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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.

DID YOU KNOW?

more holistic view of this market

“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
g who they are, rather than be lumped together and labeled.”
— Fiona O’Donnell, Senior Lifestyles & Leisure

Analyst
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Figure 27: Importance of select factors to Millennials' purchase decisions, November 2013
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Attitudes toward Corporate Altruism
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Millennials more likely to buy from altruistic companies
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High-earning Millennials support “good” companies
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Most Millennial dads go out of their way to buy from “good” companies
Figure 33: Millennials’ attitude toward corporate altruism, by gender and parental status, November 2013
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... but more protective of mobile phone number and social media profile
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Key points
Health concerns of Millennials are no different than that of all adults
Figure 43: Personal health concerns, by all and Millennials, November 2013
Millennials more likely to go it alone
Millennials are more tolerant of unhealthy habits in others

Millennials, like most adults, are unmoved by the ACA
Figure 44: Attitudes about personal health and healthcare reform, by all and Millennials, November 2013

Technology Use and Opinions

Key points

About half of Millennials use their smartphone to go online daily
Figure 45: Technology use, by all and Millennials, November 2013

Women are more likely to use multiple screens, stream and use their smartphone daily
Figure 46: Millennials’ technology use, by gender, November 2013

Younger Millennials more likely than Older Millennials to stream/use multiple screens

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW 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

MINTEL

Marketing to Millennials - US - February 2014

e The above prices are correct at the time of publication, but are subject to
Report Price: £2466.89 | $3995.00 | €3133.71 B

Figure 47: Millennials’ technology use and opinions, by age, November 2013

Three in 10 Millennials would rather give up broadcast TV than their mobile phone
Few Millennials prefer to phone home

Figure 48: Technology use and opinions, by all and Millennials, November 2013

Millennial men less likely to give up broadcast television
Figure 49: Millennials’ technology use and opinions, by gender, November 2013

Mobile marketing making headway with Millennials
Figure 50: Technology use and opinions, by all and Millennials, November 2013

Higher-income Millennial women most likely to leverage online/mobile retail channel
Figure 51: Millennials’ technology use and opinions, by gender and household income, November 2013

Most Important Social Issues

Key points

Education, poverty, public safety most important issues to Millennials
Figure 52: Most important social issues, by all and Millennials, November 2013

Age and gender impact top social issues
Figure 53: Social issues most important to Millennials, by gender and age, November 2013

Millennials who make caused-based purchases include the environment among their top three social issues
Figure 54: Social issues most important to Millennials, among those who buy from companies that support causes, November 2013

Opinions about Work and Career

Key points

Health benefits, job security, and passion about their job lead the way
Figure 55: Millennials’ opinions about work and career, by all adults and Millennials, November 2013

Health benefits remain a priority even with the ACA
Figure 56: Good health benefits should be a priority—agree/disagree, by Millennials, November 2013

Millennials desire job security but also want to feel passionate about their jobs
Figure 57: Millennials’ opinions about passion for work and job security, by gender, November 2013

Contingent workforce sees the world a bit differently
Figure 58: Millennials’ opinions about work and career, by employment status, November 2013

Achievements Critical to Success

Key points
Truism: good health, financial security are critical for a successful life

Figure 59: Achievements critical to success, by all and Millennials, November 2013

Younger Millennials place less importance on marriage and family
Figure 60: Achievements critical to Millennials’ success, by gender and age, November 2013

Being a mother changes things dramatically for Millennial women
Figure 61: Achievements critical to Millennials’ success, by gender and parental status, November 2013

Impact of Race and Hispanic Origin

Key points
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Value is very important, but so is feeling good
Figure 62: Factors “very important” to Millennials’ purchase decision, by race/Hispanic origin, November 2013

About half of White Millennials have cut spending
Figure 63: Millennials’ personal finances—concerns and habits, by race/Hispanic origin, November 2013

Black and Hispanic Millennials are less judgmental about unhealthy behaviors
Figure 64: Millennials’ attitudes about personal health and healthcare reform, by race/Hispanic origin, November 2013

Opinions about the ACA are consistent across racial groups
Figure 65: Millennials’ attitudes about personal health and healthcare reform, by race/Hispanic origin, November 2013

Current health concerns not differentiated based on race/Hispanic origin
Figure 66: Millennials’ personal health concerns, by race/Hispanic origin, November 2013

Black Millennials less dependent on technology
Figure 67: Millennials’ technology use and opinions, by race/Hispanic origin, November 2013

Most important social issues vary based on race
Figure 68: Social issues most important to Millennials, by race/Hispanic origin, November 2013

Health benefits, advancement, and passion for work are priorities
Figure 69: Millennials’ opinions about work and career, by race/Hispanic origin, November 2013

Financial security and good health critical to success
Figure 70: Achievements critical to Millennials’ success, by race/Hispanic origin, November 2013

Appendix — Other Useful Consumer Tables

Factors influencing purchase decisions
Figure 71: Factors “very important” to Millennials’ purchase decision, by household income, November 2013

Figure 72: Factors “very important” to Millennials’ purchase decision, by employment status, November 2013

Figure 73: Factors “very important” to Millennials’ purchase decision, by gender and household income, November 2013
Attitudes toward corporate altruism

Figure 74: Millennials’ attitudes toward corporate altruism, by gender, November 2013

Figure 75: Millennials’ attitudes toward corporate altruism, by household income, November 2013

Figure 76: Millennials’ attitudes toward corporate altruism, by employment status, November 2013

Figure 77: Millennials’ attitudes toward corporate altruism, by race/Hispanic origin, November 2013
Attitudes toward company business practices

Figure 78: Millennials’ attitudes toward company business practices, by gender, November 2013

Figure 79: Millennials’ attitudes toward company business practices, by household income, November 2013

Figure 80: Millennials’ attitudes toward company business practices, by employment status, November 2013

Figure 81: Millennials’ attitudes toward company business practices, by gender and household income, November 2013

Figure 82: Millennials’ attitudes toward company business practices, by race/Hispanic origin, November 2013

Sharing of personal information

Figure 83: Type of personal information Millennials would be willing to share, by those who are positive to personalized advertising,
November 2013

Personal finances — concerns and habits
Figure 84: Millennials’ personal finances—concerns and habits, by household income, November 2013

Figure 85: Millennials’ personal finances—concerns and habits, by employment status, November 2013
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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
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Most important social issues
Figure 121: Social issues most important to Millennials, by gender, November 2013

Figure 122: Social issues most important to Millennials, by employment status, November 2013

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

Figure 130: Achievements critical to Millennials’ success, by gender, November 2013

Figure 131: Achievements critical to Millennials’ success, by age, November 2013

Figure 132: Achievements critical to Millennials’ success, by household income, November 2013

Figure 133: Achievements critical to Millennials’ success, by employment status, November 2013

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

Appendix — Trade Associations
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