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ffi, ::::: to stop usins the term ,,miilenniats,,to 
describe youns

ffii ijliii^ . *ess y:u consider anyone ased 25 to 40 youns.
j&H rooay s teens and earry 2o-somethings are a new generation,"Jfiffi very different from their older siblingl. They;ve-been calledgen Z, centennials and social natives, Out l,tf r,"i"t, to them as post_millennials (pMs). Whichever label you prefer,,ou n"""0 ,o,uf,unotice of them. They have distinctiv".i,i,uO""_ unJ. ,r,hurr" no,buying from you and/or working for yo, no*, if.'rel,'slon witt be.
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IRII'IDS

PMs constitute on" oiiiiL ,o.t
stressed and anxious young
generations we have seen.
They've grown up in an age of
austerity under considerable
educational and career
pressure. Eight out of 10 rank
good grades or career success
as a top priority. According to
one recent survey, they,re more
aware of the Wall Street Journal
than they are of Vice magazine.
They are risk-averse, financially
conservative and worried about
what the future holds for them.

PMs are aware that they are
walking an uncertain path and
they don't believe that they
can rely on others for help.
As customers, they,ll prefer
enablement to spoon_feeding.
As employees, they,ll be far
from the "entitled millennials,,
that many employers complain
about. Eight out of 10 want to
be their own boss * and many
will be. Those that choose
salaried employment will still
have an entrepreneurial
attitude. They will probably
expect autonomy and relish it.

ffiffiffiffi-ffiffi
DIY doesn't mean ,do it alone,,
* PMs are more community_
spirited than millennials.
They view "f ramily', (friends and
family) as key. They,re happy to
spend leisure time with parents
and are in no hurry to leave
home. As consumers, they,ll
value family-owned companies
and brands that treat their
customers like family.

lf you thought millenniais were
less hedonistic than previous
generations, wait until you meet
the PMs * rates of drinking,
recreational drug use and teen
pregnancy are plummeting.
Expect food to overtake drink
as the main passion of
tomorrow's leisure consumers
as they seek more innocent
pastimes, and for traditional bar
culture to decline as a result. F,r

loltl":[T:U,
POST-lftttENNtAts
Today's teens are tomorrow,s consumers and
employees. If businesses are to earn their r.*,
and loyalry, undersranding what -uf..rin._'tick will be crucial, writesluturisr wiii riiil;_
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The tales behind the generation_naming game

Inst genmration

{horn n$8S-SS}
\'Vhiie living In France
a{rer ihe Iirsl worici
lver. Arrerican writer
Gertrilde Stein on{e
vrrlnessed a garage
Iwrrer berating one of
Iris ji.i nlnr mechanic_*
fni. lVcrkjnq tr:rr; slolvlV.
iie .tairl: '' /clrs rilre
ta!1s !.t1e gdnirctian
perrhrr:. "(ycli are all a

lost gen.iratiiln.) Stcin
reiat.ecl his exfi spsrated
tauilt t{i her protdae.
I rnr:st Heminr;v,ray. l..le

poljillarised the ternt
"ios{ geilerat;on,' jn his'l9Xi novel Iie Sur;
llso Sr,re.s, ref err jnU t0
the velera*s of the war.

lnlerfoellurn

SBnerarion {ng0g-tj)
Tlris; cnhcrl canre o{
age be{ir,,een lhe vrrars,
hut arnrci the decatie-
lcncl Greal Depressi,rn
ihat starier.i iil i929.
'[he greatest
generation {!St0-24}
Ull n+:yls anchr:r itrn
f:rokalrr citine un wi{h
ii-rix epit.her in 19!B for
ihrse who'd touJrht in
ihe sercnri wcrkl ,,var.

t hcy are chilrarlcrised
as irdustrioi"'s, lhnilv
ar)d h0n.rlralll,^.

$ilent generatlan
{1923-44}
A 1$51 articie in trrme
Cescri]:ed those who
had con.ie of age at
the end of tlle war as
"lairiy hard,working
and saying almr:st
ilothin!J", preferring
in$tead to keep thetr
heads down anri
lead "normal" iives.

Post-w*r bahy
boomcrs {'1948-64i
Tltor.rglrt to ite the
ftrst cohort to pay
muoh attention t0
qeneratiofi gaps,
the J:oomers were
'uveaithier ancl
healthjer (thanks

to the NIJSi than
thetr pi'edecessors.

Oen X {X$6't-I9)
Xers are suitposeclly
the rvork-hard. play-
lrard breed whr: grew
up before rhe djgital
age but pavod the
way tor-today's uitra-
conrrectecj world.
Douglas Coupland,s
']931 novel Generaticn
X popular.t-sed the
lerm's use ls a iabel
fcr this cohort,
alth.rugh it had been
applied to previous
youth in0vements.
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Re-rewind: the
humble cassette
tape is becoming
an increasingly
popular music
format among
post-m il len n ia ls

As consumers, pVs will be less
bound by convention. Don,t
assume that, just because
they're not hedonists, they
are conformists. ln fact,
they love a break from
tradition - for instance,
the unconventionally
f lavoured limited-edition
Doritos and Oreos (pictured).
They?e also far less interested
in classic status symbols such
as cars or watches.

As old status symbols lose
their shine, so too will may
other items that people have
traditionally coveted. pMs

have grown up in an era
characterised by ,,peak 

stuff,,
(the point of too much choice);
a shortage of storage space
as they remain longer in the
parental home; and the rise of
rental and streaming services.
Welcome to the age of
"access-ship" over ownership.

trtl'lfirHffirI?rfi'{
Living through recession and
austerity has made pMs savvy
consumers with a sophisticated
approach to value. For them,
it's not only about financial
cost: they appreciate value for
time as well as value for money.
They may also be more willing
than millennials to pay for
previously "f ree,, products

and services, as long as these
are of good guality, easy to
use and genuinely beneficial.
This factor is already proving
profitable for Spotify and
Netflix. lt could also be a boon
for publishers operating
subscription models.

Although they are financially
conservative, pMs are typically
socially progressive. They
won't tolerate discrimination
and, as consumers, they will
value honesty and openness
from companies that champion
sustainability, diversity and
social responsibilty.

PMs have grown up in a ,,noisy,,

environment, full of marketing
messages. As a result, they,ve
Iearnt to make quick choices
based on speed-reading
information. lt,s something
that's been honed by a
childhood of video gaming. As
customers, they will seek lots
of detail too, but they,ll want it
in an easily digestible format.

Don't be fooled into thinking
that, because they re digital
natives. PMs love technology
unreservedly. They actually like
face-to-face retail as much as
they do e-commerce, while
their favourite leisure activities
are often low-tech. When it
comes to music, for instance,
they may like Spotify but they
love vinyl records and now
even cassettes. Retro products
and pursuits evoke an era of
simplicity, honesty and comfort
* things that pMs really like. d.
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