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Millennials represent the biggest shift in the U.S. workforce 
since the Baby Boomers came of age. With a population of 
more than 50 million females within the current Millennial 
generation, it’s more important than ever for retailers to 
understand what makes these women click.

According to Frank About Women’s Retail Rituals III Study, in total, the number of female, self-identified Mission 
Shoppers has doubled in just three years — from 16% in 2005 to 32% in 2008. Also, the number of Zealot and Social 
Shoppers have dropped (Zealots down 4% and Social Shoppers down 7%).

Frank About Women defined these distinct shopper profiles in the Retail Rituals II Study as: 

Mission Shoppers
Interested in getting in and out of the store quickly. May shop with a checklist. Will spend more money if it means more 
convenient shopping. Very practical about shopping.

Anti-Shoppers 
View shopping as a necessary evil. Mainly shop for essentials and replenishment. Avoid shopping if possible.

Zealot Shoppers 
Love nearly everything about the shopping experience. Enjoy shopping for just about anything from groceries to clothing. 

Often go down every aisle in the store.

Feel-Good Shoppers 
Like to shop alone and browse uninterrupted. Go shopping as a means of escape, to relieve stress, as a reward or just for 
the adventure/stimulation.

Social Shoppers 
Prefer to shop with friends/family because it makes the shopping experience more enjoyable. Like to talk with others 
while they shop. Love variety and shopping multiple stores. 

Of these five key shopper segments, Millennials tend to fall most heavily in those categories with high positive and strong 
emotional connections with shopping. More than half of Social Shoppers are Millennials. One-third of Zealot Shoppers  
are Millennials and nearly one-fourth of Feel-Good Shoppers are Millennials. 
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Is the Economy Slowing Millennials Down? 
While only 27.3% of Millennial women are confident in the state of the economy, they are significantly more optimistic 
than Gen-X (9%) and Boomer (7%) women. Reasons for this disparity could be that Millennials have fewer big financial 
obligations such as mortgages and retirement concerns. 

“Millennials have youth on their side. They still feel like they have plenty of time to get 
ahead, make money, save money and pay off debt.” — Nicole Green, senior strategic planner, Frank About Women

Given their general optimism over the state of the economy, fewer Millennials are practicing voluntary thrift. They have  
a more “pay to play” mentality when it comes to money and enjoyment and a much higher tolerance for debt than 
Gen-Xers and Boomers. The vast majority of Millennial women do not ascribe to the belief that they should cut back  
on spending and do without.

n  Only 42% of Millennials agree that before they buy, they carefully consider whether the item is a “need-to-have”  
versus a “want-to-have" (versus 56% of Gen-Xers and 68% of Boomers).

n Only 30% of Millennials postpone buying things they really do need but can probably do without for a little while.

n  Twenty-one percent of Millennials agree that they are charging more to their credit cards with the hope of paying 
them off later (versus 9% of Gen-Xers and 9.5% of Boomers).

“Live today, worry tomorrow is the Millennial woman’s shopping mantra until the 
euphoria wears off and the credit card bill comes due.” — Nicole Green, senior strategic planner, Frank About Women

n  Twenty-four percent of Millennials and 23% of Gen-Xers say, “just because the economy is slow doesn’t mean I won’t 
buy the things I want” (versus 16% of Boomers).

n  Forty-three percent of Boomers say it is smart to postpone larger purchases until the economy gets better (versus 
17% of Millennials and 30% of Gen-Xers). Millennials (26%) are twice as likely to admit that shopping makes  
them feel guilty than Gen-Xers (13%) and almost three times more likely than Boomers (9%).

Millennials Embrace Online Shopping
Technology is the number one defining Millennial characteristic. Approximately 61% of Millennials associate “tech  
savvy” with their generation. With such familiarity and comfort with computers, shopping online is a natural and  
logical extension of the digital, all-access world where Millennials reside. Unlike older generations, Millennials are  
more forgiving of some of the barriers of online shopping.

n  Significantly more Millennials (58%) can spend hours a day just surfing the Internet shopping (versus 38% of  
Gen-Xers and 34% of Boomers). Millennials are more able to lose themselves in a digital world and are more  
tolerant of the inconveniences inherent in shopping online.

n    Forty-four percent of Millennials say shopping online provides an escape from the real world (versus just 29%  
of Gen-Xers and 27% of Boomers).

n Forty-two percent of Millennials say when they are feeling down, shopping online makes them feel better.
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Contact
For more information about this study or Frank About Women, the country's leading marketing-to-women communications 
company, please contact Dana Harville at 336.774.9364 / dana.harville@frankaboutwomen.com or Ruthie Winig at 336.774.9224 / 
ruthie.winig@frankaboutwomen.com.
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n  Millennials are significantly more likely to say they enjoy  
posting online consumer reviews about products and 
services than other generations (40% versus 27% of  
Gen-Xers and 23% of Boomers).

n  Thirty-four percent of Boomers and 31% of Gen-Xers say 
using credit/debit cards online makes them uncomfortable  
compared to only 18% of Millennials.

n  Thirty-three percent of Boomers dislike having to remember 
usernames and passwords versus only 16% of Millennials.

Although Millennials are comfortable shopping online, they share  
a preference with Gen-Xers and Boomers to shop in-store as 
opposed to shopping online. This is not surprising given the 
number of Millennials who identify with the Social Shopper 
segment. Raised with a healthy sense of entitlement, Millennials 
tend to have an “ask and you shall receive” approach to life and  
shopping. They do not delineate between online and off-line  
retail. In contrast, Gen-Xers and Boomers tend to believe that  
the only place they are able to negotiate a price is in a car dealership 
or a flea market. Forty-one percent of Millennials compared to  
32% of Gen-Xers and 24% of Boomers say they have used a great 
price they found online to negotiate a better price in a store.


