U.S. RESPONDENTS
MILLENNIALS BIG SPENDERS IN THE U.S. AND U.K.

The State of Consumer Spending:
Millennials Flexing their Retail Market Influence
in U.S. and U.K.
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MILLENNIALS MOST LIKELY TO IMPULSE SHOP IN BOTH U.S. AND UK.
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MILLENNIALS ARE THE BIGGEST USERS OF SUBSCRIPTION BOX SERVICES
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FLEXING IS TO WEAR
BRANDS TO SHOW A
PERSONAL ASSOCIATION
WITH THE BRAND. THIS CAN
BE DONE TO DISPLAY
WEALTH OR STATUS OR TO
MAKE A STATEMENT.
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