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"The young adult demographic is a unique group of
consumers who present a potentially long-term benefit for

brands. They are transitioning from childhood to
adulthood, while planning out their career and life goals.
The opportunity for brands is to establish a relationship

that they can continue as they age and, in many cases,
increase their income levels and spending power."

- Scott Stewart, Sr Technology and Media Analyst

This report looks at the following areas:

• Traditional advertising is not reaching as many young adults
• Online advertising is less predictable than traditional channels
• Push notifications on mobile devices are risky

This transitionary life stage is what makes this age group so unique. They’re old enough to live on their
own, have jobs, vote and generally be independent – but many of them have not yet entered into the
traditional commitments of adult life like marriage, kids and home ownership. In addition to this, the
current generation of young adults is particularly unlike past groups because they are a digital
generation; while the Millennials age group that is slightly older than young adults likely remember life
before the Internet, even today’s oldest young adult was only seven-years-old when the first iPod was
launched – and were still in elementary school when Facebook went live.

These factors make today’s young adults of particular interest; it is the combination of an intriguing life
stage and a never-before seen generation. The uniqueness of this group, coupled with the potential
benefits that would come from succeeding with these consumers, make it one that should be analysed
at a deeper level.
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