
Generational
marketing: 
Generation X



Generation X 

This generation is hesitant about change and innovation, preferring to
stick with what they know. 

Gen Xers respond well to nostalgia, word of mouth, and reviews
from other users. 

Gen Xers tend to be suspicious of corporations and institutions,
which stems from political and economic events throughout their lives
(the Watergate scandal and large-scale lay-offs in the 80s, for
example).

born between 1965-1976

Gen X grew up in a recession
period. They are cautious with
money and are more sceptical 
of brands. 



This generation is paving the way for the
first digital natives, the Millenials. Even
though they grew up without the online
shopping experience and enjoy in-store
shopping, they have fully embraced online
shopping.

Independent and critical, this
generation is more digitally
engaged than the Baby boomers.

Generation X Digital savviness



Gen X tops the list in the housing, clothing, eating
out, and entertainment spending categories and has a
global annual buying power of $2.4 trillion. 

Their economic significance will continue to
increase, too, especially as Baby Boomers begin
spending less after retirement. 

Gen X is relatively small,
however, that doesn’t mean
their economic influence
and buying potential
should be ignored. 

Generation X Financial status



Gen X respond best to honest and clear
messaging through traditional
advertising, but also loyalty programs,
word of mouth, email and social
marketing. They are fans of incentives,
such as discounts, freebies and
coupons.

Gen X use Facebook for
research and
recommendations before
making a final purchase 
in-store. 

Generation X Marketing tactics



Building up a positive reputation
on popular review sites shows Gen
X that your brand is trustworthy.

 

How to appeal to 
Gen X consumers?

Email is the best way to
communicate with

Generation X. 

When it comes to social media
platforms, they mostly use

Facebook.

Make them feel acknowledged
and tailor your messages to their

aspirations and challenges.



In any case, a generational marketing strategy should not be a company's sole approach to
segmenting an audience. At boobook, we believe in a segmentation approach beyond 
customers' age and the associated - somewhat stigmatizing - generational stamp. 

Additional customer segmentation factors, such as geography, income, interests, behaviours,
lifestyle-pattern, personal values, attitudes, consumption patterns, etc., are crucial attributes to
successful persona-based targeting. 

Like with everything in marketing, it's all about the context.  

Generational marketing matters,
but it's only a piece of the puzzle.

https://boobook.world/how-to-get-a-360-customer-view-through-segmentation-by-merging-different-data-sources/


Want to learn who your customers are
and develop products and

communication strategies that resonate
with your audience?

 
Reach out to our team! 

https://boobook.world/contact/

