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This report looks at the following areas:

« A focus on Millennial savings
« Opportunities to nurture real-world socialisation
* Millennials: the linchpin for family connectivity

Millennials account for 26% of the total population in 2019, making them the
largest generational group. As Older Millennials increasingly look fo settle
down and start a family, there are particular opportunities for financial

services providers to engage with them about their savings and financial goals.

Equally, with Younger Millennials mostly now finished with their education and
entfering info the workforce, their new and growing incomes make them a more
important commercial prospect for all brands.

Millennials remain the biggest user of social media and while this engagement
has brought a great deal of commercial benefits for businesses, there is now
scope fo encourage Millennials fo return their socialising fo the real world.
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“As Millennials continue to
grow up, the needs of this
broad generation become
ever more diverse. Older
Millennials are increasingly
looking to settle down and
start a family, while Younger
Millennials are mostly now
finished with their education
and entering into the
workforce.”

- Jack Duckett, Associate
Director - Consumer
Lifestyles
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THE MARKET - WHAT YOU NEED TO KNOW

Breaking down the Millennial mass
Older Millennials start families
26% of 20-34s living with parents

Millennial financial confidence could support better saving

habits

Young Millennials favour media sharing platforms

DEMOGRAPHIC OVERVIEW

Breaking down the Millennial mass

Figure 8: Generational structure of the UK population, 2019

Older Millennials start families
Figure 9: People with children, by generation, May 2019
26% of 20-34s living with parents

Figure 10: Young adults aged 15-34 living with their parents,

by age, UK 1998-2017

Millennial financial confidence could support better saving

habits

Figure 11: How respondents would describe their financial

situation, by generation, May 2019
Young Millennials favour media sharing platforms

Figure 12: Millennial’s usage of social media, May 2019

THE CONSUMER - WHAT YOU NEED TO KNOW

Opportunities to nurture real-world socialisation
Tapping into the youth mental health epidemic
Millennials aspire to traditional life goals...eventually
Growing earnings and savings remains a challenge
Will Millennials reject the pressures of parenthood
altogether?

Developing the skills to succeed

Supporting Millennial entrepreneurialism

The pressures of social media

Social media drives engagement with the experience

economy

SATISFACTION WITH ASPECTS OF LIFE

Millennials prove happy with personal relationships...
Figure 13: How Millennials feel about aspects of their
personal, professional and family lives, May 2019

...but there remain opportunities to nurture real-world
socialisation

Figure 14: Apple store revamp, May 2018

Millennials enjoy family life...
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...and children can bring generations together

Figure 15: Screengrab from Scott Dunn ‘Grandparents’
homepage, July 2019

Millennial women prove less satisfied with their mental
health...

Figure 16: Millennials’ satisfaction with their mental health, by
gender and generation divide, May 2019

...but are Millennial men as happy as they say?

Brands tap into youth mental health epidemic

Figure 17: Nike infroduces plus-size mannequins in-store, July
2019

Growing earnings and savings remains a challenge

MILLENNIALS AND TRADITIONAL LIFE GOALS

Millennials aspire to traditional life goals...

Figure 18: Millennials” atfitudes towards traditional life goals,
May 2019

...but they aren’t rushing to commit

Helping Millennials to save

Figure 19: Emma App inferface, July 2019

Will Millennials reject the pressures of parenthood
altogether?

Figure 20: Millennial’s attitudes towards having children, May
2019

ALTERNATIVE LIFE GOALS

Developing the skills fo succeed

Figure 21: Millennial alternative short- and long-term life
goals, May 2019

A sense of entrepreneurialism

Figure 22: Millennial alternative short- and long-term life
goals, May 2019

Supporting entrepreneurial Millennials

Figure 23: Amazon ‘Storefronts’ initiative, September 2018

MILLENNIAL ATTITUDES TOWARDS LIFE

Work demands put pressure on Millennials’ social lives
Figure 24: Millennial atfitudes towards experiences and
personal relationships, May 2019

Supporting real-life friendships

Figure 25: Press image of Barry’s Bootcamp class in London
Eye, June 2018

The pressures of social media

Brands can help people switch off
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Figure 26: Millennial atfitudes towards social media and
individuality, May 2019

SOCIAL MEDIA INSPIRATION

* #Foodinspiration
Figure 27: Social media as a source of inspiration for
Millennials, May 2019

« Millennial women and the beauty and fashion influencer
movement
Figure 28: Social media as a source of inspiration for
Millennials, by gender, May 2019

» Social media drives engagement with the experience

economy

APPENDIX — DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION

- Abbreviations

« Consumer research methodology
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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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