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Millennials - what people are talking about
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It’s been said that Millennials are . . .
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Millennials known by many names across the globe 

• Norway - “Generation Serious” 

• Sweden - “Generation Curling”

• Poland - “Generation John Paul II”

• China - “ken lao zu” or “the generation that eats the old”

• Japan - “nagara-zoku” or “the people who are always doing two things at once”
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Source: The Guardian “Generation Y, Curling or Maybe: what the world calls Millennials”, March 8, 2016



The Generations



Population by Age, Canada, 2016

6

Millennials born 1980-1995; Age 21 to 36 in 2016

Source: Statistics Canada, Demographic Estimates
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Projected Population by Generation (thousands), Canada
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Millennial Generation will grow as a result of immigration 
and as the number of Boomers declineS
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Rapid advances in technology; Globalization; terrorist events; social change
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Millennials in transition
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Estimate of Percent of Millennials Living with Parents, 2011, Canada
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Most younger millennials live with their parents

Source: Statistics Canada, 2011 Census
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Younger millennials are still in school

Source: Statistics Canada, Labour Force Survey, Jan 2017
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younger Millennials combine school and work

Source: Statistics Canada, Labour Force Survey 2015
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Percent of Millennials Married or Common-Law, Canada, 2016
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Older Millennials have begun family formation . . .

Source: Statistics Canada, Demographic Estimates
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Percentage Home Ownership, Canada, 2011
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Home ownership gradually increases

Source: Statistics Canada, 2011 National Household Survey
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Average Expenditure of Households, Canada, 2015
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. . . Heading towards increased expenditures

Source: Statstics Canada, Survey of Household Spending
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How Millennials compare to other generations



Percent of 25-29 Year Olds, Married/Common-law, Canada

Millennials Delay marriage and family formation

Source: Statistics Canada, Demographic Estimates
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Percent of Population with Post-secondary Degree or Diploma, Canada, 2015
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millennials are highly educated, especially females

Source: Statistics Canada, Labour Force Survey 2015

* Ages 25-34
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Percentage of Women, Selected Occupations, Canada, 2011 (%)
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millennial women are now a majority in many professions

Source: Statistics Canada, 2011 National Household Survey
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Percent of Visible Minority at Approximately Ages 15-34, 2016 

Millennials are much more Culturally diverse than other groups
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Most millennials are likely to live in urban areas

Percent of Population Living in Large Urban Areas (100,000+), 2015
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Percentage Lived with Both Birth Parents Until Age 15

Millennials grew up in more diverse families 

Source: Statistics Canada, 2012 General Social Survey
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Since 2000, Higher increases in median income for women

Source: Statistics Canada Income Statistics
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Young adults had lowest increases

Source: Statistics Canada Income Statistics
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Millennials are digital natives and have been shaped by technology 
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opinions of friends are important
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In the past, you could understand people by their demographics 
and social class . . .
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. . . Social values are the emerging paradigm

. . . but today demographics are no longer destiny
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What are social values?

• Underlying mental postures and worldviews by which one navigates life, and 
interacts with oneself and with others

• Deeper and more stable than attitudes and beliefs

• Formed early in life, usually set by mid-teen years; evolve over time through 
education and experience

• Shaped by upbringing, family life, schooling, community and culture; 
impacted by major societal trends
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Social Values

Millennials score high on youth-associated values 
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Social Values

Millennials are Enthusiastic upscale consumers
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Social Values

Strong for status recognition and Adapt to complexity 
but also aimlessness
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Social Values

Less engaged and feel government should play role
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Social Values

Financially secure and less concerned about 
future finances
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What Millennials think about life ahead 



Methodology

• Survey conducted online with representative sample of 3,072 Millennials across Canada 
(born 1980 – 1995)

Comprehensive look at Millennials

• Life goals and markers of adulthood

• Career aspirations and work experience

• Political and civic engagement

Environics Institute’s Canadian Millennials Social Values study 
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compared with older generations in Canada?

38

Millennials feel digital literacy and social media 
make them distinct

Source: Environics Institute 2016 Canadian Millennials Social Values Survey 
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Job and family most important in adulthood

Source: Environics Institute 2016 Canadian Millennials Social Values Survey 
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They’re Evenly split on work preferences

Source: Environics Institute 2016 Canadian Millennials Social Values Survey 
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Millennials are confident about their future career

Source: Environics Institute 2016 Canadian Millennials Social Values Survey 

%

44



Millennial Financial prospects compared with parents
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I have family to support me in case of a financial emergency
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A U.S. study suggests this may be in part due to family support 
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Source: TD Ameritrade study of U.S. Millennials, “Millennials and Money Research”, 2016; online survey taken June 21-26 2016



Millennials are different from other generations,
But there is great variability within the generation
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Environics Research: Millennial Tribes



Environics research found Six Millennial tribes
• Bros & Brittanys (32%): Avid risk takers but not looking to change the world. They start their day 

with a cup of Tim’s and end it with a beer. They are enthusiastic users of technology.

• Diverse Strivers (20%): Making it in life and doing things that bring new and intense experiences 

are top priorities. They crave success and pursue personal challenges. They work to inspire 
respect, to look good and push forward in their goals.

• Engaged Idealists (17%): Millennials on steroids: sociable, energetic, focused on personal growth. 

Want meaningful life and careers, and express creativity. 

• Lone Wolves (16%): Deeply skeptical of authority. Cool and standoffish. Like to keep life simple 

and avoid connections to community and society, but not angry or hostile. 

• New Traditionalists (11%): Back to the 50s; religion is an important part of their lives and their 

identity; report a stronger sense of duty, and a greater sense of identification with their family 

• Critical Counterculturists (4%): Share progressive values with Engaged Idealists, but reject status 

and authority they see as illegitimate or superficial. Out to pursue shake up the world. 
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Source: Environics Institute 2016 Canadian Millennials Social Values Survey 



Environics research found Six Millennial tribes
• Bros & Brittanys (32%): Avid risk takers but not looking to change the world. They start their day 

with a cup of Tim’s and end it with a beer. They are enthusiastic users of technology.

• Diverse Strivers (20%): Making it in life and doing things that bring new and intense experiences 

are top priorities. They crave success and pursue personal challenges. They work to inspire 
respect, to look good and push forward in their goals. Most multicultural of groups.

• Engaged Idealists (17%): Millennials on steroids: sociable, energetic, focused on personal growth. 

Want meaningful life and careers, and express creativity. Most female of groups.

• Lone Wolves (16%): Deeply skeptical of authority. Cool and standoffish. Like to keep life simple 

and avoid connections to community and society, but not angry or hostile. 

• New Traditionalists (11%): Back to the 50s; religion is an important part of their lives and their 

identity; report a stronger sense of duty, and a greater sense of identification with their family 

• Critical Counterculturists (4%): Share progressive values with Engaged Idealists, but reject status 

and authority they see as illegitimate or superficial. Out to shake up the world. 

50

Source: Environics Institute 2016 Canadian Millennials Social Values Survey 



Environics research found Six Millennial tribes
• Bros & Brittanys (32%): Avid risk takers but not looking to change the world. They start their day 

with a cup of Tim’s and end it with a beer. They are enthusiastic users of technology.

• Diverse Strivers (20%): Making it in life and doing things that bring new and intense experiences 

are top priorities. They crave success and pursue personal challenges. They work to inspire 
respect, to look good and push forward in their goals. Most multicultural of groups.

• Engaged Idealists (17%): Millennials on steroids: sociable, energetic, focused on personal growth. 

Want meaningful life and careers, and express creativity. Most female of groups.

• Lone Wolves (16%): Deeply skeptical of authority. Cool and standoffish. Like to keep life simple 

and avoid connections to community and society, but not angry or hostile. 

• New Traditionalists (11%): Back to the 50s; religion is an important part of their lives and their 

identity; report a stronger sense of duty, and a greater sense of identification with their family 

• Critical Counterculturists (4%): Share progressive values with Engaged Idealists, but reject status 

and authority they see as illegitimate or superficial. Out to shake up the world. 

51

Source: Environics Institute 2016 Canadian Millennials Social Values Survey 
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Source: Environics Institute 2016 Canadian Millennials Social Values Survey 
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Source: Environics Institute 2016 Canadian Millennials Social Values Survey 



Bros and 

Brittanys

Lone 

Wolves

Engaged 

Idealists

Diverse 

Strivers

New 

Traditionalists

Critical 

Counterculturists

Having a full-time, steady job 75 61 51 78 65 47

Having good relations with 
parents and family 56 42 53 67 70 36

Owning a home 35 22 19 47 30 15

Being engaged in one’s community 10 5 29 35 30 27

Having children 18 10 7 30 20 5

Getting married 13 8 5 26 21 3

Essential markers of adulthood
By social values tribe

High Low
Source: Environics Institute 2016 Canadian Millennials Social Values Survey 
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Wolves

Did unpaid volunteer work in past 12 months for any organization - Yes 
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Segments differ on volunteer work

Source: Environics Research, Social Values Surveys
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PRIZM5 Segmentation: 
An approach to differentiating populations



Differences captured by PRIZM5 Segmentation

68 Actionable 
Consumer Segments

Defined by:
Socioeconomic Status

Urbanity

Lifestage

Social Values
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How Segmentation can be used 

• Combine client data with third-party data including demographics, 
values, consumer behaviour and media use 

• Differentiate clients and potential clients on both economic value 
and marketing strategy 
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Millennial segments
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Source: PRIZM5, DemoStats 2016



Demographics
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The Millennials

% Non-family household 61 69 71 53

% Children at home 20 14 13 28

% University degree 53 51 49 28

% Immigrant 38 38 22 33

Average household income 104K 67K 71K 62K

Source: PRIZM5, DemoStats 2016



Media
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The Millennials

Television

Daily Newspapers

Community Newspapers

Magazines

Check Social Media Multiple Times Daily                    

Index vs Canada

Below average Average Above average High above average
Source: PRIZM5, Opticks Powered by Numeris 2016; Opticks Powered by Vividata 2016



Social values are different – fitness club scenario

64

The Millennials

Below average Average Above average High above average
Source: PRIZM5, SocialValues 2016

Effort Toward Health 133 96

Concern for Appearance 152 109

Brand Genuineness 111 152

Vitality 90 119

Index score where 100 is Canadian average



Different Values may call for different messaging 

65

The Millennials

Source: PRIZM5, SocialValues 2016

Focus on the benefits of being fit.

Spotlight your company’s 
fundraising efforts. 

Encourage involvement with 
local community. 

Remind them they’ll look 
good and stay healthy if they 

join the club. 

Let them know that the club 
is open 24/7 – they’ll 

appreciate the convenience.
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Summary: Marketing to Millennials

• Over the next decade most Millennials will complete their education, move 
out of their parents homes and start their families and careers

• A decade from now Millennials will be aged 30-46 accounting for a 
substantial share of consumer expenditures

• They are very diverse not only in demographics but also values and interests.  
Important to recognize differences

• Mobile technology and social media are key   
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Ten Summary key words for Millennials

• Tech-savvy  

• Collaborative

• Authenticity

• Experiential

• Status recognition

• Family oriented

• Social

• Flexibility

• Multiculturalism

• Optimistic

70



Questions

Doug Norris

Senior VP and Chief Demographer

Environics Analytics

613-592-3402

doug.norris@environicsanalytics.com 


