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"There are currently about 80 million Millennial
consumers aged 25-42 in the US. Finances top their list of

concerns and many are working to pay off student loans
and credit card debt. Nevertheless, they are reaching the
milestones of adulthood; most are married, the majority
have children and many now own single family homes."

Kristen Boesel - Senior Lifestyles & Leisure
Analyst

This report looks at the following areas:

• Most no longer in their 20s, but many not quite adults
• Concerned about their financial future
• A more progressive mindset with an Entrepreneurial Spirit

Most Millennials are in their 30s now. Most of them are married, and many are homeowners. Though
they have reached adulthood, the ongoing effects of the recent economy continue to put them at a
financial disadvantage. Paying down debt takes priority over saving, and financial worries and thoughts
of the future cause Millennials a great deal of stress. They continue to seek advancement in their
careers and rely on technology to help make their lives easier.
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Millennials wait longer to start families
Figure 12: Average age of mother at first birth, 1990-2017
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Having kids makes them feel like adults

“And you may ask yourself, well how did I get here?”
Figure 26: Attitude toward life meeting expectations, by generation, March 2019

Wasted time, financial investments top their list of regrets

Education and career choices haunt one third of Millennials
Figure 27: Millennial regrets, March 2019

Entrepreneurial Spirit

Younger generations more interested in small business ownership
Figure 28: Interest in business ownership, by generation, March 2019

Almost one third of working younger adults have an additional job
Figure 29: Percentage of employed adults with a “side gig,” by generation, March 2019

Sneakers

Saucony’s Saucamole shoes

StockX offers innovative investment opportunities
Figure 30: StockX listing for Saucony Shadow 6000 Avocado Toast sneakers, May 2019
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Gender reveal parties illustrate celebratory creep
Figure 31: Image of Party City’s Baby Shower Gender Reveal Supplies webpage, May 2019

Figure 32: Instagram search results for #genderrevealparty, May 2019
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Figure 33: Monopoly for Millennials board game, May 2017
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Light beers are on the decline

Millennials seek authenticity

Case study: Bud Light strikes back
Figure 34: Bud Light – Imagine, March 2019
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Figure 36: Suze Orman: How Your Daily Coffee Habit Is Costing You $1 Million, March 2019
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Case Study: Wells Fargo’s Financial Health Conversations
Figure 39: This is personalized guidance. This is Financial Health Conversations from Wells Fargo, May 2019

Starter homes

Millennials spend more on rent, rent longer

Then they skip the starter home
Figure 40: Homeownership rate, by age of householder, 2018
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But the idea of “affordable starter homes” may be an oxymoron
Figure 41: Millennials’ attitudes toward home buying, March 2019

Moving to the exurbs

Making homes “smarter”
Figure 42: Smart home interest and behavior, by generation, March 2019

Case study: advertisements for Kohler’s smart home products
Figure 43: 2019 KOHLER® Konnect™ Smart Home Bathroom Products, December 2018
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They value fairness
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Figure 51: Men’s Warehouse “Good on you” commercial, April 2019

Millennials’ favorite activities foreshadow Gen Z preferences

The first video game generation

Close parental ties
Figure 52: Millennials’ favorite activities, March 2019

Figure 53: Millennials’ favorite activities, indexed against general adult population, March 2019

Figure 54: Millennials’ favorite activities, by age and gender, March 2019

Adulting is hard

Isolated between the cool lifestyle of youth and financial security of the future
Figure 55: Correspondence analysis – Symmetrical map – Generational perspectives, March 2019

Effects of shifting life stages cause Millennials stress

What’s Next

The Consumer – What You Need to Know

Millennials at Work and Play

Lifestyle Challenges
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The future and finances are frightening

Navigating changing relationships
Figure 56: Friends as family, by generation, March 2019

Figure 57: Millennials’ stressors, March 2019

Figure 58: Millennials’ stressors, indexed against general adult population, March 2019

Millennial men and women experience life’s stresses differently

More men stressed about relationships

Women keep on keeping on
Figure 59: Millennials’ stressors, by age and gender, March 2019

Case study: Beyoncé’s Homecoming
Figure 60: Homecoming: A Film By Beyoncé | Official Trailer | Netflix, April 2019

Millennials are comfortable with technology
Figure 61: Millennials’ tech behaviors, indexed against general adult population, March 2019

Younger Millennials offer opportunities
Figure 62: Millennials’ tech behaviors, by age, March 2019

Married parents embrace technology
Figure 63: Millennials’ device use, by marriage and parental status, March 2019

Case study: Facebook Portal
Figure 64: Facebook Portal Commercial, “Mother's Day Performance,” April 2019

Digital marketing opportunities for Millennials
Figure 65: Percentage who consider recommended products online, by generation, March 2019

Younger consumers more receptive to digital marketing
Figure 66: Percentage who consider recommended products, by key Millennial subgroups, March 2019

Online marketing efforts should target Millennial parents
Figure 67: Millennials’ digital behaviors, by marriage and parental status, March 2019

Identity: Millennials use brands to reinforce their image

Brands that reinforce personal values are a part of Millennials’ identity
Figure 68: Percentage who agree brands reinforce their image, by generation, March 2019

Figure 69: Millennials’ attitudes toward brands representing values, March 2019

Figure 70: Millennials’ most important values, indexed against general adult population, February 2019

Rights: Respect, protect and support

Controversy doesn’t sell
Figure 71: Best ways for brands to represent values, among Millennials, March 2019

Millennials feel strongly about the right to live affordably
Figure 72: Issues Millennials feel strongly about, indexed against general adult population, March 2019

Technology and eCommerce

Connecting with Millennial Values

Appendix – Data Sources and Abbreviations
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Data sources

Consumer survey data

Consumer qualitative research

Abbreviations and terms
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Figure 79: Labor-force status of people aged 16 or older, annual averages, by age, 2017

Figure 80: Labor-force status of men aged 16 or older, annual averages, by age, 2017
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Figure 82: Work arrangements of employed people aged 25 to 44, May 2017

Figure 83: Generational perspectives, March 2019
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