Introduction
Generation Y (Gen Y) is the cohort of people born between 1977 and 1995. This group is also known as the echo baby boomers because birth rates in developed countries increased after the decline that defined Generation X. Most members of Gen Y are children of baby boomers and their sheer size makes it collectively worth more than Generation X. Furthermore, as baby boomers approach retirement age, a progressively larger portion of Gen Y is entering the workforce. They thus, possess even larger disposable incomes. Moreover, members of Gen Y are well-informed and significantly influence buying patterns of their families. As such, many companies are developing marketing strategies around Gen Y, hoping to tap into the potential of this generation. 

Characteristics of Generation Y and their likes and dislikes

It is generally thought that people of the same age group would have similar behaviors and traits. However, the different generations, be it Gen Y or X or the baby boomers, have their own distinct characteristics, needs and personalities. Hence it is crucial that the marketing strategies used are different for each generation. 

Due to the unlimited information flowing through the Internet, Gen Y has developed into the most well-informed consumer market and unfortunately, the most unresponsive to advertising as well. Brought up in a media-saturated and brand-conscious environment they react differently to advertisements. Gen Y generally

reject advertising that they deem to be untruthful or as they say, "in-your-face" advertising . Aggressive marketing tactics may backfire on companies as Gen Yers generally dislike the feeling of being targeted or even cornered with this strategy. Rather, they prefer to buy products that have reached them through word of mouth. This can be adopted by companies to subtly, yet effectively advertise their product. Mountain Dew, a brand of Pepsi, for example, is solely targeted at Gen Y and its advertising campaign was non-traditional and reinforced through word of mouth, among members of Gen Y. This resulted in Mountain Dew being the third most leading brand for Pepsi in Puerto Rico .
Gen Yers prefer things to be fast and convenient, be it shopping online or researching about a product to be armed with the necessary information they require. They are generally regarded as tech-savvy . This leads to preferences for more technologically advanced products. Products with multiple functions are also favoured, such as mobile phones with camera, video, mp3 and Bluetooth functions. 

There is a misconception among some marketers that Gen Y is brand conscious and loyal. It has been found that in most cases, Gen Yers do not feel a sense of brand loyalty and would switch brands at the spur of the moment . Moreover, these consumers prefer buying products from a wide variety of brands. It is thus, highly vital for marketers and companies alike, to stay afloat

of current trends as Gen Yers would adopt those ahead in style. Gen Yers are trendy and are also known as trendsetters. The Internet again plays a highly vital role in determining trends, as it facilitates dissemination of information across the world effectively. 

Gen Y is also heavily influenced by music and the artists they admire or wish to emulate . However, in this case Gen Yers differ from each other as various groups have differing tastes in music. Those that follow Marilyn Manson, for example, would be into gothic fashion as opposed to those who follow rapper Eminem. A well-placed consumer endorsement could thus, possibly increase sales revenue. It is therefore essential for companies and marketers alike to stay in tune with the ever changing trends of their targeted Gen Y segment. For example, this can be done by constantly following trends on channels such as MTV or researching online for more direct views.

Another distinct aspect of Gen Y is their preference to personalize their items. Gen Yers generally like to feel "special" and not follow a generic style.   Products should therefore be flexible; allowing consumer's to customize them to their tastes or provide variety such that they are able to pick which product best suits them. For example, mobile phones no longer just need to be functional but must be aesthetically pleasing. Most mobile phones have changeable covers or already come in different colours and design. 

Case Study

in Toyota Scion

With needs, interests and experiences unlike any previous cohort, the up and coming Gen Y drivers are indeed difficult to please. The Scion, a brainchild of Toyota, however serves as an excellent benchmark, revolutionizing the approach to car purchase and ownership. It shows how and more importantly why specific strategies have to be developed at targeting these younger drivers who actively seek out the latest innovations and trends. With its holistic marketing strategy, Scion outdid several major competitors, selling an amazing 100,000 units in the very first year (2005) of its nationwide launch in the United States . Integration of four keys qualities; affordability, convenience, empowerment and connectivity with the consumers have been central to Scion's success.

Scion has been quick to recognize that many of its potential consumers are in initial stages of their careers and would thus, seek affordable cars. Thus, a competitive pricing strategy would be vital in attracting market shares. As noted by car critic Larry Printz , the Scions are indeed wallet-friendly, US$12965 for a manual model and US$13765 for an automatic version. Even with this price range however, Scion continues to face stiff competition from rivals like the Pontiac's Vibe.   Nonetheless, it has developed several unique selling points that appeal specifically to its Gen Y market.

As mentioned, these consumers demand convenience and Scion has developed a quick,

straightforward process in car purchase. Convenience is integrated in every step; cars are marketed via the Internet, transactions are made easier with widely distributed showrooms and specially trained staff and cars are delivered within a week of the order. 
Scion's website plays an integral role in its marketing strategy. Not only does it allow customers the freedom to browse and research the cars at their own pace, it provides an inviting and interactive dealership platform, tech-savvy Gen Y customers are accustomed to. A well detailed, yet easily negotiable web page provides extensive information on the cars, possible credits, leases and finances. With much of the buying process done online, purchases are accelerated. Furthermore, customers may even choose to carry out all transactions online and get the car delivered to them.

Scion's interactive website offers the buyer every opportunity for personalization. Providing a basic car with the essential components, it allows one to add accessory items and customize their car to their preference. With a wide assortment of exterior, interior, sound and performance gadgets to mix-and-match, there are thousands of ways to configure a Scion. Rather than developing a single product in hope of attracting buyers, it empowers the individual, allowing the customer to develop his own unique car.

Another key factor to Scion's success is its relentless approach in developing a connection with its target

market. To better understand and serve the Gen Y drivers, Scion provides several avenues for customers and potential buyers to post their views and feedback. As mentioned by Scion's Vice-President Jim Farley   "Scion will evolve according to what is heard from dealers and trendsetters of Gen Y, to ensure continuous improvements of the entire brand experience". Its online community is extensive. Scion's very own blogs, forums, chatrooms and even a Yahoo! Auto group serve as effective means of managing word-of-mouth and listening posts for advice on ways to further satisfy their consumers. This is reflected with its attempt at avoiding marketing myopia with its recently launched �Scion Girls', an online community specifically catered to the views of lady customers. Scion realizes that female buyers make up a significant proportion of their market and thus, strives to look into their specific needs as well. 

Scion is not just about buying a car. It entails progressively developing a new customer mindset, process, and culture. Dubbed the �Scion Culture' it hopes to contagiously appeal and latch on to the Gen Y market.   Scion is involved in a whole range of activities from sponsoring tours such as the year long Emerging Artist Tour and Installation2 Scion Arts Tour, to venturing into motor sports with Scion Racing and �Scionizing' customers wardrobes. Not only do these measures serve to raise awareness, it also projects Scion as �hip', �cool' and trendy,

attracting the Gen Y market.

Scion's mission   says it all, "satisfying a trend setting youthful buyer through distinctive products and an innovative, consumer-driven process". A genuine approach at empowering consumers, appealing to the desire for personalization and the willingness to mold itself to suit the customers ever changing needs, it is definitely off to a flying start. 
Marketing Strategy for Generation Y

Product 

We can look at a product in different aspects, such as functions, aesthetic and level of customization. Being a group of people who value convenience, the Generation Y people prefer multifunctional products that, allows integration of uses and applications. An example could be the Post-It ® Flag Highlighters in which Post-Its ® are slotted into an integrated highlighter, to allow easy retrieval. It is especially useful for students busy studying for exams. 
Also, this cohort of people shows preference for individuality and flexibility in their choice of products. It has been found that 68% of the people we surveyed found customization the most important part of the product and more than half the people surveyed feel that the product should be unique and reflect their identity . In order to cater to their tastes, products should allow a high level of customization so as to display their uniqueness and make the owners stand out as trend setters. An example of such product would be Nike's line of customizable shoes . In

addition to its regular type of shoes, Nike's website provides potential customers the opportunity to customize their shoes by varying the colour of the base, rims, laces. 

Besides being multifunctional, products must also look aesthetically pleasing to capture the favour of Gen Y consumers. This group of consumers places much emphasis on the appearance of products, even to the extent of the packaging of the product. A well-designed package tends to improve the perceived quality of the products. About 80% of the Gen Yers surveyed believe that the product should look cool and have that "hip" factor .

The concept of being trendy also applies to many in the Gen Y cohort. Having a sense of identity and their want to belong to a social group emphasizes the importance of peer influence. This greatly determines their buying habits and products should ride upon the current market trends. 

However, the phenomenon of "overselling" often follows a trend and it results in a loss of uniqueness in the product. For example, the Giordano's line "me" shirt was launched with the intention of letting buyers stand out as individuals. Their plan backfired on them as the shirts were too easily available at economical prices. Many people from other age groups also bought them and as a result, it became generic and not unique to Gen Y anymore. In contrast, the "Abathingape" T-shirts series generally has more designs. Furthermore the outlets where this line of shirts

is available are limited and the outlets are normally small and trend-conscious. While keeping abreast of the newest trend, the designer strikes a fine balance between exclusivity and mass appeal. 

Promotion

Promotion plays a very crucial role behind the success of each product. There are many ways to promote a product whether it is through the broadcast media, print media or the Internet. Here in this section, we will discuss a few promotion strategies that would appeal to the Gen Y.

Firstly, road shows demonstrations can be organized to highlight the product's features and applications. Exhibitions such as IT fairs and galleries at EXPO and SUNTEC give them a greater variety of products thus allowing comparing of different products at their own convenience (geographical convenience). For example, when shopping for a laptop, one can visit booths of different brands within the vicinity and eliminating the hassle of obtaining information about the product from individual sources such as websites and brochures. This first-hand experience and high level of interactivity is also important in letting the would-be customers understand the products better and clarify any queries with regards to the products. This will instill a greater sense of confidence in the product. Marketing VOX reported in 2005 a survey they did which revealed that 70% of 13-23 year olds prefer experiential marketing versus Internet or television advertisements. It was found

that the more involvement Gen Y has with a brand, the more brand loyal they will become .

In order to reach out to the greater mass, advertisements are a must-have to inform potential buyers of the products. Some channels of advertisement include magazine, newspaper, SMS, email and the Internet. The Gen Y, being technologically savvy, would incorporate these forms channels into their everyday life. Most of them use these avenues to find information on the product.   Hence the above mentioned methods can extend out to them very well, and widen the target market's exposure to the products. 

The Internet has been one of the very common forms of advertising for products. Banner ads are often posted in relevant forums to draw the attention of the right target market, such as advertisements for games or game consoles placed in gaming forums.   The effects of word-of-mouth in promoting products should not be ignored too. From the survey, more than half would recommend a product that they liked to their friends and consider recommendations from friends to be important when buying a product . With widespread usage of the Internet and the advent of blogging and instant messaging, it has provided consumers a popular means of gathering product information and reviews. The company Mind Comet prefers to utilize blogs to create awareness about their product. By sending out emails, they let bloggers know about their new services on the day prior to its launch.

This had resulted in a high response of 1 million individual visitors in less than a month. 

Viral marketing and viral advertising refer to marketing techniques that seek to exploit pre-existing social networks to produce exponential increases in brand awareness. It is word-of-mouth delivered and enhanced online as it harnesses the network effect of the Internet and can be very useful in reaching a large number of people rapidly. Teenagers can be "employed" to promote the products or brands to their friends and other peers through e-mail, blogs, and forums among others . In return, they receive free samples, vouchers, or discounts on the product. 

SMS marketing is an uprising form of promotion as most of the Gen Yers own mobile phones . At the moment, it is still under-utilized but however like all other forms of promotion should not be abused as, if the recipient is flooded with SMS ads, it would likely turn them off. For example, some initiators of SMS advertising are Chinablack, which is a nightclub, SMS'ing people about their promotions on certain nights, such as free entry when the SMS is shown at the door, and Topshop having 15% discount for people who received their SMSes.
Increased e-communication has also resulted in low usage of direct mail. Ironically, this may make them more attentive to its content as the mail volume is low. Vouchers, discounts coupons and samples could be dispatched to allow testing of products before actually paying

for it. This removes the element of financial risk of trying new products and thus more consumers might be more willing to buy them the next time. Furthermore it has been found that the samples, vouchers and discounts received through direct mail were used and some recipients were willing to switch brands to try new products. 

In addition to the above strategies, contests and competitions can also be organized to create greater awareness of a product as most Gen Yers surveyed would enter contests in order to win prizes . An example would be buying a Pepsi bottle to be eligible to stand a chance to win a free download from Apple's iTunes Music store . As a result, this strategy markets both products at the same time. 

Price

Pricing is a complex process that involves many factors such as the type of product being marketed and the product life cycle; hence there is no one strategy that can be used. The following are thus just suggestions that should be taken into consideration when marketing to Gen Y. 

Market skimming - Higher initial price which is then lowered in the next few stages would be a good choice for electronic products such as mobile phones and MP3 players. With 82% of those surveyed ranking technology as important in a product , it can be deduced that Gen Yers like to keep ahead of technology hence products with better technology are more sought after. Due to the rapid evolution of technology and ever changing trends resulting

in short product life cycles, prices should be continuously adjusted. Hence while the product is still technologically ahead, the price should be higher. Therefore the larger profit in the beginning capitalizes on the low price sensitivity of early buyers and would help to recover cost faster and generate funds for future ventures. As the demand for the product drops, the price should also be reduced accordingly. This would then cater to people with higher price sensitivity that are relatively less trend and technology conscious. 

Market Penetration - Since a high percentage of Gen Y are price conscious (68% rate price as the most important factor) , a low price could help products penetrate the market faster by gaining a larger number of buyers and thus obtaining a larger market share in the earlier stages. The price of the product can then be increased gradually over time. However, prices should not be too low because of the perceived quality of the product associated with price. 

Place 

Place is another important factor of where and how company is going to sell their products.   51% of our survey respondents are willing to pay extra for convenience (q.10). 

Nowadays, online shopping is very popular within the Gen Y cohort. Many products have been purchased online through big companies such as E-bay.com, amazon.com and some other famous teen's website such as alloy.com, seventeen.com. E-shopping is favourable with the Gen Y because they

can retrieve information about the product promptly, compare product price, and most importantly order the products on-site. In the marketers' points of view, selling product through a website can save transaction cost, reduce advertising and sale expenses. It is estimated that total transactions of $6 to $7.5 trillion worth of products and services will be carried out online by 2007 globally. 

One-Stop Shop is a location that offers a multitude of services to a client or a customer. The idea is to provide convenient and efficient service and also to create the opportunity for the company to sell more products to clients and customers. Such products and services sold usually complement each other in serving a purpose. For example, a fashion shop catering to Gen Y may include other accessories such as shoes, earrings, handbags which match with the clothes. A shop selling IPod may include the IPod cover. Cathay Cineleisure, which attracts a large number of Gen Y people, is a famous one-stop-shop in the leisure and entertainment industry in Singapore. They have developed a unique "Cineleisure" brand of a leisure, lifestyle and retail concept, offering patrons and visitors an array of wholesome family entertainment options. Another idea similar to one-stop-shop is to locate shops that cater to Gen Y in one place. For example, the basement of Far East Plaza is a place where we can find clothes, shoes or other merchandise for Gen Y. 

Another strategy

is to locate your shop at a place where Gen Y human traffic is high. One such venue is the NUS, with nearly 30,000 students, houses some shops and many vending machines through-out the campus. The students value convenience and are willing to patronize these shops even though the prices of some items might be a little bit higher as compared to shops outside of campus.   

In short, when considering a place to sell products to people from Gen Y, it is preferably conveniently located and offers other products and services that augment the intended product to be sold. 

Conclusion

Furthermore, due to the distinctive buying behavior of Gen Y, even in their early adulthood the likelihood for their buying behavior to remain the same is quite high. Therefore, it is important to know and keep track of the behavior of Gen Y.
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