
MARKETING TO MILLIENIALS



M I L L E N N I A L S G E N  Z

Millennials were born between the early 1980s and 
the 2000s, and can be described as the most tech-
savvy and social generation in history. There are 

two wings of "Millennial" that are often at odds with 
each other: Generation Y (people born between 

1981-1991) and Generation Z (born between 1991-
2001)

Typically looking at the mid- to late-1990s as starting 
birth years. The generation born completely within 

the technological age, war on terror, and 
multiculturalism. This generation is the first true 
global culture as their characteristics and trend is 
more uniform across the globe as they become the 

most open minded generation to date

SOURCE: URBANDICTIONARY.COM

Both Generation Y and Generation Z can be called "Millennials," with the primary difference between the two being technology. Generation Y grew-up on 
personal computers, cell phones, and video game systems, while Generation Z has grown up on tablets, smartphones, and apps. Yet, the common ground 

between both generations is that both have been transforming and altering communication and identity.



MILLENNIALS IN SOUTH AFRICA:
A GENERATION DISRUPTED

SOURCE: 2019 DELOITTE GLOBAL MILLENNIAL SURVEY

72% want to see /  
travel the world

67% want to buy 
their own home

67% want to earn 
a high salary / be 
wealthy

65% want to 
make a positive 
impact on their 
community / 
society 

58% want to start 
their own 
business

T O P  5  M I L L E N I A L  A M B I T I O N S

M I L L E N I A L’ S  O N  B U S I N E S S

68% 
Believe businesses 
in general have a 
positive impact on 
the wider society 
in which they 
operate

83% 
Feel that businesses 
focus on their own 
agendas rather 
than considering 
wider society

53% 
Started or deepened a 
relationship with a 
business because its 
product or service 
positively impacts the 
environment or 
society

39% 
Stopped or lessened a 
relationship with a 
business because its 
product or service 
negatively impacts 
the environment or 
society

K E Y  TA K E - A W AY S

Optimism and trust 
are becoming scarce

Millennials remain 
sceptical of 
business’s motives

Millennials and Gen 
Zs value experiences

They have a 
love/hate 
relationship with 
technology

Trust in traditional 
media also is notably 
low among 
millennials and Gen 
Zs as political 
conversations over 
the last year have 
likely contributed to 
increased skepticism

Millennials and Gen 
Zs, in general, will 
patronize and support 
companies that align 
with their values. 

The youngest 
generations are no 
less ambitious than 
their predecessors; 
more than half want 
to earn high salaries 
and be wealthy. But 
their priorities have 
shifted.

Younger generations 
embrace technology 
and understand its 
benefits; 71 percent 
of millennials feel 
positive about their 
personal use of digital 
devices and social 
media



MARKETING TO SOUTH AFRICAN MILLENNIALS:

SOURCE: FLUME.CO.ZA

Millennials were born between the early 1980s and the 2000s, and can be described as the most tech-savvy and social generation in history. 
Their affinity for technology has shaped the way in which they shop, interact with brands and the decisions they make about brands and their products

76% of millennials trust content 
shared by real people more than 

brand advertising.

The millennial group watches the 
most online videos. 

At least 37% of millennials will make 
a purchase that supports a cause 

they believe in.

90% of millennials ages 18-29 are on 
social media.

User-generated content is king and social 

media influencers have become content 

royalty. 

Millennials are the most connected 

generation. Two-way conversations is 

imperative and seamless brand experiences 

across in-store, digital and mobile is key. 

Millennials want authenticity and are not 

interested in hard sells at all. 

They are a generation that only responds to 

the things that they care about

Where previously television was the most 

effective way to reach mass consumers; 

online video has in recent years quickly 

overtaken and for a fraction of the price. 

Millennials are not only influenced by this 

marketing form but they have shaped the 

way businesses do video. 

Short attention spans and the unique 

characteristics of millennials have forced 

marketers to think differently about 

content creation and storytelling.

Young people in South Africa are aware of 

the importance of knowing what is 

happening in their social, political and 

economic worlds. Being in the know is now 

considered ‘cool’ and social media is 

driving this phenomenon. 

Millennials are no longer just couch activists

but are activity mobilising the masses to 

support the causes they believe in, just take 

a look at the #FeesMustFall and 

#TheTotalShutdown movements.

Social media plays a key role in how 

millennials interact with others and how 

they process information.

Millennials are no longer just content 

consumers, they are also content creators. 

They want brands to give them more than 

just functional benefits. They want 

memorable experiences that they can post, 

tweet or share online because according to 

them “if its not online, did it even happen?”

Meet them where they are - ONLINE. 
Develop and curate a strong online presence but also remember to express a genuine passion for your work and the community. if it’s not mobile and social, it’s 

most likely not going to work.



OUT OF HOME & MARKETING TO SOUTH AFRICAN MILLENNIALS:

#millennials trust 
peers not brands. To 
build brand loyalty 

and repeat purchase, 
activations must be 
maximised via peer 
to peer engagement 

on social media Events and 
experiences are 
becoming the 
goals by which 

millennials 
measure their 
cultural ‘cash’.

#millennials expect a 
personalised experience 
and a more meaningful 
relationship. They crave 

more meaningful and 
tailored experiences and 

often, purchasing 
decisions are shaped 
around their values.

Loyalty is a 2-way 
street.  #millennials 
want respect from 

brands in the form of 
customized special 
offers, value adds 

and exclusive deals

A customer-centric approach that makes this 

consumer group feel welcome when they go 

to stores is still at the top of what makes an 
ideal shopping experience

#millennials want to co-
create, to be part of the 
brand creation process. 
Engage with them, ask 

them what they want and 
how they want to receive 
it or have access to it and 
it is highly likely that they 
will affiliate themselves 

with your product.

Millennials are the 
content creation 
generation – the 
creation of online 

content coupled with 
social sharing means 
that the majority of 

millennials are involved 
in the process of 

creating and publishing 
content.

Loyalty is a 2-way street.  
#millennials want 

respect from brands in 
the form of customized 

special offers, value adds 
and #millennials will buy 

a product, tweet, 
Instagram & Facebook 

because of FOMO

SOURCE: https://provantage.co.za/activations-millennial-consumer/

https://provantage.co.za/activations-millennial-consumer/


MILLENNIALS WANT TO IDENTIFY WITH BRANDS AND THEIR CONTENT

Research has found that Millennials are bombarded with more than 5,000 marketing messages a day. 
Where a clever advertisement used to be all it took to pique a consumer’s interest, Millennials exhibit no such behaviour. In fact, only 1% of this generation 

claims that a compelling advertisement influences them.

WHAT REALLY NEEDS TO CHANGE, IS C O N T E N T .

Millennials are Content Creators Not Consumers

Millennials don’t want to be talked at, they want to be talked 

with. Advertising’s biggest drawback is its one-way nature. 

There’s no conversation, no collaboration, no experience. 

According to Millennial Marketing, 40% of Millennials want to 

be involved in co-creating with brands. Millennials are the 

content creation generation, with 46% posting content online 

that they themselves have created. Add in social sharing, and 

60% of Millennials are engaged in the process of creating and 

publishing content. 62% of Millennials say that if a brand 

engages with them on social networks, they are more likely to 

form a relationship. 

Technology as a Competitive Advantage

For a generation that seeks out authentic, personalized 

content experiences and creation opportunities, technology 

bridges the gap between Millennials and brands. Convenience 

is also highly valued by this generation, and the latest in 

technology allows your brand to deliver the instant 

gratification they crave, giving your audience the ability to find, 

share, and create content faster than ever. Take the limits off 

of how they can engage with your content, and create their 

own on your behalf. The experiences you create to collaborate 

with Millennials must be device agnostic, or “omni-device” in 

nature.

UGC as the Solution, with One Caveat

Millennials want to be the focal point of your brand's content, 

as well as take an active role in creating it. Currently, user-

generated content is viewed as an additive content format, 

giving your audience a voice, albeit a limited one. It delivers on 

authenticity and personalization, but falls short in providing 

the opportunity to co-create. The key to delivering a more 

collaborative UGC experience is to involve your audience in 

creating and telling your brand’s story. Think direct 

engagement rather than curation, and the systems in place to 

provide Millennials with a canvas by which to create, with your 

brand managing and publishing these authentic, personalized, 

and compelling assets.

SOURCE: https://blogs.oracle.com/marketingcloud/millennials-want-to-identify-with-brands-and-their-content

https://blogs.oracle.com/marketingcloud/millennials-want-to-identify-with-brands-and-their-content


KEY-TAKE OUTS:

Meet them where they are –
ONLINE

Trust in traditional media is 
low – largely driven by 
political conversation

They are content creators; 
not consumers. Two-way 

conversation is imperative.

User-generated content is 
king; but allow audiences to 

be a part of your brand’s 
story & content creation

They want brands & 
businesses to play a positive 
role in wider society and will 

form / end relationships 
based on this and whether 
values align to their own

Brand experience beyond 
functional benefits is key –

this audience shares 
memorable experiences 

online


