
BUYING HABITS OF 
MILLENNIALS



•CEB: Infographic: Inside the Millennial 
Mind

•http://www.executiveboard.com/exbd/m
arketing-
communications/iconoculture/millenials/
millennial-mind-infographic/index.page

•15 Economic Facts about Millennials: 
White House Council of Economic 
Advisors

http://www.executiveboard.com/exbd/marketing-communications/iconoculture/millenials/millennial-mind-infographic/index.page


THE MILLENNIALS

•Ages 19-36 (or 14-35)

•Average household income $60,000

•75.7 million – largest generation in the 
US

•$1.68 trillion in purchasing power



CONFLICTING VIEWS

•The Selfie generation

•The boomer echo





THEY FACE A DIFFERENT WORLD

•One-third or more of their life at war

• They look different

• First generation where prospects are uncertain

• Increased job mobility – less job stability

•Housing prices compared to wages have 
increased greatly

•Better educated but student debt has nearly 
tripled between 2005 and 2014 































LIFESTYLE
• “Millennials live a lot lighter right now. Small 
apartments, no cars… they spend a lot of their 
income on food and dining out. The boomers 
liked buying stuff and things.”

•Unlike past generations, millennials
are also more indifferent to national brands 
and instead are looking to eat and buy 
locally, preferably within the same mixed-use 
block they live in.

• Urban lifestyle Oct. 14 2014







IMPACT

•Nearly $200 billion in spending and 
expected to double by 2020

•Also influence $600 million more in 
spending

•2015:  half the workforce; 2020: 75% of the 
workforce

•Purchasing is a social act



BUYING HABITS
•Eager to shop; reluctant to buy

•50% use mobile devices to look at buyer 
reviews

•2/3 research online before buying – fashion 
blogs and websites

•Use Twitter to look at trends

• Shop twice as often as other generations with 
spouses and friends

• Focus on experience instead of things

• Service is important to them



MARKETING TO MILLENNIALS
• Speak to the values that drive them: happiness, passion, 

diversity sharing and discovery

• Understand their realistic lifestyles and experiences and find 
ways to amplify their reality. 

• Make sure they feel informed and involved, not just 
marketed to. By following these three strategies, brands will 
find more opportunities available to them to gain this 
generation’s affinity.

• http://www.executiveboard.com/exbd/marketing-
communications/iconoculture/millenials/millennial-mind-

infographic/index.page

http://www.executiveboard.com/exbd/marketing-communications/iconoculture/millenials/millennial-mind-infographic/index.page

