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"As Millennials continue down their financial journey,
reaching this group will require going beyond generational

marketing to target these consumers within their specific
life stage."

- Jennifer White Boehm, Associate Director -
Financial Services

This report looks at the following areas:

• Urban and suburban Millennials drifting away from the bank branch
• Saving for emergencies a struggle
• AI awareness exceeds Millennials’ willingness to use it
• Only half of Millennials confident in their financial knowledge
• Millennials still have doubts about banks’ trustworthiness

Financial education will be helpful as these consumers age and take more responsibility for their own
finances. They listen most frequently to their own friends and family, so financial services companies
should aspire to offer information and advice as a trusted advisor, not just their primary financial
institution
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Millennials more likely than general population to be concerned about the present
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Millennial challenges vary based on geographic region
Figure 34: Savings and bill payment challenges, by region, December 2016

Millennial parents worry more about medical expenses, credit card debt
Figure 35: Savings and bill payment challenges, by presence of children in household, December 2016

Urban and suburban Millennials drifting away from the bank branch
Figure 36: Banking preferences, by geographic area, December 2016

AI awareness exceeds Millennials’ willingness to use it
Figure 37: Awareness or usage of artificial intelligence in finance, December 2016
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Most consumers prefer higher interest rate over better customer service
Figure 38: Preference for customer service over high interest rate, December 2016

Younger Millennial males value customer service over interest rate
Figure 39: Preference for customer service over high interest rate, by age and gender, December 2016

Millennial consumers more likely to save than spend extra money
Figure 40: Tendency to save or spend extra money, December 2016

Millennial Hispanics have more difficulty managing their credit
Figure 41: Difficulty managing credit or savings, by race/ethnicity, December 2016

Bank of America considered most traditional, Chase considered stable
Figure 42: Bank brand perceptions – Traditional, stable, trustworthy, December 2016

Millennials believe credit card brands to be stable, trustworthy
Figure 43: Credit card brand perceptions, December 2016

Visa, MasterCard thought to be more innovative, personal than most banks
Figure 44: Financial brand perceptions – Personal, innovative, December 2016

Lesser known banks and lenders less trusted than more traditional, well-known

Only half of Millennials confident in their financial knowledge
Figure 45: Confidence in financial services knowledge, December 2016

One third trust friends and family for financial information
Figure 46: Sources of financial information, by gender, December 2016

Millennial parents look to social media as well
Figure 47: Sources of financial information, by gender and presence of children in household, December 2016

Financial technology improvements welcome
Figure 48: Convenience of financial technology improvements, December 2016

Midwesterners most doubtful of financial technology advancements
Figure 49: Convenience of technology improvements, by region, December 2016

Security fears still present, but manageable
Figure 50: Comfort with security of financial information, December 2016

Investing in the stock market seen as risky, but necessary
Figure 51: Willingness to invest in stock market, December 2016

Those with a lower household income see less benefit in investing
Figure 52: Willingness to invest in stock market, by household income, December 2016

Millennials aspire to spend money on experiences, not things
Figure 53: Preference to spend money on experiences, December 2016
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Figure 54: Groupon Holiday online ad, December 2016

Financial success defined by ability to pay bills, have funds left over

Personal time valued more than money
Figure 55: Valuing personal time over money, by age in generation and race/ethnicity, December 2016

More than half of Millennials think money will bring happiness
Figure 56: Agreement that money will buy happiness, December 2016
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Appendix – Data Sources and Abbreviations
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