


THE OPPORTUNITY

The Millennial Generation
As one of the largest generationin history, millennials are reshaping the global economy
and influencing the built environment along the way.

They are more connected, tech-savvy, educated and culturally diverse than any
generationthat’s come before them. Yet, at the same time, they face unique challenges.
Many are debt-laden due to the 2008 recession. Others have delayed traditional life-
stages into adulthood.

As millennials enter their peak years, there is an opportunity for occupiers, investors and
owners of real estate to better understand this generation and its strategic implications
on real estate.
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THE GLOBAL REPORT
Millennials: Myths and Realities

CBRE

LIVE WORK PLAY

MEET OUR “MYTHICAL
MILLENNIAL"

WORK

Feels entifled fo rapid
and frequent

LIVE

Delays moving out of the family.
home for as long as I

parents affer college.

Rents in order fo facilitate o highly
mobile lifestyle, with no desirs for the
responsibilty of owning a home.

Is not saving for the long ferm.

When buying a propery,is dependent
on the “bank of Mom and Ded.

CLIENT NAME | PRESENTATION

TITLE



THE SECTIONS

Live

MILLENNIALS: MYTHS AND REALITIES

HOW MILLENNIALS LIVE

LIVING WITH THE PARENTS

RENTING

A

74%

SAY WAGES ARE
NOT KEEPING UP
'WITH PROPERTY
PRICES

= BACK HOME

Affordability of housing has
led 1o o boomerang
generation with 49% of
millennials living af home.

43% believe they will have moved out within two years but a
further 43% expect to be living with their parents more than
three years from now.

12%

GLOBAL AVERAGE WITH
NO PLANS TO LEAVE THE
FAMILY HOME —
i
'WITH NO PLANS TO MOVE OUT OF THE
FAMILY HOME
-
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“I THINK PROPERTY PRICES ARE RISING
FASTER THAN WAGES”

Spain

¢
H

China
France

Hong Keng

ARE RENTING

COST/FINANCIAL
CIRCUMSTANCES

)
16%

DON'T WANT THE
COMMITMENT OF OWNING

2%

WIDER CHOICE OF
AFFORDABLE PROPERTIES

(4]

TOP REASONS MILLENNIALS ARE RENTING

11

DUE TO THE MATURE RENTAL MARKET IN GERMANY
IT'S NOT MANDATORY AND DESIRABLE FOR THE

MILLENNIALS TO PURCHASE A PROPERTY...RENTING

A FLAT HAS NO NEGATIVE IMAGE/STIGMA IN
GERMANY DUE TO THE STOCK OF MULTIFAMILY
HOUSES WITH AN ABOVE-AVERAGE
FIT-OUT QUALITY.

(CBRE EMPLOYEE IN GERMANY

HOW DID YOU FUND YOUR
DEPOSIT?

SHORT-TERM
CONVENIENCE

FROM OWN
SAVINGS

71%
15%

WAS THE ONLY WAY TO LIVE
IN THE AREA | WANTED

0@1%

()

'MORE PRACTICAL TO SHARE/ 0, STILL EXPECT
LIVE WITH FRIENDS' 0 Tosurar
SOME POINT
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THE SECTIONS

Work

CBRE

MILLENNIALS: MYTHS AND REALITIES

HOW MILLENNIALS WORK

CAREER

WORKPLACE

SEE THEIR IDEAL CAREER AS WITH THE SAME
By 2020, those bom between EMPLOYER OR ONLY A FEW EMPLOYERS

1980-2000 will make up Milennials aren'tos 0% o
disloyal os perceived, 62%

0 but they’ll be more.
willing fo siay with an
0 employer with the

of the global working population ) right environment.

0 CONSIDER THAT
THEY ARE LUCKY
0 TO HAVE A JOB Germany China  Hong  Spain  Mexico
Kong

WORK/LIFE BALANCE
756%

OF MILLENNIALS THINK WORK AND
LEISURE SHOULD BE SEPARATE,

Average

MOST APPEALING WORK LOCATIONS

63% 58% 55% 35%  28% .
Chyorlagiown  Sbubiontheoits  iadon/  Ouvatiown e THEVRENOT ALWAYS-ON AND
inthe corter ofa ayflarge fown amall o locaion locaion  THEY VALUE THEIR PERSONAL TIME

MILLENNIALS’ LONGEST TOLERABLE COMMUTE

30 MINUTES IS THE LONGEST
TOLERABLE COMMUTE FOR
MOST MILLENNIALS

4%
P10
75MINS

30% 21%

vrTo uP 1O
10MINS. 20 MINS. 30MINS 45 MINS S0MINS 90 MINS

see workplace quality as important
when choosing an employer and
69% will rade other benefits

for better workspace.

]
h=d
B 1™
'MOVE TO A SMALLER, TRAVEL FARTHER MOVE TO A LESS
LESS WELL-KNOWN TO WORK \TTRACTIVE
COMPANY LOCATION FOR WORK
ASPIRING TO A PRIVATE CURRENT VS DESIRED FACILITIES
OFFICE % Over-provided  ® Under-provided
s
- 42% %/ -
40% 35%
o o §
Sormins 1
o 7
B\kc::lrs % 3
05 PO |
. H
7 "USh. Conada Mesco UK Indio lopan Congeience ool | 1ox
z
Gomerome._ Somigeee -
0 (. .
L o
" ‘Wanted by millennials.
A= ONLY  OF EMPLOYERS ARE
)/ PROVIDING WELLNESS
O .I 5 A) FACILITIES YET 36% OF
EMPLOYEES WANT THEM
PREFER COLLABORATIVE

WORKPLACE ENVIRONMENTS
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THE SECTIONS
Play

HOW MILLENNIALS PLAY
IN STORE

MONEY

INCOME SPENT ON LEISURE
— MILLENNIALS SPEND ALMOST ° ° 0 GLOBAL AVERAGE
FOR USING CLICK-
0 0 AND-COLLECT
o OF MILLENNIALS' SHOPPING Fow millennials want fo order online and pick up.
STILL TAKES PLACE IN-STORE purchases at fhe sfore.
OF ALL DISPOSABLE INCOME ON
LEISURE ~ GOING OUT, NON-FOOD

SHOPPING AND OTHER ONLINE

NON-ESSENTIAL ITEMS

CURRENT AND PREDICTED NON-FOOD ONLINE SHOPPING

49%
43%
35% 33%
; Frdicod
W] g “hopping oline
] O — = W] 579 l=ml 0% i haping
Aonalia Spain Maco
DAY 5 w %%\ GLOBAL AVERAGE FOR HOME DELIVERY TOP REASONS WHY MILLENNIALS DON'T
DO MORE SHOPPING ONLINE
[JOfice [l Home
Is the total global average number of days @ month spent on ‘going out’ (going fo a live event,
eating out, going fo the cinema and visiting a shopping center ofher than o shop). oo .

o ¢ <
“ TIME SPENT ON LEISURE (DAYS/MONTH) 70% .

POSSIBLY BEING et o so% 0 0

6

LIKE TO SEE THE CAN GET THE PRODUCT
Howe wHicHveas | 2 - moblcs MG THEE
BEING ABLE TO . o
AFFORD LUXURIES AND 208
HAVING FEWER ? ox
RESPONSIBILITIES BUT 2 N~ <
RELINQUISHING FULL ) ™ TorgKang China Spain Gumony USA Jopan 4 3(y N 2 9 0/
INDEPENDENCE. L
) (o} (o}
KAREECE, UK Eotout  Visitshopping center  Go'lo. Gotoa O USE HOME DELIVERY 'WANT TO TRY ENJOY SHOPPING AS A
oo eme et Q  “ALWAYS" OR “VERY OFTEN" ON ITEMS LEISURE ACTIVITY
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THE SURVEY

* 13,000 responses from millennials aged between 22 and 29
« 1,000 respondents in each of 12 countries representing the three major global regions
* Additional 6,893 internal responses from a range of ages to the same survey

» Series of internal discussion groups to extract more detailed findings
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THE RESULT

One of the most extensive and detailed global studies

of how and where the millennial generation chooses to live,
work and play, with major implications for the future of real
estate.

LIVE WORK PLAY
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“I' THINK PROPERTY PRICES ARE RISING FASTER THAN
WAGES”

90%

85% -

75% -
70% -
65% -
60% -
55% -
50% -

Hong Spain MeX|co China France Canada AusTrallo USA Germony India Jopon
Kong

o0
o
R

Global average

% agreeing with statement
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LIVING WITH PARENTS
Affordability of housing has led to a boomerang generation

90%
80% -
70% A
0 60% -
o
< 50% -
(o]
2 40% - Global average
=
R 30% -
20% -
10% -
0% -
Hong India Spmn China MeX|co Jopon UK Ausfrollo USA Frcnce Conodc Germcny
Kong
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PLANS TO LEAVE ARE ON HOLD

25%
o
1S
o
~. 20%
€
2
[
£ 15%
8
o)
fo) Global average
g ]O% T
]
o
0
[«
£ 5% A
B
" i B
0% -
India Hong Japan China Germony MeX|co Spain Ausfrallo Fronce Conodo
Kong
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TOP REASONS MILLENNIALS ARE RENTING
Choice of accommodation is mainly dictated by cost

Cost / financial circumsiances M

Short-term convenience -_

Did not want the commitment / hassle of owning _
Only way to live in the area | wanted -_

Wider choice of properties that | could afford _

More practical to live with friends F

0% 10% 20% 30% 40% 50% 60% 70%
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PLANS TO BUY
Most millennials still plan to buy

70%

60%
13%

50%

40%

30%

20%

10%

0%

% with plans to buy

CBRE 15

Living at home, planning to move out and rent
B All living ot home, and planning fo move out

B All renting/living  rent free (not at home)

CLIENT NAME | PRESENTATION TITLE



HOW
MILLENNIALS

WORK




A\l B
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INSECURITY IS A KEY FEATURE OF THE JOB MARKET

90%

80%
- 70%
S
o 60%
2
2 50% -
I
%40% 1 Global average
=]
8 30% -
T 20% -

10% -

0% -

Mexico Spom Fronce India  Canada AusTrollo Germany Jopon Hong  China
Kong
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IDEAL CAREER STRUCTURE
Job-hopping is less attractive than assumed

‘What would your ideal
career structure be?2’
B Same company

B Small number of companies
B large number of companies
¥ Self-employed

Other

Don’t know
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TRADE-OFFS FOR A BETTER ENVIRONMENT
Most millennials will make trade-offs to improve their environment

‘What trade-offs would you make for a better office environment?’

Move to a smaller, less well-known company
Travel farther to work

Move to a less attractive location forwork

-
|

Give up some progression and promotion prospects

Take a modest pay cut

0% 5% 10% 15% 20% 25%
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CURRENT OFFICE ENVIRONMENT AFFECTS
PREFERENCES

90%

80% -

70%

60% -

M Private/shared office

50%
® Open plan

40% -
Activity-based working

30% -

Ideal office environment

20% -

10% -

[

Private/shared office Open plan Activity-based working

0% -

Office environment type
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COMPANY CULTURE MATTERS
In the CBRE internal survey, most millennials prefer activity-based
working whilst non-millennials prefer a private office

25%
©
(3]
Rel
8 20%
§
g Office environment
£ 15% 7 type
>
5 M Private/shared office
[@)]
H(—f, 10% B Open plan
f Activity-based working
g’ 5% - _—
Z

0% -

Millennials Non-millennials
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DESIRED OFFICE FACILITIES

Cafeteria

Wellness / relaxation
Rest areas

Coffee bar

Green space in building
Convenience store
Shopping deliveries
Game room

Showers

Day care

Bike racks

Dry cleaning

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%
% of millennials wanfing facility
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THE ‘ALWAYS ON’ GENERATION?
Most think work and leisure should be separate

70%

‘try to keepwork and leisure separate’

CBRE

60%

(€]
o
X

~
o
S

30%

20%

10%

0%

Global average

T

India

USA

China

Hong Germany France Australia

Kong

24

Canada

Spain

Mexico

Japan
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APPEAL OF DIFFERENT WORK LOCATIONS
Cities aren’t the only appealing location

70%

o~
@]
X

*>=50% 1

N
(@]
R

30% -

N
o
=S

10% -

% rating location ‘fairly’ or‘very’ appealing

0% -
City orlarge town in Suburbs / on the Medium/small town Out-of-fown location Rural location
the center outskirts of a city/large
fown
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COMMUTE TIMES
In general, millennials prefer a relatively short commute

35%

30%

25%

20%

15%

10%

5%

0%

CBRE

/ N\

/ N\

N

Upto 10 mins  Upto 20 mins  Upto 30 mins  Upto 45 mins  Upto 60 mins  Upto 75 mins  Upto 20 mins ~ Over 90 mins

Millennials’ longest tolerable commute

26
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HOW
MILLENNIALS
PLAY




CBRE 28 CLIENT NAME | PRESENTATION TITLE



INCOME SPENT ON LEISURE
Overall, millennials spend almost half of all disposable income on

leisure
54%
52%
g
2
‘© 50% -
c
o
T 48%
ol
@ Global average
2 46% -
o
g
s 44% 7
X
42% -
40% -
Hong India MeX|co China Germony Jopan UK Conodcl Spom Fronce Aus’rrollcl
Kong
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DAYS A MONTH SPENT ON LEISURE
Experience is valued as part of leisure

i,

(@)

N

w

N

pa—

Number of days a month that millennials ...

0
Eat out Visit a shopping  Visit a high street  Visit shopping  Go fo the cinema Go to a live event
center fo shop to shop center fora reason
other than
shopping
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ONLINE SHOPPING
Don’t expect stores to become online fulfilment centers any time soon

45%

40%

2 35% -

[
© 30% -
(0]

C

8 25%

2

'gZO% 1

o

S 15%

o

® 10% -
5% -
0% -

India Germony Austroho Conodo China Fronce Jopon Hong Spoln MeX|co
Kong

Global average
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DELIVERY OPTIONS
Few millennials want to order online and pick up purchases in store

70%

o~
o
R

o1
o
R

N
(@]
S

20%

10%

% choosing method ‘always’ or ‘very often’
3
=

H B m

Home delivery Third-party collection facility Office delivery In-store delivery

0% -
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WHY DON'T YOU DO MORE SHOPPING ONLINE?

| like to see the products
| can't get the product there and then
| want fo try ifems on

| enjoy shopping as a leisure activity

1

It's easier to shop in store

1

Use time shopping to socialize

1

More choice in store

1

Better prices in store

1

il

| want personal service in store

0% 10% 20% 30% 40% 50% 60%
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CONCLUSION

Facilities to support leisure

and wellness at work Element of privacy in the workplace

Accessible location Flexible offices but managedtransition

LIVEL WORK PLAY

Shopping as a leisure
activity

Long-termrenting

Convenience in location
and property management Deliverystraight to the

consumer
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