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Who are your customers?

The more you know about your customers, the better you can serve
them to ensure they keep coming back and that they tell their friends
& family about you too! Check out the generations below to learn
who they are & what they care about.
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2025-7 1to 12 years old 13 to 28 years old 29 to 44 years old 45 to 60 years old 61 to 79 years old 80+ years old

*Note: There is not a standard definition for the start and end of a particular generation, and the ages shown may vary. The characteristics that are described are
generalizations and do not define every individual.
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Tolearn more about these and other consumer insights, contact your ArtSkills account representative,
call us at 610-253-6663, or email questions@artskills.com
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