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• Millennials (Generation Y)—1982 to 2004. Strauss and
Howe are credited with naming this generation, which has a
deep desire to make the world a better place by using existing
institutions and building new ones. Generally optimistic,
highly social, engaged and team players, and rather moralistic,
Millennials are familiar with and use digital technologies and
media for communication. However, it has been shown that
these characteristics vary by region, social and economic
factors. Affluent, white Millennials often exhibit markedly
different characteristics from their ethnically-diverse
counterparts. Millennials have been criticized for believing
that participation alone is enough to qualify for a reward and
for having unrealistic expectations about the workplace. Older
Millennials are the youngest workers (early 20s), while the
rest are still in school or are children.
Other older generations include the GI Generation (1901 - 1924—
also called the Greatest Generation) who grew up during the
Great Depression and fought in WWII; and the Silent Generation
(1925 - 1942) who were born during the Great Depression and
WWII and fought in the Korean War. These generations are
now in their 70s, 80s and 90s. The youngest generation, not yet
officially named but sometimes referred to as Generation Z or
the Homeland Generation, begins in 2005 and does not yet have
an ending date. This generation is currently being born.
It is important to note that generational preferences are
tendencies, not hard-and-fast differences. Early and late
members of a generation usually show some variation, with early
members showing tendencies of the previous generation and
late members having tendencies of the next generation. Also,
preferences may be less distinct or even different depending on
ethnic and cultural diversity.

Communication preferences and the
generations in the workplace
According to Paul Storfer, President of HR Technologies,
generations have different deﬁnitions of the term communication
skills. To a Baby Boomer, the term means speaking and formal
writing ability, while to a Millennial it means email and text
messaging. Baby Boomers prefer hierarchal, rule-driven groups;
Gen Xers prefer loose, “as-needed” groups; and Millennials prefer
interactive, ﬂat groups with lots of feedback and collaboration.
This translates to the following communication styles:
• Baby Boomers: top-down, process-oriented where everyone
knows what needs to happen. Office space with acoustic
privacy and quality meeting spaces.
• Gen Xers: information on demand, where the only
information shared is that which is relevant to an
individual’s work. An engaging workplace (fostering a
feeling of belonging, ability to connect with others, welcome
environment) that is safe and secure.
• Millennials: interactive, to understand what is going on,
why decisions are being made, and to provide input. An
engaging workplace.

Communication style and the
generations in marketing
For marketing applications, it is important to use appropriate
language and communication tools—ranging from handwritten
letters to social media channels—for each generation. Here are
some tips for effectively engaging each generation.
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• Baby Boomers: Though Baby Boomers have embraced
communications technology like the internet and mobile
phones, they also still like face-to-face interactions. Because
Baby Boomers are relationship and team oriented, take the
time to build rapport and show a personal interest. When
making a presentation, keep it casual and conversational
rather than formal. Allow time for questions. Ask for input.
Use the phone or email to set up face-to-face meetings and to
follow up.
Baby Boomers still love direct mail (which was used heavily
beginning in the 1980s) and print. They often use the internet
to conduct research prior to making a buying decision, so be
sure your web site has objective information.
• Gen Xers: This generation grew up with personal computers.
Independent and self motivated, Gen Xers approach
communication less formally than Baby Boomers and
rely heavily on email. Gen Xers value directness, so be
straightforward, get down to business, and avoid too much
small talk. When making a presentation, begin by saying what
you need or expect (the “bottom line”). Be well prepared. Ask
how to move forward.
Gen Xers expect their involvement and action to yield
beneﬁts, and will quickly leave if that is not the case.
Their loyalty must be earned. Gen Xers use the internet
extensively, especially to conduct research. They use search
engines intelligently so be sure your web site scores high in
search engine optimization. Because this group is very busy
with family and work, Gen Xers are a challenging group to
reach and are subject to information overload.
• Millennials: Growing up with the internet and 24/7
communication, Millennials think and act differently from
other generations. Their social structure is complicated and
tribal, and they are committed to change and fragmentation.
Millennials have blurred the line between work and personal
life, with social web sites frequently updated to record their
activities and thoughts.
Millennials take naturally to multitasking and prefer mobile
phones and text messaging. They trust peer opinions more
than advertising. To communicate successfully with Millennials,
use every technology communication channel (Facebook,
YouTube, LinkedIn, Pinterest, Instagram, Twitter), and be
scrupulously honest. Because this generation likes to manage
the communication process, dishonesty or lack of transparency
will be found out and the culprit subsequently ignored. Take a
positive, collaborative approach and ask for ideas and input. Do
not regard a Millennial as inexperienced or childish.

How we can help
Because our job is to help our customers communicate with
their customers, we have studied generational differences for a
while. We continue to use print and direct mail to communicate
with Baby Boomers. We have created marketing campaigns
based on social media or a combination of direct mail and
social media. We have added services such as mobile web site
creation, and have learned how to modify a marketing message
so it will have appeal across generations. If you would like more
information about putting our expertise to work for your business
or organization, call Jeff Laing at 763-425-7391.
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When designing a communication plan based on generational
preferences, it is important to remember that each generation
blends into the next—meaning that preferences exist on a sliding
rather than absolute scale. What this means is that the best
strategy is to be proﬁcient at all forms of communication.
• Don’t neglect personal and business correspondence. Although the
Baby Boomers are comfortable with the internet and email, they
still value letters—both handwritten and typed.
• Don’t abandon the telephone. Baby Boomers and Gen X still use
the telephone. Just remember to call Gen Xers on their mobile
phones and to leave a message. A Gen Xer may not answer the
phone if busy.
• Become comfortable with face-to-face communication. Emotion is
best expressed in face-to-face conversations. Only Gen X and
Gen Y are truly uncomfortable with face-to-face conversations
in a business context or in the workplace.
• Become comfortable with technology. Email, blogging, text
messaging, Facebook, LinkedIn, Pinterest, Instagram and Twitter
are here to stay. Millennials use social media and text messaging
as their main form of communication—whether at work or at
home. After business hours, Baby Boomers prefer email unless
the matter is urgent, then use the telephone.
• Learn how to speak in public. There will be times when a public
speech is necessary. Think of the “elevator speech”—a
30-second description of who you are and what you do.
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Are there any guidelines to help me improve my communications
with Millennials?

Jason Ryan Dorsey of the Center
for Generational Kinetics, himself
a Millennial, has developed
a checklist of rules for
communicating with Millennials.

• Remind us to read the whole email.
Millennials do not get bogged down
by a ﬂood of email because they only
read the subject line. Jason suggests
writing “Read this entire email” in the subject
line—though to use this only when it is imperative that the
email be read. If you overuse this technique, the Millennial
will ignore your emails.
• Use bullet points. Millennials consider paragraphs to be
“walls of text.” If the paragraph must be read, start it with
a bold opening sentence (though the Millennial may only
read that sentence to determine whether to read the entire
paragraph). Never put critical instructions within or at the
end of a paragraph.
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• Send text messages instead. If your emails are short or consist
only of a subject line, then you are actually sending a text
message. Switch from your computer to your mobile phone.
• If a meeting requires no decisions or discussion, it can be handled
via email. Millennials never call a meeting if an email will spread
information just as easily. Whereas Baby Boomers call a meeting
just in case something worth discussing comes up, Millennials
call a meeting only if a decision must be discussed by the group.
• A telephone call is an invasion of privacy. Millennials dislike
telephone calls because they feel that texting is less invasive.
Casual interactions such as scheduling and quick questions can
be efficiently handled with a text message. Millennials gravitate
toward extremes—they like “casual” to be very superﬁcial, and
“serious” to be with those they care about most.
Whereas Baby Boomers see communication devices (i.e.
computers and mobile phones) as productivity tools, Millennials
see them as constantly available recreational items. Accordingly,
Millennials emphasize the casual over the formal, the convenient
over the thoroughly, and the impersonal over the personal.
763-425-4251
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To handle the differences in communication preferences among generations and
individual learners, use language in each media channel appropriate for the most
likely audience for that speciﬁc channel.
Begin with your web site. Design it so that the layout, structure and content are
intuitive, simple and fast to navigate—qualities appreciated by all users. Use the
home page to provide general information, offering increased amounts of information
and detail in subpages. This will satisfy the research needs of Baby Boomers and Gen
Xers while allowing Millennials to multitask and speed through the site.
For Baby Boomers, design a direct mail campaign that points to the web site. Augment
this with a complementary email campaign tailored for each audience segment (Baby
Boomer, Gen X, Millennial). Use the language, features and beneﬁts that will appeal to
each segment and include metrics to help measure response by audience type.
By paying attention to the communication preferences of each generation, you can
increase the effectiveness of your marketing efforts.

Baby Boomers: people born between
1946 and 1960—the largest population of any
generation. Subgroups are Traditionals (birth
years 1946 to 1954) and Generation Jones
(birth years 1955 to 1964). The Vietnam War
and Civil Rights movement were signiﬁcant to
Traditionals while social issues such as AIDS
had more effect on Generation Jones.
Digital natives: the Millennial Generation,
born in 1982 to 2004. Now young adults, this
generation has never known a life without the
internet, computers and mobile phones. Used
to instant action and satisfaction.
Helicopter parents: parents who hover

closely over their children whether the children
need them or not. The term was coined by Foster
W. Cline, M.D., and Jim Fay in their 1990 book
Parenting with Love and Logic: Teaching Children
Responsibility. Also known as over parenting.

Latchkey kids: Generation X, birth years 1961
to 1981, so named because they often had both
parents working, were exposed to daycare and
divorce. Also known as the Lost Generation.
Millennials: Generation Y, birth years 1982

to 2004. Currently the youngest generation in
the work force.

Read/Write learners: a hybrid sensory
channel for learning. Read/Write learners learn
best by reading and writing.
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Self-Esteem Movement: a psychological
theory based on the writings of Canadian
psychotherapist Nathaniel Branden. In his 1969
paper The Psychology of Self-Esteem, Branden
argued that “feelings of self esteem were the
key to success in life.”
Sensory channels: the parts of the brain
that process information—visual, aural
and kinesthetic. Visual learners must see
information to learn it; aural learners must hear
information; and kinesthetic learners must do it
to learn it.
Social media: Web-based and mobile
technologies used to turn communication
into interactive dialogue. Kaplan and Haenlein
identiﬁed six different types of social media:
collaborative projects (Wikipedia), blogs and
microblogs (Twitter), content communities
(YouTube, Pinterest), social networking sites
(Facebook, LinkedIn), virtual game worlds (Word
of Warcraft), and virtual social worlds (Second
Life). Technologies include blogs, picture sharing,
vlogs, wall postings, email, text messaging,
instant messaging, music sharing, crowd
sourcing and voice over IP.
Veterans: people born prior to 1946 whose
lives were affected by wars. Characteristics
include discipline, respect for law and order,
and consistency. Subgroups are GI Generation or
Greatest Generation (birth years 1901 to 1924)
and Silent Generation (birth years 1925 to 1942).

www.visionsﬁrst.com

Economies of Scale: Marketing with Postcards
A postcard mailing campaign, properly planned and carried out,
is an efficient and cost-effective way to market to customers and
prospects. Less time consuming and costly to produce than a
brochure or folded self mailer, a postcard is more affordable yet
no less effective. Whether your objective is business promotion,
product or service advertising, brand identity, donation
solicitation, or a service or event reminder, a postcard gets the job
done efficiently and cost effectively.

Postcards play nicely with others
Because postcards don’t require opening for the message to be
seen, they have an impact even on those who don’t actively engage
with them. A well-designed postcard has the main message in plain
view, and catches the reader’s eye with a strong headline or graphic,
resulting in a high read rate. Although a postcard typically—though
not always—has less space to deliver the message than a self
mailer, the postcard’s reach can be extended by referring to a web
site for more details. Postcards have a longer “shelf life” than email,
and are easy to ﬁle for future reference.
Postcards work best for short messages and for generating
leads (not closing sales). They are remarkably effective when
compared to electronic mail. According to the Direct Marketing
Association’s Statistical Fact Book 2012, the average response
rate for direct mail was 4.4% for both business-to-business and
business-to-consumer mailings compared to 0.12% for webbased email. That explains why use of direct mail is growing as an
element of business marketing plans.
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Postcards and EDDM
Every Door Direct Mail (EDDM), a program launched in
December 2010 by the United States Postal Service (USPS) to
help businesses tap into the power of direct mail, has become
a very popular way to use postcards. EDDM is a way to mail
to every address in a speciﬁc area (deﬁned by carrier route or
ZIP code) at the very lowest postage rate available and without
needing to put an address on the mail piece. This makes it the
lowest, cost-per-piece, direct mail option.
The USPS has speciﬁc rules that apply to EDDM mailings, and
are similar to rules governing non-EDDM direct mail. One of
those is the size of the mail piece. Since 2010, the initial size
speciﬁcations have steadily expanded, and now provide an
extremely wide range of choices for postcards—ranging from
average to super size. Speciﬁc dimensional requirements may
be confusing to interpret, but we can help you determine if the
size you have in mind ﬁts the requirements.
Besides size restrictions, other EDDM requirements include
wording and placement of the indicia; wording to use in place of
the address; how the mail must be bundled and labeled; what
paperwork must accompany the mailing; how postage is paid; and
how many pieces of mail can be sent each day. Businesses who
want to use EDDM can work with a printer and/or commercial
mailer like Visions, Inc. or do everything themselves.
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EDDM versus regular targeted mailing
For some businesses, EDDM is an ideal way to conduct a direct
mail marketing campaign; for others, regular targeted direct
mail is best. The businesses that beneﬁt the most from EDDM
are those whose target customers can be found clustered in
a carrier route or ZIP code. Usually this means the business
serves a broad spectrum of the population at large—people of all
ages and income levels. Some examples are take-out or casualdining restaurants; general retail stores, ﬂorists; bakeries and
convenience stores; automobile service and repair, car washes,
personal services (beauty and barber shops, dry cleaners, drug
stores); and home services (home, carpet and window cleaning,
landscaping/yard service, pest control, handyman services).
The key to knowing whether to use EDDM or a more targeted
direct mail is to determine if there is a sufficient concentration of
the target audience in a carrier route or ZIP code. First, deﬁne your
target audience with measurable demographics like household
income, age of head of household, presence of children, etc. With
this information, it is possible to obtain a count of households in
a carrier route or ZIP code that meet the criteria. Compare that
count to the count of deliverable addresses in the carrier route
or ZIP code, and the answer will be clear. In general, the less
restrictive the criteria, the more likely EDDM will be beneﬁcial.
Here’s an example: a local pizzeria is targeting households
within a seven mile radius that have an annual income of at
least $35,000. Using the income criteria, a commercial mail list
provider can determine how many households within the radius
meet the criteria. This number can then be compared to the USPS
count of households. If the numbers are similar (e.g. 4,700 vs.
5,000), then EDDM is the best way to mail.
If a business has a more highly-specialized target audience,
EDDM may not be the best choice. An obvious example is a
swimming pool supply and service business. It is unlikely that a
sufficient concentration of swimming pools could be found in a
speciﬁc carrier route or ZIP code. Rather than use EDDM, this
business owner should purchase a mailing list of households
with swimming pools, perhaps with an additional criterion of
household income.

• At the web site, there is no need to ask the prospect for
comprehensive contact information as there would be for
prospects who get to the web site through pay-per-click or
a search engine. You already have contact information—you
only need one piece of information, such as a code printed
on the postcard, to tie back to the mailing list.
• Prospects are more likely to read the initial message on a
postcard than an email message. As we mentioned earlier,
in 2012 the average response rate for direct mail was 4.4%
compared to 0.12% for web-based email. It is easy to delete
email without opening it or to block an email sender. With a
postcard, it is hard to avoid seeing some part of the message—
especially a compelling headline or graphic that may cause the
recipient to pause in the process of discarding the mail piece.
• By starting with a postcard, you can develop a targeted
audience. Using demographic characteristics of your current
best customers, you can obtain a mail list of others whose
demographics (age, gender, income level and more) are a
match. This puts the postcard in front of prequaliﬁed leads,
increasing the likelihood of response.

Postcards promote success
Postcards are a valuable part of the marketing toolkit for business
and organizations. Versatile postcards can be applied to many
different selling and customer relations situations. They can be
used by themselves or as part of online marketing.
We can help you plan and carry out an effective postcard
direct mailing campaign. We are experts in using headlines,
text, photographs, illustrations and white space to grab the
reader’s attention and promote response. Please contact
Jeff Laing at 763-425-7391 for an appointment to discuss your
next postcard project.

Postcards and online marketing
One very effective use of postcards is to integrate them with
online marketing—using a postcard to deliver a compelling
offer that drives a prospect to a web site or landing page.
Here prospects can be prompted to complete a form
or quick survey, redeem a coupon, or otherwise identify
themselves. This is now the basis for active
follow up.
Advantages of using a direct mail postcard
with online marketing rather than online
marketing alone include:
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The Importance of Follow-up
For even greater results from a postcard or other direct mail piece,
have a plan for responding to callers who contact your business or
organization. Speciﬁcally, be sure the person answering the phone
or monitors the web site does these three things:
1. Answer the phone with a smile. Voice inﬂection—the modulation,
pitch and tone of your voice—is positively affected when you
smile while answering the phone. Smiling helps your voice sound
friendly, warm and receptive for a physiological reason. Smiling
makes the soft palate at the back of your mouth rise which, in
turn, makes the sound waves more ﬂuid. That is one reason why
professional singers open their mouths so wide—voice tone
improves when the soft palate is high.
2. Ask how the caller heard about you. This is a probing question
designed to uncover what marketing tools are the most effective.
It isn’t a scientiﬁc poll—particularly since people might not
remember or may mis-remember—but it can be instructive if no
one ever mentions one of your marketing tools.
3. Get the caller’s full contact information. You won’t be able to follow
up if you don’t have full contact information—name, company
name, phone number, email address, mailing address. It isn’t
as hard as you think to get the information if you give a logical
reason for needing it: “In case we are disconnected, can I quickly
get some information from you?” Or blame it on company policy:
“My boss is a very thorough person, so can I quickly get some
information from you?”
Good voice inﬂection (indicating friendliness and interest) coupled
with full contact information sets the scene for active follow up.
Consider these statistics:
• 2% of sales are made on the 1st contact;
• 3% of sales are made on the 2nd contact;
• 5% of sales are made on the 3rd contact;
• 10% of sales are made on the 4th contact; and
• 80% of sales are made on the 5th to 12th contact.

6 Ways to Use Postcards
Although most postcards are used for direct mail marketing, they
also have other uses. Here are six other ways to use postcards:

4. Provide something of value. Use a postcard as a coupon or discount
certiﬁcate to reward current customers or to attract prospects.

1. Feature a single product or service. Use a postcard in conjunction
with a brochure or catalog to focus attention on the 20% of
products or services that provide 80% of your sales. Create a
series of postcards featuring those products and services and
distribute to customers and prospects.

5. Feature a staff member. People buy from people. Help your
customers get acquainted with your customer service and sales
staff. Provide a photograph as well as interesting information
about the person—perhaps an avocation or unusual hobby—
that could be a conversation starter or make a connection with
a customer or prospect.

2. Convince prospects to move ahead. Postcards provide an
alternative to follow up by phone or email. They can also
include a personal, handwritten message.
3. Remind people about an event. Build attendance at an event
(fundraiser, annual meeting, member event) by using a savethe-date postcard for advance notice, and a reminder of the
event after invitations are mailed.
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6. Remember a customer’s signiﬁcant event. Use a postcard as a
birthday greeting or to commemorate the number of years of
customer loyalty.
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Visions’ Digital Department is capable of handling a wide range
of variable data printing. Our high-speed, color press produces
near offset-quality printed pieces with much shorter turnaround
times. We can customize each single piece in a production run
to a speciﬁc individual or group—everything from customized
addressing and salutations to individualized text and images is
possible. Keep up with today’s fast-paced marketplace.
Call Jeff Laing at 763-425-7391 today!

