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Despite often being ignored by marketers, who tend to focus their attention on the 
younger millennials and the older later-lifers, mid-lifers form a vast and relatively 
affluent cohort, representing 16% of the global population. This extract examines the 
lifestyles and spending habits of consumers in the mid-life phase (identified as those 
aged 45–59).
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INTRODUCTION: WHO  
ARE THE MID-LIFERS?

 

Mid-lifers represent around 16% of the global population, a share that continues to rise 
as the world ages. China alone accounts for 26% of the world’s 45–59 year-olds, while 
growth since 2010 has been fastest in youthful countries such as Saudi Arabia (41%).

The current cohort of mid-lifers comprises the tail end of the post-Second World War  
Baby Boomers and the early Gen Xers. This group is large and relatively affluent,  
although they are starting to worry about  
providing for retirement. Compared to  
older Boomers, they have been labelled as  
less idealistic and more pragmatic.

Mid-lifers are far from a homogeneous group 
in terms of lifestyle, life stage and household 
structure. They range from empty nesters who 
are largely free from responsibility to parents 
who are busier than ever with careers, children 
or stepchildren and ageing parents to take  
care of. There are also substantial differences 
in lifestyle between those still working full-time and those fortunate enough to be 
taking early retirement.

While a bit cliché, there is a  
reality of mid-life—everything 
from anti-aging and weight 
management, to divorce and 
career changes—to find “my  
real self”.

Patricia West Doyle
MediaPost
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With many women choosing to postpone childbirth in order first to pursue a career, 
younger mid-lifers may still be making purchasing decisions for children as well as 
ageing parents. Some parents may be housing adult children who have returned home 
after college and are struggling to find work and affordable housing.

In contrast, those that had their children young are starting to regain their freedom 
and have higher disposable incomes as a result of fewer mouths to feed. Empty nesters, 
some of whom have already received inheritances, typically have more disposable 
income to spend on luxuries, indulgences and travel.
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KEY FINDINGS

In good financial shape
Mid-lifers have the highest spending power among all age groups. Often in senior 
positions following 20–40 years in the workplace, some may also have received 
inheritances or made money on property.

health and relationships are key to  
mid-life happiness
Good health is the top contributor to personal happiness for this age group, followed 
by supportive family relationships. Divorce and remarriage are becoming more 
common at this stage in life.

emphasis on health prevention
Mid-life is a time of physical change, and consumers are highly concerned with 
maintaining their weight and youthful looks. Over two thirds of mid-lifers consider 
regular exercise, limited fat intake and limited salt intake to be important.
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spending power
Overall, mid-lifers are in good  
financial shape, boasting the  
highest spending power among  
all age groups. Often in senior  
positions, following 20–40 years  
in the workplace, some have also  
received inheritances or made 
money on property. This makes 
this group a key target market 
for luxury and indulgence items. 

Euromonitor International data  
confirms that, at a global level,  
mid-lifers earn significantly  
more than average, with income  
tending to rise with age. Against  
an average gross income of  
US$12,866 in 2015, those aged  
45–49 received US$15,245, those  
aged 50–54 received US$16,398  
and those aged 55–59 received  
US$16,916.

Nevertheless, younger mid-lifers have seen their incomes rise at a lower rate than the 
global average. Across all age groups, average gross incomes were up by 8% in constant 
terms over the 2010–2015 period, while those aged 45–49 saw their incomes rise by just 
1%. Those aged 50–54 experienced a slightly higher increase, of 4%. mid-lifers in the 
upper age bracket (55–59) enjoyed the strongest increase in average income, of almost 
9%. Many people in this age group have managerial positions and are at their peak 
earning power.

Income: early mid-lifers
Most people in the 45–49 year-old age group are in full-time employment, many at the 
peak of their careers. The six richest countries in terms of average gross income across 
all three of the mid-life age segments were Switzerland, the US, Denmark, Norway, the 
UK and Australia.

There is a very wide income gap between early mid-lifers in the wealthiest developed 
markets and those in emerging markets such as Russia, Colombia, China, Indonesia 
and India. Indeed, average gross income among 45–49 year olds in India amounted to  
a mere US$2,544, compared with as much as US$101,336 in Switzerland.

Average Income of Mid-Lifers, 2010 / 2015

Source: Euromonitor International
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Income: Mid mid-lifers
In all three mid-life age segments, average gross incomes grew most strongly in China 
and Argentina. In China, income increased by 49% in constant value terms between 
2010 and 2015 among those aged 45–49 and those aged 55–59. Given that China has the 
biggest and one of the fastest growing mid-lifer demographics, this is very positive for 
marketers targeting products and services at mid-lifers in this market.

Income: Late mid-lifers
In contrast to emerging markets, in some of the most developed markets of Western 
Europe, including the UK, Netherlands, Belgium, Italy and Spain, mid-lifers’ incomes 
have declined in constant terms since 2010. In Spain, which has suffered particularly 
high unemployment since the start of the economic recession, incomes fell by as much 
as 9% among those aged 45–49, 12% among those aged 50–54 and 10% among those 
aged 55–59. These consumer groups will be cautious about spending as they approach 
retirement age.
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HEALTH AND HAPPINESS

 

Euromonitor International’s Global Consumer Trends Survey of 2015 found that for 
global mid-lifers, good health is the top contributor to personal happiness, with 86%  
of respondents placing it in the top three, followed by supportive family relationships 
(78%). Mid-lifers were more likely than other age groups to rank these two factors in 
the top three.

The importance placed on children increases with age. 56% of mid-lifers ranked 
children among their top three happiness factors, versus 60% for later lifers. By 
contrast, the importance of both friends and social status declines with age. Only 37% 
and 17% of mid-lifers respectively ranked these factors among their top three. Spiritual 
beliefs rated highly amongst only around a fifth of respondents.

Despite the fact that some mid-lifers still have young families, the survey indicates that 
life’s pressures ease considerably for this demographic. Only 38% of them said they 

“feel under constant pressure to get things done”, compared with 48% of those aged 
15–29 and 47% of those aged 30–44.
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Mid-life divorce: A chance to recapture 
lost youth?
Divorce rates have risen as people are no longer content to remain in unhappy 
marriages, and many see mid-life as a time to make a new start as a singleton or with  
a new partner, especially after children have left home. Divorce has lost its stigma, 
while social media has made it easier for older age groups to find new relationships 
outside of their normal social circles.

A recent UK study by QualitySolicitors found that over 45s who get 

divorced report feeling “relieved”, “excited” and “more confident”. Some 

17% of respondents said hitting middle age highlighted what they were 

missing in life, with divorce one of the first steps to finding happiness for 

40%. 43% of respondents were divorcing as a result of “growing apart”, 

due to different interests. Some 13% said they had delayed divorcing until 

their children had moved out of the family home, and many said “empty 

nest syndrome” was a key factor that had led to the split. 

In the UK, the ONS recently reported a notable rise in divorce rates among those aged 
45 and over between 2012 and 2014, with the highest percentage of divorce rates 
belonging to those aged 50–64.

In Italy, a recent news article claimed that mid-lifers are the most likely group to 
divorce, and many have taken immediate advantage of a new divorce law introduced 
in May 2015. The “quick divorce” (divorzio veloce) procedure was reported to have 
received 50,000 requests in the first two months of being introduced.

A focus on health
Mid-life is a time when health stops being taken for granted. Although more people are 
living into old age, they are not necessarily doing so in good health. Metabolism slows, 
and without reduced consumption or increased exercise, weight increases. Being 
overweight is a key risk factor for Type 2 diabetes, while affluence has brought a rise in 
chronic diseases. Mid-life consumers are better informed than ever, and are becoming 
increasingly concerned with managing blood pressure, blood sugar and cholesterol by 
taking more exercise and eating more healthily

The Euromonitor International Global Consumer Trends Survey of 2015 confirmed the 
importance of health to this age group. As in all cohorts, mid-lifers are keen to avoid 
being overweight, with 76% of them placing high importance on this factor.



heALth And hAppIness

© Euromonitor International8

Mid-Lifers: Importance of Health Attributes, 2015

Source: Euromonitor International

Gone are the days when mid-life was associated with golfing and sports cars. The last 
few years have seen the rise of the MAMIL (middle aged men in Lycra), as mid-lifers  
are focusing on improving their health and  
appearance through diet, exercise and  
lifestyle. Energetic pursuits such as cycling,  
triathlon, running and obstacle events have  
become popular among this age group the  
world over. The trend has boosted demand  
for premium bicycles, sports clothing, fitness  
tracker devices, protein supplements and  
other sports-related products.

Strength training with weights is reported to 
be a hot trend among women, encouraged 
by mid-life celebrities such as Cameron Diaz 
and Halle Barry. Indeed, it ranked fourth in the American College of Sports Medicine’s 
fitness trend predictions for 2016. Lifting is said to help prevent middle-aged spread 
and lower anxiety levels, as well as help to control blood sugar levels in patients with 
Type 2 diabetes.
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Fitness is the new mid-life crisis. 
The old-school, traditional mid-life  
crisis has been about buying  
things and feeding the ego, and 
while fitness is also ego-related, 
this time it’s a physical thing,  
and a transformational thing.

Tim Simons
Founder, Australian company Build 

Coaching
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CONCLUSION

Mid-life consumers will continue to represent a huge and lucrative market, with 
population numbers expected to expand by 10% globally over the forecast period. 
Growth will stem largely from the Middle East and Africa (17%), Asia-Pacific and Latin 
America (both 11%), although incomes will continue to be much higher in the more 
stable regions of North America and Western Europe.

With life expectancies forecast to increase in virtually every country, today’s  
youngest mid-lifers living in developed markets can expect to live for another 35 years,  
on average.

Forecast Mid-Lifer Population by Region, 2015 / 2020

Source: Euromonitor International
Note: Excludes Australasia, due to small size.
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Relatively high incomes enjoyed by mid-lifers makes them an important market for 
luxury goods and premium products and services of all kinds. At the same time, they 
are cautious about saving for the future and keen to get the best value for their money. 
Targeted discounts will be welcomed by this age group. 

While growing middle classes in emerging markets will continue to see their incomes 
rise, many in developed markets are still facing economic uncertainty, especially in the 
UK and throughout the EU, in the wake of the UK’s decision to exit the union.

In terms of marketing, Mid-lifers do not want to be ignored by businesses, but nor do 
they want to be singled out, stereotyped or treated in a patronising manner. Marketers 
need to be inclusive, targeting their products and services at all ages, including the  
over 45s. Indeed, mid-lifers may be  
showing signs of ageing but do not consider  
themselves to be old, especially those who  
have embarked on new relationships or new  
jobs. Their tastes in clothing, technology and  
leisure pursuits are hardly any different to  
those of younger generations.

It is something of a myth that mid-lifers are  
set in their ways and not willing to try new  
things. Although overall they are less willing  
to try new products and services than those  
in younger age groups, the Euromonitor International Global Consumer Trends Survey 
of 2015 found that as many as 61% of this age group agreed or strong agreed that they 
are willing to try new products and services. In India and Brazil, this figure rises to 79% 
and 77%, respectively.

Mid-lifers should be targeted in terms of life stage as much as age. For those harried 
parents squeezed between bringing up children and looking after ageing parents, 
convenience and price will be key factors in purchasing decisions. In some cases,  
mid-lifers are buying for both younger and older relatives, thus attracting this group 
should be a priority for any marketer.

Anyone who is foolish enough to 
devise and operate a campaign 
which ignores almost half of the 
adult population is likely to have  
an ill-conceived campaign on  
their hands.

Mark Beasley
Managing Director, RHC Advantage
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HOW CAN EUROMONITOR 
INTERNATIONAL HELP?

Euromonitor International is the world leader in strategic research for economic  
and consumer markets. Comprehensive international coverage and leading  
edge innovation make our products an essential resource for companies locally  
and worldwide.

Our global market research database, Passport, provides statistics, analysis, reports,  
surveys and breaking news on industries, countries and consumers worldwide.  
Passport connects market research to your company goals and annual planning,  
analysing market context, competitor insight and future trends impacting businesses  
globally. And with 90% of our clients renewing every year, companies around the  
world rely on Passport to develop and expand business operations, answer critical  
tactical questions and influence strategic decision-making.

Purchase the full report of this strategy briefing or request a live demonstration to  
discover more about the power of Passport.

http://go.euromonitor.com/passport
http://www.euromonitor.com/global-mid-lifers-at-a-crossroads-lifestyles-and-market-impact/report
http://go.euromonitor.com/passport-demo-request

