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Executive Summary

This report has been written on the theme of understanding and engaging in the customer experience. For any kind of organisation, building or maintain a positive customer experience is very much significant. Providing a positive customer experience is helpful for the organisation to build a positive public image and have a loyal customer base. In this report, Age UK has been chosen as the organisation. Age UK is one of the known and registered charitable organisations in the United Kingdom. This organisation was formed on 25 February 2009, and they started their organisational operation on 1 April 2009. This organisation combined the operational activities of the previously separate charities Age Concern England and Help the Aged. The combined operations of these two companies helped Age UK to be the largest charity organisation for older people in the UK. The main aim of this report is to know the impact of Covid-19 on the quality systems and controls for customers of Age UK. This report also aims at knowing how Age UK can deal with the new situation and achieves their company objectives by developing and maintaining good relationships with their customers. 

 The main operational activities of this organisation are concerned with taking care of older people,  providing a better life and care for the aged. For this reason, they have to deal with their customers daily compelling them to maintain and engage in better customer relationship management. Since, this organisation is highly engaged in customer relationship management, selecting Age UK for the report has been chosen. In this report, two key marketing theories have been underpinned including the marketing mix and the consumer decision-making process. The marketing mix is the set of actions used by an organisation for promoting their brand or product in the market consisting of four Ps- Price, Product, Promotion, and Place. On the other hand, the customer decision-making process is the process by which a customer becomes aware of and identifies their demands, collects data on how to solve the demand, evaluates alternatives, makes a buying decision, and evaluates the purchase. These two key marketing models will be applied to the Age UK to identify the impact of Covid-19 and other external influences. Other than these, two customer relationship management theories such as the IDIC model and Payne’s five forces model will be underpinned in this report as well while applied to Age UK. IDIC model allows a company to apply CRM in a different situation. IDIC stands for identity, differentiate, interact, and customize. Payne’s five force model gives emphasis on a cross-functional approach for an effective CRM process. This model consists of two main factors including cross-functional CRM processes and key elements of CRM implementation. By using these two CRM models, Age UK can easily engage and maintain better customer relationships. In this report, a brief discussion on SWOT and PESTEL analysis has be mentioned to run the organisation effectively. 

Contents 

Executive Summary ……………………………………………………………………………………2

Introduction……………………………………………………………………………………………….4

Organisation Context……………………………………………………………………………………5

Models Review ………………………………………………………………………………………….7

Marketing Theories …………………………………………………………………………………….8

Model selection………………………………………………………………………………………..13

Application ……………………………………………………………………………………………..16

Recommendations……………………………………………………………………………………..18
 
Conclusion …………………………………………………………………………………………….19

Reference ……………………………………………………………………………………………..20

Appendix Age UK Lindsey Strategic  ………………………………………………………………21

Appendix Lecture notes by lecturer Ze Zook………………………………………………………26








[bookmark: _Toc78633238]Introduction

This report is to understand and engage the customer experience, for the Age UK. The Age UK network includes- Age Scotland, Age Cymru and Age NI. The Age UK currently have 125 local Age UKs throughout England, the organisation goals to provide a range of services for older people in later life. Many older people live on their own, feel lonely and isolated from the society. This report focused on how Covid-19 has impacted the organisation engagement with the older population during the Pandemic. 

This report has focused on the quality systems and customer relationship management of Age UK. For an organisation, this is very much important to have a quality process and CRM efforts. With better quality processes and efficient CRM efforts, an organisation can easily fulfil its aims and objectives. Age UK can achieve success by providing better quality services and having quality processes and CRM effort. Efficient CRM effort will help Age UK to achieve customer satisfaction and a loyal customer base leading to organisational success. Many benefits can be enjoyed by Age UK by having effective customer relationship management and high-quality systems. Among all those benefits, one of the most obvious benefits is achieving customer satisfaction. When a customer is satisfied, that customer became a beneficiary and loyal customer to the company. Therefore, the potential bottom-line benefits of excellent customer experience are having a loyal customer base and achieving company success. This report will briefly highlight the PESTEL and SWOT analysis for Age UK. This report will explore how COVID-19 has impacted the organisation's services as well as some of the difficulties they faced in engaging with older populations during the Pandemic. How Age UK  tackle the situations, ensuring to keep the services online and maintain excellent customer service so no one is left behind.
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Organisation Context
[image: Age UK | The Org]
Figure 1: Logo of Age UK; Source: Age UK, (2021)

The first global Pandemic in more than 100 years, COVID-19 has spread throughout the world at an unprecedented speed. The Pandemic had a devastating impact on everyone, some of us lost our loved ones, businesses suffered enormously, unemployment has increased, poverty increased, people were using more food banks. 

The advantage of COVID-19 - many organisations are engaging with customers in different ways, it is identified  everyone is moving towards the digital world, this approach has worked for many organisations, staff were able to work from home, online zoom, Microsoft teams etc. The disadvantage of digital, these days everyone relies on a computer, smartphones, tablets, and the internet for everything’s we do from socialising to shopping. However, the older population feel left behind by the technology, with nearly four million people over 65 have used the internet (Age UK 2018) therefore Age UK has adopted a digital strategy to improve inclusiveness amongst the older generation. (Appendix p24)
Age UK Lindsey Strategic plan 2019 -2022 (appendix p28) has developed Pestle and SWOT analysis. Which identifies both analysis in supporting an ageing population and transform older people’s life for the better. 

This report covered several aspects showing the importance of quality systems and effective customer relationship management of the Age UK. This report aimed at knowing the impact of the Covid-19 situation on the customer relationship management and procedures of the organisation. 

This report underpinned two marketing theories such as marketing mix and the consumer decision-making process to assess the situation of Age UK. Two CRM theories which are the IDIC model and Payne’s five forces model have been applied to the Age UK as well. A critical review of these models covering the relevancy, strengths, and weaknesses has been given here. Analytical selection and justification of the applied model to the Age UK’s CRM problem have been given. Recommendations have been provided as well based on the findings of the report. The report has been concluded by providing a summary of the report and key benefits. Typically, the report will include some parts including company context, model review, model selection, application, recommendation, conclusion, and reference list. Being the UK’s leading charitable company, the Age UK provide a service for the most vulnerable older people who are either lonely and isolated, through AGE UK services and activities, AGE UK  is dedicated to helping anyone make the most of their later life. The primary objective of the organisation is to increase the range and quality of its life-enhancing services. Another objective is to provide vital life-enhancing support to the people of the UK in later life. They try to fulfil their objectives by delivering a range of programmes across the UK. 

 The core services of this organisation are providing companionship, advice, and support for older people who are in need. Typically, the services of this organisation are concentrated and designed for elderly people of the society. Although, individuals above the age of 16 with a long-term or complex health or social care challenge can get help from them. They provide advice based on one’s circumstances, guiding one to gain confidence, the opportunity, and the help needed for feeling positive about the future. The organisational success of Age UK is heavily impacted by effective customer relationship management. Due to the outbreak of Covid-19, there are having CRM problems in developing and maintaining good CRM. Since the outbreak of the pandemic, many people need help and support both physically and mentally. People of different ages are reaching out to Age UK for their service. As the outbreak was abrupt and a vast number of people are simultaneously reaching out to the organisation, they are finding it difficult to respond to those people promptly and provide needed help to all people. The main problem faced by Age UK is unable to respond to a vast number of people promptly and giving services to all the people. This is harming the company's name and reputation. This is the main cause of their CRM problem. Now, as they have been able to identify the CRM problem, they can easily make strategies and develop CRM policies to deal with the problem and restore their brand position in the market. Identifying the CRM problem will give them the benefit of developing a suitable CRM strategy, applying effective models, and resolving the problem as soon as possible. 
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Few marketing theories and customer relationship models have been reviewed in this part of the report. 











Figure 2: Marketing and CRM Models; Source: Išoraitė, (2016)


Marketing Theories 
Marketing theories help a company to resolve different issues and create value in the market. Here, two key marketing theories have been described. Those are includes; 

Marketing Mix
Kumar and Reinartz (2018) have defined a marketing mix as the set of actions used by an organisation for promoting its brand, services, or products to the customers. Typically, the marketing mix includes four elements such as product, price, place, and promotion. By aligning and planning these four elements, an organisation can create value. Product refers to the services or goods offered by the organisation to the customers (Raab, Ajami, and Goddard, 2016). Essentially, a company must produce such services which can fulfil the demands of the customers. Price refers to the monetary value charged by the company from the customers for receiving the service or buying the product. Usually, a product price is determined based on product value and demand in the market. The place is decided by the company to sell the product for example Age UK has small organisation in different Local Authorities such as Camden Age UK, it is actually depends on the older people population in different borough. https://www.ageuk.org.uk/camden/
Companies try to decide such places which are convenient to customers. Promotion includes the tactics or activities used by the company to make the customers aware of the products- ensuring everyone is access to the service and no one is left behind. 










 Strengths and weaknesses of the marketing mix model are;
	Strengths
	Weaknesses

	Includes different marketing concepts which simplify and make it easier to manage.
	This model is internally oriented and does not consider consumer behaviour. 

	Helps to separate the marketing activities from other activities.
	This does not take into account the several elements of service marketing.

	Helps a company to customize its marketing activities based on resources, market situation, and demands.
	This does not mention or include the aspect of building a relationship with customers making it quite ineffective in CRM.

	Enables the company to take effective decisions by showing the impact on different marketing elements. 
	This model considers consumer behaviour as passive without allowing interaction with the customers.



Although this model has much strength and can be successfully used by many companies to create value. There are many weaknesses of this model which makes it ineffective when comes to customer relationship management within an organisation. 

Consumer Decision Making Process
According to Hassan et al (2015), the customer decision-making process is the process by which a customer becomes aware of and identifies their demands, collects data on how to solve the demand, evaluates alternatives, makes a buying decision, and evaluates the purchase. The consumer decision-making process can help a company to understand the behaviour of a customer and develop a CRM plan according to that. The strengths and weaknesses of this model are;



	Strengths
	Weaknesses

	Provides marketers an understanding of what happens after a consumer buys the product.
	Provides a simplistic view of how customers buy products which can be misleading sometimes.

	Helps marketers to assess the buying behaviour of the customers.
	Not every customer goes through every stage of the consumer decision-making process.

	Helps marketers to understand the reason for buying a product by the customers.
	Many customers can buy or be interested in buying a product without even searching for information or evaluation.

	Enables marketers to realize the market demand.
	This model emphasizes customer research and evaluation of products over product price.

	Enables marketers to engage customers in the buying process by analysing their buying behaviour.
	It can be quite expensive and time-consuming for some marketers.



This model has some strengths and weaknesses. Regardless of the weaknesses, this model can be quite effective while maintaining effective customer relationship management with the customers.
CRM Models
An organisation can use CRM models for having or developing efficient customer relationship management within their operational activities which is one of the key determining factors for achieving success (Londhe, 2014). Two of the CRM models have been described and analysed here.

IDIC Model
This model was developed by the Peppers and Rogers group which can be used to implement CRM in different circumstances. IDIC is an abbreviation of identity, differentiates, interact, and customize. These are the four stages of this model used by an organisation to implement better customer relationship management within an organisation in a different situation (Satit et al, 2012). Identify stage is used to identify the customers which are done by using different information and research by the company. Differentiate stage is used to segment customers of the organisation based on their current and projected lifetime value. The interacting stage is used to interact with customers and implementing the CRM plan. Customize stage is used to personalize the one-on-one customer services based on the interaction of the customers. This model is used in many companies for its effectiveness. Strengths and weaknesses of the IDIC model are;
	Strengths
	Weaknesses

	Helps to identify the customers by analysing their current and projected lifetime value.
	This might not be as much effective for new customers.

	Enables marketers to differentiate potential and loyal customers.
	Does not take account into different buying pattern and behaviour of customers.

	Easy and effective to use as a CRM model.
	Personalizing a CRM plan for every customer can be expensive for the company.

	Helps to implement CRM plan easily by interacting with customers. 
	Interacting with customers and analysing interaction is quite time-consuming.

	Enables a company to personalize services for customers based on analysis.
	Does not count few marketing elements.


This has been proved effective for many companies since it helped the companies to formulate and apply such CRM plans which were helpful in having a loyal customer base.

Payne’s Five Forces Model
Payne’s five forces CRM model was developed by Adrian Payne and Pennie Frow. Payne’s five force model gives emphasis on a cross-functional approach for an effective CRM process. This model consists of two main factors including cross-functional CRM processes and key elements of CRM implementation (Zhang, Zhao, and Gupta, 2018). This model includes five processes including strategy development, value creation, multichannel integration, information management, and performance assessment. The strategy development process helps the organisation to develop a CRM plan. The value creation model is used to create value for the product or services of the organisation. The multichannel integration stage is used to interact with customers through different channels. The information management stage is used to manage the collected information to implement the plan in a better way. Lastly, Performance assessment is used to assess the performance of underlying or implemented CRM model. Some strengths and weaknesses of this model are;


 
	Strengths
	Weaknesses

	Helps to have insights on customer behaviour through collecting, organizing, and using information.
	This calculates customers’ behaviour collectively and does not calculate individual buying patterns.

	Enables companies to make suitable marketing responses.
	It does not consider personalising CRM plan for different customers.

	Helps companies to improve their value propositions.
	Does not give equal emphasis on both CRM and quality systems.

	Helps the companies conducting a CRM readiness assessment for determining their preparation regarding CRM implementation.
	Can be quite time-consuming to implement all the stages.



This model is highly relevant while managing customer relationships within an organisation. By implementation of Payne’s five forces model, an organisation can efficiently have better CRM and quality systems.
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The above 2 key marketing theories and 2 CRM models have been mentioned which can be used by an organisation to achieve quality systems and effective CRM within operational activities. Among the 2 CRM models including the IDIC model and Payne’s five forces model, the IDIC model has been chosen to deal with the CRM problem occurring at Age UK.
Age UK gives advice depending on one's situation, leading one to develop confidence, the opportunity, and the assistance needed to feel optimistic about the future. Effective customer relationship management has a significant impact on Age UK's organisational success. Because of the Covid-19 epidemic, there is a CRM difficulty in creating and sustaining effective CRM (Ahmadi et al, 2012). Many people have needed aid and support both physically and psychologically since the pandemic's onset. People of all ages are contacting Age UK to thank them for their assistance. Because the epidemic was unexpected and a large number of individuals contacted the organisation at the same time, they are finding it difficult to respond to those people quickly and give essential assistance to everybody. Age UK's primary difficulty is that it is unable to respond to a large number of individuals in a timely manner and provide services to everyone. This is causing damage to the company's name and reputation. This is the root of their CRM issue.
Based on this problem, it would be effective for the organisation to use the IDIC model to resolve their issue.

Reason to Select IDIC Model
According to Eko (2014); customer relationship management refers to the management function providing a base to create and maintain good relations for a long-term association. An effective CRM model can provide a platform for organizing and synchronizing customer service and working for providing effective technical support. Hence, the selection of a suitable CRM model plays a very vital role in the success of an organisation. An efficient CRM model can be helpful to a company because of the valuable feedback about products. 
IDIC model has been known as one of the most effective customer relationship management models for different organisations. This model includes four phases that can be used by an organisation to identify, differentiate, interact, and customize with their customer (Fabio, 2014). Based on the CRM problem of Age UK which is not able to respond efficiently to their customers, this model will be suitable. This has been mentioned that Age UK can only respond to a handful of people at a time, and they are leaving a bad impression on those people who are not getting a response from them. By using the IDIC model, Age UK will be using four phases of this model. 
In the first phase of the IDIC model, they will be identifying customers. In this phase, they will be identifying those customers who reached out to them but were unable to respond back to them. This phase can help them successfully identify non-responded customers. In the second phase of this model, they will differentiate identified customers. This phase will help them to differentiate the customers according to their needs. The third phase of this model will help the company to interact with the customer. As the customers are not getting enough responses or not getting responses in time, this phase will allow Age UK to interact with those customers who did get responses earlier. The last phase of this model is customizing. Age UK can use this phase to personalize the services according to the needs of the customers and provide them needed help and support. This phase can also be useful to get feedback. Therefore, this can be seen that using these four stages of the IDIC model can help Age UK to deal with their CRM model and they can be more responsive to their customers. So, the selection of this model to deal with the current CRM problem of Age UK is justified and relevant.
Benefits of Using the IDIC Model
Using the IDIC model in Age UK will not only solve their CRM models. But there are some other benefits that can be enjoyed by Age UK by implementing this model. Using this model, Age UK will be identifying the customers through analysing their current and projected lifetime value. This will help the company to have a loyal customer base. This model will be benefitted to Age UK as this will enable the company to segment potential and loyal customers which will help them to provide their services to more people. This model is very simple, easy, and effective to use which can solve different CRM issues arising in the future. Interaction with customers will help the company to build a personal relationship with the customers and getting feedback easily (Lee et al, 2020). Customers of this company will be able to get personalized services which will help the company to have better CRM.

Challenges of Using the IDIC Model
Apart from having several benefits of using the IDIC model, there are few challenges that can be faced by Age UK during the implementation of this model. One of the main challenges which can arise is that new customers of Age UK may not be impacted by this model. Other than that, this model does not account for different buying patterns and customer behaviour. Since different customers have different behaviour, this will be challenging for the company to interact with all the customers in the same way (Peppers and Rogers, 2016). Also, this can be quite expensive for Age UK to customize services according to the customer needs.
To deal with such challenges and have more benefits from the model, Age UK will be selecting Consumer Decision making process as their key marketing theory. The customer decision-making process is the process by which a customer becomes aware of and identifies their demands, collects data on how to solve the demand, evaluates alternatives, makes a buying decision, and evaluates the purchase (Piri, 2018). The consumer decision-making process can help Age UK to understand the behaviour of a customer. As the IDIC CRM model does not take different buying behaviour of customers into account, combining the CRM model with this marketing theory will help Age UK to deal with the challenges arising from avoiding different customer behaviour. This consumer decision-making process model will help Age UK to know the demands of the customer and engage with them efficiently. Therefore, using this model is justifiable and relevant to the CRM problem of Age UK.
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Application
In this part of the model, the selected CRM model, IDIC, has been applied within the operational activities of Age UK. It has been mentioned before that there are four phases of this model. Those phases are applied to Age UK below;

Figure 3: IDIC Model; Source: Osmani et al, (2013)


Identify
This first IDIC model is to identify. Age UK will be using different research and analysis to identify the customers who did not get a response from them. They will also be using analytical tools to identify the expectations and demands of the customers in this phase.
Differentiate
The second phase of this model is to differentiate. In this phase, Age UK will be differentiating and segmenting its customers. They will segment customers according to the needs and age of the customers (Frow and Payne, 2011). By differentiating the customers, they will be able to give better services to their customers.
Interact
Interacting with the customers is the third phase of the IDIC model. In this phase, Age UK will be interacting with the customer by calls or emails. They will interact and engage themselves with the customers to know their needs and provide better support. They will also get feedback from the customers on this phase. Engagement with customers and getting feedback from them will help Age UK to build better customer relationship management within the organisation.
Customize
Customizing in the last phase of the IDIC model; in this phase, Age UK will be tailoring their services according to the demand, needs, and wants of the customers. In this phase, they will be using different surveys and queries to know the demands of different customers. By providing customized services, they can easily build better quality systems and customer relationships. 
These are the phases that will be used by Age UK to implement the IDIC model to solve their CRM problem. This model will give them the advantage of interacting with customers and providing better services through customization. Although, it will be a costly model to implement as Age UK will needs to be added resources for the implementation. Overall, the application of the IDIC model will help the company to solve its CRM problem and build a better relationship with its customers.
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This part provides few recommendations for solving the CRM problem of Age UK. As the Age UK's primary difficulty is that it is unable to respond to a large number of individuals in a timely manner and provide services to everyone, this is harming their relationship management with their customers. To solve this problem, some recommendations for the company have been given below;
1. The company should evaluate, select, and apply a suitable and appropriate CRM model which can help the company to solve its problem. IDIC model seems appropriate and effective for solving their CRM model.
2. All the four phases of the IDIC model need to be carefully and effectively applied by the management of Age UK. Only by applying all four phases of the model, this organisation can rebuild its customer relationship and solve its CRM-related issues.
3. The company should be hiring extra human resources upon application of the model. To apply the model effectively and they will need more employees who can continuously respond to their customers and interact with them.
4. Technological upgrades should be done within the operational systems of the Age UK. Without having upgraded technologies, it will be difficult for the organisation to connect, respond, or interact with the customers properly.
5. Age UK should develop a website and software with an auto-generated message. In this way, customers will get a quick response and be patient to get the services of Age UK. With the help of auto-generated messages, they can respond immediately to their customers.
6. After implementing and replying with auto-generated messages, an actual employee needs to connect with the customers. In this way, Age UK will not lose their customers and build a personal relationship with their customers.
These are few recommendations that can be followed by Age UK. Following these recommendations would be helpful for Age UK to resolve their CRM problem and deal with any customer-related problems in the future.
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This report's major subject is to understand and participating in the customer experience. Age UK, a charity organisation based in the United Kingdom, has been chosen to complete this unit. This study focuses on Age UK's quality processes and customer relationship management. Age UK's primary difficulty is that it is unable to respond to a large number of individuals in a timely manner and provide services to everyone. This is causing damage to the company's name and reputation. IDIC model has been known as one of the most effective customer relationship management models for different organisations. To deal with such challenges and have more benefits from the model, Age UK will be selecting Consumer Decision making process as their key marketing theory. This consumer decision-making process model will help Age UK to know the demands of the customer and engage with them efficiently. Therefore, using this model is justifiable and relevant to the CRM problem of Age UK. It is critical for a business to invest in quality processes and CRM initiatives. An organisation's goals and objectives may be readily met with higher quality processes and effective CRM initiatives. Age UK may succeed by delivering higher-quality services, as well as having quality procedures and CRM efforts. An effective CRM effort will assist Age UK in achieving customer satisfaction and a loyal customer base, which will contribute to organisational success. Age UK may reap several benefits from efficient customer relationship management and high-quality systems. Among all of these advantages, achieving client happiness is one of the most evident. When a consumer is pleased, he or she becomes a benefit and a devoted customer to the firm. As a result, one of the possible bottom-line benefits of providing a good customer experience is having a loyal client base and attaining corporate success. 
The Age This report forces on how Covid-19 has impacted the organisation engagement during the Pandemic. Which clearly elaborated in this report that despite the ongoing Coronavirus the organisation managed to engaged with their customers, keeping them updated of what’s happening and provided all the necessary support and maintaining Government COVID-19 rules. However, we have learnt about some of gaps on the digital side- how the older population had difficulties to access, therefore the organisation priorities to improve digital inclusion with the older population. 
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Age UK policy positions 2019 - a quick reference guide

Age UK’s policy positions set out our guiding principles and key objectives in major policy areas

Ageism and age equality
Human rights
Age-friendly Government
Reshaping public services
Information and advice

-

!;I Money matters

Consumer policy

Competitive markets should work for
older people, being fully inclusive and
offering a real choice of goods and
services that meet their needs and
preferences at fair prices.

Consumer vulnerability
Business has a vital role to play
in ensuring that products and
services support wellbeing and
resilience in later life, especially
for customers in vulnerable
circumstances, and requlators
must ensure firms do this.

Financial inclusion

Older consumers should have safe,
convenient and affordable access to
financial services. They should be able
to expect appropriate protection and
fair treatment.

Love later life

Everyone should live with dignity and respect. Older people are equal members of society and should not be subjected to ageist attitudes, stereotyping or conduct.

Human rights standards provide vital protection for older people by helping to change practice and procedure, culture and attitudes, and offering redress when
breaches of human rights have taken place.

Government atall levels should take a strategic approach to making the UK a great place to grow older where everyone is able to have a say in decisions that affect their llves

In reshaping public services, Government at all levels should take account of the needs of an ageing population.

All older people should have choice and control over their own lives, with easy access to the information and advice they need to make that happen

Health and
wellbeing

Ageing well: health and prevention

We must all be supported to live and age
well, this means addressing the causes of
poor health and embedding a culture of
prevention in public services and policy.
Health and care services must recognise
the impact of both physical and mental
health in maintaining our wellbeing.

Carers

Carers must not be expected to sacrifice
their health and quality of life. Society
should recognise carers’ contribution,
and ensure that they are supported to be
able to live fulfilling lives whilst continuing
in their caring role.

Improving healthcare

Older people must be able to access
health services that do not discriminate
and that are equipped to provide safe,
high quality care that’s right for them.

Adult safeguarding

The abuse and neglect of older
people remains a largely hidden issue,
which leaves hundreds of thousands
of older people experiencing, or at risk
of, avoidable harm.

Care homes

Care home residents must be able to
maintain their personal identity and
contact with family and community, and
be protected against abuse, poor care
and breaches of their consumer rights.

Digital Assistive Technology

Older people should be able to choose
well designed digital care and support
which helps them better manage their
independence, dignity and wellbeing.

Housing

and homes

Age-friendly communities

Everybody should be able to live in an
age-friendly environment, that enables
people of all ages to lead independent
and fulfilling lives.

Crime and scams

Nobody should live in fear of crime. Police,

Government and industry action should
prevent crimes targeted at older people,
including scams, and support victims.

Energy

Everyone should be able to live in a
warm, energy efficient home and the
energy market should work in the
interests of consumers.

For more detail on our polic;
research/policy-positions/,

‘ )

Active
communities

Digital inclusion

Older people should be supported and
encouraged to get online but those who
cannot or do not want to do so should
continue to be able to access services
and support in a way suits them.

Employment

Older people who want to work must
have the opportunity to do so. Someone’s
age alone should play no part in judging
whether they are capable or able to do
any job.

ositions, visit ageuk.org.uk/our-impact/poli
ere you can also sign up to our Policy and

update. Alternatively email policy@ageuk.org.uk or phone 0800 169 2081. For Media
queries, email media@ageuk.org.uk

Continued on next page
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Financial entitlements

The benefit and welfare systems should
ensure an adequate income for people
in retirement and for younger people
who are unable to work for reasons
such as disability or caring
responsibilities. Benefits designed to
boost income for those in work should
ensure that work pays.

Private Pensions/State Pensions/
Poverty and financial disadvantage
All current and future pensioners should
have enough money from state and
private sources to live comfortably and
participate fully in society.

Taxation

The tax system should be fair; demands
must be affordable but the taxation
system should also ensure that people
do not feel penalised for having saved.

Using housing wealth

Housing wealth can be a valuable

means of financial provision in retirement
but it is not available to all and it is

not an alternative to an adequate
pension income.

Living well with dementia

Every person with dementia should be
supported to live well and to continue
participating in society. They and their
carers should have access to good-
quality care and support from diagnosis
to the end of life, wherever they live and
whatever their background.

Loneliness

Older people should have the support
and opportunity to make and maintain
meaningful connections so that they can
enjoy life as much as possible for as long
as possible.

Mental capacity

People must be supported in making
as many decisions for themselves as
possible, and where they are unable to
do so, decisions must be made in that
person’s best interests.

Mental health

Older people must have fair and equal
access to the services, support and
opportunity to maintain good mental
wellbeing. Older people must have
confidence that their mental health
needs are fully recognised and supported
and seen as equally important as their
physical health needs.

Nutrition and hydration

Good nutrition and hydration benefit
older people. Well-nourished people
are more likely to remain healthy and
independent for longer.

Age UK is a charity dedicated to helping more people love later life. Registered charity number 1128267. 10203999 07/19.

End of life care

Everyone has the right to expect services
and support that help them to achieve

a dignified and pain-free death, with
choice in how they are cared for in their
final months and days, regardless of
where they live or their diagnosis.

Independence and personalisation
Older people should have choice and
control over the support that they
receive, so that it is tailored to their
individual needs and preferences,

and should be able to draw on a wide
range of support which is not limited to
traditional care services.

Older prisoners

Older prisoners should be held in
establishments that meet their basic
needs, receive the same level of basic
health and social care as non-prisoners,

and receive adequate support on release.

Social care assessment and eligibility
Older people must be able to expect full
consideration of their individual care and
support needs and access to services
that will fully meet them.

Social care reform and funding

The social care system must be
reformed to guarantee high-quality
support for everyone who needs it and
sufficiently funded to enable current
and future generations of older people
to lead fulfilling lives.

Housing design, adaptations

and support

New and existing homes need to be
adaptable to the changing needs of
an ageing population to promote both
independence and self-determination.

Older homelessness

No older person should find themselves
homeless, either living in unsuitable
temporary accommodation or sleeping
rough on the streets.

Retirement housing

Older people should have access to a
range of different retirement housing
options that match their individual
needs and aspirations.

Rural ageing

Older people should be able to thrive
whether they live in the countryside or
in towns. They should be able to access
essential services and live active lives.

Learning and skills

Meaningful opportunities to learn for
both work and pleasure should be
available to people of all ages. Publicly
and privately funded provision should be
accessible to people regardless of their
date of birth.

Local public transport/Older drivers
Wherever they live, older people should
be able to reach key services, friends and
family at reasonable cost, in reasonable
time and with reasonable ease.

Volunteering and active citizenship

Everyone should have the opportunity to
learn, join in, volunteer or work.

Our policy positions are an important part of our governance framework, as

Age UK speaks on public policy issues affecting England and UK/GB on behalf
of all partners, including local Age UKs and (for reserved matters) Age Cymru,
Age Scotland and Age NI. Age UK’s policy positions are regularly reviewed and
updated, with valuable input from the Policy Panel of local Age UKs and Policy

Sounding Board of older people.
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To promote and improve the well-being of
older people, helping to make later life a
fulfilling and enjoyable experience by
addressing the issues of poverty, isolation
and loneliness.

We are caring, fair and respectful in the
way we treat people.

We are accountable, transparent and open
in the way we run our charity.

We are inclusive, positive and welcoming
in everything we do.

Volunteering
Delivering Digital Transformation
Income Generation and Fundraising

People and Organisational Development

Age UK Lindsey Strategic Plan 2019 // 2022

social objectives

To support older people to live
independently and safely in their own
homes for as long as possible.

To support older people to be healthy
and well in later life, enabling more
years to be spent in good health.

To help reduce levels of loneliness
and isolation and the negative impact
on health and well-being by
supporting older people to be socially
active and connected.

To develop a range of interventions
and services that can help older
people to cope with challenging
times.

To work closely with older people to
ensure that they can participate and
be involved in their local community
and influence the future direction of
our charity.

1
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Age UK Lindsey Strategic Plan 2019 // 2022

Better prevention and help to support older
people’s care, well-being, resilience and
independence.

Better understanding of needs to ensure
that we understand what matters most to the
people we work with.

Better cost effectiveness ensuring that every
penny spent by the charity is used to
maximise our effectiveness upon the older
population.

Better service delivery ensuring that
everyone is treated with respect, dignity and
fairness.

Through research, data gathering and client
feedback, we have carried out PESTLE and SWOT
analyses to help us in the development of the
charity; ensuring that we remain aware of the
opportunities and challenges that we may face
over the lifespan of the strategic plan.

We have identified five key strategic priorities
that we will focus on over the next three years.
They are ambitious but will help to define how we
will be successful and responsive to the needs of
an ageing population. Underpinning the priorities
are six detailed delivery plans and four
enablers, or areas of development. All of which
will support our four key projects: South Street,
Digital Support, Single Point of Access and the
Gateway to Friendship.
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