Are Millennial’s purchasing decisions

OXFORD

affected by brand influence and their BROOKES
approach towards conscientious

consumption?

Introduction

Purpose: To add to existing
Millennial consumer research, In
the field of conscientious
consumption (CC). Specifically
towards the role of brand
Influence and CC approach, and
impact on purchasing decisions.

Millennials

Definition: individuals born

between1981 and 2000

(Mobolade, 2016)

* Generational cohort grown up
in digital era- widely influenced
by this

« Consumer spending habits
influenced by lifestyle status I—

Conscientious consumption :|.'
Definition debates: (D

According to GDRC (2016):

the consumption of goods/ )
services that have minimal m
impact on the environment and
social and economically viable. C
» Evolving field of research -
» Research suggest growing (D
Consumer concerns

Consumers, brands and m
purchasing
* Customers want to promote (D

Ethical practices through their <

purchasing decisions (ref) -

* Importance of purchasing (D

criteria: Price is very influential

» Literature finds attitude E
behavior gaps for millennials
and sustainable consumption

References:

Molennar’'s (2013) consumer
Decision Making Process
model was used to
demonstrate the role brand
influence has on purchasing
decisions. It was also used in
the study due to its
applicabllity to the millennial
generations, through its
recognition of the increasing
role of digital influence on
decision making.

Millennials, brands and CC

« Little academic research o
link

* Literature suggest
millennials more likely to
pay premium and choose
ethical brands and brands
should produce eco friendly
products

 Need to cater to millennials
needs and be sustainable

Data Gollaction

* Research gathered from
academic and practitioner
journals

 Conducted 6 semi
structured interviews:

* Participants: Millennials,
voluntary and convenience
sampling
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Key Findings:

** Millennials influenced by

digital technologies

'I'I ¢ Lifestyle status is the

biggest influence on
purchasing decisions:
explicitly towards
sustainable consumption

- attempts

* Lack of knowledge
“ Lack of consistency in
brand rankings- mixed
definitions

Figure 1. Participant Brand Ranking Scores

Participant Brand Ranking Scores

¥ Particpant 3

Conclusion

Findings relate to literature
findings

Most significant findings
was the role of lifestyle
status- impact of this:
overrides sustainable
consumption efforts
Influence on digital
technologies

Implications: more research
needed on relationship and
need to acknowledge
contemporary issues for
marketers

Mahele, N., lversen, N., Hem,L. And Otnes, C. (2015). ‘Exploring Consumer Preferences for Hedonic and Ultilitarian Food Attributes. British Food Journal. Vol. 117, 1ss.12, pp.

3039-3063.

Mobolade, O. (2016). ‘How to Market Effectively to Millennials’. WARC. Available at:https://www-warc-com.oxfordbrookes.idm.oclc.org/Content/ContentViewer.aspx?

MasterContentRef=fb70eb96-a548-40cb-8c99-602f46e49bc8&g=mobolade&CID=A107430&PUB=BESTPRAC. Accessed: 21st March 2017.
The Global Development Research Centre (2016). Sustainable Consumption. Available at: http://www.unv.org/site/default/files/UNV_AR2012_ web_stats.pdf (Accessed: 21st March

2017).

Usitalo, O. and Oksanen, R. (2006). ‘Ethical Consumerism: A view from Finland’. International Journal of Consumer Studies. 1ss,28, Vol.3, pp.214-221.




