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Millennials:  
 

Content marketing is a technique necessary to distribute relevant and valuable 
information to attract a specific audience. Generation Y already make up one-third of the 
U.S. population, and they spend $170 billion a year (Solomon 502). Millennial 
consumers have immense purchasing power, yet they can be picky about how they prefer 
to be advertised to. According to Yahoo and Tumblr’s study, “Content Marketing Best 
Practices Among Millennials,” 45 percent of Generation Y is not impressed with the 
content that marketers have been presenting. They have become immune to traditional 
marketing tactics found through television commercials, and rely on peer suggestion and 
social-media content to conclude a purchase (SFGate D3). As a result, Gen Y requires 
more elusive and social-network specific marketing. Since growing up as Generation Y 
with “savvy” technology and social networking adaptability, they expect advertisers to 
keep up with their high branding standards. 
 

In this day and age, anyone can dedicate a webpage to his or her own life. Social 
media has turned the focus on the importance of the individual. As a result, millennials 
seek products that increase their own sense of selves individually or within their 
communities. According to Jo-Ann Osipow and Kathy Sheehan’s article, “Millennials: 
Best Friends, Gurus, and One-night Stands,” products purchased by Gen Y are “tokens of 
identity and even prestige” (144). Personal customization is important for millennials to 
connect with their products. The advertising agency Saatchi & Saatchi calls this drive for 
lifestyle sharing, “connexity” (Solomon 502). Implementing social media shout-outs 
where individuals can tweet, Instagram, or post about their branded purchases makes 
young consumers feel valued by the companies they purchase from. Several teenage 
clothing stores have created hashtags, with which buyers can upload online selfies of 
their new purchases from the stores, and their photos may be featured on the stores' 
websites. Giving them five seconds of virtual fame, through retweeting or reposting, 
makes the consumers feel valued by the company as people. Such participatory brands 
create a role for buyers to “play beyond making transactional purchases” (Quirk’s 
Marketing Research Review 46). Brands can achieve loyalty by listening to the 
consumers, and putting them at the heart of the brand’s communication or innovation 
development. Making consumers feel like they’re more than just piggy banks for 
companies is essential to fresh branded marketing. 
 



People want to feel part of a community, and brands can play on that charm to 
earn consumers’ respect and loyalty. Millennials have been observed to understand that 
advertising is often “based on lies and hype,” so it is essential for companies to come off 
as authentic in their branding. 60 percent more of Gen Y consumers have been found to 
be more likely to honestly express their opinions about a company’s brand compared to 
other generations, whether their feedback is positive or negative (Osipow and Sheehan 
146). Companies can win over millennial fans by making corporate branding seem less 
demanding of their wallets, and more understanding of their needs, values, and humors. 
 
In short: 

• Millennial consumers want to feel individually important and valued; products 
should enhance their sense of selves or connections with society. 

• Don’t badger Gen Y buyers with inconsistent data about a product; they seek 
honesty in a company. Don’t try to be what you’re not. Be authentic to stay true to 
your brand image. 

• Charm them with self-deprecating humor. Entertain them by making content 
interactive and selling short. 

• Express that you understand the experiences they’re going through in a light 
manner. 

• Knowing references to their 90’s childhood jokes, producing humble and funny 
advertisements, making the individual feel valued, and/or supporting a charitable 
cause are all beneficial marketing strategies to target Gen Y consumers. 

Content Marketing: 
 

Consumers have recently rejected traditional forms of advertising in replace of 
social-media content strategies. The audience has gained control over the brands through 
the development of content marketing. Through studying consumer behavior, brands can 
curate relevant content to a specific set of buyers. According to the Roper Public Affairs, 
“80 percent of business decision makers” favor receiving company information through 
multiple articles “versus an advertisement.” Creating compelling content, such as a story 
behind the brand, is expensive yet effective to attracting consumers. Through articles, 
videos, and white papers for example, marketers can develop cost-efficient strategies to 
target audiences. On the other hand, while video has been found favorable to consumers, 
49.8% of marketers describe creating video content as “difficult” (eMarketer 2013). 
Advertisers and marketers have found success with video content with audiences, but the 
publishing processes have been deemed overpriced and complicated. Nonetheless, 
research found by Curata reveals “59% of US marketing professionals would be spending 
more on content marketing in 2014 than they had in the past” (eMarketer 2014). By 



employing social media, public relation addresses, search engines, and inbound 
marketing alike as well, brands can develop content strategies to target desirable clients. 
 
Native Advertising: 
 

Native advertising targets audiences through providing content that is relevant to 
the user’s experience online. Native advertisements are found within the context of the 
consumer’s web usage. For example, native advertising is clearly found through 
suggested and sponsored posts on one’s Facebook newsfeed. Advertisements are subtly 
implanted in one’s Internet feed, where they can casually catch the eye of an individual. 
However, native advertising can be attributed to “types of white noise,” according to 
Rafat Ali of Ad Age. Advertising branded content in a native format requires marketers 
to understand the customer’s point of view. Marketers can make insightful connections 
between the consumer’s desires and the branded product through native advertising. 

However, there remains a discrepancy among marketers about the effectiveness of 
native marketing. Barclays Capital has stated that native advertising “peaked in 2012 and 
will shrink to a less than $500 million market by 2017” (Skinner 1). While there are 
skeptics, many other publishers and vendors have respected native advertising prospects. 
eMarketer estimates the native advertising market to “double between 2012 and 2017, up 
to more than $3.2 billion” (Skinner 1). While data about native advertising remains 
inconclusive about the successes of native advertising, there have been mixed reactions 
by consumers about it. While many don’t understand it nor care about it, others have 
found it invasive. Jessica Guynn writes how “’Retargeting’ Can Backfire,” for the 
Chicago Tribune about how native advertising can invoke a negative response. Tracing 
the websites users have visited in the past, and retargeting the products they were 
previously exposed to through native advertising on their Facebook newsfeeds has been 
deemed “creepy” by consumers. Harris Interactive for MediaBriz also reported that “86% 
of respondents had felt misled by native advertising” as well. 

It seems that native advertising could be a testy endeavor for marketers depending 
on the strategies they use to target consumers. Perhaps by connecting native advertising 
to the consumers themselves is a more profitable way of appealing to the audiences. By 
providing a sense of lifestyle enhancement via expanding boundaries of social media 
through the buyer’s journey, consumers can learn about a product in a meaningful way 
(Greengard 1). Connecting the product to the consumer in an engaging way is essential to 
native advertising. 
 
Men’s Audiences Online: 
 

While different generations respond variously to traditional advertising, so do 
opposing genders. The media agency, TargetCast:tcm, has conducted a survey which 



found men are “generally more willing than women to adapt their habits to incorporate 
digital and online platforms as replacements for traditional media.” Forrester Research 
has also found a similar notion, “In a typical week, men spend 10.2 hours on a PC, 6.7 of 
which are spent on the Internet…. Men tend to surf for news, … finance, … career 
information… and comparison shop” (Burns 1). Men have also been found to be more 
willing to pay for online subscriptions to watch web media. 

While younger men tend to seek Internet content over newspapers, men over 35 
consider newspapers valuable sources. However, 60 percent of consumers suggest 
newspapers remain relevant by turning digital, a majority of older men consider 
newspaper advertising to be more affective upon them than online advertising. There is 
an immense diversity amongst genders and generations in how they respond to media 
advertisements. Older gentlemen prefer traditional advertisements, while it has been 
found that younger men value online and digital information. According to Nielsen’s IAB 
study, on average men individually watched 260 minutes per month in March 2012, an 
increase of 5% from January 2011. Although there are differences of effective advertising 
amongst men’s generations, overall male audiences have been found to be attracted to 
visual advertisements online. 
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