
Modern Millennials are the largest, most diverse generation in the U.S.
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77M As of 2017, 25% of 
the population

Collectively, in annual 
spending power

Interact more with 
their smartphones 

33%

$33,883

25%

of U.S. Millennials 
speak a language other 
than English at home

is the median income 
for full-time working 
Millennials

have a minimum of a 
four-year college degree

TRENDS, INSIGHTS, AND MAKING CONNECTIONS

64%
Department 

stores 

74%
Neighborhood and community 

shopping centers

Enclosed malls

64%

Big box power 
centers 

63%

Chain
apparel stores

58%

Discount 
department stores

91%

Neighborhood 
business districts

54%

An impressive 88% of 
Millennials say they would 
consider buying online and 
picking up in store to save if 
offered a rebate or coupon.

Millennials are 
13% more likely to 

go shopping just 
for fun.

In-store shopping is 

Millennial mobile users, 
with over half 
comparing prices to 
other retailers.

21% of older 
Millennials (25-34) 

use their mobile 
device to make at 

least one purchase 
a week.

21%

88%

52%

13%

 MILLENNIAL SUB-GROUPS ARE FRAGMENTING 

#1 MILLENNIAL MOMS

Highly connected - 
each having an 

average of 3.4 social 
network accounts 

U.S. population 
of roughly 9MM 

and counting

 42% feel that 
marketing is not 
geared toward 

them

Spend 17.4 hours per 
week on those sites, 
almost 4 hrs more 

than the average mom

74% say their 
opinions are 

regularly sought on 
purchasing decisions

More likely to camp 
outside stores before 

they open - 56% 
said that they do so, 

versus 29% of 
female shoppers

68% of men who plan 
on shopping on Black 

Friday or Cyber 

budget in mind, versus 
55% of women

They spend 
double the 

amount on apparel 
than other men do

Millennial males (when 
compared to other age 

groups) are 161% 
more likely to be 

visiting the grocery 
store at least four times 

a week

Older Millennials are 
more likely than younger 

Millennials to be a 
member of a retailer’s 

loyalty program

Millennials old and
young are equally 

likely to browse and 
buy in-store

Older millennials are 
more likely to download 

an app to browse or 
shop compared to 

younger millennials

Younger Millennials 
are more likely than 
older Millennials to 
browse and buy 

online

#2 MILLENNIAL MALES

$

CLOSED

 MILLENNIALS CAN BE FIERCELY LOYAL

 4% drop in the 
use of plastic 

membership cards 

 
 

33% say they dislike loyalty 
programs because there are too 

many cards to carry

72% reward "ethical 
businesses” with their loyalty 

27% continued participation in a loyalty 
program because it featured a competitive 
game, or a social element such as badges, 

leaderboards or communities 

86% join loyalty 
programs  

Top reasons Millennials sign up for programs? 

51% - How quickly they 
can accrue rewards

38% - The variety of 
rewards available

45.1% use coupons and loyalty 

80% 
made in-store, on a website or mobile device 

appealing

 81% - the ability to 
choose among several 

types of rewards 

 81% - opportunities to 
earn bonuses by doing 

 SOCIAL AND UGC CONTENT IS EVERYTHING

#3 YOUNGER VS. OLDER MILLENNIALS

BUY

Millennials are now watching more video 
content on YouTube and other streaming 

platforms than they are on TV, and  68% of 
U.S. marketers plan to increase their digital 

video budgets for this reason

89%  trust recommendations from 
friends and family more than claims 

by the brand

Nearly half (44%)  are willing to 
promote products or services through 
social media in exchange for rewards

84% report that user generated 
content (UGC) on company websites 

86%  believe that UGC is a 
good indicator of a brand or 

product’s quality

25% of search results for the 
world’s 20 largest brands are 
links to user created content

People

$200B
Spending

39%
Mobile

MODERN MILLENNIALS 

FACTS ON MILLENNIAL SHOPPING

PREFERRED MILLENNIAL SHOPPING HOTSPOTS

Modern Millennials are diverse, influential, and ready to spend. They're shaping the direction of 
culture and technology. The question is: how can you capitalize on their behaviors? 
Below, we divulge the the most pressing trends and insights on Millennials.

They look for digital 
opportunities to 
engage with programs


