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Millennials Survey
Broad Media Usage Portends Increasing Fragmentation, Prefer-
ences for Ad-Supported Content Online

Overview. The “Millennial” generation—born in the 1980s and 1990s—is estimated 
to include one-quarter of the U.S. population and to infl uence as much as half of 
all purchases. Millennials came of age with computers, cell phones, and the Inter-
net, and interact with media differently than their predecessors. We surveyed 500 
college students nationwide to learn more about their media consumption habits 
and preferences in order to better identify investment opportunities in the media 
and marketing sector. 

Diverse consumption of media should drive increasing fragmentation, but a 
few properties will continue to reach a mass audience. As expected, our survey 
respondents spend more time online than they do watching television—twice as 
much time, in fact—but newspapers and magazines are more popular than we had 
anticipated. Two Web sites in particular were overwhelmingly favored—Google and 
Facebook—and remain among the few ways to continue to reach a broad segment 
of the Millennial population.

Digital = Free. Survey respondents expect digital content to be ad-supported and 
free to them, and they have clear model preferences for content consumption. 
Although they also want free music, they will open their wallets to buy ring tones 
and tickets for live performances and appear to be interested in a music subscrip-
tion model.

Marketing services companies, “category killer” sites benefi t most from Mil-
lennial media consumption habits. We believe Millennial media consumption 
habits will accelerate changes in the media and marketing landscape, and expect 
that companies with a differentiated online presence and those agencies and proper-
ties with strong online marketing operations will benefi t. We see the category killer 
sites such as Google and Facebook as well as the best-of-breed marketing services 
fi rms such as Omnicom, WPP Group, aQuantive, Publicis, and MDC Partners as 
the long-term benefi ciaries of Millennial-driven trend shifts.
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Executive Summary

 The “Millennial” generation, defi ned as those born in the 1980s and 1990s, typically to baby 
boomer parents, is estimated to include between 75 million and 82 million young people 
in the United States, about one-quarter of the U.S. population. Millennials are estimated 
to have $200 billion in discretionary spending power and to infl uence as much as half of 
all purchases.

 The Millennials largely came of age with computers, cell phones, and Internet access, and 
spend twice as much time online as they do watching television. Millennials also tend to use 
several different media platforms simultaneously, with one estimate suggesting Millennials 
consume an average of 20 hours of media within seven hours of clock time.

 In addition to Millennials’ unique media consumption patterns, we have identifi ed several 
themes that we will review in more detail throughout this report, including the following:

• The Internet is Millennials’ primary medium. We estimate that media usage patterns 
by the college students we surveyed could imply an annual domestic online advertising 
opportunity of as much as $140 billion in the next 10 to 15 years.

• Digital = Free. Survey respondents expect digital content to be free (ad-supported) and 
have clear preferences regarding online content-consumption models.

 
• It isn’t just online content Millennials want free. It probably comes as no surprise to 

music executives that college students do not buy much of the music they listen to. But 
they do seem to prioritize buying ring tones, and seem open to both a monthly subscrip-
tion model for purchasing music as well as buying tickets for live performances.

• Expect increasing fragmentation. Millennials consume a diverse mix of media, with 
newspapers and magazines more popular than we had expected; we believe these 
preferences will contribute to increasing media fragmentation. 

• Despite increasing fragmentation, there are still a few places advertisers can 
reach a broad audience. Two Web sites in particular were overwhelmingly favored by 
the majority of Millennials surveyed—Google and Facebook. For the latter in particular, 
our initial skepticism that Facebook might fade over time was contradicted by responses 
indicating fi erce loyalty to Facebook and by recent data indicating that Facebook’s 
popularity is increasing.

• We expect place-based and word-of-mouth marketing will resonate with Millenni-
als. We asked both college students and people over age 25 how they learn about new 
products. From the responses, we believe Millennials are more receptive to place-based 
marketing and rely more heavily on personal recommendations since they watch less 
television than older survey respondents.

 The volume of Millennial media consumption and the preference for ad-supported media 
provides signifi cantly more opportunities for advertisers to reach this attractive demographic 
group. We believe those best positioned to successfully address and benefi t from the Mil-
lennials’ media consumption preferences include the following:

• Marketing services agencies. The agencies will help to both develop creative mar-
keting messages that multitasking Millennials will pay attention to, and choose from 
ever-increasing media options to best reach their target audience. Of the agencies we 
cover, we believe that Omnicom and MDC Partners are best positioned with recognized 
creative strengths, marketing services presence, and media capabilities.
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• Category killers. With the overwhelmingly strong preferences for Google and Face-
book from the Millennial survey respondents, we are re-dubbing the two sites to 
refl ect their dominance. We see Google and Facebook and the few other sites that 
are almost unanimously used and preferred to their respective competitors as among 
the few places where a broad, mass-market audience still exists in an increasingly 
fragmented environment.

• Fallen (or falling) stars. With the disappointing usage trends our survey foretells for 
Yahoo, MSN, and AOL, over a longer horizon we see the three sites as less likely to 
attract the outsized proportion of advertising spending they do today. JupiterResearch 
estimates that today Yahoo, AOL, MSN, and Google realize 55% of online advertising 
spending. As social networking sites (as an example) become more popular, however, 
we suspect that a portion of the advertising spending on portals such as Yahoo will shift 
to more closely refl ect consumption, although we believe that in the near term these 
sites will continue to benefi t from increases in online ad spending.

• High-quality content creators and owners. We see the owners and producers of spe-
cialized and high-quality content as future winners, provided the content is accessible 
through a multitude of platforms, has limited usage restrictions, and is ad-supported. 
Some companies we believe are well diversifi ed across traditional and new media 
include News Corporation, CBS, Meredith, and Scripps.

 Who Are the Millennials, and Why Do We Care?
 The defi nition of the “Millennial” generation varies by source, but generally is thought of as 

the generation born in the 1980s and 1990s, typically to baby boomer parents. The Millen-
nials are estimated to include between 75 million and 82 million young people in the United 
States, or about one-quarter of the U.S. population, and are believed to be the largest gen-
eration since the baby boom generation was born in the late 1940s and 1950s. Millennials 
are thought to have $200 billion in discretionary spending power and to infl uence as much 
as half of all purchases.

 In addition to the signifi cance of the sheer size of the Millennial generation, the group has 
different media usage habits than earlier generations. Frank M. Magid Associates highlights 
the generation’s simultaneous use of multiple media platforms, estimating that Millennials 
consume an average of 20 hours of media within seven hours of clock time. The Millennials 
are shaping the future of media as the generation enters the commercially important 18- to 
34-year-old demographic. 

 Overview of Millennial Survey
 We conducted two surveys that we reference throughout this report: we surveyed college 

students for our “Millennials” survey, and we also surveyed more than 350 individuals over 
the age of 25 (our “Over 25” survey) for comparative purposes.

 We conducted our survey of college students between September and November 2006, 
receiving 500 responses from college students nationwide, as illustrated in fi gure 1, on 
the following page. Respondents were asked 51 multiple-choice questions and 5 open-
answer questions.
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 We chose to survey college students for two reasons. First, the 18- to 22-year-old popula-
tion is near the leading edge of the Millennial generation and is a portion of the generation 
particularly accustomed to using social media Web sites, including Facebook and MySpace. 
Second, the majority of college students are living on their own, making their own spending 
and consumption decisions away from the immediate infl uence of their parents.

 We identifi ed campus leaders to distribute the survey electronically among as diverse a 
population as possible. Our survey sample was 60% female and 40% male, relatively in 
line with 58% female and 42% male 2006 undergraduate enrollment, according to the U.S. 
Department of Education.

 Internet, Cell Phones Critical to Millennial Media Consumption
 Of the college students we surveyed, 95% report spending an hour or more actively online 

each day, with an average of close to three hours spent online daily, compared with an 
estimate by Veronis Suhler Stevenson of 30 minutes per day spent online by the general 
population. In contrast, only 51% of our survey respondents watch television for an hour 
or more each day, with an average of approximately 1 hour, 25 minutes spent watching 
television, compared with Veronis Suhler Stevenson’s estimate of 4 hours, 18 minutes of 
television-watching time for the general population per day; further, 93% of the students 
surveyed report that they undertake another task while watching television, such as read-
ing, homework, e-mail, or text messaging, with responses indicating that an average of 
41.6% of television “watching” time is actually multitasking time. Eighty-three percent of 
our respondents listen to music more than an hour each day, with an average of 2 hours, 
47 minutes of daily listening. As a group, our respondents identifi ed cell phone (voice) as 
the most important tool for day-to-day communication.

Source: William Blair & Company, L.L.C.

Figure 1
Millennials Survey
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Source: Veronis Suhler Stevenson, William Blair & Company, L.L.C.

Figure 2
Millennials Survey
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Figure 3
Millennials Survey
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Figure 4
Millennials Survey
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 Twice as Much Time Spent Online as Watching Television: A $140 Billion Opportunity
 As highlighted above, survey respondents reported spending on average twice as much 

time online as watching television, with time spent on the Internet a more focused experi-
ence than television-watching. We see few threats to this trend and expect the time spent 
online to increase as more content becomes available there. As marketers become more 
comfortable with advertising on the Internet, we project that advertiser spending will increase 
to refl ect usage trends. 

 With the general population spending an estimated four hours, eighteen minutes watching 
television daily, advertisers are spending approximately $70 billion annually on domestic 
television advertising. But since our survey respondents prefer spending twice as much time 
online as watching television, we see the potential for U.S. online advertising spending to 
grow to $140 billion by 2020 as advertisers shift their spending to match usage trends to 
reach the Millennials, who by then will make up the majority of the commercially important 
18- to 49-year-old demographic group. One possible shortcoming to our analysis is what 
the students classifi ed as Internet activity, which may include nonmedia activities such as 
research for class or communications with friends. Despite this shortcoming, however, we 
highlight that certain online activities such as search are extremely valuable to marketers 
per unit of time expended and we suspect that these forces may balance out, making a 
$140 billion target reasonable. Figure 6 illustrates our estimate—based on the preferences 
indicated by the respondents to our survey—for how the marketing mix may change over 
the next 10 to 15 years.

Source: William Blair & Company, L.L.C.

Figure 5
Millennials Survey
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 Digital = Free
 We asked about preferred methods for paying for content online, and overwhelmingly 

respondents indicated a preference for free content versus paid content. Specifi cally, re-
spondents demonstrate a preference for free content with advertising they could not skip 
as opposed to paying out of pocket to access content. We believe this preference is the 
result of three factors: 

• First, we view this as fallout from early Internet models offering free content online, which 
we surmise set expectations that content found on the Internet will be ad-supported, or 
free from out-of-pocket payments; 

• Second, the advent of Google AdWords in 2002 has enabled small publishers to mon-
etize their content online; 

• Third, growth in social networking, user-generated media, and blogs has created a 
much broader group of content producers (and therefore a broader array of content to 
be consumed), marginalizing the value of some “big media” content.

 We suspect that efforts to convert this group to paid “premium” content will be diffi cult; our 
survey of college students indicates that only 4% of respondents pay for premium online 
content such as TimesSelect from the New York Times and CNN.com’s premium video 
content, some of which students may be able to access for free. Fifty-seven percent indi-
cated that they would be unwilling to pay to watch television shows or movies online, while 
73% would prefer to watch television shows or movies with advertisements they could not 
skip rather than paying to watch a show commercial-free. When asked whether they would 
download a movie and burn their own DVDs instead of purchasing them, 62% said that 
they would.

 
Source: William Blair & Company, L.L.C.

Figure 7
Millennials Survey
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 Implications. We see the greatest near-term implications of these online content payment 
preferences for the television and movie industries as they work to defi ne how programming 
will appear online. At present, there are three primary models for the (legal) distribution of 

Source: William Blair & Company, L.L.C.

Figure 8
Millennials Survey
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Figure 9
Millennials Survey
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Figure 10
Millennials Survey
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television shows online: the pay-per-episode model offered through sites such as iTunes, the 
free-episode-on-the-network-site model, and the free-episode-on-a-third-party-site model, 
through sites such as Joost, which has content agreements with CBS and Viacom.

 
 From the preferences communicated by our survey respondents, we see an ad-supported, 

television-like model as more likely to both gain widespread adoption online and the approval 
of advertisers, studios, and networks as well. For marketers, their ads would not be able 
to be skipped, and by requiring registration to watch a show, online ads potentially could 
be personalized to the viewer. For the studios and networks, existing fi nancial agreements 
for television content could more easily be amended to allow for broadcast online. Such 
a model will allow consumers to watch content on a time-shifted basis, likely undermining 
DVR services; further, ABC and ESPN’s recent agreement with Cox Communications’ 
video-on-demand service to disable the fast-forward function for the networks’ content and 
commercials is a step toward altering consumers’ time-shifted viewing habits and asserting 
the ad-supported content model.

 We expect online distribution partners such as Yahoo and MSN (in the case of the as-yet-
unnamed NBC-News Corporation online video content venture) would likely welcome ad-
ditional content and any revenue-sharing agreements for advertising during the programs. 
We see Yahoo and MSN as the most likely online portals to benefi t from these distribution 
arrangements, at least until Google’s YouTube smoothes the ruffl ed feathers of content 
producers concerned about copyright infringement.

 Digital Content Isn’t the Only Thing Millennials Want Free: Ring Tones, Subscriptions, 
and Live Performances Are Keys to Future of the Music Business

  I’m afraid the music industry is falling apart. 
  —will.i.am, Black Eyed Peas

 Our Millennials survey respondents listen to an average of close to three hours of music each 
day, but when we asked about the percentage of their music collection that they purchased, 
52% of survey respondents paid for less than 25%, and 10% said they had not purchased 
any of the music in their collection. Of the music they had received free, survey respondents 
would have purchased only approximately 20% if they had to pay for it. Further, when we 
asked how respondents would have allocated a hypothetical $1,000 across a list of purely 
discretionary items, 67% indicated they would spend nothing on music, with the average 
budget allocation for music only $44. Respondents were willing to spend more on entertain-
ment (including concert tickets), however, with an average budget allocation of $114.

 
Source: William Blair & Company, L.L.C.

Figure 11
Millennials Survey
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 At a time when illegal fi le sharing is estimated to account for up to 100 times iTunes’ legal 
downloads, and following a 20% industrywide decline in CD sales in fi rst quarter 2007, there 
is concern about the future of the music industry, with recording companies hesitant to try 
new and unproven business models and technologies.

 To better understand Millennials’ expectations surrounding what they will and will not pay 
for, we asked a series of questions about delivery options and music revenue models. As we 
suspected that cell phones would likely be as ubiquitous as iPods and MP3 players—which 
93% of respondents report owning—we asked the college students whether they would pay 
to have commercial-free music channels on their cell phone; only 8% said yes, and only 
16% said they would pay to download full songs to a cell phone. But 56% said they would 
pay to download ring tones to a cell phone, despite an average cost of $1.90 per ring tone 
in North America (according to Juniper Research), or approximately two times the cost of 
an iTunes song download.

 

Source: William Blair & Company, L.L.C.

Figure 12
Millennials Survey
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Figure 13
Millennials Survey
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 We also asked about buying music through a subscription-based program, a comparatively 
novel model for the music industry. We were intrigued that 65% of college students polled 
would be interested in getting all the music they wanted for a monthly subscription fee. 
Further, respondents indicated a willingness to pay an average of $8.69 per month for a 
subscription service that allowed them to keep the music downloaded for as long as they 
remained subscribers.

 

Source: William Blair & Company, L.L.C.

Figure 14
Millennials Survey
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Figure 15
Millennials Survey

Monthly Subscription Willingness to Pay

0%

10%

20%

30%

40%

50%

$5 $10 $15 $20



William Blair & Company, L.L.C.

Troy Mastin 312.364.5415 - 12 - 
 

 We see the relative popularity of ring tones, concert-going, and a subscription-based model 
as modest signs of encouragement for the music industry. According to a recent report 
by International Data Corporation, ring tones are estimated to represent half of the digital 
music revenue for Warner Music and are expected to contribute an increasing portion of 
revenue for the major music labels in the future and to be used to promote album releases. 
Indeed, some artists are noting the labels’ emphasis on ring tones: Coldplay’s Chris Martin 
was quoted during a press conference in Brazil earlier this year saying that all that matters 
in music anymore is a hit ring tone.

 Expect Media Usage Preferences to Become More and More Fragmented
 We asked survey respondents to select all of their relevant primary news sources and 

were surprised by the distribution of responses. We expected online sources to lead, with 
other options signifi cantly less preferred given the usage behavior indicated for time spent 
online compared with television watching. Instead, respondents indicated a diverse set of 
primary news sources, including traditional media as well as online. We view these results 
as foretelling a continued increase in fragmentation of consumers’ attention across a vari-
ety of media that will require advertisers to reach target audiences across several different 
media—that is, not just television and not just online. We review some of our fi ndings about 
media preferences below.

 

 Newspapers aren’t dead yet. Newspapers ranked third among primary news sources, with 
58% of college-age respondents choosing newspapers as a primary news source, behind 
national online Web sites and campus newspapers. The importance of newspapers was 
unexpected given continued projections of the demise of the newspaper industry, seemingly 
evidenced by circulation declines, as well as the recent sale of the Minneapolis Star-Tribune 
to an investor group for less than half of the newspaper’s purchase price in 1998, and disap-
pointing bids for the Tribune Company.

 We attribute higher-than-expected newspaper readership to distribution agreements such as 
the Collegiate Readership Program (CRP), sponsored in part by Gannett’s USA Today. The 
CRP began in 1997 at Penn State and is active on 400 campuses nationwide. USA Today 
has partnered with 300 local and national newspapers, enabling each school to choose up 
to three newspapers for distribution on campus, typically consisting of USA Today, one local 
paper, and one regional paper. Penn State conducted a survey in February 2005 to assess 

Source: William Blair & Company, L.L.C.

Figure 16
Millennials Survey
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the program, which indicated that 83% of Penn State students had read a newspaper in the 
prior week, with 70% citing newspapers as a source of news three or more times a week. 
As illustrated in fi gure 17, newspapers were the third most preferred news source among 
Penn State students. Sixty-four percent felt that newspaper readership enhanced their 
educational experience. 

 

 Since many newspapers are free on campus, we asked whether our survey respondents 
would subscribe to newspapers if they did not receive them free. We were again somewhat 
surprised to fi nd that 41% would subscribe to a newspaper if they did not receive one free.

 But the trends we have observed would indicate a steady decline in newspaper readers by 
age group. From our survey of individuals over the age of 25, we found that the identifi cation 
of newspapers as a primary news source by our sample set declined by age group from 
85% of respondents over 50 to 53% of respondents age 31 to 35. 

 Magazines are well liked. Seventy-two percent of our respondents indicate that they buy 
magazines, either through a subscription or off the newsstand, with magazine category pur-
chase preferences varying by the gender of the respondent. Female respondents indicated 
a preference for fashion and entertainment magazines, while male respondents preferred 
sports and newsweekly magazines.

Source: Penn State Pulse , February 2005, and William Blair & Company, L.L.C.

Figure 17
Millennials Survey

Penn State Students' Preferred News Source

32%
30%

25%

5%
2%

4%
2%

0%

5%

10%

15%

20%

25%

30%

35%

TV
ne

w
sc

as
ts

In
te

rn
et

P
rin

te
d

ne
w

sp
ap

er
s

R
ad

io
ne

w
sc

as
ts

N
ew

s
m

ag
az

in
es

W
or

d 
of

m
ou

th

N
on

e/
ot

he
r



William Blair & Company, L.L.C.

Troy Mastin 312.364.5415 - 14 - 
 

 

 We view magazines as well positioned to take advantage of increasingly fragmented media, 
as growth in magazine titles has primarily come from what we identify as more targeted 
titles, compared with less-targeted general interest titles and news titles competing most 
directly with timelier news Web sites. According to the Magazine Publishers’ Association, the 
number of magazine titles has declined 19% and 14% annually since 1999 in the general 
interest and news categories, respectively, compared with an overall magazine title decline 
of 5% over the same period. While both Time Incorporated and Meredith Corporation have 
reported automakers’ shifting advertising spending away from magazines in favor of online 
spending over the past year, increases in magazine advertising spending by pharmaceutical 
manufacturers helped consumer magazine titles end 2006 with ad revenue that was even 
with the prior year. We expect any vertical-specifi c ad spending declines to stabilize for 
magazines, in line with the more balanced media mix refl ected by the survey respondents.

 In the appendix we offer our thoughts on ways for newspaper and magazine publishers to 
fi x the print model. 

 Google and Facebook Are the Most Popular Online Services; Yahoo Far Behind
 Despite signs of increasing fragmentation of media usage preferences, two Web sites 

were overwhelmingly preferred by Millennials surveyed. Questions about social networking 
Web sites strongly favored Facebook over MySpace, and questions about search and site 
preferences strongly favored Google over Yahoo. At a time when media preferences are 
becoming more diverse, there are fewer opportunities to reach a broad audience, but the 

Source: William Blair & Company, L.L.C.

Figure 18
Millennials Survey
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Source: William Blair & Company, L.L.C.

Figure 19
Millennials Survey
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responses indicate that Google and Facebook continue to draw a majority of search and 
social networking users among our respondents. We review questions about search and 
social networking preferences below.

 Ya-who?
 As part of our questions about sources for news and information, we asked about site pref-

erences both generally and for search specifi cally. To identify broad usage preferences, we 
asked respondents which site they use more, Google or Yahoo, without specifying whether 
we were asking about search or content such as news, fi nancial information, and sports. 
Ninety percent identifi ed Google as the Web site they use more. To determine whether the 
preferences of younger people were more or less heavily skewed toward Google, we asked 
the same question of individuals over the age of 25; while still Google-focused, a relatively 
lower 73% of the older respondents indicated that they use Google more frequently.

 The next question was about preferred Web sites for search. Google garnered 89% of re-
sponses from college students, with Yahoo at 7% the next closest preference. Eighty-four 
percent of the older respondent group preferred Google, with 12% identifying Yahoo.

 

 

Source: William Blair & Company, L.L.C.

Figure 20
Millennials Survey
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Source: William Blair & Company, L.L.C.

Figure 21
Millennials Survey

Which Do You Prefer for Search?

College Students

Other
1%

Ask.com
1%

Google
89%

AOL
0%

Yahoo
7%

MSN
2%

Over 25

Other
1%

Ask.com
1%

Google
84%

AOL
0%Yahoo

12%

MSN
2%



William Blair & Company, L.L.C.

Troy Mastin 312.364.5415 - 16 - 
 

 We asked both of our survey groups whether they click on the sponsored links that appear 
when they conduct a search. Seventy-seven percent of college students said that they did 
not, while 63% of the older group did not click on sponsored links. As a follow-up question, 
we asked why they do or do not click on sponsored listings; most of the responses centered 
on why they do not click on sponsored links. Responses fell into three primary groupings: 
concerns about relevance of the listings; suspicions about whether the links were trustwor-
thy, in which respondents expressed concern about the potential for viruses, pop-ups, or 
becoming the victim of a scam; and a category we call “just don’t” because the respondent 
provided that he or she “just doesn’t” click on the links as the reason. Relevance topped 
the list of reasons by a wide margin, cited by 73% of respondents, followed by trust (16%) 
and “just don’t” (12%). 

 

 Recall that since most respondents indicated a preference for Google, the indictment of 
sponsored links’ relevance likely refers to Google, which is generally considered to offer 
more relevant listings than Yahoo. Through Project Panama, Yahoo has undertaken a sig-
nifi cant initiative to address Yahoo’s search listing relevance. We see Project Panama and 
the company’s focus on improving the relevance of search results as an important step in 
the right direction in addressing consumer concerns. But when combined with the over-
whelming preference for Google, we question whether the improvements to Yahoo’s search 
functionality are too late to improve Yahoo’s perceived relevancy compared with Google.

 “I had no choice; I had to join Facebook if I wanted to know what was going on.”
 We asked about social networking as part of a section of questions designed to understand 

communication preferences. As noted above, 95% of Millennial survey respondents use a 
social networking site; 98% of the students using a social networking site use Facebook. 
We were surprised by the esteem in which Facebook is held—94% of respondents indicated 
they felt the site had staying power and 70% said that they plan to continue using Facebook 
after graduation. 

 Anecdotal feedback suggests that the Facebook network is a requisite part of life for many 
of the survey respondents, so we decided to test the threshold after which our respondents 
would no longer use Facebook. Facebook’s decision to offer up-to-the-minute postings of 
its users’ online activities last summer through its so-called “news feeds” caused an uproar 
among users proclaiming it “stalker-like.” But while 77% of our survey’s respondents said 
they were upset about the news feed feature, only 37% said they would have stopped using 
it if the feature had not been modifi ed. Only 31% indicated they would stop using Facebook 
if the site added more advertising.

Source:  William Blair & Company, L.L.C.

Figure 22
Millennials Survey
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Source: William Blair & Company, L.L.C.

Figure 23
Millennials Survey
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Source: William Blair & Company, L.L.C.

Figure 24
Millennials Survey
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Figure 25
Millennials Survey
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 We also asked about what respondents would like to see Facebook add next. The over-
whelming response with 62% of answers was “nothing”; the next closest statement con-
sisted of various exhortations from 20% of respondents that the social networking Web site 
should return to its original format and college-based limits on participation. Many asked for 
Facebook to add MySpace-like features including video (5%) and music (4%) that MySpace 
already offers, while another 10% wanted improved privacy controls and access limitations 
that differentiate Facebook from the more-open MySpace.

 Facebook remains very popular. In early March, YouthTrends, a market research and 
strategy fi rm specializing in research on the Millennial generation, released its most recent 
quarterly survey, identifying Facebook as the most popular Web site among women and 
men age 17 to 25. YouthTrends indicates that Facebook was named one of the top three 

Source: William Blair & Company, L.L.C.

Figure 26
Millennials Survey
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Figure 27
Millennials Survey

What Would You Like to See Facebook Add Next?
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sites by almost 70% of women and 56% of men, signifi cantly outpacing the next closest 
choices—for women, MySpace was second with 38%, and for men, YouTube was second 
with 19%. ComScore reports that unique visitors to Facebook in May have doubled since 
the site opened registration to the general public in September 2006, with page views in-
creasing 121% and average minutes per user increasing 6%, to 186.

 Word of Mouth, Point of Purchase Key to New Product Introduction
 We asked both our Millennials and our “Over 25” survey respondents how they learn about 

new products. The results were fairly uniform, with one signifi cant exception. While both 
groups rely primarily on word of mouth (85% for the Millennials and 82.5% for the Over 25 
group), the Millennials identifi ed “in-store” as the second most frequent place they learn 
about new products; in-store only ranked fourth for our Over 25 survey respondents, behind 
television and magazines. We believe that in-store ranked higher than television for the Mil-
lennials because they watch less television, on average, than the Over 25 group. Further, 
we see point-of-purchase and place-based marketing as increasingly important to break 
through marketing message clutter, particularly among users consuming media from more 
diverse sources.

 

 We see place-based marketing as likely to become more prevalent in the United States 
as advanced cell phone technology penetrates more households in America. In Japan, for 
example, people use cameras to get insurance quotes from magazine ads or to watch movie 
trailers from a billboard. With cell phones ranking as the most important tool for day-to-day 
communication for our Millennial survey respondents, we expect that advertisers will soon 
be reaching younger consumers via their cell phones.

 Implications for Media and Marketing Services Companies
 We believe the media consumption habits of Millennials will accelerate changes in the media 

and marketing landscape in the coming years, leading to an increase in online advertising 
spending, continued media fragmentation, and more content delivery channel choices. In 
the near term, we expect that companies with a differentiated online presence and those 
agencies and properties benefi ting from increases in online marketing spending will gain, with 
the category killer sites such as Google and Facebook as well as the best-of-breed market-
ing services fi rms becoming the long-term benefi ciaries of Millennial-driven trend shifts. In 
particular, we believe the following companies on our coverage list are the best positioned.

Source: William Blair & Company, L.L.C.

Figure 28
Millennials Survey
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Table 1
Millennials Survey

Implications for Media and Marketing Services Companies Under Coverage

Google MDC Partners Omnicom Visual Sciences Yahoo

Internet as Primary Medium ��� � � �� ��
Increasing Fragmentation �� � � � �
Few Places With Mass Audience � �
Digital = Free � � � �
Music = Free, Too? �
Receptive to Place-Based Marketing � �

Source: William Blair & Company, L.L.C.
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Appendix: How Do Newspaper and Magazine Publishers Fix the Print Model?

 We believe that the opportunity exists for newspaper and magazine publishers to increas-
ingly leverage their local connections and content libraries through free, branded online 
portals to increase reader engagement as well as to uniquely provide targeted print and 
online advertising opportunities to marketers. 

 We do not see online-only magazines as the preferred model, however, as anecdotal feedback 
from some survey respondents included an emphasis on tangible reading materials, that is, 
the preference for being able to fl ip through a paper version of a magazine or a newspaper. 
But the decisions by ElleGirl and TeenPeople to shut down their print publications in favor of 
a Web-based publication could be indicative of a preference shift among the younger Millen-
nials. The new online-only magazines capitalize on the popularity of social networking sites 
such as Facebook and MySpace, which 95% of our college student survey respondents use; 
we believe that the addition of more interactive features will increase engagement and loyalty 
among readers and offer more advertising and sponsorship opportunities for marketers.

 Newspaper publishers are also working to improve user engagement. Gannett’s “pro-am” 
(professional-amateur) initiative may redefi ne the newspaper-reader relationship. Busi-
nessWeek cites an early pro-am example from Fort Myers, Florida, where the Fort Myers 
News-Press began probing high utility service fees for homeowners by running a small piece 
in the newspaper and online, providing an opportunity for the community to offer feedback. 
Responses included documents indicating illegal activity involving bids for providing the 
service; the issue was discussed in user forums, generating leads for the journalists working 
on the story. USA Today (like the Fort Myers News-Press, a Gannett newspaper) recently 
redesigned its site to feature more user-generated content, and Reuters has announced 
its intent to create a “My Space-like” site for fi nancial professionals. The Chicago Tribune 
is now sponsoring Triblocal.com, a “hyper-local” site inviting readers to report on their com-
munities, with stories appearing online and in a new local weekly print edition.

 Additional information is available upon request.

 This report is available in electronic form to registered users via R*Docs™ at www.rdocs.
com or www.williamblair.com.

 Please contact us at (800) 621-0687 or consult http://www.williamblair.com/pages/eqresearch_
coverage.asp for all disclosures.

 DJIA: 13649.97
 S&P 500: 1510.12
 NASDAQ: 2639.16

 The prices of the common stock of other public companies mentioned in this report follow:

 aQuantive $65.78
 CBS Corporation $34.19
 E.W. Scripps $45.39
 Gannett Company $54.02
 Google $543.34
 MDC Partners $8.94
 Meredith Corporation $61.05
 News Corp $21.27
 Omnicom $52.07
 Publicis $43.98
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 Reuters $76.05
 Time Warner $20.51
 Tribune Co. $30.30
 Warner Music Group $14.45
 WPP Group $74.13
 Yahoo! $26.97

 Current Ratings Distribution (as of 6/30/07)

 Coverage Universe Percent Inv. Banking Relationships* Percent
 Outperform (Buy) 59%  Outperform (Buy)  13%
 Market Perform (Hold) 40%  Market Perform (Hold)  4%
 Underperform (Sell) 1%  Underperform (Sell)  1%

 * Percentage of companies in each rating category that are investment banking clients, 
defi ned as companies for which William Blair has received compensation for investment 
banking services within the past 12 months.

 Troy Mastin attests that 1) all of the views expressed in this research report accurately re-
fl ect his personal views about any and all of the securities and companies covered by this 
report, and 2) no part of his compensation was, is, or will be related, directly or indirectly, 
to the specifi c recommendations or views expressed by him in this report.

 Stock Rating: William Blair & Company, L.L.C. uses a three-point system to rate stocks. 
Individual ratings refl ect the expected performance of the stock relative to the broader market 
over the next 12 months. The assessment of expected performance is a function of near-
term company fundamentals, industry outlook, confi dence in earnings estimates, valuation, 
and other factors. Outperform (O)—stock expected to outperform the broader market over 
the next 12 months; Market Perform (M)—stock expected to perform approximately in line 
with the broader market over the next 12 months; Underperform (U)—stock expected to 
underperform the broader market over the next 12 months; Not Rated (NR)—the stock is 
currently not rated.

 Company Profi le: The William Blair research philosophy is focused on quality growth 
companies. Growth companies by their nature tend to be more volatile than the overall 
stock market. Company profi le is a fundamental assessment, over a longer-term horizon, 
of the business risk of the company relative to the broader William Blair universe. Factors 
assessed include: 1) durability and strength of franchise (management strength and track 
record, market leadership, distinctive capabilities); 2) fi nancial profi le (earnings growth 
rate/consistency, cash fl ow generation, return on investment, balance sheet, accounting); 
3) other factors such as sector or industry conditions, economic environment, confi dence in 
long-term growth prospects, etc. Established Growth (E)—Fundamental risk is lower relative 
to the broader William Blair universe; Core Growth (C)—Fundamental risk is approximately 
in line with the broader William Blair universe; Aggressive Growth (A)—Fundamental risk is 
higher relative to the broader William Blair universe.

 The ratings and company profi le assessments refl ect the opinion of the individual analyst 
and are subject to change at any time.

 The compensation of the research analyst is based on a variety of factors, including perfor-
mance of his or her stock recommendations; contributions to all of the fi rm’s departments, 
including asset management, corporate fi nance, institutional sales, and retail brokerage; 
fi rm profi tability; and competitive factors.
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 THIS IS NOT IN ANY SENSE A SOLICITATION OR OFFER OF THE PURCHASE OR SALE 
OF SECURITIES. THE FACTUAL STATEMENTS HEREIN HAVE BEEN TAKEN FROM 
SOURCES WE BELIEVE TO BE RELIABLE, BUT SUCH STATEMENTS ARE MADE WITH-
OUT ANY REPRESENTATION AS TO ACCURACY OR COMPLETENESS OR OTHERWISE. 
OPINIONS EXPRESSED ARE OUR OWN UNLESS OTHERWISE STATED. FROM TIME 
TO TIME, WILLIAM BLAIR & COMPANY, L.L.C. OR ITS AFFILIATES MAY BUY AND SELL 
THE SECURITIES REFERRED TO HEREIN, MAY MAKE A MARKET THEREIN AND MAY 
HAVE A LONG OR SHORT POSITION THEREIN. PRICES SHOWN ARE APPROXIMATE. 
THIS MATERIAL HAS BEEN APPROVED FOR DISTRIBUTION IN THE UNITED KING-
DOM BY WILLIAM BLAIR INTERNATIONAL, LIMITED, REGULATED BY THE FINANCIAL 
SERVICES AUTHORITY (FSA), AND IS DIRECTED AT, AND IS ONLY MADE AVAILABLE 
TO, AUTHORIZED PERSONS AND OTHER PERSONS FALLING WITHIN COB 3.2.5(1)(b) 
OF THE FSA HANDBOOK, AND MAY NOT BE PASSED ON TO PRIVATE CUSTOMERS 
IN THE UNITED KINGDOM. ANY UNAUTHORIZED USE IS PROHIBITED. “WILLIAM 
BLAIR & COMPANY” AND “WILLIAM BLAIR & COMPANY (SCRIPT)” ARE REGISTERED 
TRADEMARKS OF WILLIAM BLAIR & COMPANY, L.L.C. Copyright 2007, William Blair & 
Company, L.L.C.



BUSINESS SERVICES

Industrial Growth

Jeff Germanotta, Principal 312.364.5411
Group Head–Business Services
Industrial Products and Distribution, Logistics

Media & Marketing

Troy Mastin, Principal 312.364.5415
Advertising and Marketing Services

Technology & Professional Services

Brandon Dobell 312.364.8773
Educational Services, Information Services

Timothy McHugh, CFA 312.364.8229
Consulting, Staffi ng

John Neff, CFA 312.364.8914
Information Services, Collection Companies

Bruce Simpson, CFA 312.364.8177
Commercial Services, Information Services

CONSUMER 

Mark Miller, CFA, Principal 312.364.8498
Group Head–Consumer
Discount Stores, Drug and Food Retailers

Jon Andersen 312.364.8697
Branded Consumer Products

Jack Murphy, CFA  312.364.8584
Hardlines Retailers, E-commerce

Bob Simonson, CFA 312.364.8972
Cruise Lines, Leisure, Motorsports, Specialty Retail

Sharon Zackfi a, CFA, Principal 312.364.5386
Restaurants, Specialty Retail

FINANCIAL

Mark Lane, Principal 312.364.8686
Group Head–Financial
Asset Management, Insurance, Financial Guaranty, 
Brokerage, Exchanges

David Long, CFA 312.364.8435
Commercial Banking, Consumer Finance, Trust Services

HEALTH CARE

Ben Andrew, Principal 312.364.8828
Group Head–Health Care
Medical Devices

Ryan Daniels, CFA, Principal 312.364.8418
Specialty Providers and Disease Management

John Kreger, Principal 312.364.8597
Pharmaceutical Outsourcing, Distribution

John Sonnier 312.364.8224
Biotechnology

TECHNOLOGY

Hardware

Jeff Rosenberg, CFA, Principal 312.364.8342
Group Head–Technology
Electronic Components, Contract Manufacturers

Bill Benton, CFA, Principal 312.364.8355
Communications and Process Technologies, Defense Analytics

Software & Services

Laura Lederman, CFA, Principal 312.364.8223
Business Software, IT Services

Ralph Schackart III, CFA  312.364.8753
Digital Media, Gaming

Corey Tobin 312.364.5362
Specialty Software and Systems, Health Care IT

Franco Turrinelli, CFA, Principal 312.364.8166
Technology Services, Payments Infrastructure

EDITORIAL

Steve Goldsmith, Head Editor 312.364.8540
Beth Pekol +44 20 7868 4516
Lisa Zurcher 312.364.8437

Equity Research Directory

Bob Newman, CFA, Principal Manager and Director of Research 312.364.8783
Kyle Harris, CFA Operations Manager 312.364.8230


	Millennials Survey
	11 Jul 2007 William Blair &Company LLC
	Executive Summary
	Overview of Millennial Survey
	Appendix: How Do Newspaper and Magazine Publishers Fix the Print Model?

	 
	William Blair Title Page

