
Zen Gen II
People between 55 and 75 years old 
are adapting to the digital landscape in 
Europe and in LatAm, and brands need 
to take their experience into account to 
leverage their purchasing power.

The power of experience
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The Zen Gen. A generation 
with a unique approach to 
digital: relaxed but savvy. 

They know what they need 
from digital and use it to meet 
their needs, on their terms.



The past few years have hugely disrupted the way we all 
use digital technologies - regardless of age or generation. 
Still we see digital advertising, eCommerce and social com-
merce focused heavily on the younger generations. Sure, 
they will be the big spenders in some decades’ time, but 
why are we not focusing more on who has significant 
buying power now?

In 2020, we surveyed and interviewed more than 1,500 
people between the ages of 55 and 75, to discover that the 
so-called ‘boomer’ generation (the name of which has inac-
curate connotations, particularly in terms of their use of 
digital) are much more digitally switched on than we give 
them credit for.

The results spoke for themselves revealing the huge, and so 
often missed, opportunity that the ‘zenners’ as we call them 
present to brands in the digital space. For example, a huge 
95% of them shop online and 80% find online shopping easy. 

Foreword by Taru Mäkinen

80%

95% 
of them shop online

find online shopping easy
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We christened the age group Zen Gen due to their relaxed 
and selective yet savvy approach to digital. They are comfor-
table with digital tech but not slaves to it; they use it to their 
advantage but prefer to maintain human connections in 
their communication.

But was all of this just due to the pandemic and to 
everything moving online? The short answer is: no.  
We conducted a second wave of the research, on a larger 
scale, and discovered that the digital behaviours of zenners 
are not just a pandemic trend, but a staple in their beha-
viours - one that they feel increasingly comfortable with.

Zen Gen - 2nd wave 4
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Just like in every demographic, 
knowing your customer is key. 55-75 
year-olds are not a homogenous 
group so brands shouldn’t consider 
them as such. There are crucial diffe-
rences between markets that can 
make or break your campaign  
or brand.

Simplicity is key for this audience. 
From being functional in their 
internet use to disliking long and 
complex forms. Keep it targeted and 
focused with a clearly communica-
ted ‘job to be done’.

There is a huge opportunity to allow 
zenners to support their favourite 
brands directly, without the likes of 
Amazon as a middleman. Personal 
connections are key for this genera-
tion, so the more directly you can do 
business with them, the better.  

Know your zenner No fluff There is a gap in the market  
for D2C

1 2 3

What else did we discover?  
Here are the highlights to keep top of mind:
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This generation is far from being 
‘digital only’, even if they are ‘digital 
first’. Give them the option to call or 
email your customer service (60% of 
them prefer this), and they are more 
likely to come back to you again  
and again.

Consumers, and particularly zenners, 
want an easy and reliable shopping 
experience. 85% find online sho-
pping easy but they have a high 
likelihood to abandon cart if the 
completion of the purchase is too 
long. Complexity will only put them 
off so keep UX front of mind, always.

Keep it personal Have a UX mindset

4 5

Now, stay with us for more of the data  
points that matter when you are  
targeting this generation.

85%
of all zenners find online 
shopping easy
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The market 
matters

2
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Just like any generation, the zenners are not a homogenous 
bunch. For global businesses, there needs to be focus on 
market-specific targeting. With digitalisation, there is great 
disparity in the maturity of markets. Some 55-75 year-olds 
were in their 40’s when they first became familiar with digi-
tal technology, some in their 60’s. Some began their digital 
journey on Windows desktops, some directly on iphones.  

To get a holistic understanding of this generation, we sur-
veyed a range of European markets: UK, France, Spain, 
Denmark, Benelux, Germany. We also surveyed Mexico (a 
market Good Rebels is present in), to get a feel for the situa-
tion in LatAm. 

55-75 year-olds
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Online shopping varies per market.

In the UK, buying online 
is now the norm.
70% of UK zenners buy online 
at least monthly, and 22% buy 
online at least weekly. The market 
contrast is clear when comparing 
the average data in our European 
target markets: 56% buy at least 
weekly and 12% shop online at 
least weekly. 

When looking at Spain, 
the numbers are still high, but 
significantly lower than in the 
UK. 44% buy online at least 
monthly and 7% buy online at 
least weekly. The differences in 
data are not to be ignored be-
cause the market maturity 
plays a huge part in the zen-
ners’ behaviour.

Mexico, which hit the later 
wave of digitalisation (and essen-
tially skipped directly to mobile) 
is solidly moving towards online 
shopping, but for the time being 
42% of Mexicans shop online at 
least once a month.

70%
44% 42%

22%
7% 7%

monthly monthly monthlyweekly weekly weekly
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In conclusion, zenners’ digital behaviour is here to stay 
and it’s not a question of whether your brand should offer 
products or services online; it’s a question of whether there 
is still a need for a brick and mortar store alongside it. As 
Campaign Live points out in their list of take-aways about 
this age group, the most important thing is to not try to fit 
them all in one box (even a digital one).  

10Meet the Zen Gen Round II
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What zenners do
online matters

3
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This is a generation that has been introduced to digital as a 
means to an end (and for a lot of them, as a tool primarily at 
work) rather than a source of entertainment. It’s no wonder 
therefore that, when asked how they spend their time 
online, ‘shopping’ was the highest scoring answer across 
all markets.

That said, the generation shows a real mix of activities 
online, but there are some clear differences from what we 
typically see with the younger generations. Your average 
gen Z or millennial spend a significant amount of time 
online browsing social media and communicating with 
others. This is where the generational difference becomes 
evident. We see more of a ‘functional’ trend with zenners; 
shopping is the most frequent activity, whereas communi-
cating with friends and family is lower in importance. 
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What does this mean for brands? 
You need to make it worthwhile for 
this audience. Be focused, be tar-
geted and make sure the end goal 
is clear to your boomer consumer. A 
good example of this is activewear 
brand Lagatta, which is explicit 
about its target audience. It offers 
a D2C solution and talks directly to 
women “growing bolder”. It’s direct, 
functional, not patronising  
and simple. 

UK
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What are your most typical 
online activities?
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Okay, so we have established that zenners like to shop 
online. But what do they buy? When we conducted the first 
wave of this research, the impact of the pandemic restric-
tions and the physical need to shop online was very tangible. 
At that time, the products people were buying stretched to 
pretty much every category, with groceries being one of the 
top items bought online. How about now? The focus has 
shifted from ‘need’ to ‘want’. Clothing is the most com-
monly purchased category online, followed by health and 
beauty. This is unsurprising considering the amount of brick 
and mortar stores that have closed since Covid first hit. 

What we didn’t see this time round was groceries. 25% still 
buy them online, but it seems the 55+ have confidently 
returned to supermarket aisles. There are also still product 
groups, however, that the generation is not so comfortable 
buying online.  Focusing on improving the online buying 
experience of those products (alcohol, sporting items and 
household items) can open a new path for retailers, particu-
larly where UX plays a vital role. Remember, the over 55s 
are motivated by convenience and trust; make the buying 
process easier and reliable and you’ll have them in your 
pocket. 
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Which products do you typically 
buy online?
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The device matters
4
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Here is where specific market knowledge can win your 
brand more than just brownie points. Device prioritisation 
is one of the clearest differentiators between the markets 
on different maturity levels. In the UK (where digitalisation 
has been a long-term process, even considering the recent 
acceleration driven by the pandemic), the main device zen-
ners use to go online is a laptop (35%), followed by a tablet or 
ipad (27%) and phone (25%). 

This is in stark contrast to the average European figures of 
46% using a phone as their main device for going online. In 
Spain and in Mexico, the preference for phone-based brow-
sing is even higher, 76% and 82% respectively.  

35%

27%

25%

IN THE UK
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It’s therefore particularly important 
for brands to tailor their online pre-
sence and online store interface to 
be seamless on the right device, 
paying attention to the user expe-
rience throughout every touchpoint, 
depending on the market. In the 
UK, laptop view is still essential, but 
in LatAm or Southern Europe, you 
may just get away with focusing on 
mobile.
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Which device(s) do you typically 
use for going online?
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The platform 
matters!

5
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The top social platforms for zenners are Facebook and 
Youtube. 72% of the surveyed zenners across all markets use 
Facebook, which is in line with our findings from the earlier 
months of the pandemic. It’s unlikely that this generation will 
jump on the TikTok or Instagram trend, as their preferences 
haven’t changed despite the emergence of new channels. 
We therefore recommend brands to invest in Facebook and 
Youtube in their paid media strategies for the over 55s.

The difference between markets comes in the form of mes-
saging apps. The use of whatsapp is much higher in Spain 
(92%) and Mexico (95%) than in the rest of the countries. In 
the UK, 57% of zenners regularly use whatsapp, and the same 
is true in Europe on average. The function of the messaging 
platform differs significantly across markets. 

In Mexico (again, a ‘younger’ country in terms of digitalisa-
tion), whatsapp is a relatively common way to interact with 
brands (59% of zenners there do). This is a huge opportunity 
for brands interested in launching in LatAm, and well worth 
exploring the business functions whatsapp offers. In Europe, 
the situation is different. On average only 20% of Europeans 
surveyed had communicated with brands on whatsapp, and 
in the UK a mere 5%. 
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It’s interesting to see how the use of whatsapp will develop 
in the future because, considering 63% of all the participants 
we surveyed use whatsapp, there may be a real opportunity 
here going forward. After all, we know this generation likes 
personal connections, right? Watch this space. 

In terms of customer service, this generation isn’t quite jum-
ping on the messenger app train just yet. The vast majority 
(nearly 60% globally), state that their preferred methods of get-
ting in contact with customer service is either email (the top 
choice) or the phone, regardless of their market. The need for 
human interaction (rather than a bot), even written, is super 
important for this generation. So we suggest keeping those 
lines of communication open with your zenner audience.
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The site interface 
really matters

6

21Zen Gen - 2nd wave



The vast majority of zenners, a grand 
total of 85%, find online navigation 
easy or very easy. This is good news, 
right? Yes, but that’s not the extent 
of it. Navigating is easy, and they 
find their way to your online shop. 
Great. But (and of course there is a 
but) there are still roadblocks that 
stop zenners from completing an 
online purchase. 

How can brands make online buying 
as seamless as possible for their 
zenner customers? The answer is 
simple. No, literally, it’s simple.  
Simplicity wins, and the key  
reasons for not completing a  
purchase are complex and long 
forms to fill out (do you really need 
their mobile number, date of birth 
and mother’s maiden name??),  
and glitching websites.
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Where do zenners typically shop online then you might ask? 
Well, unsurprisingly (considering convenience is the number 
one reason they shop online), the top site across all mar-
kets is our friend Amazon (56%). The second most popular 
source of purchases, however, is brand websites (37%). In our 
previous report we were advocating for D2C and we are not 
budging. The more easy to use (and find!) you make your 
site, the more likely zenners are to migrate there. Keeping 
in mind their brand loyalty, there is a huge opportunity to 
guide them directly to you.

The picture is a little different in the UK. A much larger 
percentage (81% to be exact) state their primary site to 
purchase from is Amazon, and the second choice is ano-
ther reseller platform eBay. Is providing a D2C option then 
redundant in the UK? Quite the opposite. As with the other 
markets, we must consider the whole equation. UK zenners 
buy the same brands online that they buy in shops. They 
buy brands they trust. They don’t like complicated interfa-
ces. Could it be that the brand (your brand?) that they love 
simply doesn’t have a D2C online store and that’s why they 
buy it on Amazon? Exactly. What are you waiting for?

Amazon Distributor
sites

Ebay Brand
sites

Social
media

Other
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It’s evident that the Zen Gen 
provides great opportunities 
across sectors, just out there 
waiting for brands to grab them. 

Check out Good Rebels’  
case study below and  
see for yourself!

24



Case study
7
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Placing zenners at the centre to power usability
7.1

Our client, a provider of financial services, noticed that their 
transactional website for a product, a prepaid card, was 
receiving a high number of visits (and extended visiting ses-
sions), but the conversion rates were low. They gave us the 
challenge of improving the design and user experience of 
the website to enhance two business objectives: improve 
the conversion rate at specific points of the funnel and 
boost customer acquisition. 

We got down to work, starting with an investigation of 
consumer behaviour on the site, using UX research metho-
dologies. Following co-creation sessions with our client’s 
customer services department, usability tests and research 
into consumer habits, we designed a series of customer 
personas, and set out to understand their motivations and 
needs regarding the product. 

We identified UX design friction points in the buying pro-
cess, which were closely related to the buyer personas we 
had defined, including the older age segment. Complex 
forms and poorly defined buttons, accessibility (tiny text 
size), or the fact that the entire purchase process followed a 
scroll down layout, confused them and made many decide 
to finish the purchasing process at our client’s offices rather 
than online. 

“zenners often 
struggled to interpret 
the site’s signposts”
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We opted for a redesign that took into account zenners’ 
needs and followed our “easy, simple and minimalist” 
motto. We realised that this generation often struggled to 
interpret the site’s signposts, including design elements, 
so we needed to help them understand the site’s flow with 
representative images and simpler language. We made 
user-centric adjustments that improved usability while 
boosting the site’s functionality and visuals.

And the most important thing: on top of improving the 
experience for zenners, our new design boosts the usability 
for all users, as it places them at the centre and simplifies 
the digital customer journey as much as possible. 

Everyone wins.
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Research, Digital transformation, 
Martech and data strategy, 

Innovation and co-creation, 
Digital enablement.

User research, Brand, CX and 
UX / UI Design, Technology 
development, Digital 
assets maintenance.

SEO and SEM, Social Paid, 
Programmatic Analytics and 
CRO, Data Viz, Marketplaces, 
Marketing Automation.

Agility, Creativity, Design, 
Data & analytics, Technology.  

Community mgmt & Customer 
service, Creativity and content, Social 
listening,  Influence marketing, CRM 

and loyalty, Employee advocacy.

CORE SKILLS

Our servicesWe create digital experiences that 
connect brands and people. Agile 
solutions that touch people’s hearts.

120+ Rebels in Spain, the UK and Mexico 
helping our clients become more  
human-centred.

Strengthening relationships with their 
customers, employees and with society.

Designers, strategists, creatives, 
community managers, UX experts, data 
analysts, programmers… bringing ideas  
to life.

Founded 20+ years ago, our company 
has transformed the marketing vision of 
brands like Toyota, IKEA, Santander, LG 
Electronics, Abbott Laboratories, H&M or 
Pepe Jeans.

About Good Rebels
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CRO

Working along the digital customer journey
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Let’s talk!
Good Rebels works to connect several brands with their clients 
globally. Do not hesitate on contacting us if you want to know 
more about our work or discover how we can help you (and your 
brand) to create new touchpoints and selling opportunities. 

taru.makinen@goodrebels.com
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