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ABSTRACT
The U.S. is home to six recorded generations, the youngest being Generation Z. Born into
a world of technology, Gen Z is turning the heads of advertisers and marketers for their digital
behaviors unseen in previous generations. Using generational marketing as a backbone to this
research, this study explores how unique Generation Z is by analyzing the values, characteristics
and consumer behaviors of the last four generations - beginning with the Silent Generation - and
comparing results to those of Gen Z. Generational trends are analyzed via a comparative analysis
of the top ten values from each generation that uncovers the existence of a generational cycle of
values, suggesting that consumer behavior continues to be reborn throughout the ages. This
research reveals that Generation Z shares several qualities with previous generations. Using these
insights, this study examines top advertising campaigns from the last four generations and shows
which aspects of each piece would resonate with Gen Z today.
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INTRODUCTION
The study of consumer behavior as it relates to advertising is of utmost importance in any
marketing or advertising campaign. Understanding the attitudes, values and behaviors of a
consumer – what makes an individual tick – can uncover a clear path to effective marketing
tactics and creative campaign strategies for advertisers and marketers to utilize.
There are several ways to understand the ins and outs of audiences today, from traditional
studies of demographics (age, gender, average household income, etc.) to more technologically
advanced research on media consumption. In an advertising world saturated with approaches to
consumer research, one tactic is notable and should not be overlooked: generational marketing.
The insights revealed when brands consider a consumer base’s generation are robust and
noteworthy. Segmenting a target audience by age cohort can help brands understand consumer
values, characteristics, attitudes, and behaviors related to a specific time period. Getting to know
who these generations are, what they do, and how they think can help brands find underlying
trends that can boost campaign quality, improve customer and user experiences, build
relationships, gain trust and loyalty, and drive sales (Quick Sprout, 2018).
The youngest generation as of 2019 is Generation Z. Born into a world of technology,
“Gen Z” heavily interacts with advertising on digital platforms in unique ways, setting
themselves apart from older generations whose relationships with technology are not as native.
While Gen Z consumes information in ways commonly foreign to and different from their elders,
the underlying characteristics of their behavior in relation to past generations is relatively
unexplored yet highly indicative of their buying behavior habits in today’s world.
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This study seeks to analyze generations in order to better understand how the
technologically-advanced Gen Z can be linked to previous cohorts, and how such information
can help brands more accurately and effectively target today’s teens and tweens.

WHY GEN Z
After more than a decade of racking their brains on Millennials, marketers today have
started to focus their time and resources on understanding Generation Z, the youngest age cohort
to date. Gen Zers have struck the industry with their digitally native nature that has significantly
influenced their consumer behavior. Compared to Millennials who grew up learning technology,
Gen Z is the first generation born directly into a technologically-advanced world; learning how
to navigate smart devices is as second nature as learning how to speak. This outstanding
characteristic of Gen Z has impacted how they react to brand messaging. They expect brands to
be technologically advanced because they, themselves, are so from a very early age. If older
brands want to reach Generation Z, they need to act like they, too, were born into a digital world
(Bernstein, 2015).
With this impactful characteristic, Gen Z’s core values and behaviors can be seen by
advertisers as extremely unique and different from those of previous cohorts. As AdAge puts it,
“If marketers thought they threw out the playbook with millennials, they need to know that Gen
Zers aren’t even playing on the same field” (Bernstein, 2015). This study explores if Generation
Z’s behaviors are revolutionary - due to their digitally native nature - or if their values and
behaviors are simply reborn, yet overshadowed.
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LITERATURE REVIEW

GENERATIONAL MARKETING
Generational marketing is the act of segmenting a consumer based on his or her age, and
thereby generation. By segmenting target audiences by their age cohorts, brands create segments.
These segments of consumers are reactors to the same world events and are consumers of the
same marketing machines of their time. Because they live in similar social, political, historical,
and economic environments, their values are shared (Williams & Page, n.d.). By analyzing these
values and trends, brands can craft messages that are more likely to resonate with a specific
target demographic. As a result, they can enhance consumer engagement, boost conversions, and
ultimately increase sales (Quick Sprout, 2018).

THE U.S. GENERATIONS
The U.S. is home to six recorded generations separated by about 25 years: the PreDepression “Greatest” Generation, Silent Generation, Baby Boomers, Generation X, Millennials,
and Generation Z (Williams & Page, n.d.). Table 1 defines these generations by birth year, age
as of 2019, and population.
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Table 1. Age Overview of All U.S. Generations
Generation

Birth Year

Age in 2019

Populations (million)

Pre-Depression

Before 1928

91+

<2.57

Silent Generation

1928-1945

74-91

24

Baby Boomers

1946-1964

55-73

71.4

Generation X

1965-1977

42-54

52.5

Millennials

1978-1995

24-41

78.1

Generation Z

1996-present

0-23

90.3

(“2017 Statista Report - Resident,” 2017; “Boomers in 2019,” 2019; “Generation X in 2019,”
2019; “Millennials in 2019,” 2019; “Generation Z in 2019,” 2019)
Below are sections outlining each generation and their outstanding characteristics and
lifestyles, beginning with the Silent Generation and ending with Generation Z. A focus on
Generation Z is purposeful to better understand how this generation aligns with others. Table 2
provides an overview of all five generations.
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Table 2. Generation Overview of U.S. Generations (Silents – Gen Z)
Metrics
Population
(million)
Age in 2019
Buying Power
Median
Household
Income
Married or
Partnered
Parents (of
children 18+
living in HH)
Employed (Fulltime/part-time)
Urban/Suburban
Graduated
College

Silent
Generation
24

Baby
Boomers
71.4

Generation
X
52.5

Millennials

74-91
-

55-73
$2.5 trillion

42-54
$2.7 trillion

24-41
$2.8 trillion

-

$70,690

$85,024

$74,250

0-23
$143.2
billion
$72,002

-

60%

57%

57%

-

-

3%

35%

43%

-

-

32%/14%

60%/13%

59%/14%

16%/19%

-

21%/52%
43%

26%/48%
41%

33%/46%
45%

32%/48%
-

78.1

Generation
Z
90.3

(Fry, 2018; “Boomers in 2019,” 2019; “Generation X in 2019,” 2019; “Millennials in 2019,”
2019; “Generation Z in 2019,” 2019)
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THE SILENT GENERATION
Overview
The Silent Generation (born 1928-1945) today comprises roughly 24 million adults in
their 70s, 80s, and 90s. They are nestled between two larger and more well-known generations:
The Pre-Depression “Greatest” Generation and the post WWII Baby Boomers. They were
neither WWII heroes nor Baby Boomer firebrands (Howe, 2014). They are most known for
experiencing traumatic times, economic downfalls, and high unemployment rates (Williams &
Page, n.d.).
Oldest members of this generation were born into the Great Depression (1929-1939). As
children born into crisis, they grew up watching their fathers and/or older brothers go to war
while also witnessing families struggle financially. Eventually, as they grew into their 20s, they
themselves served in the Korean and Vietnam Wars. Children of the Silent Generation were
known to work hard and stay quiet, as it was universally expected for them to so. Hence, their
name was born; they were silent and reserved (“The Silent Generation,” n.d.).
The Silent Generation was incredibly cautious, as noted in Fortune’s “College Class of
‘49” that labeled this class as “Taking No Chances.” According to Forbes, the top questions
asked in job interviews were rooted in financial concern. As they became adults, depression rates
went up and the idea of a “midlife crisis” was created, thanks to Gail Sheehy's book “Passages:
Predictable Crises of Adult Life” (Howe, 2014).

7

Formative Events
Pop Culture
Despite living through a financial crisis, the Silent Generation saw cultural trends emerge
and flourish, many of which were positive effects to President Franklin D. Roosevelt’s New Deal
that helped further establish music, the arts and cinema within the American culture. In terms of
the fine arts, the Silent Generation was impacted by Social Realism, American Regionalism, and
Precisionism. Photography boomed as well, as seen in notable collections of Great Depression
photojournalism. The Silent Generation also saw a new age in the U.S. movie industry as new
special effects blew audiences away. The 1930s was known as the “Golden Age” of Hollywood,
when movies deemed as “classic” today were produced. Top movies include The Wizard of Oz
(1939), Gone with the Wind (1939), and It’s a Wonderful Life (1946) (“Culture in the Thirties,”
n.d.).
Technology
The biggest forms of technology in the 1930s were televisions and telephones. In 1934,
the Federal Communications Commission was founded, and the Communications Act of 1934
was passed by congress ensuring that telephone services were charged at reasonable prices. Soon
after, the first handset phone was used by independent companies. Rotary dial telephones soon
became household staples (“1870s-1940s – Telephone,” n.d.).
Headline News
At the time the Silent Generation was born, WWI (1918) had recently ended and women
were given the right to vote in 1920. The oldest members of the Silent Generation were 11-yearsold when WWII began and 17-years-old when it ended.
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Children of the Silent Generation were born into and grew up during the Great
Depression (1929-1939), when around 24% of Americans were unemployed (Jones, 2018). The
loss of wealth among all socials classes disguised the distinctions between them, therefore
causing children of the Silent Generation to have flexible identities; the pressure for titles merely
existed (Lynch, 2015). In addition to financial depression, the United States also saw starvation
rates rise as well with the 1930s’ Dust Bowl, which damaged agriculture in the Midwest (“The
Silent Generation,” n.d.).
Having grown up right after the ratification of the 19th Amendment, the Silent
Generation saw the first sparks of the Civil Rights movement and the rise of feminism, among
other social revolutions (Jones, 2018).
Values
The top values of the Silent Generation are as follows: Responsibility, Practicality,
Loyalty, Optimism, Family, Conformity, Risk aversion, Sacrifice, Health, and Social Tranquility
(Williams & Page, n.d.; Jones, 2019).

Foundational Characteristics
They had strong family ties. With family as a top value, this generation followed the “till death
do us part” line in their marriage vows. They did not like to rock the boat.
They were savvy with their money. The Great Depression made this generation smart and
diligent with their money. They are known for owning the phrase, “waste not want not.” They
paid close attention to what they were buying and spent extra time comparing prices (Wolner,
2015).
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They didn’t want to change the system. Rather, they preferred to work within it. They liked
rules and did not want to mess with anything. They, in fact, distrusted change. Hence, they were
“silent” when working and living within their (Howe, 2014).
They were optimistic for the future. The Silent Generation had seen the effects of an economic
crisis and war and were eager for a brighter future ahead (Lynch, 2015).

Consumer Behavior
With the cinematic phenomena in the ‘30s and ‘40s, members of the Silent Generation
were drawn towards their televisions and thereby into television advertising. They read
newspapers and still to this day enjoy having hard copies. Their distrust in change coupled with
their frugality make them receptive to marketing tactics rooted in gaining trust and providing
value for the household. They relied on testimonials and needed to be convinced of the value a
product would have for the entire family, not just for the individual. They responded well to
messaging from celebrities and authorities, such as the President of the United States or a wellrespected movie star (Williams & Page, n.d.).
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BABY BOOMERS
Overview
Born between the years of 1946 and 1964, this generation is well into the 55+ club; the
youngest being 55-years-old and the oldest being 73-years-old in 2019. The mass increase in
birth rates after WWII (1945) gives this booming generation their name. The end of WWII left
lasting impacts on this generation. With the end of the Great Depression, they saw economic
success and the American Dream born into millions of American homes. Families were growing
and jobs were plentiful in this cohort’s time. Baby Boomers grew up mainly in the suburbs
thanks to their fathers’ veteran benefits. As small towns were created, neighbors became friendly
with one another and new schools were built (“Baby Boom,” n.d.). With the expansion into
suburban areas, malls and local super markets and five-and-dime stores emerged, changing how
parents shopped for household goods and groceries - only 30% of milk was delivered to homes;
the rest was bought at grocery stores (Ballard, 2018).
Like their direct predecessors, Boomers enjoyed watching television shows and movies.
Eating dinner while watching TV and spending weekend nights at drive-in theaters were
essential cultural and social activities for kids and teens of this time.
They lived in a “decade of innocence” - the 1950s. Running around barefoot and waiting
for dad to come home to a meal cooked by mom was the norm. Kids crowded candy shops and
shared baseball cards with a total of 20 cents in their pockets.
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Formative Events
Pop Culture
For Boomers, top movies include Rear Window (1954), Invasion of the Body Snatchers
(1956), and The Manchurian Candidate (1962) (“Culture in the Thirties,” (n.d.). Billboards
advertised tobacco, the boxing ring was home to legend Muhammad Ali, and the 1969
Woodstock shattered the music industry and festival culture. Saturday Night Live aired in 1975,
right at the time when most Boomers were old enough to appreciate the program’s humor
(Ballard, 2018).
Technology
While 67% of Boomers use smartphones today, they still remember calling their best
friends on the one-line rotary phones, for cellphones had yet to exist. And, when calling others,
they needed to talk to an operator (Jiang, 2018). In 1964, color television hit primetime TV. In
1977, VHS was introduced. Microwaves took up space it kitchens starting in 1966. In terms of
music, FM band listenership skyrocketed in 1970, and The Beatles and Beach Boys echoed
throughout homes on record players. Households could afford typewriters, which changed
education curriculums (Ballard, 2018).
Headline News
Baby Boomers witnessed several influential events in America’s history. As they grew
older, Boomers were affected by the beginning of the Cold War (1947) and the Vietnam War
(1955). As kids, they saw Rosa Parks refuse to move to the back of the bus in 1955, John F.
Kennedy elected as President in 1960 and later assassinated in 1963, the Cuban Missile Crisis of
1962, Martin Luther King leading his march on Washington, DC, and the passing of Civil Rights
Act of 1964 (Tanner, 2019). As young adults, they witnessed America’s landing on the moon
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(1969), Roe vs. Wade’s legalization of abortion (1973), and President Richard Nixon’s resigning
over the Watergate scandal (“Boomers in 2019,” 2019).
Values
The top values of Baby Boomers are as follows: Justice, Courtesy, Responsibility,
Loyalty, Honesty, Authenticity, Conscience, Equality, Integrity, and Practicality (“Boomers in
2019,” 2019).

Foundational Characteristics
They are large in numbers. While Millennials are on track to surpass Baby Boomers as the
largest American generation, Baby Boomers have a significantly large footprint. As of 2017,
Baby Boomers comprised nearly 40% of the U.S. market share (Tama-Rutigliano, 2017).
They have a lot of money. Controlling about 70% of U.S. disposable income, Baby Boomers
have a lot to spend. They are hard workers who were born into an economic boom (TamaRutigliano, 2017).
They will “never retire.” Baby Boomers do not possess values of control and relaxation that
would naturally lead themselves to retirement. They enjoy working and seeking jobs that do not
feel like work (“Boomers in 2019,” 2019).
They are part of a multi-generational market. Boomers are very close with their Millennial
children and have eagerly adopted younger behaviors after spending time with them - eating out,
vacationing, attending concerts, etc. 85% of Boomers report being “close” with their children
(“Boomers in 2019,” 2019).
They are quick learners. Baby Boomers have not shied away from technology; in fact, they have
embraced it. A shocking 96% of Baby Boomers use search engines, 95% use email, and 92%
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shop for products and services online rather than in stores and malls. Additionally, 60% of
Boomers read blogs and articles online, and 70% watch videos to learn about products and
services (Tama-Rutigliano, 2017).
They are independent consumers. Known as the “me generation,” Baby Boomers hold selfcentered attitudes when it comes to purchasing goods. This includes buying for the good of their
families. They enjoy their freedom to buy what they want without others telling them what buy
(Tama-Rutigliano, 2017). Only 12% of Boomers say they prefer having the help of others to
make a purchase decision (Kussy, 2017).

Consumer Behavior
Growing up, Baby Boomers consumed information via radios, television, and
newspapers. While they still enjoy those channels today, Boomers have embraced more
technologically advanced ways to learn about products and services.
It is important to note that Baby Boomers have high levels of brand loyalty and value
customer service. Established brands effectively marketed themselves to teenaged Boomers.
Today, Boomers stick to the brands they know and are less likely to try others (“Boomers in
2019,” 2019).
A recent study found that roughly 50% of Baby Boomers spend at least 11 hours a week
online (Kussy, 2017). With high levels of knowledge about technology basics, Baby Boomers
are very active on social media. However, they do not follow the same “social trends” of their
successors. Unlike the moderate and intentional social media tactics of younger generations,
Baby Boomers are very likely to post a lot about vacations and family updates online (TamaRutigliano, 2017).
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With a liking towards both traditional and digital means of advertising, Baby Boomers
are a large target to hit on multiple platforms. They have embraced the new without abandoning
the old.
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GENERATION X
Overview
Deemed as the “forgotten middle child” of the U.S. generations, Generation X sits
between Baby Boomers and Millennials, two very large generations that overpower the market.
While the Silent Generation chose to be reserved, this generation just simply isn’t seen - they are
often off the radars of today’s marketers.
Generation X was born between the years of 1965 and 1966, putting their youngest at age
42 and their oldest at age 54 in 2019. Today, they don’t have little kids running around, but they
are not yet empty nesters.
In companies, they are becoming the CEOs and C-Suite executives. They are on the
move, trying to keep up with technology, but not having the time to do so - therefore, marketers
find it challenging to market to this cohort using digital tactics (“Generation X in 2019,” 2019).
Growing up in divorced homes with parents working full-time jobs, Generation X was
impacted by family instability. As adults, they witnessed economic turmoil, causing them to be a
very skeptical generation. They are a work-hard, play-hard cohort who barely has time to sleep.
If brands want to connect with Gen X, they need to be authentic (“Generation X in 2019,” 2019).
Generation X doesn’t get easily phased by technological advancement. They were born
into the ups and downs of the dot-com era and have been hurt by economic turmoil. Therefore, a
new app or a new update won’t grab their attention. To them, everything will keep changing, so
why wait? They’d rather keep their heads down and get to work to make sure there is food on the
table and their kids are financially able to attend college (“Generation X in 2019,” 2019).

16

Formative Events
Pop Culture
The birth of Hollywood cinema that captured the Silent Generation and rise of television
that shocked Baby Boomers were old news for Generation X kids; still, they enjoyed attending
theaters and watching TV shows.
Top movies for Generation X include Guess Who’s Coming to Dinner (1967), 2001: A
Space Odyssey (1968), Dr. No (1962), and Star Wars (1977). On TV, they watched the premier
of MTV and the debuts of The Simpsons and Friends (“Generation X in 2019,” 2019).
As teens, Generation X enjoyed listening to 80’s music. Queen, Prince, Madonna,
Michael Jackson, Duran Duran and Phil Collins hit radio stations and filled concert arenas
(“Generation X in 2019,” 2019).
Technology
Generation X launched their careers during the 1990s’ dot-com era, when the internet
exploded and along with it came excessive speculation. In 1983, the first handheld phone was
released - it was large, clunky, and stripped of the features we see today. Nonetheless,
Generation X became the first generation to largely adopt cell phones into their daily lives.
In 1975, the Magnavox Odyssey became the first commercial home video game console.
By 1977, the Atari 2600 home video game console was released, and Generation Xers were
spending their afternoons playing video games.
Also in 1975, HBO became the first cable network delivered to homes via satellite. In
1984, Apple released the first Macintosh, making Gen X the first set of teens to use computers.
By 1991, pagers became mainstream, and forms of social communication slowly began to shift.
Headline News
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According to writer Robert Tanner’s analysis of events that shaped Generation X, this
cohort experienced the energy crisis of the 1970s, the stock market crash of 1987 and the early
‘90s corporate layoffs (Tanner, 2019). They saw President Ronald Reagan in office (1981-1989),
the Berlin Wall fall (1989), the Challenger Space Shuttle explode (1986), and the Cold War end
(1991). In 1996, the Monica Lewinsky scandal overtook headlines (“Generation X in 2019,”
2019).

Values
The top values of Generation X are as follows: Authenticity, Responsibility, Loyalty,
Honesty, Equality, Success, Courtesy, Justice, Family, and Conscience (“Generation X in 2019,”
2019).

Foundational Characteristics
Generation Xers are skeptical buyers of information. Growing up in divorced households with
full-time working parents, and experiencing market crashes, layoffs, and the rise of the dot-com
era planted high amounts of skepticism in Generation X (“Generation X in 2019,” 2019).
They are helicopter parents. Likely to be linked to the high divorce rates of their parents,
Generation X pays close attention to their kids’ social and academic growth. They are very
involved when it comes to their children’s schedules, friends, and overall success (“How are
millennials different,” 2018).
They want to be secure. Again, with skepticisms comes the need to be reassured with financial
and family security, and they work countless hours to get it (Sams, 2018).
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They are busy and tired. Generation Xers are raising tweens as well as college students. They
are economically pressured. They are constantly on the hunt to find brands that allow them not to
relax but to get everything done (“Generation X in 2019,” 2019).
When things go wrong, they’ll keep moving on. Generation X has seen of a lot of economic
failures, from stock market crashes to dot com busts. They understand that as much as they work
hard, outside factors - such as the economy - can change their lives in an instant. Therefore, they
are not fazed by advancements in technology. They don’t bank on success. Hence, they work
extra hard to ensure stability (“Generation X in 2019,” 2019).

Consumer Behavior
While marketers today tend to spend most of their times targeting Baby Boomers and
Millennials, Generation X should not be overlooked; they control over 30% the market’s
purchasing power (Sams, 2018).
With that said, the skepticism of this generation creates challenges for marketers. As
mentioned, Generation X doesn’t get too phased by technological advancements until they know
something works. They’ve seen too many busts and simply don’t have enough time in their days
to sit down and learn about digital advancements (Sams, 2018).
That said, they are high users of the internet. In fact, 96% of today’s Americans aged 3050 use are online daily. A Nielsen Social report indicates the Gen X users spend an average of 7
hours per week on social media compared to 6 hours for Millennials (Abada, 2018).
Traditional advertising still works for Generation X - billboards, TV and radio
commercials, and magazine ads. The best way to market to this generation, though, would be
through email marketing, as they are constantly scrolling through their inboxes (Lister, 2018).
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MILLENNIALS
Overview
Born between the years of 1978 and 1995, Millennials today are all considered adults; the
oldest being 41-years-old and the youngest being 24-years-old. They grew up with technology
existing and rapidly changing. They’ve seen cell phones lose buttons and computers lose width.
Nearly half of their households already have children (the youngest Gen Zers) and about
1 in 4 are parents today. Equality is an important value for Millennial parents; no longer do they
believe in the ‘50s wife-at-home and husband-at-work narrative. 64% of fathers and 50% of
mothers believe that they have equal responsibility of child care (“Who Are Millennials,” 2019).
They are very in-tune with social good and have high loyalty to brands that enhance and
entertain their lifestyles. They can be found on all social media platforms and are 2.5x more
likely to be an early adopter of technology than previous generations (“Who Are Millennials,”
2019).
As a generation that makes up around a quarter of the U.S. population, they have a large
amount of purchasing power, which is estimated at $200 billion a year on goods and services
(Kurt, 2018).
Millennials take a commonsense and practical approach to getting things down, desire
and search for times when they can relax, and put family first when making life decisions (“Who
Are Millennials,” 2019).

Formative Events
Pop Culture
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Millennials are some of the first consumers of reality TV. MTV’s The Real World San
Francisco aired in 1994, and American Idol aired in 2001. They also grew up with Barney and
Friends (1992), Glee (2009), and Modern Family (2009). They saw Block Buster stores set up
shop (1985) and get torn down (2013) all within a span of 27 years. They also saw the rise of
online streaming services like Netflix, Hulu, and HBO, and Spotify.
Top movies that shaped the Millennial Generation include The Lion King (1994),
Clueless (1995), Toy Story (1995), Titanic (1997), American Pie (1999), Fight Club (1999), and
Lord of the Rings (2001) (Smith, n.d.).
Millennials proudly refer to themselves as “90s kids.” They witnessed the birth of grunge
music and felt the influence that rap music had on the ways teens dressed and acted. Sports rose
in popularity, as well as sitcoms like The Seinfeld Chronicles.
They witnessed the controversy surrounding figure skater Nancy Kerrigan’s supposed
attack on and her rival Tonya Harding at the 1994 Olympic Winter Games. They also watched
basketball legend Michael Jordan and football star Jerry Rice play (“Millennials in 2019,” 2019).
Technology
In elementary school, Millennials listened to music on walkmans and discmans with
black felt-covered headphones and played games on Nintendo Game Boys. By high school, they
had bulky cellular flip-phones. In 2013, Netflix released House of Cards, its first original series
(Cawley, 2018).
Millennials founded the social media movement. They grew up with the rise of instant
messaging, spearheaded by AOL in 1997, and started signing up for Facebook by the time they
were in college.
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They sat at bulky cream-colored desktop computers and used floppy disks. They were
adapters of technology and enjoyed learning how to use it (“Millennials in 2019,” 2019).
Millennials became acquainted with Apple, Microsoft, Dell, Netflix, and Nintendo - all
companies that continue to grow today.
Headline News
As kids, Millennials witnessed Bill Clinton get elected as President (1992) and heard
about the OJ Simpson murder trials of 1995. In 2001, they experienced the 9/11 attacks. As the
oldest entered new jobs and the youngest entered high school, they watched Barack Obama
become the first black President of the United States as well as felt the effects of the 2008 Great
Recession, causing the oldest to stay at home after college. Entering into their 20s and 30s, they
largely led the #BlackLivesMatter movement (“Millennials in 2019,” 2019).

Values
The top values of Millennials are as follows: Success, Practicality, Equality, Honesty,
Happiness, Authenticity, Courtesy, Family, Conscience, and Loyalty (“Millennials in 2019,”
2019).

Foundational Characteristics
They search for information on the internet. No longer using encyclopedias and dictionaries,
Millennials use Google to find the information they need. They are also searching online how to
be good parents. Before calling their own parents for advice, these new parents ask Google first
(“Millennials in 2019,” 2019).
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They are buried in student debt. At the end of 2018, debt among younger Millennials exceeded
$1 trillion, which has prevented 36% from buying a house, 41% from saving for retirement, 30%
from buying a car, and 25% from moving from a current residence (Dickler, 2018).
They use technology to document their lives. Unlike their parents and grandparents who used
video recorders and cameras, Millennials record life milestones on their cell phones. Whether it’s
their family vacations, engagements, or child’s first steps - it’s all recorded on the phone
(“Millennials in 2019,” 2019).
They support social good. 37% of Millennials are willing to pay a bit more for a product or
service that supports a cause they believe in, and more than half are willing to purchase from a
company if that purchase supports a cause (“Who Are Millennials,” 2019).
They are early adopters of technology. 56% of Millennials say they are the first to try new
technology.
They are content creators. 46% of Millennials post original photos online that they edit
themselves.
As parents, they are struggling financially. While the cost for raising a child has never been
cheap, Millennials have experienced a sharp increase in overall childcare costs. This
disadvantage, coupled with the fact that a majority are dealing with falling wages (the average
18-to-34-year-old makes $2,000 less each year than young workers did in 1980, according to
Census Bureau), create fiscal challenges. Child care and education (excluding college) today
make up 18% of the cost of raising a child. In 1960, these costs made up 2% (Marte, 2015).
They are not switching jobs. Despite being stereotyped as “job hoppers,” young Millennial
workers are staying in their jobs longer than previous generations. In the late 1980s, 50% of 20to-25-year-olds changed jobs each year. After the 2008 recession, that number decreased to 35%.
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They are the happiest generation. While older generations poke fun at Millennials’ “expensive”
purchases like avocados, Millennials are the happiest recorded generation. Why? They are
spending their money in ways that make them feel good. Millennials are reported to have made
more personal improvement commitments than any previous generation. Compared to Baby
Boomers, they spend double the amount of time on self-care rituals on a daily basis, such as
exercising, eating right, and mediating (Nelson, n.d.).
They are the most educated cohort. Their increased time spent in classrooms has a direct impact
on their consumer behavior. They are knowledgeable about history, the world, and how brands
do their part to add value to consumers and society (Abramson, 2018).

Consumer Behavior
When it comes to consuming media, Millennials can be found engaging with nearly every
medium and platform, from TV to Snapchat. However, this does not mean they are the most
receptive consumers in every realm of media. Millennials’ ad memory is very low compared to
older generations; TV ads have about a 38% memorability rate among Millennials, which is 10
percentage points lower than Generation Xers (Sherfy, 2018).
Millennials spend 18 hours a day consuming media. During those 18 hours, 72% of
Millennials use free streaming video services (i.e. YouTube), 60% use subscription video
services (i.e. Netflix), and 50% watch an online video at least once per day (Sherfy,
2018). YouTube is visited by 93% of Millennials, and they are 112% more likely to share ads
online than any other generation.
Figure 1 outlines the monthly news reach composition for Millennials. In this figure, it is
evident that Millennials are not consuming information on TV as much as their elders. In fact,
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they consume the nearly same amount of TV news as older generations consume digital news
(8% and 9%, respectively) (Nielsen Demographics, 2018).

Figure 1. Monthly News Reach Composition for Millennials
(Nielsen Demographics, 2018)

Only 29% of Millennials choose radio before online music streaming services (i.e.
Spotify). As for traditional TV viewership, there has been a 30% drop over the last 6 years since
2018. According to Nielsen, this shift is permanent - younger generations are not going to
suddenly find more purpose in watching live television (Sherfy, 2018).
Millennials prefer shopping in stores rather than online. They like to see and feel items
and to pick up two products and compare them in person. “Showrooming” is a key consumer
behavior tactic used by Millennials, in which they shop in-store for an item they want, then go
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online to make sure their getting the best price. They’ve boosted revenue for stores’ own
websites, which have since offered discounts and free shipping methods. By ensuring they get
the best bang for their buck, Millennials have a lot of buying power - they spend $600 million
shopping each year and are expected to have a total worldwide spending power of over 3.39
trillion in 2018. (Abramson, 2018).
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GENERATION Z
Overview
The tweens and teens of today are known as Generation Z. Born after 1996, this youngest
American generation is starting to grab the attention of marketers - they are a diverse, savvy, and
passionate bunch.
The oldest Gen Zers are 22-years-old and the youngest are still being born. One thing
they all have in common? They were born into a technologically advanced era and are, therefore,
digital natives. With this notable characteristic, they are seen as being very different from older
generations in terms of consumer behavior.
Gen Z makes up 25.9% of the U.S population and are the most diverse and multicultural
generation to date - 55% are Caucasian, 24% are Hispanic, 14% are African-American and 4%
are Asian (Bernstein, 2015). With allowance money and part-time job revenue in their pockets,
they contribute $44 billion to the American economy (“Generation Z in 2019,” 2019).
Gen Zers cover a lot of milestone grounds, from learning their ABC’s in pre-school to
graduating from college. College graduates are moving out and into new apartments; in a
nutshell, this segment of Gen Z is launching into careers and are “adulting,” meaning they are
learning the ins and outs of how to live on their own. High schoolers are getting their driver’s
license, scoring their first jobs (and are therefore gaining more purchasing power), entering the
dating scene, and prepping for college applications. These teens are maturing. The tweens of
today are growing up. They are entering puberty, finding their own style, and using their
allowance money for small purchases. Kids today are observing. Like sponges, they are grasping
what this world is like and are receptive to messaging tactics. They hear radio ads and listen to
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TV commercials. They are building their vocabularies and are becoming aware of brands
(“Generation Z in 2019,” 2019).
Altogether, Gen Zers work hard to be honest and expect others to do the same. They take
accountability for their actions and are open to new ideas and cultures other than their own
(“Generation Z in 2019,” 2019).

Formative Events
Pop Culture
The oldest Gen Zers have grown up with watching Nickelodeon and Disney Channel
shows like Hannah Montana and Drake & Josh. As for movies, they watched the theater
premiers of Harry Potter (2001), Finding Nemo (2003), The Incredibles (2004), Twilight (2008),
and Frozen (2013). They watched Vine star Shawn Mendes top iTunes albums chart, which
resonated with their social media influencer preferences. They also saw Caitlyn Jenner win the
Arthur Ash Courage award (“Generation Z in 2019,” 2019).
Gen Zers witnessed Brittany Spears, Lindsey Lohan, and Miley Cyrus make personal
comebacks from drugs and alcohol abuse, and watched R&B and rap legends Beyoncé and Jay Z
get married (“Generation Z in 2019,” 2019).
Technology
Technology is second nature for Gen Z as they were born into it. Gen Z doesn’t know a
world without computers, phones, and MP3 players. They talk to Amazon’s Echo like it’s their
best friend. A 14-year-old today was born the same year Facebook started, was 1-year-old when
YouTube started, 3-years-old when the first iPhone hit shelves, 6-years-old when Instagram
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began, 7-years-old when Snapchat started, and 8-years-old when iPads were incorporated into
the American classrooms (Terrett, 2017).
Headline News
The oldest Gen Zers were in pre-school when the 9/11 terrorist attack struck. Later,
school shootings (such as Sandy Hook and Parkland) topped headlines. In 2005, Hurricane
Katrina devastated the Gulf Coast. Gen Z grew up with a black president and gay-marriage being
legalized. They heard rumblings of 2010 Wikileaks posts that classified Afghanistan war
documents. In 2016, Gen Z witnessed a presidential election that took over social media. And in
2017, they watched Facebook founder Mark Zuckerberg testify before congress over the
Facebook and Cambridge Analytica scandal.

Values
The top values of Generation Z are as follows: Success, Equality, Happiness, Enjoyment,
Loyalty, Comfort, Authenticity, Identity, Sharing, and Optimism (“Generation Z in 2019,”
2019). Table 3 compares the top 10 values of Generation Z to those of the Silent Generation,
Baby Boomers, Generation X, and Millennials.
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Table 3. Top 10 Values of U.S. Generations (Silents – Gen Z)
Silents

Boomers

Gen X

Millennials

Gen Z

1.

Responsibility

Justice

Authenticity

Success

Success

2.

Practicality

Courtesy

Responsibility Practicality

3.

Loyalty

Responsibility Loyalty

Equality

Happiness

4.

Optimism

Loyalty

Honesty

Honesty

Enjoyment

5.

Family

Honesty

Equality

Happiness

Loyalty

6.

Conformity

Authenticity

Success

Authenticity

Comfort

7.

Risk Aversion

Conscience

Courtesy

Courtesy

Authenticity

8.

Sacrifice

Equality

Justice

Family

Identity

9.

Health

Integrity

Family

Conscience

Sharing

10.

Social
Tranquility

Practicality

Conscience

Loyalty

Optimism

Equality

Foundational Characteristics
They have independent mindsets. Gen Z is the least likely generation to believe in the
“American Dream.” They respond well to innovation and ingenuity, yet respond poorly to ideas
of perfection. They prefer present-day reality over a futuristic view of a perfect life (“Generation
Z in 2019,” 2019).

30

They make their own success. Gen Z looks for solutions on their own, wants to form their own
styles, and sets out to make things on their own. To them, they prefer self-direction over handholding. They believe in their individual capabilities to make an impact (“Generation Z in 2019,”
2019).
They are open-minded. Gen Z enjoys the “process of things” and are attracted to change.
They’ve seen technology advance rapidly and expect the rest of their lives to advance at the same
rate. They are drawn to brands that include them in on the “real” conversation and see through a
“perfect” persona. They don’t mind if brands ask for their advice. They want to be included
(“Generation Z in 2019,” 2019).
They have strong powers of discernment. Gen Zers were often included in financial
conversations with their parents who suffered through the Great Recession of 2008. Therefore,
they are extremely conscientious about cost and are very frugal. Additionally, they expect to be
heard on all family matters. They don’t sit back and listen. They engage with others and offer
their own insights, fully believing they can and will add value to problem-solving situations
(“Generation Z in 2019,” 2019).
They are changing the conversation around social media. While major media and older
generations may think social media is damaging the social skills of kids today, Gen Z if proving
them wrong. They enjoy taking breaks from social media. They also think social media allows
them to express themselves (“Generation Z in 2019,” 2019).
They are creative. Gen Z uses social media to express themselves, photo-editing software to
sharpen their artistic abilities, and coding to express a form of artistic intellect (“Generation Z in
2019,” 2019).
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They are eager to stand up for what they believe in. Gen Z want to make change, and when it
comes to buying brands, 76% focus on how brands increase social good (Hessekiel, 2018).
They see fluidity in identity. 60% of Gen Z say gender lines have blurred, especially when it
comes to expressing one’s individuality and style (“Generation Z in 2019,” 2019).
They are individually oriented. They want to stand out as much as possible and feel free to be
themselves. They spend time crafting their identities and are encouraged by their peers to be who
they truly are (“Generation Z in 2019,” 2019).

Consumer Behavior
The majority of Gen Z uses Instagram and Snapchat and believe Facebook is for previous
generations. They only use Facebook to skim for information, unlike their parents and
grandparents who use it for social interaction. Gen Z uses Snapchat for real-life moments,
Instagram for fulfilling aspirational needs, and Twitter for quick news and conversations with
brands (“Generation Z in 2019,” 2019).
For Gen Z, screen time is just spending time and social media is just being social.
Especially with 96% of Gen Z owning a smartphone, they don’t experience a world without
digital time. They follow social rules when it comes to social media; how one posts and how one
reacts (via likes or comments) says a lot. They have also spearheaded a shift from profiles to
personas and expect brands to keep up. Social media platforms such as Myspace and Facebook
are static, while Instagram allows brands to highlight their personality (“Generation Z in 2019,”
2019).
In terms of consumption, Gen Z spends less time watching TV than do Millennials (14
hours vs. 25 hours, respectively). Instead, they watch YouTube and other online streaming
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services - 71% of Gen Z consumers have a Netflix subscription. Magazines and print newspapers
are old news to Gen Z - 56% read magazines for less than 1 hour per week, and 67% do not read
print newspapers at all. Gen Z receives information online - barely - with 26% of them reading
online media outlets for 1-4 hours per week and 31% reading for less than an hour per week
(Patel, 2017). Table 4 and Figure 2 detail more comprehensive consumption and usage statistics
for each generation.

Table 4. Media Consumption of U.S. Generations (Boomers – Gen Z)
Baby Boomers

Generation X

Millennials

Generation Z

TV

75%

60%

40%

61% prefer
Netflix)

Facebook
(Usage)

39%

29%

33%

51%

Instagram
(Usage)

10%

46%

59%

71%

Snapchat
(Usage)

<5%

18%

30%

69%

YouTube
(Usage)

68%

93%

71%

85%

% that use
subscription
video services
(i.e. Netflix)

10%

40%

60%

71%

(Antonow, 2018; Kats, 2018; Olenski, 2018; Ackerman, 2019; “About 6 in 10,” 2017;
“Snapchat by the Numbers,” 2019; The Manifest, 2018; “2017 Statista Report - Social,” 2017;
“Teens, Social Media,” 2018)
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Figure 2. Values of U.S. Generations (Silents – Gen Z)
(Marketing Chats, 2018)
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METHOD

PURPOSE OF METHOD
The primary purpose of this study is to investigate the best ways today’s marketers and
advertisers can better understand and target Generation Z through an analysis of generational
marketing and segmentation. Additionally, this study is created to highlight the important role
generational segmentation and analysis has in the strategy stage of campaign creation. By
comparing Generation Z to older generations, this study is set to determine what, if any,
consumer behavior trends and values are reborn throughout generations, thereby disproving
beliefs that Gen Z is abnormally different solely because they are digitally native.
The five generations chosen for this study are as follows: Silent Generation, Baby
Boomers, Generation X, Millennials, and Generation Z. These generations were chosen because
members of each age cohort are still alive today in some degree. Additionally, the advertising
industry itself took off in the 1920’s with the debut of radio and tobacco ads and notable
publications such as Life and Ad Age. As such, choosing to start the analyzation process with the
Silent Generation allows for a more comprehensive analysis of consumer behaviors on
generations that followed (Ad Age Advertising Century, 1999).
This study began with the analysis of generations using the following categories: an
overview detailing matters of daily life and notable features, formative events (broken down by
pop culture, technology, headline news), foundational characteristics, top ten values, and
consumer behavior with media consumption. These categories were chosen in this specific order
because consumer behavior derives from values which are born from the impact of formative
events and daily lifestyles (Lai, 2017). For example, Generation X is noted as a skeptical
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generation because they witnessed many economic and technological failures in their years of
early-stage growth. These research results can be found in the Literature Review section.

COMPARING ALL GENERATIONS
The study continues by comparing the values of each generation. Figure 3 shows which
values are consistently portrayed throughout the five generations. The purpose of this
analyzation is to determine if values are reborn throughout generations.

Figure 3. Values of U.S. Generations

To determine if generations are more likely to share values with other cohorts that are
closer in age, each generation’s values are compared with others in Tables 5-9 with a view of
neighboring generations in Figure 4 and a more comprehensive analysis of the behaviors and
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values Generation Z shares with older generations in Tables 10-13. Table 14 breaks down the
general qualities Generation Z shares with each generation.
Table 5. Comparison of Silent Generation's Values with Younger Cohorts
Silents’ Values

Gen X’s
Values
Authenticity

Millennials’
Values
Success

Gen Z’s Values

Responsibility

Boomers’
Values
Justice

Practicality

Courtesy

Responsibility

Practicality

Equality

Loyalty

Responsibility

Loyalty

Equality

Happiness

Optimism

Loyalty

Honesty

Honesty

Enjoyment

Family

Honesty

Equality

Happiness

Loyalty

Conformity

Authenticity

Success

Authenticity

Comfort

Risk Aversion

Conscience

Courtesy

Courtesy

Authenticity

Sacrifice

Equality

Justice

Family

Identity

Health

Integrity

Family

Conscience

Sharing

Social
Tranquility

Practicality

Conscience

Loyalty

Optimism

Shared
Amount: 3

Shared
Amount: 3

Shared
Amount: 2

Shared
Amount: 2

Success
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Table 6. Comparison of Baby Boomers' Values with Other Cohorts
Boomers’
Values
Justice

Silents’ Values

Millennials’
Values
Success

Gen Z’s Values

Responsibility

Gen X’s
Values
Authenticity

Courtesy

Practicality

Responsibility

Practicality

Equality

Responsibility

Loyalty

Loyalty

Equality

Happiness

Loyalty

Optimism

Honesty

Honesty

Enjoyment

Honesty

Family

Equality

Happiness

Loyalty

Authenticity

Conformity

Success

Authenticity

Comfort

Conscience

Risk Aversion

Courtesy

Courtesy

Authenticity

Equality

Sacrifice

Justice

Family

Identity

Integrity

Health

Family

Conscience

Sharing

Practicality

Social
Tranquility

Conscience

Loyalty

Optimism

Shared
Amount: 3

Shared Amount:
8

Shared
Amount: 7

Shared
Amount: 3

Success

Table 7. Generation X's Values with Other Cohorts
Gen X’s
Values
Authenticity

Silents’ Values

Millennials’
Values
Success

Gen Z’s Values

Responsibility

Boomer’s
Values
Justice

Responsibility

Practicality

Courtesy

Practicality

Equality

Loyalty

Loyalty

Responsibility

Equality

Happiness

Honesty

Optimism

Loyalty

Honesty

Enjoyment

Success
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Gen X’s
Values
Equality

Silents’ Values

Millennials’
Values
Happiness

Gen Z’s Values

Family

Boomer’s
Values
Honesty

Success

Conformity

Authenticity

Authenticity

Comfort

Courtesy

Risk Aversion

Conscience

Courtesy

Authenticity

Justice

Sacrifice

Equality

Family

Identity

Family

Health

Integrity

Conscience

Sharing

Conscience

Social
Tranquility

Practicality

Loyalty

Optimism

Shared
Amount: 3

Shared
Amount: 8

Shared
Amount: 8

Shared
Amount: 4

Loyalty

Table 8. Comparison of Millennials' Values with Other Cohorts
Millennials’
Values
Success

Silents’ Values

Gen X’s Values

Gen Z’s Values

Responsibility

Boomer’s
Values
Justice

Authenticity

Success

Practicality

Practicality

Courtesy

Responsibility

Equality

Equality

Loyalty

Responsibility

Loyalty

Happiness

Honesty

Optimism

Loyalty

Honesty

Enjoyment

Happiness

Family

Honesty

Equality

Loyalty

Authenticity

Conformity

Authenticity

Success

Comfort

Courtesy

Risk Aversion

Conscience

Courtesy

Authenticity

Family

Sacrifice

Equality

Justice

Identity
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Millennials’
Values
Conscience

Silents’ Values

Boomer’s
Values
Integrity

Gen X’s Values

Gen Z’s Values

Family

Sharing

Loyalty

Social
Tranquility

Practicality

Conscience

Optimism

Shared
Amount: 2

Shared
Amount: 7

Shared
Amount: 8

Shared
Amount: 5

Health

Table 9. Comparison of Generation Z' Values with Older Cohorts
Gen Z’s
Values
Success

Silents’ Values

Gen X’s Values

Responsibility

Boomer’s
Values
Justice

Authenticity

Millennials’
Values
Success

Equality

Practicality

Courtesy

Responsibility

Practicality

Happiness

Loyalty

Responsibility

Loyalty

Equality

Enjoyment

Optimism

Loyalty

Honesty

Honesty

Loyalty

Family

Honesty

Equality

Happiness

Comfort

Conformity

Authenticity

Success

Authenticity

Authenticity

Risk Aversion

Conscience

Courtesy

Courtesy

Identity

Sacrifice

Equality

Justice

Family

Sharing

Health

Integrity

Family

Conscience

Optimism

Social
Tranquility

Practicality

Conscience

Loyalty

Shared
Amount: 2

Shared
Amount: 3

Shared
Amount: 4

Shared
Amount: 5
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Figure 4. Shared Values of Neighboring U.S. Generations
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Table 10. Comparison of Generation Z’s Qualities with the Silent Generations
Foundational
Characteristics
Amount Shared: 2

Generation Z
Independent mindsets

Silent Generation
Strong family ties

Make their own success

Fiscally frugal

Open-minded

Fiscally savvy

Savvy with money

Do not want to disrupt the
system

Strong powers of discernment Optimistic for the future
Use social media differently

Personal identity isn't
structured

Naturally progressive
Stand up for what they
believe in
See fluidity in identity
Individually oriented
Creative cohort
Values
Amount Shared: 2

Consumer Behavior
Amount Shared: 0

Success
Equality
Happiness
Enjoyment
Loyalty
Comfort
Authenticity
Identity
Sharing
Optimism

Responsibility
Practicality
Loyalty
Optimism
Family
Conformity
Risk Aversion
Sacrifice
Health
Social Tranquility

They prefer influencer
marketing over celebrity
marketing

Social tranquility
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Generation Z
They prefer to see real people
in ads

Silent Generation
Receptive to ads that exude
trust

They like when brands are
honest and as real as can be;
They have short attention
spans

Receptive to brands that add
value for the household;
Enjoy testimonials

They dislike loyalty programs Buy brands for the family,
not just for themselves
They are an active generation
on social media, receptive to
digital marketing
Social media is a part of their
lives, and they expect brands
to understand this
Total Shared Qualities: 4

Respond well to celebrities
and authorities
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Table 11. Comparison of Generation Z’s Qualities with Baby Boomers
Foundational
Characteristics
Amount Shared: 1

Generation Z
Independent mindsets

Baby Boomers
Large footprint

Make their own success

Control 70% of U.S.
disposable income

Open-minded

Enjoy working

Savvy with money

Enjoy control and relaxation

Strong powers of discernment

Quick learners

Use social media differently

Independent consumers

Naturally progressive
Stand up for what they believe
in
See fluidity in identity
Individually oriented
Creative cohort
Values
Amount Shared: 3

Consumer Behavior
Amount Shared: 1

Success
Equality
Happiness
Enjoyment
Loyalty
Comfort
Authenticity
Identity
Sharing
Optimism

Justice
Courtesy
Responsibility
Loyalty
Honesty
Authenticity
Conscience
Equality
Integrity
Practicality

They prefer influencer
marketing over celebrity
marketing
They prefer to see real people
in ads

High brand loyalty

Enjoy customer service

44

Generation Z
They like when brands are
honest and as real as can be;
They have short attention
spans

Baby Boomers
Independent with selfcentered attitudes; this
includes buying for the good
of their families

They dislike loyalty programs

Enjoy freedom when buying

They are an active generation
on social media, receptive to
digital marketing

Active on social media,
receptive to digital
marketing

Social media is a part of
their lives, and they expect
brands to understand this
Total Shared Qualities: 5

Table 12. Comparison of Generation Z’s Qualities with Generation X
Foundational
Characteristics
Amount Shared: 0

Generation Z
Independent mindsets

Generation X
Skeptical buyers of
information

Make their own success

Helicopter parents

Open-minded

Want to be secure

Savvy with money

Busy and tired

Strong powers of discernment

Resilient when things go
wrong

Use social media differently
Naturally progressive
Stand up for what they believe
in
See fluidity in identity
Individually oriented
Creative cohort
Values
Amount Shared: 4

Consumer Behavior
Amount Shared: 0

Success
Equality
Happiness
Enjoyment
Loyalty
Comfort
Authenticity
Identity
Sharing
Optimism

Authenticity
Responsibility
Loyalty
Honesty
Equality
Success
Courtesy
Justice
Family
Conscience

They prefer influencer
marketing over celebrity
marketing
They prefer to see real people
in ads

They are skeptical buyers

They don't get phased by
advancements
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Generation Z
Generation X
They like when brands are
They make sure they know a
honest and as real as can be;
product works before buying
they have short attention spans it
They dislike loyalty programs

Receptive to email marketing

They are an active generation
on social media, receptive to
digital marketing
Social media is a part of their
lives, and they expect brands
to understand this
Total Shared Qualities: 4
Table 13. Comparison of Generation Z’s Qualities with Millennials
Foundational
Characteristics
Amount Shared: 1

Generation Z
Independent mindsets

Millennials
Users of the internet to find
information

Make their own success

Buried in student debt

Open-minded

Use technology to document
their lives

Savvy with money

Support social good

Strong powers of discernment

Early adopters and users of
technology and social media

Use social media differently

Content creators

Naturally progressive

Struggle financially as
parents

Stand up for what they believe
in

Not switching jobs anytime
soon

See fluidity in identity

Happiest cohort
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Generation Z
Individually oriented

Millennials
Most educated cohort

Creative cohort
Values
Amount Shared: 5

Consumer Behavior
Amount Shared: 2

Success
Equality
Happiness
Enjoyment
Loyalty
Comfort
Authenticity
Identity
Sharing
Optimism

Success
Practicality
Equality
Honesty
Happiness
Authenticity
Courtesy
Family
Conscience
Loyalty

They prefer influencer
marketing over celebrity
marketing
They prefer to see real people
in ads

Low brand recall from
advertisements

They like when brands are
honest and as real as can be

Educated when it comes to
seeing value in brands

They have short attention
spans

Prefer to shop in store

They dislike loyalty programs

If they buy online, they like
to see the items in store first

They are an active
generation on social media,
receptive to digital
marketing

The enjoy finding discounts

Prefer celebrity marketing
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Generation Z
Social media is a part of their
lives, and they expect brands
to understand this

Millennials
They are active on social
media and are receptive to
digital ads
Most likely to share ads
online than other generations

Total Shared Qualities: 8

Short attention spans

Table 14. Overview of Generation Z’s Shared Qualities with Older Generations
Qualities Shared
with Silent
Generation
Savvy and frugal
with money
Identity is fluid
Value loyalty
Value optimism

Amount Shared: 4

Qualities Shared
with Baby Boomers

Qualities Shared
with Generation X

Qualities Shared
with Millennials

Are independent

Value success

Creators of content

Value equality
Value authenticity
Value loyalty
Active on social
media

Value equality
Value loyalty
Value authenticity

Value success
Value loyalty
Value equality
Value happiness

Amount Shared: 5

Amount Shared: 4

Value authenticity
Active on social
media
Short attention spans
Amount Shared: 8
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DISCUSSION

RESULTS OF VALUE-BASED COMPARISONS
Figure 3 shows which values are consistently portrayed throughout the five generations
with the purpose of determining if values are cycled throughout generations. The results show
that values, are indeed, reborn. The following values are portrayed throughout at least two of the
five chosen generations in order of highest to lowest frequency: loyalty (5), authenticity (4),
equality (4), courtesy (3), honesty (3), conscience (3), success (3), family (3), practicality (3),
responsibility (3), justice (2), and happiness (2). Loyalty was the only value portrayed in each
generation.
The values that were only listed once for a specific generation are as follows: conformity
(Silent Generation), risk aversion (Silent Generation), sacrifice (Silent Generation), health (Silent
Generation), social tranquility (Silent Generation), integrity (Baby Boomers), enjoyment (Gen
Z), comfort (Gen Z), identity (Gen Z), and sharing (Gen Z).
The Silent Generation and Generation Z were the two generations with the most amount
of values not portrayed in other generations. Baby Boomers, Generation X, and Millennials all
had values - Gen X and Millennials having all of their top ten values - that were found in other
generations. These trends could be indicative of the similar social and technological era shared
by Baby Boomers, Generation X, and Millennials. Society has entered into a new digital world,
and it will be interesting to see if the next few generations share more qualities with Generation
Z than they do with past generations.
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Tables 5-9 compare values shared between all generations. When comparing the Silent
Generation’s values with younger cohorts, quantities maintained fairly consistent with an
average of 2.5 values shared. When comparing Baby Boomers to other generations, there is a
sharp increase in numbers of values shared with Generation X (8) and Millennials (7).
Generation X followed the same trend with an increase in shared values with Baby Boomers (8)
and Millennials (8), and Millennials did the same, sharing 7 values with Baby Boomers and 8
values with Generation X. Generation Z’s shared values were more than that of the Silent
Generation yet still remained lower than what Baby Boomers, Generation X, and Millennials
shared with other generations. Again, these results can be indicative of the similar times that
generations from the ‘50s to ‘90s shared. Perhaps the similar digital world in which future
generations will share with Generation Z will increase the values Gen Z shares with those
generations.
Figure 4 displays values shared between neighboring generations. When comparing these
results with Tables 5-9, it’s proven that generations who are closer together in age share more
values than with those further removed by time. Generation Z shares the most values with
Millennials than they do with older generations, with numbers decreasing by one value with
every generations. Generation X shares the most values with Baby Boomers (8) and Millennials
(8). Baby Boomers share the most values with Generation X (8) and Millennials (7). The Silent
Generation shares the most values with Baby Boomers (3) and Generation X (3).
Millennials and Baby Boomers are the two generations that share a higher amount of
values with a generation that is not directly preceding or following them. Millennials share more
values with Baby Boomers (7) than with Generation Z (5). Baby Boomers share more values
with Millennials (7) than they do with the Silent Generation (3). A reason for this trend is that
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both Baby Boomers and Millennials are the largest generations to exist, and therefore their
values stretch further throughout time.

RESULTS OF COMPARISONS BETWEEN GEN Z AND OTHER COHORTS
After comparing generations with one another, the next step of the study was to compare
Gen Z with other generations, not only using shared values but also using shared characteristics
and consumer behaviors. Tables 10-14 show that Gen Z shares 4 qualities with the Silent
Generation, 5 qualities with Baby Boomers, 4 qualities with Generation X, and 8 qualities with
Millennials. Generation Z is most like the Silent Generation in the ways they spend money, view
identity, and are optimistic and loyal; Baby Boomers in their passion, independence, values of
quality, authenticity, and loyalty, and their high social media usage; Generation X in their values
of success, equality, loyalty, and authenticity; and Millennials in their savviness with technology,
creativity, values of success, loyalty, equality, happiness, and authenticity, their high usage of
social media, and their short attention spans.
As seen with the comparative results, some of Gen Z’s core values are shared with
individuals who lived as far back as the 1920’s, indicating that generational values are reborn.
By analyzing the comparative results of this study, the generations follow a cycle of values: the
Silent Generation is practical, Baby Boomers are passionate, Generation X is skeptical,
Millennials are practical (like the Silent Generation), and Generation Z is passionate (like Baby
Boomers) (Balmer, 2017).
Based on this research and in my own opinion, this cycle of values occurs because of
recurring formative events (i.e. war, financial downfalls, technological advancement, etc.) and
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the environments in which generations grow up that shape their values, such as overbearing
parenting styles or big advancements in technology. Moreover, every generation grew up in
positive and negative moments in all three formative event categories: pop culture, technology,
and headline news.

OLD AD EXAMPLES TO CONSIDER WHEN TARGETING GENERATION Z
With the results proving that Generation Z shares at least four qualities with the chosen
generations, the last part of this study analyzes successful ads and campaigns from each
generation - when members of these generations were teens themselves - that either align with
either the shared qualities listed in Table 14 or with Generation Z’s own unique qualities based
on their values, characteristics, and consumer behavior.
The purpose of this part of the study is to reassure advertisers of the importance of
generational analysis and how it can help target specific cohorts. This section offers advertiser’s
some examples of campaigns that could supply inspiration when planning for Generation Ztargeted campaigns. This section also acts as an awareness call for advertisers who want to target
Gen Z but may be blinded by their strong digital behaviors.

Silent Generation

Figure 5. Print Ad - Coca Cola: The Pause that Refreshes (1929)
(“Ad Age Advertising Century,” 1999)
Generation Z’s values of enjoyment, happiness, and comfort would likely allow them to
resonate with this Coke ad, for it embodies a sense of self-care, and Gen Z, like Millennials, are
very prone to taking care of themselves whether it be mentally, socially, or physically. To make
this ad relatable to Gen Zers today, marketers would want to swap out the model for a social
media influencer and get rid of the body copy, since Gen Z has a short attention span.
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Figure 6. Ambient Ad - Burma-Shave: Roadside signs in verse (1925)
(“Ad Age Advertising Century,” 1999)
While this campaign was introduced a few years before the oldest of the Silent
Generation were teens, it’s creative ways of grabbing attention would work with Generation Z,
who has the shortest attention span of all generations. Generation Z drivers would appreciate
following along to the multiple signs on the road. This ad is interactive and would touch the
creative minds of Gen Zers today. A tactic that marketers today could use would be to have Gen
Zers share pictures of these signs on social media, perhaps creating a story of their own.
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Figure 7. Print Ad - Maidenform: “I dreamed I went shopping in my Maidenform bra”
(1949)
(“Ad Age Advertising Century,” 1999)
This print ad turned heads in 1949 and it would likely do the same for the progressive
Gen Zers who value gender identity and female empowerment. With Gen Z’s high use of
Instagram, it would be smart for brands today to run Instagram Story ads, using this type of
progressive, attention-grabbing approach, and utilize the shop feature for Gen Z users to click on
the product being advertised.
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Baby Boomers

Figure 8. Print Ad - Volkswagen: Think Small (1959)
(“Ad Age Advertising Century,” 1999)
Both Baby Boomers and Generation Z are independent thinkers and like to make buying
decisions on their own. Volkswagen’s “Think Small” print ad gives consumers the freedom to
think differently. It does not make the decision for them. With their open-minded spirit,
Generation Z would appreciate a brand that offers them buying options and challenges them to
think differently. This ad would be great for Snapchat filters that make your facial features small
to drive home the idea.
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Figure 9. Commercial Ad - McDonald’s: You Deserve a Break Today (1971)
(“Ad Age Advertising Century,” 1999)
This energetic commercial would relate to Gen Zers today for its themes of optimism,
loyalty, enjoyment, happiness, and authenticity. The actors in this commercial seem to be real
workers; granted, they are singing and dancing, but viewers can see them mopping and doing the
“dirty work” behind the counter. To make this ad resonate with Gen Z today, marketers would
want to ensure these workers were actual McDonald’s workers by displaying the person’s name,
age, and hometown in the bottom of the display. Women and gender-fluid workers would also
gain the appreciation of Gen Z consumers.
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Generation X

Figure 10. Print Ad - Absolut Vodka: The Absolut Bottle (1981)
(“Ad Age Advertising Century,” 1999)
This ad resonated with Gen X’s value of success as it would today with Gen Z. Gen Zers
would appreciate this ad with their values of enjoyment and happiness, their open-mindedness
towards the “good nature” of this product - hence the halo - and their short attention spans with
the one-liner piece of copy. Because Gen Zers are independently oriented and support one
another for their own unique selves, Absolut would be smart to highlight how young person
today is “Absolut-ly perfect in their own unique way.”
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Figure 11. Commercial Ad - U.S. Army: Be all that you can be (1981)
(“Ad Age Advertising Century,” 1999)
While the tone of this commercial campaign and the blatant acting would not work with
Gen Zers today because it steers away from their preferences of real and authentic content, the
overall message would remain the same. Gen Z would appreciate the optimism in this ad. This ad
would awaken their open-mindedness, independent mindsets, and strong powers of discernment.
In order to make this series of ads more fitting to teens today, marketers would want to ensure
the actors were actual members of the U.S. army and that there was gender inclusion. The tone
would also need to be changed to be more inspiring and empowering as well to spark the
independent nature of Gen Z, for joining the U.S. army is a decision to be made independently.
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Millennials

Figure 12. Commercial Ad - Budweiser: Whassup (2000)
(“ThrowbackThursday,” n.d.)
This commercial would resonate with Gen Z’s values of happiness, enjoyment, and
comfort. The moment of the friends sharing the same experience of “watching the game and
drinking a Bud” would hit home with Gen Z’s value of sharing. To market this campaign to Gen
Zers, advertisers may want to turn the phrase “Whassup” into a hashtag and create a social
campaign for every football Sunday during the fall.
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Figure 13. Commercial Ad - Old Spice: The Man Your Man Could Smell Like (2010)
(“ThrowbackThursday,” n.d.)
This ad is quick, funny, relatable, and even though the actor is not an influencer, he still
brings the consumer into the conversation which Gen Z would appreciate with their creativity
and values of happiness and enjoyment. To make this ad work for Gen Z today, marketers would
want to make the ad into a series in which there is a mix of gender. Gen Z would also appreciate
a change in the slogan to be more progressive. Perhaps this series could include the LGBTQ
community.
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SUMMARY OF AD EXAMPLES
Because Generation Z shares key qualities with each generation, it is fitting to examine
best campaign practices from the past and see how they can be implemented into strategies
today. The results from these examinations show that advertising, at its core, does not need to
drastically change for it to resonate with future generations. While the means in which messages
are revealed may need some adjusting, their core meanings are worthy of recognition.
All ad examples examined obtain qualities that would resonate with Generation Z. To
utilize past campaigns as vehicles for inspiration, advertisers should look at ads from the ‘20s,
‘30s, and ‘40s and retrieve aspects of optimism, frugality, and loyalty. When drawing on ads
from the ‘50s, ‘60s, and ‘70s for inspiration, they should look for values of independence and
equality. For ads from the ‘80s, they should observe values of success and equality; and for ‘90s
and 2000’s ads, they should look for aspects of creativity, success, equality, and happiness.
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CONCLUSION
Generational segmentation and the analysis of generational consumer behavior is an
important form of advertising strategy that marketers should pay close attention to and
incorporate into campaigns. By analyzing the formative events, values, characteristics, and
consumer behaviors of generations, advertisers are able to then see where specific audiences
align, thus being able to refer back to older campaigns for inspiration. In this study, generations
were analyzed with the purpose of showing brands how to better target Generation Z and to
understand how much their digitally-native nature impacts their core values.
Results proved that generational values are reborn throughout ages. Baby Boomers,
Generation X, and Millennials share the highest amount of values with one another, suggesting
that the next set of generations will share higher amounts of values with Generation Z.
While Generation Z is unique in that they were born into an age of mass technology, their
core values and behaviors can still be linked to older generations; in fact, they share an average
of five qualities with each of the four generations who came before them. By the numbers,
Generation Z is most similar to Millennials, followed by Baby Boomers, Generation X and the
Silent Generation. These similarities are not random; rather, they align with a generational cycle
of values in which generations follow a pattern of practicality, passion, and skepticism. In this
study, it became evident that the Silent Generation is practical, Baby Boomers are passionate,
Generation X is skeptical, and Generation Z is passionate. Generation Z, therefore, is most like
Baby Boomers for their passion and independence. Future marketers and advertisers would be
wise to prepare for a skeptical generation to come.
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Because Generation Z shares qualities with older generations, marketers would also be
smart to examine best campaign practices of the past and find where certain elements would
resonate with Gen Z today, as completed in this study. In all nine examples examined,
opportunities to reach Generation Z were found.
In conclusion, Generation Z’s digitally native nature does not prevent them from sharing
qualities with older generations; they simply receive information in digitally-advanced ways.
Advertisers today should not be blinded by Gen Z’s digital usage and ignore previous
generational campaigns, for these campaigns have components that are worthy of gaining Gen
Z’s attention.
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