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What Every Retailer Must Know About the Millennial Generation 
A Special Report by Bob Phibbs, the Retail Doctor®

!e Millennial generation is the largest consumer group in 
the United States. While many Baby Boomers are "nding 
that managing and selling to this important demographic 
is challenging, they are also looking to understand who the 
Millennial is, their values, behaviors and how they want 
to be managed.  !is special report is for anyone in retail 
looking to to be relevant in the fast-changing world of the 
Millennial. 
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Bob Phibbs, The Retail Doctor® 
 

Bob Phibbs, the Retail Doctor®, has helped thousands of businesses in every major industry, including 
hospitality, manufacturing, service, restaurant and retail. He is a nationally recognized expert on business 
strategy, customer service, sales, and marketing.  With over thirty years experience beginning in the trenches of 
retail and extending to senior management positions, he has been a corporate officer, franchisor and 
entrepreneur. Bob’s comprehensive ideas and best practices have proved successful in helping firms of all 
types and sizes. 

A frequent guest of MSNBC, Phibbs’ passion and enthusiasm are hallmarks of his appearances. He has consulted 
for, and given presentations to, some of the country’s best-known retail brands, including Yamaha, Caswell-Massey, 
Vera Bradley, Brother, LEGO, Hunter Douglas and True Value. 

• Contact him here. 

• Checkout his latest book, The Retail Doctor’s Guide to Growing Your Business here, 

• Follow his tweets @theRetailDoctor 

• Join his Facebook page here. 
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What Every Retailer Must Know About The 
Millennial Generation 
 
Many retailers would rather hire a 50-year-old who they think has more of a work ethic than 
hire a 20-something Millennial. 
 
Millennials (those generally born 1981 through the mid-1990’s) were raised by Boomer parents 
who came down to school and fought their battles for them thus shielding them from the 
reality of consequences. They never lost anything because parents hovered 
and swooped in like helicopters to make sure everything stayed in order. 
 
Like it or not, accounting for 25% of the US population, they’re the largest consumer group. 
As one author put it, “When Gen Y [Millennials] speaks, boomers must listen.”  
 
I don’t presume to be “the” expert like those who have written volumes on Millennials but 
during my research I met some great resources in Jenn Ash and Marian Salzman when I 
keynoted the International Retail Design Conference recently that validated and expanded 
my understanding on the topic. I think the insights presented here will help you as a retailer 
understand some of the major trends Millennials are driving and that you can’t ignore. 
 

Who They Are 
 
Millennials desire to change the world. They 
are generous with their time and donations. 
According to the Millennial Impact report, More 
than 70% of Millennials surveyed said they 
have raised money on behalf of nonprofits.  
 
Clearly, this generation believes in giving back 
as part of a broader social compact of helping 
others. While they do want the world to 
entertain them, they have more of a sense of 
We than any other generation. 
 
As put in the New York Times, they have “No 
anger, no edge, no ego.” 

 
Millennials live two lives - one in real time and the other in an edited virtual world. This is a 
generation who experiences life through their smartphone held on outstretched hands 
taking videos to capture and share their moments on Facebook or Instagram.  For them, it's 
not about being in the moment - it's about capturing a moment and sharing it. 

http://blog.hubspot.com/blog/tabid/6307/bid/31258/Why-User-Generated-Content-Is-More-Important-Than-You-Think.aspx
http://www.huffingtonpost.com/stephen-cannon/when-gen-y-speaks-boomers_b_692694.html
http://www.jennash.com/
http://mariansalzman.com/
http://www.retaildoc.com/retail-speaker/
http://themillennialimpact.com/wp-content/uploads/2012/06/TheMillennialImpactReport2012.pdf
http://www.nytimes.com/2011/11/13/opinion/sunday/the-entrepreneurial-generation.html?pagewanted=all&_r=0
http://thesocietypages.org/graphicsociology/2011/10/04/who-is-the-millennial-generation-pew-research/
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They’re very much keeping up with the Joneses, but not by collecting things and products 
like their Boomer parents but by collecting photos, friends and experiences. 
 
Most would like to own their own business at some point. If Zuckerberg can do it, why not 
them? 
 
What juices their lives? Creating and experiencing. 
 

They’re Not Like Boomers 
Let’s be honest, when Boomers hit 18, they had 
to get out of the house so they could have their 
own place to have sex. That meant they had to 
learn about not only getting the apartment, but 
paying for it on their own. 
 
Millennials are not leaving the house; not 
because they don't have a job, but because 
quite simply, why should they? When the house 
comes with room service and a clothes washer 
stocked with detergent, there’s no motivation for 

them to leave. 
 
Rebellious? Hardly. Unlike Boomers, Millennials tend to listen to the same music, watch the 
same movies and use the same products as their parents. 
 
Baby Boomers had definite times they lost friends: moving from elementary school to 
middle school, to high school and between different jobs. This forced them to have to make 
new friends along the way. 
 
Millennials can keep track of every friend they’ve met via social networks. That means when 
they’ve moved, they have that security and never feel isolated from their friends. They 
always have a tribe of people to tell them things will be fine.  
 
Boomers used to be much more isolated and alone and had to be encouraged to “Reach 
out and touch” by AT&T. Millennials never have to feel alone because they can constantly 
share pictures and texts.  
 
Boomers were taught obedience in Sunday school and public school where they learned 
the social norms of the world. It was very much a world of children should be seen and not 
heard. 
 
That’s not this generation… 
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Mr. Rogers told Millennials they were special and important.  Helicopter parenting kept them 
in a protective world. No one won, lost or was picked last. Is it a wonder that if no one 
taught them consequences for their actions, they didn’t learn? 
 

They’re Not Like Gen X 
Gen X was represented by all things Seattle - grunge, coffee, their own way. They were and 
still are pragmatic. They embraced apathy and angst, a sense of aimlessness and 
pointlessness. This was the generation who used the word whatever like Boomers used the 
word totally. As one New York Times article put it, “That they had no social vision was 
precisely what their social vision was: a defensive withdrawal from all that was phony. 
 
Parents sought larger living rooms for Gen X so they could have friends over for in-home 
entertainment. Gen X were the ones who cherished close friends and developed communal 
activities. They were first to go into the virtual world. 
 
Gen X has shown to be more like the Boomers with about 70% spending 40 or more hours 
a week working and commuting. Two-thirds are married and 71 % have kids.  
 
Gen X learned to do things on their own instead of having parental interference. That’s why, 
according to Havas PR North America, “ only 13% of Gen X-ers report seeking advice on 
purchases.” This self-reliance resulted in a common ability to be entrepreneurial in later life. 
 
Millennials on the opposite side need constant feedback from friends, family and social 
media, on most any decision but especially to buy something.  

Millennial Shopping Habits 
Thrift is the new shopping; they call it thrifting. 
In this way, Millennials resemble their 
grandparents’ Silent Generation.  
 
Millennials are savvy on price when they travel 
as well. Airbnb.com and couchsurfing.com are 
two websites for using someone’s apartment or 
room while traveling instead of a hotel. They are 
requiring less privacy considering they have a 
very public life as it is. They see a hostel with 
Wi-Fi as awesome but a hotel charging $7 a 
day for Wi-Fi as cramping their style. 
 

Millennials who live on their own don't have cable because of the cost. 
 
They don't want to be seen with the new – unless it’s an iPhone. 

http://www.nytimes.com/2011/11/13/opinion/sunday/the-entrepreneurial-generation.html?pagewanted=all
http://ns.umich.edu/new/releases/8630
http://www.Airbnb.com
http://www.couchsurfing.com
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They make every penny count. They've adopted frugal shopping behaviors to keep their 
budgets in check. Millennials are deal-seekers and are more likely to give up their favorite 
brands to save.  
 
At the same time, they are generous with their friends. Witness Facebook’s new “Gifts” 
where they can quickly buy a physical gift for a friend via Facebook. Where Boomer 
customers needed help to avoid embarrassment using technology from the Geek Squad, 
Millennials don’t. 
 
They've never known Sunday as anything but a shopping day. 
 
While Baby Boomers were all about convenience - Millennials are all about quality. The 
back story of a brand or product is compelling to them if you can give it in an experiential 
way. Hence authentic brands like Whole Foods and Trader Joe’s are iconic Millennial 
brands. 
 
They rebel against the quick and the ready. Some go so 
far as to have a no microwave policy - if something needs 
warming up, they put it in the oven. 
 
Millennials prefer to shop for curated and unique items at 
Independent retailers. They don’t want to have to wade 
through thirty different models of something, just to find 
the best for their use.  
 
This generation is more concerned with the 
craftsmanship, heritage and things like safety and 
environmental impact than a laundry list of features. They 
want authentic messaging and products that are real.  

Showing how socially conscious a business is via signs 
like the one above from Pret-a-Manger speak to the 
generous social nature of Millennials. 
 
They respond to solution-based displays like, “Got a new apartment? Here are five things 
you need.”  
 
If your store could give inspiration and information and at the same time help society, that 
would draw Millennials. 

Green Habits 
According to this article in the Chronicle, three brands that do a good job attracting 
Millennials are Starbucks, Target, and Walmart which offer value, style and a socially 
conscientious ethic.  Even though Boomers might care about how Walmart treats their 
employees, Millennials care about how Walmart treats the environment. 

http://www.imediaconnection.com/content/32695.asp
http://www.pret.com/us
http://www.sfgate.com/news/article/Can-You-Guess-The-Top-Employer-For-Young-Adults-2455312.php
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It’s Happening Now 
Food trucks, diner en blanc, Fashion’s Night Out, flash mobs, flash deals, pop-up stores - all 
of them scream temporary. And that’s just fine with Millennials. 
 
Temporary means it will be a “happening,” an event, an entertainment. 
 
Owning an item for a lifetime is not a requirement for the Millennials shopper; ownership 
can be temporary as well.  
 
3 Things Millennials Expect From Retailers And Why 
 
1) Fresh Content On-Demand 
Millennials are used to subscription services, everything from streaming movies to curated 
clothes.  Magazines come straight to the tablet, RSS feeds pump fresh news stories, blogs 
get updated every day. Even the job search is passive, using LinkedIn job agents to send 
filtered new job postings to their inbox.  
 
The lesson: Build a content strategy that puts resources behind fresh, personalized content. 
Feel free to leverage what’s naturally created by the operations of the business - just be 
more open about sharing it. 
 
2) Minimal Effort to Engage 
Millennials don’t want to waste their time on the mundane. There are auto reminders for 
friends birthdays and boring oil changes and even auto-pay banking for all the bills: rent, 
credit cards and cell phone. Social sign on (using your Facebook profile to quickly sign into 
other websites) removes the burden of ever retyping your street address. 
 
The lesson: Simplify the effort required by Millennials. If its boring, they expect you to 
leverage technology and remove the hassle. Cut the red tape for them, and you’ll win their 
attention. 
 
3) Introduce them to new people and Ideas 
Millennials have a thirst for influencing their peers.  It could be finding unique items 
(Instagram), finding cool places (Foursquare) or finding cool ideas and webpages 
(Pinterest). 
 
The lesson: Give your best brand ambassadors exclusive knowledge for them to share with 
their peers.  Whether its’ a head start on the upcoming sale, next fall’s color palette, or a 
clever way to repurpose the product, Millennials want to be the first to know and share it. 
- Jenn Ash, Retail Marketing MBA 

http://dinerenblanc.info/
http://fashionsnightout.com/
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How They Shop 
Millennials will buy a dress and give it or resell it to their 
friends. You won’t find them settling for lower quality to save 
money; they’re happiest with the best quality, slightly used.  
 
This trend has spawned a "sharing economy," where less is 
owned outright and more is rented.  
 
The gray economy of recycling, reusing and repurposing 
starts with established players like Craigslist and eBay, 
includes thrift stores and collaborative shopping.  It also 
includes newcomers like thredUP, a site parents can buy and 
sell kid’s used clothing, and Zipcar, a site where you can rent 
a car by the hour.  
 

Keeping the item or knowing where it came from isn’t important to a Millennial as long as 
they can get use out of the it for enough time to justify their money or time it took to find it. 
 
Millennials love to shop but are very frugal; they are big supporters of 
www.renttherunway.com and http://www.bagzilla.com/. These sites urge Millennials to use 
department stores to find a favorite designer, but then come to their site where they can rent 
it for a couple of nights - all for just 10% of the purchase price. 
 
This is a generation who doesn’t care about owning it all but who just need to look as if they 
do. 
 
Millennials are enthusiasts, so they tend to be very knowledgeable about the particular 
products that interest them. 
 
Millennials are used to cool stuff. The price point has nothing to do with their expectations. 
So a Coach bag bought at a thrift store had better last as if purchased full price.  
 
They are engaged, connected and social when shopping and crave authenticity. They 
frequently shop with iPhone in hand, snapping pictures of products and sending them to 
friends for either an opinion or because, “it looks like you.” That might be because they have 
never been more than a few feet away from a mobile device since 2001. 
 
That is a key point to understand when you fear they are all using your brick and 
mortar store as a showroom for online retailers. They don’t make a decision without 
collaborating with their tribe. 
 
Millennials look to their tribe of friends and family for opinions and reassurance when 
making purchase decisions. They have large social circles that extend beyond traditional 
geographic boundaries. While they're very social, the experience still needs to be special 
and intimate. 

http://www.renttherunway.com
http://www.bagzilla.com/
http://www.dailyfinance.com/2012/08/24/whats-the-matter-with-kids-today/
http://www.thredUP.com
http://www.zipcar.com
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Millennials like virtual shopping and social shopping. They’re grazers and tend to be anti-
impulse buyers. They like to flirt with a product, to check it out many times - maybe online 
and in-store. They want to fall in love with it, make love with it and then tell everybody about 
it. 
  
Boomers didn’t grow up with many choices; those were made for them. That’s why so many 
big boxes popped up in the 80’s – to offer massive choice.  Boomers had too many choices 
which kept them (think stereo systems and cars that essentially were the same) confused. 
Millennials see right through it. 
 
That’s why Millennials don’t want massive choice; they want simple choice. 
 
The luxury market is responding to the Millennials shopping patterns and paring down 
collections. Boomer customers will still shop for classic pieces that will last a lifetime. 
 

Millennials’ experience is that Boomers root for them and support them. After all, their 
Boomer parents wanted to be seen as their Millennial children’s best friends. That’s part of 
why they are optimistic. 
 
But this shielding from making important decisions on their own has kept Millennials from 
learning some of the harder lessons of adulthood.  We as retailers need to help them. 
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The world is supposed to make Millennials happy, not the other way around. I was at a 
Starbucks not that long ago when a young woman ahead of me said how the wait behind 
two other people was, “The worst thing – ever.”  
 
Really? Like war, famine and the rest all took a backseat to her being able to order her latte. 
For her, it was. They hate to wait. 
 
So if you hire a Millennial who believes that, and hasn't been challenged that it's not all 
about her or him–how will they serve someone else? Without training, they won’t. 
 
A report from PayScale found Millennials much more likely than older workers to be laying 
out merchandise at retail stores, selling cell phones or performing other retail jobs. And 
that’s despite the generation’s high level of education.  
 

The Challenges For Retailers 

 
Even though your store has that certain look and feel, and that you have the right 
merchandise with an excellent open-to-buy program, Millennials have now made your job 
even harder. 
 
How? 
 
Because it isn’t just one person walking into your store, it’s a whole tribe. 
 

http://usatoday30.usatoday.com/money/workplace/story/2012-08-21/gen-y-jobs-Millennials/57194622/1
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For Millennials, shopping is like an online social game; the task is to find something unique 
at a store, ask your tribe whether it is worth adding to your collection, then pay for it and 
encourage others to trust your choice. They share photos of their collection on Instagram 
and the other social networks to build credibility.  Once that is established they will trade, 
repurpose, resell or donate their temporary purchases to make room for others. 
  
Retailers are no longer contending with just one person during the sale but with an entire 
circle of social connections. And you’re not dealing with them after they’ve worn the 
garment, used the widget or redecorated their place with it but prior to the purchaser saying 
I’ll take it.   
 
And once those customers have the tribe’s OK, how will you as a retailer get the rest of the 
tribe to come into your store?  Word-of-mouth used to take weeks – now it is in 
nanoseconds.  That’s why smart retailers must sell to the tribe, not just the individual in front 
of them. 
 
The good news is that done correctly, this will propel sales much higher. 
 
This is an important difference as Boomers were all trying to fit in with the “must have” pair 
of shoes, outfit or toy. Millennials want to show their individuality but it must be approved in 
advance by others miles or continents away while they are in your store. 
 
Marginalize, judge or ignore these players and you’ve ignored potentially hundreds of 
others… 
 
What Will It Take To Include Millennials In Your Store? 
 
Begin by checking out my manifesto that covers some of the basics: Brick and Mortar 
Retailing At Risk In The Digital Age  
 
Here are four areas to examine in your push to 
adapt to Millennials. 

Use Technology To Connect The Outside 
Tribe 

You have to take your store from just four walls 
with merchandise, to adding visual tools that link 
your store to things outside your store while 
keeping Millennials in your store. 
 
Your store has to embrace the accessibility and 
immediacy of social media. For example, B&A in 

http://www.retaildoc.com/blog/manifesto-bricks-mortar-retailing-at-risk-in-the-digital-age/
http://www.retaildoc.com/blog/manifesto-bricks-mortar-retailing-at-risk-in-the-digital-age/
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Brazil  designed new hangars that display the number of “Likes” an item has received on 
their Facebook page. 
 
Since my manifesto came out, retailers are in a mad dash to be omnichanneled - which 
allows customers to purchase your product while in your store, on their smartphone or at 
home for the same price. Retailers are also keen to offer in-store quick payment options if 
customers use their smartphones. 
 
Not only do Millennials need to use the latest technology, your store needs to be outfitted 
with the latest as well. Rather than just give employees an iPad for checking out or checking 
stock, let them use it to let them create Pinterest boards, curate videos of your products on 
the web, or post updates to their social networks.  
 
And while bigger retailers have virtual mirrors and all kinds of connectivity, your employees 
could simply use an iPad camera proactively to take pictures in store and text to customers 
–no obligation.   
 

 
 
Nordstrom has designed an iPad app for their sunglass station where you can compare 
your photo side by side wearing two models and decide which looks best - or post them. 
Checkout their video here  
 
You could also install technology in your fitting rooms that allows personalization, so 
shoppers can change the music, the lighting, and the volume to suit their taste. 
 
Wi-fi on a smartphone can be spotty and use up a lot of battery life so help them stay 
connected. 
 

http://www.dailyfinance.com/2012/05/31/facebook-likes-fashion-clothes-hangers-display-ca-brazil-retail-social/
http://www.retaildoc.com/blog/manifesto-bricks-mortar-retailing-at-risk-in-the-digital-age/
http://youtu.be/szr0ezLyQHY
http://youtu.be/szr0ezLyQHY
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While Millennials use Facetime on their iPhone, could you provide Skype conferencing 
technology in fitting rooms so customers trying on your clothes can show their tribe their 
ultimate look? How about a Skype conference hookup at a garden center where a customer 
can show the plants they are selecting to their partner at home to get their opinion?  
 
If you have more than one store location, you can also connect them, using video 
technology, so that one person can be in one location and see the real-time video of 
another trying something on.   
 
The key to making this more profitable for you is to be sure you include your store brand in 
a very prominent spot, in the background of every mirror, Skype conference center or kiosk. 
 
Better yet, how about local Indie retailers linking to each other via Skype? If your customer 
needs something you don’t carry but you know another merchant who does, you can Skype 
them and let the other retailer show off their product. That way your customer can buy your 
product from you and then walk down to the other location 
without ever going online to Amazon, Walmart or other 
competitor.  
 
Chambers of Commerce and Main Street Associations can 
get real mileage using existing technology by connecting 
their stores in this new, dynamic way. 
 
Many retailers are combining their promotions with social 
action. Check out this Millennial promotion last August at 
the Puma store where, when you bring in your worn shoes, 
you’ll save 30% off your entire purchase.  

Change The Way You Display Your Products 

Millennials are grazers, cruising a store several times 
before making a purchase. Encourage this behavior and 
make them want to browse! 
 
Don't stock deep - Millennials want you to curate items. They don’t want to see row after 
row of similar merchandise that requires a lot of comparison. Consider a type of Goldilocks 
signage that shows good, better, and best above the appropriate items to help them make 
an easy choice. 

 
Millennials like text on the walls that conveys emotion. It adds 
a bit of whimsy that shows the personality of your business. 
Put humor in your store.  
 
Forever 21 has funny sayings on their mirrors like “You look 
fabulous!” and  “Call me later.” Note the “Hi Chicago!” sign at 
the new prototype of CITY Target. 
  

http://www.apple.com/ios/facetime/
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Have an ever-changing selection of product and frequently rotate your merchandise. 
 
Connect the dots:  For example, David's Bridal has an Oleg Cassini section. Millennials 
have no connection with Oleg Cassini. If David’s Bridal connects Oleg Cassini to Jackie 
Kennedy, that would be a big plus to Millennials. 
 
Unless you’re a thrift store, Millennials don’t like products jam-packed into racks where they 
have to fight to grab their size. Install smaller fixtures and four-ways to make it easier for 
them. 
 
Remember Millennials are cautious about spending their hard-earned dollars – that is, 
unless they stumble across something unique that they fall in love with. Make it easy to 
discover treasures throughout your store. 

Alter Your Hiring To Not Dismiss Millennial Employees 
While your store has to become more social – 
so do your employees. You are curating a 
community. It’s like a customer is coming in 
playing a game like Farmville. Acquiring the 
object is part of the goal, but including the 
salesperson has to be part of their winning.   
 
During your interviewing, you need to figure out 
if the Millennial applicant is willing to play along.  
 
You have to ask questions to determine if the 
person facing you is gregarious or a loner.  For 
example, the applicant could be a great cyclist 
or a cooking enthusiast, but do they have the 
ability to share that passion with others? Are 
they actively able to go out into the world and 

talk with other enthusiasts, or are they doing it at home - alone, virtually? Their answers will 
give you a clue as to whether they can make that social connection on your sales floor. 
 
Remember too they are much more casual by nature so if there is a dress code, tell them 
about it then, not after you’ve hired them. 
 
As to what Millennial employees need… 
 
Since Millennials feel they're selling you 40 hours of their life, you need to be willing to be 
adjustable with work schedules. As Marian Salzman CEO of Havas PR North America 
recently said,  “Get rid of the agrarian clock. They’re not farmers. They want to show up at 
11 and work till 9 or even pull an all-nighters.” Schedule Boomers to open the store – 
schedule Millennials to close it. 
 

http://www.retaildoc.com/blog/10-insights-merchandising/
http://www.retaildoc.com/blog/dress-code-for-retail-employees-still-appropriate/
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You’ll need to show Millennials how your store and products can make their lives (and your 
customers’ lives) more fun, easier, or better. Even though you are the boss, remember they 
will have an opinion so let them see how they can be treated as equals.  
 
They've never made any commitments longer than 13 weeks (the length of a quarter), so 
you better give them something to get excited about during that 14th week if you want to 
keep them. 
 
Remember they are one of the most educated generations and quick to learn. Since 
Millennials get bored easily and many want to own their own business some day, educate 
them about the running of a business.  With their attention to behind the scenes details and 
natural curiosity, cover broader aspects of your business like marketing, buying and how 
you arrive at markups and markdowns. By pulling the veil back, Millennials will see that 
running your own business isn’t as easy or as profitable as they thought. 

Remember You Still Have To Sell 

If you hire a Millennial without recognizing their natural thriftiness, their need for products 
and marketing to be authentic, their need for others to make decisions for them and their 
need for constant stimulation; they could be a Trojan Horse that leads to lower sales, lower 
customer satisfaction and higher turnover. 
 
They will have to be educated.... 
 
Teach them how to sell, so they can repeatedly do their best to build their own confidence, 
persuasion skills and sales. (Of course, as a sales trainer for some of the biggest retail 
brands in the world, I can help you with this.) 
 
“What's best for the customer” will resonate with this is a generation, not who gets credit for 
the sale. Think of it as collaborative selling, not one-on-one. 
 
Remember, they hate to wait so you’ll also need to train how to hustle – move quickly when 
there are many customers, how to prioritize, etc. 
 
Discover the retail selling differences between the generations with my Generation Gap 
Special Report. 
 
As generations have found before, early jobs in retail gave people the skills to discover who 
they were through their work; even though retail probably wasn’t going to be their career. 
By going out into your store to work, into the real world where Millennials have to 
communicate with strangers - customers whom they know nothing about- they are 
developing the skills they need to succeed later in life. 
 
  

http://www.retaildoc.com/bob-phibbs-experience-to-sell-more/
http://retail.retaildoc.com/generation-ebook-signup-blog
http://retail.retaildoc.com/generation-ebook-signup-blog
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Wrap up 
 
In the end, it’s easy in our current political climate to see anyone other than ourselves or our 
own generation as “the other;” different, impossible, unreachable. 
 
But if I’ve learned anything exploring the Millennial mindset, it is that they share many of the 
same values as older consumers and workers. They value personal relationships, they want 
authenticity, they want a voice in matters that concern them, they don’t want to damage the 
planet and want to leave it in a better place than where they found it. 
 
 
               16 Top  
     Takeaways 
 

• Millennials need constant feedback from friends and family - especially to buy 

something. 

• Millennials are generous, positive and socially conscious. 

• Curate your selection to the best choices. 

• Add whimsy in your signage. 

• Simplify the effort required by Millennials. 

• Don’t assume they are on Amazon just because they are using a smartphone. 

• Give your best customers exclusives for them to share. 

• Remove obstacles to purchase like slow employees and slow payment systems. 

• Encourage employees to create Pinterest boards, videos and post updates. 

• Combine promotions with social action; think beach cleanup, global programs 

and non-religious causes. 

• Don't stock deep. 

• Install smaller fixtures. 

• During interviewing, ask questions that will find out if the Millennial applicant is 

willing to play with others. 

• Think of it as collaborative selling, not one-on-one. 

 
Not hiring Millennials in favor of older workers means they will miss the chance to learn the 
consequences of wrong choices, but even more importantly, to learn how to talk to 
strangers and sell themselves. 
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By learning some of the cues that make us the same, retailers can harness the optimism of 
the bright youth of today and create new experiences for shoppers. 
  
Ask your employees, your kids, and your customers how you can truly engage these frugal 
shoppers in a meaningful way. 
 
In the end remember, as the largest consumer generation, they are going to change us, not 
the other way around. 
 
Good selling! 
 

 
The Retail Doctor® 
 
PS – To enquire about me speaking to your group about the information you’ve received in 
this special report, just click here http://www.retaildoc.com/contact/ 
 
 
PPS – Feedback. What did you learn from reading this report? What are you planning to 
change? Go here to enter the dialogue http://www.retaildoc.com/blog/comments-on-
millennial-generation-special-report/ 
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