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Training Fiche Template
	Title 		
	Maintaining the new online clientele and accommodating the needs of digital and non-digital generations

	Keywords (meta tag)
	Online customers; generational differences; Gen Z; Gen Y; digital versus non-digital customers 

	Language
	English

	Objectives  / Goals / Learning outcomes
	By the end of the session students will be able to: 

LO1: Understand the needs of today’s online clientele.
LO2: Work through generational differences.
LO3: Attract new clients through digital means.
LO4: Make things easier for non-digital clients


	Training area: (Select one)  

	Online / Digital Marketing / Cyber-Security
	X

	E-Commerce / Financing
	

	Digital Well-Being
	

	Smart work / Digital Nomads
	

	Description
	Through the pandemic, the way in which companies have adapted to their customers (current and new) has been critical to their survival.  This unit will focus on digital marketing strategies to attract new customer and maintain existing ones.  We will also look at the differences between digital versus non-digital generations, the differences between these generations, and how to balance the two.

	Contents arranged in 4 levels
	1. Module name: Maintaing the new online clientele and accomodating the needs of digital and non-digital generations 

1.1 Unit name: Understand the needs to today’s online clientele
1.1.1 What are online clientele?


1.2 Unit name: Work through generational differences
1.2.1 Generational differences
1.2.2 Generation Y (Millennials)
1.2.3 Generation Z
1.2.4 Generation Y versus Z

1.3 Unit name: Attract new clients through digital means
1.3.1 Marketing strategy
1.3.2 Creating an online strategy

1.4 Unit name: Making things easier for non-digital clients 
1.4.1 Do not forget those that require non-digital contact


	Self-evaluation (multiple choice queries and answers)
	
1. Online clientele can be: 
a. Purely online
b. Somewhat online
c. Extremely limited online / digital presence
d. All of the above.
2. Electronic Word of Mouth (EWOM) is most important to:
a. Generation Z
b. Generation Y
c. Generation X
d. All of the above.
3. Generation Y and Z both have an interest in:
a. Facebook.
b. Netflix.
c. Music.
d. Gaming.
4. To best reach non-digital clients:
a. Apply a hybrid marketing approach
b. Disregard digital clients
c. Simply disregard them – too small a part of the market
d. Only use traditional media


	Toolkit (guidelines, best practices, checklist, lessons learned…) TO BE USED BY CTS / CASE
	Name	
	

	
	Description
	



	
	Link of interest
	

	Resources (videos, reference link) 
	https://www.elasticpath.com/blog/Top-10-Things-Customers-Expect-from-Your-Online-Store
https://www.statista.com/chart/7957/whats-important-to-the-online-shopper/
https://salesfloor.net/blog/generations-shopping-habits/
https://www.npd.com/news/thought-leadership/2018/10-ways-younger-and-older-millennials-shop-differently/
https://elle.in/comparing-shopping-habits-of-gen-z-and-millenials/#:~:text=A%202021%20Survey%20Monkey%20report,and%20are%20less%20likely%20to
https://belvg.com/blog/generation-y-vs-z-how-do-they-shop-online.html 
https://www.indeed.com/career-advice/career-development/marketing-strategies-attract-retain-customers 
https://www.forbes.com/sites/forbescoachescouncil/2021/02/25/how-to-create-a-digital-marketing-strategy-eight-steps-to-laser-focus-your-plan/ 
https://www.wns.co.za/insights/blogs/blogdetail/374/balancing-digital-and-non-digital-to-improve-customer-experience-
https://www.ceotodaymagazine.com/2022/02/6-efficient-non-digital-marketing-strategies/  

	Related material
	

	Related PPT
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