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Millennials as customers
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T

he Retail Forum on 3 July heard
from Chris Labrey, Managing

'LUHFWRU8. Ζ5/Econocom and Anaïs

Veerapatren, Business Manager UK,
Proximis on the topic of Millennials as
customers. The session was chaired by
Catherine Palmer.

Millennials as customers
&KULV/DEUD\0'8.ΖDWGLJLWDO
transformation specialist Econocom,
explains how retailers can adapt to the
mindset of millennial consumers, also
described as ‘blue dot consumers.’
‘They are placed at the centre and the world is shown from

10 years later, the technologies that we use daily open a

WKHLUSHUVSHFWLYHȇVD\V/DEUD\Ȇ:LWKRQHFOLFNWKH\H[SHFWDQ\

world of opportunities for the modern customer. ‘It is easy

product or service to come to them, wherever they are. As a

to compare prices, get feedback, complain ostentatiously,

UHWDLOHUWUHDWLQJWKHPDVVXFKZLOODGGVLJQLȴFDQWYDOXHWR\RXU

ask advice and so much more,’ says Veerapatren. ‘Experience

customers and make you stand out.’

gained importance over the product and customers regained

He notes that millennials expect personalisation. ‘They
want brands to treat them as an individual, with personal

the power.’
Veerapatren acknowledges that retailers are now at

details, relevant to them,’ he says. ‘This generation also craves

the mercy of customers who have access to an array of

authentic brands, with a genuine purpose. The human aspect

products, high customer experience standards and growing

behind your brand, its origin, its big idea are what really

expectations. ‘The product can be outstandingly unique and

matters and what will make a real connection between your

WKHVWRU\WHOOLQJPDJQLȴFHQWEXWWKHFKDOOHQJHLVWUXO\DERXW

customers and your brand possible.’

RHULQJDXQLȴHGH[SHULHQFHWKDWWUDQVODWHVLQWRRHULQJD

&RQWH[WXDOFRPPXQLFDWLRQLVDOVRHVVHQWLDOȆ7KLVLVDERXW

clear promise which lets the customer know that the product

anticipating your customers’ needs based on who they are,

is available however they desire,’ she says. ‘That has been the

where they are going and what they might need next,’ says

vision of Proximis since the beginning.’

/DEUD\Ȇ7KLVLVKRZUHDOYDOXHLVDGGHGȇ
)LQDOO\PLOOHQQLDOVYDOXHVKDUHDEOHH[SHULHQFHV/DEUD\

8QLȴHG&RPPHUFH

notes that, in today’s world, ownership as we know it is dead.

8QLȴHG&RPPHUFHLVDIULFWLRQOHVVFXVWRPHUH[SHULHQFH

Millennials want experiences and they want to share those

across digital and physical channels, linking the stages of the

experiences with their family and friends via social media.

FXVWRPHUȇVEX\LQJMRXUQH\IURPVHDUFKLQJDQGWUDQVDFWLQJWR

+HDGYLVHVWKDWEHLQJUHDG\WRFKDQJHDQGȴWLQWRWKHVH
blue dot consumers is what will keep your business going. ‘It

the delivery.
Veerapatren says that too many brands still struggle to

really takes a lot to provide a positive customer experience,

GHWDQJOHRQOLQHDQGRɞLQHWRRHUWKHVHDPOHVVH[SHULHQFH

and nowadays meeting their expectations is not enough, you

WKDWFXVWRPHUVGHPDQG<HWXQLȴHGFRPPHUFHFDQRQO\EH

need to delight and empower them.’

DFKLHYHGWKURXJKXQLȴHGGDWDXQLȴHGFKDQQHOVXQLORJLVWLFV
DQGXQLWHFKQRORJ\7RJHWWKHUHLWLVQHFHVVDU\WRJRGRZQ

The New Customer Buying Journey
Anaïs Veerapatren, Business Manager UK at Proximis,
expanded upon the buying patterns of this new consumer.
Veerapatren outlines that 20 years ago, retailers had the

ecommerce and omnichannel solutions.
Veerapatren concludes that the new customer buying
behaviour requires a solution that has been natively designed
IRUWKHQHZUHWDLOHUDȆ8QLȴHGFRPPHUFHLVXQHTXLYRFDOO\WKH

SRZHUȆ3HRSOHWUXVWHGEULFNDQGPRUWDUVKRSVȇVKHVD\V

RQO\ZD\WRRHUDQHHFWLYHSURPLVHWRWKHFXVWRPHUDQG

‘There was restricted access to product information, scarce

HDVHWKHLURYHUDOOEX\LQJMRXUQH\ȇ

feedback and expectations for counselling from salespeople.’
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