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Millennials: Imaging Trendsetters for 2016 and Beyond 

ミレニアル世代における「写真、ビデオ、プリント、シェアリング」アクティビティの傾向分析 

完成のご案内  

  

米国におけるミレニアル世代(18-35 才)は、既に、ベビーブー

マーの人口を上回っており着目されています。また、社会/企

業においても重要な役割をしめており、消費におけるトレンド

セッターとなっています。 

インフォトレンズでは、ミレニアル世代が、写真・ビデオ・プリン

ト・シェアリングにどのような傾向をもっているのか、 

当世代をサブセグメントに分類したうえで、分析していきます。 

 

■ 当調査は、以下を目的にしています 

 Underlining attitudes towards photo and video activity 

 The diversity of imaging and printing activity 

 How much millennials rely on, and use, social networks 

 How millennials select products and perceive different brands 

 

■ 調査方法 

Web 調査 - 3000 件 

 Census-balanced for age and gender 

 1,370 Younger Millennials Age 13-23 (including 303 Gen Z Age 13-15) 

 1,630 Older Millennials Age 24-35 

30-day online diary study 

 25 Younger Millennials (Age 18 -23) 

 25 Older Millennials (Age 24-35) 

 

■ ミレニアル世代のサブ区分（Millennial Persona Definitions） 

 Career Women  

 New Homeowners 

 Trendy Teens 

 New Moms 

 Expanding Families 

 Career Men 

 Newlywed/Engaged 

 Single Moms 
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▼目次（章） 

 Millennial Personas 

 Photo Capture and Sharing 

 Video Capture and Sharing 

 Social Networks 

 Photo Prints and Products 

 Home Printing 

 Advertising   

 Purchasing Behavior 

 Product Research and Brand Awareness 

 Market Size 

 Conclusions and Recommendations   

 

 

■ 調査費用（税抜）  

・ $16,995  

・ オプション： オンラインプレゼンテーションなど  

・  

 

株式会社 インフォトレンズ： http://www.infotrends.co.jp/corporate-profile/ 

米国ボストンに本社を置く InfoTrends (Buyers Laboratory, LLC - BLI 社の一部門）の日本法人。デジタルイメージング

市場、ドキュメントソリューション市場に特化した調査活動で高い評価を得ており、市場動向の分析レポートの企画販

売、コンサルティングサービスを行っています。  

（担当： 清水、水村）:  TEL:03-5475-2663  Email: mail@infotrends.co.jp 

 

 

調査レポート（PPT）詳細目次 

 

1. Study Objectives 

2. Methodologies 

3. Table of Contents 

4. Millennial Personas 

5. New Homeowners 

6. Trendy Teens 

7. New Moms 
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8. Expanding Families 

9. Newlywed/Engaged 

10. Single Moms 

11. Persona Comparison: Approach to New Technology 

12. Persona Comparison: Mobile Operating Systems 

13. Photo Capture and Sharing 

14. Millennials as Photographers 

15. Length of Time since Acquiring Newest Digital Camera 

16. Millennials and Their Cameras 

17. Brand of Newest Digital Camera 

18. Spending on Newest Camera 

19. Reasons for Choosing Newest Digital Camera 

20. Accessory Lenses 

21. Devices Used for Taking Photos 

22. Millennials’ Choice of Cameras 

23. Device Used Most Often for Taking Photos  

24. Smartphones vs. Traditional Cameras  

25. Photo Activity 

26. Typical Photo Subjects (Top Responses) 

27. Reasons for Spontaneous Photos (Top Responses) 

28. Photo Sharing Methods 

29. Moods Portrayed in Shared Photos 

30. Photo Sharing Frequency 

31. Reasons for Sharing Photos (Top Responses) 

32. Type of Mobile Apps Used With Photos 

33. Interest in Using Mobile App to Organize Photos and Videos 

34. Interest in Owning Digital Camera/Small-format Instant Photo Printer 

35. Persona Comparison: Type of Photographer 

36. Persona Comparison: Last Camera Purchase Timeframe (Months) 

37. Persona Comparison: Type of Newest Digital Camera 

38. Persona Comparison: Popular Photo Sharing Methods 

39. Video Capture and Sharing 

40. Devices Used to Shoot Video 

41. Frequency of Shooting Digital Video with Various Devices 

42. Types of Video Shot 

43. Video Sharing Methods (Top responses) 

44. Video Sharing Frequency 

45. Reasons for Sharing Video (Top responses) 



 

4 
ver.101 

46. Livestreaming 

47. Use of Social Networks 

48. Popular Social Networks 

49. Social Network Used Most Often 

50. Persona Comparison: Social Networks Used 

51. Time Spent Per Week Using Social Networks (Means) 

52. Photo Prints and Products 

53. Reasons a Photo is Worth Printing 

54. Millennials’ Opinions of Printed Photos 

55. Persona Comparison: Feelings About Printed Photos 

56. Reasons a Photo is Print Worthy by Parenthood Status 

57. Photo Prints in the Home 

58. Incidence of Photo Albums in the Home by Gender, Marital & Parenthood Status 

59. Incidence of Photo Collections in the Home by Gender, Marital & Parenthood Status 

60. Incidence of Scrapbooks in the Home by Gender, Marital & Parenthood Status 

61. Photo Printing Habits of Married Parents Who Have Photo Albums 

62. Agreement with Statements About Printed Photos 

63. Photo Printing Locations 

64. What Millennials do with Printed Photos 

65. Number of Photos Printed Every Three Months (Means) 

66. Reasons for Not Printing More Photos at Home 

67. Percentage of Photo Prints by Online Method (Means) 

68. Percentage of Photo Prints by Delivery Method (Means) 

69. Method of Transferring Photos to Retail System for Printing 

70. Spontaneous Smartphone Photo Printing at Retail Store 

71. Likelihood to Print Photos by Various Methods 

72. Future Purchase of Basic 4” x 6” Photo Prints 

73. Use of Mobile Apps to Edit Photos 

74. Likelihood of Printing Photos That Have Been Edited 

75. Brand Awareness: Online Photo Printing Services 

76. Printing Photos That Are Stored Online 

77. Purchased Printed Photo Products (Ever) 

78. Purchased Printed Photo Products (in the Past Year) 

79. Persona Comparison: Photo Products Purchased 

80. Person for Whom Printed Photo Products Were Purchased 

81. Amount Spent on Printed Photo Products (Means) 

82. Reasons for Ordering Printed Photo Products 

83. Future Purchase of Printed Photo Products 
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84. Home Printing 

85. Type of Printer Used at Home 

86. Home Inkjet Printer Brand 

87. Reasons for Not Using Printer at Home 

88. Reasons for Printing at Home 

89. Length of Time Since Home Printer Purchase 

90. Amount Spent on Home Printer 

91. Home Printing Frequency 

92. Types of Documents Printed at Home 

93. Home Printing and the Cost of Consumables 

94. Type of Ink Cartridge Typically Purchased                  

95. Reaching Millennials Through Advertising 

96. Popular Advertisement Mediums for Millennials 

97. Other Social Media Platforms Cannot Be Ignored 

98. Additional Online Avenues to Consider 

99. Nothing Speaks More to a Millennial than a Good Sale,  Discount, Coupon, or Promotion! 

100. Standing Out Amongst The Online Clutter 

101. Advertisements Successful in Catching Millennials’ Eyes 

102. Photo Industry Advertisement Standouts 

103. Millennials’Purchasing Behavior 

104. Purchase Location for Various Products 

105. Online Shopping Delivery Options 

106. The Impact of Amazon on Millennials 

107. Amazon Prime Membership 

108. Product Researchand Brand Awareness 

109. Sources of Information for Researching Technology Purchase 

110. Reasons to Try New Brand 

111. Brand Awareness: Cameras 

112. Brand Awareness: Smartphones 

113. Brand Awareness: Home Printers 

114. Market Size 

115. High Value Personas 

116. Photo & Video Capture 

117. Photo Prints and Products 

118. Home Printing 

119. Advertising and Purchasing Behavior 

120. Conclusions and Recommendations 


