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Are you segmenting your target audience by generation?   
It seems that each generation comes along with its own unique characteristics.  As a result, marketers attempt to 
leverage those differences in their strategies, products, messages, and media plans.    For years, marketers have been 
trying to understand and market to these four generations:  Matures/WWII, Baby Boomers, Generation X, and Generation 
Y (aka: Millennials). 

 

Who are they and how big are they? 

 
As of March 2012, there were 313,465,023 people in the United States.   Generation definitions and their total 
approximate populations are shown below: 

 Mature/WWII Generation:  born before 1946, pop: 40,267,984 

 Baby Boomers:  born 1946-1965, pop: 81,489,445 

 Generation X:  born 1966-1980, pop:  61,032,705 

 Generation Y/Millennials: born 1981-2000, pop: 85,405,385 

 

 

Source: United States Census Bureau, "2010 Census Briefs – Age and Sex Composition: 2010, Table 1" (2011). 
Note: Graph includes proportions in the total population. Total number does not add up to 100%.  The remainder includes those younger than Gen Y 
(including children) 

Who’s next? The POSTS (aka: Generation Z) 

Who are they and why do we care?  They were born at the tail end of the 90s or later (there is some overlap with 
Millennials because there is disagreement about where one generation ends and the next one begins).  They now 
account for about 23 Million people and are growing.   

As was true of the prior generations, these young people were influenced by the world events that occurred right before 
they were born or while they were very young.  The POSTS are described as: being connected (technologically and 
socially); having a global “sensibility”; and, seeing things optimistically.  But they are also harder to reach than other 
generations because they are more jaded about advertising and they have unprecedented access to technology which 
gives them more choices than ever before.   

The Posts will provide marketers with big challenges as we move forward and as their comfort level with technology puts 
them even more in control than previous generations.   

Sources:  Crain’s Chicago Business, March 18, 2014 
http://www.socialmarketing.org/newsletter/features/generation3.htm 
 

It’s becoming more and more challenging 
to conduct marketing research studies in 
today’s environment.  Here are some 
observations on the challenges – and 
some potential solutions. 
 
 
Times have changed:   

 Respondent pools and panels are being tapped out.   

 People feel tremendous time pressure. 

 Respondents have more choices and can be very 
selective.   

 
What does all of this mean to marketing researchers? 

1) We need to find more and innovative ways of reaching 
qualified respondents. 

2) We have to find better ways of motivating them to 
participate. 

3) We have to make sure that once we have them that 
they complete our surveys and are willing to take 
surveys in the future. 

4) Ensure we are making the most of the data we collect. 

 
How is Rabin Research dealing with these challenges?  We 
are… 

 Developing creative study designs 

 Using technology to make research more convenient 

 Using multi-mode methods of data collection 

 Scouring the market for new sources of respondents 

 Thinking more strategically about incentives 

 Finding ways to engage respondents better during 
surveys 

 Implementing innovative analytical techniques  

The next time you are faced with a challenge like any of the 
above, force yourself to consider some of these solutions.  
(Almost) nothing is impossible! 

And the winner is… 
Beth Sullivan from EAS Planning.   
Congratulations to our 2014 1st quarterly prize winner. 
This quarter’s prize will be the Lenmar PowerPort USB 
Portable Battery 

 
Remember, the more proposals and/or estimates you 
request the better your chances are of winning.  Each 
new request is an entry into the current quarter’s 
drawing. 

Thank you for taking the time to read our 
newsletter.  Contact us to find out how we can 
help you make better informed marketing 
decisions, or to request a proposal. 
 

Michelle Elster 
312-527-5009 (ext. 15) 

melster@rabin-research.com 
 

Nina Mueller 
312-527-5009 (ext. 16) 

nmueller@rabin-research.com 
 
Visit our website for more information about what we do and 
how we do it. 
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