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4 Economist Intelligence Unit “ Maturing with the millennials”
2008 164

To build customer loyalty with millennials, what marketing channels should your organisation focus on over the next three years?
Select all that apply
(%)

Viral marketing or peer-to-peer recommendations

Sponsorships or advertizements in areas populated by millennials {eq, extreme sports, music venuves, chat rooms, sodal networking sites)

Post-purchas e customer service follow-up

Customercollbboration in product (beta) testing

Foous groups

Economist Intelligence Unit “Maturing with the millennials” n=164

NASA

€ NASA “ Open NASA” opennasa.com
NASA 30

NASA i "

NASA Sras

1@ Wi Deuigr: o Tande in =

Twitter

NASA “Open NASA”

© 2009 EcoNetworks Co., All Rights reserved 4



QO

EcoMetworks

Facebook Twitter

Facebook
Twitter

Twitter

info@econetworks. jp

© 2009 EcoNetworks Co., All Rights reserved 5



QO

EcoMetworks

Facebook

http://www.facebook.com/

Twitter

http://twitter.com/

YouTube

http://www.youtube.com/

Flickr

http://www.flickr.com/

Digg
http://digg.com/

WhiteHouse2.0
http://www.whitehouse.qgov/blog/09/05/01/WhiteHouse/

Open NASA

http://www.opennasa.com/

Economist Intelligence Unit “Maturing with the millennials,” 2008/10/02

http://graphics.eiu.com/upload/Genesys_Millenials.pdf
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