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M any companies have Millennials on their minds 
these days. Many products and services are  
designed just for them, as are advertisements and 

marketing strategies. This makes sense: numbering 75.4 
million Millennials are America’s largest generation;1 they 
also wield about $1.3 trillion in annual buying power.2

Though the Millennial appeal is wide-spread in other 
industries and professions, it’s been unclear until now how 
Millennials engage with the legal space. Understanding how 
and how often they deal with legal issues could provide 
insight into whether marketing to them could help grow 

your legal practice. Are Millennials’ needs and expectations 
unique? How likely are they to seek out an attorney and 
why? What do they want from the attorney they hire? This 
paper will explain what sets Millennials apart, how often 
they engage with legal issues, and how lawyers fit into 
the process.

Millennials might prove to be your yet-undiscovered bread 
and butter. Or you may realize that growing your business 
requires not focusing on them at all. Either way, knowing the 
Millennial legal consumer is an important step to defining 
the marketing strategy for your practice.
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What is a Millennial anyway, 
and why do we care?

To remain consistent with research experts in this area, we 
use the term “Millennial” to mean anyone who was 18-34 
years old in 2015.3 Though many refer to Millennials in terms 
of their attributes and behaviors – most of which are stereo-
types – it’s important to note that Millennials aren’t clones of 
each other. In fact, if you ask most Millennials, 40% don’t like 
the label, most likely because they feel it doesn’t apply to 
them. So why set them apart at all?

Social science researchers identify and study age cohorts 
(like “Millennial,” “Generation X,” “Baby Boomer,” etc.) 
because so much of what defines people socially hinges on 
historical context.4 Individuals who came of age in the 1930s 
may have been different from one another in many ways, but 
they also shared the experience of the Great Depression, a 
unique and profound historic event. Coming of age during a 
major war, a time of economic prosperity, or a technological 
revolution has an impact, and each generation has been 
shaped by unique historical experiences that other gener-
ations have not. So if we want to understand what makes 
people tick, it helps to think about them in the context of 
their generation. Not always. But a lot of the time.

Millennials were shaped by 9/11 and the subsequent wars in 
Iraq and Afghanistan. Their world views have been affected 
by economic recession. They have also come of age during 
an era of rapid technological innovation. These and other 

experiences make Millennials a bit different from genera-
tions before them. How different? A lot of research has set 
out to answer that question, and to answer it in detail would 
take volumes.

Here are some general conclusions:

Millennials engage heavily with technology.
Millennials grew up with computers, and cell phones 
appeared on the market when the first Millennials were 
toddlers. Over 85% of Millennials own smartphones,5 and 
39% interact more with their smartphones than with actual 
people.6 They socialize online, shop online, and date online.7 
I recently asked a 30 year-old legal consumer from Illinois 
how she felt about her smartphone. Her answer? “It’s my life.”

Millennials want authentic connections.
Social media is central to the Millennial experience. 
According to Avvo research, 84% of Millennial legal consum-
ers engage with Facebook daily, and 68% engage several 
times a day. Fifty-five percent visit YouTube each day. 
But ads on social media aren’t exactly loved; Millennials 
want a two-way conversation in social, not to be sold to. 
If they want to learn about a product or service, they’ll do the 
research themselves.8

Millennials want to make the world a better place.
They value political and civic engagement, and believe 
government can be a force for positive change. This 
transfers over into the companies they interact with: they 
want businesses to be socially and politically conscious and 
engaged. In fact, 83% of Millennials believe that businesses 
should be more active in solving global problems.9

Millennials are entrepreneurial.
Forbes calls Millennials the “true entrepreneur generation.”10 
Their role models are Steve Jobs and Mark Zuckerberg. 
When it comes to their professional lives, they value 
autonomy over the corporate ladder. Millennials also came 
of age during a recession, so they grew up with the sense 
that employment isn’t guaranteed, that you have to rely on 
yourself to get by.

Millennials are thrifty.
The recent recession has made a mark on Millennials: they 
don’t take economic security for granted. Though about 6.2 
million Millennial households earn more than $100,000 in 
annual income,11 their median income is lower than what Gen 
X’ers earned at the same age. Plus, many Millennials carry 
quite a bit of debt.12 They generally value saving money, and 
prefer never to pay full price.13
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Millennials – The facts when it 
comes to legal

Substantially more Millennials report having to deal with a 
legal issue than older Americans. While 15% of U.S. adults 
35 and older report having a legal issue in a year, 36% 
of Millennials report the same. Of those who had a legal 
issue from September 2014 to September 2015, 51% were 
between 18 and 34; the rest were 35 and older.14

Most Millennials’ legal issues involve a traffic violation, and 
most DUIs involve Millennials as well. According to Avvo 
research, of all Millennials having legal concerns over the 
past two years, half say they have had a traffic issue and one 
in four a DUI issue. If you are a traffic or DUI attorney, you 
most likely already know that Millennials are your primary 
clients. Many Millennials (39% of those with issues in the 
past two years)15 also have had issues in real estate or land-
lord-tenant law. Landlord-tenant attorneys may find it worth 
their while to market specifically to Millennials.

Despite their relatively young age, about one-third of all 
Millennials with legal issues over the past two years report 
dealing with a divorce or family law issue; in fact, significantly 
more Millennials than older adults have family-related legal 
issues. Also, about one in three Millennials with legal issues 
over the past two years report dealing with a personal injury 
case, whereas one in five older Americans say the same.  
 

 
 

Millennials also over-represent in immigration, where almost
one-quarter of Millennials with legal issues in the past two 
years claim their issue was immigration-related.

However, though Millennials are entrepreneurial, only 16% 
of Millennials with legal issues in the past two years report 
dealing with a small business legal issue. It could be that 
Millennials, like many U.S. adults, engage in entrepreneurial 
activities without acknowledging the need for legal protec-
tion. Or they may not recognize that basic business-related 
paperwork – like filing incorporation documents – is a legal 
(as opposed to business) exercise. In any case small busi-
ness attorneys might see opportunity to grow their practice 
among the younger population and to encourage younger 
Americans to legally protect their businesses.

The only practice area that isn’t cited frequently by Millennials 
is, not surprisingly, estate planning. As estate planning attor-
neys know, most Americans don’t think about estate-related 
issues, much less seek legal help for them, until they are 
older. If you are an estate planning attorney, Millennials 
might not be your most lucrative clients. However, there is 
opportunity to encourage younger people to protect their 
assets early. This would require a commitment to marketing, 
given the challenge of convincing people to do something 
they are not culturally accustomed to.

Among those having a legal issue in the past two years

Older Americans Millennials
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In any case, for most practice areas, targeting Millennials 
could help grow your practice. It makes sense that Millennials 
make viable clients given that so many are engaged in life 
experiences that have legal implications.

For example:

Family and Divorce
Divorce rates are highest among individuals under 30.16 
Ninety percent of all new mothers are Millennials,17 and over 
half of births to parents 26-31 occur outside of marriage;18  
more Millennials are putting off marriage than older genera-
tions did (only 26% of Millennials are married).19 Meanwhile, 
more Millennials support alternative marriage models such 
as: trial marriage, where a couple is married for a two-year 
trial period before saying “I do” forever; or a presidential 
model, where vows last for four years, at which point they’d 
be renewed or the couple can decide to move on.20

Business
More than half of Millennials want to start their own business, 
and one in five say they eventually plan to quit their day job 
to do so.21 Millennials are launching their own businesses 
at younger ages than previous generations (average age 
of 27, compared to 35 for Baby Boomers),22 and Millennial 
entrepreneurs have launched about twice as many busi-
nesses as Boomers.23

Bankruptcy
Two in three Millennials aged 23-35 have at least one source 
of long-term debt.24 The median amount of total debt among 
Millennials is $20-25K, and 13% owe more than $50K. 
Altogether, Millennials owe about $1.3 trillion in student 
loan debt; 61% have a student loan.25 While Millennials are 
less likely than older generations to have credit card debt, 
the average credit card debt among Americans under 35 
is $5,808.26

Immigration
Millennials are more racially diverse than any other gener-
ation in American history: 43% of Millennial adults are 
non-white.27 Three in four H-1B immigrant petitions approved 
in 2012 were for immigrants under the age of 35.28 Forty-four 
percent of all undocumented immigrants are Millennials.29

Criminal and DUI
The under 24 age group has the highest rate of violent 
criminal offenders,30 and Americans 18 to 21 are most likely 
to be crime victims;31 63% of Republican Millennials and 
77% of Democratic Millennials support the legalization of 
marijuana.32 About 2 in 3 DUI-related fatal crashes involve 
drivers between 21 and 34 years of age.33

Traffic
Fifty-nine percent of Millennials who text say they’ve texted 
while driving; 80% said they’ve talked on their phones while 
behind the wheel. One in three Millennial cell phone owners 
(33%) have bumped into someone or something while in the 
driver’s seat; compare to the 15% of Gen Xers who’ve done 
the same.34

Employment
Millennials comprise the largest generation in the U.S. labor 
force: about 53.5 million Millennials are currently working.35 
By 2025, they will account for 36% of the American workforce, 
and at some companies (for example Accenture and Ernst & 
Young) they already make up over two-thirds of employees.36

Real Estate
About 34% of Millenials own a home.37 Fewer Millennials 
than other generations are interested in home ownership, 
largely because of costs and the challenges of saving for 
down payment while paying extremely high rent. However, 
Millennials want to buy; more Millennials than older age 
groups believe home ownership is part of the American 
dream (65% of Millennials say this, compared to approxi-
mately 58% of those who are older). Fifty-seven percent say 
they plan to buy a home within the next one to five years.38

Regardless of your practice area, it is worth your while to 
understand how Millennials are engaging with the legal 
world. Chances are you’ve already represented quite a few 
of them. Knowing what they expect from a legal solution, 
as well as what they expect from their lawyers, can give you 
an advantage.
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Millennials are willing to hire… 
if the fixed fee is right

Generally speaking, Millennials are more likely to try to 
resolve their legal issues themselves than they are to hire 
an attorney. Only 33% of Millennials with legal issues hire 
an attorney to handle their legal issue compared to 47% of 
those who are older. Half of all Millennials (52%) research 
their issue online, 33% seek advice from friends or family, 
and 26% get information from an online forum.

But this doesn’t mean they don’t value attorneys. In fact, 
46% of Millennials who’ve recently dealt with a legal issue 

say they think very positively about attorneys overall, while 
only 31% of those who are older share this sentiment. More 
Millennials than older groups see attorneys as authentic, 
which is important given how much Millennials value authen-
ticity. Also, more Millennials than older groups see lawyers 
as compassionate and effective. In fact, as Millennials are 
online researching their issues, more are seeking out infor-
mation about lawyers, both online and offline, than older 
legal consumers are: 41% of Millennials (compared to 26% of 
older Americans) research lawyers online while dealing with 
their legal issues, and 31% (compared to 23% of those who 
are older) get lawyer referrals from friends and family.
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It’s also important to note that though more Millennials than 
others try to handle their issues on their own, a large propor-
tion recognize the value of hiring and are happy to do it: in 
fact, 56% believe that good lawyers are worth every penny 
you pay them.39

A 31 year-old male in Utah told us he wouldn’t “DIY” his legal 
case because “I’m not schooled in legal issues. I’m going to 
want an expert. You don’t go into a fine restaurant and want 
someone cooking who’s from McDonald’s. You can walk into 
a courtroom, say one wrong thing, and the case is done.”

A 31 year-old woman from Pennsylvania said she tried 
handling her current landlord-tenant dispute on her own. 
She finally hired a lawyer because, she said, “I was at the end 
of my rope.” Her general advice about doing it yourself? “If 
you know enough about the legal system, go for it. But a lot 
of people don’t know what they’re getting into. A lawyer can 
help you, guide, you, and get you the best advice possible.”

So what makes Millennials reluctant to hire? Cost is the most 
likely culprit, which makes sense considering how thrifty 
Millennials like to be. A 30 year-old Illinois woman told us, “If 
I can do it myself, I’d rather do it myself. I have been that way 
as long as I can remember. Why pay someone? I wouldn’t 
say it was a waste, but if I didn’t have to spend, I’d avoid it.” 

A 31 year-old woman from Pennsylvania tried handling her 
own landlord-tenant dispute before hiring a lawyer because 
of cost. “It’s expensive,” she said. “If you can get the other 
person to agree and not involve a lawyer – if it’s not a huge 
hassle – then it’s the best.”

Of course some Millennials, instead of being thrifty, simply 
don’t have the money. A 24 year-old man from New York 
told us he has handled most of his immigration issues 
himself. “I usually can’t afford a lawyer,” he said, “and I’ve 
only paid a lawyer once. Maybe it’s a personality thing. I’m 
very organized. I do all the research so it makes it easier to 
do it on my own.”

A 30 year-old man living in Colorado handled his own 
business incorporation through a government office. He 
also filed for bankruptcy on his own. Why? “The expense of 
it. The attorney I met with wanted to charge $2,000, and I 
didn’t have it.”

One way to overcome the cost barrier is to offer fixed fees. 
Fixed fees set boundaries for how much your Millennial 
clients are expected to pay, which offers certainty and secu-
rity. A 26-year old woman from Georgia said that her lawyer 
charged a flat fee. “I like it better because you’re not getting 
billed for every little thing. Like if you send an email you get 
billed for 15 minutes.”

One Millennial woman from Texas told us, “Lawyers are 
worth their weight in gold, no matter the outcome.” But 
even she admitted to experiencing stress over the cost: 
“A lot of anxiousness in hiring comes from the price. Your 
bill can just explode.” She said that having the option of a 
fixed-fee divorce would be “fabulous…. Set prices can be a 
reassurance to people.” 

“I’m going to want an expert. You don’t 
go into a fine restaurant and want some-

one cooking who’s from McDonald’s. 
You can walk into a courtroom, say one 

wrong thing, and the case is done.”
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Let them be involved and 
engage with them online

Millennials stand apart from older legal consumers in 
two major ways: their desire to be involved in their case, 
and their willingness to work with you through online or 
mobile-based platforms. Being a Millennial-friendly attorney 
therefore means being comfortable letting your younger 
clients be part of the process, and letting them do so 
through technology. 

Avvo data reveals that Millennials are significantly more 
likely to want involvement. In a 2015 survey, Avvo asked 

Millennials as well as older legal consumers to imagine 
themselves in a variety of hypothetical legal situations.  
We then asked them to tell us how they’d prefer handling 
each situation on a scale that ranged from “doing it 
completely on your own” to “having a lawyer take care of 
the whole thing.” In almost every case we asked about, 
Millennials were more likely than older generations to fall in 
the middle of that spectrum, wanting a lawyer’s help but also 
wanting to do some of the work themselves. Older groups, 
by contrast, were more likely to want a lawyer to handle the 
whole thing. The only exception was for landlord dispute 
issues, where Millennials’ preferences are more comparable 
to those who are older.



Legal their way: Turning Millennial consumers into new clients

Avvo.com 9

These findings are echoed by Millennials Avvo has spoken 
to. For example, one Millennial from Texas told us that if she 
hired a lawyer, she’d still want to handle half of her case on 
her own. In fact, that’s how she described her relationship 
with her divorce attorney. Her lawyer was, in her words, 
“the captain of the ship,” but she still did a lot of the work 
under her lawyer’s guidance. And she liked that. A 31 
year-old Pennsylvania woman said “I don’t want them [my 
lawyer] to completely take over. I like to feel involved, know 
what’s going on. If my lawyer does something I don’t feel will 
benefit me, I’d like to offer my own ideas or other options, 
and discuss it.” A 26 year-old from Georgia, discussing her 
divorce case, said she wanted to read everything and know 
what was going on. She wouldn’t want an attorney to do it all 
for her. “It’s their job,” she said, “but it’s my life.”

Not only are Millennials more inclined to want involvement 
in their case; they are also more likely to be open to an 
online or virtual legal experience. For example, 49% of 
Millennials have gone online to sign a document, like a 
contract, over the previous twelve months, compared to 
38% of older Americans who’ve done the same.40 Also, 
fewer Millennials care about meeting a lawyer in person 
before hiring them (57% of Millennials say they have to meet 
a lawyer in person first, compared to 72% of those who are 
older). Millennials are more open to communicating with 

lawyers virtually before deciding to hire them. Despite the 
fact that fewer Millennials than older consumers have hired 
a lawyer, the same proportion of both groups have traded 
legal documents online with a lawyer (17% of Millennials, 
13% of older legal consumers), and 16% of each group says 
they’re comfortable with purchasing an online legal service.
Millennials’ openness to handling their legal issues virtually 
or online is reflected in their attitudes about the online expe-
rience generally. Simply put, Millennials are comfortable 
in the ether. One Millennial described the online space as 
his “natural element,” a place where he has “fluency.” More 
Millennials say that they’d prefer doing everything online, 
and they’re more likely to go online to solve most of their 
problems. They’re more likely to shop online, and use Uber 
or AirBnB. They are also less likely to worry about security 
online, and think the benefits of managing one’s life online 
outweighs the risks. One Millennial we interviewed told us 
that all of her divorce documents are stored on an app on 
her phone. Having her parenting plan at her fingertips has 
proven handy when her ex-spouse challenges her on what 
he thinks she can and can’t do. “I just pull up the agreement 
on my app and show him he’s wrong,” she said.
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So what is a lawyer to do?
Given all we know about Millennials and their engagement 
with legal world, how can you – a practicing attorney hoping to 
grow your business – use this information to your advantage? 

Here are some recommendations:

First decide if you want to be an attorney for Millennials.
Unless you work exclusively in estate planning, or are ready 
to retire, Millennials could very well constitute a significant 
part of your business now and into the future. If you handle 
family cases, know that many Millennials are dealing with 
family issues. If you’re a real estate and/or landlord-tenant 
lawyer, recognize that Millennials could be looking for you. 
But your practice area shouldn’t be the only consideration. 
Are you open to engaging with your clients online? Are you 
comfortable representing them virtually? Are you fine offer-
ing flat fees and letting your clients be part of the process? If 
not, then Millennials might not be for you.

In marketing, be authentic in your engagements.
Millennials are on social media, but they’re there because 
they want two-way conversations. Throwing ads at them on 
Facebook could turn them off. Besides, if they want a lawyer, 
they’ll go to the right place (like Avvo) to find one, so save 
your advertising dollars for sites where Millennials want to 
see your ads. Use social media to talk to them. Engage with 
them. Show them that you’re real, and let them see your 
personality. Think about letting them in on the causes you 

care about, the issues that matter to you. Maybe even set 
up a Facebook page for your practice and let your Millennial 
clients connect with you there, so you can offer the types of 
interactions they crave.

Offer fixed fees.
Millennials value lawyers; they’d just rather be thrifty. Some 
are frustrated not knowing whether they’ll end up paying 
$2000 or $4000 for their case. And finally, some simply 
can’t afford a lawyer. So set price boundaries up front. And 
be flexible. Consider telling them what they can handle on 
their own and what you might do at a lower cost than full-
hire. You may not make as much money from each client, 
but if you please this group of legal consumers, the pay-offs 
down the road could be substantial.

Message the fact that you’re a collaborative lawyer.
It’s hard to imagine going through law school just to have a 
client who wants to share the work with you. But Millennials 
aren’t necessarily control freaks. When they think of involve-
ment, they think of participating with you, not necessarily 
calling the shots. So let them know you’re an open book 
and want them to participate. Let them share their ideas. 
Shutting them out will only make them want to fire you.

School yourself in tech solutions.
You don’t have to be a tech genius, or know the very latest 
tips, tools and tricks. But Millennials are used to technology 
making things easy, quick and on-demand. So it might not 
be a bad idea to look into software that can streamline your 
office processes, help you manage your appointments, and 
make your document sharing and signing much easier. Even 
being open to simple tech solutions like texting or Skyping 
will make a good impression. 

Spending a little energy on the Millennial consumer can 
go a long way, especially if you’re confident that you’re the 
type of lawyer who can serve Millennials well. Legal issues 
arise throughout a person’s life. If you have a reputation for 
being Millennial-friendly now, it will pay off over time as your 
Millennial clients age and have more reasons to come to you 
or refer their friends.

Millennials aren’t afraid of “adulting.” They aren’t afraid of 
tackling their legal issues. Be the lawyer that tackles their 
issues with them and you might be their lawyer for life.
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