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consumer trend report: summer 2011
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opportunity: americans seeking depth

deeper behavior
mysterious
difficult
profound
deep thinker

penetrating
immersive
inside
deep well

long-view
long-term
far
deep pass

extreme
macro
huge
deep discount
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• Consumers are thinking about their world 
and their choices, recalibrating their moral 
compasses, trying to understand a world in 
flux. 
➡ 72% of consumes say “the recession has 

helped me re-prioritize whatʼs important in 
life.”

• Consumers want to be insiders, in the 
conversation and seeking immersive 
growth experiences.
➡ 94% of consumers say “they are looking to 

learn something new.”

• Consumers are shifting from “me” to “we-
centricity “ and thinking long-term about 
sustainability and future generations.
➡ 82% of consumers say “they regularly buy 

green products.”

• Consumers simply want more of everything 
in life, success, experiences, knowledge, 
skills, and especially happiness. 
➡ 87% of consumers say they are “constantly 

striving to improve themselves and their 
abilities.”

Americans are behaving deeper in all four 
senses of the word deep. 

" It’s widely believed that technology is making Americans more 
distracted, fickle and shallow; and this is believed to be especially true for 
Tweeting Millennials (those under 30 years of age) who are addicted to their 
“crack berries.” This view is argued in Nicholas Carr’s New York Times best 
selling book “The Shallows” and in Maggie Jackson’s book “Distracted,”  
which blame “American ADHD” on technology. 
	 Maybe so, but with every trend there is a counter-trend; technology 
is also responsible for enabling Americans to immerse, search, discover, 
analyze, track and plan like never before. In fact, the most tech-savvy 
Americans, which tend to be Millennials, are actually going deeper into 
issues and deeper into themselves... demonstrating an extraordinary 
depth.  Subsequently, a sizable number of Americans are paying attention, 
reading the fine print and opting for deeper brand engagements.  
	 Marketers, especially those targeting Millennials, would be remiss if 
they only use sound-bite, short-term, ad hoc, superficial approaches.  There 
is an opportunity for authentic brands with heritage, complexity 
and a great story to go deep.

marketers can succeed by going deep, not shallow
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" Weʼre calling a cross-section of US consumers who are 
showing their depth with “ deeper” behaviors “The Deeper.” 
" These deeper Americans are not exclusive to one 
generation, demographic or lifestage, however, the Millennials 
are leading the pack.  Contrary to opinion, Millennials are deeper 
than their predecessors in terms of their: rejecting superficiality; 
conscientiousness; knowledge seeking; commitment; curiosity; 
exploration; considerateness and open-mindedness (see column 
on right). Their top values in people, businesses and brands are: 
truthfulness, genuineness, social awareness, respect and 
humility... now thatʼs deep!
" This is exciting to marketers because there are +50 
million Millennials between 18-30 years old with spending power 
right now. Whatever your brand, thereʼs bound to be a cross 
section of your target market that behaves more like the Deeper.  
Embrace them.

A focus group and online survey with Millennials found 
that “depth” is expressed in 10 ways (see above). 
Separately, 100% of those surveyed agreed that “it’s 
desirable to be deep” and “I’m deeper than most people, 
including my parents.”  Using deeper traits resonates with 
Millennials who perceive themselves as having depth.

10 traits: “the deeper”
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+50 mil. people form 
“the deeper” segment 

 


•  86% say fame is not 
important to them

•  29% want to be remembered 
as a ‘generous’ person who 
‘positively changed the world’



seek knowledge  
•  74% willing to sacrifice ‘a 

great deal’ for their 
education

•  66% think success = being 
smart and well read

conscientious
•  69% recycle paper, plastic 

or glass at home
•  57% volunteered in the 

past 12-months


committed
•  58% think it’s important 

to work if you don’t 
need the money

reject superficiality 

commitedseek knowledge

conscientious

curious
•  70% seek immersive, 

interactive, hands on 
experiences

•  71% appreciate foreign 
cultures

considerate
•  63% think filial piety is 

important
•  75% strive to have a good 

relationship with parents


open-minded
•  52% feel people ought to 

lead any lifestyle
•  33% consider themselves 

“citizens of the world”

exploratory
•  78% want to learning 

something new when 
they travel



curious exploratory

open mindedconsiderate

Sources: US Census Bureau 2011; MRI July 2011; Pew Research Center 2011; Yankelovich 2011
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" The timeline bar chart below shows the prevalence of 
the words “deep” and “deeper” in literature from 1550 to today. 
As you can see, we are more exposed to these words today, so 
it must be permeating our thinking. 
" The word “deep” is fashionably being used as an 
adjective to qualify everything from design to education, 
neuroscience to history, philosophy to economics. Thereʼs now 
even a new discipline in the world of trend spotting called “deep 
trending.”  Especially the most heady subjects (time, politics, 
science, philosophy, economics, etc.) have appropriated a 
“deep” prefix (e.g., “deep time”) implying that today the topic is 
explored more robustly than it had been in the past.

Stories within stories can be deep. This literary device is not new (e.g., “The 
Canterbury Tales”), but  it is rare. In recent years, block-buster films that have 
acquired cult status amongst Millennials, such as The Matrix, Scream 4 and 
Inception, have used highly cognitive meta-meta story-in-story plot structures. 

Concurrently, TV shows and magazines explain “how it works” and deeply 
explore singular topics (think: Shark Week). Meanwhile, Reality TV is not as 
shallow as commonly believed, but actually satisfies “deep” viewership needs; 
research has found that Reality TV  fulfills a need to study human behavior and 
have vicarious experiences for self-reflection and self-growth. We learn 
decorum and get social cues about right and wrong from Reality TV.

meta-meta media
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the deeper trend in culture

Source: Google Zeitgeist, 2011
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“Through deep 
experience, deep 

questioning and deep 
commitment emerges 

deep ecology.“       
- Dr. Stephen Harding, Schmacher College

Meta Music Video 
The Millennial band OK 
Goʼs most recent music 
video, “Muppet Show” 
theme song (Aug 2011) 
ends with a mind-
bending story-within-
story inception-like 
treatment. Check it out 
on YouTube.
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" Consumers who have “deeper tendencies are drawn to marketing 
that is mysterious, extreme and immersive, and Wrigleyʼs is exploiting this 
for itʼs “5®” brand of gum.  “5®”stands for the five senses; the gum 
promises a “flavor explosion” delivering an extra-sensory experience with 
strong flavors and sensations to “Stimulate Your Senses.”  
" The brandʼs advertising is noted for showing chewers in mysterious, 
extreme and immersive surreal environments getting their senses blown 
away.  Print and TV ads demonstrate how it feels to chew 5 gum.  
"

Amazon sells 36,359 books with the word “deep” in the title; 
11,000 more books than those with the word “smart” in the 
title. Could  “deep” be the new “smart”? 

60% of Millennials we surveyed said they would rather be 
considered “deep” than “smart” by their peers. While “deep” 
connotes “smart,” “smart” is not necessarily “deep.” Since 
“smart” has become ubiquitous and overused (smart 
phones, smart luxury, smart cars, etc.) we think it wonʼt be 
long before brands embrace  “deep” over “smart” for deeper 
differentiation.

deep: the new smart?
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the deeper trend in culture
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deep practices
Yoga is a “deep” practice 
focused on strengthening body, 
mind and soul. It has swept 
America. Today, there are 16 
million yoga practitioners in the 
US (= 7% of the US population), 
which is larger than both the 
Mormon or Muslim populations 
in the US!
Source: Yoga Journal, July 2011

deep focus
The “deep focus” film 
technique, where both the 
foreground and background 
are in sharp focus, made 
famous by Orson Wells, has 
come back into style, 
especially for TV commercials. 
Pundits say because it 
enables viewers to scrutinize 
depths.

deep challenges
James Cameron is currently 
filming parts of AVATAR 2 (due in 
2014) in the deepest section of 
the sea (7 mile depth... Mount 
Everest would be submerged) 
named “Deep Challenge.”  
Richard Branson is also focused 
on a “Deep Challenge” 
expedition, claiming “the deep is 
manʼs last unexplored horizon.”

Deep House music rarely 
reaches a climax, but lingers 
on as a comfortable, relaxing 
sound. Itʼs more like a state of 
mind than a music genre.

Paul Chibe, Wrigleyʼs Vice 
President of U.S. Marketing said, 
“Whether consumers feel the 
intensity of the spots while in a 
surround-sound movie theater; 
see highly imaginative, cinema-
quality TV commercials and 
vividly descriptive print ads; or 
interact with the brandʼs new 
website and game, weʼve created 
a sensorial experience that 
matches 5′s long lasting flavor.”

" The brand has gone deeper with its 
marketing, however, with an online game called 
“Survival Code: Human Preservation Project,” 
which is gaining viral-cult status.  The interactive 
game starts with a multi-sensory video introduction, 
and includes sensory-twisting game elements, such 
as a “sound puzzle.” The game is cloaked in 
mystery and includes online and offline elements, 
including direct mail (a personalized game badge was 
mailed to me, see right). 
" Wrigley understands what turns on the 
“Deeper” (Millennial) market segment, and has 
designed 5®ʼs marketing and advertising accordingly.

as tingling as ball bearings
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" Some Americans today are 
seeking more depth, more information 
and answers to lifeʼs deeper questions. 
These consumers are seeking 
substance, not style and flash. 

""
" Take Dyson vacuums for 
example. The CEO painstakingly 
detailed the physics of his 
vacuum cleaner and swept market 

share; going into 2011, Dyson had 
46% of the UK market and 23% of the 
US market.
" With so many marketers (and 
politicians) perfecting  communications 
for “ADHD America,” letʼs not lose 
sight of deeper consumers who have 
long attention spans.  Pundits 
believe the upcoming presidential 
election will not be won on sound-
bites, but rather on long form, detailed 
plans, like Bill Clintonʼs 9,000 word (76 
minute) State of the Union address - 
one of the most successful in US 
history!
"  So, for every 15-second 
sound-bite remember that thereʼs a 60-
minute infomercial opportunity.

At SXSW the text term “tl;dr” (meaning: “too long, didnʼt 
read it”) was ubiquitous, however, so was the Twitter 
hashtag - #longreads (signifying a link to something long 
(+1,500 words). longreads.com is a website and app 
with +25,000 users (and fast growing). Itʼs a portal to long 
form journalism (articles from The New Yorker, The 
Atlantic, Esquire, etc.). longform.org is another similar 
website.  

Jumping on the trend of renewed interest in longer blogs, 
essays and long form journalism, the New York Times 
recently announced a new business venture with 
ProPublica to publish long form articles in the form of mini 
eBooks called “Singles”  to present “compelling ideas - 
well researched, well argued and illustrated - expressed at 
a natural length of 30,000 words.”

long form journalism
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Sources: Time Out; Reuters;  MicroTrends by Mark Penn

deep activities
1

2

4

3

the deeper trend in culture

deeper dating
Time Out New York says “Deeper Dating” is 
“the new craze-dating event.” For singles 
committed to “deeper values,” mixer events 
include an “illuminating mini-lecture on dating 
and intimacy followed by exercises to enable 
people to meet in a less-superficial way.”

marathon: gamers, athletes
There are 500,000 marathon runners in the 
USA today. On the other hand, there is a 
growing population of marathon video gamers. 
In fact, an Xbox gamer died in July from 
playing several 12-hour games. Marathon 
Gamers connect on website such as 
ustream.com for 48-hour “game-athons.”

puzzlers
50 million Americans wrestle with crossword 
puzzles daily, requiring 15 minutes to 3 hours 
of focused thought; ironically, “time starved” 
NYC and LA residents are the most fanatical 
puzzlers. The 8-year old Soduko industry is 
worth +$250 million, dominating bookshelves.

series fiction
Harry Potter, Twilight and the Millennium 
series (Girl with Tattoo) are not only long 
novels, but have sustained the attention of 
their readers  - over years!  Even the Emmy 
winning TV show “24” makes you watch a 
whole season just to know what happens in 
one day!
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backstory details
Notice how brands are 
providing more backstory and 
detail about the provenance of 
the product?  Brands from 
FedEx to Amazon to Sun Chips 
to Domino’s Pizza are providing 
details about every step of the 
manufacturing and/or purchase 
process, so deeper consumers 
- who want to know more about 
where a product comes from - 
can trace a product’s lifecycle. 
That’s why the Deeper 
consumer segment love to use  
“tracker’ devices online and as 
phone Apps, like the one above.

GOTHAMIST 
deeper want ad
“We will pay journalists $5,000 
to write long-form non-fiction 
piece in the 5,000 to 15,000 
word range. Subject: 
something relevant to our 
audience of over one million 
20-36 year-old readers in New 
York, timely but with a shelf-life 
longer than a week. We're open 
to any topic, although we would 
like something that could be 
well-illustrated with photos or 
infographics.”
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" A confluence of 
circumstances in recent years have 
contributed to the current “deepening” 
trend in America.
" Previous eras of introspection 
and depth, such as The 
Enlightenment, were preceded by 
similar social, political, religious and 
economic discordance, combined 
with a massive technological leap-
frog (e.g., inexpensive book printing 
that sparked the “reading revolution” 
of the 18th century). 
" There are at least five factors 
driving deeper behaviors right now:

• tech + data
Computers, the Internet and 
mobile smart phones give 
unprecedented 24/7 access to 
data anywhere, enabling deep 
exploration of topics, fueling 
curiosity... and this tech-enabled 
“searching” behavior has been 

found to release gratifying, 
addictive dopamines.

• fatalism + visceralism
Uncertainty from a world in flux 
fosters a desire to understand 
the world to be prepared and to 
plan for eventualities. Uncertainty 
about the future also drives 
people to live in the moment and 
seek out thrilling, visceral 
experiences to feel alive.

• hyper-id + humility
Consumers are hyper-aware of 
personal branding and thus strive 
to be “amateur masters” of topics 
to bolster their social currency 
and self-esteem. This ranges 
from knowing trivia to having a 
special passion or skills (e.g., 
knitting, beer brewing, surfing). 
Meanwhile, challenges to 
Americaʼs superpower status 

(e.g., S&Pʼs downgrading) have 
tempered classic American 
arrogance, fostering humility, 
self-reflection and self-perfection.

• distrust + jadedness
Consumer jadedness combined 
with a distrust of disappointing 
role models, government and 
business have driven a need for 
information and transparency.  
Consumers are seeking out 
information and analyzing data to 
make more informed decisions.

• wealth + time
Americans remain he wealthiest 
nation on the planet, with the 
luxury of time and money to 
ponder, daydream, explore, 
travel, debate, etc. Americans 
are going deeper... ʻcuz they can!
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deep drivers: why now?

tech 
+ 

data
fatalism 

+ 
visceralism

wealth 
+ 

change

distrust 
+ 

jadedness

hyper-id 
+ 

humility

1 2

3

4

5

Sources: Yankelovich 2011; TrendHunter PRO
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There are a handful of trends in emerging technologies that are surfacing in the marketing 
and communications space that appeal to “The Deeper” consumer segment:

1.   infographics: new views on old data
2.   audio-vascular: blind-aural gaming
3.   God views: zooming, layers & flying
4.   multi-platform story-building
5.   curating soulful communities
6.   immersive: being inside elsewhere

The following pages introduce these trends and explain why these emerging technologies are 
particularly effective at engaging with “Deeper” consumers. We hope they are inspirational to you!
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" The Deeper like to challenge their world views and look at things differently, hence, any technologies and/
or design approaches that provide a fresh perspective on topics, even brands, are embraced. In addition, the 
Deeper are data hungry and seek tools that aggregate data from multiple sources and/or manipulate data. (Below 
from Left to Right)  For example, snapshots of real-time New York City sky color cab be studied on 
www.nskyc.com. The globe visualizes all the Twitter tweets that contain “good morning!” (http://
blog.blprnt.com/blog/blprnt/goodmorning)  The worldʼs moods are tracked from language in blogs, Tweets 
and FaceBook statuses and then represented as living “blobs” at www.wefeelfine.org. Meanwhile, Hi-Def slow 
motion YouTube videos reveal the secret world of vibrations and explosions never before visible to the naked eye. 

S
ar

ah
 D

aV
an

zo
 S

tr
at

eg
ic

 P
la

nn
in

g 
D

ire
ct

or
, T

re
nd

s 
+

 C
ul

tu
re

, K
ap

la
n 

Th
al

er
 G

ro
up

infographics: new views on old data

(Clockwise from Top 
Left) A print ad 
campaign for The 
Straits Times 
newspaper takes a 
2D photo and gives 
it 3D depth with a 
simple twist on 
perspective. 
Infographic 
resumes like this 
one are a preferred 
format of 
Millennials. Even 
movie and book 
plots are being 
dissected with 
infographics. Any 
topic can be turned 
into an infrographic 
of step-by-step 
process worthy of 
study.
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http://www.nskyc.com
http://www.nskyc.com
http://blog.blprnt.com/blog/blprnt/goodmorning
http://blog.blprnt.com/blog/blprnt/goodmorning
http://blog.blprnt.com/blog/blprnt/goodmorning
http://blog.blprnt.com/blog/blprnt/goodmorning
http://www.wefeelfine.org
http://www.wefeelfine.org
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" The Deeper are drawn to visceral 
experiences that both deprive and amplify the senses 
as they seek new sensations and synaptic 
connections. (Far Right) “Soliloquy” is a “blind” 
game where players seated inside a circle of 360-fans 
move their bodies to aural instructions; they feel as if 
theyʼre moving/flying from wind from the fans 
synchronized with body movements. (Right) The 
“vOICe” kit debuted last week and combines a 
special pair of glasses, a webcam, and a smartphone 
to “see” the world through 100% sound. The 
glasses receive visual signals from spacial 
assessment  software (visual echoes) and interprets 
the signals into directional sounds to guide the 
wearer.
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audio-vascular: blind-aural gaming

“Deep Sea” is a 
“sightless video game” 
that was the buzz of 
SXSW. Blindfolded 
gamers navigate an 
under-water world 
entirely by sounds and 
echos from joystick 
action.

“Papa Sangre” is a 
sound-driven game 

played on one’s 
iPhone. Headphoned 
players follow audio 
instructions and use 

their fingers to “walk” 
on an iPhone’s 
touchscreen to 

navigate a creepy 
“sound scape.”
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" The Deeper, who have grown 
up on Google earth and zooming in 
and out, love to have Gulliver-esque 
God-like perspectives on the world. In 
addition to zooming, they are drawn to 
layers, which is much of the appeal of 
Augmented Reality. (Right) A new 
JavaScript software program called 
"parallax scrolling" creates a new 
and intriguing layered look on 
websites. (Far Right) The “Tilt Shift” 
photography technique creates a 
birdʼs-eye view making the real world 
look like a miniature train model.
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God views: zooming, layers & flying

New “Deep Zoom” 
software allows anyone 
to zoom deep into a 
still image or an 
infinite layer or 
collaged images. This 
is ideal for website 
design. www.zoom.it 
is a  new website that 
turns any website into 
a zoomable place. 
Designers need to 
expect that The 
Deeper will be 
zooming into images, 
seeking new depths in 
the details of brands 
and their websites.

“Deep Zoom” video techniques are being 
perfected for entertainment, music 

videos, education and video games. (Top 
to Bottom) Examples include Kanye 
West’s “Power” video, the zoomable 

“Scale of the Universe” teaching tool and 
Tinman’s hypnotic interactive video 

game experience.

www.syfy.com/tinman/oz/

http://www.youtube.com/watch?v=L53gjP-

http://primaxstudio.com/stuff/scale_of_universe/

http://www.nikebetterworld.com/
http://www.lagentehadichosi.es/
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http://www.zoom.it
http://www.zoom.it
http://www.syfy.com/tinman/oz/
http://www.syfy.com/tinman/oz/
http://www.youtube.com/watch?v=L53gjP-TtGE
http://www.youtube.com/watch?v=L53gjP-TtGE
http://primaxstudio.com/stuff/scale_of_universe/
http://primaxstudio.com/stuff/scale_of_universe/
http://www.nikebetterworld.com
http://www.nikebetterworld.com
http://www.lagentehadichosi.es
http://www.lagentehadichosi.es
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 " Sometimes called “transmedia storytelling,” The 
Deeper thrive on stories that seamlessly span multiple 
media, otherwise called “multi-platform storytelling.”  
Stories, including brand stories, are woven across 
websites, YouTube, Twitter, FaceBook, blogs, printed 
matter, etc., often with the characters as the main voices. 
" Sometimes The Deeper even get involved in the 
story lines, through voting or interactive choices. (Far 
Right) “Soul Patron” is an interactive story, that also 
utilizes scrolling and zooming. (Right) The “Inside 
Social” film project that debuted last month blends 
Hollywood cinema with real-time social media; the story 
plays out over several days based on audience 
participation.  Itʼs Hollywoodʼs first experiment with this 
approach.
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multi-platform story- building

examples

(Top to Bottom) Mrs. 
Butterworth, the brand 
character, has her own 
FaceBook page and Twitter 
account because The Deeper 
want to hear from “people,” 
not corporations. 
www. mockingbird.com 
allows anyone to take over the 
Twitter voice of a character: 
ever want to be Mr. T for a 
day?

“Collapsus” is an eco-thriller film which 
tells a story via animation, 

documentary, interactive maps and 
infographics, all presented concurrently 

in three side-by-side panels.

 J.K.Rowling is busy 
launching a new multi-
platform website 
www.pottermore.com 
which galvanizes the 
Potter community and 
takes the stories, and 
back-stories, to new 
interactive multi-media 
levels.

http://www.soul-patron.com/

http://www.theinsideexperience.com/home/

http://www.collapsus.com/experience.php
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http://www.pottermore.com
http://www.pottermore.com
http://www.soul-patron.com
http://www.soul-patron.com
http://www.theinsideexperience.com/home/
http://www.theinsideexperience.com/home/
http://www.collapsus.com/experience.php
http://www.collapsus.com/experience.php
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" The Deeper are both very self-aware 
and very thoughtful, so they combine their 
self-interests (and garner social currency) 
through their good will. 
" Companies like Google understand 
The Deeper very well and cater to them. for 
example, with www.prizes.org, Google 
pays people for solutions, tapping Americaʼs 
un(der)employed. Also, the new Google+ 
feature called “Spark,” is a personal billboard 
to telegraph interests. And, Googleʼs “What 
Do You Love” (wdyl) personal curated 
homepage option, is fostering communities 
and dialogue around passion points.
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curating soulful communities

Badge value is important to 
The Deeper. (Top)  
www.kiva.org is a super-
simple micro-lending 
website. The Deeper can loan 
$25 to someone making 
lending personal, communal 
and bragable, as the loan can 
be telegraphed on one’s 
FaceBook page with a badge.  
(Bottom) “Click to Donate,” 
developed by a deeper 
Millennial, is a piece of 
software code that anyone 
can imbed into their blog, 
FaceBook page or website 
that enables easy donation of 
charity money to the Japan 
Tsunami Relief Fund. It is 
quite fashionable to have a 
“click to donate” button 
(badge) on one’s social media 
pages.

(Top)  There is an actual “deeper movement”  called 
www.freehugscampaign.org working to disseminate 
hugs, to foster community, love and human interaction. 

One of the The Deeper’s more thoughtful blog 
communities that is promoting this movement is 

www.thoughtcatalog.com, designed for “thoughtful 
people passionate about culture” to ponder issues.

http://www.wdyl.comhttp://prizes.org/
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http://www.prizes.org
http://www.prizes.org
http://www.kiva.org
http://www.kiva.org
http://www.freehugscampaign.org
http://www.freehugscampaign.org
http://www.thoughtcatalog
http://www.thoughtcatalog
http://www.wdyl.com/?utm_campaign=en&utm_medium=ha&utm_source=skws&gclid=CNr8j7X1wKoCFU195QodRyN1Sg#
http://www.wdyl.com/?utm_campaign=en&utm_medium=ha&utm_source=skws&gclid=CNr8j7X1wKoCFU195QodRyN1Sg#
http://prizes.org
http://prizes.org
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" The Deeper love to explore new ideas and 
environments, especially those which have a touch of 
magic. So itʼs no wonder they gravitate to mind- and 
sense-altering technologies. The Deeper gravitate to 
video game technologies like Xbox Kinect, where 
oneʼs body becomes a human joystick. 
" The best-in-show video game at the E3 Expo 
video-game conference last month is called 
“Biosphere Infinite.” (Right) It is a perfect example of 
deeper gaming: it transports players to an extremely 
detailed computer world that is so vast it can never be 
fully explored. Plus, the story line is deep (itʼs about 
class struggles, philosophy, morality and politics). 
Perfect for pre-election questioning deeper Americans.
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immersive: being inside elsewhere

(Top to Bottom) “Love Letters” was 
a motion-sensor installation at the 
NYU ITP Show which projected 
video of handwriting onto blank 
pieces of letterhead held in the 
hand of audience members.  EON 
Reality’s immersive “iCube” is a 3D 
room with projection on all six 
sides of the box, akin to physically 
being inside a computer game. 
These kinds of spaces are being 
introduced to retail to create 360-
brand experiences.

(Top Right ) A scene from “Sleep No 
More” is an example of a (not so new) 

trend in the arts called “immersive 
theater,” in which the audience 

participates in the theatrical 
environment. (Middle Right)  Theaters, 

not satisfied with 3D screens and Dolby 
Sound, are opting for “immersive 

cinema” (projected in the round inside 
domes) and haptic seats that move, 
vibrate, and tilt to enhance the movie 

experience with a sense of touch. 
(Below Right)  Some theaters are even 

going so  far as to stage environments 
to suit the film. For example, the 

Titanic was screened in a theater that 
was flooded to become a giant pool of 

bobbing life boats.

(Above) Samsung Foldable 3D TV 
literally surrounds you!

http://www.youtube.com/watch?v=Y_DSfjAdhlU
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" What ought to be exciting to marketers is that there are +50 million 
Millennials between 18-30 years old with spending power. They are playing 
against type, paying attention to the nuances of a brand story and reading 
the long-form text in fine print. They are keenly interested in the minutia of a 
brand’s provenance, footprint, ethics and sustainability. They are seeking 
more visceral, immersive brand experiences and opting for deeper, more 
meaningful brand engagements. 
 They’re not shallow skimmers; they’re deep divers. And it’s up to 
marketers to deliver. So, they would be remiss if they skew too far in the 
direction of sound-bite-banner-ad-FaceBook-banter-short-term-ad-hoc-
style-over-substance-superficial marketing approaches.  
 Today, there’s a real opportunity for authentic brands with heritage, 
complexity and a great story to go deep with Millennials for deeper returns.
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conclusion: go deep, not shallow, 
with marketing to millennials

implications
what does this mean to you?

● Does your brand currently target Millennials? 
If not, should it, in light of the deeper 
characteristics of Millennials?

● How can you convey your brand story using 
the types of marketing tools that reach The 
Deeper (e.g., immersive, infographics, multi-
platform, aural, etc)?

● Looking at the list on the left, which of these 
traits apply to your brand? Which do not, 
and why?

● How are you intending to develop deeper 
relationships with your customers?

● Could your brand benefit from adopting a 
contrarian, paradigm-shifting “deeper” 
approach (e.g., Dyson example)?

• What are some ways your marketing team 
can acquire more depth?
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When designing marketing communications to 
reach “The Deeper” market segment (i.e., 
Millennials), ask yourself if your brand is 
delivering on these 10 hot buttons:


