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Gen Who?

Baby Boomers

(born 1946-1964)

Gen X

(born 1965-1980)

Millennials

(born 1981-1996)

Gen Z

(born 1997-2012)
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But is it a good thing to put 
all your focus on one 

generation?
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Short-term appeal

Anesbury, Z. W., Bellman, S., Driesener, C., Page, B., & Sharp, B. (2022). Ageism Kills Brands. Australasian Marketing Journal, 30(4), 364-370.

“When a new product hits the 

market, it is three times 
more likely to attract younger 
buyers than older ones”

25%

20%

14%

5%

Gen Z Millennials Gen X Baby Boom

“I’m always on the lookout for new products”

%  of Belgian consumers that fully agrees

Anesbury, Z. W., et al. (2022). Ageism Kills Brands.

GfK NIQ Consumer Life 2024
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Short-term appeal

Anesbury, Z. W., Bellman, S., Driesener, C., Page, B., & Sharp, B. (2022). Ageism Kills Brands. Australasian Marketing Journal, 30(4), 364-370.

71%

57%

44%

35%

Gen Z Millennials Gen X Baby Boom

Openness of Belgians towards 

Chinese car brands

“When a new product hits the 

market, it is three times 
more likely to attract younger 
buyers than older ones”
Anesbury, Z. W., et al. (2022). Ageism Kills Brands.

Syndicated Sinomobility Study 2023
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What you want to avoid: 

Young-only appeal can lead to failure

Fictitious data for illustrative purposes
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What you want to achieve: 

Ageism kills brands, on the long term

Fictitious data for illustrative purposes



13

“Mass Appeal and Saliency are key drivers for growth”

Target the largest possible 

relevant audience, building 

recognition and relevance 

across groups

Make your brand top-of-mind 

across a wide audience so 

when consumers come in a 

buying situation, your brand 

comes to mind immediately 

Thorough understanding of the category 

buyer and their shared values and consumer 

behavior
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How can you effectively 
resonate by appealing to 

shared values across 
generations?
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70%
65%

72% 72%

Gen Z Millennials Gen X Baby Boomers

GfK NIQ Consumer Life 2024

Sustainability

69%
Of Belgians take 

environmental 

pollution as a very 

or extremely 

serious issue.
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GfK NIQ Consumer Life 2024

Intrinsic motivation

65%

41%

26%

85%

47%

29%

93%

53%

34%

98%

56%

34%
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20%

30%

40%

50%

60%

70%

80%

90%

100%

% recycles most of the time % importance of preserving 

the environment

% consider environmental 

protection when making 

purchases
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GfK NIQ Consumer Life 2024

Influence & Activism

17%

23%

16%
19%

13%
16%

6%
9%
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40%

50%

60%

70%
% who regularly does research on 

companies’ environmental 

practices

% who pick one brand over 

another because it supports a 

cause they believe in
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What if a company gets involved in unethical sustainability practices? 

GfK NIQ Consumer Life 2024

Environmental redress

35%

17%

38%

19%

27%

19%

25%

30%

0%

10%

20%

30%

40%

50%

60%

70% % who want the company to 

openly admit and correct their 

behavior

% who would no longer trust 

them and stop buying the 

brand



© 2024 Nielsen Consumer LLC. All Rights Reserved. 19



© 2024 Nielsen Consumer LLC. All Rights Reserved. 20

61%
64%

68% 70%

Gen Z Millennials Gen X Baby Boomers

Experiential consumers

66%
Of Belgians find 

doing things they 

enjoy in life very or 

extremely 

important.

Experiential Consumer Report 2024
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25 years of enjoying life
Enjoying Life has become a core principle in life globally, and one no longer exclusive to youth.

GfK Consumer Life Global 2022 and previous years *rankings based on list of 43 values covered in all years shown

13

12

10

8

5 5

1997 2002 2007 2012 2017 2022

The fastest-growing value 
globally since 1997 on a list of 

47 values

Rank* of 
Enjoying Life 

as a value 

1997 2022

15-24 

25-44

45-54

55-64

9

16

18

19

10

7

5

4 +15 ranks

+13 ranks

+9 ranks

Enjoying Life*

Doing things because I like them

GfK NIQ Consumer Life
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47% 48%

41% 40%

Gen Z Millennials Gen X Baby
Boomers

Experiential Consumer Report 2024

Experiences over possessions? 

60%
57% 55% 56%

Gen Z Millennials Gen X Baby
Boomers

% who agrees experiences are 

more important than possessions

% who value experiences now 

more than a couple of years ago 



© 2024 Nielsen Consumer LLC. All Rights Reserved. 23

Leisure and free time 

49%

42%

52%

46%

37%

47%

33%

56%

0%

10%
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30%

40%

50%

60%

70%

80%

90%

100%

% who like to spend their 

free time traveling & looking 

for adventure 

% who enjoy spending 

their free time at home

Experiential Consumer Report 2024
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52%
55%

59%
65%

Gen Z Millennials Gen X Baby Boomers

GfK NIQ Consumer Life 2024

Health & Wellbeing

58%
Of Belgians find 

health and fitness a 

very or extremely 

important aspect of 

life.
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GfK NIQ Consumer Life 2024

Nutrition

66%

30%

48%

34%

69%

29%

42%

24%

71%

29%
32%

16%

79%

34%

16%
17%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

% who often buy locally 

made or grown food
% who are open 

towards plant-based 

meat substitutes

% who agree natural 

ingredients are 

healthier 

% who avoids 

foods/ingredients for 

allergies, sensitivities
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Pet Care Report Belgium 2024

Healthy nutrition, also for their furry friends

63%
Of Belgians 

prioritizes health 

reasons when 

choosing pet 

food. 

60% 61%
68%

18-34 35-54 55+
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71%

49%
52%

18-34 35-54 55+

34% 32%

39%

18-34 35-54 55+

Pet humanization, but different

% who regularly purchase 

toys

% who regularly purchase 

nutritional supplements

Pet Care Report Belgium 2024
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When you only appeal to a younger audience, your brand/product has more 

chance of failing in the long-term. Instead, focus on mass appeal and saliency. 1

Deeply research and investigate the shared values of your relevant audience, 

thoroughly understand their communalities and differences. 

Use these shared values in your ATL campaigns.

If you create your ATL campaign around the shared value of e.g. sustainability, 

make sure existing nuances are incorporated (focus on preserving nature, 

recycling for older consumers, informing and acting upon your mission 

statements for youngsters). 

2

3
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Thank you!

Jozefien Piersoul

Research Expert – Consumer & Marketing Insights

October 9th, 2024
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The most complete and clear understanding
of consumer buying behavior.

We deliver the Full ViewTM
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