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Overview 

•  Anonymous information vs. targeted 
programming 

•  Green cart pilot project 
•  Gender and generational differences 
•  Tools and strategies for reaching different 

audiences: Gender & Generation. 



Anonymous information vs. 
targeted programming 



Green Cart Pilot Program 



Frontloading Message 

•  This might not apply to new Canadians or 
to specific cultural groups. 



Green Cart Pilot Program 

•  From the cities perspective the green cart 
might or might not be a environmental 
issue. However, from the public’s 
perspective it is. 

•  Attitudes and values do not directly link to 
action however when it comes to 
environmental issues people who act tend 
to have stronger attitudes and values.  
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Environmental Values and 
Attitudes: Family Example 



Mother Father 

Daughter Son 



Mother Father 

Daughter Son 



Mother Father 

Daughter Son 



Mother Father 

Daughter Son 



Mother Father 

Daughter Son 



Mother Father 

Daughter Son 



Mother Father 

Daughter Son 



Gender differences in 
attitudes and values 

•  How does this impact programming? 



Gender Differences 

•  Women aged between 30-49 with children 
and with better than average education 
are the primary consumers of “green” 
products. 

•  Women consider environmental and social 
issues more carefully. 

•  Men (in general) feel more in control and 
less vulnerable and thus feel less 
threatened by environmental issues. 



Gender Tactics via Marketing 
Research 
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Trade Show Booth 



The Generations 

•  Traditionalists: pre 1945 
•  Baby Boomers: 1945-1964 
•  Gen X: 1964-1980 
•  Gen Y: 1980-???? 

Birth date isn’t as important as the shared history. 



Core Values: Traditionalists 

•  Pragmatism, rationality, morals, ethics and 
saving. 

•  Loyalty and tradition 
•  Dependability  
•  Persistence 
•  Hard work 
•  Experience over education 



Core Values: Baby Boomers 

•  Optimistic 
•  Team orientation yet individualist. 
•  Cynical of “institutions” 
•  Want to be involved but admire the ability 

to take charge 
•  Value opportunities for personal 

gratification. 



Core Values: Gen X 

•  Sceptical 
•  Independent & entrepreneurial 
•  Challenge & variety seeking 
•  Distrustful of authority & hierarchy 
•  As of this moment they are too busy with 

the kids to pay much attention to whatever 
you are offering them. 



Core Values: Gen Y 

•  Open-minded, optimistic, goal orientated 
and engaged in social networks. 

•  Working within the system 
•  Multitasking 
•  Eagerness to ‘find a better way to do 

things’ 
•  Uncomfortable with formality 
•  Materialistic 



Reaching Traditionalists 



Reaching Traditionalists: 
What we’ve done 

•  Open Houses 
•  Tours of facilities – not only offering tours 

but making sure that booking is 
straightforward.  

•  Advertisements in Community Association 
Newsletters. 



Reaching Baby Boomers 



Reaching Baby Boomers : 
What we’ve done 

•  Booths at trade shows and malls 
•  Bold signs in communities 
•  Open houses 



Reaching Gen X 



Reaching Gen X : What we’ve done 

•  Facebook 
•  Youtube 
•  greencart@calgary.ca  



Reaching Gen Y 



Reaching Gen Y 

•  Facebook 
•  YouTube 
•  Booths at festivals and events 
•  Multi-media advertising (banner adds, 

theatre adds, bus shelters) 
•  Working directly with schools on longer 

projects. 



Social Networking 



Thanks 

david.merredew@calgary.ca 


