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"Black Millennials are a diverse group, across age,
educational attainment, family structure, and income, all

of which impacts how they see themselves and their
worldview. While diverse within themselves, there are

similarities among them as a group that reveal what they
believe about their future."

- Toya Mitchell, Multicultural Analyst

This report looks at the following areas:

• While most Black Millennials are optimistic about their future, institutions garner
skepticism

• Education underlies Black Millennials’ behavior and expectations
• Social media is a lifeline to Black Millennials’ personal and professional world
• Black Millennials’ lives are more likely to impacted by social and economic trends
• Working independently is the new normal among Black Millennials
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Optimistic about life in general
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Less-educated Black Millennials are more discouraged about their future
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Data sources

Consumer survey data

Consumer qualitative research

Abbreviations and terms

Abbreviations
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