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“Millennials will continue to play an increasingly
important role in the workplace and the economy. In order

to effectively target Millennials, brands must understand
how they see themselves (and their generation overall),

how they are rethinking traditional adulthood milestones,
and how to market to Millennials without alienating older

generations.”
– Lauren Bonetto, Lifestyle & Leisure Analyst

This report looks at the following areas:

• Realty check: Millennials’ self-perceptions differ from stereotypes
• Failure to launch? Millennials put off many of the hallmarks of adulthood
• The golden child: Marketing only to Millennials may alienate others

In 2015, Millennials are between the ages of 21 and 38 – at almost 80 million, they account for about
one quarter of the US population. An extremely diverse group, they are fraught with contradictions:
they have been stereotyped as both altruistic and narcissistic; they describe themselves as family-
oriented yet are putting off marriage and having children; they want companies to target them
personally yet they often ignore advertising and scoff at attempts to understand or define them.
Marketing to Millennials requires a keen understanding of how they see themselves, who and what
influences them, and their attitudes toward shopping, advertising, and brands.

This report examines Millennials’ living situations, living expenses, self-perceptions, favorite brands,
attitudes toward shopping and advertising, goals and aspirations, and more. It also explores how
brands target Millennials, both in terms of product innovation and marketing strategies, and how
Millennials interact with brands.
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Figure 40: Responsibility for living expenses, by younger and older Millennials, December 2014
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Figure 57: Attitudes toward advertising, December 2014
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Targeting Millennials using humor in ads
Figure 58: Dodge TV advertisement, “It’s Perfect For Sax,” 2013
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Figure 68: Online activities, by parental status, December 2014
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Millennials may need to be nudged to write reviews
Figure 69: Interactions with companies and brands, December 2014
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Figure 70: Interactions with companies and brands, by parental status, December 2014
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Millennials more focused on personal rather than professional goals
Figure 71: Personal and career goals, December 2014
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Millennials focused on making ends meet
Figure 74: Financial priorities for upcoming year, December 2014

Figure 75: Financial priorities for upcoming year, by younger and older Millennials, December 2014

Millennials Online
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Goals and Aspirations

Financial Priorities
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Black Millennials

What you need to know

Cultural connection

Appealing brand qualities and brand interactions

Black Millennials’ self-perceptions

Hispanic Millennials

What you need to know

Hispanic Millennials are Hispanic first, Millennials second

Hispanic Millennials look for quality and affordability

Hispanic Millennials’ self-perceptions

Living situation and expenses
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Race and Hispanic Origin

Appendix – Other Useful Consumer Tables

Report Price: £2466.89 | $3995.00 | €3133.71

Marketing to Millennials - US - February 2015

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: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/716482/
mailto:reports@mintel.com


Figure 98: How Millennials see themselves, by parental status by gender, December 2014

How Millennials see other Millennials
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Figure 129: Attitudes toward shopping – Any agree, by employment status, December 2014
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Figure 131: Attitudes toward shopping – Any agree, by gender and income, December 2014
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Figure 132: Attitudes toward shopping – Any agree, by age and income, December 2014

Attitudes toward advertising
Figure 133: Attitudes toward advertising – Any agree, by gender, December 2014

Figure 134: Attitudes toward advertising – Any agree, by younger and older Millennials, December 2014

Figure 135: Attitudes toward advertising – Any agree, by gender and age, December 2014

Figure 136: Attitudes toward advertising – Any agree, by area, December 2014

Figure 137: Attitudes toward advertising – Any agree, by employment status, December 2014

Figure 138: Attitudes toward advertising – Any agree, by parental status by gender, December 2014

Figure 139: Attitudes toward advertising – Any agree, by gender and income, December 2014

Figure 140: Attitudes toward advertising – Any agree, by age and income, December 2014

Millennials online
Figure 141: Online activities, December 2014

Figure 142: Online activities, by gender, December 2014

Figure 143: Online activities, by younger and older Millennials, December 2014

Figure 144: Online activities, by area, December 2014

Figure 145: Online activities, by household income, December 2014

Figure 146: Online activities, by employment status, December 2014

Figure 147: Online activities, by parental status by gender, December 2014

Interactions with companies and brands
Figure 148: Interactions with companies and brands, December 2014

Figure 149: Interactions with companies and brands, by gender, December 2014

Figure 150: Interactions with companies and brands, by younger and older Millennials, December 2014

Figure 151: Interactions with companies and brands, by area, December 2014

Figure 152: Interactions with companies and brands, by household income, December 2014

Figure 153: Interactions with companies and brands, by employment status, December 2014

Figure 154: Interactions with companies and brands, by marital status, December 2014

Figure 155: Interactions with companies and brands, by parental status by gender, December 2014

Figure 156: Interactions with companies and brands (netted), by parental status, December 2014
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Goals and aspirations
Figure 158: Goals and aspirations, December 2014

Figure 159: Personal goals, by gender, December 2014

Figure 160: Personal goals, by area, December 2014
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Figure 162: Personal goals, by parental status by gender, December 2014

Figure 163: Career goals, by gender, December 2014
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Figure 165: Career goals, by household income, December 2014

Figure 166: Career goals, by parental status by gender, December 2014
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Financial priorities
Figure 167: Financial priorities for upcoming year, by gender, December 2014

Figure 168: Financial priorities for upcoming year, by household income, December 2014

Figure 169: Financial priorities for upcoming year, by parental status, December 2014

Figure 170: Financial priorities for upcoming year, by parental status by gender, December 2014

American Advertising Federation (AAF)1

American Association of Advertising Agencies (4A’s)

American Marketing Association (AMA)

Association of National Advertisers (ANA)

Digital Media Association (DiMA)

Generations United

Interactive Advertising Bureau (IAB)

International Advertising Association (IAA)

World Federation of Advertisers (WFA)

Appendix – Trade Associations
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