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“Companies that are successful among Millennials are
those that take into consideration the multifaceted
character of this demographic group. Although they are
between the ages of 20 and 30 and the fact that they’ve had
similar life experiences, there are significant differences of
preference and habits and opinions toward their
professional career and personal finances.”—

Renata Pompa de Moura, Head of Research

This report looks at the following areas:

BUY THIS
= Who are the Millennials? REPORT NOW
« What are their online and offline activities?
= What brand actions influence their purchasing decisions?
= What are their views about their personal finances and job market? V I S | T:
= What are their attitudes toward advertising and promotions of brands, products, and services? store.m | nte| .com
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Offline activities are still predominant among Millennials
Figure 5: Online and offline activities, by age group 20-37, July 2014
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Figure 6: Online activities, by selected age groups, July 2014

Security certificates and advertisements on social media are tools that could encourage young Millennials to shop more online
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Environmentally friendly brands appeal mainly to young women
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Brands that communicate through the internet are more likely to attract young female consumers
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Innovative brands tend to attract more young men with no children
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their industries (eg new product formulas),” by age group and gender, July 2014
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While older Millennials tend to focus on job satisfaction, younger Millennials strive for financial independence
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Figure 30: Brand actions that influence purchasing decision, July 2014
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Repertoire Analysis
Figure 33: Repertoire of marketing actions that influence purchasing decision, July 2014
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Figure 34: Repertoire of marketing actions that influence purchasing decision, by demographics, July 2014

Figure 35: Brand actions that influence purchasing decision, by repertoire of marketing actions that influence purchasing decision, July
2014

Appendix — Attitudes toward Financial Issues and Professional Career

Figure 36: Attitudes toward financial issues and professional career, July of 2014

Figure 37: Attitudes toward financial issues and professional career, by demographics, July 2014

Figure 38: Attitudes toward financial issues and professional career, by demographics, July 2014 (cont.)
Repertoire Analysis

Figure 39: Repertoire of attitudes toward financial issues and professional career, July 2014

Figure 40: Repertoire of attitudes toward financial issues and professional career, July 2014

Figure 41: Repertoire of attitudes toward financial issues and professional career, by repertoire of attitudes toward financial issues and
professional career, July 2014

Appendix — Attitudes toward Advertising and Promotion of Brands, Products, and Services

Figure 42: Attitudes toward advertising and promotion of brands, products, and services, July 2014
Figure 43: Attitudes toward advertisements and promotion of brands, products, and services, by demographics, July 2014

Figure 44: Attitudes toward advertisements and promotion of brands, products, and services, by demographics, July 2014 (cont.)
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