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The Research
Foundation



Research R at ional e

Why We Conducted This Research
The Core Challenge

demographic and digital shifts 

now challenge that assumption 

Our Approach

bespoke study (the Generations project) 

Key Research Question

Research Methodology

1 Global Primary Research

2 Robust Sample Design

3 CCS Integration

Research Markets
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Integrat ed Int elligence

The Intelligence System: Three Layers of Insight

CCS Foundation

Media consumption patterns

Lifestyle behaviours

Technology adoption

Generations Layer

Life stage transitions

Attitudinal shifts

Priority evolution

Category Application

Category-specific insights

Purchase behaviour

Decision drivers

The Audience Intelligence Flywheel

audience intelligence flywheel 
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Reality



Economic P ower

The Untapped Economic Power of 50+ Consumers

60%+ 3-5x

$7T 50%+

This group represents around 50%+ of the population and should be framed 

accordingly 

Demographic Trends

+28%

20%

75M

Strategic Imperative



St rat eg ic  Di sc on nec t

The Strategic Misalignment: Where Marketing Focuses vs Where Value Sits

Marketing Focus

Younger Audiences Prioritised

Most campaigns prioritise consumers under 40, driven by assumptions about influence and 

brand building

Media Planning Bias

Targeting models and planning systems often focus heavily on youth demographics

Historical Assumptions

Focus driven by legacy beliefs about early adopters and cultural influence

70%+
Marketing spend on under-40s

Economic Value

Higher Spending Power

Complex Decision-Making

Network Connectivity

60%+

The Disconnect
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S ter eoty pe Anal ys is

Representation Without Relevance: The Stereotype Problem

The Visibility Paradox

Key Finding

Visibility does not equal relevance. 

Emotional Impact

Frustration Alienation Brand Withdrawal

Myths vs Reality1. Tech-Averse

The Reality:

98% own cellphones 91% own smartphones

88% use YouTube weekly 73% use Facebook daily

68.9%

2. Physically Frail

The Reality:

95% exercise weekly 29% exercise daily

45% exercise frequently Active, engaged lifestyles

52.6%

3. Mentally Inferior

The Reality:

Continued learning & growth Active in workforce

Complex decision-making Mentally sharp & capable

45.5%

The Three Persistent Stereotypes



Commerci al  Impact

The Age Inclusion Multiplier Effect

Multiplier, Not Driver

multiplier than a driver 

Traditional view:

Reality:

The Commercial Case

1

2

3

4

Key Insight

commercial growth lever, not a 

social statement 
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Reality



Dig i ta l  A d op tion

The Digital Confidence of 50+ Consumers
98% 91% 89% 41%

50+ consumers are selective adopters 

Spending Power in Tech Categories

Audio-visual equipment Small appliances

Large appliances Entertainment

Platform Usage

YouTube 88%
Weekly usage for video content, tutorials, and entertainment

Email 86%
Daily checkers—remains a primary communication channel

Facebook 73%
Daily users—dominant social platform for this demographic

Traditional TV 66%
3+ hours daily—still a major media channel

Podcasts 33%
Weekly (+5% YoY growth)—emerging channel

Time Online



In fl u enc e  Dy nam ic s

The Reverse Influence Phenomenon

Challenging Conventional Wisdom

the opposite is often true 

The New Reality

67% 86% 73%

How Reverse Influence Works

1 Discovery Phase

2 Translation Phase

3 Adoption Phase

4 Validation Phase

Strategic Implication

household spending increases 

significantly 
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Strategic
Implications



Key T akeaways

Age Inclusion as a Performance Strategy

Age inclusion is not a moral stance, it is a growth lever.

Representation is not recognition.

Treating them as present, capable and culturally 

current is rare. 

Advertising still places aging in the past tense.

This group represents around 50%+ of the population. Age inclusion delivers commercial returns.

Without relying on price, promotion, or margin trade-offs. 



Strategic Tr ansfor mation

The Shift to Behaviour-Led Marketing

FROM

Demographic Targeting

Age groups as shorthand for behaviour

Messaging assumes age = behaviour

Channel selection based on age stereotypes

TO

Behavioural Understanding

Life stage, attitudes, and environment

Enables more relevant messaging

Achieves more effective targeting

The Behaviour Engine Model

Life Stage Attitudes Environment



Comme rcia l  Op por tuni ty

The Business Case: Why This Matters Now

Economic Power

Disproportionate Spending Power

Household Decision-Makers

Financial Anchors

Loyalty Dynamics

61%
Remain with providers 3+ years

96%
Say customer service drives loyalty

-40%
Lower churn rate than younger segments

+65%
Higher lifetime value

The Strategic Disconnect
Key Insight

Boomer loyalty is the highest-value asset. 



Age Describes Audiences.
Behaviour Unlocks Growth.

performance strategy 

Performance Strategy 50%+ of Population Behaviour-Led



LAYOUT:  STATEMENT + FULL PAGE IMAGE (WITH BORDER)
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Thank You
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