


Who are Gen Z? Digital Natives. iGen.





Characteristics :

ÅAlways ON, doesnôt distinguish between online and 
offline channels, as other generations might;

ÅResearchers: used to get info in few clicks;

ÅSmart shoppers: access to product information;

ÅPragmatic: 2008 crisis;

ÅPhone addicted: FOMO, Nomophobia;

ÅMultitasking: 5 screens, simultaneous activities;

é.



Why do they matter?

Å26% of population now;

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

influence $600 billion in family spending.

ÅBy 2020, they will represent 40% of consumers in the 

United States and will spend $200B annually.

ÅDifferent habits and behavior = Different Personas;



Gen Z vs Millennials
ÅMillennials were raised during economic expansion. 

Gen Z ï2008 Recession.  It defines spending vs 

saving habits. Gen Z are savers.

ÅFavorite site: Amazon vs Youtube;

ÅShare everything vs Share carefully. Gen Z are wary 

of ópermasharingô, concerned about privacy 

(cyberbullying and online sexism). Finsta.

ÅShare content vs Create content. 43% of Gen Z 

creates content every day.

ÅCommunications: Text vs Images & Video. 

ÅAttention span: 12 sec vs 8 sec.

ÅMillennials Cohort is too wide (college alumni vs 

family guy). GenZennialsï16-24 years old. 40 

millions in US. 

ÅKids 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



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. 

Tech = efficiency & connectivity



Tech-driven loyalty

ÅBrand loyalty = seamless customer experiences .

ÅGen Z are more likely than Gen Y to become disloyal to a brand due to poor tech

execution ;

ÅGen 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 AI and the

ability to pay using wearables.



Self -service

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

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

ÅGen Y Top 3 customer service channels ïWebsite Chat, Phone call 
with service rep, text/sms.

Å22% more likely than Gen Y to prefer in app notifications to receive 
offers, incentives and sales notifications.

Å23% more likely than Gen Y to prefer interacting via social media to 
receive offers, incentives and sales notifications.



Privacy and data security

ÅDonôt want to be tracked: they are more concerned about 
phoneôs geolocation than their privacy settings => incognito 
social media Snapchat, Secret, Whisper.  



Platforms interaction
Å88% use Instagram and Snapchat

Å81% use Facebook

Å66% use Twitter, and 50% say they ñuse it oftenò

ÅSnapchat is most valued for keeping in touch with friends (89%)

Å78% use Snapchat daily

Å76% use Instagram daily

Å66% use Facebook daily

Å71% use Snapchat more than six times per day

Å51% use Snapchat more than 11 times per day

Å90% of Snapchat users surveyed said they enjoy the Geo-Filters

Å85% of Snapchat users surveyed said they enjoy the Snapchat 
Lenses

Å50% of Snapchat users surveyed said theyôd feel disconnected 
from friends if not for Snapchat

Å25% of Snapchat users surveyed said indicated Snapchat is 
essential to their relationships

ÅTop content types of surveyed students were ñreal stories or day-
in-the-life,ò videos, ñBehind-the-scenes videos,ò and ñHow-To 
videos.ò

ÅFacebook ïinformation hub

ÅTwitter ïreal -time engagement

ÅInstagram ïaspirational platform

ÅSnapchat ïreal life



Have u heard about this?



Gen Z and Media



Digital Natives: 

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

Å Spend 3h/day consuming video, music, social via 

smartphone

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

Å One in five Gen Zersdonôt watch TV

Å The younger the Gen Z, the more they will consume 

content in a more natural, seamless way

Å All its reading online, almost never in print;

Å Gen Zers use five devices a day: smartphone, TV, 

laptop, desktop and tablet.

Social Media Natives:

Å SM is not just a broadcasting platform, but a way to 

engage their community;

Å Influencers are the new stars: production, distribution, 

engagement;

Å YouTube is a favorite ï72% visits it daily.

Å 33 % of all Gen Zers watch lessons online, for 

everything from craft and hobby projects to algebra and 

geography;

Å 13 % check their phone every few seconds;

Å 32% collaborate with classmates online

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


Gen Z vs Gen Y Media behaviorSocial media behavior


