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Year Grammy Award 
Record of the Year

Person of  
the Year Inventions In the News

2013 “Rolling in 
the Deep” Pope Francis Quantum 

computer Obamacare

2012 “Somebody That I 
Used to Know” Barack Obama Cloud 

computing Trayvon Martin

2011 “Need You Now” The Protester Stem cells  
from fat

Japan 
earthquake

2010 “Use Somebody” Mark 
Zuckerberg iPad

Haiti 
earthquake,  
BP oil spill

2009 “Please Read  
the Letter” Ben Bernanke Ares Rockets Economic 

stimulus

2008 “Rehab” Barack Obama Retail DNA 
tests

Stock market 
decline

2007 “Not Ready to 
Make Nice” Vladimir Putin iPhone Housing bubble  

bursts

2006 “Boulevard of 
Broken Dreams” You Induced stem 

cells, YouTube
Plot to blow up 

planes

2005 “Here We Go 
Again”

Bill & Melinda 
Gates, Bono Twitter

Hurricane 
Katrina,  

Terri Schiavo

2004 “Clocks” George W. Bush SpaceShipOne Tsunami

2003 “Don’t Know Why” The American 
Soldier Toyota hybrid Iraq war,  

gay marriage

2002 “Walk On” The 
Whistleblowers Blue Tooth DC sniper

2001 “Beautiful Day” Rudy Giuliani iPod 9/11, 
Afghanistan

2000 “Smooth” George W. Bush Flash drive Presidential 
election

1999 “My Heart Will  
Go On” Jeff Bezos DVR Columbine

1998 “Sunny Came 
Home”

Bill Clinton,  
Ken Starr Viagra Clinton 

impeachment

1997 “Change the 
World” Andy Grove

Nonmechanical 
MP3 player 

(iPod)
Death of Diana

1996 “Kiss from a Rose” Dr. David Ho USB

Bombing in 
Atlanta at the 

Summer Olympic  
Games

continued à
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Year Grammy Award 
Record of the Year

Person of  
the Year Inventions In the News

1995 “All I Wanna Do” Newt Gingrich JAVA, DVD Oklahoma City 
bombing

1994 “I Will Always 
Love You”

Pope John 
Paul II HIV Protease Rwandan 

genocide

1993 “Tears in Heaven” The 
Peacemakers

Smartphone, 
Pentium 

processor

Branch 
Davidians

1992 “Unforgettable” Bill Clinton Plasma color 
display Rodney King

1991 “Another Day  
in Paradise” Ted Turner Webcam Gulf War

1990 “Wind Beneath 
My Wings”

The Two George 
Bushes

World Wide 
Web

Mandela 
released

1989 “Don’t Worry,  
Be Happy”

Mikhail 
Gorbachev

High-definition 
TV

Berlin wall 
comes down, 
Tiananmen 

Square

1988 “Graceland” Endangered 
Earth

Digital cell 
phone Michael Milken

1987 “Higher Love” Mikhail 
Gorbachev

Statins, 
disposable 
contacts 

Iran-Contra 
affair

1986 “We Are the 
World” Corazon Aquino

MIR space 
station, 

disposable 
camera

Chernobyl, 
Challenger

1985 “What’s Love Got 
to Do with It” Deng Xiaoping MS Windows

New Coke, 
Reagan-

Gorbachev

1984 “Beat It” Peter Ueberroth
Portable CD 
player, Apple 

Mac

Subway 
vigilante

1983 “Rosanna” Ronald Reagan PDA , Internet, 
Apple Lisa

Bombing of 
Beirut marine 

barracks

1982 “Bette Davis Eyes” The computer
CD player, 

camcorder, 
artificial heart

Tylenol scare

1981 “Sailing” Lech Walesa
Graphical User 
Interface, MS 

DOS

Charles and 
Diana marry
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Year Grammy Award 
Record of the Year

Person of  
the Year Inventions In the News

1980 “What a Fool 
Believes” Ronald Reagan Compact Disc John Lennon 

shot

1979 “Just the Way  
You Are”

Ayatollah 
Khomeini Walkman Camp David 

peace treaty

1978 “Hotel California” Teng 
Hsiao-P’ing

Spreadsheet, 
bottled water

Panama Canal 
returned

1977 “This 
Masquerade” Anwar Sadat Mobile phone, 

personal stereo Death of Elvis 

1976 “Love Will Keep Us 
Together” Jimmy Carter Ink jet printer OPEC raises 

price of oil $13.30

1975 “I Honestly  
Love You”

American 
Women

digital camera, 
laser printer U.S. recession

1974 “Killing Me Softly” King Faisal Hybrid vehicle Watergate

1973 “The First Time Ever 
I Saw Your Face” John J. Sirica

Personal 
computer, 

email

U.S. leaves 
Vietnam

1972 “It’s Too Late” Nixon & 
Kissinger Ethernet Equal Rights 

amendment 

1971 “Bridge Over 
Troubled Water” Richard Nixon  LCD, MRI, VCR 

microprocessor
U.S. wage 

freeze

1970 “Aquarius” Willy Brandt

Pocket 
calculator, 
relational 
database, 
floppy disc

Voting age 
reduced

1969 “Mrs. Robinson” The Middle 
Americans

Bar code 
scanner Woodstock

1968 “Up, Up and Away”
Astronauts 

Anders, Borman, 
Lovell

RAM MLK 
assassination

1967 “Strangers in  
the Night”

Lyndon B. 
Johnson

Handheld 
calculator Detroit riots

1966 “A Taste of Honey” Twenty-five  
and under Fuel injection Cigarette 

warning labels

1965 “Girl from 
Ipanema”

Gen. 
Westmoreland CD Watts race riots 

Sources: “Grammy Awards” 2012; “Headlines That Shaped History” 2007; “News and Events on This Day in History” 
2012; “Public’s Top Stories” 2010; “TIME’s Person of the Year” 2012; “Timeline of United States Inventions (After 
1991)” 2012; “Timeline of United States Inventions (1946–1991)” 2012; “The Top Story Index” 2012.

Figure 1: Generational timeline.
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After searching online, how do 
you communicate with others 
about a service, product, or 
brand? (Check all that apply)

Millennial Gen X Boomer All

Blogging 15.5% 7.4% 2.3% 6.3%

Cell Phone 54.5% 42.0% 31.4% 36.8%

Email 44.6% 54.51% 54.8% 52.4%

Face-to-Face 62.9% 69.5% 68.0% 65.7%

Instant Messaging 37.7% 19.2% 8.4% 16.8%

Online Communities/Social Media 
(Facebook, Twitter, and so on)

38.1% 24.7% 11.2% 19.6%

Telephone (Landline) 21.9% 27.5% 37.1% 32.2%

Text Messaging 44.0% 31.7% 15.4% 24.3%

Other (please specify) 0.9% 1.2% 2.3% 2.2%
Source: BIGinsight™, Media Behaviors & Influence Study (Worthington, OH: Prosper Business Development, 2011).

Figure 2: How do you communicate?

Appreciate the Good News
Ask a Boomer to describe a Millennial, and you might wrongly 
hear, “No common sense, no work ethic, no clue.” For all their 
faults (of course, we Boomers have none), Millennials have plenty 
to offer.

They are fast thinkers and multitaskers, and they can quickly 
separate out what is important to them. Though fiercely loyal to 
themselves, they adapt easily and thrive on change. Give them 
interesting work, recognition, and a chance to learn. Train them 
well (they hate looking stupid), and keep them informed. They are 
not about to wear a dumb-looking uniform, they eat when they’re 
hungry and not by the clock, and they aren’t likely to use a rigid 
sales patter—if they’re willing to sell at all. This is the first truly 
techno-fearless generation, so stay out of their way. Oh, and they 
do just fine with diversity, which is a good thing because the world 
no longer looks the way it did in 1958—which is also a good thing.

What about the Traditionals? They value hard work, trust, 
formality, authority, institutional leadership, and social order, 
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Millennials are also in no hurry to give up their nights and 
weekends with their buds. According to U.S. census data, nearly 
half of women between twenty-five and twenty-nine have never 
married.5 As recently as 1986, that number was only one-fourth! 
In 1950, the average age for marriage was twenty-three for men, 
twenty for women. Today, many Millennials don’t view marriage 
as important as the earlier generations did, and when they do, they 
marry later—age twenty-eight for men, twenty-six for women. 

Second, like the rest of us, Millennials have learned to be 
financially responsible. In fact, if you look closely at figure 3 (page 
30), you will see that they are more responsible than all genera-
tions combined. More pay the entire credit card balance each 
month, and fewer have a card at all.

Regarding your credit card debt, do you . . . Millennials All

Pay the balance in full each month 46.8% 35.1%

Pay a portion of the balance 33.5% 28.6%

Pay the minimum 7.8% 10.4%

I don’t have a credit cards 11.9% 25.9%
Source: BIGinsight™, Media Behaviors & Influence Study (Worthington, OH: Prosper Business Development, 2011).

Figure 3: Credit card debt.

Third, Millennials spend a lot of time online, a lot of time 
watching TV (often online), and a lot of time tweeting (see fig. 4). 
How do they find the time? Simple—they are media multitaskers. 

Which of the following online activities do 
you regularly do for fun and entertainment? Millennial Gen X Boomer

Play video games 49.6% 27.0% 16.4%

IM/Chat 44.7% 31.3% 10.2%

Download music/video 43.7% 32.6% 16.5%

Shop online 38.9% 44.4% 41.5%

Use Facebook and other social media 37.1% 34.9% 23.4%

Watch TV shows online 37.5% 25.9% 18.3%
Source: BIGinsight™, Media Behaviors & Influence Study (Worthington, OH: Prosper Business Development, 2011).

Figure 4: Online activities for fun.
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What is your household status? Millennials Gen X Boomers All 18+

Own 27.4% 59.7% 77.4% 63.6%

Rent 40.9% 33.8% 20.4% 27.1%

Live with parents or family 31.8% 6.5% 2.2% 9.2%
Source: BIGinsight™, Media Behaviors & Influence Study (Worthington, OH: Prosper Business Development, 2011).

Figure 5: Home ownership.

•• They want to be trained—Millennials tell us that 
job training is important to them. During high unem-
ployment especially, any job they take may not match 
their expertise from college, so they will need training. 
This creates two dilemmas: (1) they tend not to stay 
long enough for their employer to recoup its train-
ing dollars; and (2) they want to learn and are ready to 
learn, but they don’t want to waste time learning any-
thing not immediately useful to them. This forces com-
panies to rethink their methods of training. Businesses 
need to train efficiently, by using materials that deliver 
the specific training the learner needs when the learner 
needs it. Not only is this just-in-time or matrix training 
the way Millennials want to be trained, it’s also more 
effective than traditional training. In the traditional set-
ting, training is delivered in classrooms with students of 
varying ability, and often it’s delivered so far in advance 
of its on-the-job application that students have little or 
no retention. Matrix training, on the other hand, is 
likely to be delivered one student at a time and perhaps 
only minutes before the student puts the knowledge to 
use.

This same line of thinking has direct carryover to 
training your customers. (Yes, you read that right. You 
can train your customers.) If you are selling a product 
that has a learning curve, the materials created for 
customer training should be arranged so that customers 
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on Millennials than Boomers (28.7 vs. 8.0). If you looked only at 
those numbers, you might conclude that social media is the key to 
the Millennial heart—and you would be wrong. Look to the top 
of the chart; the greatest influence is in-store promotion for all 
generations.

For clothing purchases, in-store promotion slightly leads the 
longtime favorite, word of mouth. Traditional media is getting 
harder to find as broadcasters and print outlets are becoming ever 
more adept at integrating social media into traditional marketing 
campaigns.

Which media influence your purchase 
decision when buying . . . Millennials Gen X Boomers

Electronics

In-store promotion 46.9% 39.3% 32.6%

Internet advertising 39.8% 27.6% 22.6%

Social media 28.7% 14.3% 8.0%

Apparel/clothing

Word of mouth 36.4% 37.5% 32.3%

In-store promotion 39.5% 43.0% 39.6%

Social media 20.0% 12.0% 5.3%

Grocery

Word of mouth 34.8% 39.7% 38.0%

In-store promotion 36.8% 51.2% 58.3%

Internet advertising 17.3% 15.4% 12.6%

Social media 14.8% 10.8% 5.5%
Source: BIGinsight™, Media Behaviors & Influence Study (Worthington, OH: Prosper Business Development, 2011).

Figure 6: Influence of various media. 

What do you think? Is traditional media dead? Dying? In transi-
tion? I think traditional media still has a big role to play, at least for 
now. While you are diving into social media, don’t forget there is 
still plenty of play in traditional media. The smart players will use 
them both, working together.

I can’t wait until this concept grows really big. Imagine: I’m 
in Tuscaloosa, speaking at a conference, when I am notified that 
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the dialogue of business has changed from company-to-customer 
to customer-to-customer (see fig. 7, page 60).

2010 Online Communities/Social Media (Facebook, Twitter, and so on) 

Millennials Gen X Boomer All Adults

38.1% 24.7% 11.2% 19.6%
Source: BIGinsight™, Media Behaviors & Influence Study (Worthington, OH: Prosper Business Development, 2011).

Figure 7: Social media users. 

Here are more reasons why social media is no longer an opt-
out choice. The new generation expects it. Millennials place a high 
value on having and using the latest technology. Just as carpenters 
like to have good tools, Millennials treat their corporate technol-
ogy as a badge of honor. (In fact, we all like to be seen as cool 
people doing cool things.) And Millennials pride themselves in 
knowing how to use the current tools. 

Wouldn’t it be great if the folks in the C-suites had a way to 
keep their fingers on the pulse of the company without feeling as 
though they are stifling your creativity by their presence? Well, 
you can do that with social media. And while the folks in the 
C-suites are listening to get a feel for how things are throughout 
the company, they are gathering the information needed to trans-
mit the communication necessary to build and maintain a strong 
corporate culture.

Jon Ferrara is a genius. 

He’s also an aggressive salesman reminiscent of the Fuller 
Brush sales reps who would knock on our doors back in the 
1950s. Whoever heard of a salesperson knocking on your 
door?! Well, youngster, there was a time when salesmen did 
knock, bringing their goods to stay-at-home moms, making 
the sale from the privacy of their front porches: milk and other 
dairy products, baked goods, fruit and vegetables, vacuum 
cleaners, awnings, carpet, aluminum siding, even life insurance. 
Sales were made on the basis of the seller’s ability to establish 
a relationship with the customer. 
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C H A P T E R  6

“I Want It My Way”

Remember the Millennial mantra from earlier in the book? 
“My way, right away, why pay?”

You’re dealing with the smartest, most well-informed 
customers you’ve ever known. Millennials do their homework 
before deciding on a purchase, they know exactly what they want 
and what it should cost, and they are not afraid to negotiate. And 
they don’t want to wait. 

Expect Prepurchase Research
When a Millennial walks into your store or visits your website, he 
or she comes armed with lots of information. Before you even see 
them, Millennials have done deep research (see fig. 8). They know 
all there is to know about your products and, to a large extent, 
even your costs. You can’t fool them with fancy footwork, and if 
they sense that the sales staff doesn’t know the product as well as 
they do, they’re out the door.

Research Online: Over the last ninety days, which 
types of products did you research online before 
buying them in person? 

Millennials All

Apparel 22.9% 21.3%

Appliances 24.1% 19.1%

Beauty Care/Cosmetics 14.7% 13.9%

Car/Truck 13.1% 11.0%

Electronics 44.9% 40.6%

Food/Groceries 13.9% 13.6%

Furniture 13.0% 11.1%

continued à



82 M I L L E N N I A L  R U L E S

Research Online: Over the last ninety days, which 
types of products did you research online before 
buying them in person? 

Millennials All

Home Decor 15.0% 12.1%

Home Improvement Items 19.4% 14.8%

House/Land 3.8% 3.1%

Jewelry/Watches 10.0% 8.9%

Medicines/Vitamins/Supplements 16.1% 14.2%

Shoes 19.5% 17.9%

Tires/Batteries/Auto Parts 12.3% 10.3%

Other 8.4% 9.1%
Source: BIGinsight™, Media Behaviors & Influence Study (Worthington, OH: Prosper Business Development, 2011).

Figure 8: Online products research.

If you ask Millennials which media has influence over their 
purchase decisions, in almost every category—from radio to TV, 
blogs to billboards—they claim they are more influenced than Gen 
X or Boomers (see fig. 9, page 73). However, when everything 
ranks high as an influence, then maybe nothing is a true influence. 
The numbers lead us to a few standouts:

•• Overall, social media doesn’t seem to have a great 
impact on purchase decisions, but when it has an 
impact, that impact seems greatest with Millennials. 

•• Newspaper has more impact than social media for com-
modity purchases such as groceries. 

•• It’s evident that while social media is the current hot 
button, even Millennials don’t rank it at the top for 
influencing their purchase decisions. Now wait a 
minute, you might be thinking, didn’t we just spend 
a chapter talking about how social media matters? 
I’ve managed to aggravate a few clients and at least 
one editor with the seeming contradiction between 
this chapter and the last. I admit it has bothered me 
as well. The fact is, I’m writing this book today, not 
tomorrow. And today, social media has yet to become 
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the final media answer. In some instances, traditional 
media trumps social media—today. I can only guess 
about tomorrow, but my best guess is that the only 
change you will see in this argument is the relative 
numbers.

Which media influence your purchase 
decision when buying . . . Millennials Gen X Boomers

Electronics

Word of mouth 44.3% 45.1% 41.9%

In-store promotion 46.9% 39.3% 32.6%

Internet advertising 39.8% 27.6% 22.6%

Social media 28.7% 14.3% 8.0%

Apparel/clothing

Word of mouth 36.4% 37.5% 32.3%

In-store promotion 39.5% 43.0% 39.6%

Internet advertising 27.9% 22.6% 16.9%

Social media 20.0% 12.0% 5.3%

Grocery

Coupons 53.7% 67.3% 73.4%

Word of mouth 34.8% 39.7% 38.0%

In-store promotion 36.8% 51.2% 58.3%

Internet advertising 17.3% 15.4% 12.6%

Social media 14.8% 10.8% 5.5%
Source: BIGinsight™, Media Behaviors & Influence Study (Worthington, OH: Prosper Business Development, 2011).

Figure 9: Media influences for electronics, apparel, and grocery.

From figure 9, we can see that:

•• Millennials are more likely to respond to Internet ads, 
social media, and in-store promotions.

•• For clothing purchases, the heavy lifting for all groups 
remains word of mouth and in-store promotions. Think 
of social media as high-tech word of mouth.

•• Millennials aren’t nearly as likely as Boomers to use 
coupons for grocery purchases. Why? Because grocery 
coupons are most often found in the newspaper. 
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Figure 10: Culture calculator.

Measure Success
You want to know how things are going, but how do you measure 
effectiveness? You may already have some performance metrics that 
you’ve been using for years. Here’s the bad news: they may not 
work all that well with Millennials. 

The Millennials present a measuring problem. They work best 
with lots and lots of feedback—instant feedback, if possible. So 
measure, measure, measure, but be careful! Measuring the wrong 
thing can be worse than not measuring at all. 

There are two big problems with sales and service metrics, and 
a few small ones. Most companies do not do metrics, or if they do, 
they often measure the wrong things (these are the big problems). 
Then, if companies get lucky enough to get the right numbers, 
those data either are received too late, or we ignore them. Pretty 
positive, huh?

The biggest problems come when sales metrics are linked to 
compensation. You have heard the old saying, “What you inspect, 
people respect.” Or an even better saying is, “You get more of what 
you measure.” If you measure speed of service, what do you get? 
Fast service. But could you serve so fast that customers didn’t have 
time to continue to buy and sales per customer go down? It’s those 
darned unintended consequences!
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