
	  

 
 

“Who you talkin’ to?” 
 
Every copywriter worth his or her salt knows that unless you’re speaking directly to 
your customer’s needs and wants... you are talking to yourself. Now, I admit to self-
conversation now and again and, frankly, I consider it a sign of health! 
 
Unfortunately, some companies and organizations waste media dollars untold. They 
seem clueless as to who their audience is and what they want.  
 
A vast treasure unlocks by learning and using a few simple tools. Do you know them?  
 
Let’s begin with the most discussed... Generational Groupings. Countless books and 
articles hope to explain the characteristics, experiences and desires of entire segments 
of people born between this date and that one. You have heard of Generations GI, 
Silent, Boomer, X, and Y. Simplistic, yes, but helpful in grasping the concept. Certainly, 
common experiences help shape a person’s outlook and priorities. But, there’s more. 
 
Within these rather basic age groupings, we must overlay Buying Motivation. Don’t let 
the word “buying” throw you. This concept applies as much to donations to a favorite 
charity as it does to soft drink or vehicle purchases. Are your donors/customers 
motivated by Social, Pragmatic or Righteous messaging? Beware. Your prospect may be 
a Social SUV buyer and 100% pragmatic when it comes to their year-end donation.  
 
Finally, let me introduce a time-tested theory – first forwarded in the 1950s – of the 
relative speed individuals adopt a new product or idea. The Adoption/Diffusion Model 
shows where products, industries and groups of people fall on an acceptance curve. It 
can have a huge impact on your communication, but is considered much less often 
than it deserves. 
 
Why consider all these “academic” topics? If you really want life-giving messages, work 
hard at identifying the precise audiences that engage your organization, product or 
service. Then, take time to get to know their characteristics, purchase/donation habits 
and hot buttons. This can involve some research to confirm your insight and 
experience. It’ll help you avoid stereotyping, as well.  
 
Give that information to creative people and let them go to work. They will factor in the 
Awareness/Sales Cycle and then you’ll be talkin’ to the right audience with the right 
message at the right time. (And you thought that all agency people did was play ping-
pong for hours on end!)  
 
Tune in to future 1Minute messages for more on these topics. 
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Blake Conover 
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