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YPULSE QUARTERLY
Understanding Millennial culture, lifestyle, trends 
plus more to keep you in-the-know: 	  

Identifying the relevant and noteworthy in the Millennial world 
 
Understanding the WHY behind the WHAT 
 
Exploring the up-and-coming in the Millennial world 
 
Examining quantitative and qualitative research to see the full picture 
 
Creating a starting point for ideation and effective Millennial 
engagement 



METHODOLOGY
Ypulse collects data and insights 
from the following sources: 	  

Nationally representative online survey distributed       
every two weeks among 13-32-year-olds 

Panels, online communities and focus groups to             
add color and context to the data 

Insights and discussion from our Youth Advisory Board 

Ongoing desk research to stay up-to-date with current    
and future trends 

In-the-moment stats from our mobile social network 

COMMUNITIES  
OF 

1.75 MILLION 
MILLENNIALS 
NATIONWIDE 
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After years of studying Millennials, we are entering their 
true age of influence. The generation will reportedly 
outspend Boomers by 2017. There are currently more 
24-year-old consumers in the U.S. than any other age. 
They now make up the vast majority of the vital 18-35-
year-old demographic. Their generational characteristics 
and their tastes are beginning to impact culture in a 
broader way, and their spending is affecting more 
industries than ever before.  
 
Each of the trends in the Q4 2014 Ypulse Quarterly 
report reflects this growing influence, showing a few 
of  the ways that Millennial consumers are shifting 
marketing, entertainment, social media, celebrity and 
more, including an in-depth look at their spending 
behavior.   



PLAY NICE 



Surrounded by negativity both online 
and off, young consumers are looking 
for communities, celebrities, and even 
entertainment that uplifts, focuses on 
the positive, and emphasizes getting 
along over dissonance.  

  

PLAY NICE



 PLAY NICE
Millennials’ optimism has been tested over the last 
few years, but their ability to put a positive spin on 
things has stayed strong. Not only do they think that 
their futures will still be bright, their desire to look at 
the bright side of things has begun to impact the 
content and communication they choose to support. 
Snark is being phased out, and going negative is 
increasingly frowned upon. They want their peers, 
entertainment, celebrities, and brands to take that 
Millennial sunniness to heart and Play Nice.  
  
While stories of bullying and harassment online 
might dominate headlines, in our observations of 
and conversations with Millennials we see another 
movement, likely rooted in their continued desire for 
positivity in their lives—and perhaps fueled even 
more now by the negativity they are seeing 
elsewhere around them.  



 
 

DRAMA FATIGUE
Bullying headlines, drama on Facebook, school 
shutdowns—a sense of drama fatigue is settling 
in, and Millennials and teens are reacting to 
hyper-publicized trolling, flaming, etc. that goes 
on online and in media.  

 
OPTIMISTIC OUTLOOKS
Millennials’ positive outlook on life has been 
tested but not eradicated by the events of the 
last few years. But they are seeking out external 
reinforcement, and doses of positive to counteract 
the negative that they are surrounded by.  
 
 

THE WHY BEHIND THE WHAT

69%

agree that they look
at the glass as half full 
instead of half empty









              
  

80%
agree “I am a happy 
person, in general.”

 

  

 
 

 
 

 
 



74%  
agree if you don’t 

have anything nice 
to say, don’t say 
anything at all   

90%  
say they wish 

that people were
more positive 

on social media

88%  
say they wish
 people were 

more supportive 
on social media 





  
Anonymity within the private side of social media has often 
been pinpointed as one reason Millennials feel so free to attack each 
other online, seen on networks like Yik Yak and Ask.fm—a so-called 
“incubator for cyberbullying.” But anonymous networks have also been 
sited as a way for some to escape negativity, as these anonymous sites 
"let them be themselves" without fear of criticism or attack. This is also 
likely one of the reasons they are migrating to chat apps, where they can 
communicate with a smaller, hand-selected group that they feel safe with 
and know are supportive. As anonymous and more private apps gain 
more traction with teens and younger Millennials, larger networks are 
realizing that social media must remain a positive part of their lives in 
order to keep them posting and interacting within a community. 
 
On image sharing network We Heart It users (most of whom are teen 
and twenty-something girls) can only interact by “hearting” an image or 
following each other. Vine has encouraged positive behavior among 
users from the start: the comment box for videos has “Say something 
nice” written inside. The phrase "Be Nice" is repeatedly shared in visuals 
on sites like Tumblr. As media coverage of online trolling and bullying will 
undoubtedly continue, we can also expect this counter-trend to grow, and 
networks' efforts to ingrain positive behavior in online communication to 
increase. 
 
 
 
 

THE FIGHT FOR POSITIVITY 
ON SOCIAL MEDIA



85%  
say the majority of
what I post online 

(e.g., posts, comments, 
reviews) is positive

12% 
say the majority of what I 
post online (e.g., posts, 

comments, reviews) 
is negative



 
FORMSPRING REVISED
In stories of cyberbullying, Formspring gained a reputation for being an epicenter 
for negativity and hurtful anonymous comments between teens. The platform shut 
down last year thanks to that toxic history, but has rebranded as new site 
Spring.me, which wants to be “the friendliest social network.” Like Formspring, 
Spring allows Q&A discussions and chats, but the site wants those chats to 
facilitate making friends. Spring’s slightly older user-base (an average age of 24) 
is one factor they hope will keep the environment relatively gossip and troll-free.  

Social networks are taking it upon themselves to encourage positive communication and 
make social media a space where users actually act like friends. 

NO COMMENTS PLEASE
Trolls, bullies, flame wars—comment sections online have them all. Is the 
solution simply to turn off the comments? PewDiePie, one of the biggest stars 
of YouTube, has done just that. In a recent video he posted expressing his 
happiness with the decision, the video game vlogger said, “It's been making me 
really happy, and it's been making me really enjoy what I do. Which is really 
important to me.” The 24-year-old Kjellberg, who makes roughly $4 million 
dollars a year from ad sales, says he may leave Maker Studios to start his own 
network with friends after his contract is up in December. PewDiePie is one of 
Makers’ most important talents, but he has not been impressed by the way any 
studio has been managed so far and would “like to help other YouTubers.”  

THE FIGHT FOR POSITIVITY 
ON SOCIAL MEDIA

http://spring.me/
http://www.youtube.com/watch?v=Og02p2Y4fRQ





"But emoji are not, it turns out, well designed to 
convey meanness…are not very good at conveying 
anger, derision, or hate. If we can take as a given 

that [M]illennials, as a generation, were raised in a 
digital environment—navigating, for the first time, 
digital relationships as an equally legitimate and in 

some ways dominant form of interpersonal 
interaction—it stands to reason they might be 

drawn to a communicative tool that serves as an 
antidote to ambient incivility. They might be 

especially receptive to, and even excited about, a 
tool that counteracts the harshness of life in the 
online world. They might be taken with emoji.”


–Adam Sternbergh 

“Smile, You’re Speaking  Emoji,” NYMag

The rise of emoji could 
 have as much to do with 

Millennials’ craving for 
positivity and optimism as 
their penchant for visual 

communication. 



 
THAT’S SO FUN! FALLON
One reason Jimmy Fallon may be the Xer to Millennialize late night: 
He is unendingly positive and effusive, an attitude that feels more 
welcoming to optimistic and hopeful Millennials than the 
“crankiness” that some other late night shows provide. He calls 
everyone friend or pal, and his enthusiasm is his trademark. This 
October a supercut was made of the host’s constant (sincere) use 
of the word “fun” in interviews and monologues. Fallon also steers 
clear of meanness when it comes to his audience. Comparing him 
to competitors, The Washington Post wrote “Fallon belongs to the 
prevailing every-kid-gets-a-trophy mind-set, while Kimmel hasn’t 
forgotten that those kids sometimes still need a wedgie.” They 
might have meant it as criticism, but with Millennials the approach 
is one that embraces them rather than mocks them—and they 
might be ready for the respite. In the first week of his show, clips of 
Fallon’s Tonight Show racked up more than 37 million views on 
YouTube, and ratings for the show continue to be strong with 
viewers 18-49-years-old. 
 
 
 

Snark’s days are numbered. These days Millennials and teens are proving their attraction to 
entertainment that puts positivity and, yes, nice-ness, in the spotlight. While Xers might have 
made “unlikable” characters famous, Millennials are supporting shows where everyone is a best 
friend.  

 COMEDY OF NICE

http://www.youtube.com/watch?v=TkQnsKk7Yh4


56%  
of 13-32-year-olds say 
they prefer to watch 
positive/optimistic/ 

uplifting humor on TV

Use a housecleaning 
service 

46%

Use a grocery order & 
delivery service 

Use a laundry service 

Use an on-demand 
delivery app 

Hire a service/person to 
run errands 

Order household 
necessities online  

Use a restaurant 
ordering app  

40%

34%

35%

23%

62%

64%



MAGIC FANDOMS
 
FRIENDSHIP IS MAGIC
Cartoons aren’t just for kids anymore, and 
Millennial tastes have reshaped the way 
that humor in the genre is approached. For 
Gen Xers growing up, comedy was often 
driven by irony. Shows on the Cartoon 
Network, like Adventure Time—which is 
successful with both young and old 
Millennials—make emotion a central part of 
the story, instead of satire or sarcasm. 
 
Younger Millennials are growing up with 
this positivity-centric children’s 
entertainment—but older Millennials are 
supporting it as well, creating strong, 
influential fandoms around shows like My 
Little Pony Friendship is Magic that may 
not be intended for viewers their age, but 
are resonating thanks to storylines and 
characters that uplift.   
 
 
 



 
“Humor has changed significantly over the past five 

years into a form that I never saw coming, and that is a 
form that allows for sincerity and humor to co-exist. I’m a 
Gen Xer so to me, growing up, humor was satire, irony, 

and sarcasm—it was sort of anti-authoritarian and 
needed, in a lot of ways, an opposing force.


I’m the dad of three boys and I understand where it’s 

coming from with this generation and what they respond 
to. I see it in shows we have like Adventure Time—the 
relationship between Finn and Jake is a real emotional 

relationship between two cartoon characters. That it can 
be real touching and then hilarious at the same time is a 

miracle and I never would have predicted it.”


-Michael Ouweleen, 
CMO of Cartoon Network






 
Collaboration is a major part of the Millennial mindset. Now we’re seeing 
this trend grow stronger in the mainstream music world, with Millennial 
artists not only working together on projects, but finding new ways to 
support up-and-coming talent in their rise to fame. This generation of artists 
is making fame a team effort by collaborating, remixing, and shouting out to 
each other in whatever capacity they can, then rising to the top of the charts 
together. 
 
Press around celebrity friendships is beginning to usurp press on drama 
and feuds. Whereas for older Millennials Britney vs Christina was a storyline 
that lasted for years, young consumers today are tired of antagonistic 
relationships in the spotlight. After Lorde was quoted saying some negative 
things about Taylor Swift, the two went to great lengths to make it 
known that they had patched things up, and make the story of their 
friendship the focus in the media. Rumors of discourse between Iggy Azalea 
and Nicki Minaj exploded earlier this year, but Minaj is an older Millennial 
and has taken on a loner mindset from the start. Iggy Azalea's response to 
the rumors of shade being thrown her way is more indicative of this newer 
Millennial "no-feud" attitude. She congratulated Minaj on Twitter and simply 
told fans and the media to "let it go" on Instagram. 


As a generation, they’ve long been more likely to work together than revel in heated 
competition, and we’re seeing Millennials’ desire for friendship over feuds influence their 
expectations of celebrities, and reshape the fame landscape.  

 FRIENDS OVER FEUDS



79%  
celebrities

being 
friends

21%  
celebrity

feuds 


WHICH OF THESE WOULD YOU PREFER 
TO HEAR, SEE, OR READ ABOUT?



18%
Highlights the features of
their own product by jokingly 
making fun of a competitor

82%
Highlights the features of 
their own product without 
mentioning other brands

Going negative, even in a lighthearted way, to distinguish yourself from 
competitors might not resonate with these consumers, who would rather 

see solo product features than mud-slinging in marketing.    

WOULD YOU RATHER SEE AN 
AD FROM A BRAND THAT…



Which of the 
following aspects 
of a brand makes 
you want to buy 
from them? 

66%
54%
42%
42%
37%

36%  

has a positive message

makes me feel good about myself

tells me what they are doing to
make the world a better place

makes me feel good about the world

tells me what they are doing to
help the environments

tell me why they are better than
competitors

uses cruse / inappropriate humor

uses sex appeal

11%
8%



PLAY NICE:

+   Has young consumers trying to reinforce their 
positivity with external media 

+   Is leading to tactical shifts in social media to 
quell trolling and enhance positive interactions 

+   Means Millennials and teens are looking for 
uplifting humor 

+   Is ushering in an end to snark and “going 
negative” 

 
 
 
 
 
 
 



THINGS ARE 
GETTING 
WEIRD  



Millennials and teens were raised on 
absurdist humor, and their appetite for the 
strange, random, and downright weird in 
marketing and entertainment is growing as 
they age up.  

  

THINGS ARE GETTING WEIRD



 THINGS ARE GETTING WEIRD
They’re a generation of consumers raised on the absurdist 
humor of Ren and Stimpy, Rocco’s Modern Life, The 
Adventures of Pete and Pete, and even Spongebob—and 
they haven’t grown out of it.  
 
While overtly sexy images in marketing make them yawn, 
entertainment and ads that get a little weird, ok, or a lot 
weird, are getting their attention. Brands are tapping into 
their appetite for the off-the-wall and out-of-the-box, running 
campaigns that celebrate the strange and put a spotlight on 
the nonsensical. Right now, the weirder the content, the 
more likely it will get young consumers’ attention. The further 
from the norm and the less sense it makes the better.  
 
All this weirdness is influencing viral content, popular social 
media, and entertainment alike, and those who know how to 
do it right are earning these consumers’ kudos and word-of-
mouth marketing power.  



 
 RAISED ON A DIET OF THE ABSURD

The majority of Millennials and teens watched at least one 
show as children than featured some majorly surrealist 
humor. These shows celebrated the ridiculous and paid no 
attention to traditional children’s entertainment norms. 40% 
watched Family Guy growing up, a show that plays with  
non-linear storytelling, random cutaways, and stretching the 
absurd as far as it will reach. They are approaching adult 
entertainment with these expectations baked into them. 
 
SEEN EVERYTHING MENTALITY
These young consumers are not just marketing savvy, 
they’ve seen it all. Sex sells might still be a mantra, but it 
doesn’t actually capture their attention. Right now, surreal, 
insane, nonsensical content is one category that still takes 
them by surprise and makes them talk. 
 

THE WHY BEHIND THE WHAT

 
 



79%  
of 13-32-year-olds

would name a TV show 
with absurdist humor as 

one of their favorites 
growing up



25%  
of 13-32-year-olds 

and 37% 
of 13-17-year-olds 

say they use Tumblr

70% say they like using 
it because of the 

awesomely weird humor 
[ 78% of 13-17-year-olds]

THE TUMBLR EFFECT : Tumblr may have given birth to the GIF and is a place where fandoms 
thrive, since each user’s microblog begins as a barebones digital space to customize and 
project what they find visually stimulating. The weird humor and visuals of the site are both 
attracting young consumers and likely influencing their taste. 
  

http://www.buzzfeed.com/daves4/greatest-tumblr-moment-in-2014#.byL51x866


BEE & PUPPYCAT
This strange, captivating series is the perfect example of out-of–the-box, off-the-wall concepts 
being championed. The cartoon, created by Natasha Allegri, was originally posted as a one-off 
on YouTube last year and quickly amassed over 4 million views. The show was then successfully 
funded on Kickstarter in November of 2013, exceeding their $600,000 goal by $200,000. Now a 
series on YouTube channel Cartoon Hangover, Bee and Puppycat features a twentysomething 
and her supernatural pet, who take intergalactic temp-jobs to get by. Mashable describes the 
show as “bizarrely random,” and new episodes have already earned over a million views each.  

 CHAMPIONING THE STRANGE

http://www.youtube.com/watch?v=KNs9shgQ2rI


 
VELVEETA’S AMAZINGLY WEIRD SOCIAL
Millennials might be a tricky group to target, but one of the biggest mistakes 
that marketers can make is being too afraid to try something new and 
different to reach them. This year, Velveeta’s Facebook and Twitter efforts 
have gained attention and praise from young consumers for stepping far, far 
out of the expected. The posts and messages explored the relationship of 
their model with his wife and their cheese, showed piñatas bursting with 
cheese, and captured the attention of plenty of consumers and media, who 
called the posts “amazingly weird.” 

In the last few months, ads and social effort from brands who aren’t afraid to try something new 
have been capturing young consumers’ attention by being, quite simply, weirder and more random 
than anything they have seen in marketing before. 

TOO MANY COOKS
Adult Swim has mastered the art of the so strange it works 
entertainment, and their latest bizarre marketing has gone viral thanks 
to its mind-bogglingly strange approach The 11:11 minute video begins 
as a send up of an ‘80s sitcom intro credit and slowly progresses into 
pure, dark madness, The spot has been viewed almost 5 million times. 
The channel’s most recent promo “Unedited Footage of a Bear” was 
released December 16th and has been called “Weirdest Adult Swim 
Infomercial Yet.” 
 

 RANDOM MARKETING

http://www.facebook.com/Velveeta
http://www.youtube.com/watch?v=QrGrOK8oZG8


 
TOTINO’S PIZZA
Totino’s Pizza Rolls ditched their “kids eating after-school snacks” 
storyline for a new commercial, and it is…so weird you won’t want 
to miss it. Starring Tim and Eric, stars of Awesome Show and 
Bedtime Stories, the spot “Pizza Freaks Unite” is a collection of the 
completely bizarre and absurd, including a “feminine pizza bag,” 
pizza chess, a face with mouths for eyes, and plenty of things that 
make even less sense than that. But it turns out all this weirdness 
might be working. Buzzfeed posted the ad with a headline that 
included the phrase “The Weirdest 3 Minutes Of Human 
Existence,” and MTV called it “the freakiest commercial ever” on 
their blog. 
 
Totino’s then continued their weird, weird marketing campaign to 
appeal to young consumers’ absurdist humor. In a follow up to 
“the oddest pizza ad ever,” the brand has taken a BuzzFeed post 
called "50 Completely Unexplainable Stock Photos No One Will 
Ever Use" and turned each one into an off-the-wall bizarre ad. 
They’ve posted the entire collection on their Totino’s Living site 
with the explanation, “We obviously had no choice but to use 
them. Poorly.”  
 

 RANDOM MARKETING

http://www.youtube.com/watch?v=NAalGQ5LSpA
http://www.totinosliving.com/article/buzzfeeds-50-unusable-stock-photos-used/


Tearjerkers 16%

Telling them  
about discounts 

Informative 

Showing the  
product’s features 

Showing the  
brand’s values  

Really random/
unexpected 

Funny 

15%

13%

14%

9%

43%

74%
The commercials  
that they tend to  
talk about with 
their friends 
are… 



46%
say that really 
random/unexpected 
commercials are the 
ones that stick in 
their memory



THINGS ARE 
GETTING WEIRD:

+   Has young consumers increasingly embracing 
entertainment and marketing that isn’t afraid 
to get absurd  

+  Is one of the few kinds of content that is truly 
surprising Millennial and teen viewers 



HOW THEY 
SPEND IT 



Millennials are set to outspend Boomers 
by 2017, but their buying power will be 
wielded much differently than generations 
before. Comparing spending habits and 
financial attitudes among various earning 
segments, we find out how their budgets 
and priorities shift when they earn more. 
From bills to splurges to savings, see what 
the future holds for how they’ll spend it. 

  

HOW THEY SPEND IT



 SPENDING SEGMENTS
We looked at Millennials based on their earnings per month, where 
earnings reference net pay, and found five groups: 

Non Earners, Unemployed 
Low Earners, $1-999/mo 
Mid Earners, $1K-2499/mo 
High Earners, $2500+/mo 
Highest Earners*, $4100+/mo 

Their demographics, personalities, and 
spending profiles unveil the various 
motivations behind How They Spend It. 

*subset of High Earners



NON EARNERS Unemployed

51% 22% 12% 5% 11% 

13-17 18-21 22-25 26-29 30-32 

49% 51%

AGE

21%

23%
16%

40%

REGION

4% 

6% 

19% 

71% 
RACE

Caucasian 
White 

African American 
Black 

Asian 

Other 

Hispanic 

Non-Hispanic 

17% 

83% 



SHY 
ANXIOUS 
IMPULSIVE 
THOUGHTFUL 

NON EARNERS Unemployed

TOP 3 INTERESTS
Listening to music 
Video gaming 
Reading 

81%

58%

57%

SOCIAL NETWORKS
More likely than other groups to use:

HOW THEY FEEL ABOUT MONEY
Worried  |  Nervous  |  Fortunate 

The majority of Non Earners are in their teens  
and don’t yet have financial responsibility, but 
they’re learning to think smart from everyday 
purchases. 20% of Non Earners feel “excited” 
in regards to money compared to 12% of all 
earners, showing their enthusiasm for learning 
more as they gain experience. This group also 
accounts for stay-at-home parents and those 
who are unemployed. 

Video gaming 
Making art 
Computer programming 

58%

30%

23%

Less likely than other groups to use:

More interested than 
other earning groups in:

76% 41% 27% 20% 76% 46% 13%



Unemployed

70% no job in the past year
spend $320 / mo =  

THEIR MONEY TREE

significant other 
unemployment 

student loans 
scholarships 
babysitting 
gift money 

disability 
odd jobs 

parents 
savings 

avg 
320% 

of income  
spent 

30% are currently saving for tech devices

in no particular order

70%8%

5%

12%
3% 2%

With parents / guardians / relatives 
On their own, but with family 
With a significant other 
With roommates 
Alone 
Other 

34%

31%

32%

4%

Urban area / in a city 
Suburban area / next to a city 
Rural area / small town 
Unsure 

LIVING

NON EARNERS



LOW EARNERS $1-$999 / mo
earn 

47% 53%

16% 36% 21% 16% 11% 

13-17 18-21 22-25 26-29 30-32 

AGE

24%

17%
21%

38%

REGION

5% 

6% 

23% 

67% 
RACE

Caucasian 
White 

African American 
Black 

Asian 

Other 

Hispanic 

Non-Hispanic 

21% 

79% 



LOW EARNERS $1-$999 / mo
earn 

HARD WORKING 
SPONTANEOUS 
OUTGOING 
CAREFUL 

HOW THEY FEEL ABOUT MONEY
Worried  |  Nervous  |  Knowledgeable 

College students and recent graduates make 
up the majority of Low Earners—just starting 
to find their financial footing. Working part-
time to stay afloat, they are determined to 
make their hard work pay off. Priorities lie in 
the small luxuries of life, like charging a new 
outfit to their credit card, but sustaining a 
paycheck-to-paycheck lifestyle has inflated 
their sense of knowledge about finances. 

TOP 3 INTERESTS
Listening to music 
Reading 
Cooking / baking 

82%

53%

47%

SOCIAL NETWORKS
More likely than other groups to use:

Listening to music 
Photography / film 
Writing / blogging 

82%

35%

30%

Less likely than other groups to use:

More interested than 
other earning groups in:

59% 46% 38% 34% 11% 3%



41%

32%

25%

1%

Urban area / in a city 
Suburban area / next to a city 
Rural area / small town 
Unsure 

45%

9%11%

27%

7% 1%

With parents / guardians / relatives 
On their own, but with family 
With a significant other 
With roommates 
Alone 
Other 

LIVING

Fashion 
(clothing / shoes / jewelry) 

$1-$999 / mo
spend $597 / mo =  

TOP MONTHLY BILLS
Rent [$198] 

Credit Cards [$98] 
Miscellaneous [$52] 

Cell Phone [$48] 
Insurance [$42] 

avg 
120% 

earn 

Dining out 
Nothing; save it 

SPEND EXTRA $ ON

86% have a part-time job

16% are currently saving for school funds

7 in 10 
are living 

paycheck to 
paycheck 

LOW EARNERS

of income  
spent 



MID EARNERS $1K–$2499 / mo
earn 

54% 46%

10% 35% 35% 20% 

13-17 18-21 22-25 26-29 30-32 

AGE

21%

21%
21%

36%

REGION

5% 

3% 

13% 

78% 
RACE

Caucasian 
White 

African American 
Black 

Asian 

Other 

Hispanic 

Non-Hispanic 

26% 

74% 



THOUGHTFUL 
DETAIL-ORIENTED 
CALCULATED 
WORRIED 

MID EARNERS $1K–$2499 / mo
earn 

HOW THEY FEEL ABOUT MONEY
Fortunate  |  Frustrated  |  Overwhelmed 

Mid Earners are the most frugal of Millennial 
spenders, possibly having experienced market 
turndowns or a recessed job market first-hand. 
They are practical with their money and are just 
starting to save for the future given their more 
secure salaries, but must find a balance 
between indulgences, like nights out on the 
town and expensive hobbies, and saving for 
major life moments up ahead. 

TOP 3 INTERESTS
Listening to music 
Reading 
Cooking / baking 

78%

69%

47%

SOCIAL NETWORKS
More likely than other groups to use:

Reading 
Camping / hiking 
Boating / sailing 

69%

41%

12%

Less likely than other groups to use:

More interested than 
other earning groups in:

58% 16% 9% 29% 25%



Entertainment out 
(movies / drinks / concerts) 

$1K–$2499 / mo

86% have a full-time job
spend $1594 / mo =  avg 

91% 

earn 

 TOP MONTHLY BILLS
Rent [$366] 

Credit Cards [$415] 
Student Loans [$161] 

Mortgage [$148] 
Car Payment [$97] 

SPEND EXTRA $ ON
Dining out 

Nothing; save it 

LIVING

6 in 10 
are living 

paycheck to 
paycheck 

22%

16%

27%

19%

14%
1%

With parents / guardians / relatives 
On their own, but with family 
With a significant other 
With roommates 
Alone 
Other 

15% are currently saving to own a home

46%

40%

14%

1%

Urban area / in a city 
Suburban area / next to a city 
Rural area / small town 
Unsure 

MID EARNERS

of income  
spent 



HIGH EARNERS $2500+ / mo
earn 

60% 40%

27% 47% 26% 

13-17 18-21 22-25 26-29 30-32 

AGE

17%

27%
17%

39%

REGION

2% 

16% 

7% 

75% 
RACE

Caucasian 
White 

African American 
Black 

Asian 

Other 

Hispanic 

Non-Hispanic 

19% 

81% 



DETAIL-ORIENTED 
ANALYTICAL 
EASY GOING 
OUTGOING 

HIGH EARNERS $2500+ / mo
earn 

HOW THEY FEEL ABOUT MONEY
Fortunate  |  Confident  |  Optimistic 

The segment of High Earners is more laid-back 
than others, given their more financially secure 
portfolio. Majority male and in their mid to late 
twenties, High Earners have worked hard for 
their earnings and don’t mind indulging…in 
moderation. Their restraint with spending is 
steeped in their calculated drive to success, and 
is balanced by adrenaline driven interests. 

TOP 3 INTERESTS
Listening to music 
Cooking / baking 
Reading 

72%

55%

55%

SOCIAL NETWORKS
More likely than other groups to use:

Playing competitive sports 
Skiing / snowboarding 

26%

24%

Less likely than other groups to use:

More interested than 
other earning groups in:

32% 28% 6%55% 7%



$2500+ / mo
spend $2708 / mo =   

TOP MONTHLY BILLS
Rent [$646] 

Credit Cards [$415] 
Mortgage [$388] 

Student Loans [$253] 
Car Payment [$144] 

avg 
64% 

earn 

SPEND EXTRA $ ON
Dining out 

Nothing; save it 
Entertainment out 

(movies / drinks / concerts) 

98% have a full-time job

29% are currently saving to own a home

6%
8%

40%17%

18%

1%

With parents / guardians / relatives 
On their own, but with family 
With a significant other 
With roommates 
Alone 
Other 

LIVING

52%
35%

13%

0%

Urban area / in a city 
Suburban area / next to a city 
Rural area / small town 
Unsure 

HIGH EARNERS

of income  
spent 



HIGHEST EARNERS $4100+ / mo
earn 

70% 30%

10% 46% 44% 

13-17 18-21 22-25 26-29 30-32 

AGE

18%

33%
14%

35%

REGION

3% 

21% 

7% 

69% 
RACE

Caucasian 
White 

African American 
Black 

Asian 

Other 

Hispanic 

Non-Hispanic 

16% 

84% 

*subset of High Earners



ANALYTICAL 
EASY GOING 
CALCULATED 
SHY 

HIGHEST EARNERS $4100+ / mo
earn 

HOW THEY FEEL ABOUT MONEY
Confident  |  Secure  |  Fortunate 

Highest Earners are not ones to take the 
spotlight but are thriving financially from 
steadily climbing up the career ladder. 
While their secure standing has afforded 
them the ability to spend more freely on 
quality products and artistic interests, 
they are not as connected socially as 
other segments since work has been 
their main focus. 

TOP 3 INTERESTS
Reading 
Listening to music 
Cooking / baking 

63%

61%

60%

SOCIAL NETWORKS
More likely than other groups to use:

Cooking / baking 
Exercising 
Playing non-competitive sports 

Less likely than other groups to use:

More interested than 
other earning groups in:

51% 16% 0%95% 39%

60%

57%

35%

15%



49%
35%

16%

Urban area / in a city 
Suburban area / next to a city 
Rural area / small town 
Unsure 

TOP MONTHLY BILLS

HIGHEST EARNERS $4100+ / mo
spend $3228 / mo =   

Rent [$657] 
Mortgage [$493] 

Credit Cards [$444] 
Student Loans [$296] 

Insurance [$159] 

avg 
64% 

earn 

98% have a full-time job

SPEND EXTRA $ ON
Dining out 

Electronics / tech 
Entertainment out 

(movies / drinks / concerts) 34% are currently saving to own a home

8%

22%

46%

3%

21%

With parents / guardians / relatives 
On their own, but with family 
With a significant other 
With roommates 
Alone 
Other 

LIVING
of income  

spent 



A YEAR IN SPENDING 
What did Millennials spend their own money on in the last year?

31% 

15% 

27% 
23% 

14% 
7% 5% 

2% 

39% 

52% 

36% 

46% 

33% 

24% 

7% 9% 
5% 

10% 

52% 

62% 

37% 

47% 
42% 

25% 

16% 
9% 

5% 

60% 

74% 

28% 

44% 48% 

24% 20% 20% 

2% 

64% 

79% 

26% 

57% 

34% 

13% 

21% 22% 

Tech device 
(phone, TV, 

tablet...) 

Travel / Trip / 
Vacation 

School (college, 
certificate...) 

Experience 
(music festival, 

graduation 
party...) 

Car / vehicle Upgraded living 
space (better 
apartment) 

Major life event 
(engagement, 

baby...) 

House to own None of these 

Non Earners 
Low Earners 
Mid Earners 
High Earners 
Highest Earners 

Travel and experiences rank high on Millennials’ big purchases, coming in as the number one big 
spending category for both High Earners and Mid Earners. Low Earners were more likely to spend 
on tech than travel, and are the most likely to be spending on education. Non Earners might not 
be pulling in a regular paycheck, but they’re still finding ways to spend on tech devices as well.   



TOP SPENDING 
CATEGORIES 
PER MONTH

1    Groceries 

2    Fast food / take out 

3    Auto gas / fuel 
4    Dining out 

5    Personal care / beauty products 

6    Clothing 

7    Household supplies 

8    Events 

9    Personal care / beauty services 

10    Music / movies 

More Low Earners spend on accessories 
and apparel [28%] and public transit fares 
[16%] than any other spending segment, 
considering these categories luxuries.

among Millennial earners

11    Accessories / apparel 
12    Medicine / prescriptions / supplies 

More Non Earners buy fast food and take 
out than buy groceries [50% vs 36%].

The amount of Highest Earners spending 
on medicine, prescriptions, and medical 
supplies, is twice the average for all 
Millennial earners [51% vs 25%].



57%  
of employed 

Millennials are 
living paycheck 

to paycheck 

69% of low earners  |  60% of mid earners 



FRINGE BENEFITS 
After all of their bills are paid and the fridge is stocked, what do 
Millennials prefer to spend their “extra” money on?

10% 

23% 

17% 
15% 

11% 

8% 
6% 7% 

2% 

17% 
14% 

18% 

14% 14% 

7% 
5% 

6% 
4% 

18% 

9% 

12% 
14% 

20% 

10% 

6% 6% 
5% 

31% 

4% 

12% 
14% 14% 

4% 

11% 

3% 

7% 

26% 

6% 
8% 8% 

10% 
8% 

14% 

3% 

16% 

Dining out Entertainment 
"in" (books, 

video games…) 

Fashion 
(clothing, 

accessories, 
shoes…) 

Nothing, I save 
my "extra" 

money 

Entertainment 
"out" (drinks, 

concerts, 
movies…) 

Nothing, I don't 
have "extra" 

money 

Electronics / 
tech 

Personal care 
(manicure, 
makeup, 
haircut…) 

Other 

Non Earners 
Low Earners 
Mid Earners 
High Earners 
Highest Earners 

Monthly disposable income is being spent differently by different groups. While High Earners 
are the most likely to be spending on dining out, Mid Earners are the most likely group to be 
spending on entertainment “out” like movies and concerts. Unsurprisingly, Non Earners are the 
most likely by far to be spending on entertainment “in” like books and video games.  



79%  
of Millennials 

would feel guilty 
splurging 

(   ) 82%  
of low 

earners 

(   ) 79%  
of mid 
earners 

(   ) 73%  
of high 
earners 



3% 

30% 

45% 

70% 

97% 

89% 

7% 

27% 

39% 

73% 

93% 

92% 

7% 

31% 

35% 

69% 

93% 

89% 

18% 

39% 

39% 

61% 

82% 

84% 

12% 

41% 

44% 

59% 

88% 

90% 

Disposable 

Trendy 

Newest model 

Classic 

Will last forever 

High quality 

Non Earners Low Mid High Highest 

HIGH 
QUALITY 

WILL LAST 
FOREVER 

CLASSIC 

NEWEST 
MODEL 

TRENDY 

DISPOSABLE 

THEY ARE MORE 
LIKELY TO SPEND 
ON PRODUCTS 
THAT ARE… 
Among all earning groups, high 
quality and durability products 
are the items they are most likely 
to spend on. Low Earners are 
more likely than other groups to 
spend on “disposable” items. 
Despite their financial ability to 
buy the latest and greatest, High 
Earners are not much more likely 
than other groups to buy the 
newest model of a product. 



More than 1/2 
of employed Millennials are 

saving for something special. 

OK, WHAT?  



TRAVEL /  TRIP /  VACATION  #1 

33% of low earners  |  43% of mid earners  |  33% of high earners 
 



43% 

15% 

12% 

9% 

9% 

low earners                    mid earners                    high earners 

 MILLENNIALS’ BIG TICKET SAVINGS 

33% 

16% 

14% 

12% 

10% 

33% 

29% 

14% 

9% 

7% 

       travel         school          upgrade in living        tech         car          house (to own)        major life event        misc.



THE GIVING TREE 
Outside of bills, how willing are they to spend money on things that…

72% 68% 66% 68% 
59% 

45% 

18% 

76% 73% 72% 
65% 

59% 
54% 

14% 

77% 
72% 69% 68% 

54% 

42% 

9% 

75% 73% 72% 69% 

51% 51% 

11% 

80% 86% 
72% 

64% 63% 60% 

9% 

Help the people I 
love 

Make my family's life 
easier 

Make my life easier Make me feel happy Make me feel good 
about myself 

Help others (in 
general) 

Impress others 

Non Earners Low Earners Mid Earners High Earners Highest Earners 

“Help the 
people I 

love” 

“Make my 
family’s life 

easier” 

“Make my 
life easier” 

“Make me 
feel happy” 

“Make me 
feel good 

about myself” 

“Help others 
in general” 

“Impress 
others” 

As Millennials climb their way up the earning ladder, it will take the help of a family member or 
two, if just with advice, to realize their bigger goals. So, they are willing to spend selflessly to help 
others, especially their family and people they love. Money is a means to an end for many, so they 
want it to make their lives vs giving them emotional support, or, much less social gain. 



4 in 5 
Millennials with less 
financial knowledge 
would like to 
learn more 



HOW THEY SPEND IT 
SHOWS US:

+   Many Millennials are saving for something special, 
and those who are are likely planning travel as 
their big ticket purchase 

+   Impressing others is not as big of a spending driver 
as helping the people they know, no matter how 
much (or little) they earn 

+  Spending guilt is common for all Millennials, 
regardless of how much they earn 

+   Low earners are excited to take hold of their 
financial futures 

+   All groups value high quality, long lasting 
purchases over what is new 



TRENDS TO 
WATCH 



We’ve given you an in-depth look at larger trends affecting how Millennials view and interact with 
the world around them—and brands like yours—right now. Here are two trends that impact tech 
and marketing that are worth watching out for next: 

EMOTION ECONOMY 
We have already begun to see the rise of body-metric tracking, and technology that uses 
heartbeats and temperatures to regulate workouts and even monitor sleeping babies. Now 
we’re beginning to see steps taken where that same kind of data is used to track emotions, 
and that emotional information is used to create tailor-made experiences and more. XOX is 
an “Emotional Technology Platform” that allows audience or individual consumer “intimate 
data” to be collected via wearable sensors and processed in real-time to measure emotion. 
This year they worked with Saatchi & Saatchi for the New Directors Showcase at Cannes 
where all 2,300 people in the audience of the showcase wore XOX sensory wristbands that 
collected their emotional data as they watched the films. 

MICROFAME
Alex from Target is just one example of microfame, which puts the average person briefly 
in the spotlight, not for a talent, but because the internet has come together to make them 
into something bigger, and says a lot more about the people making that Target kid famous 
than it does about the Target kid. Collective creativity, culture creation and the communal 
social power of everyday consumers can make the mundane into a trend, and it’s that 
creativity, community, and inside joke weirdness that they are celebrating. Microfame will 
continue, but it will always by more about the shared experience than the individual briefly 
pushed in the spotlight.  
 
 
 

 TRENDS TO WATCH

http://www.xoxemotionaltech.com/
http://www.tumblr.com/search/alex+from+target


TRENDS WE’RE 
TRACKING 



These trends presented in past Ypulse reports continue their relevance in the lives of Millennials. 
To be sure you don’t miss a beat, here are a few examples of how these trends continue to play out: 

  

CO-CREATION
81% of Millennials say that they would be interested in helping a brand or company 
design a new product, and 87% of Millennials say that they think brands should get 
consumers like them to give opinions before creating them. Some brands are taking 
the co-creation mentality a step further. Italian clothing label Brandy Melville has 
reportedly become “one of the fastest growing popular brands among American 
teens.” It could be because teens are making some of the major decisions about 
products for the brand, which employs a groups of young female consumers who 
give feedback on clothing, come up with new design concepts, and provide a 
constant feed of social media content that makes up the brand’s marketing. 
 
 
BE HERE NOW
In our Q1 2013 Ypulse Quarterly report, we wrote about the trend Be Here Now: 
Millennials' growing desire to turn off tech and be fully present. Now, we’re starting to 
see another interesting iteration of the Be Here Now trend: tech that prevents/
discourages them from using tech. Forest encourages users to leave their phones 
alone for half an hour. Starting a timer plants a digital seed, and during those 30 
minutes, a little virtual tree grows in the app, but if you weaken and open your phone 
before the time is up, your tree dies. 
 
 

 
 

 TRENDS WE’RE TRACKING

http://instagram.com/brandymelvilleusa
http://www.forestapp.cc/


IMPLICATIONS 
FOR 
YOU 



Millennials and teens are looking for their own innate 
positivity to be reflected back to them, in entertainment and 
social media that uplifts and reinforces optimism.  
 

1
IMPLICATIONS FOR YOU

Brands should be wary of trash-talking competitors. Thanks 
in part to the Play Nice trend, going negative is not as 
appealing as showing what you can offer them on your own, 
or making them feel good about themselves.  
 

2



Being weird doesn’t have to be scary. Brands that don’t 
hesitate to experiment with new social platforms, step 
outside the norm in marketing language and visuals, and 
don’t take themselves so seriously are being rewarded. 
 

3

Absurdist humor doesn’t always have to be extreme. If it 
doesn’t make sense for your brand to be totally “out 
there,” borrow from the trend in small doses, as other 
brands (like Old Spice) have successfully done in the 
past.   
 

4

IMPLICATIONS FOR YOU



Be aware that Millennials and teens are in drama-fatigue 
mode. They’re looking for social media that shields them 
from meanness, and platforms are instituting methods to 
alleviate hostility in communities.  
 

5
IMPLICATIONS FOR YOU

 Millennials, regardless of income, are averse to splurging 
without necessity and can feel guilty about purchases, so 
highlighting the ways in which products and services can 
enhance and make their lives easier is key to providing 
value in an exchange. 
  

6



Millennials are most likely to be saving for some sort of 
travel, reinforcing the idea that for this generation 
experience and wanderlust are key drivers. Consider 
their desire for travel when thinking about rewards, 
partnerships, etc.   
 

7
IMPLICATIONS FOR YOU

 Earners of all levels are more willing to spend money 
helping others (especially close family and friends) than 
to boost their own lives or ego, so offering ways in which 
they can spend on others, whether through give-a-gift 
contests, group fundraising, or more, could inspire 
bigger, more meaningful participation. 
  

8
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