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INTERVIEW 5: TRISTEN GEORGE
Art Director, Digitas
August 1, 2007
Chicago, Illinois

CRAIG: Can you tell me a little bit first about yourself and how long you’ve been in advertising?

TRISTEN: Well I’ve been in design communications for fifteen years.

C:  Okay.

T:  Kind of a big different between being a graphic design in a design studio and being one in an ad agency. 
Your traditional ad agency, like Digitas, I use the word ‘traditional’ loosely, but that’s only been about 
three years now. But I’ve been in the actual communications and design industry for fifteen years, so. 
Similar, but they’re kind of two different places.

C:  Do you have kind of a specialty? Do you have a certain kind of advertising that you’ve come to specialize 
in?

T:  Not anymore. I’ve become pretty diverse in the past six years, but it used to be retail, specifically. So 
retail environment, retail direct-mail, store merchandising from a graphic perspective, that sort of 
thing. So I specialized in that for quite a while.

C:  What kind of clients have you worked on?

T:  As far as retail goes, Florsheim, Bentley’s Travelware which is now a part of El Portal which is larger on 
the west coast. Currently I work on Eli Lilly, which is a pharmaceutical business. Here at Digitas we 
jump around a lot. I did a lot of Kitchenaid work, Whirlpool work for a while, so that kind of has, that 
kind of branches into the retail world so that was a good fit. You’re testing my memory, I’m trying to 
think .. Autonation. Are you familiar with them? They’re a big corporate auto dealership, largest in the 
nation. They owned at the time .. late nineties they owned over four hundred dealerships nationwide. 
So it’s kind of unique, there’s not a lot of big corporations like that own dealerships. So I worked in their 
e-commerce division building their e-com sites, and then subsequent dealer sites, so I have a lot of ex-
perience in the sort of auto world as well. Yeah, so that’s about it.

C:  And what’s your title here at Digitas?

T:  Senior Art Director.

C:  And you’ve been here for three years?

T:  Yes.

C:  Cool, okay. Well my research is concerned primarily with generations: Boomers, Gen X and Gen Y. Did 
you get a chance to look at the emails I sent you?

T:  I did, mmhmm.

C:  Okay. So, my first question is, when I say that to you, when I say “generations” and give those three as 
examples, what do you think of? What comes do mind? How do you identify those in your head?
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T:  Professionally, I think of immediately the difference in the demographics, How I would speak to them, 
what type of images they would respond to ..

C:  What are some of those differences? Can you articulate them?

T:  What their priorities are in life, so, for instance a car. Those three generations aren’t going to be looking 
at the same car. And if I have a client that’s going to tell me, okay we’re selling a Scion, something like 
that, and we want to sell it to the Baby Boomers. Well right there you see there’s a huge challenge. Be-
cause we’re going, how, why do you feel you’re going to be able to sell that to this generation? Why are 
you trying to target that generation?

C:  The product itself limits the audience.

T:  Right, right. So I think professional I think, you know how you’d speak to them as well. You’re not going 
to speak to a Gen Y the same way as you’re going to speak to a Boomer. You’re not going to go after the 
same channels for each Gen Y, you know, you’re going to look for a lot more stealth channels, things 
that are more hip. Things that involve text messaging. Any of the latest technology. Boomers, not so 
much. You might have a small percentage of them that are going to be into the more of the interactive 
space, but you know, you’re going to go with the more traditional channels. And it’s going to be a prod-
uct like, I don’t know, Cadillac or Chevy, just something a little more traditional, not as trendy. So those 
are definitely things you take into consideration, specifically in the channel, how do we reach them? 
These three generations are pretty different. X and Y are a little closer, but Y and Boomers obviously, 
opposite ends.

C:  Well tell me why you feel X and Y are closer to each other.

T:  Particularly with what I am doing here at Digitas, you can touch on similar channels. I’m speaking spe-
cifically about channels.

C:  Define channel for me.

T:  Channel would be the media that you’re approaching them. So, it could be print media, it could be 
through direct mail, it could be in the online space, and there’s a variety of different ways. It could be via 
mobile, you know are you going to do text messaging, it could be just guerilla marketing on the street. 
So it’s a matter of, how are you going to reach them? With the Y generation, I could do a guerilla cam-
paign and probably get a really good response from that. I’m not going to get as good a response from 
Generation X because we’re just not focused on that right now. I probably could get a decent response 
online from them because that’s where they are and that’s what they’re doing, and I could get a decent 
response from Gen Y online, because that’s what they’re doing. Again now, going online, for those two, 
X and Y, it’s still a little different, but it’s closer than, I think, the Boomer and the X generation is. You 
know, so when you start to get into the technology, I see a bigger divide between the Boomers and eve-
rybody else.

C:  And why do you see that there? You’ve really sort of started to hit on the heart of what I’m looking into 
so I’m curious in exploring.

T:  Their habits. They’re just a little more traditional. I’m speaking ..

C:  Very generally.
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T:  This is a blanket statement, yeah. This is not everyone. But, their habits. They just, they prefer paper. 
The prefer to see it in an ad. They are accustomed to traditional ways of being marketed to. This is 
speaking specifically about the channels, not tone of voice or imagery or anything like that. Where 
Generation X, they do a lot online, but it tends to be more practical. Buying their groceries. Researching 
their kids or about their career or something like that. Whereas Y, it’s a lot of entertainment online. It’s 
got a lot to do with music and their nightlife and that sort of thing. So those two generations, they’re 
still, the online channel is very strong for them. The Boomers, not a ton. You’re just going to have to 
find other ways to reach them.

C:  How do you distinguish Boomers, and Gen X, and Gen Y? Do you do it by age, do you do it by culture?

T:  I do it by age, mmhmm.

C:  And what are the ages in your mind that define these, if you had to guess?

T:  That’s a tough one. And I’m probably going to be wrong.

C:  There’s no right or wrong.

T:  I would say Boomers would be mid-40s to mid-60s. Loosely. Gen X I would have to say right now low- to 
mid-30s, to mid-40s. Probably lower thirties, like 32 to 45. And Y is low 20s to 30. So like, maybe even 
19 to 31. Roughly picking odd numbers, but it just kind of feels right. (laughs)

C:  So you’ve got a ten year, or twelve year span for Y, similar span for X but about a 20-year span for 
Boomers.

T:  Yeah I probably do that because I’m not as familiar with Boomers, so I lump a lot of people into that 
category, you know.

C:  (laughs) Well actually, you’re .. as far as describing the baby boom, you’re about right on. Because if you 
look at birth rates, it lasted about twenty years.

T:  Okay.

C:  And you pretty much nailed right where they are. There is contention over how to compare—I’m speak-
ing academically now.

T:  Right.

C:  I’ve done research on this, and in the papers, you can’t really compare generation to generation without 
looking at the same time span, because otherwise, it’s not fair. It’s not fair to the smaller demographic.

T:  Right

C:  So they’ve, well for the purpose of my study, I’ve standardized on twenty years. So it’s twenty for Boom-
ers and twenty for X and twenty for Y.

T:  So what are the ages?

191



C:  Well the ages are, 41 to 60 for Boomers, 21 to 40 for X, and whatever to—actually I think it starts at 22, 
because the Gen Ys in my study have been 18 to 21. And I can’t go, I mean they go back past that, eve-
rybody born up to 2005, from 86 to 05 ..

T:  Is a Gen Y.

C:  Is a Gen Y.

T:  Okay. So I was off on that, they’re much younger. They go into the tweens.

C:  Academically, they’re younger.

T:  Okay.

C:  Practically, it’s a question of really how do you perceive, and it’s also, the other half of that is how they 
perceive. 

T:  Right.

C:  How they self-identify.

T:  And at what point you’re able, at what age you’re able to really, well, I mean for what we do, market to 
them. We have a lot of restrictions on being able to market. You have to market to the parents for the 
tween, you can’t market to the tween.

C:  Right, right. That’s interesting, yeah. That’s an interesting dynamic that hasn’t come up yet.

T:  Yeah. That depends, that’s the more conservative industry, so like pharma. You can’t do anything that’s 
going to market to a child. Not even close. You have to do your marketing to parents.

C:  Not even Flintstones?

T:  No.

C:  (laughs)

T:  Not with what we’re doing anyway. Each pharma company’s different. But when you’re like actual 
pharmaceuticals, prescriptions, we have one specific, my account that I’ve been on all these years which 
is kind of on and off, is Strattera which treats ADHD. So you’re dealing with a lot of children.

C:  Okay, right.

T:  This is why I specifically bring it up, because I deal with this regularly.

C:  (laughs) Right.

T:  And you’re trying to come with really innovative ideas on how to engage a 10-year old. Well you can’t. 
You can’t engage a 10-year old. You have to engage the parent of a 10-year old. You know, like what kind 
of tools can you create for the family so that they understand the condition? You have to be very careful. 
Can we do a coloring book for the 10-year old that explains this condition to them? Well you can, but 
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you can not mention any form of medication whatsoever. It’s just educational on their condition, the 
social implications.

C:  So who comes down on you if you do? The FCC?

T:  Yeah, well it goes through Eli Lilly’s legal review which is called CCR which is like a medical review 
board. And ultimately the FCC will come down on them. Which happens regularly. Regularly we make 
some level of an edit to something. Usually it’s their prescribing information. But a lot of times that 
might affect the content of the materials that we’ve developed. That you can’t say this anymore. You 
cannot say “Strattera will help you.” You can say “Strattera might help you,” but you can’t say it will help 
you. So there’s a lot of, a lot of legal obstaciles when it comes to pharmaceuticals. As there should be!

C:  Yeah, naturally.

T:  Yeah. But back to my original point of marketing to children. Trying to market a drug that treats a 
child, or a teen for that matter, particularly something that has gray area, like some sort of neuroscience 
disorder, is tricky. Is very tricky. Because you can’t try to sell them something.

C:  Right. 

T:  Yeah. Definitely.

C:  “Feeling a little hyper today?”

T:  Well it’s like, well you know Camel went through that with their Camel Joe or whatever, yeah.

C:  With the giraffe, or their .. you’re talking about the cigarettes?

T:  Yeah, mmhmm. Years ago, ten years ago or whenever it was, when they got into big trouble because 
they just felt that they were just blatantly marketing to kids.

C:  When I describe, when I say Gen Y, just think stream of consciousness, what comes to mind? How 
would you describe that generation?

T:  Well I think visually, so I get visual pictures immediately, but I think tween, I think young girls, I think 
cell phones, I think pink cell phones. Yeah I immediately go towards, like a Lollapalooza’s music, 
metromix.com, I don’t know if you know what that is bit it’s like restaurants and stuff, but they target a 
lot of .. but that’s probably wrong because they’re probably too young for that. I think of my neices, 
they’re in high school, you know and all their cooky stuff, Abercrombe and American Eagle, so I think 
of a lot of retail things. Very high school, I think of a lot of high school type stuff. Which kind of contra-
dicts what I said to you, what I think the age ranges were, so, had I given that more thought, I probably 
would have .. had I thought about it fully, had I had more time to think about the question, I probably 
would have gone lower with that.

C:  I noticed you skewed younger.

T:  Cause I think it’s more of a tween market.

C:  And now, shift to Boomers. Same question.
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T:  I think of insurance and retirement. I think of blues and greens and a lot of like, I’m thinking of a lot of 
the things I deal with regularly, like Ameriquest. I think of a level of sophistication and confidence that 
needs to definitely be portrayed. Apprehension. I think of my in-laws who are extremely conservative 
and very apprehensive about anything different, new .. I don’t think they’ve ever been on a computer in 
their life. Definitely not personally. So I think a lot about them because they’re pretty much the only 
Boomers that I know, and they have an extremely closed and conservative life. In trying to sell them 
something would definitely have to come in the mail, or have to be on a piece of paper. It wouldn’t be in 
a magazine, it wouldn’t be .. definitely not online, they’d never see it. It might be on a TV commercial. 
Traditional.

C:  So traditional advertising media.

T:  Yeah. Definitely. I don’t see anything outrageous, if it is, it’s almost in a tongue-in-cheek sort of way, but 
mature tongue-in-cheek sort of way. I don’t see a lot of ..

C:  You mean creative style.

T:  Creative style, absolutely. That’s kind of what I’m talking about when I talk about a lot of it. You know I 
don’t see any sort of pithy or sarcastic type of copy or anything like that. It’s smart tongue-in-cheek kind 
of copy, but all of it has a level of intelligence, a level of confidence, a level of sophistication to it.

C:  So it doesn’t put them down or patronize them in any way.

T:  Right, no. Not at all.

C:  Okay. Gen X. Same question.

T:  Humor, sarcasm, still tongue-in-cheek but smart humor, not dumb humor. Trendy but in a kind of 
adult way. Not like trendy like clubby but up with current, just current trends, whether it be political .. 
“trendy” is not the word but following current trends I think is the correct term. Be it politics, be it fash-
ion, be it lifestyle choices right now. I’d like to think that a good political voice would affect that genera-
tion as well but I think that’s my own personal hope that my generation is affected by politics.

C:  So you self-identify as Gen X?

T:  Yes. Yeah I just see that as it has to be .. you know with the Boomers it definitely has to be substantial 
and real. But their kids are gone, or on their way out, and they’re taking care of themselves, they’re re-
tired, so I think it’s a little different with Gen X, there’s just, I just think there’s a lot more pressure with 
that generation, so you have to be a lot quicker. I’m speaking as a working mother as well so a lot of this 
opinion is very, like professional but also from my personal life as a consumer.

C:  Right.

T:  So yeah I think it’s got to be honest, definitely honest, smart, up-front, to the point, they want to see 
what’s in it for them, where’s the value proposition, that sort of thing. Again, speaking advertising.

C:  Alright, okay. This is going great!

T:  Good! (laughs)
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C:  You’ve kind of answered this all along, and I’ve singled out a couple of ways that you’ve answered this so 
far, but I wanted to put the question out. What kinds of techniques do you use to reach these different 
people? Boomers, you’ve already said, you reach them very traditionally. You would not use a guerilla 
campaign or online or emerging technologies to reach them. You would go, anything on paper, mail, 
TV. 

T:  Right.

C:  Gen Y, they’re a lot more open to receiving ads in different places, and being receptive to them. 

T:  A lot of social networking.

C:  Social networking.

T:  Gen Y, social networking, you can reach them. That’s a big, big push.

C:  Now define “social networking” for me so I know.

T:  MySpace, Facebook .. 

C:  Got it.

T:  Or anything viral. Like anything someone will want to pass on because they think it’s fun or cool. That 
also goes into Gen X, they’ll do that as well because of the humor and entertainment value. Those are 
huge pushes right now and very popular. That’s almost .. there’s some campaigns that like, that’s really 
the only way we see to reach the Gen Y. Viral, guerilla, social networking, big pushes for that stuff is 
very hot right now.

C:  See I could spend another hour talking to you just about that, because that’s fascinating to me too.

T:  (laughs) And I’m by no means the expert. We have got some pretty serious gurus walking about this 
place. I just know it through osmosis because I hear them talk, but it’s a huge, huge trend, huge initia-
tive.

C:  So going back to how you target these different demographics, you’ve identified channels. What crea-
tively would you use to reach these people, to communicate with them?

T:  Okay so graphically, I’m going to tie in graphically and tone of voice at the same time. Overall creative 
approach. Let’s start with the Gen Y, cause that’s the easiest. Obviously, very teeny-bopper, bright col-
ors, but you definitely can’t market to them at the age that they’re at, because that’s not what they’re 
interested in. A 13-year old doesn’t want to be talked to like they’re a 13-year old. They want to be 
talked to like they’re a 16-year old.

C:  Right.

T:  They want to look like they’re a 16-year old. So that’s what you do.

C:  And then with Boomers, it’s the opposite.

T:  Yes, yes it is. With Gen X, I find that there’s just a little more gray area. You know, it’s just not as clean. 
Cause there’s just .. I want to say so many different types of personalities with in Gen X .. or not even 
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just that it’s Gen X, but the age range that they fall into right now I think is more of what it is. Because 
when the Gen Xers are in their 50s and 60s, they’re going to be the same way the Boomers are in regards 
to it’s a little easier to narrow down what they’re responding to. And again, that’s speaking very gener-
ally.

C:  Actually, can you repackage that idea for me? Because I think I hear what you’re saying, but I’m not 
quite sure.

T:  I think the Gen X group, right now, is more complex because of the age range that they fall into. There’s 
a mix of people that could—as in every group, there’s a mix of people who, within the Gen Y, you could 
have people who don’t have kids yet, still single, just got married, married and have kids, married and 
have a bunch of kids, you know my sister still falls into that Gen X and her oldest daughter just gradu-
ated high school, the youngest one’s 10. I fall into that category. I have a four year old and I’m getting 
ready to have another baby next year. You know, it’s just like, there’s a big range of people. Whereas 
with Boomers, very few of them have young children, or that really high level of juggle in their life of 
like, managing kids and a career, their kids are probably older, even if they are in high school, they’re a 
little more self-sufficient. So that hectic lifestyle of trying to juggle so many things starts to go down, 
with a  Boomer in my opinion. They’re not having babies, they’re just too old, so. (laughs)

C:  Would you be interested to know that there’s research that, and I discovered this last year and it was just 
fascinating as hell. They did a study of major life events. Things like, getting married, graduating, first 
house, first babies, divorce, second marriage, parent going to—major help problem with parent, par-
ents’ divorce, parents dying, parent going to nursing home, things like that.

T:  Oh, that’s true ..

C:  And they made this list of major life events and they interviewed thousands of people, and just identi-
fied, how old were you when this happened? How old were you when this happened? And each time 
there’s a major life event like that, that’s a selling opportunity. Because that’s them facing something 
brand new that they’ve never experienced before ..

T:  Right.

C:  .. And now looking for a way to address that, or something else looking for a new way to help them get 
through it. And the decade where the most of those major life events were concentrated is their 50s.

T:  Really? What life events were they? The parents, death of a parent?

C:  I’ll send you the article.

T:  That is really interesting.

C:  There were things like, first grandkid, dealing with a child’s marriage, dealing with their parents ..

T:  I wonder if that is because, or I wonder if it .. I’d love more information around that because I can see 
where a 50-year old dealing with life, major life changes, has more power to react to those life changes, 
because they’re more stable, they have more money, they have the ability to make a variety of choices.

C:  If they’re lucky.
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T:  Right, Whereas right now, big life changes? I don’t have a lot of choices, because I don’t have a ton of 
money, I’ve got a lot of variables in play, I have young children, and so I don’t have the freedom to .. say 
my car breaks down. I don’t have the freedom to just choose a variety of cars. I have a very specific 
budget, very specific needs, it has to fit carseats, that sort of thing. So I wonder if it’s the freedom that 
comes with that age range. Which kind of goes back to what I was originally getting at was they just 
seem to have more freedom. I guess “less responsibility” isn’t the right term, but they’re not so bogged 
down with stuff.

C:  Spastic.

T:  Yeah. There’s just so much stuff when you’re in your thirties, thirty to forty I think. It’s just the getting 
married, the kids, adjusting to like, being married, but I haven’t gone through my fifties yet, so I don’t 
know. (laughs)

C:  If you want I can send you the article.

T:  I’d love to read it. Yeah it sounds really interesting.

C:  Okay I’ll do that. Okay and then, Gen X always is interesting because it falls in between .. it’s easy to 
identify traits of Boomers and it’s easy to identify traits of Gen Y, but Gen X is kind of the bridge that is 
murky.

T:  Yeah.

C:  And tell me, I know I’ve kind of asked you this already, but I’m going to ask you just a little bit more 
before we get into the ads to talk about how you perceive Gen X and how you might reach them specifi-
cally.

T:  I perceive Gen X as just a little more complex in way of you need more information. So I’m speaking 
about if I’m trying to market to them. I’ll need a lot more information, because I need to know where 
they’re at. Like, so if I’m trying to sell ..

C:  You need more information about them.

T:  About them. Yes. Specifically who I’m marketing to. You can’t just tell me  I’m marketing to Gen X. So 
I’m trying to think of a really general something. Auto insurance.

C:  Okay.

T:  We’re trying to sell to Gen X. Okay well that doesn’t mean anything to me right now. What, I need more 
information. What income level? Are they married, are they single? Do they have children? Those three 
things are going to heavily impact what type of car insurance they’re going to buy, at that time, at this 
time in their life. Whereas with Boomers, I’m pretty safe to say, they’re going to want some good car 
insurance. Chances are they’ve got a nice car. Not a Mercedes, but they’ve got a nice car, they probably 
get a new car every five years, if that. And they’re stable. They’re probably fairly stable. Again, blanket 
statements, but you can generally say that. With the Gen X, there’s a variety of things that could be 
happening.

C:  They could be anywhere in their lives.
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T:  Right, they could be anywhere in that twenty-year span, ten-year span. So I just think that you need a lot 
more information when you’re talking about Gen X. There are lots of different life stages that go on 
within the age range that Gen X falls into right now. And it’s all tied to the age range that they’re in right 
now. So in 20 years, we could be having this exact same conversation about Gen Y because they’re going 
to be in that age range, where all these big changes take place and things just aren’t as predictable. It’s 
just not, in my opinion, as much of a given about where they are in their life.

C:  So it’s more about the age bracket and less about who the people are.

T:  Right. Yes it is.

C:  You see that you could .. Well here’s a question. Say Gen Y, say in ten years, the older cohort of Gen Y 
advances into the next age range.

T:  So Gen Y is about 18 right now?

C:  Gen Y is 21 and younger.

T:  Okay.

C:  Say the ten years that comprise the older cohort of Gen Y ages another ten years. And now they’re in the 
20-40 age bracket. Would you market to them the same way?

T:  No, I wouldn’t. So you can’t .. 

C:  Would you market to them the same way you market to Gen X now, is my question.

T:  Yes, I would.

C:  You would.

T:  Yes I would. It’s about age bracket. 

C:  Okay.

T:  Defining the generations I think is a really vague way to go about .. If you’re just taking generally like, 
“Gen Xers are the laziest..” I was actually listening to a report on NPR about it this morning. Not a re-
port, but someone just referenced .. It was someone from the Wharton School of Business talking about 
the unproductive hours that a general American spends at work and that 1.8 hours out of an 8.75 hour 
workday are unproductive time. Time where they’re goofing around or not actually producing.

C:  Right. I’d say that’s a conservative estimate.

T:  He just made some sort of reference to, “Our parents thought that we were the laziest generation ever,” 
and that is the Boomer generation when they were young, because they were the hippies. And we ended 
up being the biggest workaholics. And that type of example you can use, it’s appropriate I think to use a 
generational label on that. But when you’re marketing, I think it’s too broad. I think it’s too broad. You 
can say Gen X, but I need more information. I need to know who these people are that I’m marketing to. 
Are you specifically trying to pull in the people that are .. For auto insurance. Are you trying to get 
somebody who’s just now starting their career, and like, starting to build something for themselves or 
are you talking about the people that have three kids and, you know, a mortgage payment, tuition, and 
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you know, who are we talking to? Are we talking both? Cause it’s going to be a challenge then. How are 
we going to, you know we kind of have different tones of voice for both of those groups within the same 
generation, so. Tricky.

C:  So when Gen X ages into the next age bracket, will you then stop advertising to them using online and 
technology? 

T:  No, I doubt it.

C:  Or will you go back to using traditional advertising?

T:  No, that, I think the channels and the technology move along with age brackets.

C:  That’s carried with the generation as they age.

T:  Yeah, because they know that now. That’s what they do.

C:  But your creative will stay the same.

T:  My creative, yes, will stay similar to what we do for Boomers now.

C:  Okay. Interesting.

T:  Hopefully. We’ll see. Who knows what it’s going to be like in 20 years. We could all be driving space-
ships. (laughs)

C:  Right, this is all conjecture.

T:  But that is my theory, this is what I would think. The channels would change, but the type of things that 
I would say and images that I would use, would be the same as how I market to Boomers now. Assum-
ing their challenges and responsibilities are the same. It could be that we have no social security and we 
go to a socialized medical system by then. Those are two major things that would affect that group, and 
then, who knows.

C:  Everything changes.

T:  Yeah, right. That’s assuming everything basically stays the same in the world.

C:  And it doesn’t really matter whether or not it changes. I’m more interested right now in how you per-
ceive these. You’ve drawn a bright neon line between the actual ages and the generations themselves. I 
think that’s important.

T:  Right. Also combined with the fact that you’ve said yourself that there’s a lot of discrepancy and argu-
ment about where the ages fall within those generations. So how accurately can that really be used to 
describe a group of people? If we haven’t really defined hard and fast what those ages are, then it’s really 
difficult to use that as any sort of measuring stick then. You’ve got to go by age.

C:  And some people define their generation as a major event. Like, a lot of people refer to the same genera-
tion that I do when I say Gen Y, they refer to them as the Millennials.

T:  Oh, really?
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C:  Or, the September 11 generation. The internet generation. And so on. There’s dozens and dozens of 
labels. 

T:  Right.

C:  People agree on Boomers. There’s not many labels for Boomers. Gen X is pretty, there are a few, but not 
as many. And then it sort of became trendy to, “Ooh, I’m going to make up the next generation’s label,” 
and then everybody started making up stuff.

T:  What’s the next one?

C:  Behind Gen Y?

T:  They don’t have one yet?

C:  I, oh I’m sure .. (laughs)

T:  (laughs)

C:  But no I really don’t know. I mean, academically, the generation behind Gen Y is two years old.

T:  So my son’s four so he’s considered Gen Y.

C:  Yes. What year was he born?

T:  2003.

C:  So yeah, he’s on the tail end of that cohort. Now again I’m talking academically. For the purpose of 
comparing them in an academic context, you have to apply constraints to these which are testable, 
which you can gather data about meaningfully.

T:  Right.

C:  So my definition, and the rest of the world outside of that ..

T:  I remember when I was in college, people would say, “No no you’re not Gen X. You’d fall out, you’re too 
young for that category.”

C:  Right.

T:  But I’m like, smack right in the middle of Gen X. According to the ages that we’ve talked about. And I’m 
definitely not a Boomer and I’m definitely not Gen Y so it must be Gen X. But when I was in college in 
my early 20s people were like, “No you’re not Gen X, you’re too young for that.”

C:  Well when I was in college, Gen X was sort of the big thing. I was in college in the early nineties.

T:  I was in college in the early nineties, so.

C:  So we’re probably the same age.

T:  Probably pretty close.
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C:  And it was I think 1990 that the book Generation X came out. And that’s what, that was the first thing 
that actually labeled the group as Gen X and that book was very popular and introduced a lot of new 
ideas. And so it got people talking about this as a concept.

T:  Right.

C:  And that was when I was in college, and I was, oh, slacker generation and so forth. But I was more than 
happy to self-identify as Gen X.

T:  I was too. Which is why I was disappointed when everyone kept telling me that I wasn’t.

C:  Yeah.

T:  Now that time has gone on, some fifteen, whatever years later. Seventeen years later, I clearly am smack 
right in the middle of it, so. (laughs)

C:  And I’m proud of it! I mean ..

T:  I don’t have a problem with it.

C:  I think Gen X is, I mean we were the first sort of the first pioneers of, what was it Rupert Murdoch said? 
He gave a speech talking about how the internet was changing his industry, and he referred to people 
like himself as “digital immigrants.” They were immigrants in this new world. 

T:  Mmhmm. Right.

C:  They were not born here. We are the first digital natives. 

T:  I think Gen X is, they demand more. Speaking strictly from a marketing perspective. They demand 
more when you market to them. Because they can detect a false marketing claim or pitch in a second. 
You have to be a lot more honest. And that’s where a lot of .. there’s this push and pull sort of market-
ing. The old way is pushing your message at them. The new way is bringing them in, engaging them, 
wanting them to find out what your message is, that sort of thing. And I think that’s key with the Gen 
Xers. Speaking as a Gen Xer, I don’t need you to tell me what I need. I know what I need. You need to 
tell me what you can give me that makes it worth my while.

C:  “You” being the advertiser.

T:  Me being the consumer.

C:  Right. Then you say, “You need to give me ..”

T:  Right, “you” the advertiser need to, you don’t need to tell me what I need, I know what I need. And that 
is absolutely something that turns me, that would turn me off as a consumer right away. You need to tell 
me why you’re good enough for me and why you’re going to fulfill my needs. That’s more. So, in that 
way, yeah, I’m definitely proud to be a Gen Xer because they demand a lot more.

C:  Okay. So these are the ads, that .. if you saw the Web site, you saw that I focused grouped these ads to 
the generations themselves.

 (Setting up the computer and displaying the Ford Edge ad as C continues)
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T:  Mmhmm.

C:  And the way I did this was, it was online, it was in a chatroom. I recruited mostly from the University 
environment. The older groups were sort of harvested from the University’s online courses, and people 
I knew through the community and so forth. They came to the chat room, we talked for a while, and 
then I would push them the ad and we’d discuss it.

T:  Okay.

C:  And get their responses and so forth. And I’m going to show you the ads in the order I showed them. 
Did you get a chance to look at any of these?

T:  I did. I looked at them all.

C:  Okay, good.

T:  These are all real ads?

C:  Yes, they were all pulled from .. two of them were pulled from a magazine that targets Gen X, two of 
them were pulled from magazines that target Gen Y and two were pulled from magazines that target 
Boomers.

T:  Okay.

C:  I didn’t specify to them where they were from.

T:  That’s pretty easy to figure out, but .. (laughs)

C:  Well you’d be surprised! 

T:  Okay.

C:  I’ve been surprised at some of the answers I’ve gotten.

T:  Okay.

C:  But that’s the first thing I’m going to ask you. Who do you think this ad is targeting?

T:  Gen X.

C:  Why?

T:  Because it’s trying to be somewhat edgy ..

C:  Mmhmm. Pun intentional.

T:  Yeah. I don’t think they’re succeeding at it, but they’re making an attempt at it. And the people that are 
in the image.

C:  What about them?
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T:  They’re of the Gen X age range.

C:  Okay, so the audience is in the ad.

T:  Yes, yes, you’re not going to market, I don’t think you would market to a Boomer by putting someone 
younger ..

C:  Gen Xers in the ad.

T:  Yeah.

C:  Okay. Composition? Color? Design? Copy?

T:  Yeah it’s the concept of the visual, I don’t think it’s anything that would be targeted towards a Boomer. 
You know it’s edge, trying to be edgy sort of look with this on there (indicating the car on the railing in 
the photo). Yeah it’s the composition, it’s trying, it’s somewhat sleek but you know, not super-trendy. I 
mean If you put a different car on there and you didn’t do it, if you just used that landscape and every-
thing, you can market to a Boomer with it too, just, you know. If you do it a little differently. But I think 
it’s the composition, I think it’s the tone of voice they tried to achieve, and the kind of edgy feel that they 
tried to achieve.

C:  Okay. Would this same sort of concept work for Gen Y?

T:  No.

C:  How come?

T:  There’s nothing interesting here for them.

C:  So it’s not interesting enough for them.

T:  No, it’s not dynamic at all for them. It’s barely dynamic enough for a Gen X.

C:  Do you think this is an effective campaign?

T:  Well that would all meant .. Depends on what they’re trying to achieve. If they’re trying to sell cars, I 
don’t think it is. I’m a Gen Xer, so I could very much be their demographic. SUV, could be family car, 
still wanting to be somewhat hip. I’m not sure what their objectives were but speaking from a consumer 
perspective, no, I don’t think it’s effective. Speaking from an art director’s persoective, looks like they 
had a really low budget, and they took some stock photography and an existing shot of the car and they 
merged them together and tried to get a headline to pull it all together. So it’s not very impressive.

C:  Are you familiar with the other ads in this campaign?

T:  No.

C:  Okay.

T:  And that shouldn’t ever be a caveat for a consumer response because you can never guarantee that 
you’re going to. They have to be able to stand on their own.
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C:  Right. So if you were going to sell this car to Boomers, what would you change? Would you start from 
scratch, or .. you kind of said that you could use this with some changes.

T:  Yeah I wouldn’t put it on the edge of the railing like that and I wouldn’t have such a trite headline. “The 
edge is never dull” means nothing to me. It has no substance whatsoever. It’s not telling me anything.

C:  Okay. Except maybe about razors.

T:  Yeah. All it’s telling me is that this is probably a low quality car, even though it looks nice. Because it’s a 
low quality ad. So I wouldn’t .. so you’d have better copy, a better headline that actually means some-
thing. If you took this car and you stuck it in its environment rather than this kind of trite treatment, 
yeah, then it can be marketable to Boomers.

C:  Okay.

T:  You’d have to put older people in it too. It’d have to feel a little more sophisticated, a little less metro-
politan. A little less, you know, out-having-martinis.

C:  Okay.

 (shows the L’Oreal ad)

 If you need I can zoom in on the copy. Let me know if you want me to do that. Why don’t I do that.

T:  I can read it. Okay. Am I guessing who this is for?

C:  Yeah. Who’s this for?

T:  Now that I’ve read it, I think it’s for Boomers.

C:  Why?

T:  Because it’s talking about thickening hair and it’s for men that are losing their hair.

C:  So the nature of the product itself.

T:  Yeah.

C:  So there’s nothing about the design or the copy that .. 

T:  No.

C:  Okay.

T:  I think the design and the copy is, again, very weak. Headline means nothing. They don’t pay it off. If 
you’ve got a subhead in there then you could pull it all together. You might have paid it off but, “Go for 
the upgrade” means nothing. It’s purely by what the product does. Because the ad is so nonspecific that 
it could be anything. You put a pink bottle in there with some flowers on it, that could be for tweens, so. 
It’s just a pretty basic ad.

C:  So you wouldn’t say this ad is effective?

204



T:  No, I wouldn’t say that, it could be. I think it could be more effective.

C:  What’s the point this ad’s trying to get across? I mean, we know what it’s selling.

T:  Product awareness, that it’s there. You can get this shampoo that’s going to make your balding hair look 
thicker. And probably, this is not an old man’s shampoo, it’s still chic and you’re still hip, cause it’s in 
the black sleek bottle, reflective environment. It’s the “go for the upgrade” that I think is misleading. 
You have no idea .. what does that mean? They’re almost playing into a man’s insecurity, I think. 

C:  (laughs) Yeah, okay.

T:  (laughs) Yeah, so. I wouldn’t say it’s unsuccessful, but I wouldn’t say it’s a success.

C:  How do you expect Boomers responded to this?

T:  “Oh, look, I can get shampoo that’ll thicken my hair.” That’s it. (laughs) I don’t think it’s going to do 
anything else. I think it adds brand awareness so when they’re in CVS or Walgreens they see it and 
they’re like, “Oh that’s right, I saw an ad for that, okay. I’ll get that one.”

C:  Okay. Let me go back to Edge really quick. Because I wanted to ask this as well. What’s the point this 
ad’s trying to make? I mean what is the message that it’s attempting to communicate. In total.

T:  “You’re cool, this car is cool.” You know, it’s edgy. It’s still hip. This car keep, makes you still hip.

C:  So it’s positioning ..

T:  Yeah.

C:  .. the car as cool. Okay. Having asked you that .. 

 (shows the Mercedes Benz ad)

T:  Well it’s absolutely Boomers, and they’re kind of playing on a Wall Street Journal sort of feel, so. They’re 
speaking to a level of sophistication, and someone who’d be reading the Journal, businessman, finance, 
sort of thing. What does this information say ..? (reads the ad copy) This is for a much more rational 
person, somewhat conservative, but you know, really high taste. They’re rational and conservative, 
doesn’t mean they don’t have expensive, stylish taste. They’re just not .. They would not be won over by 
an edgy-looking ad alone. This is for the person that needs more substance. Yeah. Potentially also for 
someone who is really into, like, is a car enthusiast, or they may have, they may be really into planes or 
boating, or something like that, cause they’re pulling a spokesperson in that’s really going to appeal to 
that type of person. Yeah this is very upscale, definitely Boomer, well-established man. It’s for a man.

C:  What in this ad says that this is for Boomers? You identified it as Boomers right away, but was it the 
make of car? Was it the layout style?

T:  Oh, definitely the make of car, layout style, I wouldn’t say tone of voice cause that didn’t really .. it is a 
little bit tone of voice, but that isn’t what sells it. It’s definitely the layout and the make of car. It’s the 
visual creative approach. That it resembles that kind of Wall Street Journal-type of feeling.

C:  If you had a different product, could you use the same approach, same layout style and color and type 
choice, to sell to Gen X or Gen Y?
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T:  No.

C:  No. So the design style is too old for them?

T:  Yeah. Too conservative.

C:  Okay. How would you counterbalance this with Edge?

T:  In regards to what?

C:  You identified different techniques of reaching those markets. For instance in Edge, it was positioning. 
It was about making the car cool by putting it in an environment in a space that was unexpected.

T:  Right.

C:  You put the target demo in the ad itself.

T:  Yeah. “You can be this person.”

C:  And you’ve laid this city backdrop behind them that is environmental. It’s not giving any hard data. 
This (indicating the Mercedes Benz ad) is very copy-heavy, the car is just bare-bones minimal ..

T:  So the difference between the two is, they’re playing .. a portion of it is playing up more to the ego in the 
Edge one. And the insecurities of a person that still wants to be cool and doesn’t want to be considered 
a [unintelligible].

C:  It’s aspirational. The approach.

T:  Yes. It’s aspirational. Exactly.

C:  Whereas this ..

T:  Whereas this is far more rational.

C:  Okay.

T:  If it was aspirational that picture of that car would be much bigger. This is much more rational. This has 
a lot more substance to it. There’s a value-proposition written all over this thing. Like, it’s all over that 
text. There are not many products or people that you could market to like this because no one’s going to 
read all that information. Only somebody who’s really into cars and knows exactly what they’re looking 
at right now.

C:  And has the patience to read.

T:  Mmmhmm. Yeah.

C:  Okay. And you say that’s primarily Boomers. Xers would not stop to read that much. I’m .. that’s me 
trying, would you agree with that statement?

T:  Yeah. Yeah, that’s what I would say, in a blanket. Most Xers wouldn’t. I wouldn’t.

206



C:  Okay.

 (Shows the Pop-tarts ad)

T:  This one’s tricky, because I think the writing could be to Gen Xers, cause it’s really funny. I thought this 
was a really funny ad. I thought this was the best ad out of all of them. I’m going to do it by process of 
elimination because you said there’s two of each, so I’m going to say this is Gen Y. But it definitely could 
have been Gen X.

C:  Okay, why did you default to Gen Y?

T:  Process of elimination, because I only see one other Gen Y ad in your group.

C:  Oh, oh oh. Hm! Okay.

T:  But I definitely would have had a hard time picking between Gen X and Gen Y, just because Gen X is so 
into the Simpsons, so into adult cartoons, so into this type of humor. And it made me laugh. It defi-
nitely could have been.

C:  Do you recognize the illustration style?

T:  No I don’t.

C:  Okay. Have you seen the movie “Rejected”?

T:  No.

C:  Okay. I didn’t realize, when I chose this ad, I chose it very specifically. But I did not realize that this illus-
tration style is either deliberately intended to evoke the illustration style of another famous illustrator 
whose movie Rejected was up for an Oscar in 2001, it was one of the short movies, short animated films 
and it was specifically about ..

T:  Mmhmm, never saw it. So that would lead to thinking that it was a Gen X.

C:  And that’s the thing. That sort of changed the dynamic. So far nobody’s recognized it except for one 
person who was not part of the study. He recognized the illustration style and made me realize that 
advertising art directors may know this guy.

T:  It could be for Gen X though. Parents buying for their kids.

C:  Okay.

T:  That’s definitely what it could be. If it wasn’t for Pop-tarts, I would say Gen X without a doubt. If it was 
bagels, Gen X absolutely. It’s because it’s Pop-tarts, that’s what pushes me. And my process of elimina-
tion. The humor. I think the humor would be lost on a Gen Y, on a younger Gen Y.

C:  How do you suppose Boomers reacted to this?

T:  Not at all. Turn the page, didn’t even give it a second thought. Because it’s Pop-tarts, and I’m sure there 
are very few Boomers that .. I love Pop-tarts just as much as the next guy, but you just can’t eat Pop-tarts 
when you get older! (laughs) You’ve just got to be .. that’s just bad for your health.
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C:  Well, did they even have Pop-tarts when they were young? I don’t even know when the product came on 
the market. [Note: early 1960s.]

T:  I don’t know, but they might have had them when their kids were young, and they bought them. Cause I 
remember eating when I was young, so their kids probably were in high school. I love Pop-tarts for my 
kids.

C:  Have you seen those Go-Tarts things?

T:  No.

C:  They’re awesome. Next time you’re in a grocery store, look for Go-Tarts. They’re in a box, packaged 
differently from Pop-tarts but they’re individual-wrapped sticks, like little candy bars.

T:  Ohhhh they’re so good. I love them. I haven’t had them in years. I just try to stay away from them.

C:  Does this make you want a Pop-tart? (laughs)

T:  Oh absolutely! Absolutely. Pop-tarts are the best.

C:  What is this ad saying? What is the message?

T:  Fun! It’s fun. Just funny. Yeah, the logo is what makes you want to eat a Pop-tart. Cause the logo, I, you 
recognize it. And I remember what it tastes like.

C:  You don’t recognize these characters as being Pop-tarts? (indicating the Pop-tart characters in the 
toaster)

T:  Eh, if I saw them I’d probably know what they were, but it wouldn’t be like “Oooh I could really go for a 
Pop-tart,” you know. It’s just like, oh that’s really funny. I just see that being a very Simpsons-esque-type 
humor with all the popularity around the Simpsons. My husband loves the Simpsons, he’s 35.

C:  Yeah.

T:  Oh, there’s a lot of people in this office, our age, who just love the adult humor and the adult cartoons 
on like Comedy Central, Cartoon Network, or whatever. 

C:  Adult Swim.

T:  Yeah, yeah. So you definitely see it working for, I could see it working for Gen Xers buying for their kids 
too. So, what magazine did you get it out of? Did you get it out of a Gen Y or Gen X?

C:  Gen Y. 

T:  Okay. It could work for Gen X in some cases I think.

C:  The Gen Ys loved it. The Gen Xers loved it, and the Boomers went, “I don’t get it.”

T:  Right. Exactly. I wouldn’t have guessed that the Gen Y loved it, unless they’re the older part of Gen Y. 
Like I wouldn’t guess that a 13-year old would love it.
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C:  Well keep in mind I’m talking to 18 to 21 only.

T:  Yeah, I can see where they would love it. I think the humor would be lost on a younger Gen Y.

C:  Well the magazines that I pulled the Gen Y ads from, I actually had to find two magazines, cause I had a 
hard time finding the right kind of ad, for one thing. It was really sort of an unusual situation.

T:  Because they’re usually super-obvious that they’re Gen Y, I think.

C:  So. Effective? Not effective?

T:  Effective.

C:  Okay, why?

T:  Cause it’s funny, it’s a compelling layout, stands out among the other ads because there’s so much 
minimal space, unique illustration style, you don’t see illustrated ads much, and when you do see illus-
trated ads, they’re usually not great, not interesting. This has a very modern kind of, fun, trendy feel. 
The humor’s great, the writing’s great. Great approach.

C:  But what does this say about Pop-tarts? I mean, you said, “Fun.” 

T:  It doesn’t say anything about Pop-tarts.

C:  Except they’re stupid.

T:  Right. It’s just good fun, tastes good, everybody knows a Pop-tart tastes good, you don’t have to try to 
get that across in an ad.

C:  But the approach of this is totally different from Mercedes Benz, which is all full of data.

T:  Mmhmm. Pop-tarts, it’s, you’re also talking about the difference of seventy thousand dollars. You’re 
talking about a dollar fifty, so, you don’t have to. You don’t have to sell it as hard. I mean, Mercedes has, 
obviously, very strong brand equity. But if you’re comparing a level of brand equity to the price point of 
the product, this (Pop-tarts) is going to win out because Pop-tarts equally has brand equity.

C:  Well known.

T:  And it’s only a buck fifty or whatever, so you don’t have to get too, it doesn’t have to be too complex.

C:  It can be more of an impulse. “Oh that was fun, I’ll just grab that.”

T:  Yeah.

C:  Okay.

 (Shows the Smith Barney ad)

T:  Well I don’t understand this campaign anyway. I haven’t ever since I saw it on billboards.

C:  Who’s it for?
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T:  I think it’s for the Boomers, but I don’t understand what “working wealth” means, and if it means what 
I think it means, and I think it’s pretentious, and I have found this whole campaign to be offensive.

C:  Okay, why?

T:  Because I think it’s pretentious. And I don’t like the term “working wealth”. I think they’re alienating 
people who could never consider themselves wealthy. Because I know they’re not talking about personal 
or intellectual wealth. They’re talking about financial wealth.

C:  Monday. Yeah.

T:  And yeah. I think it’s obnoxious.

C:  What in this ad tells you it’s for Boomers?

T:  The term “wealth” makes me think it’s for Boomers.

C:  So the word “wealth.” Even though there’s a Gen Y in the ad?

T:  Oh the, yeah, that has nothing to do with it. But reading the headline now, it probably is Gen X because 
they’re talking about “my kids”. So it could be the older portion of the Gen X. Yeah. Probably.

C:  Okay.

T:  This is an ad that, this whole campaign, I can’t relate to. It doesn’t do anything for me, I don’t relate to 
it. Even if I had a lot of money, I don’t like their approach because it seems very white collar to me. Even 
if I had lots of money and was white collar .. I mean I probably am considered white collar.

C:  I was going to say, you don’t see yourself as white collar?

T:  I don’t, no. I mean in a way, yes, but this is very pretentious white collar. I have found the whole cam-
paign offensive. And I didn’t understand it. I don’t understand what “working wealth” means. I think 
you’re alienating a large portion of people by saying that. If you said, “working money,” “working finan-
cial security,” something like that, but .. “working wealth” ? I don’t think they’re ..

C:  It’s more alliterative.

T:  I’m not sure what they’re trying to achieve, like who is their target demographic? I’ve always wondered, 
are you talking to people that make $300,000 or more? As a household? Or are you speaking to people 
that make $150,000 or more as a household? You’re certainly not speaking to the group that makes 
$50,000 as a household. So in my opinion a household that makes $150,000 a year, household, is not a 
wealthy household. So they’re speaking to an elite group here. And even if they are speaking to people 
that make upwards of two to three hundred as a household? It’s obnoxious the way that they’ve ap-
proached it I think.

C:  Now are you bringing that with you from having seen other elements of the campaign to this?

T:  Billboards, yeah. Now if I had looked at this ad by itself? I would have thought that it was an adverto-
rial. I would have thought that it was part of an article.

C:  Okay, and does that .. 
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T:  Okay, yeah it’s Gen X. It’s Gen X, it’s a great layout, visually it looks good, copy’s good, it’s a strong ad. 
It’s definitely a strong ad. I just was already jaded about this campaign. I have obviously serious opin-
ions about this campaign.

C:  What do you think about the idea of deliberately laying this out as though it’s a magazine article?

T:  I think that that is smart, because you’re talking about a rational topic, and you’re talking about people 
who should be in a rational state of mind when they’re thinking about this. So it needs to have credibil-
ity and it needs to evoke confidence. You know and something that goes into more of a journalistic fo-
rum feels, I think evokes more confidence because you don’t feel like you’re being marketed to. You feel 
like you’re being informed. So I think it’s a very successful ad, despite the fact that I ..

C:  Hate it. (laughs)

T:  .. don’t like the campaign at all. Yeah. Like if the Working Wealth wasn’t there and I didn’t have my 
history with this campaign, I would read this and I would seriously think about it because that’s a big 
topic in my head is, how am I providing for my children, and are we financially sound, are we planning 
the way we should be?

C:  Okay. 

 (Shows Stridex ad)

T:  This is an awful ad. (laughs) But it’s definitely to Gen Y because they’re using the text-messaging in it. 
It’s probably successful for them although if they’re marketing to Gen Y, I’m not sure they’re going to 
use a coupon, but the messaging is correct.

C:  The Gen Ys loved the coupon.

T:  Really!

C:  They were like, “oh look! A coupon!” Yeah.

T:  I don’t think I’ve ever used a coupon in my life.

C:  I never do.

T:  (laughs)

C:  But apparently a buck is a buck to Gen Y.

T:  Must be, yeah.

C:  And they will, apparently that really, I got positive response from that.

T:  So it should if they buy it themselves and they make, like six bucks an hour at McDonalds or whatever. 
Well again, I think of Gen Y as sixteen. 21, mmm. It’s an awful ad but I can see what they’re doing.

C:  What makes it awful?
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T:  The layout’s terrible, it’s poor quality. The copy’s decent, the headline’s decent, but the layout could be 
much stronger. It’s just a really poor execution.

C:  Now this is the second personal hygiene ad in the series. Do you have, do you think this is or more or 
less effective than L’Oreal? Do you want to see L’Oreal?

T:  I think it’s more effective.

C:  Why?

T:  Because it’s more specific to the market that they’re going after. L’Oreal was so generic. 

C:  Yeah.

T:  And the headline didn’t mean anything. This, the headline means something. They’re telling you what 
your value proposition is. Why should you use this? Because you’re not going to get burned. It won’t 
burn your skin. L’Oreal, I have no idea what the .. the only reason I knew what that did is cause I read 
the bottle. That’s the only reason.

C:  Okay.

T:  So this is a way more effective ad, and plus it’s got a coupon. So, regardless of what I thought, that I 
didn’t think they were going to use it, the coupon generally is going to .. 

C:  That would be a technique that ..

T:  For this type of product. Obviously not for a Mercedes or something. (laughs)

C:  Save twenty five thousand dollars!

T:  Right, it’s got to be a consumer goods product.

C:  Yeah. Would you, could you use the same sort of design style and technique to sell to Gen X?

T:  Sure, but it would depend on what the product was.

C:  With a different product maybe?

T:  And the copy would have to be correct. But yeah, you could.

C:  So, faces with emoticons ..?

T:  Oh. No, I don’t think you could.

C:  So the emoticons really cinch it as Gen Y.

T:  Mmhmm.

C:  Or is it just the silly faces?
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T:  I think the graphic treatment within the faces and the emoticons together, I don’t think would be suc-
cessful with Gen X. I don’t think it would be a total bum, but I don’t think it would be successful.

C:  Why? Cause it’s not serious enough?

T:  A Gen Xer needs more than this. They need more than that. They need .. if it was going to be Gen X, I 
would have a big picture of a woman, a pretty woman with a clean face, good skin, applying it, looking 
happy in a nice bathroom. You know. They need something more than this, there’s not enough sub-
stance here. It’s a little too fun.

C:  Okay.

T:  And if they’re using Stridex, as a Gen Xer, they’ve got some skin problems. It’s probably getting to be a 
more serious problem for them so they need a more serious ad.

C:  Hm, that’s an interesting insight. Okay. I think that’s all I need.

213


	1
	2
	abstract



