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THE GEN Y AUDIENCE: KEY RESEARCH FINDINGS & SUGGESTIONS FOR OUTREACH

Based on primary qualitative (focus group among 10 Gen Y participants) and secondary research (information from the Filene Institute and other key sources), LMD has gained insight into the psychographics and media behaviors that will help MDDCCUA and credit unions market to the Gen Y audience. 

Psychographics: Gen Y vs. Adults 25+

· Gen Y has low barriers regarding personal information, and will give out email addresses, cell phone numbers, and other personal contact information more readily than their older counterparts. 

· More so than any before it, this generation is extremely ethnically diverse. 

· Gen Y is the most “parented” generation in history, with parents exerting significant influence over decisions, including financial decisions (e.g., Gen Y is more likely to bank where their parents bank). 

· Gen Y is sensitive to being sold to, tend to do research before they commit to buy, and are suspicious of offers that seem too good to be true. 

· This age group has experienced rapid advances in technology in a short period of time; as a result they tend to be “early adopters” of technology and are adaptable to changes in technology.

Media Behaviors

· They are extremely adept at mobile technology and often communicate through text messaging. 

· This age group does not pay attention to traditional media, such as direct mail, print, or television. They do listen to the radio, almost exclusively during morning drive time. Radio formats that appeal to this age group include Top 40, sports talk, hip-hop/urban, rock, and country. 

· This audience is online constantly—up to 12 hours/day. They spend most of their time online on Facebook. 

· Facebook is their primary communications vehicle. They use it to connect and communicate with friends, as an email client, share videos and links, and join groups they identify with. If their friends join a Facebook group, they are much more likely to join. 

· With the exception of Facebook email, they rarely use or pay attention to email. 

· They absorb information in chunks—long narrative text does not get read.

· Ads that appeal or are memorable to this audience use ironic humor or celebrities. They will share videos or ads that they think are funny with friends on Facebook. The humor cannot be condescending. 

· They prefer straightforward messages and remember and respond to ads featuring direct product comparisons. 

· They respond to incentives and contests, particularly for cash prizes. They would fill out questionnaires for a giveaway, such as a t-shirt. 

· They state that ads about banks or financial institutions tend to feature older generations, and would respond to ads that feature people their age. 

· They respond to financial products that are designed especially for their age group, as well as financial information that is relevant to them, such as how to save more and manage their finances. They are extremely interested in building credit. 

Suggestions
· Go to them. Create a presence on their college campuses. Focus group participants said they would be interested in guest speakers in their college classes that present relevant financial information to them. 

· Close the sale. Collect personal contact information at every opportunity, and follow up with a phone call or email. 

· Get online. Make sure information about your credit union is easy to find online, through SEO and by enhancing your website’s content and functionality. 

· Use Facebook. Create and moderate a Facebook page. Use your Facebook URL as a call to action on your marketing materials. 

· Keep it short. Use rack cards to distribute information in short paragraphs and bullets.  

· Don’t try too hard to be cool. Information should be straightforward; humor authentic. 

· Create a contest. A simple contest—for example, to send in a short essay—with a cash prize of $100 is likely to get a response. 

· Get parents involved. Send membership information to account holders who may be parents to pass along to their kids. 

· Make it about them. Use creative that resonates with them and aids in audience identification. 

· Take an integrated approach. No one media vehicle will reach and convert this audience. A repeated message that is delivered consistently online, through social media, on the radio, and in face-to-face presentations, will have more success than using a single channel.

