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By ERIN SHEA

Affluent millennials who refer to themselves as influencers purchase products and
services online on a daily basis, while Generation Xers purchase weekly and Baby
Boomers purchase monthly, according to a new report from iProspect.

The “Affluent Influences” report found that affluent millennial influencers are receptive to
mobile advertisements and purchasing online more so than older generations. Luxury
marketers should keep in mind their target audience’s media and buying habits when
creating campaigns.

"As marketers, it’s  no secret that digital is  an important tool in our consumers' lifestyles,
but this research shows how much more intense the digital footprint is to this group, and
while millennial and Gen X affluent influencers are deep into digital content in nearly
everything they do, affluent Baby Boomer influencers also use and enjoy digital media in
their daily lives," said Andrea Wilson, TX-based director of digital strategy and luxury
practice lead at iProspect.

"With digital consistently playing an important part of an Affluent influencer's lifestyle,
this should be a call to action to luxury brands to ensure they think about how to engrain
their brand into their target consumers' daily lives," she said.
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The Affluent Influencers report measured the data associated with 4,855 affluent adults
with a household income of at least $100,000 and then looked specifically at the group
who designated themselves as “influencers.”

Young and old

Affluent consumers vary in media consumption and online purchasing habits based on
age group.

Overall affluent millennials are receptive to mobile advertising, while Gen Xers are
receptive to leisure activity ads and Baby Boomers are not likely to engage with ads.

Bottega Veneta mobile ad

Also, most affluent millennial consumers will pay for access to news online, while
Generation X and Baby Boomers will not.

However, the generations are also similar in some media habits.

For instance, approximately a third of each generational group reads print media
products.
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Sixty-five percent of affluent millennials learn about and book travel online compared to
68 percent of Gen Xers and 69 percent of Baby Boomers.

Four Seasons Web site

Also, fourty-four percent of affluent millennials and 46 percent of Gen Xers watch
broadcast TV, compared to 62 percent of Baby Boomers.

Furthermore, millennials and Gen Xers also use mobile devices, game consoles and DVR
to watch TV. Baby Boomers just use their DVR as another source of  TV.

In addition, the device most often used by affluent millennials and Gen Xers is mobile or
the tablet. Baby Boomers most often use their laptop or desktop computers.

Sharing advice

The report also found that different age groups of consumers have different needs for
seeking and giving advice.

Affluent millennials are giving advice to fellow consumers on luxury goods, fashion and
apparel. They are seeking advice in beauty, books and childcare.

Moreover, affluent Gen Xers also give advice on luxury goods in addition to home décor.
They seek advice on books, apparel and food and beverages.

Affluent Baby Boomers differ since these consumers are giving advice on cars, financial
matters and home décor. This group seeks advice on fashion, apparel and cars.

Overall, as many luxury brands either look to target the Baby Boomers or the millennials,
these two generations are not so different.

"The most interesting and surprising finding is the connection and similarity between the
millennials and Baby Boomer affluent influencers," Ms. Wilson said.

"Other than the difference in intensity of mobile internet usage, their attitudes and
lifestyles are extremely similar," she said. "These groups are both passionate about
cultural events and travel.

"For example, they are both very passionate in their lifestyle choices and attitudes, while
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Gen X affluent influencers are generally more middle of the road in their responses."

Final take

Erin Shea, editorial assistant on Luxury Daily, New York 

Embedded Video: //www.youtube.com/embed/mtKjmgM_Tr0

© Napean LLC.  All rights reserved.

Luxury Daily is published each business day.  Thank you for reading us.  Your feedback is welcome.

//www.youtube.com/embed/mtKjmgM_Tr0
mailto:feedback@luxurydaily.com

	Affluent millennials purchase online on a daily basis: iProspect

