


•  Professional graphic designer and visual artist 

•  Quantitative research psychologist 

•  Run a volunteer organization 

•  Deeply political and pretty mouthy about it 

•  Very picky about what media I consume 

•  Basically, a stereotypical Millennial 



According to the scholars at Urban Dictionary, a Millennial is a: 
 
“Special little snowflake. Born between 1982 and 1994 this generation is 
something special, cause Mom and Dad and their 5th grade teacher Mrs. 
Winotsky told them so. Plus they have a whole shelf of participation trophies 
sitting at home so it has to be true.” 

Source: urbandictionary.com 



According to the scholars at Urban Dictionary, a Millennial is: 
 
“A term used by insecure idiots to dismiss somebody aged 10 - 35.” 

Source: urbandictionary.com 



•  The most discussed (and frequently most villainized) generation in history 

•  The most complex and varied generation in history 

•  Some sort of young person… literally nobody can agree on what a Millennial 
actually is. 



ANYONE WHO 
ISN’T ME 

 
Mobilize.org 
1976 – 1996 

 
MetLife 

1977 – 1994 
 

Nielsen Media 
1977 - 1995 

 

MAYBE SOME SORT 
OF YOUNG PERSON? 

 
PricewaterhouseCoopers

1980 – 1995 
 

Gallup 
1980 – 1996 

 
Dale Carnegie Training 

1980 - 1996 

DEFINITELY SOME SORT 
OF YOUNG PERSON 

 
Time Magazine 

1980 – 2000 
 

U.S. Census Bureau 
1982 – 2000 

 
Straus and Howe 

1982 - 2004 



•  By most conservative estimates, there are 83.1 million Millennials 

•  They are quite literally the future of advertising and marketing 

•  They don’t share very many of the previous generation’s values, life goals, or 
aspirational targets, making them entirely outside of traditional advertising 
tactics and standards 



•  Millennials are, statistically, one of the best responding groups to direct mail 

•  One in three Millennials actually looks forward to checking the mail daily 

•  Millennials open their direct mail at the same rate as everyone else (66%), 
but respond more frequently than any other group (once every 2.4 months) 

•  Millennials trust companies who do direct mail more than 
companies that do not – direct mail gives legitimacy 

Source: InfoTrends and USPS studies 



•  You can’t – anyone who tells you that you can is selling you something 

•  If you do, please come see me and let’s retire to a tropical island 

•  Maybe somewhere in the Caribbean? 

•  What we can do is observe trends and attitudes, 
interpret data points from surveyed respondents, 
and make educated decisions based on the information 
we’ve been given 





•  Millennials respond strongly to novelty and new or different ideas and 
experiences as a way of ‘being ahead of the curve’ 

•  Frequently looking for something new or amusing to share on social media or 
with their friends 

•  Willing to pay more attention to something weird, unusual, 
unique, or amusing 



•  Generate marketing that is fresh, creative, and visually interesting 

•  Avoid clichés, stereotyping, and ‘old school’ design strategies 

•  Make something worth sharing with someone else 



•  Research indicates that Millennials have a deep distrust of what they 
consider to be ‘traditional’ marketing 

•  Millennials are skeptical of both the visual language of traditional marketing 
(i.e. starbursts) and the presentation/form factor of traditional 
marketing (i.e. a long-form letter or heavily coupon driven ad) 



•  Create advertising that doesn’t necessarily seem like advertising 

•  Presentation is important – modern, clean, and sleek is seen as preferable to 
busier ‘traditional’ layouts 



•  Millennials place heavy emphasis on word-of-mouth and person-to-person 
testimonials 

•  This generation is 247% more likely to trust a blog or social network site’s 
description than they are an advertisement or official press release 



•  Use testimonials garnered from social media sources rather than from 
traditional sources 

•  Promote integration of clients with social media sites to create an online 
presence in conjunction with a physical presence 

•  Include content about referrals and referring a friend when applicable 



•  One study asked Millennials to rank their life priorities – they were, in order, 
having fun, discovering something new, and experiencing an adventure 

•  Millennials are more likely than their parents to try new brands or businesses, 
as well as new ways of doing things and new products to fit their 
lifestyles and needs 

•  Consequently, keeping a Millennial’s loyalty is more difficult than 
other consumer groups 



•  Use your marketing to emphasize what’s different and better about your 
business or service 

•  Encourage trials, second opinions, or shopping around in attempt to take 
existing business 

•  Provide incentives and bonuses for existing customer bases through 
leveraging a customer’s database 



•  Millennials are more likely than other generations to do extensive research 
on a company or product prior to purchasing 

•  Millennials emphasize a sense of authenticity in their purchasing 

•  Millennials prefer to support businesses that feel ‘genuine’ 
to them, especially small businesses 



•  Set a brand image and stick tightly to it across all platforms (print and digital) 

•  Emphasize the unique aspects of your business and play to your strengths – 
don’t pretend to be something you’re not 

•  Consider messaging emphasizing local ownership when applicable, and 
utilize images of actual employees / the actual business rather than stock 
photography 



•  Millennials prefer unique goods to mass produced products 

•  Buyers prefer items with a story or sense of history, thus giving them 
ownership in something rather than a part of a mass produced product 

•  Basic customization of a product is no longer enough, as it’s 
expected that most products can be customized or come with 
a variety of choices 



•  Tell stories with your advertising emphasizing individuality and uniqueness 
rather than generic or mass produced narratives 

•  Tailor your marketing to target specific audiences, but not in a way that 
seems obvious 

•  Marketing to Millennials should appeal to their unique interests, but not in a 
way that overtly shows you know about their interests (i.e. ‘low key 
customization’ advertising) 



•  Millennials generally prefer to experience products or services on their own 
as opposed to through second-hand experiences 

•  As mentioned before, greater emphasis is placed on actual, real-world 
experiences than on hypothetical or theoretical experiences 



•  Offer trial periods, freebies, giveaways, or Open House events to encourage 
prospective customers to interact with your business or brand 

•  Reward positive customer feedback with vouchers, coupons, discounts, or 
advanced notifications of special events to encourage more interaction in the 
future 



•  A brand’s role in the world, and the way that the brand interacts with people 
in general, is more important for Millennials than almost any other factor in 
their decision making process 

•  Millennials feel a sense of responsibility to the world, and want their 
businesses and services to reflect that same responsibility 

•  Millennials will pay a premium for an average or inferior product 
if they believe it’s advantageous to the world 
(i.e. Tom’s Shoes) 



•  Promote your business and service as beneficial to the world at large 

•  Consider community outreach events, donations, community service, or 
rewarding customers who engage in these activities 

•  Emphasize the idea of how worker friendly a business is, as well as how the 
business engages positively in the local community 



•  Millennials will, given the option, avoid hard commitments, contracts, and 
long-term plans 

•  A Millennial is more likely to support a one time purchase rather than a 
‘contract’ purchase or a purchase on an installment plan 

•  If Millennials have to sign a contract, they prefer it to be of the 
‘quit at any time’ nature 



•  Promote affordable single purchases rather than discounted long-term 
purchases or contracted purchases 

•  Provide value-added services with purchases (when applicable) that convey 
the benefits of a contract plan without ‘locking them in’ 

•  Avoid phrases such as ‘contract’ or ‘long term commitment’ – replace with 
softer language such as ‘payment plans’ 



•  At least 42% of Millennials prefer direct mail ads over online ads, with 38% 
favoring both equally – direct mail still works for Millennials 

•  Millennials respond more frequently to direct mail than other groups – they’re 
just much more selective about who they’re responding to, which means that 
advertisers need to be smarter about how they’re marketing 

•  There is no magic bullet, and advertising to Millennials is an active, ongoing 
process rather than a single time event 




