MINTEL

Marketing to Older and Younger Millennials - UK - April 2017

e The above prices are correct at the time of publication, but are subject to
Report Price: £2195.00 | $2727.29 | €2568.37 change due to currency fluctuations.

“While Millennials have been at the forefront of a physical
health revolution in recent years, their mental health has
fared less well. A growing number of studies have cited
social media as the dominant factor behind the
generation’s self-esteem crisis.”

— Jack Duckett, Senior Consumer Lifestyles
Analyst

This report looks at the following areas:

e Millennial mental health and social media RE PO RT NOW
e Tapping into Millennials’ charitable side

As the largest generational group, Millennials are set to increasingly dominate the UK and global VISIT:
workforce over the next 10 years as those currently still in education complete their studies and look store.mi nte| .COom
for a job. This is likely to carry significant implications for employers, with Millennials exhibiting

different workplace priorities in comparison to preceding generations.

Millennials have proven the most engaged when it comes to health and fitness trends in recent years. EMEA

However, their mental and emotional wellbeing has fared less well, paving the way for brands to help +44 (0) 20 7606 4533
educate them about the importance of a healthy mind alongside a healthy body and provide guidance
on how best to achieve this.
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market

reports.mintel.com © 2017 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/793315/
mailto:reports@mintel.com

MINTEL

Marketing to Older and Younger Millennials - UK - April 2017

e The above prices are correct at the time of publication, but are subject to
Report Price: £2195.00 | $2727.29 | €2568.37 change due to currency fluctuations.

Table of Contents

Overview

What you need to know

Definitions

Executive Summary

The market

Dominating the workforce

Millennials drive healthy living boom...
...but struggle with their mental wellbeing
The consumer

Presence on social media platforms

Figure 1: Millennials’ usage of social and media networks in the last three months, Younger vs Older, March 2016

Posts reflect the value of experiences
Figure 2: Content typically posted online by Millennials, Younger vs Older, February 2017

Getting Millennials to seek help for mental health problems
Figure 3: Confidence in personal skills amongst Millennials, February 2017

Older Millennials seek freedom at work
Figure 4: Most important factors when choosing a job = Any rank, Older Millennials vs Younger Millennials, February 2017

Tapping into Millennial nostalgia
Figure 5: Millennial agreement with selected statements, February 2017

Spending time with family
Figure 6: Millennial attitudes towards work-life balance, February 2017

Striking a better work-life balance
Figure 7: Millennial attitudes towards hobbies and striking a work-life balance, February 2017

What we think

Issues and Insights

Millennial mental health and social media
The facts

The implications

Tapping into Millennials’ charitable side
The facts

The implications

The Market - What You Need to Know

Dominating the workforce
Millennials drive healthy living boom...
...but struggle with their mental wellbeing

Millennials stay at home

VISIT: store.mintel.com
BUY THIS CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/793315/
mailto:reports@mintel.com

MINTEL

Marketing to Older and Younger Millennials - UK - April 2017

e The above prices are correct at the time of publication, but are subject to
Report Price: £2195.00 | $2727.29 | €2568.37 change due to currency fluctuations.

Market Drivers

Millennials now the biggest generation
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Figure 9: Working status, by generation, February 2017

Millennials drive healthy living boom...

Figure 10: Changes in perceptions of consumer health, by generation, August 2016
...but struggle with their mental wellbeing
Financial optimism

Figure 11: How respondents would describe their financial situation, by generation, January 2017
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Presence on social media platforms
Figure 14: Millennials’ usage of social and media networks in the last three months, Younger vs Older, March 2016
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Posts reflect the value of experiences
Figure 18: Experience-related social media posts, by generation of sharer, February 2017
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Selfies soar amongst Younger Millennials
Figure 20: Proportion of Millennials posting “selfies” in the last three months, by gender, February 2017
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Independent travellers
Figure 21: Confidence in personal skills amongst Millennials, February 2017

Getting Millennials to seek help for mental health problems
;ioglure 22: Proportion of adults who indicate “any confidence” in seeking help for mental health problems, by generation, February
7

Figure 23: Pebble Smartwatch and mood-monitoring ‘Happiness’ app, August 2016

Millennial women less confident in job interviews

;igure 24: Proportion of Millennials who indicate “any confidence” in going for a job interview, by Millennial group and gender, February
17

Tapping into Millennials’ charitable side

Demands of the Millennial Workforce

Millennials prepared to travel for work
Figure 25: Most important factors when choosing a new job — Any rank, all generations vs all Millennials, February 2017
Added benefits hold appeal
Younger Millennials demand clear career progression
Older Millennials seek job flexibility

Figure 26: Most important factors when choosing a job - Any rank, Older Millennials vs Younger Millennials, February 2017

Striking a better work-life balance
Figure 27: Millennial attitudes towards striking a work-life balance, February 2017

How Millennials Perceive their Generation

Millennials enjoy largely positive self-perception...
Figure 28: How Millennials would describe themselves, February 2017

...but feel misunderstood by other age groups
Figure 29: Perceptions of Millennials by Millennials - Correspondence analysis, February 2017

Figure 30: Perceptions of Millennials by Millennials, February 2017

Millennial Attitudes towards Family

Tapping into Millennial nostalgia

Figure 31: Millennial agreement with statement “I want/would want my children to have the same upbringing that I had”, by household
income, February 2017

Millennials turn to parents for support
Figure 32: Millennial attitudes towards getting support from their parents, February 2017

Spending time with family
Figure 33: Millennial attitudes towards families, February 2017

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations
Consumer research methodology

Correspondence analysis methodology
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