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"The Millennial generation is aged 23-40 in 2017, with
many on the precipice of major life decisions, which will
likely have them reconsidering their purchase habits. At

this stage, Millennials provide fertile ground for marketers
looking to win over new customers."

- Dana Macke, Senior Lifestyles and Leisure
Analyst

This report looks at the following areas:

• Sharing economy is still niche – even among Millennials
• Millennials are confident, but not experts
• Millennials more optimistic about issues within their sphere of influence

In order to appeal to a Millennial target, marketers should throw out their preconceived notions of a
generation still living at home, unsure of how to do their own laundry. Millennials are gaining
confidence in their management of adult tasks, yet haven’t become so set in their routines that they
aren’t willing to try out new products and services that might meet their needs.
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Sharing Economy Participation

Adulting

Millennial Optimism

Report Price: £3085.18 | $3995.00 | €3666.43

Marketing to Millennials - US - June 2017

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 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/793221/
mailto:reports@mintel.com


The key to young optimism is opportunity
Figure 56: Millennial attitudes about life – opportunity and present state, by generation, March 2017
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Figure 63: Households with own children under age 18, by age of householder, 2016
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