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Millennials, the young people of 21st century, are the smartest generation the world has ever seen. The world in which they have been grown up has made them smarter and interested in what is going on around them. With technological advances, they can learn what they want with a few clicks. They do not just sit and watch the news passively at their homes like their parents, Xers. They are different from them in almost every way and also from their grandparents, Boomers. This new technology and living in this technologically-savvy world make them a unique generation as well as the biggest consumer generation ever. They both consume more and differently than their predecessors. Millenials both enjoy belonging to a group and at the same time feeling individual with the different clothes they are wearing or the different technological gadgets they have. They give different meanings to what they consume such as accepting these items as the complements of their identity or as the sign of catching up with their peers. Besides, they are also the biggest spenders in history. As a birth cohort, they are mostly keen on luxurious items and brands. Apart from that, they themselves actually affect the market, as well, with their needs and tastes. As they are great in number, marketers mostly try to attract their attention instead of other birth cohorts. Having grown up in a technologically-savvy, media-saturated and brand-conscious world, Millenials do  consume differently from their predecessors and  this consumer-oriented society shape their consumption habits, lifestyles, and social values which accordingly necessitate a change in the market culture.

