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26    MILLENNIALS WITH KIDS

from their favorite brands. Budgeting household expenses 
is worth the risk!

Though these insights are slightly different from what was 
found in 2013, the orbits themselves did not experience any signifi-
cant changes. Figure 1–1 breaks down the orbits into an easy-to-
understand graph, but, as we have mentioned, each orbit functions 
slightly differently from the others. In order to better understand the 
Millennial parent as a consumer, let’s delve a little further into the 
composition of each orbit.

FIGURE 1–1  Five orbits of Millennial parents.
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Figure 1-1
Source: David Gutting and Jeff Fromm, “Millennials as New Parents: The Rise of 
a New American Pragmatism,” Barkley/FutureCast and Consumer Orbit research 
study, 2013.

Fromm_9780814436585_2p_01_r1.indd   26 4/2/15   10:38 AM



Who Are They Now?    39

prised that Millennials are big users of social media. So is everyone 
else. Instead, recognize that what we once called “emerging media” 
has emerged and is now dominant. Therefore, emerging media can 
now be called traditional media. Marketers must also recognize the 
real implication of that. To paraphrase Marshall McLuhan, stop try-
ing to make the new media do the work of the old. The goal is to 
master the new media—not just to cater to Millennials, but so you 
survive. Additionally, it is imperative that you do not think of Mil-
lennials as secondary consumers. Yes, they are living at home with 
Mom and Dad a bit longer than people from previous generations 

FIGURE 1–2  Ethnicity.

Source: David Gutting and Jeff Fromm, “Millennials as New Parents: The Rise of 
a New American Pragmatism,” Barkley/FutureCast and Consumer Orbit research 
study, 2013.
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40    MILLENNIALS WITH KIDS

did, but that’s changing, and they are growing up and settling down 
just like anyone else.

The second essential change in viewpoint is this: The Millennial 
cohort is rapidly becoming the drivetrain of the consumer economy. In the 
year 2020, Millennials will range in age from 25 to 42, comprising 
more than 75 percent of the vital adult 25-to-49 demographic. True, 
marketing is becoming more about relationships than about mass tar-

FIGURE 1–3  Income distribution.

Source: David Gutting and Jeff Fromm, “Millennials as New Parents: The Rise of 
a New American Pragmatism,” Barkley/FutureCast and Consumer Orbit research 
study, 2013.
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geting, but life stage and demographics will still matter. It is this group 
that will decide where people put down roots, how much they spend 
on housing and decor, what car brands will rise and fall, what goes in 
the grocery cart, where people will travel, what electronics are indis-
pensable, how much we invest in education, and who wins and loses 
elections. And that’s just a start! These next few years are the critical 
ones for shaping strategies to connect with this powerful generation. 
Now, more than ever, it’s time to stop treating them like kids who are 
an enigma and start treating them like adults who are in charge and 
make their own decisions and budgets—and who are quite pragmatic.

FIGURE 1–4  Educational level.

Source: David Gutting and Jeff Fromm, “Millennials as New Parents: The Rise of 
a New American Pragmatism,” Barkley/FutureCast and Consumer Orbit research 
study, 2013.
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52    MILLENNIALS WITH KIDS

you ever been to Chipotle at lunchtime and not had to wait in line 
to get your burrito? Me either. Millennials are willing to pay the 
premium, in time and money, when it comes to a brand that has 
the same values as they do. Chipotle is known for its lack of tradi-
tional marketing, instead relying heavily on word-of-mouth promo-
tion and longer videos that spread the message about the company’s 
campaign, Cultivate a Better World. The videos “The Farmer” and 
“The Scarecrow” attack the processed-food industry and received a 
positive response from Millennial customers. The videos went viral 
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FIGURE 2–1  Participation/shareworthy matrix—old model.
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54    MILLENNIALS WITH KIDS

partnership with the brand. Yelp reviewer Anthony M. felt the love: 
“I have a new respect for Chipotle. Chipotle cares about where its 
meat comes from. The animals have to be human[e]ly treated. In 
fact, they set up large posters you can read that compares what they 
do versus other restaurants. . . . Chipotle has no fear to share this 
information because they are doing it right. . . . Chipotle is an amaz-
ing company that understands what is good for its customers and 
the environment.”5

This emphasis on participation aligns with how the definition 
of brand value has evolved over time. There was a time, just a few 
years back, when the formula for brand value looked something like  
this:

TRADITIONAL BRAND VALUE EQUATION

BRAND VALUE= ˜ Functional + Emotional Benefits
Price

Figure 2-2

It’s a simple formula: The benefits of a product, both emotional 
and functional, divided by price equate to value. For instance, if you 
make diapers that are bare-bottom design (some pun intended) with 
no bells and whistles, you’re meeting a functional need but missing 
the mark in terms of emotional appeal. Therefore, the price of these 
diapers should be kept relatively low. If the diapers are made out of 
the finest materials and are specially engineered to reduce diaper 
rash and keep babies dry and comfortable, you are now meeting not 
only the functional needs of Mom and Dad but also their emotional 
needs by making them feel like good parents for keeping their pre-
cious one dry and happy. The cost of these diapers can be higher 
because of the value and emotional benefits they deliver.
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With what we have learned about Millennials’ desire to partici-
pate and share, we have updated the brand value equation like this:

MILLENNIAL FUELED BRAND VALUE EQUATION

BRAND VALUE= ˜ Functional + Emotional Benefits + PARTICIPATIVE BENEFITS
TOTAL COST

Figure 2-3

The functional and emotional benefits are still key to inspiring 
a premium price, but the benefits of consumer participation in the 
brand are now incorporated into the equation. Let’s go back to the 
diaper example. Pampers is a premium diaper brand that provides a 
quality product while tapping into the emotional benefits of being 
a parent and taking the best care of your baby. When developing its 
biggest innovation in the past twenty-five years, Pampers turned to 
the experts—moms—to ensure that the company got it right. When 
Cruisers with Dry Max were created, Pampers partnered with top 
parenting organizations and panels of moms to test the diapers, 
which received glowing results. Then consumers were encouraged 
to go to Pampers.com to request free samples of these diapers (over 
250,000 people did!), which was followed by a survey about their 
experience. You can see how this process of including the consumer 
in the brand experience creates a participative environment. All of 
these components not only affect pricing but also create a brand 
that is shareworthy. This sum is divided by the total cost. The total 
cost of the product encompasses more than just the price, which 
was the denominator in the old model. By dividing the sum of the 
benefits by the total cost, we are taking time, convenience, and  
the availability of the consumer into consideration in addition to the 
actual price of the product.
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tic and relatable way. After a moment of quiet contemplation, the 
daughter responds by adding another Cheerio to the pile, saying 
a dog will be a new addition to the family as well. Mom and Dad 
share a look before Dad agrees. While this is a subtle take on the 
family decision making of Millennial parents, the ad was extremely 
effective because it portrayed a real situation and adapted it to a very 
modern and very personal moment for a Millennial family.

Therefore, in our new model, participation and shareworthiness 
are still components of brand value, but we’ve added one more ele-
ment: personalization. (See Figure 2–2.)

While participation is the consumers’ ability to partner in the 
creation of your brand or product, personalization is the consumers’ 
ability to customize your brand, product, or experience in a way that 
is unique to them. It is no surprise that personalization can pro-

Figure 2-4

PARTICIPATION SHAREWORTHY

PERSONALIZATION

$$$

FIGURE 2–2  Personalization Venn diagram—new model.
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lead to a democratization of technology across all platforms. As an 
example, think about tech in the automotive space. Just five years 
ago, Bluetooth and voice recognition systems were available only 
in select cars and were considered luxury accessories. Now they are 
standard systems and, in some states, are even required by law to be 
included in the automotive software. Millennial parents are looking 
for cars that have the capability to protect their most precious cargo. 
Brands that can offer that protection through innovation and tech-
nology will see a higher number of Millennial parents at their deal-
erships. Ford has adapted to this changing environment by offering 

Figure 2.5
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potential profitability of an industry, which ultimately reveals the 
attractiveness of a market. This model can be used for new organi-
zations trying to enter a market or mature organizations wanting 
to better identify the competitive landscape for strategic planning.

Let’s look at this model using the baby food industry as an exam-
ple to better understand each of these forces:

Rivalry among existing competitors. There are several 
major players in the baby food industry that have been 
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Figure 3-1

FIGURE 3–1  Porter’s five forces.
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104    MILLENNIALS WITH KIDS

A key part of the Brand Stand is acting like a conscious capital-
ist. As we mentioned at the very beginning of this book (remember, 
way back in the Introduction?), conscious capitalism is more than 
just aligning your brand with a charity or participating in philan-
thropic events. Acting as a conscious capitalist is standing for more 
than just your bottom line. It is understanding how your brand, 
your company, your organization, your entire brand ecosystem 
bring value and add good to the community. Even more than that, 

FUNCTIONAL

EMOTIONAL

BRAND
POSITION

Figure 3-2

FIGURE 3–2  Brand Stand—old model.

Fromm_9780814436585_2p_03_r1.indd   104 4/2/15   11:12 AM



Fifty Shades of Your Brand    105

it is about understanding how everything you do adds value to our 
world. Seem a little altruistic? Sure it is. But remember that we’re 
dealing with Millennials here, and they are convinced they can 
leave this world in better condition than what they inherited. This 
is not an easy concept to grasp. It takes time to reimagine your 
brand ecosystem and make a profit while also adding “good” to the 
system.

Brand Stands connect with Millennials on a foundational basis 
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BRAND POSITION

BRAND STAND

CONSCIOUS
CAPITALIST

Figure 3-3

FIGURE 3–3  Brand Stand—new model.
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120    MILLENNIALS WITH KIDS

of events a consumer goes through when exposed to advertising and 
marketing. (See Figure 4–1.)

As an example, let’s say you run a local children’s consignment 
clothing store. Your marketing strategy is to make consumers aware 
of the clothing you sell, make them want it, and then get them to 
come to your store and buy it. It’s simple enough—a linear process 
of consumer engagement. Let’s go back in time (pre-Millennial and 
pre-Internet) to see how the AIDA model used to work:

AWARENESS

INTEREST

ACTION

DESIRE

Figure 4-1

FIGURE 4–1  AIDA—old model.
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customers; they want to be your consumer partners. They want to 
interact, ask questions, offer suggestions, and cocreate the product 
or service, cocreate the customer journey, and cocreate the market-
ing. This allows them to take ownership of your product, company, 
and/or brand and turns them into brand ambassadors, not just con-
sumers.

Intrigue
Intrigue is a combination of interest and desire, but it goes beyond 
creating curiosity by describing benefits. Rather, intrigue is more 
mysterious and harder to achieve. (Kind of like love, right?) This is 
about captivating consumers by offering something new, different, 
exciting, or compelling. Creating intrigue is not just about answer-
ing the question “How is your brand different from any other 

FIGURE 4–2  Brand Atom model.
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in the Coca-Cola 2020 video, Content Excellence is the vehicle 
through which dynamic stories are told. Coca-Cola defines dynamic 
stories as “the development of incremental elements of a brand idea 
that get dispersed systematically across multiple channels of conver-
sation for the purpose of creating a unified and coordinated brand 
experience.” In other words, Storyliving is a vital component of cre-
ating a successful Content Excellence campaign.4

In an attempt to embrace this new ideology, Coca-Cola recently 
came out with a new bottle design that delivers its message of shar-
ing happiness. Vending machines were strategically placed on col-
lege campuses during freshman orientation and dispensed bottles 
that could only be opened when paired with another bottle. The 
idea was that not only would students get to enjoy their refresh-
ing Coke, but they would get to do so with new friends. Coca-Cola 
released a video featuring the new bottles and the reactions from 
students and posted it to the Coca-Cola YouTube page. The video 
achieved instant popularity and was shared across networks.

CREATIVE 
EXCELLENCE

CONTENT 
EXCELLENCE

Figure 4-3

FIGURE 4–3  Content Excellence.
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brands to align themselves with popular events that garner a large 
and engaged audience. Remember that adorable Vicks VapoRub 
commercial featuring Drew Brees, the New Orleans Saints quar-
terback, and his son? Vicks is an official NFL sponsor, and the com-
mercial aired during the games when viewership was at its peak. The 
advertisement resonated with the Millennial dads who were tuning 
in for the game. The emotional appeal of the ad in addition to its 
alignment with one of the most watched sporting programs of the 
year—particularly among the male demographic—scored it a top 
rank on the list of most watched advertisements by Millennial dads. 
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FIGURE 4–4  Content matrix.
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FIGURE 4–5  Content flow.
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from quality to price once they became parents.3 Figure 5–1 illus‑
trates the shift from purchasing products based on quality (a score 
of 100 percent) as opposed to price (a score of 0 percent). This is a 
result of the pragmatism that is redefining the way Millennials are 

AFTER PARENTHOOD
BEFORE PARENTHOOD

0%      10%       20%      30%       40%      50%       60%      70%

Figure 5-1

FIGURE 5–1  Millennial parent spending, price vs. quality.

Source: David Gutting and Jeff Fromm, “Millennials as New Parents: The Rise of 
a New American Pragmatism,” Barkley/FutureCast and Consumer Orbit research 
study, 2013.
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has capitalized on the health kick among Millennials and created a 
business platform that is essentially driven by the Millennial Mindset 
consumer. The Millennial Mindset consumer is a new breed of shop‑
per who is not a Millennial by definition but has adopted the Millen‑
nial Mindset when it comes to purchase patterns and decisions. For 
example, many Gen Xers are jumping on board with the health trend 
and are eating in a way that is very similar to the way Millennials eat. 
This has led not only to an increased presence of Millennial shoppers 

HOW STRONGLY DO YOU AGREE OR DISAGREE WITH EACH
OF THE FOLLOWING STATEMENTS ON NUTRITION AND HEALTH?
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I’LL ALMOST ALWAYS TRY IT

THE LESS MEAT IN MY DIET, THE BETTER

I LOOK FOR FOODS FORTIFIED WITH MORE PROTEIN, FIBER,
AND ANTIOXIDANTS

Figure 5-2

FIGURE 5–2  Millennial parent nutrition and health perceptions.

Source: David Gutting and Jeff Fromm, “Millennials as New Parents: The Rise of 
a New American Pragmatism,” Barkley/FutureCast and Consumer Orbit research 
study, 2013.
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