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Second in size to only the Baby Boom Generation, the Millennial Generation has experienced numerous formative events and experiences that have shaped, and will continue to influence, their generational “personality” in many areas. Born since 1982, Millennials have already displayed interesting attitudes and behavioral differences from the preceding two U.S. generations – Baby Boomers and Gen-Xers. These differences manifest themselves in a variety of areas including employment/work, leisure, technology, social expectations, family, personal conduct, consumer behavior and commerce. This paper will focus on the use and impact of digital user generated information on the buying behavior of Millennials.
