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METHODOLOGY:
FREQUENCY: 10 SURVEYS 

TARGET: 18-34 YEARS OLD 
RESPONDENTS: 250-500 PER SURVEY 

TOTAL POPULATION: 4,000 
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HYPOTHESIS:
BRANDS ARE STILL RELEVANT TO CONSUMER 
HOWEVER THAT RELATIONSHIP HAS EVOLVED. 

 BRANDS USED TO TELL CONSUMERS WHAT THEY 
WANTED, BUT TODAY THE EXPECTATION IS FOR 

BRANDS TO FIND OUT WHAT THE CONSUMER 
NEEDS, WANTS, AND DESIRES.
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40% MORTALITY RATE



MILLENNIAL CONSUMER EXPECTATION 
AND BRAND PERCEPTION SURVEY2017

TODAY IS THE AGE OF  
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A BRAND THAT HAS 
MASTERED 

LEVERAGING ALL 
CONSUMERS’ BASIC 

NEEDS
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1ST 
NON-NEGOTIABLE

PRICE

40%
CONSIDER PRICE THE MOST 

IMPORTANT REQUIREMENT WHEN 
EVALUATING A BRAND
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BASE 1ST TIME & REPEAT  
PURCHASE DECISIONS  

ON QUALITY 

QUALITY 42%

2ND 
NON-NEGOTIABLE
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CONVENIENCE
NO LONGER ONLY 

LOCATION 

3RD 
NON-NEGOTIABLE

HOWEVER
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WANT A BRAND TO SAVE 
THEM TIME

37%

CONVENIENCE

3RD 
NON-NEGOTIABLE
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CONVENIENCE

QUALITY

PRICE

WHILE OBLIGATORY, 
THEY CONNECT TO 

THE PURELY 
MECHANICAL SIDE 

OF CONSUMERS
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BRANDS ARE 
FAILING TO MAKE 
AN EMOTIONAL 

IMPACT
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NEVER EXPECT A 
CUSTOMIZED EXPERIENCE 

FROM A BRAND

42%
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WILL GIVE UP SHOPPING IN A 
STORE WITH ONE LESS HOUR 

IN THE DAY

33%
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FEEL BRANDS VALUE 
CONSUMERS OVER PROFITS

19%
ONLY 
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STRONGLY AGREE THAT 
BRANDS LISTEN TO THEM

8%
ONLY 
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BUT 
THERE’S 

HOPE
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THREE KEY 
ATTRIBUTES THAT 
BRANDS NEED TO 

EMBRACE TO MAKE 
AN EMOTIONAL 

IMPACT
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48%  
ARE MORE LIKELY TO 

BUY FROM A BRAND IF 
THEY KNOW  
THE PEOPLE  

BEHIND THE BRAND
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47%  
SAY BRANDS MUST 
OWN UP TO THEIR 

MISTAKES
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45%  
WILL STOP 

PURCHASING FROM A 
BRAND THAT DOES 

NOT OWN UP TO 
MISTAKES
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EXPERIENCE  
=  

DIALOGUE
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47%  
WANT A BRAND TO 

TAKE INTO ACCOUNT 
THEIR FEEDBACK
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29%  
WANT A BRAND TO 
ASK THEIR OPINION 
TO CREATE CHANGE
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34%  
WANT A BRAND TO 
ADDRESS ISSUES 

THAT ARE IMPORTANT 
TO THEM
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COMMUNITY 
BUILDS 

LOYALTY
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44%  
SHOW BRAND 

LOYALTY  
BY SHARING WITH  

FRIENDS AND FAMILY  
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COMMUNITY 
CREATES 

INFLUENCE
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40%  
VALUE A 

RECOMMENDATION 
FROM FAMILY OR FRIEND  

MOST
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THROUGH THESE 
THREE ATTRIBUTES 

YOU YIELD 
TRUST
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BRAND MODEL TO MAKE EMOTIONAL IMPACT

TRUST  
LOOP 

EXPERIENCECOMMUNITY

TRANSPARENCY

TRUST  
LOOP 

UNBREAKABLE 
 BOND

BETWEEN  
BRANDS & CONSUMERS
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SUMMARY
BRANDS ARE STILL RELEVANT TO CONSUMERS; HOWEVER, THAT RELATIONSHIP HAS EVOLVED.  

OUR RESEARCH REVEALED THAT MILLENNIAL CONSUMERS LIVE IN THE AGE OF AMAZON. 
CONSUMERS EXPECT FAIR PRICING, HIGH QUALITY, AND A LEVEL OF CONVENIENCE THAT GOES 

BEYOND LOCATION; ULTIMATELY BRINGING A VALUE ADDED BY THE BRAND TO THEIR LIFESTYLE.  

THOUGH THE AGE OF AMAZON MAY SEEM LIKE A BRAND KILLER, IT IS QUITE THE CONTRARY. IT IS 
INSTEAD AN OPPORTUNITY FOR BRANDS TO EVOLVE AND DISTINGUISH THEMSELVES. THE 

CONSUMER STUDY SHOWS THAT BRANDS NEED TO MAKE A DIRECT EMOTIONAL IMPACT ON THE 
CONSUMER. THIS CAN BE ACHIEVED BY BOTH EMPOWERING AND INVOLVING THEM IN THE BRAND. 

THE SOLUTION FOR BRANDS IS WHAT WE DEFINE AS THE TRUST LOOP. THE TRUST LOOP IS A TRIAD 
OF CONNECTION CENTERED AROUND TRANSPARENCY, COMMUNITY, AND EXPERIENCE. IT IS AN 

UNBREAKABLE BOND BETWEEN BRANDS AND CONSUMERS THAT NEEDS TO BE FUELED BY BRANDS 
IN ORDER TO SURVIVE. TODAY, BRANDS MUST BUILD THEMSELVES WITH THE CONSUMER, NOT FOR 

THE CONSUMER.  
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female
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