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Consumer Generations

62+
1945 and Earlier

52 million

ÅIndividuality

ÅSelf-absorption

ÅYouth

ÅSavvy

ÅDiversity

ÅPragmatism

10-28*
1979-1997

79 million

EchoesXersBoomersMatures

Ages for 2006

* Cutoff points for this generation are not yet known ïgrouping for this generation often includes those for 19 years (same number as Boomers)

ÅDuty

ÅTeamwork

ÅVictory

43-61
1946-1964

78 million

29-42
1965-1978

57 million

ÅAuthorship

ÅAutonomy

ÅAuthenticity

Source: Gfeller 2007
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Consumerôs 360 Media View

Consumer has 

more channels and 

touchpoints to 

interact andé.. 

HE/SHE IS IN 

CHARGE.

Center rings = New 

(emerging) mediums 

Outer rings = 

Traditional mediums

Source: Gfeller 2007
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Multichannel Consumer

By 2011, 47% sales Internet-influenced (Jupiter 2006)
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Need for a Seamless Experience

TV

Print

Radio

Store

Word of
Mouth

Internet

Source: Gfeller 2007
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Multichannel Spending

ÅAverage annual spending per customer on 

marketing mailers: $9.10 (DMA 2005)

Å2006 interactive marketing spending: $15.6 

billion

ÅGrowing retailer spending on interactive 

marketing

ïJC Penney Direct: $127.4 million

ïSharper Image: $68.6 million
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Why Multichannel Marketing?

ÅñIt is anticipated that this (cross channel optimization) will 

ultimately ...... bring increases in effectiveness, efficiency, 

and asset productivityò ïIBM Business Consulting Services 

(2005)

ÅJ.C. Penney: Multichannel - $887, Website - $150, Store -

$195, and Catalog - $201 (Wall Street Journal)

ÅCustomers using multiple channels spent two to four times as 

much as customers using single channel (McKinsey & Co.)

Å60% of retailers claim that their multichannel customers are 

more profitable than customers using one channel (Aberdeen 

Group)
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Integrated Multichannel Marketing

Consumer 

buying cycle

Emotion Experience Relationship

TV

Sponsorship

Newspaper

Advertising

Direct mail

Call center

Email

CRM

Signage

Sweepstakes

Events 

Promotion

Source: Shar Van Boskirk, Forrester 2006
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Multichannel Marketing

Stronger Relationships

Segmenting and Targeting

Resource Allocation

Courtesy: JC Penney


