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Millennials are

than non-Millennials.

Millennials are

to purchase items 
because they are 
fun rather than 
functional or 
useful.
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just as likelyas non-Mills.to prefer
shopping
online.

Millennials 
in the 
in the South watch 
more television than 

Millennials in other 

regions of the U.S., 

while non-Millennials 

in the West watch more 
television than 

non-Millennials in 

non-Millennials in 
other regions of the U.S.

Millennials are 

significantly more 

likely to identify 

as bisexual or 

homosexual as 

non-Mills.

Millenni
als like

 

Alternat
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Top40 mu
sic more

 

than non
-Mills. 

Non-Mill
s. like 

Gospel 

and Easy
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Rock, ra
p, regga

e,

etc., do
 not

differ.
Millennials like Action, Animation, Comedy, Family, and Sports-themed movies morethan Non-Millennials.No differences between thegroups emerged for History,

groups emerged for History,Documenatary, Drama, Crime, Musical, Horror,and other film genres.

Higher
educational
achievement

is significantly
correlated with

progressive politics.
This relationship does This relationship does 
not differ between 

Millennials and non-Mills.

Millennials like Facebook marginally less 
than non-Millennials and like Twitter, 
Instagram, and Snapchat significantly 
more. Interestingly, Millennials and 
non-Millennials are equally likely to 
actually use Facebook, but Millennials use 
Twitter, Instagram, and Snapchat more than 
non-Millennials.non-Millennials.

Millennials report shopping 
significantly more often than 

non-Millennials, which shouldn’t be 
surprising because they enjoy shopping

non-Millennials.

Millennials admit that making a choice is

compared to non-Millennials facing the same choice.

more likely
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