
THINKING CROSS-GENERATIONALLY ABOUT YOUR 

CATALOG CAN HAVE GREAT IMPACT FOR YOUR BUSINESS 

Cross-generational appeal is more important to your catalog program 

than you might realize.   Even so, it is imperative to understand who the 

bulk of your audience is.  By segmenting your customers, you can 

target them much more efficiently.  When this happens your message 

becomes powerful.     

Generation is more 
than just an age 

An article posted by 

AccountingWeb.com explains, ñé

the way in which you brand and 

market your offering is highly rel-

evant across multiple generations. 

However, the probability is that 

each generation will respond dif-

ferently based on their cumulative 

experience as a generation. The 

key is to know your audience and 

its demographic composition be-

fore you begin planning your me-

dia programsò (read more of this 

article).   

Generation is not just an age.  As 

the article states, it is an accumula-

tion of shared experiences among 

many individuals.  By understand-

ing generations and the experienc-

es they share, it is much easier to 

make a connection that holds buy-

ing power.  Many brands have a 

specific generation they are aiming 

for while others have a much more 

diverse audience.  Both strategies 

are legitimate and depend on what 

kind of brand you have and what 

your ultimate goals are.  No matter 

what type of catalog brand you 

haveðwhether it is a generation 

focused brand or a more diverse 

focused brandðthis white paper 

will look at strategies that will 

help you reach an audience in mul-

tiple or select generations.   

ñFew will have the greatness to 

bend history itself; but each of us 
can work to change a small por-

tion of events, and in the total; of 
all those acts will be written the 
history of this generation. ò 

 

~ Robert Kennedy  

Generational 
focus 
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Strategies to help 
you reach multiple 
generations 

 

Market Across Channels 

 

This might seem obvious; however, one sure fire way of reaching out to 

multiple generations is to make sure you use all channels to market.  

This means social media, blogging, cold calls, and catalogs.  Accord-

ing to the pewinternet.org data trends of offline adults, 2013 statistics 

reveal that only 14% of adults do not use the internet.  Thatôs not a 

very high number.   Statistics also show that catalogs are the preferred 

choice marketing among Baby Boomer through Generation Y.  How 

many of these catalog purchases are made online is near impossible to 

track, and, it doesnôt really matter.  What matters is that youôre mak-

ing the sale.  After all, the best way to reach diversity is to be diverse 

yourself. 

 

 

Segment Your Mail List and Create Multiple  

Versions of Your Catalog: 

 

Another strategy would be to create multiple versions of your catalog 

geared towards each generation you are targeting. This would take a 

certain amount of effort to collect data about your mail list prior to 

your mailing.  However, taking the extra time to target market your 

generation could be extremely valuable. 

 

 

Create a New Title: 

Subsidiaries allow you to create separate branding and marketing.  This 

allows business to focus on two different targets in two different sects, 

such as Baby Boomers and Generation Y.  Creating a subsidiary is a 

viable option if you have popularity in duel age groups and are not 

sure how to 

divide your 

branding 

between 

the two.   

http://www.pewinternet.org/data-trend/internet-use/offline-adults/


The Baby Boomers 
ñAs the baby boomers like me are retiring and getting ready to retire, they will spend 

whatever it takes - and they're the wealthiest generation in our country - to make them-

selves live an enjoyable life in their retirement years.  ðDavid Rubenstein  

Who they are:  An in-

depth blue paper called 

Marketing to Baby Boom-

ers put out by cataloger 

and marketing experts 

4imprint describes the 

generation best when they 

describe the Boomers as 

being ñthe generation that 

witnessed and participated in some of the greatest so-

cial changes in the countryôs history.ò   This is the gen-

eration that was born between the mid 40ôs to the mid 

60ôs.  ñétheyôre the folks that lived through unprece-

dented social and technological advancesé. [they] wit-

nessed the dawn of space exploration, accessibility to 

long-distance travel and unprecedented prosperity.ò 

 

Their attitudes, interests, and values: The leaps in 

advancement the Boomers experienced socially, tech-

nologically, environmentally, and economically are 

vast.   In the 60ôs and 70ôs when they were coming of 

age, the country was in somewhat social disarray.  They 

were divided by differing beliefs in politics and social 

statuses and inequalities.  They lived through the Civil 

Rights Movements, the Womenôs Movement, and 

many more of some of the most rapid and shocking so-

cial changes in the county. Because of this they have 

somewhat of an ñI can change the worldò attitude.   

 

But they are not always optimistic.  Rapid changes in 

the economy and big business affairs have changed re-

tirement and this has them a bit frazzled.  An article 

published by valueoptions.com explains that ñalthough 

Baby Boomers often are portrayed as the postwar gen-

eration of opportunity and optimism, many members 

worry about retirement and have failed to adequately 

prepare for the transition from work to retire-

mentò (read the article). 

 

How to market to them: The Baby Boomers are ex-

tremely focused on bettering their conditions, whether 

it be health, happiness, or finances. Here are some use-

ful tips that will help you market to this generation in 

your catalog 

Coupons: Statistics show that people with an income 

of $100,000 or more per year are most likely to use 

coupons (see article Smart, Rich, Responsible People 

Love Coupons).  Since Baby Boomers carry a hefty 

percentage of wealth, many would certainly fall into 

this category.  An article posted on grandparents.com 

explains ñBoomers are especially high users [of cou-

pons]. é93.8 percent of 45- to 54-year-olds use cou-

pons, and 94.7 percent of those age 55 to 64 shop with 

them.ò Much of this stems from the traditional mentali-

ty that every little bit helps, especially when it comes to 

saving money.  

Emphasize Personal Growth and Happiness: This 

brings us to the next topic.  As the Boomers love to bet-

ter their finances with the usage of coupons, they like-

wise are attracted to anything that will emphasize per-

sonal growth and happiness as well.  The Boomers are 

an incredibly active group of retirees and they donôt 

want to be marketed to as óold people.ô  They want to 

be made to feel young and vibrant and they want prod-

ucts that will do that for them as well.  When picking 

our product models and images for your catalogs try to 

remember to pick out images that emphasize personal 

growth.  For more information on this topic check out 

the article 4 Tips for Marketing to Baby Boomers in the 

Digital Age. 

Create a Direct Pathway for Communication: One 

thing I recall about my Mother and Step Father (both 

are Baby Boomers) is the amount of frustration they 

would experience not being able to reach a real person.  

If you donôt have a person on the other line of the 800 

number you print on your catalog, you will lose sales 

from this population.  These folks need to know you 

care about their well-being or they will find someone 

else who does. 

Why target them: A recent article published on Octo-

ber 4th by directmarketingvoice.com, Reaching Baby 

Boomers Through Direct Mail Postcards, explains that 

ñBaby Boomers control 70% of all disposable income.ò  

Not only that but the "Baby Boomer demographic is 

arguably the most valuable of all for marketers due to 

its combination of significant buying power, openness 

to new brands, and high direct mail response rate.ò  

This is huge. If you are not marketing to this genera-

tion, you might want to start thinking about why not? 
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Generation X 
ñ"The best day of your life is the one on which you decide your life is your own. No apologies or excuses. No one to lean on, rely on, 

or blame. The gift is yours - it is an amazing journey - and you alone are responsible for the quality of it. This is the day your life 

really begins.ò   -Bob Moawad  

Who they are: Generation X is 

unique in that it makes up less 

of a percentage than any other 

generation. Born from the mid 

ó60ôs to late ó70ôs, this genera-

tion like its successor Gen Y 

have been bombarded with me-

dia.  Unlike Gen Y, however, 

Gen X seems to have a wider 

array of skepticism for brands, 

most likely as a result of hard 

financial times through reces-

sions. This generation does not 

like to be told what to do and 

unless they feel like they are 

making their own decisions, you 

can forget about making a sale.   

 

Their Atti-

tudes, interests, and values: 

Gen X grew up in one of the 

most rapidly changing times.  A 

time whenñ mimeograph ma-

chines turned into high-speed copiers, faxes plodded 

from 30 minutes a page to seconds, and heavy adding 

machines were replaced with handheld calculators. 

Whereas computers were the size of whole buildings 

for the Traditional Generation and whole rooms for 

Baby Boomers, the computer now became a desktop 

applianceò (see article on valueoptions.com).  In addi-

tion the article points out that: 

 

Advancements in technology and exposure 

to music television brought different cul-

tures into the living rooms of this genera-

tion. Single-parent and blended families 

helped this generation understand that fam-

ilies come in all shapes and sizes. More 

inclusive of others and accepting of differ-

ences from themselves or their experiences, 

this generation is accepting and embracing 

of diversity. 

 

As a result (and as anyone who 

lived through the 60ôs and 70ôs 

can attest) this generation is ex-

tremely independent and they val-

ue individuality.  In order to mar-

ket to Gen X it is imperative to 

reach them on this level of inde-

pendent thought. 

 

 

How to market to them: Be-

cause of their level of skepticism, 

thirst for knowledge, and quest for 

individuality this group can be 

tough to target. Here are a few 

techniques that can help you reach 

them. 

 

Direct Mail: Catalogers luck out 

with Gen X.  According to de-

livermagazine.com 67% of Xers 

read their direct mail each week 

and 86% bring the mail in the day 

itôs received.  Thatôs a pretty good amount of people 

reading your catalogs each day.  An article by Thorin 

McGee from Target Marketing Mag states that Gen X 

is the ñideal direct market. They're savvy and price 

sensitive, and they don't trust corporate America, so 

less-known direct marketers have a fair chance against 

the titans of brand marketing.ò 
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Content Market: Generation X is likely to know eve-

ry little detail about a product prior to purchasing.  

They read reviews and talk it through with their 

friends.  Quality is important and honesty from the re-

tailer is imperative.  In-

cluding additional copy 

about a product is a 

good way to gain their 

trust.  White papers and 

blogs not just advertis-

ing a product, but edu-

cating them about it is 

the way to go with this 

generation. 

  

Combine Direct Mail 

Marketing with Digital 

Marketing: With the 

online world expanding so immanently it is bad news 

for catalogers to ignore the benefits of multi-media 

marketing.  Generation X is on social media sites, es-

pecially Facebook.  Marketing to Generation X on Fa-

cebook and other such media sites is important, again, 

probably because of their skepticism of corporate 

America.  A brand message that finds them through a 

friendôs post will carry more weight for them than a 

targeted message from a retailer. Rather it be through 

direct mail channels, digital channels, or better, both 

channels, the best thing to do is put your name out 

there and then let them come 

to you. So, if this is your target 

market, be sure to keep up on 

your SEO. 

 

Why target them: By now 

you may be asking yourself, 

ñif Generation X is such a 

tough market then why both-

er?ò  For one these are people 

who are at the peak of their 

careers.  They are bringing in 

the wages, building homes, 

and raising families.  They will  

be your best Christmas shoppers, best clothes shop-

pers, back to school shoppers, home repair shoppers, 

and so on.   They may be well known as the ñlost gen-

eration,ò however, when it comes to marketing, they 

certainly should not be. 


