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Who are Millennials?
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Millennial generation will grow as Boomers decline Iin

Projected Population by Generation (thpusands
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Most likely to grow up in one parent households

Percentage lived with both birth parents until age 15

82 81
72
63

Millennials Gen X Boomers Pre-Boomers



Most likely to live in urban areas

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

4 73
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Most ethnically diverse generation of Canadians

% Visible minority population (when cohort ®ds/é&éars of age)
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Millennialswhat people are talking about
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Connected

Lazy

Ambitious

d

t hat Mi

Tech-savvy

Narcissists
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Impatient

Collaborators

Socially-conscious/liberal



No group, no individual, Is just one thing

Millennials




What we need to understand Ehiterinials

A Consumer needs and wiaatseady well researched
A Supporting their goals and aspiratidnsit 6 s needed t c
A Public policy implicatioaducation, employment, housing, health

A How we understand our sdcthystories we tell ourselves



Canadian Millennials social values study
Comprehensive look at Milleifirhals this generation is taking
Its place in society:

A Life goals and markers of adulthood
A Career aspirations and work experience

A Political and civic engagement

What is common across this generation, and how it varies
A Demographics (seetmnomic status, gender, ethnic background)

A Social valuésdeeper world views and mental postures



In the past you could understand person by their
demographics and social class . . .




... but today demographics are no longer destii

Social values are the emerging paradigm



Introduction to social values
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What are social values?

A Underlying mental postures and worldviews by which one navigates life, ar
Interacts with oneself and with others

A Deeper and more stable than attitudes and beliefs

A Formed early in life, usually set gemnigears; evolve over time through
education and experience

A Shaped by upbringing, family life, schooling, community and culture; impac
major societal trends



As popularized in books by Michael Adams
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Social value: Religiosity

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.

FAiITH &

FAaAMILY

Agree with the following:

A My religious beliefs are important to me.

A I consider myself to be a member of a religious faith.
A I'would like to have a religious service at my funeral.
A

It is important for children to receive a religious upbringing.



Social value: Personal challenge

Setting difficult goals, even just to prove to themselves that they can do it. People stron
on this trend finish what they start, persevering untdatbgnedlfask is completed
to their satisfaction.

Agree with the following:

A | often do something simply to prove to myself that | am able.
A When | really want to do something, | almost always do it.

A Once | start something, | stick with it until | am satisfied with the results.



Social value: Acceptance of violence

People highest on this trend believe that violence is an inevitable fact of life that must k
accepted with a certain degree of indifference. Belief that violence can be both catharti
and persuasive.

Protected by

AzMEl!lgMENT

Agree with the following:

A

A
A
A

Violence can sometimes be exciting.

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

Vi ol ence is a part of Iife. 1 tds no big di

It's acceptable to use physical force to get something you really want. The important thing is t
you want.



Social values map
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Social values miapour quadrants
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Canadian Baby Booniesscial values tribes
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Social values miapocial values tribes by generation
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Canadian Millenntadecial values tribes
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