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CHAPTER I 

INTRODUCTION 

Background 

In the June 6, 1994, edition of Newsweek, four writers commented that the only 

two things which could be said with certainty about Generation X \& that they are 

Americans and they are in their twenties (Ehrenfeld, Henderson, Springen, & Pryor, 

1994). Herein is the marketing anomafy: How do companies advertise to people who are 

members of such a diverse demographic group? How do members of Generation X 

perceive advertising? Are there any remarkable differences between how Xers and older 

American generations think of advertising? If so, marketers would benefit from such 

knowledge, because certainly they could not employ the same marketing strategies for Xers 

and other Americans if perceptions about advertising (tiffer. 

Known as Generation X, the baby busters, the 13th Generation, the 

twenty-somethings, the forgotten generation, this is considered a difficult group on which 

to focus (Steinhauer, 1994). Generation X is a vastly diverse group in regard to such 

factors as age, race, and lifestyle, and is commonly defined as consisting of all Americans 

bom between the years 1966 and 1977 (Zill & Robinson, 1995). It is difficult to find one 

marketing strategy which appeals to the entire generation. In order to market to Generation 



X, the first thing which needs to be discovered is how members of this demographic group 

perceive advertising, compared to other generations of Americans. 

The Generation X Stereotype 

What began as the title to a Douglass Coupland book has evolved into a defining 

phrase of an entire generation (Wu, 1995). When the term Generation X is used, many 

people immediately picture the image of the slacker, a grunge-attired young person, 

employed at a dead-end job, and caring about very littie (Freeman, 1995; Cohen & 

Simons, 1995). This is the stereotype. Slackers are only one group of people among a very 

diverse crowd. 

However, it is often stated that all myths are at least based in reality, so it is 

important to explore where the Generation X myth came from in order to better 

understand these people. Some of the ways in which Generation Xers are defined are as 

people who are angry, cynical, hopeless, insecure, apathetic about political and social 

issues, and taking a long time to fiilly enter the adult world (Zill & Robinson, 1995). And 

in fact, there are some real reasons why members of this age group would feel this way. 

For one reason. Generation Xers do face terrible employment prospects. They are 

attempting "to break into a top-heavy job market, one that is crowded with 



thirty-somethings who have latched on to tiie good jobs and don't plan to budge" according 

to Mamey (1993, p.37). Generation X has been called a one-generation depression since 

their level of income is 20% lower than Boomers earned at the same age (Strauss & Howe, 

1993). There are a number of other obstacles as well. Between 1983 and 1992, salaries 

for men in their twenties fell by nine percent, while salaries of women in the same age 

group fell by four percent (Zill & Robinson, 1995). According to the Bureau of Labor 

Statistics, 25 percent of college graduates under the age of 35 are under-employed in jobs 

which do not require college degrees (Lane, 1995). 

Generation Xers fear their fiiture will not be as good as their parents' lives have 

been. They often point to major national issues such as social security and the national 

deficit as grounds for these worries (Mamey, 1993). Greneration Xers believe that their 

economic security will be affected by the national deficit, and they believe that they are 

paying money into a Social Secmity system which will not be there for them when they 

retire. 

Generation Xers are the people who grew up under an emerging drug culture, 

rising crime rates, broken homes, and a series of economic recessions. N̂ Iany Xers 

observed their own parents get laid off and, as a result, began to question the value of 



leading the same lifestyle their parents lead, developing a weariness about entering the work 

force (Ryan, 1993). 

Stereotjrpes have plagued other generations as well. For example, American 

Demographics editor Patricia Braus wrote that stereotypes about Baby Boomers have 

existed for decades (1995). Now, Braus claims, many previous images about Boomers 

have become inaccurate as, "the original youth generation has left its youth behind" (1995, 

p.40). 

Positive Attributes 

Despite these negative perceptions, there are a number of positive characteristics 

which define Generation X. Even though the employment prospects of Xers are often 

bleak, many new careers require high-level skills, and a great deal of Generation X is 

computer hterate (virtually all members of this generation have at least some practical 

computer experience) (Lane, 1995). Education is very important to this demographic 

group. Fifty-four percent of people between the ages of 18 and 24 are currently enrolled in 

college, the highest level of college attendance ever for people this age (Zill & Robinson, 

1995). Attendance in technical and community colleges also continues to rise (Ehrenfeld, 

Henderson, Springen, & Pryor, 1994). 



Contrary to popular belief, members of Generation X are usually quite ambitious 

and often succeed in their ambitions. Seventy percent of new businesses created annually 

are started by people between the ages of 25 and 34 (Cohen & Simons, 1995). 

Many members of Generation X grew up in divorced families with parents who did 

not spend much time with them. The divorce rate doubled between the years 1965 and 

1977, the period when Generation Xers were bom (Zill & Robinson, 1995). Forty percent 

of Xers spent some time in single parent families while they were growing up (Zill & 

Robinson, 1995). This, in tum, led to tiie rise of boomerang children, the kids who moved 

back and forth frequentfy between the homes of their parents. 

Now Xers are delaying marriage until later in life. The number of women between 

die ages of 25 and 29 who had never married tripled from 11 percent in 1970 to 33 

percent in 1993, while men of the same age who had never married increased from 19 

percent to 48 percent over the same period (Zill & Robinson, 1995). Generation X is also 

delaying maniage until after college graduation and the beginning of a career. 

According to Karen Ritchie (1995X executive vice president and managing 

director. Media Works, and author of Marketing to GeneradonX, these decisions, coupled 

with the fact that Xers are waiting longer to have children, help to increase the economic 

stability of the fiiture for these people. All of these factors combined should help members 



of Generation X acquire more financial security and discretionary income, as well as the 

ability to achieve the goal of marriage for life (Ritchie, 1995). 

Despite how Xers are often portrayed, most people of this generation are 

responsible individuals. Xers were the first generation to grow up under high divorce rates 

and single parent homes, as well as dual income parents, causing many Xers to become 

latch key kids who came home to an empty house every day to take care of themselves, 

and often younger siblings, until a parent returned home. These children were often given 

household chores to complete, and shopping tasks that gave them an early introduction into 

the marketplace (Ritchie, 1995). Most members of Generation X began working in high 

school, ended up working through college, and then went straight into the work force as 

they began their careers. 

Far from being politically and socially apathetic, a large percentage of young people 

today are registered to vote, and a lot of Xers are doing volunteer work and showing 

concem with problems of modem day society such as the environment (Cray, Curry, & 

McWhirter, 1990). Members of Generation X are consumer savvy and know how to spot 

both faulty advertising and good deals. Xers are often considered to have consumer 

expertise in such fields as electronic equipment, computers (both hardware and software), 

and even many types of automobiles (Ritchie, 1995). 



According to this information, unlike the stereotype of Generation X being comprised of a 

bunch of dead-end slackers, Xers are some of the most highly educated, motivated, and 

consumer-conscious people the nation has ever produced. 

Marketing Value 

Some of the best selling products to Generation X include computers, home and 

car stereos, televisions, video cassette recorders, furniture, compact cars and trucks, small 

appliances, answering machines, fax machines, clothing, compact discs, and software 

(Ritchie, 1995). There are several ways in which marketers have approached (jeneration 

X. 

One method marketers have used to approach Greneration X is by catering to the 

Generation X image, a flawed approach when the overall perceptions discussed earlier are 

considered. This demographic group is far too diverse in regard to overall lifestyles, and 

age in particular. Members of Generation X have different attitudes and lifestyles based on 

such factors as age, race, and gender and cannot all be grouped together (Gross & Scott, 

1990). 

Generation X has innmense buyer potential. There are approximately 48 million 

members of Greneration X (Gross & Scott, 1990). These numbers in themselves represent 



a tremendous opportunity for marketers searching for a new frontier in which to peddle 

their merchandise. Richard Hokenson of the brokerage firm Donaldson, Lufldn, & Jenrette 

estimates Xers boosted the nation's gross domestic product by nearly one percent in the 

niid-1990s (Cohen & Simons, 1995). This was done after Xers started spending money on 

major items like cars, furniture, and houses. "The rise in the number of 25-year-olds has 

been a major cataljst for tiie economy." Hokenson said (Cohen & Simons, 1995, p.54). 

According to research, most members of Generation X are not employed in 

dead-end, low-paying jobs. As has been previously stated. Generation X (for tiie most part) 

is comprised of ambitious people with high levels of educatiotL According to a 1993 Roper 

Organization poll, the average salary of 18-to-24 year olds is $27,000, while the average 

salary of 25-to-29 year olds is $30,000 (Lee, 1994). These high salaries, along with the fact 

that most members of the generation are just starting out in life and still have many major 

purchases to make, provide definite proof of the buyer potential of Generation X. 

Generation X spent $95 billion in 1992 alone (Rifkin, 1994). 

Greneration X is an important demographic group to mariceters, even though there 

are a few irresponsible slackers in the group. This can certainly be traced to the youth of 

the generation. After all, in 1996 Greneration X included people as young as 18 \ears old. 

And every generation has members of the anti-establishment. "There's always a group that 
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chooses not to join the dominant culture," said David Lipsky, autiior of the Generation X 

book Late Bloomers (Giles, 1994, p. 64). "In the 50s it was the Beats. In the 60s it was the 

Hippies. The media just rediscovers the chameleon every ten years," Lipsky said (Giles, 

1994, p.64). 

However, as these people grow up, they will be forced to adapt to social norms if 

they are to survive. Some Xers may have different attitudes and values than the older 

members of society, but - like all previous generations - once they move into the work 

force they will be submerged into the dominant values of organized culture (Burke, 1994). 

Advertising Attitudes 

Is there a different way to market to Generation X compared to older American 

generations? If there is, it is first necessary to determine what Generation X's attitudes are 

toward advertising. The obvious problem when attempting to market to Generation X is 

how to approach them. Some efforts have centered around trying to focus on the hyped 

image of the generation. This method is considered by many to be a sure way of alienating 

the majority of Xers. According to Elissa Moses, senior vice president and director of 

strategic planning at D'Arcy Masius Benton & Bowles, Inc., attempts by marketers to show 

Xers they are in touch with their generation and aware of the obstacles Xers face have 



resulted in advertisements which are cold, removed, or stylized (Ryan, 1993). Jane 

Pinzler, vice president and director of youth marketing at Houston, Effler, Herstek, and 

Favat, said, "The ads falling flat are those that say we know you, you happy-go-lucky 

slacker" (Freeman, 1995, p.30). Cohen and Simons wrote that as children, Xers watched 

hours of television, were exposed to numerous advertisements, and have now grown up to 

be discriminating adults tumed off by excessive hype (1995). 

Much of Generation X's attitudes toward advertising stems from experiences these 

people had while growing up. Xers were exposed to an intense advertising barrage which 

created a cynical outiook. Author and marketer Karen Ritchie used the following example 

to address this topic: "The first time you realize the super toy you wanted is only four 

inches tall you learn a hard lesson. We created a whole generation that believes advertising 

is Ues and hype" (Giles, 1994, p.70). 

Xers are considered extremely complex individuals who do not like advertisements 

which cater to an image. Their attitude toward advertising tends to be a need to be given 

specific information about products (Freeman, 1995). Xers like the obscure and offbeat in 

advertising. Once something they like becomes popular in the mass media, Xers move on 

to something else (Horovitz, 1995). Xers are generally known for seeking instant 
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gratification. They like to channel surf television and cruise the intemet for interesting 

sights. If they do not see what they want, they do not linger (Horovitz, 1995). 

One of the big differences between Xers and Boomers, according to Doug Mazza, 

executive vice president of Hyundai Motor America, is that Boomers want to be 

bombarded with positive messages. Xers, on the other hand, are too cynical for this 

method and must be told the tmth (Lienert, 1995). 

Despite the opinions of these experts, few scientific studies have been done to 

compare the advertising attitudes of Greneration X to older Americans. 

Purpose and Significance of the Study 

Considering the fact that Greneration X is a valuable and worthy demographic 

group for marketers to target, this project will attempt to demonstrate what differences, if 

any, exist between Xers and Baby Boomers concerning attitudes about advertising. Once 

this is established, it can be determined if it is necessary for advertisers to take a different 

marketing approach toward Generation X. While there has been some work done about 

Xer attitudes toward advertising, and some research done comparing lifestyle attitudes 

between Greneration X and older generations, there has been limited scientific research on 

comparisons of advertising attitudes between the older and younger generations. 
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Table 1.1 Demographic 

Variable Generation X Rahy Roomers 

Birth period Bom between 1966 and 1977 Bom between 1946 and 1965 

Membership 48 million 78 million 

Income 1990 average - $28,000 
18-24 years old - $27,000 
25-29 years old - $30,000 

Discretionary monthly income - $260 
18-24 years old-$230 
25-29 years old - $295 

Annual level 
22.4% - greater tiian $60,000 
26.6% - $40,000 - $59,999 
18.5% - $30,000 - $39,999 
14.9% - $20,000 - $29,999 
12.3%-$10,000-$19,999 
5.1% - less tiian $10,000 

Education High school graduate - 82% 
Attended some college - 54% 
10 million current college students 

9.1% - graduate degree 
26.9% - bachelor's degree 
21% - some coUege 
38.6% - high school graduate 
13.4% - less than high school 

Family status 15 million married - 31% 72.1%-married 
16.3% - divorced 
10.4% - single/ never married 
1.2% - widowed 

Other Race 
70% - White 
13%-Black 
12% - Hispanic 
4% - Asian 

Family status 
65.5% - have children 
35.5% - do not have children 

(Cohen & Simons, 1995; Giles, 1994; Lee, 1994; The new American Family, 1992) 
12 



CHAPTER n 

LTTERATURE REVIEW 

Introduction 

Generation X is a unique group of Americans who grew up in a rapidly changing 

world and faced issues and problems not present when previous generations were coming 

of age. Xers are said to have grown up on television and have been constantly exposed to 

advertising from a very young age. This chapter will describe previous research done 

comparing the lifestyles of Generation X to older Americans. It will also review work done 

on how marketers have approached Xers in the past, including efforts that have been 

considered successful and unsuccessfiil. This chapter will also look at previous attempts to 

define Generation X's attitudes toward advertising. 

Xers versus older generations 

Cheung (1994) undertook a research project which served to better define 

Generation X. He stated that every baby boom inevitably leads to a baby bust. Generation 

X is one such example. Cheung wrote that the generation before Generation X had such 

high numbers they could afford to be idealists (1994). Generation X has a much lower 

population. Cheung (1994) believes that Xers often have low expectations because they 
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entered the work force at the beginning of a recession, and after social movements such as 

the civil rights movement had already taken place. 

Cheung (1994) believes that the Baby Boomers grew up in a thriving economic 

environment stimulated by their own numbers. When the Boomers reached adulthood, 

they began spending a great deal of money on such items as new homes and cars. Once 

they got older. Boomers had completed their major acquisitions. The economy slacked off 

as a result, sales went down, companies suffered, and workers were laid off at the very 

time that Greneration X was entering adulthood. 

Cheung (1994) stated the 1980s brought the rise of Generation X. but their small 

numbers led to small influence. Cheung (1994) uses the analogy that the Boomers entered 

the work force at a time when the party was just begiiming, and there were many 

opportunities. In contrast Generation X entered tiie work force at a time when the party 

was winding down, and lay-offs and eariy retirement were now the norm. Cheung (1994) 

also wrote that Boomers grew up under wholesome values, while Generation X was the 

first group of Americans to experience high rates of drug and alcohol abuse, a soaring 

number of marriages which ended in divorce, and the beginning of a large amoimt of 

pregnancies which ended in abortion. 
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AReader's Digest polled sampled 1,053 Americans across four generations, 

comparing fundamental beliefs (Ladd, 1994). The four generations compared were 

Generation X (bom between 1966 and 1977), the Baby Boomers (bom between 1946 and 

1965), the Silent Generation (bom between 1932 and 1945), and the Depression 

Generation (bom before 1932) (Ladd, 1994). The data showed that while young people 

did differ in some purchasing areas, such as clothes, their basic set of values did not differ 

from older Americans. One question asked, "If you work hard do you still believe you can 

get ahead?" The Depression-era Generation led with 78% saying yes, but Xers matched the 

national average with 74% responding aEBrmatively (Ladd, 1994). To the question, "Is 

America still the best place in the world to live?" the Depression Generation led again with 

85% saying yes. Boomers and the Silent Generation followed at 81%, and then Xers at 

73% (Ladd, 1994). Another question asked, "What is the biggest threat to the nation's 

fiiture, big government, big business, or big labor?" Americans responded with big 

government as the biggest threat, led by 70% of both Xers and Boomers placing this 

concem the highest (Ladd, 1994). When asked, "How much did your families shape your 

attitudes about right and wrong?", 75% of Xers replied a great deal, only five points below 

the national average (Ladd, 1994). Ladd (1994) theorized that the beliefs about generation 

gaps come from the fact that most young people are usually dissatisfied with their early 
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jobs, more active in recreation, and less involved in civic affairs, the same behavior found 

in young people from previous generations. 

One thing that Xers and Boomers have in common is that older Boomers are 

sometimes considered a difficult demographic group to understand. It is not always easy to 

target their spending patterns. Some Boomers are about to become grandparents, others 

first time parents, some Boomers are preparing for retirement, others are about to start 

their own businesses (Guttman, 1996). 

Despite such discrepancies among Baby Boomers, their purchasing power is 

indisputable. The average Boomer spends $41,444 annually on eating out, apparel, 

automobiles, entertaiimient, education, and insurance; nearly $11,000 a year more than 

households headed by 25-to-34 year-olds (Guttman, 1996). For the most part. Boomers 

have more money than people of similar ages from previous generations, but many 

Boomers are also strapped with the financial burden of assisting their children and their 

elderly parents (Guttman, 1996). Furthermore, an interesting future trend shows that the 

over 50 age group is estimated to grow 50% over the next decade to 37.7 million members 

(Guttman, 1996). Guttman writes this group "concedes that it is growing up, but refijses to 

admit it is growing old" (1996, p. 57). Possible fiiture purchases for older Baby Boomers 

include magazines and cable chaimels geared toward people in their fifties, up-scale 
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automobiles, the travel and tourism industries, and insurance (Guttman, 1996). Guttman 

stresses that the message marketers must send to older Boomers is that they need to plan 

weD to enjoy the future (1996). 

Hudson and Melanson (1995) did a survey which sought to investigate consumers' 

perceptions of advertising informativeness. One of the research questions in the study 

attempted to determine wiiether demographic variables such as age ha\ e an impact on 

perceptions of advertising informativeness. A random telephone surve\ of 928 people was 

utilized where callers were asked to respond to questions on a seven-point Likert scale. Age 

was one of several demographic variables measured. The results showed respondents 

overall rated the value of advertising as important for making shopping and purchasing 

decisions (Hudson & Melanson, 1995). The study determined respondents' perceived 

informativeness of advertising increased with age. Respondents in the 35-to-49 year-old 

category valued advertising more than people in other age ranges (Hudson & Melanson, 

1995). Younger respondents rated the value of advertising lower than older respondents. 

Hudson and Melanson (1995) theorized that older respondents value advertising 

more than younger respondents because they generally have more money, less time to 

shop, and a greater need to learn about new products. Also, tiiere is a direct relationship 

between age and income. Consumer income tends to increase with age, so older 
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respondents may value advertising more than younger respondents since they have more 

money to spend (Hudson & Melanson, 1995). 

In an earlier study, Pasadeos (1990) sought to determine what consumers thought 

of the informativeness of advertising, and to determine if perceived irritation with 

advertising is related to perceived informativeness. Age of respondents was one factor 

considered. The methodology of the study was a questionnaire administered to 407 

shoppers at three malls in Alabama. Data was measured via a seven-point Likert scale 

about how informative and how irritating respondents found local advertising in three 

media forms: newspapers, television, and radio (Pasadeos, 1990). 

Age was the most important variable in both informativeness of and irritation with 

advertising. It was detemiined that irritation with newspaper and radio commercials 

increased with age, while irritation with television commercials decreased with age. 

Pasadeos' study (1990) also found that perceived informativeness of advertisements 

increases with age. 

King, Reid, Tinkham, and Pokrywczynski undertook a study to assess the relative 

value of six mass media types (television, newspaper, magazine, radio, outdoor, and direct 

mail) (1987). The researchers hypothesized that while consumers value advertising as an 

informational source, the informativeness of advertising media varies between the different 
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methods. Another hypothesis was that the perceived informativeness of each medium 

varies according to demographic factors. 

In order to test these hypotheses, a telephone survey of 276 people was conducted 

in Greorgia. The respondents were asked to rate their degree of attentiveness to advertising 

in the six media, to rate the information value of national and retail advertising conveyed by 

the six media, to indicate which media type is considered the most valuable for advertising, 

and to provide media usage and demographic information (King, Reid, Tinkham, & 

Pokrywczynski, 1987). Data was measured via Likert scales. 

Unlike the Pasadeos study, data in this project displayed a tendency for younger 

respondents to judge the six me(tia forms as having more informative advertising than did 

older respondents. Therefore the second hypothesis was supported. Demographic 

variables, particularly age, were significantly related to perceived advertising 

informativeness (King, Reid, Tinkham, & Pokrywczynski, 1987). 

The results of the previous articles and studies show that members of Generation X 

do have different lifestyles and life circumstances than do other Americans. At the same 

time, however. Generation X is not comprised of people who are altogether different from 

older generations. Many of Greneration X's attitudes and beliefs about hfe in general are the 

same as other Americans, and differences can possibly be traced to the youth of 
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Generation X, a factor which has produced nonconformists in all generations. Members of 

Generation X do perceive some aspects of advertisements differenth' than do other 

generations, although there is some discrepancies on just v îat these differences are. 

Marketing Options 

There is abundant evidence in recent research that Generation X is a vital 

up-and-coming marketing segment for companies. One of the options marketers have 

utilized in order to approach Generation X is to attempt to define Xers according to 

popular perceptions. Exanq)les of this type of advertising include Mountain Dew's 

commercials in which four young men are shown participating in adventure sports (which 

have become a popular activity with this age group) whik drinking Mountain Dew. 

Another example is Subaru Impreza's advertisement in which a young member of 

(jeneration X is dressed grunge style while ranting about how the Impreza compares to 

punk rock music (Serafin & Rickard, 1994). Fruitopia commercials attempted to cash in on 

the recent Sixties throwback fad currently popular among some young people (Magjera & 

WeUs, 1994). All of tiiese commercials attempt to profit from the popular stereotype of 

Greneration X. 
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However, there are several problems with this option. First of all, maiiceters risk 

alienating most of the people in Generation X who in no way relate to this stereotype. The 

previous examples of advertisements are the exact kind of hype that Generation X dislikes. 

Ritchie (1995) argues that while Xers do not disapprove of advertising itself, they do not 

want to be bombarded with endless displays of overstatement. 

Another reason this marketing strategy is not considered a good idea is because 

there are a number of examples of what can be termed short-lived phenomena involving 

Generation X. Ritchie (1995) explains that often times the media focuses on one issue 

which is considered popular for awhile, and over-promotes it into tiie realm of absurdity. 

Take, for example, celebrities who have at one time or another supposedly been the new 

idols of the generation. Andre Agassi, Shannon Doherty, Kurt Cobain, and River Phoenix 

have all been considered voices of this generation, yet all of them have now faded into 

obscurity after a barrage of media abuse (Ritchie, 1995). 

Catering to a specific image of any generation is often considered risky. In the 

prosperous Baby Boomer generation, which spans a 19-year period, some marketers divide 

the generation into older and younger groups, rather than treating all Boomers like one 

marketing segment (Braus, 1995). The older Boomers came of age during a time of 

economic prosperity and political tumult, such as the Vietnam War and Civil Rights 
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Movement, and the younger Boomers came of age during a contracting economy of the 

1970s and 1980s, the oil embargo, and tiie Watergate scandal (Braus, 1995). 

Focusing on a single image of Generation X is dangerous for another reason: There 

is nothing universally appealing for all members of Generation X. It is such a diverse group 

tiiat by tuning into only the stereotypical image of Xers the vast majority of the generation 

will not be reached. As was previously stated, many Xers cannot relate to the popular 

Generation X perception. A good example can be found from Serafin and Rickard (1994). 

They explain when Dodge was searching for a music spot for the Neon, a car aimed at 

Greneration X, they could not decide on one piece of music which would appeal to the 

entire generation (Serafin & Rickard, 1994). Instead, they were forced to use music as 

background in the advertisements, rather than as a motivator (Serafin & Rickard, 1994). 

In order to avoid the stereotypical image, some advertisers have used a new 

approach to reach this generation. They attempt to be direct and honest, with a no-frills 

style. Advertisers are beginning to take Xers seriously by employing reason and logic, and 

providing substantial information about their products. At the same time, advertisers are 

also utilizing humor in order to make the advertisements more memorable, as well as 

eye-catching visuals and graphics in order to attract consumers (Mamey, 1993). 

22 



Bin Strauss and Neil Howe, co-authors of the book 13th Generation: Abort, Retry, 

Ignore, Fail?, have similar suggestions. According to these writers, in order to reach 

Greneration X marketers need to understand several things about the group. Xers are: 

• interested in results first, and the meaning later 

• focusing on the present, because they are unsure about the future 

• products of having grown up with broken promises who want realistic 

commitments 

• tired of having advertisers and mariceters of major coiporations telling them what 

to do (Strauss & Howe, 1993). 

Strauss and Howe write that Xers are "bottom line realists who trust themselves and their 

fiiends - period. They're indifferent to grand talk about life's deeper meanings. They'll listen 

to marketers who know these things" (1993, p. F-11). 

According to Mamey (1993), Xers are probably the most consumer-sawy 

generation in history. They look for lasting value and tangible benefits, and demand 

products fulfill the promises advertisements make (Mamey, 1993). Xers have grown up in 

a world of deceptive advertising and are experts at spotting this. "The message for cUents," 

said Jane Rinzler, youth mariceting director for Houston Effler 8L Partners, "is to make a 

promise and stick to it" (Rifkin, 1994, p.C-7). 
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Generation X is interested in the usefulness of products. They are more attracted to 

merchandise which fulfills a specific need, rather than having somediing mereh as a status 

symbol (Ritchie, 1995). This is beneficial to marketers because they do not have to attempt 

to sell their products as a social statement. Instead, marketers can focus on the true \ahie of 

the product (Ritchie, 1995). 

Ryan (1993) reported it is also preferable for marketers to use a straight forward 

approach to Generation X, because Xers have shown a willingness to purchase quality 

merchandise. By focusing on the real merits of tiieir products, marketers can attract an 

entire generation of buvers who seek quality, above all else, in merchandise. Ritchie vNTOte. 

Tf you wish Generation X to adopt your product, it must be perceived as a useful in'oduct 

- not one to be purchased for reasons of status or to make a statement, but one that fulfills 

a genuine need" (1995, p.39). This ties in with the previous point of Xers looking for 

vahie, rather than status, in products. 

There is vast diversity within Generation X. Giles (1994) claimed that Generation 

X is the most racially diverse generation in the histors of this countr\', because the> were 

the first generation to be raised in an integrated society. There are quite a few different 

cultures existing simultaneously among tius group, along with different types of people witii 

varying interests. Mamev wrote, "For evers tattooed, grunge-dressed. Doc 
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Martens-wearing space-ager, there is a buttoned-down, MBA-holding baby-boomer 

wannabe. In between, there is a host of middle-of-the-road Xers" (1993, p.37). Marketer 

and author Karen Ritchie claims Xers are far too diverse to reach as a whole (Horovitz, 

1995). Ritchie believes that, in the future, "rather than defining targets in terms of primary, 

secondary, and tertiary levels, targets will probably be"defined as conglomerates of equally 

important but diverse segments. Each segment will be desirable for reasons that may not be 

shared by other segments of the market" (Ritchie, 1995, p.39). 

Generation X has been found to be a group of demanding and knowledgeable 

consumers (Mamey, 1993). Xers are tumed off by insincerity and are experts at spotting it 

(Ritchie, 1995). However, this can actually be beneficial for marketers. Serafin & Rickard 

(1994) foimd that since Xers are so demanding and knowledgeable about the products they 

purchase, focusing direct^ on Xers and providing useful information about their products 

would be the only targeting marketers would need to do, because the same advertisements 

would also communicate everything older generations need to know about any given 

product. 

The preMlpus section explains that most Xers do not relate to the Generation X 

image and are not reached by such messages. This is why more substantial research needs 

to be done to determine the true attitudes of Generation X. Scientific research on what 
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Xers look for in advertisements will further enhance marketers' visions of targeting 

Generation X. 

Advertising Attitudes 

While the previous section focused on what marketers suggest should be done to 

reach the generation, this section discusses research which attempts to define Generation 

X's perceptions of advertising. Most advertisers realize how diverse Generation X is. 

According to Miller (1993), Xers' attitudes toward advertising seem to encompass an 

appreciation for advertisements which have a littie fun. She claims that Mountain Dew's 

phrase of "been there, done that," is a nice touch because Xers are a bit cynical and 

skeptical about advertising (Miller, 1993). However, unlike others. Miller does not criticize 

this tactic because she believes it does conununicate with Xers in their own language, and 

uses humor to cany the message. 

Jeimifer Steinhauer (1994) wrote that while advertisers attempt to speak the 

supposed Greneration X language of alienation, and show they can relate to Xer visions and 

goals, their target audience is not buying it. She claims that since Xers were raised on 

television, they are skeptical of advertisements which attempt to sell an image because they 
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have spent much of their lives deconstructing advertisements and separating hype from 

reality (Steinhauer, 1994). 

Miller (1993) also says that Xers are concemed about their economic fiitures, are 

almost paranoid with a fear of being ripped off, and are determined to get their money's 

worth. That is why most Xers want to be shown the usefulness of a product, rather than 

being repeatedly exposed to someone's perception of their generation. 

An example of an advertisement which is considered to miss the mark by 

presenting an image is Budweiser's commercial featuring members of Greneration X joking 

about ctuu-acters on "Gilligan's Island" and other sitcoms from the 1960s (Miller, 1993). 

These shows aired before many Xers were bom, so most members of Generation X were 

only exposed to them as reruns. Some Xers beheve tiiis advertisement portrays them as 

laggards who spend much of their time sitting around watching television, often between 

jobs. Xers who work hard to succeed do not see this commercial as an accurate depiction 

(Miller, 1993). 

An example of an advertisement which is considered a successful marketing 

approach to Generation X is AT&T's "You Will" campaign (Elliot, 1993). This campaign, 

which promotes technological innovations by AT&T, was designed to address Xers who 

grew up in the era of modem technology. AT&T's strategy to penetrate the younger market 
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included several tactics. They cast youthful actors in television commercials, hired young 

filmmaker David Finchner to shoot the advertisements, used a humorous tone in radio 

advertisements, and purchased time on traditionally youthful television stations such as 

MTV, VH-1, and Comedy Central (Elliot, 1993). According to Linda B. Urban, AT&Ts 

corporate advertising manager, AT&T was "reinventing how we talk about ourselves, 

re-representing ourselves. We're not a stodgy old company anymore" (Elliot, 1993, p. 

D-16). 

In relation to Xers' attitudes about advertising, there is now evidence that 

Greneration X has developed a disinterested outiook toward network television. According 

to Nielsen ratings, in 1996 one million less viewers between the ages of 18 and 34 were 

watching network television programs at any given time than they were the previous year 

(Tanamachi, 1996). The reduction in viewer rates for this age group were credited to the 

availability of cable television and the popularity of the intemet, according to Horace 

Newcomb, a University of Texas professor and author of The Encyclopedia of Television 

(Tanamachi, 1996). Newcomb said that Generation X is very media literate, and watching 

television is no longer interesting for them, especially since using the intemet is easier for 

them than for older generations more accustomed to television (Tanamachi, 1996). Xers 

gave several reasons for tuning in to network television less frequently. Xers said that most 
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shows have become unimaginative or boring, they have less time to watch television, or 

else the programs they want to watch are on cable (Tanamachi, 1996). 

However, the networks denied that they are losing viewers in the 18-to-34 age 

range. Mike Silver, a spokesman for CBS, said that the networks do not bother targeting 

much a narrowly defined audience. "We don't even have a breakdown for that age group," 

Silver said, "most of our shows target the 18-to-54 age group" (Tanamachi, 1996, p. A-6). 

Despite the results of the study, it is considered premature to predict the downfall of 

television. "Tve studied extensively the impact of television on society, and I think that 

something like television will still be around," said Robert Kubey, an associate professor of 

communication at Rutgers University, "there will always be a niche for a less-interactive 

kind of entertainment medium" (Tanamachi, 1996, p. A-6). 

Ronald J. Burke (1994) measured various Generation X attitudes and values among 

216 Canadian business students. The project hoped to confirm that Xers worry about a 

balanced lifestyle more than having a good job. He hypothesized Xers were concemed 

with the environment, materialism, the divorce rate, and commitment to relationships. They 

have different opinions about what defines success, and are concemed with a balanced 

working life and family life (Burke, 1994). The study had three objectives: (1) to examme 
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the attitudes and values of Generation X, (2) to explore a difference in genders, and (3) to 

consider tiie effects of age on attitudes and values (Burke, 1994). 

Responses were measured on a five-point Likert scale, anchored by five 

(important) and one (unimportant). The values measured were a balanced lifestyle, flexible 

schedule, challenging tasks and projects, frequent feedback about performance, 

accommodated family responsibilities, short-term projects, perks, rewarding loyalty with 

loyalty, high ethical standards, enhanced status in the conmiunity, promoting social 

equality, consistent with views on environment, leaving a job if dissatisfied, harder to live 

comfortably, reluctant to commit to long term relationships, and personal responsibility to 

improve environment (Burke, 1994). The results found some support for perceived 

Generation X values. The most important values to Xers were: rewards loyalty with loyalty 

(4.4), a balanced hfestyle (4.3), and challenging tasks and projects (4.3). The least 

important values were short-term values (3.3), company perks (3.5), and enhanced status 

in the community (3.7) (Burke, 1994). 

There were significant differences on about one-third of the items between men 

and women. Women described themselves closer to Burke's Generation X depiction than 

men did, which means they placed greater value on short-term assignments, high ethical 
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standards, the promotion of social equality, feeling a responsibihty to improve the 

environment, and rating a balanced hfestyle more important (Burke, 1994). 

Older members of Generation X, those who are in their late twenties, placed less 

importance on jobs accommodating family responsibilities, perks, rewarding loyalty with 

loyalty, and promotion of social equaHty than younger members of Generation X did 

(Burke 1994). Older participants put more importance on challenging tasks and believed it 

was more difficult to live comfortably now than younger survey participants did (Burke, 

1994). 

Ducoffe's (1995) research sought to understand how consumers perceive the vahie 

of advertising based on the importance of informativeness and entertaiimient. The objective 

of the project was to identify which perceptions about advertising account for its value, and 

to add to the understanding of why consumers develop favorable or unfavorable attitudes 

about advertising (Ducoffe 1995). It was theorized that informativeness and entertainment 

in an advertisement would have a positive influence on advertising value. It was also 

theorized that deceptive and irritating advertisements would have a negative influence on 

advertising. 

To test the theories of this project a mall survey was used to develop an 

experiment. Four hundred and seventy-seven questionnaires were completed in the survey 
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(Ducoffe, 1995). In the experiment, 284 university students (Generation X members) were 

assigned to eight treatment groups (Ducoffe, 1995). Each group was exposed twice to an 

advertisement which fit mto one of the four hypothesized groups, and then asked the 

question: "How would you evaluate the usefulness of the advertisement you have just 

seen?" 

The data supported all four of the hypotheses. One of die most important 

impUcations of the study is that since informativeness and entertainment are both related to 

ad value, support was offered for the idea that effective advertising is probably advertising 

which consumers value (Ducoffe, 1995). Therefore, the optimal strategy in advertising 

would be to create a message which communicates the most informative claim the 

advertiser is capable of delivering, in a form which is entertaining to the target audience 

(Ducoffe, 1995). These findings echo other research which state it is important to market 

to Generation X in an honest, direct manner. 

The previous section describes articles and research projects which have attempted 

to define Greneration X's attitudes on advertising. It was found that Xers have been raised 

on television and are skeptical about the claims that advertisements make. Xers are afraid 

of being ripped off and demand that products fulfill the promises advertisements make. It 

was also determined that Xers seek informativeness in advertising, often above all eke. The 
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next step therefore, is to determine how these attitudes compare with the attimdes of older 

Americans, in order to develop a successful marketing strategy aimed specifically at 

Generation X. 

Literature Review Summary 

To date. Generation X has been a difficult demographic group for marketers to 

approach. They have sometimes attempted to focus on the stereotype of the generation. 

This is considered to be a mistake by many marketers, considering the vast diversity of the 

generation. But marketers often cannot determine another method because they do not 

tmly understand the generation. They assume Xers are different from previous generations, 

but really do not know how. This project will address the differences in advertising 

attitudes between Xers and Boomers, in order to help constmct an advertising strategy 

unique to the mysterious Generation X. 
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Researeh Question 

In order to embaric on this project a specific point of study had to be established. 

Therefore, it was determined that the main topic of studv' was: How do members of 

Greneration X's attitudes about television advertising compare to Baby Boomer's attitudes 

toward advertising? 

HI: Boomers will perceive television advertising higher in vahie than Xers wilL 

H2: Members of (jeneration X and Baby Boomers will not demonsU'ate statistically 

significant differences about the informativeness value of television advertising. 

H3: Members of Generation X will rate the entertainment aspects of television advertising 

as more important tiian Baby Boomers wilL 

H4: Members of Generation X will score higher tiian Baby Boomers in the belief that 

television advertisements are deceptive. 

H5: Members of Generation X will demonstrate a higher level of irritation with 

television advertisements than Baby Boomers will. 

Definition of Terms 

Generation X : The American generation classified as being bom between 1966 and 1977. 

Rahy Boomers: The American generation classified as being bom between 1946 and 1965. 
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CHAPTER m 

METHODOLOGY 

Introduction 

To determine the differences in opinions toward advertising between members of 

Generation X and older Americans, a random telephone sample was conducted of the 

residents in Travis County and Williamson County, Texas. This population was sufficient 

to produce a response sample of 315 people. In order to properly answer the research 

question, a questionnaire was formiUated based on previous studies. A survey was 

determined to be tiie most effective way to complete the study, because the study is 

descriptive in nature. A telephone survey was utilized because of the speed in which 

telephone surveys can be conducted, and the high level of response telephone surveys can 

generate. A telephone survey was selected ratiier than a mail survey because of the 

extended length of time mail surveys take to complete, the lower response rates, and the 

fact that mail surveys are more expensive tiian telephone surveys. 

Sampling 

The population for the survey was selected randoml} from the telephone directory 

for the Austin, TX, metropolitan area. .\n\ long distance or business numbers were 
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onutted due to the cost of these calk, and the fact that people at work may not have time to 

complete the survey. 

(^estionnaire 

The questionnaire was designed to discover how members of Generation X's 

attitudes toward advertising compare to the advertising attitudes of members of the Baby 

Boomer generation. The questionnaire intended to discover which generation places more 

emphasis on the entertainment value in advertising, the value of advertising overall, tiie 

informativeness of advertising, the level of irritation in advertisements, and the behef that 

advertisements are deceptive. The questionnaire took approximately five minutes to 

complete. A copy of the questionnaire is included at Appendix A. 

The questionnaire was administered on a five-point Likert scale anchored by 1 

(strongly disagree) and 5 (strongly agree). All questions in the survey relate to one of the 

five hypotheses. C îestions one to three apply to hypothesis one and will measure attitudes 

toward the value of advertising overall. It is hypothesized older Americans will score higher 

than Xers. Questions four through six apply to hypothesis two and will measure the value 

for the informativeness of advertising, which Xers and older Americans will probably 

measure equally. C îestions seven through nine apply to hypothesis three and will measure 

36 



the miportance of the entertainment value of advertising, an area where Xers are expected 

to rate higher. Questions 10 tiirough 12 apply to hypothesis four and will measure the 

belief that advertisements are deceptive, an area in which Xers are expected to respond 

highest. (Questions 13 through 15 apply to hypothesis five and will measure the perceived 

level of irritation toward advertising, another area where higher response rates by Xers are 

e?q)ected. 

Respondent age was measured to determine if the respondent was a member of 

either Generation X (bom between 1966 and 1977) or the Baby Boomer generation (bom 

between 1946 and 1965). If the respondent was bom before 1946 or after 1977, the 

surveyor asked to speak to someone in the household who belonged in tiie necessary age 

range. Abo measured was level of income, level of education, race, marital status, and 

parental status. The presumed gender of the respondent was detemuned by the surveyor, 

but not actually asked. 

Procedure 

The questionnaire was developed based on previous research done by Robert H. 

Ducoffe (1995), from a study which attempted to measure advertising value. The Ducoffe 

study used 11-point Likert scales. To make this telephone survey easier for the 
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respondents, the scales were reduced to five points. Ako, this survey asked respondents to 

rate their attitudes toward television advertising specifically, rather than Ducoffe's survey of 

advertising in general. Television was chosen as the medium of advertisements since 

Greneration X grew up watching television and have been exposed to a large number of 

television commercials throughout their lives, while not all Baby Boomers have been 

subject to an overwhelming amount of television advertisements their entire lives. 

Therefore it was detemiined that television would be the suitable medium to evaluate the 

differences in advertising attitudes between Xers and Boomers. Ako, in Ducoffe's 

research project on the value of advertking, he wrote that television commerciak are 

considered the most entertaining form of advertking (1995). The attitude of Xers and 

Boomers toward the entertainment of advertkements k one area which was studied in thk 

thesk. So it k appropriate that television advertking k the medium studied in thk project. 

The telephone calk for the study were made from a business office in Austin, TX. 

Prior to the survey a training session was held to familiarize the callers with the 

questionnaire. The callers were instmcted to read the survey exactly as written, and record 

the responses on answer sheets. 

Data and results were tested by t-test, using SPSS. An acceptable significance level 

was establkhed at p < .05. 
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Advertising Value 

Advertking k valuable (l=strongly dkagree; 5=strongly agree) 

Advertking k useful (l=strongly dkagree; 5= strongly agree) 

Advertking k important (l=strongly dkagree; 5=strongly agree) 

Advertising Informativeness 

Advertking provides timely information on products (l=strongly dkagree; 

5=strongly agree) 

Advertkements tell people about products when they need the information 

(l=strongly dkagree; 5=strongty agree) 

Advertkements supply relevant information on products (l=strongly dkagree; 

5=strongly agree) 

Advertising Entertainment 

Advertkements are entertaining (l=strongly dkagree; 5=strongly agree) 

Advertisements are enjoyable (l=strongly dkagree; 5=strongly agree) 

Advertkements are pleasing (l=strongly dkagree; 5=strongly agree) 

Figure 3.1 Ducoffe Scale Items 

(Ducoffe, 1995) 
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Advertising Deceptiveness 

Advertisements are deceptive (l=strongly disagree; 5=strongly agree) 

Advertkements lie (l=strongl>' disagree; 5=strongly agree) 

Important facts about products are left out of advertisements (l=strongly dkagree, 

5=strongly agree) 

Advertising Irritation 

Advertking k irritating (l=strongly dkagree; 5=strongly agree) 

Advertkements insuh people's intelligence (l=stron^ disagree; 5=stron^' agree) 

There k too much advertking (l=strongly disagree; 5=strongly agree) 

Figure 3.1 Continued 
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CHAPTER I\̂  

RESULTS 

Three hundred fifteen respondents completed the survey. Fight respondents did not 

meet the required age range and these surve>s were not included in tiie data. Of the 

remaining 307 surveys, 151 (49.19®/o) of the respondents were Baby Boomers; 156 

(50.81%) of the respondents were members of Generation X. It was determined that thk 

sample was well dktributed across tiie two age groups. The mean birth year of the sample 

was 1963.59 (see Table 4.1). 

Married respondents were the largest segment of those surveyed (46.9%). followed 

closely by 42% of respondents who were were single (see Table 4.2). Respondents with no 

children under age eighteen in the home constituted the majority of people surv eved 

(64.2%). Of tiiose surveyed who did have children under the age of eighteen at home, the 

largest portion were those with one child (16.9%) (see Table 4.3). Respondents witii at 

least some college education comprised the largest segment of the population (33.2%), 

followed by college graduates (30.6%) (see Table 4.4). Respondents of Caucasian ethnicity 

made up the majority of the sample (80.8%) (see Table 4.5). The annual household 

income group which represented the largest number of respondents was $20,000 - $39,999 
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(26.4% of the population sampled) (see Table 4.6). Females comprked 59.3% of the 

sample, while males made up 39.4% of the sample. 

According to vital statktics of Travk and Williamson counties, where the surveyed 

was conducted, the area k 68.86% Caucasian, 34.4% college educated, with 2.39 people 

per household, an annual household income of $31,234, and the largest percentage of 

residents (36.54%) between the ages of 25-44 years (Taylor 1996). 

The value of televkion advertking was found to be slightly higher among Xers than 

among Boomers. However, the difference was not statktically significant according to t-test 

results (see Table 4.7). The usefulness of televkion advertking was higher among Xers 

than Boomers. Thk difference was ako not statktically significant (Table 4.7). The 

importance of televkion advertking rated higher among Boomers than it did with Xers. 

Thk difference was not statktically significant (Table 4.7). These three variables appUed to 

hypothesk one which dealt with the value of advertking. According to results, Xers found 

the overall value of advertking marginally greater than Boomers did. These results are 

referred to as TV Scale 1 in Table 4.7. T-tests showed that the difference was not 

statktically significant (Table 4.7). 
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Table 4.1 Respondent Age 
Birth Year 

1946 

1947 

1948 

1949 

1950 

1951 

1952 

1953 

1954 

1955 

1956 

1957 

1958 

1959 

1960 

1961 

1962 

1963 

1964 

1965 

1966 

1967 

1968 

1969 

1970 

1971 

1972 

1973 

1974 

1975 

1976 

1977 

Total 

Count 

11 

8 

9 

13 

8 

11 

6 

6 

4 

6 

6 

14 

7 

8 

6 

7 

5 

8 

4 

4 

6 

8 

9 

13 

14 

9 

12 

17 

18 

15 

13 

22 

n = 307 

Percent 

3.6 

2.6 

2.9 

4.2 

2.6 

3.6 

2.0 

2.0 

1.3 

2.0 

2.0 

4.6 

2.3 

2.6 

2.0 

2.3 

1.6 

2.6 

1.3 

1.3 

2.0 

2.6 

2.9 

4.2 

4.6 

2.9 

3.9 

5.5 

5.9 

4.9 

4.2 

7.2 

100 
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Table 4.2 Marital Status 
Status 
Single 
Married 
Divorced 
Widowed 
No response 
Total 

Count 
129 
144 
30 
3 
1 

n = 307 

Percent 
42.0 
46.9 
9.8 
1.0 
.3 
100 

Table 4.3 Children At Home 
Number 
0 
1 
2 
3 
4 
Total 

Count 
197 
52 
39 
15 
4 

n = 307 

Percent 
64.2 
16.9 
12.7 
4.9 
1.3 
100 

Table 4.4 Level of Education 
Level 
LTHS 
HSGrad 
Some College 
College Grad 
Grad Work 
Grad Degree 
No response 
Total 

Count 
2 
44 
102 
94 
25 
36 
4 
n = 307 

Percent 
.7 
14.3 
33.2 
30.6 
8.1 
11.7 
1.3 
100 
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Table 4.5 Racial Status 
Race 
Afro-Amer 
Asian 
Caucasian 
Hkpanic 
Ottier 
No response 
Total 

Count 
16 
1 
248 
25 
10 
7 
n = 307 

Percent 
5.2 
1.3 
80.8 
8.1 
3.3 
2.3 
100 

Table 4.6 Annual Household Income 
Income 
Under $20,000 
$20,000-$39,999 
$40,000-$59,999 
$60,000-$79,999 
$80,000-$99,999 
Over $100,000 
No response 
Total 

Count 
59 
81 
56 
47 
22 
17 
25 

n = 307 

Percent 
19.2 
26.4 
18.2 
15.3 
7.2 
5.5 
8.1 
100 

45 



" * 
fs 
VO 

«n 
o 
«/~» 

oo 
v^ 
m 

m 
fvl 
ON 

ON r-
o ON 

(1> 

> 

•I 
I 
< 
o 

H 

«H 

§ s 

X C 

o 
o 

5 

rn 
»-H 

CO CO 

IT) 

1 / ^ «n »r> »r> 

lu
e 

CO 
> 

> 
H 

ef
ii]

 

OQ 

: ^ 

> 
H 

CO 

o 

> 
H 

CO 

q 
V 
II 
a 

o 
S Q :z; 

^ «N c^ Tt "n 

46 



According to t-test results, Boomers rated slightly higher than Xers did in regard to 

the value of television advertkements providing timely information on products. The 

difference was not statktically significant, according to t-test results (see Table 4.8). Xers, 

barely more than Boomers, demonstrated a higher opinion that televkion advertkements 

tell people about products when they need the information. The difference between tiie age 

groups was not significant (Table 4.8). Xer opinion ako rated just higher than Boomer 

opinion in regard to the ability of televkion advertkements to supply relevant information 

about products. The difference was not significant (Table 4.8). The combination of these 

three variables formed the bask for hypothesk two, which dealt with the perceived 

informativeness of advertking. These results are referred to as TV Scale 2 in Table 4.8. 

Overall Xer ratings on thk subject were a fraction higher than those of Boomers, but the 

difference was not enough to be significant (Table 4.8). 
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Xers perceived that the entertainment value of televkion advertking k higher than 

Boomers did. A t-test showed the difference was marginally significant (p=.077). 

However, the mean scores of both indicated they were essentially neutral on the scale (see 

Table 4.9). Xers rated higher than Boomers in the behef that television advertkements are 

enjoyable. The difference was significant (p=.05), but again both groups demonstrated 

ratings closer to neutraUty than agreement (Table 4.9). Xers ako tended to rate higher than 

Boomers did in regard to the opinion that televkion advertkements are pleasing. The 

difference was not significant (Table 4.9). These three variables combined to form 

hypothesk three, which dealt with the value of entertainment in advertking. These results 

are referred to as TV Scale 3 in Table 4.9. Xer responses to the overall value of 

entertainment in advertking were higher than those of Boomers. The difference was 

somewhat significant (p=.08), though once again both age groups were closer to neutrahty 

than agreement (Table 4.9). 
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Xers consider televkion advertkements to be more deceptive than Boomers do. A 

t-test showed tiiat the difference was highly significant (p=.016), though Xer and Boomer 

mean ratings did not quite reach the level of full agreement (see Table 4.10). Xers showed 

more of a tendency than Boomers to beUeve that televkion advertkements Ue. The 

difference was not significant (Table 4.10). Xers ako demonstrated a higher level of 

agreement that televkion advertkements leave out important facts about products than their 

older counterparts demonstrated. The difference was not significant (Table 4.10). The 

combination of these three variables pertained to hypothesk four, which was concemed 

with the perceived deceptiveness of televkion advertisements. These results are referred to 

as TV Scale 4 in Table 4.10. Xers showed a higher level of belief in the overall 

deceptiveness of televkion advertkements than Boomers showed. The difference was 

significant (p=.038), though mean ratings fell short of full agreement (Table 4.10). 
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Boomers find televkion advertising sHghtly more irritating than Xers do, according 

to the data. A t-test confirmed that the difference was statistically significant (p=.038) (see 

Table 4.11). Boomers ako consider televkion advertkements more insulting to people's 

mtelligence than Xers do, although at levek lower than attitudes toward the irritation of 

advertkements. The difference was not significant (Table 4.11). Both Boomers and Xers 

believed that there k too much advertking on televkion. Boomer ratings were higher than 

Xer ratings were. The difference was significant (p=.036), and means for both age groups 

indicated a level of full agreement (Table 4.11). These three variables combined to form 

the bask of hypothesk five, which k concemed with the perceived level of irritation toward 

televkion advertking. These results are referred to as TV Scale 5 in Table 4.11. Boomers 

had a higher level of overall irritation toward televkion advertkements than Xers did. The 

difference was significant (p=.018), although the means for both groups indicated they 

were short of total agreement on thk subject (Table 4.11). 
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CHAPTER \ 

DISCUSSION AXD CONCLUSIONS 

Limitations of the Studv 

Thk study sought to compare the advertking attitudes between two generations of 

Americans. However, the survey conducted in thk study only covered one region of one 

American state. A broader, nationwide survey might have better reflected the attitudes of 

the generations polled. Ako, in a project attempting to measure the attitudes of two 

generations, a much higher number of survey respondents mi^t be preferable. Though not 

feasible in thk study, a wider survey range with more participants could strengthen validity. 

Another problem k that thk survey did not take into account how often 

respondents watch televkion. The amount of televkion advertkements people are exposed 

to might have an effect on their perceptions of advertising. Asking respondents 

approximately how many hours of televkion they watch per week could be another 

effective tool for measuring attitudes about advertising. 

Background 

Thk study examined the possible differences in advertking attitudes between 

members of Generation X and Baby Boomers, based on the theory that the younger 
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generation, which grew up on televkion and televkion advertkements, would have a 

different opinion on the subject than their older counterparts. 

The main finding in thk project was the close similarity between the two 

generations in regard to most of the five aspects of televkion advertking attitudes studied: 

value, informativeness, entertainment, deception, and irritation. While no major differences 

were found, some conclusions supported the hypotheses, and some conclusions flatly 

rejected the hypotheses. 

Advertking Value 

Hypothesk One theorized that Boomers would perceive televkion advertking as 

being more valuable than Xers would, instead, results showed that these two generations 

rate the value of advertking almost exactly the same, with Xers showing a sUghtty higher 

rank. These results would contradict past findings, such as the Hudson and Melanson study 

which dkcovered that older respondents value advertking more than younger respondents 

(1995). According to Hudson and Melanson, older Americans valued advertising more 

than younger Americans because they have more money to spend on products, while ako 

having less time to shop, and a greater desire to leam about new products (1995). While 

this premke k probably true for older people, perhaps Xers ako feel that televkion 
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advertising k necessary. Mamey wrote tiiat Xers might be the most consumer savvy 

generation in American hktory (1993). If thk k tme, tiien advertising must certainly be a 

valuable tool in contributing to their consumer awareness. 

The hypothesk that there would be significant differences between Boomers and 

Xers in their attitudes toward the value of advertking was rejected. 

Advertking Informativeness 

Hypothesk Two dealt with the theory that members of Generation X and Baby 

Boomers would rate the value for the informativeness of televkion advertising relatively 

equal. The results demonstrated that thk was indeed the case, which would follow previous 

research presented in thk project. Freeman (1995) wrote that most Xers want to be given 

specific information about products. Ako, Ritchie (1995) beUeves that Xers are interested 

in the usefulness of products and want specific information. In a study by King (1987), 

younger respondents tended to exhibit a higher regard for the informative aspects of 

advertking than older people did. But, in contrast to King, Pasadeos (1990) found that 

perceived informativeness of advertkements increases with age. Based on previous 

research and results from thk study, it appears that Xers and Boomers both appreciate 

advertising informativeness at equivalent levek. Thk supports Hypothesk Two. 
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Advertking Entertainment 

Hypothesk Three put forth the theory that members of Generation X would rate 

the entertainment aspects of televkion advertking as more important than Boomers would. 

The t-test results showed that thk occurred, but not by a large margin. Previous research 

theorized that advertkements which use humor, eye-catching vkuak, and graphics are the 

best ways to attract Xers (Mamey, 1993). Miller (1993) thinks that Xers appreciate 

advertkements which have fun and communicate with the generation in their own 

language. While it k almost a given that entertaining advertkements are a good vehicle for 

attracting people of all demographic groups, it has previously been thought that thk k an 

especially good tactic for reaching members of Generation X. Thk study provides credence 

to thk belief. While the differences between the age groups were not major, these findings 

would tend to support the hypothesk, or at least provide grounds for further research on 

thk topic. 

Advertking Deceptiveness 

Hypothesk Four suggested that members of Generation X were more likely to 

beheve that televkion advertking k deceptive. T-test results were consktent with thk 

Ijunking, but not by a wide margin. Thk would support opinions of Doug Mazza of 
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Hyundai Motor America, who asserted that Boomers want positive messages, while Xeis 

are too cynical for tiik tactic and inskt on the tmth (Lienert, 1995). Mamey (1993) claims 

that Xers have grown up in a world of deceptive advertising, and are now expert at spotting 

it. Similarly, Steinhauer (1994) wrote that Xers are skeptical of advertisements that attempt 

to sell an image because they have spent much of their lives deconstmcting advertkements 

to separate hype from reality. Such skeptickm of advertising was reflected in thk study, at 

least enough to lend support to the hypothesk. 

Advertking Irritation 

Hypothesk Five expressed the behef that members of Generation X would 

demonstrate a higher level of irritation with televkion advertkements than Baby Boomers 

would. Results suggested the opposite to be tme. These findings contrast previous studies. 

When Pasadeos (1990) undertook hk study on irritation with advertking, he dkcovered 

irritation with televkion commerciak decreased with age. Other writers have commented 

on Xers' irritation with advertking that focused on a supposed stereotype of the generation. 

Examples of these advertkements include Subam Impreza, Fmitopia, and Budweker 

(Rickard, 1994; Magjera, 1994; Miller, 1994). And Ritchie (1995) said tiiat while Xers do 

not object to advertking itself, they do not want to be bombarded with endless dkplays of 
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overstatement. Despite past findings, thk study displayed Boomers as having slightly higher 

tendencies than Xers to be irritated with advertking. Therefore, Itypothesk Five was 

rejected. 

Conclusion 

Significant differences were found between members of Generation X and Baby 

Boomers in regard to perceptions of deception in advertisements, as well as feelings of 

irritation toward televkion advertisements. Differences between the two generations about 

the \3iue of advertising and tiie informativeness of advertising were not significant. The 

difference in the way Xers and boomers perceived the entertainment aspects of 

advertisements was somev îat significant. 

It was discovered that members of both generations dkplayed responses closer to 

neutral (three) than to agreement or disagreement on most of the scale. Overall, botii 

groups showed ratiier apathetic opinions toward the subject. 

It was interesting to see such similar responses between the generations on 

questions about value and informativeness of advertisements. Responses to these ksues 

were nearly identical. Neither groin's responses reached full agreement, although similar 
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responses seemed to signify that people of all ages think that advertking k necessary and 

informative. 

It was ako interesting to observe that the only statement with which both age 

groups expressed full agreement was: "There k too much advertking on televkion." It 

might appear that thk statement leads to an obvious response. Of course, many people 

watching a program on televkion do not want it to be intermpted. However, it k intriguing 

that both groups would show an overwhelming opinion about the excessive amount of 

televkion advertkements, in light of almost identical responses on the value and 

informative powers of these advertkements. There was a higher level of agreement that 

advertkements are irritating than with any of the other four main points studied. 

Past research which stated Xers are likely to believe advertisements are deceptive 

proved tme in thk project. Cohen and Simons (1995) wrote about Xers watching hours of 

televkion as children, being exposed to numerous advertkements, and growing up to be 

adults tumed off by excessive hype in advertking. Ritchie describes Xer cynickm about 

advertking as follows: "We created a whole generation that beheves advertking k Ues and 

hype" (Giles, 1994, p. 70). A significant difference between Xers and Boomers on thk 

ksue provides support to experts who have expressed a necessity for marketers to use an 

honest, straight forward approach to target members of Generation X. 
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Data in thk project showed that Xers, more than Boomers, look for entertainment 

in advertkements. Thk would support previous research which claimed Xers enjoy humor 

and eye catching vkuak in advertkements (Mamey, 1993). While it can probably be 

argued that entertainment k one aspect of advertking all people think k positive, Xers in 

thk study did show a higher level of regard for thk factor. Previous research states that 

Xers like tilings which are obscure and offbeat and, as products of instant gratification, if 

they do not find thk quickly they move on (Horovitz, 1995). Further research could 

determine just what exactly attracts the attention of Xers. 

Perhaps similar responses on many ksues from the two age groups in thk study 

occurred because, while Xers were the first generation to be raked on television, all 

Americans have become so uiundated with televkion and its advertkements that all adults 

now have the same outiook on the subject. 

Overall, it appears that in comparison to Baby Boomers, members of Generation X 

are more likely to consider entertainment an important aspect in advertising, while at the 

same time being more likely to believe that advertking k deceptive. However, Xers are less 

likely than Boomers to be irritated with advertking. Attitudes toward the value of 

advertking and the informative potential of advertking are consktent between the two 

groups. 
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Future Research 

Future research could include a focus group of Xers watching televkion 

advertkements aimed specifically at their age group. These advertisements could include 

examples considered by experts to be good or bad approaches at targeting the group. It 

would be interesting to note if members of Generation X find these ads informative, 

entertaining, or condescending. An experimental approach could show Xer attitudes 

toward specific advertkements aimed at the generation. 

Another research option could be a longitudinal study to examine if the attitudes of 

Xers change over time. Thk could help determine if their are any differences between 

older Xers and younger Xers. Perhaps older Xers have more in common with Baby 

Boomers than they do with younger Xers. A more effective study could be to get members 

of Generation Y, the generation of Americans younger than Xers who have ako grown up 

under the influence of televkion, and study their attitudes of advertking now, and then 

study their attitudes again in the future. Thk could provide a clearer picture of whether 

people who have been heavily exposed to televkion advertking since birth really do have 

different attitudes on thk subject than older Americans do, or if opinions on various 

aspects of advertking change as people grow older. It k possible that much of what was 

written about Generation X years ago was tme then, but has changed over time. 
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In direct relation to thk study though, now that it has been determined what k 

different and similar about the advertking attitudes of Xers and Boomers, the next step k 

to determine exactly what makes Xers feel differently from those who have come before. 

A new study could be organized which would determine what specific qualities of 

entertainment Xers enjoy in televkion advertkements, and what factors of advertkements 

Xers consider to be deceptive. 
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APPE>JDIX 
QUESTIONNAIRE 
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(^estionnaire 

Hello, my name k and I am calling concerning a graduate student's thesk 

project. We are doing a survey of advertking attitudes. I am not selling anything, I just 

need a few mmutes of your time to answer some simple questions. 

Were you bom between the years 1946 and 1977? 

IF NOT, ASK TO SPEAK TO SOMEONE IN THE HOUSEHOLD WHO MEETS 
THE AGE CRTTEIOA, AND REPEAT THE PREVIOUS INTRODUCTION 

On a scale of 1-5, with 1 beuig you strongly dkagree, and 5 being you strongly agree, 
please answer the following questions. 

Strongly Dkagree Neutral Agree Strongly 
Dkagree Agree 

1. Televkion advertking 
k valuable 

2. Televkion advertising 
k useful 

3. Televkion advertising 
k important 

4. Televkion advertking 
provides timely 
information on products 

5. Televkion advertisements 
tell people about products 
when they need the 
information 
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6. Televkion advertisements 
supply relevant information 
on products 

7. Televkion advertisements 
are entertaining 

8. Televkion advertkements 
are enjoyable 

9. Televkion advertkements 
are pleasing 

10. Televkion advertkements 
are deceptive 

11. Televkion advertkements Ue 

12. Important facts about 
products are left out of 
televkion advertkements 

13. Television advertking k 
irritating 

14. Televkion advertkements 
insults people's intelligence 

15. There k too much 

advertking on televkion 

DEMOGRAPHIC DATA: 

1. In what year were you bom? 
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2. What k your marital status? 

1. Single 
2. Married 
3. Divorced 
4. Widowed 

3. How many children under the age of 18 reside in your home? 

4. Of the following levek of education, please stop me when I reach the level you have 
obtained: 

1. Less than high school graduate 
2. High school graduate or equivalent 
3. Some college 
4. College graduate 
5. Postgraduate work 
6. Postgraduate degree 

5. What k your ethnic background? 

1. Afiican-American 
2. Asian 
3. Caucasian 
4. Hkpanic 
5. Otiier 

6. Of the following armual household incomes, please stop me when I reach your group: 
1. Under $20,000 
2. $20,000-$39,999 
3. $40,000-$59,999 
4. $60,000-$79,999 
5. $80,000-$99,999 
6. Over $100,000 

DO NOT ASK THIS QUESTION 

7. Use your judgment, k the respondent: 
I.Male 
2. Female 
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