Millennials:
the wellness
generation
Who are they?
Millennials are often stereotyped as
self-centred selfie-takers who would rather
eat avocado toast than buy a house, but the
reality is that they are now aged 22 to 38
and are highly educated, hard-working, and
connected. They also care a great deal about
their health, and they have money to spend.
For pharmaceutical marketers, these traits all
represent opportunities.

Millennials are “digital natives,” the first generation to
grow up as the networked, digital world was taking off.
The majority of them can remember a time before the
internet (if only vaguely), but now take it absolutely for
granted. What their parents may have seen as giant leaps,
millennials mostly saw as normal, because huge leaps in
technological progress have been happening their entire
lives. Their digital savvy also means millennials have an
innate sense of what sources they see as trustworthy, and
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Why is this an opportunity? Millennials value
genuine relationships and they don’t need
face-to-face interactions to feel a connection.
The right message can establish that connection,
and backing it up with solid information that
gives them the opportunity to make up their own
mind about your brand or product can go a long
way in converting them.

Millennials are the new
purchasing powerhouses
Millennials believe in taking care of themselves
and are more proactive than reactive when it
comes to their health. Exercise, therapy, eating
well, alternative medicines like physiotherapy
and acupuncture, and even the beauty industry
trend toward serums and targeted vitamin
supplements are all ways millennials try to
prevent health issues before they start. The flip
side of this skew toward alternative methods
and focus on prevention is that, as a generation,
they are less likely to blindly trust traditional
health authority figures, including doctors and
pharmaceutical companies.

they have no problem opening five tabs on their
browser to compare information before drawing
their own conclusions.
Having nearly instant access to online resources and
recommendations has made millennials feel more
empowered than previous generations when it comes to
making big decisions on their own. And when it comes
to their health, it also means that the internet—and not
their doctor—is often their first source of information.

However, when it comes to spending, millennials
are more than willing to put their money where
their values are—and with drug spending at 26%
over index in Canada, they are willing to spend.
What they want before they swipe is a reason
to believe. Peer recommendations carry a lot of
weight with this demographic, which can mean
trying multiple products before finding the
“right” one. On the brand side, taking a clear,
no-nonsense approach to communication can
show you take this demographic seriously.

This is a group that wants information, and although
they’re often accused of short attention spans, they do
care about the details. (Millennials are twice as likely as
the rest of the population to pull out their smartphones
to research products they see on a shelf.) Offering the
opportunity to dive a little deeper and speaking to
them like the curious and educated individuals
they are can help build the trust that wins over
a millennial consumer.

WILLING TO TRY
MILLENNIALS ARE OFTEN WILLING TO GIVE A
PRODUCT A TRY IF THEY THINK IT WILL WORK, OR
SOMEONE THEY KNOW (IN REAL LIFE OR ONLINE)
HAS RECOMMENDED IT. COUPONS AND/OR SAMPLESIZE PACKAGES CAN BE THE PUSH THEY NEED WHEN
DEPLOYED AT THE RIGHT STAGE OF A CAMPAIGN.

The wellness generation
1. No other demographic is as invested in health and wellness as millennials.
2. They are less trusting of traditional health authority figures, including drug manufacturers.
3. Although they trust doctors, they consider them the last line of defence.
4. Social media is a huge factor in their health decision-making.
5. The proliferation of online information has empowered millennials to seek out and verify solutions from peers online.
6. They want things fast—wait times at doctors’ offices can be a deterrent.
7. They take prevention seriously and are proactive about it.

Why is this an opportunity? Cut out the middleman.
Millennials want to feel like they have direct access to
the brands they’re researching, and thanks to social
media, chatbots, podcasts, and well-designed websites,
they can! Being present where they are and keeping your
content updated are clear indications that you want to
engage with them.

Millennial HCPs
Whether they’re behind the counter at the pharmacy,
inserting IVs, or writing prescriptions, the HCP
landscape is full of millennials. Although “the way it’s
done” in medicine might be changing more slowly than
in the consumer space, it is changing. And millennial
HCPs are the driving force behind that change. New
social media platforms are allowing for faster and wider
information sharing, and apps and online calculators
mean a library of information is available on demand
and in the pocket of their white coats.
It’s no wonder millennial HCPs want that information
to be readily available: they are dealing with a new
generation of patients who arrive at appointments
armed with their own information and self-diagnoses.
As doctors, pharmacists, and nurses are increasingly
being questioned about their treatment decisions
(whether critically or curiously), ensuring they have
answers at hand makes their jobs easier.

Just like their consumer peers, millennial HCPs
appreciate speed, accuracy, and relevant information—
and they are open to new ways of getting it. As using
a smartphone (sometimes during case discussions
or morning rounds) becomes normalized in an HCP
setting, the relevance of mobile-first design for
promotional tools is rising.
Why is this an opportunity? Unbranded educational
tools have the potential to make a big impact in this
environment, as does strategic use of emerging
platforms, including HCP-specific social media,
YouTube series, and podcasts. Even reformatting
traditional tools like visual aids and HCP-targeted
apps can allow your brand to put information and
power into the hands of millennial HCPs.

The millennial
marketer’s toolbox
› Strong online presence
› Sound content strategy (branded and unbranded)
› Skew toward peer influence
› New avenues for content distribution (podcasts,
sponsored content, media partnerships)
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Generational influencers
As a generation that is taking over the workplace and
making bigger-budget purchases, millennials are poised
to be the next big spenders across all categories. But
just as important as their actual capital is their cultural
capital: as they age, boomers are increasingly looking to
their children for advice, and millennials love to share
what they know.

Their values and habits may feel vastly different from
those of previous generations, but as millennial
influence grows, their preferences will become more
mainstream. And that is actually great news, because
whether your audience is composed of millennial
consumers or HCPs, updating your marketing toolbox
has never had more of an upside.

For more than 25 years, Lemieux Bédard has combined
scientific rigour with human insight to produce
ambitious work in the health + wellness sector.
To find out more about our full range of agency services, and specifically how we can help
you engage with millennials, contact Josée Gagnon at jgagnon@lemieuxbedard.com.
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