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Pyramid Kite Phenomenon



Ageing planet



Ageing vs. Young

Source: Euromonitor Source: UN



Developing markets are ageing too 

Key Asian growth markets will age very soon



Cause for 

worry?



Time to 

celebrate!





Time to shape 

our future.



Humans are living longer

Source: Euromonitor Source: UN



Reflection of 

progress



Proven economic benefits

Source: Economist



Increased life 

expectancy 

(Ageing Society)

Social & 

economic 

opportunity
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Ageing 

population 

is next big 

‘segment’.
(Specially in developed 

markets)



Largely urban centric



Lifestyles influenced by 

urbanization



Lucrative targets for 

several products/ services



How can we apply 

learning from the 

developed markets for 

developing world?



Asia is getting old before 

getting rich
Changes in income and ageing (1980 - 2050) 

Source: UN 2012



Interestingly Asian markets also 

have high number of young



Young and ageing co-exist



Challenge: how do we create ‘one 

future’ for two generations?



We need to understand their needs to 

create ‘one future’ for both 

generations



“The paradox is that the things older people say they 

want are made hard by our systems and structures. 

They just want to be useful and recognized, to be helped 

at home when frail and end life surrounded by loved 

ones”

Geoff Mulgan, CEO Nesta, in Business of Ageing, Toronto, 2012



Media stereotyping 

has shaped attitudes 

and behavior of 

people towards each 

other



Maestros Academy Italy. LEO BURNETT



We got to think how do we induce 

an attitude and behavior change for 

positive outcomes
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We need innovative solutions



These innovations needs to be in 

line with social trends and ageing 

society’s needs



Solutions for a better planet. IBM





Persona Initiative. VODAFONE



Fujistsu Raku Raku.
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Innovation alone is not good 

enough.

People need to adopt it for it to have 

an impact for the ageing society.



Just as we are attracted to people 

who have a clear purpose, we are 

drawn to purpose brands & 

innovations.



When a brand is purpose-inspired, 
meaningful acts that touch the 
hearts of people are often one of 
the best ways to bring that purpose 
to life.



Leo Burnett’s 4 Ps



Who is most important to make the change?

What’s the defining behavior?

What’s the cultural fuel?

P E O P L E

Everything we do needs to be done 

through the eyes of human beings not 

marketers, policy makers… or even consumers

Principle 1



What does the organization/ brand believe?

Why does the organization/ brand exist?

P U R P O S E

Everything we do should be inspired by a 

human purpose… more powerful than a 

positioning or promise could ever be

Principle 2



What ideas gestures, experiences can we 

create that will transform the way people 

think, feel, behave?

Where should we create these experiences?

AC T S

Everything we do should be rooted in the 

belief that creativity can create powerful 

HumanKind acts…not just ads/ information

Principle 3



#worldneedsmore. LEO BURNETT, NY.



Beautifully Imperfect. LEO BURNETT, MALAYSIA.



Bentley Burial. LEO BURNETT, BRAZIL.



Ageing society is a reality. 

We at Leo Burnett believe, it a time to 

celebrate HumanKind’s success in 

increasing life’s expectancy.



The onus now is on us, all of us in this room, 

to take the baton forward and convert this 

HumanKind’s success into a social and 

economic opportunity.



Through innovations in technology, 

products and services.



Defining our business purposes in a way 

that motivates people, across generations, 

to rally behind and support our ideas and 

innovations.



And finally creating ACTS that can lead to 

BEHAVIOR CHANGE amongst people 

towards our desired social and economic 

goals.




