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THE TAKEAWAYS
Quit stereotyping. Quit dismissing. It’s time to change the narrative 
Non-millennials tend to view millennials as entitled and lazy. This dismissive attitude is preventing 
many organizations from truly understanding and meeting the needs of the largest modern buyer  
segment and the entire buyer spectrum. Products that promote an easier way or connect in an emotional 
way through experiences and value alignment are here to stay. Get onboard or fall off the map.

Today’s trends are tomorrow’s realities 
Millennial attitudes are indicators of future trends. To survive, businesses and employers must meet the 
modern buyer where he or she is today, not yesterday. That means, we must make sure our products, services 
and workplaces provide ease and excitement. We can’t just pick up what we heard about millennials five years 
ago and extrapolate that into the eternal future. Their preferences will change and so will preferences of Gen 
Xers and boomers. Everyone’s expectations will continue to evolve. You cannot afford to ignore the trends.

Understand the whole person. Not just their interactions with your company 
Research demonstrates that there are real, informed decisions driving the changes in millennial behaviors 
and attitudes. When you take the crippling impact of educational debt and the increasing accessibility of 
travel into consideration, it becomes less surprising that millennials are prolonging the time it takes for 
them to settle down. You need to take the time to learn more about your customers and employees, not just 
their interactions with your organization. Understanding the total person will give you insight into ancil-
lary factors driving how they are engaging with you.

Tell bold stories 
It’s not just enough to understand the modern buyer, you must be skilled at sharing your message. Create 
a window into your company, your product, your people, your employment experience, your history and 
your manufacturing process. Imagine your brand as an adventure. People want to be part of adventures.
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THE TAKEAWAYS CONT.
Brand perception is cemented in the service experience 
Re-imagine the service experience. Learn how to interact with the modern buyer who wants to “pre-ex-
perience” the product without ever coming into your store or resolve an issue without ever picking up the 
phone. 

Expectations for the employer are here to stay 
How do we compete for modern talent? It used to be that offering ping-pong tables and free snacks would 
get you into “Best Places to Work.” The modern buyer has the opportunity of selection and an understand-
ing of options in a way the previously disconnected world never allowed for. Be clear about how employees 
can advance in a career at your organization. Let them “own” something and flex their leadership muscle 
for more job satisfaction. Let them help you innovate.

Solicit diverse perspectives 
Managing through your own generational paradigm won’t work. Who’s at the table when you’re making  
decisions about your product, service delivery, marketing and employee benefits? If you’re surrounded 
with people just like you, think again.
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WHATS NEXT?

HOW A MARKETING AGENCY, LIKE ELEMENT THREE, CAN HELP
A marketing agency can help you communicate your story. Companies often hire an agency when they’re making change or 
running toward change. The outside (unbiased) perspective is helpful. With the help of an agency, you can evaluate if and how 
your brand, go-to-market strategy and product/service experience align with the primary motivations of the modern buyer. 
Working with an agency helps ensure a coordinated marketing communications effort,  internally and externally. That includes 
employment brand development – message creation, engagement strategies and deployment.

HOW A RESEARCH FIRM, LIKE SMARI, CAN HELP
Consider engaging a research firm to help you evaluate the market. Market research will tell you if people will or won’t buy 
what’s on your product roadmap. Research provides baseline to measure against and offers truly meaningful insights to help you 
understand sentiment toward your employment experience, benefits offered and where gaps exist that you might fill.

RESEARCH IN ACTION  
Sometimes it’s not enough to know the trends. Sometimes you need help diving into how they might impact your organization. 
Learn more about how we can help you develop strategies to win the hearts and minds of your buyers and employees in 2018.

SCHEDULE A CONSULTATION

LEARN MORE

LEARN MORE

https://elementthree.com/resources/millennial-research-consultation/
http://www.smari.com/
https://elementthree.com/services/
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