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Baby Boomers most
likely to value
eco-friendly products

All figures are taken from Q4
2017 wave of research among
97,317 internet users aged
16-64 across 38 countries.
Among this cohort, there were
10,363 Gen Z (aged 16-20),
38,459 Millennials (aged
21-34), 36,246 Gen X (aged
35-53), 12,245 Baby Boomers
(aged 54-64).



