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In “GenBuY:  How Tweens, Teens, and Twenty-Somethings Are Revolutionizing Retail”, authors Kit Yarrow and Jayne O’Donnell provide insight as to what Generation Yers (those born between 1978 and 2000) want, why they buy, and what marketers can do to engage them.  The information presented is a result of extensive research gathered from interviews, focus groups, a national online survey, and an analysis of academic and industry studies.  The book describes how today’s younger generation shops differently from the older generation.  These tweens, teens and twenty-somethings not only spend “big” money themselves but also have the power to influence what their parents and even grandparents buy.
One chapter, appropriately titled “Gen Y is from Mercury” focuses on what makes Gen Yers so different from the rest.  The authors highlight four characteristics:  confidence brought on by parents and the power of the Internet (blogs, Twitter, etc.); connectedness they create from knowing how to “cultivate” a group whether it be in school, on the job, or dating; ability to make more choices due to the options available (one interviewee says she found her job, boyfriend, clothes, and apartment online); and speed (research indicates Gen Yers are easily bored and fixated on visual symbols).
The authors explain further throughout the book “how these characteristics and forces have shaped the way Gen Y shops and which, in turn, has changed the way we all shop”.  For example, we have all heard of Bridezilla but Promzilla?  An 18 year old from North Carolina found her prom dress online and then convinced her mother to drive to the store two and a half hours away to buy it.  She said this was the dress she wanted and her mother knew it even though it cost more than $500 and would be worn once.

The book addresses how gender differences factor into shopping.  According to the survey, females win hands down.   The research indicated that “men shop less frequently, don’t stay as long when they go, and spend far less than their female counterparts on clothing, shoes, and accessories—not to mention groceries”. However teen and twenty-something males are shopping more than previous generation counterparts—their reasoning being “it is more fun and social than it used to be”.
While it can still be all about the brand, companies have to go the extra mile in appealing to this generation.  Yarrow and O’Donnell off the following advice for marketing to Gen Y:

*empathize with them and put yourself in “their shoes”, understand and care why they have the opinions they do

*engage and inspire the Gen Y customers, make them a part of the process from “design to delivery”

*realize that “humility, honesty, and smarts matter” if you want them to respect you

*use technology to your advantage, it’s all about media and being up-to-date with the “latest”

Kit Yarrow and Jayne O’Donnell have written a book that will prove to be a valuable resource to help companies understand the buying power of Gen Y.  However, as a parent of a just turned thirteen year old, I now too, have a better understanding as what this generation wants and why they buy as well as how to be a better shopper myself!
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