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Although there are no official start or end dates for a
generation, Mintel uses the rise and fall of annual births to

demarcate one group from the next. The iGeneration,
named for the influence that technology (particularly

Apple technology) and the customization of goods and
services has had on this group, is the generation that

follows Millennials.

This report looks at the following areas:

The iGeneration are the young adults and adolescents that follow Millennials as a generational cohort.
Born between 1995 and 2007, this generation is aged 10-22 in 2017 and they account for about 17%
of the US population. As the oldest members of the iGeneration enter the working world and begin to
contribute to the economy, marketers will likely start to shift some focus away from Millennials toward
this younger group. As marketers get to know iGens they will understand that they are optimistic, but
cautious, and accepting of the advantages and disadvantages they face as a truly digital generation.
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