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Culture In Transition



about youthography

- Founded in 2001, Youthography
IS North America’s leading
marketing agency focused on the
youth demo and youthful brands

« Services include

— Research & Strategy
— Advertising & Marketing
— Full Creative Services

- Connected to a community of
15,000+ Canadian youth

YOUTH CULTURE EI-HEERLY NEHZE LETTER

Youthography is Morth America's most
full-service research and marketing

communications agency dedicated exc
yvouth. We eat, sleep and breathe youl
like no other agency on the continent.



about me

. | hosted TVOntario’s “Vox Talk,” a youth-issues

talk show
. Often filmed in schools, using youth panellists,
with a young audience — cool!




Contents
- Demographics and Psychographics
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. Attracting and Retaining the New Young Workforce and
Implications for Government

ynuthngraphy@



Demographics & Psychographics

youthography ()



The 4 x 5 Factor

- The 10-29 group divides into four equal five-year cohorts:

Age Male / Female Male / Female
(Number) (% of Population)
10-14 2,104,800 6.6
15-19 2,145,800 6.6
20-24 2,243,300 7.0
25-29 2,194,300 6.8
TOTAL 10-29 8,688,200 27
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Home Offers Less

- 80% of them come from families with only 1-2 children at
home

— A greater reliance on friends, external focus

- Families aren't traditional anymore
- 12% blended, 14% common-law, 16% single-parent

« 60% of women work out of home

— Coupled with single-parent households, it means that
“3:30 to 5:30 is my chill time...it's the time for me
alone at home.”
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Home Offers Less

« QOver 18% of Canadians were born elsewhere

— Young people see colour less because they’'ve never
known a world without diversity

-« 449% of 20-29-year-olds live at home

— And yet, they are staying at home longer...meaning
they have more money to spend on culture
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Getting into Adulthood Earlier

Average age of educational enrollment: <4

Average age of 1st menstruation: 8-10 (vs. 12)

Average age of 1st cigarette: 13

Average age of “school-type” decision: 14

Average age of 1st intercourse: 16 (vs. 18)

ynuthagraphy@



Precocious Puberty

- Precocious puberty —or early sexual development—is
a phenomenon that is occurring in young girls and boys
In North America, the UK and Australia:

- “While I always believed that little girls go through
puberty at around eleven, twelve or thirteen years of
age, something very strange was now happening to our
daughters. | was now being told that little girls are
considered 'normal’ if they start menstruating at the
delicate age of eight!”

—~ Nexus Magazine
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Precocious Puberty

- A report from the (US) National Research Center for
Women and Families in 2001 found that at the age of
7, 27% of African-American and 7% of Caucasian girls
had the onset of secondary sexual characteristics

- While they are still eight years old, one in seven
Caucasian girls and one out of two African-American
girls start puberty
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But Fully Entering Adulthood Much Later

Median age at graduation: 23 (vs. 22)
- Average age at graduation: 25 (vs. 23)
- Average age of 1st marriage: 28 (vs. 25)

- Average age of 1st childbirth: 29 (vs. 26)
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Prolonged Pre-Adult Lifestage
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The Big Six: Youth Values

- Relationships

- Communication

. Information

. Diversity

- Empowerment

- And what sews it all together...Technology



It's All Enabled By Technology

“We already knew that kids learned computer
technology more easily than adults. What
we’re seeing now Is that they don’t even need
to be taught. It's as if children were waiting all
these centuries for someone to invent their
native language.”

— Jaron Lanier (Computer Scientist / Techno-
Cultural Theorist)



Culture In Transition



the burning guestion

*How do we connect to young people?”

Young people the world over are leading the charge in
how we create, consume and manage culture , whether
we — or they — realize it or not...

...and this is having a massive impact on anyone trying to
connect to them or figure out how they are connecti ng
to or communicating with each other



Culture In Transition

« We need to look at media, culture, communication and
advertising in aggregate...

. ...asthere has never been such a huge shift in media
and communication habits as over the past decade

« And culture and communications—the two most
Important things to young people—have been totally
transformed



Culture: The 3 Cs

1. Change: Constant pace of rampant technological
change

2. Charge: Young people are in charge of when and how
they communicate and interact with culture

3. Challenge: They challenge traditional models of the
way culture and communication work



1. Change

- Then:
— Stores, broadcast and adult-controlled one-to-one
communications; same places delivered changing cult ure

- Then to Now:
— Increasing appetite for new technology, culture and
communications

— Complete change in culture distribution
— Prices drop quickly (which matters more to young people)

- Now:
— Huge speed of change is regular
— Big organizations find it hard to keep up with that change



Technology In Transition



And They Adopt it Quickly

« Culture and Communications:

The $399 Desktop PC

The $49 DVD Player

Video on your cell phone

TV with a hard drive (DVR/PVR)
Video on your PC

Video on your iPod

Xbox 360, Nintendo Wii, and PS3
And more...
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2. Charge

« Then:

— Culture and Communication involve little personal c ontrol
or choice

— Someone else’s schedule, delivery devices, tech: You have to
watch ads, be home, call the radio station, go to a store, etc.

« Then to Now:
— Internet and digital culture changes everything
— Culture-on-demand! Communication-on-demand!

- Now:
— “Infinite” choice of what to consume, how to connect
— Control shift: creators to consumers, adults to you th



2. Charge

« Cultural and communication
control:

— Napster, Kazaa, LimeWire,
BitTorrent

— iTunes
~ MSN Messenger
- The PVR

-~ Pay-As-You Go / discount
wireless

— Downloading TV and Movies
— DVDs of TV series
— Facebook



3. Challenge

- Then:
— Everything is top-down
— Corporate machine creates culture; youth absorb it

« Then to Now:
— What's on “The Street” starts to drive and dictate trends
— The Internet enables anyone to create culture

« Now:
— Young people either directly create culture...
— ...or set trends that the corporate world replicates

— And even invent or distribute some of the most significant
changes in youth culture—or all culture!



3. Challenge

« Cultural creation:

Who invented Google,
Napster, MySpace, and
Facebook?

GarageBand

Indie movies

Homemade TV and movies
Blogging

Wikipedia









3. Challenge

- Most importantly, this natural and shared shift towards
more control of content and culture means:

— They challenge all top down models not born from
their own culture; they have the ability to do so

— Organized religion, traditional corporate culture, the
traditional workplace, traditional education,
government, the family, and more, are all being
challenged...



3. Challenge

- Changing culture as we speak:

n=1252
“Ping” Quarterly National Study
Summer 2007 - 13-29 year olds

Top box results

Getting formally married 57.9%
_VS_

Having a lifelong partner 74.8%

Going to Church, Synagogue or Mosque 23.8%
_VS_

Finding your own religion/defining your spiritualit

y

37.4%




So what does this mean?



Implications: The 3 Cs

1. Control: in control of their lives from an earlier age
than ever before

2. Convergence: everything comes together  in the
same place now

3. Choice: with more choice it's harder to connect to
them—>but they have the choice to connect to
everything ( work, school, friends, culture) whenever
they want to



1. Control

- Institutions (including schools!) are all brands and have
to stop thinking that they control their “brands”

« Good brands share themselves with their consumers—or
control is taken away

. If they don’t like your message they will invent their own



1. Control

Facebook gives students
public control over a
promotion, allowing them
to hijack it.

Youth consumers
backlash against
brands that are too
tightly controlled.

AdAge declares “The
Consumer” Agency of
the Year and advises
marketers to take
notice.



1. Control

In Control of Technology

In Control of the Culture

In Control of Communication



1. Control

- And now Control is being realized in an even greater
way and is driving new business and cultural models...

. ...Introducing Consumer Sourcing...












2. Convergence

- For young people, convergence is natural: one or two
connected devices that manage all your communications
and all your culture

- In fact, they’ll invent this convergence if it doesn't exist

- This represents a massive change from previous
generations



2. Convergence

This means two culture/communications devices...
...both of which offer a two-way experience...
...and means more time spent with everything!

And now you “trade -up” your ‘old’ technology












3. Choice

- This more cohesive group has so many more
choices than any previous generation

. |t's “The Long Tail” and then some...

« Choices In culture, communications: and this has
laddered up to all sorts of other choices, too



3. choice



so what's next?



Barriers Are Dropping
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next!

The largest trend is our off-line lives getting on-
line and the boundaries being blurred in formerly
separated areas: school/home,
consumer/publisher, business/art...

For the first time ever, we have a singular
delivery system for all culture and communication

The notion of Public Service for someone who
has grown up with no separation between public
and private might mean something very different
than for previous generations



Understanding that technology has
led the charge in connecting all parts
of young peoples’ lives Is the first
part. So what's next for our
government? They are blurring
the line between home and work
lives, between being consumer
and creator, between marketing
and culture. What's next?



what are the challenges for a
Government that wants to attract
this young person?



1. First the bad news...

- You'’re behind the 8 ball a bit: their world Is
changing quickly, and gov’t moves slowly; they
expect control over their lives, and gov'’t is under
someone else’s control; they’'ve integrated most of
the other parts of their lives — with the possible
exception of gov't

- Oh, and you’re not going to get ‘em with money.



2. The good news?

- Working for the Federal Government offers some
of the things they really want

— Federal Politics: more interesting than
Provincial, Municipal (but not as cool as Global)

— This generation wants to create change more
than previous generations

— Travel and international experience is more
Important than ever

- But they need to connect to our Government - in
this case the Federal Government just as they
would any “brand”




3. You are your brand

- And the Government is a brand...a multi-
faceted, complicated, inconsistent brand



3. You are your brand

- Does your brand engage young Canadians?
— Can’t vote until 18
— Politicians don’t talk about youth issues

— Can’t connect to Government in your own
language — or even where you are

— “Government only comes to where you are
when it wants your vote — other than that, it
expects you to come to it.”

— Facebook page? Heck, you can’t even use
Facebook in Government.



4. Attraction: starts with your brand

. |t's public perception of any brand, or any industry,
and the way It appears in culture that starts
attraction — or repulsion



5. So Government needs to be where they are
when they want it

. Attracting them in their early 20s is much
easler If they already connect to you

. It’s creating a stronger connection
between Government and youth because
every other hot sector industry Is
already doing this!

- And ideally some youth-y Initiatives
that exist in their space, too



6. But Public Service isn’'t necessarily the Gov't

. It’s not just about the “brand” of the
Federal Gov't — it's about the idea of public

service

- NGOs are more popular than ever before
— more young Canadians are going
abroad — to Africa, eg, to serve what they
view as the public trust

- Why can’t this happen with CIDA? Or with
DFAIT?



/. And some of this might not be about APEX

- S0 you'll need to do work in your smaller
member organizations on an as-needed
basis...

. ...but also put pressure on the central
agencies, and the Public Service
Commission, and anyone else you can to
fix what Is a multi-faceted, multi-tiered
problem (that Is just going to get worse!)



8. So what can we do?

« Work on the Federal Gov't master brand!

- Market to them (sell what you do, not what
you are)

- Be flexible — this might not look (and
shouldn’t!) like typical Government
messaging

. Start stressing the idea of public service to
Canadians at a younger age
— Get where they are!



8. So what can we do?

- Conduct a comprehensive survey, first and
foremost, with potential new hires, current
employees, and former employees in this
age range to find out what’s working and
what isn’t

- Remember: serving the public good
matters more to young people now
than ever before. It's a great beginning,
for a great future.



Young people have redefined the
music store, the search tool, and
the social network; they’ve had
the walkman, the television and
the credit card redefined for them
because they wanted It.

So what’s next for the Public
Service sector?
Will it change...or will it be
changed?



Thanks! Questions? Comments?



