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service more than most: report
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Millennials expect brands to be more value-conscious, though not necessarily in the way marketers have come to
anticipate.

A report from Morning Consult finds that honesty, quality and customer service are among the most important brand
traits for millennials to drive loyalty. While much has been made of the impact of brands' political values on
younger shoppers, this survey shows some experts may have been overemphasizing the importance of these
positions on millennials' decision making.
"T he most surprising finding in the report is that millennials are only somewhat concerned about a brand's political
and social stances, especially in such a politically-charged climate," said T . Anthony Patterson, director of
communications at Morning Consult, New York.
Morning Consult polled more than 2,000 U.S. adults to determine what expectations millennials have for brands and
their shopping experiences. In this study, millennials are defined as those between ages 22 and 37, while those
between 18 and 21 are Gen Z. Boomers are between 54 and 72, and Gen Xers are between 38 and 53.
Millennial values
T he five most important values to millennials are honesty, reliability, helping family, compassion and commitment.
Millennials take into consideration how companies treat their own employees. Fifty-one percent say that they prefer
a company if it pays employees well, while 40 percent say they like a company more if it is considered a place
people enjoy working.

Many luxury brands are attempting to attract millennials as their purchasing power grows. Image credit: Gucci
More than a third of millennials, 38 percent, say they appreciate when a company gives a small share of its profits to
support good causes.
However, most millennials do not place a high value on goods that are made stateside, with only 39 percent saying
they like when a company’s products are made in the U.S. On the other hand, the majority of boomers, 58 percent,
have a strong affinity for domestically-made products.
While there is a perception that millennials are politically aware and active, the majority of this generation does not
take a company’s political agenda into account when making purchasing decisions. Almost a quarter of millennials,
24 percent, have boycotted a company in the last year, and only 26 percent of the boycotters say that their actions
were political in nature.
If a brand wants to share its political inclinations with millennials, the least controversial issues to support are civil
rights and gay rights.
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For instance, luxury brands showed their support for the LGBT community through charitable initiatives,
merchandise and events during Pride Month.
Pride Month is an annual celebration of the impact that lesbian, gay, bisexual and transgender individuals have had
on history. Luxury brands reached out with messages of inclusivity and encouragement (see story).
When it comes to brand loyalty, millennials — similarly to other demographics — turn to brands that are well-priced
for the quality. Nearly half of millennials, 48 percent, admit to having some brand preferences but will also consider
alternatives.
T he easiest way for a company to lose a millennial’s loyalty is to have poor customer service.
Ecommerce giant Amazon is the only retailer to place in the top five most-loved brand by millennials.
Amazon has been known for its customer-forward strategy since its inception. Amazon Prime members pay an
annual membership fee in exchange for a better experience, including special discounts and faster shipping times.
Prime Day, which has deals reserved solely for Prime members, grew 60 percent year-over year in 2017. During last
year’s 30-hour event, Amazon saw its greatest sales on a single day in its history, and also added the largest number

of new Prime subscribers in a day (see story).
Despite the rise of ecommerce and digital marketing, the bricks-and-mortar retail experience remains a key factor in
consumers’ purchase decisions. Finding ways to fuse the physical and the digital will be key for retailers going
forward, as millennials are more likely than the average consumer to take advantage of cross-channel services (see
story).
Attracting m illennials
For years, marketers and retailers have been debating how to best reach millennials as their purchasing power
grows.
Millennials are set to become 50 percent of the market in approximately five years.
As these shoppers are getting older, they are spending more and they are more loyal then any other segment. T hey
value extravagance and fun, and are looking to be unique (see story).
Many luxury brands are focusing on more narrative and diverse digital campaigns to attract more of this age group.
Recently, Italian fashion label Dolce & Gabbana looked to inspire consumers through a new millennial-centric
editorial section of its online store.
Dolce & Gabbana’s Stories features photo spreads of young models donning its designs for activities such as
grocery shopping. Stories fits into Dolce & Gabbana’s recent proactive appeal to up-and-coming luxury buyers, as it
looks ahead at the future drivers of the business.
T he brand introduced the section to consumers via an email campaign, inviting them to "enter the millennials'
world and find [their] inspiration” (see story).
Luxury retailers are also relying on influencers and celebrities to capture the attention of millennials, especially
young women.
For instance, French fashion label Longchamp has tapped Kendall Jenner to gain attention in the United States with
younger consumers.
Ms. Jenner is the newest face for Longchamp, representing the fall/winter 2018 collection. Hoping to come across
as fresh and trendy for a younger crowd in the U.S., the French label has been working with a series of popular
young women (see story).
French fashion house Chanel’s marketing efforts have been trending towards younger woman, including its Beauty
T alks series on YouT ube.
Most recently, Chanel’s global creative makeup and color designer Lucia Pica sat down with actress and activist
Yara Shahidi to highlight a new makeup palette. Ms. Shahidi — a biracial actress and activist— follows in the steps of
other young women, including Lily-Rose Depp, who have been featured in Beauty T alks (see story).
© Napean LLC. All rights reserved.
Luxury Daily is published each business day. Thank you for reading us. Your feedback is welcome.

