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This is not a trends report.
Intro /

Every agency, publisher, and brand has its own definition of 
generational groups; their own set of definitions, hypotheses and 
frameworks. 

As the world faces a multi-generational crisis the akin wanted to test 
the rhetoric that surrounds individual groups - Gen Z to Boomers and 
get some clarification on demographic universal values as well as 
salient differences, with a special focus on brand purpose. 
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Groups
Intro /

Gen Z: 1997-2012 

Millennials: 1982–1996 

Gen X: 1965–1981  

Boomers: 1944–1964 

First - what is a generation? In academic terms, it is "an identifiable 
group that shares birth years, age, location, and significant life 
events at critical developmental stages” (Tolbize, 2008). 

A "generation" tends to be about 20 years in length, representing 
roughly the time from the birth of a cohort. Generational groups 
supersede a person's country of birth, or socioeconomic status. And 
while there are specific moments that define the beginning and end 
of certain generations ie. recent generations do not have a precise 
start and end date. This is due to globalisation, international media, 
communication technologies and the internet. 



Methodology
There are so many generational clichés which are fuelling large 
swathes of meme culture. But what if the majority of the rhetoric is 
false? Just look at Millennials - often considered to be lazy and 
entitled, though have proven in our study to be resilient and 
altruistic. 

The Akin has spent time completing extensive desk research of 3rd 
party academic, agency and brand reports to define a set of myths 
which are widely believed around our four groups. We then hosted 
a nationally representative independent survey in 4 western markets 
(UK, US, DE and FR) with 2000 (500 per market) people aged 14-74 
(even male & female split), 15% Changemakers and 85% 
mainstream. 
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Intro /

*Through this report av. relates to the 
mean across all generational cohorts. 
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Myths & 
Truths

Trends /

There are many discrepancies and more 
cross-generationally held beliefs than 
those in individual groups. There are also 
some huge falsehoods and significant 
dangers to using generational groups as 
consumer targets. 

The full report has 16.
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Gen Z is the most fluid 
generation - Myth!

Myths & Truths /

Myth! Millennials are markedly more liberal in their attitudes. 

55% of Millennials vs 52% of Gen Z believe gender is a fluid concept 
and 71% of Millennials vs 65% of Gen Z say they are open in their 
attitudes towards sexuality. In fact 65% Gen X and 66% of Boomers 
agree they are open in their attitudes. 

Gen Z is also less feminist 72% vs 81% av - this could be due to Gen 
Z being born into fourth-wave feminism and so have seen positive 
movements. 
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Gen Z is all about 
purpose - True.

Trends /

85%
of all cohorts expect 
brands to be 
operating with 
purpose

True but they all are, 85% across all cohorts expect brands to be 
operating with purpose. Another exaggeration is that Millennials and 
Gen Z want transparency, actually, Boomers want it more, 66% vs 
49% av.  

That being said, Gen Z and Millennials actively seek out information 
on brands' practices and product origins or manufacturing, 65% vs 
44% av.
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Gen Z does not trust 
institutions - Myth!

Trends /

False, they are most likely to trust them compared to all older 
segments.  

52% trust governments, 54% trust the media, 54% trust social 
media, 57% trust financial institutions. But they are most likely to 
distrust educational institutions, 67%.
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Millennials and Gen Z 
are altruistic - True.

Trends /

50%
of Millennials & 
Gen Z say they are 
committed to their 
spirituality

True, 50% of Millennials and Gen Z vs 37% of Gen X and Boomers 
say they are committed to their spirituality.  

56% of Millennials and Gen Z vs 33% of Gen X and Boomers 
donate time to causes they care about. 

Boomers are more likely to use their wallets to help, 54% vs 21% 
av, which is not so shocking as they are the ones with all the 
accrued wealth…  
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Boomers do not discuss 
their mental health - True.

Trends /

17%
of Boomers have 
sought help for 
their mental health

True to an extent, they are more stoic and less emotionally 
intelligent (EI). 34% talk openly about it vs 49% av, 17% have 
sought help vs 39% av (51% X and Z) though 43% say they invest 
time in it vs 53% av. Whereas only 16% invest money in it vs 50% 
of Millennials and Gen X. 

What impacts each cohort's mental health also differs. Gen Z and 
Millennials are by far the most EI, 62% say the media has 
negatively impacted their mental health vs 42% av. 61% say 
COVID, politics and current events have negatively impacted 
them vs 35% of Boomers. Gen Z is also impacted by how they 
identify, 57% say it has negatively impacted their mental health, 
compared to only 8% of Boomers.  
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Conclusion
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Conclusion /

What is clear from this research is that cohesion between value sets 
and interest areas is stronger than generational groups. 
Consumers; or how about we try to call them people, actually want 
brands to put in the work to get to know who they are, beyond a 
simple grouping based on birth year.  

We need to identifying targets with simple generational 
frameworks. Do not project, or assume, or stereotype. And 
remember, right now there is such power in our universal human 
experience of living through this shit-storm of a year.  
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