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Who are Gen Z? Digital Natives. 1Gen.

GENERATION Z2 % R
CONNECTED FROM BIRTH. ~
» - A

Born mid-1990s to 2010.



—
—

I

<




Characteristics

AAlwaysON,d oesndt di st ionlgaand
offline channels, as other generations might;

AResearchers: used to get info in few clicks;
ASmart shoppers: access to product information;
APragmatic: 2008 crisis;

APhone addicted: FOMO, Nomophobia;
AMultitasking: 5 screens, simultaneous activities;
é .



Why do they matter?

A26% of population now:

AThey contribute $44 billion to the U.S. economy and

influence $600 billion in family spending.

ABy 2020, they will represent 40% of consumers in the
United States and will spend $200B annually.

ADifferent habits and behavior = Different Personas:



BORN BETWEEN

1996-later

Gen Zis more likely to

WEBROOM

or browse online
than go in-store

More likely to use + o
mobile devices to * n
+
make purchases ——

Gen Z seeks customization and
crowd sourcing when going
through the buying process

Heavy users of

SNAPCHAT

& Instagram

Gen Z is not drawn to
brands easily, which means
retailers have to do more to
reach them

PURCHASING POWER FORECAST:

PURCHASING POWER FORECAST:

$44B

Gen Z vs Millennials

A Millennials were raised during economic expansion.
Gen Z1 2008 Recession. It defines spending vs
saving habits. Gen Z are savers.

A Favorite site: Amazon vs Youtube;

A Share everything vs Share carefully. Gen Z are wary
o fpermasharingb, concerned aboul
(cyberbullying and online sexism). Finsta.

A Share content vs Create content. 43% of Gen Z
creates content every day.

A Communications: Text vs Images & Video.

A Attention span: 12 sec vs 8 sec.

A Millennials Cohort is too wide (college alumni vs
family guy). GenZennials i 16-24 years old. 40
millions in US.

A Kids 3-11 years may become a separate cohort
because of different patterns (InVision study)



https://www.invisionapp.com/blog/designing-apps-for-generation-z/

Gen Z and Tech



Tech = efficiency & connectivity

Gen Z are early adopters. They prefer and expect connectivity, and get impatient when the world lags
behind.

The ability of technology to help make Gen Z smarter, more capable and more connected is a core part
of how they live their lives.

PERCENTAGE INTERESTED IN PERCENTAGE THAT SAYS ONLINE
A NEW TECHNOLOGY ACCESS IMPACTS THEMA LOT

l.|.l.|.°/0 Virtual reality Tota

\Who you socialize with (other connected people) 50%
o _ ) The kinds of products you purchase L49%

L4195 Artificially intelligent
personal assistants Where you go on vacation 4:8%

How you make purchases L7%

Driverless cars

How you live/will live in the future L%



Tech-driven loyalty

A Brand loyalty = seamless customer experiences .
A Gen Z are more likely than Gen Y to become disloyal to a brand due to poor tech

execution ;
A Gen Z 2x more interested than Gen Y in instant gratification features (1h delivery made

by drones, ability to purchase via chat apps or social media, personalized UX via Al and the
ability to pay using wearables.

Which of the following would most likely make you stop using What future capabilities would keep you most loyal to a brand,

product, or service? (Select all that apply)

a product, service, or brand? (Please select up to three)

M GenY (23-37) M GenZ(16-22) M GenY (23-37) M GenZ (16-22)
23% Same-day delive S7%
Poorly designed mobile features 16"; y Y 56%
. Mobile self-check out and pay 34%
, _ o at physical stores 32%
Slow responding online chat for AW _ o
sales or customer service issues JEFEA 1-hour delivery made by drones

Ability to buy things via chat 0
Poor features/responsiveness 21% appsyor soc?é| megdia ?ﬁfo
on social media 9% Ability to buy and pay on the go
' ' A5 using only my voice 15%,
Qustomer service only available © Ability to buy items using a 8%
via phone or in-person 10% watch or other wearable device BELA




Self-service

AGen Z shows increased proclivity towards adopting self-service and
automated resources.

AGen Z Top 3 customer service channels - text/SMS, online
resources search, call automated system 1 I.e. not speaking with a
customer service. 2x comparing with Gen Y.

AGen Y Top 3 customer service channels 7 Website Chat, Phone call
with service rep, text/sms.

A22% more likely than Gen Y to prefer in app notifications  to receive
offers, incentives and sales notifications.

A23% more likely than Gen Y to prefer interacting via social media to
receive offers, incentives and sales notifications.



Privacy and data security

ADondét want to be tr
phoneds geol ocati on
social media Snapchat, Secret, Whisper.

acked: hey ar
t han el r

t
t h DI

Less than 30% of surveyed

(O\ Gen Zers are willing to share health
and wellness, location, personal life or
payment information.



A 88% use Instagram and Snapchat

A 81% use Facebook
A 66%useTwi tter, and 50% say they f
A Snapchat is most valued for keeping in touch with friends (89%)

A 78% use Snapchat daily

Platforms interaction  NETFLIX YOII%

A 76% use Instagram daily

A 66% use Facebook daily GO g\e

A 71% use Snapchat more than six times per day

A 51% use Snapchat more than 11 times per day ﬁFacebook T information hub

| _ Alwitter i real-time engagement
A 85% of Snapchat users surveyed said they enjoy the Snapchat . ! :
Lenses Anstagram 1 aspirational platform

A50% of Snapchat users surveyed &Tiaﬁ)cha{elllyr@a”i‘f@el di sconnect
from friends if not for Snapchat

A 90% of Snapchat users surveyed said they enjoy the Geo-Filters

A 25% of Snapchat users surveyed said indicated Snapchat is
essential to their relationships

ATop content types o rvey stu were Areal stories
in-the-l i fe, 0 vidheessenieBelinde oo, 6 and

videos. 0



Have u heard about this?

kik- Bgroupme Bitmoji

musical.ly VSCO -




Gen Z and Media



Digital Natives:

A Always connected - 50% of Zs are online 10+ h/day

A Spend 3h/day consuming video, music, social via
smartphone

A Video Consumption sources: 60% OTT, 30%TV.

A OneinfiveGenZersdondot watch TV

A The younger the Gen Z, the more they will consume
content in a more natural, seamless way

A All its reading online, almost never in print;

A Gen Zers use five devices a day: smartphone, TV,
laptop, desktop and tablet.

Social Media Natives:

A SMis not just a broadcasting platform, but a way to
engage their community;

A Influencers are the new stars: production, distribution,
engagement;

A YouTube is a favorite i 72% visits it daily.

A 33 % of all Gen Zers watch lessons online, for
everything from craft and hobby projects to algebra and
geography;

A 13 % check their phone every few seconds;

A 32% collaborate with classmates online

MOST USED DEVICES

(average hours/week)

GENZ

MILLENNIAL g

@ SMARTPHONE 14.8 hrs


http://www.ibtimes.com/marketing-generation-z-millennials-move-aside-brands-shift-focus-under-18-customers-1782220

Social media behavior

01. Generation Mobile

AVERAGE DAILY TIME SPENT ON THE FOLLOWING

Online via... Online via...

Wy 0 |y 0

03:45 04:01 04:01 03:38
Tipping Tipping
Point Point
Music Radio Online TV v
Streaming
00:35 01:1 01:32
00:51 01:17 01:50
-16° -6 -18'
7 L
01:40
01:23

® GenZ
@ Millennials

Figures represent the
percentage-point
difference between
Gen Z and Millennials

Gen Z ahead
.3
, +8
Millennials
ahead



