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Abstract 

Purpose: The purpose of this thesis is two folded: firstly to do a content 
analysis on how consumers older than 55 years (Zoomers) 
are portrayed in advertisements in the largest Swedish maga-
zines, and secondly, to uncover what perceptions of this por-
trayal that older and younger consumers have.    

Background: The population of the world is growing older, and thus older 
consumers (+55) are a large and rapidly growing group of the 
population which also are strong in purchasing power. Re-
search indicates that older consumers are neglected in adver-
tisement, which might be due to a low participation rate of 
older models in adverts. Some researchers indicate that this is 
due to a fear among advertisers to use older models in adver-
tisement since it could alienate younger consumers from pur-
chasing the products. Previous research is ambiguous con-
cerning the effectiveness of using older models in adverts. 
Therefore, this thesis will examine how Zoomers are por-
trayed in adverts and what perceptions older and younger 
consumers have on this portrayal.   

 
Method: The purpose of this thesis was fulfilled by conducting a maga-

zine content analysis of adverts, and by conducting focus 
groups with Zoomers respectively consumers aged 20-30 
years. To analyze the results, theories with a base in psychol-
ogy and advertising was used, e.g. the cognitive age theory, 
the key concept theory and the self-discrepancy theory. 
   

Conclusion:  Zoomers are included in 14 percent of Swedish adverts and 
are portrayed in a positive manner, which is a portrayal both 
older and younger consumers are content with. Zoomers want 
to be included more frequently and indications are discovered 
that younger consumers might be positive to an increased use 
of older models in adverts when trust is essential.  
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Sammanfattning; 

Syfte: Syftet med den här uppsatsen är tudelat; för det fösta, att göra 
en innehållsanalys på hur konsumenter äldre än 55 år (Zoo-
mers) framställs i reklam i de största svenska veckotidning-
arna. Och för det andra, att undersöka vilka åsikter äldre och 
yngre konsumenter har om hur Zoomers framställs i reklam.  
    

Bakgrund: Världens befolkning blir allt äldre och äldre konsumenter 
(+55) är en stor och snabbt växande grupp i samhället, som 
även besitter stor köpkraft. Forskning visar att äldre konsu-
menter försummas i reklam, något som kan bero på att äldre 
modeller sällan används i reklamannonser. Vissa forskare 
menar att detta beror på att reklammakarna är skeptiska till 
användandet av äldre modeller, på grund av en rädsla att yng-
re konsumenter ska sluta köpa produkterna. Befintlig forsk-
ning är tvetydig gällande effektiviteten att använda äldre mo-
deller i reklamannonser. Därför undersöker den här uppsat-
sen hur Zoomers framställs i reklam och vilka åsikter yngre 
och äldre konsumenter har om detta.  

 
Metod: För att uppfylla uppsatsens syfte så gjordes en innehållsana-

lys på tryckt tidningsreklam, samt fokusgrupper med Zoo-
mers och konsumenter i ålder 20-30 år. För att analysera re-
sultaten användes teorier med sin bas inom psykologi, bland 
andra; the cognitive age theory, the key concept theory and 
the self-discrepancy theory. 

 
Slutsats:  Zoomers är inkluderade i 14 procent av tryckta annonser och 

är positivt framställda, vilket både äldre och yngre konsumen-
ter var nöjda med. Zoomers vill synas mer i reklam och indi-
kationer upptäcktes angående att yngre konsumenter kan 
ställa sig positiva till en ökad användning  av äldre modeller i 
reklam där trovärdighet är viktigt.   
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1 Introduction  

The introduction section gives a background and a problem statement to the chosen 
topic of the thesis. Further, this thesis has a two folded purpose that is divide into four 
research questions in order to fulfill the purpose. Thereafter, the delimitations are 
presented and explanations of the +55 year old age group, which from here on will be 
referred to as Zoomers by the authors. Finally, the structure of the thesis is presented.  

1.1 Background 

The population of the world is slowly growing older. In 1950, 8 percent of the 
world’s population was over 60 years of age. In 2009 this age group represented 
11 percent of the population of the world, and by 2050 people over 60 years of age 
are forecasted to be 22 percent of the population of the world (UN, 2009). This pat-
tern of an ageing population is even more evident in industrialized countries such 
as Sweden; in 2003, 17 percent of the Swedish population was over 65 years of 
age. The forecast is that in 2030 this age group will account for 23 percent of the 
population, which indicates a rapid growth of this age group as a percentage of the 
whole population in Sweden (SOU, 2003). This is dependent of high birth rates in 
the 40’s and 50’s, combined with low birth rates in the end of the 20th century, a 
trend towards healthier lifestyles, as well as better medical care and medications 
over the corresponding time period, which results in longer life expectancy (HUI, 
Handels utredningsinstitut, The Swedish institute for investigations in commerce, 
2008).  

Consumers over 55 years of age account for 49 percent of the total disposable in-
come of Swedish citizens and of 63 percent of the wealth (HUI, 2008). According to 
Tréguer (2002) the high income of consumers over 55 years of age is due to high 
salaries, larger amounts of savings, no children living at home, and that their mort-
gages have often been fully paid off. Older consumers are thus a large and rapidly 
growing part of the population as well as being strong in purchasing power and 
should therefore be a significant group for marketers and advertisers to target. 
However, a study from ‘Centrum för konsumtionsvetenskap’ at Gothenburg Uni-
versity shows that consumers born in the 1940’s (baby boomers) seem reluctant 
to spend their wealth. The findings suggest that baby boomers spend below aver-
age in every spending category (CFK, 2009). Tréguer (2002) states that older con-
sumers spend less than they could due to the low level of marketing targeted to-
wards them, which also is indicated in a study from HUI (2008). These circum-
stances indicate that if more marketing and advertising were targeted towards 
older consumers, they might become more positive towards advertisements, and 
in turn become more induced towards purchasing the promoted products and ser-
vices.  

Consumers over the age of 55 years make up 30,93 percent of the Swedish popula-
tion (SCB, 2010) and this combined with their purchasing power should make 
them an interesting group for marketers and advertisers to persuade with adver-
tisements. However, older consumers are often underrepresented in advertising 
(Greco, 1988; Carrigan & Szmigin, 1999;  Tréguer, 2002, Solomon, 2009, Shukla, 
2007), even though a basic notion in advertising is that consumers feel attracted to 
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a product if they can identify themselves with the model in the advert (Kotler, 
Wong, Saunder & Armstrong, 2005; Greco, 1988).  

The table below (table 1), shows a summary of the findings of research conducted 
on the frequency of using older characters in advertisements around the world. 
For example, the study from Carrigan and Szmigin (1998) conducted in the UK, 
found that characters older than 50 years of age were included in 15 percent of ad-
verts. The corresponding size of the +55 year age group in the UK were in 1998, 25 
percent which indicates that the age group is underrepresented by 10 percent. 
Swedes older than 55 years represent 30,94 percent of the population (SCB, 2010), 
however, the authors could not find a percentage of how frequent this group is in-
cluded as models in advertisements in Sweden. 

Table 1 Frequency of older consumers in adverts 

 

Hellsten and Sychut (2006) state that older consumers in Sweden prefer to be tar-
geted by advertisements designed to apply to a broad market because they feel 
young and are close to their children and grandchildren. Therefore, the authors see 
a potential risk that adverts including older models might be disliked by older 
Zoomers as well as by consumers younger than 55 years old. This, is however con-
tradictory,  to the findings of Folkesson et al. (2005) who found that older consum-
ers in Sweden want to be more frequently represented in adverts. These findings 
in a Swedish context are contradictory to each other and thus, it would be of inter-
est to further investigate how Zoomers are portrayed in Swedish adverts. As well 
as, to gain knowledge about their own perceptions on this portrayal, and further-
more how they want to be presented and addressed to in advertising.     

Authors; Country; Percentage 
older con-
sumers of 
the popula-
tion; 

Percentage 
of older 
models in 
advertis-
ing; 

Age of 
characters 
in advertis-
ing; 

Type of 
media that 
advertise-
ment ap-
peared in;  

Zhou & 
Chen, 1992 

Canada  25,2% 5,1% +50 Magazines 

Higgs & 
Milner,  
2006 

Australia  35,2% 26,1% +50 TV adver-
tisement 

Carrigan & 
Szmigin, 
1998 

UK  25% 15% +50 Newspapers 
and maga-
zines 

 Kyung, 
2008 

Korea 13,3% 8,6% +60 TV adver-
tisements  

Kyung, 
2008 

Malaysia 6,6% 2,4% +60 TV adver-
tisements 
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According to several researchers, many marketers and advertisers have a stereo-
typical image of older consumers as inactive, unhealthy and having a low level of 
consumption (HUI, 2008; Tréguer, 2002; Solomon, 2009; Cole et al, Laurent, Dro-
let, Ebert, Gutchess, Lampart-Pandraud, Mullet, Norton and Peters, 2007; Moschis, 
2003; Fairly, 1999). This image however, might be inaccurate, since contemporary 
older consumers are healthier and more active in the society than earlier genera-
tions (Tréguer, 2002; Wellner, 2003). Research suggests that older consumers in 
fact are stereotyped and negatively portrayed in printed adverts and TV commer-
cials (Kite, Deaux, & Miele, 1991; Carrigan & Szmigin, 2001; Tunaley, Walsh, & 
Nicholson, 1999; Tréguer, 2002; Leventhal, 1997; Zhou & Chen, 1992; Peterson, 
1992). Some research is contradictory to the negative portrayal of older consum-
ers and has not found support for this in their research (Higgs & Milner, 2006; Car-
rigan & Szmigin, 1998).  

The stereotypical image of older consumers causes them to be neglected from a 
marketing and advertising perspective (HUI, 2008; Tréguer, 2002; Solomon, 2009 
Cole et al., 2007; Moschis, 2003). Greco (1988) states that older consumers are un-
derrepresented or stereotypically portrayed in advertising since advertisers are 
afraid of losing the youth segment which by advertisers are perceived as more at-
tractive (Greco, 1988; Lövgren, 2009; Carrigan & Szmigin, 1998). This since there 
is a belief among advertisers that a usage of older models in advertising might 
alienate younger consumers from purchasing the promoted products or services 
(Zhou & Chen, 1998; Deutsch et al., 1986; Mathur et al., 2001; Maziz et al., 1982). 
However, findings from Greco (1988) suggest that the usage of older characters 
tend to attract the attention of older consumers, especially for products targeted to 
an older age group. Studies show that sometimes the lack of using older characters 
in advertisements could reduce the sales to older consumers (Tréguer, 2002). It 
should be noted that these studies have been conducted mainly in the U.S. and the 
UK which therefore leads to the question how the situation is in Sweden.  

In a small pilot study the authors found that 14 percent of the examined adverts 
were stereotyping Zoomers in a negative manner, which is consistent with previ-
ous research stating older consumers to be stereotyped in advertisements (HUI, 
2008; Tréguer, 2002; Solomon, 2009; Cole et al., 2007; Moschis, 2003).  However, 
the pilot study is based on 36 adverts, which can be considered to be a too small 
sample to make accurate conclusions considering the plausible stereotyping of 
Zoomers in Swedish adverts. This issue will further be investigated in this thesis by 
a larger and more extensive content analysis. If the thesis findings indicate that 
older characters in Swedish magazine adverts are not stereotyped in a negative 
manner then the thesis findings will be contradictive to most previous research. 
Perhaps the research in this thesis conducted in a Swedish context can be valid 
also in other Scandinavian countries, as these countries share similar cultures. This 
amplifies an interesting area to investigate, the reasons behind the way older char-
acters are portrayed in advertisements across different parts of the world, and 
which approach is more appropriate in order to attract the attention of the target 
audience. 

There is a lack of research in the area of the preferences and consumption behav-
iour of older consumers and the effects of including Zoomers in adverts. Several 
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researchers state that more research is needed in this field (Carrigan and Szmigin, 
1998, 2001; Zhou and Chen, 1992). Further, HUI (2008) insists that more research 
needs to be done in the area of mapping out the consumption behaviour of older 
consumers, as well as the perceptions older consumers have on their portrayal in 
advertising.  

The purpose of this thesis is two folded; firstly to do a content analysis concerning 
how older consumers in Sweden are portrayed in printed adverts in weekly and 
monthly magazines, which is a reproductive study of the studies in the table above. 
The second part of the two folded purpose in this thesis is to gain an understand-
ing of the opinions held by Zoomers and younger consumers of the portrayal of 
Zoomers in adverts, by conducting focus groups, with questions and discussion 
themes based on the findings from the content analysis. The inclusion of uncover-
ing the opinions of younger consumers relating to the usage of Zoomers in maga-
zine advertisements targeting a broad segment, was in order to take the thesis one 
dimension further. The findings from this thesis may also be related to other Scan-
dinavian countries since those countries enjoy a similar culture to the one in Swe-
den. 

By writing this thesis, knowledge will hopefully be gained about how older charac-
ters are portrayed in magazine advertisements. Further, the findings aim on re-
trieving older consumers’ opinions and feelings about how their age group is por-
trayed in advertising. This knowledge can help marketers and advertisers to learn 
how older consumers want to be portrayed in advertising and customize the prod-
uct or service advertisements according to this. Successful advertising that appeals 
to older consumers might increase sales to older consumers and at the same time 
not affect sales to other age groups negatively, but positively or nothing at all. To 
reach older consumers effectively with advertising is important since they have a 
high level of purchasing power and are a large and rapidly growing group in the 
population.          

1.2 Problem 

International studies show that the inclusion of characters over 50 years of age in 
advertisements is relatively uncommon in respect to their part of the population 
(Zhou & Chen, 1992, Higgs & Milner, 2006; Carrigan & Szmigin, 1998; Kyung, 
2008).  A main feature of advertising is that it should make the person exposed to 
it be able to identify with the advert and the message of the advert, so that the con-
sumer will become aware of the existence of the product, desire the advertised 
product and hopefully make a purchase (Kotler, Wong, Saunder & Armstrong, 
2005). To achieve this objective, the adverts include a character that resemble the 
target audience and therefore will make a purchase (Kotler et al., 2005). This im-
plies that in order to create a successful and efficient advertisement, the advert 
should resemble the target audience of the product or service.  

Therefore, in order to attract Zoomers and make them increase their consumption 
levels, marketers should perhaps include more old models in their adverts. Fur-
ther, it can be suggested that the frequency of characters of a certain age should to 
some extent correlate to the target group’s percentage of the population, as indi-
cated by Carrigan and Szmigin (1998) who states; “advertising should reflect im-
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ages of society”. However, as seen in table 1 background section (table 1), interna-
tional research shows that older models appear less in advertising than their pro-
portion of the population in the studied country. If Zoomers cannot see any adver-
tisements with characters in their age with whom they identify themselves with- 
how should they identify with the advert and purchase the advertised product or 
service?  

Findings suggest that the usage of older models in advertising can attract older 
consumers and increase their purchasing levels (Greco, 1988; Tréguer, 2002). If 
this is the case, then it is risky to use the traditional way of advertising to older 
consumers since this indicates that older consumers might avoid products adver-
tised without the use of an older character. Advertisement towards this segment 
might lead to a gain of numerable brand loyal consumers with high purchasing 
power. However, research have shown that the usage of older models in advertis-
ing might alienate younger consumers from purchasing the promoted products or 
services (Zhou & Chen, 1998; Deutsch et al., 1986; Mathur et al., 2001; Maziz et al., 
1982). Thus, marketers and advertisers face a great dilemma; should they custom-
ize their adverts in order to try to attract more Zoomers, with the potential of large 
gains in market shares, albeit also face the risk of losing younger consumers?  

The area of the consumer behaviour of Zoomers and their preferences is a field 
where research needs to be further developed (Carrigan & Szmigin, 1998;  Zhou & 
Chen, 1992; HUI, 2008, Hellsten & Sychut, 2006; Folkesson et. al, 2005). This in 
combination with the large advantages of attracting this age group in advertising 
makes it an interesting area to investigate. Questions concerning how often charac-
ters older than 55 years participate in magazine advertisements, if older consum-
ers want to see more a frequent use of characters in their own age or if they are 
content with the present situation would be interesting to study. Further, the au-
thors want to discover if younger consumers would feel less attracted to a product 
due to the usage of an older model in magazine advertisements. Research in these 
issues would be beneficial for advertisers as they would gain knowledge about 
how young and old consumers feel about the usage of older characters for prod-
ucts intended for a wide age range. This could help them achieve a good mix of 
younger and older consumers in their advertising, which would help them to con-
vince both young and old consumers to buy their products.  

Zoomers are distinguished by a large purchasing power. Despite this, advertisers 
have traditionally overlooked this group of consumers in their advertising, and 
many researchers have recommended that more research must be conducted in 
the field, in order to reach the group more efficiently with advertising (Carrigan & 
Szmigin, 1998;  Zhou & Chen, 1992; HUI, 2008, Hellsten & Sychut, 2006; Folkesson 
et. al, 2005). A report from HUI (2008) suggests that older consumers are ne-
glected by marketers in advertisements in Sweden which might obstruct their con-
sumption level (CFK, 2009). This might be due to an inability of advertisers to cre-
ate adverts which the older consumers can identify themselves with and thus pur-
chase the promoted product or service. Therefore, this thesis has been narrowed 
down and developed into a two folded purpose which is as follows; 
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1.3 Purpose 

The purpose of this thesis is two folded: firstly to do a content analysis on how 
consumers older than 55 years are portrayed in advertisements in the largest 
Swedish magazines, and secondly, to uncover what perceptions of this portrayal 
that older and younger consumers have.   

1.4 Research questions 

1. How frequently do printed adverts include characters that are perceived to 

be older than 55 years?  

2. How are characters over the age of 55 portrayed in printed adverts? 

3. What are the perceptions of consumers older than 55 years, concerning 

how their age group is portrayed in printed adverts and do they want to see 

a more frequent usage of characters in their own age? 

4. What are the perceptions of consumers younger than 55 years, concerning 

how the age group older than 55 years is portrayed in printed adverts? 

1.5 Delimitation 

This study was conducted in Jönköping in Sweden and the content analysis in-
cluded Swedish weekly and monthly magazines. Jönköping was selected since the 
researchers have good local knowledge of the area and as the University of 
Jönköping is located there. Four focus groups have been conducted. Two focus 
groups included participants older than 55 years and the other two contained 
members younger than 55 years. These members were consumers in the age of 20-
30 years old, due to convenience and accessibility reasons.   

The age limit when consumers are perceived as an older consumer vary between 
different studies and can start from the ages of 50, 55, 60 or 65 years old (Carrigan 
& Szimigin, 1998; Kyung, 2008; Greco, 1988; Swane & Johnson, 1997; Simcock & 
Sudbury, 2006). The age limit used in this thesis to denote older consumers is 55 
years or older, since this is the most commonly used age limit in research in the 
field.  

The study of the usage of older characters in advertisements in a Swedish context 
will be limited to printed advertisements in weekly or monthly magazines. An al-
ternative strategy would be to investigate this by using TV advertisements. This 
will not be done mainly due to convenience reasons. Instead, printed adverts in the 
largest magazines will be used. The authors have chosen to limit the thesis to 
printed advertisement in the largest weekly and monthly magazines in Sweden. 
However, some requirements must be met by the magazines; it must be available 
to buy in single copies, the content cannot be biased (for example Buffe1 which on-
ly advertises products sold in ICA stores), it should have readers in a broad age 
group, and should contain more than five advertisements per copy. This will ex-
clude some magazines from the sample such as free magazines and member-only-
magazines.  

                                                        
1 Buffé is a magazine distributed by ICA, one of the largest grocery chains in Sweden.  
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The content analysis of the printed advertisements was conducted on the charac-
ters that the researchers perceived to be older than 55 years old. This selection 
will be somewhat subjective, although this subjectivity will be decreased through 
making the selection based on several criteria connected to age; such as perceived 
age at a first glance, clothing, color of hair, wrinkles, body posture, and so forth. 
Each advertisement will be analyzed by two researchers to make sure the percep-
tion of the age of the character is as accurate as possible. If uncertainty still pers-
ists, an objective person aged 55 years, will give an advisory opinion. This will fur-
ther reduce biased age estimation; due to the fact that the objective person is simi-
lar in age to the character which will allow him judge the age accurately.  

1.6 Definitions 

Zoomers; Consumers older than 55 years. Several denotations are used for de-
scribing older consumers in research; old, mature, senior, elderly and retired con-
sumers. Research has shown (Tréguer, 2002; Mathur, Schiffman & Sherman, 2001) 
that consumers over 50 respectively 65 years are sensitive about their age and do 
not want to identify themselves with terms such as old or elderly. Solomon (2002) 
agrees that this notion does have a negative ring to it and therefore uses the term 
‘Zoomers’ when addressing consumers over the age of 55 years. This term appear 
to be fitting for the purpose of this thesis since it is a neutral term that older con-
sumers will feel comfortable with. Therefore, the term Zoomers is used from now 
on when the authors refer to consumers over the age of 55 years. When referring 
to previous research, the thesis will use the term for older consumers that the 
study at hand used, since the studied age group might vary from this thesis.  
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1.7 Structure of the thesis  

 

Figure 1 Structure of the thesis 
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2 Theoretical framework 

This chapter will introduce the reader to the most relevant theories concerning the 
portrayal of Zoomers in advertisements, marketing channels, psychological theories 
related to age, global perceptions of elderly, and stereotypes of older consumers, 
which will be used to perform an analysis on the empirical findings.  

The figure below presents the structure of the theoretical framework; 

 

Figure 2 Structure of theoretical framework 
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2.1 Marketing and advertising  

This thesis has a focus within advertising, and more specifically on how frequently, 
and in what manner older characters are portrayed in Swedish magazine adverts. 
Therefore, this section will serve as a small introduction to marketing and 
advertising in printed media.  

In a classic view of marketing, it can be described by the marketing mix which 
consists of the four P’s; place, promotion, product and price. Promotion includes 
advertising, personal selling, PR, sales promotion, and direct mail. These 
promotional activities should be managed as parts of a whole and yield an effective 
promotion of the company and its products. Advertising can take various forms 
and use different mediums to convey a promotional message (Kotler et al., 2005). 
Albeit, as this thesis concerns printed adverts in magazines, which can be referred 
to as press advertising, the advertising theories presented here will mostly 
concern that area.  

The main purpose of all advertising is to convey a message to consumers and in 
order to achieve this, it is essential to deliver the message to the consumer and 
avoid all noise interfering in the process (Solomon, 2008). Often adverts use a 
model or spokesperson in order to deliver an advertising message to some 
predetermined audience (Greco, 1988). There are many ways to make the 
advertisement stand out and be noticed by the consumers and some of them will 
be discussed. Generally, advertisements including pictures, celebrities, various 
colors, only one character, and short headlines generate a higher level of recall 
from consumers than the lack of it (Dahlqvist & Linde, 2005). Other factors that 
seem to make some stimuli more easily noticed than other are; size and position of 
the advert, intensity, color, movement and contrasts. Thus, a larger advert is 
remembered better by consumers than a smaller one and adverts printed on the 
right hand page in a magazine render more attention than adverts on the left side. 
Also, an advertisement that includes a movement of the characters within it or is 
highly contrasted to the context is more noticed by consumers (Dubois, 2000).  

2.1.1 Advertisements credibility 

In this section the importance of creating credibility towards adverts in order to in-
crease consumers purchase intention is discussed, since these theories will be used in 
the analysis of the empirical findings from the focus groups. 

A large extent of similarity and identification abilities are interrelated to the advert 
or the characters in the advert, which yields an increased credibility and 
trustworthiness by the consumer towards the advert and promoted product or 
service (Whittler, 1989; Kelman, 1961). Credibility is commonly broken down into 
two components; expertise and trust (Sternthal, Philips & Dholakia, 1978). Trust-
worthiness can be defined by how valid a person considers a communicator’s mes-
sage to be (Hovland, Janis & Kelley, 1953). Albeit, in advertising trust is a complex 
issue. It can be stated that if an individual feels distrust to advertisements in gen-
eral, there is less probability that he or she will trust a certain advert and which 
impedes the credibility (Percy, 1987). Further, Percy explains that trust is intert-
wined with the advertising credibility and it is important to monitor this relation-
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ship on a continual basis in order to maximize purchase intentions of the consum-
ers (Percy, 1987). There exists a bond between highly repetitive advertisements 
over time and increasing the credibility towards the advert by the consumers (Ip-
polito, 1990). The consumers will most likely assume that the advert is true if there 
is an extensive level of advertising for it (Ippolito, 1990). This goes hand in hand 
with research stating that consumers older than 55 years are more induced to 
make a purchase after repetitive informational commercials (Tréguer, 2002). This 
because Zoomers are more interested of the quality and attributes of the product 
rather than what brand it is (Tréguer, 2002). 

The trust paradigm is connected to the acceptance of the message, and whether or 
not the listener feels trust towards the characters in the adverts. This is what final-
ly affects purchase intentions according to Hovland et al. (1953). Further, the 
trustworthiness is intertwined with the credibility of the source, called the source 
credibility theory (Miller & Baseheart, 1969). This theory implies that the choice of 
source, that is, a spokesperson or a model, also has an implicit and explicit effect on 
the trustworthiness communicated to the listener of the advertisement message 
(Miller & Baseheart, 1969). A source that is perceived to be both an expert and 
trustworthy has the highest ability to change attitudes among consumers (McGin-
nies & Ward, 1980).  

2.1.2 Celebrity endorsement 

The theories below describe the usage of celebrities in adverts. They are included in 
the theoretical framework in order to be used in the analysis to explain the findings 
from the content analysis and focus groups, on the issues of the usage of celebrities in 
advertising.   

Celebrities are used in advertisements in order to make the consumers more at-
tractive to a promoted product, service or brand, and thus, more likeable (McGuire, 
1985). Albeit, the effectiveness and the level of success of the advertisement in-
cluding celebrities is determined by various factors. According to Dickenson 
(1996), by using a celebrity promoting a product or service, the promoted brand or 
product instantly receives a personality based on the character and associations of 
the celebrity and thus, becomes more appealing to the consumer and more recog-
nizable (Dickenson, 1996).  Therefore, it is crucial that a right selection concerning 
which celebrity to include in the advertisement is made, in order to be as appealing 
as possible to the consumers.  

Further, the latent source model developed by Ohanian (1990), has three dimen-
sions to measure the effectiveness of the inclusion of celebrity endorses in adver-
tisements; attractiveness, expertise and trustworthiness. The attractiveness dimen-
sion includes values such as attractiveness, classy, beautiful, elegant, and sexy. The 
second dimension, expertise, measures the levels of; expertise, experience, know-
ledge, qualifications, and skills. The third and last factor in the model is trustwor-
thiness, which is described by dependability, reliability, sincerity, honest, and 
trustworthiness (Ohanian, 1990). The consumers’ trustworthiness of celebrities in 
adverts is highly correlated with the consumers’ perceived similarity to the source, 
the attractiveness of the source, and finally the level of expertise of the source 
(McGinnies & Ward, 1980).  
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To summarize the discussion of using celebrities in advertisements, it can be con-
cluded that the perceived trustworthiness of the celebrity in an advert plays a cru-
cial part of persuading consumers and constructing attitude-changes among con-
sumers. 

2.2 Advertising to older consumers  

The theories presented in this section are included in the theoretical framework in 
order to give a basic understanding on the area of advertising to older consumers. 
Some of the theories will be used to interpret the results from the content analysis 
and the focus groups. 

One important aspect to consider concerning ageing, is the fact that as we grew 
older, our bodies age. That means our eye sight, ability to see colors as well as the 
hearing decreases, which creates a need for companies to make sure their advertis-
ing to Zoomers are clear, concise and easy to read or hear the words. Zoomers are 
rational consumers who value good price, quality and durability of the products 
they purchase (Tréguer, 2002). When targeting Zoomers there is a need to under-
stand their physical limitations and to accommodate these by for example placing 
seats in large stores where they can rest. Another implication is to consider the fact 
of their education level when constructing marketing messages. The vast majority 
of Zoomers did not attend school after their 15th year, which implies messages tar-
geting this group, must be adapted to their vocabulary, according to Tréguer 
(2002). Advertising towards Zoomers has shown to be effective when using celebr-
ities of the particular target group as well as when surrounding the older character 
in the commercial with younger people, for example grand children (Tréguer, 
2002; Hellsten & Sychut, 2006).     

Marketers need to communicate to every age segment in their own language. Tra-
ditionally, the older generation has been considered to have hard times of hearing 
and responding to the marketing messages, however, according to Tréguer (2002), 
the problem is that business do not speak the right language. The 55+ age cohort, 
also called the Grey Market (Solomon, 2009), has been neglected in the pursuit of 
the youth segment, even though they are a powerful segment with the most assets 
(Solomon, 2009). However, according to Solomon (2009) age is a big part of the 
consumers’ identity and affects their buying behavior and ability to identify them-
selves with the product and advertisement. 

According to Sontag (1972, cited in Simcock & Sudbury, 2006), the society is 
generally more accepting to men growing older than women, since there is a belief 
in the society that ageing enhances men but ruins women. This theory is called the 
double standard of aging (Sontag, 1972). There is also a difference between how 
men and women react towards advertisements (Barthel, 1988). Products 
appealing to neither sex in particular are best promoted by using a man, since 
women have no concern about using products promoted by a man. Men on the 
other hand, can have some resistance to purchasing neutral products promoted by 
a female model since they become uncertain about what sex the product is 
intended for and do not want to purchase a female associated product (Barthel, 
1988). Women respond somewhat more positively to advertisements including a 
woman than advertisements including a man. Men on the other hand, respond 



 

 
16 

much more negatively to advertisements only including a woman as compared to 
an advertisement including a man (Bellizzi & Milner, 1991). These two studies 
indicate that men are more appropriate than women to use in advertisements 
targeting both sexes.        

2.2.1 Stereotypical images of Zoomers  

The theories presented in this section explain in what way older consumers are ste-
reotyped in advertising which will be used when interpreting the findings from the 
content analysis and the focus group discussions.   

A stereotype according to Mackie, 1973 (cited in Zhou and Chen, 1997) is defined 
as an often false over-generalization or exaggerations of some characteristics of a 
group of people and ignoring the real truth. Stereotypes are often used in adver-
tisements to pass on images with which potential buyers may identify themselves 
with, or find amusing, in order to increase advertising effectiveness and purchase 
intentions (Zhou & Chen, 1997).  

The negative attitudes against the older generation are based upon assumptions 
that they have diminishing mental and physical abilities and that they are less ac-
tive. Thus, the research today states that the 55+ generation today is healthier and 
more physical active than previous generations (Wellner, 2003). It can be reasoned 
that the negative stereotypes that still are in people’s minds about elderly, exists 
because of the negative portrayal advertisements and media have traditionally 
given the elderly (Mackie, Hamilton, Russkind & Rosselli, 1996). According to 
Fairley (1999), most advertisers misrepresent or portray older people in a stereo-
typical and unflattering way in their adverts. Marketers should stop perceiving 
older consumers as a problem and see the older consumers as they do themselves; 
that the best in life is yet to come (Fairley, 1999).  Carrigan and Szmigin (2001) 
found that older characters in advertisements are portrayed as stupid, feeble or 
comical. A study from the New York Times shows that a majority of people under 
the age of 55 years agree to the following statements; most older people cannot 
adapt to change, most older people live below the poverty line and most older 
people are not socially active. However, the respondents’ perceptions of older con-
sumers are diverted and represent attitudes that create discriminating ageism 
(Leventhal, 1997).  

The conclusions of the research conducted by Kite, Deaux, and Miele (1991) were 
that there exist negative stereotypes against older people. Their experiment was 
based on the 35 year olds perceptions and views of elderly. This group saw 65+ old 
men as stubborn, family oriented, health problems, generous to others, and keeps 
focus on the past instead of the future. The 65+ old women on the other hand was 
described as active in the community, wrinkled, enjoys hobbies, and grand parent-
ing. The results from the study give contradictive stereotypes of the elderly; on one 
hand they are described as generous, friendly, and family oriented but further, they 
are described as complainers, wrinkled, insecure, lonely, and poor. However, an in-
teresting finding is that Miele et al. (1991) found that the older individuals were 
less likely to see themselves in a negative manner compared to how the younger 
segment perceived them (Miele et al., 1991). 
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Negative social stereotypes also exist for older women who can be related to their 
sexuality and physical appearance (Tunaley, Walsh & Nicholson, 1999). According 
to Peterson (1992), the opinions and attitudes of the advertisers and marketers 
are dependent on the attitudes of older people that exist in that society. If the gen-
eral attitudes in the society change, then the attitudes of advertisers will also 
change. If advertising portray seniors in an unfavorable manner, than that will 
reinforce the notion in the society that growing old is something unpleasant and 
unenviable (Peterson, 1992). Stereotypes might be constructed and enforced by 
media, such as advertising agencies, marketers and manufactures, and television 
producers (Peterson & Ross, 1997).   

The risks of using negative stereotypes of older consumers in media and advertis-
ing are that younger consumers might lose the respect for the older generation. It 
might make younger consumers growing up, perceiving aging as something nega-
tive and that their lives will come to an end when they themselves grow old (John-
son & Pittinger, 1984; Korzenney & Neuendorf, 1980; Montepare & Lachman, 
1989). This implies that marketers and advertisers have to be careful with how 
they portray people over 55 years old in advertisements.  

2.2.2 Older models in advertising 

This theory section is part of the theoretical framework in order to describe how old-
er models could be and traditionally have been portrayed in adverts. 

Traditionally, Zoomers have mainly been used in advertisement as caricatures or 
comical figures for the younger consumers to laugh at (Leventhal, 1997). An exam-
ple of this is a commercial for a soft drink; the commercial shows a teenager using 
his grandfather’s rickety hands to shake the carbonic acid out of his drink can 
(Tréguer, 2002). Albeit, it can be argued how applicable this research can be in a 
Swedish context, the pilot study of this thesis found inconclusive indications for 
this. The hope is however, to shed some light on this issue in a Swedish context by 
conducting this thesis.   

Although, an Australian study shows that older consumers are primarily used in 
advertising to convey a sense of wisdom and seniority (Higgs & Milner, 2006.) Old-
er consumers do not want to be addressed to as senior citizens, due to the fact that 
they do not perceive themselves as being old. However, they do not feel they are in 
their 30’s either. Consumers over the age of 55 years are experienced, realistic and 
can easily see through exaggerated advertising (Leventhal, 1997). They do not 
want to be portrayed in a negative way because they are still proud of their age. To 
use celebrities in advertising can be both a very successful way to reach older con-
sumers but also a risky strategy since they do not want to be separated as an own 
marketing segment  (Shukla, 2007).  However, Greco (1988) and Tréguer (2002) 
do not see any disadvantages in using older celebrities to reach older consumers.  
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2.2.3 Product groups 

The theories presented below is included in the theoretical framework in order to be 
used in the analysis section to interpret the results from the content analysis and fo-
cus groups on issues concerning the use of Zoomers in various product groups.  

The usage of older models in adverts seems to work best when the product or ser-
vice is targeted towards an older segment. To use older models in adverts targeted 
to a broad segment can be risky since it is questionable if the older model can be 
appealing to both older and younger consumers (Greco, 1988). 

According to Francher (1973) older models mainly appear in adverts specifically 
targeting older consumers, for example vitamins. More recent research state that 
older characters are not only included in adverts specifically targeting older con-
sumers, but are included in a wide range of products such as; food, alcohol, insur-
ance, other financial services, household appliances, recreation and leisure, tobac-
co, travel and holidays (Carrigan & Szmigin, 1998; Ursic, A. C., Ursic, M.L. & Ursic, 
V.L, 1986). Several studies have recognized that adverts including older consumers 
frequently are adverts promoting expensive products and services (Ursic et al., 
1986). Albeit, this finding contradicts the findings from Zhou and Chen (1992) who 
found that older models are more likely to be seen in adverts promoting cheaper 
products, such as paper products, hair loss treatments, lotteries, and public utili-
ties. Thus, these studies point in different directions which will be further dis-
cussed in the analysis of the current study. Finally, an interesting finding to men-
tion is in what product categories older consumers are most likely to be excluded 
from, in adverts. Research agrees that the categories that seldom or never use old-
er models are beauty products, cosmetics, and fashion (Carrigan & Szmigin, 1998; 
Ursic et al., 1986; Zhou & Chen, 1992). Further, the sporting goods were added to 
the categories seldom using older characters (Ursic et al., 1986).  

Fairley (1999) states that older consumers are irritated of advertisements such as 
anti aging crèmes that use girls in their teens to promote their products which tar-
get older women, due to their obvious lack of need for the product. In fact, one 
third of consumers older than 55 years have on some occasion boycotted a product 
or brand due to the portrayal of older consumers in advertising for the product or 
brand (Moschis, 2003). 

2.3 Psychological theories connected to consumption 

The theories in this section are included in the theoretical framework since they will 
be used in the analysis of research question three, which concerns the perception of 
older consumers on the portrayal of Zoomers in advertising, as well as research ques-
tion four about younger consumers perceptions of the usage of Zoomers in adverts.   

2.3.1 The five key concept theory 

The theory of Leventhal (1997) is a marketing communication theory that helps to 
understand the consumption behavior of the Zoomers and their purchase intentions, 
which will be used in the interpretation of the focus group with Zoomers. 

Leventhal (1997) focused on mature consumers in his research, their affect on the 
global marketplace and their purchase intentions. This mature segment responds 
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and reflects to a type of advertising that integrates the five key concepts of values. 
These key values have a very high relevance for marketers when intending to 
reach mature consumers. The usage of these key values can facilitate for advertis-
ers when creating adverts intended to attract mature consumers (Leventhal, 
1997).  

The first key value that Leventhal (1997) presents is autonomy, which has to do 
with the level of control an individual has over his life concerning for example the 
ability to make free choices.    

Secondly, connectedness, which is a largely social issue and even related to spiri-
tuality in some extreme cases. The Zoomers value to be included in the society as a 
part of it and not only being honored and people looking up to them. Therefore, it 
is crucial for marketers to apply an intergenerational marketing approach in order 
for the Zoomers to feel appreciated and create a greater purchase intention. 

Thirdly, altruism which in a marketing context it is concerning the importance of 
giving something good back to the society for example ecological products, dona-
tions, and societal-friendly. 

Fourthly, personal growth, which is another, exciting vicinity for marketers to con-
sider. The idea is that marketers in some way should portray the Zoomers as still 
developing individuals and through marketing create opportunities to personal 
growth. 

Fifthly, revitalization, which focuses on the inclusion of learning and working into 
the consumption process. Here, two of the most important aspects are teaching 
and volunteering because by showing the Zoomers that they are important and 
carry crucial knowledge they will feel appreciated and more likely to listen to the 
marketers, build brand loyalty, and finally but their products. (Leventhal, 1997) 

2.3.2 The cognitive age theory 

This theory is included in the theoretical framework since it will be used to interpret 
the results from both the content analysis and the focus groups with younger and 
older consumers.  

Useful in this context is the terms chronical and cognitive age which Barak and 
Schiffman (1981) introduced. Chroncial age is simply your age in years and cogni-
tive age is the age one perceive themselves to be, and can be determined by age re-
lated variables such as; age at birth of first and last child, age of siblings and inter-
ests (Barak & Schiffman, 1981). Carrigan and Szmigin (1998), state that older con-
sumers may dissociate themselves with product marketed by a model in their own 
age since they have a lower cognitive age than chronical age. Therefore, it could be 
argued that marketers should use a model similar to the consumer’s cognitive age, 
when targeting consumers over 50 years old. Albeit, they find no support in their 
research that marketers and advertisers aim in doing that (Carrigan & Szmigin, 
1998).    

Tréguer (2002) also points out that Zoomers want to be portrayed as healthy, ac-
tive and fit in marketing targeting them. This is a standpoint, which Mathur et al. 
(2001) agrees with. According to Mathur et al. (2001) older consumers often 
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perceive themselves to be as much as 10-15 years younger than their chronologi-
cal age. This perceived age is termed ‘cognitive age’ and it is that age marketers 
should try to target in advertising, since a 65 year old does not identify with a 
commercial featuring a person his age but rather a person in his mid or late 40’s. 
When it comes to advertisements, Greco (1988) explains that older consumers 
might not want to be identified as a separate segment if the advertisement high-
lights the potential consumers age. Older consumers are sensitive about their age 
and do not want it to be focused in advertising or other circumstances. Rather, they 
appreciate if goods targeting their age group instead highlight the specific charac-
teristics of the good and how it can help consumers with certain wants and needs 
(Greco, 1988).  

It is proved that the use of younger people in advertisement for anti-wrinkle is 
more successful than having older people that is the actual target group (Tréguer 
2002). Age is all about “you are only as old as you feel” which is more about psy-
chological and mental aspect than the actual age. Age is a feeling according to So-
lomon (2009) and further he states that marketers should emphasize the product 
benefits and not the “age-appropriateness”. Therefore, many marketers see the 
Zoomers as a particular risky group to target with advertising, due to the fear of 
tarnishing the consumers with their age (Tréguer, 2002). It can be seen as a mar-
keting dilemma – on one hand it is important to talk to the Zoomers in their lan-
guage and on the other hand they want to be portrayed as they see themselves, 
lively, active and attractive (Tréguer, 2002).  

2.3.3 New-age elderly and traditional elderly 

This theory is included in the theoretical framework since it will be used to interpret 
the results from both the content analysis and the focus groups with younger and 
older consumers.  

Related to the terms of chronical and cognitive age are the terms traditional and 
new-age elderly. The terms were first introduced by Schiffman and Sherman 
(1991) and were based upon the cognitive age theory. New age elderly differ from 
traditional elderly in the sense that they carry different values, attitudes, behav-
iour and traits. The new age elderly are more active, see life as an adventure, are 
more likely to be risk-takers, are more confident, are more in control  and are more 
willing to accept change than traditional elderly are. They are also more satisfied 
with their lives, are more skilful consumers, seek new experiences and challenges 
(Schiffman & Sherman, 1991). The research of Schiffman and Sherman (1991) is 
supported by Mathur et al. (2001) who add that new-age elderly are more likely to 
search for and acquire information and are more likely to perceive themselves as 
being well-off. Their research also supports the pattern of mature consumers per-
ceiving themselves as younger than they are which they refer to as an ‘inner age-
less self’. This “self” seems to be younger than the respondents chronical age 
(Mathur, et al., 2001).  
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2.3.4 Self-discrepancy theory 

This theory is included in the theoretical framework since it will be used the interpret 
and analyse the results from the focus groups concerning how younger and older 
consumers perceive that Zoomers are portrayed in adverts.   

Everyone has multiple mental presentations of the self, which is important to con-
sider in a marketing context. The self can be divided up into three parts; ideal self, 
ought self, and actual self. The ideal self is everything a person feel “they should be” 
or the one they want to be, the actual self is everything a person feel they are right 
now, the true identity, and finally, the ought self is who a person feels they should 
be in order to be liked (Higgins, 1989). The self-discrepancy theory defines the link 
between the selves and what happens when there is a discrepancy. The ideal and 
ought selves can be explained as life guides or standards which help to motivate 
actions and organize information. It is the dream state of a person and a goal which 
they want to achieve and therefore structure their life in order to achieve that goal. 
When there is a discrepancy between the actual self and ideal self or ought self, 
unpleasant feelings and emotions might arouse that creates discomfort for the per-
son (Higgins, 1989). This can be feelings such as disappointment, guilt, sadness, 
misperceptions, despondence, rejection, or even depression. When there is exten-
sive discrepancy between the ideal-self and the actual-self, the person will expe-
rience rejection-related feelings. Therefore the goal of every individual is to make 
gap between the different selves smaller and smaller in order to avoid discrepancy 
(Higgins, 1989).  

2.4 The youth aspect of Zoomers in advertising  

The theories presented in this section is included in the theoretical framework in or-
der to be used in the analysis to interpret the results from the focus groups conducted 
to answer research question four, which concerns the perception of younger consum-
ers on how Zoomers are portrayed in printed adverts.  

According to Zhou and Chen (1992) advertisers may avoid using older characters 
in advertisements due to a fear that the usage of older characters could hurt the 
image of the brand and alienate younger consumers from purchasing the product 
(Zhou & Chen, 1992; Greco, 1988). Three studies have found that younger con-
sumers perceive older models more unfavorable than older consumers perceive 
older models (Deutsch, Zalenski & Clark, 1986; Mathes, Brennen, Haugen & Rice 
1985; Maziz, Ringold, Elgin & Denman, 1992). Younger consumers might need to 
be sheltered from advertising messages that is promoted by an older model since 
they otherwise might be reluctant to purchase the promoted product (Greco, 
1988). Combined these reasons mean that using older characters in advertise-
ments might repel both younger and older consumers (Zhou & Chen, 1998; 
Deutsch et al., 1986; Mathur et al., 2001; Maziz et al., 1982). 

Carrigan and Szmigin (2001) state that the resistance towards the usage of older 
models in advertising is mainly from marketers and advertisers rather than from 
consumers. A Swedish study has found indications that the resistance from using 
older models in advertising might be due to the advertisers, who perceive it to be a 
loss of status to work with older models (Lövgren, 2009), this is also supported by 
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Miller (1998) who states that advertisers have convinced themselves that older 
consumers want to see younger models in adverts and therefore construct adverts 
in that manner.  

The body of research concerning the perception younger consumers have on the 
usage of older models in advertising is underdeveloped and would benefit from 
more extensive research. Another aspect to research further is whether or not the 
purchasing intention of younger consumers decreases when an adverts uses an 
older model. As discussed above, the studies that have been done are somewhat 
contradictory and therefore difficult to draw accurate conclusions from. Therefore, 
finding previous research about these aspects was difficult. The study at hand 
hopes to in some way add to the research in this field.  

2.5 Previous research 

This section will present international and Swedish research concerning the portray-
al of older consumers in advertisements.  

Greco (1988) did a study that relied on earlier findings that older people (+60) are 
underrepresented in TV and printed adverts. He also stated that it is not known 
how effective it is to use older characters in advertisements both when targeting 
young and old consumers. In 1992, Zhou and Chen did a content analysis of adver-
tisements in Canadian magazines and found that older consumers (+50) were un-
derrepresented in advertisements and that they were negatively stereotyped, for 
example by being portrayed as less physically active and less capable in their oc-
cupation than younger people. An American study by Peterson (1992) of magazine 
advertisements found that older characters (+45) were not shown as frequently in 
adverts as younger characters, and that older characters were shown more unfa-
vorable. The older models were shown less unfavorable in advertisements tar-
geted at an older target group. The author claims that portraying older people ne-
gatively is not an effective way for marketers to appeal to the older market. Carri-
gan and Szmigin (1998) found that older consumers (+50) are underrepresented 
in newspaper and magazine advertisements in the UK although they are presented 
in a positive way. Older consumers were mainly used for ageing-associated prod-
ucts, for example retirement travel and food supplement. They developed their re-
search further in 2001 when they did a literature review of research on how and 
why older consumers in USA and UK are ignored in advertisements. They suggest 
that the reasons for marketers to ignore older consumers might be the complex 
and varying life situations of people over 50 (for example some might start a new 
family, some might retire, another start a business), whereas younger people fol-
low a straighter path with education, work, marriage, kids and so forth (Carrigan & 
Szmigin, 2001).  

Mathur, Schiffman and Sherman (2001) performed a quantitative study on the 
terms of new-age elderly and traditional elderly. The authors explain the two 
terms chronological age and cognitive age. The first is a person’s age in years and 
the latter is how old one feels. The study supported the pattern that older adults 
perceive themselves to be younger than their chronological age, in average 10 
years. Kyung (2008) did a content analysis which found older people (+60) in Ma-
laysia and Korea to be underrepresented in TV advertisements compared to their 
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portion of the population in the two countries. The older people were presented in 
a positive way and the study found a strong linkage between the portrayal of older 
people in TV advertisements and company image (Kyung, 2008).     

The research in Sweden in the area of older consumers in advertisements and 
marketing is limited and is basically only made up by some master thesis’ and 
reports of governmental institutions. Folkesson, Källmin, Pettersson and Sahlman 
(2005) present a thesis on older consumers’ perceptions about marketing and tra-
vels based on 2 focus groups and 3 in-depth interviews with consumers over the 
age of 53 years. They concluded that older consumers in Sweden want to be 
represented more frequently by older models in adverts. They also desire more 
facts and information in adverts (Folkesson et al.,  2005). Hellsten and Sychut 
(2006) made a qualitative study of the perceptions of consumers over the age of 50 
years in advertising. They stated older consumers prefer to be targeted by adver-
tisements designed to apply to a broad market because they feel young and are 
close to their children and grandchildren. Therefore, they say adverts using older 
models might be disliked by older consumers. In their study they found that older 
consumers had a somewhat negative opinion about adverts including older models 
and that if older models should be used it is important they are positively por-
trayed and that the model looks healthy and preferably younger than his or her 
chronological age (Hellsten & Sychut, 2006). This is however contradictory to the 
findings from Folkesson et al. (2005) who found that older consumers want to be 
more frequently represented in adverts. In 2008, HUI presented a report on the 
consumption patterns and preferences of older consumers (over 55 years of age) 
in Sweden which found a tendency of Swedish retailers to neglect older consumers 
in marketing. HUI suggests that maybe a different type of marketing needs to be 
used in order to affect older consumers with a marketing message (HUI, 2008).    
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3 Methodology 

This chapter clarifies the research methods used in this thesis concerning the re-
search approach, secondary and primary data collection, including pilot study, con-
tent analysis and focus groups. Furthermore, generalizability, validity, reliability, and 
trustworthiness & dependability of the research findings will be discussed. 

3.1 Research approach 

Research can be conducted in three different approaches; inductive, deductive or 
abductive. Induction is an approach where a general proposition is made, based on 
the observation of facts (Kirkeby, 1990). Deduction departures from what is al-
ready known and is conducted through logical processing. Abduction is a mix of 
the both methods and analyses facts resulting in new terms and methods (Kirkeby, 
1990). This thesis will use a somewhat inductive approach since the issue being 
investigated is an area where rather little is known and therefore it is difficult to 
start out with what already is known. Instead the thesis will come to a conclusion 
based on the observation and analysis of facts.  

The purpose of research, can be divided into three areas; exploratory, descriptive 
and explanatory research. Exploratory research is research conducted in order to 
define the nature of a problem, often in order to gain more knowledge about it to 
be able to make a deeper study on it later on. Descriptive research aim on describ-
ing a phenomenon, this by asking for example, who, when, why, where, how ques-
tions (Zikmund, 2000). Explanatory research methods focus on explaining the rela-
tionships between variables, for example by statistical studies such as correlation 
analysis or to use qualitative data to explain why customers act in a certain way 
(Saunders et. al, 2007). Since this thesis have a two folded purpose the method for 
gathering data also need to be of two different types. The purpose of the pilot 
study was purely exploratory since it aimed on uncovering facts to facilitate for 
further investigation to build upon. The content analysis however, had a more de-
scriptive purpose as it, for example, aimed on discovering the frequency of how of-
ten Zoomers are included in printed advertisements. The purpose of the focus 
groups was to gain an understanding about the perception of older consumers, as 
well as younger consumers, had on the usage of older models in adverts.  This pur-
pose is thus explanatory since the aim is to understand what perception consum-
ers have and why. 

3.2 Choice of data collection 

There are two types of methods for data collection; primary data collection and 
secondary data collection. Primary data is data collected to fulfill the specific pur-
pose of the study being conducted and can be gathered by techniques such as in-
terviews, observations or experiments. Secondary data are data that has been as-
sembled in previous studies and thus is accessible in for example printed or elec-
tronic form (Saunders, Lewis & Thornhill, 2007).    

3.2.1 Primary data 

Primary data can be gathered in many ways, for example by conducting interviews, 
focus groups, experiments, observations (Saunders et al., 2007). In this study pri-
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mary data has been collect by two different primary data collection methods, due 
to that the thesis has a two folded purpose; firstly, to investigate the frequency and 
portrayal of Zoomers in printed adverts. And secondly, to gain an understanding of 
the perceptions held by older and younger consumers on the portrayal of Zoomers 
in adverts.  

Therefore, the first type of primary data collection method used, was a descriptive 
form of a content analysis on adverts in magazines. This is a type of visual analysis 
and the reason for choosing a descriptive content analysis as primary data collec-
tion tool in this thesis was fairly clear, since it seemed as the most appropriate way 
to uncover how frequently older characters appear in magazine adverts and how 
they are portrayed.  

The second type of primary data collection tool was focus groups with the aim of 
revealing the respondents perceptions and opinions about the usage and portrayal 
of Zoomers in adverts.  According to Morgan (1999) one of the greatest advantages 
with focus groups is the possibility for focus group members to share and compare 
their ideas and experiences, which is unusual to find in other research methods. It 
is an extraordinary opportunity to understand the target group and collect direct 
evidence of preferences and similarities and differences amongst the interacting 
discussion group. Due to the fact that the participants of the focus group will most 
likely find group interviews more interesting than individual interviews, the an-
swers will probably be more interesting and revealing (Morgan, 1999). 

The reason for choosing focus groups rather than interviews or questionnaires 
was that the authors wanted to engage the respondents in a discussion in order to 
uncover the respondents’ opinions and feelings. This would have been difficult to 
achieve in a questionnaire although it could have been managed in a face-to face 
interview setting. Albeit, an interview includes only one consumer and the re-
searchers perceived that it could be difficult for one interviewee to discuss the sub-
ject on his own, due to difficulty to remember or to connect events and thoughts to 
one another. The thought was thus, to conduct focus groups, which would let the 
researchers gain access to information they could not have gained in an interview, 
since focus group participants can become inspired of what other participants say, 
or further develop a statement made by other participants. Another issue with us-
ing face-to-face interviews would have been the difficulty of deciding which con-
sumers to interview. A flawed inclusion of one interviewee could bias the results. 
At least in a focus group setting, the risk of biased results due to a flawed inclusion 
of one focus group participant would not create as large bias, since the group con-
sists of several members who can agree or disagree with stated opinions. There-
fore, a focus group was determined to be the best data collection method to answer 
research question three and four, since it allows participants to discuss freely and 
build upon each other’s answers.   

3.2.2 Secondary data 

In this thesis, secondary data has been collected mainly by using the Jönköping 
University library. Books in physical form as well as electronic books and research 
articles have been utilized. Several reports from various Swedish institutes, such as 
Handels utrednings institute and Centrum för Konsument vetanskap, have also 
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been used.  Advantages of using secondary data are the easy accessibility and the 
vast amount of data readily available to a researcher. Disadvantages of secondary 
data is since it is gathered by another researcher to fit with another study, the data 
will never yield a perfect fit for the research at hand. This misfit can be due to the 
data consisting of out-dated information, variation between terms in the research, 
and different measurement techniques (Zikmund, 2000). To decrease the limita-
tions of secondary data, the secondary data collected has been as recent as possi-
ble and when possible the form of the original data has been changed to create a 
better fit with the thesis at hand.  

3.3 Sampling 

Due to the two folded purpose of this thesis, the sampling also has to be divided in 
two parts; 1) a content analysis of magazines and 2) focus groups with older and 
younger consumers. Firstly, the content analysis will be addresses, and thereafter 
the focus groups.  

To perform the content analysis, a sample of magazines needed to be selected. To 
narrow the sample, it was decided that the ten Swedish magazines with the largest 
distribution in 2009 should be included in the sample, since this was perceived to 
add relevancy to the thesis findings in a way that a random sample of magazines 
could not. This since a large distribution implies that many Swedes read those 
magazines and thus, the way in which Zoomers are portrayed should have a larger 
impact than if choosing magazines with a low distribution. Therefore, magazines 
with a large distribution can be argued to be of more importance to examine in this 
thesis than magazines with a low distribution, as these do not reach as many read-
ers. The sample included the current issue available in the store and the three pre-
vious issues.  

From Tidningsstatistik AB (Magazine statics AB) the Swedish magazines with the 
largest editions in 2009 were retrieved. From this sample several magazines were 
excluded; firstly, magazines only available for members and thus not accessible for 
the researchers were excluded. In this category for example Buffe, with a yearly 
distribution of almost 2 million magazines was excluded. Secondly; company mag-
azines only promoting one actor was excluded since it could yield biased research. 
In this category member magazines such as Kollega with a distribution of 484 000, 
and HSB Hemma with 441 000 was excluded (Tidningsstatistik, 2009). After this 
sample the following magazines were considered;  
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Table 2 The 20 largest weekly and monthly magazines 

Magazine  Number of issues sold 2009 

1. Allers  213000 

2. Hemmets journal 210800 

3. Land 209800 

4. Hemmets veckotidning 202800 

5. Ica curiren 170600 

6. Turist 168800 

7. Året runt 158800 

8. Båtliv 145300 

9. Svensk Jakt 142700 

10. Svensk damtiding 138900 

11. Illustrerad vetenskap 128300 

12. Hänt extra 128000 

13. Vi bilägare 127300 

14. Se och hör 121400 

15. Allas 117700 

16. Allt om mat 106700 

17. Feminina 103900 

18. Amelia 103200 

19. Hundsport 103000 

20. Sköna hem 90800 

 

The primary thought was to select the top ten of these magazines from the city li-
brary of Jönköping. After phone contact with a librarian it was determined that all 
the ten magazines were accessible on the library. Albeit, when visiting the library 
to perform the sample, only three of the top ten magazines was available and filed 
in the library. Therefore the magazine sample had to contain the ten magazines in 
the top 20 list that was available on the city library. These were; Land, Ica curiren, 
Turist, Illustrerad vetenskap, Allt om mat, Vi bilägare, Feminina, Amelia, Svensk 
damtidning and Sköna hem.   
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The members for the focus group were sampled by using a snowball technique. 
The technique is used when it is difficult to find members of a specific sample and 
starts by finding one respondent in a particular sample group. Disadvantages of 
the method can be bias due to a homogenous sample, since respondents are likely 
to recommend potential respondents that are similar to themselves. There after 
the respondent is asked to recommend someone in the target group that could be 
included in the sample (Saunders et. al, 2007). The snowball sample was achieved 
by asking a relative to one of the researchers to take part in the focus group. The 
participant recommended a friend who also agreed to take part. He in turn rec-
ommended another friend, and so forth until a full focus group was attained.   

Disadvantages of this method are that bias due to homogenous sampling can occur, 
since respondents are likely to recommend potential respondents that are similar 
to themselves (Saunders et. al, 2007). This possible bias was reduced by splitting 
up the participants who might know each other to focus groups on different dates. 

3.4 Pilot study 

In order to gain some basic knowledge about the area the researchers aimed to in-
vestigate in a full scale content analysis, a small pilot study was conducted. This in 
order to make sure the area really would be of interest to continue on with a more 
rigorous investigation. A pilot study is a type of exploratory research which uses a 
small study to gather some data in order to serve as a guide for a larger study 
(Zikmund, 2000). The pilot study was constructed as a small scale content analysis 
which gave some indications about the thesis topic and in what direction the thesis 
should move.  

For the pilot study a sample of at least 30 advertisements including models older 
than 55 years should be analyzed, in order the fulfill the theory of standard devia-
tion. In total 36 advertisements were analyzed from the following magazines or 
newspapers; Tara, Feminina, Kollega, Illustrerad vetenskap, Hem ljuva hem, Per-
sonlig utveckling och psykologi, Residence, Villaliv, Jönköpings allehanda, Student-
liv, Må bra and Jönköpingsposten. The following characteristics of the characters in 
the adverts were looked upon; type of product, role of the older character in the ad, 
if the older character was portrayed positively or negatively, and if the older cha-
racter was acting passively or actively in the advertisement. 

3.5 Content analysis  

A content analysis is a visual analysis form where data is observed and retrieved 
from various sources, such as reports, letters or advertisements. The observation 
and analysis is systematic in order to identify the information content or characte-
ristics of a message. The objective of a content analysis is to gain a quantitative de-
scription of the content of multiple communicated messages. The technique can 
emphasize various measurement variables, for advertisements these might for ex-
ample, be which color is most frequently used in the background, the roles of 
women, what words are used in the advertising message (Schroeder, 2002). This 
thesis will use content analysis as its observation method, since it is perceived to 
be the most appropriate method to use when gathering information about the con-
tent of advertising messages in printed media. The appropriateness is based on the 
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notion that this method is the only really proper method to use when analysis the 
content of advertising messages.     
 
The content analysis coding sheet (appendix, coding sheet 1) was inspired by ear-
lier research using content analysis to measure the frequency of older characters 
in advertisements (Kyung, 2008; Higgs & Milner 2006, Chen & Zhou, 1992). The 
content analysis began by retrieving 10 of the 20 largest Swedish magazines 
(based on number of sold magazines in 2009) that were available at city library of 
Jönköping. The researchers browsed through the magazines one by one, in turn. 
This means that two researchers browsed each magazine in order to minimize er-
rors. When in doubt if a character in the advert was older than 55 years, a consum-
er in the age group was consulted for an opinion, which further decreased the risk 
for bias. It should be noticed that it is the perceived age of the model in the advert 
that is analyzed, not the actual age of the model. This since in content analysis it is 
not important to know the actual age but rather how someone is presented by for 
example clothing, make-up, activity on so forth (Leeuwen & Jewitt, 2002). The age 
of the model was determined by three aspects; directly mentioned age (For exam-
ple “Eva 65 years”), not mentioned age but known (as in the case of a celebrity) 
and “look age” which is judged on the models appearance, clothing, body posture, 
face, hands and wrinkles. For each browsed magazine it was noted how many ad-
verts it included, how many adverts had analyzable characters in them, and how 
many of the analyzable adverts that included characters older than 55 years. To 
these adverts, the content analysis coding sheet was utilized. If the advert included 
analyzable characters was judged on the following criteria’s; it had to be a clearly 
analyzable human characters and close up shots (Chen & Zhou, 1992). Blurry 
shots, human shadow figures or very small figures in crowded adverts were disre-
garded.       

3.6 Focus group 

A focus group is a qualitative form of sampling primary data and usually consists of 
5-8 participants. It is important that the participants share some common charac-
teristics in order to be of relevance for the research. A discussion is induced by a 
moderator who guides the conversation and makes sure the discussion concerns 
the subject at hand. The participants can discuss freely, which allows the research-
er to attain in-depth knowledge that for example a questionnaire could not attain 
(Saunders et al., 2007). According to Edmunds (1999) the usage of focus groups in 
research is typically applied to gain a flow of input and interaction in relation to a 
specific topic, market campaign, advertisement, or new product. It has the advan-
tage of reflecting an understanding of perceptions, attitudes, motivations and feel-
ings of the target group (Edmunds, 1999).  

Four focus groups were conducted in this thesis. Two included younger consumers 
in the age 20 to 30 years, and two focus groups included consumers older than 55 
years. The participants were gathered by using snowball sampling (Zikmund, 
2000) where one participant was contacted by the researchers and who recom-
mended another participant and so forth. The four focus groups consisted of 5, 8, 6 
and 7 members respectively, one moderator and one researcher taking notes. The 
number of participants in the focus groups was fairly evenly distributed between 
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men and women, as well as occupations, in order to gain a diverse set of partici-
pants and thus a good discussion.     

The focus groups started with a small presentation of the context in which the the-
sis was written within and the structure of the thesis. The schedule of the focus 
group was also described as well as what time it would finish. Thereafter the focus 
group participants were offered coffee and sandwiches and asked to present them-
selves with name, age, occupation, in order to get to know one another.  

Once most participants had finished their coffee the moderator asked for the par-
ticipants permission to record the conversation, turned on the tape recorder and 
started the discussion. The moderator had a script with open ended questions for 
the focus group members to discuss and posed when needed additional questions 
to get further explanations or to invite less talkative participants to the discussion.  

All focus groups were finished by conducting an experiment inspired by the re-
search of  Kite et al. (1991) who did an experiment where younger consumers 
were asked to describe older consumers with a few adjectives. Based on these ad-
jectives they learnt that younger consumers had a stereotypical image of older 
consumers as unhealthy, inactive etc. Another study found that older consumers 
are less likely to see themselves in a negative manner compared to the younger 
consumers (Miele et al., 1991). Therefore, the study at hand perceived it as inter-
esting to do a similar experiment in the focus groups in order to detect similar or 
differing perceptions among the older and younger focus groups participants con-
cerning Zoomers’ roles as consumers.  The moderator asked the participants to in-
dividually write down five adjectives that they perceived in the best way described 
Zoomers as consumers.  

The focus groups discussions lasted for approximately one hour and once finished, 
the participants were thanked and assured they would be anonymous, and also 
promised to be sent a small summary of the thesis findings once the thesis was fi-
nished. All focus groups were held in Swedish since the participants were most 
comfortable with that language and would not be able to express themselves freely 
and accurately in English.  

3.6.1 How the empirical material from the focus groups were derived  

The focus groups’ conversations were recorded and consisted of an aggregate of 
roughly four and a half hours of discussion. The recordings were typed into Word 
to make up a transcript of the focus group conversations. This was a procedure 
which required a full day’s work per hour of recorded conversation.  

The transcripts were then scrutinized and the most important discussions and 
comments concerning the topic were summarized in a new document. These re-
vised transcripts were merged so that the transcripts for the two focus groups of 
consumers over the age of 55, as well as the two transcripts for the focus groups of 
consumers in the age span 20 to 30 years were merged into one summarizing 
transcript per age group. These new transcripts were scrutinized and browsed for 
discussion on certain themes, such as portrayal of Zoomers in adverts, when not to 
use Zoomers in adverts, Negative portrayal of Zoomers, and so forth. The most im-
portant discussions and comments under each theme were rewritten to a flowing 
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text body and translated to English, to be included in the empirical finding sections. 
Some valuable quotations that really pinpointed a certain opinion were translated 
from Swedish to English word by word.     

3.6.2 Focus group limitations      

There exist limitations with using focus groups in research as it does with almost 
all sampling methods. One drawback is that the moderator of the focus group plays 
a crucial role and can therefore significantly create biases into the proceedings and 
lead the discussion according to her/his preferences and opinions. Further, to 
structure a random sample can be difficult and the responses of those that did not 
participate in the discussion are likely to be different to those who do participate 
(Fern, 2001). To reduce the moderator bias, the researcher with the most expe-
rience in the area was selected to take the role as moderator and also acted as 
moderator for all four focus groups. The moderator also read up on literature on 
how to be a moderator for focus groups in order to avoid the most common mis-
takes. Also, a script was constructed by the researchers prior to the focus groups to 
make sure the moderator should focus the discussion to the most important areas. 
Another limitation is that participants may be reluctant to state their real opinions 
due to, for example, embarrassment, insecurity of their anonymousness, or a de-
sire to not disagree with other participants (Saunders et al., 2007). This is a possi-
ble bias of focus groups that are difficult to completely avoid, but the researchers 
tried to minimize this by guaranteeing the anonymity of the participants, highlight-
ing that there were no right or wrong answers and that the participants should not 
be afraid to state their opinion. However, even though a focus group can be limited 
as participants may not be completely truthful, it was considered that the advan-
tages gained by using focus groups, were deemed as higher than the disadvantages 
and thus the decision was to conduct focus groups.  
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3.6.3 Focus group participants  

Below follows a table (table 3) of all the participants from the two focus groups of 
consumers older than 55 years; 

Table 3 Focus group participants older than 55 years 

 

 

 

 

 

 

 

 

 

 

Below follows a table (table 4) of the participants from the two focus groups of 
consumers younger than 55 years old; 

Table 4 Focus group participants aged 20-30 years 

Sex Age  Occupation  
Man 29 Store man  
Woman 22 Student  
Man  25 Student  
Man 28 Nurse 
Woman 25  Accounting clerk  
Woman 24 Accounting economist  
Woman 25  Accounting economist   
Man 24  Job-seeker 
Woman 25  Student  
Woman 24 Student  
Woman 25 Accounting clerk 
Woman 25  Accountant  
Man 22 Self-employed mechanic 
 

 

 

Sex Age  Occupation  
Man 57 Self-employed painter 
Woman 58 Assistant nurse 
Man  71 Retired CEO 
Woman 69 Retired hotel owner 
Man 56  Train driver  
Man 59 Retired mechanic 
Woman 70  Retired hotel owner 
Man 63  Doctor 
Man 55 Shop salesman 
Man 55 Mailman and ombudsman 
Woman 62 Retired head of information on Swedish postal service 
Woman 58  Distribution manager  Swedish postal service 
Woman 55 Nurse 
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3.7 Data analysis 

In order to transform the raw data from the content analysis coding sheet it had to 
be processed in a computer program in order to be more easily comprehended. To 
achieve this, the raw data was processed in a data processing program called Sta-
tistical Package for the Social Science (SPSS), which was accessible through 
Jönköping International Business School.  

The first step in the data entry process were to assign each content analysis coding 
sheet with a unique identification number which ranged from 1-94, corresponding 
to the total number of analyzed advertisements. To facilitate for the data entry, the 
content analysis form were pre-coded by numbering the questions in the coding 
sheet as well as assigning the alternatives to each questions with a number.  

The data entry process began in the variable view window in SPSS were each ques-
tion were given a name, label and values. The name corresponded to an abbrevia-
tion of the question at hand, the label of the actual words making up the questions 
and the values were given numerical codes. For example, the first question in the 
content analysis coding sheet; “Target audience of advert?” were the label, and giv-
en the name “targaud1”, and the values were “Above 55 years= 1”, “Below 55 
years= 2”, and “All ages= 3”. The same procedure was conducted for each question 
in the form with a slight modification due to structure of the question and alterna-
tives.  

In the data view window the data entry process began. The researchers took the 
roles as reader and typist, the reader reading 3-5 of the pre-coded numbers at a 
time aloud, and the typist typing them into the data view window. The data entry 
took approximately 6 hours to conduct.    

Next, the whole data set were searched for missing values and errors by using spe-
cial SPSS applications appropriate for this purpose. A few missing values and er-
rors were discovered and the correct values were retrieved from the content anal-
ysis coding sheets and entered into the cell with the missing values or errors. Once 
the data set were free from errors and missing values the researchers made a first 
exploration of the data to get an overview and to determine what results should be 
included in the empirical findings. The data from the content analysis was pre-
sented in tables, bar charts and pie charts.   

3.8 Generalizability 

Generalizability describes to what extent the results and study can be applicable to 
other settings (Saunders et al., 2007). The groundwork for the current views of ge-
neralizability was laid by Campbell and Stanley (1963). They included settings, 
populations, measurement variables, and treatment variables to the concept of ge-
neralizability and in what extent the effect can be generalized (Campbell and Stan-
ley, 1963). The way the research is conducted and the chosen research methodolo-
gy, affects the level of generalizability and possible future usage of the research as 
a framework. (Huberman & Miles, 2002).  

The findings from this thesis can to some extent be generalized, at least to other 
Scandinavian countries, due to a similarity in culture between the countries. How-
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ever, mainly the results from the content analysis since that is a quantitative study 
and thus more easy to generalize than the qualitative findings from the focus 
groups. Rather than to be able to generalize to the whole population, the  aim of 
this thesis is to uncover indications concerning how Zoomers are portrayed in ad-
verts and implications for further research.  

3.9 Validity 

This term refers to which extent the findings are interpreted in a correct and truth-
ful way that represents reality (Kirk & Miller, 1986). According to Zikmund (2000) 
validity is that the forms of measurements in the study at hand measure what it in-
tend to measure. There exist three different approaches to validity; criterion validi-
ty, face validity, and construct validity. Criterion validity refers to trying to establish 
a connection between a criterion and a measurement. Face validity is an approach 
where the congruence between the research object and the measurement is in-
dented to be investigated. Due to the fact that the judgment is based on the re-
searcher, this approach can lead to less validity. Finally, construct validity is how 
well a measure can verify the different hypotheses that are taken from the theory 
(Zikmund, 2000). 

In this thesis, the issue of validity mainly concerns the conducted content analysis. 
The content analysis coding sheet was constructed based on previous research by 
being inspired by different scientific articles to ensure that the right variables were 
examined (Kyung, 2008; Higgs & Milner 2006, Chen & Zhou, 1992). This can be ar-
gued to increase the level of validity since it ensures that the right variables are 
measured. In the focus groups the moderator used pre-determined questions to 
ensure that the right areas were discussed and thus that the correct information 
was retrieved. The focus group discussion was also, partly, inspired by previous 
studies (Folkesson et al., 2005; Hellsten & Shycht, 2006).  

3.10 Reliability 

In research, reliability is to what degree the results are independent of outer and 
accidental circumstances of the research (Kirk & Miller, 1986). Reliability is how 
accurate a measurement is in attaining the same results over and over again. Per-
fect reliability would be to conduct a test several times and get the same outcome 
each time (Saunders et al., 2007). Validity and reliability are not completely de-
pending on each other or symmetrical. It is possible to achieve perfect reliability 
and having no validity at all. However, to obtain perfect validity is not even theo-
retically obtainable, therefore, social science has focused on using research tech-
niques that are creating reliability (Kirk & Miller, 1986). That is, reliability is basi-
cally how credible it is that another researcher could replicate the study. 

This thesis used both primary and secondary data and concerning the secondary 
data the reliability can be considered to be high. This since the secondary data was 
retrieved from scientific articles which are peer-reviewed prior to publication and 
from governmental reports. Therefore, the data from the secondary sources are 
perceived to be trustworthy and reliable.  
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Albeit, the issue of having a high level of reliability in the primary data collection is 
more complicated, and therefore there is a need to explain how this thesis handled 
the reliability issue. This thesis used a content analysis and four focus groups to 
collect the primary data, and these data collection methods might be a threat to the 
reliability. Reliability concerns four main issues; firstly, subject or participant error, 
subject or participant bias, observer error and observer bias (Saunders et al., 2007).  

Concerning first threat; the participant or subject error, this only concerns the con-
ducted focus groups in this thesis. It is however, difficult to decrease it, because it 
is difficult to know if what is stated by the participants is true or not. Albeit, by us-
ing triangulation, this error can to some extent be decreased. That is; to compare 
the results from the different focus groups with the other focus groups and with 
previous research and put minor emphasizes on statements made by only one par-
ticipants and which did not find any support in literature.   

The second threat, the participant or subject bias, was decreased by making the fo-
cus group members comfortable by serving refreshments, describing the purpose 
of the study, the schedule of the focus group, that they were anonymous and there 
exists no right or wrong answers. Thereby, the researcher hoped that the partici-
pants would give truthful answers and thus believed that the risk of participant bi-
as might have been decreased, but of course not eliminated.   

The third threat, observer error, is valid in both the content analysis and the focus 
groups. Concerning the content analysis, the threat was minimized by developing 
an extensive coding manual prior to making the content analysis, in order to make 
sure that both researchers would use the same criteria’s to code the adverts. If un-
certainty still arose, the researchers consulted each other and added the new rule 
to the coding manual, and also made sure previous adverts were in line with that 
rule. (This could be done since each advert were photographed and saved on a 
computer, to be accessible in case of a need to be examined again). Also, two re-
searchers browsed each magazine to make sure the accurateness of adverts ex-
amined and the accurateness of the coding on the coding sheet. In the focus groups, 
the risk for observer error was decreased by having a predetermined interview 
guide and having the same moderator for all focus groups, and thus decreasing the 
risk of posing questions differently. However, the interview guide was semi-
structured which means that the moderator added additional questions when 
needed, which might reduce reliability since those questions are not on the inter-
view guide and can thus not be replicated in a new study.  

The fourth threat; the observer bias, was in the content analysis decreased by sav-
ing all photographs of the examined adverts and the content analysis coding 
sheets. Consequently, all material was saved if the study needs to be reproduced. 
Also, the researchers simultaneous interpretation of the results further decreases 
the observer bias. The focus groups were tape recorded and transcribed, which 
would facilitate for a reinterpretation of the results, which increases reliability. 
The interpretation of the focus group transcripts were co-interpreted by the re-
searchers to further decrease observer error.   
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3.11 Trustworthiness and dependability 

According to Lincoln and Guba (1985) trustworthiness concerns the accuracy of 
the findings or for example that the researchers correctly cite the respondents ac-
cording to what they said. It is of great importance that representing the respon-
dents incorrectly is minimized in order to generate trustworthy findings (Lincoln 
& Guba, 1985, cited in Lietz, Langer, & Furman, 2006). In order to ensure that no 
data from the focus groups were lost, all focus groups were recorded and then ma-
nually transcribed. Notes were also taken by one researcher during the focus 
groups to make sure that no data would be lost even if the audio recording would 
be lost or not work properly. The most important discussions from the focus 
groups were translated from Swedish to English and some quotations were trans-
lated word by word. This might create some translation bias, however, the re-
searchers tried to translate the quotations in an accurate manner as possible and 
consulted each other as well as dictionaries when uncertain of the correct transla-
tion.  

Performing  studies and research on humans are a complex process and the issue 
of dependability has to be taken into consideration. Dependability concerns the na-
ture of humans; that the flexibility and likeliness of humans not being consistent to 
what they say and do. Dependability of focus groups results can be due to the 
mood of the participants, the type of questions posed and who is posing the ques-
tions (O’Leary, 2004). However, the authors took dependability into consideration 
in the focus groups by keeping the groups professional and follow certain routines 
in order to not affect the moods of the participants or in any other way affect the 
results. Dependability is still an issue dependent on the human nature, and it is 
thus difficult for the researchers to affect the consistency or inconsistency in the 
responses from the focus group participants.   

3.12 Limitations 

One limitation of this thesis could be that the moderator of the focus groups had 
limited experience. The focus group discussions could probably have been im-
proved if a moderator with more experience had been in used. However, the re-
searchers tried to decrease this limitation by reading up on the issue of acting as a 
moderator in order to avoid the most common made mistakes, as well as choosing 
the one of the researchers with the most experience in constructing focus groups 
to be the moderator.  

Another limitation is that the content analysis could have been analyzed in a more 
statistical manner, by for example making a correlation or regression analysis. 
However, this is not needed considering the purpose of this thesis which is to do a 
descriptive content analysis, and to use that as a framework for the focus group 
discussions.  

Other limitations can be connected to the choice of magazines for the content anal-
ysis, where it could have been valuable to include other magazines. However, the 
researchers wanted to analyze the ten largest weekly and monthly magazines in 
Sweden but this was limited to 10 of the 20 largest magazines due to accessibility 
reasons. Albeit, the researchers were aware of this limitation and therefore care-
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fully created a framework of criterions for the selection of magazines to minimize 
the risk of bias depending the choice of magazine. The aim was to choose maga-
zines that target a broad age group which was achieved with help of the frame-
work. 

A fourth constraint of this thesis can be sample size of analyzed adverts in the con-
tent analysis. Although, in comparison to similar studies in the same field of re-
search, the sample size of the study at hand can be seen as extensive enough since 
it still is larger than many other content analysis’. 
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4 Pilot study 

This chapter describes the findings from the pilot study which was constructed in or-
der to assemble information to be able to construct the content analysis coding sheet 
and the focus groups.   

In order to gain a basic understanding of how frequent and in what manner con-
sumers older than 55 years are portrayed, a small pilot study was conducted. The 
authors browsed magazines and newspapers in order to find advertisements in-
cluding characters perceived to be over the age of 55 years. Each magazine or 
newspaper included approximately one to three adverts with characters in the in-
vestigated age group. The following characteristics of the characters in the adverts 
were looked upon; type of product, role of the older character in the advert, if the 
older character was portrayed positively or negatively, and if the older character 
was acting passively or actively in the advertisement. 

The thought was to find at least 30 advertisements featuring a +55 aged character, 
and in total 36 advertisements was found. The newspapers and magazines analy-
sed were; Tara, Feminina, Kollega, Illustrerad vetenskap, Hem ljuva hem, Personlig 
utveckling och psykologi, Residence, Villaliv, Jönköpings allehanda,  Studentliv, Må 
bra and Jönköpingsposten. The newspapers and magazines were selected by pure 
convenience sampling in order only to serve as a small pilot study to give some 
general knowledge of how older characters are portrayed in Swedish printed me-
dia.  

The product areas the older characters were included in were very diverse. The 
product categories are showed in the table below where the Zoomers were found 
(table 5). The most frequent product category was housing and garden with 10 ad-
verts, which included adverts for housing, home electronics, gardening tools, fur-
nishing and so forth. The second most common product category was Health and 
body grooming products which includes for example body lotions, medicines and 
weight loss programs. In third place were advertisements for food and vehicles.    
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Table 5 Pilot study; product categories of Zoomer adverts 

Product category;  Number of adverts; 

Courses  2 

Civic information  1 

Dating service 1 

Retirement saving 1 

Clothing 2 

Housing and garden 10 

Travel 2 

Health and body grooming products 7 

Lottery 2 

Food 3 

Vehicles 3 

Funeral services 1 

Associations 1 

 

 

Next issue was to determine the role of the older character in the advertisement. 
The different roles the Zoomers were presented as and further in how many cases 
of these roles in the adverts, are presented in the table below (table 6). As can be 
seen, the most common role for an older character in the pilot study was to be in-
cluded in a small picture, a profile picture, acting as a seller, expert or a customer 
and giving some kind of statement concerning the product. This might in an advert 
promoting a car dealer, be a picture of a seller, his name and phone number. Or for 
a medicine a picture of an older character dressed in a doctor coat, or as a picture 
of a customer making a positive statement of the product and its great effects. The 
second most common role was the older character presented as of equal impor-
tance to the rest of the advert, and the third most common role was of the older 
character as a small figure in the fore or background. Also notable is that three ad-
vertisements included celebrities.  
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Table 6 Pilot study; Role of Zoomer in advert 

The older character was portrayed as…  Number of advertisements 

... an expert, customer or seller 12 

…in the centre of attention in the advertisement  6 

…as of equal importance as the rest of the ad 8 

…as a small figure in the fore or background 7 

The older character was a celebrity 3 

 

The 36 advertisements were also scrutinized concerning the activity of the charac-
ter. In 15 of the advertisements it could not be told how active the character were, 
due to the advertisement for example only showing a head shot. A character was 
perceived as active if he or she were standing, walking, swimming or running, 
something indicating a movement or at least mobility. Inactivity was denoted by 
the character lying down or sitting. Of the remaining 21 advertisements 13 of the 
included an active older character and eight included an inactive older character.  

Finally, the pilot study looked upon in what manner the older character was por-
trayed and found five advertisements out of the 36, in which the older character 
was depicted in a negative manner. These five will now be described. One of the 
five adverts was an advertisement for a firm conducting beauty surgery and shows 
two pictures of an older woman, one before surgery, and one after surgery shot. 
The before shot show an older woman with wrinkles and age spots in the face. The 
after shot shows the same woman almost without any wrinkles and age spots.  

Another advertisement is an advert promoting  gardening furnish and shows four 
older characters sitting outside at a table and playing cards, laughing and drinking 
whiskey. One of the women in the advert is heavily overweight, almost dangerous-
ly obese. She is red in the face, has more than three double chins and raises her 
glass for a refill of whiskey. She is dressed in a frumpish way with cardigan and a 
hat.  

The third advert, is advertising an online dating service and does this with a pic-
ture of a 55+ aged, fat man, jumping around in a pink ballerina skirt, white panty 
hoses, and with an exhausted smile on his face.   

The fourth advertisement that depicts older characters in a negative manner was 
found in a magazine targeting purely students. It is a whole page advert it shows 
only a head shot of on older man in a suit and tie. He is wrinkled and is completely 
bad. He looks straight into the camera. He looks stern, boring, old fashioned, stiff 
and grumpy. The text below his asks the reader if this man can represent the read-
er in the EU parliament and encourages the reader to vote in order to prevent 
more oldies from getting a place in the parliament.  
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The fifth advertisement promotes a home and furnishing fair and has a picture of 
older characters, one man and one woman. They look happy but are portrayed in a 
comical and ridiculing manner. They look poor, toothless and appear to wear old 
and worn out clothing. The man and the women have grey hair and look slight old-
er than they really are due to the clothing, postures and hair color. Although, they 
are smiling but look absent minded. There is something offensive about the adver-
tisement.       

To summarize the findings from the pilot study, one can start out with stating that 
the usage of older characters in printed adverts at least does not seem to be un-
common in Sweden, and older characters seem to be represented in diverse prod-
uct groups. They were most commonly included in advertisements for products 
used in the house and garden as well as for health and body grooming products. 
The most common role for the older character was to be included with a head shot 
in a small photo, in order to represent an expert, seller or customer, probably to 
give the product trustworthiness. Of the total pilot study set, only 21 advertise-
ments included older characters that could be judged concerning their activity lev-
el. 13 characters were active and 8 were inactive, which indicates a slight over-
weight to activeness rather than inactiveness. The last issue of the pilot study was 
to investigate in what manner the older character is portrayed generally. Five ad-
vertisements portrayed the models negatively by portraying them as alcoholics, 
obese, comical, ugly, poor, old fashioned and in an unattractive manner. If doing a 
simple percentage calculation (5/36= 13,8) the percentage of older characters be-
ing presented in a negative manner is 13,8%. This is however a too small sample to 
make any accurate implications from, it must thus be investigated further with a 
larger sample.     
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5 Empirical findings and analysis of the portrayal of 

older consumers 

This chapter includes the empirical findings and analysis of the first part of the two 
folded purpose of this thesis; to do a content analysis of how consumers older than 55 
years are portrayed in adverts in the largest Swedish magazines. The section answer-
ers the first and second research question, starting with section 5.1; the frequency of 
older consumers in printed adverts and finishing with 5.2; the portrayal of older con-
sumers.  

5.1 Frequency of older consumers in printed adverts 

This section deals with research question one; how frequently do printed adverts in-
clude characters that are perceived to be older than 55 years? The research question 
will be answered by presenting and analyzing empirical findings from the magazine 
content analysis.  

 

The empirical findings for the content analysis were derived from four editions of 
10 weekly or monthly Swedish magazines. That yields a total number of 40 inves-
tigated magazines. The magazines were browsed and the number of adverts was 
noted as well as the number of adverts containing analyzable human characters as 
well as the number of adverts containing human characters perceived to be older 
than 55 years. The 40 magazines included a total of 2232 advertisements, of which 
664 included analyzable human characters, and 94 contained characters perceived 
to be older than 55 years (see table 7 below). By dividing 94 by 664, the frequency 
of older characters in adverts containing human figures is determined to 14,16 
percent.  

Table 7 Content analysis table 

Magazine 
No. of ad-
verts  

No. of  adverts with analyzable charac-
ters 

Adverts with 
+55 

Allt om mat 197 32 6 

Amelia 350 152 15 

Vi bilägare 119 25 5 

Illustretad vetenskap 26 7 0 

Feminina 249 100 6 

Sköna hem 492 107 5 

Turist 181 69 9 

Land 268 46 16 

Svensk damtidning 62 28 8 

Ica kuriren 288 98 24 

  2232 664 94 

 

Concerning the first research question, which aims on determining the frequency 
by which consumers older than 55 years are included in printed adverts, the re-
sults from the content analysis indicate that they are represented in 14,16 percent 
of the advertisements. This can be interpreted as a fairly high number if one were 
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not knowledgeable in the field. However, if one first compares the frequency per-
centage of consumers older than 55 years to the total percentage they make up of 
the Swedish population, then the issue becomes interesting. Swedes older than 55 
years make up 30,94 percent of the population and is as indicated by the magazine 
content analysis represented in 14,16 percent of printed advertisements. This is 
consistent with the report from HUI (2008) that stated that older consumers in 
Sweden are neglected in marketing. The authors of this thesis have found evidence 
in the current study that supports this statement. The study at hand concludes that 
consumers over the age of 55 years are underrepresented in printed advertise-
ment in the biggest magazines in Sweden. However, if this also is the case in other 
types of marketing cannot be argued, although the study at hand can be perceived 
as an indication, on how consumers older than 55 years are represented also in 
other types of marketing in Sweden. Thus, further research needs to be conducted 
in this issue in order to draw conclusions concerning non printed adverts. The un-
derrepresentation of Zoomers is consistent with the notion presented by Zhou and 
Chen (1992) that marketers and advertisers sometimes avoid including older cha-
racters since the use of older characters might hurt the company and brand image 
and thus, yield losses of the younger segment. The current research implies that 
this notion might also be true in a Swedish context. This could be further investi-
gated by qualitative research such as interviews with marketing and advertiser di-
rectors. 

Furthermore, this percentage can be compared to international studies (table 1, in 
the background section) where the results of older consumers representation in 
adverts range from 2,6 percent to 26 percent (Carrigan & Szmigin, 1998; Kyung, 
2008; Zhou & Chen, 1992; Higgs & Milner, 2006; Greco, 1988; Peterson, 1992). In 
that comparison, the results derived from the content analysis end up somewhere 
in the middle, which means that older characters are included in Swedish maga-
zine advertisements both more and less than in other countries.  

However, it could be argued that consumers over the age of 55 years are victims of 
discrimination due to the low amount of printed adverts in which they appear, if 
compared to the portion of the population of the society that they make up. If a 
population group is discriminated that in itself is an important issue, but not the 
focus of this thesis. Although, one should take into account the sheer size of this 
population group, the fact that it is growing rapidly and the large amount of pur-
chasing power that it contains. For marketers, advertisers and companies; to con-
struct adverts in a manner that this population group finds attracting might be a 
good strategy since they are a large group of the population and have a large pur-
chasing power which means that they have the potential to be an important cus-
tomer segment. Thus, the questions to ask concerning this issue is instead; is the 
percentage of 14,16 enough or would consumers experience a higher level of un-
conscious recognition towards models of their own age in advertisements and thus 
make more purchases? An important factor for successful and affecting advertise-
ments is according to Kotler et al. (2005) that the potential consumer is able to 
identify himself or herself with the message and the character of the advert. There-
fore, if the potential consumer is not able to identify themselves with the advert, 
the risk of not noticing the advert occurs. This means that if the Zoomers are in-
capable of identifying themselves with the characters used in the adverts, then 
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their consumption level might be less than it would be if more characters older 
than 55 years would be included.  

Finally, the answer suggested by the current study to research question one; how 
frequently do printed adverts include characters that are perceived to be older 
than 55 years, is that Zoomers are included in 14,16 percent of Swedish adverts. 
The percentage is consistent with previous research since previous research show 
evidence of both higher and lower percentages. The age group over 55 years of age 
is 31 percent of the Swedish population, and therefore it can be concluded that 
Zoomers are underrepresented in adverts. However, it can be argued whether or 
not this underrepresentation is an important notion or not.   

5.2 Portrayal of older consumers  

This section deals with research question two; how are characters over the age of 55 

portrayed in printed adverts? The research question will be answered by presenting 

and analyzing empirical findings from the magazine content analysis. At the end of 

this section a small summary of the findings concerning research question two will be 

presented.   

 

The first factor considered in the content analysis was the target audience of the 
examined advertisements. The target customer group was broadly divided into 
‘above 55 years’, ‘below 55 years’, and ‘all ages’. The first advertisement group in-
cluded adverts that evidently were targeted to an older age group. The alternative 
‘all ages’ were used for various advertisements that appeals to a broad audience, 
such as cars, travel, furniture. Below 55 years were supposed to be a group of ad-
vertisements targeting a specific group younger than 55 years, with products not 
appropriate for consumers older than 55 years, such as teenage facial soap, theme 
parks, or military service adverts. The reason behind including the category ‘below 
55 years’ was that an older character might be included in the advert, to for exam-
ple, be portrayed as a caricature, or to give a feeling of trust. However, no adver-
tisements were found that fitted into this category. The issue of including the ad-
verts’ target group was perceived to be interesting issues for the authors since it 
would be interesting to see whether or not, older characters are included in adver-
tisements only to appeal to older consumers. As can be seen in chart 1 appendix, 
83 percent of the adverts that included an older character were targeted to a broad 
age group. 17 percent of the adverts were perceived to be targeted to an age group 
older than 55 years, for example advertisements concerning home mobility aid and 
vitamins customized for the age +55. Previous research has shown that older con-
sumers mainly are used in adverts promoting ageing associated products (Carri-
gan & Szmigin, 2001), this is however, something the current study cannot sup-
port. This since the content analysis showed that in Sweden, older models are only 
used in adverts targeting an older age group in 17 percent of the printed adverts. 
Thus, in 83 percent of the adverts older characters were used to promote products 
targeting a broad age group, and this could not be considered to support the re-
search of Carrigan and Szmigin (2001). This can be interpreted that it is fairly ac-
cepted in Sweden to use older characters in adverts targeting a broad age group. In 
turn this is positive since older consumers are  more likely to be attracted to and 
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able to identify themselves easier with characters perceived to be in the same age 
as themselves.  

Another investigated issue was the size of the advertisement (appendix, chart 2). 
37 percent of the adverts including older characters were a whole spread or a full 
page advert. 31 percent was a half page, 16 percent a quarter page and 16 percent 
an insert or 1/8 of a page. If adding up the two first categories it can be stated that 
68 percent of the adverts including characters older than 55 years were of the size 
spread, full page or half a page. These results imply that Zoomers are not only used 
in smaller inserts, but also in large adverts.  

 

Figure 3 Product categories of adverts 

Concerning what product category (figure 4, above) the older characters were 
promoting the coding sheet included an open question, and the various products 
were divided into ten product categories; Travel and accommodation, food, cloth-
ing, entertainment, housing, health, cars, beauty enhancement, mobility aid and 
other (funeral arrangements, life coaching, divination etc.). Life coaching and divi-
nation in the category of other can be connected to previous research, the fourth 
factor in the five key factor theory, that concludes that the older age segment val-
ues personal growth and wants to be portrayed as still developing individuals (Le-
venthal, 1997). Therefore, adverts for these areas of products or services can be 
assumed to be successful to advertise towards Zoomers. 

The most common categories were travel and accommodation and health (figure 4, 
above), which each had a percentage of 20 percent of the investigated adverts, the-
reafter the most common category was beauty enhancement (for example weight 
loss products, and cosmetic surgery) with 13 percent and entertainment with 12 
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percent and clothing 6 percent. In the bottom food and cars are situated with 4 
percent each.  When scrutinizing the product bar chart, it is evident which two of 
the product categories are the largest; Travel and accommodation and Health. 
However, the categories Health and Beauty enhancement, which was the third 
largest category, are somewhat similar. This since the category Health included 
products such as vitamins and medicines in order to improve the level of health in 
some way, and the category Beauty enhancements included products such as skin 
care, weight loss, and cosmetic improvements. Thus, adding up the percentage of 
those two product categories, it adds up to 32,98 percent (20,21 + 12,77), which 
clearly is the largest product group. One conclusion drawn from this can be that 
Zoomers are most frequently represented in adverts promoting some kind of 
products or services improving the body. Thus, the most common theme in adverts 
including older models is to, in some way, improve the appearance of the human 
body, or reduce signs of ageing. This is interesting since some research state that 
older models mostly are included in adverts promoting products with the aim to 
reduce signs of aging (Zhou & Chen, 1992). That also seems to be a trend in Swe-
dish adverts.   

 

Figure 4 Number of characters in adverts with older model 

For the number of characters in the adverts the following were discovered (figure 
5, above); 35 percent included one character, 19 percent two characters, 11 per-
cent 3 characters, 32 percent four to nine characters and 3 percent more than ten 
characters. That is, by adding all bars where the older consumers is accompanied 
by others, then in 65 percent of the adverts the older character is accompanied by 
others. To summarize; the older model is accompanied by others in 65 percent of 
the adverts which means that in a majority of the adverts including older models, 
the Zoomers are accompanied by other models. This can be interpreted as that 
marketers are careful with the usage of older models in adverts, and thus make 
sure that the older model is not alone in the advert, but rather surrounded by 
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people in different ages. The reasoning behind this might be that marketers are 
afraid that younger consumers might be alienated by an advert only including an 
older model which previous reach implies (Greco et al., 1997; Deutsch et al., 1986; 
Mathes et al., 1985; Maziz et al., 1992).  Therefore, marketers include also younger 
models in adverts with older models in order to appeal to both younger and older 
consumers and not risk to be perceived as a brand only for older consumers. 

The people surrounding the older character was divided into groups depending on 
their perceived relation to the older character (appendix, chart 5,), and in 26 per-
cent of the adverts the company was perceived to be family or relatives to the old-
er character. In 7 percent of the cases, the older character was surrounded by non 
family members in their own age, in 30 percent of the cases non family members 
younger than themselves and in 38 percent of the adverts by non family members 
of own and other age. This implies that in 93 percent of the adverts, the older mod-
el is surrounded by either models younger than themselves or family members. In 
only 7 percent of the adverts, they are merely accompanied by friends in their own 
age. This shows that Zoomers are included in adverts either in order to create a 
sense of a family feeling or to emphasize that the product is suitable for all ages.   

 

Figure 5 Number of older models in examined adverts 

 

Out of the adverts in which the older character was accompanied by other charac-
ters, 43 percent included only one character older than 55 years, that is the older 
model itself that is in focus of the content analysis (figure 6, above). By adding the 
three remaining bars in the chart above, the remaining 57 percent included two or 
more characters older than 55 years. This means that with a slight majority (57 
percent), adverts that include a model older than 55 years, also include at least one 
older model. So, in 43 percent of the adverts, the older model is the only model in 



 

 
48 

the advert older than 55 years. One interpretation can be that either an older mod-
el is portrayed alone in an advert, or together with for example a spouse in the 
same age, since these to bars equals 73 percent.   

When the older character is surrounded by other characters, the older character is 
perceived to be equally important in relation to the others in 85 percent of the cas-
es (appendix, chart 6). The importance of the older character in relation to the 
whole advert was also examined and in 60 percent of the cases the older character 
were equally important as the whole advert and in 7 percent of the cases they were 
perceived to be unimportant (appendix, chart 7). In 34 percent of the adverts the 
older character had a major role, 52 percent a minor role, 10 percent a background 
role, and finally 4 percent had a role as being part of a crowd (appendix, chart 12). 
This shows that the older models included in adverts play an equally important 
part as do other models in the adverts. This is an important finding since it shows 
that older consumers are not discriminated against by only being represented in 
the adverts as for example a background figure.  Instead, the current study finds 
indications that when an older model is included in adverts, it is in order to 
achieve a specific purpose and actually send a message, not only to play a minor 
role.  This is also supported by the content analysis results of the role of the older 
model and the importance of the older model in relation to the whole advert and 
its contents. This since in 60 percent of the cases the older model was equally im-
portant as the rest of the ad (appendix, chart 11), and had a major role in the ad in 
34 percent of the cases (appendix, chart 12).  Thus, the discussion can be summa-
rized by stating that when older models are used in adverts, they take a fairly im-
portant role.  

In 56 percent of the adverts the gender of the older character was male and 44 
percent female (appendix, chart 8). That is, the content analysis showed a slight 
majority of older men being included in adverts more frequently than older wom-
en. Interestingly enough, this is the case even though a majority if the investigated 
magazines are targeted more towards women than men. Due to this, the authors 
assumed that women should have been discovered to be in majority in the ex-
amined adverts. However, the content analysis shows that this is not the case. This 
distribution can be explained by previous research (Bellizzi & Milner, 1991; 
Barthel, 1988), on how men and women react to adverts, which determines that 
for gender neutral products, the best strategy is to use men rather than women in 
adverts. This since men tend refrain from purchasing gender neutral product since 
they do not want to be associated with feminine products. The results from the 
current study, that older men are included more frequently than older women in a 
Swedish context, is in line with previous research, and can thus be perceived to be 
reliable.          

Concerning the general portrayal of the older characters, in 95 percent of the ad-
verts the older character was portrayed in a positive manner and 5 percent was 
perceived to be portrayed in a negative manner (appendix, chart 9). The discussion 
can be started by examining the percentage of how often Zoomers are negatively 
portrayed. This is only the case in 5 percent of printed adverts, and might thus be 
considered to be of minor importance since the number is so low. Instead, Zoo-
mers in Sweden are in 95 percent of adverts portrayed in a positive manner in 
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which they appear to be strong, healthy and content with their life. This is contra-
dictory to international previous research, which state that older consumers are 
often or sometimes portrayed in an unfavorable and stereotypical manner by be-
ing portrayed as inactive, unhealthy, uneducated, naïve, weak, stupid or as comical 
characters used to make an audience laugh (Peterson, 1992; Leventhal, 1997; Car-
rigan & Szmigin, 2001; Tréguer, 2002). A more extensive discussion on this subject 
will be presented based on the focus group discussion under the third research 
question.     

In 31 percent of the adverts the character older than 55 year had a role as acting as 
themselves by being a customer, seller, celebrity, or expert (appendix, chart 13). 
The remaining 69 percent was ordinary models hired to promote a product in an 
advert. When the models older than 55 years are acting as themselves, 41 percent 
are an expert, 24 percent customer, 24 percent seller, and 10 percent a celebrity 
(figure 7, below).  

 

Figure 6 Role of older model when being themselves 

This means that in one third of the adverts including characters older than 55 
years, the characters are not hired models, but rather ordinary Zoomers included 
in the advert to raise their opinions as being a customer, seller, expert or celebrity. 
Among these roles, the most common is role is for the Zoomer to be an expert (fig-
ure 7, above). Zoomers being included in adverts as sellers and customers are 
equally frequently used in printed adverts, and the smallest category is celebrity 
which is 10 percent of the adverts where the older consumers are themselves. One 
third of all adverts are a major part of all adverts including Zoomers and this must 
thus be based on some well build reasoning. The authors believe that the major 
underlying reason for using Zoomers like this in adverts can be to create trust and 
yield credibility to the advertised product and the brand. This goes in line with 
previous research about credibility, in which it is said that credibility of an advert 
increases a sense of trust among consumers and yields increased purchase inten-
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tion (Percy, 1987).  Also, older models are primarily used in adverts to yield a 
sense of wisdom and seniority (Higgs & Milner, 2006). The current study can thus 
support these findings since it seems plausible to be true, since in one third of the 
adverts Zoomers are included in they act as a customer, seller, expert or celebrity. 
Furthermore, in ten percent of the adverts the Zoomers were represented by a ce-
lebrity, which can be considered as a fairly low percentage. And perhaps, the rea-
son can be found in ambiguous previous research, which state that using celebri-
ties to attract Zoomers can be a good strategy (Greco, 1988; Tréguer, 2002), but al-
so that using celebrities can be a risky approach since Zoomers do not want to be 
perceived as a separate segment (Shukla, 2007). Thereby, the result from the cur-
rent study is also ambiguous and the researchers believe that whether or not it is 
successful to use celebrities or not to attract Zoomers is dependent on many va-
riables, such as product category, the celebrity endorser, fit between celebrity and 
product, and much more.   

In 20 percent of the adverts the older character as included as a small head shot 
picture (a profile picture) and usually with a quote or comment connected to the 
product (appendix, chart 16). This was for example used in adverts for cars, where 
a few sellers were included with a profile picture each and their name and phone 
number. The content analysis shows that the Zoomers in one fifth of all examined 
adverts only are included as a head shot. This is also an indication that Zoomers 
are often used as someone who should persuade the consumers to purchase the 
product. This is probably also due to the issue of an older person being able to 
convey a sense of trust and credibility to the advert.  

The older characters were portrayed with their full body in 53 percent of the ad-
verts (appendix, chart 16) and out of this percentage 80 percent are portrayed as 
active in some manner (for example running or standing) were as 20 percent of the 
characters were sedentarily portrayed (figure 8, below). The advert setting was 
non determinable in 37 percent of the cases, and 33 percent of the characters were 
in an outdoor environment, 18 percent residential, and 12 percent in a business 
setting (appendix, chart 15). The conclusion one can draw from this is that Zoo-
mers are very actively portrayed in printed adverts in Sweden, which is positive. 
And which also connects back to the issue of only 5 percent of the adverts portray-
ing Zoomers negatively. Also, in every third advert, the Zoomers were in an out-
door setting, which further highlights the activeness and healthy image of Zoomers 
that the adverts convey. This is in line with recent Swedish research (HUI, 2008), 
that older Swedes live longer and healthier lifestyles and are active in the society 
longer than before.   
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Figure 7 Activity levels of Zoomers in adverts 

 

To summarize, the second research question dealt with how consumers older than 
55 years are portrayed in printed adverts in Sweden and the thesis findings con-
cerning this research question will be presented below. The current research can-
not support previous research stating Zoomers to mostly be used in ageing asso-
ciated advertising (Carrigan & Szmigin, 2001), since Zoomers only in 17 percent of 
the content analysis adverts participated in adverts targeting consumers over the 
age of 55 years.  Concerning products groups, Zoomers were represented mostly in 
adverts for travelling and in adverts for body enhancing products. Zoomers can be 
perceived to be an important part of adverts since the adverts they participate in 
are fairly large, and that their role in the advert often is a major one. From the 
analysis of the content analysis it can be argued that Zoomers are portrayed as 
consumers that socialize with other people. This since they are accompanied by 
other models in 65 percent of the adverts, which can be said to support previous 
research stating that only using an older model might alienate younger consumers 
from purchasing the promoted product or service (Greco, 1988) To avoid this, old-
er models are often accompanied by younger models in order to not scare of 
younger consumers. They are almost entirely portrayed in a positive manner and 
as active people, which thus not can support previous research that states older 
consumers to be portrayed as inactive or stereotyped in a negative sense in ad-
verts (Peterson, 1992; Leventhal, 1997; Carrigan & Szmigin, 2001; Tréguer, 2002). 
The content analysis concluded that older men are somewhat more frequently in-
cluded in adverts than older women, which could be explained by previous theo-
ries explaining that men are generally more attractive to use in adverts than wom-
en are (Bellizzi & Milner, 1991; Barthel, 1988). Furthermore, the content analysis 
showed that in every third advert Zoomers are included in, they are not a model 
but themselves in a role as a seller, customer, expert or celebrity. This is an impor-
tant notion and can be claimed to support previous research that older models of-
ten are used to convey a sense of wisdom, expertise and credibility to the advert 
(Higgs & Milner, 2006; Percy, 1987).    
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6 Empirical findings and analysis of the perceptions of 

older and younger consumers 

This chapter includes the empirical findings and analysis of the second part of the 
two folded purpose of this thesis; what are the perceptions of older and younger con-
sumers on how older consumers are portrayed in printed adverts? The chapter an-
swers the third and fourth research question, starting with section 6.1 The percep-
tions of older consumers and finishes with 6.2 The perceptions of younger consumers. 
In 6.3 the findings from 6.1, the focus groups of older consumers and 6.2. the focus 
groups younger consumers will be co-interpreted and further analyzed.    

6.1 The perceptions of older consumers  

This section deals with the third research question; What are the perceptions of con-
sumers older than 55 years, concerning how their age group is portrayed in printed 
adverts and do they want to see a more frequent usage of models in their own age? 
To answer this research question, the empirical findings from the two focus groups of 
consumers older than 55 years will be presented and analyzed.  

6.1.1 General perception 

This section includes the general perceptions of Zoomers about how their age 
group is portrayed in adverts. In the beginning of each focus group, the partici-
pants were asked for their general opinions and thoughts on the subject that 
would be treated in the focus group. Thus, most of the content in this section con-
cerns their general perception, but also some discussion that did not fit into any 
other category. 

In general all participants in the focus groups wanted to see a more frequent usage 
of +55 characters in adverts since they want to be able to identify themselves with 
the character in the advert and also said that they felt more trust towards the ad-
vert if a character in their age was included. This discussion began immediately 
when the moderator asked the focus group participants what their thoughts were 
about the usage of older models in adverts. Two of the focus groups participants 
said; 

“I perceive older to be completely invisible, if you compare with, it cannot be more 
than one per mille of how often younger models are included in the adverts.” 

“If I see one advert with a young character and one with an older character, I feel 
that I trust the older character more and the product he or she is promoting. Deep in-
side I want to believe in the older model due to sharing the same age and that there-
fore he or she is more trustworthy and serious than the younger.” 

The fact that this discussion emerged during the first minutes of the focus groups 
and without encouragement from the moderator can be perceived to be interesting 
since it indicates that the issue of older consumers being underrepresented in ad-
verts are something the age group perceive as very important.  

Several of the female participants said that they purchase lifestyle magazines tar-
geted to the +55 segment in order to see adverts including women in their age 
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group. However, they are often disappointed since even those magazines tend to 
use younger models in their adverts. Two of the ladies explained; 

“If I should buy clothes, I must be able to see how it looks on women having the same 
body shape as I do, otherwise it is not relevant. I don’t even feel an urge to purchase 
it.” 

One lady agreed with this and replied by saying; 

“Instead you throw the magazine into the wall.” 

However, the participants did believe that an increased usage of older characters 
in adverts might make younger consumers less attractive to those adverts. This 
since they believe that younger consumers do not want to use the same clothes or 
be seen with the same products as older persons. These statements are in line with 
research that shows that one risk of using older models in adverts might alienate 
younger consumers from purchasing the products (Greco, 1988; Zhou & Chen, 
1992).   

All the participants agreed that the 55+ segment today is much more active than 
their parents were in the same age. Further, they thought that people today live 
longer and healthier lives (HUI, 2008; CFK, 2009), especially in the Nordic coun-
tries where people not are as worn out physically like in many other countries. 
This discussion of people in the Nordic countries being healthier than people in 
other countries is in some way pretty interesting. Why do the participants have 
this opinion? Is it an issue of nationalism? That is, that people tend to favor their 
own country and its attributes in comparison with other countries. Or does their 
discussion imply something important?   

Most of the Zoomers agreed strongly that the gap between old and young is shrink-
ing. The discussions continued by discussing that they saw themselves as much 
more active and curious on life and trying new things. However, they had a hard 
time to define how many years younger they felt mentally then their actual age. A 
few agreed that the way they think is not that much different than they did after 
they were 25 years old. The way of thinking does not change as much as the body 
does and they all agreed that they felt younger then what they look. One partici-
pant said that when today’s Zoomers were around 20 years old, they thought a 60 
year old person was close to death.  

“I normally say that when I turned 50 years old, I was not as old as my father was 
when he turned 50 years old, I can see a big change in the society.” 

“I think it has changed a lot since my parents were Zoomers, then they were dressed 
in a certain way with suits and hats. Today Zoomers are much more youthful wearing 
jeans and a sweater as anyone could do.” 

The consumers in the focus groups seem to perceive themselves as healthy, youth-
ful and active and also more so than previous generations or for example their own 
parents. This perception has two sides; that it is true and that is it not true, but ra-
ther an imagination. To start with, it is a fact that older Swedes today are healthier 
and live longer lives than earlier generations (HUI, 2008). But could not the argu-
mentation among the participants also be due to a fear of growing old and a fear of 
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death closing in on them? Another thought could be that the focus group partici-
pants are more similar to the older consumers termed as new-age elderly (Schiff-
man & Sherman, 1991), and perhaps previous generations could have been per-
ceived to be similar to the traditional elderly. This since some of their statement 
relate to what new age elderly (Schiffman & Sherman, 1991) are characterized by, 
such as having a positive outlook on life, want to try new things, and the tendency 
to search fairly extensively for information prior to a purchase. The fifth value in 
previous research by Levental, revitalization, (1997) further explains the percep-
tions and positive life view that the majority of the Zoomers in the focus groups 
expressed. Further it gives implications and suggestions to marketers of how it can 
be a successful marketing strategy to increase the purchase intentions of Zoomers, 
to include them in the consumption process, such as volunteering due to Zoomers 
extensive experience (Leventhal, 1997). This will most likely yield increased pur-
chase intentions towards the promoted brand or product as well as brand loyalty. 

The participants discussed that now when they are older than 55 years, they want 
to take the opportunity to try new things they have not been able to do before due 
to lack of money and time. In general, all the participants seemed to have a positive 
view to life and ageing. Everyone of the participants agreed that now, when they 
have turned 55 years old, the time has come to spend the money they have saved 
and enjoy life. 

“When I got retired I wanted to try new things and do the things I had not had the 
time to do earlier in my life due to work, family, and so forth.” 

The focus group members also discuss that they are positive towards the years to 
come and that they are determined to spend their savings in order to do thing they 
have not been able to do before like travel and spend money on luxury items. This 
can be argued to be an important notion for marketers, since it shows that Zoo-
mers want to spend their wealth and that trying to persuade them in advertising 
could turn out to be profitable.  

“Now comes the 50 best years of my life, and I’m really looking forward to it.” 

6.1.2 Product groups  

This section deals with what product groups the Zoomers perceive they are 
represented in and which product group categories they want to be more 
represented in.  

Zoomers wanted to see an increase of the usage of characters over the age of 55 
years in adverts. However, on the question which particular product groups they 
wanted to be included in more frequently, the answers varied. In both focus groups 
all participants agreed that they want more luxury and vanity products, and ser-
vices that increase the value of life. They do not only want to see adverts about 
how to cure sickness or prevention of ageing, which they felt was the case today. 
One lady said that she felt that her generation wants the same amount of luxury 
products and services that the young, if not even more! This statement made eve-
ryone laugh in a concurrent laughter. The product categories that were mentioned 
in the both focus groups as product groups in which Zoomers wanted to be more 
represented were adverts for traveling, food, technology, clothes, sports- and sport 
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equipment, banks, and retirement. When the product category of clothing was 
brought up, one participant quickly questioned it because his view was that Zoo-
mers are maybe not the biggest consumers of clothes, rather the youth. Most par-
ticipants agreed with this statement in some way but they also said that in order 
for them to buy any clothes, they want to see how the clothes look on a model in 
their age. They want to see a fair portrayal of how they actually would look if they 
would buy the clothes in the advert. What they strongly opposed was that they do 
not want to see a 17 year old promoting clothes targeting Zoomers, or a 30 year 
old promoting anti-wrinkle lotion. For them using a 30 year old model in an advert 
against wrinkles has a comical affect, it is twisted.  

“I only want the character in the advertising giving as correct portrayal as possible 
for the product and targeted group. If the advertisement fails with this, it totally loses 
its credibility for me.” 

This implies once again, that Zoomers want to be more included in adverts. How-
ever, the participants also took this notion one step further, since they said that 
they want to be included in product groups they feel are true to their identity. As 
previous research suggested, the participants of the focus groups wanted to be in-
cluded in products groups such as traveling and food (Carrigan & Szmigin, 1998; 
Ursic, et al., 1986; Zhou & Chen, 1992). However, the Zoomers also mentioned their 
desire to be more frequently included in adverts promoting fashion and sports- 
and sports equipment. Thus it contradicts previous research (Carrigan & Szmigin, 
1998; Ursic et al., 1986; Zhou & Chen, 1992), which oppose the usage of older cha-
racters in adverts for fashion, sports, and sport equipment. Albeit, the older gener-
ation today is healthier and more active than past older generations (HUI, 2008) 
and therefore it can be assumed that this is the reason for why the older consum-
ers also want to be included as models in adverts connected to their healthier life-
styles. Advertisement can be seen as a mirror of the society (Carrigan & Szmigin, 
1998), and if the mirror does not reflect a correct picture, the viewers become fru-
strated, like the Zoomers express they are. The Zoomers see themselves as active 
and youthful and therefore want to see this portrayal in adverts. 

Something that many Zoomers mentioned was traveling to new exciting destina-
tions and new forms of traveling, not only all-included trips to places like Mallorca 
that has been very popular traditionally speaking. What came up in the discussion 
was travel such as the pink busses in South America or backpacking trips. The trips 
today that exist for Zoomers are according to them, very quiet and not active at all. 
One of the participants was asking for more trips that were organized for mixed 
ages and not only trips for only families or retired people. However, some of them 
did not agree that they wanted to have mixed trips because they were concerned 
about the different habits of young people and families. Then one other person 
continued to discuss the negative side of having trips with mixed ages; 

“My experience is that trips including families with young children can also be troub-
lesome because then at night it have to be absolutely quiet at already eight a clock, 
which is too early for me because that is when I want to go out to a restaurant or 
some other amusement .” 
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6.1.3 Portrayal of Zoomers  

This section deals with how Zoomers perceived their age group are portrayed in 
adverts. The discussion began with almost every participant agreeing that they felt 
they were underrepresented in printed adverts and wanted to see characters in 
their own age group more frequently. One lady strongly expressed her disap-
pointment over the advertisers’ inability to include characters over 55 years in ad-
verts; 

“I perceive older to be completely invisible, if you compare with, it cannot be more 
than one per mille of how often younger models are included in the adverts.” 

Another participant agreed but added that it might differ depending on what mag-
azine you read. And of course, the type of magazine matters, since different maga-
zines have different target groups. However, the magazines used in this study tar-
gets a broad target group, although with a slight emphasize on female magazines. 
The quotation above implies, that based on the focus groups, Zoomers are aware 
and some are even upset over their perception that their age group is underrepre-
sented in printed adverts. They want Zoomers to be included in adverts more fre-
quently. This shows that the subject of this research is relevant to the investigated 
age group and a need for research exists in order to create a better fit between 
Zoomers and the portrayal of Zoomers in adverts. A majority of the Zoomers have 
noticed in adverts with characters older than 55 years, that the adverts most of the 
time focus on illnesses connected to age or hiding the aging process in some way. 
One participant said; 

“Most of the advertising towards +55 year olds slaps us in the face, so to speak, it con-
cerns that we do not feel well, but we can feel better. Much can be improved – you pee 
too poorly, you are too fat, (…) the adverts are so exaggerated all the time.” 

“The advertisements that exist today that are targeting us make me feel discouraged, 
because all the advertisements are about for example – do you feel tired, stressed, or 
do you have varicose vein? It is not very uplifting to read…that’s why I stopped buying 
some magazines.” 

Another participant followed the same track; 

“I think it is interesting because if an older character in an advert has a big belly, he 
is stereotyped as someone that soon will have a heart attack.”  

They do not like to be stereotyped like this and find it exhausting to see these ad-
verts so frequently in magazines since they do not feel tired and sick all the time, as 
they feel they are portrayed in many adverts. All of them agreed that they feel 
younger than they actually are and they feel that the society sometimes sees them 
as a burden, poor and helpless, instead of an asset and wanting to contribute to the 
society and being active. 

The phenomenon of Zoomers being portrayed as constantly sick in advertising has 
one some occasion, provoked a majority of the Zoomers participating in the focus 
groups. One Zoomer in each focus group even brought their own examples of ad-
verts they had found in magazines that was provoking in some way concerning 
how the older model was portrayed. This without any encouragement from the re-
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searcher inviting them to take part in the focus group. One of the ladies showed an 
advert she had brought with her, showing an older fat and balding man, dressed as 
a ballerina, in white panty hoses and pink skirt, and skipping, and explained;  

“But below the age of 30 years old the men are included with an open shirt and visi-
ble chest. But here he is over 55 years. And then he is made fun of!”  

Many participants agreed with her that this is not a just way of portraying older 
men. Several participants stated that they perceived that adverts targeting their 
age group often use young models. Another participant added that in some adverts 
it is not possible to see who is mother and who the daughter is due the pressure of 
looking forever young.  

Summarizing, the discussions have primarily focused upon the perception of Zoo-
mers being negatively portrayed in adverts and that most adverts including Zoo-
mers concerns health related products aiming on fixing some type of problem. The 
Zoomers dislike this portrayal, since they argue that they are not constantly sick 
and tired, but rather active and healthy people. This implies that Zoomers have a 
need to see their own age group represented in adverts for other product catego-
ries than just health related products. One interesting issue is that one participant 
in each focus group actually had prepared for the focus group, by browsing maga-
zines and by cutting out adverts that provoked them in some way, in order to show 
them for the focus group. This indicates that those two participants perceived the 
issue of Zoomers in adverts being of great importance and that they are very nega-
tively affected by the way adverts portray or try to communicate to their age 
group. If this would not have been the case, then they would not have taken the 
time to search for provoking adverts and bringing them to the focus group.   

6.1.4 Desired portrayal of Zoomers  

This section deals with how Zoomers want to be portrayed in adverts. The first fo-
cus group discussed that they did not only want to be seen as a group with strong 
purchasing power, but a group of individuals with strong mental capacity and val-
uable experience. This notion relates to the key values of autonomy and connec-
tedness, which concerns having control over one’s life and being a part of society 
which are important aspects to used in advertising in order to reach older con-
sumers (Leventhal, 1997). Therefore it can be argued that marketers and advertis-
ers should consider this and portray Zoomers in adverts as independent individu-
als that take an active part in society. They all agreed that the focus of older con-
sumers should be more on the inner beauty than an outer focus making the ageing 
an ugly thing. One lady stated; 

“I want to see more of natural beauty and not that we have to hide our senescence, 
because it is a natural thing that is part of life, for example wrinkles or minor faults.” 

Both focus groups brought up the issue of the common usage of younger models in 
adverts promoting anti-wrinkle products, which was something that all partici-
pants agreed highly annoyed them. This since they perceived it to be inappropriate 
and comical to use a model in the age of 30 or even younger, since they do not have 
any wrinkles and thus not the need for the product. By using these young models, 
the participants stated that the product and brand loses its credibility. The above 
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statements denote that Zoomers might desire to actually see models in their own 
age in adverts, who really look their age with everything that implies, such as 
wrinkles, grey hair, or a minor overweight. This is consistent with the research 
from Fairley (1999) that concludes older consumers to be irritated of that adverts 
for anti-ageing products uses high-school looking girls in their adverts. Albeit, 
Tréguer (2002) states that it has been proved that it is more successful to use 
younger models than older models in adverts for  anti-ageing products.  

Thus, this is a dilemma; consumers state that they desire an increased use of older 
models promoting anti-ageing products, although research shows that it is not the 
best strategy to use in order to increase purchasing from the older segment 
(Tréguer, 2002). Perhaps is these conflicting findings due to a subconscious con-
flict in the older consumer; They say that they dislike the use of young models in 
anti-ageing products because it is what they believe is right to say due societal 
pressure, but still they subconsciously are more attracted to the product when a 
younger model is used. This conflict can be interpreted in the light of the self-
discrepancy theory (Higgins, 1989), the older consumer tries to hide their actual 
self, which is more attracted to the younger model. However, the older consumers 
ideal self and ought self would be someone that dislikes the use of young models 
because it is discriminating against their age group. This creates a discrepancy be-
tween the different selfs since feelings of for example guilt occurs as the older con-
sumer must hide the values of  his actual self, since they are not consistent with the 
values of the ideal and ought self.   

In the second focus group one participant said that they wanted to be portrayed as 
they really are, and all other participants agreed. However, they could not explicit-
ly explain, “how they really are”. To begin with they stated that they do not under 
any circumstances want be made fun of or ridiculed since that offends them. The 
women in the second focus group explains that they desire luxury products, prob-
ably even more than younger women do, and thus want to be portrayed in that 
manner. One member explained that they are similar to younger consumers and 
another said;  

“You know, you still think in a young way. You do not think in a different way than 
when you were 25 or 30 years old, you think approximately the same way, it is not 
your mind that changes but only your body. ”  

This quotation and the above discussion shows that the most of the Zoomers in the 
focus groups desire luxury products and at least some of them agree that they are 
younger in their mind than their body is. This corresponds to the theory of cogni-
tive and chronical age (Barak & Schiffman, 1981) since a person can have different 
ages dependent on what variables you look at. Just as the quotation above states, 
the cognitive age of Zoomers is usually lower than their chronical age that is their 
age in years. This age normally is 10 -15 years younger than the consumers chro-
nological age, however it can also be a few years higher since it depends of factors 
such as birth order, life experiences, and age at birth of last child. The implication 
of the discussion in the focus group, and the theory of cognitive age, is that older 
consumers might be attracted to adverts with models 10-15 years younger than 
they really are. On the contrary, some consumers might perceive this use of young-
er models provoking, since they themselves has a cognitive age that more resem-
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bles their chronical age. Therefore, it is difficult to perceive consumers older than 
approximately 55 years as a homogenous group, attracted to the same adverts. Age 
seems to be all about how old you feel you are. 

The both focus groups were shown two adverts of the same brand and products 
but using different models in the adverts. The adverts were promoting ACO cos-
metics2 and the first one portrayed a younger model and the second one a +55 year 
old model. All the ladies in the groups agreed that the advert with the +55 year old 
model was the most attracting one for the reason stated in the quotation below;   

“I would definitely choose the second advert! I feel like that one suit my needs better 
and that one feels much softer than the young character”. 

Some of the Zoomers explained that if they would see the younger model in an ad-
vertisement in for example a magazine they would not see it and only turn the 
page. The immediate feeling would be that the product is not for them but for 
younger people and their specific needs and wants.  

The discussion on the ACO cosmetics adverts is in line with the discussion above 
about the self discrepancy theory and cognitive age theory. Thus, the older con-
sumers in the focus groups state that they are more attracted to a model in their 
own chronological age rather than a younger model. This would imply that the 
theory of cognitive age would not be valid in the cosmetic category, according the 
focus group discussion. However, further research need to be applied to actually 
investigate if they really would be more likely to purchase the product promoted 
by the +55 year old model. The researchers doubt if Zoomers really would be more 
attracted to a cosmetics products promoted by a +55 model since previous re-
search shows that older consumers do not want to be perceived as an own old 
segment since they do not perceive themselves to be old and thus will not identify 
with the older model (Hellsten & Sychut, 2006; Tréguer, 2002), which also related 
to the theory of cognitive age (Barak & Schiffman, 1981).  

Further, both focus groups discussed what kind adverts are the most appealing to 
them and creating a desire to buy a product or investigate further about a certain 
product, in order to make a purchase. They all agreed that an important feature is 
the identifiable factor and being able to recognize themselves in the advert, which 
they sometimes had hard times to do with adverts that used very young models in 
the advertisement. One man fully agreed and gave a descriptive example; 

“Who would be the most trustworthy when promoting a walking frame, Sven Wollter 
or one of the Rongedal brothers? Of course Sven Wollter because he has a greater 
need for a walking frame and thus he is more trustworthy”.3  

In the other focus group another man stated; 

                                                        
2 ACO cosmetics is a line of cosmetics and skin care products that are gentle to the skin. They are 

launced by Apoteket, the governmentally owned Pharmacies in Sweden.  

3 Sven Wollter is a famous Swedish actor born 1934 and, the Rongedal brothers are the artists born in the 
1960s. 



 

 
60 

“What they advertise should be related to us as an age group so of course it matters 
who is included in the advert and who is promoting the product”. 

One other participant explained her opinion on adverts directed to her age group; 

“The most important is that the advertisement gives a just and correct picture. If I for 
example buy a magazine for older women, I also want to see reportages and adver-
tisements representing my age group in a correct way, not for example 20 year old 
models with a completely different body, advertising for clothes intended for me, its 
comical to me”. 

This discussion and the statements above indicate that Zoomers perceive it crucial 
to be able to identify with the model and the advert, in order to feel attracted to a 
product. They also underline the importance of trustworthiness; there should be a 
fit between the product and the model promoting it. This can be achieved by mak-
ing sure the used model has a perceived need for the product, for example the ap-
propriate age.   

6.1.5 Underrepresentation of Zoomers  

This section deals with a discussion about the underrepresentation of Zoomers in 
adverts and the plausible underlying reasons for why that is that the focus group 
discussed. The two focus groups were shown statistics from the magazine content 
analysis that Zoomers are included in 14 percent of the adverts but make out 31 
percent of the Swedish population. All of the participants perceived this distribu-
tion to be unequal and almost discriminating to their age group. One participant 
said;  

“I didn’t know that we are so underrepresented, it feels wrong!” 

Almost all participants agreed that they wanted to see an increased use of older 
models in adverts, in order to be able to identify themselves with the model in the 
advert and become attracted to the product. The Zoomers in the focus groups per-
ceived the underrepresentation of their age group in adverts to be wrong and the 
discussion implied that they wanted to see an increase in of Zoomers in adverts. 
That is contradictory to the theory of cognitive age (Barak & Schiffman, 1997) 
since it says that Zoomers prefer the use of a model in an age similar to their cogni-
tive age. Albeit, the results from the focus groups are clear; they wish to be more 
represented in adverts. It could however be an issue connected to the self discre-
pancy theory (Higgins, 1989), that the Zoomers say one thing but subconsciously 
mean something else. That is, they say they want to see an increased use of older 
models, although their level of purchases would not increase by this.  Also, it is in-
teresting to learn that the Zoomers perceive this issue so important. They emphas-
ize that they want to see an increase of the participation of older models in adverts, 
since they are underrepresented in relation to their proportion of the population. 
However, is this really a human right? Should advertising really mirror the struc-
ture of society as Carrigan and Szmigin states (1998)? If that was the case, then it 
could be argued that also other population groups, for example children or dis-
abled people should also be represented in a proportion equal to their part of the 
population. Although, the fact that the focus group Zoomers were upset and almost 
felt discriminated against is an important notion, since this show that they care 
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deeply about this issue and want to see a change. Therefore it might be important 
to further investigate this issue and perhaps introduce changes to adverts.    

One of the participants expressed her disappointment to the fact that many +50 
female magazines still use mostly younger models instead of models in her age. As 
a reply to her statement one male participant said;  

“But you do not look at the advert if it is not a younger model in it! The question is if 
you do that!”  

She replied;  

“If you see an advert with a younger and an older character, I feel like trusting the 
older one more than the younger. Deep inside I want to believe that (…) that the older 
character are more experience and credible, (…) the younger character is more after 
only making money”. 

This quotations shows, that at least the focus groups participants, perceive older 
models to be more honest and trustworthy than younger models, since older mod-
els not only participates in adverts to make money as they perceive younger mod-
els do. The Zoomers in the focus groups, seemed to perceive it as a bad thing to on-
ly take part in adverts to earn money, since that implies that the younger model 
would promote any product, even a poor product. From the focus groups it can be 
interpreted that they believe that older models are more trustworthy since they 
would to a larger extent only promote products they had tried and perceived as 
god products, than younger models.  In a reply to this, several female participants 
argued that by using younger women the advert looses credibility. Concerning the 
fact of using younger women in adverts targeted to older women one woman said;  

“It is nothing for us and then we will only turn the page.” 

Many women agreed with this statement and thus it indicates that at least the par-
ticipants in this focus group do not pay attention to adverts with only a younger 
model. After this discussion, the man who made the comment seemed somewhat 
convinced but not entirely. The comment, made by the man who stated that you do 
not look at an advert which does not include a younger model, can be connected to 
the cognitive age theory (Barak & Schiffman, 1981) since it states that people tend 
to be attracted to models closer to their cognitive age than their chronical age. His 
comment is an expression of the way in which advertisers construct adverts today, 
with a focus on youth, since they believe that older consumers are attracted by 
youth (Lövgren, 2009) However, the women in the focus group continues to stand 
firm to their opinions that they prefer adverts with older models since they feel 
more attracted to them and trust them more. This is consistent with the findings 
from Folkesson et al. (2005) who stated that older consumers in Sweden want to 
see a more frequent usage of older models in adverts. It is also interesting to notice 
that the man who started the discussion at first is very convinced of his own opi-
nion but as the women clarify their strong disagreement, he expressed a new opi-
nion that they to some extent might be correct. Albeit, the researchers got the im-
pression that he did not agree them, but only said so, in order to not upset them. 
His behavior can be argued to be due to social pressure from the focus groups par-
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ticipants and need for acceptance by the group, but also due to the Self-
discrepancy theory; that their opinion is the most socially accepted one.     

The focus group discussion then turned to what might be the possible underlying 
reasons for why older consumers are underrepresented in adverts. The focus 
group participants brought up and discussed several plausible reasons. In the first 
focus group the two following reasons were discussed by the focus groups;  

“Age is an important factor in advertising, however, I think that younger people are 
more likely to do impulse-purchases which are the dream of every company making 
advertisements. So I understand that we are underrepresented in adverts”. 

“But it can be due to the fact that we are older and more difficult to persuade because 
we have a more vast experience of life than younger do. “ 

The second focus group mentioned two other reasons for why it can be such a big 
difference between how frequently Zoomers are included in adverts in comparison 
to their part of the population. One participant said;   

“But isn’t it like this; both the big and small advertising agencies, they assume that 
we want to see those young faces, but I think most people over 55 don’t want to see 
only younger models”.  

In reply to this another participant had a different opinion;  

“I don’t think I agree with you, I think it depends on that younger people create the 
adverts, it’s them who have those jobs.” 

The discussion continued between the two participants who after a while came to 
agree with each other’s reasons. Another participant in the focus group added a bit 
later in the discussion;  

“It might be that the advertising agencies use younger models since they believe that 
we are youthful in our minds. Maybe they think that we do not feel as older people, 
(…) and therefore they use young models”. 

So to summarize, five reasons for why Zoomers are underrepresented in adverts 
were brought up in the discussions; that they are not as impulsive buyers in com-
parison to younger consumers, and also have a larger life experience, which makes 
them a difficult consumer group to persuade with advertisements messages. The 
remaining reasons were that advertisers assume that Zoomers want to see young 
models, advertisers assume that Zoomers are youthful at mind and that people 
creating adverts are generally young. It can be perceived as very fascinating that 
the focus group participants could come up with so many various reasons affecting 
the underrepresentation of their age group in adverts. This implies once again, that 
Zoomers might actually care a lot about how they are portrayed and how frequent-
ly they appear in adverts. All the mentioned reasons are interesting since they are 
interrelated and all of them seem as plausible reasons. The first reason, that Zoo-
mers are difficult to persuade with advertising can be connected to research stat-
ing that older consumers generally need repeated advertising messages in order to 
make a purchase, as well as being less impulsive buyers (Tréguer, 2002). The last 
reason, the one concerning that young models are most commonly used since ad-
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vertisers themselves are young, is consistent with the research from Lövgren 
(2009), who suggested that people working in the advertising industry generally 
are young and use mostly younger models since they do not want to be associated 
with ageing, since they believe that this association can decrease their status in the 
business. As both Lövgren (2009) and the current study indicates this, it is plausi-
ble that it might be true.     

6.1.6 Negative portrayal of Zoomers  

This section deals with a discussion on the negative and positive portrayal of Zoo-
mers in adverts. Zoomers were portrayed negatively or in a ridiculing manner in 5 
percent of the adverts examined in the content analysis. The general opinion about 
this in both focus groups was that 5 percent is not a big percentage and that it is 
positive since they thus are portrayed positively in 95 percent of the adverts. Al-
beit, they wished the percentage would be zero, because no one appreciated being 
made fun of.  

The focus groups discussed that they did not like to be portrayed in a negative or 
ridiculing manner. One participant suggested the low percentage of adverts por-
traying Zoomers negatively might be due to that perhaps advertisers and marke-
ters are aware of Zoomers being strong in purchasing power and thus are a bit 
careful to at least ridiculing them too much. This was something that all the partic-
ipants in that focus group agreed upon. 

One focus group participant referred to the advert with an old male skipping in a 
ballerina skirt that one of the ladies in the same group showed earlier. The partici-
pant perceived the advert being discriminating to their age group and the others in 
the group agreed with him.  

The results from the content analysis that Zoomers are negatively represented in 5 
percent of adverts can be considered a low percentage, as other age groups proba-
bly are portrayed negatively in a similar amount. And the Zoomers in the focus 
groups agreed that the percentage was alright and that nothing could be done 
about it since it was so low. Although, the participants of the focus groups did point 
out that the low percentage might be due to marketing regulation in Sweden, 
which implies that they might consider that without the current laws, their age 
group would have been more negatively portrayed. One member also pointed out 
the important notion that you do not sell anything on negativity which seems to be 
very true as the Zoomers in the focus group was very upset of the thought of being 
negatively portrayed. Also this shows to be true in research that say that older 
consumers on some occasion have boycotted a product due to a negative portrayal 
of their age group (Moschis, 2003). But as Zoomers seem to be positively por-
trayed in Swedish adverts, this has no implications but can still serve as a reminder 
of what might happen if Zoomers are negatively portrayed.   

6.1.7 Cultural differences  

This section deals with plausible cultural differences concerning how Zoomers are 
portrayed in adverts. The focus groups were informed that older consumers are 
portrayed in a more negative manner in other countries than they are in Sweden. 
They were chocked to learn that in countries such as England, the US, and Malay-
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sia, the +55 year old people were portrayed more negatively than in Sweden. The 
moderator asked why there exist differences between how Zoomers are portrayed 
in different countries and several members brought up the issue of general cultural 
differences. One participant explained; 

“Yes, that is, how advertisements are in general, what attitudes exist to that age 
group, that has to affect the shape of the adverts”. 

Another participant continued on the same track; 

“I think that older people are more valued in other countries than in Sweden”. 

A possible explanation of this was discussed in both groups, which were how a 
human life might be less valued in other countries than it is in Sweden. It was also 
discussed that Asian countries such as Malaysia honor their elders more than we 
do in Sweden. The conclusion was that culture is a big factor and influence how el-
derly are treated in society and therefore in advertisement because the advertise-
ments reflect the general opinions of the society. 

“In China the common norm is that the older you get, the wiser you become”. 

These explanations from the focus groups, that older people are more honored 
abroad than in Sweden, imply that older people should be portrayed less negative 
in adverts abroad than they are in Swedish adverts. But this is the opposite of the 
findings from the content analysis. The focus group moderator tried to encourage 
the participants to instead discuss why Zoomers in Sweden instead are portrayed 
less negatively in adverts than in other countries, but only one plausible reason ex-
cept Swedish marketing regulations, were discussed;   

 “Maybe it depends on that the Swedish society and the marketers know that we are a 
group with strong purchase power with good and well-paid jobs and when it is time 
for retirement we will receive a good one, keeping our strong purchase power ”. 

The focus groups discussed the notion that the general culture in a country proba-
bly affects the manner in which adverts are constructed, and thus also how Zoo-
mers are portrayed. However, the discussion was that Sweden is a country that 
does not honor their elders, as other countries as for example China does. Research 
(Peterson, 1992) has indeed shown that opinions and attitudes of advertisers do 
depend on the general attitudes towards elderly in the society. If the attitudes in 
the society change, so do the attitudes of the advertisers (Peterson, 1992). This 
means that adverts in a country in one way mirror the opinions of the people in 
that country. Thus, if the attitudes towards elderly in Sweden change then will 
probably also the portrayal of older consumers in adverts also change.           

6.1.8 Gender distribution 

This section deals with the gender distribution of Zoomers in printed adverts. The 
main perception of the members of both focus groups was that older women are 
more represented in adverts than older men. However, this contradicts the re-
search of the content analysis, which showed 56 percent men and 44 percent 
women. The participants were very surprised over these statistics. One participant 
said; 
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“Then you could say it is more accepted in society to grow older as a man than as a 
woman”. 

Further, one man stated; 

“Ladies please do not be angry with me now, but one wise man said once that men 
age more beautiful than women”. 

These two quotations are very interesting since they together imply that it could 
be more socially accepted to grow old when you are an man than a woman, and 
thus that an older man is better to use in an advert than an older woman. Do ad-
vertisers also have this opinion? Perhaps is that the reason of why the content 
analysis shows that men are more common in adverts than women? In the second 
focus group they discussed the possible reasons behind the gender distribution of 
Zoomers in adverts. They also had the view that females are more frequent shop-
pers than men and one person said; 

“It might be so that the companies know that women shop anyways so they use male 
characters in order to attract the men and make them purchase more products and 
services”. 

The quotation above, which implies that women already shop a lot and that men 
are more likely to have the needs to be targeted in adverts in order to make pur-
chases, seems as a fairly believable reason. Especially if considering research 
(Barthel, 1988; Bellizzi & Milner, 1991) that state it is best to use men in 
advertising rather than women if targeting both sexes.   

6.1.9 Zoomers in profile pictures  

This section deals with the usage of Zoomers in profile pictures, as well as the use 
of celebrities older than 55 years in adverts. The term profile picture denotes when 
the character in an advert is included in the advert by a small picture which only 
shows the head or perhaps also the shoulders. Usually it is accompanied by some 
statement in the form of a quotation.   

The moderator explained that in 20 percent of the adverts examined in the content 
analysis, the older character was portrayed as a profile picture, for example an ex-
pert, seller, customer, or celebrity. The opinions among the participants from both 
focus groups were mixed concerning the appropriateness of using older characters 
in profile pictures. Some participants were skeptical since they perceive the person 
on the profile picture to basically only be paid to participate. One focus group par-
ticipant explained;  

“I am very skeptical against profile pictures of for example a celebrity or an expert, 
because they are only there to draw attention and convince us to buy the product and 
that it will help us solve our potential or actual problems”. 

Other participants were positive to the usage of older characters in profile pictures 
as they experienced a sense of trust when seeing them in an advert. One member 
explained that the usage of older characters in profile pictures primarily depend 
on one reason; 
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“A person in our age, 55 years old, should yield a sense of trust to both people in our 
age and those who are younger. We have been alive for a long time and will be here 
for a long time to come.”  

Another participant explained why he liked profile picture of older characters in 
adverts; 

“If the older character in the picture is in our age, grey hair and wrinkled, then I think 
that he will still be on the company the next time I visit the company. In comparison 
to a young person that switch jobs and positions often because he or she has a career 
to think about”. 

The discussion about the results that Zoomers are represented in every fifth advert 
as a profile picture mostly came to focus upon the issue of trust and credibility. 
And that the focus group participants believed that their age group is represented 
fairly often in profile pictures because they should make the advert and brand 
trustworthy. Albeit, all participants were not positive towards to use of Zoomers in 
profile picture as they believed they were paid to participate. Thus, the opinions of 
the focus group participants were divided into two division; those positive to the 
use of Zoomers in profile pictures and those negative to the use of Zoomer sin pro-
file pictures due to a skepticisms towards why the Zoomers takes part in the ad-
vert. Thus, the discussion once again returns to an issue of trustworthiness.   

Concerning the usage of celebrities in adverts, the Zoomers had many different 
opinions. However, one thing was clear, all participants in the focus groups had 
strong opinions about the usage of celebrities in adverts. One participant said; 

“You might not browse by or look past the advert including a celebrity as you would 
do with an unfamiliar face”. 

The most important issue concerning the usage of celebrities in adverts according 
to the participants was the sense of trust the celebrity gave them which created 
credibility towards the advert and the product. This was something that all the 
participants in both focus groups agreed upon. Further, they thought that it was 
important that there was a fit between the product and the celebrity in order to 
give credibility.  

“For me the person in an advert equals the brand, especially celebrities”. 

This statement expressed by one of the participants can be connected to a theory 
that concludes that a brand instantly receives the personality of the celebrity en-
dorser promoting the product or service (Dickenson, 1996). Therefore, the authors 
see it as plausible that the low usage of older celebrities is due to the fact that mar-
keters are careful in using older celebrities in adverts. This, because they do not 
want their brand to only be associated with older people, which Dickenson (1996) 
implies could happen fairly quickly. Further, the participants agreed that marke-
ters are most likely to use celebrities in profile pictures in adverts as attention 
drawers to the message. The majority of the participants of the focus groups per-
ceived the celebrities to be trustworthy and credible in the adverts because they 
would not represent any products they have not tried and thus, risk their own built 
up reputation. One of the focus group members said; 
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“When I see a celebrity in an advert I often think that they would not promote any 
type of poor product or service, but they probably have tried the product in order to 
be able to defend it”. 

A few participants were more skeptical to the reasons behind why a celebrity par-
ticipates in an advert. They believed that the celebrity’s main reason to participate 
was to earn money and because of this they did not trust in the celebrity and were 
doubtful towards the advert and the product.   

“I have to say that whenever I see a celebrity in an advert, I think that the celebrity 
gets a lot of money to be in that advert, that’s my only thought”. 

The discussion about the inclusion of celebrities in adverts was one of the more ex-
tensive in the focus groups with participants older than 55 years. One thing was 
clear, that the type of celebrity made a huge difference of the Zoomers perceptions 
and trust towards the advert. Thus, if the advert includes a celebrity that the Zoo-
mers feel are suitable and fit with the promoted product or service, there is a high 
possibility that the advert is affective towards the Zoomers and the message comes 
across successfully, increasing the purchase intentions (McGinnies & Ward, 1998).  

6.1.10 Activity level 

This section deals with the activity level of Zoomers in adverts. The moderator ex-
plained that in 80 percent of the cases from the content analysis, the Zoomers were 
portrayed actively and in 20 percent inactively. All participants perceived this to 
be very positive and several of them would have guessed that the inactively per-
centage would had been much higher. One focus group participant further dis-
cussed the activity level by explaining that the advertisers and companies try to 
target the Zoomers before they retire by showing them in an active state since they 
still are active, and many participants agreed with him. Therefore, they thought it 
was perfectly normal that the older characters included in adverts are portrayed in 
an active manner in order to reach out to the segment of the Zoomers still in the 
labor force. One participant stated; 

 “I totally understand this because I think it is only the active years of the older people 
that counts, when we still having a positive cash flow and have high purchasing pow-
er. This creates great interest in us by the companies. However, when we reach re-
tirement, normally we do not get richer, but instead decrease our income level and at 
the same time our needs for buying the latest on the market decrease radically”. 

The result that Zoomers are portrayed actively in 80 percent of the adverts was 
something that both surprised the researchers and the focus group participants, al-
though in a positive sense. The participants made the connection to that their age 
group is very healthy and takes part in the society more than previous generations, 
which also is consisted with the findings from HUI (2008).  Together with the find-
ing that Zoomers are portrayed negatively in 5 percent of the adverts, it can be 
perceived that Swedish Zoomers are portrayed in a positive manner in printed ad-
verts.  
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6.1.11 Summary of focus group discussion 

Generally, the major impression from the empirical material and the analysis of the 
focus groups was that they were upset over the indications from the content analy-
sis of their underrepresentation in adverts and that they wanted models in their 
age group to be included more frequently in adverts. These since they want to be 
able to identify themselves with the model in the advert in order to become at-
tracted to the product. This desire is consistent with an idea in advertising that 
consumers should be able to identify themselves with an advert to become at-
tracted to its message (Kotler, et al., 2005). The majority of the participants in the 
focus groups agreed that they are more attracted, and more likely to pay attention 
to an advert including models in their own age that they can identify themselves 
with and therefore feel a greater level of trust. This confirms the research con-
ducted by Zhou and Chen (1998). Perhaps it could be argued that the Zoomers of 
today to a large extent might be perceived to belong to the new-age age elderly 
segment (Schiffman & Sherman, 1991), who are determined to try new things, 
craves more luxury items, and have a positive outlook on their life situation and 
the future. 

Albeit, the participants of the focus groups believed younger consumers could be-
come less attracted to adverts which uses older models. This because they as-
sumed that younger persons do not want to be use the same products as older per-
sons, for example their parents use. This idea goes in line with research stating the 
risks of alienating younger consumers´ purchase intentions by the usages of older 
characters in adverts (Greco, 1988; Zhou & Chen, 1992; Lövgren, 2009).  

The Zoomers also brought up and discussed several plausible underlying reasons 
for why they are underrepresented in printed adverts. Most of the reasons they 
mentioned and discussed were in line with previous research, for example that ad-
vertisers believe that younger consumers might be alienated and less attracted to a 
product if the advert includes a model older than 55 years (Greco, 1988; Zhou & 
Chen, 1992), but also that advertisers themselves are young and therefore do not 
desire to represent Zoomers in adverts by using older models (Lövgren, 2009). 

The participants expressed a greater level of trust towards an advert including a 
model or celebrity older than 55 years in comparison to an advert with a younger 
model or celebrity. Most participants were positive towards the usage of celebri-
ties older than 55 years in adverts, although the participants were not united in 
this issue, which is consisted with the ambiguous previous research (Miller & Ba-
seheart, 1969; Ohanian, 1990) concerning the usage of celebrities in adverts. How-
ever, it can be understood based on the focus groups and previous research that 
the right source and celebrity has the possibility to yield the highest levels of cre-
dibility, trust, and reliability by the consumers towards the promoted product or 
service (Miller & Baseheart, 1969; Ohanian, 1990). 

The results from the content analysis that Zoomers are portrayed actively in 80 
percent of the adverts surprised the participants and the authors in a positive 
sense. However, it accurately reflects the statistics of HUI (2008) and Wellner 
(2003) that they are more active now than earlier generations, which also the par-
ticipants of the focus groups mentioned. The focus group participants were posi-
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tive to the result from the content analysis that older consumers only are por-
trayed negatively in 5 percent of adverts, since they made it clear that they did not 
appreciate to be negatively portrayed in adverts. Zoomers want to be portrayed 
positive with a focus of the inner beauty and the knowledge they gained through 
their lifetime. Thus, the content analysis and focus group discussion contradicts 
some international research that conclude that models older than the 55 years are 
mainly portrayed in a negative and inactive manner (Mackie, Hamilton, Russkind & 
Rosselli, 1996; Carrigan & Szmigin, 1998).   

The main implication for marketers, based on the analysis of these two focus 
groups are that Zoomers want to be included more frequently in adverts and might 
become upset if adverts make fun of them or portray them negatively. It is also 
clear that they perceive themselves as a group of consumers who have money to 
spend and the ability and desire to do so, even though they feel advertising do not 
really target them. Therefore, advertisers and marketers would benefit from find-
ing a way to include older models more frequently and yet not lose the younger 
consumers.   

6.2 The perceptions of younger consumers   

This section deals with the fourth research question; what are the perceptions of con-
sumers younger than 55 years, concerning how the age group older than 55 years is 
portrayed in printed adverts? To answer this research question, the empirical find-
ings from the two focus groups with consumers in age of 20-30 years will be pre-
sented and analyzed conjointly.  

6.2.1 General perception  

This section deals with the general perceptions and thoughts of the usage of Zoo-
mers in adverts. All of the focus group members were generally positive towards 
using models older than 55 years in advertising, but many of them said that if it is 
good to use Zoomers or not is dependent on the target group of the advertisement. 
They all agreed on the suitability of using +55 aged models for advertising target-
ing an older age group;  

“It feels naturally to have an older model in an advert targeted to an older popula-
tion group.”  

Concerning the usage of Zoomers in adverts targeted to a broad age group the par-
ticipants had a lot of thoughts and opinions. To begin with, they seemed hesitant to 
the appropriateness of using a model older than 55 years in an advert when the 
target group is broad, for example 20 years and up, as can be the case when for ex-
ample marketing a bread brand or a car. One participant said;  

“I believe using the whole age span of models yield very positive associations, when 
both young and old models are present. It is different if an advert only includes an old 
lady- that advert does naturally not attract me!”  

The idea that it might be appropriate to use a mix of older and younger models 
when trying to appeal to a broad target group was something that all participants 
agreed upon. But as the quotation above indicates, they did not seem attracted to 
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an advert which only included an older model since that might affect them to be-
lieve the product or service is only targeted towards an older segment of consum-
ers;  

“Perhaps you should use a mix, use both younger and older models in advertising. But 
perhaps not only older ones.”     

“I believe it is better to mix old and young models if you target a broad target group 
than for example only using an older model that promotes for example butter. Then 
you might think that the butter is good for decreasing for example your cholesterol, 
and I who am young do not have a problem with that. So I believe it is good to mix if 
you target a broad group of the population”.  

The statements above, about using a mix of older and younger models in adverts, 
can be perceived as a straight forward advice to marketers on how they can more 
successfully appeal to a broad segment by the usage of older models.  In one of the 
focus groups the participants were asked if they wanted to see an increased use of 
older models in advertising and everyone answered that it was not anything they 
wanted in adverts. One participant said;  

“It is nothing you have missed, but they are very welcome to be a part of adverts in 
which trustworthiness is important.”  

To summarize, the general opinions of the focus group participants were that older 
models is good to use in adverts targeting an older segment or as a part of an ad-
verts which includes also younger models. They all agreed that they did not want 
to see an increased use of older models in adverts but that they believed that a 
good strategy might be to mix young and old models in adverts in order to attract a 
broad segment. Perhaps this can be a recommendation for marketers and adver-
tisers on how they successfully can use older models in adverts?   

Other aspects discussed were that a company with a broad target group which in-
cluded both younger and older consumers might target their only advert in one 
specific magazine towards the younger segment of the target group since they 
make the most money there. Another mentioned aspect of older consumers are 
that they are more creatures of habits than younger consumers and might be more 
reluctant to try new products since they already have their products and brands 
they always purchased and that older consumers therefore subconsciously sort out 
all advertisements and is thus less affected by advertising. Another participant 
added that Zoomers might stay longer with one brand and are less likely to switch 
brands. He referred to his father who only but cloths every 3rd month and buys the 
same items in the same store, in comparison to himself who can buy a shirt after 
seeing it in the shop window, which indicates that younger consumers might be 
more impulsive shoppers than Zoomers are. The comments about Zoomers being 
creatures of habits and reluctant to try new things corresponds to research from 
Tréguer (2002) who state that older consumers tend to not make impulsive pur-
chases and desire more information and a higher level of service than younger 
consumers do. Further, Ippolito (1990) states that older consumers need to see an 
advert repeated many times before their credibility towards the advert increase 
and thus, the purchase intention.     
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Another very interesting feature was raised by one participant who noted that old-
er consumers seem to read more magazines than younger consumers do, who 
spend an increasingly amount of their time online. Therefore, magazine adverts 
should to a large extent be able to be customized to attract an older customer 
group. This issue was elaborated in the second focus group where the participants 
agreed with one another that consumers in their own age consume magazines to a 
smaller extent than older consumers do. The reasons for this were that they read 
much online and that they could not afford a subscription on weekly or monthly 
magazine. Another reason was stated by one participant and several of the others 
agreed with it;  

“We are in a gap, there are not any magazines targeting our age group. Both con-
sumers that are younger and older than us have their own magazines.”    

This discussion suggests that younger consumers are not really frequent magazine 
readers and that perhaps adverts in magazines could be more customized to older 
consumers since younger consumers do not really read a lot of magazines. This 
could have the implication that advertisers could freely customize magazine ad-
verts to Zoomers, since they do not have to fear to lose the younger segment as re-
search implies that they might if including older models in the adverts (Zhou & 
Chen, 1992; Greco, 1988). Perhaps can they instead target online adverts more 
specifically towards a younger audience. However, to ensure the accuracy of this, 
research has to be conducted on who actually reads the magazines and so forth. Al-
though, it is an interesting idea.  

6.2.2 Suitability of Zoomers  

This section deals with what types of adverts in which the younger consumers per-
ceived it to be suitable to use Zoomers. The participants were asked to discuss in 
what type of advertising they perceived it to be suitable to use models older than 
55 years and in both groups this area rendered a lengthy discussion. The first reply 
in both focus groups was that older models could successfully be included in ad-
verts promoting various types of groceries. Here was the character Stig from the 
ICA TV commercial4 mentioned as a good example where an older model is suc-
cessfully used as he signalizes expertise. Also mentioned were medical products, 
air travelling and law firms. The underlying reason for the suitability of using older 
models in these precise products and services was in both focus groups discussed 
to emerge from the trustworthiness associated with the older model. Some focus 
group members expressed this in the following sentences;  

“It could also hold true for air travel. I would feel much safer if a gray haired captain 
rather than a 25 year old with a back slick hair cut was in the advert.”     

“You associate older persons with a greater calm and experience. For example if one 
law office would use lawyers (…) who recently passed their examinations in an ad-

                                                        
4 The ICA commercial started to appear on TV in 2001 and is a commercial consisting of squeals, 

one new episode appears each week. It is a story about four employees in an grocery store of one 
of Sweden’s largest grocery chains, ICA. The main character is the manager of the store, Stig and 
he is above 55 years old. In 2010 the commercial characters began to be seen also in printed ad-
verts.  
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vert, and another law office would use more mature models, then I believe one would 
choose the law office promoted by the older models.”   

The issue of the usage of older models yielding a sense of trustworthiness is some-
thing the respondents keep discussing over and over again during both focus 
groups. The sense of trustworthiness emerges from the belief that an older person 
has had the time to try different brands and have concluded what brand is the best. 
But also that being older can imply a greater expertise, for example when the cha-
racter in an advert is a dentist or a doctor. According to Sternthal et al. (1978) trust 
and expertise is the two parts making up credibility. Furthermore, according to 
Miller and Baseheart (1969) the model or spokesperson in an advert has an imme-
diate effect on the sense of trustworthiness that the consumers experience to-
wards an advert. Also, if the promoting character is perceived to be both an expert 
and trustworthy, then the probability of attitude changes among consumers are 
the highest (Miller & Baseheart, 1969). Thus, the statements from the younger 
consumers in the focus groups seem to be accurate since they can be linked to pre-
vious research. The participants express a belief that it is suitable to use older 
models in adverts promoting products were it is needed for the consumers to feel a 
sense of security or guidance, as they mention air travel and law offices. They seem 
to believe that an older model can yield the needed sense of expertise and security 
as they have many years of experience.    

However, the second focus group discussed that the trustworthiness of an older 
model only has an effect in some product categories. They started by discussing 
that older models are good to use when the product itself should make you feel 
safe and secure, although, they did not mention any specific product categories. 
One member also indicated some insecurity of trusting a younger model in some 
adverts. According to the focus groups, an older model is good to use for example 
in an advert for a law office since they relate the older model with great expertise 
due to the many years of professional work and thus feel secure. However, several 
participants mentioned that this sense of trust and security is not important when 
for example purchasing other product groups. One participant stated that trust 
gained from an older model is unimportant when purchasing for example a shower 
crème. 

The two paragraphs above show that the focus group participants have an percep-
tion that older models in adverts can add an important dimension to the adverts; a 
sense of trustworthiness. Most interesting is the discussion that the trustworthi-
ness of older models only is valid in some product categories. They say that it is 
trustworthy to use an older model in for example air travel, law offices, dentist and 
so forth, but not in an advert for example a shower crème.  

It could be argued that the first categories are promoting expensive services, and 
products that one seldom uses, whereas a shower crème is usually the opposite; a 
good you buy often and that is cheap. Does the focus group discussion suggest that 
older models are good to use in expensive goods and services one seldom purchas-
es, since their trustworthiness feels reassuring and they thereby feel content with 
their purchase? Or is their discussions merely due to that consumers usually need 
more trustworthiness and credibility when they buy expensive products or servic-
es that they seldom purchase? But, then it could be argued that older models are 
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especially suitable to use under these circumstances. The discussion can also be 
developed further by adding other dimensions, such as complexity of the good or 
service which Ursic et al. (1986) includes in their research, the more expensive the 
product is, the greater likelihood to see an older character in the advert. An exam-
ple could be pension saving or insurance issues, which could be services in which 
both younger and older consumers could find it reassuring if an older model was 
on the advert. Further, most theories suggests that the inclusion of models in ad-
verts promoting banking or other financial services creates a sense of trustworthi-
ness (Carrigan & Szmigin, 1998; Ursic et al., 1986) and therefore affect the con-
sumers attitudes and  attractiveness towards the product and brand (Ohanian, 
1990). Or is there even a further distinction, that the trustworthiness of older 
models is only useful for durable products? Or only useful for products or services 
one seldom purchases? Or only valid for products and not for services, or the other 
way around? It is not in the scope of this thesis to answer these questions but per-
haps further research can resolve them.  

Besides the issue of increased trustworthiness, the focus group participants 
seemed to relate older models in adverts to an old fashioned and genuine image. 
Therefore, they perceived groceries to be a good product group for using models 
older than 55 years, since they convey an image of the product as being manufac-
tured carefully in old fashioned way with good primary products, and without 
chemical additions. One participant said;  

“Perhaps do older models in grocery advertising play a bit with our memories. What I 
mean to say is that many people in our age have many good memories of our grand-
parents and how they used to cook. And then when you see an older model in an ad-
vert for groceries you will get that association.”  

Another participant highlighted his trust for an older model in adverts for groce-
ries since he relate older people with health consciousness which thus indicates, 
together with the trustworthiness of the older model, a sense of the product as be-
ing a healthy choice since the older model promotes it and older models are trust-
worthy. He expressed this in the following sentence;  

“When I see an older person I can sometimes think ‘Health and responsibility’, they 
have to think about what they eat in their age. And since I care about my health now 
I perceive (…) concerning food, it to be a healthy choice.”   

However, this contradicts the suggestion another participant posed previously, 
that she is skeptical to buy groceries promoted by an older model since she believe 
the older model is included in the advert since the specific product is customized 
for older consumers;   

“I believe it is better to mix old and young models if you target a broad target group 
than for example only using an older model that promotes for example butter. Than 
you might think that the butter is good for decreasing for example your cholesterol, 
and I who is young does not have a problem with that. So I believe it is good to mix if 
you target a broad population group.” 

Albeit, when summarizing the perceptions and opinions of the participants from 
both focus groups, it is only the above statement that includes any negativity to-
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wards including older models in adverts for groceries. All other statements con-
cerning the issue were positive which might imply that younger consumers not at 
all link older models with age customized food, as the quotation above implies. 
However, most focus group participants link the use of older models in adverts for 
groceries to a sense of genuineness and good quality food, and one participant also 
linked it to healthy food. Thus it could be argued that the use of models older than 
55 years could be a good strategy for companies in the food industry since it prob-
ably would work well with both older and younger consumers since it could send a 
message that the product is homemade, good quality products and a healthy 
choice.  

6.2.3 Non-suitability of Zoomers  

This section deals with in which types of adverts it is not suitable to use Zoomers, 
according to the focus group participants. The two focus groups were asked to dis-
cuss in what type of advertisements they did not perceive it to be appropriate to 
use models older than 55 years. In the both focus groups one category that was 
mentioned instantly was technological products, such as computers or cell phones. 
This was a category of products in which all focus group members agreed models 
over the age of 55 years should not promote, and in the first focus group everyone 
laughed after the mentioning of it. One participant explained their amusement;  

“It would not be trustworthy. Perhaps it would be too comically? (…) The stereotypi-
cal image of it, and what the advertising builds upon, is it that older consumers are 
not entirely up to date with the latest technology.” 

Once again the discussion end up with the issue of trustworthiness but also worth 
noticing is the comical effect that they mentioned that the usage of older models in 
adverts promoting technical products had. Thus, the younger consumers do not 
only find the thought of using an older model in an advert for a technical product 
unsuitable, but also as something amusing. And the fact that technical products 
was the first product area mentioned that younger consumers perceived it unsuit-
able to use models older than 55 years might be an indication that the area really is 
sensitive to the use of older models. The issue remaining is why this is, might it be 
like suggested in the quotation above- that older consumers are perceived to not 
be up to date with the latest technology?    

The discussion in the first focus group continued by one member stating that mod-
els above the age of 55 years could be included in adverts for technological prod-
ucts since they still do consume those products. Continuing in the same area,  
another participant expressed her perception on that if a model above the age of 
55 years would be used in a advert in this discussed category, then she would 
perceive the product the be so easy to use that everyone could use it;  

“Yes- so easy to use that even a 55 year old could use it!”  

This statement made everyone laugh and talk rapidly with each other. Also the 
second focus group perceived it could be beneficial to use older consumers in ad-
verts of technical products since they also purchase those products and that in-
cluding them could send a message that the product is easy to use. Interestingly it 
is evident from the focus group transcripts that the participants at first do not find 
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it suitable to use models older than 55 years in adverts for technical products, but 
that they after a discussion changed their minds to saying it could be good for ex-
ample when sending a message in the advert that the product is easy to use. The 
change of mind seems to be due to that the participants agree that an older model 
in an advert can signal ease of use of the product. One participant explained that 
she had tried to convince her grandmother to purchase a cell phone with only the 
basic capabilities, in order for her grandmother to be able to use it. The grand-
mother however refused to purchase it since it said on the box that the cell phone 
was suitable for older consumers. This corresponds to a statement another partic-
ipant from the first focus group made, based on his experience as a seller at an 
electronic retail chain; 

“We had a cell phone model targeted to retired consumers but the sales never took 
off. Every time you presented it to an older customer they refused to even touch it be-
cause they did not want to feel retired. They wanted a cell phone where they could 
barely see the text since they did not want to feel old.” 

Another participant replied;  

“But I would not want that either! That is to ridicule the person (…).That is discrimi-
nating, everyone should be on the same conditions and not be excluded due to gender 
or age. So I understand that the older consumers did not want to purchase that 
phone, perhaps they could use the word ‘user friendly’ instead and include both a 
younger and older model in the advert?” 

This statement was something that all participants in the second focus group 
agreed with. These issues relate to research proposing that older consumers are 
sensitive about their age and do not like to been perceived as a separate segment 
or targeted by age-customized products (Greco, 1988; Tréguer 2002). This seems 
to be the case also in Sweden, when considering the comments made in both focus 
groups. However, one participant mentioned that adverts of technical products 
seldom use models at all and perhaps due to that fact it might not be of interest to 
discuss the use of models over the age of 55 in technical adverts at all. Another par-
ticipant explained her skepticism towards using an older model in adverts for 
computers;  

“But if you are going to use a person in the advert, then I do not perceive it plausible 
that a 70 year old could present a cool apple computer, it is not what I associate Ap-
ple with. I do not believe he is knowledgeable about the computer.”   

Thereby, the discussion of the non-suitability of using models older than 55 years 
in adverts for technical products seems to be due to two issues; that the older 
model is not perceived to be up-to date with the latest technology and that the old-
er model does not convey the cool image the younger consumers associate with a 
specific brand. Other areas the first focus group mentioned in which they per-
ceived it to be inappropriate to use models older than 55 years, were fashion 
which all participants agreed upon; 

“And perhaps fashion.” 

“Yes, especially when it comes to clothing!” 
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“I would not want to wear what an older model is promoting. You are not there yet.”    

Other product categories that were only mentioned by one participant were; 
sports equipment, with the motivation that older consumers do not exercise as 
much as younger consumers do, and beauty products and skin care, with the moti-
vation that these products often are promoted to be appropriate for one specific 
age group, depending on different needs for your skin as it grows older. After the 
mentioning of these categories there was a silence and no one seemed to have any-
thing to add until one participant added the two categories of travel and enter-
tainment, since seeing an advert with only 55 year olds on a beach would make one 
perceive the trip to be only for retired consumers. The travel industry was the only 
industry, except technical products, the second focus group perceived that it could 
be negative to use older models in the advertisements, since the models used on 
the advert tells the consumer who the trip is targeting which one member ex-
pressed by stating;  

“You comprehend the whole package of the trip depending on the models in the ad-
vert.”  

Also worth noticing is that the quotation above according to several participants is 
a one way street; they believe younger consumers would avoid buying a trip if an 
advert for the trip included older models, but they do not believe the opposite to 
be true. That is, for example an older couple would not hesitate to purchase a trip if 
the advert included only a family with kids. This corresponds to research that 
states that young consumers might need to be sheltered from advertising messag-
es intended to older consumers but not the other way around (Greco, 1988). That 
is, younger consumers might not feel attracted to adverts with older models in it 
but not the other way around. It is also consisted with research stating that young-
er consumers might be alienated by adverts including consumers older than 50 
years (Zhou & Chen, 1992; Greco, 1988). The second focus group discussed that if 
an older model in an advert is attracting to a younger consumer it is all about how 
the older model is portrayed. One participant said;  

“It depends on how they portray the person. If the person is negatively portrayed, 
then it is obvious that it is not attracting. But on the other hand it is the same way 
with younger models, I would not purchase a product if they are portrayed negative-
ly, it is not all about age.”  

Another participant agreed, and added that an older model can be portrayed to 
look younger than he or she is, by for example portraying the older model as ac-
tive, colorful, happy, and it that way makes the advert appealing to younger con-
sumers as well. This statement corresponds to previous research that states older 
consumers to be attracted to models 10-15 years younger than themselves (Barak 
& Schiffman, 1991; Greco et.al, 1997).  To summarize, the areas in which all focus 
group participants agreed that they perceived it to be unsuitable to use models 
older than 55 years in were; technical products, fashion, and travel and accommo-
dation. Other mentioned areas were skin care, sports equipment, food, beauty 
products and entertainment; one or two participants however, only mentioned 
these.    
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6.2.4 Younger and older models    

This section deals with a discussion on a comparison between two similar adverts; 
one with a young model and one with an older model. Both focus groups were 
shown two adverts from ACO (a Swedish brand for skin care and cosmetics) where 
one featured a young model putting a mascara in front of a mirror and one with a 
model over the age of 55 putting on lipstick. The adverts are very similar in layout, 
coloring and posture of the model. The only thing that was different was the model 
herself and that the products were displayed in a somewhat different manner. It is 
apparent the two adverts belonged to the same campaign, both due to the similari-
ty between them but also due to the text being exactly the same in the two adverts. 
All focus group participants but one preferred the advert with the younger model, 
in front of the advert with the older model and expressed this by saying;  

“Generally you are not attracted to advertising which target people older than your-
self.” 

Two members expressed that they would not notice the advert with the older 
model and that they did not find the advertised product suitable for someone in 
their age by the following statements;  

“I do not think I would notice this one. I would not see it.” 

“If my girlfriend would ask me to buy make-up or something because she was in a 
hurry for a trip. Then I don’t think I had, you know. It would not have felt appropri-
ate.” 

Only one participant preferred the advert with the older model, and motivated her 
perception with the fit between model and advert itself;  

“I believe the woman and the product create a better fit than the advert with the 
younger model. So this one feels more credible and I am more attracted in buying this 
product.”  

She would however, not want to purchase the product since the advert is too color-
less. When the other participants were asked whether or not they would purchase 
the product if the older model was on the advert, they all replied that they would 
not purchase the product since the older woman on the advert which to them sig-
naled that the make-up was intended for older women. Several female participants 
also said they could not identify with the product due to the model being older 
than 55 years. They felt much more attracted to the advert with the younger mod-
el, in their own age. Two participants said;  

“I prefer the one with the girl because I can identify myself more with her, it is more 
my life.”           

“It is naturally that you associate yourself with someone in your own age. Just like my 
mother and grandmother would prefer to buy products with images targeted to-
wards them.”  

These statements imply that identification with the model in the advert is impor-
tant in order for the consumer to catch the adverts message and feel a desire to 
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purchase the product. This is consistent with previous research on identification 
with adverts (Kotler et al., 2005; Greco, 1988), at least for younger consumers con-
cerning cosmetics products. The participants thought the older model looked fresh, 
was happy, on the way somewhere or at a party, she looked upper-class, was wear-
ing expensive clothing, and had a natural smile. The majority of the group mem-
bers also thought that the older woman created a better fit with the image of the 
brand than the younger woman did and she also felt more trustworthy. The idea 
that fit between model and promoted product is supported by research on celebri-
ty endorsement, which state that when selecting a celebrity to promote a brand or 
product it is important that there is a fit between the celebrity and product/brand 
(Miller & Baseheart, 1969; Ohanian, 1990). This could probably also be valid in this 
case. The associations with the younger model in the advert were that she looked 
lively, in a rush, single, social, colorful, fresh, spontaneous, positive. However, the 
main association seems to be that the make-up is intended for older women. Sev-
eral of the female made the following comments;  

“Make-up for older women.” 

“Yes, that is my impression too.”  

“Yes, make-up for older women.”   

The reason they do not feel attracted is according to one participant the belief that 
the make-up would not carry the coloring a younger audience demand. One partic-
ipant noticed that the products are somewhat more in focus in the advert with the 
older model in comparison to the advert with the younger model, where the focus 
is somewhat more on the model. Another participant highlighted the fact that you 
comprehend the product differently according to which advert you look at.  To 
summarize this discussion, the focus group participants were almost united in 
their opinions that they did not feel attracted to the product or brand when the 
model over the age of 55 years were promoting the product and they would prob-
ably not even notice the advert. This since they automatically would assume the 
make-up was intended for older women, and thus not appropriate for their skin 
type. Albeit, they did say that she was more trustworthy than the younger model. 
One participant mentioned that one generally do not feel attracted to adverts with 
models older than yourself and her statement seems to hold true, as it mirrors the 
whole discussion in the focus groups.   

6.2.5 Underrepresentation of Zoomers 

This section deals with the underrepresentation of Zoomers in printed adverts. 
The content analysis showed that Zoomers are included in 14 percent of the adver-
tisements as compared to their part of the Swedish population which is 31 percent. 
The focus group participants were asked to give their opinions on why marketers 
might neglect Zoomers in constructing adverts in this manner. The discussion be-
gan by a general discussion among the participants about their opinion that it 
might look like this due to the weak purchasing power among Zoomers. In both fo-
cus groups the majority of the participants believed that Zoomers had a low level 
of purchasing power; 
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“The problem is also that older consumers are not as strong in purchasing power as 
younger consumers are.”  

“Younger consumers have a larger purchasing power than older consumers.”  

However, in both focus groups one member disagreed with the other group mem-
bers and explained that Zoomers actually have the highest level of purchasing 
power of all Swedish population groups and this was supported by the moderator 
with statistics on the subject. The participants were very surprised to learn that 
Zoomers had such strong purchasing power. It is worth noticing that a majority of 
the participants perceived consumers older than 55 years to be weak in purchas-
ing power and it is especially interesting since they were completely wrong. But 
perhaps is their perception an image of how people in Sweden generally perceive 
the purchasing power of older consumers to be? And if this image is the prevailing, 
then it is not strange that consumers older than 55 years are underrepresented in 
adverts, since there would be little point in trying to increase sales from a group no 
one perceive has any money to spend.  

In the second focus group the participants opposing the others explained why 
Zoomers are strong in purchasing power and mentioned the following; kids have 
moved out, mortgage have been paid off, and they have high salaries. In reply one 
member raised an interesting issue;  

“Yes, in monetary terms older consumers are stronger, but they spend less even 
though they have the monetary resources. Younger consumers spend even though 
they have no money since they have 10 million credit cards and lots of debts. There-
fore they have a large amount of liquid assets even though they in reality have a low 
level of purchasing power; they are easily induced to purchase.”  

Many other participants agreed with the statement that younger consumers are 
generally more easily persuaded by marketing efforts which goes in line with the 
research of Tréguer (2005). The quotation above implies a belief that marketers 
focus on younger consumers instead of Zoomers since younger consumers are 
more easily persuaded by advertising and are strong consumers by borrowing 
money for their consumption. In response to why marketers use fewer models 
older than 55 years than their proportion of the population the participants also 
discussed that the source of the problem could be the general fear in society of 
growing old. This notion was supported by all participants, growing old is not con-
sidered as something positive. According to the participants this is evident not only 
from advertising but also from other sources in the society, for example movies or 
media. Nearly all participants perceived growing old as something undesirable and 
some of them expressed this by the following statements;   

“Who wants to feel old?” 

“Being old is often negatively associated.” 

This discussion says something about how age and growing old is perceived by 
younger consumers in Sweden, clearly as something undesirable. Further, this con-
firms previous research that stereotypes to a certain degree is constructed and 
reinforced by media (Peterson, 1992). Negative stereotyping of older people leads 



 

 
80 

to exactly what the younger consumers express in the focus groups, a fear of grow-
ing old, seeing aging as something unenviable, unpleasant and also lose their re-
spect for the older generation (Peterson, 1992; Johnson & Pittinger, 1984; Korzen-
ney & Neuendorf, 1980; Montepare & Lachman, 1989). 

Only one member stated that he looked forward to growing old. The participants 
also believed that marketers construct their advertisements in the described man-
ner since this works and is profitably or that they simply do not think about it. One 
participant articulated this;  

“There must exist statistics that say that younger models in advertisements sells, oth-
erwise the distribution would not look like this.” 

And another said;  

“If it works the way it is and it sells (…) I don’t think marketers think like this ’Now 
we have only used young models, we have to use some older models too,  that is; if us-
ing younger models in advertisements sells and is profitable, of course the marketers 
will continue doing it!” 

It is notable that many of the participants used the argument that since advertisers 
construct adverts in this way, it must be the most profitable way to do it. The focus 
group participants are not upset over the underrepresentation of older consumers 
since they believe that the distribution could be argued to be accurate due to eco-
nomical arguments. They do not perceive anything to be wrong with this distribu-
tion since they believe it is based on extensive previous market research. However, 
their discussion indicates a sense of trust towards that advertisers know that what 
they are doing is the best. Another aspect the participants mentioned was that they 
believe Zoomers might be attracted by the use of younger models in adverts and 
that it could be the reason for the unequal distribution of Zoomers in advertise-
ments compared with Zoomers part of the population. Two participants suggested 
that it probably is easier for an older person to identify oneself with a younger 
model and thus be attracted to the product, than for a younger consumer to identi-
fy themselves with an older model. Continuing on this discussion one focus group 
member expressed a belief that Zoomers can have the ability to identify them-
selves with a younger model since they have been that age in one part of their life 
and thus can identify with the model due to experience. According to her, younger 
consumers do not have this possibility since they cannot identify with an older 
model since they have not been that age themselves yet. She expressed this in the 
following statement;     

“When being older you can simulate how it feels to be young, but as a younger con-
sumer you cannot understand how it is to be old.”     

Most participants agreed with this and one of them summarized the discussion by 
saying;  

“Younger consumers are more attracted to advertisements that include young mod-
els, whereas older is attracted to both young and old models in the advertisements.” 

This ease of attracting younger consumers as well as older consumers when using 
a mix of young and old models is a notion that both focus groups returned to dis-
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cuss it over and over again. One participant explained that older consumers might 
have a smaller need to identify themselves with a model in their own age in the ad-
vert in order to buy the product. Instead other factors, such as the capabilities of 
the product itself are important. She perceived it to be more plausible that an older 
person buys something an older person promotes than the other way around. The 
issue of identifying oneself with an advert is emphasized as important in advertis-
ing, in order to purchase a promoted product (Zhou & Chen, 1997). Furthermore, 
on the question if this distribution was just or not, the participants from both 
groups discussed that it depends on what perspective you take; an ethical or an 
economical perspective? The economical perspective consist of what had been dis-
cussed earlier- what type of adverts attract the targeted population and is thus the 
most profitable to use? The participants reasoned that if it is good for business to 
have the low level of Zoomer presence in advertising then that is the right way to 
go about it. In one of the focus groups the issue of an ethical perspective was raised 
which included a sense of fairness or societal equality. However, only one member 
perceived this to be important enough to discuss further, and said;  

“I believe the presence of +55 aged models in advertisements should resemble the 
population structure. Perhaps is that a wrong way of thinking if you want to maxim-
ize your sales.”  

This statement corresponds to some beliefs that advertising in a country should 
mirror that society (Carrigan & Szmigin, 1998). Albeit, this is both an equality issue 
and to some extent an ethical issue. Because no single advertising agency can be 
said to underrepresent consumers older than 55 years, since they use those mod-
els they see fit with the advertising campaign at hand. However, when seeing the 
whole picture and how often consumers older than 55 years are represented in 
adverts, then it could be argued that they are underrepresented and that it to some 
extent way is wrong, as the focus groups participants mentioned above. Thus, the 
discussion of the frequency in which Zoomers are presented in adverts in compari-
son to the part of the population, is according to the focus group participants not 
really unfair since it can be motivated by economic arguments. Thoughts were also 
expressed on the belief that marketers underutilize Zoomers when they construct 
adverts since they believe Zoomers can be attracted to younger models whereas 
younger consumers are more unlikely to be attracted to an advert using older 
models. This thought match with the theory of cognitive age (Barak & Schiffman, 
1991) since older consumers can feel attracted to a model younger than them-
selves, who is more close to their cognitive age rather than their chronical age.  Or 
those marketers simply do not think about the fact that they might be underutiliz-
ing Zoomers in their adverts. Or they might be afraid to lose the younger custom-
ers when using an older model in the advert. One participant said; 

“If I would launch a new cell phone, then I would find it difficult to show it with an 
older model at first. You do not want the product to end up as a product perceived to 
be targeted only to older consumers.” 

The last statements concerning that the use of an older model might create a loss 
of the youth segment is exactly what (Deutsch et al., 1986; Mathes et al., 1985; Ma-
ziz et al., 1992) conclude.  
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6.2.6 Negative portrayal of Zoomers 

This section deals with the negative and positive portrayal of Zoomers in printed 
adverts. In 5 percent of the adverts the Zoomer is portrayed in a negative or ridi-
culing manner, these are the opinions of the 20-30 year olds on this distribution. 
The discussion in both groups concerns that 5 percent is a very small proportion 
but that presenting a Zoomer in a ridiculing or humorous manner probably is a 
strategy used by marketers to make the old models a little cooler and more appeal-
ing to younger consumers. One participant explained;  

“But it must be to make it a bit cooler? That is, you make the older person a bit more 
fun in order to not scare of younger consumers from the advert.”  

Most participants agreed that an older model portrayed in a humorous manner can 
be attractive for a younger audience since the advert yields a laugh and also indi-
cates that the older character has a youthful mind. Which is consistent with find-
ings from Zhou and Chen (1997), who state that older models often are included to 
make other people laugh. Although, there is a fine line between presenting them in 
a humorous manner and ridiculing them, which can have the effect that older con-
sumers feel taunted and would refuse purchasing the product, since if people laugh 
at someone in your age group you might gain negative associations to the product 
and brand. Concerning that Zoomers is portrayed in a negative manner the partici-
pants were united in the perceptions that it is not a good strategy;  

“But to portray an entire age group negatively, that can’t, that doesn’t feel good at 
all, even if it’s an old, young or middle aged age group. (…) Even if you do not target 
that segment, it feels like you will lose it immediately.”  

“It is only stupid! You never want to be a group that others are making fun of!”  

One of the focus groups discussed the idea that it might be effective to use an older 
model as a surprise element, which makes the commercial more fun due to the 
surprising effect of an older person doing something unexpected. This is however, 
most applicable in TV commercials, but might perhaps be transferred to printed 
adverts also? The participants gave several example on TV commercials where an 
older model were used as a surprise element and did something that was funny on-
ly because they were old and that it was so unexpected. The discussion looked like 
this;  

“In a commercial where two older ladies sit at a table and a very old lady sits next to 
them (…) and she begins to dance.”  

 “Yes, she does something totally unexpected and then it is attractive to younger con-
sumers as well. She acts in an unexpected manner. (…) But if a younger person should 
have done it, it would not have had an effect, but now it was someone older.” 

The ICA TV commercial was mentioned as a good commercial since it is attractive 
to all age groups. One participant explained that since the commercial includes 
male, female, younger and older models; they have succeeded in attracting a broad 
age group. The older character is fun which appeals to older consumers and is still 
a source of credibility to the younger consumers. 
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The above stated comments concerning the attractiveness of the ICA commercial 
are interesting to mention. How come this advert has gained so extensive populari-
ty in all ages? Albeit, it can be many different explanations, however, it signifies 
that the inclusion of older characters in adverts can be a positive and successful 
strategy for marketers. ICA actually has recently started using their characters 
from their successful TV commercials in printed adverts. It might be interesting to 
see if they are as effective as the TV commercials in their usage of older characters. 
Thus, as the younger participants of the focus groups discussed, the line is very 
fine between characterizing an older model in a humorous manner or in a discri-
minating manner. 

6.2.7 Zoomers in profile pictures  

This section deals with the usage of Zoomers in profile pictures in adverts and also 
the usage of celebrities older than 55 years in adverts. Both focus groups were pre-
sented with the results from the content analysis that in every fifth advert that 
Zoomers are included and presented in the form of a small profile picture.  Often 
the Zoomers have one of the following four roles; customer, celebrity, expert or 
seller. The participants agreed on the relatively high percentage of Zoomers in-
cluded in adverts as a profile picture as of being due to the issue of trustworthi-
ness. All participants agreed that an older model acting as a doctor yields more 
credibility than a younger one since the older doctor is assumed to have a longer 
work experience. One member said;  

“If the image is of a customer the customer can claim they have used that product for 
20 years, but that could not a young consumer have claimed.”   

Another member said;  

“And if you are older you can say that you have a lot of experience and you have 
tested many different products but this one is the best.”  

Another participant tied back to the discussion on the usability of older models is 
dependent on what product is advertised by saying;  

“Once again it is dependent on the product. If it’s a computer I find a 27 year old 
more credible than an older person.”  

Once again the focus group participants discuss the issue of trustworthiness in re-
lation to an older model or as in this discussion a Zoomer as a customer, seller, ex-
pert or celebrity. The trustworthiness factor the younger participants mentioned 
concerning the usage of older characters adverts can be connected to the source 
credibility theory (Miller & Baseheart, 1969). The right type of source, which 
means for example a spokesperson such as a celebrity that the consumers like, 
creates a feeling of dependability, reliability, and trustworthiness towards the ad-
vert (Ohanian, 1990).  Thus, even though the included older character in the advert 
is not a celebrity, the consumers associate certain characteristics of the older per-
son that affects the perception of the promoted product or service. As found in the 
research, the younger consumers feel a greater level of trust towards an advert us-
ing older models, as well as reliability.  
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6.2.8 Summary of focus group discussion 

This section is a summary of the most important data concerning how younger con-
sumers perceive the inclusion of characters older than 55 years in printed adverts 
and thus, if they want to see a more frequent usage of Zoomers characters. 

To start with, it can be concluded on the basis of the focus groups with younger 
consumers that they do not mind older models in adverts targeting especially to-
wards older consumers. However, their opinions are much more differing concern-
ing the usage of older models in adverts supposed to target a broad age group. All 
participants agree that to use a mix of younger and older models is a very appeal-
ing strategy to use, albeit, an advert with only an older model might not attract 
them.  

An interesting discussion in the focus groups were that contemporary younger 
consumers are not frequent magazine readers, but are instead frequent internet 
browsers, and perhaps this indicates that printed adverts to a large extent can be 
customized to better attract older consumers.  

Some indications have been discovered that supports previous research that older 
models in adverts for some specific product categories can attract also younger 
consumers (Ursic et al., 1986), or at least not alienate them. The current study sug-
gests that the usage of older models in adverts for product (or service) categories 
that are expensive and one seldom purchases, might be categories in which older 
models can be included without alienating younger consumers. This since, an older 
model yields a sense of trustworthiness. The younger consumers also had a posi-
tive perception of using older models in adverts for groceries since the older model 
would affect them to perceive the product as home-made, genuine, old fashioned, 
health-consciousness, and of good quality, as the older model brings up memories 
of grandparents and childhood.  

The findings from the focus groups indicate that older models were perceived to be 
unsuitable to promote technical products, if the brand should convey a cool and 
high-tech image. However, the discussions indicated that older models could be 
used in adverts when a brand wants to convey a products ease of use. 

Whether or not purchasing intentions of younger consumers would be hampered 
by the inclusion of an older model in adverts, it seems to be related to what type of 
product the older model is promoting. Indications were uncovered that technical, 
fashion and beauty products are products were the younger consumers purchase 
intention would be decreased by the usage of older models in adverts.     

Another finding is the almost coherent misperception among the younger consum-
ers that consumers over the age of 55 are weak in purchasing power, which is a 
perception contradictory to recent studies from HUI (2008). Albeit, this misper-
ception can be an indication of how younger Swedish consumers perceive the age 
group over the age of 55 years.    

The younger consumers are positive towards the way in which older consumers 
are portrayed in adverts, based on the current content analysis. No support can be 
discovered that they would perceive the underrepresentation of Zoomers in ad-
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verts to be faulty. The arguments they used are that advertisers must construct ad-
verts in the current manner since it works and is profitable. Another interesting 
argument was in line with research of identification (Zhou & Chen, 1997), and in-
cluded a belief that older models are not frequently included in adverts since older 
consumers might as well identify with younger consumers since they have been 
that age in some point in their lives. The focus group participants believed that 
portraying older models humorously or to use them as a surprise element could be 
advantageous in adverts, since young consumer then would perceive the older 
model as fun and youthful. However, they were united in their opinions that por-
traying Zoomers negatively is not a good strategy since no one appreciates to be 
made fun of.    

6.3 Concluding analysis of older and younger consumers’ per-

ception of the portrayal of older consumers. 

This section will compare the findings from the focus groups of younger and older 

consumers, concerning the second part of the two folded purpose; to uncover what 

perceptions that older and younger consumers have of the portrayal of older con-

sumers in printed adverts. The second part of the purpose of this thesis was divided 

into two research questions which have been analyzed in section 6.1; What are the 

attitudes of consumers older than 55 years, concerning how their age group is por-

trayed in printed adverts and do they want to see a more frequent usage of charac-

ters in their own age? And 6.2; What are the attitudes of consumers younger than 55 

years, concerning how the age group older than 55 years is portrayed in printed ad-

verts? 

  

To conclude the four focus groups, the moderator asked all the participants to in-
dividually write down five adjectives that in a best way described how they per-
ceived Zoomers to be as consumers. If the participants could not convey their 
thoughts into on adjective they were allowed to write 2-3 words instead. These ad-
jectives are presented below in the two word clouds. The participants wrote the 
adjectives in Swedish and after the focus groups, all adjectives were summarized in 
a document. Those adjectives that were exactly the word were grouped first. The-
reafter, adjectives or words that easily could be perceived to have the same signi-
ficance were also grouped, such as ‘careful with money’ and ‘price-conscious’. Fur-
ther, the adjectives which were synonyms to each other were also grouped. For ex-
ample; The adjective Price-conscious in translated to Swedish by the word ‘Pris-
medveten’, and were grouped with word such as ‘Ekonomisk’, ‘Försiktig med pen-
gar’, ‘Snål’, ‘Sparsam’, which had the same or similar significance.      
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Figure 8 Adjectives mentioned by younger consumers describing older people in their role of con-
sumer'. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 9 Adjectives mentioned by older consumers describing their own age group in their role of 
consumers’. 
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The first word cloud includes the adjectives mentioned by the 13 participants in 
the two focus groups for consumers age 20-30 years. The second word cloud is the 
adjectives mentioned by the 13 participants in the two focus groups for consumers 
older than 55 years. The number following the adjectives is the number of partici-
pants that wrote that adjective or a synonym to that adjective. That is, if the num-
ber following an adjective is ‘7’, then that means the adjective was written by 7 
participants, out of a total of 13. It should be noted that the participants were 
asked to limit the older consumers they associated the adjectives with, to the age 
group 55 to 70 years in order to narrow the age group. Also, the adjective pre-
sented below, is the adjectives mentioned by 2 or more participants, the remaining 
adjectives were perceived as irrelevant as only one participant mentioned them. 
Thereby, it is also worth noticing that the smaller the font of the adjective, and the 
lower the number following it, the lower is the probability that it is an accurate de-
scription of the age group. That is, ‘Service demanding 2’ included in younger con-
sumers section below was mentioned by two participants and should thereby be 
considered less accurate than ‘Thoughtful 8’ which thus was mentioned by 8 par-
ticipants. 

The major similarity that is spotted immediately among the words in the two 
groups are that ‘thoughtful’ ranks among the highest in both groups, by being men-
tioned by 8 of the younger focus group participants and 7 of the older participants. 
Next similarity is the adjective ‘Non-impulsive’ that ranks as the second highest 
among the younger by being mentioned by 7 participants and the third highest 
along with some others by the older consumers. The adjective ‘experienced’ is also 
mentioned by several younger, 6, and older consumers , 4, as well as ‘Great in pur-
chasing power’ mentioned by 5 younger and 4 older, and ‘Price-conscious’ with 5 
and 4 respectively. The finding that Zoomers perceive themselves as environmen-
tally conscious is interesting to mention because it confirms previous research by 
Leventhal (1997) that older consumers have much concerns about the environ-
ment and giving back something to the society.  
 
Overall, it is evident that these similarities indicate that consumers age 20-30 
years have a fairly similar perception to that of consumers older than 55 years, 
concerning how people in the age 55-70 are in their roles as consumers. This is in-
teresting since it indicates that younger consumers can be argued to have a similar 
perception about older consumers as the perception older consumers themselves 
have, which should be a truthful and honest image since older consumers them-
selves have described it. This might imply that the Swedish society, at least con-
sumers aged 20-30 years, is fairly aware of the roles and abilities of older consum-
ers, and not as according to the older focus groups; that older consumers in one 
sense are excluded from the society and that Swedes generally not honor their el-
derly, but rather the opposite. This in turn, could mean that perhaps older con-
sumers will be more fairly represented and portrayed in years to come. That is, if 
younger consumers with a good perception of older consumers grow up and con-
tinue to have a good perception of older consumers, then perhaps the society’s 
perception also change. A major change or improvement of the perception of older 
consumers in the society should affect media, advertising etc, like previous re-
search implies (Peterson, 1992; Peterson & Ross, 1997). Also, if younger consum-
ers with a good perception of older consumers and ageing come to work in posi-
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tions in advertising, then that can have an effect on media and advertising in the 
society, since Lövgren (2009) imply that the fear of ageing of advertisers have an 
impact on what models they include in adverts. 

Both the focus groups with Zoomers and younger consumers, discussed the issue 
of the existence of a need to identify themselves with models in adverts, in order to 
be attracted to the promoted product or service. In the younger focus groups, it 
was discussed that it does not really matter if Zoomers are underrepresented in 
adverts, since they believe that an older consumer can identify themselves with a 
younger model, since they have been that age in some point of their life. Younger 
consumers do not have this possibility. This theory can be supported by a discus-
sion in the Zoomer focus groups, where several participants agreed that their way 
of thinking has not changed much since when they were in their 30’s. This discus-
sion is in line with the theories of cognitive age (Barak & Schiffman, 1981) and 
new-age elderly (Schiffman & Sherman, 1991; Mathur et al., 2001) as older con-
sumers might have a younger inner self than their actual age. Also, older consum-
ers do not perceive themselves to be old and thus might not be attracted to adverts 
with older models (Shukla, 2007). Therefore, it could be argued that Zoomers can 
be attracted to adverts promoted by younger models, at least rather than younger 
models being attracted by an older model.    
 
Concerning in which product categories it is suitable to use older models, the Zoo-
mers wanted an increase of the presence of older models in categories such as tra-
velling, groceries, luxury products, fashion, sport associated products, financial 
services, technological products and anti-ageing products. The younger consumers 
did not desire an increase of Zoomers in adverts, but perceived some categories to 
be more suitable than others to use older models in; groceries, law firms, medical 
products, and air travel. The younger consumers perceived some product catego-
ries to be unsuitable to be promoted by older models; technological products, fa-
shion, sport associated products, entertainment and travelling. The Zoomers 
wanted to be less represented in adverts for health-related products. If summariz-
ing these findings and combining them with relevant theories, indications appear 
that older models could successfully be included in adverts for groceries since both 
the younger focus groups and the Zoomer focus groups and previous research 
(Carrigan & Szmigin, 1998, Ursic et al., 1986) state that older models  have the po-
tential to attract a broad age group of consumers in those type of adverts. The cur-
rent study shows that younger consumers connect older models promoting groce-
ries for example to yield a sense of genuineness and childhood memories. The con-
tent analysis showed that Zoomers are included in grocery adverts in 6 percent, 
and based on the discussion above it could be recommended to marketers and ad-
vertisers to increase their use of older models in this category.  
 
However, the findings from the younger and older focus groups contradict one 
another in the some product categories in which the Zoomers wanted to be more 
represented in, and in which the younger consumers perceived it to be unsuitable 
to use them; travelling, fashion, sport associated products, and technological prod-
ucts. Thereby the current study supports previous research in categories that sel-
dom use older models (Carrigan & Szmigin, 1998, Ursic et al., 1986; Zhou & Chen, 
1992). On the other hand, younger consumers perceived law firms, medical prod-
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ucts, and air travel to be appropriate categories to use older models adverts, which 
is consistent with the Zoomers focus groups which claimed to desire an increase of 
older models in adverts for financial services. Thereby, it could be argued that old-
er models could be successfully used in adverts for products where trust is impor-
tant, such as the categories mentioned by the focus groups. This since complex (e.g. 
financial and legal services) or dangerous products or services (e.g. surgeries, air 
travel) where experience and expertise are crucial ingredients to decrease senses 
of insecurity and anxiety. These thoughts are in line with an Australian study 
(Higgs & Milner, 2006) which states that older models can be included in adverts 
in order to give a sense of wisdom and seniority.  
 
Furthermore, the discussions in the Zoomer focus groups implies that older con-
sumers are attracted to adverts in which older celebrities promotes products. 
However, previous research has found contradictory results of the appropriate-
ness to use celebrities to attract older consumers (Greco, 1988; Tréguer, 2002; 
Shukla, 2007). Albeit, perhaps could the use of an older celebrity bridge the gap be-
tween older and younger consumers and attract both age groups to the promoted 
product or service? It would be interesting to investigate these thoughts further.  
 
When the younger and older focus groups were shown the two ACO cosmetics ad-
verts, it was evident that they had similar perceptions; both younger and older fo-
cus group participants preferred the model representing their own age, with the 
argument that the model in their own age suited their needs better since they 
could identify with her more than the model not in their age. The expressed need 
of the participants to identity with the model in the adverts, in order to desire the 
products, are consistent with previous research concerning how consumers are at-
tracted to adverts (Kotler et at., 2005; Greco, 1988; Whittler, 1989; Kelman, 1961). 
Both groups stated that they would not even notice the advert with the model not 
representing their age, and that they would only turn the page over. The younger 
participants related the use of the older model to the product features and as-
sumed the make-up was intended to especially meet the needs of older women. 
The findings that both focus groups perceived it as important to be able to identify 
with the advert’s model is interesting, since it implies that marketers and advertis-
ers must be aware of that in at least this product group, it is important to use mod-
els similar in age and/or appearance as the target group.     
 
Another similarity between the discussions in the younger and older focus groups, 
were concerning the perception that older consumers are less impulsive buyers in 
comparison with younger consumers. This was discussed as an underlying reason 
for why Zoomers are underrepresented in adverts, since both younger and older 
participants perceived Zoomers to be more difficult to persuade with advertising 
messages, due to a larger life experience than younger consumers. And therefore, 
according to the focus groups, marketers and advertisers use younger models 
more frequently than older models due to the ease of persuading younger consum-
ers. This is corresponding to research showing Zoomers to need repetitive adver-
tising in order to purchase a product since they are not impulsive consumers 
(Tréguer, 2002; Ippolito, 1990). This is further supported by the adjectives (see 
word clouds, figure 8 and 9) denoted by the focus groups concerning the percep-
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tion of older people as consumers, in which the adjectives thoughtful, non-
impulsive and experienced, scored high among both the younger and older partici-
pants.  
 
Both younger and older focus groups agreed that it is not a good strategy to por-
tray Zoomers negatively, albeit, their perceptions concerning what a negative por-
trayal could look like differed. Both groups were shown the adverts with the skip-
ping older male portrayed as a ballerina, and the younger focus groups laughed 
and said that they advert was only fun, and not discriminating with the argument 
that the model posing as a ballerina seemed content about the situation and played 
along. The older participants, on the other hand, perceived the advert to be a case 
close to be discriminating against older men. Thereby it is evident that the percep-
tion of what actually is a humorous or discriminating portrayal of Zoomers is di-
vided by a fine line and that the perceptions differ among younger and older con-
sumers. Implications for marketers concerning this are that younger consumers 
perceive a humorous portrayal of Zoomers in adverts to be amusing, and a good 
strategy that attracts younger consumers. This since the older person seems more 
youthful and also that it adds a surprise element to the advert, and therefore it be-
comes more memorable than if a younger model would have done the same thing. 
On the other hand, the current study and previous research (Leventhal, 1997; Car-
rigan & Szmigin, 2001; Mackie et al., 1996; Kite et al., 1991) indicate that Zoomers 
are easily offended by humorous adverts and do not appreciate to be made fun of. 
Research also indicate that Zoomers might boycott products or brands portraying 
Zoomers in an unfavorable manner (Moschis, 2003), even though they are not the 
main target group. Thereby marketers must act cautious when planning to use ad-
verts portraying Zoomers in a humorous manner. Perhaps this issue could be by-
passed by testing new adverts both to younger and older consumers.    
 
Furthermore, the current study finds indications from both younger and older con-
sumers that the representation of Zoomers in profile pictures in adverts are mainly 
due to a willingness from advertisers to create trustworthiness and credibility to-
wards the adverts. The findings indicate that this is a favorable strategy to use 
when targeting a broad age group, since both younger and older consumers perce-
ive Zoomers to be related to trust due to extensive life experience, which is consis-
tent with research on credibility (Sternthal et al., 1978; Hovland et al., 1953; 
Tréguer, 2002). All four focus groups discussed the issue of trust related to the use 
of older models in adverts extensively throughout the focus group discussions, and 
returned to discuss it over and over again. This implies that both younger and old-
er consumers relate to great extent older models to trustworthiness and credibility 
in adverts. This since they feel they make a better purchase and get a product of 
higher quality if an older model is promoting it than if a younger model would 
promote the same product or service. The focus group participants relate this to 
the ability of the older model to have a large life experience and also radiate hones-
ty.  
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7 Conclusion   

This chapter will summarize the output from the analysis and answer the research 
questions of this thesis and thus fulfill the two folded purpose; firstly; to do a content 
analysis on how consumers older than 55 years are portrayed in advertisements in 
the largest Swedish magazines, and secondly; to uncover what perceptions of this 
portrayal that older and younger consumers have.   

The first part of the two-folded purpose included two research questions and the 
first of these concerned how frequently Zoomers are included in printed adverts. 
The findings indicate that Zoomers are included in approximately 14 percent of 
printed adverts in ten of the largest Swedish weekly and monthly magazines. Fur-
ther, the second research question dealt with the portrayal of Zoomers in printed 
adverts, concerning which, previous research have been contradictory, with a ma-
jority of the research stating older consumers to be stereotyped and negatively 
portrayed in advertising. The findings from the current study supports the weaker 
body of research suggesting that Zoomers are not stereotyped or negatively por-
trayed, but are rather positively presented as active, social and healthy consumers. 
Zoomers were only in a minor portion of the adverts used to target especially a 
segment of older consumers, and were mostly included in adverts promoting 
body/beauty enhancing products. Furthermore, in one third of the adverts, the 
Zoomers in the adverts was not a model, but was included in their role as custom-
er, seller, expert or celebrity, which most likely is related to the trustworthiness 
that Zoomers can add to an advert.  

The second part of the two-folded purpose included two research questions which 
concerned the perceptions held by Zoomers as well as younger consumers regard-
ing the portrayal of Zoomers in printed adverts. Concerning the third research 
question of the thesis, the findings suggests that Zoomers are content with how 
their age group is portrayed in adverts, although they want to be included more 
frequently in adverts and in more diverse product categories. Concerning the 
fourth research question, younger consumers are positive towards the manner in 
which Zoomers are portrayed in adverts, and generally do not desire an increased 
usage of Zoomers in adverts. Albeit, it seems plausible that younger consumers 
would not mind an increased usage of Zoomers in product and service categories 
where trustworthiness is an important factor. This since the current study finds 
indications that younger consumers as well as older consumers relate older mod-
els with experience and trust, which in turn might increase the credibility of the 
advert.  
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8 Discussion  

This chapter will present a model based on the findings from this study but which did 
not fit into the scope of the purpose and thus is presented in the discussion chapter. 
Furthermore, this chapter presents implications for marketers and advertisers based 
on the current study, as well as giving recommendations for further research. 

Based in the findings from the discussion and analysis of the younger focus groups, 
and with some connection to the perceptions of Zoomers of when it is suitable to 
us Zoomers in adverts, the authors propose a model that could be useful for mar-
keters when to decide if it is appropriate and effective to include a Zoomer or not 
in adverts. It should be noted that the model is merely a proposal based on the 
findings from the current study and thus needs to be tested for accurateness. The 
model is developed since research indicates that the usage of older models might 
alienate younger consumers from purchasing a product or service (Greco, 1988; 
Lövgren, 200; Carrigan & Szmigin, 1998; Zhou & Chen, 1998; Deustch et al., 1986; 
Mathur et al., 2001; Maziz et al., 1982). The current study finds indications sup-
porting this research, but also indications that the usage of older models can some-
times be a good strategy when wanting to attract a broad age segment. However, 
there can be argued that what type of product group the advert is promoting high-
ly effects the result concerning the suitability and outcome of using Zoomers in ad-
verts. These thoughts are based on the perceptions from younger and older con-
sumers in the focus groups combined with the influences and guidelines of pre-
vious research, the authors have created their own model; 
 

 

Figure 10 The model of when to use and when not to use older models in adverts to attract younger 
consumers 

 

The developed model is created to give marketers and advertisers advice concern-
ing when to use or when not to use models older than 55 years in their adverts to 
target a broad age group, and therefore decreasing the potential risks of alienating 
younger consumers.  
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The center of the model is based upon the characteristics of older consumers that 
have been most commonly used by the study at hand, and of both younger and 
older participants of the focus groups, as well as partly from previous research 
(Higgs & Milner,  2006; Tréguer, 2005); expertise, life experience, unskilled in tech-
nology. The characteristics of Zoomers in the model is neither positive nor nega-
tive, thus it can be proposed that the message the characteristics convey through 
an advert is interrelated with the type of product category, and what type of mes-
sage the marketers and advertisers want to deliver to the consumers.  

Zoomers are often associated with a great extent of expertise due to their seniority 
and the common perceptions that old equals wisdom (Higgs & Milner, 2006), 
which is why it is included in the model. The next characteristic is the great 
amount of life experience old persons have gained throughout their lives, which 
was largely emphasized by both older and younger focus group participants as be-
ing an important trait, and thus why it is included. The third and last characteristic 
in the model is their lack of skills or interest in new and/or advanced technology, 
which is mostly based on the perception of the younger focus group participants, 
which discuss a low level of purchase intention towards technology promoted by 
an older model. 

Further, the model is divided up into two sides, when to use and when not to use 
older models in adverts to decrease the potential risk of alienating younger con-
sumers from the product, which is denoted by; use older models when wanting to 
convey a message of, and do not use older models when wanting to convey a message 
of. The first one relates to the left-hand side and the second one to the right-hand 
side, and will now be explained in turn; 

The left-hand side of the model shows the type of messages that an older model 
not is suitable to convey and consist of; an image of advanced technology products, 
a cool image, or an image of youthfulness. That is, if an advertiser want to convey a 
sense of a product as being ‘Cool’ and attract both younger and older consumers 
then it is probably not a good strategy to use an older model in an advertisement 
campaign. However, as the younger focus groups participants mentioned, it might 
be a possible strategy to use a mix of younger and older models in the advert in or-
der to still convey those messages. Therefore it is plausible to assume that if want-
ing to convey a message of a cool image older models can still be included in the 
advert without alienating younger consumers, under the conditions that also a 
younger model is included in the advert.   

The right hand side of the model explains the type of marketing messages that an 
older model is appropriate and useful to promote and are as follows; trustworthi-
ness, ease of use image, and an image of genuineness and old fashion. That is, if an 
advertiser wants to convey a message that a technological product is easy to use or 
less advanced, then it could be appropriate to use an older model, without risking 
to alienate the younger customer segment.  

The arrows between the middle section and the other two sections indicates an re-
lationship between characteristics of the older models and the desired image ad-
vertisers want to convey to consumers. For example; the vast amount of life expe-
rience an older model has gained through the life is denoted by life experience 
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which the authors connect with yielding a sense of trustworthiness and an genuine 
and old fashioned image, through the dotted arrows.  

This model have to be further tested in order to determine the accuracy and to 
which scoop it can be used and also to which contexts. Although, the current re-
search can be seen as relatively united in terms of the younger and older consum-
ers perceptions concerning the ingredients included in the model, which confirms 
the usefulness of the model. 

This paragraph will concern recommendations for further research based on the 
study at hand. Firstly, more research could be conducted concerning the frequency 
of, and portrayal of older consumers in advertising in Sweden, for example to ex-
amine TV commercials or other magazines that this study looked at, or to do a 
more extensive study replicating this one. This is in order to get a deeper under-
standing about the area. Further, the perceptions of older consumers on the por-
trayal of their age group in advertising need to be further investigated to gain more 
extensive knowledge, and also to investigate if the purchase intention of older con-
sumers really would increase by a usage of older models in advertising, as findings 
of this study indicate. Secondly, there is a need to investigate if the purchase inten-
tions of younger consumers decrease if older consumers would be more frequently 
included in advertising and whether or not this is dependent on what product cat-
egory the promoted product belongs to. Another interesting issue to investigate 
further would be to examine to what extent younger consumers are affected by 
adverts in TV or printed media, since the study at hand found indications that 
younger consumers are more frequent internet users than TV or magazine readers. 
Research in this issue could help to determine to what extent TV commercials and 
printed adverts could be more customized to attract older consumers.      
 
The implications for marketers and advertisers based on this study are numerous 
and the most important ones will now be discussed. The major implication is that 
marketers and advertisers should be cautious when using older models in adverts 
since the construction of the advert and the way the older model is portrayed can 
have an impact on the purchase intentions of both older and younger consumers. 
Older consumers want to be included more frequently in adverts and in adverts for 
more varied product categories, which are desires that marketers and advertisers 
should try to accommodate if wanting to attract this large population segment with 
a huge purchasing power. Also, indications have been discovered that younger 
consumers appreciate older models in adverts promoting products where trust is 
an important issue, such as financial services, air travel, medical services etc., and 
marketers could perhaps benefit from using more older characters in these prod-
uct or service categories to successfully attract both younger and older consumers. 
Neither younger nor older consumers appreciate adverts where Zoomers are por-
trayed negatively or in a ridiculing manner, although the opinions of what is dis-
criminating differs between the older and younger segment. Therefore, although 
younger consumers find adverts that portray older consumers humorous as at-
tracting, it is a fine line to balance on to not upset older consumers who might 
perceive the humorous portrayal as discriminating.  
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Appendix 1 

Coding sheet for Content analysis 

Frequency measuring of older characters in magazine adver-
tising; 

 
Magazine, year, issue;………………………………………………………………..  
 
 
Total number of adverts in magazine; …………………………………………………. 
 
 
Number of adverts including analyzable human figures;………………………………… 
(Blurry shots, human shadow figures or very small figures in crowded adverts 
should be disregarded)       
 
Number of adverts including characters older than 55 years; 
…………………………… 
 

Content analysis  

To fill out when an ad includes a person perceived to be older than 55 years old. 
This perception that the character in the ad is over 55 years old will be based on 
the following criteria;  

 Directly mentioned age 
 Not mentioned but known (as when celebrity appear in an ad) 
 “Look age” judged on appearance of face, wrinkles, hands, cloths, and body 

posture.  
NB! Only ONE older character per ad is analyzed!  
 
Magazine, issue and page number; ………………………………………………………. 
 
Target audience of magazine;…………………………………………………………..  
 
1. Perceived target audience of the ad;    

1. Above 55 years  
 

2. Below 55 years  
 

3. All ages 
 
2. Product area (beauty products, insurance, food etc) ……………………………… 
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3. Number of people in ad;   
1. One person (jump to question 9)  

     
2. Two persons  

     
3. Tree persons 

     
4. Four-nine persons 

     
5. More than ten persons 

 
4. If in a group; which? 
  1. Family  
 

2. People own age    
 

3. People not own age 
 
5. Role importance of the front (old) figure compared to the other characters 
in the ad;  

1. Important  
    
 2. Equally important 
 
 3. Less important 
    
 4. Unimportant 
 
 
6. Number of +55 characters in ad;  
 

1. One person   
     

2. Two persons  
     

3. Tree persons 
     

4. Four-nine persons 
     

5. More than ten persons 
 
 
7. Number of older women in the ad;……………. 
 
8. Number of older men in the ad;……………….. 

  
9. Gender of front figure;  
 1. Male   2. Female 
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10. Older character is portrayed in a positive or negative manner;  
  

1. Positive 
 
 2. Negative 
 
 
11. Occupation    

1. High level (top management, doctors)  
 

2. Middle level (white collar job)   
 

3. Low level (service, construction worker…)   
 

4.  Domestic (direct mention, task performed, surrounding, tool used..)  
 
 5. Not applicable 
 
12. Role importance of older character in ad in relation to the product/ 
whole ad;  

1. Important  
    
 2. Equally important 
 
 3. Less important 
    
 4. Unimportant 
 
13. Role of character;    

1. Major  
 
 2. Minor 
 
 3. Background 
 
 4. Part of a crowd  
    
 
14. Setting of character   

1. Residential  
    

2. Business 
 

3. Outdoor 
 

4. Not applicable or no background  
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15. Part of body shown 
 1. Close-up (jump to question 16)  
   
 2. Full body  
 
16.  Activity   

1. Sedentary (sitting, watching TV) 
     

2. Active (standing, running, playing sports..)    
 
 
17. The older person is portrayed as;  
 
1. Comical   8. Object of ridicule     
  
2. Serious   9. Sad       
  
3. Physically strong  10. Happy  

 
4. Physically weak   11. Active 

 
5. Lucid   12. Passive 

 
6. Emotionally weak  13. Confused 
 
7. Ridiculing someone else 14. Emotionally strong 
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Appendix 2 

Figures of statistics from the content analysis; 

Figure 1. Target customer group of the advert 

 

  
 
 
 
 
 
 
 

 

 

 

 

Figure 2. Size of advert 
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Figure 3. Product categories 

 
 
 
 
 
 

 

 

 

 

 

 

 

 

Figure 4. Number of characters in advert 
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Figure 5. People surrounding the older character 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6. Role importance of the older character 
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Figure 7. Number of older characters in the advert 

 
   
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

Figure 8. Gender distribution of Zoomers 
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Figure 9. General portrayal of Zoomers 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

Figure 10. Role importance in relation to advert  
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Figure 12. Role importance of older character 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

Figure 13. Acting as a model versus self 
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Figure 14. Role of older character 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

Figure 15. Advert setting  
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Figure 16. Part of body shown in advert 

 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

Figure 17. Activity level 

 

 

 

 

 

 

 

 

 

 

 

 

 


