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QUESTION TIME

Do you have questions for our panellists?

Please send them by clicking on the          on the left panel.

You can ask your question at any time during the session.
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GENERATION MYTHS 
AND DEMOGRAPHIC 
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Simon Atkinson
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STARTING POINT

A lot of what is written 

about generations is 

misleading or wrong
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SHOULD WE STOP TALKING ABOUT GENERATIONS?

6
Read the article here

https://www.washingtonpost.com/opinions/2021/07/07/generation-labels-mean-nothing-retire-them/
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TALKING ABOUT GENERATIONS CAN REALLY HELP US

Using a generational lens is an effective way of understanding how and why societies 

and consumers change

People tend to be more 

physically active or date more 

when they are young

Impacts on all Generations.

Case study = Covid Pandemic

A particular generation is different 

and is staying different

Lifecycle effect Period effect Cohort effect

7
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GETTING OUR ANALYSIS RIGHT: SOME CONSIDERATIONS

8

Context

When and where you 

were born matters

• 1980s vs the 2000s

• Country A vs        

Country B

Take care in the 

language & labels we use

“Gen X” or “aged 40-59”?

Data

In search of numbers

• Genuine longitudinal 

data is rare

• Tracking data doesn’t 

always go back that far 

• What was important 10-

20 years ago may be 

less so today

Definitions

Defining the Generations



THE BIGGER 
PICTURE…
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THE BIGGER PICTURE: DEMOGRAPHIC REALITIES

The Headlines The Reality

36
Countries are already seeing 

their population decline

10
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WE ARE STARTING TO SEE THE PRACTICAL EFFECTS
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36
Countries are already seeing 

their population decline
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SCHOOLS

12

Population decline has caused 2,600 Italian 

kindergartens & primary schools to close down in 

the past 10 years and will lead 1,200 others to the 

same fate within next 5 years.

There are now almost 1.5 million fewer school 

students in Italy than 10 years ago.

The region most affected is the South.

Source: IlSole24h

https://www.ilsole24ore.com/art/calo-demografico-prossimi-cinque-anni-chiuderanno-1200-scuole-AEIFInYD
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UNIVERSITIES

13
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HEALTHCARE
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HEALTHCARE

15

https://www.nytimes.com/2023/02/26/health/rural-

hospitals-pregnancy-childbirth.html

https://www.marchofdimes.org/maternity-care-deserts-report#map

https://www.nytimes.com/2023/02/26/health/rural-hospitals-pregnancy-childbirth.html
https://www.nytimes.com/2023/02/26/health/rural-hospitals-pregnancy-childbirth.html
https://www.marchofdimes.org/maternity-care-deserts-report#map
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WHAT DOES THE BALANCE SHEET LOOK LIKE?

36
Countries are already seeing 

their population decline

16

Good for the environment

Lower unemployment, higher wages

Boost to investment & productivity

Public service “deserts”

Fewer doctors, innovators, consumers…

Increased burden on the young



© Ipsos – KEYS webinar September 2023

MORE OF THIS IN OUR REPORT

17

https://www.ipsos.com/en/we-need-talk-about-generations-understanding-generations
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Geeta R Lobo

WHERE AND 
WHEN MATTERS
Beyond the Stereotypes: The 

Importance of Time and Place
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80’S EVENTS THAT 
SHAPED  
GEN X MINDSETS

21 ‒
S AFRICA

1990

INDIA 

1984

US

1980
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THE MILLENNIALS ALSO GREW UP 
VASTLY DIFFERING REALTIES

INDIA
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COMMON THREADS THAT RUN 
THROUGH THE MOSAIC OF DIFFERING 
REALITIES

Affluence

Growth

Science 

Advancement
Information 

Access
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IS THERE A TRUE GENERATIONAL 
EFFECT?
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GOING BEYOND LIFE-STAGE EFFECTS

25 ‒

1

2

Boomers Gen X Millennials Gen Z

1946 1964 1965 1980 1981 1996 1997 2012

1951-56 1970-75 1986-91 2002-07

CORE 

COHORTS

COMPARE THEM AT THE SAME LIFESTAGE
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GENERATIONAL EFFECTS ARE REAL

Satisfaction with the country state of affairs

% Satisfied

Base : Ipsos Global Advisory Survey – 2013- 2022 ; Countries : US, Italy, Korea, India, South Africa and Mexico: 

Participant age : 16-64 years.  Sample size : 692,000.

28%

39%

23%

33%

Millennials

@ 17-29 yrs

Gen Z 

@ 17-29 yrs

Gen X

@ 30-45 yrs

Millennials 

@ 30-45 yrs

24%

29%

35%

Gen X Mill Gen Z

Satisfaction with the country state of affairs

% Satisfied
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CLEAR SIGNS OF CHANGING VALUES…BUT

Transgender men and women should be 

free to live their lives as they wish
% Agreement

35%
37%

43%

38%

52%

63%

56%

62%

UK US Italy India

Baby Boomers Gen Z

Base : Ipsos Global Trends Survey – 2021 ; 

Participant age : 16-64 years.  Sample size : 1000 to 1145 (per country)
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…CONTEXT STILL MATTERS MUCH MORE

The role of women in society is to be good 

mothers and wives 
% Disagreement

Base : Ipsos Global Trends Survey – 2021 ; 

Participant age : 16-64 years.  Sample size : 1000 to 1145 (per country)

34%

31%

38%

9%

41%
43%

53%

23%

UK US Italy India

Baby Boomers Gen Z
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GEN Z THE 
FIRST TRUE 
GLOBAL 
GENERATION?



30 ‒

LETTING THE 
DATA TELL THE 
STORY

Naumi Haque
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GENERATIONAL CONSTRUCTS CAN BE USEFUL…

Source: Ipsos Essentials, Global Country Average, July and August 2023. 

Political divide in the 

United States…

92%

72%
63%

90%

Gen Z Boomers

U.S.: “I feel like 
things in my country 
are out of control”

Left Right

Housing affordability in 

Europe and North 

America…

17%

8%

Gen Z Boomers

Housing 
prices/affordability as 

a top concern

58% 59%

49%

38%

“Buying things gives 
me a lot of pleasure”

Consumerism and rise 

of the middle class in 

Asia…
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IS GEN Z IS THE FIRST TRULY GLOBAL GENERATION? 

Source: Ipsos Essentials, Global Country Average, August 2023.

THEY ARE GLOBALLY STRESSED

33%

58%

36%
38%

35%

24%

35% 36%

51%

24%

30%

51%

27% 26%

38%

57%

62%
59% 60%

56%

45%

53% 52%
54%

48%

53% 52% 51% 52%
56%

Australia Brazil Canada China France Germany India Italy Japan Mexico South
Africa

South
Korea

Spain United
Kingdom

US

Boomers Gen Z
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IS GEN Z IS THE FIRST TRULY GLOBAL GENERATION?  
THEY ARE GLOBALLY STRESSED, LONELY, AND BORED

Source: Ipsos Essentials, Global Country Average, August 2023.

Bored

Defeated

Frustrated

Indifferent

Lonely

Scared

0% 20%

Gen Z

Millennials

Gen X

Boomers
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DO YOUNGER GENERATIONS MAKE FRIENDS DIFFERENTLY 
IN THE ‘POST-PANDEMIC WORLD’? 

Source: Ipsos Essentials, Global Country Average, May 2023.

“I spend more time 
interacting with friends 
online than in-person”

45%
47%

33%

23%

“I am more likely to form 
relationships online than 

in-person”

37%
39%

23%

13%

“I would like to make new 
friends and expand my 

social circle”

51% 52%

41%

32%

2X
“I find it more difficult to 
connect with people now 
compared to before the 

pandemic”

44%
41%

34%

27%3X

Gen Z Millennials Gen X Boomers
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27%
25%

14%
16%

18%

13%

29%

23%

Disengaged Denialists Busy Bystanders Conflicted Contributors Pragmatists Activists

Gen Z Millennials Gen X Boomers

35 ‒

ENVIRONMENTAL ACTIVISM IS NOT SYNONYMOUS WITH 
YOUTH

Source: Ipsos Essentials, Global Country Average, August 2023.

Less Active More Active
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OMNI-CHANNEL IS OMNI-GENERATIONAL 

65%
70%

64%
56%

Gen Z Millennials Gen X Boomers

“I tend to research products 
online even if I intend to buy it in 

store”

66%
78% 74%

62%

Gen Z Millennials Gen X Boomers

Find it important to be able to 
buy something online and have 

it delivered 

Source: Ipsos Essentials, Global Country Average, July 2023. 
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Source: Ipsos Essentials, Global Country Average, July 2023.
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GEN X IS STUCK IN THE MIDDLE & FINANCIALLY SQUEEZED

16%

19%

26%

22%

Gen Z Millennials Gen X Boomers

“I’m living paycheque-to-

paycheque and find it difficult to 

save anything”
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IN SUMMARY

38 ‒

EMOTIONS & 

ATTITUDES
BEHAVIOURS RESOURCES



© Ipsos | KEYS webinar September 202339 ‒

Chris Murphy

OH BOOMERS, 
WHERE ART 
THOU?
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Median Age 48 38 39 34 29 17

Generations by Country 

28%

21%
18% 11%

12%
8%

Italy US China Brazil India Nigeria

Silent Generation Baby Boomers Gen X Millennials Gen Z

Global Boom?  If defined as ‘born 1946-1964’…. 
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NigeriaIndiaUS

Population booms have occurred in different places at different times

Baby Boomers or…Mature Adults?  Older Adults?  Adults of a Certain Age?
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MATURE ADULTS

A STORY OF CONTENTMENT, ASSET ACCUMULATION
…AND NEGLECT

42 ‒
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Base: 1978

Mature Adults are just as likely to feel good physically and mentally 

as Millennials

Millennials

57%
Mature Adults

56%

“I feel good both 

physically and mentally” -

© Ipsos – KEYS Webinar September 2023
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In the US, Mature Adults are largely in charge

© Ipsos – KEYS Webinar September 2023

77%

% of Mature Adults Who 

Feel Financially Stable
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8% of global advertising casting

Mature adults and their elders make up…

27% of people 

70% of assets
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46

80% of Mature Adults agree “it is important to age gracefully”

…and they have noticed

Millennials

56%
Mature Adults

34%
“My generation is well 

represented in the ads I see”
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ON THE SURFACE, THOSE CASTING RATIOS  
SEEM NUTS.

THERE ARE SOME NATURAL LIFE STAGE 
ELEMENTS AT PLAY HERE.

48 ‒
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30% “I usually buy only the things I need”

Mature Adults

20% “I try to keep my life simple as far as 

possessions are concerned”

more likely to say

Mature Adults

more likely to say

Compared to Millennials…

© Ipsos – KEYS Webinar September 2023

Despite their bank balances, Mature Adults are more likely to focus 

their purchases on simple necessities
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More Millennials express pleasure in buying things

50 ‒

Millennials

59%
Mature Adults

38%

“Buying things gives me a 

lot of pleasure”

© Ipsos – KEYS Webinar September 2023
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Many Millennials aspire to have expensive possessions –

while most mature adults don’t care

51 ‒

Base: 1925

Millennials

46%
Mature 

Adults

14%

“I admire people who own expensive 

homes, cars and clothes”

© Ipsos – KEYS Webinar September 2023
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… and while Millennials tend to save with 

a purpose, Mature Adults are more likely 

to save for no particular reason

52 ‒

Saving money and investing Saving money to make a big
purchase

Saving money with no real
plans for it

Millennials Mature Adults
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Compared to 

Mature Adults, 

Millennials 

purchased…

more 

Alcohol

1.1x

more 

Clothing

1.5x

more 

Personal Care / 

Beauty Products

1.3x

more 

Home Electronics

2.7x

© Ipsos – KEYS Webinar September 2023

….and with the exception of Home Improvement, we see this 

play out in actual purchase behavior in numerous sectors
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These activities help us understand that a bit more

54 ‒

Compared to Mature Adults, Millennials engaged  …

more in 

socializing 

outside their 

home

1.4x

more in 

socializing 

in a bar or 

lounge

1.8x

more in 

going 

to sporting events

2.4x

more in 

going 

to the movies

2.1x

more in going 

to the gym

2.5x

more in 

going to 

restaurants

1.2x

© Ipsos – KEYS Webinar September 2023
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ALL OF THIS BRINGS US TO SOME GLOBALLY 
RELEVANT QUESTIONS 

55 ‒
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Aging, Hoarding, & Buying 

What is the relationship between asset 

accumulation & economic participation

by generation?

If we combine sector tendencies with 

aging/population trends and new wealth 

transfer realities, what does this mean for the 

future of consumption?
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IT’S TIME TO ENGAGE

ACCUMULATION…
WILL ONLY GIVE WAY TO PARTICIPATION...
THROUGH RELEVANT, EMPATHETIC STIMULATION

57 ‒ © Ipsos – KEYS Webinar September 2023
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Challenges for Brand Leaders & Insights  

Adjusting our Language
• Are we speaking of generations in broad brush strokes?
• Globally, should we refer to mature adults as Boomers?

Brand Leaders
• How much do we know about different types of mature adults?
• What will it take to engage them & tap into their buying power?

Researchers 
• Do we make generational comparisons in a disciplined way?
• At what age do we cap survey participation?  

© Ipsos – KEYS Webinar September 2023
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ACCESS THE RECORDING, 

PRESENTATIONS AND REPORT

[Webinar] KEYS - We need to talk about generations | Ipsos

JOIN US FOR OUR NEXT KEYS WEBINAR:

THURSDAY, NOV 9

11:00 & 17:00 CEST

https://www.ipsos.com/en/webinar-keys-we-need-talk-about-generations
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