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“Companies or brands that successfully market to
Millennials are ones that recognize that there is no such

thing as a ‘Millennial’—just individuals or groups of
individuals who are at a similar lifestage and have lived

through similar experiences. They want to be treated for
who they are, rather than be lumped together and labeled.”

– Fiona O’Donnell, Senior Lifestyles & Leisure
Analyst

This report looks at the following areas:

• Why is it important to understand Millennials?
• How does one reach a moving target?
• How important are emotions or making an emotional connection?

In 2014, Millennials are between the ages of 20 and 37 and account for about one quarter of the US
population or 78.3 million individuals. They have been stereotyped as the “Me, Me, Me” generation yet
one that is globally aware and interested in supporting causes. They have been shaped by radical
changes in electronics and computers—from the iPod to Facebook—shaken by the financial crisis, and
have entered the job market during the worst economic downturn since the Great Depression. To
some, they are an enigma. Regardless, their success or failure will help determine the economic
strength or weakness of the US economy for decades to come.

This report builds on findings from Mintel’s Marketing to Millennials—US, August 2012 as well as the
March 2010 report of the same title. Other related reports include Marketing Financial Services to
Millennials—US, August 2013 and Millennials’ Leisure Trends—US, February 2013.

This report explores Millennials’ purchase drivers and how they evaluate their personal finances,
attitudes toward health and healthcare reform, and their opinions about work and careers. It also
discusses how members of this generation use technology, how they select and interact with brands,
and what social issues are important to them.
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Value is very important, but so is feeling good
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Figure 86: Millennials’ personal finances—concerns and habits, by gender and household income, November 2013

Figure 87: Millennials’ personal finances—concerns and habits, by gender and parental status, November 2013

Figure 88: Millennials’ personal finances—concerns and habits, by those who stick to a strict budget, November 2013

Frequency of overspending
Figure 89: Millennials’ frequency of overspending, by household income, November 2013

Figure 90: Millennials’ frequency of overspending, by gender, November 2013

Figure 91: Millennials’ frequency of overspending, by employment status, November 2013

Figure 92: Millennials’ frequency of overspending, by gender and household income, November 2013

Figure 93: Millennials’ frequency of overspending, by gender and parental status, November 2013

Figure 94: Millennials’ frequency of overspending, by race/Hispanic origin, November 2013

Attitudes about personal health and healthcare reform
Figure 95: Millennials’ attitudes about personal health and healthcare reform, by employment status, November 2013

Figure 96: Millennials’ attitudes about personal health and healthcare reform, by gender and parental status, November 2013

Figure 97: Millennials’ attitudes about personal health and healthcare reform, by household income, November 2013

Figure 98: Millennials’ attitudes about personal health and healthcare reform, by employment status, November 2013

Figure 99: Attitudes about personal health and healthcare reform, by all and Millennials, November 2013

Figure 100: Millennials’ attitudes about personal health and healthcare reform, by those who think they are healthier than most others
their age, November 2013

Personal health concerns
Figure 101: Millennials’ personal health concerns, by gender, November 2013

Figure 102: Millennials’ personal health concerns, by household income, November 2013

Figure 103: Millennials’ personal health concerns, by employment status, November 2013

Figure 104: Millennials’ personal health concerns, by gender and household income, November 2013

Figure 105: Millennials’ personal health concerns, by gender and parental status, November 2013

Technology use and opinions
Figure 106: Technology use, by all and Millennials, November 2013

Figure 107: Millennials’ technology use and opinions, by household income, November 2013

Figure 108: Millennials’ technology use and opinions, by employment, November 2013

Figure 109: Millennials’ technology use and opinions, by gender and household income, November 2013

Figure 110: Millennials’ technology use and opinions, by gender and parental status, November 2013

Figure 111: Millennials’ technology use and opinions, by household income, November 2013

Figure 112: Millennials’ technology use and opinions, by employment status, November 2013

Figure 113: Millennials’ technology use and opinions, by gender and household income, November 2013

Figure 114: Millennials’ technology use and opinions, by gender and parental status, November 2013

Figure 115: Millennials’ technology use and opinions, by age, November 2013

Figure 116: Millennials’ technology use and opinions, by gender, November 2013

Figure 117: Millennials’ technology use and opinions, by age, November 2013

Figure 118: Millennials’ technology use and opinions, by household income, November 2013

Figure 119: Millennials’ technology use and opinions, by employment status, November 2013

Figure 120: Millennials’ technology use and opinions, by gender and parental status, November 2013

Report Price: £2466.89 | $3995.00 | €3133.71

Marketing to Millennials - US - February 2014

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

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/680599/
mailto:oxygen@mintel.com


Most important social issues
Figure 121: Social issues most important to Millennials, by gender, November 2013
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Figure 123: Social issues most important to Millennials, by gender and household income, November 2013

Figure 124: Social issues most important to Millennials, by gender and parental status, November 2013

Opinions about work and career
Figure 125: Millennials’ opinions about work and career, by level of agree/disagree, November 2013

Figure 126: Millennials’ opinions about work and career, by gender, November 2013

Figure 127: Millennials’ opinions about work and career, by household income, November 2013

Figure 128: Millennials’ opinions about work and career, by gender and household income, November 2013

Figure 129: Millennials’ opinions about work and career, by gender and parental status, November 2013

Achievements critical to success
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Behaviors related to companies/brands
Figure 134: Millennials’ behaviors related to companies/brands, by gender, November 2013
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