DATOS DIFERENCIAS GENERACIONALES EN LOS ARQUETIPOS DE PERSONALIDAD DE LOS CONSUMIDORES
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Moderador
Notas de la presentación
STORY: This Sunday 8th March is International Women’s Day, a day to celebrate women’s rights and the achievements of women across the world. Therefore, this week our focus is also on women; here we look at personality archetypes across different age groups, investigating whether age has an impact on the likelihood of belonging to particular archetypes.

Is age always a good differentiator or are there any archetypes where differences between age groups are small? Can trends be seen with increasing or decreasing age? In which archetypes can the biggest differences be seen between age groups?

Questions: Q02 (Gender); Q01 (Age – 5 categories); QP04 NET (Archetypes)
Source: LIVE Panel 2018 & 2019 double-based
Base: n=209,867 in 54 markets
Sample: n=390,074
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IMPORTANT STATS AGE & GENDER REGIONS
Sample profile: Internet population 18-64 @ Andalucia 18.2%
Sample size Aragdn 2.8%
18-24 |
5,000 (2019) Asturias 2.1%
5,000 (2018) 25-34 Baleares 2.7%
Cantabria 1.2%
10,000 (Double-base) 35-44 13,1% an b
Methodology: Online panels Castilla y Len "
45-54 12,4% Castilla La Mancha 4.3%
Panel partners used o S Cataluia 6 2%
Kantar Profiles, NetQuest, Toluna Extremadura 2.2%
Data Collection Period: 27/06/2019 - 12/07/2019 @ Galicia 5:3%
C. Madrid 15.0%
Language(s): Spanish 18-24 m orcia 399,
Internet penetration: 85% 25-34 9 5% Navarra 1.4%
Size of the internet population 18-64* C. Valenciana 10.4%
N ' popHEt 35-44
27,322,000 Pais Vasco 4 6%
Size of the total population 18-64° 45-54 12,3% La Rioja 0.7%
2012000 s5-64
! Souwrca: hitpsAdats worldbank orgindicalter I T NET USER 25
* Bource: EGM 1° accumulated wave 2018, People 18-64 intemet users | | v F [ CPoA MO F
fast month

? Bource; EGM 1°
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