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CAN THE ZOOMERS
SAVE CAR SALES?
(The Millennials sure can't.)
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Yikes!
What's going on out there?
As of July, 2019, Canadian light vehicle sales have racked up 17
consecutive months of...decline.
There are many reasons, and marketing obviously isn't the only
factor. That said, maybe it's time for the auto industry to pay
more attention to who's actually buying the product. (Hint: it isn't
the Millennials)

We're not the only ones
talking about it
Other commentators have highlighted the importance of Baby
Boomers (and those even older) to the auto market -- and the
over-reliance of marketers on Millennials.
So let's take a hard look at the numbers and trends, using
Vividata Spring 2019 as our source.

Groups we're comparing
Zoomers
Millennials

9,600,000

EDUCATE & ENGAGE
Born 1982-2001
Potential Candidates

Baby Boomers

10,102,000

Born 1945-1965

16,226,000

Age 45-plus

25-34

55-64

5,509,000

5,279,000

REINFORCE
The Appropriate
Narrative

We've done a separate run for ages 25-34 and 55-64 to see what would happen if an advertiser switched the target from 25-54 to 35-64. This
would mean dropping the youngest group (25-34) and add the next oldest (55-64). How would you do on the exchange?

Who drives the most?
Zoomers

Millennials

Baby Boomers
25-34

683,000

816,000

1,446,000

410,000

55-64

497,000

REINFORCE
The Appropriate
Narrative

EDUCATE & ENGAGE
Potential Candidates
DROVE 25,000 KM IN PAST 12 MONTHS

The "older" age groups contribute significantly more high-mileage drivers than do Millennials. Dropping the
25-34 age group for the 55-64 group produces a net gain of 87,000 high-mileage drivers.

Who spent the most on their
most recently-acquired vehicle?
Zoomers

Baby Boomers
Millennials

55-64
25-34

511,000

790,000

1,243,000

315,000

497,000

EDUCATE & ENGAGE
Potential Candidates
SPENT $40,000 - $50,000
The "older" age groups contribute significantly more purchasers at this price point, than do Millennials.
Dropping the 25-34 target for the 55-64 target produces a net gain of 182,000 buyers.

Who spent the most on their
most recently-acquired vehicle?
Zoomers

Baby Boomers
Millennials

341,000

25-34

531,000

889,000

227,000

55-64

305,000

EDUCATE & ENGAGE
Potential Candidates
SPENT $50,000 - $75,000
The "older" age groups contribute significantly more purchasers at this price point, than do Millennials.
Dropping the 25-34 target for the 55-64 target produces a net gain of 78,000 buyers.

Who spent the most on their
most recently-acquired vehicle?
Zoomers

Millennials
Baby Boomers
25-34

115,000

90,000

170,000

36,000

55-64

52,000

EDUCATE & ENGAGE
Potential Candidates
SPENT $75,000+
Millennials contribute slightly more purchasers at this price point than Boomers, but significantly fewer
than Zoomers. Dropping the 25-34 target for the 55-64 target produces a net gain of 16,000 buyers.

Who intends to purchase a new vehicle
in the next 12 months?
Zoomers

Millennials

398,000

Baby Boomers

425,000

805,000

25-34

55-64

239,000

242,000

EDUCATE & ENGAGE
Potential Candidates
INTEND TO PURCHASE NEW VEHICLE - NEXT 12 MONTHS
Zoomers account for 55% of all Canadians who intend to purchase a new vehicle in the next 12 months.
Targeting 55-64 instead of 25-34 produces a net gain of 3,000 buyers.

Who goes online for buying information?
Zoomers

Millennials

4,534,000

Baby Boomers

4,470,000

7,494,000

25-34

55-64

2,441,000

2,542,000

EDUCATE & ENGAGE
Potential Candidates
VISITED AUTO WEBSITE - PAST MONTH
Zoomers account for over half of all Canadians who visited an automotive website in the past month.
Targeting 55-64 instead of 25-34 produces a net gain of 101,000 monthly visitors.

The picture is clear...
However you slice and dice the "older" market compared to the
Millennials, the older market is where the action is
They drive more
They spend more on cars
More of them intend to buy a new car in the next 12 months
More of them visit automotive websites (aren't they
supposed to be techno-phobic compared to Millennials?)
Isn't it time more auto makers took a different road?

