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What’s going on out there?



t H e  u s  s ta n d a r d  o f  l i v i n g

i n c o M e : 
declining adjusted for inflation since 1970s

average annual hours worked, 
ages 18-64:

W o r k  v s  p l ay: 
most hours of 25 developed coun-
tries; least vacation (germany; fines 
imposed for contacting employees 
during vacations, time off, weekends)

b e n e f i t s : 
only country without government 
health insurance or subsidies; lowest 
maternity benefits; least retirement sup-
port (denmark, generous unemploy-
ment, maternity leave, retirement)

d i s a p p e a r i n g 
M i d d l e  c l a s s : 

over 50% of california citizens make less 
than $15/hr, similar to most major markets; 
concentration of wealth; 60% of adjunct pro-
fessors make less than minimum wage, 40% 
on food stamps 

a
(emerging)

k i n d n e s s  + 
r e pa i r : 

(cuba; volunteerism; eco; 
police misconduct)

(inferential Focus, a better Living or a better Life?, nY Times)

1975
men: 1869
Women: 1394

2013
men: 1955

Women: 1711

d i s c o n t e n t



+
H o W  d o e s  t H i s  a f f e c t  s p e n d i n g ?

+  c o n t i n u i n g  t r e n d s
urban living, farm to table, frugal travel, music festivals

(drivers: small, authentic, community, experience) 

+ ‘sMall’ vs ‘big’ 
across almost all product categories, especially now in food 

(P&g vs the little guys)

+  a lt e r n at i v e  l o d g i n g 
private homes or apartments and ‘nice’ hostels

+  e  c o M M e r c e

+  b a r g a i n s / b u d g e t  s H o p p i n g  
new Whole Foods downscaled stores, online travel bookings

+  c o l l e g e  d e b t

+  e X p e r i e n c e  v s  M at e r i a l  g o o d s 
budget travel, music festivals, farmers’ markets

+  r e n t  v s  o W n i n g 
furnishings, apartments, cars, art, office space, designer 
clothing, neighbor’s tools via neighborgoods.net

+  M i X e d - u s e  b u i l d i n g s 
close to transit or work centers

+  at H l e i s u r e ,  c a s u a l

+  (emerging) e t H i c s

+ (emerging) s H i f t  t o  va l u e  v s  p r i c e  
(direct booking of hotels and air to get more value) 
(nY Times)

–(-) a u t o s

(-) H a r d  g o o d s

(-) t r a d i t i o n a l  H o u s i n g

(-) H i g H e r  e d u c at i o n

(-) f o o t b a l l

(-) W e d d i n g s



Wa l M a r t :

announced plans to improve welfare of farm animals in its supply chain 

Partnered with geena davis for the bentonville Film Festival to 
encourage diverse voices (women and diversity in film)

announced plans to raise its minimum wage to $9/hr

ceo doug mcmillon spoke against anti-gay legislation

‘These are first and foremost business decisions (and not part of a concerted ef-
fort to alter perceptions of the company). . . (these actions) do have some effect on 

reputation issues.

(adweek)

W H o ’ s  l i s t e n i n g



p s y c H o l o g i c a l  r e s p o n s e

s i M p l i f i c at i o n 
(a response to feeling overwhelmed and too busy)

d e - c l u t t e r i n g 
(a response to ‘stuff’, 1-800-goT-junk?)

l o W e r e d  e X p e c tat i o n s
Studies show increase in feelings of hopelessness and insecurity

b r o a d  d i s t r u s t  o f  g o v e r n M e n t 
at all levels, law enforcement, large companies, schools and healthcare. 

Privacy becoming a serious issue

add fear of terrorism, violence, immigration, health issues, environment. 
growing skepticism whether anyone, any government can change



b e H av i o r a l  r e s p o n s e

d e l ay s  i n  M a r r i a g e

d e l ay s  i n  H av i n g  k i d s

faMily interdependence
kids home longer, middle age caring for elderly 

(uSa Today, christian Science monitor)

H i g H e r  d i v o r c e  r at e 
divorce among 50+ doubled in eight years; 80% initiated by wives, 

almost a complete flip from ratio 15 years ago, fueled in part by 
jobless rate shift since 2008 recession

r e d e f i n e d  r e t i r e M e n t
continued employment, emphasis on experience, longevity for extending life without 

necessarily improving quality of life; seeking less expensive destinations/lifestyle



g e n e r a l  d i s t r u s t  a n d 
l o s s  o f  fa i t H  i n  i n s t i t u t i o n s  

ebola panic fueled by distrust of institutions, including government, hospitals and cdc

g r o W i n g  d i s pa r i t y 
between wealthy and poor

l o s s  o f  fa i t H  i n  j u s t i c e
Widespread response to inequitable law enforcement

l o s s  o f  s a f e t y
external and internal

t r i g g e r  p o i n t s
inflation, governmental indifference, breakdown in security and personal safety

t H e  n e X t  r e v o l u t i o n ?
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generational



t o r t o i s e  v s  H a r e

you’re 
going down

H a r e
rushes through life stages, veers off 
course, voracious appetite, on ‘fast 
track’ to finish line. 
Person with the most toys wins.

in the race toward the sunset years, 
different generational groups have chosen different paths. 

t o r t o i s e
Slow to start, slow to ‘advance’ to-
ward ‘american dream,’ never strays 
far afield. 
It’s not about winning; it’s about how 
you run.



fa s t  t r a c k 
on career path (like their parents)

a c c u M u l at i o n 
of material goods – hard goods, autos (like their parents) acquired through debt

H o M e  o W n e r s H i p 
embraced like their parents, even if careers required mobility

a c H i e v e M e n t
emphasis on achievement and income

a M e r i c a n  d r e a M
Their parents evolved into this mindset following great depression and WWii; 

boomers inherited it. 

l o s s  o f  t r a d i t i o n a l  va l u e s 
(hard work, patience, marriage, kindness)

now they are winding down before the finish line 
Loss of jobs and meaningful employment 

Lack of savings and retirement funds

p e t e r  pa n  s y n d r o M e

b a b y  b o o M e r s
(post WWii to early 1960s)



g e n  X
(early 1960s-early 1980s)

‘ c y n i c a l’  g e n e r at i o n : 
two economic meltdowns, 
one president impeached, 

several wars, 9/11

known for 
l a c k  o f  r e s p e c t  f o r  a u t H o r i t y

Former ‘grunge’ generation now has 
HoMes, faMilies and 

financial responsibilities

influenced by 
t e c H n o l o g y  e X p l o s i o n

Q u i c k  t o  a d o p t  t r e n d s , 
although not considered trendsetters

b r a n d  l o ya l
d e a l  s e e k e r s

Q u a l i t y  i s  e s s e n t i a l

emphasis on balancing career and family life, 
n o t  W e a lt H  a c c u M u l at i o n

u n c e r ta i n t i e s
economy, retirement, children’s education



s l o W e r  c a r e e r 
and traditional american lifestyle paths

l a c k  o f  f i n a n c i a l  i n d e p e n d e n c e 
(58% of millennials still get money from parents)

H o M e  o W n e r s H i p 
Fewer than half are putting money toward saving for a house 

Seek smaller, affordable housing; prefer to rent 
millenials make up 28% of population but only 3% of home equity

H i g H e r  u n e M p l o y M e n t 
and lower incomes than previous generations:

looking to brands as diverse as H&m and Walmart to save money

d e l ay e d  M a r r i a g e
 and childbearing

H a l f  b l a M e  t H e  r e c e s s i o n 
of 2008 for their financial situation

u n  p e t e r  pa n  s y n d r o M e

(all: uSa/ bank of america study)

M i l l e n n i a l s

a n d  t H e  a M e r i c a n  d r e a M
(or gen y, early1980s-2000)



d e c a d e  o f  e v o l u t i o n
from sharing, giving to challenging

sharing, 
optimistic, 

unprecedented level 
of respect and 

admiration for parents

2 0 0 4 2 0 1 5

sharing of information 
and content, 

redefined happiness, 
questioning social 

constructs and values

What does future hold? Will optimism wane?  
Will discontent increase? Will they become as cynical and pessimistic as gen X?



on a previous episode ...

b a n j o s   •   b o W t i e s   •   b i c y c l e s

move to city centers, 
desire for personal 
freedom, community, 
personal growth and 
expression (emerging: 
move to smaller markets)

move to civility will 
take form in politi-
cal correctness, doing 
‘good,’ avoidance of 
both controversy and 
meanness

bringing tradition and 
authenticity into per-
sonal style (another ‘old’ 
metaphor: gray hair)



M i l l e n n i a l s  M i n d s e t
children of helicopter parenting

M o v e  t o Wa r d  c o n s e r vat i s M
Value shift on issues like abortion, debt, savings

M o d e s t y
Sexy styles vs classier, more conservative looks, 
lack of comfort with exposing their bodies in pub-
lic locker rooms, ex college and nba basketball: 
uniforms (nY Times)

r e l i g i o n
decline of organized religion (The Week)

p o l i t i c a l  c o r r e c t n e s s
and Fear of controversy. college ‘Safety’: censor-
ship, ‘safe spaces,’ avoidance of disturbing views

d e c l i n e  o f  H u M o r
commercials, Hollywood comedies; adult humor 
books; sitcoms, decline in comedy clubs (infer-
ential Focus, adweek, Publishers Weekly, market-
watch) 

i f  l a u g H t e r  i s  d o W n ,  W H at ’ s  u p ? 
memoirs, religious books, self-help, messages to the heart.
a shift from wanting to feel better to wanting to be better. 
ex: Peace corps, Leo burnett study; advertising that goes 
straight to the heart. dove’s ‘showing he cares’; bud-
weiser’s better horse; mcdonald’s ‘call your mom,’ coke’s 
‘positive messages’ (adweek)

r e d e f i n i t i o n  o f  H a p p i n e s s
20% of americans suffer from ‘loneliness’; higher rates of 
depression; more suicides than deaths from car crashes 
(economist)

r i s e  i n  p u r p o s e ,  i d e a l s ,  M i s s i o n
Personal growth through altruism (ex: Peace corps)
Shift away from traditional careers to ‘stability’ (shop 
classes, maker studios, working with hands)
across all post-teen age groups, shifting priorities (turning 
away from clothing-style obsessions, focusing on communi-
cations and engagement, moving to desirable, inexpensive 
cities and towns)
 
d e s i r e  f o r  c o n v e n i e n c e
google Flight Search, google Hotel Finder, Sirona dental
Heroin delivery (nY Times)

a 



in 2014, teenagers for the first time spent 
l e s s  o n  c l o t H i n g  t H a n  t H e y  d i d  o n  f o o d

even when they buy clothes, brands are not important (‘fake’ goods)
‘ a  p H o n e  k e e p s  y o u  M u c H  M o r e  e n t e r ta i n e d ’ 

and opportunity for alternative style statement
(nY Times)

Have grown up in world of political and financial turmoil
Safer, more prudent, 

M o r e  M at u r e , 
want to change the world, value education

(The Telegraph)

W H at ’ s  c o M i n g  n e X t
gen Z or screenagers



baby boomers will 
c o n t i n u e  t o  W o r k

in increasing numbers. necessity, to maintain desired 
standard of living or avoid poverty.

To keep their 
b r a i n s  a c t i v e

To pursue 
a lt e r n at i v e  l i f e s t y l e s

‘Workers on Wheels,’ Vandwelling, camper communities (Harper’s magazine)

baby boomers will shift from material goods and unaffordable housing to 
e X p e r i e n c e  a n d  r e i n v e n t e d  r e t i r e M e n t  

(social trends work upward)

W H at ’ s  a H e a d
for baby boomers



post WW ii vs new narrative (post 2000):

g r a n d  n a r r at i v e

Focus on repairing damage of previous years of abuse – environment, social and economic inequi-
ties  (environment, cuba, healthcare, unfairness)

Quality of life vs quantity, self-expression and gratification, engagement with work, buy 
less and rent more, continued sharing

expanded standard of living across whole of society, sharing of wealth by corporations, 
government safety net, confidence to buy and finance homes, credit, consumer items for 
gratification and as badges

g r a n d

n e W

c o M i n g



‘ a n o t H e r  a d ,  a n o t H e r  j o k e ’ 
will become a formula for message failure

employers should assume 
e M p l o y e e s  r e s p o n d  t o  H a p p i n e s s 

factors more than salary

i n c r e a s e d  l e v e l s  o f  d i s c o n t e n t 
in coming years

e t H i c s 
increasingly in mix of purchase motivations, outpacing price or convenience

p r o v i d i n g  M e a n i n g f u l  e X p e r i e n c e s 
(fun) will attract customers

entertainment with 
d e e p e r  M e s s a g e s  a n d  r i c H  c o n t e n t 

will find an audience

The ‘comedy’ of government and companies locked in stalemate or old order will become a liability. 
companies must be free of old constraints and business models

i M p l i c at i o n s
for companies and Marketers
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b r a n d  l o ya lt y

of millennials say they 
feel as much loyalty to 
brands as their parents 
did

64%

of Millennials

say they feel more

24%
say they use different 
criteria

77%



Where do Millennials get

i n f o r M at i o n  a b o u t  b r a n d s ?

t v 
(least amount of time watching tradi-
tional TV than any other age group)70%
s o c i a l  M e d i a66%
M o b i l e33%
o n l i n e  v i d e o
 (highest of any age group, 
  average 2+ hrs/ week)39%

o n l i n e  d i s p l ay
most influenced by word of mouth, online re-
views from other customers (trusted 40% more 
than other media, 30% more memorable) 46%
r a d i o21%
M a g a Z i n e s31%

78% say it’s harder for brands 
to maintain their loyalty, 
compared to parents

(adroit digital, 2014, study of 2000 millennials ages 18-33)
(mindshare Study of 1000 millennials and Forbes)



s H i f t  f r o M  c a b l e  t o  s t r e a M i n g
 (70% of TV viewing is live)

t H e  b i g  r a c e  a M o n g  c o n t e n t  p r o v i d e r s 
(eSPn, disney, amazon, netflix, Hbo, discovery)

a p p l e  t v
fewer options, subscription-based

M e d i a  r e v o l u t i o n



e X p e c tat i o n s for brands

H i g H - Q u a l i t y  p r o d u c t s

p r o d u c t s  t H e y  W o u l d  r e c o M M e n d

d i a l o g u e ,  n o t  ‘ s e l l’

s H a r e s  s i M i l a r  i n t e r e s t s

f i t s  t H e i r  p e r s o n a l i t y  a n d  p e r s o n a l  s t y l e

s o c i a l  r e s p o n s i b i l i t y  ‘ W e  c a n  f i X  i t  t o g e t H e r ’



They have experience 
‘ b r a n d i n g ’  t h e m s e lv e s

‘Authenticity and trust is more important than content’
Millennials can spot a phony: Any random social or viral play is not enough for millennials -- 
it has to be true to what millennials want -- authenticity. 

“Take Budweiser’s attempt to win millennials over by ditching their classic Clydesdales in favor of a viral video campaign: in a climate where 
millennial dollars are going toward craft beers and away from the same old brands on every tap, that marketing money would be better spent 
on actually improving their beer or developing a craft beer of their own.”       source: demandmedia

‘Not influenced at all by advertising.’ 
‘Social media tells me if a brand knows what’s going on in the world, especially when written by my peers.’
‘Don’t sell me. Talk with me. Not at me.’
Desire to co-create products with companies ‘I want them to listen to my input.’

Millennials as M a r k e t i n g  c o n s u lta n t s



75% say it’s “either fair or very important that 
a  c o M pa n y  g i v e s  b a c k  t o  s o c i e t y 
instead of just making a profit.”

Preference for brands like H&m or Zara 
( ‘ c o M p l e t e ly  f r e e  o f  p e s t i c i d e s , 
c H e M i c a l s  a n d  b l e a c H ’ )

increased trust (91%) and loyalty (89%) as well 
as a stronger likelihood to buy from companies that 
s u p p o r t  s o l u t i o n s  t o  s p e c i f i c  s o c i a l  i s s u e s

s o c i a l  r e s p o n s i b i lt y



d i a l o g u e
and participation

(44%)
open dialogue 

through 
social channels 

(adroit)

(48%)
invite their input about products 

and show you’re listening.
become more about the 

consumer, less about brand 
(adroit)

(52%)
Listen to consumers, 
be willing to change 

(adroit) 

(63%) 
authentic, 

honest vs ‘corporate’
(cohn & Wolfe)



s H i f t  f o c u s 
from 

‘ c o n s u M e r ’  t o  ‘ p e o p l e ’

from 
p r o d u c t  t o  e X p e r i e n c e

from 
i n f o r M at i o n  d e l i v e ry  t o  d i a l o g u e

create material that’s 
s o  e M o t i o n a l ly  c o M p e l l i n g

it’s sharable

c H o o s e  ‘ H u M a n ’  H o t  b u t t o n s :
discovery, family, desire to belong, fun, time savings, desire to get the best, 

reinventing oneself, being better, being smart

e M o t i o n a l  b r a n d i n g



ikea “bunch of cats roam 
around ikea and make 
themselves comfortable on 
the furniture. The end was 
something like ‘a place to 
call home’ or something 
about home.”

l i k e
Millennials talk about advertising they like

Lowes “had a series of 
Vines called ‘six second 
how-tos’ that were stop mo-
tion animation of watching 
tools perform tasks in ways 
you wouldn’t necessarily 
think they could do. . . re-
ally informative.”

Lipton brisk “one of my 
favorites . . . ‘not half bad.’ 
because everyone is trying 
to throw it in your face and 
say ‘This is the best thing 
ever.’”

cheerios “had a great 
campaign focused on 
same sex marriages and 
children and bringing all 
that together.”



kia with hip-hop hamsters. . .
”there’s a lack of authenticity”

H at e
campaigns they Hate

mazda “where they associ-
ate cars with iconic figures in 
history. Such a reach.”



“ W e ’ r e  s k e p t i c a l , 
W e  Wa n t  i n n o vat i v e , 
but at the same time, we want it to 

b e  g e n u i n e  a n d  H e a r t f e lt. ”

“ e n t e r ta i n  M e  .  .  . 
c a p t u r e  M y  at t e n t i o n , 
s p e a k  t o  M y  c o n s c i o u s 

and then 
l e av e  M e  t H e  H e c k  a l o n e . ”

l i s t e n  u p !
advice for advertisers



t H e  b u Z Z
brands worth talking about

Wa r b y  pa r k e r
an enlightened idea brand with a cause

f o r d
experience, eco, zip car

c l i n i Q u e
uses emotional approach to shift perceptions

b u r b e r ry
consumer-created content refreshes an iconic brand

u b e r
users provide direct feedback and company listens

o l d  s p i c e 
cracks the viral code: no hard sell

n e t- a - p o r t e r 
creates a new space for dialogue



Wa r b y  pa r k e r 

an enlightened idea brand with a cause

millennials are finding ways to do good in their everyday lives by taking advantage of brands that align with their values. 

also taps into millennial needs for simplicity, convenience and value



f o r d 

experience, eco, zip car (urban, small, counter old american model)

uses experiences to promote Ford escape

escape routes, Saturday night TV show on nbc featuring a bunch of attractive millennials and the Ford escape

“millennials need to participate in experiences versus just being spoon-fed something” 
– Lisa Schoder, Ford’s global small-car marketing manager



c l i n i Q u e 

uses emotional approach to shift perceptions

48 year old brand needed to increase brand relevance and shift perceptions

#Startbetter engaged women by asking them what they aspire to start better

YouTube, Facebook, instagram and Twitter, all to encourage women to share. 

responses poured in and clinique surprised people with real-time, personalized messages. 
also partnered with bloggers and social media influencers

1.4 million views on YouTube and Facebook in two months, mostly positive comments in social media, 12% sales growth



b u r b e r ry 

consumer-created content refreshes an iconic brand



u b e r 

creates real dialogue with consumers

users provide direct feedback and company listens

not only do they listen, they respond

result: reliable, responsive, safe drivers, cleaner and newer vehicles

grand benefits: convenience, value, safety



o l d  s p i c e 

cracks the viral code: no hard sell

The old Spice “mom Video” continues the brand’s success in viral marketing. 

never using a hard product sell, old Spice always seeks to entertain and 
bring about some sort of emotion, even if it is cringing with discomfort



n e t- a - p o r t e r 

creates a new space for dialogue

new mobile-based social network called The net Set, created by net-a-Porter, 
will be part Pinterest, part Facebook, allowing users to post, like, share and 

shop trending items - because “shopping is more fun with friends”.

includes an e-commerce functionality that links back to the net-a-Porter site. 



b r a n d  H i e r a r c H y

r e s t r a i n t /
p r i c e

e X p e r i e n c e /
e n g a g e M e n t

c o n n e c t i v i t y /
d i a l o g u e

s i M p l i c i t y /
c o n v e n i e n c e





g a r a g e b r a n d i n g . c o m


