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GenZ to Boomers 

Segmenting High-spending Personas for Increased Share of Wallet  

2018 Multi Client Study (US market) 

 

調査目的： 

 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 

 

調査レポート（Analysis Rerport）目次 

1. GenZ to Boomers 

2. Table of Contents 

3. Study Objectives, Methodology, and Sample Demographics 

4. Understanding the Path to Increased Share of Wallet 

5. GenZ to Boomer Multiclient: Goals 

6. Multiclient Objectives 

7. Multiclient Objectives (cont.) 

8. Multiclient Methodology 

9. Demographics: Age, Marital Status, Gender 

10. Demographics: Parental Status, Number of Children in Home 

11. Demographics: Living Situation 

12. Demographics: Employment, Education 



 

2 

 

13. Demographics: Household Income 

14. Demographics: Race 

15. Executive Summary 

16. Analysis Methodology Notes 

17. Analysis Methodology Notes 

18. Amount of Money Spent on Average on Discretionary Items 

19. GenZ Discretionary Spend 

20. GenZ: Top Three Discretional Spend Categories 

21. Photography Interests 

22. GenZ Interest in Photography 

23. GenZ: Social Media Used to Share Photos 

24. GenZ: Motivations for Sharing Photos 

25. Camera Ownership: Total Respondents & GenZ 

26. GenZ: Primary Camera Used for Photography 

27. GenZ Usage of Camera Accessories 

28. Photo Printing 

29. Incidence of Printing Photos  

30. GenZ: Incidence of Photo Printing 

31. Photo Print Spend by Generation 

32. GenZ: Photo Print Spend 

33. GenZ: Photo Print Sizes Purchased 

34. Channels Used to Purchase Photo Prints 

35. Volume of Printing Online vs. In-store When Both Channels are Used 

36. Two Most Important Factors why Retail Stores were Chosen to Print Photos 

37. Photo Paper Preferences 

38. When Consumers Think about Paper in the Print Purchase Process 

39. Photo Products 

40. Incidence of Purchasing Photo Products 

41. Annual Spend on Photo Products 

42. Spend by Type of Photo Product 

43. Channels Used to Purchase Photo Prints 

44. Photo Editing & Storage 

45. Photo Editing Behaviors 

46. Photo Editing Software Used 

47. Preferred Payment Methods for Editing Software 

48. Use of Free Photo Editing Apps 

49. Things Consumers do When Editing Photos 

50. Photo Storage Behaviors 

51. Tools Used to Find Older Photos 

52. Conclusions 

53. Unique Attributes of GenZ High Discretionary Spending Boys 

54. GenZ: How High-spending Boys Self Identify 

55. Unique Attributes of GenZ High Discretionary Spending Girls 

56. GenZ: How High-spending Girls Self Identify 

57. Conclusions: Photo Printing 



 

3 

 

58. Conclusions: Photo Products 

59. Conclusions: Photo Editing 

60. Conclusions: Photo Editing (cont.) 

61. Full Analysis 

62. Analysis Methodology Notes 

63. Analysis Methodology Notes 

64. Generational Analysis of Discretionary Spend 

65. Amount of Money Spent on Average on Discretionary Items 

66. GenZ Discretionary Spend 

67. GenZ: Top Three Discretional Spend Categories 

68. GenZ: How High-spending Girls Self Identify 

69. GenZ: How High-spending Boys Self Identify 

70. Camera Ownership 

71. Camera Ownership: Total Respondents & GenZ 

72. GenZ Brand of Newest DSLR or Mirrorless Camera 

73. GenZ: Awareness & Ownership of Cameras with Full-frame Sensors 

74. GenZ Brand of Newest Point & Shoot Camera 

75. GenZ Interest in Photography 

76. GenZ: Primary Camera Used for Photography 

77. GenZ: Volume of Photos Taken 

78. GenZ Usage of Camera Accessories 

79. Photo Sharing 

80. GenZ: How Photos are Shared 

81. GenZ: Social Media Used to Share Photos 

82. GenZ: Motivations for Sharing Photos 

83. Photo Printing 

84. Incidence of Printing Photos  

85. GenZ: Incidence of Photo Printing 

86. Photo Print Spend by Generation 

87. GenZ: Photo Print Spend 

88. GenZ: Photo Print Sizes Purchased 

89. Channels Used to Purchase Photo Prints 

90. Channels Used to Purchase Photo Prints 

91. Channels Most Likely to be Used When Purchasing Prints in the Future 

92. GenZ 13 to 17: Who Decided Where to Print 

93. Retail Stores Used to Print Photos: Total Respondents vs. GenZ 

94. Why Specific Retail Stores were Chosen to Print Photos 

95. Two Most Important Factors why Retail Stores were Chosen to Print Photos 

96. How Learned about Retailers where Printed Photos 

97. Online Vendors Used to Print Photos 

98. Why Net-to-Mail Channel is Selected When Ordering Online 

99. Why Net-to-Store Channel is Selected When Ordering Online 

100. Photo Paper Preferences 

101. When Consumers Think about Paper in the Print Purchase Process 

102. Photo Products 



 

4 

 

103. Incidence of Purchasing Photo Products 

104. Annual Spend on Photo Products 

105. Spend by Type of Photo Product 

106. Channels Used to Purchase Photo Prints 

107. How Consumers Learn About Online Photo Product Vendors 

108. Online Vendors Used to Purchase Photo Products 

109. Why Consumers Choose Mail Delivery for Online Orders 

110. Brand Loyalty of Consumers that Purchase Prints & Photo Products 

111. Photo Editing 

112. Photo Editing Behaviors 

113. Photo Editing Software Used 

114. Preferred Payment Methods for Editing Software 

115. Use of Free Photo Editing Apps 

116. Things Consumers do When Editing Photos 

117. Photo Storage 

118. Photo Storage Behaviors 

119. Tools Used to Find Older Photos 

120. Video Related Behaviors 

121. Time Spent Watching Videos 

122. Types of Video Watched Online 

123. Devices Used to Shoot Videos: GenZ 

124. Social Media 

125. Social Media Platforms Used: GenZ 

126. Social Media Platform Most Used: GenZ 

127. Top Motivations for Posting Photos: GenZ High Discretionary Spend Boys 

128. Top Motivations for Posting Photos: GenZ High Discretionary Spend Girls 

129. Purchasing Decisions and Brand Perceptions 

130. GenZ Purchase Intent for Select Products 

131. GenZ Purchase Path Influencers: Instagram & Social Media Influencers 

132. GenZ Purchase Behaviors on Facebook 

133. Use of Pinterest and Houzz to Learn about Products 

134. GenZ Select Brand Perceptions 

135. GenZ Select Brand Perceptions 

 

株式会社キーポイント インテリジェンス： （担当： 清水、水村） 

TEL:03-5475-2663  Email: info@keypointintelligence.jp 

 


