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Why?

ÅOnly 50% of the Irish workforce had supplementary cover in addition to social welfare 
pension cover. 

ÅSocial Welfare (First Pillar) provides universal basic Flat Rate pension (currently ú230 
per week) that aims to provide replacement income for 30% of the workforce (lower 
paid). 

ÅVoluntary regime for supplementary pension provision (Second Pillar)

ÅMany people had little comprehension of the impact that retirement would have on 
personal standards of living.

Å Tendency to believe that the State alone would look after them.
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Campaign Background

ÅThe National Pensions Awareness Campaign (NPAC) arose from a 
NPPI (National Pensions Policy Initiative 1998) recommendation 
accepted by Government.  

ÅNPPI detailed the need for a fully developed national pension system 
which enables all residents in the State to acquire an income that 
allows them to maintain their established standard of living on 
reaching retirement age.

ÅIt was recognised that the recommendations contained in NPPI would 
need to be supported by an effective education and awareness 
programme if they were to have the maximum desired effect.
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Launch of NPAC 2003

Å The formal commencement of NPAC 
2003 was heralded by the presentation 
of the Boardôs Information Booklet on 
ñPRSAs and Employersô 
Obligationsòto the Minister for Social 
and Family Affairs on 2 July 2003.  

Å Every employer in Ireland (over 
173,000) on the Revenueôs PRSI 
database was posted a copy of the 20 
page booklet to help them comply with 
their obligations under the Pensions 
Act. 

Å Pictured at the launch, from left:  Mary 
Hutch, Head of Information, Pensions 
Board, Minister Mary Coughlan TD 
and Anne Maher CEO(2006), The 
Pensions Board.
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Campaign Provision

Åú500,000was made available annually to carry out a National Pensions 
Awareness Campaign (NPAC), on behalf of Government in 2003, 2004, 2005.

ÅThis allocation was increased to ú1,000,000for 2006, 2007 and 2008.

ÅThe Board established an NPAC ïProject Team to devise an awareness 
strategy and implementation plan for this important project.
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Consumer Research and Awareness Audit 2003

In 2003 Consumer Researchsamples taken by the Board highlighted that;

Å 60% of the Irish adult population were aware of pensions in general

Å In excess of 87% of participants said that the State pension  

(currently ú230.30 per week) would NOT meet their needs in 

retirement.

Å The top three barriers to starting a pension for most people are:

ñCanôt afford oneò

ñToo young to start a pensionò

ñToo complicated - donôt understand pensionsò
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Campaign Objectives

1. The primary objective of the campaigns 2003 - 2006 was to 

heighten pensions awareness with a view to increasing 

pension coverage in Ireland. 

2. The secondary objective of the campaigns during that 

period was to ensure those with pension provision addressed 

the adequacy of that provision.

3. A related objective was to promote pensions development 

and build an educational foundation for retirement 

planning for the future.
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Key target sectors: 

Å Population aged 25 ï39 years old

Å Hospitality / Retail / Farming / Rural Community

Å Women

Å Young People / Graduates

Å International Workers
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Awareness Strategy

ÅIntensified advertising and promotion focus on the  key targets (25-39 year 
olds) through the media outlets that they engage with most i.e. TV, Cinema, 
Radio, Internet, Lifestyle Magazines and Newspapers. 

ÅEncourage people to be aware and informed about their existing pension and 
particularly to examine the adequacy of same.

ÅDirecting consumers to be personally responsible and take action for their 
future retirement planning as well as promoting employers responsibility.

ÅDriving consumers to the Pensions Board Website and particularly the 
pensions calculators.

ÅEngage  consumers with focused awareness building activities through 
promotions, dissemination of information, attending at conferences, seminars, 
workshops etc and operating the information Lo-call helpline and website.
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All the actions within the Campaign are designed to be sharp calls to action.  

Using our Tag Line  - 2003 Think about tomorrow. Today.

Å TVAdverts and Radio Adverts

Å Media print supplements 

Å Posters and Internet Adverts

Å Shopping Till Receipts and In-Store Plasma Screens

Å Radio and Press interviews and Community Forums

Å National Pensions Awareness Week 13 ï19 October 2003

all focused on directing people into action ïto either talk to their employer, contact their bank, insurance 
company, building society or financial advisor to discuss pension options.
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Held National Pensions Awareness 

Week in September

Launched the ñon-line calculatorò on 

our website

Handed out 100,000 sample calculators

Distributed 50,000 copies of the 

Women & Pensions booklet
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ñAction & Responsibilityò

Pensions Action Week in May.

Focused on young people and women

Targeted the print, radio and TV shows that 

young engage with most.

Literature handed to people on the street 

when they came off public transport and in 

their cars at traffic junctions.  

Sent out a ñcall to actionò message in 

newspapers, especially regional ones 

where coverage rates are low.  

Used an array of ambient media, including 

posters on buses, 48 sheet admobiles and 

on-line banner links to our website.


