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"The Millennial generation is aged 23-40 in 2017, with
many on the precipice of major life decisions, which will
likely have them reconsidering their purchase habits. At
this stage, Millennials provide fertile ground for marketers
looking to win over new customers."
- Dana Macke, Senior Lifestyles and Leisure
Analyst

This report looks at the following areas:
•
•
•

Sharing economy is still niche – even among Millennials
Millennials are confident, but not experts
Millennials more optimistic about issues within their sphere of influence

In order to appeal to a Millennial target, marketers should throw out their preconceived notions of a
generation still living at home, unsure of how to do their own laundry. Millennials are gaining
confidence in their management of adult tasks, yet haven’t become so set in their routines that they
aren’t willing to try out new products and services that might meet their needs.
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What’s Next?
Millennials enroll in “adulting” classes to fill in knowledge gaps
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Millennials in the market for homes
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Figure 29: “Must have” online services, Millennials indexed to average, March 2017
Similar to iGens, young Millennials find YouTube an essential
Figure 30: Millennials’ “must have” online services – select items, by younger and older, March 2017
Employed Millennials seek convenience
Figure 31: Millennials’ “must have” online services – select items, by employment status, March 2017
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Figure 32: Millennials’ “must have” online services – select items, by Hispanic origin, March 2017

Opinions on Social Media
Brands more likely to reach Millennials through social
In their words
Figure 33: Millennials’ opinions on social media, Millennials indexed to average, March 2017
Younger Millennials open to brand connections
Figure 34: Millennials’ opinions on social media – select items, by younger and older Millennials, March 2017
Women feel the brunt of social media negativity
Figure 35: Millennials’ opinions on social media – select items, by gender, March 2017
Black Millennials make social media work for them
Figure 36: Millennials’ opinions on social media – select items, by race, March 2017

Perceptions of Trends
Millennials have more positive views of social media
Figure 37: Trends that have a positive impact on Millennials, Millennials indexed to average, March 2017
The youngest Millennials engage in internet activism
Figure 38: Trends that have a positive impact on Millennials, by age, March 2017
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Men may find social media more inviting
Figure 39: Trends that have a positive impact on Millennials – select items, by gender, March 2017
Limited regional differences on minority inclusivity
Figure 40: Trends that have a positive impact on Millennials – select items, by region, March 2017
Black Millennials embrace digital trends
Figure 41: Trends that have a positive impact on Millennials – select items, by race, March 2017

Sharing Economy Participation
Millennials are key contributors to the sharing economy
In their words
Figure 42: Sharing/gig economy participation, Millennials indexed to average, March 2017
Both younger and older Millennials have learned to share
Figure 43: Millennials’ sharing/gig economy participation – select items, by older and younger Millennials, March 2017
Millennial parents over-index for nearly all services
Figure 44: Millennials’ sharing/gig economy participation – select items, by older and younger Millennials, March 2017
Small family households are key target
Figure 45: Millennials’ sharing/gig economy participation – select items, by number of children in household, March 2017

Adulting
Parenting is an area of strength for Millennials
Figure 46: Adulting, Millennials indexed to average, March 2017
Young Millennials still gaining confidence
Figure 47: Millennials’ adult behaviors – select items, by younger and older Millennials, March 2017
The confidence curve continues past the age of 40
Figure 48: Adult behaviors – select items, by generation, March 2017
Men and women hold their own against their household chores
Figure 49: Millennials’ adult behaviors – select items, by gender, March 2017
Hispanics exude confidence
Figure 50: Millennials’ adult behaviors – select items, by Hispanic origin, March 2017
Black and White Millennials both highly confident
Figure 51: Millennials’ adult behaviors – select items, by race, March 2017

Millennial Optimism
Adults feel optimistic about health and happiness
Figure 52: Attitudes about life, by Millennials and all, March 2017
Millennials more optimistic about earning potential
Figure 53: Millennial attitudes about life, March 2017
Education drives optimism across the board
Figure 54: Millennial attitudes about life, by level of education, March 2017
Male Millennials show more overall positivity
Figure 55: Millennial attitudes about life, by gender, March 2017
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The key to young optimism is opportunity
Figure 56: Millennial attitudes about life – opportunity and present state, by generation, March 2017
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Data sources
Consumer survey data
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Direct marketing creative
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