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Ageing: an 
opportunity



Source: Swiss Re Ageing consumer research 2016 3
Source: Swiss Re “Who pays for ageing?”, 2017
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Ageing needs are funded by a “wallet” containing 
individual savings, society support and insurance solutions

ESTIMATES

Source: Swiss Re analysis based on numerous sources (“Who pays for ageing?”, 2017)
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ESTIMATES

Source: Swiss Re analysis based on numerous 
sources (“Who pays for ageing?”, 2017)
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Source: Swiss Re analysis based on numerous 
sources (“Who pays for ageing?”, 2017)

ESTIMATES
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Multiple 

trends
impact 
consumer 

needs
and  
funding 

sources
Source: Swiss Re “Who pays 
for ageing?”, 2017
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9Source: Swiss Re “Who are the ageing?”, 2017

People’s views on Ageing are varied and often messy
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10Source: Swiss Re “Who 
are the ageing?”, 2017



2x
seniors

but 20% fewer 

middle-aged
people by 2050

11Source: United Nations (medium fertility scenarios)
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The absolute impact of Ageing: zoom on Europe
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Source: United Nations (medium fertility scenarios)

Aged population (absolute figures)

2050

Total 65+

191 Mn

2015

Total 65+

129 Mn
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Where is our core customer group going?

Source: United Nations

1980 2015 2050 1980 2015 2050

16 -26%
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More elderly... ...fewer 30-49 years old

Million individuals

18
+4%17

14



49+
Average age of 
intermediaries

3%
Under-30

Source: BVK (Bundesverbandes
Deutscher Versicherungskaufleute)
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Ageing: 
a challenge
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Source: Swiss Re 
“Who are the 
ageing?”, 2017; 
ANZ “Through 
Retirement” 
consumer 
research, 2016. 
Note: 2 of 3 
Australians 
ranked dementia 
as their first or 
second greatest 
fear for older age



Informed by 
people 
affected by 
dementia 



Scale of 
dementia:
UK and global

Cost: 2x cancer, 3x heart disease, 4x stroke

Research spend: 1/6 vs cancer



What is 
dementia



It’s a normal 
part of ageing

It only affects 
old people

There are 
treatments for 

dementia

You can’t die 
from dementia

It isn’t, it is cause by 
diseases of the brain

No new treatments since 2003
No treatments to slow or stop 
dementia

40K people in UK under 
the age of 60

Dementia is now the 
biggest killer in 
England and Wales

What is 
dementia



– Current treatments 
don’t stop dementia 
progressing

– Half of people living 
with dementia do not 
have a diagnosis

– No standardised care
pathway for dementia

– Access to social care
support is poor

– Stigma leads to fear, 
loneliness and isolation

The 
challenges



What do we know?

Through research we can deliver:

• Symptomatic treatment

• Stop, slow, (reverse?) disease 
process

• Prevention

• Better care



Alzheimer’s 
Society:

•Providing support



People living with 

dementiaAlzheimer’s 
Society:

• Transforming 
society



£150m

Drug Discovery

UK Dementia Research 
Institute

Alzheimer’s 
Society:

•Researching for 
the future

•Care and Cure



Global 
Influence

#dementiachallenge

www.         
alzheimers.org.uk

#unitedagainst
dementia



Source: Swiss Re

Family structure

Public finances

Consumption

Low-yield world
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A call 
to action 
for insurers: 

Be relevant 
or 
be bypassed
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3 main areas where technology 
can support healthy ageing

Source: World Economic Forum

Focus area

Social 
connectivity

Cognitive ability

Physical ability

Impact on healthy ageing

Sense of purpose, 
meaning in life, 
emotional contact

Anxiety, depression; 
alcohol intake, nutrition, 
medication adherence

Mobility, 
musculoskeletal disorders, 
dementia, cognitive decline
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Centre on the
ageing consumer, 
accelerate 
innovation

swissre.com/ageing
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Legal notice
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©2017 Swiss Re. All rights reserved. You are not permitted to create any modifications 
or derivative works of this presentation or to use it for commercial or other public purposes 
without the prior written permission of Swiss Re.

The information and opinions contained in the presentation are provided as at the date of 
the presentation and are subject to change without notice. Although the information used 
was taken from reliable sources, Swiss Re does not accept any responsibility for the accuracy 
or comprehensiveness of the details given. All liability for the accuracy and completeness 
thereof or for any damage or loss resulting from the use of the information contained in this 
presentation is expressly excluded. Under no circumstances shall Swiss Re or its Group 
companies be liable for any financial or consequential loss relating to this presentation.


