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 “Crossing the Generational Divide” 

Presented 
By 

Gene Millman 



Does this remind you of anyone? 
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Technology? 



Words that mean different things now 
than pre-Internet 

§  Profile 
§  Then: “a representation of something in outline; a concise 

biographical sketch” 
§  Now: “the personal details, images, user statistics, social media 

timeline, etc., that an individual creates and associates with a 
username or online account” 

§  Tablet 
§  Then: “a flat piece of stone, clay, or wood that has writing on it” 
§  Now: “a general-purpose computer contained in a touchscreen 

panel” 
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Words that mean different things now 
than pre-Internet 

§  Block 
§  Then: “to be placed in front of something, such as a road 

or path, so that people or things cannot pass through” 
§  Now: “to prevent someone from contacting you on a social 

network or from viewing your profile” 
§  Cloud 

§  Then: “a visible mass of particles of condensed vapor 
suspended in the atmosphere of a planet or moon” 

§  Now: “any of several parts of the Internet that allow online 
processing and storage of documents and data” 
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Words that mean different things now 
than pre-Internet 

§  Like 
§  Then: “to be suitable or agreeable to” 
§  Now: “to indicate one’s enjoyment of, agreement with, or interest 

in website content, especially in social media” 

§  Tag 
§  Then: “to supply with an identifying marker or price; to attach as 

an addition” 
§  Now: “to link to someone else’s profile in a social media post, 

commonly a photo or status update” 
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Crossing the Generational Divide 

§  Where do you have your cell phone at night? 
§  Do you have a “Home Phone”? 
§  Do you still have an Alarm Clock? 
§  Do you still wear a watch? 



Crossing the Generational Divide  

§  Silent Generational (1925 – 1945) 
§  Also called the Traditional or Veteran Generation 

§  Believe in conformity, authority and rules 
§  Have a very defined sense of right and wrong 
§  Be loyal, disciplined, logical, detail-oriented view an 

understanding of history as a way to plan for the future 
§  Dislike conflict 
§  Seek out technological advancements 
§  Prefer hierarchical organizational structures 
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Marketing Tips for this Silent 
Generation 

§  Emphasize expert opinions 
§  Present your credentials, awards 
§  Use testimonials 
§  Keep your message short and to the point 
§  Make them part of the solution with a win/win conclusion 
§  Emphasize benefits not features: the cultural, sports, 

educational, dining, health club, trails, and biking path benefits 
§  This generation fuels the health and beauty market with 

cosmetic surgery, diet aids, health food, health clubs. 
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Crossing the Generational Divide 

§  Baby Boomers (1946 – 1964)  
§  Long hours at the office, including evenings and weekends 
§  Building their career over the long term and loyalty to their 

employer 
§  Viewing themselves and their career as one and the same 
§  Commitment to quality and doing a good job 
§  “Hanging tough” through difficult work situations and policies 
§  Finding solutions to problems 
§  Being in charge and respecting authority 



Market Tips for Boomers 

§  Active people, active lives mean show vitality 
§  Use words like now, begin, first 
§  Use phrases like “just do it”, “go for it”, “I will wish I did if I 

don’t” 
§  Emphasize lifestyle and quality of life 
§  Continuing active, vital lives 
§  Built-in security and safety like gated communities 
§  Health clubs and recreational amenities 
§  Emphasize tax benefits, interest rates, equity building 

since these are major factors 

11 



Market Tips for Boomers 

§  Use and show them a plan of action with no 
double talk, get straight to the point with concise 
and frequent communication 

§  They expect you to have credentials 
§  78% of homeowners in this generation prefer 

one stop shopping. They would pay extra for this 
service 

12 



13 

Crossing the Generational Divide 

§  Gen X (1965 – 1980) 
§  Prefer high-quality end results over quantity 
§  Set and meet goals and are very productive 
§  Multitask 
§  Balance work and life; like flexible working hours, job sharing 
§  See themselves as free agents and marketable commodities 
§  Be comfortable with authority but not impressed with titles 
§  Be technically competent 
§  Value ethnic diversity 
§  Love independence 



Crossing the Generational Divide 

§  The later part of the Generation X  -  has 
sometimes been call “ An Unlucky Generation”  

§  The got caught in the “Bubble Burst” 
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Marketing Tips Gen X 

§  High tech gadgets are a necessity including computers and 
networking, home entertainment with surround sound, 
telecommunication systems 

§  Home offices are a necessity 
§  They look to product value 
§  Marketing materials need to be imaginative and on a par with 

MTV 
§  They must balance credit card debt and student loans 
§  Bring your message via Internet, e-mail, text messaging or 

computer-based delivery and you may get only one chance to 
get your message across. So, that message had better be 
concise and up to date 
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Marketing Tips Gen X 

§  Negotiations may get competitive and 
confrontational 

§  • Make your presentation short, direct and use 
technology 

§  • They are impatient so be succinct 
§  • They may believe in “situational ethics” 
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Crossing the Generational Divide 

§  Gen Y (1981 – 1994) Millennials! 
§  Effecting change and making an impact 
§  Expressing themselves rather than defining themselves through 

work 
§  Multitasking all the time 
§  Active involvement 
§  Flexibility in work hours and appearance; a relaxed work 

environment 
§  Teamwork 
§  On-the-job training 
§  Getting everything immediately 
§  A balance of work and life 



Marketing to Gen Y (Millennials) 

§  Technology 
§  Looking for Trusted Advisor 
§  Searching for the down payment (Financing) 
§  Educating them on Renting vs. Buying 
§  Transportation is Key ( Rather walk then Drive) 
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USA Today 
11.25.15 
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USA Today 
11.25.15 

§  “Millennials Face Obstacles to Owning” 
§  Economic barriers, including student loan debt, 

income stagnation and tighter credit rules 
§  Homeownership among households headed by 

those 30 to 34, which was above 50%for 
decades, is now at a record low of 45% 

§  Demise of a Dream 
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Crossing the Generational Divide 

§  Generation Z (Born after 1995) 
§  Also known as the Digital Natives 
§  Use to instant action and satisfaction due to internet 

technology 
§  Not yet adults 
§  Never known life without the Internet 
§  Means of communication is mainly through online 

communities and social media like Google, Twitter and 
Facebook rather meeting personally 
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NAR Statistics 

§  Millennials (1980 – 1995) 
§  Sometimes called Generation Y or Generation Next 
§  32% of Purchases 

§  Generation X (1965 – 1979) 
§  27% of Purchases 

§  Younger Boomers (1955 – 1964) 
§  16% of Purchasers 
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NAR Statistics 

§  Older Boomers (1946 – 1954) 
§  15% of the Purchases 

§  Silent Generational (1925 – 1945) 
§  10% of the Purchases 
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Highlights of NAR Generational Study 

§  Gen Y comprises the largest share of home 
buyers at 32 percent, which is larger than all 
Baby Boomers combined. 

§  Gen Y also has the largest share of first-time 
buyers at 68 percent. 

§  Thirteen percent of all buyers purchased a multi-
generational home, one in which the home 
consists of adult children over the age of 18, 
and/or grandparents residing in the home. 
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Highlights of NAR Generational Study 

§  At least 80 percent of buyers who are aged 59 
and younger bought a detached single-family 
home, while it is increasingly common for buyers 
over the age of 59 to purchase townhouses and 
condos. 

§  The older the home buyer, the fewer 
compromises the buyer tended to make with 
their home purchase—48 percent of the Silent 
Generation made no compromises on their 
home purchase. 
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Highlights of NAR Generational Study 

§  Among all generations of home buyers, the first 
step in the home buying process is looking 
online for properties for sale. 

§  Younger generations of buyers typically find the 
home they purchase through the internet, while 
older generations of buyers first found the home 
they purchased through their real estate agent. 
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NAR Statistics 

§  Median age of Millennial home buyers was 29 
§  Median income was $73,600 
§  Typically bought an 1,800-square foot home 

costing $180,000 
§  Typical Gen X buyer was 40 years old 
§  Median income of $98,200 
§  Purchased a 2,130-square foot home costing 

$250,000. 
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NAR Statistics 

§  14% of all home purchases were by a multi-generational 
household, consisting of adult siblings, adult children, 
parents and/or grandparents 

§  The biggest reasons for a multi-generational purchase 
were adult children moving back home and cost savings, 
each cited by 24% of all multi-generational households. 
Those were followed by health or caretaking of aging 
parents, 20%, and spending more time with aging 
parents, 11% 
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NAR Statistics 

§  The reason for buying a home also varied across 
generations:  the Millennial through the Younger 
Boomers most often cited the desire to own a home of 
their own, while Older Boomers cited retirement and the 
Silent Generation most often wanted to be closer to 
family and friends. 

§  The study found that 79 percent of Older Boomers 
purchased an existing home, compared with 87 percent 
of Millennial's 
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NAR Statistics 

§  Most purchases by all generations were in a suburban 
area 

§  19% of Millennials were more likely to buy in an urban or 
central city area compared with only 12% of Older 
Boomers 

§  Silent Generation was more likely to buy in a small town, 
they also were more likely to purchase in senior related 
housing 
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NAR Statistics 

§  The Millennials plan to stay in their home for 10 
years, while the Baby Boom generation as a 
whole plans to stay for a median of 20 years. 

§  All home buyers, regardless of age, typically 
began the home buying process by looking 
online for properties for sales and then 
contacting a real estate agent, although 
Millennials also looked online for information 
about the home buying process before 
contacting an agent. 
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NAR Statistics 

§  Younger buyers relied on real estate agents to 
help them understand the buying process 

§  Older buyers most appreciated real estate 
agents pointing out unnoticed features or faults 
with the property. 

§  Younger buyers typically moved to larger, higher 
priced homes, but there is a clear trend of 
downsizing to smaller homes among both 
Younger and Older Baby Boomers, and the 
Silent Generation 
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NAR Statistics 

§  The reasons for selling a home also varied by 
generation. Younger sellers were more likely to need a 
larger home or move for job relocation. In comparison, 
older buyers wanted to be closer to family or friends, or 
said their home was too large or they were moving due 
to retirement. 

§  Older the seller, the longer they were in their home.  
Millennials had been in their previous home for a median 
of five years, while the Silent Generation stayed for 14 
years. 

 

33 



NAR Statistics 

§  Sellers of all ages also typically found a real 
estate agent through a referral or friend, or used 
the same real estate broker or agent from a 
previous transaction. 

§  While all sellers wanted help in marketing their 
home to potential buyers, younger sellers were 
more likely to want their agent to help with 
selling the home within a specific timeframe and 
pricing the home competitively. 
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Personal and Lifestyle Characteristics 
by Generations 
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Workplace Characteristics 
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Characteristics of  Home Buyers 
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Top Amenities by Generation 
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Characteristics of Homebuyers 
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Characteristics of Homebuyers 

40 



Buyer’s View Home as a Good 
Financial Investment 
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The Home Search Process 
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Importance of Communications 
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Characteristics of Homebuyers 
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Characteristics of Homebuyers 
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Characteristics of Homebuyers 
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Characteristics of Homebuyers 
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Characteristics of Homebuyers 
(Style Preference)  
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Characteristics of Homebuyers 
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Characteristics of Homebuyers 
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Sale Price Compared to List Price 
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The Home Search Process 
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Home Search Process 
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We Are Still Needed!!! 
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The Home Buying and Real Estate 
Professionals 
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Our Value Proposition  
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The Home Buying and Real Estate 
Professionals 
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The Home Buying and Real Estate 
Professionals 
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Financing the Home Purchase 
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Financing the Home Purchase 
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Characteristics of Sellers 

§  Gen X homeowners represented the largest share of sellers in the 
past year (27 percent), followed by older boomers (23 percent) and 
younger boomers (20 percent). The older the seller, the longer he or 
she was in the home. Millennials had been in their previous home 
for a median of five years, while older boomers and the Silent 
Generation stayed for 13 years. 

§  The survey additionally found that Gen X sellers were the most likely 
to have wanted to sell earlier but were stalled because their home 
had been worth less than their mortgage (23 percent compared to 
16 percent for all sellers). 

§  Sellers moved a median distance of 20 miles, with boomers and the 
Silent Generation moving further distances and downsizing to a 
smaller-sized home. 
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Characteristics of Sellers 

§  A combined 60 percent of responding sellers found a 
real estate agent through a referral by a friend, relative 
or neighbor, or used their agent from a previous 
transaction. Eighty-three percent are likely to use the 
agent again or recommend to others. 

§  While all sellers wanted help in marketing their home to 
potential buyers, younger sellers were more likely to 
want their agent to help with pricing the home 
competitively or selling within a specific timeframe. 

62 



Home Selling and Real Estate 
Professional 
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Home Selling and Real Estate 
Professional 
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Good News! 
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Satisfaction with Agents Skills 
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Marketing and Media 

§  “Top Mind” 
§  Content is Important! 
§  InTouch – Pat Zaby Product 
§  The Personal Marketing Company 

§  http://www.facebook.com/genemillmanrealestate 
§  http://www.twitter.com/gmillman 
§  http://www.genemillman.com/blog 
§  http://www.linkedin.com/in/genemillman 
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Texting Etiquette 

§  Do’s 
§  Do keep it professional - Maintain your professional image by using complete 

sentences and texting during reasonable hours. Avoid overusing abbreviations, emoticons 
and exclamation points. This is especially important when texting new prospects with who 
you have not yet established a rapport. 

§  Do send photos and videos of listings - 56% of mobile phone users in 
America have smartphones. Take advantage of their phone's features by texting photos and 
videos. Sending your clients additional photos of a listing via text message will make them 
feel like they're getting the inside scoop. You can also create video walkthroughs of a listing 
to send to busy or out-of-town buyers. 

§  Do respond as soon as possible - People text because it is a more immediate 
form of communication than a phone call or email, so if a prospect texts you, that means he/
she is looking for a response sooner rather than later. Reply as soon as possible. Even if 
you're busy, you can let them know you have received their text and will get back to them 
within a certain amount of time. 
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Texting Etiquette 

§  Do’s 
§  Do follow up with a call or email as appropriate - Not all conversation 

is suited to text message communication. If your homebuyer texts you a question about 
escrow or contingencies, don't hesitate to reply that the answer is complicated and ask if 
they prefer a call or email to explain it thoroughly. Also, it may be a good idea to send a 
confirmation email after a particularly long text exchange. 

 

§  DON’Ts 
§  Don't text spam or group message - Just because someone gives you their 

cell phone number doesn't mean they want you to use it. Ask new clients if they want to 
receive occasional texts and be selective when texting to avoid spamming your entire 
contact list with a link to your new listing. 
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Texting Etiquette 

§  DON’Ts 
§  Don't text bad news! - Bad news should be delivered in person or over the phone 

whenever possible. Texting and emailing bad news can seem insensitive or harsh without 
the warm inflections of a human voice to convey sympathy. Additionally, the recipient may 
have questions about the news that would be better answered in a proper conversation. 

§  Don't text and drive! - Although you need to respond promptly, never let your rush 
to reply endanger your personal safety. Studies show that texting while driving makes a 
crash up to 23 times more likely. Don't do it! 

§  Don't hit send before proofreading - Autocorrect is usually helpful, but it can 
also be very mischievous. Proof all texts before hitting the send button. 
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“THANK YOU” 
 


