
This report looks at the following areas:

•• Personal goals for the next five years
•• Millennial outlook and perceived sense of control over their personal

futures
•• Shifts in Millennials’ general and self-care related priorities since the

COVID-19 pandemic
•• Shopping preferences of Millennials, including online vs in-store and

legacy brands vs newer brands

The sheer size of the Millennial population makes them a valuable and
powerful segment for marketers to reach. However, the transitional nature of
their current age range means that this group cannot be addressed in a one-
size-fits-all manner. Indeed, as this generation embarks on their different
journeys, whether it is getting settled into independent living, getting married or
raising a family, each will require a distinct marketing strategy. For example,
single Millennials – especially single women – clearly need more support in
celebrating themselves and their independence, as they have a significantly
less positive outlook on their own personal futures when compared to married
Millennials. Millennial fathers, on the other hand, express a desire to show
gratitude toward others. By recognizing and addressing the unique needs of
each subsegment, marketers can better resonate with this fragmented
generation.
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“Millennials are at a lifestage
where they are in distinct
subsegments – some
becoming newly independent
while others are comfortably
settling into parenthood.
Because Millennials are at
such different stages, each
with their own unique set of
needs, they must be marketed
to accordingly."
– Klaudia Kondakciu,
Consumers and Cultures
Analyst
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health by addressing their financial health
Figure 1: Priority changes since the COVID-19 pandemic,
Millennials vs overall, 2022

• Millennials strongly value self-care
Figure 2: Changes in self-care priorities since before the
COVID-19 pandemic, Millennials vs overall, 2022

• Legacy brands can shine in an age of uncertainty
Figure 3: Preferences for older, bigger brands vs newer,
smaller brands, Millennials vs overall, 2022

• Challenges
• Due to economic challenges, Millennials are financially

focused
Figure 4: Aspirations for the next five years, Millennials vs
overall, 2022

• More control is a major desire
Figure 5: Attitudes toward their future and desire for control
over life circumstances (any agree), Millennials vs overall,
2022

• Key consumer insights
• Millennials aspire to own their place of residence
• Millennials are the most optimistic generation
• Omnichannel offerings are a must
• There’s still work to do in terms of gender equality

• Millennials are a large and diverse demographic
Figure 6: Population by generation, 2021

• Millennials are more racially and ethnically diverse than
their older counterparts
Figure 7: Distribution of generations, by race, 2021
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Figure 8: Distribution of generations, by Hispanic origin, 2021
• Millennial’s current lifestyle drastically impacts their

priorities
• Millennials are evenly divided in marital and parental status

Figure 9: Marital and parental status, by generation, 2022

• Millennials are no strangers to recession
• Partnering with financial brands can help Millennials catch

up and build wealth
• Consumer confidence decreases while goods prices

continue to increase
Figure 10: Consumer Sentiment Index, 2007-22

• Brands must emphasize broader aspects of value to
counteract reduced spending habits
Figure 11: Perceived financial health, by generation, 2022
Figure 12: A #HeyPC Story, 2022
Figure 13: Preschoice Instagram post, 2022

• COVID-19 setbacks are still impacting women
• The pandemic disproportionately impacts moms,

highlighting that they need more help
Figure 14: Downey Philippines Facebook post, 2021

• For Millennials, financial goals take precedent over familial
ones
Figure 15: Aspirations for the next five years, Millennials vs
overall, 2022
Figure 16: Playbook Instagram post, 2022

• Help Younger Millennials toward home ownership by
boosting their confidence
Figure 17: Aspirations for the next five years – Buy a house/
apartment/condo, younger and older Millennials vs Gen X or
older, 2022

• In the meantime, help younger Millennials appreciate their
current space
Figure 18: The Sill Instagram post, 2022

• Millennial parents are keen to purchase new appliances
Figure 19: Aspirations for the next five years – Buy a major
appliance, Millennial parents with under-18s at home vs
Millennial non-parents, 2022

• Prioritizing performance and style: spotlight on LG
Figure 20: LG Home Appliances Instagram post, 2021

MARKET FACTORS AND CURRENT OPPORTUNITIES

MARKETING TO MILLENNIALS: FAST FACTS
MILLENNIAL GOALS
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• Despite their challenges, Millennials have a bright outlook
on the future
Figure 21: Attitudes toward their future and desire for control
over life circumstances (any agree), Millennials vs overall,
2022

• Millennial optimism is high, but so is their desire for more
control
Figure 22: Acorns Instagram post, 2022

• Millennial dads are the most optimistic and seek the most
control
Figure 23: Outlook toward the future (any agree), Millennial
dads vs Millennial moms vs overall, 2022
Figure 24: Purex Dirt Lift Action™: Horse Play with How to Dad,
2020
Figure 25: Purex Instagram post, 2022

• Single Millennials, especially women, need more support
Figure 26: Outlook toward the future, single vs married
Millennial men and women, 2022
Figure 27: Billy Porter Instagram post, 2021
Figure 28: YAAAAAAAAAAAS Clean! #YASClean | Clorox
Scentiva, 2021

• The pandemic has had a noticeably large impact on
Millennial’s priorities
Figure 29: Priority changes since the COVID-19 pandemic,
Millennials vs overall, 2022

• What does this mean for brands? Be a helping hand
• Saving money and mental health are top priorities

Figure 30: Top priority changes since the COVID-19
pandemic – Saving money and taking care of my mental
health, by generation 2022

• Financial institutions can help Millennials manage monetary
stress
Figure 31: SoFi Instagram post, 2020

• Encourage Millennial moms to prioritize their own desires by
eliminating the need to be perfect
Figure 32: Prioritizing “Doing things I’ve always wanted to do”
and “treating myself to purchases I enjoy” more since the
COVID-19 pandemic, Millennial moms vs Millennial dads vs
Millennials overall, 2022
Figure 33: Option B Instagram post, 2022

MILLENNIAL OUTLOOK

PRIORITY CHANGES SINCE THE COVID-19 PANDEMIC

Marketing to Millennials - US - 2022

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

What's included
Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?
This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

/reports.mintel.com//display/store/1102823/


Figure 34: Carhartt Mother's Day 2021 | The Shift That Never
Ends | :60, 2021

• Black Millennials are focused on their health
Figure 35: Prioritizing mental and physical health more since
the COVID-19 pandemic, Black Millennials vs Millennials vs
overall, 2022
Figure 36: Ritual Instagram post, 2021/2022

• Self-care matters more to Millennials
Figure 37: Changes in self-care priorities since before the
COVID-19 pandemic, Millennials vs overall, 2022

• Food and drink brands are especially well positioned to be
self-care enhancers
Figure 38: Recess Instagram post, 2022

• For Millennials, self-care is not always self-focused
Figure 39: Walmart Instagram post, 2021

• Help Millennial Moms fit self-care into their daily routines
Figure 40: Changes in self-care priorities since before the
COVID-19 pandemic – Celebrating self, Millennial moms vs
Millennial dads, 2022

• Seamlessly creating mindful routines: spotlight on
Headspace
Figure 41: Whole Foods Instagram post, 2021
Figure 42: Colgate Instagram post, 2021

• Millennial fathers are looking for ways to celebrate
themselves and others
Figure 43: Changes in self-care priorities since before the
COVID-19 pandemic, Millennial fathers vs Millennial mothers,
2022

• Cooking brands can offer Millennial dads several self-care
benefits

• Reminding fathers that self-care translates to family care:
Spotlight on DoveMen+Care
Figure 44: Dove Men+Care Global Channel Instagram posts,
2021

• An omnichannel shopping experience is expected
Figure 45: Online vs in-store shopping preferences,
Millennials vs overall, 2022

• Bring digital elements in-store to attract higher income
Millennials

PRIORITIZING SELF-CARE

SHOPPING PREFERENCES
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Figure 46: Preference for shopping online vs in-store, by
household income, 2022
Figure 47: Browns Fashion Instagram post, 2021

• Now is the time for legacy brands to shine
Figure 48: Preferences for older, bigger brands vs newer,
smaller brands, Millennials vs overall, 2022

• Tap into nostalgia to provide comfort during uncertain times
Figure 49: Pizza Hut Instagram posts, 2021

• Millennial preferences in brand scale varies by location
Figure 50: Millennial references for older, bigger brands vs
newer, smaller brands by census region, 2022

• Build trust by backing local businesses
Figure 51: American Express Facebook Ad, 2021

• Loyalty programs can appeal in an era of inflation and
supply chain issues
Figure 52: Preferences for bigger rewards over time vs a
smaller discount today, Millennials vs overall, 2022

• Loyalty programs can be especially attractive to Millennial
men
Figure 53: Preferences for bigger rewards over time vs a
smaller discount today, Millennial men vs women, 2022
Figure 54: Chipotle Instagram post, 2021

• Meeting the needs of Millennials through the lens of the
Identity Trend Driver

• Building positive communities can help forge consumer
connections
Figure 55: Longwalks Instagram post, 2022

• Meeting the needs of Millennials through the lens of the
Wellbeing Trend Driver

• Millennials will be keeping a closer eye on their overall
wellness
Figure 56: Apothekary Instagram post, 2021

• Data sources
• Consumer survey data
• Consumer qualitative research
• Abbreviations and terms

FUTURE OPPORTUNITIES AND STRATEGIES

APPENDIX – DATA SOURCES AND ABBREVIATIONS
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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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