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URBAN RENEWAL

Millennials & Baby Boomers
Lead City Living Movement
By Lauren De Bellis
Senior Editor

NEW YORK— From San Francisco
on the West Coast to Brooklyn on
the East Coast, an urban renewal
revolution is taking place. Urban
living is appealing to a wide range
of generational, cultural and
ethnic groups with diverse lifestyle
preferences. While several generations
of consumers create potential
selling, branding and marketing
opportunities in urban environments,
Baby Boomers and Millennials, in
particular, are paving the way for
generational marketers and retailers
as they focus on city living.
As the global population continues
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to favor urban living situations,
identifying and connecting with the
diverse range of consumers living
there is critical for generational
marketers and retailers to thrive
during this shift, which is expected
to continue well into the future.
According to the World Health
Organization (WHO), the global
urban population is expected to grow
approximately 1.84% per year between
2015 and 2020. In fact, WHO also
reported that in 2014, the urban
population accounted for 54% of the
total population, up 34% since 1960.
Here in the U.S., it is the Millennial
and Baby Boomer generations
leading the way as the urban renewal
movement grows across the country,

creating a lifestyle preference for
urban, small space living. These
groups are especially important to
watch during this urban shift as the
Millennials, born approximately
between 1982 through 2000 and the
Baby Boomers, born approximately
between 1946 through 1964, make up
the majority of the U.S. population,
about 80 million each, according to
recent IRI research.
Both Millennials and Baby Boomers
are actively seeking to transition into
urban areas where they have easy
access to the experiences, services,
jobs and shops they seek without the
expanse, and often the expense, of the
suburbs. However, their reasons for
moving can be very different.
“The walkable urban concept is
a hugely important concept today,
especially for that Baby Boomer,” said
Marsha Everton, co-principal of the
continued on page 12

Big Box Retail
Finds A Home
In Brooklyn
By Mike Duff
Senior Editor

BROOKLYN, NY— Brooklyn is the
place to be today for retailers who
want to prove themselves relevant to
younger consumers, but its shopping
history illustrates the shift in consumer ascendancy from the Baby Boomers
to Generation X to Millennials.
The New York borough’s
revitalization, which began as the
last Baby Boomers became adults
and gained pace as Gen X began to
emerge onto the scene, has come into
a new fruition with Millennials who
have driven the urban expanse from a
renewal zone into an iconic cityscape
continued on page 14
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Urban Living
continued from page 10
market research firm AIMsights
Group. “They finally have the kids out
of the household and are looking into
where they can live that allows them to
simplify, often into single floor homes.
Sometimes this involves downsizing,
however, sometimes that is not
necessarily so.”

Baby Boomers
Embracing City Life

Generation X Enters
Prime Spending Years
NEW YORK— Generation X is entering
its prime spending years and marketers
and retailers need to take note and capitalize on this shift.
Falling somewhere between the
younger Millennials and the aging Baby
Boomers is that unique group of consumers referred to as Generation X. In
comparison, Gen X is a smaller generation. Born approximately between 1965
to 1979, this age group made quite a
splash as they were reaching adulthood
in the late 1980s through the1990s.
As they settled into their roles as
homeowners, corporate employees
and new parents, mainly in suburbia,
retailers often turned their attention to
the next group of consumers ready to
spend, the Millennials.
Today, Generation X predominantly
make up those consumers that are now
taking over the leadership roles that
many Baby Boomers are retiring out of.
With this shift, their salaries may be
the strongest they have ever been and,
as their children are older, there may
be more discretionary dollars available
in their budgets.
For the most part, they are staying
put in the suburbs and not yet taking
part in the urban shift. Their household needs do not necessarily match
up with those of Millennials, who may
have small budgets, living in tight urban quarters and looking for compact,
space-saving appliances, or those
Boomers that are downsizing and reassessing their housewares needs.
Retailers should take note that
Generation X is for the most part
gearing up to spend, said Marsha
Everton, co-principal, AIMsights, and
should not be forgotten.
“Gen Xers are the unsung heroes,”
she said. “They are under appreciated.
They are a smaller generation, however,
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now with Baby Boomers finally retiring,
the Gen Xers are taking on those corporate leadership roles. This gives them a
whole different power base, which gives
them more financial capabilities.”
Everton noted that Generation X is
spending in a different way. Now that
they are stepping up in their careers,
they are embracing all of the “trappings” that come along with that.
For example, she noted Gen Xers are
spending more on their home, as it is
often expected for executives to entertain more often. They are stepping up
to purchase more premium products,
perhaps replacing their first, basic
household purchases. This could mean
a new suite of kitchen cookware and
electrics or barware to support their
hosting duties.
“It’s a step up, and they are building
their lifestyle to reflect that,” said Everton. “This is a generation that could be
effectively targeted by a lot marketers.”
In order to get through to this generation of consumers, you have to speak
their language, said Marshal Cohen,
chief analyst, NPD. “Generation X has
a mind of their own, and a pocketbook
of their own,” he said. “They are finally
earning enough money now to have
some say and have been waiting a long
time to get that. That makes a big difference.”
Unlike the Millennials, some of
which rely on advice or financial assistance from their parents, Gen Xers are
independent. They are confident decision-makers, often collaborating with
their spouses on decisions. These attributes can make them a tougher sell.
However, Cohen noted that if retailers and marketers are not speaking to
them, they are missing out on a large
opportunity. “You can’t forget about
them,” he said.
—Lauren De Bellis

So why the shift into urban living?
For many Baby Boomers, while
they may be empty nesters and of
retirement age, they recognize that
they still have nearly 1/3 of their life
ahead. The kids are gone and they
want to enhance their lifestyle.
“The Baby Boomers have specific
needs,” said Marshal Cohen, chief
analyst, The NPD Group. “They have
a lot of discretionary income and want
to be entertained, wined and dined,
are looking to services and all kinds
of opportunities that will enhance
their lifestyle. That is why they are
moving back into the city— for the
convenience, and the luxury and
services to elevate their lifestyle.”
Part of this urban move for the Baby
Boomers means parting with all of the
“stuff ” they have accumulated over the
years in their larger suburban homes,
such as their original set of cookware
or their service for 12 wedding
china. As they are no longer home
entertaining or hosting holidays as
they once were, but rather eating out
more often or simply cooking for two
each night, their needs have shifted.
They are seeking out the housewares
that will offer to them the simplicity
they crave.
A housewares or home décor
product, noted AIMsights’ Everton,
has to earn its space in the smaller

home or apartment, setting up a
challenge for marketers to craft the
right message and for the retailers to
offer the right products.
That being said there is room for
experimentation.
Baby Boomers, influenced heavily
by their Millennial counterparts,
are open to embracing trendier
designs and newer materials, thanks
to the influence of their Millennial
counterparts.
This open mindset, NPD’s Cohen
noted, enables retailers, especially
those catering to the urban consumer,
to experiment with their housewares
and other product mix in-store
and online.
“The reality is that when you live in
an urban environment you have limited
capacity, so you want multi-functional
products,” said Cohen. “Baby Boomers

“The walkable urban
concept is a hugely
important concept
today, especially for
that Baby Boomer.”
—Marsha Everton,
AIMsights Group
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“The reality is that when
you live in an urban
environment you have
limited capacity, so you
want multi-functional
products.”
—Marshal Cohen,
NPD Group
are interested to try the new products
and ideas that are being introduced into
urban stores, which still primarily cater
to Millennials, such as a multi-function
blender or coffeemaker. Brands and retailers have to learn to carry a diversified
assortment in the urban environment,
that reflects these needs.”

Millennials’ Urban Movement
While the Baby Boomers are yearning
to furnish a simpler lifestyle, the
Millennials, on the other hand, are also
gravitating towards these space-saving,
multifunctional products, but out of
necessity for their busy lifestyles.
Major U.S. cities continue to attract
Millennials that are entering the
workforce or seeking better-paying
employment opportunities; for example,

cities such as San Francisco, Raleigh
and Austin, all noted technology
hubs, Forbes magazine has reported.
Brooklyn, too, has grown to become
a culturally rich, urban region that
has taken on its own “hipster” brand
identity (see Brooklyn urban retailing
story, page 10).
Millennials are attracted to careers
in these cities, such as in the fields of
information technology and technology
business services, as they are proving to
be lucrative career paths.
In addition, city living also often offers Millennials who are earning starting salaries and affordable living option
such as apartments or house rentals.
Living in tight quarters, budget-conscious Millennials are also paring down,
seeking space-saving, multi-functional
items, and at a reasonable cost.
As this urban shift continues, it is
necessary for the housewares industry
to pay attention to this new type of city
consumer, and identify and cater to
their specific purchasing patterns and
their individual personalities. It is also
key to recognize that not all consumer
demographics can be generalized (for
Millennial myths, see story on page 13).
And one cannot forget about Generation
X, which is entering its prime spending
years (see story, page 12).
Regardless of which generation you
are speaking to, it is essential to speak
directly to the needs of each, said
AIMsights’ Everton:
“When it comes to speaking to these
groups, it is important to find a balance
and also understand that with all
generations today, you cannot talk to
people, you have to talk with people.”
NPD’s Cohen added, “If you’re not
bilingual as a retailer in an urban
environment, you’re pushing a rock up
the hill. Each generation can be buying
the same exact product but each are
coming to this product with different
means and for different reasons.” HWB

Urban renewal in Brooklyn
has led to retail expansion in
the region. Shown: Fairway
supermarket in Red Hook.

Demystifying The
Millennial Consumer
CHICAGO— New research from IRI
suggested that Millennials, representing ages from about 18 to 37,
will spend $290 billion on consumer
products by 2020. However, for as
large as the Millennial generation
is— 79 million, said IRI— they are
also one of the most puzzling.
“Their path to purchase isn’t
a straight line, so marketers need to
keep this in mind and get creative,”
said Robert Tomei, president, consumer and shopper marketing, IRI.
IRI uncovered a few of the more
common generalizations about this
generation and what their research
data suggested are the realistic behaviors behind them.

Generalization:
It’s All About Me

Reality:
Personal connections are an
important part of their lives, as
friendship, charity and community
are top priorities. IRI said that
90% of Millennials equate success
with being a good friend and 68%
suggest success comes with working
with a cause they believe in.

Generalization:

Millennials Shy Away From Tradition

Reality:
Millennials do embrace tradition,
however, they are reaching various
milestones at their own pace. For
example, 38% have kids, 37% own
a home and 28% are married.
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Generalization:

Millennials Are Constantly Plugged In

Reality:
These “digital natives” may be the
first generation to grow up using
mobile devices and technology,
however, 48% said they would
be able to function without their
smartphones. In addition, only 29%
regularly use a mobile app to pay for
purchases.

Generalization:
Brand Loyalty Is Dead

Reality:
While brands may need to work
a little harder to gain a budgetconscious Millennial’s loyalty, it is
still possible— 44% said they are
loyal to brands. However, brands
today need to put the spotlight on
their product’s value.

Generalization:
Social Media Is King

Reality:
Social media marketing may have
a strong influence, however, many
traditional tactics that Millennials
grew up with still hold weight.
According to IRI’s consumer
research, 66% of the Millennials
surveyed said they respond to loyalty
cards/discounts, 65% to couponing
and 50% to store circulars.
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