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Who are Millennials? 



Population by Age, Canada, 2015 

Canadaôs five generations 
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Source: Statistics Canada Demographic Estimates 
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Projected Population by Generation (thousands) 
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Source: Statistics Canada, Medium Projection 2014 

Millennial generation will grow as Boomers decline in numbers 



Most likely to grow up in one parent households 

Percentage lived with both birth parents until age 15 



Most likely to live in urban areas 

Percent of population living in large urban areas (100,000+), 2015 



Most ethnically diverse generation of Canadians 
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Millennials Gen X Boomers

% Visible minority population (when cohort was 15 ï 34 years of age) 



Millennials - what people are talking about 



Entitled 

Narcissists 

Connected 

Tech-savvy 

Collaborators 

Entrepreneurial 

Ambitious 

Lazy 

Socially-conscious/liberal 

Impatient 

Itôs been said that Millennials are é 



Millennials 

Individual 

Social 
relations 

Citizen 

Student 

Consumer 

Employee 

No group, no individual, is just one thing 



What we need to understand about Millennials 

Å Consumer needs and wants ï already well researched 

 

Å Supporting their goals and aspirations - whatôs needed to help them succeed 

 

Å Public policy implications ï education, employment, housing, health 

 

Å How we understand our society ï the stories we tell ourselves 

 

  



Canadian Millennials social values study  

Comprehensive look at Millennials ï how this generation is taking 

its place in society: 

Å Life goals and markers of adulthood 

Å Career aspirations and work experience 

Å Political and civic engagement 

 

What is common across this generation, and how it varies 

Å Demographics (socio-economic status, gender, ethnic background) 

Å Social values ï deeper world views and mental postures 

 



In the past you could understand person by their 

demographics and social class . . . 



. . .  but today demographics are no longer destiny 

Social values are the emerging paradigm 



Introduction to social values 



What are social values? 

Å Underlying mental postures and worldviews by which one navigates life, and 

interacts with oneself and with others 

 

Å Deeper and more stable than attitudes and beliefs 

 

Å Formed early in life, usually set by mid-teen years; evolve over time through 

education and experience 

 

Å Shaped by upbringing, family life, schooling, community and culture; impacted by 

major societal trends 



As popularized in books by Michael Adams 



Social value: Religiosity 

Agree with the following:  

Å My religious beliefs are important to me. 

Å I consider myself to be a member of a religious faith. 

Å I would like to have a religious service at my funeral. 

Å It is important for children to receive a religious upbringing. 

Placing great importance on religion as a construct which guides one's life.  

 Also, placing great significance on having an affiliation with an organized religious faith.  

Tendency to consider that religion represents the essential values. 
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Social value:  Personal challenge 

Agree with the following:  

Å I often do something simply to prove to myself that I am able. 

Å When I really want to do something, I almost always do it. 

Å Once I start something, I stick with it until I am satisfied with the results.  

Setting difficult goals, even just to prove to themselves that they can do it. People strong 

on this trend finish what they start, persevering until their self-assigned task is completed 

to their satisfaction. 
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Social value:  Acceptance of violence 

Agree with the following:  

Å Violence can sometimes be exciting. 

Å When a person can't take it anymore and feels like he/she is about to explode, a little violent behavior 
can relieve the tension.  

Å Violence is a part of life. Itôs no big deal.  

Å It's acceptable to use physical force to get something you really want. The important thing is to get what 
you want. 

People highest on this trend believe that violence is an inevitable fact of life that must be 

accepted with a certain degree of indifference. Belief that violence can be both cathartic 

and persuasive. 
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Social values map  

  

 

Acceptance of Violence 

Active Government 

Anomie-Aimlessness 

Just Desserts 

Civic Apathy 

Confidence in Advertising 

Confidence in Big Business 

Ecological Fatalism 

Everyday Rage 

Living Virtually 

More Power for Business 

Racial Fusion 

Technology Anxiety 

Voluntary Simplicity 
Xenophobia 

Ostentatious Consumption 

Fatalism 

Importance of Brand 

Importance of Aesthetics 

More Power for Media 

Penchant for Risk 

Joy of Consumption 

Multiculturalism 

More Power for Politics 

Attraction for Crowds 

Saving on Principle 

Networking 

Confidence in Small Business 

Intuition & Impulse 

Personal Escape 

Protection of Privacy 

Largesse Oblige 

Community Involvement 
Adaptive Navigation 

Look Good Feel Good 

Pursuit of Intensity 

Selective Use of Professional Services 

Discerning Hedonism 
Personal Challenge 

Obedience to Authority 

Vitality 

Celebrating Passages 

Parochialism 

Traditional Gender Identity 

Adaptability to Complexity 

Search for Roots 

Ecological Concern 

Equal Relationship with Youth 

Financial Security 

Aversion to Complexity 

Religion a la Carte 

Primacy of the Family 

Interest in the Unexplained 

Propriety 

Faith in Science 

Mysterious Forces 

Social Intimacy 

National Pride 

Emotional Control 

American Dream 

Heterarchy 

Time Stress 

Concern for Appearance 

Duty 

Flexible Gender Identity 

Sensualism 

Social Responsibility 

Global Consciousness 

Cultural Assimilation 

Effort Toward Health 

Religiosity 

Holistic Health 

Culture Sampling 

Rejection of Authority 

Discriminating Consumerism 

Entrepreneurialism 

Personal Creativity 

Meaningful Moments 

Spiritual Quest 

Rejection of Order 

Personal Expression 

Gender Parity 

Importance of Spontaneity 

Everyday Ethics 

Introspection & Empathy 

Flexible Families 

Personal Control 

Skepticism of Advertising 

Civic Engagement 

Buying on Impulse 

Brand Apathy 

Patriarchy 

Sexism 

American Entitlement 

Conformity to Norms 

Reverse Sexism 

Acknowledgement of Racism 

Malleable Self 

Need for Uniqueness 

Status Via Home 

Deconsumption 

Upscale Consumerism 

Discount Consumerism 

Consistent Self 

Need for Status Recognition 
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Social values map ï Four quadrants 

Status & Security 

Obedience to Traditional Structures 

and Norms   

 

Authenticity & Responsibility 

Well-being, Harmony and 

Responsibility 

Exclusion & Intensity 

Seeking Stimulus and Attention 

Idealism & Autonomy 

Exploration and Flexibility 



Canadian Baby Boomers ï social values tribes 



Authenticity & 

Responsibility 

    

 

Idealism & 

Autonomy 
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Extraverted Traditionalists 

Cosmopolitan Modernists 

Anxious Communitarians 

Disengaged Darwinists Connected Enthusiasts 

Autonomous Rebels 

Aimless Dependents 
Thrill-Seeking Materialists 

Security-Seeking Ascetics 

Social Hedonists 
Autonomous Post-Materialists 

New Aquarians 

Bros & Brittanys 

Age Cohort  

Elder Tribes 

Boomer Tribes 

GenX Tribes 

Millennial Tribes 

Diverse Strivers 

Engaged Idealists 
Lone Wolves 

Critical Counterculture 

New Traditionalists 

Exclusion & 

Intensity 

Status & Security 

Social values map ï Social values tribes by generation 

Rational Traditionalists 



Canadian Millennials - social values tribes 

  New  
Traditionalists  

(11%) 

Diverse Strivers  
(19%) 

Bros and Brittanys  
(32%) 

Lone Wolves  
(16%) 

Engaged Idealists  
(18%) 

Critical  

Counterculture  
(4%) 


