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COHORTS are your friends .. in more ways than ONE!

by Jaye Albright

January 21, 2003
I first encountered Geoffrey Meredith and Charles Schewe in a 1995 article in “American Demographics” magazine.  At the time the two of them were partners in Lifestage Matrix Marketing and Age Wave, Inc., a San Francisco-based consulting firm specializing in offering counsel on the implications of the Aging of America.  Their values-based, rather than age-based approach to marketing resonated with what has been working for me in reaching broad cross-sections of the very diverse ‘target’ that is 25-54.  The Country format only tends to niche itself, limiting its success if it targets too demographically and the writings of Meredith and Schewe confirmed from a scholarly perspective what I continue to practice as I advise clients.  “Get the values between the songs wrong,” I often tell programmers and marketers, “And it doesn’t matter if you get everything else RIGHT.”  Get ready for a quick review of this principle through a review of the writings of Geoffrey Meredith and Charles Schewe.  
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Cohort (according to Merriam-Webster): 

Pronunciation: 'kO-"hort
Function: noun
Etymology: Middle French & Latin; Middle French cohorte, from Latin cohort-, cohors  Date: 15th century
1 a : one of 10 divisions of an ancient Roman legion b : a group of warriors or soldiers c : BAND, GROUP d : a group of individuals having a statistical factor (as age or class membership) in common in a demographic study <a cohort of premedical students>
2 : COMPANION, COLLEAGUE <a few of their... cohorts decided to form a company -- Burt Hochberg>
Cohort (according to Meredith and Schewe):

Focus on a target demo, become friends with them,. service them, entertain them, gain their trust and stake out your claim to a healthy share of their daily  radio listening for the rest of their lives.

However, there's just one problem.  It is not that simple.  Not only do attitudes and opinions change but every aspect of targeting "cohorts" changes as well.

Geoffrey Meredith and Charles Schewe (see below for more of their recent articles) define a cohort as 'a group of people united in an effort or difficulty,' or as 'companions or associates.'  In demographic terms, a birth cohort is a group of people born during a given time period who share the same historic environment and many of the same life experiences, including tastes and preferences."

In that sense, all of us who share Post-9/11 trauma and have learned to cope with life in new ways under the constant threat of terror in the news and in our lives have become a ‘cohort.’

If you accept that possibility, and also see the potential of building coalitions based on folks’ reactions to life events for fun and profit, let me introduce you to the theory of “Cohorts 101.”

You may or may not be aware of the fact that besides hyper-targeting small cluster groups, advertisers are classifying people as "cohorts" in order to gain great reach and universality of their messages.  

There are now seven distinct age-based cohort groups:

The Depression Cohort
Born:  1912 to 1921
Coming Of Age:  1930 to 1939
Age in 2003:  82-91 (has been dying at a rate of one million annually)
Current Population:  13 million
Share Of Adult Population:  7%
People who were starting out in the Depression era were scarred in ways that remain with them today - especially when it comes to financial matters, like spending, savings, and debt.  The Depression Cohort was also the first to be truly influenced by the contempoary media:  radio and especially motion pictures.
The World War II Cohort
Born:  1922 to 1927
Coming Of Age:  1940 to 1945
Age in 2003:  76 to 81
Current Population:  11 million
Share of Adult Population:  6%
People who came of age in the early 1940s were unified by a common enemy and shared experience.  A sense of deferment was especially strong among the 16 million Americans in the military and their loved ones at home.  Consequently, the World War II Cohort became intensly romantic.  Although it was not a boom time, unemployeement was no longer a problem.
The Post-War Cohort
Born:  1928 to 1945
Coming Of Age:  1946 to 1963
Age in 2003:  58 to 75
Current Population:  41 million
Share of Adult Population:  21%
Members of the 18-year Post-War Cohort benefited from a long period of economic growth and relative social tranquility.  The expectation of good times became ingrained in the society.  But global unrest, the threat of nuclear power, and the Cold War generated a need to alleviate uncertainty in everyday life.  Post-War adults enjoy feeling comforable, secure and familiar.
The Boomers I Cohort
Born:  1946 to 1954
Coming Of Age:  1963 to 1972
Age in 2003:  49 to 57
Current Population:  33 million
Share Of Adult Population:  17%
The two boomer cohorts are seperated by the end of the Vietnam conflict.  The Kennedy assassinaiton, followed by those of Martin Luther King Jr. and Robert Kennedy, signaled an end to the status quo and galvanized the large boomer economic good times and wants a lifestyle at least as good as the one experienced as children of the 1950s.
The Boomers II Cohort
Born:  1955 to 1965
Coming Of Age:  1973 to 1983
Age in 2003:  38 to 48
Current Population:  49 million
Share Of Adult Population:  25%
After Watergate, something changed people coming of age in America.  The idealistic ferver of youth disappeared.  Instead, the Boomer II Cohort exhibited a narcissistic preoccupation with themselves, which manifested itself in everything from the self-help movement to self-deprecation in the media.  Changes in the economy had a profound effect on this group.  Debt as a means of maintaining a lifestyle made sense.
The Generation X Cohort
Born:  1966 to 1976
Coming Of Age:  1984 to 1994
Age in 2003:  27 to 37
Current Population:  41 million
Share Of Adult Population:  21%
Generation X has nothing to hang on to.  These are children of divorce and day care, the latch-key kids of the 1980s.  They are searching for anchors with their seemingly contradictory "retro" behavior:  the resurgence of proms, coming-out parties, and fraternaties.  Their political conservation is motivated by a "What's-in-it-for-me?" cynicism.  Their alienation is reflected in the violence and brutal sex of their popular culture.
The Generation Y/Millenials Cohort
Born:  1977 to 1991
Coming Of Age:  1999 to 2013
Age in 2003:  12 to 26
Current Population:  51 million (there are 80 million people in 2003 between the ages of two and 22)  

Share Of Adult Population:  Growing year by year!
Their values are being shaped right now by today’s events.
When it come to money, sex and music there is a degree in difference of how the six cohorts follow the rules as they learned as young adults.

	COHORT
	MONEY MOTTO
	SEX MINDSET
	FAVORITE MUSIC

	Depression
	Save for a rainy day
	Intolerant
	Big Band

	World War II
	Save a lot/spend a little
	Ambivalent
	Swing

	Post-War
	Save/spend some
	Repressive
	F. Sinatra, P. Page

	Boomers I & II
	Spend/spend/borrow/spend
	Permissive
	Rock & Roll

	Generation X
	Spend?/Save?/What?
	Confused
	Rap, Gringe, Retro

	Millenials
	Conservative personal and political values, eclectic music tastes, the downloaders/file swappers
	Trying values on for size right now.  Defining life event:  9/11.  Security and safety are major concerns.
	“American Icon” and reality TV fans.  Males find hip hop speaks to and for them.  Read “Millenials Rising,” (Strauss( and “Geeks and Geezers” (Bennis-Thomas).  See my presentation on Gen Y at www.radioconsult.com.


If an advertiser make the wrong assumtion about a particular cohort, the results can be disasterous.  

When Johnson & Johnson tried to market Affinity shampoo as the product for over-40 hair, they soon found out that their form of marketing didn't work.  

Campbell's "Senior Singles - Soup for One was also a failure.  

Meredith and Schewe say that positioning yourself as an old people's shampoo, soup, bank, or HMO is a dumb move.  

Studies show that cohorts don't change their prefrences as they grow older.  

If you are a Boomer chances are you won't all of the sudden start listening to Frank Sinatra instead of the Rolling Stones when you hit 50.  

A Generation Xer (a Gen Xer I know hates that label!) wouldn't stop eating hummos, pizza and burgers and start going to a buffet where there is meat, potatoes and Jello when they hit 50+ either.  

The patterns that we develop in our lives many times won't change as we get older.  By the time consumers are adults many of the influences and lifestyles preferences have been set into place.

It’s time now to really study the tastes and preferences that are unifying not just today’s adults, but the ones which also ring true for the very large group which will be turning 25 each year for the next dozen years.  Then, about the time we get a bead on the Millenials, it will be time to do it all again, with a new population group.

The post-war and younger cohorts will drive consumer markets for the next 25 years.  With the Boomers II cohort making up 25% of today’s population and Generation X and the Post-War cohorts each making up 21%, obviously advertisers should be hyper-targeting these groups, while looking for common threads which also appeal to even younger people.  

For this reason, any medium, whether it is radio, television, satellite, film  or print, will have to effectively demostrate more qualitative knowledge about the people it reaches than ever before.

The 50+ consumers who are the Post-War cohorts, are also known as the "bridge" generation make up 21% of the population, and can be found tuning into Adult Standards, All News/Talk and Country stations the most.  Advertisers now know exactly what that listener likes to eat, watch, and of course listen to.

The Boomers II and Generation X cohorts aren't going to change their tastes just because they are getting older.  They have already set into place their likes and dislikes.

But, in spite of how tidy this sounds, no aspect of it is constant.  Just like a wave in the ocean, a generational cohort moves dynamically through the population changing everything it makes contact with.

Today’s “’Fellowship’ of the Ring” could also be creating a “’Cohort’ of the Ring” at the same time.

This movement not only happens over time, it also occurs geographically.  

Important changes occur in the psycho-geographic makeup in every community, and if you are using yesterday's data on which to base your decision-making, you may be missing the target.

Quick.  Here's a quiz:  What's the largest state in the U.S.?  Yes...it is California.  But, according to the 2000 census update, 426,000 people left the Golden State in the last year.  In spite of that, the state had enough growth to have a net increase in population of 214,000 people in the last twelve months, to an estimated 31.4 million persons.

Now, what's the second largest state?  

Did you say New York?  

If so, you need to update your realities.  

In fact, 356,000 people moved to Texas since the 1990 census, making TEXAS a larger state than New York in population.  According to Steve Murdock, a Texas A&M demographer, 29,000 people a month move to Texas, four times the growth rate of the Empire State.

	
	Resident population,
 April 1, 2000 
	Resident population,
 July 1, 2002 
	Percent
 change,
2000-2002 

	The top 10 states by pop:
	
	
	

	United States 
	281,421,906 
	288,368,698 
	2.5 

	California 
	33,871,648 
	35,116,033 
	3.7 

	Texas 
	20,851,820 
	21,779,893 
	4.5 

	New York 
	18,976,457 
	19,157,532 
	1.0 

	Florida 
	15,982,378 
	16,713,149 
	4.6 

	Illinois 
	12,419,293 
	12,600,620 
	1.5 

	Pennsylvania 
	12,281,054 
	12,335,091 
	0.4 

	Ohio 
	11,353,140 
	11,421,267 
	0.6 

	Michigan 
	9,938,444 
	10,050,446 
	1.1 

	New Jersey 
	8,414,350 
	8,590,300 
	2.1 

	Georgia 
	8,186,453 
	8,560,310 
	4.6 


Source:  U.S. Census Bureau

Arbitron, BBM, Neilson and Eastlan updates sample targets and weighting requirements once each year in October when this new annual data becomes available.  

If your station isn't in touch with changes as simple as that, it may be losing touch with a new target audience.

Targeting implies aiming at a bullseye that is conveniently standing still.  And, that may be true at target practice on a rifle range.  

However, in radio, to earn your marksmanship medal, you must not only be alert to changes in age and geography, but be sensitive and adaptable, able to stay focused on a constantly changing, moving target and willing to change targets quickly when what might have once been a very lucrative, viable target changes on you.

I hope that this short course in cohorts, psychographics and geo-demographics makes doing so a bit easier. 

Want to learn more about cohorts and population shifts?

	Articles written by Charles Schewe: 

	Five New Rules For Marketing in the 21st Century 2/20/2002 

	Marketing To My Generation . . . And Yours. 1/30/2002 


USA Statistics in Brief is a supplement to the Statistical Abstract of the United States and presents national summary data and state population estimates.

	Population
	Communications
	Employment

	State populations
	Transportation
	Income

	Vital Statistics, Health
	Social Welfare
	Prices

	Households, Housing
	Government
	Business

	Education
	Agriculture
	Finance

	Law Enforcement
	Energy
	Foreign Commerce




Send your comments about this web page to compendia@census.gov
Source: U.S. Census Bureau, Administrative and Customer Services Division,
Statistical Compendia Branch
Last Revised: December 31 2002 

Geeks and Geezers reviews and info:

http://www.leadershipnow.com/leadershop/1582-3.html
http://www.amazon.com/exec/obidos/tg/detail/-/1578515823/102-1023112-3996903?vi=glance
http://btobsearch.barnesandnoble.com/booksearch/isbninquiry.asp?btob=Y&isbn=1578515823
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SEATTLE: 206.498.6261           NEW YORK: 732.937.5757
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