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ABOUT THE 2015 
CROwDTwIST LOYALTY 
PROGRAM REPORT

The 2015 CrowdTwist Loyalty Program Report study
was conducted in June 2015. A sample of 1,208 North
American consumers ages 18 to 69 participated in this
study through an online survey. The report explores
consumer attitudes about loyalty programs and the
ways in which they drive behavior and engagement. Part
2 of this report focuses specifically on 403 consumers
of Generation X, who are defined as consumers born
between 1965 and 1980.
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EXECUTIVE SUMMARY

Securing loyalty from certain groups of consumers may require a little
more work than others. It’s a lesson that marketers need to remember,
especially when targeting Generation X, or consumers born between
1965 and 1980. To reach this well-educated yet skeptical group, brands
must be relevant and authentic to earn its trust and respect. Once that
happens, Gen Xers will reward companies with their loyalty—most of
the time.

This research was commissioned to understand
the attitudes of Gen Xers toward loyalty and rewards 
programs and what activities motivate them to 
remain engaged with a brand. This report
is the second of a three-part research series. Part
1 of the report focuses on millennials, consumers 
born between 1981 and 1997. As the smallest 
population sandwiched between two larger 
groups—millennials and baby boomers—Gen Xers
are typically positioned as the forgotten generation. 
Yet, their spending power and their willingness to 
pay more for the products and services that they 
hold dear prove them worthy for marketers.

According to the research findings, Gen Xers 
participate in loyalty programs as a means to an 
end—to save money, earn cash back or credit, 
and/or receive freeproducts or services. These 
consumers are slightly more apt (88.6 percent) 
to want to save money in loyalty programs over 
baby boomers (83.6 percent) and millennials (83.3 
percent). When it comes to engagement, 72 percent 
of respondents say that they don’t earn points 
for engaging with a brand (e.g., tweeting, posting 
comments, checking-in, etc.). Yet 56.1 percent of Gen 
Xers say they want to earn points for engaging in a 
loyalty program. Nearly 50 percent (49.1 percent) say 
they want to earn loyalty points for visiting a brand 
website, while 38.7 percent want to earn points for 
checking-in to a store.

Gen Xers are just slightly less loyal to their favorite 
brands compared to millennials. Some 49.6 percent 
of respondents say they are extremely loyal or quite 
loyal to their favorite brands, versus 50.5 percent 
of millennials. While Gen Xers like to try new things, 
just 14.6 percent say they are extremely willing 
or quite willing to switch to a new brand. The top 
reasons for dropping out of a loyalty program are 
that the rewards aren’t compelling or relevant (63.5 
percent) and the program is too complicated (55.3 
percent).

It is recommended that brands:

• Build trust with this audience by being authentic 
to help form the foundation of a two-way 
relationship

• Consider including experiential rewards in the 
loyalty program to create emotional bonds with
Gen Xers

• Show value by frequently reminding this 
audience why it joined the loyalty program 
through incentives and other perks

• Give Gen Xers the flexibility to engage iin a 
loyalty program in multiple ways

• Be targeted and relevant—from loyalty program 
rewards to marketing communications—to elicit 
attention and action from this group

Loyalty. Engaged.

INCOME:

http://crowdtwist.com/research-report-millennials-form/
http://crowdtwist.com/research-report-millennials-form/
http://crowdtwist.com/research-report-millennials-form/
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DEMOGRAPHICS SNAPSHOT

Below is a closer look at the 403 Gen Xers who responded to the
survey by gender, age, and income:

Loyalty. Engaged.

GENDER: AGE:

Female | 51.7%

Male | 48.3%  

Ages 35-44* | 62.0%

Ages 45-50* | 38.0%

INCOME:

16.7%

17.5% 8.7%

14.2%

30.9%

$0-$49,999

$75,000-
$99,999

$125,000+

$50,000-
$74,999 prefer not 

to answer

CrowdTwist, 2015 CrowdTwist, 2015

CrowdTwist, 2015

$100,000-
$124,999

12.0%

*as of 2015
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DEFINING GEN XERS

Loyalty. Engaged.

Gen Xers are typically defined as consumers 
who were born in the mid-1960s to the late 
1970s. For the purpose of this research, 
CrowdTwist identifies this audience as anyone 
who was born between 1965 and 1980.

As the smallest generation—estimated at about
65 million strong—Gen Xers are generally 
viewed as the “forgotten” or “lost” generation. 
Consumers who were born during the 15-year 
time period are stuck between two larger 
generations—millennials and baby boomers—
that often receive more attention from 
marketers. While their baby boomer parents 
were characterized as hippies and idealists, Gen 
Xers were labeled as slackers, skeptics, loners, 
and apathetic consumers. Born during an era 
of rising divorce rates and working mothers, 
many Gen Xers grew up as “latchkey” kids—
children who were left at home without adult 
supervision, especially after school until a parent 
returned from work. Often overshadowed by 
their older and younger counterparts, Gen 
Xers often found themselves without a secure 
grounding or sense of belonging. Yet as the 
group aged, more positive descriptors emerged 
for this generation, such as independent, 
dedicated, innovative, and savvy—giving brands 
new reasons to take notice.

Like their millennial counterparts, Gen Xers 
adopted digital technology early in their lives. They 
understand how it works and how to make the 
most of it. While this group frequently researches 
products online, it’s also familiar with traditional 
forms of advertising, including print ads, radio 
spots, and television marketing. No matter which 
forms of advertising brands use, these consumers 
are savvy and they know when they are being 
pitched. Fancy advertising doesn’t easily sway them, 
and they prefer to avoid a marketing pitch and do 
their own research.

As the generation that experienced a stagnant 
economy, high unemployment, and massive 
layoffs, Gen X consumers remain skeptical and 
cautious. While this group has become more 
flexible, it continues to view the world with 
cynicism. This remains a challenge for brands, but 
one that can be overcome with smart marketing. 
This group juggles the demands of career and 
family, so it is more likely to respond to brands 
that help it meet its needs and accomplish tasks 
faster. Despite its smaller size, this generation is 
worth targeting because it has significant buying 
power. Second to baby boomers, Gen X consumers 
have a 29 percent share of total estimated net 
worth dollars and a 31 percent of total income 
dollars.

1940            1950             1960            1970           1980            1990            2000

Baby Boomers
1946-1964

Generation X
1965-1980

Millennials
1981-1997

CrowdTwist, 2015

1

2

1. Generation X: America’s Neglected ‘Middle’ Child, Pew Research, June 5, 2014
2. Millennials Are the Future, But Boomers Are Today, MediaPost, July 2, 2014

http://crowdtwist.com/research-report-millennials-form/
http://www.pewresearch.org/fact-tank/2014/06/05/generation-x-americas-neglected-middle-child/
http://www.mediapost.com/publications/article/229228/millennials-are-the-future-but-boomers-are-today.html


Page 8

FAST FACTS

Loyalty. Engaged.

GEN XERS ARE MOTIVATED TO JOIN LOYALTY PROGRAMS TO
SAVE MONEY AND EARN REWARDS

88.6% 

71.2% 

DISCOUNTS/COUPONS MATTER:

Loyalty program benefits ranked by consumer preference:

of Gen Xers say discounts/
coupons are the most important 
benefit in a loyalty program

72.0%

of Gen Xers join loyalty
programs to save money

of Gen Xers join loyalty
programs to receive rewards

85.1% 
of Gen Xers don’t earn points for 
engagement beyond spend

Discounts/coupons

Cash back/credit

Free products

Donations to charitable causes

85.1%

70.5%

46.7%

30.0%

CrowdTwist, 2015

CrowdTwist, 2015

CrowdTwist, 2015

CrowdTwist, 2015

CrowdTwist, 2015

(*Respondents chose more than one answer)
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FAST FACTS

Loyalty. Engaged.

56.1% of Gen Xers say they would
like to earn points for
engagement beyond spend

TAKING SURVEYS AND VISITING BRAND WEBSITES TOP THE
LIST FOR GEN XERS TO ENGAGE WITH A BRAND

In order of importance:

78.2% of Gen Xers say they would like to
earn points for taking a survey

Taking a survey

Watching videos

Visiting a brand website

Reading emails

Writing reviews

74.4%

44.8%

44.8%

43.3%

38.1%

CrowdTwist, 2015

CrowdTwist, 2015

49.1% of Gen Xers say they would like
to earn points for visiting a 
brand website

CrowdTwist, 2015

(*Respondents chose more than one answer)

CrowdTwist, 2015
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KEY FINDINGS

For the most part, Generation X falls in the middle of the pack with 
its views on loyalty programs and its overall behavior compared to its 
younger and older cohorts. Still cautious about the economy, Gen Xers 
tend to be prudent about their spending habits. While they are willing to 
pay more for better quality products and services, they refuse to overpay.

This money-saving sentiment translates to Gen Xers’ motivations for joining loyalty programs. Similar
to millennials, Gen Xers overwhelmingly join loyalty programs to save money (88.6 percent). Some 71.2
percent also join because they want to earn rewards—anything from discounts and digital downloads to
special access and merchandise. More than a third (37.2 percent) of those surveyed say they join loyalty
programs to receive member-only benefits—such as access to an exclusive sale—while 18.9 percent also
join loyalty initiatives to be treated as VIPs (e.g., earning special privileges not available to non-members).

Loyalty. Engaged.

SAVINGS-ORIENTED 
CONSUMERS

REASONS FOR JOINING A LOYALTY PROGRAM:

CrowdTwist, 2015

71.2%

TO RECEIVE 
REwARDS

88.6%

TO SAVE 
MONEY

37.2%

MEMBERS-ONLY 
BENEFITS

18.9%

TO BE TREATED 
AS A VIP

15.1%

TO LEARN ABOuT 
NEw PRODuCTS

(*Respondents chose more than one answer)
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KEY FINDINGS

Loyalty. Engaged.

While consumers are enrolled in loyalty programs, they may not be active participants in them.
CrowdTwist defines active participation as taking an action or making a purchase at least once a month 
from a brand with a loyalty program. More than half (54.4 percent) of Gen Xers surveyed say they 
actively participate in one or two loyalty programs compared to 62.9 percent of millennials, whereas
21.3 percent of respondents say they actively participate in three loyalty programs. Just under a quarter
(23.8 percent) say they are active participants in four or more loyalty programs.

These findings demonstrate that Gen Xers tend to stick with the brands they’re most passionate about.
Encouraging frequent activity remains a challenge for many brands. To overcome it, marketers must 
stay true to the promises of their loyalty programs and keep point-earning activities fresh. Without 
proper oversight of program activities, members could disengage, or worse, abandon the initiative 
altogether.

GEN XERS ARE

14.1% 
more likely than baby boomers 
to join a loyalty program to 
receive rewards benefits.
CrowdTwist, 2015
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KEY FINDINGS

Loyalty is constantly evolving, and so too are the ways in which
consumers interact with companies. Today, many consumers want
more out of their relationships with their favorite brands than just
points for their purchases. They want to join conversations, contribute
to product development, and share ideas. While awarding points for
purchases remains an important part of loyalty programs, the industry
has shifted to support a new role of customer engagement.

Loyalty. Engaged.

EMBRACING POINTS 
FOR ENGAGEMENT 

Like millennials, Gen Xers deem engagement
as an important part of their relationship with
brands. Yet 72 percent of those surveyed
say they currently don’t earn points for
engaging with a brand (e.g., tweeting, posting
a comment or review, opening and clicking
emails, checking-in, etc.) But brands have a big
opportunity, since 56.1 percent of respondents
say that they would like to earn points for
engaging with a brand.

Companies that tie engagement-based
activities to their loyalty strategies can
broaden their relationships with customers
beyond transactions. By integrating engagement
strategies, brands can reward customers with
points for completing an action such as tweeting
about a company, reading an email, reaching a
fitness goal, or writing a product review, among
other activities. Not only can brands involve
customers more in their programs, but they can
also track which members are most responsive

Similar to millennials, surveys topped the list as

a non-purchase engagement activity. Nearly
80 percent (78.2 percent) of Gen Xers say they
want to earn points for answering a survey.
A survey is a useful tool that can help brands 
learn more about their customers, as well 
as their perceptions of the brand and its 
products to use for remarketing efforts. 
Nearly half (49.1 percent) of all respondents 
say they want to earn points for visiting a 
brand website, followed by 38.7 percent that 
want points for checking-in to a store. Other 
activities that Gen Xers want to receive points 
for include watching videos (38.2 percent) and 
opening and reading email (37.7 percent).

Incentivizing website visits and watching
videos, for example, are key activities that can
help brands move members down the path to
purchase, faster than they might do so on 
their own. Since Gen Xers enjoy researching 
most things before they buy, this strategy is 
key for this group. In fact, Gen Xers are 30.2 
percent more apt than baby boomers to want 
to earn points for visiting a brand website.

http://crowdtwist.com/research-report-millennials-form/
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KEY FINDINGS

Loyalty. Engaged.

TOP WAYS FOR GEN-XERS TO EARN POINTS FOR NON-
PURCHASE ACTIVITIES

Gen Xers are 55�7% more likely than baby boomers, but
42�0% less likely than millennials to want to earn points for
their social media activity as part of a brand’s loyalty program�

CrowdTwist, 2015

CrowdTwist, 2015

(*Respondents chose more than one answer)

78.2%

49.1%

38.7%

38.2%

37.7%

35.7%

31.5%

27.3%

26.1%

23.3%

17.6%

ANSwERING A SuRVEY

wATChING VIDEOS

VISITING A  
BRAND wEBSITE

OPENING AND 
READING EMAILS

INTERACTING ON  
SOCIAL MEDIA

wRITING PRODuCT  
REVIEwS

PARTICIPATE IN  
FITNESS ACTIVITIES

READING BLOGS 

ChECKING-IN AT 
A LOCATION

REFERRING A FRIEND

FILLING OuT A PROFILE
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KEY FINDINGS

To spark interest in a loyalty program, it’s important to consider the
benefits or rewards that customers will receive for participating.
Similar to the findings for millennials, discounts and coupons earn
high marks from Gen X consumers. According to the research, 85.1
percent of Gen Xers say discounts or coupons are the most important
benefit in a loyalty program, followed by cash back or credit at 70.5
percent. It’s no surprise that this generation, which grew up during
a rocky economy with high unemployment rates, embraces 

Loyalty. Engaged.

DISCOuNTS/COuPONS COUNT

Nearly half (46.7 percent) of those surveyed say
receiving free products or services is another
top loyalty program benefit. Offering free
products or services is a good way to entice
ongoing participation because these types of
rewards have a high-perceived value. To make
this strategy work well, brands must determine
a reasonable redemption threshold so the
rewards are attainable and worth the effort of
participating.

In a nearly identical finding to millennials, 30
percent of Gen Xers cite making a donation
to charitable causes as an important loyalty
benefit. The beauty of this benefit is that
it comes at no cost to members—a great
motivation for Gen Xers. This feel-good strategy
helps this audience form stronger bonds with
brands, as well as support organizations that

they like. In fact, Gen X and millennials are
more motivated to give—in this case using
points for charitable donations—when they
know “their own involvement has contributed
to that impact.”

CrowdTwist, 2015

DISCOuNTS/COuPONS ARE

13.7% 
more important to Gen Xers 
as a loyalty program benefit 
than baby boomers�

3

--
3.  Perhaps The Kids Are Listening? Gen X & Y Charitable Giving Looks a Lot Like Their Mothers’, 
The Philanthropy Connection, April 17, 2014

http://crowdtwist.com/research-report-millennials-form/
http://www.thephilanthropyconnection.org/565/perhaps-the-kids-are-listening-gen-x-y-charitable-giving-looks-a-lot-like-their-mothers
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KEY FINDINGS

Loyalty. Engaged.

MOST IMPORTANT BENEFITS TO GEN XERS

85.1%
Discounts/
coupons

70.5%
Cash back/
credit

1.7%
Brand 

experiences

46.7%
Free products

or services

7.4%
One-of-a-kind 
merchandise

5.5%
Social 

recognition

30.0%
Donations to 

charities

10.9%
Earn status

CrowdTwist, 2015

(*Respondents chose more than one answer)
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KEY FINDINGS

Loyalty means different things to different generations, especially Gen
Xers. With this group, brands have to work harder to win consumers.
This audience is somewhat skeptical or distrustful, largely because
of its upbringing during a time when many parents faced layoffs 
or struggled with job security. As adults, those that entered the 
workplace in the 1980s experienced an economic downturn, whereas 
younger Gen Xers felt the brunt of the financial crisis of 2008. As a 
result, brands must woo these consumers with high-quality
products and services and demonstrate the value of having a two-way
relationship.

Loyalty. Engaged.

LOYALTY: THE X-FACTOR

Of all Gen Xers surveyed, 49.6 percent say
they are extremely loyal or quite loyal to
their favorite brands. Companies that are
successful in building relationships with this
generation have a good chance at securing
lifelong customers. And for the most part,
Gen Xers tend to stick with the brands they
trust. According to the research, only 14.6
percent of respondents say they are quite
willing or moderately willing to switch to
another brand. Compared to millennials, Gen
Xers are 22.4% less willing than millennials
to switch brands. The message for brands is
to retain these consumers by offering high 
quality products and exceptional customer 
service to keep members satisfied. 

For any brand that runs a loyalty or rewards
program, churn remains a concern 
Consumers stop participating or abandon
a program altogether for different reasons.
Of those surveyed, 63.5% say that they

would opt out of a loyalty initiative if the
rewards aren’t compelling or relevant. In
addition, 55.3 percent and 49.9 percent
of those surveyed, respectively, say that
an overly complex program and too few
point-earning opportunities would cause
them to abandon a program. Brands must
be mindful to make program participation
easy and fun and to refresh the number
of ways that members can earn points to
promote longer-term engagement.

Gen Xers are 20�5% more
likely than millennials to
abandon a loyalty program
if they find the program to
be too complex�
CrowdTwist, 2015
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KEY FINDINGS

Loyalty. Engaged.

GEN XERS ARE BRAND LOYAL ONCE THEY BUY-IN TO PRODUCTS

14.9%
34.7%
34.2%
10.2%
6.0%

GEN XERS ARE LESS LIKELY TO SWITCH BRANDS

4.7%
9.9%
43.4%
32.3%
9.7%

REASONS FOR LOYALTY PROGRAM ABANDONMENT BY GEN XERS

65.3%
55.3%
49.9%
44.4%
26.6%

Extremely loyal

Quite loyal

Moderately loyal

Slightly loyal

Not at all loyal

Extremely willing

Quite willing

Moderately willing

Slightly willing

Not at all willing

The rewards aren’t compelling or relevant

Tired of waiting for my points to accumulate

There aren’t enough ways for me to earn points

The program is too complicated

Don’t find the loyalty program exciting anymore

CrowdTwist, 2015

CrowdTwist, 2015

CrowdTwist, 2015

(*Respondents chose more than one answer)
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KEY FINDINGS

In this age of multichannel loyalty programs, social media remains a
critical channel to include in the marketing mix. This vehicle not only
lets brands share news with customers and fans, but allows them
to have two-way conversations with companies and to spread those
messages to their friends. For Gen Xers, social media is an important
tool because this generation expects feedback from brands, and it’s
equally happy to give feedback.

Loyalty. Engaged.

SOCIAL MEDIA MAVENS

According to the research, three-quarters
(75.7 percent) of respondents use Facebook
as their primary social network, followed
by 37.2 percent that prefer YouTube, and
21.8 percent that use Pinterest. To reach
Gen Xers on Facebook, brands need to
give consumers a reason to visit the site.
Companies should post often, make their
pages personal, and include tips or solutions 
to aid this generation’s already busy lives. 
Meanwhile, brands that use Pinterest should 

gear their pins toward the “fun” things, 
such as recipes, do-it-yourself projects, or 
life hacks that make everyday tasks simpler 
to capture attention. Despite their general 
skepticism toward companies, Gen Xers 
become loyal when they find brands that 
help problem-solve and that respond to 
their interests and needs. Only then will 
these consumers be ready and willing to 
advocate for those brands and spread their 
word with their own networks.

76
.0

%

37
.2

%

21
.8

%

19
.4

%

17
.1

%

13
.2

%

4.
2%

2.
0%

SOCIAL MEDIA NETWORKS MOST USED BY GENERATION X

CrowdTwist, 2015

(*Respondents chose more than one answer)
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Loyalty. Engaged.

Gen Xers are 46�0% more likely than
baby boomers, but 45�0% less likely than
millennials to use Twitter�

Beyond engaging this audience online, brands should take advantage of Gen Xers’ social activity 
as an acquisition tool. After all, this particular group likes to share its opinions and make product 
recommendations. While more than half (52 percent) of Gen Xers prefer to spread Word-of-Mouth 
(WOM) about their favorite products and services face-to-face, 42 percent of respondents say they prefer 
to use social media, followed by 27.3 percent that use email.

Gen Xers love to share their beliefs and opinions with others, so brands should identify their best 
customers and leverage their social activity to encourage them to become advocates. Similar to the 
actions of millennials. Gen Xers will air their experiences—both good and bad—on social media. Should 
this generation have a negative experience, brands should take immediate steps to correct the situation. 
The only way to win back trust and loyalty from this group is to own up to the mistake and make good 
on some form of restitution. Whether it’s a future discount or free shipping, brands need to restore their 
trusted status with a goodwill gesture to persuade Gen Xers to return and do business again.

60

50

40

30

20

10

Social Media

42.0%

Email

27.3%

Face-to-face

52.0%

Blog

3.0%

Community 
Forum

4.3%

Texting

22.3%

None of 
the above 

23.5%

GEN X AND WORD-OF-MOUTH (WOM) VEHICLES

CrowdTwist, 2015

CrowdTwist, 2015

(*Respondents chose more than one answer)
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WINNING THE LOYALTY OF GEN XERS

Brands have their work cut out for them when it comes to securing
the devotion and loyalty of Gen X consumers. With these consumers,
brand loyalty is not a given. To win their hearts and wallets,
companies must be authentic, relevant, and demonstrate value.
This demographic, which is skeptical of most marketing pitches and
advertising, is swayed by respected brands that make great products,
offer exceptional service, and fit into the lifestyles and needs of this
group.

Starbucks, for example, is a brand that resonates well with this demographic. It caters to the busy lives
of Gen Xers and their specific needs—the way they want their coffee or lattes prepared, and on their
terms. Despite the fact that Gen Xers like to save money, they are willing to spend more on the products
and services they love, such as the premium coffee brand because of its great service and ability to
customize its beverages to meet their specific tastes.

Meanwhile, Gen Xers also gravitate toward a brand like Chipotle, but for different reasons. For Chipotle,
the brand story and the attributes its stands for are essential to developing loyalty among this group.
For example, Gen X consumers connect well to the company’s marketing pitch, “Food With Integrity,”
because it focuses on authenticity and quality—without the marketing fluff.4

Gen Xers also constantly seek value for their money without the hassle of getting a good deal. That’s
why brands like Target and Aldi score high marks with this generation. This audience looks for easy,
convenient shopping experiences where it can find what it needs at affordable prices and at a good
value. To keep this audience returning, brands must be consistent with their lower price, high-value
marketing initiatives.

Loyalty. Engaged.

--
4.  Attracting Generation X, White Hutchinson, June 2012

https://www.whitehutchinson.com/news/lenews/2012_june/article107.shtml
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FIVE KEY TAKEAWAYS

To engage this middle-of-the-row demographic, brands should consider
the following:

1� BuILD TRuST wITh ThIS AuDIENCE BY BEING AuThENTIC:
Brands must be upfront and honest when targeting this group, and deliver on their
promises. This generation can spot a pitch quickly, so it’s important to make marketing
messages clear, truthful, and applicable to the way this audience lives to generate loyalty.

2� CONSIDER INCLuDING EXPERIENTIAL REwARDS IN A LOYALTY 
PROGRAM TO CREATE EMOTIONAL BONDS wITh GEN XERS:
The generation needs to be wooed and nurtured. To secure their support, companies
should offer rewards that immerse consumers in brand experiences. After all, those
memories will live long after the events themselves and generate positive feelings and
loyalty toward the brands that offer them.

3� ShOw VALuE TO ThIS AuDIENCE:
Frequently remind consumers why they joined a loyalty program with incentives.
Gen Xers are all about value and getting the biggest bang for their buck. To resonate
with this audience, brands should provide bonus point earning initiatives, surprise
rewards, and other perks to keep engagement and interest high in the brand and its
program.

4� OFFER GEN XERS NuMEROuS wAYS TO ENGAGE IN A LOYALTY 
PROGRAM:
Members of this generation love having choices. Since they are well educated, media
savvy, and curious, they want the freedom to select what’s meaningful to their lives.
Companies that provide various ways to engage with their programs across multiple 
channels will motivate customers to interact with the brand and keep them participating in 
the future.

5� BE TARGETED AND RELEVANT wITh ThIS GROuP:
Nothing will detract Gen Xers more than off-target content and messages. This
generation demands that brands understand their preferences, and the things they
deem important. If companies use this information effectively, this middle-aged group
will likely reward them with their devotion and hard-earned dollars.

Loyalty. Engaged.



CONCLuSION
In comparison to their younger and older generations,
Gen X consumers make up a small, but powerful
audience. To reach this pragmatic group, brands
must fully understand the nuances that define this
demographic. These consumers are no longer held back
by the “slacker” reputation of their earlier years. They are
a force to be reckoned with and an audience that brands
should target.

Winning the loyalty of these price-focused consumers
requires brands to teach Gen Xers why their products
and services offer better value than the competition and
how they can enhance their goals and lifestyles. After all,
when this audience discovers a brand that it trusts and
admires, it will likely become loyal for the long
term.

For more research, check out our upcoming reports by 
visiting www.crowdtwist.com/generations.

http://www.crowdtwist.com/generations
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