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The 50+ Consumer Is Not Past Prime

They control trillions. Brands are still looking the other way:.

9 3 O/ of adults 50+ say brand
o messaging misses them entirely.

Fewer than 1in 10 feel authentically reached by brands.

Economic Power

Adults 55+ are nearly 2x their \

population share in health o (o)
spending — and contribute 31 A’ 56 A)

more than $8 trillion annually
to the global economy.
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Spending On The Rise —
Categories With Increased Spend In Past Year
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What Brands Assume
Vs. What The Data Shows
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WHAT BRANDS ASSUME : WHAT THE DATA SHOWS

X Hard to reach digitally : Vv Active on smartphones, social,
: e-commerce & telehealth

X Not the primary decision-maker
v Final purchase decision-maker in

X Aging out of key categories : 4+ major categories
X Less brand-loyal than younger : v Increasing spend across food, health
consumers : & beauty

/ When brands get it right, loyalty follows

Looking Ahead
1 B By 2050, the number of adults over 65
® globally will roughly double to 1.6 billion.

The 50+ consumer is a defining force in product categories.
Don't count them out. The brands that show inclusive
momentum here will build loyalty that compounds.
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