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Reinier Evers of Trendwatching.com has asked us to delve a little deeper into Generation G.  We are providing here the generational behavior
beakdown in the new global economy. For more information on CultureofFuture.com, see Who Is Culture of Future at the end of this report.
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BOOMER
For the last several decades, a focus has been placed on economic growth for growth’s sake. This came from the post-war generation’s challenges, a 
generation raised in an era of lack. Boomers ultimately drove the resulting industrial materialistic boom in compensation. The industrial era boom 
encouraged compartmentalization, a hierarchical separation between upper and lower class. Individualized self-starters were heralded as heroes; this 
drive to provide security and wealth for self and generations to come became all-pervasive. Whether serving a large capitalist government, socialist 
government, or monolithic corporation it has been an era of putting your time in and serving the higher powers or greater good. 

Feeding the giant machine of consumption and higher levels of living for the west took its toll on the majority world. This large inequity brought great 
suffering; consciousness of this has come to light in the past ten years most strongly.

BOOMER GENEROSITY
Boomers were taught to take care of themselves so as not to be a burden to the greater good, thus a life of working and amassing. Getting their hands 
dirty in direct involvement has not been the Boomer norm to-date, they will donate through their church or through a large organization and have been 
more likely to make larger, more symbolic statements at appropriate moments such as holidays.

As they are retiring, things are changing. Many feel a call to contribute through hands-on work or through a reinvention of self into a new career of 
caring. The focus for Boomers has changed, and as we move into economic hard times and see people drawing together to help one another, retired 
Boomers are stepping forward.  

GEN X
Great societal shifts have occurred. The generation after Boomers, called Gen X, rebelled against the larger-tha- life lifestyle and turned to simpler, 
smaller ways of living with a focus on the pleasures of family, community and socialization. While the Boomers found ever less satisfaction through the 
pressures of competitive consumption, Gen Xers turned to music, art, design and the enjoyment of socialized communal creativity.

A large segment of Gen X awakened to the corporate injustices of child labor and corporate resistance to fair trade practices. Change has occurred 
through extreme brand rebellion (strikes against Nike, WTO protests) and through integrative work within companies internally via their foundation 
groups. Great strides have been made due to the belief systems of this generation; companies such as Nike and Starbucks have stepped forward 
regarding child labor laws, fair trade practices and sustainability programs.

While these companies and our consumption habits have done much of the global inequity damage we discuss here, this generation has helped bring 
conscious consumption into play. It has become a norm for brands to integrate in a ‘giving in order to get’ model; Project Red is one example of such a 
brand approach. People are beginning to have pride in their places of work and brands they choose to vote for and align with. 

Brands seem to initially adopt the POSTURE of meaningful trends such as fair trade and sustainability, but more recently we are seeing authentic 
strides in brand consumer humanism. This is due primarily to the evolving consumer engagement online, and the new consumers’ ability to 
communicate with each other is keeping companies continually on their toes and true to their word.  

Gen X is known for their cynicism, it is this rebellious nature that has helped bring change forward. However, Gen X does have a softer side and will 
continually support brands that give back, brands that ‘get it.’ Gen X understands that consumption drives our world. Having sidestepped politics, 
empowered consumption has, up until the Obama era, been the way for Gen X to vote in their global influence and effect. We are entering a new era in 
which Gen X has joined in the political movement of change and hope which is yet to be played out. 3
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GEN Y
Gen Y and younger are embracing, sharing and giving through creative community engagements and experiences. 

Gen Y is known for integrating in both the consumption behaviors of Boomers and the conscious consumption evolutions of Gen X. This is a remix 
culture, Gen Y is the hybrid extraordinaire understanding multiple ways of living and customizing it to suit.

Gen Y expects great treatment as they enter the work force; they are profoundly influencing human resources and work spaces around the globe. They 
also expect product and brand to have a consciousness to it that is robust and developed, fair trade and sustainability are givens to this generation.

Unlike individualistic Boomers and cynical Gen Xers, from a young age this generation is known for coming up with local ideas and rallying their friends 
around a common cause. This is the Obama generation, a generation that has a sense of the dire straights the world they are inheriting is in and yet is 
NOT cynical. 

This is the skill set generation. From brand activism to political engagement, Gen Y are open to multiple access points of change. Online they are 
consummate communicators and influencers, they use whatever technology is available to elevate their knowledge banks and arrange events and 
experiences to greatest effect. 

They are community oriented and unlike earlier generation’s, they are multi-cultural, making the global community their own. 

EXAMPLES:
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MySpace GENERATION G: IMPACT
Target group: SocNet Engagers
www.myspace.com/impact

IMPACT is the hub where all MySpace social 
cause content lives, including Volunteer Match, 
Our Planet, and more.  Designed to empower 
MySpace users to make a difference in the 
world and to enable non-profits, campaigns, 
and civic organizations to connect with the 
online community. IMPACT recognizes and 
enriches the already high level of engagement 
with causes and politics among the MySpace 
community. There are also over 40,000 groups 
on MySpace identified with non-profits, 
philanthropy, government, and politics.

IMPACT Awards
One of the best examples of MySpace 
engaging users in being generous is through 
the Impact Awards, a program that awards 
$10,000 each month to a non-profit active on 
MySpace based on user nominations and 
voting.  Launched in December 2006, the 
program has gained amazing traction, having 
identified over 24 + non-profits for their 
amazing work in their communities. Impact 
Awards winners embody the wide range of 
charity activity on MySpace – from grassroots 
orgs like Skate4Cancer to the high profile ONE 
Campaign 
www.myspace.com/skate4cancer
www.myspace.com/theonecampaign

Sundance GENERATION G
From Christopher Barry, 
SVP of Digital Media & Business Strategy
Target Age: Thought Leaders and Creatives -
age range 25-49

www.sundancechannel.com/thegreen
www.sundancechannel.com/grainsofchange
www.sundancechannel.com/ecommunity

Design GENERATION G
www.designingforthegreatergood.com/ 



Who is CultureofFuture.com?

Culture of Future principals are Jody Turner, founder, and Kathy Baylor, VP of Research. Jody holds US 
West Coast and European perspectives from San Francisco and Los Angeles, while Kathy covers Asia and 
the East Coast perspective from NYC and Tokyo.  

Our work extends beyond tracking trends: the depth and breadth of our resources, experience, and 
understanding of how trends synergize with business allow us to create custom-tailored practical 
applications aimed at maximizing business growth, reach, and longevity in today’s markets. Our mission is 
inspiring and assisting country, community and company in the redesigning of how we live, work, and play 
with creative and conscious consumption innovations. 

The dynamic Culture of Future network includes some of the world's most influential designers, style 
arbiters, eco power players, retail gurus, tech innovators, athletes, artists, entertainment & media pros, 
culinary culturists, fashion & beauty mavens, and urban tastemakers.  Visit cultureoffuture.com to view our 
client list of top global brands and innovation businesses.
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