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We believe in the power of connecting. While bringing people together remains the
essence of every exhibition and event, people and their preferences change
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X and, increasingly, from Generation Y. How can you best align your event with these 
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Let’s start!

cLick Here 
to Go directLy to 
tHe insiGHts on 

Generation y
(20-35 year oLds)

cLick Here 
to Go directLy to 
tHe insiGHts on 

Generation x
(35-50 year oLds)

cLick Here 
to Go directLy to 
tHe summary and 

metHodoLoGy



Generation y  
20 - 35 year oLds 

main cHaracteristics
1. me-centric
2. conscious & smart 
3. visuaL cuLture

main cHaracteristics



generation y – me-centric

1. me-centric

tHis Generation of ‘tropHy kids’ is 
overLy protected & spoiLed witH 

attention by botH parents and scHooL.

parents Have invoLved Gen y-ers in 
famiLy decisions from a younG aGe, 

makinG tHem Great neGotiators.  
“i’LL make sure i’LL Get my way!”

tHe Generation Gap witH parents 
is smaLL: tHey consider tHeir parents 

friends.. “we Listen to tHe same music!”



me-centric beHaviour of 
Generation y is causinG 
quite some cHaLLenGes for 
Hr departments. tHere are 
many websites, books and 
conferences dedicated to 
tHis topic.

me-centric exampLes

tHe me-centric arcHetype 
can be found abundantLy in 
popuLar cuLture.

modern parents are no 
LonGer sHocked by Loud 
music, a moHawk or baGGy 
trousers. Generation y’s 
way to rebeL: tattoos.

generation y – me-centric



‘i don’t want pusHy 
exHibitors. but wHen i 
want information, 
i want it riGHt away!’

‘i don’t Like aLL tHose 
oLd men in suits. 
i want tHe event to be 
for me too!’

‘i want Great food 
& Good wine at tHe 
exHibition stands, 
not somewHere far 
away.’

‘i want activities 
to be fun for me, 
not a saLes tooL in 
disGuise.’

me-centric quotes
from tHe quaLitative researcH sessions

generation y – me-centric



wHat does me-centric 
mean for your business?

make tHem feeL speciaL!

generation y – me-centric

advice 2

Give y-ers tHe 
possibiLity

to co-create

advice 1

Give y-ers taiLor 
made service



me-centric ideas

generation y – me-centric

questions in advance
Ensure that Gen Y get what 
they want, by asking about their 
expectations in advance (e.g. 
online). What are you looking 
for?  What do you want to 
discover? With whom would you 
like to get in touch? Or give them 
the opportunity to ask specific 
questions in advance that they 
wish to see answered at the event.

personaLized route
When you know what your 
visitors need, you can take it one 
step further and offer them a 
custom product. For example an 
app that creats a walking route at 
the event, tailored to their needs.

PERSONALIZED

ROUTE APP!

custom tours
Consider guided tours for 
first-timers. Gen Y visitors aren’t 
very familiar with the exhibition 
medium. Why not organise 
guided tours, both on- and 
offline, that take visitors to the 
exhibition floor?



2. conscious & smart

Gen y-ers - cHiLdren of tHe nouGHties 
(2000’s) - are very conscious about tHe 

state of tHe worLd.

tHey Learn in networks. HavinG 
knowLedGe & skiLLs 

adds vaLue to tHeir networks.

HavinG knowLedGe and skiLLs 
is considered cooL.

generation y – conscious & smart



conscious in Generation y 
styLe on tHe dasHboard of 
a ford fusion Hybrid: tHe 
Less fueL you consume, tHe 
biGGer a diGitaL tree on tHe 
dasHboard wiLL Grow.

tHe boom of ‘taLent sHows’ 
tHe past ten years Have 
imprinted tHe Gen y’ers 
witH tHe idea tHat tHey Have 
to exceL in sometHinG to 
succeed.

Great exampLes of a 
Generation y way of 
LearninG are tHe free 
mooc’s (massive open onLine 
course). 

conscious & smart exampLes

generation y – conscious & smart



‘aLL tHose fLyers 
and LeafLets on 
tHe fLoor... wHat a 
waste!’

‘i Like trade sHows 
tHat Have conference 
eLements, Like sHort 
presentations.’

‘i aLways Look at tHe 
List of exHibitors. 
i want to know it’s 
quaLity before i Go.’

conscious & smart quotes
from tHe quaLitative researcH sessions

generation y – conscious & smart



generation y – conscious & smart

advice 2

Give y-ers 
knowLedGe and 
skiLLs. before, 
durinG & after 

tHe event

wHat does smart & conscious 
mean for your business?

empower smartness 
& sHow consciousness!

advice 1

communicate your 
sustainabLe poLicy 

towards y-ers



conscious & smart ideas 

cLever communication
Communication with Gen Y 
visitors should be focused on 
smartness. For instance, you 
can underline the chance for 
visitors to learn something or get 
more knowledge. Think about 
statements in terms of “did you 
know that...?”.

generation y – conscious & smart

do it yourseLf
Keep in mind that Gen Y visitors 
don’t want to just passively look 
and listen. They want to do 
things themselves. Facilitate this 
via mini-courses or workshops.

qr fLyers
One way of tapping into the 
conscious mind of the Gen Y’er is 
by using less paper. Technology 
provides new opportunities: 
digital brochures can be easily 
distributed with QR codes. 
Visitors can choose for themselves 
which folders they wish to 
download.

DID YOU KNOW? 

OUr bUIlDINg Is sUrrOUNDeD bY 

1,579 meters Of leD lIghts?



3. visuaL cuLture

our cuLture is rapidLy becominG more 
visuaL and oriented on imaGes.

tHe main driver: tHere are  
screens everywHere. Gen y-ers are  

sometimes referred to as screenaGers.

Gen y-ers are not just consumers of 
visuaLs, but aLso avid producers. 

generation y – visual culture



visuaL cuLture exampLes

younG y-ers prefer youtube 
as a searcH enGine over 
GooGLe (= too mucH text).

‘borinG’ data are Liked 
more and remembered 
better wHen visuaLized into 
infoGrapHics.

auGmented reaLity offers 
many fresH opportunities 
for business. for instance, 
durinG a music festivaL 
in 2012, a HoLoGram of  
deceased rapper tupac 
performed on staGe.

generation y – visual culture



‘i want to Have 
experiences and not 
just Get information!’

‘aLL tHose 
standardized 
exHibition stands: 
booooorinG!’

‘i’d Like to 
see 3d presentations 
and HoLoGrams and 
everytHinG.’

visuaL  
cuLture

visuaL cuLture quotes
from tHe quaLitative researcH sessions

generation y – visual culture



generation y – visual culture

wHat does visuaL cuLture 
mean for your business?

focus on visuaL 
messaGes & identity!

advice 2

tHink in experiences
& events

advice 1

be pLayfuL and 
inteLLiGent  
witH your 

communication



visuaL cuLture ideas

recoGnizabLe identity
Develop a creative, inspiring and 
iconic identity.The ideal is to 
have a corporate visual identity 
that is so iconic that the event is 
instantly recognised by one visual 
element.

generation y – visual culture

expLore new tecHnoLoGies
Create the feeling of a smaller 
(more personal) exhibition or 
event by making better use of 
visual communication through 
a thorough concept. The use 
of new technologies could also 
be useful for a real sensory 
experience. Use visuals and 
technologies to ‘breathe’ a theme 
360°.

reconsider tHe word ‘exHibition’
Here is an interesting topic to 
consider: should we use the word 
‘exhibition’? Do a Google image 
search on the word ‘exhibition’. 
What are the results? Open a new 
window and Google the word 
‘event.’ Now what do you see? 
The different results illustrate 
the problem Gen Y has with 
‘exhibitions’.



make tHem 
 feeL speciaL!

advice 1
Give Y-ers

tailor made service

advice 2
Give Y-ers the possibility

to co-create

empower 
smartness & sHow 

consciousness!

advice 1
Give Y-ers knowledge 

and skills. Before, during 
& after the event

advice 2
Communicate your 
sustainable policy 

towards Y-ers

focus on  
visuaL messaGes 

& identity!

advice 1
Be playful and 

intelligent with your 
communication

advice 2
Think in experiences 

and events 

CHARACTERISTIC ONE

me-centric
CHARACTERISTIC TwO

conscious
& smart

CHARACTERISTIC THREE

visuaL
cuLture

recap Generation y

generation y – recap



summary Generation x  Generation x  
35 - 50 year oLds 

main cHaracteristics
1. cynicism
2. praGmatism
3. famiLy-focus

main cHaracteristics



1. cynicism

tHeir ‘formative years’ (between tHe aGe 
of 12-24) were rouGH, botH poLiticaLLy 

and economicaLLy. 

Gen x are sometimes referred to as 
‘LatcH key Generation’ as tHey Grew up 
witH busy parents witH a workaHoLic - 

divorced Generation.

Gen x-ers are skepticaL about media  & 
marketinG messaGes.

generation x – cynicism



cynicismcynicism exampLes

Gen x-ers are cynicaL 
towards babyboomers wHo 
dominate popuLar cuLture 
and HoLd tHe jobs (and 
money) tHey aspire.

soutH park & famiLy Guy are 
exampLes of pop cuLture 
made by Gen x-ers tHat 
sHow tHeir cynicaL view on 
society, poLitics & media.

Great exampLe of a typicaL 
Gen x-er in botH form and 
content: juLian assanGe of 
wikiLeaks.

generation x – cynicism



‘tHose exHibitors are 
standinG tHere for 
tHemseLves and not 
for me!’

‘exHibitions want you 
to beLieve tHey’re 
cHeap. but add 
parkinG, drinks and 
tHe cLoakroom and it 
becomes expensive.’

‘i don’t Like GivinG 
my pHone number to 
exHibitors. you never 
know wHat tHey’LL do 
witH it.’ 

cynicism quotes
from tHe quaLitative researcH sessions

generation x – cynicism



generation x – cynicism

wHat does cynicism 
mean for your business?

be transparent 
and personaL!

advice 2

pLay witH cynicism

advice 1

provide 
(brutaLLy Honest) 

transparent 
information witH 
a personaL toucH



cynicism ideas

manaGe expectations
To prevent X-ers from being 
disappointed after a visit to the 
event, it is important to show 
what they can expect. Especially 
ensure that you don’t make 
promises that you can’t keep. 
One way is by showing previous 
editions of the event, using 
film clips, preferred last edition 
features, and the like.

generation x – cynicism

pLayfuL communication and 
products
Find ways to play with this 
cynicism (especially with your 
tone of voice and communication).

communicate on a personaL 
LeveL
Communicate on a personal level, 
not as a big company but on a 
close and human scale. Who are 
the real people behind the event, 
the brand or the stand? You can, 
for instance, make nametags 
more personal by adding hobbies, 
children, and personal likes.



2. praGmatism

Gen x-ers Have LittLe LoyaLty towards 
brands or empLoyers. if tHey can Get a 

better deaL somewHere eLse, 
tHey wiLL pursue it.

tHey prefer an individuaL approacH
in response to mass consumerism.

compLicatinG factor 
wHen tarGetinG x-ers: 

tHey are HaLf anaLoG / HaLf diGitaL.

generation x – pragmatism



praGmatismpraGmatism exampLes

report after report 
sHows tHat Generation x 
suffers from tHe economic 
recession tHe most. tHis 
drives praGmatic beHaviour.

an exampLe of an individuaL 
approacH is tHe Limited 
editions - Gen x-ers Love 
tHose as a response to an 
era of mass production.

tHe perfect Gen x pHone 
contract: free to Go 
wHenever tHey want.

(Hier moet 

noG even een 

int. voorbeeLd 

bijGezocHt 

generation x – pragmatism



‘i Like GettinG tHe 
information i want.’

‘tHe fact tHat 
products are cHeaper 
at an exHibition 
makes it a Lot more 
fun to me.’

‘i want peopLe at 
trade fair bootHs to 
be knowLedGeabLe 
professionaLs.’ 

praGmatism quotes
from tHe quaLitative researcH sessions

generation x – pragmatism



generation x – pragmatism

wHat does praGmatism 
mean for your business?

sHow praGmatic 
tHinkinG!

advice 2

expLain your usp’s

advice 1

rationaLize aLL 
costs &

Give security/
warranty



praGmatism ideas

rationaL communication 
Put offers and discounts at the 
heart of your communication. 
Show how much visitors will 
be able to save when buying 
products at the exhibition. 
Compare exhibition-prices with 
retail-prices. Guarantee a vast 
amount of products that are 
cheaper during the exhibition.

generation x – pragmatism

no surprise tickets
To prevent Gen X visitors from 
buying a ticket and then being 
unpleasantly surprised by all the 
additional costs, it’s smart to offer 
an all-inclusive package. This 
could comprise entrance, parking 
and/or travel costs, food vouchers 
and coat check-in.

ALL IN ONE 

TICKET

WARDROBE

FREE PARKING
TICKET

expLain your usp’s 
For instance: “Always wanted 
to know how product X works? 
Come to the exhibition.”, “You 
can’t touch or try products when 
you buy them online.”, “Exclusive 
products.”, “The latest trends.”, 
“Be surprised, be inspired, get 
new ideas.”, “The perfect day 
out.”



3. famiLy focus

Gen x-ers are ‘project parents’: 
Hyper focussed on tHeir cHiLdren.

a HeaLtHy work/Life-baLance is
very important to Gen x-ers.

tHe first Generation witH workinG 
moms and caretaker dads: 
merGinG of Gender roLes.

generation x – family focus



famiLy focusfamiLy focus exampLes

a GLobaL fisHer price report 
sHowed tHat 80% of parents 
practice Home education.

exampLe of project 
parentinG: speciaL 
cHiLdren’s ceLLpHone witH 
Gps-trackinG and an aLarm 
button.

merGinG Gender roLes 
are visibLe in poLitics, 
marketinG & media.

generation x – family focus



famiLy focus quotes
from tHe quaLitative researcH sessions

‘i Like cars and 
GadGets too.’

‘instead of GoinG to 
an exHibition, i can 
do a Lot of fun tHinGs 
witH my famiLy.’

generation x – family focus



generation x – family focus

wHat does famiLy focus 
mean for your business?

understand tHat x-ers 
Have a famiLy!

advice 2

cater to cHanGinG 
Gender roLes

advice 1

sHow you 
understand tHeir 
Hectic parentaL 

LifestyLe



famiLy focus ideas

event witH cHiLdcare
Busy Gen X parents want to make 
the most out of their weekends 
and bring their children to events 
or exhibitions. To give parents a 
few hours of time without their 
bored children, offer high quality 
childcare. Preferably with a 
monitoring system, so the project 
parents can check up on their 
little loved ones.

generation x – family focus

totaL famiLy care
Project parents want to spend 
time with the whole family 
during the weekend. So offer 
services for ‘the rest of the family’ 
at your event in corporation with 
partners. Example: dad (or mum) 
can enjoy a car show for a few 
hours, while the rest of family 
can spend time in the proximity 
of the venue at a museum, a local 
zoo etc.

aLways cater to tHe otHer sex
Men are increasingly discovering 
their feminine side and vice versa. 
Ideally there will always be 
something to do for the other 
sex. For example a fathers area at 
a future mum fair or a women’s 
night at a car show. These can 
be linked to the content of the 
event, but can also be just for 
fun, like a game cave for men.



be transparent & 
personaL

advice 1
Provide transparent 
information with a 

personal touch 

advice 2
Play with cynicism to 

co-create

sHow praGmatic 
tHinkinG

advice 1
Rationalize all costs & 

give security / warranty
 

advice 2
Explain your USP’s

understand 
tHat x-ers Have 

a famiLy

advice 1
Show you understand 

their hectic 
parental lifestyle

advice 2
Cater to changing 

gender roles

CHARACTERISTIC ONE

cynicism
CHARACTERISTIC TwO

praGmatism
CHARACTERISTIC THREE

famiLy focus

recap Generation x

generation x – recap
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summary Generation y  
20 - 35 year oLds 

make tHem 
feeL speciaL!

empower 
smartness
& sHow 
consciousness!

focus on  
visuaL messaGes 
& identity!

advice 1
Give Y-ers

tailor made service

advice 1
Give Y-ers knowledge and 

skills. Before, during 

& after the event

advice 1
Be playful and intelligent 

with your 

communication

advice 2
Give Y-ers the possibility

to co-create

advice 2
Communicate your 
sustainable policy towards 
Y-ers

advice 2
Think in experiences 
and events 

Generation Y are used to 
getting exactly what they 
want. They are conscious 
about world problems 
and love to have specific 
knowledge & skills that 
give them value in their 
networks. Gen Y’ers are 
children of a our visual 
culture and therefore love 
everything visual.

about interpretation



summary Generation x  
35 - 50 year oLds 

be transparent & 
personaL

sHow praGmatic 
tHinkinG

understand 
tHat x-ers Have 
a famiLy

advice 1
Provide transparent 

information with a 

personal touch 

advice 1
Rationalize all costs & give 

security / warranty

advice 1
Show you understand their 

hectic parental lifestyle

advice 2
Play with cynicism to 

co-create

advice 2
Explain your USP’s

advice 2
Cater to changing gender 

roles

Generation X’ers are very 
pragmatic when it comes 
to making decisions, 
mainly because they suffer 
the most from the current 
economic crisis. They are 
not loyal if they can get 
a better deal somewhere 
else. They often have a 
cynic world view and are 
very conscious of media 
and marketing. Many of 
them are project parents, 
which describes the over-
involvement when it 
comes to their children. 

about interpretation



metHodoLoGy

quaLitative
researcH

Qualitative research on Dutch visitors of  
trade shows and consumer exhibitions 
from the Generation X and Y, based 
on the main and subquestions of 
Amsterdam RAI. 

socio-cuLturaL 
trend connection

and anaLysis

The main and subquestions of 
Amsterdam RAI and the qualitative 
research are matched with 
TrendsActive’s sociocultural trend 
database.

These insights are interpretated into 
a strategic framework for Amsterdam 
RAI. 

concepts for 
exHibitions and 

events

The development and visualization of 
several ideas and concepts - based on 
the results of phase 1 and 2.

The development of three tailor-made 
presentations and a final report for 
Amsterdam RAI.

insiGHts 
pHase

1.

interpretation 
pHase

2.

impLementation 
pHase

3.

metHodoLoGy  



researcH partners  

‘great research, 
bUt NOW What?’

treNDs:
TrendsActive researches 

global consumer behavior from 
a sociocultural perspective and 

classifies its research in 
structured, practical trends. 

actIve:
TrendsActive uses its 

research to develop innovative 
strategies, marketing 

campaigns, products and 
design.

For cases, methodology and top notch trends:

WWW.treNDsactIve.cOm
Find us at 

www.ruiGroknetpaneL.nL

ruiGrok | netpaneL: 
market researcH witH vision

Ruigrok | NetPanel is a full-service research company, certified 

with the Research Hallmark (based on ISO 20252) and ISO 26362 

for access panels. Focus in our work is on Pleasure, Personal and 

Pragmatic. Pleasure for the client, who can bring the results into 

practice and pleasure for the participants. Our strategy is personal 

and pragmatic: focused on close cooperation with our clients, 

generating actionable results that are suitable for immediate 

implementation into daily practice. We are an innovative agency 

and believe in the continuously evolving possibilities of online 

research. Our expertise is both in online (quantitative) and 

qualitative research.

http://www.trendsactive.com
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NL 1070 MS Amsterdam
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T +31 (0) 20 549 12 12
E welcome@rai.nl
www.rai.nl

http://www.rai.nl
https://twitter.com/AmsterdamRAI
http://www.youtube.com/user/amsterdamrai
https://www.facebook.com/AmsterdamRAI
http://www.linkedin.com/groups/Amsterdam-RAI-58624
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