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Introduction 

Generational Advertising in Today’s Marketplace

Two of the most important principles in marketing are to know your audience 

and speak to their needs. Hence, the old adage, “When you market to everyone, 

you market to no one,” speaks volumes as the one-size-fits-all approach has no 

place in strategic marketing or targeted advertising campaigns.  

Instead, segmentation—the process of separating populations based on characteristics, 

such as age, gender, race, location, educational attainment, income level, etc.—is a critical 

step in developing an effective marketing campaign. 

In fact, researchers have found that age is one of the most common predictors of consumer attitudes 

and behaviors. Our values, interests, likes, and dislikes are in many ways a reflection of the era in 

which we were born, raised and socialized. Whether it is the influence of war, the Great Depression, 

national civil and social movements, technological innovation, or the emergence of rock and roll, we 

are products of our society. These societal influences are revealed in all aspects of our being, 

including our lifestyle choices, political and religious views, and buying habits. Knowing this, 

marketers have recognized the importance of considering unique characteristics of demographic 

cohorts when crafting advertising strategies. Generational Advertising or Generational Marketing as 

it is also known, calls for the adaption of marketing and advertising messages to resonate with or 

speak to specific generations.  

In this e-book, we explore generational advertising and the impact it has on video marketing. In so 

doing, we examine the attitudes and consumer behaviors of Generation Z, Millennials, Baby Boomers, 

and Generation X. Specifically, we look at key characteristics of these cohorts, including their 

spending habits, preferred method of communication, technological engagement, Internet usage and 

social media behavior. In reviewing these factors, we provide valuable insight on how companies can 

integrate video messaging in their generational marketing efforts. 

                   Speaking to the Generations                  June 2018 Page  3



Chapter One 

A Statistical Look at the Generations

Today, Baby Boomers, Millennials, Generation X, and Generation Z make up 

the lion share of consumers and are gold mines for advertisers. However, 

unless advertisers and marketers understand the interests and buying habits of 

their target generation, their advertising messages can miss the mark and hamper 

their ability to build a consumer connection.

Although this e-book does not analyze the consumer behavior of society’s oldest living 

generations, The Silent Generation (1928-1945) and The Greatest Generation (born before 1928), 

we would be remiss not to mention these cohorts in our discussion. Born during The Great 

Depression and World War II, The Silents are known as civic-minded conformists of their time. Today, 

members of this generation range from 72 to 89 in age. The Greatest Generation precedes The 

Silents, and those who are still among us would be 90 or older. Historians remember this generation 

as the one that “saved the world” as they fought and won World War II.¹ 

Let’s start with a look at consumers born between 1928 and 1997 from a statistical standpoint.

Births by Generation:  1928-1997 ² 

Number of U.S. Births by Year and Generation as of 2015

Millennials  

Generation X

Baby Boomers

The Silent Generation

1981 –  1996 Age 18-34 66 Million 30% of population 

1965 –  1980 Age 35-50 55 Million 27% of population 

1946 –  1964 Age 51-69 76 Million 30% of population 

1928 –  1945 Age 70-87 47 Million 11% of population 

Births before 1928 ³
Number of U.S. Births by Year and Generation as of 2015

The Greatest Generation Age 88-1002% of population 

¹The Whys and Hows of Generations Research, Pew Research Center, September 3, 2015
²Pew Research Center tabulations of the 2014, 1998, 1980 and 1963 Current Population Surveys from the Integrated Public Use Microdata 
Series (IPUMS). Ages shown are as of 2014. Members of the Silent generation were 69 to 86 in 2014. Since the Current Population Survey 
aggregates those ages 85 and older into one category, results for 69 to 84-year old individuals are shown.
³U.S. Department of Health and Human Services National Center for Health Services and Pew Research Center
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Marriage Rate by Generation

% married when they were 18-33

% ever married in 2014

Millennials

28%

Gen Xers

38%

Baby Boomers

49%

Silents

64%

Millennials

32%

Gen Xers

81%

Baby Boomers

90%

Silents

96%

Partisan Affiliation by Generation in 2014

% of who identified as

4

Millennials (18-33)

  Data points represent annual totals based on monthly political surveys conducted by Pew Research in 2014.4
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35%
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40%
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33%
33%
29%
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Democrat 
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Chapter Two 

Generation Z: Understanding the Emerging Consumer Pool 

Generation Z, also known as Centennials, is society’s newest generational 

cohort and is still being defined by researchers who are studying this young 

demographic. There is no consensus as to when Generation Z begins, but most 

researchers have identified 2000 as this generation’s starting point, which today 

makes the oldest members of this cohort 18 years old. Today, there are approximately 

65 million Gen Z’s in the United States with a buying power of about $44 billion. It is 

anticipated that, by 2020, these post-Millennials will make up 40 percent of the U.S. consumer 

population.    5

So, who are members of Generation Z? They are the children of Millennials and older Generation Xers. 

The oldest members of this cohort are just now coming into adulthood. As an emerging consumer 

demographic, Gen Z is poised to be a powerful and highly influential consumer group. For marketers 

targeting this cohort, a number of important factors should be considered:

  Generation Z statistics: New report on the values, attitudes and behaviors of the post-Millennials.5

Members of Gen Z were born either right before or after September 2001. As such, they are 

children of the 9/11 era. This is the one generation that grew up knowing the real threat of large 

scale domestic terrorism as opposed to previous generations that enjoyed a greater sense of 

homeland security.

Gen Z’s are image-driven shoppers who like products that look good.

They are fashion-focused—67 percent of Gen Z’s polled says fashion design matters to them.

They are realistic about technology—only 19 percent are excited about self-driving cars.

They favor Internet streaming:

Beware where you advertise with this group—69 percent of this cohort find ads to be disruptive.

Gen Z’s don’t think of themselves as big spenders.

71 percent has a Netflix subscription

45 percent watch cable on TV
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Chapter Three 

Millennials: Resonating with Digital Natives

Born between 1981 and 1996, Millennials, or Generation Y, today range from 

622 to 37 in age.  By the end of 2016, Millennials were 71 million strong.    

Studies show that Millennials spend about $600 billion a year, and typically 

spend their disposable income on consumables that support and enhance their 

active lifestyles. The following provides valuable insight into characteristics, 

consumer behavior and buying habits of the Millennial.

The Highly-Educated

According to a Pew Research Center study, Millennials are the most educated generation to date. 

With this in mind, marketers should speak to this generation’s intellect when advertising. In doing so, 

you should make sure that your messaging does not come across as condescending. Instead, it 

should appeal to Millennials’ higher level of thinking. One strategy would be to use an educational 

approach to show them how your product or service solves their problem, ease their pain, make their 

life easier, or enhance their quality of life. 

Digital Natives

Born and raised in the age of technological innovation, Millennials are characterized as being 

computer-savvy and technology-driven. Dubbed ‘‘Digital Natives,’’ this generational cohort became 

exposed to the Internet at a young age and use the World Wide Web as their primary source of 

information. They tend to gravitate toward video content, particularly for educational purposes. In 

fact, 76 percent of Millennials say they follow brands on YouTube, and statistics show that they are 

150 percent more likely than Baby Boomers to use video advertising for comparison shopping. 

Studies show that Millennials do not use their love of technology to make the majority of their 

purchases. In fact, most prefer schlepping through brick and mortar establishments to buying online. 

It may sound counterintuitive, but this generation enjoys the in-store buying experience and prefers 

to “touch and feel” goods before making the purchase. Consequently, big box electronics stores find 

Millennials to be among their largest consumer group as they spend much of their disposable income 

on electronics, such as televisions, smartphones, tablets and computers.
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The Environmentally Conscious

Millennials are perhaps the most 

environmentally and health-conscious of 

the generational cohorts. Research 

shows that out of all of the generations, 

Millennials spend the most on organic 

food, locally grown vegetables, and 

environmentally friendly products such 

as recycled goods, even clothing made 

from recycled products. For the 

producers of organic foodstuffs and 

manufacturers of environmentally-

friendly consumer products, Millennials are prime targets for marketing and advertising campaigns.

The Philanthropic Spirited

Millennials are identified as having a strong philanthropic spirit. For charitable and nonprofit 

organizations, it is a sound marketing strategy to target this cohort for fundraising and volunteer 

efforts. It is this generation that is most likely to contribute to worthy causes, donate unused clothes 

and furniture to the local thrift store, or become engaged in community outreach and volunteer 

efforts.  Hence, companies that target this generation should show themselves to be socially 

responsible corporate citizens. Sponsoring campaigns that affect positive change in communities 

and promote social good, pays dividends for companies seeking to build brand loyalty among 

Millennials. So, promoting your social marketing efforts in a well-crafted video can add a new 

dimension to your corporate marketing strategy. 
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  Millennials projected to overtake Baby Boomers as America’s largest generation, Pew Research Center, March 1, 2018.6
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Seekers of Authentic and Credible Brands 

Even more than other generations, Millennials typically trust brands that are deemed credible in their 

industry. When targeting this generation, it is important to showcase your company’s expertise, and 

position it as an authority in your industry. By illustrating that you are an expert in your field, your 

company’s brand is more likely to appeal to this audience. It is equally important that your company 

comes across as authentic in its marketing efforts.  Millennials are more likely to patronize your 

business if your video messaging is straightforward and honest. For this audience, it is best to just 

keep it real. 

Animation Junkies

You already know Millennials are tech 

junkies, but did you know that they 

appreciate the entertainment factor 

offered through cartoon and 

animation? In fact, many researchers 

believe that entertainment is this 

generations’ preferred genre for 

consuming content. Because of this, 

savvy advertisers use 

infotainment—entertainment that 

provides information—to grab their 

attention and keep them interested. Consequently, using a well-put together animation video to 

demonstrate your product or to explain your company’s service delivery process is an effective 

marketing strategy when targeting this generation. 
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Chapter Four 

Generation X: Appealing to the Money Conscious Consumer

Members of Generation X, also called Gen X, were born between 1965 and 

1980. The average Gen X household spends about $67,000 each year and is 

estimated to be 65.8 million strong as of 2018.  

This generational cohort, currently between the ages of 38 and 53, is more mature 

than Millennials and their spending habits are reflective of where they are in life: most 

are parents and mid or senior level workers. Parents born early in this generational period 

are current or soon to be empty nesters. As such, Generation X dedicates a significant amount of 

its disposable income on purchases that support their family lifestyle. They are by and large 

homeowners and much of their disposable income goes towards enhancing their homes or caring for 

their children—and their children’s future. Consequently, they are ideal targets for financial products 

and services, home improvement services, as well as products and services that support their 

children’s physical and educational well-being.

Keep in mind that despite their family obligations, Gen. Xers don’t hesitate to splurge on 

entertainment. In fact, they spend a considerable portion of their disposable income on dining out, 

electronics, and automobile purchases.  

The Financially Conscious

Because Gen Xers are typically family-oriented, they tend to be financially conscious and self-reliant. 

Those born early in the generation are thinking about retirement right now, so they are paying 

attention to what they spend. With this in mind, Gen X is an excellent target for financial planners and 

investment consultants, as many are saving for their retirement as well as their children’s college 

tuition. 
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The Highly Occupied Generation

Gen Xers tend to have may irons in the fire because they are typically homeowners, active parents 

and career-driven professionals. As such, they are extremely busy or highly occupied. When crafting 

your video message, it is important to observe the three-second rule.  In so doing,  you will grab this 

audience’s attention and make your case early.   

The Independent Thinkers

As the generation dubbed ‘‘latch key kids’’, Gen Xers became self-reliant early in their childhood. As a 

result, this generation grew to be independent in their lifestyle and in their thinking. For this reason, 

when courting this generation it is essential to focus on how you can help them, not why they should 

hire you. In your messaging, be sure to communicate what is in it for them. Such a message will grab 

their attention and keep them engaged throughout your video. 

The Bargain Hunters

Since they are financially conscious, 

Gen Xers tend to think before they 

spend. So, it is imperative to give this 

cohort an incentive to buy from you.  

Offering rewards programs to 

frequent shoppers or discounts to 

online buyers are great ways to 

create a buzz around your product 

and build brand loyalty among this 

group. 
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Chapter Five 

Baby Boomers: Relating to Traditional Consumers

The largest demographic cohort, Baby Boomers, were born between 1946 and 

1964 and today range from 54 to 72 in age. In 2015, there were approximately 76 

million baby boomers in the United States. This generation has a lot of buying power 

7
and spends about $3.2 trillion annually,  and accounts for 50 percent of all consumer 

8expenditures.  Of all the generations, Baby Boomers spend the most on technology and 

tend to be brand loyal. They dedicate a significant percentage of their disposable income on 

brands that they know and love. They typically buy big-ticket items like automobiles, vacations, 

and electronics such as laptops, smartphones, tablets, and televisions. Since Baby Boomers are 

reaching their senior years and are experiencing the signs of aging, companies in the healthcare and 

wellness markets would be wise to direct advertising efforts to members of this generation. Remember, 

this generational cohort tends to be brand loyal.  So, if they try your product or service and like it they are 

likely to stick with it. 

Baby Boomers Are Pet Lovers

Many Baby Boomers are “Pet Moms” and “Pet Dads” and don’t hesitate to splurge on their 

pets—primarily dogs and cats. Being a “Pet Parent” isn’t cheap: they require food, grooming, veterinarian 

visits, and more. These costs alone can add up quickly, but Baby Boomers go above and beyond when it 

comes to taking care of their four-legged family members. In fact, in 2015, Baby Boomers over the age of 

50 spent over $60 billion dollars on their furry friends. From homeopathic remedies to alternative care 

like pet acupuncture, Baby Boomers don’t hesitate to shell out the big bucks for pet care. For companies 

selling pet products and services, Baby Boomers are gold mines. Allocating advertising dollars to attract 

buyers from this generational cohort is money well spent. 

Baby Boomers Appreciate Tradition

Baby Boomers respond best to traditional sales tactics, such face-to-face interactions and product 

demonstration approaches. Therefore, your video marketing strategy should be based on delivering a 

direct but personal message.  For video messaging, don’t rely heavily on graphics and still images, 

instead consider an actor-led approach and feature the company president or employee as the 

spokesperson in a product or service demonstration video. For this cohort, the spokesperson should be 

a charismatic and mature individual that comes across as knowledgeable, credible and highly likeable.  
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Customer Reviews Matter: Include Testimonials

This generation wants to hear what your customers have to say about your company, the quality of your 

product or service, and your ability to deliver on your brand promise. Including customer testimonials in 

your video message gives viewers assurance that your product or service is tried and true.  

Accessibility Counts

Making your video content accessible to Baby Boomers is important, so keep these technical 

considerations in mind when crafting your video message:

Use larger size text when presenting content.

Time your content flow carefully.  A video message that flows 

too fast can be frustrating for Baby Boomers.

Use a narrator who has a relaxed and calming voice.

Place text on screen to reinforce important points. Be careful 

not to scroll in text and images too quickly.

Leave text on the screen a bit longer than you would for the 

younger viewers. This gives Baby Boomers more time to 

absorb and process your message.

Lastly, make your video portable. Although, Baby Boomers 

may not be as tech savvy as Millennials, they still use mobile 

devices so make sure your video is mobile friendly. 

  The 7 Incredible Facts About Boomers’ Spending Power, HuffingtonPost.com, Dec. 6 2017
  Generational Marketing: How to Target Millennials, Gen X, & Boomers, Mary Lister, WordStream.com, May 4, 2018

7

8
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Chapter Six 

Generations and the Age of Social Marketing

Before the advent of the Internet, advertising campaigns were limited in their 

reach based on the reach of the media outlet. For instance, a local television or 

radio station’s reach goes only as far as its viewer or listener territory. For print, 

the campaign reach would be limited to readers who subscribed to that particular 

publication.  With the Internet, however, the potential audience is almost unlimited. In 

fact, thanks to the World Wide Web the sky is the limit—giving advertisers reach beyond 

geographic borders, subscriptions, demographics and income levels.

Adding the popularity of social media to the equation, the portability of videos makes them one of the 

most effective marketing tools. As users often share videos with their peers, colleagues and family 

members, social media platforms offer advertisers the ability to expand their viewer audience 

exponentially. 

Since the growth in Internet usage, marketers have shifted from focusing solely on traditional 

advertising channels (i.e. television and print) to investing more advertising dollars in Internet and 

online marketing. According to Forrester, a market research firm, digital marketing spending in the 

U.S. will reach nearly $120 billion by 2021 and will make up 46 percent of all advertising in the next 

five years. By the year 2019, it is estimated that video views will make up at least 80 percent of all 

web traffic.

With the ability to zero-in on specific audiences while gaining access to markets worldwide, the 

Internet offers the reach, depth and budget flexibility that advertisers want. Consequently, online 

marketing is proving to be more effective at helping companies raise brand awareness than 

traditional methods of marketing. To that end, social media marketing is quickly surpassing other 

advertising mediums as the preferred channel for reaching target audiences.

Capitalizing on the Social Media Phenomenon

Whether you love it or not, social media can’t be overlooked when it comes to marketing.  Almost 

everyone, from Generation Z to younger members of the Silent Generation, are active on social media 

platforms. This means that most of your potential customers are in some way engaged on an online 

social platform. As such, you would be wise to make social media a key component of your video 

marketing plan. 
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Facebook is perhaps the most widely-used social media platform. Teenagers, adults, seniors, and 

even the elderly use the platform to stay in touch with family, friends and even business associates. 

The ritual of posting personal photos and one’s intimate thoughts for the world to see is no longer 

taboo and has actually become routine. These social media junkies are not only open to viewing 

promotional videos, in some ways they expect it. They eagerly share video content that interest, 

fascinate, and amaze them.  

Leveraging Social Media in Generational Advertising

All generations engage in social media 

activities. Research shows that they 

use such platforms to socialize, share 

life experiences, and engage with 

family, friends, and business 

associates. They also use social media 

sites to stay in tune with their favorite 

brands. Consequently, the more 

advertisers post content to these 

platforms, the more consumers are able 

to get to know and experience their 

brand, which is critical to building brand recognition among new audiences.

In this day and age, it is difficult to reach all of your potential customers without leveraging social 

media as an advertising platform. However, each generational cohort has unique behaviors when 

engaging on social media sites. Knowing each cohort’s likes and dislikes can help you develop, even 

fine tune, your marketing strategy when targeting the following audiences. We’ve highlighted a few 

key social marketing tendencies worth noting about the various cohorts.
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Instagram, Snapchat & Millennials

Since Millennials adore all things visual, video is an ideal 

marketing tool for this generation. Knowing this, 

Instagram, which allows users to post pictures and 

videos, gives Millennials more of what they enjoy in a 

platform.  For video marketing, Instagram is clearly the 

Millenial’s preferred platform as opposed to Twitter, which 

lends itself to text-oriented messaging campaigns.

Snapchat is also an ideal way to engage with Millennials 

and is fast becoming a preferred platform to Facebook. As 

such, it is a savvy marketing maneuver for advertisers to 

maximize their presence on this platform in efforts to 

reach this consumer group.  

Facebook, Pinterest & Generation X

Generation Xers tend to migrate and engage heavily on Facebook and Pinterest. Although they 

typically have accounts with all of the popular platforms, this cohort is found to spend much of their 

time on these platforms. It is also important to note that Gen Xers are most active at night between 

the hours of 7 pm and 11 pm. It is during this period that this generation gets its social media fix.  

Facebook & Baby Boomers

Don’t count this generation out when it comes to social media activities. Baby Boomers make up a 

significant portion of social media engagers. They were introduced to the social media craze on 

legacy social media sites like Facebook, and tend to prefer it to other platforms. Being the fact 

seekers that they are, once they encounter your brand on a platform, Baby Boomers are likely to seek 

more information on your brand by visiting your website and/or your social media sites.

To get this cohort’s attention, post your video or other promotional information in the mornings. Baby 

Boomers are active on social media mostly from 5 am to noon so capitalize on this timeframe when 

attempting to connect with them.   
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Leverage Video-Sharing Platforms

In recent years, YouTube and Vimeo have increased in 

popularity. Broad accessibility of these video-sharing 

sites has positioned them as the go-to platforms for 

exporting everything from instructional videos to mini 

TV shows. This growth in popularity is largely fueled by 

the platforms’ world-wide access and usability, which allow video 

producers to reach audiences around the globe. Simply uploading your video to 

YouTube or Vimeo, however, doesn’t mean that your video message will reach the right audience. 

Thousands of videos are uploaded to these platforms each day. A well-thought-out promotional 

effort, will keep your video from getting lost in the mix. 

So, how do you ensure that your video message is received by your target audience? Put a little 

method to your video marketing madness:

Publicize Your Video Channels. Drive users to your YouTube and/or Vimeo channels by 

publicizing your channels on your website, in your e-news, and blog site. Encourage users to join 

your subscriber list and alert them each time you release a new video.

Segment and Target. Utilize the segmentation and audience-targeting features on YouTube and 

other social media platforms to ensure that your video appears on the page of your target 

audiences. YouTube offers web analytics that provide demographic data on who is watching your 

videos.  

Be Proactive. Send a link of your video to prospects, current clients and partners via e-blast. 

Get Social. Post your video link to your Facebook, YouTube and LinkedIn accounts. Hint: Using 

the “Boost” feature on Facebook is a great way to exponentially increase your impressions and 

views on Facebook.
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Focus on SEO Messaging

As we all know content is king! That being the case, your video message is valuable content that is 

discoverable in Internet search engines. Consequently, by strategically linking your video in SEO friendly 

blog articles and web pages, you increase chances of your video being found by consumers seeking your 

product or service. 

There are a number of strategies you can employ to ensure that your video is pulled in an organic search, 

among them:

Tag your video with keywords used by consumers in their search efforts.

Be sure optimize your video caption with SEO-friendly keywords and phrases.

Include SEO-friendly subtitles on blog articles, webpages and video descriptions. You can do this 

with the textual descriptive information associated with your video, which can be more useful in 

getting your video pulled up in organic searches.

Enable embedding on your videos to increase the likelihood they will be shared.

Consider a video series. Customer testimonials, consumer tips and advice, case studies, and similar 

content enable you to build a following among a specific viewer audience.
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Chapter Seven 

Video Marketing 101: Integrating Video in Your Strategy

Video marketing leaves an impact greater than any other advertorial method 

and is fast becoming one of the Internet’s most powerful advertising tools. It is 

everywhere! Think back to your last engagement on Facebook or any of the other 

popular social media platforms, as you engaged with colleagues, friends and family 

members, undoubtedly video messages popped up either on your timeline or in the ad-

soaked sidebar. As spontaneous as it may seem, these videos are part of well-orchestrated 

marketing campaigns. These campaigns believe it or not are targeting you!

Because video marketing allows advertisers to present their product or service in motion and creates 

a visual connection with potential buyers, it is highly effective in building brand awareness, nurturing 

target audiences, and generating leads. As such, video marketing has become an integral part of 

advertising campaigns and requires its own strategy to ensure that video content is leveraged to the 

fullest. 

Consequently, the first step in capitalizing on your video message is to craft a well thought out video 

marketing strategy.  Such a strategy should:
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Clearly define your company’s marketing objectives and goals.

Identify well-defined and targeted viewer audience(s).

Outline how your video message will be leveraged in your marketing funnel.

Specify innovative marketing tactics to fully leverage your video in the marketplace.

Include a video marketing budget;

Identify marketing channels to export your video (social media platforms, company website, video 

platforms, etc.). 

Include action items for each team member involved in the video marketing effort. 

Goals should be SMART (Specific, Measurable, Attainable, Realistic, and Timely).

Cost of hiring a video production company; and

Digital advertising fees on social media platforms.
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Measure according to SMART goals;

Set a schedule to evaluate success (weekly, monthly or quarterly); and

Adjust marketing tactics as needed to bring about desired outcomes.

Video Messaging and the Marketing Funnel

The key to executing a video marketing strategy is identifying how to best leverage video content in 

your marketing funnel.   Integrating video messages at critical junctures of your funnel can help move 

prospects from the initial stage of building brand awareness to lead conversion. Although a large 

number of prospects may be placed into your marketing funnel, only a fraction of these prospects will 

be converted into buying customers.  Your goal, and your challenge, is to move the largest number of 

these prospects to the stage of conversion.

In devising your strategy to move prospects 

through your marketing funnel, you should ask 

yourself two important questions: “At which 

point in my marketing funnel should I leverage 

my video content?” and “How do I utilize my 

video message to convert prospects to 

customers?” The answers to these questions 

are found in critical stages of the marketing 

funnel:

The point at which you integrate video into 

your marketing funnel depends greatly on your 

video message.  Here are examples of how 

video messages can help accomplish your 

goals in critical stages of your marketing 

funnel:

Convert 
Leads

Build Brand Awareness

Generate Interest

Nurture Leads
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Include a process to evaluate marketing success:



Building Brand Awareness with Educational Videos

Video content that educates is a great 

way to introduce your company’s brand 

to prospects while positioning your 

company as a thought leader in your 

industry. Since employing hard sell 

tactics to new prospects is ill advised, 

providing free educational content is a 

proven strategy for getting them 

familiar with your brand. Be mindful 

that, new prospects must encounter 

your brand at least seven times before 

it resonates with them. Your marketing campaign should include multiple touch points through 

multiple marketing channels. Video messaging is just one of them. For the purpose of this 

discussion, consider a remodeling company’s effort to build brand awareness among homeowners. 

Taking an educational approach, the company develops a 3-minute video explaining the pros and 

cons of various flooring options (i.e. marble, granite, slate, travertine, hardwood) and educates 

viewers on how to select the best option based on their needs. For homeowners considering a 

renovation project, such a video would be highly useful. For the remodeling company, the video 

enables owners to build brand awareness, showcase their expertise and create a connection with a 

new audience. 

Generating Interest through Demonstrations

A product or service demonstration video can be instrumental in moving audiences to the Generate 

Interest stage of your funnel as such videos enable you to show and tell all that you want prospects 

to know about your product or service, including its benefits and how it beats out the competition. If 

packaged effectively, your product demonstration video will move viewers to act.  In doing so, their 

interest will be confirmed by their response to your CTA or call to action (i.e. Request a Quote, 

Download Our eBook, Request a Consultation). 
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Nurturing Leads with Explainer Videos

Explainer videos are excellent tools for leverage at any stage of your marketing funnel: building brand 

awareness, generating interest, lead nurture and lead conversion. Such videos can be used to set 

your company apart from competitors by describing how your product or service solves their 

problem. In doing so, your goal is to provide details on your service delivery process and explain how 

your process delivers value to customers. 

Converting Leads

Lead conversion can occur at various stages in your marketing funnel 

depending on each prospect’s readiness to buy. Consequently, all video 

messages should include a clear and concise CTA strategically placed 

throughout the video message.  Unlike website marketing, video promotional 

tools don’t enable viewers to simply “click” to move through the conversion 

process. In most cases, viewers will need to follow-up with a phone call, an 

email, or visit a campaign web page to follow-up, subscribe or make a 

purchase. As such, your CTA needs to be highly visible and appear numerous 

times throughout the video message. Typically, such messages are 

presented in the form of scrolling text at the bottom of the screen or a re-

appearing pop up message.  

Packaging Your Video Message

Video messages can be packaged in a number of creative techniques. The goal is to package your 

message in a way that best appeals to your target audience(s). The video technique you choose 

should resonate with the generational preferences of the target audience. Moreover, it should be 

appropriate for delivering the intended message, and support your company’s brand personality. 

There’s a broad range of video production techniques that include: 
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Live Action -  Live action videos are perfect for brief no frills video messages that utilize live 

actors to deliver a specific message. These videos typically feature the company owner or 

spokesperson, and are used for product or service demonstration, or educational content. Crafted 

properly, they can be highly effective in helping companies build credibility among target 

audiences.  As such live action videos are very helpful when leveraged during the brand 

awareness process.

2D or 3D Animation -  Animated videos offer a light-hearted and stylized appearance. Because 

they are so captivating, animated videos provide a highly creative format to tell your company’s 

story.  The use of animated characters, voice over narration and creative backdrops/settings keep 

viewers engaged and interested. Such videos are perfect for corporate overviews, explainer 

videos or service demonstrations, and can be an integral part of your lead nurturing stage.

Whiteboard - The whiteboard format is excellent for presenting explainer videos. Such videos are 

perfect for explaining abstract or complex concepts or walking prospects through a process or 

procedure. As noted earlier, these types of videos can be effective at any stage of your marketing 

funnel.  

Stop-Motion - Stop-motion is a creative technique that enables video producers to manipulate 

an inanimate object to give the appearance that it is moving on its own such as a doll, appliance, 

toy, etc. Great for comedic effect, stop-motion videos are perfect for presenting light hearted and 

humorous video content while delivering an important message about your company, product or 

service. Such videos are highly effective in the lead nurturing stage.

Motion Graphics - Commonly used in the 

commercial application of animation, motion 

graphics differs from typical animation since 

they are not solely character driven or story 

based. This video technique is used to present 

graphics such as logos, charts and graphs, etc. 

as animated figures. Motion graphics present 

information very effectively and can be used 

strategically in corporate overview, educational and explainer videos.    

Typography - Also known as moving text, typography allows video producers to present text in a 

very dynamic way using video animation that captivates audiences and spark emotion.  This 

video technique is perfect for creating CTAs that energize and mobilize audiences to act!
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Chapter Eight 

Making Cross-Generational Advertising Work for You

Although creating a video to target each individual generation is ideal, 

doing so isn’t always practical. If your target audience crosses several 

generational cohorts, you’ll want to employ the practice of cross-generational 

marketing in your video campaign.  Although the basis of your video won’t 

change, your approach will. 

The following tips will help you produce a video that appeals to multiple generations:
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Featuring actors of various age groups can appeal to a broader audience.

Be strategic with your messaging. While younger generations may appreciate trendy idiomatic 

expressions, such messaging may not resonate with older viewers. 

Steer away from niches that may cause one of your generational targets to lose interest. For 

instance, Millennials enjoy memes more than Baby Boomers. 

Choose images wisely. Loading your video with popular pictures may please one generation but 

exclude another. 

Be mindful of music choices. The wrong music overlay can alienate your audience. When 

speaking to multiple generations, select music that has cross-generational appeal. 
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About Tonal Vision 

www.TonalVision.com

Connect with Us!

Tonal Vision is a woman-owned video production company who have mastered the art of storytelling. We work 

with small businesses, cause-related organizations, and performers to capture their story in a way that helps 

advance their communication goals. In doing so, we work hard to create high quality video messages that 

promote their cause, their passion, and/or their livelihood.

Established in 1990 as Tonal Vision Music Production, we began our entrepreneurial journey living out our 

dream of producing original music. In 1998, we rebranded under the name Tonal Vision LLC, and added video 

production to our areas of expertise, which now include:

Video Production

Original Music & Sound Design

Animation & Motion Graphics

Webcasting & Live Streaming

Learn more about Tonal Vision at www.TonalVision.com

https://www.facebook.com/tonalvisionllc
https://twitter.com/TonalVisionPro
https://www.linkedin.com/company/tonal-vision-llc?trk=top_nav_home
https://www.youtube.com/user/JacquieGreff?feature=mhum
https://vimeo.com/jacquiegreff

