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"Millennials are the generation born between 1977 and
1994, who in 2019 are between the ages of 25 and 42.
Millennials are now the largest consumer generation, with
roughly 79 million members, and their incredible diversity
presents both challenges and opportunities for brands and
marketers."
- Chris Shadle, Financial Services Analyst

This report looks at the following areas:
•
•
•

Millennials defy easy categorization
Millennials are family-oriented
Debt is a burden and a stressor
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DID YOU KNOW?

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Financial Habits
Budgeting is not a priority – with a surprising regional twist
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In most financial areas, Millennial satisfaction barely exceeds 50%
Figure 32: Financial satisfaction, aspects with highest satisfaction, April 2019
On several key areas, Millennials are nearly as dissatisfied as satisfied…
Figure 33: Satisfaction with key financial metrics, April 2019
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Debt overview – Millennials are stressed, and trying various options
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Homeownership and Children
Almost half of Millennial homeowners see their property as a good investment
Figure 39: Satisfaction with current home purchase, by region, April 2019
Figure 40: Satisfaction with current home purchase, by region, April 2019
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Nearly one third of Millennials think buying a home was easier for their parents
Figure 41: Millennial attitudes toward homeownership, April 2019
Children are stressful, costly
Figure 42: View of Millennial parents toward children and finances, April 2019
Millennial men have been waiting to become fathers for financial reasons
Figure 43: View of Millennial parents toward children and finances, by gender, April 2019

Retirement
The prospect of retirement is more stressful for Millennial women
Figure 44: Millennial attitudes toward retirement, by gender, April 2019
Parents more likely to have met with advisor, but also to have prematurely withdrawn from 401(k)
Figure 45: Financial behavior of Millennial parents, April 2019
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