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Demographic Jarg@An Update

. Yest erHlppigstasr e Todayos
., Yuppies
DINKS (Dual Income No Kids)

Grucﬁ))s (Grown ups making choices without kids in
min
Sandwich Generation T Taking care of children and

parents/parental equivalents (Club Sandwich
Generation?)

Rejuveniles T Peter Pan Syndrome? 1 People who
cultivate tastes and mind-sets traditionally associated
with those younger than themselves



The New Age of Communi¢ati

One size does not fit all . Each generation has its own
Brand yourself as a specialist Characteristics
Niche Marketing vs. Mass Frame of Reference
Marketing Belief Systems

Lifecycle vs. Generational Marketing Language
Life stages impacts buying Popular Cultural References
behavior Experiences
Generational frame of reference Social Values

impacts buying behavior. Concerns, Fears
Generational Marketing Defined Powerful Consumer Influence
method of marketing to a Successful Marketers

specific generation Is affecting Customize marketing plan for each

the way that we promote and generation o

sell products and services. We Develop brands to fit diverse needs

are all a product of our Create messages that
generation. | anguageo and resona

market


http://www.comingofage.com/
http://www.boomersandtheirelders.com/

Childhood Defines Us

Our AComing of Ageo iIis a great
When did we graduate from high school?
What was your favorite band in high school?
What was the first concert you ever saw?
Hairstyles, Hollywood, Heroes?
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Generational Marketing is One
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http://www.amazon.com/gp/reader/1561796778/ref=sib_dp_pt/104-7636140-9810345
http://www.amazon.com/gp/reader/0743236580/ref=sib_dp_pt/104-7636140-9810345
http://www.lifecourse.com/products/13thgeneration.html

Dimensions of Diversity |
A Primary

A Secondary

Based on: Loden and Rosener
Workforce America



The Communications Gap

blah Blah blah. BLAH.
BLAH. BLAH  BL
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What Everyone W

To feel valued 7;
To feel understood

Not to be taken for
granted

. Anythinc
FREE!




Generation Clarification*

G.l. 1901-1924 John Kennedy Clare Boothe Luce
Silent 1925-1945 Colin Powell Gloria Steinem
Boomer 1946-1964 Steven Spielberg Oprah Winfrey
Gen-X 1965-1981 Michael Jordan Jodie Foster
Millennials 1982-20027? Zac Ephron Miley Cirus

9/11 Generation 2002 1 20207? The Wiggles Dorah the Explorer

*Can vary up to three ye



Your Timeline

—

1900 1920 1940 1950 1960 1970 1980 1990 2000 2020



Pop Culture Telequiz
Name the Show Name the Year it Debuted
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Pop Culture Telequiz
Name the Show Name the Year it Debuted

1 @ | @
2 | @ |
3 @ | @
4 | ¢ | ¢
5 | & |«
0 @ | @

Fringe Families




Pop Culture Telequiz

Name the Show
What does each pair of shows have in common?

1 ¢ | 4 | Fringe Families

¢ | ¢ | Crime Fighting Teams
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Pop Culture Telequiz
Name the Show Name the Year it Debuted

1 @ | @
2 | @ |
3 @ | @
4 | ¢ | ¢
5 | & |«
0 @ | @

Fringe Families
Crime Fighting Teams

Girl Power



Pop Culture Telequiz
Name the Show Name the Year it Debuted

1 @ | @
2 | @ |
3 @ | &
4 | ¢ | ¢
5 | @ |4
0 @ | @

Fringe Families
Crime Fighting Teams
Girl Power

Family Business



Pop Culture Telequiz
Name the Show Name the Year it Debuted

1 @ | @
2 | @ |
3 @ | @
4 | ¢ | ¢
5 | & |«
0 @ | @

Fringe Families
Crime Fighting Teams
Girl Power

Family Business
DINK'S (oual income, o kids)



Pop Culture Telequiz
Name the Show Name the Year it Debuted

1 | & | @
2 | @ |
3 @ | @
4 | ¢ | ¢
5 | & |«
0 @ | @

Fringe Families
Crime Fighting Teams
Girl Power

Family Business
DINKS ©ual income, no kids)
Love thy Neighbor
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And t he Answer sj|:ar
¢ ¢
2 Mod Squad 1968 ACr i me Fi gNidamiViap 1984
u@;é Teamso c@g
3 Sex in the City 1998 ) nGir |l P o wElaryoTyler Moore Show
g 1970 %
4 Sopranos1999 ) nFamily Bu|Parmigge Bamily 1970
¢ ¢
5 Bob Newhart Show 1972 DINKs Will and Grace 1998
¢ ¢

6 Desperate Housewives

2004

5

-

Love Thy Neigbor

Survivor 1999

N&
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Decade Distinctions s
o
1920 1930 1940 1950 1960 1970 1980 1990 2000
Happy Brother Praise Rock The Bridge We are Candle in
Days are | Canyou | theLord | Around Times Over the World | the Wind
Here Spare a and Pass | the Clock | They are | Troubled
Again Dime? the a Water
Ammuni- Changlind

tion




Text Message Quiz

1. POS 1. Parent Over Shoulder

2. CD9 2. Code 91 Parents are around

3. P911 3. Parent Alert

4. 143 4. |love you

s. ADR or ADDY 5. Address

6. LMIRL 6. Let 0s meet 1 n re
7. RU/18 7. Are you over 187

5. KPC 8. Keeping Parents Clueless
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Communication Tips for the G\E:Ge
1901-1924
Marketing Frame of Reference: . Applications
The early days of television - Emphasize factual product,

(internationally) and old movies

included Atalking head36 3] apd event ipfariation.

: n Nle)
ISt product at'%rllbutes.

shots.

Early print advertising included small ~ Stress ease of access and
pictllireS_ of the ﬂOdUCF in its ; mobility (performance).
packaging, with lots of copy an : : .
textual information about the product - Me dn]E'on physical characteristics
attributes below it. and teatures. _

This type of advertising was the ~ Use optimistic, but rational tone.

dominant style in the early parts of
the 20th Century.

Certain industries continued this
approach until the middle of the 20th
Century.

Cccl)mpetition was rarely mentioned in
ads

Source: http://www.tomorrowtoday.biz



http://www.annfishman.com/html/gen6.htm

Communication tips for the #

Silent Generation

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

Don't think of themselves as aging -
they are enjoying a "second middle
age".

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)

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 i 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.

ASource: http://www.tomorrowtoday.biz


http://www.annfishman.com/html/gen5.htm

Boomer Financial Power

Earn $2 trillion in
annual income

Control more than $7
trillion In wealth

Own 77 percent of all
financial assets In
America

Represent 50 percent
of all discretionary
spending power




1946-1964

Believe that they know better than
anyone else.

Theyodore not i ntereste

endorsed by people from other
generations, or in products 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

Very busy - want more, faster,
convenient - don't mind paying

Source: http://www.tomorrowtoday.biz

Communication tips fog:Bo

Product needs to appeal to
consplcuo?‘s consumption (e.g. brang
label t utside) .- they .want to be
ﬁ;tc()]r%e l?hc)}/in% %Iee%és(t’ dSquallty
They value people with values

A They ar ethings mustbée st i
"right"

They want to be treated as special
Nostalgia is the best advertising tactic

Use music that appeals
to them i anything
written during the
1960s and 70s.

Want to be forever
young
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