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Millennials are the largest generational group in the US
and as they age they are only becoming a more important

part of the consumer economy. Millennials are growing
their incomes and entering new markets as they buy homes

and start families. Marketers interested in reaching this
group will need to go beyond expectations and create

products and services that have both purpose and value.

This report looks at the following areas:

• Millennials exceeding their expectations for family life
• Family is a top priority for 2018
• Personal experiences and passions set Millennials apart
• Millennials want to stand out in a crowd
• Kids are seen as a big responsibility and expense
• Brands are clued in to the Millennial experience
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Figure 24: Financial outlook, February 2018
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Sustainable travel
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Settling down is top of mind

Millennials celebrate their unique passions

Standing out is still favored, but maybe not for long

Millennials are practical parents

Marketers continue to win with this group

Millennials take stock

Family life brings joy

Careers don’t seem to be the primary focus

Health is meeting expectations – for now
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Figure 45: Will finds a way, April 2018

Figure 46: Millennials’ unique qualities, March 2018
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Optimism is the Millennial lens
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Standing out beats fitting in
Figure 51: Self-perceptions – standing out, March 2018

Standing out is for the young
Figure 52: Standing out vs fitting in, by generation, March 2018

Young generations prepared to take risks
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Millennials see less negativity
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Figure 57: Attitudes toward parenting, March 2018

In their own words: How old do you feel?

Younger generations share more reservations about parenting
Figure 58: Attitudes toward parenting – select items, by generation, March 2018

Even older Millennials may not feel ready to be parents
Figure 59: Attitudes toward parenting – desire to have children, by young generations, March 2018
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Social media encourages browsing
Figure 63: Wendy’s Twitter Feed, select posts, March – April, 2018

Figure 64: Denny’s Twitter Feed, select posts, April, 2018

Figure 65: Millennial purchase priorities, March 2018

Brands may need to reconnect with Millennial women
Figure 66: Millennials and brands, by gender, March 2018

Parents are a brand focus
Figure 67: Millennials and brands, by gender, March 2018

Factors
Figure 68: Millennial shopping segments, March 2018
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Figure 74: Median age at first marriage, by gender, 2006-16

Figure 75: Households with own children under age 18, by age of householder, 2017

Figure 76: Annual births and general fertility rate, 2006-16

Figure 77: Labor-force status of people aged 16 or older, annual averages, by age, 2016
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