
ENGAGING WITH MILLENNIALS: 

Part 1 — Marketing to Millennials 

 
As their buying power increases, the Millennial generation is becoming an ever-growing factor in the success of auto 

dealerships across the country. This generation, the first to grow up with the Internet and the concept of “online 

shopping,” offers both challenges and opportunities. For the next few issues, we’ll be talking with our Dealer Panel on 

what they’ve found to be effective in marketing to, selling to and working with this generation. 
 

AutoSuccess: How does marketing to Millennials differ from marketing to other demographics? What do they expect that 

previous generations might not? 

 

Andrew DiFeo, GM of Hyundai of St. Augustine: This applies to all demographics, but one thing we focus on in all 

aspects of our business, whether it be with marketing or the customer experience, is honing in on creating trust with the 

consumer. That starts with your advertising — that there aren’t any games or gimmicks, and that everything you 

advertise can be fulfilled once the customer decides to do business with you. Trust is important with any demographic, 

but it seems to be that Millennials respond more to the trust aspect of the transaction. 
 

Chris Saraceno, VP and Partner of Kelly Automotive Group: Millennials were raised on social media, so they have come 

to expect short answers with even shorter waiting times. Anything over two sentences is considered too long and is 

skipped. In fact, social media has slowly started to reflect this. Facebook allows users to post however much they 

wanted. Twitter restricted it down to 140 characters. Instagram allows one picture. How much can one picture say? To 

Millennials, more than enough. 

 

We turn to ad agencies who are experts on social media marketing. They’ve told me, “You have to tell an entire story 

in one moment, whether it’s a set of three catchy words with a link or a captivating photo. The only media that can take 

more than two seconds of their time is a video, and even that shouldn’t be more than four to five minutes.” With this 

quick-pace advertising also comes the expectation of instant service. Sales consultants are no longer the face of the 

company. Millennials instead turn online to double check accuracy, answer questions and, above all, ask their friends. 

Since there’s always the likelihood, however, that no one in their circle has bought from a certain business, online 

customer reviews and ratings are the fallback. Kelly Automotive uses Dealer Rater, Google Reviews and Women-

Drivers to compile their customer’s online reviews for easy access. 
 

Brian Benstock, VP and GM of Paragon Honda and Acura in New York City: With so many ride-sharing services, such as 

Lyft or Uber, or even car-sharing services in the metro markets, Millennials are not as concerned about having or 

owning a car as previous generations. They want reliability, a reputable product and transparency in getting that 

product. You’re probably not going to find them coming in from a radio ad. 
 

Marsh Buice, Sales Manager of Mark Dodge Chrysler Jeep: The first thing other generations should not do is insult this 

generation’s intelligence. Where older generations came to us to get information, Millennials are well informed before 

they get to our dealership. They’ve read the reviews — not only about your dealership but also about the vehicle they 

are interested in. They want a dealership to respect them, their time and their influence with others. 
 

Danny Benites, GM of Greg Lair Buick-GMC: To begin with, 

they’re impatient. In the technology age, they’re used to getting what they want, when they want it, which is usually 

“now.” They’ve come to realize they don’t have to settle. You have about one minute to grab their attention, so you had 

better put your best foot forward up front. This generation, more than any other, has more choices, more competition, 

and more information at their fingertips. They have smartphones, and they’re not afraid to use them. 
 

AS: How can a dealership best integrate effective marketing to Millennials in with their overall marketing message? 

 

AD: Millennials are focused on the social aspect of their lives, and on the Internet. Third-party reviews and getting 

them involved in the discussion are things that really resonate with this generation. We find that Millennials don’t 

respond well to interruptive forms of advertising as they do to advertising that involves them in the process. 
 

CS: Like any generation, Millennials bring unique insights and opinions to the table. Classic focus groups are a good 

way of targeting the demographic and presenting them with new marketing plans. However, to get the attention of 

Millennials, one need only have a good online presence that interacts with the public, creating a voice that people can 

trust. The attention needed for running an online presence like this can interfere with business, so many dealerships turn 

to a good ad agency to run their social media and integrate new media. 



 

BB: You’ve got to be consistently there. You have to look at the media they’re actively using, such as Facebook or 

Instagram. You also can’t be too “sale-sy”; you have to be more realistic. They buy a lot on peer and social influence, 

so you want to integrate in every medium. There’s probably not one that’s more important than the other, but you’ve 

got to have consistency across all the various tiers of advertising. For Millennials, it’s about engaging with the brand. 

They want to see the product, and see their friends use the product. Getting referrals is great, and you can also referrals 

from local sponsored events, where they can touch and see the product. Often, people don’t really consider a brand; it’s 

who gets them first when they’re in the market for a car. Millennials are certainly that way. It’s who they engage with 

first, and that engagement is critical to make the sale. 
 

MB: Be real — I think it’s important for a dealership’s authentic voice to be spoken through social media channels. 

Millennials want to have a conversation — they don’t want to be shouted at or told what to do; they want to be part of a 

tribe. I think the dealership whose voice aligns with their actions will come out the winner. In short, say it, but then 

show it. 
 

DB: I think we need to rethink the old “best deal” soapbox speech. Millennials don’t want to hear it. Furthermore, 

they’ll find the best deal — I guarantee it. They are using aggregators at breakneck speed. Quite simply, they are 

looking for a conversation. The message that I want to get across to them is “We’re listening.” As an industry, we need 

to keep our big mouths shut and start listening to our customers. We have shifted heavily into the social media space 

and mobile technology. Millennials want to be heard, and they only want to listen to people they trust. Those trusted 

people aren’t wearing leisure suits. 

 

Next month, we’ll turn our focus from marketing to Millennials to the sales process, and what works, and doesn’t, 

when it comes to delivering vehicles to this generation. 


