Data Points
Millennials and Brands ~

By Melissa Hoffmann More so than any other generation, these younger
consumers are cool with ads—as long as you speak their language.

Source:
Moosylvania 2015 Millennial Ranking Report
Yahoo/DlgltasLBI/Razorflsh/Tumblr, “Content Marketing Best Practices Among Millennials," 2014

Havas, "Hashtag Nation,” 2014

There are
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illennials
What Defines the Millennial Shopper? the US. wih
purchasing power

of $170 billion
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Consume
Willingness 7.11s the average
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A Huge Generational Respondents

who said brands
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role in thelr lives (%)

Difference in Relating
to Brands

Millennial Adults, ages Adults ages
respondents 35 54 501

Top 10 Millennial Brands

The rankings are slightly different between studies, but it's clear millennials favor their phones and tech products—and shopping in general.
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‘If you can create a friendship
with these consumers, you
really take it to the next level.

Norty Cohen, founder and CEO, Moosylvania.
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What Millennials Expect From Brand Content

@ They want to be immersed.

—— 52% seek out sports for fun and to provide some escaplsm

— 72% tend to find themselves lost in a vortex of entertainment

They want to be “in the know."

They want resources that will bring them success.

45% are looking for resources to help them get through a financial crisis

78% want to be informed on specific topics

75% want to learn things in general and hecome smarter

44% want resources that will generally help them transition into being a responsible adutt

Brands Are an Important
Part of the Creative
Content Online
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54% of millennials
said they like when
brands try to get
consumers involved
through crowdsour-
cing, videos, ete.

48% of millennials
said they feel more
connected to brands
that are involved in
pop culture
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Millennials Are Fine
With Natlve Ads—as Long
as They Are Not Deceptive

Would watch at least some
of a sponsored video

78%
Would watch It more than
once If It's interesting
56%

Would share It
51%

Top 8 Ways
Miltlennials
Advocate for
Brands They
Love

5$9% Liking on Facebol

57% Direct advocacy

54% Shopping in-store

48% Buying online
44% Being proud owners

40% Subscribing via emi

36% Being loyal
to the brand

20% Following on Twitter
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