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We give you the global view
(and the local one too)

2000 THeEE (OZTZ0OS
=90 200w )OEFXCIP " w0

Know your audience with GWI © GWI 2021



01. Who are they?

02. Why they matter

03. The changing device landscape
04. Let’s get social

05. A look at their buying behaviors
06. Brand expectations

© GWI 2021






A demographic snapshot

Income

Gen X [ baby boomers

Gen Z [ millennials

N low mMedium M High

Living arrangement
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Other family | 5
member(s) [ 15

My partner

| live alone

My parent(s)

Roommate(s | 1

) [ friend(s) W 4

B Gen X [ baby boomers  m Gen Z [ millennials

Employment status
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n
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Full-time worker  Part-time worker Retired
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Forget what you think you know

% of each generation who say the following describes them (sorted by top over-index)

| seek out alternative
medicines and
therapies

| always try to
recycle

| like to know what is
going on in the world

| worry about how
companies use my
personal data online

B Gen X [ baby boomers

W
©

33

m Gen Z [ millennials

51

61

Country call-outs

Over 70%

of Gen X [ baby
boomers in the UK and
Ireland say they always
try to recycle

56%

of Gen X [ baby
boomers in Spain are
worried about how
companies use their
personal data online
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Why they matter




Gen X/
baby boomers




Yet just 5% say they
feel represented in
the advertising
they see




They have significant spending potential

% who currently have the following

Cash [ savings 56

Pensions 26

Stocks [ shares

—
o1

Real estate /
property (other
than the..

n

Mutual /
Managed
Investment...

o)

A bank account A credit card A short-term loan

B Gen X [ baby boomers  m Gen Z [ millennials

B Gen X [ baby boomers
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device landscape



Reliance on mobile ticks upwards

Average time spent per day on mobile among Gen X [/ baby boomers between 2015-2021in hh:mm

2015 2016 2017 2018 2019 2020 2021
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Mobile becomes their most important device

% of Gen X [ baby boomers who say these are their most important devices to get online

=OmMobile  eOmPC/laptop

54%

52% 1% 50% 50% 50% 52% 52%

R 42% 42%
38% 40%

Q12019 Q2 2019 Q3 2019 Q4 2019 Q12020 Q2 2020 Q3 2020 Q4 2020 Q12021 Q2 2021
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What are they

% who've done the following online in the past week
(sorted by top over-index)

Accessed

government 1.36 IDX
services 19

Used a price

comparison tool 118 IDX

N
a1

Shopped /
browsed for

products online 52

Purchased a

product / 1.05 IDX
service 36

Gen X [ baby boomers B Gen Z [ millennials

114 IDX

% who've used these apps in the last month
(sorted by top over-index)

1.20 IDX
1.20 IDX
1.32 IDX
1.34 IDX
1.10 IDX

Banking, News Weather Email Coupons, Deals
investing or or Price
insurance Comparisons

Gen X [ baby boomers

© GWI 2021



Smartwatch ownership on therise

% of Gen X [ baby boomers who say they own a smartwatch / smart wristband

24% 45%

of Gen X [ baby boomers
describe themselves as
health-conscious

2015 2016 2017 2018 2019 2020 2021
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of Gen X [ baby boomers worry
about how companies use their
personal data — 18% more likely
than Gen Z [ millennials



social



Post-lockdown social usage remains strong

Average time spent per day on social media among Gen X [ baby boomers between Q1 2020-Q2 2021 in hh:mm

1:26 . 1:26

Ql 2020 Q2 2020 Q3 2020 Q4 2020 Q1 2021 Q2 2021
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Brands play a role in their social media experience

% of each generation who use social media for the following reasons

Keeping in touch |, 57 20%

with friends [ family f Gen X [ baby b
(@] en a y oomers

Reading news N 2 follow companies /

stories bropds they buy from on
social media

N, 37

Filling spare time

Finding content (e.g.
articles, shows,
videos, memes, etc)

Finding products to I 23

purchase

I 2/

Finding inspiration
for things (e.g.
places to visit,...

I 21

B Gen X [ baby boomers Gen Z [ millennials
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Where to reach older consumers on social

Top used social media services among Gen X [ baby boomers at least daily
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A look at their
buying behaviors



Growth in online shopping here to stay

% of each generation rating their online shopping habits, in the last 12 months and in the future

®Gen X/ baby boomers @ GenZ | millennials

Compared to 12 months ago, my online Thinking about the future, | think my online
shopping behaviors has generally... shopping behavior will generally...

Increased somewhat / greatly Increase somewhat / greatly
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Add-to-basket, again and again

% of each generation who say they’ve done the following online in the last week

®Gen X/ baby boomers @ GenZ [ millennials

59
52
I . |

Shopped [ browsed for products online Purchased a product / service
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Online groceries: a matter of necessity

% of Gen X [ baby boomers who've bought grocery products online in the past month

27
26
25
24
23

Q4 2019 Q12020 Q2 2020 Q3 2020 Q4 2020 Q1 2021 Q2 2021
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considered shoppers

% of each generation who say the following describes them

| research a product
online before buying it

| spend time looking for
the best deals

| use loyalty / reward
programs

W Gen X [ baby boomers

Gen Z [ millennials

43

52

60

of Gen X [ baby boomers
use price comparison
websites for product
research; 33% more likely
than Gen Z [ millennials
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Online purchase drivers: make it easy

% of each generation who say the following would motivate them to purchase a product online (sorted by top over-index)

113 IDX

[AVAID)

1.07 IDX
35

Easy returns policy Free delivery Quick [ easy online checkout process

m Gen X [ baby boomers  m Gen Z [ millennials
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expectations



Their altruistic values

% of each generation who say the following describes them (sorted by top over-index)

1.20 IDX 1.04 IDX
1.30 IDX

I always try to recycle | like to know what is going on in the world | believe all people should have equal rights

Gen X [ baby boomers B Gen Z [ millennials
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And they expect the same from brands

% of each generation who want brands to do the following

54
Be eco-friendly

48

44

Be socially responsible

[3]

© |
B
-t

Support local suppliers

32

W Gen X [ baby boomers  m Gen Z [ millennials
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Turning them into

% who say the following would motivate them to promote their favorite brand online

High-quality products

Rewards (e.g. discounts, free gifts,
etc)

When I've received great customer
service

When something is relevant to my
own interests

Love for the brand

N
(-}

B Gen X [ baby boomers

Gen Z [ millennials

39

48

51
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would advocate a brand
if they’ve received great
customer service




Key
takeaways

Forget the notion that they're
technophobes

They don’t want to be sidelined by
brands on social

Quality over Quantity

Fondness of online shopping holds
steady — keeping it simple is key

Strong progressive values affect
their expectations from brands
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Thank you

sbaker@gwi.com

GWI



