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WHAT IS IMPORTANT 

WHEN MARKETING TO



Millennials are often seen as something of an inscrutable generation. They tend to be 
more tech-savvy than Baby Boomers and Generation X, and might also eschew many 
traditions and information sources these earlier generations rely on.

Marketers can find it challenging to connect with Millennials. If your messaging is 
not done correctly, younger consumers will find it irrelevant or patronizing – if the 
message even reaches them at all.

So what are some of the most important things to consider 
when marketing to Millennials?



The Millennial Generation
In June 2015, the U.S. Census Bureau reported that Millennials had surpassed Baby Boomers as the 

largest population in the nation. While there were 75.4 million Baby Boomers living in the United States at 
that time, the Millennial population numbered 83.1 million. 

The Census defined a Millennial as anyone born between 1982 and 2000, but this is only one definition 
of the generation. Some studies have set the start of the generation in the 1970s, or included people who 
were born later in the 21st century. At times, Millennials have simply been defined as the coveted 18-34 
demographic.

The wide age range attributed to Millennials means there can be significant differences between 
older and younger members of the generation. It has even been suggested that older Millennials are 
actually their own micro-generation. This has been referred to as “Xennials,” for its placement between 
Generation X and the Millennials, or the “Oregon Trail Generation” since its members typically have fond 
memories of playing this video game in the school computer lab. 



Fighting Stereotypes
A number of negative stereotypes have been attached to Millennials. Older Americans might see them as vapid, irresponsible, perpetually 

chained to their smartphones, and more likely to waste their money on frivolous purchases than they are to save for the future. There have 
been countless articles, inevitably starting with the headline “Millennials are killing…,” that blame the generation for the decline of many 
traditional businesses and industries. 

Naturally, Millennials aren’t keen to accept this characterization of a self-centered generation that is dragging down everything from banks 
to diamond sales. When #HowToConfuseAMillennial became a trending topic on Twitter in 2016, the more hostile posts by older users were 
quickly supplanted by younger users. One of the most popular responses read, “Destroy the housing market. Replace grad jobs with unpaid 
internships. Tell them to buy a house.” One young author suggested that Millennials aren’t killing your business: “we’re just broke and your 
business sucks.” 

These reactions show just how important it is to avoid negative stereotyping of Millennials in your marketing. Don’t assume that every 
Millennial is a Brooklyn hipster wasting his trust fund money on avocado toast. Rather, you’re dealing with a  generation of tens of millions of 
unique people.



Staying Relevant
Accurate messaging is a particularly important trait in marketing to Millennials. Not only is this generation more likely to be skeptical of 

traditional advertising, but it might actively reject marketing that is seen as boring, deceptive, or irrelevant.

Millennials will have a variety of goals and aspirations. Some will be early in their careers, hoping to pay off student loan debts and 
become financially independent. Young parents may be looking for the best way to buy a home and start a college savings account for 
their child.

There’s no single buyer persona that will encompass the entire Millennial generation. Instead, you’ll want to find out what’s relevant to 
the young consumers in your market how you can diversify your messaging to address different needs.

For example, marketers in the finance industry might focus on how to balance student loan payments with regular expenses as well as 
investment options for higher earning Millennials. Messaging could also address wider trends in the industry, such as how Millennials who 
are poised to inherit wealth from their parents can manage those funds. 

Affordability has been a key concern among Millennials, since they 
typically entered the job market during the worst period of the Great 
Recession, often have student loans to repay, and may still be working 
toward their top earning potential. Younger Americans have been 
particularly sensitive to health care costs, frequently delaying or avoiding 
visits with a primary care physician. 

Convenience and prompt response to customer inquiries are particularly 
important to Millennials. Highlighting these qualities can help a company 
impress a younger crowd, but will also have the benefit of appealing to a 
wider range of customers.



Getting Millennial Feedback
One of the easiest ways to find out what is important to the Millennials in your market is to simply ask them. You might 

start by including Millennials within your own company in marketing conversations.

Supplementing digital methods, such as online surveys, with face-to-face interaction can help make a company more 
relatable. One Wisconsin health insurer, Network Connect WI, researched 
its Millennial market in part by setting up a booth at a farmers market and 
asking young visitors how health insurers could improve their product.

Calls for user-generated content can be useful in this area as well. 
For example, you might ask for testimonials, images, or other feedback 
through your social media marketing.

This type of interaction helps to make a Millennial customer more of 
a partner in the process. This type of relationship can easily be much 
stronger than one formed through a hard sell. 



Building Trust
Millennials grew up with the development of the Internet, placing a wealth of information at their fingertips. This has made 

Millennials into more informed customers, but also more skeptical ones.

The glut of information, which doesn’t always come from reliable sources, can lead to confusion and indecisiveness. Major events in 
a Millennial’s life have also contributed to a diminished trust in traditional institutions. Following the stock market crash in 2008, many 
Millennials became more wary of investing due to the fear that their money would not be safe in the stock market.

Before visiting a physician, a Millennial patient has usually researched their 
symptoms online or consulted with family or friends about the issue. A doctor can 
sometimes be seen as a secondary source of information, but can build trust by 
verifying information, correcting misunderstandings, and filling in any gaps in the 
patient’s knowledge.

It is especially important to keep apprised of any reviews of your business on social 
media or other platforms. According to the Pew Research Center, 93 percent of 
Millennials said they referred to online reviews before making a purchase; 97 percent 
said they trusted these reviews.

Millennials are often drawn to companies that are not only transparent, but can 
demonstrate that they are good citizens. Highlighting work such as community 
service, sustainability efforts, and other socially responsible achievements can help 

increase your appeal and reputation with younger customers.



Marketing Platforms
Millennials are primarily digital-first consumers, but receive information in a number of different ways. Cross-channel marketing 

can be a useful way to get your message across.

Be consistent across different platforms. As younger Americans increasingly use smartphones to browse the Internet, your 
company’s website should be optimized for mobile use. However, you should also maintain a robust website as well.

A study by the content marketing agency Fractl determined that Millennials, as well as older generations, were most likely to 
get online information from blog posts, images, and comments. Each generation was least likely to use a company’s white papers, 
webinars, SlideShares, and quizzes.

If your company has not yet joined social media, now is the time. Sites like Facebook and Instagram continue to be exceptionally 
popular with Millennials, as well as many older users. Social media is also a good 
way to build trust, since these sites allow for customer reviews and give customers 
a chance to directly interact with a company.

Don’t forget that information shared online should be relevant and interesting. 
Visitors are more likely to read an entire piece if it is limited to 300 words or less. 
However, longer form content for more complex issues will also be considered 
valuable if it is presented in a clear, easily understood way.

While a digital presence is important, you shouldn’t abandon other marketing 
methods. Speaking before a young professionals’ group or getting a booth at 
an event which will draw Millennials are some ways you can get more personal 
interaction with younger customers. You should also be sure that your company 

responds promptly to calls, e-mails, or text messages. 



Planning for Disruption
Millennials have been regarded as a generation which is disrupting a number of traditional models. 

Your company shouldn’t be afraid to take part in such disruptions to better connect with the 
younger generations.

In the health care field, one such disruption was the advent of wearables: devices which connect 
with a smartphone to track heart rate, steps taken during the day, and other information. Millennials 
who take part in investments might 
eschew a traditional financial advisor 
in favor of a customizable “robo 
advisor,” or software that can provide 
investment advice.

Trying a disruptive method can be 
risky, but might also prove highly 
successful. Any such effort should 
be transparent, offer a simplified 
approach to an issue, and align with 
current Millennial trends.
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