MILLENNIALS At HOME
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Introduction
For over twenty years, generational marketing has been a pivotal
part of Albing International Marketing. The founders of our
company are Post World War II Baby Boomers, many of our key
consultants are members of Generation X and our recent hires
are Millennials. Each of us takes a special interest in learning
about our own cohort, but we are equally fascinated by the
characteristics of the other groups and how they affect our
clients’ businesses.
We understand that not everyone in each cohort is exactly alike,
but as trend watchers, we seek out the commonalities among the
groups and look for ways to address those commonalities to help
our clients develop successful products and programs.
As a Baby Boomer parent of three Millennials, I was personally
eager to learn as much as possible about these young people.
During the course of our research, I met a lot of young adults
and they were impressive. They repudiated many of the
negative stereotypes put forward by earlier researchers.
Millennials may still have a stronger sense of entitlement than
previous generations, but the recent challenges of the Recession
have tempered that arrogance. In AIM’s research we found a
strong belief among young people that they can make a
difference, but a parallel belief that they will have to work hard to
accomplish their objectives. As the research progressed, I
became increasingly optimistic about the future for my own
children and for the future of America and the world.
Much has already been written about the Millennials. At AIM, we
focused on uncovering new material. We were fortunate to be
working on this study just as a comprehensive benchmark report,
Millennials - A Portrait of Generation Next, was published by the
Pew Research Center. We have referenced the statistical
information of that study throughout MILLENNIALS At HOME,
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but we also recommend that you read it in its entirety for
contextual background about the Millennial generation. In
MILLENNIALS At HOME we specifically set out to draw
conclusions and relate the generational characteristics to how
young people live within their homes. We visited the Millennials
in their current homes across the US both physically and virtually
in order to fully understand what was important to them.
In order to be predictive about the Millennial home of the future,
we dug deeply into the hopes and dreams of these young
people. They are dreamers, but they are also realists. In order to
develop future products and programs for Millennials, marketers
will need to understand both the stark differences between
young adults and the preceding generations, and also to
understand some of the values that the generations share.
Marketers will have to be smarter – it’s no longer just about the
accumulation of material things. Young people want a high
quality of life, but quality is not derived entirely of stuff. The
measure of success has evolved. It is multi-dimensional and will
require all marketers to think and work harder. The first step in
this education is to learn what makes them tick.
For AIM, this study is merely the first step in an on-going
process. We will continue to learn more about the Millennial
home through our blog, our FaceBook page, our upcoming
surveys and Millennial Movers panel. We invite you to learn
more about and to participate in this effort.
But for now, read on. Meet the Millennials. And then go out and
really get to know them. We think you will like them and feel
good about your future.
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Procedure
MILLENNIALS At HOME combines primary research by
Albing International Marketing with an extensive review of
secondary sources, many on the internet. This allowed us to
be time efficient, cost effective and current.
Primary research included the following:
• Comprehensive online survey of 500 Millennials (March
2010) – matching US geographic, ethnic, gender, and
income distribution.
• Online survey of 450+ Millennials (March 2010) supplemented by information from online surveys of
300-500 Millennials each conducted between 2006 and
2009.
• 50 one-on-one interviews with qualifying Millennials in
each region of the US (April 2010)
• 15 home audits, geographically distributed throughout
the US
• Series of online focus groups with targeted Millennials
(April 2010)
• Telephone interviews with 50 industry experts (January
– April 2010)
Secondary research included all relevant published
materials, government data, and the extensive archives of
Albing International Marketing.
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dining halls and other student venues across the country. Many colleges have
also established campus farmers’ markets and a number have developed
vertically-integrated programs combining farming and organic/humane
processing with food preparation. College campuses today brag about the
quality of their food, citing their place in the US News Rankings as a selling point
on campus tours.
Campus food awareness has a residual effect for Millennials, reflected in the
ingredients that they select and prepare for meals once on their own. In AIM’s
qualitative research, the Millennials consistently emphasized the importance of
using fresher (and preferably local) cooking ingredients. They also claimed to
“take the time” to seek out healthier and more humanely derived ingredients,
often using organic and natural ingredients. Ninety-four percent of those
surveyed said they “make home-cooked meals” at least a few times per month;
21% claim to do this everyday. Like their older counterparts, however,
Millennials are confused about the vocabulary used in food marketing and would
like to see the government standardize such terms.

Sustainability, another community concern, is not a marketing tool as far as
Millennials are concerned; it is a necessity for the future of the planet. So-called
green marketers who cynically treat concerns about the environment as a fad or
empty tagline, without developing genuinely sustainable products and programs,
will quickly lose the support of Millennial consumers. These young people expect
sustainability to be built into everything they buy and they do not expect to have
to pay a premium for it. Only 14% are passionate about sustainable products,
but 65% say it is important or somewhat important. A mere 11% “do not really
care” about sustainability when buying products for the home. Overall “interest in
the environment” and “product efficiency such as Energy Star” (ratings) were the
two most important factors for Millennials when selecting environmentally-friendly
products for the home.
When asked to elaborate about how their concerns for the world at large might
be further reflected in their homes, Millennials frequently referred to programs
that “give back” to altruistic causes. They admire and value companies that
donate a percent of profits to a worthy cause or that become active advocates for
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as developments full of cookie cutter homes. Instead, the Millennials consistently
mention unique architectural details and customized landscaping when
describing their dream homes. Theirs is a more idealized version of suburbia
and very different from the suburbia where they grew up.
“A fabulous kitchen” is the top factor for a home in 5 years and trumps all
size/prestige/luxury factors. The kitchen represents warmth and stability, the
heart of the home, and its central focus. Most Millennials enjoy cooking (81%)
and, despite dissatisfaction with their current kitchens, home-cooked meals are
prevalent. Forty-five percent use a combination of “from scratch” and
processed/frozen/mixes; 20% cook everything “from scratch.”
Although most Millennials are not married and do not yet have children, in the
AIM study, 44% have dogs and another 44% have some other type of pet.
Eighty-six percent either are married, engaged or plan to marry someday, while
81% already have or plan to have children.
In AIM’s qualitative research, the Millennials said they had gravitated toward
quieter, at-home recreation in their free time since leaving school. Many still
enjoy healthy activities like sports and exercise, but they are no longer the party
animals they may have been in college. They work hard during the week and
feel the need to relax and re-charge on weekends with a movie or a good book.
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The Millennial Home
Surroundings, Substance, Style and Sharing
The homes in which Millennials live do not all look the same. Young people
express their inherent creativity in many different ways. Some like older homes
in established neighborhoods, while others embrace newly built spaces in
planned developments. And just as America is made up of far-flung and differing
geographical areas, so, too, are the areas to which they flock. Some love the
mountains and lakes, while others love rolling hills and plains. Some love the
seashore, while others, fearing hurricanes and beach erosion, prefer safer, inland
venues. But in spite of their differences, many of the Millennials share some
marketable characteristics and attitudes.
Millennials view their homes in two ways: the home of today and the “dream”
home of tomorrow, five to ten years from now. Some Millennials see their current
home evolving into that dream home, while others envision it as an entirely new
space and location. In an effort to understand both current and future
opportunities for home marketers, AIM conducted in-depth research about both
of these Millennial Homes. We probed deeply into the vision of the future home
in an effort to fulfill some of those “dream” expectations while Millennials are still
living in the “starter” surroundings.
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