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Compelling content is an effective way to break through today’s cluttered digital landscape 
and connect with Millennials. We delved deep into understanding behaviors and attitudes 
specifically around content marketing by referencing more than 60 insight studies and 
speaking to more than 15,000 respondents aged 18-34. We’ve used these insights to 
determine strategic principles and successful creative tactics for marketers to create 
content that Millennials will engage with and share.

This study is brought to you by Yahoo and Tumblr, in partnership with Razorfish and Digitas, 
to guide marketers through the next generation of digital creative content. 

Hello.
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•	 They will total more than $1.4 trillion in spending power in the U.S. by 2020.1

•	 They are the first generation to be truly open to not just receiving ads, but engaging with 
them and sharing them.2

•	 However, 45% of Millennials don’t usually find content marketing compelling enough to 
share.2

•	 Brands need to reimagine content marketing in order to connect with this important 
demographic.

MILLENNIALS  ARE  A  
LARGE  AND  POWERFUL  GENERATION
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72%
want to connect 
to news across all 
devices3

5
average number
of sites they go to 
watch online video2

55%
are watching video 
several times a day 
on different devices2

7.1
average number  
of devices they have 
access to1

Millennials consume content across multiple devices, so marketers 
need to create content with a “multi-platform” strategy. 

More  platforms,  More  choices
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Source: Yahoo Gen WiFi Study May 2013

Source: Yahoo Gen Y/Z Study 2013

Because Millennials navigate 
busy digital lives, their brains 
have been rewired to organize 
and consume content 
differently. This raises their 
expectations of what content 
needs to be delivered, and 
how quickly it gets there.

REBUILT  TO  
MULTITASK MORE  REWARD 

SEEKING

EXPECT   
EMOTIONAL  PAYOUT

Higher  expectations,  Little  patience
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Millennials value a unique set of qualities that 
drive how they engage with content.  These 
core characteristics include: 

How  they  view  the  real  world
•	 Realness & Transparency

•	 Diversity & Equality

How  they  determine  fulfillment
•	 Self-acceptance

•	 Creativity & Self-expression

•	 Entrepreneurism

What  they  consider  happiness
•	 Positivity

•	 Fun

A  new  set  of  values

VALUES
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What  millennials  expect  out  of  content
DESIRE TO IMMERSE  
IN CONTENT

DESIRE TO  
SATISFY FANDOM

DESIRE TO  
BE “IN THE KNOW”

DESIRE FOR 
RESOURCES TO 
SUCCEED

72%
tend to find  
themselves lost 
in a vortex of 
entertainment1

72%
want to “see it all” 
when it comes to 
celebrity content 
(news, info and 
interviews)1

76%
want to be informed  
on specific topics3

44%
are looking for online 
resources that will 
help them transition to 
becoming responsible 
adults4

52%
seek out sports 
because it’s fun and to 
escape2

10
the number of sports 
sites avid sports fans 
regularly visit2

75%
want to learn things  
and become smarter3

45%
are looking for 
resources, people, and 
books to help them 
get through a financial 
crisis4
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46% of all who notice branded 
content on Yahoo consume it, 1/3 share it

Millennials  recognize  the  need  for  ads,   
and  are  willing  to  share  them
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Branded  content  on  social  works  for  millennials  if  it  is...

Source: Yahoo Content Marketing Ingestion Study April 2013

54%  Brief
53%  Entertaining
51%   Funny
48%  Fresh/new
47%  Unique
46%  Informative/educational 
46%  Relevant to who they are 
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5
STRATEGIC  PRINCIPLES
to  reach  millennials  with  your  content
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3 Be  native, not  deceptive1
Millennials are willing to share good advertising, but dislike when 
advertising feels deceptive.  Create native content that is relevant to the 
environment it’s hosted in, but does not mislead the viewer.

79%
would watch at least some 
of the native video

55%
would watch the native 
video again

51%
would share the native 
video

Source: Yahoo Native Video Case Study 2014
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32
Know when to evolve your communication to stay culturally relevant 
and to keep your audience wanting more. Millennials favor brands that 
showcase their personalities.

Be  an  individual...and  be  ready  to  evolve

Source: Audience Theory’s Branded Content Qual Interviews 2014; Image: Chipotle
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3 Deliver  on  an  emotion...and  know  that  humor  rules3
Generate content that gives Millennials an emotional payout. Comedy is 
the number one most watched genre online and speaks to their values 
of fun and positivity.

Source: Audience Theory’s Branded Content Qual Interviews 2014; Image: Nike
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Reserve judgment in conversation with consumers. Millennials engage 
in creativity and self-expression, which thrive in a judgment-free space.

3 Reserve  Judgment4

Source: Audience Theory’s Branded Content Qual Interviews 2014; Image: Planet Fitness
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3 Act  like  the  locals5
Leverage all different formats - video, images, gifs, and text – to 
follow the rules of the Millennials’ environment.

Be  a  part  of  the  
community

Source: Audience Theory’s Branded Content Qual Interviews 2014; Image: Taco Bell, Tumblr
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6
successful  creative  tactics

16
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CAPTURE A MOOD MOMENT
Act as a repository for a 
particular mood. 

LABEL FEELINGS
Express a complex emotional 
moment. Bond over a universal 
human experience.

3 Set  the  mood1

Source: Audience Theory’s Anatomy of a Hit™; Image: AT&T Mobile Movement on Tumblr
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Help  them  escape2
THE GOOD LIFE
Give Millennials a sense of the good life. It’s a 
chance to broadcast your vision to the world. 

SMELL THE ROSES
Reinforce the Millennial values of embracing life 
and finding happiness along the off-roaded path 
to adulthood.

INSPIRATION
Issue a rallying call and provide a new way to 
look at their lives and the world at large.  

Source: Audience Theory’s Anatomy of a Hit™; Image: Mercedes CLA, Instagram
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Fuel  creativity  &  play3
ABSURDIST MASH-UPS
Tap into a key connection point 
– humor – and find hilarity in the 
nonsensical. 

ART INSTALLATIONS
Inspire collaboration and reinforce 
your brand’s personality with 
hyper-creative artistic expression.

USE MEMES WISELY
Leverage popular memes that 
are the right fit for your brand’s 
attributes, and get creative with it. 

Source: Audience Theory’s Anatomy of a Hit™; Image: Taco Bell, Tumblr 



20

Spotlight  pop  culture4
SUPERFANDOM
Use expressions of strong fandom involving paying 
homage, fan art, mash-ups, and reinventions. 

NOSTALGIA NODS
Trigger Millennials’ nostalgic side for the youth they 
recently left behind by recalling 90’s/00’s TV, music, 
brands, and aesthetics.  

CELEBRITY MUSINGS
Create content about celebrity news – celebrity 
experiences, musings, or what they’re thinking and 
feeling.

Source: Audience Theory’s Anatomy of a Hit™; Image: General Mills History, Tumblr
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Help  them  succeed5

HOW-TO’S
Deliver on Millennials’ thirst for knowledge 
and instruction in the form of how-to’s. This 
can take the form of serious and not-so-
serious stuff. 

LIFE TOOLKITS
Offer a content experience that guides them 
through their paths and makes them feel 
smarter.  This often takes the form of more 
serious topics.

Source: Audience Theory’s Anatomy of a Hit™; Image: Unilever, YouTube Page
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Help  them  discover6

INNER WORKINGS
Reveal a peek behind the curtain of 
how everyday things are made. Tap into 
Millennials’ desire for discovery.

SUBJECT DEEP DIVES
Offer a deep perspective on a subject 
matter Millennials may want to learn 
about.

Source: Audience Theory’s Anatomy of a Hit™; Image: GE, YouTube World History Crash Course
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This study is brought to you 
by Yahoo and Tumblr, in 
partnership with Razorfish 
and Digitas, to guide 
marketers through the 
next generation of digital 
creative content. 

To view the digital copy of  
this content, visit:
advertising.yahoo.com/
contentmarketing
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http://www.advertising.yahoo.com/contentmarketing
http://www.advertising.yahoo.com/contentmarketing



