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Abstract 

The marketing academics and researchers have studied members of Generation Y, recognized 

as Millennials who are born between the late ‘70s and middle ‘90s. This particular interest for 

research of Millennials continues due to questions concerning buying habits, consumer 

psychology and other related specifics, shaping this group as noticeably different in various 

means from its predecessors. 

Generation Y is a distinctive and dominant consumer group whose behavior, habits and 

consumers’ psychology is often discussed but not fully comprehended yet. Severely 

influenced by the technology revolution, the digital media development and the Internet, this 

market segment has developed differently from previous generations making it an interesting 

group for targeting for advertisers and brands. At this point, Generation Y is the largest 

market segment; hence the increased interest in categorizing and understanding 

characteristics of Generation Y from marketers. A contribution to the marketing theory and 

industry can be made with this paper, providing useful data for the consumer behavior of 

Generation Y, deeper understanding for their buying habits and consumer’s profile and most 

importantly media preferences as a basis for deeper and qualitative consideration of this 

marketing segment. 
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1. Introduction 

1.1 The Importance of Millennials as Market Segment 

Millennials are distinctive demographic and psychographic market segment whose consumer 

behavior and habits is often discussed in the literature but not fully comprehended (Noble et 

al., 2009; Smith, 2012). Severely influenced by technology, the digital media development 

and the Internet, this market segment has developed differently from previous generations 

making it an interesting group for targeting by marketers and brands with marketing 

campaigns and sales promotions (Lester et al., 2005). 

At this point, Generation Y is the largest market segment and far bigger than their previous 

generation. Member of Generation Y have specific and unique physiognomies and as a 

customers are very distinctive when it comes to purchase decisions and brand preferences. 

Generation Y has developed in over-advertised, brand- conscious world and consequently, 

they are savvy when it comes to brands and products selection (Moriarty, 2004).  

Members of Generation Y have contrasting social ambitions: au thought their main concern is 

self-gratification, as a parallel trend they are thriving for social improvement (Boyd, 2010). 

Beside the fact that some markeres have described this market as a homogenous group, 

Millennials are quite diverse segment, composed of groups that demand complex marketing 

concepts and thorough media mix (Geraci, 2004).  

The main hypothetical frame is related with indicators and research question centered around 

2 main hypotheses: the media preferences and content preferences of Millennials for 

communication campaigns.  

1.2 The Importance of Multigenerational Marketing Concept 

Individuals belonging to one of the existing age groups have similar interests, observations, 

standards and lifestyles that influence their consumer behavior and define their characteristics 

as consumers. The understanding of unique characteristics of different age groups ensures 

solid base for marketers aiming to create more effective marketing and brand 

communications strategies and designing communication messages. (Howell, 2012) 

The Baby Boomers were born between 1946-1964, between the end of World War II and 

1964. (Williams and Page, 2010). In terms of social behavior they value individualization, 

self-expression and optimism. (Walker, 2003) Boomers largely identify themselves with their 

professional vocations and many are recognizing themselves as workaholics. (Koco, 2006) 

Beside professional achievements, also, family bonds are important to Boomers. (Dietz, 2003) 

Health, vitality, and wellness are major goals for them. They are considered more 

self-centered and doubtful of authority (Binder, 2010). Baby Boomers are good customers for 

traveling services, leisure, fitness trainers, motorcycles, and financial consulting services.  

Generation X was born during 1965-1980 and reached adulthood during difficult economic 

times; hence, professional rise for this generation has been much more challenging. They are 
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likely to be self-employed professionals who embrace freelancing over company loyalty 

(Cranston, 2008). In terms of social life, they grew up rapidly, facing increasing divorce rates 

and domestic violence, but still they value family first. They are highly educated, but 

pessimistic, skeptical, even sarcastic for most of things (Moore and Carpenter, 2008). 

Generally, they are free agents, not team players (Cranston, 2008). Generation X as 

customers is much insecure and hesitative. Marketers should mind their low level of loyalty 

toward brands and companies (Williams and Page, 2010). They are fond of products such as 

automobiles, home appliances, and children’s products.  

Generation Y was born between years 1980 – 2000. They are children of the Baby Boomers 

and grew up in a time of constant economic and global change such as rise of woman leaders, 

inclusion movements for ethnic and cultural diversity including an ecological and social 

awareness, technological, electronic, and digital expansion, and global economic processes.. 

In terms of marketing communication, marketers face real challenge when trying to capture 

the attention of the audience – members of Generation Y (Talay, 2015). They are unlikely to 

respond positively to marketing stimuli in comparison with Baby Boomers and Xers. In terms 

of visuals, marketers need to use more visuals, graphics, animations and videos. In terms of 

wording and copy writing, creative designers must use a story-telling language and wordings 

that challenge actions. They respond well on humor and are reluctant on ,too serious,, 

advertising messages. They show very small interest on television media (Williams and Page, 

2010), and are more related to social media, interactive platforms and fond of fast 

communication: instant messaging, texting and social media platforms: Facebook and Twitter. 

Content is most important for Generation Y (Spencer, 2009).  

Generation Z is the youngest generation, composed of individuals born after year 2001. They 

have witnessed economic recession, global crisis and parallel negative trends that lead to their 

loss of childhood (Bashford, 2010). However, Generation Z individuals are self-controlled, 

aware and accountable. They are comfortable to high-tech and multimedia devices, and never 

lived without the Internet. They are ready to be on mission, and are fond of fantasy. They are 

least loyal to employers and brands. The basic three key characteristics of Generation Z are: 

instant gratification, gamified succes, and open-minded social values (Williams and Page, 

2010). Fashionable wardrobe, music, fashion, cosmetics, and on line games are very 

important products for Generation Z. The youngest members of this generation - Children are 

able to identify brands from the age of about 18 months; whish arouses attention concerning 

moral and ethical issues when creating advertising messages (Calvet, 2008). According to 

Calvet, children younger than eight are especially vulnerable to mass media marketing 

messages because they lack the intellectual skills to understand the persuasive intent of the 

advertiser. Marketers should be aware that Generation Z is easy dealing and manipulating 

with technological devices and hence intensively exposed to digital and social media. 

1.3 The Unique Characteristics of Generation Y 

In socio-psychological perspective Millennials are ethnically diverse more than any 

preceding generation. They value expressiveness and creative activities, art and science. 
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Beside the heavy consequences of the global economic downturn such as high unemployment, 

low income and big loans, due to high education levels and optimism, they have professional 

and creative ambitions. One of the positive aspects they raised thriving to establish 

themselves is investing in startups and following the own entrepreneurial interests.  

1.4 Brand Preferences of Generation Y 

In terms of brand and product preferences, Millennials are attracted to authentic, handmade, 

locally produced goods – and they’re willing to pay more for products from companies with 

active socially responsible programs. In terms of interactions, technology greatly defines 

Millennials consumer behavior. Namely, modern consumers belonging to Generation Y are 

demanding personal connections with brands that appeal to their emotions, principles, 

standards, and feelings. Also they look for products, services and brands that relate to their 

lifestyle and help to promote their ideal self (Howell, 2012). These two aspect are perfectly 

comprehended with digital devices, social media and tech product.  

 

Figure 1. Preferences of Generation Y for socially responsible related products 

Source: Nielsen Global Survey on Corporate Social Responsibility 2013.  

This type of preference toward socially ,,good,, brand and products is widely accepted by 

marketing experts and thus implemented in the overall marketing strategy in the past 5-7 

years by global brands. Examining the characteristics and traits of the Millennial generation 

is useful for marketers, as it suggests new marketing strategies to reach this large and affluent 

segment.  

1.5 Media Channels Preferred by Generation Y 

Planning a media mix for targeting consumers of Generation Y is challenging in many 

aspects. Namely, Millenials frequently use diverse media especially digital media (Hershatter 

and Epstein, 2010).  
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Millennials are mostly attached to wearable technology devices, which makes mobile phones 

and lap tops an efficient way to locate, follow or target them.  

Generation Y individuals watch a smaller amount of television, and are unlikely to be 

influenced by conventional media. At the same time they are unaffected to advertisements 

and show ignorance messages more than previous generations (Ciminillo, 2005; Engebretson, 

2004; Pesquera, 2005). 

Millennial app usage in terms of both unique audience and time spent, is led by Facebook 

Mobile and then followed by other social media apps like Instagram and Twitter. Millennials 

also spend time playing games on their smartphones in spare time more then any other 

previous generation.  

 

Figure 2. Top apps used by Millennials 

Source: Nielsen Global Survey on Mobile Net view 2013.  

Most of the Millennials have grown with the Internet and are skillful at using it for product 

and price comparison and buying. The Internet is their primary and most credible source of 

information. Therefore, most of the global brand have easily adopt their sales strategy 

applying e-business and e-commerce techniques so they can directly target this segment.  

Many retailers use these web sites to connect and interact with Generation Y consumers using 

the methods for games, engaging and feedback (Engel et al., 2011). 

1.6 Hypotheses 
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Individuals of Generation Y were raised in an over-advertised, brand-conscious world, 

therefore they respond to advertising messages differently that previous generation do, 

preferring to be informed about products and services through sources other than traditional 

media. For this reason, many companies are relying less on traditional media advertising and 

more on event marketing, promotions and digital media (Ciminillo, 2005). In terms of 

creative content for advertising, for a message to appeal to a potential customer of Generation 

Y, it must be rapid, direct, and truthful (Pesquera, 2005). Regarding the Public Relations, the 

audience of generation Y does not trust the traditional news media as much as previous 

generations (Peterson, 2004). As for the sales promotions, this generation dislikes being a 

promotional campaign target, so they rely more on their friends’ recommendation and 

word-of-mouth when making buying choices (Peterson, 2004). In developing creative content, 

marketers use humor as a concept widely accepted by Millennials.  

Hypothesis 

Based on the preceding review of the literature the following hypotheses were formulated. 

Millennials are predominantly using the digital media for social interactions, work- related 

tasks, and purchasing goods. Believing that Millennials spend most of their time on line, 

hypotheses 1 is formulated. 

H1. Millennials prefer getting information about the brand on digital media  

Speaking in psychographic manner, Millenials like to feel special and prefer personal and 

emotional appealing when receiving message. Therefore brands must offer consumers a 

personalized relationship. Since Millennials have the desire to feel special, hypotheses 2 was 

formulated accordingly. 

H2. Personalized digital messaging and marketing is the most successful at attracting the 

attention of Millennials. 

Analyzing the preferable creative concept for marketing campaigns, for a message to appeal 

to a customers belonging to Generation Y, it must be honest, emotional and fun. Hence, 

Hypothesis 3 is formulated: 

H3: The marketing messages with honest and realistic concepts and story are mostly 

preferable for Millenials.  

2. Method 

For the purpose of this paper, survey was conducted of 172 Millennials from Macedonia, 

Bulgaria and Greece were surveyed in summer 2016. The respondents were between the ages 

of 25 and 34. Males accounted for 44% of the respondents, while females accounted for 56%. 

The survey was distributed via e-mail of 330 individuals out of which 172 responded.  

The method of research is quantitative and presented with histograms in the result section. 

The questions from the survey are related with indicators with the main hypothesis, and 



 Business Management and Strategy 

ISSN 2157-6068 

2017, Vol. 8, No. 1 

www.macrothink.org/bms 
129 

centered around given variables.  

3. Results and Discussion  

For the purpose of this paper, 172 Millennials from Macedonia, Bulgaria and Greece were 

surveyed in summer 2016. The respondents were between the ages of 25 and 34. Males 

accounted for 44% of the respondents, while females accounted for 56%. 

H1. Millennials prefer getting information about the brand on digital media rather than 

traditional.  

 

Figure 3. H1 / Q1: What media do you prefer when exposed to advertising? 

Common forms of media were analyzed, TV, radio, print, social platforms and web portals. 

Respondents were allowed to select 2-3 types of advertising that they most prefer. Results 

strongly supported hypothesis 1; Millennials do use web portals and social platforms. Over 

53% of respondents chose these two channels as their preferred means for advertising and 

messaging. Still some of them (27%) also support TV media as relevant for brand campaigns 

and advertising.  

H2. Personalized messaging and marketing is the most successful at attracting the attention of 

Millennials. 

Respondents were asked to look at advertising posters and select up to 2 creative solutions 

that were most likely to grab their attention. 
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Figure 4. H2 / What tone of advertising message is the most successful at attracting the 

attention of Millennials 

While 29% of the respondents said that personalization on a message grabs their attention, 

personalization was not the most effective strategy in this endeavor. Thus, hypothesis 3 was 

not fully supported. The marketing strategy that overwhelmingly grabs the attention of a 

Millennial is the one that use graphics and strong visuals.  

H3: The honest marketing messages are mostly preferable for Millenials.  

 

Figure 5. H3 / What concept for advertising do you prefer? 

One way to increase product awareness, build a reputation, or gain customers is to have 

Millennials as brand ambassadors, loyal customers building brand community organically. 

Experts suggest that honest appealing in wording is essential for this. The research strong 

supports this hypothesis with 89% of the respondents choosing honesty as a drive concept in 

packaging, design, PR and slogans.  

4. Conclusion 

Marketers are rethinking their strategies for targeting the largest consumer group - 
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Millennials. The brands that were popular with their parents are being rejected by this 

generation. Having grown up in an even more media-saturated, brand-conscious world than 

their parents, they respond to ads differently. The shift in brand preference may be due to a 

shift in values, lifestyle and preferences on the part of Millennials. They want lives that are 

less structured and value more time for them. They have the view that there is more to life 

than work. This generation is very connected to their friends and acquaintances.  

There is general agreement that digital media greatly impacted the way a marketer reaches 

Millennial customer. Also, the personal and honest marketing concept has created new trends 

in creative business widely accepted and shared by Generation Y.  

The connectedness they obey via internet, digital platforms and social media makes them 

available any time so they can communicate at any time, from anywhere, and in various 

forms. 

There is a growing tendency for consumers to put more trust in the opinions of other 

consumers rather than company generated information. This can be underlined by the trend 

that Internet, social networking, and inter-active technologies are empowering Millennials to 

be more active in the creation and advancement of products and brands. Word-of-mouth goes 

around the world these days via Internet. This generation wants to have input regarding all 

aspects of a product, even its promotion. Successful marketers should realign their techniques 

in order to positively engage these vocal consumers.  

In creativity manner, advertisers should use positive, emotionally meaningful concepts, words, 

and images, e.g., tell them a story they will connect with. They are environmentally 

conscious and supportive of the awareness campaign for social movement and green products 

and services.  

For a business, one of the most valuable benefits of using digital media is its capacity to offer 

consumers a personalized relationship with strong graphics and visual communication 

elements.  

Hence, the successful model for integrated marketing communication for targeting 

Generation Y is based on media mix with predominant digital media and social platforms. 

Creative message that is personal and emotional, if possible containing elements of fun and 

humor including clear visuals and graphic. The course of the communication will remain 

interactive and personal in future. Having said that, the brands and advertisers carried by 

marketing preferences of the Millennials who are about to be the biggest capital holders and 

decision makers have a challenge to address differently and more profoundly containing 

greater cause and advocacy than just selling the product.  
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