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RESIDENTIAL MARKETING:

The Science and The Magic
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WHAT | S NGENER

MARKETING?

A A marketing strategy that is crafted specifically to
appeal to members of one or more generations

A Principles of generational marketing:

I There are generational nc
within each one

I The cycles differ between each generation

I Every generation assumes that its successor has
wants and needs that mirror its own; WRONG!!

I The key principle: People resemble their ages more
than they do their parents
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HOW DOES GENERATIONAL MARKETING
DIFFER FROM DEMOGRAPHICS-BASED
MARKETING?
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HEREGS A TYPI CAL
DEMOGRAPHIC DATA SUMMARY.
| T6S FOR
CALIFORNIA

It provides data on the following topics:
A Population

A Households

A Families

A Average household size

A Owner- and renter- occupied housing
units

A Household income
A Population by age
A Race/ethnicity

HOW WOULD THIS TABLE HELP
YOU TO DESIGN A MARKETING
CAMPAIGN FOR A PARTICULAR
RESIDENTIAL PROPERTY IN
BEVERLY HILLS?

BEVERLY

et rrore
dots on demo-d
B77-2:8-3223

CatozoTeng.oom

(P F010 Bevarly Hillg, CA

Demographic and Income Profile

a catenate creation 877-228-3628

mmhw L I— D y 2000 2007 2012
Population 23033 23,043 24,493
Housshalds 0.2&3 9,450 9,625
Families B.J026 6,146 6,237
FAyerage Household Size 247 253 2.54
Cwner Occupled HUs E.961 7. 00 TAT3
Renter Cooupled HUs 2326 2,360 2A52
Median Age 452 464 478

Trends: 2007-2012 Annual Rats Area Mational
Population 0.45% 1.30%
Househalds: 0.35% 1.33%
Families 0.29% 1.08%
Owner HHs 0.2% 1.41%
Median Housenold Income 4% 3.32%

2000 2007 2012
Households by INcome Mumibsar Parncent Humbar Parcamnt Humber Parcent
= §15,000 o2 TH% SES E.0% 484 S0%
$15,000 - $24,909 473 S1% 235 3.0% 234 2 4%
$25,000 - $34,999 358 4.0% 257 3.8% 281 2.9%
35,000 - $£3,959 o2 TE% 456 4.8% 407 4.2%
50,000 - §74,959 ‘048 10.2% E36 E.8% 674 T0%
$75,000 - 39,909 992 10.7% EO1 E.5% 688 T1%
$100,000 - 5149939 1271 13.7% 1,450 15.3% 1,302 13.5%
150,000 - 5193.000 68 B.1% EQE E5% 1,080 112%
$200,000+ 3,266 35.2% 3,002 412% 4475 4E.5%
Median Housenold Income F112.448 $149,7195 §181,586
Anerage Household Income $230,692 $225,007 274,410
Per Capiia Income $93,899 FE2,207 107,678
2000 2007 2012
Populaiion by Age Humbar Pencent Mumber Parcent Humber Parcent
o-4 1,109 4.3% 1,102 46% 1,130 4.6%
5-9 1,270 5.5% 1,241 52% 1,083 4.4%
i0- 14 1,300 5.6% 1,491 2% 1,482 E.1%
15-19 1,170 S1% 1,374 5T% 1,384 ST
20 - 24 a58 3.7% E51 28% 919 3.8%
I5-4 2377 10.3% 2,050 EB% 2,047 E A%
35 -44 3,342 14.5% 3,302 12.8% 3,050 12.5%
45 - 54 3,947 17.1% 4,110 2% 4,355 17.8%
E5-B4 3055 13.3% 3,75E 157T% 4,082 16.7%
ES-T74 2315 10.0% 2,130 E9% 2,380 0_8%
TS -EB4 1,686 T3% 1,713 T2% 1,609 E6%
ES+ [ 26% EO% 34% o52 3.9%
2000 2007 2012
Race and Ethnicity Humbar Pencent Mumber Parcent Humber Parcent
White Alone 20,338 B68.3% 20,082 83.9% 19,654 a0.2%
Black Alone 33 1.4% 2485 1.6% 431 1.8%
American Indlan Alone z3 01% 26 D% ar D%
Aslan Ajone 1,132 49% 1,602 ET% 1,976 E.1%
Paific lslander Alone 10 0.0% 11 L0 1z 0%
Some Other Race Alone 303 1.3% 453 19% 599 2.4%
Two or More Races a14 4.0% 1,384 5.8% 1,734 T3%
Hispanilc Origin {Any Race) 1,114 48% 1,770 TA% 2,352 DLE%
Dada Mioba: Income |5 expressed In cument doliars.
Eouroa: LS Buresu of the Census, 2000 Censes of Fopulation and Housing. ESRI fonecasis for 2007 and 3042
ST EBRT ‘On-demand reporis and maps from Businoss Analyst Online. Ordor af ey psrl.oomiBig o call B0D-282-2224 AF AT Fage 10f 2




A Demographic indicatorsd population,
households, income, etc.0 are useful to
demonstrate that there is a hypothetical market
available to a potential project
I Theyore essential for the

financing for the project, but they do nothing to assist
the project marketer to develop the marketing
strategy and campaign for
| A By contrast, generational marketing considers
the common experiences of the generations to
determine their likely buying preferences and
suggest the advertising messages that will
captivate them.
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A The generational marketer segments the
market by generational age groupings
rather than by traditional demographic
measures, and

I Will determine the market to be targeted according to this
segmentation;

I Will determine the characteristics of each generation according
to its unique experiential base; and

I WiIll create a marketing campaign specifically targeted to one
or more generations.
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AHereds an example of
grid:
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COUNTY POPULATION, MULTNOMAH COUNTY (PORTLAND), OREGON

POPULATION
GENERATION GENERATIONAL TARGETED GENERATIONAL

Year of 2000 2008 CHARACTERISTICS MARKETING STRATEGIES

birth Census Estimate

1981- 165,232 | 171,817 | MILLENNIALS | Youngest members of the workforce Al &dm my own hero! 0 The i

2000 Coddl ed during their |ecampanyoryhetaamsisherbi@| i eve fAit 65
all about me! 0 Respect for authority only if there is a perceived
Operate separately frlobenefittotheindeiduad: At he team
is successful because| Toife mew wor kforce: fAwhato
Optimistic; live for stimulation experience has demonstrated that lifetime
Ambitious, yet appear to be aimless employment with a single company is unlikely;
Delayed maturation: buying homes, having willingness to relocate, seek alternative employment
kids, planning for retirement at 35 or later: Strong inclination to network and rely on other
il gomal i ve forever! o millennials6 opi ni ons about qua

1966- 165,718 | 154,358 | GENERATION | Children of the Baby Boomers Unwillingness to believe

1980 0X0 40% of the workforce it only if you prove it t
Came of age during Vietnam, Watergate: Work, while important, needs to be balanced with
learned to be skeptical Xersb personal Il i ves; rewar
No common heroes
Cynical, pessimistic, self-reliant

1946- 208,472 | 216,933 BABY Extremely competitivel|Apfpvealr utlee tthei rwosdmdd e o fil

1964 BOOMERS |deserve the best! o generation; spending > saving; want > need
Comprise nearly % of the workforce Each customer occupies his or her own niche:
Influences: assassinations of the Kennedys, customize the product, whatever the cost
Martin Luther King, Vietnam Appeal to nostalgia: family focus, which emphasizes
Wor kaholics: fAmy wor k| erfd anteds rmeodms, ki tchens,
Success is visible: trophies, lifestyles Appeal to their sense of individuality, educational
Optimistic accomplishment, vanity, stylishness
Value personal development Boomers are reluctant to retire. Work is a career,
Others (e.qg., their children) should have their rather than a job. Importance of staying healthy and
strong work ethic active, with efficient places to work and be creative

Boomers believe they have too much to do; interest in
fismart productso that req

Pre- 124,064 | 154,442 MATURES Oldest, smallest (5%) component of the Groups that work togetherd e.g., the militaryd are

1946 workforce heroic
Grew up believing in duty, honor, country People with seniority and tenure deserve respect
Values: dedication/sacrifice; hard work leads
to prosperity
Beliefs: Awe firsto > ime firsto




TRADITIONAL DEMOGRAPHICS-
BASED ADVERTISING: EXAMPLES

ATraditional advertisin
approach, rat her t han
Il Because traditional adver

account generational market segmentation, it
sends messages intended to capture the entire
available market for residential products.

I As a result, these ads become so cluttered with
Information that the prospect has to search through ok
the visuals and the verbila
message.

I Here are some examples:
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...The Willows, Willows, Willows!”
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Bob says «1 am so hapP

Text THEWILLOWS

to 47368 (4RENT)

for more information
on this propertyl*

A BARIAMIENTS

763-392-1864

6232 65th Avenue North
Brooklyn Park, MIN 55429

www.forrent.com /thewillows-brooklynpark

www.pararentar.com /willows
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Sheltered picnic are V
1 BRs from $615

2 BRs from $715
3 BRs from $1200
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s the Willow Turns” in See Bob... see Bob
his spacious living room! swim with Sue

Don’t you wish you felt like Bob?
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