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Marketing With 
Millennials
Connecting with this generation 
demands new sales approaches 
BY MICHELLE L. CRAMER

BORN AFTER 1980, many in the generation known as  
millennials are now full-fledged adults, and this is reflected 
in their purchases. In an article for Forbes, Matt Powell, 
founder of Princeton Retail Analysis in Portland, Maine, 
points out that millennials will account for one-third of all 
retail spending five years from now. They will be a large 
portion of your customer base, provided you target them 
appropriately.

But millennials function differently than previous 
generations. Jeff Fromm is the president of FutureCast,  
a Kansas City, Mo., marketing firm solely focused on 
helping businesses learn to market to millennials. He says 
the back half of the millennial population — those born 
in the ’90s — have no frame of reference for life without  
the Internet. All they’ve ever known is technology 
advancing at a rapid rate. 

“Therefore, when connecting with millennial partners,  
brands must realize that the traditional engagement 
methods need to be thrown out the window,” Fromm 
says “and a new mind-set of inspiring consumers with 
content and engagement through digital, mobile and 
social platforms must be adopted.”

For questions or to comment on this article please contact editorial@bigfishpublications.com.

REACHING YOUNG SHOPPERSMARKETING

“When I think of traditional hot tub marketing, I think about 
luxury more than adventure. Millennials, however, do not 
respond as well to that type of messaging. They want to 
have an experience with a brand — they want to share  
in an adventure. In order to engage this demographic,  

it is important to think outside the box, and create  
innovative campaigns that are disruptive and break  

free from traditional marketing schemes.”
– JEFF FROMM

PRESIDENT, FUTURECAST

69%of millennials 
consider 
themselves 
adventurous.

Don’t discount their purchasing power 
and not take them seriously.

“This generation of shoppers knows where to find all the information,  
but they will still want to get a sense of the business themselves  
and will make up their own minds. Don’t talk down to them;  

don’t discount their purchasing power and not take them seriously. 
Understand that they want the easiest maintenance, the coolest features 

and the easiest negotiation. Their attention span is short, so keep it  
short and sweet and hone in on the technology. They care less  

about brand than getting the features they are looking for.”
– ALI REYNOLDS

CO-FOUNDER & CLIENT RELATIONS
THE GET SMART GROUP, CALIFORNIA

MILLENIALS ARE:
• Earning less than 
 Babyoomers and 
 Generation X
• Health conscious
• Entering prime-
 spending years
• Tech savvy

• Want to make the 
 most of their leisure 
 time
• Love social media, and 
 are willing to share 
 opinions and 
 experiences there
• Not brand loyal

“Give them the  
ability to research on 
their own. They like 
to see videos, read 
brochures, read your 
reviews and see your 
Facebook page. If 
you have very little 

or no web presence, 
you will likely never, 
ever hear from them. 
Be real, be human 
and be approach-

able. If you can con-
vert them to fans, they 
will be your biggest 
champions online.”

– ALI REYNOLDS
CO-FOUNDER & 

CLIENT RELATIONS
THE GET SMART GROUP

Source: “Millennials: Coming of Age in Retail” 
report by Goldman Sachs

“Millennials are 
 frugal, but they want 

the best they can 
afford. Marketing 
must express value 

for the money. 
Millennials are  

participatory. Make 
it easy for consumers 
to share opinions and 
experiences with your 
products. Millennials 

want uniqueness. 
Customizable  
products are  
important.” 

– MATT POWELL
FOUNDER, 

PRINCETON RETAIL 
ANALYSIS

“Engage — don’t 
market. Don’t talk. 

Listen well and 
respond. Provide 

value. Find out where 
your customers are 
living digitally and 
involve them there. 

Seek interaction, not 
reaction. Market with 

millennials.”
– MATT POWELL

FOUNDER, 
PRINCETON RETAIL 

ANALYSIS
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Millennial
Recruitment
How to seek out and retain the talents of 
a younger generation at your store
BY MICHELLE L. CRAMER

BABY BOOMERS ARE RETIRING, and millennials are entering the work 
force in droves. However, posting a general job listing may not be 
enough to get applicants, and millennials are a special breed when it 
comes to retention. The benefits of employing a younger generation 
make it worth a little extra effort. 

BENEFITS 
David Williams, CEO of Fishbowl Inventory in Utah, has aided in 
the creation of 14 companies throughout his career. “The benefits  
of a younger staff, particularly in a small company in the hot tub 
industry, is that they are hungry, teachable and don’t have too many 
old habits to break,” he says.

There are also fiscal benefits to employing millennials. “If your 
employees are in the same age range as your customers and lead  
similar lifestyles, they will be better-positioned to speak to potential  
customers about the benefits of owning a hot tub,” says Andrea 
Ballard, owner of Expecting Change, LLC, a small business in Seattle 
that helps employers hire and retain talented people in a competitive 
marketplace. Ballard adds that millennials can also be savvy on social 
media and very connected, which can help bring in new business.

ACCOMMODATING
There can be some hiccups when it comes to a younger staff, too. 
Baby boomers and Gen X employees may see millennials as spoiled, 
entitled, and wanting a trophy and special treatment just for showing  
up, Ballard explains. “Educating all employees about generational 
diversity is the best way to start,” she says. “People may not agree 
with each other, but if they can understand where the other person is 
coming from, they can often work together effectively.”

Additionally, a retailer failing to appeal to the needs and desires of 
millennial employees may see frequent turnover. “Turnover happens  
when salaries are low and/or competition for the same positions 
is great,” says Jessica Miller-Merrell, CEO and chief blogger for 
Blogging4Jobs, an HR consulting firm in Oklahoma. “If you make 
your workplace a fun environment, filled with activities and  
opportunities, they will stay.” 

Ballard adds that a lack of input on determining their work sched-
ule, a lack of information on how their position contributes to the 
overall goals of the company, and a lack of other young people for 

socialization will also result in decreased retention with  
this generation. “Millennials are used to being asked their 
opinion and getting a vote on decisions that affect them,” 
she says. “Think reality TV, which they all grew up with.”

Williams says millennials may lack experience and 
confidence, and might approach situations immaturely. 
“When you keep this in mind, you can gently, yet firmly, 
educate them and help them grow into extraordinary 
leaders,” he says.

RECRUITING
Because this younger generation can bring a lot to the 
table, seek out a few employees you can depend on. 
The majority of employees at Fishbowl Inventory are 
under 30 and provide Williams with unique insight. “If 
you have a great company and culture, your employees 
will recruit people they care about,” he says. “Birds of a 
feather do flock together.” Miller-Merrell adds that an 
employee-referral program with incentives will motivate 
your employees to promote job openings to people they 
trust.

And, if the culture of your showroom isn’t quite there 
yet, Williams suggests visiting local universities, hiring 
people while they are in school and training them early. 
Miller-Merrell says not to be afraid to take risks to find 
valuable millennial employees. “Visit a competitor and 
speak with the staff,” she says. “Qualify them and watch 
them in action. Share your business card and suggest they 
apply for your job opening. I’ve made some of the best 
hires in unexpected places, including a fast food drive-in.”

RETAINING
If you’re interested in retaining your millennial employees,  
ask directly what keeps them around. Create an anonymous  
online survey or conduct a “stay interview” after 90 days 
to see what keeps them around and what changes they’d 
like to see. Present the results to the group, then work 
with them to create a retention plan.

Ballard says younger employees are typically less 
interested in health and retirement benefits, and more 
interested in flexible hours and variety in their work envi-
ronment. Additionally, they like to be involved and feel 
they are contributing to the company’s success. Williams 
recommends sharing basic financial information — gross 
sales, profit and loss — to get them more invested in the 
company’s success. 

“[Millennial] employees want appreciation and a good 
working environment above all,” Miller-Merrell says. 
“Involvement, recognition and execution are key.” n

For questions or to comment on this article please contact editorial@bigfishpublications.com.

RECRUITING TALENTOPERATIONS
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The New

of Industry Leaders
THE APSP WAVE YOUNG PROFESSIONALS NETWORK 
WANTS TO BRING NEW LIFE TO THE UP-AND-COMING 
GENERATIONS IN THE POOL AND SPA INDUSTRY.

By Michelle L. Cramer
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April Nielsen, national 
account manager for 
Lonza, and Bill Weber, 
former CEO of the 
Association of Pool & 
Spa Professionals, often 
attended the same industry  
events, so they traveled 
together for convenience. Of 
course, during these trips, 
the two couldn’t help but 
discuss the current state of 
affairs for the pool and spa 
industry — things that were 
going well and things that 
might benefit from change. 
One such change was the 
development of a networking  
group for the younger  
generation of leaders within 
the industry.

Nielsen recalls what spurred the idea 
for what became the APSP Wave Young 
Professionals Network: She was volunteering 
with the APSP and noticed that most of the 
volunteers on councils and committees had 
been there for a very long time, and there 
weren’t a lot of new people involved with the 
inner workings of the association. She and 
Weber saw this was a critical time for change. 

“All of the people we had engaged in the 
industry would be aging out in the next 10 
to 15 years, and there was no mechanism 
in place to bring new people in, get them 
involved in the association and help even out 
leadership skills,” Nielsen recalls. “What was 
interesting to me was that a lot of young people 
had been coming to those events for years 
and they didn’t even know each other. They 
tend to hang out with their families, and 
there wasn’t anything at those meetings for 
the younger crowd.” (continued on page 52)

“These people are so excited and 
enthusiastic about the industry, what 
they’re doing, and the potential of 
their business. Every time I’m around 
them, I get energized and excited 
all over again. I love to tap into that 
energy and their ideas.”
– April Nielsen
National account manager, Lonza
YEARS IN THE INDUSTRY: Twenty-seven
INDUSTRY AMBITION: In five years: continue working to identify 
opportunities to help develop new talent within the organization, our  
customer base and within APSP. In 10 years: to spend many more days 
of the year sitting under an umbrella on a beach somewhere, listening  
to the waves and reading some great fiction.

“My hope is to keep these 
talented individuals in 
the industry and teach 
them the leadership 
skills to continue to raise 
the bar. Wave wants to 
make sure future leaders  

of our industry have a forum to 
openly share ideas without feeling 
like they are not heard. Having a 
voice in the industry is paramount to 
helping shape the conversation and 
allowing future generations to have 
a part in decision making.”
– Dustin Watters, 2014 Wave chairman 
Vice president, Watters Aquatech 
Pools & Spas
LAS VEGAS
YEARS IN THE INDUSTRY: Born into the industry, third generation
INDUSTRY AMBITION: An ownership position within the family  
business and to make his parents proud by continuing with the same 
ideals; continuing to be a voice for change and push the envelope with 
ideas and designs

Photo: Darin Back
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“Wave enables me to 
better serve our mem-
bership by understand-
ing what the next gen-
eration of this industry 
faces. This insight allows 
me to create programs, 

schedule education and proactively 
address issues that assist our younger  
members as they begin to assume 
ownership in their businesses.”
– Tracy Miguel  
Vice president of sales and marketing, 
United Aqua Group
LAS VEGAS
YEARS IN THE INDUSTRY: Recruited two years ago to launch and 
oversee the transformation of a 51-year-old parent company’s identity 
from Aquatech to United Aqua Group.
INDUSTRY AMBITION: To be a key contributor and actively 
involved in the industry’s growth; encourage the industry to continually 
reinvent itself; assist members in building stronger businesses; and entice  
customers to view a pool or spa as a must-have.

“If someone is thinking of joining Wave, I 
would tell them to get out of their region-
al cocoon and start meeting like-minded 
professionals. Our view of ourselves 
changes when we see how someone is 
doing things differently or more efficient-
ly. Our industry is highly regionalized, 
meaning that our primary competition 
are the pool companies across town. 
Often, it’s hard to gain perspective on 
trends and helpful tips because everyone 
is so protective of their nut. By joining 
Wave, I have access to industry profes-
sionals who aren’t afraid to talk to me.”

– Josh Henderson
Vice president of sales and 
marketing, Memphis Pool 
MEMPHIS, TENN.
YEARS IN THE INDUSTRY: Eighteen (right 
out of high school)
INDUSTRY AMBITION: To be a better 
steward to the pool and spa industry; learn 
how to better get the word out on the benefits 
of water recreation.

Industry professionals mingle at the Wave Young 
Professionals Network Reception at Cuba Libre in 
Pointe Orlando, Orlando Fla. Dustin Watters (below) 
the 2014 Wave chairman addresses the attendees.

Photo: Darin Back

Photos: APSP
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Wave was born in the beginning months 
of 2013, with the first official steering-
committee meeting held that April and again 
in June 2014. Current chairman Dustin 
Watters shares excitement for what Wave  
is doing for the industry. “I love what I  
do, and the only way to keep the pool and 
spa industry moving forward is to share  
my knowledge and experience with the  
generation behind me,” he says. “I want to 
raise the bar within our industry, and giving 
back is one way I believe we can do this.”  
As he approaches the end of his term, 
Watters says he seeks to raise awareness  
of the existence of Wave and empower  
future generations. 

“The APSP is looking to protect the 
industry and promote growth with our mem-
ber companies,” Nielsen says. “I feel that, 
if we’re not listening to the voice of these 
younger individuals — if we’re not bringing  
them in and making them a part of the  
association now — then it really doesn’t have 
a future. A number of members have been 
participating for 20, 30, 40 years, and there 
weren’t any seats at the table for the next 
generation…. There needs to be a built-in 
mechanism in our association to make sure 
we’re continually turning people over and 
making opportunities for new people to par-
ticipate.”

The target demographic for the group 
is 40 years old and under, but they don’t 
exclude based on age. “It has a lot to do with 
where you are in your business lifecycle,” 
Nielsen says. “So if someone is a little bit 
older, but they’re new in the industry or just 
coming up through the ranks, or looking to 
take a leadership role in the business — and 
are young at heart and willing to listen to 
new ideas — that person could be a Wave 
participant, too.” 

Generally, the Wave group offers net-
working events and educational opportunities 
at major industry gatherings throughout the 
year, and encourages networking connections 
on more local levels as well. There will be Wave 
events at the upcoming Atlantic City, Midwest 
and Southwest pool and spa shows. n

“I really get excited 
about my career and 
my future after a Wave 
meeting. Hearing what 
my peers have to say  
and feeding off their 
excitement really  

motivates me. I come back to work 
fueled with new ideas and ready to 
make changes. Individually we may 
be small fish, but together we have 
the power to sway opinions and  
influence the direction of the pool 
and spa industry.”
– Jacob Clements
Assistant manager, Pla-Mor Pools
MECHANICSVILLE, VA.
YEARS IN THE INDUSTRY: Over 10 (raised in the industry)
INDUSTRY AMBITION: Stepping in when his parents retire and  
running the family business with his brother.

“Wave is the younger version of the 
APSP. It gives you a lot of opportu-
nities and chances to meet folks. I 
never want to stop learning because 
there’s always something new  
happening. The training is just really 
exciting. The networking is great, 
too, because you hear about what’s 
going on in other areas by being  
connected.”
– Jessica Sikes
Retail sales with Pride Pools, 
Spas & Leisure Products 
SAVANNAH, GA.
YEARS IN THE INDUSTRY: Over 14
INDUSTRY AMBITION: As a third generation in the industry,  
she sees herself eventually partnering with her two uncles.

Photo: APSP
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“I was fortunate to join 
the Wave committee  
at the beginning of 
2014, so I have about a 
year of participation in 
the group. I spoke with 
Dustin Waters at an 

industry event regarding Wave, and 
with passion and vision he explained 
the program to me. I quickly volun-
teered to help support this important 
industry initiative, to help create 
awareness and be an advocate for 
Wave.” 
– Michelle Kenyon  
Vice president marketing, 
Zodiac Pool Systems, Inc.
YEARS IN THE INDUSTRY: Four
INDUSTRY AMBITION: I aspire to continue to grow with Zodiac tak-
ing on larger responsibilities, executing major company strategies, and 
being a part of the leadership community of the pool and spa business.  

“Volunteering at a young 
age is not really normal 
because we need to make 
money while we’re work-
ing rather than work-
ing for free. So [Wave 
is] a good experience, a 

resume booster. The experience of 
seeing how other people work and 
other people’s ideas is probably the 
most valuable thing for me.”
– Nate Smith, Wave chairman for 2015 
Manager of water diagnostics, Lonza
YEARS IN THE INDUSTRY: Fifteen; worked at the family business, 
Splash Pool Management, before coming to Lonza 
INDUSTRY AMBITION: May return to the family business if the  
situation/timing is right, but enjoys working at Lonza.

“While at Lonza’s Aquanology train-
ing this year, I attended my first Wave 
networking event. A couple of things 
motivated me to join: This industry is very 
unique in the fact that it is mostly family 
owned and its marketing practices are 
old-fashioned. Being new to the indus-
try, I found my head was stirring with 
questions to ask, and I found that Wave 
allowed me to make connections and 
network with people in my industry that 
had similar challenges.”

– Emily Rhoades  
Office manager, Fishel Pools  
Pools & Spas
SPRINGFIELD, MO.
YEARS IN THE INDUSTRY: Over 2
INDUSTRY AMBITION: To learn as  
much as possible and be involved in mutually 
beneficial organizations.

Photo: Darin Back

Photos: APSP

Photo: Darin Back
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“The collaboration among the 
up-and-coming members of the 
pool and spa industry means 
new ideas halted in the past 
are now spread among several 
different parts of the industry. 
There is no question in my mind 

that good ideas are going to make it further 
with more forward-thinking and motivated 
individuals.”
– Robert Morgan  
Project Manager, Sunbelt Pools 
ARLINGTON, TEXAS
YEARS IN THE INDUSTRY: Sixteen, minus his years spent in college
INDUSTRY AMBITION: Continue management role at Sunbelt Pools, eventually 
taking on more of a big-picture leadership role.

“There is a large percentage of business 
owners in the industry who are over  
55, which means they are not far from 
retirement or transferring ownership of 
their companies. It is Wave’s goal to get 
more young people involved with both 
APSP and the industry as a whole so this 
transition is a good one.”

– Jason Vaughn
President, 
National Pools of Roanoke 
ROANOKE, VA.
YEARS IN THE INDUSTRY: Over 20, 
since the age of 15 (third generation)
INDUSTRY AMBITION: Taking on more 
complex projects and expanding upon what 
the company has done over the past 36 years; 
become more involved with educating within 
the industry; move into a committee role with 
Wave and the APSP.

Photo: APSP

Photo: Darin Back


