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A6. For each of the following statements, please indicate whether you strongly agree, somewhat agree, somewhat disagree, or strongly 

disagree with the statement.

Disagree NET: 5%

* Does not include “Neither agree nor disagree” or “Don’t know” responses

Millennials Believe it is Important to Look on 

the Brighter Side of Life

Base: Total Millennials




Study Design
StrategyOne conducted an omnibus survey among 2,008 Americans 18+. Interviews were implemented via telephone from November 13, 2008 through November 17, 2008 using the field services of Opinion Research Corporation (ORC). ORC uses a rigorous methodology including random digit dialing to ensure national representation and computer-assisted telephone interviewing for optimal accuracy.
The margin of error for the total sample of adults (N=2,008) is ±2.2% at the 95% level of confidence, which means that in 95 out of 100 times that a sample of this size is drawn, the results would not vary by more than 2.2 percentage points in either direction.  
The margin of error for the other segments analyzed is:

· Men (1,003): ±3.1%

· Women (1,005): ±3.1%

· Millennials 18-28 years old (165): ±7.6%

· Gen Xers 29-43 years old (321): ±5.5%

· Baby Boomers 44-62 years old (835): ±3.4%

· Post War Americans 63+ years old (635): ±3.9%

Key Findings
· As the New Year approaches, virtually all Millennials in the U.S. note the importance of having a positive outlook on life.

· Nearly all Millennials agree (95%) that it is important for them to have a positive outlook on life, with the majority (77%) expressing strong agreement with this sentiment. Levels of agreement with this sentiment are in-line with that of the greater U.S. population (97%).
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· Millennials, like their general population counterparts, also spend more time enjoying life than worrying about it, which may explain why they are so optimistic about their long-term future.
· Seven in ten (71%) Millennials say that they spend more time enjoying life than worrying about the future (compared to 78% of Americans). As a result, two-thirds of Millennials (68%) say that they are most optimistic about their long-term future (compared to 65% of Americans).

· While Millennials are less likely than Gen Xers (76%), Baby Boomers (79%), and Post War Americans (87%) to spend more time enjoying life than worrying about the future, they are still more excited than their older counterparts about what the future holds for them (Millennials 57%, Gen Xers 49%, Baby Boomers 38%, Post War Americans 27%).

· Notably, no Millennial reported a lack of optimism about their long-term future.
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· When considering their future, positive feelings reign among Millennials. 

· Eight in ten Millennials (81%) feel “hopeful” and two-thirds of Millennials (65%) feel “optimistic” about the future. 

· Millennials (57%) are more likely than Gen Xers (49%), Baby Boomers (38%), and Post War Americans (27%) to report feeling “excited” about the future.
· Less than half of Millennials would describe their feelings about the future in negative terms like “stressed” (42%) and “pessimistic” (26%).

· However, Millennials are more likely to feel “nervous” and “stressed” than their older counterparts (nervous: Millennials 56%, Gen Xers 45%, Baby Boomers 51% and Post War Americans 36%; stressed: Millennials 42%, Gen Xers 43%, Baby Boomers 43% and Post War Americans 31%).
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· Similar to the greater U.S. population, the majority of Millennials are optimistic about all aspects of their personal lives, with familial relationships topping the list.  

· Although many Millennials report feeling concerned about the future (72%), virtually all of them are optimistic about some personal aspect of their lives (97%).

· These levels are in line with the 79% of Americans who are concerned about the future and 98% who are optimistic about their personal lives.

· Millennials are most optimistic about their overall well-being (84%) and their relationships with family and friends (81%).

· Over three-quarters of Millennials report being optimistic about their health (78%).

· Millennials also report being optimistic about their career (77%), their finances (64%) and their romantic relationships/finding the right partner (61%).

· Interestingly, Millennials (77%) are significantly more likely than Gen Xers (66%), Baby Boomers (59%), and Post War Americans (22%) to report that they are optimistic about their career.
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· Family and health come first when Millennials, as well as Americans in general, think about the activities that make them feel more optimistic about their life. 

· Millennials report engaging in a number of activities to make them feel more optimistic, with the top ranked activities being taking care of their family (83%) and taking care of their health (82%).

· Three-fourths of Millennials report that engaging in physical activity such as exercising or playing sports (76%) and supporting causes they care about (74%) tend to make them feel more optimistic.

· Other frequently reported responses include:

· Being more social (71%)

· Managing your finances (63%)
· Receiving recognition for doing a good job at work (58%)
· Shopping (38%)
· Millennials are more likely than their older counterparts to report that being more social (Millennials 71%, Gen Xers 59%, Baby Boomers 68%, Post War Americans 61%) and shopping (Millennials 38%, Gen Xers 28%, Baby Boomers 30%, Post War Americans 32%) tend to make them feel more optimistic.
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· Further, Millennials’ feelings of optimism about the future, like their older counterparts, are also fueled by the upcoming change in presidency.

· Interestingly, while Barack Obama received a little over half of the popular vote (52%), two-thirds of Millennials (67%) and 68% of Americans overall say that the election of the new president is making them feel optimistic about the future of the country. 
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· Millennials tend to embrace “change,” seeing in a positive light

· Nearly all Millennials (95%) make positive associations when they think of the word “change.”

· When Millennials think of “change,” they think of “new” (79%), “progress” (78%), “hope” (77%) and “excitement” (72%).

· Millennials are less apt to make negative associations with the word change. “Uncertainty” (59%), “concern” (52%), “stress” (40%) and “loss” (26%) ranked at the bottom of the list of words that come to mind when Millennials think of the word change.
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Post War (G)	

Excited	Confident	0.27	0.52	Baby Boomers (F)	

Excited	Confident	0.38000000000000012	0.45	Gen X (E)	
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Millennials Significantly More Optimistic about their Careers than their Older Counterparts

A3. Which, if any, of the following personal aspects of your life would say you are optimistic about?
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“In general, the election of the new president is making me feel optimistic about the future of the country.”



Agree NET: 67%



Disagree NET: 30%

A5. For each of the following statements, please indicate whether you strongly agree, somewhat agree, somewhat disagree, or strongly disagree with the statement.

Feelings of Optimism Spurred By the Outcome of the Presidential Election

* Does not include “Neither agree nor disagree” or “Don’t know” responses
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The Word ‘Change’ Prompts A Number of Positive Associations in Millennials; Less So Negative
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Family and Health Top the List of Activities That Make Millennials Feel Optimistic

A4. Which, if any, of the following activities tend to make you feel more optimistic?
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Highest Levels of Optimism about Personal Relationships, Well-being and Career Prospects

A3. Which, if any, of the following personal aspects of your life would say you are optimistic about?
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Greater Things to Come in the Years Ahead, As Most Millennials Are Optimistic about Their Long-term Future
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Positive Associations Overcome Negative Emotions When Millennials Think about the Future
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“It is important for me to have a positive outlook on life.”



Agree NET: 95%

A6. For each of the following statements, please indicate whether you strongly agree, somewhat agree, somewhat disagree, or strongly disagree with the statement.

Disagree NET: 5%



* Does not include “Neither agree nor disagree” or “Don’t know” responses

Millennials Believe it is Important to Look on the Brighter Side of Life
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