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Millennials are a generation of renters who have nearly obliterated the need for a car. But despite this, the desire for
shiny new electric cars is only growing.
What will it mean for car manufacturers when the number of millennials buying cars outstrips that of Gen X? T hey
are a generation that does not respond well to Jeremy Clarkson and the existing totems of motoring media.
Y drive?
T he din of existing car magazines continues to feed a mechanically-minded tribe with a blokey, tire-kicking format
that does not speak to an audience who, if they are lucky enough to own a modern vehicle, will never need to look
under the hood.
Millennials think differently about motoring: we are a generation of renters, not owners. We are the generation who
signed up to those first mobile phone contracts, paying the handset off over the course of 24 months, Spotify
subscriptions, Netflix and gym memberships.
Many of us will never own a home like our parents did.
We will rent our entire lives and if we own a new car, it is often through a financial plan that does not really mean
we own the car — we lease it, until we can upgrade to the new model.
A recent study states that 83 percent of newly registered cars are being financed by PCP deals and millennial PCP
ownership even though the need to own a car is not really there – weekly shops, along with pretty much anything we
desire, are delivered to the door.
FaceT ime and social media means we do not feel the need for real life visits, and even then, there is Uber to deal
with that.
But, those things aside, our desire for a shiny new car has not been killed off entirely.
We crave the next thing in technology. And while often, we cannot find the money for a mortgage or pensions, we
will always find money for independence, mobility and experiences.

We clearly identify the value that having a new car offers and that is, in part, why we accept paying so much with no
real owned asset at the end of the contract.
Let us not forget, too, the lifeline that this kind of ownership brings people who simply could not function without
their car to drive them to work.
But going by the stats, paying £300 per month is a small price for entry into this particular club. As it has been said,
“Access is the new ownership.”
T he appetite is there and development in financial plans will continue to make having a new car more affordable,
but what does this mean in terms of what consumers want and how manufacturers should be communicating with
millennials?
What do these renters want from the brand they briefly invest in?
Auto pilot
We want vehicles that let us “go anywhere” and “do anything.”
Mercedes G-Wagons and Land Rover Defenders, which ceased being produced a few years ago but a new model is
planned for 2020, have developed a cult-like following, pushing their desirability and price tags beyond their
technology, design and comfort.
Luxury has become accessible to almost everybody, and how objects identify as luxury is blurring.
T here is of course the price tag and limited accessibility, but it is becoming a little more complex.
In the context of a city, a Land Rover Defender is the ultimate signifier of wealth – capability is, after all, luxury.
T he rise in compact SUV demonstrates a thirst for an object that feels like a specialist in every situation and has a
level of grit above the rest of cars on the road.
Road trips and adventure are so ingrained in popular culture and transcend generations, each with their own
iteration yet, we seem to only get my road-trip guidance through lifestyle and travel magazines.
If we can see ourselves in that car, with our young family or friends through an elevated lens, we will be halfway to
slotting that car into our real-life story.
T raditional ad space on platforms and editorials millennials are reading is not enough – it is not a voice.
Manufacturers have the opportunity to develop partnerships to generate smarter commercial content that guides,
showing the millennial consumer how to use the product through their aspirational lens.
Hybrid and all electric-drive vehicles are expensive and despite people’s general will to do good, they are still very
much out of reach for most of us.
It is also a fundamental shift in thinking for older generations.
A car as they know it should not cost this much no matter what it runs on. But for millennials, as the first generation
truly exposed to a viable electric vehicle market, it is not such a leap.
WE WILL happily pay more if we think it is better quality, better for the environment, and better for us.
T here is no question what kind of eggs we buy – free-range.
A flat white made with organic coffee beans is worth £3 to us, whereas our parents will stick to the Nescafé, thank
you very much.
Combining the go-anywhere, do-anything philosophy with EV can only be good thing.
Manufacturers should lead by example. Show us how far they can get us. Show us how often we stop and what the
true effort is. Is there a network of charging ports out there? Show us. Prove it.
We will absolutely spend the extra on an electric vehicle if it is both the free range, organic choice on top of being
usable/capable.
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