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ONE Millennials, or young people in 
their teens and twenties,are 
different.  They communicate, 
collaborate, consume information 
differently from other generations 
and understanding what makes 
them tick is crucial to success in 
any business today. 

TWO Success in connecting in the digital age is as much about psychology, 
sociology and political science as it is about technology.  With the right 
mindset, anyone can do it.

THREE A methodology and plan 
exists for all to succeed.
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MEDIACOMMUNICATION ENTERTAINMENT

#THEYVECHANGEDEVERYTHING 
(più o meno )

Millennials (young people born between 
~1980-2000), nearly one-third of the 
world’s population, has already changed 
the world as we know it. 

Most of us are on Facebook because of 
Millennials.  We express ourselves through 
text and Snap Chat because of Millennials 

-- and in the USA, every one of us will 
soon have access to health care because 
of Millennials and their support of Barack 
Obama in the 2008 primary election and 
caucus for President.  

They account for more than $1 Trillion in 
consumer spending.
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2004 @ Harvard

2006 @ NYU 2010 @ Yale 2010 @ Stanford 2011 @ Stanford
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57%
14%
11%

January 2008  
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http://pewinternet.org/~/media//Files/Reports/2010/PIP_Future_Of_Millennials.pdf 10
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THE EVOLUTION OF SHARING
Millennials Came of Age Online via MSN, Texting and Facebook

CHAT via AOL, MSN, 
Google and Skype as a 
way of connecting with 
people in real-time.

SMART PHONE and 
texting increased 
expectations that you’re 
always connected.

SEOUL, OBAMA & ARAB 
SPRING proved young 
people can change their 
community, country and 
the world.
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Politics, religion and other 
important signals are easy to 
locate.

DEMOGRAPHICS

BRAND PREFERENCES

Institutions and brands can easily 
decipher gender, age and 

location of their stakeholders. 

LEISURE ACTIVITIES

Travel, sports, hobbies, etc. are 
key to how we define ourselves 
and often part of our profile data.

From consumer brands to music 
and movies to media habits are a 

key part to most online profiles.  

IDEOLOGY

OUR ONLINE PROFILES

ARE SIGNALS TO THE WORLD
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LOVES SPORTS, MUSIC, POLITICS

READS THE NY TIMES

HARVARD-BASED ENTREPRENEUR

LIVES IN $$$ SUBURB

40-SOMETHING W/ 3 KIDS

30 SECONDS W/ @DELLAVOLPE
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PARIS

NIRVANA

JERRY MAGUIRE & SIMPSONS

GRAPE LEAVES & LASAGNA

1,200 TO 500,000 FOLLOWERS

EGYPT’S @ALAA
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EMPOWER

ASK FOR MORE

Whoever you are, there are hundreds, thousands, 
millions of people who share your interests and 
passions.

They seek ways to be connected to the things that 
they care about.

They will support your brand, cause or product, often 
times if you just ask.

Methodology

IDENTIFY
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◆ Social CRM

◆ Real-time Research

◆ New media outlet 
(build your audience)

◆ Personal recognition

◆ Shape the future

◆ Unofficial ambassador

OPPORTUNITY FOR CITIZEN
OPPORTUNITY FOR ORGANIZATION
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47%

29%2010

2012

Percent of Twitter users who ...

Ever see news on Twitter

Ever tweet, re-tweet news

Follow news organizations, journalists

+25%
+24%
+12%

from 58% to 83%

from 35% to 59%

from 24% to 36%

% who Ever Sees News on Social Networking Sites

CHANGING FACE OF MEDIA

http://www.people-press.org/files/legacy-pdf/2012%20News%20Consumption%20Report.pdf
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After Getting News Tips From Friends and Family,
 Most Americans Seek Out  Full News Stories

BECAUSE PEOPLE LIKE TO SHARE

% SEEKING FULL NEWS SITES

1

Somewhat often

Not too often

Never

2

3

4

Very often

Among SMS Among WOM

35%

42%

27%

37%

http://stateofthemedia.org/2013/special-reports-landing-page/friends-and-family-important-drivers-of-news/

30%

5%

20%

3%
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-78 -52-53-64

18-29:  91
30-49: 52
50+:    13

18-29:  81
30-49: 47
50+:    17

18-29:  69
30-49: 42
50+:    16

18-29:  80
30-49: 59
50+:    28

% That use social networking (based on total); Pew Research Center 2012

SOCIAL NETWORK USE BY AGE
9-in-10 Young Italians with Access are on Social Network Site

5038 39 34
% who use SNS

Difference 
between 
youngest & 
oldest use of 
SNS

#2

#19

#3

#13

#2

#35

#2

#8
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64 %
COMMUNITY

16 %
RELIGION

44 %
SPORTS

36 %
POLITICS

75 %
MUSIC & MOVIES

47 %
COMMUNITY

25 %
RELIGION

49 %
SPORTS

32 %
POLITICS

63 %
MUSIC & MOVIES

SOCIAL NETWORKING BY TOPIC AREA
Italians more likely than Americans to post about Arts and Community
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O R B I T
ONSITE 

ENGAGEMENT REACH BIAS INFLUENCE TOPICAL 
FREQUENCY

... FOR INDIVIDUALS ... FOR THE WEB
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INFLUENCE = SCIENCE
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Matt, who lives in Boston, is one of the most influential fans of AC Roma in the 
United States.  He graduated from Trinity College in 2010, considers himself a 
“Renaissance Man,” and has tweeted and been RT thousands of time on all-
things football.  His favorite recent TV show is Breaking Bad and will be one of 
the first to see Anchorman 2 this December.
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Scott from Portland, OR.  2000 graduate from Western 
Washington University loves travel, music and the new film Gravity.  
He has some ideas for JJ Abrams and is one of Pope Francis’ 
most influential unofficial evangelists on the West Coast.
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I can not tell you how strange it is to watch playoff hockey knowing 
that no matter what the LA Kings will be playing next week.

@theroyalhalf This is you most positive #LAKings tweet ever.  Don’t 
get soft on us...

14 6
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Redacted.
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SOCIAL NETWORKSMAINSTREAM

4 Quadrants of the “Social Sphere”

BLOGSTRADE

IT ALL MATTERS.

Facebook || 9.52

Twitter || 9.37

YouTube || 9.00 

ESPN  || 8.54

Yahoo! Sports || 7.19

Marca || 6.86 

BBC  || 8.24

Globo || 8.06

Daily Mail || 7.94 

Taringa!  || 8.54

Verdazzo || 6.97

Comunio II 5.24

30

Taringa!  || virtual social hub in Argentina with > 2,000 football communities.

O: 9.63    R:  8.77    B:  5.42    I:  7.38    T:  9.83
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REACH OUT, BUT DON’T FORCE IT.  Too often, advertising, marketing and media 
professionals, try to force relationships and create things that are not there.  It 
leaves them looking out of touch, uncaring, and not authentic.

598,0003,000,000

#SuperBowl #SB47
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Whoever you are, whatever you 
represent -- there are likely hundreds, 
thousands or millions of like-minded 
people who seek ways to engage 
with you.

To be relevant, its incumbent upon 
you to connect with them, follow, 
comment and share.

10% of the time, you might find a 
source -- 100% of the time you will 
be connecting and growing your 
audience.
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@DELLAVOLPE
 JOHN.DELLA.VOLPE

JOHN@SOCIALSPHERE.COM
JOHN_DELLA_VOLPE@HARVARD.EDU
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