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WHAT IS ñGENERATIONALò 

MARKETING?
ÅA marketing strategy that is crafted specifically to 

appeal to members of one or more generations

ÅPrinciples of generational marketing:

ïThere are generational ñcyclesò and consistencies 

within each one

ïThe cycles differ between each generation

ïEvery generation assumes that its successor has 

wants and needs that mirror its own; WRONG!!

ïThe 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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HEREôS A TYPICAL 

DEMOGRAPHIC DATA SUMMARY.  

ITôS FOR  BEVERLY HILLS, 

CALIFORNIA

It provides data on the following topics:

ÅPopulation

ÅHouseholds

ÅFamilies

ÅAverage household size

ÅOwner- and renter- occupied housing 

units

ÅHousehold income 

ÅPopulation by age

ÅRace/ethnicity

HOW WOULD THIS TABLE HELP 

YOU TO DESIGN A MARKETING 

CAMPAIGN FOR A PARTICULAR 

RESIDENTIAL PROPERTY IN 

BEVERLY HILLS?



ÅDemographic indicatorsðpopulation, 

households, income, etc.ðare useful to 

demonstrate that there is a hypothetical market 

available to a potential project

ïTheyôre essential for the developer whoôs seeking 

financing for the project, but they do nothing to assist 

the project marketer to develop the marketing 

strategy and campaign for the project after itôs built.

ÅBy 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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ÅThe generational marketer segments the 

market by generational age groupings 

rather than by traditional demographic 

measures, and

ïWill determine the market to be targeted according to this 

segmentation; 

ïWill determine the characteristics of each generation according 

to its unique experiential base; and

ïWill create a marketing campaign specifically targeted to one 

or more generations.

ÅHereôs an example of a generational marketing 

grid:
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COUNTY POPULATION, MULTNOMAH COUNTY (PORTLAND), OREGON

POPULATION

GENERATION GENERATIONAL 

CHARACTERISTICS

TARGETED GENERATIONAL

MARKETING STRATEGIESYear of 

birth

2000 

Census

2008 

Estimate

1981-

2000

165,232 171,817 MILLENNIALS Youngest members of the workforce

Coddled during their early years: believe ñitôs 

all about me!ò

Operate separately from the team: ñthe team 

is successful because of me.ò

Optimistic; live for stimulation

Ambitious, yet appear to be aimless

Delayed maturation: buying homes, having 

kids, planning for retirement at 35 or later: 

ñIôm gonna live forever!ò

ñIôm my own hero!ò  The individual, rather than the 

company or the team, is heroic

Respect for authority only if there is a perceived 

benefit to the individual

The new workforce: ñwhatôs in it for me?ò  Personal 

experience has demonstrated that lifetime 

employment with a single company is unlikely; 

willingness to relocate, seek alternative employment  

Strong inclination to network and rely on other 

millennialsô opinions about quality and value

1966-

1980

165,718 154,358 GENERATION 

óXô
Children of the Baby Boomers

40% of the workforce

Came of age during Vietnam, Watergate: 

learned to be skeptical

No common heroes

Cynical, pessimistic, self-reliant

Unwillingness to believe marketing claims: ñIôll believe 

it only if you prove it to me.ò

Work, while important, needs to be balanced with 

Xersô personal lives; rewards need to balance costs

1946-

1964

208,472 216,933 BABY 

BOOMERS
Extremely competitive: ñwe rule the world!ò  ñI 

deserve the best!ò

Comprise nearly ½ of the workforce

Influences: assassinations of the Kennedys, 

Martin Luther King, Vietnam 

Workaholics: ñmy work defines meò

Success is visible: trophies, lifestyles

Optimistic

Value personal development

Others (e.g., their children) should have their 

strong work ethic

Appeal to their sense of entitlement:   the ñmeò 

generation; spending > saving; want > need

Each customer occupies his or her own niche:  

customize the product, whatever the cost

Appeal to nostalgia: family focus, which emphasizes 

ñgreatò rooms, kitchens, front porches

Appeal to their sense of individuality, educational 

accomplishment, vanity, stylishness

Boomers are reluctant to retire.  Work is a career, 

rather than a job.  Importance of staying healthy and 

active, with efficient places to work and be creative 

Boomers believe they have too much to do; interest in 

ñsmart productsò that require little personal attention 

Pre-

1946

124,064 154,442 MATURES Oldest, smallest (5%) component of the 

workforce

Grew up believing in duty, honor, country

Values: dedication/sacrifice; hard work leads 

to prosperity

Beliefs: ñwe firstò > ñme firstò

Groups that work togetherðe.g., the militaryðare 

heroic

People with seniority and tenure deserve respect



TRADITIONAL DEMOGRAPHICS-

BASED ADVERTISING: EXAMPLES 

ÅTraditional advertising employs a ñkitchen sinkò 

approach, rather than a ñslingshotò strategy
ïBecause traditional advertising doesnôt take into 

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

ïAs a result, these ads become so cluttered with 

information that the prospect has to search through 

the visuals and the verbiage to find a relevant ñbuyò 

message.

ïHere are some examples:
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