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ABSTRACT 

 

 Every generation has diverse characteristics that set them aside from other generations 

such as: unique expectations, experiences, lifestyles, values, demographics. Finding common 

ground between the five core generations, (Silent Generation, Baby Boomers, Generation X, 

Generation Millennials, and Internet Generation), is a difficult thing to do. I wanted to find out 

what types of information gathering marketers use to link generations together. Also, I wanted to 

discuss the different various marketing understandings and strategies appropriate to each 

generation’s characteristics and attitudes.  

When the accurate strategies are taken and marketers fully understand how to find common 

ground between multiple generations, there may be an increase in different marketing strategies. 

We might start seeing different approaches as marketers will try to reach a higher number of 

consumers. This is a more productive approach rather than spending more money on marketing 

to different generations separately. For example, marketers tend to make different commercials 

for their products for different generations. This is an extremely costly strategy. 

The information gathering of different generations characteristics, believes, views, and values 

can be used to find common ground between generations. 
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INTRODUCTION 

  

  Multi-generational marketing is the practice of appealing to the unique needs of 

individuals within more than one specific generational group, with a generation being a group of 

individuals born and living about the same time. [13] Within a generation, there are major 

historical events that mold a generation into their life-long preferences such as, economic booms 

and busts, political dislocations, wars, technological innovations. These life changing events set 

the generation’s social values, attitudes, and preferences in their life. [10] The purpose of this 

paper is to describe the various U.S. generations including the times in which they grew up as 

well as the characteristics, lifestyles, and attitudes of the group. Only by knowing how the 

motivations of your customers are tied to the underlying values of the generation to which they 

belong will you be able to tailor your products, services, and communications to their needs, 

interests, and desires. Applied knowledgeably, that information will provide you with a key 

competitive advantage. [9] Staying on top of these changing markets is no easy task. New 

segments emerge, existing influences shift and new consumer profiles surface within a market. 

[8]  A discussion on subgroups and how generations are much more diverse than their main 

groups will be explained. For example, within generation Y there are subgroups such as Cyber, 

Hipster, and Goth. The paper will conclude with general tips for multi-generational marketing. [1] 
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THE U.S. GENERATIONS 

 “What divides Americans most is not race, gender, geography, or ideology. It is the year 

you were born.” [11] According to a combination of many sources, there are six generations, but 

due to the dying off of the Pre-Depression generation we will not be talking about them. There 

are five main generations in today’s society: Silent Generation, Baby Boomers, Generation X, 

Generation Y, and Generation Z. Table 1 lists information specific to each of these generations, 

ie., date of birth, population, percentage of population, and ages as of 2010. Further into the 

paper, each of these generations will be described in detail with regard to the times in which they 

grew up and to their characteristics, lifestyles, and attitudes. 

 

TABLE 1 

AMERICAN GENERATIONS 

Generation D.O.B. Population Percentage Age (2010) 

Silent 
Generation 

1925 - 1945 40,267,984 13.0% 67 - 87 

Baby Boomers 1946 - 1964 103,202,874 33.4% 66 - 48 

Generation X 1965 - 1976 86,077,322 27.9% 47 - 36 

Generation Y 1977 - 1994 62,649,947 20.3% 35 - 18 

Generation Z 1995 - 
Present 

83,257,556 26.9% 17 & Under 
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SILENT GENERATION 

 The Silent Generation is also referred to as the Depression Generation, Swing 

Generation, and Traditionalists. [26] People in this generation were born between years of 1925 

and 1945 and our between 67 years old and 87 years old. The Silent Generation makes up for 

about 13% of our populace with nearly 40 trillion in population as of 2010. The individuals that 

make up this generation were young children during the Great Depression and WWII. They are 

thought to be very patriotic as they witnessed the United States become a super-power among 

other nations during WWII and the Korean War. [2] Some famous individuals that are from this 

era include Hugh Hefner, Clint Eastwood, and Marilyn Monroe. [14] In terms of their values and 

characteristics, they rely on hard work, dedication, sacrifice, and have a respect for authorities. 

You still see this generation in the workforce, or they are getting back into the workforce, 

because they are not lethargic and want to work for what they have. 

You will never find an individual in this generation breaking rules and or disrespecting authority 

as manners was a building block when they were adolescents. They are skeptic to embrace 

change and are slow to take on new things. These individuals are mostly grandparents and are 

focused on family. They are dealing with the unfortunate effects of aging and are having physical 

problems such as mobility, eyesight, strength, and hearing which affect their preferences today. 

[1] However, this generation has significant wealth in home equity and savings which means 

marketers cannot afford to ignore marketing to this generation.  

When communicating with the Silent Generation one needs to be polite, respectful, formal, and 

professional. They prefer products that tie into their responsibilities or their lifestyle problems. 

These problems can be low fat/sugar/cholesterol foods, health products, second homes, travel 
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services, and new vehicles. In these major market areas, the products need to include stress 

simplicity, convenience, ease to use, and easy accessibility. They are savers who spend money 

only when necessary.  Since they are patriotic they prefer products that have the stamp, “Made in 

the U.S.A.”. [2] As seen in Graph 3, quality is a major factor to this generation when purchasing 

items. 

BABY BOOMERS 

 The Baby Boomers are also referred to as the “ME” Generation or Woodstock 

Generation. [1] Individuals in this generation were born between the years of 1945-1964 and are 

currently 66-48 years of age. They are the largest generation and make up the most of our 

populace by representing about 33.4% (103 trillion) of our population as of 2010. People in this 

era have experienced events such as: the Kennedy assassination, civil rights movement, protest, 

hippies, Vietnam War, TV, President Nixon, Cold War, divorce, space exploration, heavy 

recreational drug use, sexual freedom, rock ‘n roll, Beatles, and were introduced to the world’s 

first computers. [2] A few notable individuals that are Baby Boomers would be President Obama, 

Sylvester Stallone, Dolly Parton, and David Letterman. [15] In terms of their lifestyles, 

characteristics, and preferences, they do what is in their best self-interest along with having an 

optimistic outlook on life and work. They are optimistic because they lived during a healthy 

economic era. Individuals in this era are seen as rebels because they strayed away from the 

blueprints of their parent’s lifestyles and used a self-exploration method of defining themselves 

as individuals. 

 Baby Boomers are starting to reach retirement age which would heighten the marketing in travel 

promotions. Television is a huge medium that attracts Baby Boomers however they are still 
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using the oldest medium which is newspapers. (Graph 1 & Graph 2) They have about $1 

trillion in annual spending, which is why marketers cannot afford to not market to this 

generation. As they are reaching retirement, they are looking to set new goals and learn new 

skills. This is an example of “re-engineering” their life. [1] They may be intrigued to try new 

hobbies that reward them with recognition and self-fulfillment. 

Health, energy, and wellness are major goals for Baby Boomers which create hot areas to market 

to that include plastic surgery, Botox, hair coloring, baldness treatment, Viagra, cosmetics, and 

healthy foods. They are also inclined to vacations, expensive restaurant meals, motorcycles, 

adventurous vacations, and as they look forward to retiring and moving away from the city, 

retirement homes. [1][2] Personal gratification and public recognition are important to this 

generation, that is, they respond to statements such as “We Need You”, “Your contribution is 

unique and important to us”, and “You’re important to our success”. It is efficient to use word-

of-mouth communications from friends to sell this generation. [2] 

GENERATION X 

 Generation X is often referred to as the Baby Bust, Slackers, and Why Me Generation. 

Individuals in this era were born between the years of 1965 – 1976 and are around the age of 47-

36 as of 2010. They make up about 28% (86 trillion) of our population. They have experienced 

life events for instance, the first man on the moon, end of the Cold War, terrorism, a 

deteriorating environment, and they were part of the AIDS epidemic. They invented video 

games, the grunge look, and snowboarding. [1] A few familiar names from this generation include 

George Clooney, Michael J. Fox, Peyton Manning, and Mike Tyson. [15]  
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In terms of their lifestyles, characteristics, and preferences, Generation X’ers are intrigued by 

multiculturalism and globalization. They saw an increase in personal computers which allowed 

them to discover the globe and different cultural. This being said, with Generation X’ers, nothing 

is permanent as they were exposed to high divorce rates and men walking on the moon which 

was un-heard-of. X’ers generally are free agents, not team players like the Baby Boomers were. 

[1][2] They are more entrepreneurial and less prone to devote their lives to large public 

corporations. [16] This era is the most price conscious and has low price sensitivity. [2] 

Generation X is pessimistic and sophisticated about ads, shopping, and products. They need to 

buy products and services to set up households and for young children as they make up for the 

highest share of the nation’s parents. They are a huge force in the market for appliances, 

children’s products, cars, games and magazines such as Maxim. It is most effective to approach 

them as a consultant rather than a seller. You must also show them you know what you’re talking 

about. It is extremely effective to speak their language and to use slogans such as, “You’re 

different and we respect that”, “Do it your way”, and “There aren’t a lot of rules here”. They 

respond to communication methods like e-mail, multi-media, Internet, social events, word-of-

mouth, and peer gatherings. Information and technology are important to this generation as they 

see technology to be changing their world. They are a more visual generation who visits 

museums and galleries but reads less. Diversity and thinking globally are core values of 

Generation X’ers. [17]  
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GENEARTION Y 

 Generation Y has been called the Millennial Generation, Generation Next, and Echo 

Boomers. Individuals in this generation were born between the years of 1972 and 1994 and are 

between 35 and 18 years of age. Generation Y’ers make up for about 20% (63 trillion) of our 

population as of 2010. Some of the major events witnessed by this generation include 9/11 

terrorist attacks, first iPod, first black president, Gulf War, invention of Homeland Security due 

to 9/11, a recession, Divorce as the norm, visible homelessness, and the creation of social media 

with Facebook. [29][30][1] They were born into a technological, electronic, and wireless society. [1] 

They are also responsible for creating and listening to new genres of music such as: hip-hop, 

reggae, alternative rock, techno, electronic, and pop-punk. [18] A few familiar names included in 

this generation are Johnny Depp, Jennifer Aniston, Angelina Jolie, Brad Pitt, and Will Smith. [19] 

In terms of their values, characteristics, and beliefs, Y’ers are very confident with very strong 

egos and a little skeptical of today’s government and terrorism. This is one of the most diverse 

generations mostly because they do not like to be considered cookie cutters. They want to be 

special, different, and not like anyone else. This generation includes mostly older teens and 

young adults which means they are still very young and do not know everything. They are self-

absorbed and self-reliant with a strong sense of independence. A couple of slogans that describe 

Y’ers are “no fear”, and “it’s all about me”. As you can conclude, they are known for being 

selfish, and live for today which means they spend big without thinking about the long-run. 

The most vital accessories are electronics, i.e., iPods, BlackBerrys, laptops, and giant televisions. 

They are tremendously image driven in the electronic department causing them to do most of 

their daily task via mobile phone (Table 4). Y’ers are greatly influenced by their peers that 
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typically guide them to products and brand choices and they also look for peer acceptance. When 

marketing to this generation, one must take full advantage of technology and its allure for this 

generation considering they were introduced to social media (Table 3).  Individuals in 

Generation Y are able to grasp new concepts and are learning-oriented. Change is normal and 

visual to them. [1][2][4] 

GENERATION Z 

 Generation Z have been referred to as Tweens, Baby Bloomers, and the iGeneration. 

People in this generation were born in 1995 to the present and are anywhere from 17 years old to 

1 day old. This generation makes up about 27% (83 trillion) of our population as of 2010. The 

individuals in this generation were exposed the daily use of the World Wide Web and drastic 

innovations in technology. Steve Jobs is seen as an icon to this generation as he helped lead the 

innovations in technology. They were also exposed to the terrorist attacks of 9/11 and live in an 

economy that is uncertain considering our national debt is nearing $16 trillion. [1][2] A few 

distinguished people of this generation would be Dakota Fanning, Justin Bieber, and Jaden Smith 

(Will Smith’s son). [20] 

In terms of their lifestyles, characteristics, and preferences, Generation Z is the new 

conservatives embracing traditional beliefs, valuing the family unit, self-controlled, and more 

responsible. They have returned to old-school values such as respect, trust, and restraint. These 

individuals are more conforming and less likely to take risks and engage in violence. They are 

accustomed to high-tech and multiple information sources. They have never lived without the 

Internet. [21] They are quite possible are the most imaginative generation and they think more 

laterally [22] 



11 
 

Peer acceptance is very important to Generation Z. The key trait is the need to belong. Their self-

concept is partially determined by the group to which the Tween belongs. They value fitting in. 

Music, fashion, cosmetics, and video games are important in terms of peer acceptance and fitting 

in. Influence is common in areas of style, including haircuts and wardrobe choices. Amazingly, 

children are able to recognize brands from the age of about 18 months. [23][36] They are a global 

and diverse generation who come from a wider mix of backgrounds with different experiences 

and idea. [23][24] 

SUBGROUPS 

 The definition of subgroups according to thefreedictionary.com is a distinct group within 

a group or a subdivision of a group. Subgroups of generations are vital information for a 

marketer trying to advertise his product to as many consumers as possible. There are the main 

generations that everybody can get information about, but what about the countless number of 

groups inside the generation? Subgroups are more likely to appear in the later generations as they 

are more diverse. There are your more evident subgroups within a generation for instance, males 

and females. Everybody has a hobby, everybody has a favorite music style, and everybody has 

different views on life. With every hobby, style of music, views come different friends and 

creates a subgroup. A few subgroups are: Athletic, Vegetarians, Gay/Lesbian culture, Punk, 

Goth, Bikers, Hip-hop, Immigrants, and College Kids. [12] They can also be divided up by 

different clubs, race, teammates, gangs, or cliques. [25] Staying on top of these changing markets 

is no easy task. New segments emerge, existing influences shift and new consumer profiles 

surface within a market. [8] 
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U.S. POPULATION 

According to the U.S. Census Bureau’s U.S. Population Clock, the U.S. population is 

approximately 313,514,886 as of May 10, 2010. The charts for the U.S. population in 2010, 

2025, and 2050 can be seen on the next page (See Figures 1). It clearly is noticeable that some 

generations have more individuals and that large numbers in the population are moving into 

older age categories. [1]  

            FIGURE 1 

U.S. POPULATION IN 2010 
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FIGURE 2 

U.S. POPULATION IN 2020 

 

FIGURE 3 

U.S. POPULATION IN 2050 
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MARKETING TO MULTIPLE GENERATIONS 

GENERAL TIPS 

The following general tips are offered for bringing about more effective and efficient 

multigenerational marketing (Higgins, 1998; De Paula, 2003).  

1. Understand the backgrounds, morals, values, characteristics, institutions, lifestyle 

preferences, and priorities of each generation. As appropriate, adjust fundraising, 

communication, and marketing strategies accordingly. 

2. Recognize the different behavior of generations and use unique and targeted 

marketing approaches based on this uniqueness. 

3. Generation-shaping social and economic events influence how each group reacts. As 

such, marketers must be aware of how their target generations view the world and 

shape their marketing messages accordingly. 

4. Companies will have to rely more heavily on in-depth market research techniques, 

such as ethnographic research or new qualitative methods that rely on cognitive 

science. These methods show promise for helping marketers understand their 

consumers’ cultures. 

5. Market to the consistent characteristics among generations. That is, find ways in 

which the generations are similar and add these elements into your ads, products, 

marketing strategy, etc. For example, online games, satellite radio, and smart phones 

have elevated mobility, community, and choice in any campaign’s list of key 

considerations. Marketers must understand and embrace this permanent change. 
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6. Create the image of an ageless society wherein people define themselves more by the 

activities they are involved in than by their age. Remember grandparents could be 45, 

65, or 85 and college students could be 20, 30, or 60. 

7. People cycle in and out of different life-stage events based on their interests rather 

than their age. 

8. Avoid generational myopia, i.e., the shortsighted application of the values and 

attitudes of your own generation to the development of strategies for marketing to 

another generation. 
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SPEAK THEIR LANGUAGE 

 One of the most important things to consider when marketing your practice is the 

language you use. Whether you’re talking on the phone or creating ad copy, the customer needs 

to understand what you’re bringing to the table.  

Nicholas Kinports, head of digital strategy at LonelyBrand, an online marketing firm, said “using 

the right language is especially important in the insurance industry because so many of the 

concepts are complicated and agents often deal with clients of all ages. By varying your 

approach according to the age group you want to communicate with, you can increase the 

effectiveness of your efforts.” [6] 

AGELESS MARKETING STRATEGIES 

Ageless marketing strategies are those methods of marketing that can keep the same logo 

or slogan and have it fit with any generation. Reaching across different generations is when a 

company develops a brand whose logo and slogan don’t tie you down to a single message. This 

is not an easy task, but with so many generations in today’s market, if you hit the mark you can 

quickly multiply your customer base. Take inspiration from companies that have successfully 

won over consumers in multiple age groups. 

For example, Nike’s ubiquitous “Swoosh” logo and “Just do it” tag line have been around for 

decades and continues to speak to several generations. To many Baby Boomers, the tag line is 

synonymous with the “free love” message. Generation Xers, on the other hand, conjure up a risk-

taking person who gets things done. 



17 
 

Another example is the cosmetics company Clinique, which offers products for teens as well as 

their mothers and grandmothers. Marketing gurus have noted that Clinique’s ability to appeal to 

such a broad range of consumers is rooted in the company’s skill in consistently projecting a 

contemporary image without appearing too hip. [7] 

TEAMING UP STRAGETGY 

 The strategy of teaming up is simple. Find products and services that complement yours 

and work with the companies that provide them to promote their offerings and yours 

simultaneously. [3] 

This is a helpful strategy as it helps get your product out to a different market of consumers as 

well as those targeted that are unaware of your product. In the business prospective, this makes 

sense considering it will only benefit all companies involved. Once teamed up, allow each other 

to advertise freely on each other’s websites. Also, before the final check-out screen appears, 

redirect the buyer to your co-partner’s advertisement.  

A real life example is when Volkswagen and Star Wars teamed up to create an ad that informed 

the individuals that were Star Wars fans about the new Volkswagen during 2012’s Super Bowl 

game. Another example of this, as shown below in Figure 4, is how Nationwide Insurance 

teamed up with Coops Paints to make this marvelous duo advertisement. 
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FIGURE 4 

TEAMING UP STRAGETGY 
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RESEARCH 

The following data is collected from my survey that was handed out to 178 marketers 

across the Mid-West. The data in this survey helped me put together graphs along with vital 

research information.  

My first question was general in which I acquired general information about the individuals 

taking the survey. I interviewed a total of 178 marketers and 80 were male while 98 were female. 

There were 26 individuals who took the survey that fell into the age group of 18-24, 31 in the age 

group 25-30, 45 in the age group 31-36, 73 in the age group 37-69, and 3 in the age group 70+. 

Graph 1 shows what advertising medium mostly affects the consumers. 
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Graph 2 asks what advertising techniques work best on the consumer. 

 

 

 

 

 

 

 

 

 

Graph 3 asks the consumer to identify their main preference when purchasing an item. 
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Graph 4 asks if peer preferences have an effect on the consumer’s decision making. 

 

 

 

 

 

 

 

Graph 5 asks if celebrity endorsements have an impact on their preferences

. 
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One of the last questions asked was if their company has different products for the different 

generations. This was answered slightly more yes. 65% of markers say their company makes 

different items for different generations thus allowing them to expand their consumer target. 

SUMMARY 

 Multi-generational marketing is appealing to the unique needs of individuals within more 

than one specific generational group. Marketers will need to respond to the trend of multi-

generational marketing and branding by adjusting their marketing mixes and strategies 

accordingly. This means that marketers must understand the six U.S. generations: Silent 

Generation, Baby Boomers, Generation X, Generation Y, Generation Z. each of these 

generations was defined and described in terms of the times in which the generation grew up and 

the characteristics, lifestyles, and attitudes of each generation.   
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TABLES 

TABLE 2 

INTERNET USE AMONG U.S. GENERATIONS 

Generation Hours Per Week 

Silent Generation 4.6 

Baby Boomers 7.4 

Generation X 9.4 

Generation Y 11.1 

 

*The data above lists only 4 generations. Generation Z is young and data is difficult to obtain. 

Table 2 explains how different generations spend their time on the Internet. It is clear that the 

Silent Generation rarely uses the Internet while Generation X’ers and Y’s spend a lot of time on 

the Internet. 
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TABLE 3 

SOCIAL MEDIA USE AMONG U.S. GENERATIONS 

Generation Percentage 

Silent Generation 26% 

Baby Boomers 47% 

Generation X 61% 

Generation Y 86% 

 

*The data above lists only 4 generations. Generation Z is young and data is difficult to obtain. 

Table 3 expresses the percentage of generation that uses social media. It is evident that the Silent 

Generation is unfamiliar with social media and computers in all. The younger the generation, the 

higher use of the web and social media. 
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TABLE 4 

CELL PHONE & MOBILE USE AMONG U.S. GENERATIONS 

  Silent Generation Baby Boomers Generation X Generation Y 

Own a Cell phone 57% 82% 88% 90% 

Text Message 19% 57% 82% 95% 

Access Internet 10% 18% 43% 65% 

Watch MultiMedia  4% 6% 20% 40% 

 

*The data above lists only 4 generations. Generation Z is young and data is difficult to obtain. 

 

Table 4 below shows how the different generations use cell phones and media tablets (iPad). It is 

clear that Generation X, and Y are very dependent on their cellular and/or mobile devices. 
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TABLE 5 

ANNUAL SHOPPING TRIPS AMONG U.S. GENERATIONS 

Generation # 

Silent Generation 185 

Baby Boomers 175 

Generation X 155 

Generation Y 140 

 

*The data above lists only 4 generations. Generation Z is young and data is difficult to obtain. 

 

Table 5 below demonstrates the number of shopping trips generations take annually. As the 

Silent Generation and the Baby Boomers have saved up money their whole life, they have more 

money to spend which causes more annual shopping trips. 
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