught/Ulster (+10%)

11

7
7

I feel as if other age groups are prioritised above my own *
I feel as if everything is aimed at the younger

generational and as a result I feel invisible

 Male, 75+

7

3 in 4 over 50s in Ireland feel that they are treated with the same respect as any other 

I feel I am treated better as I have gotten older

(Q.27)

y p y
customer  when purchasing products and/or services.  This is felt higher among those from 
an ABC1/F50+ background from Connaught/Ulster.  Over 1 in 10 however, feel as if other age 

groups are prioritised above their own.  This sentiment is highest among males aged 75+.
* Caution small base size
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Summary:  Brands and Switching Behaviour

There is a distinct lack of any strong consistent affinity or connectivity to 
brands from the over 50 generation. This is symptomatic of the lack of 
consistency in perceived popular brands for the coming 12 months and 
wide disparity with 113 different brands being mentioned.

Over 50’s are active switchers with 1 in 3 switching a product/serviceOver 50 s are active switchers with 1 in 3 switching a product/service 
provider in the past 12 months:

– Switching is driven strongly by cost savings and pursuit of value 
and for over 50’s in the coming year switching of health insurance 
providers is a new addition to the switching agenda.

Switching to own label brands from premium brands is more likely to be 
for general household consumables such as cleaning products kitchenfor general household consumables such as cleaning products, kitchen 
products and toiletries rather than foods and in the past 12 months, 2 in 
5 are spending more on fresh fruit and veg and 1 in 3 spending more on 
fresh fish.

Overall 3 in 4 over 50’s in Ireland feel that they are treated with the same 
respect as other customers.



Key Research LearningsKey Research Learnings
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Finance

50+ impacted moderately by recession but those of working age hit 
particularly hard.

Those still working feeling the pressure to maximise provisions for 
retirement and later in life.

– An increasingly difficult task in light of more than 7 in 10 reporting– An increasingly difficult task in light of more than 7 in 10 reporting 
significant decreases in income.  Ironically this erosion of income 
arguably sharpens focus on providing financially for the future while 
resources to do so are diminishing.

Abstinence is the fiscal tool of choice for the majority to provide for the 
future with daily spending being closely monitored while at the same 
time bigger ticket spend items such as new cars holidays and hometime bigger ticket spend items such as new cars, holidays and home 
improvements are being delayed or cut out.

– Smaller proportion (circa 1 in 5) are looking at a more restructuring 
of finances approach via changing savings/investments, adjusting 
retirement plans and increasing contact with financial institutions.

6 in 10 currently have a pension and this indicates the potential difficulty 
that may be felt by 4 in 10 without at such a close age to retirementthat may be felt by 4 in 10 without, at such a close age to retirement.
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Lifestyle

While 8 in 10 over 50’s own a mobile phone it is interesting that use of a 
landline phone is more frequent than their mobile.

Overall the 50+ generation are relatively satisfied/positive about 
themselves and how they feel with a majority feeling good and 
optimistic and similarly they are upbeat on the whole about theiroptimistic, and similarly they are upbeat on the whole about their 
personal future.

In contrast to a more positive personal outlook, over 50’s have an 
overwhelmingly negative view of Ireland and the Irish Government 
currently.*

The ideal retirement age is 64 with those who are yet to reach this ageThe ideal retirement age is 64 with those who are yet to reach this age 
more likely to want to retire straight away but those over 65 are more 
convinced that a gradual slow down is better:

– Overall the majority (7 in 10) prefer the gradual retirement route.

* NOTE:  Research conducted two weeks prior to 2011 General Election.
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Health and Wellness

Overall 3 in 4 over 50’s in Ireland consider themselves to be fairly/very 
healthy.

Currently 3 in 4 engage in some physical exercise with over half– Currently 3 in 4 engage in some physical exercise with over half 
(52%) being regularly active and exercising with walking being the 
preferred activity.

– For those who aren’t active, the key reason is injury/disability/ 
di l ditimedical conditions.

Over half have private health insurance but this is strongly skewed to 
higher social classes, while medical cards are also popular (just under 
h lf h ) Th lik l t b l i i h thalf have).  These are more likely to be lower socio economic cohorts.

The majority of over 50’s are mindful of eating healthy to some degree, 
with just 1 in 5 (19%) stating that they are not at all conscious about the 
kind of food they eat:

– Healthy eating is translating to 3 in 4 over 50’s willing to spend more 
on healthy foods.

Future costs of health care are a concern for 2 in 3 over 50’s with 
younger cohorts more concerned as they have yet to make arrangements 
for this healthcare. The unknown around actual cost undoubtedly is 
adding to the anxiety felt.g y
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Life Online

Almost 2 in 5 over 50s access the internet every 2-3 months and do so 
predominantly at home using an even mix of PC and laptop as the main 
channel of access.

There are a wide range of websites visited by over 50’s who are online 
with Google being most popular but Facebook is the second mostwith Google being most popular but Facebook is the second most 
popular with 1 in 5 visiting most often.

Social networking is relevant for over 50’s online with 3 in 10 currently 
having a Facebook account and 1 in 20 having a twitter account and 
similar levels are on LinkedIn.   In addition, more than 1 in 3 have a 
Skype account.

2 in 3 over 50’s online have ever bought anything online (most likely 
flights and holidays) and in the next 12 months 1 in 5 of all over 50’s will 
buy something online and among those online this increases to half and 
over 3 in 4 for those who have previously bought online.
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Social Standing

Despite importance of a range of issues for over 50’s, of primary 
importance are the areas of health care, safety at home (crime) and 
protection from poverty.p p y

– These are ironically the issues where least progress is perceived to 
have occurred and in fact where a deterioration and worsening of the 
issues has occurred.

Almost unanimous agreement with the importance of recognising the 
value of older generations but a gap of circa 3 in 10 feel this is not the 
case and latent unease is likely.

– This generation are relatively active in voicing concerns and 2 in 5 
illi t ti l t t d j i i ti f ld lare willing to actively contact and join organisations for older people 

if dissatisfied with issues.

7 in 10 are actively interested in becoming a member of an organisation 
that offers benefits and voices opinions of older people and there isthat offers benefits and voices opinions of older people and there is 
evidence that an annual membership fee of €10 would be accepted by 
most.

– Suggests that there is a suitable context to coordinate and organise 
over 50’s into a cohesive and scalable group to address underlyingover 50 s into a cohesive and scalable group to address underlying 
concerns and more positively position them closer to the centre of 
decision making in Ireland.

Overall the over 50 generation in Ireland feel that Ireland is a greatOverall the over 50 generation in Ireland feel that Ireland is a great 
country to grow old in – 7 in 10.

– So despite key issues that are of concern, the overriding feeling is 
that Ireland is a good place to be over 50.
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Brands and Switching Behaviour

There is a distinct lack of any strong consistent affinity or connectivity to 
brands from the over 50 generation. This is symptomatic of the lack of 
consistency in perceived popular brands for the coming 12 months and 
wide disparity with 113 different brands being mentioned.

Over 50’s are active switchers with 1 in 3 switching a product/serviceOver 50 s are active switchers with 1 in 3 switching a product/service 
provider in the past 12 months:

– Switching is driven strongly by cost savings and pursuit of value 
and for over 50’s in the coming year switching of health insurance 
providers is a new addition to the switching agenda.

Switching to own label brands from premium brands is more likely to be 
for general household consumables such as cleaning products kitchenfor general household consumables such as cleaning products, kitchen 
products and toiletries rather than foods and in the past 12 months, 2 in 
5 are spending more on fresh fruit and veg and 1 in 3 spending more on 
fresh fish.

Overall 3 in 4 over 50’s in Ireland feel that they are treated with the same 
respect as other customers.




