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America’s first generation of “digital natives,” Millennials—Ilate-teens to thirtysomethings—are not
the fragile, spoiled and overprotected generation that they have been portrayed to be. They are
leaving indelible footprints on the marketplace. As Millennials mature, many of their tastes and be-

haviors can be seen as a foreshadowing of what’s coming in consumer consumption.
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methods
Millennials completed homework assignments to communicate their
passions

Millennials’ homework shows a broad array of brands and activities
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finding happiness
For Millennials, happiness is not a simple proposition

Older cohorts take a simpler approach to happiness...
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staying healthy and well
As Millennials mature, their views on health and wellness are intensifying
Views of Health and Wellness
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In order to be heslthy, I ry to keep up with
scientific developments

More Millennials seek the advice of
doctors today than in 2011, but
Boomers (42%) are still most likely to
work closely with physicians.
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Myth Busting: Millennials don’t take their youth or physical health for granted. Many are becoming more aware of
the importance of taking care of their bodies and are finding ways to proactively do so.
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2 good story

Jeni's Splendld Ice Creams: Truly just desserts

Amber’s Favorite Flavor: Orchid Vanilla Ice Cream Sandwich - Ndali Estate Vanilla
Bean ice cream and black currant jam between almond macaroons.

From the “ground up”: Made with cream
from grass-grazed Ohio cows, local produce and
rare ingredients fairly sourced from around the
world.

Certified B-Corp: A corporation certified by
the international nonprofit B Lab to meet
“rigorous standards of social and
environmental performance, accountability and
transparency.”

The “Bottom Line”: Jeni’s seeks to “redefine
what success in doing business means” and
values personal profit as much as people and
the environment.

meal preparation
Consumers have adapted the actual time it takes them to prepare a meal
to meet their ideal requirements

Length of Time Takes to Prepare Meal Ideal Length of Time for Meal Preparation
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digital behaviors o i i i
Mobile devices are becoming increasingly important contributors to
Millennials’ purchasing behavior
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