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Objectives 
The underlying objective of this CoreData research study is to understand the present 
financial situation faced by pre and post retirees. 

A core aspect of the research is to identify how individuals within the self funded pre 
and post retiree segment are possibly adapting and viewing both their immediate and 
longer term future after the recent financial shocks and significant declines in value 
across the various asset classes. 

Diversification has not necessarily been a protection against investment losses and 
many of those who thought they were well placed for a comfortable retirement are now 
reassessing their situation. 

The very basis of investment theory has come under fire after years of investors 
reading about and being told not to place their eggs all in one basket, the ferocity and 
broad impact of the global financial crisis means in some instances previously 
uncorrelated assets (and hence good diversification strategies) have fallen together 
leaving investors distressed and perplexed. 

A semblance of order returned to the market in mid-2009 and therefore this report is 
vitally important for financial services companies seeking to fully understand what the 
environment looks like from a behavioural and attitudinal sense now that the dust 
appears to have settled. 

 

Background 

With more and more of the chosen generation of baby boomers approaching and 
joining the throngs of existing retirees the behaviour of this segment of the market – 
arguably the most affluent generation ever – has vital and well known implications for 
the financial services industry. 

This report identifies how individuals who are at or near retirement are and have been 
reacting to recent developments and what it means to them moving forward. 

The following are just some examples of what is covered in the report. 

Each subject area of analysis can be viewed across the following demographic 
measures: Age, Sex, State and Net Assets. 

The study involved 1,082 individuals aged 50 and over. 

 

 

 
 

 

 

 

 



 

Target Segments 
The two core dimensions of segmentation for this research are: 

 

Segment 1 

Retired/Non Retired Status 

Percent

Fully retired 42.6

Retired but still doing some part time work 20.4

Not retired - but will retire within 5 years 28.3

Not retired - at least more than 5 years away 
from retirement

8.7
 

 
Segment 2  

Degree of Self Funding 

Percent

Totally self funded retiree
57.9

Reliant in part on government pension 33.9

Totally reliant on government pension 8.1  

 

Research Deliverables 
The final deliverables from the research will be:  

·  A full written report 

·  A face to face presentation of findings to client 

·  Optional workshop to ‘brainstorm’ the implications of findings to clients. 

  

The quantitative findings from the online survey will be presented with appropriate 
strategic insight and illustrative charting. 

 

 

 

 



Self Funded Pre & Post Retiree Study 

Sample Composition 

The sample was balanced to the ABS population for gender and age for the segments 

covered (in this instance pre and post retirees).   

 

Percent

50 - 55 years old 5.7
56 - 60 years old 28.1
61 - 65 years old 36.1
66 - 70 years old 19.6
71 - 75 years old 6.8
76 years old and above 3.7  

 

What’s In The Report? 

This report explores: 

·  Proportion of pre and post retirees sitting on losses 

·  Extent of losses (absolute) 

·  Losses as a proportion of total assets 

·  Strategies implemented to compensate for losses 

·  Strategies likely to implement in the next few years to compensate for losses 

·  Identification of any shifts in retirement expectations 

·  Those planning to delay retirement until holding sufficient funds 

·  Those planning for a more scaled down retirement 

·  Those planning to sell primary residence and downsize 

·  Movement of assets out of market 

·  When assets were moved – proportion of assets moved? 

·  Where to? 

·  Rationale? 

·  Downturn affect on appetite for investment risk 

·  Downturn affect on attitudes to professional investment advice 

·  Extent to which respondents may have cut back expenditure 

·  Activities respondents have cut back expenditure on 

·  Any possessions sold in response to the downturn. 



Analysis 

The following are the common types of analysis we perform on data sets:- 

Descriptive and Bivariate analysis: 

- Chi-square,  

- Correlation,  

- ANOVA,  

- t-test 

Two main techniques for determining significant differences or associations in the data we 
typically deal with are; 

 Chisquare test  - are used to test relationships found in crosstabs. 

 ANOVA test   - are used to determine whether there is a significant difference in 
      the averages of two or more groups. 

You can use ANOVA to test difference between two groups and also to test difference 
between periods within index scales. 

Crosstabs and Chisquares (non-parametric test used for nominal or ordinal data) can use 
collapsed/recoded interval ratio but parametric tests are more powerful as they contain 
more detail and are thus more accurate. 

 

 

Key Personnel 
CoreData-brandmanagement’s focus is on bringing deep market knowledge to research 
and strategy development.  Our team is a complimentary blend of experienced financial 
services, research, marketing and media professionals, who together combine their years 
of industry experience with primary research to bring perspective to existing market 
conditions and evolving trends. 

We are passionate about making a difference to our clients. Our success and research is 
not just about information and data but about developing actionable strategies that allow 
clients to improve their performance relative to competitors. 

The personnel on this project are: 

·  Project manager: Craig Phillips 
·  Back-Up Project Manager: Andrew Inwood 
·  Analysis and interpretation: Marcia Grand Ortega, Tai Rotem and our data analysis 

teams in Sydney, China and the Philippines. 
·  Reporting: Craig Phillips 



CRAIG PHILLIPS   BA (hon) EC.MJ, GradCertCrimIntel 

Craig Phillips is head of market intelligence at Sydney-based research consultancy 
brandmanagement. Craig is also deeply involved with the group's consumer research 
businesses in Australia (coredata), China (dragondata) and the United Kingdom (coredata 
research). 

With several years’ previous experience as a journalist, Craig has worked for a host of 
specialist financial services publications in Australia, Asia and the United Kingdom. These 
included Money Management, Investor Weekly, Super Review, Financial Times (Asia) and 
Asia International. 

Craig started his career as a generalist business journalist in the United Kingdom. 

 

ANDREW INWOOD  B.Ec. (Syd) A.S.I.A. 

Andrew Inwood is the principal of brandmanagement and has more than 18 years 
experience in the Australian financial services industry. He worked for Rothschild Australia 
Asset Management where he headed the marketing team for four years before moving to 
AMP Investments where he spent more than a decade as head of marketing, before being 
seconded to Virgin Direct in the UK to establish the finance and investment arm of the 
group. 

 

MARCIA GRAND ORTEGA  B. Psych. 

Marcia is involved in survey development and data analysis at brandmanagement. 

Marcia has a degree in Psychology and moved to Australia to undertake the Social 
Sciences degree in UNSW. Her studies in social sciences give her a broader understanding 
of the social research field.  She previously worked in American Express Argentina as a 
Marketing Executive for 3 years. This provided her a strong background in marketing, 
communication, and an insight in the finance industry.  

 

TAI ROTEM BSocSci (Psych) Masters (by Research Thes is) 

Tai Rotem is brandmanagement’s research specialist. He has been developing and 
implementing market research for over 10 years. Tai has taught statistical methods at the 
UNSW School of Research for 4 years. 

Tai develops and maintains brandmanagement’s proprietary research and question banks 
and he is involved in the analysis and interpretation of our research. 

 

 

 

 

 

 

 



CoreData-brandmanagement 

brandmanagement is an Australian based market intelligence and research consultancy 
specialising in the financial services industry.  

The group provides clients with market intelligence, guidance on strategic positioning, 
methods for developing new business, advice on operational marketing and other 
consulting services. 

CoreData-brandmanagement prides itself in identifying market trends at the earliest 
opportunity and formulating insightful quantifiable research that clients can use to help them 
stay ahead of the market and better meet the day-to-day challenges facing their 
businesses. 

Our focus is on bringing deep market knowledge to research and strategy development.  

The group’s research is not just about information and data but at providing insight so 
clients can develop strategies that work. 

The brandmanagement team is a complimentary blend of experienced financial services, 
research, marketing and media professionals, who together combine their years of industry 
experience with primary research to bring perspective to existing market conditions and 
evolving trends. 

CoreData-brandmanagement around the world: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CoreData-brandmanagement has offices is Sydney (head office), London, Beijing & Manila. 

CoreData-brandmanagement has a number of syndicated benchmark proprietary indexes 
across a broad range of business areas within the financial services industry. 

The flowing chart outlines how these indexes are devised. 



 
                                                                                                                                              

For this study CoreData-brandmanagement has leveraged its extensive proprietary 
database to recruit participant respondents for the study. 

 


