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WHY STARBUC
ON A MIS

ARE CONSUMERS READY?
THE GEN Y DEBATE CONTINUES...
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In defence of Gen Y.

n the February and March issuss of Marketing, Richard Batterley contendad that Generation Y is too broad a concept
to be of any real use to rmarketers. Here, Mark MeCrindle 2nd Mark Beard present the other side of the debate

arehy a week prws by without
medsa interest in ‘Generation ¥,

am] pmph: et e Lier s " Bomonigs”

anad Xer! with great familiasity.

Superficially, generstional cohorts
andd the Labels applied 1o thern seem oo be
scoepted withowr question = they are perina-
pently cmbedded in the modern lexizon

Yet scparating the gmnerational hype and
comjectuire Friwm the serious, wahbe neearch
and analysis is a challenge. We see an Incresing
pumber of organbations identifying generation
gaps as the cause of failed communication,
ineffective marketing and even workplace con-
fBen. Yet some commentatons dre beginning o
question the practical applicability of genen-
tional scgmcils,

[n o recent whitepaper, Seriowusly Cool:
Marketing and Communicating with Diverse
Lremerations’ we set oul 1o research EhE genera-
thonal segments and explone a number of
anresolved questions regarding the genera.
thoral approsches to market eegmentation, Twn
key questions emerged:

1. How does generational sepmentation fit
into muore iradittonal market scgmentation
miedels?

2. Hiow cann mmarketers apply gencrational
wnalysis without including sweeping peneralisa-
tioms that could render theis marketing
commurications imvalid and ineffectivel

SOCIAL RESEARCHERS VERSUS
SOCIAL COMMENTATORS

Ay serioms cxamination of Generafion ¥ rhet
oric requines an appreciation of who s actually
propagating supposed mivths, 1a sur view, there

are tweo desling groaps whase opmine man-
agers should give varying weight. Firsly there
e thie social researchers who heve a bk
ground in pevchology, soarlogy or marketing
research and develop their credibiling via statis-
tically valid rescarch. Secondly, thene are the
sochal commen o whio tend o be sl
appeinted experts, motivational speakens and
media personalities who offer opinion-based
PO COMITKTEATY Lp:lqri; 1 Abaestical u||d|l:r.
Marurally we belicve firmly e markaing
muanagers should give grester weight to comsid-
ered empirical reseanch, rather than
apitinfated woctal commentary,

Give more weight toc e bess weight to
Social revearthers Sa:_lallt_nrrr;lt-ﬂ:aln'i
Statishically walld stucies  EoonCe by case

study alonz
Empirical Arecdatal

Ressarchbised  Exporieace-nased

s -

seqmentatics analyits Mativel onal
e speeakers
Demcgraphers Setl-appointed
socialagists, social enperls

paycholog st e
Soclal-science Speculation
Resachfingings  Pop commentary
WHY DO WE GIVE WEIGHT TO
POP COMMENTATORS?

'i'h"l:p.i: the micihia refer 1o Ihlll.rll.h,E amid
adventising s eubititule terms when one i a
constituend element of the ather? Smple. The
same reasan the media refers o pop comimen-
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tabors & sockl reseanchers when 1hey are nol.
I0's jumst gasder Uhan way — and besiales i the gein-
eral populsce whe cares?

[t & oo swurprasing that popalarni manage-
el gums. mativational speakers anel media
persnalities propagate feclings rather than
findings. They are simply building an v
im;.mnj.pﬂ_ mountain of vniested theores. Ope
pop commentator posits a"fact. which is then
regurgltated by another pop commentator and
s o, Like o Clhimnese w]u.:q:vn: the unreferencoed
"fact’ morpha (e become a headline graboer, yet
s cirigins were dubious o best

Experenced markelers are correct i ireai-
ing much of the penerations] debale with
scepticim, After all, much of the discusaion is
divelaped b the popularics rather than the
sacial researchers who actually concluct pr-
mury research o develop orkzing insighis

IS GENERATION Y TOD
GEMERALISED TO BE USEFUL?
Crenerational labds make comenient sound
bises’ and perhaps ~ like daily horoscopes — they
are genetal enough o be partially accuratz for
minit people and are thus given greater curmency.
Vel in our dealings with both major corpon-
thons and Skt we rarely come acnirs
marketing mansgers who blindly follow the k-
et ideas uniested. [n owr experience the byphal
Cofpraie rrqu'.rﬁu; ManEpeT 1% well aware af
the hmitations of muss marketing (o a genera-
thoa. Mot only is it sclf-evideni Ut variety existy
wilhim & 3n1.:f.|l:inn. T T FEpLTRENCE Most
marketers know and sccept that while they area
demographic reality, generatioms are Smply ofe
dage in 1he broader segmentation proocs.



he paimt & that generational segments are kixa
generalived 1o be the sole means by which a firm

sl a rnarke. The reasom i thai they were

of megant b otfer firms a semple o410
fits-al aptian hlifhs g theory Baugnt troim
'||;_.:|| sichows Busanesa studies and bevond s
nof expouse that generational cohores and mar
Kt 'HJ_'FI'II_'II:.ul o age imterchar |!,:|'.I:'l||.' [0} 'I..l.'|.'|'|
Father, the penerations [demogra phic sagmien
Ll can D &5 48 an SRl al part ot the
priess o] seRmentimg comsuneer n irhets

18 1= moot Rha gxnicral winal MCRMETILS AT ihe
i -';,_I-e-_.n- ne in the segmentalion process; rather,
thev are a logical first step. The process reguires
s | iinial bt veralisatinms, bat them we -
pare for the imhkieront hetersgencity | van€iy)
wikhan a LT LS If markerers were unable i
EEner

dlise absowt a population, they wouald meed

AR U |':-,|-_:|:_'I- i -;-_| 0ft thi whimis of
nifividual consummeers. For all buf the miost
generic prociaots that have sivess appeal, shicing
‘.l'.' E‘\'II\'I.IlIlII:.I '-'.:lll'll'll'.'\- i ek omly Somamion
practice, it is commeon semse. Effsciont and sus-

Lrable mamil aoirng demanids soaee

e aliszizon amd urnd Tl
While thete 15 e & |I3-n.' way o shaould R

mient consumer markets, doing w0 baded on

||q,'||1-'g_'.j|_l|| L8 LI O P |l|r||:: he l:l'lll':.llilll'l.ll
sCEmEnish as perhaps ihe moad comman sLaring
porind. The maan reasan @ that demographics,
i '|||-\...' b, -,|'.-\.r¥_:.|p|!-||1. i, vadues, aitifusdes, per-
sonalities and lifestyles ), are cisy b mdasane. As

wir hdve demonsraned (see Figure 1] , Bhee mum

BACK TO THE BASICS

Mass Target Markel

e gencralians &fe J Bemn

graphic reality, and are the maost sell-evident

diivissim in our society. Hut o a markeimg
sersd Ehas 15 anidy part 8 the skam
I oader bo aRTact Customers, cach S0 -

g Eirmmi el .\_lql\. |;.r..||,l I’ -\.l SlaicE COHT [EIRLY

e i, This can only be achieved by sdentily
ng fand thus grouping) conswmers who have

anliulfifled meads, Markel segmentation s bolh

Population

GENERATION Y 037

a creaine _'||;-,| df |:||_|i'. bduial [RlL L il a1l was

mial, all lirins I.I'||l'|r'_r|'.' ST SCRITI LM

stradicey wiould B nind bhe pix oifferentiale Ehawr
products, Generational segments maght by an
erillesaly fascmaling lgie amMong pop oo
micnitators. but thev should not be a hrms

defanlt segmenlation stralegy

DONT THROW THE GENERATIONS
OUT WITH THE BATHWATER

i i.r:.l.l.,'lm'll and Baymos, wr |II',.I I.nl |||'.'
Morvierd Huan

WOk UrgIfg ||_'lu:".||'il.|l'.1 Ty |.'||.|n|.'|.' ol EWETY-

rei Marviewr, state: ~ Howare of

thing. This is the fallacy of jumping disectly

from descr iPI i B ileaey, =0 el s fallacwous o
dismiss the longstanding praciice of genera-
tivnal sepmentation purely because of some
|III|'¥_||_JL z:..':u'r.lll.'-\ﬂ R

T disrmass a generabisabioen (88
Generatson ' ore brand-fAckle conswmers'
with a generalisation “the Generation ¥ seg
ment i 4 myth' b is dllogical, The very angumsnl
ool |;|'i'h.-\. % o ksl

As Christensen and Bavrae o B #ldfEC
“The most |!.|.||:'_|-r|'-|h 3'_\:".'I|.'r|":|l'~\.l'|:w.ll1'- are those
which are promulgated withous question and
are wsed 10 baild the very foundations of a dis-
cipline” The generalisation (maoatly esponsed
I':1:. P ORI 1% that the '_.'J.':'ll.ll.l § |r|.'||
segmients are homogeneous. Clearly this is not
the case. The pemcralsins o exhibit soamee

TSI 1] IRENENY, eIk markebers should ot soce P
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038 GENERATION Y

' THE GENERATIONS ARE A
DEMPGRAPHIC REALITY

———————
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(¢ Experienced marketers are correct in treating
much of the generational debate with scepticism.
After all, much of the discussion is developed by
the popularists rather than the social researchers
who actually conduct primary research to develop

original insights. 99y

supposed Truths’ by those who have an interes
in pl‘th.‘,ﬂtint'_ Ehs |'H'|Pl|,l|.1|ii.'ll'l in a certain way,

This 13 nod wo sxy that generational analvsis
15 Ireclevand or somebsra a myib that can be
busted - since there are many self-eviden
irwihs andd a body of sound research by
generations of social pesearcliers aid social-
pq.:qhnlutl_iﬂx that |i|':|'.-'|-lr fogindasen b i be
generational divissons. The peneralions are a
.,1-_-|:'u'|_graph:i|: reality.

BETTER ROI TARGETING
FRAGMENTED MARKETS VERSUS
MASS MEDIA ADVERTISING
Some firms benefit from fragmented markes
and fragmenied media - others do nod. The fac
is that niche marketing is not for everyone.
Breakirmg down mass markets o smalkes,
e coad-effective segments <an only increase
B Bor furms with value propositeosns that suil
narmower markets. Niche marketing ansd niche
communicilions Arslegecs they pequine deliver
less, not greater RO for firms who satisfactorily
earget broader mass market segments

In diwu.ssin-j; herw McDionald s rn:i]::hl M E
from mass meedia id'rl.T[ibCll!lg { by itases. naghocts
Bk BEEMENLS that suppesedly deliver better RO,
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marketing director [Non Workaman states:
“When you are booking at an increagingly frag
menited market, how do vou go about choosing
a medium? We have 1o look ar the cost efficien-
Ches oo |||_-.||,'||.i|ag |~¢1_||~I-|,- 1hr|m3|| other naedin”

Paud Gardner, growp chairman, Australia
ail Mew Sealand, 'l':rl,‘!r Glihad G JULRRAT R
firma the downtrend i mss media advertising
“When was the List time we saw 8 “roadblock”
sl campaign across all the networks on TV? he
asks. "1t docsn't happen amymone” Yet he
alludes to the challenges of mamtaining RO
when he funher states: “But tailored media will
require much mare from ws®

The facn is that mass productions supporisd
by mmuess advertising benefits from greater
oo of seale. “It's difficull 10 generate the
case for a frequent fyer program for a six-
dollar purchase,” sys Workman, “hre con-
SLMICTS gnini'_ b want & teshirt ff they have
baught three bargerst™

GEMERATIONAL CONGESTION
Recently, renmvned futurist and mar'i:din__q
darectar at W, Manon Saléman, suggnl:-td
thar the fuinire d-._-.nm-|_.|_r.t||hi-,: lamidscape will bl
- mzaning thal the generation gaps will fade

REALITY CHECK

Think unity, mod just diversity: As
humans, let alone Australians, we have
moere in commaon than that which
differentianes us.

Think segmentation, not just
generation: There are numerous
segmientation yodiels and generational
analysis is just one of them.

Think descriptive, not prescriptive: To
posit that several million people who just
happen to be born within the same decade
can all be neatly ‘pigeonholed” is naive.
Generational descriptors are indicative
and were never intended to be definitive,

Think life stage, not just label: Today's
20-something Generation s will one
day be 60-something = and it's safe to
say they'll look and act a hittle differently
then, even though they'll still be called
Generation Y. So don’t confuse the
current age or life stage (which will
chinge) with the label {which won't).
Think resembling, not creating: It isa
fallacy that a generation creates their
timees — it is more that they resemble,
and sometimes react to, their times. For
mmpl!ﬂ.ll:'.em!ratinn‘i' hasn't created the
new employment paradigm of flexible
work schedules, work/dife balance and
portfolio careers — they have just
responded to the new world that the
previous generations have ushered in.

ared divergent peneratbons wall menge iimo
amorphaous graaps. Inthis fotere, tecnagers
ard baby boommers will increasingly convet the
same birand of peans, drinks and cars - a future
where parenis bevome peerants’. Where musie
feutivals will be filled with parents and children
mushing together. Indosd we see elements of
this vision today,

S, 10 the key quisstion — are we 1o Lroal
rarkets as lonse conglomerates of increasingly
disparate fragments, or are we seoang the re-
CIMETREnss of thie mass market? Chne rh.in_l: i
certain: the answer will likely be found in
aralysing strategic trends rather than in peact-
ing we the laves fads, The imperative therefore
is for marketing managers to not simply seck
Iilbq:l'lll- iy Lhe nlu:arq:u!' pop commentators, [t
reduines sound quhpirE.;Jl research, ol just
greal-sounding chetoric. W



