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‘Stereotypes about age are
stronger and more resistant to
change than those about
race, or gender’
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Harvard University, 2015 |,
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So what did we do¢

cE

. tomsurveys2806
My favourite toy as a child has to be Pokemon cards
even to the point of schools banning them because

-
/A h & “ﬁ iﬁ
YOUR VOICE 20 MINUTE CROSS MOBILE SPECIALIST
ONLINE ONLINE SURVEY, GENERATION ETHNOGRAPHY CATEGORY MINI-
COMMUNITY WITH 3,000 BRITS FOCUS GROUPS COMMUNITIES
Populus
Data
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WE ARE INTERESTED IN I MARKET RESEARCH +
PEOPLE, NOT CONSUMERS = BEHAVIOURAL SCIENCE
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What is a stereotype?

A note on the psychology
behind Future of Generations




‘The hidden biases of good people’

Project Implicit

Implicit Association Test (IAT) shows we all
have range of hidden biases and implicit
prejudices based on age, gender, race,

HIDDEN BIASES class etc. etfc.
of

600D PEOPLE

‘by being less aufomatic and
more reflective... we can adapt
our beliefs and behaviour and
outsmart the machine in our
heads.’
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BE focuses on ‘the machine in our heads’

Nudge

Improving Decisions about

Health, Wealth, and Happiness

Richard H. Thaler and Cass R. Sunstein

...with a new afterword

Dwe of the few books I've read recently that fundamentally changes the way

1 thiok about the world ™ ~Steven Levitt. coauthor of Freakononies

TH/YNKING,
FAST..SLOW
- N—
DANIEL
KAHNEMAN

WINNER OF THE NOBEL PRIZE IN ECONOMICS
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Our old friends System 1 and System 2

Fast Slow

— ¢ AUTOMAatic  Effortful
e * Frequent . Infrequent
« Emotional J ° Logical
* Intuitive « Calculating
System1 . Unconscious System2 . Conscious
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System 1 provided an evolutionary advantage

N

An adaptive and highly efficient way of navigating

a complex and uncertain world the
FUTURE of
GEIERA‘I'IONS
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SUBJECTIVE

Stereotypes change
based on context and
reference points
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Can’t say and won’'t say...

2

People can’t say because
they are unaware or unable
to articulate their ‘true’
attitudes and motivations

People won't say because of
social desirability bias and ¢
deep desire to present
ourselves in a favourable light
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Expanding and adapting the toolkit...

‘Traditional’ MR We need to integrate

Is limited Behavioural Science
Tends to focus on direct and Experiments and games that
rational questions simulate real world behaviour
Onascaleof1t05, ........... ? Indirect methods, framing and context

2
( ) ) . W
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Fast and obligue guestion module

Combining 2 innovations from psychology and behavioural science:

Implicit Response Test (IRT)

Priming and reaction fimes

Measure the strength of

unconscious (hard wired)
perceptions and attitudes
towards each generation

Multiple frames

Measure using 3 different ‘frames’

1. Me
2. My generation
3. Other generations
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FUTURE of
GENERATIONS

o’




th
FUTURE of
GENERATIONS

*D —




Teens are:

Young foloner

" ng’p%'a%EMalema St

gl e -
“ Adventurous

Over 65s are:

Ummagmalwe

- Pl

gitally connected
Genarots/ -

Gregtive (I fashioned
ndvenluruus Mot
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GENERATIONS
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How to read Implicit Response Testing

% Yes
< >
Slow Response Fast Response
(below average) (above average)
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OLDEST SWINGERS IN TOWN - 65+
100%
[ Polite
old Generous
\d fashioned °
60% Old fashioned o _
» Creative
Close minded —, “— Adventurous
o Bori Digitall ted
orm 1g1Itally connecte
Materialistic \fi e Digltally
L A
Follower Young
the
. - o . FUTURE of
B4. For each picture and word combination that you see please use the keys M or Z keys to quickly indicate if you think that the word GENERATIONS

fits with the age group Base; 1,417 (half of the sample) - 16-19=151, 65+=357
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100% ..
~—Digitally connected
Young
80% Materialistic
. *._ - Adventurous
Follower —= Creative
60%
Close minded . o Fair
40% . o ~e Polite =
Unimaginative P
° Gengrous
Rorino
the
. o I FUTURE of
B4. For each picture and word combination that you see please use the keys M or Z keys to quickly indicate if you think that the word GENERATIONS

fits with the age group Base; 1,417 (half of the sample) — 16-19=151, 65+=357
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And we are ‘ageist’ even with our own generation

MY GENERATION

—Gen Y Young - 16-19 =——0Oldest swingers in town - 65+

Digitally
connected
Old fashioned Adventurous
Boring Creative
Unimaginative Materialistic
Close minded Follower
Generous Polite
Fair

B4. For each picture and word combination that you see please use the keys M or Z keys to quickly indicate if you think that the word fits with

the age group that is on the screen.
Base; 1,417 (half of the sample) — 16-19=151, 65+=357

ME

—Gen Y Young - 16-19 =—0Oldest swingers in town - 65+

Digitally
connected
Old fashioned Adventurous
Boring Creative
Unimaginative Materialistic
Close minded Follower
Generous Polite
Fair
the
FUTURE of
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However we see ourselves in a more positive light
than others from our own generation

GEN Y OLDEST SWINGERS IN
(YOUNGER) - 16-19 TOWN - 65+

Young
Digitally connected
Adventurous
Creative
Materialistic
Follower

Polite

Fair

Generous
Close minded
Unimaginative
Boring

Old fashioned

B4. For each picture and word combination that you see please use the keys M or Z keys to quickly indicate if you think that the word fits with
the age group that is on the screen.
Base; 1,417 (half of the sample) — 16-19=151, 65+=357

B My Generation
H Me
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Age is a mind-set, specially the older we get we are
less likely to feel in our generation

% Not feeling in their generation

95%

| feel much younger now
Sandra, 69

9%
Age is just a number
Tom, 76

41%

| feel 10 years younger
Alex, 47

9.7M of 66+ in 2006
13.6M 66+ by 2026

16-19 20-23 24-27 28-31 32-35 36-39 40-43 44-47 48-51 52-55 56-60 61-65 66-70 71-75 76-80 8l

the

B1. Earli told but | tell us h Id tually feel FUTURE of
. Earlier you told us your age, but now please tell us how old you actually fee
Base; 3,028 — average of 200 per age break (lowest 76+ with 100 completes GE‘ERA“ONS
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We don't
We are recognise We often
‘ageist’ even ourselves don’t identify

with our own within these with our
generation pre- actual age
conceptions

=== Risk of marketing that at best, does not
WS reach or resonate and at worst,

alienates FUTURE of
GENERATIONS
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Smashing some generational myths

Young people are narcissistic and rude

Teens have little influence in household purchases

The mid-life crisis involves buying fast cars, fravelling the world and spending the kid's
inheritance

Older generations are lonely, isolated and unconnected

o~ B WN —

The younger generation are much more networked and bigger influencers than the older
generation
Older generations have different media habits i?fl'l'URE o

GENERATIONS
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MYTH 1:
YOUNG PEOPLE ARE
NARCISSISTIC AND RUDE




bé
| think we, the younger, have
more tangible and selfish goals

and values than others.”
Anaq, 20

dub
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‘Teens are perceivéd more negatively than those in their

L s = - . € 'v"
3
1

N 20s

. A massive 97% of teens rate themselves as polite
e W BB .
s « = _ fv Y R Y & ‘
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But there is hope.... _' ‘

»-%tr

Socml values or ethics ? Have done volunteer [ Argue that they are > Aware which brands
of a brand influences | work to support a concerned about support social causes
their brand choice ‘ good cause in the last * social issues in the } and are more positive
46% of 16-19 year olds 12 months world m than others about
compared to 36% of / Index of 189, 53% of 70% of teens these brands

the population 16-19 year olds compared to 57% of
compared to 28% of the population

the population
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No compromise
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GENERATIONS




“'
-t ) bemim
0.
)
Our town 1s sHoP.
TODAY

making jeans
again.

~ “ (Fach week wo will 284 axy wpaas ok 1o owr webaze. We wll
abet yous wia Twitter wham & goes up )
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MYTH 2:

TEENS HAVE LITTLE
INFLUENCE IN
HOUSEHOLD PURCHASES
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As marketers, we often target one main shopper rather than @
unit. What impact do different generations have on decision




Teens have a huge influence across many categories

100%
920%
80%
70%
60%
50%
40%
30%
20%

10%

81% 80%
66%
62% 61%

Fashion  Technology Food Health and Alcoholic Travel  Toys/Games  Charity Finance
Beauty drinks

0%

. 7, 16-19s involved in purchase decision Total population involved in decision

Source: OMD UK Future of Generations. Question C1: Please tell us which of these statements applies to you and your
household for the different categories. Base: All =3,028; 16-19s = 307

26%

Utility Cars

th
FUTURE of
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No compromise and different category atfitudes:

More More reliant
passionate More open on word of
than other to buying mouth for

age groups cars online financial
about travel services

NO COMPROMISE
FUTURE of \
GENERATIONS







THE DIFFERENCE CAN BE YOU

Visit einstyle ¢ -'ecfh)
safe dnvmg is olways in style!

star in 3 future Arrive Iin Style feature in
ToenWyuo © uploadaphoto

whaTaoanguaM!vahSMeBes\ny chark manal!-oxpensepaldtﬂp
801 to New York City.

oS 9

Motor vehicle crashes are the leading
cause of death for U.S. teens.

It's OK to tell your friends,

and even your parents, that you need
to focus on the road. When you're in the

¢ driver's seat, you're in control.
m Scurce: Centers for Disaase Cortrol & Preverticn

(4
It's time to grab your future by the wheel! Raise your keys and join

WMTWMMMM

TOYOTA AND TEEN VOGUE IN A MOVEMENT to make all é | Shexo™
drivers (especially you new ones!) safe drivers. §
VISIT TEENVOGUE.COM/ARRIVEINSTYLE TODAY TO MAKE A PLEDGE L
TO BE SAFE, BE FABULOUS, AND ALWAYS ARRIVE IN STYLE. 5§
Plus, find out how you and your mom could WIN A TRIP TO gg
NEW YORK CITY TO STAR IN AN ARRIVE IN STYLE PHOTO SHOOT 8
FOR THE FEBRUARY 2014 ISSUE OF TEEN VOGUEY 3:
3
- - o pomostsn st
et
= number of eniries recenved. ARY of prize (31 $500 each. Contest starts 1001 am. ET 42113 and e
#arriveinstyle gg :’T'tm::‘www Concb Nast This promoton 5 i 1o wity SPOnscd, rcoeued o ASmTasmed Let's Go Places



MYTH 3:

THE MID-LIFE CRISIS
INVOLVES BUYING FAST
CARS, TRAVELLING THE
WORLD AND SPENDING
THE KID'S INHERITANCE




dub

From my experience a mid life crisis happens
when you realise life is passing you by and you
start to panic about what you are doing in your
ife and where it was going. | wanted to
experience more things.... | started going out
more, | did a few rash thinks like buying a brand
new car and | booked an expensive holiday™

Stephen, 47




Our happiness is lowest at the time when we're most
likely to experience a mid-life crisis...

8.00

7.50

7.00

6.50

6.00

5.50

5.00

Mean score for self-rated happiness (out of 10) by age group

NHS
~—

16-19 20-23 24-27 28-31 32-35 36-39 40-43 44-47 48-51 52-55 56-60 61-65 66-70 71-75 76+
the
Mean by age Sample mean FUTURE of
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Life events around our mid life crisis.....

500 I
~— Move out of parentsihome Retire —.
450 / P  Chidgops ¢
N ot T to uni
400 _— Start first job

W
W
o

3

,o
>—f//\

Mowvein with
partner

3

W
o

Index vs. national average
o]
(@]
(@]

o &8 8

16

/-~ Birth of firgt child

o -

Finish rhortgage
‘ repdyments
first home

- Get married

D|v0rce .
Ch nge ob

Made redundcn’r

orh me
improvemeipts

Average age when happened

Financially Comfortable —Happy

Source; TGI 2016 + F4b. How happy are you with life2 10 point scale

Base; granular age = ¢.190 per age group

7.

\,
\,
-

Birth of
grandchild

18 20 22 24 26 28 30 32 34 36 38 40 42 44 46 48 50 52 54 56 58 60 62 64 66 68 70 72 74 76 78 80

Bubble size refers to size of the
audience at that age within a
5year range

th
FUTURE of
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Attitudinal changes during our mid 40's

£ - Rt R e

‘l am an active person’ ‘Living a healthy lifestyle is ‘Looking young is important

56% 40-43 vs 45% 16-19 important’ fo me’
75% 40-43 vs 64% 16-19 56% 40-43 (highest peak) — skew

towards women in general

‘Wearable technology encourages ‘l go to the gym at least once

. . me to be more active’ a week’
Passive data (TGI Clickstream) - 23% 40-43 vs 22% 16-19 28% 40-43 vs 31% 16-19
increase of usage of my fitness pal
among 40-43y.0, 2"d highest after 16-19 the
C.2 Below is a list of things other people have said about different categories. Please answer on the following scale where 5 FUTURE of
means you sTroneg agree — charted top 2 box GENERATIONS
Base; aged 16-19=106, aged 40-43=71 i
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MYTH 4.

OLDER GENERATIONS ARE
LONELY, ISOLATED AND
UNCONNECTED




A ot of old people are isolated. Their
family is not as close to them as it used o
be. They are more scared too”

Christina, 44
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Our happiness peaks during our later years

8.00

7.50

7.00

6.50

6.00

5.50

5.00

AN /

P

We are relaxed,

N~ —

~__ 7

retired and
have more
acceptance.
Our mentality

changes. ,,

Peter, 70

16-19 20-23 24-27 28-31 32-35 36-39 40-43  44-47 48-51 52-55 56-60

Mean by age Sample mean

61-

65 66-70 71-75 76+
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Social and spending...

BT

&

/Added £37bn
o UK

74% 7
y : 65 fo Economy
socialise with -~ . through
AR socialise with .
their friends | o hospitality and
their children i
once a week leisure

each week

or more often spending in

g T i 4 A / / /
A . }rw ' "y & “FUTURE of
OMD UK, Future of Generations / / Gﬂ&uﬁous .
™ ) Y e Z '/;,,_‘p & - .
, ¥ ]/ / w 7




With active social lives 2 e Tk

3 . 3 weeks

on holiday per
year

70% pub

visitors
(717 pop)

32% been

to a musical

fffffffff

Source: TGl 2016
\a\ J.»-
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DS AUTOMOBILES

, DRIVEN BY STYLE

NEW DS 3 AND IRIS APFEL



ThelnvisibleWoman 2+ Follow
TheVintageYear

Fuck off Barclays with your patronising Digital
Eagles ad. People over 50 are not all techno-
idiots. #everydayageism

2 cHehRReaAA

1._9__

147 PM -1 Oct2014

Nicholas O'Neill @nicholas_oneill - 2 Oct2014
@TheVintageYear you just cheered me right up!!

~ ThelnvisibleWoman @TheVintageyear - 2 Oct 2014
@nicholas_oneill :))

Sophia Grace @SophiaGazelle - 1 Oct 2014
@TheVintageYear well said. It could even put some employers off hiring older
= people.

” ThelnvisibleWoman @TheVintageyear - 1 Oct 2014
@SophiaGazelle It's awful, homible, cringe-making. It makes me so cross.

Barclays Digital Eagles Campaign

th
FUTURE of
GENERATIONS
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MYTH 5:

THE YOUNGER
GENERATION ARE MUCH
MORE NETWORKED AND
BIGGER INFLUENCERS
THAN THE OLDER
GENERATION




k&

By working with social influencers, young
teens and 20 somethings with audiences
who love them for their talent and
personality, brands are able o move
away from disrupting what people are
Inferested in and can become what
people are interested Iin.”




9 7 .5/" |

agree that |
young people

can learn from
older people

S the
Source: OMD UK, Future of Generations : e /4 ggﬂﬁﬁous
& S ] “ 4 -
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- Although our first port of call is o those
who we spend the most time with....

- . 2 o

" and

54% of X 52% of 56% of
automotive financial advice
advice is services - about the
given by advice home comes

over 40s

comes from N from the
over 40s L over 40s



Our advice becomes more credible as we age

80%

70%

60%

50%

40%

30%

20%

10%

0%

Source; Keller Fay TalkTrack Great Britain

Credibility of advise by age group of the advisor

em3-10 out of 10
e/ Or less out of 10

-_

16-19 20-29 30-39 40-59 60+

th
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We ask our favourite beauties what advice their mother gave them to
keep them looking and feeling fab

AMASATS

DON'T FORGET
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MYTH:
THE OVER 65s HAVE
DIFFERENT MEDIA HABITS




1
Well, they're over 50, they don't
use the internet, do they?” -

Anhon




Just because they're LESS likely to be mobile and digital, it
doesn’t mean that NONE of them are mobile and digital
Female, 78

97
79
iii iiii iii B222 _232

TV Set Computer Tablet Mobile Phone Games Smartwatch
Console

m Allrespondents m465-74 m/5+ W65+

“I keep in touch with my
family through Skype on
my iPad... Technology
has enabled me to keep
up with the world”.

the

Source: IPA TouchPoints 2016 CENERATIONS
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over 65s have

over 65-74
year olds have

over 50s are

ever used the Facebook accessed the
internet USETS internet via a
1GI, 2016) (lpsos Tech tablet
(161, Tracker, 2016) apie
(TGI, 2016)

31 % of 65- 43% of 65-

74s sh 74s have
; s i waiched VOD
online -

TGI, 2016
e (TGI, 2016)




1. Stop ignoring big parts of
our society
2. Stop making assumptions

about different age
groups

3. Stop grouping
generations as one
homogenous mass

4. Start looking beyond age
to life event or mind set

G..“ .ﬁj




Insight and Data to go beyond demographics

OMD
Journey
Mapper

Primary Digital Industry
research Data data

Macro-signals: Significant
characteristics, life events or stages
that may act as a trigger

Micro-signals: In the moment
needs that may act as a trigger

E.g. life events, client segments, lifestyle E.g. search behaviours, websites visited,
characteristics, category ownership media consumption, weather, fime of
day
the
FUTURE of

GENERATIONS
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Identifying which macro life-events have an impact on

charity

500

o
o
o

w
(€
o

w
o
o

250

200

150

Index vs. national average

100

50

donation

Finish school/college
e\ Child goes fretke
to uni

Start first job
Birth of first child

Finish mortgage
@/ Birth of second child .’ repayments

Move in with
pariner Buy first home
Mpve t;cﬁk into Get married @
parenis home Child gets Birth of
married grandchild
999 Make major home
Change job P O

20 22 24 26 28 30 32 34 36 38 40 42 44 46 48 50 52 54 56 58 60 62 64 66 68 70
Average age when happened
the
FUTURE of
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KURO\ Using a combination of macro factors and

TUNNEL) signals to tailor messages

Audience Messaging & content Buying

identification (versioning or origination)
FUTURE of m\
GENERATIONS




ebro ) Combining micro and macro signals deliver

TUNNEL) failored creative
Stage 2: Creative tailored to:

Stage 1: S
Prospecting campaign. H

PET OWNERS DESTINATION

" Current
O/ customers Activity likely to do:

identified and

1
not targeted R ®
A 7w No

CAMPING VINEYARDS CYCLING
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