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OBJECTIVES:	Analyze target markets based on different consumer generations
	Design a promotion and distribution plan for a new product – Dippin’ Dots Cereal
TN STATE STANDARDS:	Supply Chain as a Component of Marketing – Examine the marketing mix and the 4 P’s of Marketing with a focus on promotion and distribution

MATERIALS:	Dippin’ Dots Cereal: Banana Split and Cookies-and-Crème
	Project-Marketing Dippin’ Dots Cereal PowerPoint
	Article – Profiles of the Five Consumer Generations
	Project Worksheet

SOFTWARE:			MS Word 2016
				MS Publisher 2016 or Canva.com

DUE DATE:			_________________________

GRADE:			100 points (counts as a Project grade)
				Project Rubric (attached)



INSTRUCTIONS: 

1. Review “Project-Marketing Dippin Dots Cereal” PPT
2. Read article – Profiles of the Five Consumer Generations
3. Taste test the 2 cereals and decide which cereal should be promoted to which consumer generation
4. Complete the project worksheet – decide on 2 consumer generations you will focus on
a. Create and complete the project worksheet on MS Word 2016
b. Print your project worksheet
5. Design 2 posters for each of the consumer generations selected using MS Publisher 2016 or Canva (www.canva.com ). Make sure your posters are appropriate for the specific consumer generation.
6. Email your posters to kavasschs@gmail.com so they can be presented to the class for evaluation
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	PROJECT RUBRIC

	
CATEGORY
	POSSIBLE
POINTS
	POINTS
 ASSIGNED

	Research
· Includes all information requested
· Well-researched and accurate material
· Proper grammar, spelling, and punctuation
	40
	

	Use of Software
· Used assigned software
· Required elements are included
· Visual appearance and output – clear and easy to read
	30
	

	Presentation
· Organized and presented clearly
· ALL group members participated
· Followed required format
· Visually appealing
	20
	

	Instructions
· Followed all instructions
· Turned assignment in on time
	10
	

	TOTAL POINTS ASSIGNED:
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Profiles of the five consumer generations

Looking forward to 2030, five different generations will impact consumer wants, needs and behaviors.
And between now and then, the impact of each of those generations will change.

Not everyone agrees on the lines of demarcation between generations. That underscores the fact that
‘generational science is not always so scientific. For Roadmap 2.0, here are the breakouts:

* Silent Generation ~ born t the end of the Great Depression and through the end of World War Il;

+ Baby Boomers — born after World War II until the early 1960s;

Generation X — born late 1960s to early 1980s;

Millenials (sometimes known as Generation Y) — born mid-1980s
until 2000;

iGen (also known as GenZ) born after 2000.

At the front end, the Silent Generation fades out of the consumer
mainstream during the next decade. As a result, this group has the
least impact on future consumer trends. Meanwhil, the roles of the
other generations evolve as they pass through various life milestones.
See the boxes in this section on the key characteristics affecting the
consumer behavior of the other generations.
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Boomers and Gen X change what they consume

Both groups push the notion of retirement aside, choosing to continue
to work to maintain income o to stay active. Their employment may
change, moving to more knowledge-based work as their age and
experience continue to create needed value.

Their employment and wealth creation continues to fuel
consumption; however, what they consume changes. By 2025,
consumption focuses on lifestyle, staying active and connected to
their family and community. Life maintenance increases importance
as they consume more health and medical care services. Boomers and
Gen X use health and social club services for community connection
and general fitness. The oldest, desiring freedom and lower costs,
consume more in-home assisted care, choosing to be in their own
homes, or living with their children and grandchildren.
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The two factions of Millennials

Unlike earlier generations, Millennials split into two distinct
factions—those who became working adults before 2010 and
those who became working adults after 2010. Similar to the
cultural effect of the Great Depression and World War Il the Great
Recession divides the behavior and attitudes of Millennials.
Generally, Millennials entering the workforce before 2008
delayed marriage and children longer than past generations. This
‘group held onto their jobs (for the most part) as corporations
unloaded higher-paid Boomers and under-qualified Gen X workers.
‘They married but delayed having children to build up financial and

employment security. By 2025, all

‘These Millennials borrowed less to attend college, partly

because of lower tuitions and higher financial support from their f i
parents. Of those who did go to college, more graduated with Millennials are fully

science or business degrees than liberal arts degrees, making the i i
process of finding employment less of a challenge. In prime earning

‘The second half of Millennials, graduating after the economic i
‘downturn, represents a larger portion of the generation due toa and consumption
spike n birthrate and the timing of the Great Recession. These Y@,

Millennials graduated into a tight job market looking for technical

‘education. Millennials with technical, science and business

degrees found employment in their fields. Those with liberal arts degrees found a job market with little
‘demand for liberal arts degrees.

The attitude difference between these groups is naticeable. The early group identifies more wi
Gen X and often does ot consider themselves as Millennial. Neither is the case with later Millennials.

Early Millenials also push off the notion that they display entitiement. This split is important
because it influences the consumption pattern of each group.

Early Millennials delayed major life events, like marriage and children, partly because of the
challenges of debt and earning power. One significant trend reflects how more Millennial women joined
the workforce, focused on building careers.

This translates to home buying and other consumption. Early Millennials purchased homes and
related durable goods as singles, not waiting to make a home purchase until they married. They tend to
buy smaller homes located inside of urban markets or condominiums.

By 2025, all Millennials are fully in prime eaming and consumption years, becoming the dominant
‘generation of consumers. Demographers expect Millennials to settle down and have children like the
other generations. However, it will be about five years later than was typical for Gen X or Boomers.
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Gen enters the picture

Looking forward o the next generation of
‘consumers, a number o key markers separate the
Millennias from iGen. This generation i stil being.
born. But the leading edge o this generation i old
enough now to be the next market for marketers
and generational researchers o study and research.
Tere is enough informaton to deduce many of the
conditions that shape behavir o this group.

Projected to be 82 millon strong, iGen
accounts for 29% of the total population in 2025,
utnumbering Millenials by more than 3 milion.
s they grow through the teen years, iGen becomes
a dominating force behind the Millannias, shiftng.
the mean age of the population lower 25 Boomers.
and Gen X age.

Gen grows through native bor and
immigrants, children born outside the Urited
States that immigrate into the United States,
and as the American bom children of llegal
immigrants.

e most ethnically diverse generation in the
‘ountry, iGen willive geater level of ethnic and
social divesity in the workforce and as consumers.
Trvough Intemet.delivered video, iGen watches and
participates n diverse culture

‘Generationa experts call for fewer than 20%
of Gen to mary in their 205, an extension of
Millennials and a strong contrast o Boomers where
42% maried by 30.

Born after 2000, iGen does not remenber the.
events of Sept. 11, 2001. Their lves of higher
attention to securiy and lockdowns in school,
temorism and shootngs guide their thinking of
what security s.

“Tns i th firt generation of ubiquitous
‘computing. Born into homes with compaters,
Iaptops in schools, tablets, and smart phones,
iGen is dependent on technology for education,
entertainment and work. To iGen, geting a smart
phone is more important than a drivr's license.
Where other generations consider technology trends
a5 novel, iGen takes them in strice.

“The early wave of iGen is now tarting to
develop ther consumer and living behaviors, so
predictions of those behaviors are ephemeral, for

iGen accounts for 29%
of the total population
in 2025.

“This generatio, because of education and
abilty, levers technology as consumers more
than any other generation. Combine that with

a lack of transportation to traditinal rtail and
the commercial offerngs of the Internet, it s no.
surprise that iGen uses technology to research
‘what to buy before making the buy. Gen is the
most comifortable of all generations researching
forbetter bargains using smart phones, even
‘when standing in ront of the salesperson i the.
retal store. 1Gen expects witeless in every store,
restaurant and waiing aea.

While media is partof the information barage
foral bt the Silent Generation, Gen grows
up in a media saturated world where data and
information are available from endless sources,
with much o that information wrapped in a coating
of advertising. 1Gen does not remember where
marketing i not part of their media consumption
‘where brands appear in movies and television
Shows. It is natural for advertisements o appear in
news feeds or in the apps they use on tablets and.
smart phones.

Far more important, iGen can't remember a.
time before social media. More than any other
‘generation, 1Gen beleves social media affects how
people see them.
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