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Mobile wallet inflection point may be around the corner
Figure 19: Mobile wallet usage, by gender and age, April
2019

Financial products reflect desire for sustainability
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Budgeting is not a priority — with a surprising regional twist
Figure 23: Millennial budget habits, by region, April 2019
Better credit is correlated with better habits
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Rural consumers less likely to save, more likely to spend
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Most Millennials think they’ve had it tougher than their
parents

Figure 30: Millennial exceptionalism, April 2019

Millennials averse to investing and large corporations,

especially for Hispanics
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Figure 31: Millennial attitudes toward corporate finance, by
race and ethnicity, April 2019

FINANCIAL SATISFACTION

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
Figure 34: Citibank, Cross-sell offer, May 2019

...and the gap is tighter among women

Figure 35: Saftisfaction with key financial metrics among
women, April 2019

DEBT

Debt overview — Millennials are stressed, and trying various
options

Figure 36: Attitudes toward debt, April 2019

Debt is a serious stressor, and education is a factor

Figure 37: Attitudes toward debt, by education level, April
2019

“Keeping up with the Joneses” is a problem for some
Millennial men and Hispanics

Figure 38: Attitudes tfoward debt, by gender and Hispanic
origin, April 2019

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

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
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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

APPENDIX - DATA SOURCES AND ABBREVIATIONS

* Data sources

« Consumer survey data

« Consumer qualitative research
« Direct marketing creative

« Abbreviations and terms

- Abbreviations

MINTEL

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
conftain 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 store.mintel.com

EMEA  +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

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


/reports.mintel.com//display/store/919354/

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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