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Multicultural millennials may have a wider range of options to bring their business to, but 95 percent of the
demographic claims to be loyal to the brands they have an affinity for, according to Buzz Marketing Group.

T he Multicultural Millennial Study revealed that luxury brands are missing out on a significant and loyal audience,
with most claiming to be brand loyal but 82 percent wishing more brands would advertise to minorities.
“Multicultural millennials are loyal to brands that they like and would like the same in return,” said Marcus Wells,
vice president of research and planning at Buzz Marketing Group. “Ninety-five percent said that they are loyal to
brands that they like and 82 percent would like to see more brands focus their marketing and advertising on
minorities.”
Buzz Marketing Group surveyed 400 men and women from various cultural backgrounds, aged 21-36 living in the
United State regarding their opinions on attitudes about advertising, influence, social activism and media.
Millennial loyalty
Brands who are targeting minorities are garnering more attention from multicultural millennials, and others should
follow suit. T he demographic will pay for quality products if they are in their price range, but also share their
recommendations and influence with friends, family and peers.
Luxury brands are by no means out of the question for the millennial multicultural consumers, but not under
frivolous guises. Only 24 percent of the demographic will purchase luxury items above their budget, even though they
are interested in the products.
T he more targeted a brand’s advertising is to an ethnicity, the more popular it will be with the multicultural
millennial. For instance, 72 percent of respondents think highly of a brand that caters directly to their demographic
and prefer it.
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Making a public stance on important issues is another major influencing characteristic from brands when it comes
to multicultural millennials. More than 83 percent are partial to brands that take a prominent standpoint on various
issues they believe in.
Social media is a highly influential driver in social causes, with hashtags becoming a prominent tool with important
causes. About 61 percent of respondents claimed to have used a hashtag to support an important cause on social
media, making technology a big driver in social climate.
But only 28 percent have actually participated in a boycott.
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Another study from Cue Connect looked to get inside the mind of millennial shoppers showed that while social
issues are important, when shopping online, millennials in general most desire the capability to follow their favorite
brands for sales, with 66.7 percent identifying that feature as their top wish.
Sale messaging is a way to prompt purchases from millennials, as 57.4 percent say that receiving a discount code
from a retailer makes them more apt to buy. Additionally, 55.5 percent say that the perceived value of a retailer goes
up if it has the best price for a particular item online (see more).
Power of influence
Multicultural millennials are highly aware of their power of influence on their peers and others around them, with 95
percent believing friends and family view them as an influencer. However, only 78 percent believe that they have the
power to influence brands.
More than 60 percent admitted to technology being the most important aspect of their life.
Marketers spend an enormous amount of time and effort attracting millennial attention, when in reality the

demographic will only spend approximately $49 billion across luxury categories in 2016, according to another
report by YouGov.
T he older generations, the baby boomers and Generation Xers, control the “lion’s share” of luxury spending across
nine categories, which include apparel, travel and personal care, among others, for a combined spend of $215
billion for the year. In the inaugural “2016 Affluent Perspective Global Study,” presented in New York on May 3,
YouGov forecasts affluent spending, the difference between the two main demographics and how each approaches
and interacts with luxury brands (see more).
“86 percent like it when celebrities take a public stand for or against issues they believe in and 83 percent like it
when brands take a public stand for or against issues they believe in,” Buzz Marketing Group's Mr. Wells said.
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Cory Tyler says:
November 9, 2016 at 7:09 pm
I really resonated with your findings in this article, Brielle. For years I’ve noticed that the majority of luxury marketing appears to
appeal to Caucasian audiences. It’s refreshing to read that “72 percent of respondents think highly of a brand that caters
directly to their demographic and prefer it.” This is encouraging and I’m hoping that luxury brands will take a vested interest in
appealing to multi-ethnicities and groups.
Variety is the spice of life, especially if millenials of various backgrounds can afford these luxury products and services.
Thanks for taking time to research, write and make your thoughts on this subject available.
Best,
Cory Tyler
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