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Figure 31: Certain Is Better Rocket Mortgage commercial,
February 2021

Help Millennials avoid hazards
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MILLENNIALS' SELF-PERCEPTIONS
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Figure 33: Self-perceptions, indexed to total adults, February
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Women see last name as an important part of their personal
identity

Keeping finances separate to combat marriage challenges
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Social media usage
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Social media platform associations

Facebook and Twitter

Instagram and TikTok

YouTube

LinkedIn

Figure 41: Millennials’ social media associations, February
2021

Millennials use social media as a multidimensional tool
Figure 42: Technology opinions, indexed to total adults,
February 2021

Less concerned with data privacy

Figure 43: Interacting with people preferences, February 2021
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Millennials have their own definitions of “real” and
III

"aspirationa

Figure 44: Online content preferences, February 2021

INCREASING BRAND VALUE

Ethical claims and recommendations encourage Millennials’
purchases

Figure 45: Top items requested at homeless shelters, March
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Figure 46: Purchasing value, indexed to total adults, February
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Millennials are the only generation more focused on
experiences

Figure 48: Spending preferences, February 2021

Look to brands to help support causes when they can’t
Figure 49: Supporting causes preferences, February 2021
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Abbreviations

APPENDIX - THE MARKET

Figure 50: Marital status, by age, 2020
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