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Introduction
‘Agelessness’ isn’t a new concept. For the last decade 
we’ve been observing that as we live longer and work 
longer, we see attitudes to ageing change. Not only are 
people working beyond retirement, but major milestones 
are happening later in life. 

Of course, the generation into which we’re born will 
shape us. However, understanding consumers purely by 
age traits can be limiting. This report demonstrates how 
social expectations of age are evolving and explores the 
forces that are driving agelessness. We wrap up by giving 
marketers key take-outs, so that they can engage with 
customers in a more nuanced, ageless way. 

Listen to the tracks from our Rise breakfast event.

Il Venait D’avoir 18 Ans - Dalida
New Person, Same Old Mistakes - Tame Impala
Old Man - Neil Young
Young And Menace - Fall Out Boy
Love - Lana Del Rey
Who Knows Where The Time Goes? - Fairport Convention
In My Life - The Beatles
What’s My Age Again? - blink-182
Over The Hill - John Martyn
Still Beating - Mac Demarco
Age Ain’t Nothing but a Number - Aaliyah
Babes Never Die - Honeyblood
Golden Years - David Bowie
Know Who You Are At Every Age - Cocteau Twins
Losing My Edge - LCD Soundsystem

Sounds for the ages

Our brand and communications expert Eleanor Sankey talking agelessness at 
our Rise event in London in September 2017
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Stereotypes. They’re 
getting old.
At Crowd DNA, we’re well known for our work researching 
millennials and increasingly Gen Z, so it seems a little odd 
to debunk traditional demographics. But as an insights and 
innovation agency, we know that as the world changes, so do 
our beloved cohorts. 

Millennials and Gen X are delaying adulthood, while Gen Z 
are growing up fast. Meanwhile, marketers have realised that 
youthful over-50 boomers aren’t all riding stairlifts in beige 
carpet shoes. But how do we separate out facts from myths in 
our thinking of the shifting generations?

Only 16% of 18-70 
year-olds believe 
brands are applying 
inter-generational 
design principles well
The Age of No Retirement



Agelessness

4

Acting our age, or not

Today more than a 
quarter of people 
on the planet are 
over 50 

Gen X
Gen Xers, in the 1990s, were the fi rst 
to postpone the traditional markers of 
adulthood. Young Gen Xers were just 
about as likely to drive, drink alcohol, 
and date as young baby boomers had 
been, and more likely to have sex and 
get pregnant as teens. But as they left 
their teenage years behind, Gen Xers 
married and started careers later than 
their boomer predecessors had. Now 
that they’ve settled down and put their 
partying days behind them, the once 
called ‘slacker generation’ are really 
anything but.

Baby Boomers
Once burning their bras, protesting wars and 
seeking free love - it’s no surprise that the baby 
boomers are challenging the status quo of 
ageing. 

They are far from slowing down as they get 
older. Often referred to as the ‘unstoppables’, 
over 50s are keen consumers of a long list of 
health and beauty products, fi tness wearables 
and yoga mats. 

Whether it’s brands featuring silver haired 
models in their advertising or products and 
services celebrating life over 50, the explosion 
of marketing to fun-seeking seniors has caused 
us to re-evaluate whether it is enough to defi ne 
segments of the population by their age alone.

Even Saga, a regularly used punchline for old 
folks’ brands, has announced a re-brand this 
year. The brand is correcting the misconception 
that once we hit 50 we want to spend our 
holidays wedged in a deckchair listening to a 
crooning Frank Sinatra impersonator.
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Many Millennials 
do not consider 
themselves adults 
until the age of 30

Generation Z
Being 18 was supposed to mean getting drunk and 
messing around with your mates but now it is more 
likely to mean drinking a lot of coff ee and studying 
hard. Generation Z are more decorous than their 
millennial and Gen X counterparts. For their entire 
lives, they’ve heard about the dangers of global 
warming, been subjected to terror alerts of varying 
colours and watched their parents weather the recent 
economic crisis. As a result, they’re growing up fast 
and developing sensitivities beyond their years. For 
example, in a study conducted by Harris Interactive, 
30% of students stated that the fi nancial stability of 
their families is a concern. They see themselves as 
the solution to these problems and are more likely to 
pursue careers they think will make a change in the 
world. Born roughly between 1996 and 2010, Gen Z 
have been called ‘millennials on steroids’. Brands are 
already desperate to cater to their tastes, challenging 
themselves to support and alleviate a lot of the 
responsibilities this group place on themselves.

Millennials
According to a US ad tech fi rm, advertisers spend 
500% more on millennial audiences than any other 
– they are considered the most spend-worthy and 
profi table age range. 

Yet millennials are delaying ‘adulthood’. Hit hard 
by global recession over the last decade and at the 
centre of a culture of anxiety, many millennials are 
living in fl at shares or with parents. Millennials have 
an idea of the established course of life - they learnt 
it from their parents, who by the end of their 20s had 
got married and owned a mortgage and a hatchback. 
For many millennials, especially in markets where 
tradition still holds infl uence, they’re torn between 
the expectations of the older generation and an 
emancipated young adulthood.

In many cultures, a person was once considered 
offi  cially an adult when they reached the age of 
18. This was not only a defi ning age for entry 
into adulthood, but also for the responsibilities 
and possibilities of being an adult. This included 
actions such as being able to vote or serve in the 
military. This was also the end of high school for 
many young adults, a major jumping off  point to the 
workforce, college, or at the very least moving out of 
their parents’ home. But this is no longer the truth. 
Instead, with remarkably rapid generational change, 
many millennials do not consider themselves adults 
until the age of 30.
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Agelessness

Shifts towards agelessness
How is the trend toward agelessness manifesting? And are we at risk of becoming 
one homogenous mass?

A taste for tech
Widespread adoption of smartphone technology and increasingly accessible 
UX have democratised internet access and enabled greater connectivity around 
passions and interests. As a result, the goals, milestones and physicality that we 
associate with age fall away as what we share emerges - regardless of age, we rely 
on connectivity, internet, brain power and health. But that doesn’t mean we all want 
the same things.

Passions and possibilities
As interests and passions unite across traditional age demographics, behaviour and 
lifestyles are becoming increasingly fl uid. Dancing, enjoying oneself and breaking 
with traditional expectations are no longer reserved for the ‘young’. Opportunities to 
take on challenges, hobbies and milestones are open to those ready and willing to 
partake.

Infl uencer impact
Since we’re getting inspiration from a wider range of sources, infl uencers remain 
crucially important. A recent survey by Nielsen indicated 92% of people are more 
likely to trust their peers over advertising when it comes to purchasing decisions. 
And infl uencers’ fi eld of impact isn’t limited to their own age brackets, either. At 
63, Lyn Slater, a social work professor in the US, is making waves in the fashion 
blogging world. After being spotted and photographed at New York Fashion Week, 
she found herself an ‘accidental icon’. Coining the phrase as the title of her blog, she 
posts about intellectual fashion, city living and the urban aesthetic. Never discussing 
or focusing on age, interestingly her largest following is aged 25–35.

“Age is not a variable 
when it comes to 
elegance... or friendship.”
Lyn Slater @iconaccidental
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#1 No fear
Marketers are already making smart moves to 
talk to consumers in multi-dimensional ways that 
incorporate a lot more than age, location and income. 
Brands need to fi ght the fear that their equity will be 
damaged and a product perceived as less desirable if 
it is seen to be targeting all ages. 

#2 Speak to tastes and passions
Brands need to be fl exible, agile and quick to adapt 
their off ering and message to meet the individual’s 
needs. Talk to consumers from all age brackets that 
share tastes and passions. 

#3 Talk to the age people feel they are
People will respond better to messaging that refl ects 
how they feel rather than how old they actually are. 
Research has shown that young people feel older, 
then as people grow older they feel younger than 
they are. In the middle lies a ‘sweet spot’ age that’s 
neither old or young, around 30 years old.  

5 key takeouts
From sober 19-year-olds to yoga loving 90-year-olds, consumers aren’t behaving 
how we expect them to. But avoiding the risk of throwing the proverbial baby out 
with the bathwater, here are fi ve insights for marketing to agelessness without 
starting entirely from scratch.

#4 Infl uencers are here to stay
While adverts target a broad spectrum, infl uencers 
are able to refl ect and associate with the many 
nuances of an audience. Consumers want to believe 
‘real’ people over the machine of ‘brands’. Partner 
with infl uencers who know your brand through and 
through, and be strategic and specifi c about who 
you target, why and how. Micro infl uencers, though 
possessing a smaller audience, prove to have the 
most engaged following, which is far more benefi cial 
than anonymous large audience infl uencers.

#5 Design for all
The buzz word at the moment is ‘age-agnostic’ 
design. When we can walk in the shoes of other 
people, we can truly understand their needs. 
Conduct research to fi nd and solve the things that 
make life more complicated than it ought to be.
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Cultural Insights & Innovation | London, Amsterdam & New York 
hello@crowdDNA.com | www.crowdDNA.com

Thanks for reading.
Launched in 2008, Crowd DNA is a cultural insights and 
innovation business delivering commercial advantage for 
leading brands across 45+ markets. 

Combining researchers with strategists, writers, designers 
and film-makers, we have offices in London, Amsterdam 
and New York, and work to three core principles: 
better thinking | being agile | ensuring impact




