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Introduction
 Life Stage Research Insights and Solution Partners Consulting are collaborating on a qualitative research methodology which 

incorporates emotions research via facial coding and body language analysis.  

 To demonstrate the application and benefits of this approach an illustrative study was conducted. 

 The research objective of the study was to assess Millennials’ emotional reactions to their current financial situation and 
spending habits.

 To assess facial expressions, seven emotional expressions are employed and measured based on Paul Ekman’s facial coding 
system. To monitor body language, the same seven emotions that are measured via facial expressions are also captured 
along with seven others. 

How Our Approach Adds Emotion Advantages

0f
Most qualitative research 

focuses just on what 
consumers are telling us 
about how they think or 

feel 

Our analysis uncovers the 
actual emotions consumers 

are experiencing

This is accomplished through 
a systematic coding process 

of respondents’ facial 
expressions and body 

language

This allows for deeper 
understanding than traditional 

qualitative research. We get 
inside the consumer’s true 

state of mind to capture 
underlying emotions which 

may…

• Contradict their verbal 
statements 

• Reinforce their verbal 
statements

• Reveal the intensity of 
their feelings

Our emotions research 
provides a more accurate and 

robust perspective of your 
consumers’ reactions and 

attitudes

Unlike verbal responses, 
emotions cannot be regulated 
and provide genuine insight 
into your consumers’ core, 

heartfelt feelings 
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• 11 in-depth (one-on-one) interviews 
were conducted among Millenials:

– 22 – 34 years of age

– Half males/half females

– Household income $20K+

– Respondents represented range 
of age and income

– Not living with parents

• How organize/manage finances or budget

• Feelings about current financial situation

• Feelings about level of disposable income

• How would spend extra money or splurge

• How would economize

• Current financial situation vs. 
expectations

Method/Sample Discussion Topics

Methodology

Analytical Notes: 
• Percentages are reported to summarize respondents’ 

aggregate emotions but are not projectable given 
small base

• Emotions are not static, thus respondents can exhibit 
multiple emotions to a given question

• Emotion graph color code:  Green = positive emotion, 
Red = negative emotion

• Intensity of emotion is noted if “high”

Emotions Measured

Facial & Body Language 
Emotions

Additional Body Language 
Emotions

Anger Joy

Disgust Interest

Fear Agreement

Surprise Pride

Contempt Boredom 

Sadness Anxiety/Discomfort 

Happiness Disapproval/Disagreement

Interviewing
• Interviews were conducted in Chicago 

on August 20, 2015.  
• Interviews lasted approximately 25 

minutes.



Highlights and Implications of 
Facial Coding & Body Language Emotion Analysis

This study illustrates how adding 

facial coding and body language 

emotion analysis to a typical 

qualitative research study 

provides deeper insights that go 

beyond findings based on 

consumers’ conscious (or stated) 

responses, uncovering new 

dimensions to the findings or 

confirming them.   
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Millennials generally say that 
they are financially 

“comfortable” or “doing okay,” 
but their emotions are mixed 

and reveal a different story. They 
are not where they expected to 
be at this point and are dealing 
with the reality of unmet goals.

Many experience ambivalent 
emotions – positive and negative 

emotions simultaneously. 
Ambivalent emotions lead to 
uncertainty which influences 

behavior. It also promotes more 
creativity. Uncertainty explains 

why some Millennials desire 
more control and/or postpone 

major financial decisions.

While Millennials project a 
positive outlook, their range of 

emotions (happy with 
undercurrent of anxiety, fear, 
anger) impact their purchase 

decisions. This explains why this 
is a “tough” audience to sell to –

they are smart but conflicted 
and hard to emotionally engage.

Marketing/communications 
must resonate with Millennials’ 

emotions, for example appealing 
to their aspirational side, 
promoting experience or 

adventure, addressing their 
anxieties, etc.

Millennials derive happiness and 
positive feelings from “life” 

experiences and indulgences. 
This provides insights into how 
emotions impact discretionary 

spending (e.g., eating out, travel, 
clothes, spa treatments, etc.). 

They also can feel pride at being 
smart shoppers.

Emotions (anger, pride, etc.) 
influence how Millennials 

economize which impact value 
perceptions and purchase 

behavior.  Some experience 
contempt at not having enough 
disposable income. Millennials 
want to enjoy/splurge but also 
recognize need to be practical 
and/or postpone purchases.

What Important Emotions Drive Millennials

Bottom-line, Millennials seek products, services, innovations, etc. to address their emotional needs. They are 
looking for offerings which provide them the immediate life experiences/indulgencies they seek along with 

the “help” they need to make progress on their longer term goals.
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• Communications should appeal to self image
 Aspirational, positive and achievement oriented (want to appear “together”)

• Deliver unique and/or entertaining experiences
• Expect future upsurge in entrepreneurial activities

Mindset & 
Self Image

• Millennials exhibit a desire for both “indulgent” products and “value” oriented products 
 “Indulgent” products – they like to reward themselves to feel special or find ways to 

experience the world, on their terms 
 “Value” oriented products – they are adept at economizing, suggesting opportunities 

for promoting value propositions to justify spending or realize spending costs

Behaviors & 
Coping 

Mechanisms

• Millennials represent “tough sell”
• Must offer meaningful differences in experiences, products, and services to drive loyalty
• Represent key target group/lead indicators for breakthrough (outside box) innovations
• Appeal to, deliver on smart shopper image – these are educated, sophisticated consumers
• Need to engage emotionally (emotions influence decision making) and address 

uncertainty and cautiousness
 Understand that Millennials want offerings that “help” them make progress with long 

term goals and feel more secure and in control of life (e.g., finances)

Decision 
Making

• Aspirational themes and ways to get ahead should resonate
• Anxiety reduction is key  
 Reduce uncertainty from ambivalence, conflicting emotions
 Combine message/product with solutions and reassurances to help feel more secure

• Address desire to be more disciplined, in control of overall finances, spending and saving 
• Appeal to pride associated with economizing and being creative, smart shoppers
• Promote unique, interesting experience to access/build on positive emotions

Emotions 

Implications



Key Takeaways & Detailed Insights
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Mindset & Self Image Current Financial Reality vs. Expectations

Key Takeaways

• Not where they expected to be at this 
point

• Different and/or slower than 
anticipated career progress

• Faced with unsure financial future 
often combined with existing debt

• Not satisfied with level of disposable 
income

• Most try to save but many have 
shortage of "rainy day" funds

• Millennials present a brave and 
optimistic face to the world

• Want to experience life – friends, 
interests, food, travel, family

• Pursuing passions is important

• Want control over life

• Seek balance between work vs. 
personal priorities

• Entrepreneurship is prevalent - goal 
for many is to have own business or 
financial venture

• Net: Millennials are determined, 
optimistic and aspirational but also 
recognize the struggles and challenges 
ahead
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Behaviors & Coping Mechanisms Decision Making

Key Takeaways

• Some delay major decisions or 
purchases – can be cautious due to 
emotional uncertainty 

• Represent smart shoppers who are 
not easily duped

• Consider technology/communication 
devices as necessities

• Emotions impact decision making 
process

 Seek creative solutions – open to 
innovation 

 Do homework or research on 
purchases – check with peers and 
social media

• Typically spenders, not savers

• Raid savings for unexpected expenses 
or even travel

• When financially pressured, first cut 
back on eating out, then grocery 
purchases for at home

• Also economize by paring back on 
entertainment and postponing 
purchases such as clothes or travel

• Some sell/resell possessions such as 
collectibles

• Recalibrate goals & aspirations - lower 
or different expectations, extended 
timetable



Millennials generally think about managing their finances or budget in terms of 
“necessities or bills” and “non-necessities or fun/spending money.” Savings is a third 
“bucket” which is an afterthought for many and non-existent for some.
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Fixed Expenses

necessities, set expenses, 
monthly expenses, regular 

bills

Discretionary Expenses

non-necessities, fun/play 
money, spending money, 

money for luxuries

Savings

401K, automatic 
deduction, separate bank 
account or more abstract 

or informal (in head, save if 
any money left, etc.)

45% 35% 20%

Allocations reflect an average of ballpark figures provided by respondents



Millennials define the three budget areas based on examples of what falls in each. 
Savings is often treated as a piggybank that can be “raided” for unanticipated 
expenses or travel.
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Fixed Expenses

• Rent, mortgage, utilities, 
cable, phone, gym 
membership, car payment, 
student loan payment, 
insurance, necessities for 
home, gas, baby sitter

• Food/groceries for home
• Technology - cell phone, 

computer/laptop (not 
necessarily tablet)

• Clothing at basic level or 
for children

• A few included “planned” 
expenses, meaning what 
was discretionary became 
fixed – e.g., specific trip

Discretionary Expenses

• Eating out
• Going out socially with 

friends, including drinking
• Entertainment, movies, 

music, etc.
• Shopping, especially for 

clothes and shoes
• Hair, nails, massage, 

hobbies, car accessories, 
electronics, etc. 

Savings

• Most seem to access it for 
things that come up, e.g., 
car repair, TV purchase, 
etc.

• Some saving so they can 
someday buy a home or 
purchase a car

• Travel is often funded by 
savings, saving up 
specifically to cover trip

• Several flag this as funds 
for starting a business

• Only a couple claim they 
don’t want to touch it 
except for an emergency



Perceptions of one’s financial situation seems more influenced by personal priorities, 
expectations and aspirations than by demographics such a age or income.
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• Demographics don’t seem to correspond to perceptions (positive or negative) 
of one’s financial situation

• Sample included dispersion on key demos:

 Mix of age and income

 Single, married, engaged, living with partner/sibling

 3 had children

 Educational mix

‒ 1 high school grad, 5 have BA/BS, 2 have graduate degree

‒ 3 are currently students 

 Roughly half own home; half rent

 Mix of ethnicity

Demographics

Influencers • Some Millennials are influenced by how grandparents, parents or older sibling 
manage money

 Influence can go both ways – positive or negative (i.e., mimic or 
consciously do not mimic how managed money)

• Having student or car loans seems not to relate to perception of financials

 Most have or had student loans, some have or had car loans, only a 
couple mentioned credit card or other personal debt



Other factors contribute to how Millennials manage money and perceive their 
financial situation. Those who have more awareness and control over their spending 
seem to have a greater sense of comfort. Many are pursuing entrepreneurial 
opportunities as a means to supplement and/or control income.
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• While most indicate fixed bills are monthly, some budget based on paycheck cycle –
weekly, bi-weekly, etc.

• Extent to which respondents are organized in terms of how they manage/track 
expenses is all over the board, with only a few highly regulated (e.g., Excel 
spreadsheet, electronic folders, etc.)

• However, those who are less impulsive with their spending or who indicate greater 
control over how they allocate their money seem more content/positive. 

• About half of these Millennials are actively engaged in, planning/saving for or 
aspiring to have their own business or side financial venture. 

• Collecting things that appreciate (watches, shoes, etc.) and reselling on EBay, Craig's 
List, etc. seems prevalent 

Money 
Management

Entrepreneurship
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Many describe their situation as 
“Comfortable” -- but only a few 
have no concerns and feel they are 
in a good position.

Some claim they feel pretty 
good about finances when 
they compare themselves to 
their peers.

Some mention they only make a 
purchase if they can “afford” it, 
suggesting they impose control.

Only a couple are concerned 
about retirement planning.

Majority feel they “could be in a better 
position,” e.g., sometimes struggle to 
cover unexpected expense, don’t have 
“rainy day fund,” etc.

WHAT MILLENNIALS SAY ABOUT CURRENT FINANCIAL SITUATION

Time constraints influence some 
respondents’ earnings and spending, 
i.e., no time to work more to 
supplement income; no time to have 
more fun which curtails spending.

“Comfortable” is how Millennials initially describe their financial situation – yet upon 
probing, many struggle to stay positive and project a together image while still 
acknowledging financial concerns. 
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WHAT EMOTIONS REVEAL

• Respondents experience a range of emotions, with 
some exhibiting only negative feelings.

• However, some feel both positive and negative 
emotions simultaneously which is called emotional 
ambivalence.

• The most prevalent facial emotions reflect both positive 
and negative emotions - fear, surprise, and happiness. 

• Respondents’ body language reveals predominantly 
negative emotions when asked about their financial 
situation, most notably anxiety/discomfort.

WHAT THIS MEANS

• There is a high level of anxiety and/or fear which is offset 
for some by positive emotions.

• This segment of respondents is experiencing emotional 
ambivalence.

 One hand they are happy when they think of their 
accomplishments or how they compare to their peers. 

 On the other hand, they are experiencing negative 
emotions (fear, anger) due to the stress or frustration 
from having student loans, not enough in savings, 
limited disposable income, etc.

45%
36% 36%

18% 18% 18%

Fear Surprise Happiness Anger Contempt Sadness

Facial Expression
55%

18%
9% 9% 9% 9% 9%

Anxiety Fear Anger Contempt Sad Happy Agreement

Body Language

EMOTIONS ABOUT CURRENT FINANCIAL SITUATION

At best, Millenials feel mixed emotions about their finances. Only one exhibits 
exclusively positive emotions. The others reveal either consistently negative emotions 
or ambivalent (conflicted) emotions.
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WHAT MILLENNIALS SAY ABOUT LEVEL OF DISPOSABLE INCOME

Most Millenials are not satisfied with their level of disposable money. Some convey 
regret that they spend too much and others verbalize a sense of longing, wishing that 
they had more. 

Several said they should spend less
• Scale down, be more disciplined
• Need controls in place to restrain, 

e.g., load cash card to limit spending
• If spend less or budget more, could 

save more

One said he should spend differently – make 
more memorable, quality experiences

Several are “okay” but wish they had more money to spend
• Amount of extra money is not ideal, don’t have that much 
• One considers her disposable income to be “medium to low” 

Only a minority is content where 
they are – do not feel they should 
reduce their spending and do not 
say they wish they had more
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WHAT EMOTIONS REVEAL

• Respondents reveal a range of emotions 
about their disposable income

• Facial expressions show some have 
positive emotions, surprise and happiness, 
and others have negative emotions such as 
contempt.

• Almost all exhibit varying degrees of 
anxiety when they discuss their disposable 
income through their body language.

WHAT THIS MEANS

• High incidence of anxiety likely reflects feeling challenged in terms of managing 
and spending disposable income.

• A small number verbalize that they are content and show consistent positive 
emotions (happy or surprise). 

• Some say they are doing “okay” while simultaneously exhibiting anxiety or 
contempt, indicative of internal conflict. 

• Articulating that they should spend less can also correspond to negative 
emotions – perhaps some feel guilty of spending on non-necessities.

• Some feel contempt which is may be triggered from with not having the 
disposable income they want or thought they would have. Contempt is one of 
the more complex emotions: 

 Can revolve around disapproval and emotional judgement 

 Often combined with feelings of superiority

 Is very closely related to anger and disgust

45%
36%

27%
18% 18%

9%

Surprise Contempt Happy Fear Sad Anger

Facial Expression
82%

18% 18% 18% 18%
9%

Anxiety Anger Fear Contempt Happy Agreement

Body Language

EMOTIONS ABOUT LEVEL OF DISPOSABLE INCOME

There is an underlying sense of anxiety when Millennials think about their disposable income. 
While some have positive emotions, perhaps relating to enjoying life or pursuing dreams, many 
reveal discomfort expending money on non-necessities such as eating out or travel. 
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Common “splurges” are: 
• Shopping (shoes, clothes)
• Activities (movies, dinner, going out)
• Vacations/travel
• Self indulgences (e.g., spa, nails)
• Electronics

Some with children said they would 
purchase clothes/toys for them.

Some would spend money on 
career related purchases (e.g., 
musician on music equipment) 

About half would put a portion of the 
money away for savings or do something 
“practical” with it like pay off a loan, invest 
it, or make a necessary payment on 
something they do in their everyday life.

WHAT MILLENNIALS SAY ABOUT HOW SPEND EXTRA MONEY

Most Millennials will spend extra money on fun/splurges, particularly if it is a smaller 
amount.  If it is a large enough sum they begin to get more practical – put into savings, 
pay down debt, buy necessities, make career investments, etc.

The amount of extra money influences 
what they would do with the funds. If 
small they would just spend it and if 
large they would be more apt to save 
all or a portion of it.
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WHAT EMOTIONS REVEAL

• Emotions in response to discussing how one 
spends extra money reveal ambivalence once 
again – some Millennials experience both positive 
and negative emotions simultaneously. 

• Facial expressions reveal both positive and 
negative emotions, surprise, happiness, and 
contempt. 

• However, almost all feel a degree of discomfort or 
anxiety as displayed through their body language.

WHAT THIS MEANS

• Emotional ambivalence is prevalent among Millennials.

• Verbally some Millennials report that if they had extra money they 
would save it AND spend it on enjoyable things for themselves. 

• This is likely creating dissonance or an internal struggle for some: 

• Some Millennials may experience negativity to ”splurging” 
because they know they should be saving.

• Millennials do enjoy spending money on themselves like clothes, 
massages, etc. but clearly there is some contempt. 

• Noteworthy, one mother revealed contempt which likely reflects 
her challenge to balance spending on her kids (her stated 
“priority”) versus herself.

55%
45% 45%

18% 18%
9% 9%

Happy Surprise Contempt Anger Sad Disgust Fear

Facial Expression
91%

18% 18%
9% 9%

Anxiety Anger Happy Disgust Disapproval

Body Language

EMOTIONS ABOUT HOW SPEND EXTRA MONEY

Millennials experience anxiety/conflict/ambivalence on what they should do with extra 
money. They experience positive emotions reflecting they know what they would like to 
spend the money on vs. negative emotions of knowing in the back of their minds they 
should be practical.

High 
intensity
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Consensus that need to cover fixed 
expenses no matter what, although 
a couple mention contacting 
phone/utility company and asking 
for extension

A couple said they sell extra 
stuff they don’t need/use or 
some collectibles

Reduce entertainment - not go out 
with friends, don’t go to clubs or 
drink less, save on gas, use fewer 
taxis, go to movies at less expensive 
times

Postpone purchases –
clothes, travel, etc. (or 
look for travel deals)

Cancel/cut cable, Netflix, other 
subscriptions, manicures, hair

Do more free things – bike, gym, 
beach, free museums, etc.

A couple label selves as tight or frugal already

WHAT MILLENNIALS SAY ABOUT HOW ECONOMIZE

Millennials’ first means of economizing is cutting food spending – especially eating 
out but also on groceries for home.  Other prominent "cuts" are less entertainment 
and postponing purchases - clothes, travel, etc. 

Almost all would reduce spending on away 
from home food purchases and many would 
reduce grocery spending – go out to eat less, 
cook more at home, grocery shop at Trader 
Jo’s, plan ahead, cook/freeze, look for grocery 
sales/coupons or restaurant promotions
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WHAT EMOTIONS REVEAL

• Overall, Millennials experience a lot of negative 
emotions when thinking about how they need to cut 
back and economize.

• Based on both facial expressions and body language, 
most experience anger, fear and/or anxiety. 

• There are a few outliers that experience positive 
emotions when discussing how they economize which 
is tied to feeling a sense of pride. 

WHAT THIS MEANS

• Millennials have been hit hard by the economy and financial 
pressures.  Here it is apparent in their emotions as well. 

• This underscores the importance of understanding the 
emotional profile (anxious, angry, fearful) of Millenials when 
communicating how to spend their money or justify a value 
proposition.

• Feeling successful at being a smart shopper by coming up 
with strategies and cool ideas to economize coincides with 
positive emotions such as happiness and pride. 

36% 36%
27%

18% 18%
9% 9%

Anger Fear Sad Contempt Happy Disgust Surprise

Facial Expression 64%

45%

18%
9% 9% 9%

Anxiety Anger Pride Disgust Fear Sad

Body Language

EMOTIONS ABOUT HOW ECONOMIZE

Economizing is mainly associated with negative feelings – anger, anxiety and fear. 
However, some Millennials feel pride in their ability to economize (creative consumers 
outsmarting the system), which reflects positive emotions. 

High 
intensity
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Many thought they would be 
somewhere “different,” defined as in a 
different career, in a better financial 
situation, married, owning their own 
home, etc.

Many compared themselves 
favorably against their peers.

Of those, many were quick to say 
they still felt they are doing “okay” 
and/or are happy where they are.

Only a few believe their finances are 
in line with their expectations.

Most acknowledge that they thought they 
would have been in a better financial 
position or “farther along.”

One described how his perspective has changed 
over time - now he defines “success” based on his 
happiness, not his finances.

WHAT MILLENNIALS SAY ABOUT CURRENT FINANCES VS. EXPECTATIONS

Most Millennials are “not where they thought they would be.” Many acknowledge 
they thought they would be further along in terms of finances and/or career, yet most 
still convey an optimistic outlook. 
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WHAT EMOTIONS REVEAL

• Many respondents feel happy and/or 
surprised with where they are in their 
current financial situation but still maintain 
a level of anxiety in their body language.

• There are others who have a more negative 
or mixed outlook and experience negative 
emotions.

WHAT THIS MEANS

• Millennials want to recognize or acknowledge their “successes” which corresponds 
to the display of positive emotions.

• A number are comfortable with redefining success or landing in a “different” place 
then previously envisioned. 

• Some derive comfort knowing they are doing okay or better than peers.

• However, negative emotions exist from not being where they thought they would 
be, having loans, career changes, and acknowledgement that they could be doing 
things “better.” 

• Emotions largely match verbal statements. Respondents articulate qualifying 
statements like - I’m doing well compared to friends, but I could be doing better… 

• These verbal qualifiers are consistent with the display of both positive emotions 
and negative anxiety or anger. 

45%
36% 36%

27%
18% 18%

9%

Happy Anger Surprise Fear Disgust Contempt Sad

Facial Expression
82%

36%

18%
9%

Anxiety Anger Fear Happy

Body Language

EMOTIONS ABOUT CURRENT FINANCES VS. EXPECTATIONS

Millennials’ emotions regarding their finances vs. expectations align with their verbal 
statements. Many embrace a positive outlook (happy, surprise) while still exhibiting 
negative emotions (anxiety/anger) reflecting some disappointment. 

High 
intensity
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Respondent Activity: Take an interpretive picture that demonstrates how you feel about your 
current financial situation and write about why you took that picture

Niels 
The image I selected is of a determined man climbing up a very steep 
and dangerous cliff. I feel that this image portrays my current financial 
situation because I feel very determined to make it to the top of my 
financial goals but it is a very tough task. I feel that I have to give my 
all each and everyday or else there can be treacherous results; if I lose 
the climb.

Jessica
To some, it's challenging to stay afloat 
because money is such an abstract 
concept. It can be numbers on a page or 
just pieces of paper in a wallet. To me, I 
could easily and accurately visualize my 
financial health because I maintain and 
update a personal budget spreadsheet.

Galyna
On the picture is my BMW car. I chose this image because I 
believe that this picture portrays my feelings of self satisfaction 
and achievement regarding my current financial situation. Even 
though, it is used vehicle, my car is still reliable and efficient, 
thanks to a high quality brand. Same with my finance- I am not 
the richest person, but I rely on my finances and can make 
efficient decisions, thanks to my high quality thought process.

Brendon
This is a photo of my cat, Kitty. She is 13 years old 
and she showed up at my house one day in 2002. 
My current financial situation is like her life 
because she is a bit of a free Spirit but at the same 
time has someone's control over her life. I feel that 
is very similar to my financial situation.

Emmanuel 
This is me. A student. The way I 
dress is like everyone else. 
Wants the latest brand of 
clothing. But doesn't buy them 
because they are expensive. I 
took this picture like this. 
Because this is me. This is how I 
go to school and to work. 
Nothing special about it.



The Team: 
We combine deep market research acumen and expertise in emotions research

 Curt Fedder specializes in 
qualitative research and 
consulting. After working 
for 30+ years in both client 
and vendor roles on  
consumer, retail and B2B 
brands, he started his 
research consultancy, Life 
Stage Research Insights, in 
January 2014.  

 An expert designing and interpreting both qualitative  
and quantitative research, he has held research   
positions across a variety of industries with major     
brand organizations such as BP, Kraft Foods, Nextel, 
Alberto-Culver and Houghton Mifflin Harcourt.  Curt has 
worked in a variety of categories including CPG,  food and 
beverage, insurance, wireless technology, beer, alcohol 
and household  care. 

 Curt holds a Master’s Degree from Northwestern 
University and is trained in facilitation and ideation 
techniques.  He is published in JAR and Marketing     
News and is a frequent industry conference speaker.

Curt Fedder, Life Stage Research Insights Meagan Peters, Solution Partners

 Meagan Peters’ expertise is in 
applying emotion theory and 
methodological techniques to 
both qualitative and 
quantitative research.  Trained 
in facial coding and body 
language analysis, she has 
published her academic 
research on emotions as well 
as presented it at Stanford’s 
School of Business. 

 As a Research Manager at Solution Partners 
Consulting, Meagan has worked in a variety of 
industries including CPG, apparel, household 
appliances, financial services, and hospitality.  Meagan 
has completed an online qualitative methods course, 
Riva moderating training and ideation training. 

 Meagan holds an M.S. in Business Administration from 
the University of Illinois at Urbana Champaign and a 
B.A. in Sociology and Communications from the 
University of North Carolina at Chapel Hill.
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