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[bookmark: _GoBack]Technology has been the driving force of marketing evolution, since its inception. The overall purpose of marketing is to get within reach and create a connection between two entities, the provider and the receiver. In simpler terms, marketing still plays the role of connecting consumers with the brands that provide a certain product or service that fulfills the need of the consumers. In this sense, internet and electronic media are the latest technology platforms are used more often now if compared with the traditional marketing practices like stall activities and sending hardcopy mails. The reason for this change in choice, is due to lesser costs and maximum outreach has given by the internet and electronic media overall. The common examples of electronic media are television ads, radio spots and cellular services like marketing messages as well as for living direct calls (Ogden, & Ogden 2014).
 Internet, however, is slightly different but has more impact as the social media platform not only provides maximum outreach on minimum costs but the brand can regularly contact its consumers without any cost at all (Miskin, 2008). In this sense, the best approach to engage baby boomer generation would be to use television advertisement like local cable ads and live calls by trained calling representatives to engage the most elderly or the baby boomers. The generation x or the Busters can be engaged through email advertisement and television ads as well as they are more active than the baby boomers over the internet. The generation y or the millennials can be connected through the internet advertisement on many social media platforms like facebook, linkedin, twitter etc. The current generation z or the digital generations are already connected to the internet and literally spend most time over the internet so again social media ads would be the better choice to engage them. 
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