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MILLENNJAL

THE “RESET™ GENERATION




THERE ARE...

§4  MILLENNTALS TN THRILAND

(BORN BETWEEN 1980-19%)

+ Initiative Global surveyed 10,000 Millennial (focus specifically at aged 25-34) across 19 countries

* Period May-July 2014, including 500 sample from Thailand

« Grown up in an age of rapid digital transformation, tech savvy/Love social media.
* Aunique prospect target for brands and marketers.
« Hard to reach, multiscreener, not brand loyalty

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34



THE ABLITY TO ADRPT IS THER
ONE IDISPENSABLE LIFE SKIL
ADATT — AN THE FLTER THROUGH
WHICH THEY SEE THE WORLD.




INSLCURE,
COMPETITIVE

+5%

Unemployment
(0.94% Q1'15)

lost their job )

had their income global 28%

reduces o
global 36%

worried about personal
economic situation )
global 72%

» “Insecurity is a way of life”, living in a global economy is increasingly “Competitive”
« The recession may be over in many countries, but the majority of this generation

have experienced major setbacks.

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34



FANY PILLENNIALS

CONTINUE TO

STRUGGLE
F INANCIRLLY

struggle with

everyday living

COStS 25
global 52%

fear getting
into debt (Q25)
global 52%

doubt if standard
of living will be improved
in the future -
global 31%

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34
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FRUGAL but NOT CHEAP / ADAPTED, TRADE UP/DOWN.
CAUTIOUS & RESEARCH for the best VALUE FOR MONEY.

Offer things that MATTERS, to WIN THEIR SHARE OF WALLET.

Source : Index Creative Village and Thailife Insurance seminar about Trend for Marketing “dutnsus lng tangwilanisaara” May 21, 2015
Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34
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Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34
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| THEY AR 5
being single - DEI_HY'NG THE don’t have children .
TRADITIONAL

global 32% global 59%

jving at home A RDULTHOOD : ’ are saving for
with parent s 2, e retirement o)

global 20% : : global 20%

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34



FULLENNIALS RECOGNIZE
THE POWER OF INNOVATION

AND CREATIVITY IN* THEIR
OWN' LIVES.




(MBRACE CONTINUAL
CREATIVE REINVENTION

foresee significant
career change very likely to further
their education in the

have changed hold 2+ jobs next 2 years

career path

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34



are able to
express their
creativity

use technology device on
creative hobbies e.g.
making music, design

THEY WANT TO FIND QUTLETS
FOR THEIR CREATIVITY

Millennials love to be INVOLVED by brands in the creative process — think about open coding — so give them the MEANS
TO BE MORE CREATIVE.

Nearly 1 in 5 of our global sample say they are ‘very likely’ to set up their own business in the future.

Help them succeed with how-to, lifehacks and any content experience that makes them feel smarter.

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34
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BUT SOME MILLENNIALS
ALSU WANT BRANDS
10 D0 MORE

believe brands

should play a
role in improving

worthy causes

believe brands

s = have the
brands should just focus potential to be a
on their products & force of good

Servicesa

say that this
would increase
their loyalty

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34



THE WAY MILLENNIALS

COLLABORATE USE TECHNOLOGY
N FORM HOW MARKETING

SHOULD EVOLVE




MILLENNIALS LIVES

own a smartphone -

HAVE BEEN INEXTRICABLY

LINKED TO MASSIVE
TECHNOLOGICAL CHANGE

own a tablet -,
global 46%
own 3+ devices :
global 69%

« They have never known a world without the Internet.

| wantit FAST & NOW - premium on speed, ease, efficiency & convenience

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34



THEY CANT DO WITHOUT TECH
BUT DEMAND MOKt
FROM IT

describe their smartphone

addicted to their : )
as innovative!

devices

get uneasy if they can’t

get online describe their

' smartphone as
powerful

« CLOSE ATTENTION to their CONCERNS and UNMET NEEDS

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34



-

CULLY ADAPTED TO “MULTT-SCR

GLOBAL 15-24 25-34

t 47% 49% 51%

USE SMARTPHONES/TABLET WHILE WATCHING TV

+ 66% 67%

USE DESKTOP PC/LAPTOP WHILE WATCHING TV

+ | 75% 68% 77%

USE SMARTPHONES/TABLET WHILE COMMUTING

INitiative

Q22) Multi-screening/Second Screening, think about the devices you own, do you ever use them whilst using other devices
Source : Initiative’s Boundless Platforms Survey 2014, 500 sample aged 12-66 BU, Watch TV programs or online VDO contents in the past 7 days 22
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Y2014

TILTV
TTL FTA 56%
TTLTVS 9%

TTL CAB/SAT  26%
TTLDTT 17%

Y2015

LTV
TTL FTA 47%
TTLTVS 9%

TTL CAB/SAT 21%
TTLDTT 29%

—TOTAL TV
—TOTAL FTA
—TOTAL TVS

——TOTAL CABSAT

——TOTAL DTT




M A SOCIAL CREATURE
WoooTv AL 13 T

FIORUNY Rin

SOCIAL MEDIA USED EVERYDAY

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34



N0 MORE PASSIVE CONSUMERS

PONER TO SR YIS 6 00 Nl

media everyday

« Value power of SOCIAL NETWORKING and aren't shy about SHARING opinions.

« They want to develop RELATIONSHIPS with brands that deliver a PERSONALISED EXPERIENCE.
« Demand AUTHENTICITY and TRANSPARENCY.

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34



ARENT SHY ABOUT SELF-EXPRESSTO e
6 SHARTNG o

O use social
media for sharing

« Technology also gives them a window into other people’s lives at all times, creating an unnerving scale of COMPETITION

with one’s peers, locally and globally.

Source : Initiative’s Millennial The Reset Generation Survey 2014, Thailand 500 sample aged 25-34



MILLENNIALS CANT BE - STEREOTYPED
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UNDERSTAND & Bt THERE FRIENDS

J WIN THE RESET" GENERATION..

S'LAK THEIR LANGUAGE

INVO
L

THM

Ve THEN
JTHENT
{EACH
USE THE COMMUNICATIONS THEY USt - DIGITAL

C, TRANSPARENT
WHERE THEY AR

COLLABORATE




ABOUT INITIATIVE AND THIS PROJECT

We are Initiative — an Interpublic Group (IPG) agency (www.initiative.com). We are fleet of
foot, with the entrepreneurial spirit of a start-up. We make decisions quickly, avoiding a

lengthy chain of command. But importantly, we have scale behind us and rigor tempered by
experience.

Fast, Brave, Decisive & Simple has become our business mantra. These four words help us
to define not just the way we work and the people we employ, but the clients that we win and
enjoy working with; clients who need us to strip away the complexity from media, who want us
to challenge them and support them in equal measure, and who demand that our
recommendations are rooted in analysis.

CONTACT

Khanokkhan.prajongsangsri@initiative.com



http://www.initiative.com/
mailto:Khanokkhan.prajongsangsri@initiative.com

MILLENNJAL

THANK YOU




