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GenZ to Boomers
Segmenting High-spending Personas for Increased Share of Wallet
2018 Multi Client Study (US market)
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764 Milion

. I'm often ignored by marketers,

but I'm at the life stage where people
spend the most on what you're selling! = A s
1.5 Million - ’ o &
i Yes, I'm retiing and moving to fixed income. - ¥
. .Don't you want to know how L will spend my.nest. eg92 w s "
After all, I'm going to bé living into my 80s and 90s. | )

73.6 Mllhon

|

I'm the generanon that changes everything,
so they say, but I'm the most diverse for sure.
What does that mean about how you
should be morkehng fo me?

Populjaﬁon

I'm cl[ digital baby! j(Umm... reollyj?)
So why exactly are yourelevant to me?-

Boomers ; ; -GenX - : Millennials : : Genl
1945-1964 : : 1965-1980 - : 1981-1997 : © 1998 -2010 .

FEE -
+ Identify high discretionary spend segments in each generation
> Motivators and interests that drive discretionary spend
+ Create high-spender personas within each generation
»  Levels of engagement with product categories and brands
»  Lifestyle choices
> Online behaviors
»  Preferred purchase paths
+ Dissect discretionary spend, and how technology & brand engagement is changing
»  Imaging, technology, electronics, entertainment & lifestyle, hobbies, and travel
+ Explore how younger influencers (GenZ) and buyers will change the buyers of tomorrow
+ Examine ways to capture greater share of wallet
»  Ways to drive awareness, consideration and brand loyalty
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