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Profit Building Programs, Products and Publicity

TALKIN ‘BOUT MY GENERATION

PRESENTED BY JODI RUDICK

THE NEW AGE OF COMMUNICATIONS
e One size does not fit all

o Brand yourself as a specialist
o Niche Marketing vs. Mass Marketing
o Lifecycle vs. Generational Marketing
« Life stages impacts buying behavior
« Generational frame of reference impacts buying behavior.
e Generational Marketing Defined
« method of marketing to a specific generation is affecting the way that we promote and sell products and
services. We are all a product of our generation.
e Each generation has its own
Characteristics
Frame of Reference
Belief Systems
Language
Popular Cultural References
Experiences
Social Values
Concerns, Fears
Powerful Consumer Influence
Successful Marketers
« Customize marketing plan for each generation
« Develop brands to fit diverse needs
e Create messages that “speaks their | anguaae” and reso
target market

WHY DO YOU BUY2
eThink of something you bougl

we e k

\
\
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e Our fAComing of Ageo is a great demographic ir
e When did you graduate from high school?

e What was your favorite band in high school?

e What was the first concert you ever saw?

e Hairstyles, Hollywood, Heroes?

Dimensions of Diver ii’y

Race

n Primary
n Secondary

Based on: Loden and Rosener
Workforce America

GENERATION CLARIFICATION

Birth Year Male Role Mod| Female Role Mc
G.l. 19011924
Silent 19251942
Boomer 19431960
GeiX 19611981
Millennials 198220027

LIFECOURSE ASSOCIAEE

the ADvisors Marketing Group ¢ 2350 Vista Way ¢ Suite F29 ¢ Oceanside, CA 92054
jodi@advisorsmarketing.com ¢ www.advisorsmarketing.com
(760)809-3231 & FAX (760)730-0311




1920

Aftermath of
WWI

Close Family
Radio
Developed
Prohibition

1930 1940 1950 1960 1970 1980 1990 2000
Wall Street WWII Korean War  Vietnam War Vietnam War = AIDS Desert 9/11
Crash The War Indulged Civil Rights Watergate Diminished Storm Natural
The Great Effort Kids Space Me 0 World Internet Disasters
Depression Working Television Program Generation Respect Tolerance Wireless
The New Women Rock and Generation ERA (Hostage Domestic Communica-
Deal The Good Roll Gap Birth Control = Crisis) Terrorism tion
Life Hi-Tech (Oklahoma Virtual Lives
Society City Bombing, ' Colorblind
Personal 1st World
Computing ;Eﬁgﬁgrwr

DECADE DISTINCTIONS

JALOPY
(OLD CAR)

LOOT (MONEY)

LUG (STUPID
MAN)

MASH (LOVE
AFFAIR)

NUMBER
(CLEVER OR
ATTRACTIVE
PERSON)

JERK
(OBNOXIOUS
PERSON)

NATURAL
BORN
(INNATE)

NERVOUS
NELLIE (TIMID)

NO SHOW
(WHEN ONE
FAILS TO
SHOW UP)

HUBBA HUBBA
(EXPRESSION
OF DELIGHT

DAME
(WOMAN)

NO CAN DO
(UNABLE
TO DO IT)

PAD (HOME)

KEEN (SWELL,
GOOD)

BEATNIK (ONE
ALIENATED
FROM
SOCIETY)

HOUND DOG
(WOMAN
CHASER)

IGGLE
(TO

PERSUADE
SOMEONE)

Teen Slang
CHICK (YOUNG
WOMAN)

FAR OUT
(STRANGE)

GROOVY
(EXCELLENT)

LET IT ALL
HANG OUT
(BE CANDID)

RIGHT ON
(APPROVAL)

DUDE
(GUY)

FOXY
(ATTRACTIVE)

FUNKY
(SOULFUL)

GET DOWN
(DANCE)

DOG
(UNATTRACTIV
E)

FLY
(cooL,
ATTRACTIVE)

FUNKY
(STRANGE,
BAD)

GET A CLUE
(UNDERSTAND)

GNARLY
(EXCELLENT)

RAD (RADICAL,
BUT GOOD)

BAD (GOOD)

HANGIN

FRIENDS)

CRUISIN
(LOOKING
FOR A DATE)

PHAT (FINE)

STUPID
(cool)
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SWEET
(EXPRESSION
OF DELIGHT)

SNAP
(Darn it)

HOOK UP
(LOOKING FOR
fMore thanoA
DATE



COMMUNICATION TIPS FOR THE G.1. GENERATION (1901-1924)

e Marketing Frame of Reference:
e The early days of television (internation
h e a dasd”product shots.
« Early print advertising included small pictures of the product in its packaging,
with lots of copy and textual information about the product attributes below it.
« This type of advertising was the dominant style in the early parts of the 20th Century.
o Certain industries continued this approach until the middle of the 20th Century.
Competition was rarely mentioned in ads
e Applications
o Emphasize factual product, program and event information.
List product attributes.
o Stress ease of access and mobility (performance).
« Mention physical characteristics and features.
o Use optimistic, but rational tone.
e Source: http://www.tomorrowtoday.biz

COMMUNICATION TIPS FOR THE SILENT GENERATION (1925-1942)

o Respect opinions of older experts - hard work, not luck makes things work.
Highlight your past successes.
Enjoy reading, but have limited time - correspondence must be to the point but well written - grammar and
proper use of language is vital.
o Don't think of themselves as aging - they are enjoying a "second middle age."
e They also have enough money to be able to go SKI-ing (Spending the Kids Inheritance), and are the fastest
growing market segment. According to the Economist (Millennium edition).
o Over half of all people who have ever turned 80 are still alive today, and every year the number of people aged
100 or over doubles.
Like to help others T they are philanthropic and any "bonus" elements that impact the community in an offering
will attract them.
Have a global view - give them a large view.
Believe in winning - they value strength and achievement, and support strength.
Will often take a "wait and see" attitude with new products, and go for the market leader when they do buy.
They value security and longevity.
Don't want to be rushed.
¢ Value their grandchildren and will invest in the future.

COMMUNICATION TIPS FOR BOOMERS (1943-1964)

BELIEVE THAT THEY KNOW BETTER THAN ANYONE ELSE.
Theydre not interested in products endorsed by
that are really geared for other generations.
As a generation are fanatically self-absorbed.
They distrust authority i so communicate benefits in honest, straightforward ways
Yet, they are attracted by celebrity endorsements and image.
e Very busy - want more, faster, convenient - don't mind paying.
e Product needs to appeal to conspicuous consumption (e.g. brand labels on the outside) - they want to be seen
to be buying class and quality.
A They ar e things mastbe sight.” They value people with values
They want to be treated as special
Nostalgia is the best advertising tactic.
Use music that appeals to them 1 anything written during the 1960s and 70s.
Want to be forever young.
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COMMUNICATION TIPS FOR GENERATION KERS (1961-1982)

e ATTRACTED BY THE VISUAL, MUSICAL AND DYNAMIC
Give it to them straight - they are smart, savvy
Easily bored - they enjoy "clever" tricks and being surprised by the
unexpected
Multi-taskers - work on multiple levels at once
Don't be linear - include mystery and paradox. All your messages must be
multi-layered, and should preferably require multiple exposures to appreciate
them all.

o Holistic - very aware of the entire operating environment of the product and
companies involved (e.g. Nike "sweat shops").
Value friendship T the "lone ranger" image doesn't attract
They want to be treated as individuals
Val ue options, choices and customi z
size fits allo solution.
Tough, risk-takers
Seldom loyal to a product - they will only be loyal to a concept or to an image/lifestyle.
Value inter-active media

o Don't underestimate the value of family and home to them, especially the "home comforts” made popular by
Boomers.

o Have few heroes -- Just celebrities.

COMMUNICATION TIPS FOR THE MILLENNIALS (1982-20022)
\\

on/ perso zatio

A They exercise huge influence on family spending, even over big ticket items i d o n 6 t
underestimate them. Kidz Logistix (a South African research company) estimates they

account for R24 Dbillion annual s al e s biliomis tBeA . R4
inag spendo.

A They -pmotected) which can lead to a certain naiveté. They expect to be guided and

helped.

A Have a positive -lookeuptothédm aadwdreto hegr frarettem | e

A They ar edon'tdreafthieoh ke kids. They are also street smart and know their

abilities. But they are so confident they are a
downdé to.
A They ar e-warlt meayspgesin sound bites on modern media
A They | oo kendomemerisenil warks
A Time is their most precious ¢ ommo &icbnyeniencecand timosaving . They
A They r e stpdnie thnghage - irgverent, not politically correct, direct, "harsh" n
and "dark" I,\\ﬂ
A They are very brand awar
A They want a "dril | d o Wmitedanfoptriretamthhoptionstw i n f M’) n
get much more than you think is necessary. é .. ‘3

9/11 GENERATION v

® Frame of Reference 7 _,A\
e 9/11

e Tsunami — :\,
e Hurricanes Katrina/Rita Py ﬁ S_
® Fear may be the best motivator O

e Wondt umdawosldWTHOUT the Internet, cell phones
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MARKETI NGO S PAAGRUMRELE

GIINTAGTIIII]I
Have you always wanted to create an easy-to-implement
marketing plan for your agency?

e Woul dnoét it be great i f-endrgydi
workshops and ideas to your camp, association or staff?

e Now itdés possible! Call her t
and dates. The Benefits are

e jodi@advisorsmarketing.com

www.advisorsmarketing.com

760.730.0333 Cell: 760.730.0333
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http://www.advisorsmarketing.com/

More than a
hook, this is your

complete
SPECIAL OFFER marketing
“m solution. 1t
WORKSHOP was created
PARTICIPANTS specifically for

youi the
busy, overworked
recreation, parks and
community services professional.
No matter what your position or level of
experience, you will never feel creatively
challengedagai n. Cure wriad e
you become truly customer-centered with 323
idea-packed pages including:
= StealThese Ideas i More than 233 graphic
themes and almost 800 slogans, taglines and
headlines for instant imagination.
= Canned Campaigns - 20 complete seasonal
and Aevergreenodo promo
featuring 80 three-dimension promotional
tools. .
= Assessments and Inventories -- Easy-to-use e
templates to measure strengths, weaknesses How To THINK

and customer needs.

= [ntroductory Offer! BUY TODAY and Get $175 OUTSIDE THE BROCHURE

Worth of Additional Marketing Tools
Absolutely FREE!

» Marketing Makeover CD Rom
Software ($35 Value)
Attention Grabber Grab Bag stuffed with useful products and samples ($20 Value)
Coupons and Gift Certificates valued at more $120!

Resource Catalogs

YV V

O Yes! Yes! Yes! | want need to be the first to get the
hot-off-the-press i But Webéve Al ways Done it
Makeover and Manual. | will be billed only $95.* (Retail Value $289)

Please Print Clearly

Name Agency
Address

City State Zip
Phone Fax

Email

OPlease bill me. OPlease bill my credit card.
Credit Card # Exp.
Signature
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BLAST OFF

Jodi's Other Educational Tools

U BAM! Benefits Activated Marketing T Brand your agency to be the
best with the BAM! formula. Your BAM! Manual is your map to an
extraordinary place called BENEFITOPIA, where all park and recreation
professionals and agencies are highly valued and viewed as an essential
community resource. This manual contains more than 200 pages and
Includes a FREE Word Processing Disc with templates, activities, direct
mail letters and much more. $95

O The Daily Dose Deal -- TWO E-BOOKS and FREE Desk Reference --
Add pizzazz and zing to brochures, flyers, newsletters, presentations
and more with 732 quotes, facts, wit and wisdom. Search by key word,
activity, date, target audience or author. $39

U OH, What the heck!? My time is valuable and | could use all the help | can get! Plus, |
know a good deal when I seeone! | 6 1 |  Whoke &it anchkaboodle! Choose One:
U Park and Recreation Kit: BAM! PLUS The Daily Dose Deal PLUS the brand
new, fABut Wedbve Al wayGompleteMarketing Solutsoh. Way ! 0
U The Camp Kit and Kaboodle: Everything Below plus the brand new, ABut
Webdbve Al ways Do €emplete Marketang SoNaion! o
O Get it all for only $175 (Save $75 off if purchased separately.)

Especially for Camps! ACA Publications and DVDs by Jodi

O 101 Marketing Essentials Every Camp Needs to Know i _Published in 2007 this is a must-have
resource for anyone serious about increasing overall marketing effectiveness for their camp or
recreation programs. $24

O Sponsors How to Get Your Foot in the Door - Instructional DVD. E-Handouts, samples and
templates included. $49

O How to Recruit, Train and Motivate Great Staff - Instructional DVD focuses on where to find and
how to keep super seasonal and permanent staff. E-Handouts Included. $49

Q Wait! One More Thingé | want to be the fir
talk to Jodi about bringing her I
Done it That Wayo Workshop to my
association. Here are my special circumstances (if possible
include dates, events, group names, etc.)

Office Use
U Ship BWADITWMCDi Tote- Goodie&l Ship other
UE-Send BAM! isc UE-Send Daily Dose Vol. 1 & 2 Didé&sSend SponsoifdE-Send Staff Handouts
Q Payment Attached $ aBil$ O Add $10 each for shipping




