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Tom’s  Message  Board
•	 Characteristics: “reality bites”, skeptical of higher institutions, 

cynical about marriage and life, fiercely independent, 
questioning everything, tech savvy, globally concerned

•	 Values: independence, freedom, friends, mobility, security
•	 Communication preferences: to choose the communication 

method and frequency, e-mail, cell phone, texting, blogging, 
instant message, online forums

•	 Communication barriers: face-to-face communication, 
formal letter writing, team discussion (prefer one-on-one), 
difficulty communicating up or down a generation; some 
barriers with social networking

Generation Y – birth years 1979-1997

•	 Significant world events: September 11; high speed Internet 
access; overnight delivery; the Information Age; You Tube; 
“everything and anything goes” pop culture; helicopter 
parents and birth of self-esteem movement; Columbine and 
Virginia Tech shootings; cell phone mania; invention of 
Facebook, My Space and other online social networks

•	 Characteristics: open and accepting of diverse backgrounds, 
very concerned about social and global issues, worldly, 
knowledge workers, team players, multi-taskers, “me”, 
impatient, need for speed and thrills

•	 Values: live first/work second, speed, information/knowledge, 
friends, fun, saving the world, creativity, simplicity, balance

•	 Communication preferences: texting, online social networks, 
e-mail (only for work and school), instant message

•	 Communication obstacles: face-to-face, telephone, 
professional or even casual letter writing

Generation Z – born after 1997

This is the rising generation. Not yet adults, Gen Z has not yet been 
profiled. Generation Z has never known life without the Internet, 
computers and mobile phones and because of this, they are used to 
instant access and satisfaction.  They are being given cell phones 
at an early age, making their primary means of communication 
texting and using online communities and social media. 

Since generations repeat themselves after 80 years or four 
generations, some demographers believe this generation will 
look like the GI Generation. Gen Z will be shaped by the current 
recession which will likely make them frugal, socially conscious 
and valuing integrity. 

Using generational preferences for marketing
Today’s communications technology enables marketers to 
pick from a number of tools to reach customers, including 
telemarketing, direct mail, opt-in e-mail, and messages to mobile 
devices. By understanding the communication preferences of 
generations, you can select the method your target audience is 
most likely to prefer, as well as tailor content to each generation.
But be aware that each generation blends into the next, meaning 
that preferences exist on a sliding rather than absolute scale. What 
this means is that the best strategy is to be proficient at all forms 
of communication.
•	 Don’t neglect personal and business correspondence. The 

GI Generation, Traditionalists and early Baby Boomers 
value letters, both handwritten and typed.

•	 Don’t abandon the telephone. The GI Generation, 
Traditionalists, Baby Boomers and Gen X still use the 

telephone. Just remember to call Gen Xers on their cell 
phones.

•	 Become comfortable with face-to-face communication. 
Only Gen X and Gen Y are truly uncomfortable with face-
to-face conversations. 

•	 Become comfortable with technology. E-mail, blogging, 
text messaging, instant message, Facebook and Twitter are 
here to stay.

•	 Learn how to speak in public. There will be times when a 
public speech is necessary. Think of the “elevator speech”, 
a 30-second description of who you are and what you do.

And if you are very comfortable with new communication 
technology, remember that most of your target audience may 
not be. As evidence, consider research published by the Pew 
Internet & American Life Project in July 2011. Author Aaron 
Smith reports that although 83% of American adults own cell 
phones, only 42% of those are smart phones, which translates to 
35% of cell phone users. Smart phone adoption is highest among 
Americans between ages 18 to 44.

How we can help
If you are struggling with all this new information, know that you 
are not alone. Since our job is to help our customers communicate 
with their customers, we’ve been studying generational 
differences for a while. We haven’t abandoned print because it 
is still valued by the GI Generation, Traditionalists and Baby 
Boomers. But we’ve added additional services such as web site 
creation and administration (both desktop and mobile), and we’re 
using social media for our marketing to develop our skills. Even 
more importantly, we have learned how to modify a marketing 
message so it will have appeal across generations. If you would 
like more information about putting our expertise to work for your 
business or organization, contact Tom Brassard at 802.865.2872.. 
It will be our pleasure to help you learn from our experience.

Direct Mail...
The Evolution.

Great News Russell! Your ship has come in and it’s got	
your name on it! She’s a beauty isn’t she? Soon	
you’ll be setting sail on a sunny afternoon on gorgeous 	
Lake Champlain! Can you feel the refreshing breeze 
already?

Do we have your attention? Thought so… perfect.

Now…just imagine the possibilities for generating leads for 
your business, raising money for your non-profit organization, 
building your brand awareness, and delivering a message that’s so 
impactful in marketing by capturing the same attention and emotion of 
your audience. 

This is just a glimpse of the possibilities using our digital printing technology, your data, and the persistent power of direct mail. With 
direct mail, especially targeted and data-driven direct mail like this, you have something much more powerful than what email, radio, 
television, and even social media can deliver… a creatively designed “piece” of your business that someone is actually holding in 
their hands - imagining the possibilities of your message. Add a measurable call-to-action to drive traffic to your website or front door, 
plus a QR code to your mobile-friendly site, and you’ve got one heck-of-a marketing campaign going on. 

Here are some ideas:

	 Auto Dealers: an image of the newest make and model car each customer has purchased from you in the past who	
 	 may be ready to trade up… with their name on the license plate for a little added personalization!

	 Boat, RV, Motorcycle, Snowmobile, Heavy Equipment, High-End Bicycle Dealers: ditto

	 Travel Agents and Tour Companies: variable messaging and imagery to destinations and adventures that are relevant 	
	 to your clients’ preferences based on trips they’ve purchased in the past. 

	 Outdoor and sports equipment retailers: cross-sell marketing with images and enticing content to introduce other	
	 lines of products you sell to current customers.

	 Dentists/Maxillofacial/Cosmetic Surgeons: segmented mailings using variable imagery and content to pinpoint each 	
	 recipient’s area of interest and attention.

	 Non-Profit Organizations: variable imagery and messaging segmented by donor income levels, home value, geography,	
 	 giving history, education level, age, lifestyle preferences, and other demographics relevant to each mail recipient.

Really…the possibilities are endless and that’s where Paw Print and Catamount Marketing Team expertise and creativity come in.	

Direct mail has evolved. Mail can play a strategic role in a multi-channel marketing mix to drive traffic to your website, mobile 
site, and front door. We’re good at it and can create a campaign and budget for virtually any business or organization. My initial 
assessment and feasibility discussion with you is free with no pressure or obligation to buy… I invite you to take advantage of this.

Happy Sailing!

SS Paw Print & Mail
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