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“They combine the teamwork ethic of the Baby Boomers, the
can-do attitude of the Veterans, and the technological savvy of
Gen X. At first glance, and even at second glance, The Millennials
may be the ideal workforce – and ideal citizens.”
Ron Zemke, Claire Raines and Bob Filipczak from “Generations at Work”
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Talkin’ About My Generation
Millennials, also known as Gen Y, represent a generation of digitally adept
multi-taskers and bold adventurists that put great emphasis on meaningful
work, balanced lifestyles and practical results. According to the U.S. Census
Bureau, their numbers are 80-90 million strong and they are more ethnically
diverse and technology-focused than previous generations. Understanding
this savvy group of 18-29 year-olds can take some practice, but with a proper
grasp on their personalities, values, and behaviors, a huge market becomes
available for today’s commerce organizations.

Characteristics of the
Millennial Generation¹
Techno-savvy and connected 24/7
Confident and self-expressive
Optimistic and hopeful
Independent and comfortably self-reliant
Determined and goal-oriented
Lifestyle-centered
Diverse and inclusive
Global-, civic- and community-minded
Entrepreneurial

¹ Deloitte: Who are the Millennials?” Report and PEW Research, “A Portrait of Generation Next,”
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The SoMoLo Millennial
In all reports about the Millennial Generation, technology use is stated as
the major distinguishing factor that differentiates this group from all other
generations. Additionally, social, mobile and local environments have a
greater influence on this generation. According to research:
Nearly half (47 percent) of all Millennials feel their lives are richer when
they can connect with people using social networking sites.2

Mashable reports that 28 percent of this generation engage a
location-based app multiple times a day.3

Forty-eight percent of Millennials say that word-of-mouth has the
most influence on their product purchase, mostly via product ratings
and recommendations from peers or friends on a brand’s Facebook
or Twitter page.4

Compared with other generations, Millennials are also more likely to
explore brands on social networks – 53 percent vs. 37 percent.5

According to a recent study by Edelman Digital, 40 percent of Gen Y
participants claimed a preference for buying local, even if goods or
services were more expensive than mass-market alternatives.
Boston Consulting Group, Barkley and Service Management Group, “Why You Should Market to Millennials”
Mashable, “How the Millennial Generation Uses Mobile” (Infographic)
4
SDL (formerly Alterian Insights and formerly Intrepid Research)
5
Boston Consulting Group, Barkley and Service Management Group, “Why You Should Market to Millennials”
2
3
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Gen Y Focus Group:
Five Millennials Speak Out
Retail Information Systems (RIS) News, in conjunction with
RedPrairie, recently hosted a Millennial Focus Group event at the

Fashion Institute of Design and Merchandising (FIDM)
in Los Angeles with the goal of better understanding this
generation’s thoughts and preferences. Five Millennial-aged
students, ages 18-23 and from various walks of life, provided
insight into their likes, dislikes and preferences on media, music,
shopping and social media. The live audience consisted mostly of
apparel and specialty retail brands, including

Guess, Wet Seal, Hot Topic and The Disney Store.
Expectations were that the students’ comments would mirror the
plethora of characteristic and behavioral research already
conducted on the Millennial generation. But on this day, this
particular cross-section of Millennial students depicted a

far more traditional and less entitled attitude.
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While the focus group did, in general, display many traits typical of the Millennial:
confident, self-expressive, opinionated, upbeat and receptive to new ideas,
they also shared with the audience the (surprising) priority they
give to the latest technologies available to them:

Do all of the Millennials
on the panel own a smart phone?

Yes, of course.
Do they spend a majority of their time
on a smartphone updating
Twitter, Facebook and making purchases?

This group does not.

(GASP!)

In fact, many of them still enjoy reading print media.
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Gen Y Focus Group: The Voices
THE PANELISTS
AGE: 20 / HOMETOWN: Lost Angeles, CA
MAJOR: Graduated with an Advanced Degree in International Manufacturing and Product
Development from FIDM. (Currently enrolled in the Bachelor of Science program for
Business Management at FIDM)

NICOLE

CAREER PATH: “I have experience with design and product development within the
apparel industry, and I plan to continue my career in this field.”
AGE: 24 / HOMETOWN: Santa Cruz, CA
MAJOR: AA in Visual Communications and pursuing a Bachelors degree in Business Mgmt

SCOOTER

CAREER PATH: “I am interested in pursuing a career in the luxury market, and would like to
work with labels such as Prada and Lanvin. I want to work with the advertising team and lead
the direction of their ad campaigns.”

AGE: 21 / HOMETOWN: San Ramon, CA
MAJOR: Product Development, International Manufacturing and Product Development at
FIDM and currently working on a Bachelors of Science in Business

ERIN

CAREER PATH: “I would eventually love to own my own business, but right after school I
want to do pre-production for an apparel retailer or brand.”
AGE: 20 / HOMETOWN: Van Nuys, CA
MAJOR: Fashion Design

JASON

CAREER PATH: “I hope to find a job in a well-known brand or company that will help
prepare me for the real world. Eventually, I hope to branch out and create my own label,
or have a strong, stable and high position within a brand.”
AGE: 25 / HOMETOWN: Marin, CA
MAJOR: Product Development and International Manufacturing

HALLIE
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Laptops, Media, and Smart Phones, Oh My
Generally speaking, technology is not lost on this group. And why should
it be? Their generation came of age during the Internet boom, the
proliferation of smartphones, and the rise of social media. With the
exception of one Blackberry user, the students in the group favor Apple
products (i.e. laptops, iPhones and iPods) to do homework, listen to music
and browse the Internet.
Like most of their Millennial peers, the panelists utilize technology applications to enjoy
television, movies and music, but since all of the students were on a budget, they were
very particular about which services they were or were not willing to pay for.

Erin • For my favorite TV shows and movies, I typically watch
via Netflix or Amazon on my flat screen TV.
Like • Comment • Send a message • Share • 2 minutes ago

Scooter • I will pay to download my favorite songs on iTunes,
as illegal downloading is not fair to the artists.
Like • Comment • Send a message • Share • 2 minutes ago

Nicole • I enjoy listening to music via Spotify on my laptop,
and Pandora on my mobile phone or laptop, but because I’m
watching my budget, I do not want to pay for the monthly
service fees.
Like • Comment • Send a message • Share • 2 minutes ago
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When it comes to smartphones and mobile apps, these Millennials were even more
selective, taking a “less is more” approach. They do not want to waste their time
with mobile apps that they do not use or need. With few exceptions, the focus
group stated they do not use retailer apps unless there is a discount offer to make
it worth the download, let alone the space and storage on their smart phones.
When asked about geo-location service apps, such as FourSquare or shopkick,
a few of the students had heard of them, but were not utilizing them.

Hallie • I do not like to clutter my smartphone with a lot of
apps, and I typically do not like to have to pay for apps.
Like • Comment • Send a message • Share • 2 minutes ago

Nicole • I usually have fewer than 10 apps on my smart phone,
and more than half are for information purposes.
Like • Comment • Send a message • Share • 2 minutes ago

Jason • My favorite apps are the ones that are informative,
such as Yelp or The Good Guys, and I rarely use a retailer app
unless there is an exceptional incentive for me.
Like • Comment • Send a message • Share • 2 minutes ago
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Let’s Go Shopping
The first surprise of the day was how level-headed and cost-aware these
students were – they were not the “I love to spend money I don’t have”
Millennials we read about in research reports. With the exception of a few
large chain stores, the students on the panel mostly preferred to frequent
smaller storefronts where they could purchase more unique products.

Tweets
@Erin

10m

I prefer to shop at smaller boutique shops, sometimes even
Craigslist, as opposed to big chain stores. But I do have my
favorite ‘go-to’ stores that I will shop at, depending on my needs,
including Target, H&M, Apple Store, Zappos, and Trader Joe’s.
Expand

@Hallie

15m

When shopping, I am usually budget-conscious but will
occasionally splurge. I like to buy what I call ‘investment
pieces’ for myself.
Expand

@Scooter

22m

I have certainly become more budget-wise as I’ve gotten older.
Expand
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The next surprise of the day was how guarded this group is when it comes to new retail
technology applications and services. “These students are very adamant about
protecting their privacy and are not as technically savvy as we expected,” commented
executives from The Disney Store. Nowhere did the audience find the “typical”
Millennial who spends the day purchasing products on their mobile phone, spending
frivolously, or willingly allowing a retailer to “track” them.
These students are loyal shoppers who, although they will research and purchase
products online, prefer to be inside a retail store talking to a helpful, human sales
associate. Additionally, like other generations, the students purchase services or food
vouchers via daily deal sites, but rarely purchase actual products through these apps.

Tweets
@Erin

10m

I like to research products online, find the closest store location,
and purchase the product in the store. I also like to return products
to the store rather than shipping it back via mail.
Expand

@Jason

15m

I will read reviews of products online, but they do not heavily
influence my purchasing decisions.
Expand

@Scooter

22m

I will give product reviews only for products that I really
like or dislike.
Expand

@Nicole

27m

I like the option to buy online and pick-up in the store
because I will typically spend more money in the store than
what I originally bought online.
Expand
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When it comes to shopping, the audience got the sense this group of Millenials is
open to new technologies so long as the retailer is not tracking their every move.
They like the concept of mobile POS and QR codes in the store because it
enhances the shopping experience and helps with brand/retailer loyalty. A few of
the students stated that providing discount offers on a mobile app is a good
incentive to get them into the store, but none of the five panelists expressed
interest in shopping via the smartphone because it makes them nervous.

Tweets
@Nicole

37m

I prefer emails about discounts and offers from a retailer,
not text-based marketing.
Expand

When asked about retailer loyalty, the students indicated they were loyal to certain
retailers, but their loyalty was more prevalent to brands vs. retailers. In addition,
when asked about the concept of “showrooming,” the students were all in
agreement that this type of activity was rude to a retail organization.
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To Be or Not to Be (Social),
That is the Question
The last eye-opener from the focus group’s responses was their lack of
engagement with social media. As Dave Weinand at RIS News reported...
“These kids are busy! They aren’t spending every waking minute on
social media and they don’t really ‘get’ the value of Twitter.”

As full-time students, some with part-time jobs, time is certainly a precious commodity for
these panelists. An executive from Guess commented that “perhaps that is the reason why
there are more 34-44-year olds on Twitter, because they have more time.” In fact, the main
consensus of the group is that they all spend time looking at social media networks such as
Facebook, Twitter and Pinterest, but they rarely contribute.

“When it came to social media, I think we were all
surprised at their lack of usage of these platforms,”
commented an executive from The Sport Chalet.
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These Millennials are very particular about their social media patterns and preferences, but
that doesn’t mean they aren’t connected – all panelists reported that they have more than
400 friends on Facebook. The platforms that seemed the most popular with the group
were StumbleUpon, Tumblr, Hulu and YouTube for research and entertainment purposes.

320 people like this.
Nicole 5:00pm
When it comes to Facebook, my time spent on the site has deﬁnitely changed
since I ﬁrst started. I do not provide as many updates about myself as I used to.
Scooter 5:10pm
Generally, it annoys me when my friends constantly ‘share’ the music they are
listening to via Facebook.
Jason 5:12pm
I do not like apps that require you to give access to my Facebook data to
personalize the app experience.
Erin 5:20pm
I usually check my Facebook the last 15 minutes of the day or ﬁrst thing in the
morning.
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Lastly, when asked about their opinions of retailers’ presence on social media
networks, the reaction of the students was similar to their shopping behaviors –
they like to stay engaged with brands and retailers so long as they keep their distance.

“This was very encouraging to hear. As a locally-based
apparel brand with only a handful of storefronts, engaging
with our customers via social media networks is a critical
part of our business operations, whether to showcase
products or to get customer feedback,” commented an
As Richard
Geldard from the Huffington Post recently reported...
executive
from Timoteo.

151 people like this.
Erin 5:25pm
I generally do not like to follow individuals on Twitter. I prefer to follow brands
and my favorite magazines.
Scooter 5:30pm
I do not like the ads on Facebook. I am more inﬂuenced by my friends on services
and products.
Nicole 5:33pm
I ‘like’ some retailers on Facebook, but follow more brands and will ‘like’ speciﬁc
products.
Hallie 5:38pm
Bloggers are a good way to get information and good ideas.
I like the images on my favorite blogs, and the fact that their style is informal and
less corporate-focused.
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Their Message: Keep it Real
With numbers three-times that of Generation X, Millennials are forcing
the world to change old habits with new technologies and ideas. The
Millennials that participated in our focus group represent a generation
that already has an extremely large influence on the marketplace, with
more buying power than ever before. During this informative session we
learned a lot about their behaviors, expectations, and aspirations.
Our Millennials showed us that it is extremely critical for marketers to keep the eye
on the prize that is the Millennial Generation. They made it very clear that
marketers need to look for ways to add value to their shopping journeys, respect
their time and their privacy, and provide them with access to relevant
user-generated content that will help drive conversions.

As Richard Geldard from the Huffington Post recently reported...

“It is clear that this dynamic generation of young
Americans will change America, and they will do it in
dramatic fashion. Those of us set in our ways and afraid
of change will have to step aside, hold on and adjust.”
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What these Millennial Musings
Mean to Retail
While it can be risky to draw sweeping conclusions from the
opinions of a few panelists, there do seem to be a few “safe”
takeaways for retailers from these Millennials:

Respect their Time. All of our panelists responded to several of the
questions with passionate pleas for shopping tools and messages that
respect their time and make it convenient for them to connect. Recognize
their preferences and leverage their personal history to present offers and
recommendations that are relevant and meaningful to them – whether
they shop online or in the store.

Pick Your Spots. Don’t overwhelm them with advertising and
promotions in every channel. Make the effort to understand each
shopper’s communication preferences, and respect their wishes.
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Be There. Because of the variety of responses to questions about shopping
habits and channels, it seems safe to say that retailers need to be available
virtually everywhere. One moment they want to shop and compare online,
the next they want to be in the store. And they always want access to content
on their phone and via an ever-growing list of social networks.

Opinions Matter. While our panelists were not necessarily consistent
“generators” of content, as “consumers” of user-generated content, they
were unanimous in their appreciation of the opinions of their peers and
fellow shoppers, and listed blogs, reviews and comments as very influential
in the buying decisions.

Connect the Dots. As evidenced by their busy schedules, crowded
social networks, and desire for efficiency, connecting the store to the
customer to the direct channels is clearly critical to keeping these
customers coming back. They all expressed appreciation for helpful,
informed sales people as great purchase motivators, and retailers would be
wise to heed their advice by ensuring salespeople are armed with the tools
they need to fulfill these expectations.
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RedPrairie: Helping Retail
Keep Pace with Millennials
As a rapidly rising consumer group, Millennials have earned their spot on
your strategic radar. Over the last few years, every aspect of shopping
has been transformed, and Millennials are at the forefront of this change
as they discover new ways to cross, bypass, and bridge traditional selling
channels with their innate technology and social networking skills.
Retailers must keep pace or join the growing list of retail brands that lost
their relevancy and customer base to more innovative brands.
RedPrairie’s Commerce Cloud lets you operate at Millennial speed with a software
platform that engages customers through any channel they choose to interact with
your brand. For Millennials, this spans websites, mobile devices, phone and text
conversations, and brick and mortar stores. RedPrairie’s software helps you earn
their trust, both online and in stores by attracting and engaging them, personalizing
their shopping experiences, providing relevant product information, and rewarding
them for their loyalty. Commerce Cloud also supplies flexible fulfillment options such
as buy online, pickup from store and inventory visibility across all channels to create
an endless aisle, helping you save the sale. The rewards for your brand include higher
traffic, increased conversion, cross and up-selling opportunities, greater spend, and
loyal repeat customers.

Learn more about Commerce Cloud online: http://bit.ly/MZyR6q,
or contact us for more information, and we’ll be happy to
demonstrate the value of Commerce Cloud to your business.
1.877.733.7724 | info@RedPrairie.com

