GENERATIONS




Why are we studying preferences of

different generations?

Knowing generational trends is important, as they can
reveal similar attitudes and behavior among consumers
who experienced world events at the same life stage as

their cohorts. And it doesn't hurt to understand these age
groups since marketing tools and audience
segmentations generally include age as a factor.

Nowadays there are four well-known generations: Baby
Boomers, Generation X, Generation Y, Generation Z



Baby boomers

The generation was called like that,
because there were 71 million
children born between 1946 and

Baby Boomer

E"“‘Y"i’* Bt 1964 in the USA. Because of their

urrent Age: 56 to 74

S numbers the baby boomers had a
Med_iu_Consum_ption: Baby boomers are the biggest consumers of traditional h u ge | N fl uence on econom | CS. Pe O p | e
medilq like television, radio, magazines, and newspaper. Desplte. being so . . .
Lradmonul 90%o of baby boomerg have a Facebopk uccounp This generonon has Of t h IS ge ne rat ION are Ofte N | a b e | e d
egun to adopt more technology in order to stay in touch with family members
ond feconnect with o finds. as selfish, cynical and pessimistic. The
Shaping Events: Post-WWII optimism, the cold war, and the hippie movement. . ’, .
Finances: Managing retirement with life expectancies on the rise. b ra n d I S n t I m po rta nt fo r b a by

RABARA boomers. They value quality and

reasonable price of the product



Generation X

This is the first generation, which was

Generation X growing up with computers. People

Birth Years: 1965 to1979 of Gen.X tend to be more educated
e e than Baby boomers.Generation X
: 65.2 million .

Me_diu Consumption: Gen X still reads newspapers, magazines, listens to the Cu Sto mers nee d to fe e | uni q u e)

Sttt b el Lottt by because they grew up in the period,

of any generational cohort). h I ke d t h e same

Shqping Events: End of the cold war, thg rise of personal computing, and wnen eve ryo ne loo . '

feiellng lost between the two huge generations. Xe rs are usua I |y res po Nnsi b I e an d

Finances: Carrying the highest debt load ($142K) while still raising children and . ere
. saving for retirement mdependent. They prefer Stablllty

and time is very important for them.



Generation Y

Generation Y has grown during the

: : development of tehnology, so they
Millennials (Gen Y) willingly use gadgets and computers in

Birth Years: 1980 to 1994 their daily life. Due to the fact, that
PUTONkARe 2¢ 037 people of Generation Y has been giving
ey financial responsibility very early they
Media Consumption: 959% still watch TV, but Netflix edges out traditional .

cable as the preferred provider. Cord-cutting in favor of streaming services is the seem more pra ctical and

popular choice. This generation is extremely comfortable with mobile devices .

but 329/ willstill se a computer for purchases. They typically have multple brand-conscious. Su r'vVeys S how that Yers
soclel medlt gecounts are deeply involved in family purchases.
Shaping Events: The Great Recession, the technological explosion of the . . . . .

internet and social media, and 9/11. This gene ration is interested in

Finances: Massive student debt causes this generation to delay major somethin g new an d ori g| nal. Th ey can

KASASA life purchases. . . . .
quickly dismiss faceless companies or

unreliable brands.



Generation Z

Generation Z implies those, who are
younger than 20. Today’s teenagers
differ from others, because most of
Zers use modern technologies since
the young age. That’s why social

Birth Years: 1996 to 2015
Current Age: 5024

Size: 68 million
Media Consumption: The average Gen Zer received their first mobile phone at N EtWO I kS h ave d b | g 18] ﬂ uence on us.
age 10.3 years. Many of them grew up playing with their parents' mobile phones . . Ja o .
or tablets. They have grown up in a hyper-connected world and the smartphone N ew ge nera t 10N ISN t | nte re Ste d N
is their preferred method of communication. On average, they spend 3 hours a . .. .
day ontheir mobil device ordinary advertising. We value quality
Shaping Events: Smartphones, social media, never knowing a country not at . .
war, and seeing the financial struggles of their parents (Gen X). an d p rice Of t h e p o d u Ct, b u t IN t h e
Finances: Similar to Gen X (their parents) in financial attitudes, but wanting to H H
vk ek s Mk eragl, meantime we are brand-conscious.



A common source of confusion when labeling
generatior heir age. Each generation grew ur
in dlfferent financial cllmates WhICh has informed

their financial attitudes and opinions of
institutions. But the generations don’t tell the
whole story and their behavior can be hard to lock
down.
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