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THE STORY




The BBC and
Affluent Millennials

BBC News has a research programme
looking into the buying attitudes of
Affluent Millennials around the world

BBC.com reaches more African Affluent
Millennials on a weekly basis than any other
international news provider

74% of the African BBC audience are Young
Affluent Metropolitans*

SOURCE: IPSOS Affluent Africa 2018




African Affluent Millennials and
brands

What is distinct about African Affluent Millennials and how
they engage with these product categories?

Leisure ‘ Luxury * ‘ Consumer Banking
Travel Goods w’ | 1echnology and Finance




About the study

Nigeria

A study of 2,058 African Millennials in
June 2018 in 5 markets

Affluent: Defined as ‘Top 25% by

HH income for market’
Tanzania

Millennial: 16-34's

Comparisons to results from global Affluent
Millennial studies conducted by BBC in 2017/2018







More than half of African Affluent Millennials buy
multiple luxury products each year.

African Affluent Millennials

Il PURCHASE MULTIPLE
LUXURY PRODUCTS PER
YEAR

Il PURCHASE ONE LUXURY

24% 519 PRODUCT PER YEAR

SOURCE: BBC Affluent Millennials Africa, June 2018 (n=2,058)



African Affluent Millennials are twice as likely to
travel for leisure or business than their non-
Affluent counterparts

Have travelled abroad in past 12 months
62% 64%

B AFFLUENT
MILLENNIALS

I NON-AFFLUENT
MILLENNIALS

'FOR LEISURE’ 'FOR BUSINESS’

SOURCE: BBC Affluent Millennials Africa, June 2018 (n=2,058)
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ATTRACTED TO QUALITY
\| AND CRAFTSMANSHIP




When it comes to tech products, quality beats
caché. AAM’s are more attracted to products
that are best-in-class, not exclusive

Q: 'When it comes to choosing a technological device or service, how important to you are the following?’ (‘Very Important’ Index: 100 = All African Millennials)

114

index:
100 = All African
Millennials

94

‘Superior ‘Product is ‘Product is
design & ‘best in class’ exclusive or
craftsmanship’ in category unigue’

SOURCE: BBC Affluent Millennials Africa, June 2018 (n=2,058)



MILLENNIALS ARE
LOOKING FOR ETHBAL




African Affluent Millennials put community
before financial gain, a sentiment far less
common in their global counterparts

AAM’s are 200%+ more likely than global Affluent Millennials to consider this an important endeavour for banks

Q: 'When it comes choosing a bank or financial institution to manage your money, how important are the following to you?’
[%: Important]

1227% 1200% 1253% Il AFRICAN
AFFLUENT MILLENNIALS

H GLOBAL
AFFLUENT MILLENNIALS

El PERCENTAGE
DIFFERENCE

That the bank is That the bank is active That the bank employs a
environmentally in supporting the diverse workforce
responsible community

SOURCE: BBC Affluent Millennials Africa, June 2018 (n=2,058)
GLOBAL COMPARISON: BBC Affluent Millennials, Jul 2018 (n=3,380) conducted in USA, Canada, Singapore, Germany, South Africa, France & Australia.






African millennials of all kinds are looking for
peace and relaxation from their leisure trip, and
value all inclusive deals.

Whilst global Affluent Millennials want to experience local culture, for AAM’s a leisure trip is recuperation from daily life.

Q: 'When it comes to international leisure trips, how important to you are the following?
(African Affluent Millennial index to global average)

B INDEX ABOVE GLOBAL AVERAGE
B INDEX BELOW GLOBAL AVERAGE

Global Average
(i=100)

el 8 B

85 78
PEACE, ALL-INCLUSIVE  UNIQUE & AUTHENTIC CULTURAL SHOPPING

TRANQUILITY,  PACKAGE DEAL UNFORGETTABLE CULTURAL EVENTS / OUTLETS /

RELAXATION EXPERIENCE EXPERIENCE FESTIVALS BRANDS

SOURCE: BBC Affluent Millennials Africa, June 2018 (n=2,058)
GLOBAL COMPARISON: BBC Affluent Millennials Oct 2017 (n=2,189) in Singapore, USA, Canada, Australia, Germany, South Africa, Hong Kong, France.



AAM'’s are mobile first when it comes to everyday
banking

They are 20% more likely than their global peers to rate a bank’s mobile app as important for interactions

Q: 'How important to you are the following ways for you interact with your bank or financial institution? (% NET: Very Important / Important)

African Affluent Millennials Global Affluent Millennials

#1 Mobile phone app #1 Website
#2 Bank branch #2 Mobile phone app

#3 Telephone Service #3 Bank branch

#4 Website #4 Telephone service

SOURCE: BBC Affluent Millennials Africa, June 2018 (n=2,058)
GLOBAL COMPARISON: BBC Affluent Millennials, Jul 2018 (n=3,380) conducted in USA, Canada, Singapore, Germany, South Africa, France & Australia.






AAM'’s are more heavily influenced by luxury
advertising using rich media than their global peers

Q: 'Which you do find influential in your personal preference for luxury brands?'
(% difference to global average)

B % ABOVE GLOBAL AVERAGE

B 2 BELOW GLOBAL AVERAGE

Global Average

Branded
content Online Television Outdoor

SOURCE: BBC Affluent Millennials Africa, June 2018 (n=2,058)
GLOBAL COMPARISON: BBC Affluent Millennials Oct 2017 (n=2,189) in Singapore, USA, Canada, Australia, Germany, South Africa, Hong Kong, France.



When it comes to influencing technology
purchase amongst AAM’s, personality and buzz
are important

While all African millennials are influenced by tech brands with a strong personality, AAM’s particularly skew for
endorsement of celebrities & influencers

Q: 'When it comes to purchasing technology and devices, which of the following do you find influential in your choice of what to buy?’
(‘Very Important’ Index: 100 = All African Millennials)

116
51%

23% Il AFRICAN AFFLUENT
MILLENNIALS

B INDEX TO ALL

AFRICAN
#1 #2 #3 #4 MILLENNIALS
'‘Brands that have a '‘Brands that are 'Products my 'Products celebrities
specific personality or active on social friends are & influencers are
identity’ media’ buying or talking talking about’
about’

SOURCE: BBC Affluent Millennials Africa, June 2018 (n=2,058)






AAM’s want more social action from brands than
their global peers. They want to hear what you are
doing, not just what you stand for

AAM'’s skew higher on than the global average for social action, and skew lower on expressing company values
Q: 'Which of the following ways can luxury brands and advertisers use to earn your appreciation and loyalty?” % Diff to global average)

19%

Global Average

'Showing the steps the 110%
company takes to protect ) I % ABOVE GLOBAL AVERAGE
its workers and the 'Showing the values
environment’ of the company B % BELOW GLOBAL AVERAGE

SOURCE: BBC Affluent Millennials Africa, June 2018 (n=2,058)
GLOBAL COMPARISON: BBC Affluent Millennials Oct 2017 (n=2,189) in Singapore, USA, Canada, Australia, Germany, South Africa, Hong Kong, France.



They look for brands

that demO nStI‘ate a ‘Brands should source materials and services
- - from local suppliers’
com m Itment to thel r (index to Millennials Global Average)

local condition

167

Global Average

NON-AFFLUENT AFFLUENT AFRICAN
AFRICAN MILLENNIALS MILLENNIALS

SOURCE: GlobalWebIndex Q1-Q4 2017



AAIVIES want to see change
NRNEeIr countries, and they
WaNTio be the change-
AKErs. They identify with
brands that share that

d contrlbute




BBC Global News

@hamishmcpharlin




