Report Price: £3695 | $4995 | €4400

This report looks at the following areas:

* Where and how Millennials live.

« How Millennials believe they can best build wealth.

« Millennials’ confidence in their day-to-day adult skills.
* Their personality types and preferences.

» A walkthrough of their typical daily routines.

Millennials have reached a point of stability in their lives — and yet, they still
have a ‘hustle” mindset. Their idea of building wealth comes down to getting
ahead rather than passive growth; they're looking to get a higher paying job or
another income stream, rather than patiently waiting for home ownership or
RRSPs to pay off down the line. These consumers have full-time employment,
spouses, kids and mortgages - but they're not ready to take their foot off the
gas.

Their age range also puts them in a uniquely vulnerable financial position. Their
employment was relatively stable during the pandemic (because so many were
full-time workers) but they're at a very expensive point in their lives — such as
buying homes and upgrading vehicles to fit their growing families. As a result,
rising interest rates have been particularly impactful on Millennials since their
debts are magnified by those market shifts.

The complexities of Millennials’ lives today are illustrated by the fact that they
are no more confident in their adulting skills today than they were in 2017. While
their skills have undoubtedly improved over that time, their degree of difficulty
has also increased — such as cooking for kids, or juggling multiple debt
payments. So while their lives have stabilized and setfled compared to when
they were in their 20s, they haven’t necessarily simplified.

That said, those busy lifestyles create opportunities to connect with these
consumers. Not only are their expenditures (and purchasing power) high, but
their on-the-go daily lives mean that marketers have multiple ways fo reach
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“When discussing generations,
population size is a pivotal
factor that can make one
cohort much more valuable
than another. And today,
there is no bigger generation
than Millennials.

That fact, combined with their
stable, established lifestyles
(and employment) makes
them the most influential
generation in the market
today — and they will be for
decades more.”

- Scott Stewart, Associate
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them - such as AM/FM radio during the morning commute, or streaming/linear
TV in the evenings after the kids are in bed. And social media has proven to be
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Figure 8: Worrying health aspects: mental health, by
generation, 2023
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Adapting to a future of remote work

Figure 9: Steelcase Instagram post, May 2023
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Using apps to help Millennials with their ‘adulting’
Figure 10: Realworld Twitter post, April 2023

Figure 11 Jiffy Facebook post, June 2022
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Figure 12: Your Place | Get Paid, April 2023

Figure 13: Earn like a boss. | Uber, April 2023
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Millennials are in the core working age
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Figure 20: Who they live with, Millennials vs overall, 2023
How their living situation affects them today

HOW TO BUILD WEALTH

Millennials want to use income to ‘get ahead’

Figure 21: Top ways to build wealth, Millennials vs overall,
2023

Interest in increasing income is universal across the
generation

Why Millennials are overdeveloped on increasing income
Why Millennials are underdeveloped on traditional
investments

Traditional investment tactics vary by age, lifestyle and

culture
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RRSPs are more relevant for the most ‘settled’ Millennials
Figure 22: Millennials — top ways to build wealth: contributing
to an RRSP, by age, parental status, household income and
home ownership status, 2023

Home ownership as a wealth builder is more relevant to
people born outside Canada

Controlling costs is more relevant to some than others
Living frugally is more common among older, higher earning
Millennials

Figure 23: Millennials — top ways to build wealth: living
frugally, by age and household income, 2023

Younger men are outliers

Figure 24: Millennials — fop ways to build wealth, by age and
gender, 2023

‘ADULTING' SKILLS

Millennials haven’t gained confidence in recent years
Figure 25: Millennials — very/somewhat confident in ability,
2017 vs 2023

Millennials are less confident than average across a number
of skills and behaviours

There is room to improve social skills

Figure 26: Very/somewhat confident in ability: social skills,
Millennials vs overall, 2023

Millennials will need help with managing their finances and
personal health

Figure 27: Very/somewhat confident in ability: personal
finances and health, Millennials vs overall, 2023

Figure 28: Fitbit Instagram post, February 2023

A lack of gender skews is meaningful

Figure 29: Millennials — very/somewhat confident in ability,
men vs women, 2023

Confidence in child care is the same for moms and dads
Figure 30: Millennials — confidence in childcare duties, moms
vs dads, 2023

Figure 31: Dove Men Care Instagram post, April 2022

Figure 32: Thermea Whitby Instagram post, December 2022

PERSONAL CHARACTERISTICS

Millennials’ personalities aren’t much different than
everyone else

Figure 33: Millennials — personality characteristics: | prefer
fo..., 2023
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Figure 34: Personality characteristics: | prefer to..., Millennials
vs overall, 2023

Identifying outliers among Millennials

A preference for things skews to men, lower HHIs and
Millennials born in Canada

Figure 35: Millennials — “I prefer to splurge on things”, by
gender, household income and place of birth, 2023
Planning for the future vs living for the moment differs
across income, employment and education

Figure 36: Millennials — “I prefer to live in the moment”, by
employment status, household income and education level,
2023

Young, single Millennials without kids want to stand out
Figure 37: Millennials — “I prefer to stand out”, by age,
parental and marital status, 2023

Compared to the US, Canadian Millennials prefer to fit in
Figure 38: Millennials — “I prefer to fit in vs stand out”, Canada
vs US, 2023

Figure 39: Hudson’s Bay Instagram post, May 2023

Figure 40: New Era Canada Instagram post, September 2022
Figure 41: New Era Canada Instagram post, September 2022

A DAY IN THE LIFE OF MILLENNIALS

Daily habits highlight how to reach Millennials

Mornings are focused on the commute

Figure 42: Millennials — behaviours on a typical weekday
morning, 2023

Millennials have other priorities during midday

Figure 43: Millennials — behaviours on a typical weekday
midday, 2023

Activity picks up in the afternoon

Figure 44: Millennials — behaviours on a typical weekday
afternoon, 2023

Video content gains relevance in the early evening
Figure 45: Millennials — behaviours on a typical weekday
early evening, 2023

Late evening is a time for relaxation - and video content
Figure 46: Millennials — behaviours on a typical weekday late
evening, 2023

For parents, time with their kids is a big part of their day
Figure 47: Millennials — behaviours on a typical weekday:
spend time with my children, among parents, 2023

How remote work has changed weekdays
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Figure 48: Millennials — behaviours on a typical weekday

morning, work remotely vs do not work remotely, 2023
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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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