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Marketing Strategies 
for the Generation “C” 
Consumer Behavior:

An Overview for the GSM Market in Turkey

ABSTRACT

Generations are mainly listed as the silent generation, Generation X, Generation Y, Generation Z, and 
lastly, Generation C. Among them, “Generation C” is the new target market of the strategists with their 
high use of technology and changing consumer behavior. Especially with the conveniences provided 
by the Internet, while the world is getting smaller and more global, it is foreseen that this generation, 
who tend to live mobile and who are active media users, will change the equilibrium in the future. In 
this chapter, generation C’s consumer behavior and the marketing strategies developed for them are 
explored. As GSM sector is assumed to be one of the most important sectors of this generation, a good 
member of Turkish GSM market, Turkcell’s, approach to this generation is surveyed in the frame of this 
new generation.

INTRODUCTION

Today people are both the producers and the 
consumers of knowledge as well as both products 
and services and as a result of “value”; going 
further from Gronroos (2006) who argues that 
the manufacturer is only a source provider for 
the consumers who produce what they want, he 
wanted to point out to the importance of the subject 
that those consumers are from generation C and 

stated that they are the consumers would shape the 
next phase of marketing theory (Lush and Vargo, 
2006b, p. 284; Gronroos, 2006b, pp.324-400; Cova 
and Dalli, 2009, p.316). This possible contribu-
tion of the generation C will bring to the essence 
of changing consumer behavior and marketing 
strategy developed in parallel lies.

In this study, in the light of established fun-
damental distinction based on the generation 
classification, the general characteristics of the 
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generation named Generation “C”, consumer 
behavior and today’s popular strategies among the 
developed marketing strategies for this generation 
are emphasized. On each study on this generation 
shaped by increased globalization and rapidly 
changing technology will allow to see the changes 
in marketing world in the following years and 
allow to see the clues that may well be the road 
leading up to the study, especially aiming to make 
a general framework and roadmap for marketing 
managers and academicians.

According to today’s changing market condi-
tions and consumer behavior, one of the basic 
building blocks of consumer behavior research is 
the generations in recent years. Starting from this 
point, the objective of this study is to research on 
the strategies developed for generation C, examine 
the perception to this generation in Turkey and 
explore if there are specific marketing strategies 
in Turkish GSM market for this generation.

As one of the determinants of next twenty 
year’s marketing strategies trend will be the new 
generation’s main characteristics and attitudes; 
this study has been prepared in an exploratory 
research format and aims to contribute to future 
studies by increasing the awareness of the subject 
and draw the picture of today’s market’s approach 
to this generation.

A two-stage method is employed for the 
study. First, the boundaries discriminating the 
“generation C” from other generations are tried 
to be determined based on the literature. The 
academic literature was scanned as a secondary 
source and the generation C was examined from 
various aspects in the World and in Turkey spe-
cifically. According to the results of the screening 
on the definitions made on Generation “C”, the 
consumer behavior of this generation and the 
marketing strategies that have been developed for 
this generation, a renewed framework has been 
drawn. Then, the GSM sector has been observed 
to be the most indispensable sector according to 
the main characteristics of the group. Based on 
this finding, an in depth interview has been car-

ried out with an expert in Turkcell which is the 
one of the largest GSM companies in Turkey to 
learn the awareness of the general attitude and 
approach of the GSM sector about generation “C” 
and to see the developed marketing strategies for 
this generation from a managerial perspective.

CONCEPT OF GENERATIONS 
AND THE MAIN GENERATIONS 
UP TO TODAY

Generations are the intervals of time which are 
formed by economic and social movements across 
the world, which social scientists divide the popu-
lation in this interval into slices mainly based on 
year of birth, demographic differences, cultural 
differences or important events of these periods. 
Music flows, new interests and wars provide to 
shape generation names and determine the gen-
eral characteristics. For example, although the 
generation born into a world between the years 
1925-1945 filled with war, the name “The Silent 
Generation” was used; the generation that came 
into life as a result of social relief, economic growth 
and prosperity in the aftermath of World War 2 in 
U.S. and Europe, and causing a population growth 
was named as “Baby Boomers”. The generation 
born starting from the mid-1960s was named as 
“Generation X, Generation 13 / Bay Busters”. This 
generation shares pacified and reactive proper-
ties and it is a realistic, diligent and contented 
generation. The classifications succeeding these 
generations are mostly made for the population 
born between the years 1977 - 1996 and they are 
referred as “Generation Y / Echo Boom / Mil-
lennials”. Shaped by the widespread use of the 
internet and globalization, this generation likes to 
work; but they do not want their lives to be just 
business, they love freedom, they defy authority, 
they love technology, shopping and they are ad-
dicted to the brand stands.

The definitions and periods of generations may 
not have sharp contrasts and can have different 
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