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INTRODUCTION

Segmenting
Target
Audiences

All customers are
different. This is why it’s
so important to segment
your target audiences.

Segmenting your target audience can
help you reach specific niches and
tailor your message to specific types of
people. This ultimately enables you to
nurture customers, drive conversions
with precision, and provide a personal-
ized experience for your audience.

To up your targeting game, consider
generational marketing. Based on the
natural affinities and similarities found
between generations, you can draw
certain conclusions for how they may
behave—which can inform where you
might find them online, and the phrasing
of the messaging in your ad campaigns.

Once you uncover the general prefer-
ences of generations, whether related
to specific devices or certain lifestyle
values, you can inform your digital
strategy accordingly.

Although some of the shopping habits
among people of one generation might
differ slightly depending on the product
or service they are looking into, many
basic characteristics ring true across

a generation.

In this guide we're breaking down

why generational marketing is so
important for campaign strategy and
personalization. And, we'll explore each
generation’s demographics, defining
characteristics, consumer behaviours,
and media usage in detail.

Ultimately, you'll learn how to best
reach each of today’s most prominent
generations: Gen Z, millennials, Gen X
and baby boomers.
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Generational
Marketing

In Digital
Advertising

Generational marketing helps you
to personalize your ad campaigns to
specific audiences. This is important
because consumers have grown to
expect hyper-relevant advertising.

Every generation behaves differently, is motivated by different things
and consumes media in different ways. These differences are driven
by various factors, like the events happening in the world as they
grew up, or the access they have had to specific technologies. Each
generation shares similarities in life experiences which can then
shape how they view the world, their most important values, and
their ideals.

Understanding each generation and how they interact with technology
can inform your digital marketing strategy. In such a tech-driven world,
this approach helps marketers to identify where digital ads will be
most effective, according to each generation.

By targeting audiences based on their generational cohort, you
create segments who share similarities. This empowers you to craft
a personalized and relevant message that draws a direct connection
between individuals and how they relate to your brand.

Studies have shown that effective personalization strategies can
improve return on ad spend (ROAS) by as much as 70%. With person-
alization, you can produce creatives that are eye-catching to a specific
generation. For example, Gen Z consumers might respond to the use
of emojis and age-specific verbiage. Baby boomers, on the other hand,
will prefer creatives that feature products that they are familiar with in
the real world.


https://www.iriworldwide.com/en-US/Insights/Blog/Meet-the-Shifting-Needs-of-Baby-Boomers

GENERATIONAL BREAKDOWN

Gen Z

Born Between 1997-2012

With over 74 million kids and
young adults, Gen Z makes

up almost one-quarter of the

US population. Although their
disposable household income is
on the lower end at $26,565, this
generation does spend. Gen Z has
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a spending power of 5143 billion

and accounts for about 40% of

global consumers in 2021.
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https://www.hartman-group.com/newsletters/316747076/new-kids-on-the-block-first-look-at-gen-z
http://www.millennialmarketing.com/wp-content/uploads/2018/01/Barkley_WP_GenZMarketSpend_Final.pdf
https://www.mckinsey.com/industries/retail/our-insights/the-influence-of-woke-consumers-on-fashion
https://www.mckinsey.com/industries/retail/our-insights/the-influence-of-woke-consumers-on-fashion
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Gen Z

Defining Characteristics

Gen Z are the first generation to grow up
immersed in technology. They are remarkably
tech-savvy, connected, and informed: true “digital
natives.” Having grown up on social media, these
young people are the self-image generation.

Gen Z has distinct values, attitudes and lifestyle
habits. Because of their adept internet usage, they
are highly aware of what is happening in their own
communities as well as globally, making them very
socially conscious.

Many Gen Zers grew up watching their parents
take huge financial hits during the great recession
and during the COVID-19 pandemic. Witnessing
their parents’ struggles has made Gen Z seek
stability and security. They are financially minded
and pragmatic spenders.

Consumer Behaviours

Brand values matter to Gen Z. They will make purchasing
decisions if they see alignment between brand values and their
personal values. Gen Z expects the brands they support to
take a stand on social justice issues, and 89% feel that brands
should aim to do good in the world.

Gen Z are very influenced by their communities and people
they admire, like celebrities and influencers. Their purchase
decisions are often driven by user-generated content and
recommendations from people they know or influencers they
admire. As a result, this generation has minimal brand loyalty—
only 16% shop at a single store for clothing.

Gen Z are digitally savvy and love to be online. More than 74%
of this generation say they spend their free time using various
web-connected devices, and 66% of Gen Z reports using more
than one internet-connected device at a time.



https://morningconsult.com/form/gen-z-worldview-tracker/
https://content-na1.emarketer.com/sustainability-is-factoring-into-2019-holiday-purchases
https://www.accenture.com/t20170503T114448Z__w__/us-en/_acnmedia/PDF-44/Accenture-Retail-Customer-Journey-Research-2017-Infographic.pdf
https://www.generationy20.com/retail-generation-z.PDF
https://www.generationy20.com/retail-generation-z.PDF
https://www.generationy20.com/retail-generation-z.PDF

GENERATIONAL BREAKDOWN

Gen Z are on mobile:
e n 55% of Gen Z use their smartphones for five or more hours a day, and

26% use their phone for 10+ hours a day. This generation is known to
use their smartphone over a computer or tablet.

Device Usage Gen Z are multi-taskers:

95% of Gen Z uses another device while watching TV, most commonly
for social media or to chat with friends.

Gen Z use their devices for almost everything:

73% of Gen Z use their internet-connected devices to communicate
with friends and family, followed by entertainment (59%) and gaming
(58%). Gen Z watches an average of 15 hours a week of streamed TV
on a connected TV device.

Gen Z are online shoppers:

72% of Gen Z has purchased a product online using whichever device
was most convenient. 61% of Gen Z has made a purchase via mobile.

Gen Z are listening to digital audio:

Gen Z clock in at more than 18 hours per week (2.6 hours or more
each day) of digital audio listening.



https://www.pewsocialtrends.org/2018/11/15/early-benchmarks-show-post-millennials-on-track-to-be-most-diverse-best-educated-generation-yet/
https://www.generationy20.com/retail-generation-z.PDF
https://www.globalwebindex.com/hubfs/Downloads/Generation_Z_report_2019.pdf?utm_campaign=Gen%2520Z%2520report%25202019&utm_source=hs_automation&utm_medium=email&utm_content=71833136&_hsenc=p2ANqtz-_Y6G2mr52MnQBNr83wIWOF-cV61nsyHmjZqd_VKOnnAlc01O337IcPn4qw7vztzjB7E5EQ9O136yWJ4r1x-QQ8OGW6Pw&_hsmi=71833136
https://www.generationy20.com/retail-generation-z.PDF
https://www.businesswire.com/news/home/20190807005393/en/Telaria-Sling-TV-Research-Reveals-Connected-TV
https://www.globalwebindex.com/hubfs/Downloads/Generation_Z_report_2019.pdf?utm_campaign=Gen%2520Z%2520report%25202019&utm_source=hs_automation&utm_medium=email&utm_content=71833136&_hsenc=p2ANqtz-_Y6G2mr52MnQBNr83wIWOF-cV61nsyHmjZqd_VKOnnAlc01O337IcPn4qw7vztzjB7E5EQ9O136yWJ4r1x-QQ8OGW6Pw&_hsmi=71833136
https://www.globalwebindex.com/hubfs/Downloads/Generation_Z_report_2019.pdf?utm_campaign=Gen%2520Z%2520report%25202019&utm_source=hs_automation&utm_medium=email&utm_content=71833136&_hsenc=p2ANqtz-_Y6G2mr52MnQBNr83wIWOF-cV61nsyHmjZqd_VKOnnAlc01O337IcPn4qw7vztzjB7E5EQ9O136yWJ4r1x-QQ8OGW6Pw&_hsmi=71833136
https://musicrow.com/2019/06/audio-consumption-millennials-gen-z-lead-the-way/

GENERATIONAL BREAKDOWN

How can you best reach Gen Z?

Through mobile, social media, and connected TV (CTV).

Communicate your brand values Improve the quality of your online Reach Gen Z across screens:
in a personal and relatable way. experience: dynamic content, run ads across devices
Ensure the messaging in your ads aesthetically pleasing images, including mobile, desktop,
speaks to how you align with their carousel ads, and videos. tablet, and CTV.

values as well.

Reach Gen Z in screenless moments: Run programmatic
audio campaigns to capture audiences listening to
digital radio and podcasts.

They are least willing of the generations to tolerate any
form of online advertising. So, avoid invasive ads and
go for context-fitting, organic ads instead. Leveraging
contextual advertising methods can ensure you are
reaching them in the right contexts.




GENERATIONAL BREAKDOWN

Millennials

Born Between 1981-1996

Millennials stand out for their

technology use because they grew

up with digital media. Although they
aren’t considered digital natives in
the way that Gen Z are, they are very

O
=
-
L
S
o
<
=
-
<
=z
o
=
<
o
T
=z
i
(O]

tech-savvy. With 53% of millennial

households having children, these
shoppers are spending on family-related
items. Millennial shoppers spend 5600 billion in

the US each year.
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https://www.pewresearch.org/fact-tank/2019/09/09/us-generations-technology-use/
https://www.pewresearch.org/fact-tank/2019/09/09/us-generations-technology-use/
http://www.millennialmarketing.com/who-are-millennials/
https://www.accenture.com/us-en/insight-outlook-who-are-millennial-shoppers-what-do-they-really-want-retail
https://www.accenture.com/us-en/insight-outlook-who-are-millennial-shoppers-what-do-they-really-want-retail
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Defining Characteristics

Millennials are gaining buying power as they
become more established in their jobs. They're
building their careers, paying off student loans,
getting married, buying houses, and having
families. With their busy lives, millennials
appreciate convenience and will look for this

characteristic when making purchase decisions.

Millennials were very impacted by the great
recession and COVID-19, and don't have the
same financial security that their parents did.
Their salaries have less buying power compared
to previous generations at the same age, and
many are carrying more debt. Millennials
therefore value affordability and will carefully
research before making a purchase.

Millennials

Consumer Behaviours

Millennials are omnichannel shoppers. About 60% of millennials use

some mix of digital and in-store to research a product or service before
making a purchase. Like Gen Z, they aren'’t particularly brand loyal—they
are likely to hop between brands and try new ones to get the best price.

Millennials are online spenders. They spend more online than other
generations. While shopping online, millennials expect personalized expe-
riences. They want to be served relevant ads, and respond well to other
personalization features like targeted product recommendations.

Millennials are receptive to social proof. A Trustpilot survey found that
66% of millennials were more likely to purchase based on social proof.
They will look at online reviews, take recommendations from peers and
influencers, and they will self-educate before making a purchase decision.



https://content-na1.emarketer.com/five-things-retailers-should-know-about-millennial-shoppers
https://us.epsilon.com/resources/cross-generational-marketing
https://marketing.trustpilot.com/the-psychology-behind-trust-signals-demandgen-us-2

GENERATIONAL BREAKDOWN

Millennials

Device Usage Millennials are on mobile:

92% of millennials own and actively use smartphones, and
48% are using the internet almost constantly.

Millennials are on CTV:

Millennials have been cord-cutting, spending 3.5 hours per
day watching TV online through a connected device.

Millennials are listening:

Literally. They are active listeners on digital audio channels,
and known as the “audio generation”.

Millennials respond to shoppable content:

The majority of millennials will make a purchase through
shoppable content, including clickable images and videos.



https://www.herosmyth.com/article/75-eye-opening-statistics-how-each-generation-uses-technology
https://www.statista.com/topics/2576/us-millennials-internet-usage-and-online-shopping/
https://content-na1.emarketer.com/us-millennials-2019
https://content-na1.emarketer.com/us-millennials-2019
https://www.billboard.com/articles/business/8516818/ipsos-study-podcast-listening-audio-millennials-gen-z-radio
https://content-na1.emarketer.com/five-things-retailers-should-know-about-millennial-shoppers

GENERATIONAL BREAKDOWN

How can you best reach millennials?

Through mobile, social media, CTV, and audio.

Run ads across devices to Consider running ads on CTV Integrate programmatic audio to
target millennials on any screen, because millennials find CTV capture millennial attention when
ensuring you reach them when ads relevant and informative, and they are listening in screen-free
and where they are most likely will seek out more information moments.

to engage. after exposure.

Millennials have grown to expect hyper-relevant As millennials work to inform themselves about a

advertising, so use dynamic retargeting to deliver product or service before purchasing, leverage native

ads with personalized content to millennials who ads to provide educational content and put them

browsed your website to re-engage them. in the driver’s seat for making a research-based
purchase decision.




GENERATIONAL BREAKDOWN

Gen X

Born Between 1965-1980

Gen X is at the height of their
careers, which means they are now
in their prime spending years. Given
this, it comes as no surprise that
Gen X accounts for 31% of the total

US income despite being the smallest
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generation. Currently, their mean household
expenditures are 574,683 annually, and according

to the US Department of Labor, Gen X outspends all other generations when

it comes to housing, clothing, eating out and entertainment.
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https://www.visioncritical.com/blog/gen-x-stats
https://www.statista.com/study/19374/us-millennials-shopping-behavior-statista-dossier/
https://blog.dol.gov/2016/11/03/spending-habits-by-generation

GENERATIONAL BREAKDOWN

Gen X

Defining Characteristics

Gen X is a challenging generation to define because they are
tightly sandwiched between baby boomers and millennials.
As a result, some of the Gen Xers born earlier have baby
boomer characteristics, and Gen Xers born later have some
millennial characteristics.

Many Gen Xers have started families and have children that
are school-aged or in college. As a result, this generation
holds strong family values. Many of their decisions are
influenced by their desire for financial security and their
family’s safety.

Gen X are a unique generation because they didn't fully grow
up with technology like Gen Z and millennials did, but they
are still open to it. Gen Xers are quick technology adopters
and are very active on social platforms, but they do still
engage with traditional media. Many continue to listen to the
radio, read newspapers, and watch traditional television.

Consumer Behaviours

Trust is an important factor for this family-oriented generation. They will
research brands and businesses before making a purchase. Gen X are
brand loyal, and will enroll in loyalty and reward programs for brands
that they like and trust. In fact, new research shows that Gen X are the
most brand-loyal of the generations.

Most Gen X shoppers are on social media, but they tend to be more
influenced by email marketing campaigns. In fact, 92% of Gen X
respondents say they have used email in making a purchase decision
in the past month.

Given that they are at the height of their careers, Gen X is one of the
more financially stable generations. They are planning for retirement,
so they tend to look for purchases that are on sale or provide high
value. 71% say coupons affect their purchasing habits.

Gen X who are parents have unigue values as well. They look to consume
media that reflects those values, and is personal and authentic.


https://www.retaildive.com/ex/mobilecommercedaily/brand-loyalty-highest-in-gen-x-consumers-emarketer
https://www.marketingprofs.com/charts/2017/33064/are-younger-consumers-over-email
https://www.marketingprofs.com/charts/2017/33064/are-younger-consumers-over-email
https://content-na1.emarketer.com/deal-seekers-2020?ecid=nl1001
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Gen X

Device Usage

Gen X shops on mobile:

Their device behaviour is similar to millennials in that 90%
of those who own smartphones use them for shopping.

Gen X is cord cutting:

Gen X are shifting their viewing habits from traditional TV to
CTV. They now spend 4 hours per week with CTV.

Gen X switches devices:

They might open emails on their mobile devices, but they will
switch to their laptop to click through and make a purchase.

Gen X looks at new and old media:

According to Nielsen, Gen X spend nearly the same amount
of time with old media like traditional TV and radio as with
their digital devices.


https://content-na1.emarketer.com/deal-seekers-2020?ecid=nl1001
https://content-na1.emarketer.com/deal-seekers-2020?ecid=nl1001
https://www.statista.com/statistics/946591/generation-x-tv-video-viewing-habits-us/
https://www.statista.com/statistics/234311/weekly-time-spent-watching-tv-in-canada-by-age-group/
https://www.nielsen.com/us/en/

GENERATIONAL MARKETING
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GENERATIONAL BREAKDOWN

How can you best reach Gen X?

Don’t assume Gen X aren't Use dynamic retargeting to serve Gen X tend to research on the
responsive to digital. They are ads with personalized content internet before purchasing. Use
tech-forward and receptive to to Gen X consumers who visited native ads to provide more infor-
digital advertising across channels your website to explore your mation about a product or service,
and devices. product or service. rather than just pushing a sale.

Use 3rd-party data to understand Gen X households. Leverage customer reviews and value-adds in your
Attributes such as family composition and the presence messaging. Curating the messaging in your ads

of children can help define your audience and refine to highlight what customers have said about your
your marketing approach. product will boost purchase confidence in Gen X.




GENERATIONAL BREAKDOWN

Baby Boomers

Born Between 1946-1964

While this generation didn’t grow
up with digital technology, they are
catching up fast. Baby boomers
are beginning to retire, but they
are still big spenders. There are
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now around 68 million baby

boomers in the US, and they have
a mean household expenditure of
$63,325 annually.

© 2022 StackAdapt Inc.



https://knoema.com/infographics/egyydzc/us-population-by-age-and-generation-in-2020
https://www.statista.com/study/19374/us-millennials-shopping-behavior-statista-dossier/
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GENERATIONAL BREAKDOWN

Baby boomers grew up in the era of the “American
Dream.” As a result they are more financially stable
and affluent than any other generation. As this
generation is approaching and entering retirement,
they have disposable income and want to spend,
but they want to spend it well and wisely.

Baby boomers were well into adulthood when home
computers and internet usage became a household
norm. As a result, they aren't considered as tech-
savvy as Gen Z and millennials, but they shouldn't
be discounted. With 68% of baby boomers owning
and using smartphones, many spend up to 5 hours
a day on their devices. Additionally, 96% of baby
boomers use search engines, 95% use email, and
92% shop online rather than shopping in stores and
shopping malls.

Baby Boomers

Baby boomers tend to gravitate toward premium brands
and stores. This generation is willing to spend more
money for a high-quality product. Compared to other
generations, baby boomers spend the most across all
categories and the most per transaction.

Baby boomers have high expectations when it comes to
customer service—both online and offline. Quality and
pleasant interactions with brands and their employees
will leave a good impression on this generation, and lead
to brand loyalty.

As baby boomers retire, they are investing more in travel
and their homes. Baby boomers are more likely than
other generations to spend on expensive items like wine,
home goods, appliances, pharmacy and healthcare.



https://us.epsilon.com/resources/cross-generational-marketing
https://us.epsilon.com/resources/cross-generational-marketing
https://us.epsilon.com/resources/cross-generational-marketing
https://us.epsilon.com/resources/cross-generational-marketing
https://www.usnews.com/pubfiles/USNews_Market_Insights_Boomers2015.pdf
https://www.usnews.com/pubfiles/USNews_Market_Insights_Boomers2015.pdf
https://www.pewresearch.org/fact-tank/2019/09/09/us-generations-technology-use/#:~:text=More%20than%20nine%2Din%2Dten,Center%20survey%20of%20U.S.%20adults
https://www.dmn3.com/dmn3-blog/3-most-effective-channels-for-marketing-to-baby-boomers/
https://www.dmn3.com/dmn3-blog/3-most-effective-channels-for-marketing-to-baby-boomers/
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GENERATIONAL BREAKDOWN

Baby Boomers

Baby boomers browse on mobile;

76% of boomers with smartphones browse on their

phone, and then switch to their laptop to complete
an online purchase.

Baby boomers are on social:

Their favourite social media platform is Facebook.

68% of boomers actively use this social network to
connect and stay in touch with families and friends.

Baby Boomers enjoy video content:

Baby boomers are watching streamed video on their
laptops and on connected TV devices. YouTube is
particularly popular amongst baby boomers, with
70% of them active on the platform.



https://content-na1.emarketer.com/deal-seekers-2020?ecid=nl1001
https://www.statista.com/statistics/436417/us-baby-boomer-selected-social-networks/
https://www.statista.com/statistics/436417/us-baby-boomer-selected-social-networks/
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GENERATIONAL BREAKDOWN

How can you best reach baby boomers?

Custom segments will enable you Use dynamic retargeting to serve
to capture baby boomers. Target ads with personalized content to
users in their age range who have baby boomers who visited your
recently searched for information website to explore your products
on your market category. or services.

Display ads on desktop will grab the attention of baby boomers. Use them to
reinforce brand awareness and deliver messaging that speaks to the quality
of the product or service that you offer. This will be particularly impactful as
a retargeting tactic, leveraging site visits from a mobile device.

Baby boomers are savvy shoppers
that like to research before purchase,
so give them the information they're
looking for by providing clear and
direct messaging.

Leverage an empathetic tone in
your messaging. This generation
values quality customer service,
so demonstrate how your brand
will support them if they need it.
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How to Build
a Customer
Profile

Customer profiles provide
factual information about
the demographics and
buying behaviours of your
target audience.

STEP 1

STEP 2

Begin by identifying the problem that your product

or business is aiming to solve, and the type of audi-
ence that is seeking an answer to that problem. For
example, baby formula solves the problem of feeding
a baby, which is relevant to parents. So, it's safe to
say that parents are your broad audience. From there,
narrow the audience down into a profile that aligns
with your product.

Use your customer’s journey from awareness and
consideration to conversion and evaluation to narrow
your customer profiles. To do this, think about how

a customer comes to know your business and
eventually make a purchase. Customer journeys will
vary depending on your customer’s generation. A
baby boomer’s first touchpoint might be an ad on
CTV, whereas a Gen Zer's first touchpoint might be
hearing your ad on a podcast.

Once you have a broad idea of who your audience is
and the customer journey, consider their demographics
in detail. Build a profile description that includes infor-
mation like their age, marital status, education level,
income, and whether they have children.
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How to Build a Strategy
Around the Profile

Use your customer profiles to
understand how your customers
are interacting with tech.

We’re in a tech-driven world,

so finding that alignment is
key when building a marketing
strategy. When you understand
what tech your customers are
using, you can identify what
digital ads will perform best in
reaching those profiles.

You can then build out your
strategy around the channels
that make the most sense for
reaching a particular profile.
For example, if in building
your profile you see that Gen
Z is your ideal target market,
you’ll want to focus on
mobile, social, and CTV.



CONCLUSION

Get the Most Out of
Generational Marketing

Generational norms evolve over time.

They are shaped by world events, culture,
technology, and more. As generations

get older and new technology becomes
available, the channels that they are most
likely to respond to digital ads on will
change. With this in mind, it’s important to
remember to reqularly review and make
iterations to the profiles you have created
for your generational marketing strategy.
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About
StackAdapt

StackAdapt is a self-serve programmatic advertising platform used
by the most exceptional digital marketers. This state-of-the-art
platform is where some of the most progressive work in machine
learning meets cutting-edge user experience. Ad buyers plan,
execute, and manage data-driven digital advertising campaigns
across all devices, inventory and publisher partners.

For more information, visit stackadapt.com.
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