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A Generational Differences & Messaging
A Mature consumers online

A Boomers & Social Media

A Boomer Social Mavens

A Example of integration in social media
A Workshop
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Mature Consumemfluence Model

Market
Behavior

Age/

Cohort Values
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Cohort Influenced=ormative Years

Leading Middle Trailing
WWII Ikes BOOMErs BOOMErs BOOMErs
Formative
1930 to 1945 1946 to 1963 1960 to 1970 1967 to 1977 1974 to 1983
Years
Prohibition, Social McCarthyism,Cold JFK, LBJ, MLK, Civil Viet Nam, ERA, Hostage Crisis,
Security, FDR/ New War, Brown vs. Rights, Viet Nam, Watergate, Reagan, Terrorism,
Deal, Bread Lines, Board, Highways & Woodstock, Kent Roe vs. Wade, Middle East Conflict,
WWII, Labor Suburbanization, State, Draft Lottery No Fault Divorce, Rise of Conservatism
Movement Korea Casual Sex
Stock Market Crash, G.l. Bills, New Frontier, Price Controls, Oil Shocks,
. Great Depression, Housing Act, Medicare, Great Nixonomics, Reaganomics,
Economic Keynsian Econ Prosperity Society Inflation Stagflation
Chaplin, Babe Ruth, Sinatra, James The Beatles, Dylan, Saturday Night Live, Star Wars, Disco,
Radi o, fATal lDean,£luis, M. Rolling Stone All in the Family, Mary  Fitness Craze, Punk
POPUM F Scott Fitzgerald, Monroe, Disney, Magazine, Moon Tyler Rock, Space Shuttle,
c Itu Movies, Lindbergh, No Hot Rods, Duck & Walk, The Pill, Moore, Ms .Magazine, Crack and Drugs,
ulture TV Cover, Sputnik, Psychedelic Drugs, Counterculture Crime & Violence TV
Family TV News TV
Thrifty, Patriotic, Status Quo, Idealistic, Status conscious, Pragmatic, Apolitical,
Sacrificing, ADondt Rock Denteedindo at o Individualistic, More Conservative,
. Defer Gratification Respect Authority Nonconformist, Seek Seek Immediate Fade to Gen X
Core Traits Immediate Gratification

Gratification
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Life at Age 100 [s Surprisingly Healthy
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Babyborn in 2010
100 years old
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LifestageViosaic

Second Careers
Retraining/Going Back to School
Career Consolidation Volunteerism/Going Back to School
Caregiving
Divorce
Retirement

Marriage

Remarriage/Second Families lliness and Recovery

Empty Nesting

Parenting Teenagers
Widowhood
Parenting Young Kids P

Grandparenting

Menopause
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Life events in the past 3 years (Boomers)

Trailing
Cohort Leading Boomers Boomers
Major change in financial situation 29% 40%
Experienced the death of a close relative or frienc 34% 34%
Lost job 18% 24%
Became a grandparent 23% 13%
Changed jobs 13% 15%
Had a major or lifehreatening iliness 14% 11%
Retired 20% 5%
Had an adult child move back home 5% 15%
Had last child leave home 8% 11%
Spouse had a major or lifbreatening illness 9% 10%
Major career change 6% 8%
Spouse retired 8% 4%
Became a caregiver for an elderly parent or relative 5% 6%
Started a business 6% 3%
Divorced_Separated 3% 3%
Married 1% 1%
Remarried 1% 1%
Became a parent of another child 1% 1%

Question: People experience major changémth good and bad at various stages of their live§Vhich of these major
life changes have happened to you within the past three years? Please select all that apply.




oticon

ADVANCED
MARKETING BOOT CAMP

Boomers have multiple sources of stress

Sources of life stresses

Source of Stress

Stress at work

My health
The health of a family member

Ikes Leading| Trailing
Boomers| Boomers

5.1% 13.9% 27.8%

45.5% 27.6% 17.2%

35.8% 25.7% 21.4%

Gen X

53.2%
9.7%
17.1%

increases with age

decreases with age

Question: What are the things in your life you are most stressed about?
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Mature Consumemfluence Model

Market
Behavior

Age/

Cohort Values
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Market
Behavior

A Values are:

K system to manage chaos of messages

K relatively stable over time

K set boundaries for behavior

K control day-to-day behavior/choices

K older consumers have more defined values and literally
Athinko differently

K Greater expanse of experience
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SeltActualization is Characterized by a
Shift fromEgo Values to Being Values

Intellect

Reason

Objective

Morality

Differences

Competition

Power

Intuition

Feeling

Subjective

Reality

Differentiation

Cooperation

Influence
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Notes for Planning; Targeting &
Message Relevance

Your message strategy must account for more than age
I They are complex consumers and participating in

media In new ways

I You will be communicating to multiple aging
consumers in the same household in new ways

Consideiifestagesas a communication platform

I Put online at the center and build around it with
traditional forms ofmedia

Consider the aging brain and the shift in values
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Boomers spending more time online

Percent of time Boomers respondents spend on activities compared
with three years ago

Using the Internet

Time with spouse/SO 18%

Watching TV 16%
Reading for pleasure 32%
Exercising 31%
Volunteering 38%

Listening to radio 29%

Reading magazines 34%

Reading newspapers 34%

® Spendless time = Spend same amount of time ® Spend more time
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lkesand Leading Boomers Still Use Traditional Media
More Than Trailing Boomers or Gen X

Percentage subscribing to various media services

Leading Trailing
Media Ikes Boomers | Boomers | Gen X
TV service (cable, satellite dish, or other) 89% 91% 81% 77%
Home telephone ("land line") 85% 79% 68% 68%
Cable telephone 23% 23% 21% 25%
DVD movie rental 14% 14% 20% 23%
Internet 92% 91% 90% 86%
Local newspaper 61% 50% 38% 32%
National newspaper 7% 5% 9% 8%
Online news service or newsletter 11% 10% 13% 12%
Magazines 60% 58% 46% 46%
Cell phone 80% 80% 80% 7%
Satellite radio 5% 15% 7% 13%

higher for older generations
higher for younger generations

Question: Which of the following do you subscribe to?
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Boomers Unwilling to Give Up the Internet

Percentage willing to give up a media service they currently subscribe to
(All Boomers)

Media Percent
DVD movie rental 61.1%
Home telephone ("land line") 40.6%
Online news service or newsletter 37.8%
National newspaper 36.4%
Magazines 33.7%
Local newspaper 27.9%
Cell phone 11.0%
TV service (cable, satellite dish, or other) 9.1%
Cable telephone 8.7%
Internet 4.5%

Question: If you had to choose one service which you currently subscribe to give up which would it be?
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Boomers Catching Up with Gen X with Social
Networking

Percentage maintaining a page on various social networking sites

Social networking site] lkes Selelli) | IEUI Gen X
Boomers Boomers
Facebook.com 39% 39% 43% 50%
Twitter.com 5% 8% 15% 14%
Linkedin.com 6% 8% 11% 10%
Classmates.com 19% 20% 21% 12%
Myspace.com 11% 10% 22% 29%
None of these 50% 47% 45% 32%

Question: On which social networking sites do you maintain a profile? (select all that apply)
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How savvy are Boomers &eswhen it comes to technology?

Very Savvy (7 or higher on 10 pt scale)
38% of Boomers
39% ofikes

Male versus Female

Boomers and younger men say they are more savvy
than women

lke women say they are more savvy than men; only
generation of women!
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What electronics/services can you not live without?

/[ 'y QG |/ | yQi |NicetoHave | Niceto Have
Without Without

Device Boomers lkes Boomers lkes
Broadband 60% 60% 31% 26%
Laptop 31% 26% 35% 34%
Wireless @ 32% 27% 45% 33%
home

Digital 19% 18% 37% 36%
Camera/Vide

0

HGTV 15% 13% 38% 40%

GPS Device 10% 13% 37% 24%
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Marketing consideration:

Men are typically early adopters of technology and are
nNnfeatureso focused

Love nAnshiny objectso

Women care about benefits and the way those benefits
are conveyed.

Need to understand how a technology product will
make their life easier.

“Once the product is integral to their lives they are
reliant and loyal.
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M A word about recommendations/referrals:

In generalkesrefer less than Boomers when it comes to
technology.

Men are more likely to recommend than women to recommend
tech products.

lkes 24% of men vs. 13% women
Boomers: 49% of men vs. 24% women

¢tK2aS ¢gK2 aStFT NBLR2NI o0SAyYy3
recommend/refer.
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Notes for Planning; Social Media

Growth of online for mature consumers

I Make sure content invites them in, is relevant
and shareable

LYGSANFGSZT R2Yy QU StAYAYI

I Put online at the center and build around it with
traditional forms of media

Find a fit for your company in the social space
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Social Mavens Have More Frequent Contact with
Individuals Across All Types of Groups Within Their
Social Network

Percentage of respondents having very or somewhat frequent
contact with the following groups

Type of social connection Isolated | Everyday Mavens
Family members, apart from my immediate famil$5.4% | 65.7% 75.5%
Issueoriented organizations 13.7% | 17.2% [ 32.2%
Hobby or interest groups 18.4% [ 26.5% [ 36.6%
Religious affiliation or church 32.0% | 35.6% | 46.6%
Social groups 20.8% | 30.1% | 40.0%
Neighbors 44.6% | 53.9% 61.1%
Coworkers 17.7% | 38.6% 64.4%
Former ceworkers 15.9% | 24.1% 37.8%
Professional or businegslated contacts 14.0% | 28.6% | 52.3%

Question: In thinking about all of the people in your own personal or social network, how frequently do you
have contact with individuals you know from the following areas or groups?
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Mavens are More Likely to be Working and Trailing
Boomers

Characteristics of respondents by level of social connectedness
(Boomers and Gen Jones only)

Characteristic Isolated Everyday Mavens
Female 46% 50% 53%
Leading Boomers 61% 54% 38%
Trailing Boomers 39% 46% 62%
\Working full or parttime 18% 39% 62%
Seltemployed 10% 9% 22%
Retired 36% 25% 11%
Household income 100K+ 15% 26% 43%
\Volunteer 25% 45% 60%
TV service (cable, satellite dish, or other) 87% 85% 91%
Local newspaper 42% 44% 49%
Online news service or newsletter 9% 12% 16%
Magazines 45% 54% 67%
Satellite radio 9% 11% 18%
Facebook.com 31% 44% 58%
Twitter.com 8% 12% 16%
Linkedin.com 4% 11% 16%
Classmates.com 17% 23% 22%
Myspace.com 13% 16% 20%
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Mavens Have More Faem-Face Contact and Use
Smart Phones More Than Other Boomers
Respondents

Percent age of typical weekly communications by various methods

Type of communication Isolated | Everyday | Mavens
Email from a computer (PC or MAC) | 39.3% 30.1% 29.5%
Email from a smart phone or cell phone 1.3% 3.4% 6.4%
Text messaging 6.3% 6.4% 6.8%
Instant messaging 5.3% 2.4% 2.7%
By phone (cell or "land line") 20.8% 24.9% 19.1%
Postings to a social networking site 2.5% 3.7% 3.6%
In person, "faceo-face" 24.8% 29.1% 31.8%

Question: In thinking about all of your personal communications in a typical week, what percentage would
you estimate are from each of the following typd3o not include communications specifically for
work. Please be sure that the total adds up to 100%.
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Notes for Planning Mavens

Integration, Integration, oh and Integration;
blend traditional and social media

Think in terms of the experiences you can
deliver and how media can help express the
experience.

Men and Women not just women




THE CMO'S GUIDE TO:

THE SOCIAL LANDSCAPE

2010 IS THE YEAR CMOS WILL HEAVILY INVEST IN SOCIAL MEDIA. HERE’S A GUIDE TO
HELP YOU UNDERSTAND HOW BEST TO LEVERAGE MAJOR SOCIAL MEDIA SITES.

WEBSITE

A microblogging site
that enables users
to send 'tweets’, or
messages of 140
characters or less

A soclal networking
site where users
can add friend, send
messsages and build
their own profile

flick

An image and video
hasting website
where community
members can share
and comment on
media

Linked

A social networking
site for business
professionals

CUSTOMER
COMMUNICATION

Use keyword search monitor-
ing through a program such
as Hootsuite, Twitjump or
Radian 6 to track what people
are saying about you and your
competitors,

Great for engaging people
who like your brand, want
to share their opinions, and
participate in giveaways and
contests.

Unnecessary to spend too
much time on this, though
properly tagged photosets
of company events can help
customers put a face on the
team behind your brand.

Not the primary focus, but cus-

tomer engagement opportuni-
ties are possible by answering
industry-related questions,
establishing yourself as an
expert in the field,

GOOD!

BRAND
EXPOSURE

Offers unique opportunities
for Web site integration and
to engage with customers

In a viral way, helping your
company stand out from the
MASSEs.

Facebook brand pages are great
for brand exposure. Jump-start
your brand exposure through
the ad platform, or hire a Face-
book consultant to help you
grow your brand presence

Participation in Industry-related
groups might get your photos,
and thus your brand, viewed by
people with similar interests,
but numbers will be small.

Effective for personal branding
and demonstrating your organi-
zation's professional prowess.
Encouraging employees to
maintain complete profiles to
strengthen your team's reputa-
tion is advisable,

OK.

TRAFFICTO
YOUR SITE

Potential can be large, but
promotion Is an art form -
promote your brand too heav-
ily and turn off followers, yet
don't promote enough and
receive little attention.

Traffic is decent and on the
rise thanks to share buttons
and counters, but don't
expect massive numbers of
unique visitors to go to your
site

Even if you get tens of
thousands of visits to a photo
hypertinked with your URL,
click-through rates are among
the lowest around.

Unlikely to drive any significant
traffic to your site, though you
never know who those few
visits might be from — perhaps
a potential client or customer.

BAD!

SEO

Value to your site's SEO Is
Limited, but tweets will rank
high in search results - good
for ranking your profile name
and breaking news, though
shortened URLs are of little
benefit

Little to no value, aside from
blogs picking up and featuring
your posted links. Not worth
the time expenditure.

Heavily indexed in search
engines, passing links and page
ranks. Also helps images rank
higher in Geogle Images and in
building inbound links.

Very high page rank -- almost
guaranteed on the first page
of search results -- especially
for your company name or
Individual employees’ names,
but that's about it.




