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The Millennial Mystique 
YOUNG WOMEN DON'T SHARE THE VALUES AND PRIORITIES OF THEIR MOMS. BY CARRIE CUMMINGS 

Millennials make up about one-quarter of the U.S. population, and women comprise about half of the demo. Research from CafeMedia, a women-focused digital 
media shop, takes a deeper look at what the segment values most when it comes to work, money and experiences. And the results could help marketers better 
meet their needs. "Brands need to first recognize that not al l millennials are the same, and there isn't a one size fits al l solution," said CafeMedia svp, strategy 
and insights Rachel Parkin. "Millennials are living life according to their own terms. Individuality is paramount, and they absolutely don't want to be told what to 
do. The best thing a brand can do is to speak to the diversity within the generation and empower millennials to make their own choices." 

Millennials are individuals. 

87% 
say they aren ' t 
afra id to char t 
a d i f fe rent course 
t han thei r fr iends. 

83% 
repor t 
standing 
thei r g round 
in heated 
discussions. 

say the i r 
ha i r s ty le 
and makeup 
are express ions 
of the i r 
personal i t ies. 

They value experience over things. 

84% 
get excited 
when 
someth ing 
is new and 
d i f ferent. 

72% 
wou ld rather 
t r a v e l 
someplace 
new than vis it 
a favor i te 
vacat ion spot. 

35% 
wou ld prefer 
to spend on 
someth ing 
mate r i a l over 
an experience. 

Their work must be enjoyable. 

61% 
cite enjoying their 
wo r k as one of the 
top three aspects 
of career. 

37% 
say 
compensat ion 
and benef i t s 
are mos t 
impor tan t . 

17% 
say career 
progress ion 
is mos t 
impor tan t . 

They want to be well-rounded. 

87% 
Like t o be 
wel l -o rgan ized 
and f o l l ow 

They are stressed about money. 

a rout ine. 

y manag ing 
Sir households 
ex t remely 
por tant . 

Those w h o say 
"manag ing m y 
househo ld " is 
very or 
ext remely 
impo r t an t are 
t w i c e as Likely 
to be stressed 
about it. 

78% -
say money is very 
impo r t an t and 
is t h e greatest 
source of 
dissat i s fact ion 
and stress. 

In fact, saving for the future is the greatest 
financial concern for all millennial women. (%> 

I ALL miLLenniaLs 

Saving for the future 

MiLLenniaL m o m s MiLLenniaL non -moms Hispanic miLLenniaLs 

TheV prioritize "Me UmoMs more important 
* F t han fr iendships, hea l th and fitness, 

S6l£~"Ccl£"& ^'et' anĉ  m a ' < ' n 9 a n imp s c t on society. 

r 
Living paycheck 
to paycheck 

Paying off 
student loans 

Debt Buying a home 

I 5 4 I 3 7 | 2 9 26 31 

50 41 20 31 26 

58 34 36 22 23 

1 49 36 23 26 I27 
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