




GEN X 

Time-starved and budget sensitive, 

GenXers demand highly ef f ic ient 

experiences. Smartphones allow them 

to manage their incredibly packed 

lives in convenient and relevant ways. 

And it ’s not just young professionals 

who describe themselves as tech 

dependents. GenX moms are also 

enthusiastic adopters of smartphones, 

the ultimate empowerment tool.

Bottom-line: Pointless experiential 

technology is the least important to 

this group. They get the low-down 

from peers, not marketing. 

TEENS & TECHNOLOGY

Seventeen million teens (80%) own a 

wireless device and (50%) can text 

blindfolded. Teens like texting over 

talking because it offers more options 

including multi-tasking, speed, the 

option to avoid verbal communication 

and it’s fun. Over half view their cell 

phone as key to their social life and 

consider their phone a form of 

entertainment. And with cell phones—

who needs a watch? 

Bottom-line: Technology as 
entertainment plays a big role 
for this consumer group.

The ability to buy anything, anytime, 

from anywhere. Bricks and mortar no 

longer define a retail environment. 

Consumers are connected through 

mobile devices, the Internet, and apps. 

They know they have options and are 

savvy about comparison shopping, 

using technology to their advantage. 

But when it comes to technology there 

are generational dif ferences. With 

technology, when you were born  

really does matter.

MILLENNIALS

This group is tech native. They have never 

known a world without the Internet 

and are most comfor table using 

technology to integrate friends,  family, 

colleagues and their life. They use 

multiple technology platforms and   

like to choose the one that best fits 

their life (at the moment). They need 

convenient access, flexibility and choice. 

Bottom-line: This is the first generation 

to challenge the premise of bricks 

and mortar storefronts. Progressive 

technology will be key to drawing them 

in and creating a relationship. 

BOOMERS

Technology may not be intuitive for 

this group but they have embraced it 

as a life enhancer and are fully aware 

of the benefits it provides. Although 

some may say it was for up-close 

spying on their kids, in 2010 boomers 

represented the greatest increase in 

social media adoption. This group still 

places value on seeing and feeling 

a product before purchase. Retail 

environments are places to experiment 

and discover new products.

Bottom-line: Technology should be 

incorporated as a consultative tool 

for sales associates as boomers 

value “high tech and high touch.”  

Technology that is s imple and 

intuitive with high function “wows” 

this generation. 
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TECHNOLOGY: From texting teens to silver socialites




