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willing to spend 

more than $50/50£ 
in-store & Online

Sometimes or 
Always add items 

to their carts 
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in-store

31% 32% 22% 10%21% 8%

Millennials Gen x Baby Boomers Millennials Gen x Baby Boomers

Millennials are the Biggest users of Subscription Box Services 

Millennials Most Likely to Impulse Shop in Both U.S. and U.K.

Millennials Big Spenders in the U.S. and U.K.

respondents 
who currently 

use subscription 
boxes

32%
Said they will 

subscribe in the 
next six months

Both U.S. and U.K. Shoppers Prefer to Flex Sports Brands Over Luxury Brands, 
with Millennials Flexing Most Often

Sportwear

Heritage brands

Luxury Brands

What’s the future 
of the subscription 

box model?

13%
Said they will 

subscribe in the
next six months

Avg. 23%
Flex Sportswear

Avg. 19%
Flex Heritage Brands

Avg. 24%
Flex Sportswear

Avg. 23%
Flex Heritage Brands

Avg. 21%
Flex Luxury Brands

Avg. 17%
Flex Luxury Brands

26%
Flex Sportswear

20%
Flex Heritage Brands

20%
Flex Luxury Brands

Millennials MillennialsAverage of all groups (U.K.)Average of all groups (U.S.)

27%
Flex Sportswear

25%
Flex Heritage Brands

23%
Flex Luxury Brands

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. 

what is ‘flexing’?

U.s. Respondents U.K. Respondents

www.firstinsight.com


