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“Black Millennials are at a crossroads in their lives – they
have made some positive strides in their lives in terms of

their educational attainment and have achieved some
comforts, while others are still in the process of forging a

path to success even though they face systemic roadblocks
that may derail their expectations for a successful future.”

– Toya Mitchell, Senior Multicultural Analyst

This report looks at the following areas:

The COVID-19 pandemic and uprisings are a one-two punch that will have a social and financial impact
on this generation for years to come, but the racial reckoning may yield progress and renewed hope for
those who believe that a positive change will ultimately come.

• The impact of COVID-19 on Black Millennials
• The long economic recovery ahead for Black Millennials
• Systemic and financial issues that drive Black Millennial advocacy
• The American Dream defined on Black Millennials’ terms
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Gratitude and hope are universal among all Millennials
Figure 42: Black Millennials’ perspectives on life, indexed to all Millennials, March 2020

Younger Millennials are hopeful, yet still express concern for their life’s direction
Figure 43: Black consumers’ perspectives on life, by generation, March 2020

Low-income earners are discontented, but believe their goals are still attainable
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March 2020
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Figure 52: Where Black Millennials spend extra money, indexed to all Millennials, March 2020

Returning to a fun lifestyle may be important to younger Millennials in the medium term
Figure 53: Where Black consumers spend extra money, by generation, March 2020

Women typically treat themselves and may be first to return to normal frequency
Figure 54: Where Black Millennials spend extra money, by gender, March 2020
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Figure 55: Where Black Millennials spend extra money, by parental status, March 2020
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