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TALKING TO STRANGERS

HOW SOCIAL INFLUENCES MILLENNIALS' SHOPPING DECISIONS
PRESENTED BY bazaarvoice:
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By 2017, the Millennial generation will have more

buying power than any other. But how do they make 1,688,526,106
purchase decisions? As early social media adopters,
they often understand social better than the brands
trying to reach them. So Millennials make their own
rules of commerce, and it's time for brands to catch
up... or perish.
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on what they buy, compared to 70 /o of Boomers.
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o,
5 l /O of Millennials say consumer opinions found on a company’s website have
recommendations from family and friends.

RECOMMENDATIONS FROM FRIENDS & FAMILY
MILLENNIALS BOOMERS
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RECOMMENDATIONS FROM STRANGERS

THROUGH UGC ON A COMPANY WEBSITE

MILLENNIALS BOOMERS
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When looking for opinions about products to buy, Millennials are more than three
times as likely as Boomers to turn to social channels like Facebook and Twitter.
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MILLENNIALS BOOMERS

When looking for opinions about products to buy, Millennials are more than three
times as likely as Boomers to turn to social channels like Facebook and Twitter.

A _'r‘j_L '\_I_\J_) s MOTIVES ARE
IRRELEVANT TO MILLENNIALS

The majority of Millennials believe that other care more about their opinions than companies do - and that’s why they
continue to share their opinions online.
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continue to share their opinions online.

...of Millennials continue to ...of Millennials feel that ...of Millennials believe that

share opinions because they ‘companies should offer more ies sh tedit

feel other consumers value 'ways to share their opinions feedback by correcting spelling or

those opinions. online in the future - and they’ll 'grammar errors — intact feedback is
continue to participate. more helpful to other consumers.

Simply asking for opinions just isn‘t enough anymore.
Winning Millennials takes a whole new way of selling.
How is your brand working to become more social,
transparent, and engaging?
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