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Preface

Welcome to the third edition of 
the Ipsos Generations Report. 

The temptation for marketers, analysts and 
communicators to use broad brushstrokes 
to describe the characteristics of different 
generations remains as strong as ever. These 
shorthands provide powerful stories which 
attract the attention of media, marketers and 
policymakers alike. But as soon as you consider the 
proposition that everyone born in a 15-year period 
can be accurately described as a category with 
shared values and behaviours, you quickly realise 
the  problem!

Too much generational analysis remains grounded 
in stereotypes and loaded with cultural baggage. 
Age groups are far from monolithic – as the growing 
evidence base about the different outlooks of Gen Z 
men and women illustrates.

This report is about cutting through the noise 
and getting to the heart of how we can better 
understand different groups: how they feel, how 
they behave - and how they change over time.

All of which needs to be set against the backdrop 
of today’s demographic realities. Population 
decline is now the reality in more than 30 countries 
around the world, from China to Czechia to 
Cuba. Fertility rates are falling even faster than 
anticipated, becoming a live political issue. Today’s 
governments face a series of intractable questions 
about what sustainable immigration, workforce and 
pension policies might look like – and how to sell 
them to a sceptical public.

With the median age in many countries now well 
over 40, the reality of today’s populations present 
important questions for businesses as well. Is too 
much focus on generational labels holding brands 
back, leading to missed opportunities? For many 
products, services or categories, a more ‘ageless’ 
approach may be needed, identifying universal 
needs and values that cut across all age groups.

This year’s report includes a special feature on 
Gen X. Shaped by the societal and cultural context 
of their youth in the 1980s and 1990s, today’s 
46-59-year-olds now hold significant power when it 
comes to leadership roles in politics, business and 
family life. In Europe, they outnumber Gen Z. Are we 
giving them enough attention?

We’ve also been taking a look at how attitudes to 
ageing are evolving, including what the concept 
means in different countries and cultures. People’s 
definitions of where ‘old age’ sets in range from 60 
in Malaysia to 73 in Italy. Meanwhile, I noted that the 
minimum age for being a CEO is 33 according to the 
French and Indian public, while in Hungary, South 
Korea and Türkiye, people expect their business 
leaders to be aged 40 or more!

Enjoy your reading!

Ben Page 
Ipsos CEO
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INTRODUCTION: 
Key insights for 2025
In this year’s report
For this 2025 edition, we’ve taken a fresh look 
at the demographic dynamics happening 
around the world.

One message rings out loud and clear: fertility 
rates are falling even faster than expected. While 
most countries’ populations are still growing, the 
momentum behind today’s demographic realities 
is irreversible.

This brings with it an imperative for businesses. 
What does the prospect of fewer - and older - 
consumers, customers or subscribers mean 
for us? As our analysis on ageing shows, older 
people in high to middle income countries are 
living longer, more active lives and often have 
money to spend, even as they grapple with today’s 
economic challenges. 

Are we truly in touch with who they are and what 
makes them tick?

We also point our spotlight on a generational 
group that is not talked about so much these days: 
Generation X. As our investigation shows, they yield 
a good degree of power in the family and in the 
boardroom and are very much the quietly powerful 
generation we shouldn’t ignore.

To round up our analysis this year, we’ve been 
assembling the latest evidence on Gen Z, including 
where young men and women diverge – and 
converge. We’ve also been exploring their online 
lives: where and how do they spend their time, and 
what does it tell us about their future lives?

Key findings

Generational analysis is vulnerable to biases, 
misperceptions and cultural stereotypes

We can do better! Discipline is required to distinguish true 
generational differences from lifecycle effects that all age cohorts 
experience, and indeed from period effects that impact all age 
cohorts at the same time. Local context is also important: ‘Western’ 
labels do not always travel well. We should not assume that they 
meaningfully capture the attitudes and beliefs of similarly aged 
cohorts in all countries.

Gen Z is not one homogenous group

One of the most striking polling findings in recent years is the 
significant gap in attitudes between Gen Z men and women when it 
comes to social issues like gender or equality. In certain countries, 
this gap is beginning to be reflected in voting patterns, with young 
men playing a key role in the rise of populist parties – while young 
women become even more progressive. This gap is also reflected in 
online behaviour, with a fragmented media landscape offering extra 
opportunities for young men and women to divide even further.

Don’t neglect the quietly powerful Gen X

Despite being economically powerful and poised to dominate 
even more leadership roles across politics and business - as 
well as in the family - Gen X is often overlooked in media stories 
and research projects. While less fashionable than Gen Z, they 
hold more consumer power. Are organisations missing out on 
opportunities here?

Older people’s views and aspirations are evolving

Once considered resistant to technological and societal change, 
older generations are increasingly tech-literate and often 
progressive in their views. A new generation of ‘yold’ people (the 
young-old) are emerging who are looking to stay empowered as they 
age. Marketing strategies should adapt to address their nuanced 
consumer needs and their contribution to societal dynamics.
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https://viewer.foleon.com/comments/4k4k6inooo/senior-potential
https://viewer.foleon.com/comments/4k4k6inooo/generation-x
https://viewer.foleon.com/comments/4k4k6inooo/generation-x
https://viewer.foleon.com/comments/4k4k6inooo/generation-z


GENERATIONAL 
ANALYSIS:
A user guide

Much of what is written about generations is awash 
with misperceptions and shallow stereotypes. Young 
people are lazy, afraid of work, entitled, make poor 
financial decisions and are self-obsessed.

This unveils one apparent universal truth: for more 
than 2,000 years, older people have never liked 
young people.

Yet generation analysis – when done properly – is one 
of the most powerful tools we have to understand 
how and why societies are changing. In this chapter 
are two considerations to hold in mind as you carry 
out your own generational analysis.

Much of what is written 
about generations is awash 
with misperceptions and 
shallow stereotypes.”
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Defining the generations

https://www.bbc.co.uk/worklife/article/20171003-proof-that-people-have-always-complained-about-young-adults
https://www.bbc.co.uk/worklife/article/20171003-proof-that-people-have-always-complained-about-young-adults


1. Not all change is a generational change
Attitudes and behaviours often differ by 
generations. But these differences may mellow (or 
strengthen) as generations age. They may converge 
(or diverge) as they hit different milestones. And 
they may adapt in line with overall changes in 
society or indeed sudden shocks.

A better understanding of generations begins by 
detangling three key effects: life stage, period and 
cohort effects. 

In doing so, we can look beyond the rhetoric and 
headlines and start to develop a clearer picture 
of the similarities and differences between 
generations and the forces shaping consumers.

A better understanding 
of generations begins by 
detangling three key effects: 
life stage, period and 
cohort effects.”

Life cycle effect

A generational cohort displays different behaviours 
or attitudes as a result of their current age or life 
stage, with attitudes changing as they grow up 
and experience different life events. They tend to 
exercise and date more when they are young, spend 
more on home furnishings and furniture once they 
buy their first home, travel more before they have 
children, buy larger cars once they start a family, 
and spend more on life insurance as they get older.

Gen Z may currently spend more time dating than 
Gen X or Baby Boomers, but not more time than Gen 
X or Baby Boomers when they were the same age. 
Similarly, as Gen Z age and move into a different 
life stage, it is likely that any currently distinct 
levels of physical activity may lessen, mirroring 
the behaviour of Millennials when they were the 
same age.

And it follows that Millennials today may spend 
more money in hardware stores than Gen Z – but as 
Gen Z age and reach the milestone of purchasing 
their first homes, they may well pass through the 
same patterns.

Period effect

Attitudes and behaviours of all generational 
cohorts change in a similar way over the same 
span of time, usually resulting from a shared major 
historical or social event. These events influence 
the population at large, altering behaviours and 
attitudes across ages and generations.

The COVID-19 pandemic has resulted in a range 
of period effects: increased remote and hybrid 
working, declines in mental health, rises in 
telemedicine, and changes to how we socialise 
with friends and family online. These have affected 
people across ages and across generations.

Cohort effect

A generational cohort has different attitudes and 
behaviours and these are staying different over 
time. Cohort effects are hardest to spot as they 
require longitudinal data to show that a generation 
is both different from other cohorts today, and 
different from other cohorts when they were the 
same age. Once spotted, they are a powerful tool.

Examples may include being more materialistic 
than other generations, job hopping more, having 
fewer children, changes in TV and streaming 
behaviour, less brand-loyalty, or being more or less 
socially liberal.

Many misperceptions about generations are the 
result of conflating life cycle or period effects with 
the more elusive cohort effect.
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2. Understanding culture and context is essential
Generational terms like ‘Baby Boomer’ or ‘Millennial’ 
are largely based on a US or North American 
context. But key cultural events used to define each 
generation – e.g. a post-World War II baby boom – 
did not happen everywhere and these terms travel 
less well outside of the Western world.

As documented in our 2024 report, people’s ability 
to identify which generation they belong to falls as 
they gain more cultural distance from the US. More 
than half can correctly identify which ‘Western’ 
generational cohort they are a part of in the US 
(62%) and Great Britain (50%), but this falls to 16% in 
China and 5% in India.

What’s more, while ‘Western’ terms are often 
used in business, marketing and the media, many 
countries have their own locally relevant labels as a 
result of unique cultural or historical events.

By taking account of local context, and by 
separating out the three effects governing change, 
we can look above the rhetoric and headlines and 
start to develop a clearer picture of the similarities 
and differences between generations and the 
forces shaping consumers.

At least half can correctly 
identify which ‘Western’ 
generational cohort they 
are a part of in the US (62%) 
and Great Britain (50%), but 
this falls to 16% in China and 
5% in India.”

Ipsos perspectives

“One term people use is 
‘decretei’ [the children 

of the decree], meaning 
people who were born after 
Ceaușescu’s decree from 
October 1st, 1966, forbidding 
the voluntary interruption of 
pregnancy. This decree was 
followed by a large cohort being 
born as of 1967, which now form 
Gen X.”

Alina Stepan, Country Manager, 
Ipsos in Romania

“People use the terms 
like post-80, post-

90, post-00 and post-10 to 
describe the years when they 
were born and to segment the 
target audience. Sometimes 
those terms could be further 
segmented to post-85 (which 
means people born between 
1985 and 1989) or post-95.”

Patrick Xiang, Chief Marketing 
Officer, Ipsos in China

“These generational 
classifications are less 

relevant in the Indian context 
because the generational 
divides are not well aligned to 
the Indian story. While the pre-
independence generation has 
a clear set of values and way of 
life, the concept of ‘Boomers’ 
doesn’t hold much significance. 
When used in India, these 
generational terms often reflect 
American stereotypes rather 
than Indian experiences.”

Geeta Lobo, Country Chief Client 
Officer, Ipsos in India

“In Brazil, terms like 
‘Gen Z’, ‘Millennials’, 

‘Gen X’ and ‘Baby Boomers’ are 
increasingly recognised and 
used, particularly in urban areas 
and among those engaged with 
global media and trends.”

Priscilla Branco, Senior Manager, 
Ipsos in Brazil

“Of course people are 
aware of these terms, 

but we really do not use them a 
lot in Nigeria.”

Ibitayo Salami, Country Manager, 
Ipsos in Nigeria

Key takeaways

Not all change is generational

Differences between generations 
may be indicative of a broader 
shift in societal views, or else due 
to different positions in the life 
cycle. True generational change 
(cohort effect) is when attitudes 
and behaviours remain distinct 
over time.

Where you were born and when 
you were born matters

Local events may have shaped 
attitudes and behaviours in a 
way that is more relevant to 
understanding people than by 
using global labels. 

Avoid stereotypes and 
misconceptions

Authentic generational analysis 
should move beyond superficial 
stereotypes to uncover more 
accurate insights into consumer 
behaviour.
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https://ipsos-insight-llc.foleon.com/ipsos-thinks/generations-2024/beyond-the-stereotypes


GENERATION Z:
More myriad than monolith
1. Who they are
Gen Z is not a monolith

Over the course of the past 12 months, Ipsos public 
opinion polling has revealed a significant gap in 
attitudes between Gen Z men and Gen Z women. 
More so than in any other generation polled, men 
and women in Gen Z are not seeing eye to eye.

A significant portion of young men are becoming 
more conservative and leaning towards more 
traditional values. At the same time, young women 
are often becoming more progressive and liberal 
than their male peers. The growing ideological divide 
between Gen Z men and women highlights a larger 
societal shift in attitudes towards gender roles 
and expectations.

While it’s still not entirely clear what’s driving 
the gap, it is clear that Gen Z is not a monolith. 
Simplifying this generation into one group sharing 
similar attitudes and values risks missing out on 
a world of detail. More than any other generation, 
caution needs to be applied when making 
generalisations about Gen Z as a whole.

More than any other generation, 
caution needs to be applied 
when making generalisations 
about Gen Z as a whole.”
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Have we “gone so far in promoting women’s equality that we are 
discriminating against men”?
(% agree)

Source: Ipsos | International Women’s Day • Base: 23,765 online adults under the age of 75 across 30 countries, interviewed 
20 December 2024 - 2 January 2025.

Impact of 1.5 degrees of global warming
“An increase in global average temperatures by more than 1.5°C is not that big 
a deal” (% agree)

Source: Ipsos | People and Climate Change 2025 • Base: 23,745 online adults under the age of 75, interviewed 24 Jan – 7 Feb 2025.

https://ipsos-insight-llc.foleon.com/ipsos-almanac-2025/almanac-2025/the-gen-z-gender-gap
https://www.ipsos.com/en/global-trends-2024/retreat-old-systems
https://www.ipsos.com/en/global-trends-2024/retreat-old-systems
https://www.ipsos.com/en/international-womens-day-2025
https://www.ipsos.com/en/people-and-climate-change


This is a pattern we see across G7 countries, 
alongside emerging markets.

On average across 30 countries, 46% of people 
agree that men are being expected to do too much 
to support equality.  But this figure pulls apart by 
gender and generations across most regions. 

Among Baby Boomers, there is a 13-point gender 
gap (44% of men agree vs 31% of women), but this 
rises to 17 and 16 points among Gen X and Millennials 
respectively, and peaks at a 22-point difference 
between Gen Z men (60%) and Gen Z women (38%). 

On a regional level, on average across the G7, the 
gender gap in agreement that expectations of men 
are too high rises from 13 points between Baby 
Boomer men and women to 24 points between Gen 
Z men and women.  Similarly, on average across 
APAC, the gender divide in agreement with this 
statement is much stronger among Baby Boomer 
(17 points) and Gen Z (18 points), than it is among Gen 
X (12 points) or Millennials (10 points).
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Discrimination faced by trans and non-binary people
Q. “Which of the following groups of people, if any, do you think most experiences 
unequal or unfair treatment in your country today?” (% selecting “transgender and/
or non-binary people”)

Source: Ipsos Equalities Index 2025 • Base: 23,228 online adults under the age of 75 across 31 countries, interviewed 21 February – 
7 March 2025.

Permissibility of abortion
Q. Thinking of abortion, which of the following is closest to your personal opinion? 
(% Abortion should be legal)

Source: Ipsos | Global Views on Abortion • Base: 23,348 online adults under the age of 75 across 29 countries, interviewed 23 June – 
7 July 2023.

Brand support for LGBT people
Q. To what extent do you support or oppose the following: Companies and brands 
actively promoting equality for LGBT people (% support)

Source: Ipsos Pride Survey 2024 • Base: 18,515 online adults under the age of 75 across 26 countries, interviewed 23 February – 
8 March 2024.

https://www.ipsos.com/en/global-views-abortion
https://www.ipsos.com/en/ipsos-pride-survey-2024-gen-zers-most-likely-identify-lgbt


Where we see the gender gap and where we don’t

Where we’re seeing 
differences

• Gender equality, feminism,
traditional gender roles

• Trans rights

• Abortion

• State intervention /
government regulation

• Views on which societal
groups are unfairly treated

• Support for right-wing
political parties

It’s complicated /  
we need more data

• Climate change

• Lesbian, gay and bisexual
rights

• Support for populism

• Views on immigration

No real differences 
noted

• Trust in scientists

• Attitudes towards politicians

• Perceptions of elites

• Optimism for the future

• Views on education

2. What they do
Beyond states of mind

2024 was the year of elections. It was also a stark 
exemplifier of the real-world consequences of the 
split in attitudes among Gen Z. In many countries 
across the world, we saw the gender gap mirrored in 
voting behaviours, with young men playing a key role 
in the rise of populist parties.

This was particularly notable in the February 2025 
German federal election, with around a quarter of 
18-24 year old men voting for far-right party, AfD. 
Meanwhile, in the 2024 UK general election, 12.9% 
of young men voted for Reform UK, compared to 
5.9% of women.

3. Where to meet them
A fragmented media landscape

Gone are the days of a unified media experience. 
The landscape is now fragmented. While Millennials 
came of age with a handful of TV channels and 
non-algorithmic websites, Gen Z navigates a 
world of hyper-personalised feeds, niche online 
communities, and algorithmic bubbles. This means 
two people, even with similar interests, can have 
radically different online experiences.

This fragmentation is amplified when we look 
at gender. As our case study on the next page 
demonstrates, Gen Z men and women often occupy 
distinct online spaces and engage with digital 
content in vastly different ways.
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While Millennials came of age 
with a handful of TV channels 
and non-algorithmic websites, 
Gen Z navigates a world of 
hyper-personalised feeds, 
niche online communities, 
and algorithmic bubbles.”

https://www.ft.com/content/350ba985-bb07-4aa3-aa5e-38eda7c525dd
https://www.ft.com/content/350ba985-bb07-4aa3-aa5e-38eda7c525dd
https://www.spiegel.de/start/erstwaehler-junge-maenner-haben-angst-vor-migration-junge-frauen-haben-angst-vor-rechtspopulismus-a-a2ffcda3-dc9e-4da5-98d3-231abf4bea30
https://www.spiegel.de/start/erstwaehler-junge-maenner-haben-angst-vor-migration-junge-frauen-haben-angst-vor-rechtspopulismus-a-a2ffcda3-dc9e-4da5-98d3-231abf4bea30
https://www.kcl.ac.uk/news/gender-gap-strongest-at-opposite-ends-of-political-spectrum-in-the-2024-general-election
https://www.kcl.ac.uk/news/gender-gap-strongest-at-opposite-ends-of-political-spectrum-in-the-2024-general-election
https://www.kcl.ac.uk/news/gender-gap-strongest-at-opposite-ends-of-political-spectrum-in-the-2024-general-election


CASE STUDY 

Social media use in the UK
In the UK, Ipsos iris data reveals that 98% of the 
online population used social media in January 2025, 
spending almost half (47%) of their online time on social 
media, equivalent to 2 hours and 15 minutes a dayi.

The trend is even more pronounced among the 
youngest of the internet population; among 15-24 
year olds, 64% of time online is spent on social media, 
averaging 3 hours and 58 minutes a day.

This pattern is mirrored at a global level. Across 30 
countries, people report spending an average of 1 hour 
and 45 minutes on social media sites. But this rises to 2 
hours and 22 minutes, on average, among Gen Zii.

While some social media platforms reach a mass 
audience (YouTube and Facebook each reach 90% of 
UK internet users), not everyone online is online in the 
same place.

This becomes more apparent when we explore these 
platforms by time spent. For instance, platforms like 
X, Reddit, LinkedIn, and YouTube tend to attract more 
male users, while Pinterest, TikTok, Instagram, and 
Snapchat are more popular among females.

For young people, the fragmentation of today’s 
media landscape is not simply a result of hyper-
personalised algorithms – curating their feeds 
and surfacing different content – but also a result 
of where they’re engaging with content in the 
first place. Two individuals can exist in vastly 
different online realities, consuming contrasting 
information, shaping contrasting worldviews. All this 
is underscored by the fact that they’re typically on 
social media for four hours a day. This has profound 
implications for how we understand and engage 
with Gen Z.

Key takeaways

Gen Z is not a monolith, particularly when it comes 
to gender

Gen Z women are trending towards more 
progressive and liberal views, while Gen Z men are 
leaning towards more conservative and traditional 
values. This difference is significant, occurring 
internationally and is impacting Gen Z’s attitudes on 
various issues, including gender equality, LGBTQ+ 
rights, and social justice.

The gender divide within Gen Z has real-world 
consequences 

The 2024 elections are a prime example, where 
young men played a key role in the rise of populist 
parties, reflecting their more conservative leanings. 
This divide also manifests in areas like education 
and employment.

The fragmented media landscape, amplified by 
algorithms, further exacerbates this divide

Gen Z men and women often occupy different 
online spaces, consuming different content and 
shaping different worldviews. This segregation is 
particularly worrying considering how people get 
their news and form opinions.

Footnotes
[i]: Ipsos iris Online Audience Measurement Service, January 2025, all aged 15+ using PC/laptop, smartphone 
or tablet device(s).

[ii]: Ipsos Global Advisor – November 2024
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Source: Ipsos iris Online Audience Measurement Service, 
January 2025, all aged 15+ using PC/laptop, smartphone or 
tablet device(s).

Profile by time spent on platform

Source: Ipsos iris Online Audience Measurement Service, 
January 2025, all aged 15+ using PC/laptop, smartphone or 
tablet device(s).

Time spent on individual social 
media platforms varies hugely 
among young men and women

https://iris.ipsos.com/


GENERATION X:
The quietly powerful generation 
we shouldn’t ignore
Today’s 46–59-year-olds in Western economies are 
already a force to be reckoned with. With Boomers 
about to exit the power spotlight, it’s Gen X who 
will be calling the shots well into the 2030s. Shaped 
by the societal and cultural context of their youth 
in the 1980s and 1990s, they now hold significant 
power when it comes to leadership roles in politics, 
business and family life.

Right now, it’s Generation X who are the highest-
earning generation in the US, surpassing both 
Boomers and Millennials. They are a lucrative market 
for categories and brands across just about every 
sector. But the reality is that, today, Gen X is just not 
very fashionable.

It’s rare that we at Ipsos receive briefs for research 
projects which seek to uncover the dynamics of 

Generation X. Books published in the last couple 
of decades feature five times as many mentions of 
Millennials as they do Generation X. And, when we 
look at what’s being said on social media right now, 
we see nearly four times as many references of Gen 
Z than we do for Gen Xi. Are we missing a trick?

Right now, it’s Generation X 
who are the highest-earning 
generation in the US, surpassing 
both Boomers and Millennials.”

Generation X: Who are you?
One of the mantras for generational analysis that 
we often come back to is: where you were born and 
when you were born really matters.

Here we describe the cultural context and lifestyles 
experienced by this generation in the US and in 
Western economies. But we need to be very clear: 
these foundational experiences do not apply across 
all countries.

For most American Gen Xers, the term does mean 
something: 62% of them are able to correctly 
identify that it’s the generation they are part of. 
But our international average, across 29 countries 
around the world, stands at just 33%.

Gen X mainly grew up in the 1980s, a decade whose 
defining moments (for those growing up in the 
West) included the then-UK Prime Minister Margaret 
Thatcher and then-US President Ronald Reagan’s 
‘Conservative revolutions’, famine in the Horn of 
Africa, the Star Wars trilogy, the HIV/AIDs pandemic, 
and the collapse of the Berlin Wall.

The experience for people in this same age group 
was rather different outside America and Western 
Europe. In Latin America, for example, their 
formative experiences in many countries were 
during a period of military coups and censorship 
(in Argentina, Brazil and Chile for example). And the 
1980s are often given the term the ‘lost decade’ to 
reference the chaotic economic scenario of the 
time, characterised by unpayable external debts, 
huge fiscal deficits and hyperinflation.

Scroll forward a few years to the 1990s. Gen Xers 
further matured alongside the Friends TV series, the 
advent of the PlayStation, the Rodney King riots in 
Los Angeles and Brazilian and French football World 
Cup triumphs, with music playing in the background 
by Nirvana and Celine Dion, the latter being the 
largest-selling musician of the period.

One term that emerged while Gen Xers in the West 
were still in school in the 1970s and 1980s was 
‘latchkey children’. Their Boomer mothers chose 
to continue working part- or full-time in the labour 
market after having children, during a period 
when alternative pre- and post-school childcare 
arrangements were not as developed as they later 
were. In the US, the latchkey phenomenon peaked 
in the mid-1970sii. This means that while Gen X is 
portrayed as a generation that raised themselves to 
some extent, like other generational stereotypes, 
this seems overblown and simplified.

The 1980s are often given 
the term the ‘lost decade’ 
to reference the chaotic 
economic scenario of the time, 
characterised by unpayable 
external debts, huge fiscal 
deficits and hyperinflation.”
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https://www.stlouisfed.org/on-the-economy/2023/nov/are-there-generational-gaps-income-homeownership
https://www.stlouisfed.org/on-the-economy/2023/nov/are-there-generational-gaps-income-homeownership
https://books.google.com/ngrams/graph?content=millennials%2Cgeneration+x&year_start=1800&year_end=2022&case_insensitive=true&corpus=en&smoothing=3
https://books.google.com/ngrams/graph?content=millennials%2Cgeneration+x&year_start=1800&year_end=2022&case_insensitive=true&corpus=en&smoothing=3
https://ipsos-insight-llc.foleon.com/ipsos-thinks/ipsos-generations-report-2024/
https://ipsos-insight-llc.foleon.com/ipsos-thinks/ipsos-generations-report-2024/
https://www.federalreservehistory.org/essays/latin-american-debt-crisis


The power within
Gen X also tend to be well-educated, particularly if 
they grew up in one of the G20 countries. They are 
the first generation in the United States where more 
than 50% have a college education - with women 
outpacing men in their levels of education for the 
first time.

Today, they wield considerable power in the 
boardroom. The average age of a Fortune 500 CEO 
is a 59-year-old Gen Xer (note however that, out of 
these 500 CEOs, whether Gen Xers or not, only 52 
were women in 2024). With executives now often 
working into their 60s and 70s (or longer), we can 
expect Gen X leaders to remain at the heart of 
business life for at least the next decade.

Soon this power will extend to the corridors of 
political power. But for the moment, it’s still the 
Boomers who hold the upper hand – they lead 15 of 
the G20 countries, while three are currently headed 
by a Gen Xer.

The irony is that the generation once dismissed as slackers became the 
workaholics of the modern era. They had no choice. With fewer advantages 
than the Boomers and less collective support than Millennials, they learned to 
rely on themselves. They are the first generation that had to make peace with 
the idea that the middle-class dream had changed and that no one was going 
to hand them success.”

Darrell Bricker, Global CEO of Ipsos Public Affairs and author of  
Next: Where to Live, What to Buy and Who Will Lead Canada’s Future

A consumer powerhouse
There are a lot of people aged 46-59.

In the European Union, according to United Nations’ 
World Population Prospects 2024 (UNWPP), there 
are nearly 88 million of them, making up 20% of the 
adult population. Right now, they outnumber the 81 
million Gen Zers by some distance.
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Source: United Nations’ World Population Prospects 2024

Distribution of generations

https://www.pewresearch.org/social-trends/2019/02/14/millennial-life-how-young-adulthood-today-compares-with-prior-generations-2/
https://www.pewresearch.org/social-trends/2019/02/14/millennial-life-how-young-adulthood-today-compares-with-prior-generations-2/
https://fortune.com/2024/06/04/fortune-500-companies-women-ceos-2024/
https://fortune.com/2024/06/04/fortune-500-companies-women-ceos-2024/
https://www.madisontrust.com/information-center/visualizations/which-fortune-500-companies-have-the-oldest-and-youngest-ceos/
https://www.madisontrust.com/information-center/visualizations/which-fortune-500-companies-have-the-oldest-and-youngest-ceos/
https://www.sloww.co/workism-hustle-porn/


What’s more, they outstrip Gen Z by a greater 
distance with their consumer power. At age 50, the 
median income of college-educated US Gen Xers 
is above both Boomers’ and Silents’ at the same 
ages. In 2023, 35% of Gen X individuals in the US had 
a household income of $150,000 or more, placing 
them ahead of other generations.

What’s more, they are about to inherit a lot of 
money. While overall Gen X’s share of American 
wealth rose from 15% in 2013 to 26% in 2023iii, in 
the wealthiest families, Gen Xers are next-in-line to 
inherit from wealthy Silents and Boomers in the next 
few decades.

Harder to measure, but important to consider, is 
their decision-making power. Gen X occupy a key 
role in the family — and in those purchase decisions 
they make on the family’s behalf. In the US, 58% are 
looking after children; 28% have responsibilities for 
older people. Many are simultaneously looking after 
both, which led to the rise of the term ‘sandwich 
generation’. It’s often Gen Xers who will be making 
the big decisions around major household purchases 
or financial planning, on behalf of both themselves, 
but also of their children and parents.

A key takeaway for marketers is that they are ‘middle 
of the road’ when it comes to media consumption. 
This is not a group of technophobes. They listen 
to the radio, but tend not to pay for newspapers as 
they have massively shifted to reading online. This 
group witnessed the rise of the internet first-hand, 
and they are only half-afraid of artificial intelligence: 
27% feel very nervous about AI, vs. 21% of Millennials 
and 32% of Boomers.

Deciding to target this underserved demographic 
is only the start. Understanding Gen X is more of 
a challenge.

How well do you know Gen X?
Here we need go in search of two things. We want 
to identify both where they stand out from others 
and the similarities – it’s just as important to know 
where their aspirations and behaviours are in line 
with those important universal needs that run 
across our target audiences.

We need to stay mindful of some of the guiding 
principles for generational analysis. Whatever we 
may establish about Gen X, their cultural backdrop 
and current orientations, it may be more relevant 
for your category or business just to see them as 
‘the group aged 46-59’, or indeed some other age 
categorisation that works better for you. Many of 
their purchase decisions, such as going on a cruise, 

will be more about life stage — such as nearing 
retirement — calling for approaches which go 
beyond a simplistic generational category. In some 
cases, it may be necessary to break free from a 
generational lens.

On the other hand, perhaps there is a cohort effect 
that we can tap into. For that cruise, the pull of 
nostalgia may be an excellent lever — with the on-
board offer or excursion programme tailored to their 
formative years in the 1970s and 1980s. Find out 
more about identifying cohort effects in our chapter 
on generational analysis.

Gen X occupy a key role in the 
family — and in those purchase 
decisions they make on the 
family’s behalf. In the US, 
58% are looking after children; 
28% have responsibilities for 
older people.”

Key takeaways

Family life: it’s changed since the Boomers’ 
heyday 

While Gen Xers may have had fewer children, 
there are still other adult family members to think 
about. Between adult children still living at home 
and ageing parents, Gen Xers find themselves 
‘sandwiched’ with duties towards both older and 
younger family members. 

Multiple factors shape their major purchases 

The average age of a new car buyer in Europe is 
53. Their purchase of an SUV may not be just about 
transporting children or grandchildren around but 

older adults as well; easy entry and exit can be a 
key benefit. And when they’re cooking and doing 
laundry, Gen Xers may often do it for more than just 
two adults: 70% of US householders aged 50-54 
had at least one of their children (any age) present in 
their home in 2024.

Gen X are becoming key decision-makers 

Gen X occupy significant leadership positions in 
politics, business and family life. The untapped 
potential of Gen X is huge. Whether it’s food, 
fashion or free time, they are a core group. Are you 
paying enough attention to this quietly powerful 
generation?

Footnotes
[i]: Signals by Ipsos Synthesio

[ii]: https://www.upi.com/Archives/1987/02/06/Seven-percent-of-children-are-latch-key-
kids/5275539586000/. The proportion of latchkey children of mothers who work full time dropped over the 
1974-1984 decade from 16% to 12%. But it dropped more dramatically in the following decades (https://www.
bangordailynews.com/2013/06/12/news/fewer-children-now-home-alone-as-number-of-latchkey-kids-
drops-40/).

[iii]: Federal Reserve Data as of May 2024
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https://www.mediaculture.com/insights/audience-insights-report-gen-x
https://www.mediaculture.com/insights/audience-insights-report-gen-x
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https://www.ipsos.com/en/generational-marketing-breaking-free-stereotypes
https://viewer.foleon.com/comments/4k4k6inooo/generational-analysis
https://www.census.gov/library/visualizations/interactive/family-households-by-age-of-householder-2024.html
https://www.census.gov/library/visualizations/interactive/family-households-by-age-of-householder-2024.html


SENIOR POTENTIAL:
How older adults are shaping  
the future

The world is getting older, and it’s time we start 
paying attention. By 2050, the United Nations 
predicts a doubling of the number of people aged 
60 or over to 2.1 billion people – a full 26% of the 
global population. This demographic shift presents 
a significant opportunity for businesses and 
marketers alike.

Our 2024 Generations report article, Oh Boomer: 
Where art thou?, explored marketing’s obsession 
with younger people, warning that ignoring older 
adults means overlooking a significant consumer 
base with considerable spending power.

Building on this premise, our Ipsos Views paper, 
Golden Years, Golden Opportunities, suggests 
that the key to successfully engaging with this 

cohort starts with a better understanding of how 
older adults differ along dimensions that impact 
marketing and innovation. Our segmentation 
study reveals that older consumers have nuanced 
needs that may be missed if we simply look at 
them through a generational ‘Baby Boomer’ lens. 
For example, the ‘Simple Contentment’ segment 
consists of older adults who report being content 
with life and feel calm, financially secure, and want 
to keep life simple when it comes to possessions. 
While the ‘Strugglers’ segment comprises older 
adults who feel stressed, anxious about finances, 
and are interested in having greater access to 
mental health and wellbeing services.

What is old, anyway?
The very definition of ‘old’ is evolving, with the 
traditional view being challenged as people live 
longer, healthier, and more active lives. Our new 
Attitudes to Ageing study finds that 66 is the average 
age people consider someone to be ‘old’, although 
this perception varies widely across generations. 
Baby Boomers, for example, place old age at 72, 
while Gen Z considers 61 to be the threshold. The 
same study shows that the majority of people 
believe that ‘no age is too old’ to get married/
enter a civil partnership (62%) or to start a degree 
course (54%). 

This understanding reflects a wider societal shift 
away from the traditional linear life path, where age 
is no longer the sole determinant of one’s life stage 
or aspirations.

But who is this new generation of older adults? And 
what can we learn by understanding more about 
their attitudes and behaviours?
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Source: Ipsos | Attitudes to Ageing 2025 • Base: 23,745 online adults under the age of 75 across 32 countries, interviewed January 24 - 
February 7 2025.

When does old age begin?

Q. Thinking about the phrase ‘old age’, at what age do you think people can be 
considered to be ‘old’?

https://www.un.org/en/global-issues/ageing
https://ipsos-insight-llc.foleon.com/ipsos-thinks/generations-report-2024/
https://ipsos-insight-llc.foleon.com/ipsos-thinks/generations-report-2024/
https://www.ipsos.com/en/golden-years-golden-opportunities
https://www.ipsos.com/en/golden-years-golden-opportunities


Defining the perennial mindset
Amid shifting demographics, evolving work 
landscapes and rapid technological advancements, 
older generations are not slowing down; instead, 
they are embracing a life of purpose and demanding 
more from the world around them.

Here we highlight three key areas defining the 
perennial mindset and set out the opportunities they 
present for businesses:

1. Embrace of technology

Forget the stereotype of tech-averse seniors. 
Globally, a quiet revolution is under way as older 
adults are becoming increasingly tech-literate. 
According to our AI Monitor, over half (58%) of the 
older population report having a good understanding 
of AI.

And while it is tempting to think that it is the 
older people who are most wary of the impact of 
technology, our Ipsos Global Trends data tells us the 
reverse is true: 15% of those aged 55–74 strongly 
agree that “technological progress is destroying our 
lives”, compared to 25% of 25-34 year olds.

Technology is increasingly empowering the oldest 
members of society to be more independent than 
ever before, enjoy more active lives and socialise 
with others. For example, the increasing demand 
for ‘ageing in place’ – the desire to live at home for 
as long as possible – is driving the development 
of new and emerging technologies tailored to the 
needs of older adults, as highlighted in What the 
Future: Ageing. Advancements such as smart 
home devices and health monitoring technologies 
are crucial in addressing the challenges posed 
by an ageing population and a shortage of human 
caregivers. AI functionalities are making technology 
more convenient and easier to use, with AI personal 
assistants like Siri, Alexa and Google Assistant 
playing a key role in empowering older people.

With the increasing number of older adults using 
technology, businesses have a real opportunity to 
adapt and offer services tailored to their needs. 
Our Ipsos Views POV, Why Accessible UX Matters, 
argues it is crucial that businesses prioritise digital 
accessibility, ensuring their websites and apps 
are inclusive and benefit everyone, regardless of 
age or ability. This means moving beyond existing 
assumptions about the target audience and 
designing online experiences that cater to a wider 
range of users.

Smart technology and AI functionalities take 
this one step further, offering opportunities for 
empowerment through technology that provides 
greater independence, peace of mind, connectivity 
and belonging, and making the ‘new’ feel familiar.

2. Progressive attitudes

While it’s often assumed that older generations 
hold more traditional views, our data suggests 
they can sometimes be more progressive on social 
issues than younger generations, highlighting their 
potential to drive positive social change and a more 
equitable society.

For example, many living in ageing societies are told 
that they may become more reliant on immigration 
over the coming decades. Yet our Ipsos Global 
Trends analysis suggests that older societies 
are less likely to agree that there are too many 
immigrants.

This progressive attitude is also evident in issues 
related to gender equality and transgender rights. 
Our International Women’s Day 2025 survey finds 
Baby Boomers are 12 percentage points less 
likely than Gen Z to agree that “when it comes to 
giving women equal rights with men, things have 
gone far enough in my country”. Additionally, 
significantly fewer Baby Boomer men (12%) 
believe that staying home to care for children 
diminishes a man’s masculinity, compared to Gen 
Z men (28%). Furthermore, our Pride 2024 survey 
found Baby Boomers to be the most supportive 
generation regarding protecting transgender 
people from discrimination.

This shift in perspective among older generations 
presents a unique opportunity for marketers. Our 
generational marketing analysis suggests that 
to connect with this complex demographic, it is 
essential for brands to look beyond stereotypes and 
understand their motivations, values, and beliefs 
in order to be able to tailor their strategies and 
messages accordingly.

Significantly fewer Baby Boomer 
men (12%) believe that staying 
home to care for children 
diminishes a man’s masculinity, 
compared to Gen Z men (28%).”
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Source: Ipsos | International Women’s Day • Base: 23,765 online adults under the age of 75 across 30 countries, interviewed 
20 December 2024 - 2 January 2025.

“A man who stays home to look after his children is less of a man”
(% agree)

https://www.ipsos.com/en-uk/perennials-future-ageing
https://www.ipsos.com/en-uk/perennials-future-ageing
https://www.ipsos.com/en/ipsos-ai-monitor-2024-changing-attitudes-and-feelings-about-ai-and-future-it-will-bring
chrome-extension://efaidnbmnnnibpcajpcglclefindmkaj/https://www.ipsos.com/sites/default/files/2023-Ipsos-Global-Trends-Report.pdf
chrome-extension://efaidnbmnnnibpcajpcglclefindmkaj/https://www.ipsos.com/sites/default/files/What-The-Future-Aging.pdf
chrome-extension://efaidnbmnnnibpcajpcglclefindmkaj/https://www.ipsos.com/sites/default/files/What-The-Future-Aging.pdf
https://www.ipsos.com/en/why-accessible-ux-matters
https://www.ipsos.com/en/global-trends-2024
https://www.ipsos.com/en/global-trends-2024
https://www.ipsos.com/en/international-womens-day-2025
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https://www.ipsos.com/en/generational-marketing-breaking-free-stereotypesTo
https://www.ipsos.com/en/international-womens-day-2025


3. Personal growth

Challenging existing narratives around ageing, our 
Ipsos Global Trends data indicates that older people 
are redefining traditional life stages and definitions 
of success. They are embracing personal growth 
and fulfilment in later life with a continuous focus on 
personal and professional development.

Tapping into the opportunity this creates, our 
Generations: Myths & Realities research highlighted 
examples of businesses employing an ‘ageless’ 
approach, such as Starbucks Korea setting up 
a senior barista training centre as part of its 
commitment to older workers and corporate 
social responsibility.

This drive for personal growth and fulfilment 
extends beyond professional pursuits into leisure 
activities and the exploration of new interests. Older 
people have a profound curiosity, a joy of mastery 
and a keen interest to try and experience new 
things. Despite this, there is a significant gap in the 
market for products and services that cater to these 
evolving desires. Our innovation research indicates 
that only 19% of consumers over 55 feel that new 
products are designed with their needs in mind.  

This gap represents an opportunity for businesses 
to innovate and create offerings that resonate with 
the interests and lifestyles of this demographic.

Interestingly, this desire for personal growth 
coincides with a firm belief in personal 
responsibility. Data from our Equalities Index 2024 
reveals that older generations, particularly Baby 
Boomers, have a stronger belief that we live in a 
meritocracy than younger generations. While 49% 
of Baby Boomers hold this view, this falls to just 27% 
among Gen Z, highlighting a generational difference 
in perspectives on societal values.

In summary
The world is witnessing the rise of a new generation 
of older adults that extends beyond a simple 
generational label like ‘Baby Boomer’.

Older individuals are moving away from the 
traditional model of education, work, and 
retirement. They are not defined by age but by a 
mindset that embraces technology, progressive 
values, and a pursuit of personal growth.

For businesses, understanding the unique values, 
desires, and aspirations of this cohort is no longer 
optional but essential for success in an ageing world.

Key takeaways

Don’t call them ‘Boomers’ 

Older adults represent a diverse group that extends 
beyond the Baby Boomer label. Avoid simplifying 
their identities and recognise the wide range of 
experiences, attitudes, and preferences within 
this demographic.

Look beyond stereotypes  

Contrary to stereotypes, older adults can hold 
progressive views on social issues, even more so 
than younger generations. They are open to change 
and are often at the forefront of advocating for a 
more equitable society. Brands should consider 
how their messaging and values align with 
these attitudes.

Prioritise accessibility - and go beyond 

Older adults are increasingly embracing 
technology. They use it to stay connected, maintain 
independence, and access information. Digital 
platforms and services must be accessible and 
tailored to the needs of all users, regardless of age 
and ability. Tech that can empower older people, 
enabling them to experience and enjoy new things, 
will be the most successful.

Appreciate the importance of lifelong learning

Older adults are highly motivated by personal 
growth and are actively seeking opportunities 
for personal and professional development. They 
are interested in new experiences, hobbies, and 
expanding their knowledge. Brands should tap into 
this desire for growth by offering products and 
services that cater to their evolving interests.

Older people have a profound 
curiosity, a joy of mastery 
and a keen interest to try and 
experience new things.”
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