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The Consumer Now
What Do Consumers Really Want in 2024?

F rom the Silent Generation to Generation Al-
pha, consumer attitudes and priorities are 
consistently shifting as retailers attempt to 

gain a handle on what makes each group tick and 
what is important to them when searching for new 
products. Consumers as young as 10 years and un-
der (Gen Alpha) have their own set of purchasing 
criteria, such as influencers on social media, while 
Millennials may presently represent the most pow-
erful and influential consumer group overall.

Generation Alpha, Generation Z, Millennials, 
Generation X, Baby Boomers, and the Silent Gen-
eration. All of these groups have their own unique 
beliefs and characteristics that are reflected in 
their purchasing decisions.

According to data from HubSpot on “How Each 
Generation Shops in 2023,” social media, internet 
search and YouTube ads are key for reaching Gen Z 
and Millennials, while TV, internet search, and re-
tail are favored by Gen X and Boomers. As far as 
social media, Boomers, Millennials and Gen X all 
use Facebook more than any other app.

When it comes to making purchase decisions, all 
generations are highly influenced by price, quality 
and product reviews, according to the HubSpot re-
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port. Gen Z, Millennials and Gen X also value brands 
that have active communities around them and a 
social media presence. Additionally, whether a per-
centage of the proceeds from their purchase will be 
donated to charity is highly important to Gen Z.

Further, Gen Alpha (the generation following 
Generation Z that currently includes all children 
born in or after 2010) is heavily influenced by tech-
nology and the Gen Z creators who dominate their 
feeds, according to Shopify. But the events of the 
past two years will have a significant impact on 
who they are. This generation of youth has been 
unofficially dubbed “Gen C,” as in Generation COVID, 
because of how much their lives will be shaped by 
this pandemic.

Baby Boomers (those born between 1946 and 
1964), are part of a large generation that contin-
ues to have a significant impact on the economy 
as they top the list of generational wealth. Baby 
Boomers may embrace technology, but are a bit 
more skeptical about newer technologies, like arti-
ficial intelligence. They also shop from brands they 
trust and value high-quality customer service.

Another group that has tremendous influence is 
Millennials, who wield serious buying power. Mil-
lennials’ buying power currently surpasses that of 

other generations, and older members of this co-
hort are now poised to move into their prime earn-
ing and spending years. Millennials are also the 
most educated generation. Like many generations, 
Millennials like to feel a connection with the com-
panies they support.

Generation Z (those born between 1997 and 
2012) and Generation X (those born between 1965 
and 1980) also represent significant buying power 
and influence, and like the other generations, dis-
play their own sets of values and beliefs when it 
comes to consumer spending. The Silent Genera-
tion (those born between 1928 and 1945) may be 
the most challenging generation to reach, as they 
tend to hold to traditional values and often display 
financial prudence.

As the calendar turns to 2024, Vision Monday 
takes a closer look at consumer attitudes, by both 
age groups and lifestyles, to see what the key influ-
ences are in their purchasing decisions.

For this feature, VM tapped into the latest 
consumer research for insights into today’s con-
sumers and reached out to a range of ECPs to get 
their thoughts on what makes today’s consumer 
groups tick. 

– Daniel Breeman, Senior Editor

BY VM STAFF



What’s on Tap for 2024
Pop Culture Events, Industry Meetings and Special Observances
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What Do Consumers Really Want in 2024?

“I believe social media can attract a wide variety of generations.  If you create 
your Instagram post using trending music or reels, you are more likely to attract a 
Gen Alpha.  GenXers are more geared toward Facebook, so I tend to create more 
informed posts rather than flashy.” 

– Rachel Hill, owner of Personal Optical, St. Catherines, Canada

“Another element that the younger generations find appeal in is environment and 
‘vibe.’ We learned this from how others market leisure and recreation. For example, 
they are far more interested in a restaurant that is aesthetically ‘cool’ than one that is 
not. They want an atmosphere that makes it more of an event. In short, the younger 
populace was raised on media and non-stop connection and engagement. They lose 
interest quickly. To connect, you have to think like they do.  Interestingly, this also 
provides a good experience for the older generations.” 

– Chris Sunkin (l), co-owner of Independent Optical, Mount Pleasant, S.C. 
 Father son duo Chris Sunkin and Jake Sunkin, OD, opened Independent Optical in June of 2019.
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Who Are They…

The Silent Generation refers 
to people who were born 
between 1928 and 1945 and is 

the smallest generation in the past 
100 years. There are approximately 
55 million members of the Silent 
Generation. They lived during the 
Depression and WWII. Millions made 
personal sacrifices to defend their 
country or were engaged in other at-
home efforts to support the war. 

Values of honesty and trustworthi-
ness are important to this genera-
tion. They are loyal to their careers 
and beliefs, relationships and fami-
lies; they value stability and being 
dependable. 

What They Are Known For…
• Silents have a deep respect for 
authority in the workplace as well as 
for professionals.

• Silents had to rely on one another 
during difficult times so values of hon-
esty and trustworthiness are impor-
tant to this generation.

• People born before 1946 currently 
hold about 13 percent of household 
wealth in the U.S. 

• Silents are looking for products 
and services that will make their lives 
easier. 

• They are loyal to the businesses 
with which they spend money, and 
they value stability.
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The Silent Generation Values Loyalty and Relationships
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The Smallest Generation Wants Products to Make Life Easier
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13%
People born before 1946 
currently hold about 13 
percent of household 
wealth in the U.S. 

“Patients today are empowered—they are asking 
their friends, family and technology for advice when it 
comes to their health care. And sometimes accessing 
inaccurate and sometimes fake advice. This is an issue 
we as eye doctors are incredibly aware of and need to 
work to counsel our patients on what true care is, the 
importance of the relationship we have with them and 
their best options for eye health and vision care.” 

Ronald L. Benner, OD, president of American Optometric Association

• Silents want respect and value 
relationships with those they do 
business with.

• Silents are responsive to simple, 
straightforward content and imagery 
that relates to the age group. 

– Daniel Breeman
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Sources
Taking a Closer Look at the Achievements of the Silent Generation, Los Angeles Daily News 
https://bit.ly/gensilent1

The Silent Generation and Mental Help, Therapist.com 
https://bit.ly/gensilent2

Distribution of Household Wealth in the U.S. Since 1989, The Federal Reserve
https://bit.ly/gensilent3

“I’d say the two most important 
things patients are seeking are 
quality and convenience. With 
so many options out there, it is 
important for optometrists to 
prescribe quality products and 
get them to patients as quickly 
and easily as possible. It’s not 
enough to just recommend a 
premium lens in a high-end 
frame, you must exceed pa-
tients’ expectations on when 
they receive their glasses.” 

Dave Brown, president and CEO, 
IDOC, Trumbull, Conn.
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Baby Boomers Continue to Have a Significant Impact on the Economy
Aging Group Holds on to Jobs and Generational Wealth

Who Are They…

A Baby Boomer is a person 
born between 1946 and 
1964, and is part of a large 

generation that continues to 
have a significant impact on the 
economy. As Boomers age, the 
workforce is projected to be older 
than ever, with many working past 
retirement age. 

And the group is staying active, 
with more than 50 percent of Baby 
Boomers engaging in regular 
physical exercise such as running, 
hiking and cycling, according to 
the Centers for Disease Control. 
The Physical Activity Council 
reports that Baby Boomers make 
up about a third of the fitness 
industry’s clientele.

On the work front, this Washing-
ton Post article, titled “The Boom-

ers Are Retiring—See Why That’s 
Bad News for Workers,” summed 
up the Boomers effect on today’s 
younger workforce. 

“For the past 50 years, the Baby 
Boomer generation, born between 
1946 and 1964, have worked 
through the American labor force 
like a big meal inside an anacon-
da. As they age, the workforce is 
becoming older than ever. 

“As they retire, they’ll push the 
worker-to-retiree ratio lower than 
ever. Lower numbers of workers 
per retiree threaten the future of 
programs such as Social Security 
and Medicare, which support older 
Americans by taxing current work-
ers.” 

Boomers are also having a big 
effect on the state of health care 
in the U.S. According to Encom-

passHealth.com, “the United 
States is currently experiencing 
the much-anticipated wave of ag-
ing baby boomers as the current 
growth rate of Medicare enrollees 
significantly exceeds that of the 
general population. 

“Projections from the U.S. 
Census Bureau point to 2030 as 
a milestone year in which older 
adults will outnumber children 
for the first time in U.S. history as 
Baby Boomers age into Medicare.”

What They Are Known For…
• Baby Boomers are embracing 
technology.

• Baby Boomers are a bit more skep-
tical about newer technologies, such 
as artificial intelligence.

• Streaming services usage continue 
to grow among older adults, includ-
ing Baby Boomers.

• Baby Boomers top the list when it 
comes to generational wealth.

• Baby Boomers shop from brands 
they trust.

• High-quality customer service is 
highly valued by Baby Boomers.

• Baby Boomers shop online, but 
want an online shopping experience 
that mimics in-store shopping.

• More Baby Boomers are opting to 
age in place and receive health care 
at home. 

– Daniel Breeman
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Sources
Baby Boomer: Definition, Age Range, Characteristics, and Impact, Investopedia
https://www.bit.ly/genboomers1

The Boomers Are Retiring—See Why That’s Bad News for Workers, The Washington Post
https://www.bit.ly/genboomers2

By 2030, All Baby Boomers Will Be Age 65 or Older, United States Census Bureau
https://www.bit.ly/genboomers3

Older Adults Embrace Tech But Are Skeptical of AI, American Association of Retired Persons (AARP)
https://www.bit.ly/genboomers4

Exploring the Changing Shopping Habits of Baby Boomers, Gladly
https://www.bit.ly/genboomers5

How Baby Boomers Will Impact the Future of Health Care, EncompassHealth.com
https://www.bit.ly/genboomers6

“Because of EyeSouth’s 
strong financial position, 
we are aggressively invest-
ing in new technologies to 
enhance our patient’s expe-
rience. These investments 
include both patient-facing 
infrastructure to enhance our 
patient and referral source 
experience via improved 
pre-registration, scheduling 
and bill-pay as well as clinical 
investments in new diag-
nostic equipment used to 
monitor glaucoma and other 
conditions, new intraocular 
lenses and next generation 
femtosecond lasers used for 
cataract surgery.” 

Rex Adams, CEO of EyeSouth 
Partners, Atlanta, Ga.
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Who Are They…

G en X has been transforming 
the way people buy goods 
for more than 50 years. 

Also known as the “Me Generation” 
or “The Forgotten Generation,” Gen 
Xers were the first to take consump-
tion to a higher level, coming of age 
in the Guess and Calvin Klein era. 

Born between 1965 and 1980, 
they predate the digital age, having 
an analog childhood. Today, they 
are between the ages of 43 and 58 
years old. The children of Boomers, 
they became the first generation 
of latchkey kids as their Boomer 
parents both went off to work in the 
post-war economy. 

Today, Gen X continues to carry 
significant purchasing clout and 
know-how to find a good deal. More 
than 88 percent of GenXers have 
loyalty cards, according to a Forbes 
Magazine report. 

This generation makes more 
than their parents. They also spend 

more, averaging 33 percent more 
than Millennials and 11 percent 
more than Boomers. Having a wide 
range of incentives is key to bring-
ing Gen X to your business. More 
than 86 percent of Gen X shoppers 
will switch brands if retailers offer 
discounts or coupons. 

This buying power does not 
necessarily mean they are ready to 
go out and spend indiscriminately. 
Gen Xers are less trusting of brands 
and marketing campaigns. They 
prefer to do independent research 
and are less likely to change 
products despite new versions or 
innovations. Put simply, they stick 
to what they like. 

What They Are Known For…
• Take advantage of television ads 
and retail store promotions. 

• Get social. Social media is still 
important to Gen X, who are now 
among the highest users of apps 

like Facebook. They are 
more likely to discover 
a new product on social 
media than any other 
generation. 

• Utilize Influencers. 
Gen X are listening 
to influencers, with 
18 percent buying a 
product because it was 
recommended through 
someone they found 
on social media. 

• Take a stand. Gen X 
wants to see companies embrace 
social issues including climate 
change, racial justice and afford-
able health care.

• Embrace nostalgia. Gen X re-
spond to products that reflect their 
childhood and personal beliefs, so 
don’t be afraid to adjust to meet 
these demands. 

 
• Make sure they can access your 
products. Gen X still prefers to 
shop in store over digital purchas-
es, so ensure your product is avail-
able in brick-and-mortar stores. 

• Use promotions like coupons 
and other incentives to gain their 
business. 

– Sarah McGoldrick

Gen X, AKA the ‘Me Generation’
Known for Taking Consumption to the Next Level
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Sources
The Forgotten Generation: Let’s Talk About  
Generation X, Forbes
https://bit.ly/generationx1

How Each Generation Shops in 2023, HubSpot
https://bit.ly/generationx2

Gen X Online Shopping Habits, Online Dasher
https://bit.ly/generationx3

“Well, Gen X is me. LinkedIn and Facebook are 
much better platforms for us older folks. While Gen 
Alpha is TikTok and Instagram. Either way, I try to 
mix my content with short videos, bullet point info 
and trending sound with longer videos of more 
talking or explaining. This will hopefully benefit 
both age groups by informing them about eyewear 
trends. Sometimes picture carousel also relays 
how the frames can make a wearer feel.”

Kristie Nguyen, OD, Winter Park, Fla.
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The Consumer Now

Who Are They…

F ew generations have gotten more 
attention from the wider public 
than Millennials. Born between 

1981 and 1996, Millennials are now firmly 
adults with serious purchasing and politi-
cal power—according to Brittanica they 
make up about 72 million individuals in 
the U.S. alone and became the largest 
group of adults in 2019. 

Millennials have experienced world-
wide turmoil in their young lives so far, 
from The Great Recession to the rise of 
the internet and everything in between. 
This makes them a complex and varied 
generation. 

Millennials have serious buying 
power—Forbes reports that, “Millennials’ 
buying power currently eclipses that of 
other generations, and older members of 
this cohort are now poised to move into 
their prime earning and spending years.”  

What They Are Known For…
• Britannica reports that Millennials are 
the most educated generation; in the 
U.S., 4 in 10 have a bachelor’s degree or 
higher, more than any generation before 
them. Thus, Millennials hold strong 
beliefs, and can think for themselves. 
Deloitte reports that Millennials are 
“more likely to buy for themselves than 
to impress others.”

• In particular, video advertising is effec-
tive for Millennials. The American Market-
ing Association reports that Millennials 
watch more digital video than traditional 
video content, meaning YouTube, TikTok 
and videos on Instagram are some of the 
best ways to reach Millennial shoppers. 

• Like many generations, Millennials like 
to feel a connection with the companies 
they support. The American Market-

ing Association reports, “As privacy 
scandals make younger audiences more 
suspicious of large, faceless organiza-
tions, they simultaneously push them to 
reposition users’ trust into brands with 
whom they feel they can foster a more 
personal connection: namely, influenc-
ers. Millennials are 54 percent more likely 
than older generations to buy a product 
that was suggested or recommended by 
social media celebrities.”

• Millennials are anything but one size 
fits all. As Forbes reports, “Brands can’t 
rely on simple generalizations or stereo-
types for this demographic. Not only is it 
critical to acknowledge diversity within 
the Millennial cohort itself, but brands 
also need to understand that diversity, 
equity and inclusion are important to 
younger generations.” 

– Gwendolyn Plummer

Millennials Are Now in Power
Adults With Serious Purchasing and Political Clout
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$18,000
Generation X and Mil-
lennials are still build-
ing their wealth, with 
Millennials averaging 
around $18,000 per 
household in stocks 
and mutual funds.
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Sources
The Definition of Millennial, Britannica 
https://bit.ly/genmillennials1

How Brands Can Connect With Millennials, Forbes
https://bit.ly/genmillennials2

Bling It On: What Makes a Millennial Spend More?, Deloitte
https://bit.ly/genmillennials3

What You Need to Know About Marketing to Millennials, American Marketing Association
https://bit.ly/genmillennials4

“We do fun social media marketing 
especially on Instagram and TikTok to 
reach [younger] generations. We also 
offer a ‘check out our frames’ option 
where we email patients the link of 
our styles before their appointment 
to streamline their experience.” 

Tommasina Sideris, OD, Eyes on Litchfield, 
Litchfield, Conn. 
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Millennials have experienced worldwide turmoil in their 
young lives so far, ranging from the Great Recession to 
the rise of the internet.
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Who Are They…

B orn between 1996 and 2010, 
Gen Z has grown up in a 
digital world—and a world 

informed by a warming climate, an 
ever-changing economic outlook 
and, of course, COVID-19. McKinsey 
cites Gen Zers as some of the first 
“digital natives,” those who have 
grown up with the internet as a part 
of their everyday lives. Few would 
remember life before WiFi. Still, Gen 
Z is a wide-ranging demographic: 
some young Gen Zers are still in mid-
dle school, while the oldest of the 
bunch may have homes, kids and 
careers. What brings Gen Z together 
is the things they care about.

What They Are Known For…
• McKinsey reports that Gen Z “gener-
ally have strong values related to 
racial justice and sustainability,” and 
are highly concerned with climate 
change. 

• In that vein, many expect the com-
panies they shop with to be sustain-
ably minded too. One McKinsey study 
found that 73 percent of Gen Z said 
they try to purchase from “companies 
they consider ethical,” and that nine 
out of ten are of the belief that com-
panies have a responsibility to ad-
dress both social and environmental 
issues. In fact, Mintel found that 34 
percent of Gen Zers surveyed agreed 
that brands “should be boycotted if 

they do not act on social and environ-
mental issues.”

• Gen Z want the best of both worlds: 
a great online store or app, as well 
as a memorable in-store experience, 
McKinsey says. 

• 98 percent of Gen Z uses social 
media, according to Mintel, many 
of them using TikTok in particular to 
learn more about products and watch 
reviews from real customers before 
making any purchasing decisions. 

• In the U.S., 40 percent of Gen Z say 
their purchases are influenced on-
line, be it by influencers or brands, 
McKinsey says. 

• Despite being so young, many Gen 
Zers are concerned about the chang-
ing economy and what it means for 
their finances. Mintel reports that 
43 percent of Gen Zers surveyed are 
expecting to cut back on non-essen-
tials, and 51 percent are “choosing to 
prioritize their finances as a result of 
rising prices.”  

Gen(eration) Z, Growing Up as Digital Natives
Exudes Strong Values Related to Racial Justice and Sustainability
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43%
43 percent of Gen Zers sur-
veyed are expecting to cut 
back on non-essentials

– Gwendolyn Plummer
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Sources
What Is Gen Z?, McKinsey & Company
https://bit.ly/generationz1

The Future of Consumer Behavior in the Age of Gen Z, Mintel
https://bit.ly/generationz2

“I attempt to reach Millennials and Gen Z by utiliz-
ing social media as a platform to not only connect 
with them but also to educate them and support 
them as well. Community is really important to 
these generations and it shows when your ‘neigh-
borhood’ doctor follows you, supports your small 
business, or wants to follow your recipe blog!” 

Jenn Chinn, OD, Dr. Chinn’s Vision Care, San Diego, Calif. 
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“Patients key priorities in 2024 are to find fashion-
able pieces with a lower price tag.  With changes 
in the economy, consumers are more cost con-
scious, but they do not want to sacrifice a luxury 
eyewear look.” 

Melissa Bussey, OD, owner and founder of Sports Vision 
Windsor and Radiant Eye Spa, Windsor Ontario 
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The Consumer Now

Who Are They…

G eneration Alpha is exploring 
their buying power as they 
reach adulthood. Not only 

does this generation, born between 
2010 and 2025, have a better under-
standing of their buying power, they 
make their purchasing decisions 
based on social and political factors. 

Gen Alpha seeks out brands that 
are eco-friendly, inclusive and reflect 
an entrepreneurial spirit. A study by 
Razorfish found that more than 40 
percent of Gen Alphas had used a 
tablet by the time they turned seven. 
Additionally, they are more tech-sav-
vy than Gen Z, with 63 percent valu-
ing the latest technology, compared 
to 31 percent of Gen Z.

“Gen Z had a profound impact 
on how brands approached their 
consumer experiences, but compa-
nies need to brace themselves even 
more for the changes Gen Alpha will 
infuse,” said Dani Mariano, president 
at Razorfish. “The pandemic acceler-
ated their adoption of technology, 
embedding it in nearly every part of 
their lives, including remote learn-
ing. They aren’t just digital natives; 

these are digital ninjas, and 
whether brands are ready or 
not, they’re coming.”

Gen Alpha also has a 
greater understanding of 
the impact of social media. 
More than 75 percent of 8- to 
10-year-olds are already con-
sidering their mental health, 
with a greater awareness 
and openness to the topic 
affecting buying choices and 
brand affinity. 

What They Are Known For…
• Ensure your brand understands 
their level of consumer savviness.
• They are more technologically and 
socially mature and ahead of their 
GenZ counterparts.
• Alpha wants fame. Raised in the in-
fluencer generation, they understand 
they can shape buying trends. 
• No amount of innovation will stop 
Gen Alpha from expecting more 
advanced and better versions of 
products. 
• Gaming is a form of expression 
and should be woven into marketing 
plans. 

• Change the world for the better. 
Gen Alpha prefers to shop at compa-
nies that are having a positive impact 
on the world. 
• Beware of social media blunders. 
Not only does Gen Alpha get their 
information from social media, they 
can use it as a tool to “cancel” brands 
they deem as unfavorable.  

– Sarah McGoldrick

Generation Alpha, Able to Shape Buying Trends
Their Buying Power Pushes Retailers to Diversify Marketing Strategies

“Kids in Gen Alpha tend to know 
what they want. They are growing 
up technologically savvy and in 
order to reach them you need to 
remain relevant not just by being 
on social media but also with so-
cial media. You can’t have a ‘build 
a website and they will come’ atti-
tude. Also, parents of this genera-
tion want to know that their child 
will be comfortable in our office. 
They want to know the experience 
isn’t going to be stressful for their 
child or even for themselves.” 
Danielle Crull, owner of A Child’s Eyes, 
Mechanicsburg, Pa.

Sources
Gen Alpha Consumers: Characteris-
tics and Tactics That Will Help You 
Attract This Generation, Tokinomo
https://bit.ly/genalpha1

Razorfish Study Unveils Generation 
Alpha Insights, Preparing Brands for 
the Next Consumer Cohort, Razorfish
https://bit.ly/genalpha2
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