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Not All Generations Are Created Equal

2

73 Million
U S  P O P U L A T I O N 1

Cultural events that shaped their beliefs 
and behaviors: Post WWII optimism and 
the Vietnam War 3

1 9 4 6  – 1 9 6 4

Baby Boomers

66 Million
U S  P O P U L A T I O N 1

Cultural events that shaped their beliefs 
and behaviors: Feeling lost between two larger 
generations and the rise of personal computing 3

1 9 6 5  – 1 9 8 0  

Generation X

Gen Z holds $44B+ in annual purchasing power and 
also influences the majority of household purchases. 2

As group members continue to move into their early 
careers, this will only continue to increase. 

We’ve gathered important data and actionable 

insights to reach this next generation of consumers.

86 Million
U S  P O P U L A T I O N 1

2 Billion+
P E O P L E  W O R L D W I D E 2

1 9 8 1  – 1 9 9 6

Millennials

72 Million
U S  P O P U L A T I O N 1

Cultural events that shaped their beliefs 
and behaviors: Came of age during Internet/social 
media explosion and September 11th 3

Generation Z
B O R N  I N  1 9 9 7 – 2 0 1 2

Cultural events that shaped their beliefs 
and behaviors: Digital natives and the 
financial crisis of 2008 3

Understanding what makes Gen Z different can help marketers reach this emerging 
audience as the group enters adulthood and grows its influence and purchase power.
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Gaming

Gen Z represents those currently ages 7 to 
22. As a subset of that, approximately 8 in 
10 teens own a smartphone and about 9 in 
10 consider themselves “gamers.” 6

Truly Mobile Generation

With plenty of devices at their disposal, 
Gen Z prefers mobile at 78%, followed by 
laptop devices at 69%.

Each new generation has out-paced its 
predecessors in digital media consumption. 
Gen Z continues the trend, with the 
majority of their time spent on apps and 
web-based mobile experiences.4

3

Mobile or Bust

Social Media Preferences

Snapchat is the most popular platform, 
followed closely by YouTube and 
Instagram. Facebook comes in fourth.5

1   Snapchat

2  YouTube

3    Instagram

4 Facebook

D I G I T A L  C O N S U M P T I O N

Even at a young age, Gen Z has already proven it’s truly a “mobile 
first” generation. Leveraging mobile will be the first point of contact 
for brands to connect with this audience, as well as continuing to 
engage and build meaningful relationships.
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89%
Of Gen Z consumers 
are very price conscious 8

62%
Prefer to spend money 
on experiences versus 
material items 8

The Price Is Right

4

Brand-free World Food Over Fashion

81%
Are willing to switch from 
their favorite brands if they 
find a similar product at a 
higher quality 9

72%
Will switch to a new brand 
if they find a similar product 
at a lower price 9

24%
Of teen spending is on food 
versus 19% on fashion; Gen Z has 
shifted this spend as Millennials 
place more importance on 
apparel than food 10

S H O P P I N G  P R E F E R E N C E S

Gen Z Balances 
Digital & Physical
Although this generation has only known a digital world and is the 
most adept at navigating it, they are showing signs that they place 
equal attention on exploring products within a more “traditional” 
brick and mortar experience.

84%
Prefer brick and mortar 
stores when buying health 
and personal care products 7

77%
Prefer physical stores 
when shopping for 
apparel and footwear7

Brick & Mortar FTW The Price is Right
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VS.
Gen Z describes Google as fun 
and functional; Millennials describe 
Google as serious and functional 12

5

Cause & Effect Variety is the Spice of Life

Brands that offer variety, choice, 
and unique offerings rank among 
the top with Gen Z 12

66%
Of young consumers say 
that a brand’s association 
with a social cause or platform 
positively impacts their overall 
impression of the brand 14

58%
Say this association with a 
social cause or platform will 
impact their likelihood of 
purchasing that brand 14

B E H A V I O R A L  I N S I G H T S

Fun Times Ahead
Contrary to how Millennials view their world, Gen Z tends to see things 
through the lens of what’s fun, playful, and cool. Although this could be a 
product of age, it’s also a result of this generation’s birth into a digital 
world and having everything available on demand.

Make It Fun!

62%
Gen Z finds themselves 
attracted to brands they 
view as ‘fun or cool’ 11

63%
Would rather see a real 
person in an advertisement 
than a celebrity 13

Credibility Through Authenticity

67%
Agree that ‘being true 
to their values and beliefs 
makes a person cool’12
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How to Leverage Gen Z Insights

Connect with Gen Z 
on YouTube and 

Instagram

Engage Gen Z Through 
Augmented Reality 

(AR)

Generate Ongoing 
Engagement 

with Competitive 
Gaming

Try Your Hand with 
Web-based 
Gamification

Get Gen Z to Interact 
with Your Brand 

At-Shelf

Make Your Brand the 
Key to Unlock Cool 

Experiences
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Brand Tactics for Each 
Stage of the Purchase Cycle

7

Definition: Modernized storytelling enables 
consumers to experience a company’s brand
narrative. Some people refer to this as a brand’s 
DNA versus what they do or sell.15

Opportunity: Gen Z has forced marketers to evolve 
the way they tell their brand story. This evolution has 
shifted from a one-way communication of a brand 
to consumer to a conversation between brands and 
their consumers. Using Gen Z’s propensity for mobile 
technology, we can facilitate those conversations in 
meaningful ways to build a deeper relationship with 
brands in the pre-purchase stage.

PRE-PURCHASE: STORYLIVING

PURCHASE: PHYGITAL 

POST-PURCHASE: GAMIFICATION

Definition: When the physical and digital worlds 
collide to bridge the gap between offline users and 
online consumers.

Opportunity: Knowing that this generation prefers to 
research products online and shop brick and mortar, 
this presents an opportunity to reach them at that 
moment of truth at-shelf to encourage purchase and 
build brand affinity.

Definition: Games use individual, physiological, and 
social motivators that encourage repeat action and 
specific behaviors.

Opportunity: We can use gamified experiences to 
create fun, bite-size engagements that leverage 
Gen Z’s desire to interact with brands they consider 
fun. Doing this allows the opportunity to continue the 
conversation beyond purchase and to stay top-of-mind 
among known consumers
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YouTube and 
Instagram 

Augmented 
Reality (AR) 

Brand Tactics

8

Connect with Gen Z on 
YouTube and Instagram 
Immersive VR experiences aren’t the 
only way to engage consumers in your 
brand DNA through Storyliving. Activate 
your brand’s influencers through a referral 
program or by incenting them to share 
testimonials. Vocal brand advocates can 
tell your brand story and build credibility 
and authenticity among Gen Z. Platforms 
like YouTube and Instagram will reach 
this audience where they already learn 
about brands. 

Engage Gen Z Through 
Augmented Reality (AR)
Explore AR experiences both in app and on 
web, as well as with partners like Snapchat, 
to align with preferred Gen Z platforms. 
Being present in a relevant social platform 
in an authentic way could make a huge 
impact with Gen Z. Using web-based AR to 
reach the audience to allow consumers to 
experience your brand’s personality is a great 
way to create the fun and cool experiences 
this generation gravitates toward. 

PRE-PURCHASE: STORYLIVING
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In-Market Example

9

PRE-PURCHASE: STORYLIVING

W H A T

Allow consumers to see for themselves
Toms is known for philanthropy and its “One 
to One” promise: for each pair of shoes sold, 
Toms donates a pair. In addition to robust web 
content detailing its corporate causes, the brand 
decided to take it one step further and immerse 
consumers in the experience of a Toms Giving 
Trip to Peru. 

H O W  

Take them on the trip virtually
Providing the consumer with a 360 view 
of the experience through VR allows consumers 
to have control over how they view the content. 
This approach makes consumers feel like they 
are along for the ride as the team interacts with 
school children, fits them for their new shoes, and 
learns more about life in Peru along the journey.

W H Y

Humanize the brand
Gen Z demands authentic and unique 
experiences. By creating a conversation, 
we can humanize the brand, enhancing 
trust and fostering a more meaningful 
relationship. This builds a foundation for 
future conversations and brand love.
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Key to Cool 
Experiences

Brand Tactics

10

PURCHASE: PHYGITAL 

Get Gen Z to Interact with 
Your Brand At-Shelf
Create an interactive experience with a 
short quiz at-shelf for consumers to learn 
more about products and receive product 
recommendations, product offers, or 
chances to win. This grabs the attention of 
consumers while shopping, motivates them 
to interact with your product, and generates 
share-worthy content. Additionally, these 
types of efforts can garner acquisition into 
CRM database for future conversations.

Make Your Brand the Key to 
Unlock Cool Experiences
Research shows that Gen Z prefers to 
shop in-store versus online. This presents 
the brand with a unique opportunity to 
engage Gen Z at-shelf or at home with 
product packaging. Web-based image 
recognition can be a great way to trigger 
an experience through scanning product 
packaging. Add social and influencer 
content into the experience to help tip 
the scales for the audience.

At-Shelf
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In-Market Example
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W H A T

Place the consumer at the center of 
the campaign to interact with product
Who doesn’t want to play with their food? 
Doritos invited people to set (or break) any 
of 50 branded world records, such as building 
the tallest house of cards with Doritos and 
throwing a chip the longest distance into 
somebody’s mouth. 

H O W  

Create a challenge that combines 
their favorite platforms and products
Combining the digital and physical worlds to 
generate unique and fun content appeals to 
Gen Z. By competing in a fun and unique 
contest and having the chance to win by 
filming the videos and sharing them on social,
the would-be record-breakers are making 
the campaign phygital for Doritos.

W H Y

Engage consumers on their terms
Making the consumer the hero (instead 
of the product) is key to relevance and 
authenticity. Making it fun and share-worthy, 
even better! Knowing that Gen Z uses social 
media for entertainment and information, Doritos 
found a way to use the digital world to drive to 
the physical world by way of in-store purchase. 

PURCHASE: PHYGITAL 
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Competitive 
Gaming

Gamification

12

Brand Tactics
POST-PURCHASE: GAMIFICATION

Try Your Hand with 
Web-based Gamification
You don’t need to run out and create 
an app to accomplish the same outcome. 
Remember that Gen Z is very choosy about 
the apps they download. Instead, consider 
starting with web-based games that keep the 
consumer engaged even after the purchase 
has been made. For instance, provide a 
personality test that recommends additional 
products or an advergame that highlights 
your product’s features.

Generate Ongoing Engagement 
with Competitive Gaming
Understanding the psychology of games 
in relation to this audience, consider an 
experience that incorporates a leaderboard 
or status. This fuels the desire to achieve. 
Whether for bragging rights or prizing, it 
matters to this audience and will maintain 
engagement over longer periods of time. 
Create a bracket challenge or daily gamified 
experience anchored in cultural interests 
like sports, movies, or pop culture.
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W H A T

Create a platform that captures the 
attention of a younger audience
PINK Nation merges an ecommerce experience 
with fun games, content, and contests to capture 
the consumer’s attention beyond the purchase.    

H O W  

Leverage the fact that humans are 
wired to play by using game theory
Users get an initial offer just for downloading 
the app. Engaging with the app, they can play 
short games where they find items for a chance 
to win prizes, download stickers to use in other 
mobile apps, and create unique looks with 
merchandise. By releasing new bite-size 
engagements via gamified experiences, PINK 
Nation is able to keep members engaged.

W H Y

Garner engagement at all points 
along the purchase cycle
Retailers and brands are constantly fighting 
for consumer attention and wallet. Knowing 
that Gen Z prefers to engage with brands 
they perceive as “fun,” gamified experiences 
with relevant rewards are a great way to grab 
attention and maintain engagement throughout 
the purchase cycle, regardless of the length. 

In-Market Example
POST-PURCHASE: GAMIFICATION

Victoria’s Secret 
PINK Nation
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Bringing This to Life for Your Brand

14

Connect with Gen Z on 
YouTube and Instagram

Engage Gen Z Through 
Augmented Reality (AR)

Generate Ongoing Engagement 
with Competitive Gaming

Try Your Hand with 
Web-based Gamification

Get Gen Z to Interact 
with Your Brand At-Shelf

Make Your Brand the Key 
to Unlock Cool Experiences

Gen Z relies on platforms like Instagram and YouTube for their information. 
Brands that are able to share their brand DNA authentically will go further in 
capturing their attention. 

This truly digital generation wants to be immersed in a brand experience and 
have fun doing it. Augmented reality can break through the digital noise and 
set your brand apart. 

Gen Z wants to experience and interact with brands at brick and mortar. 
Brands can stand out among the competition at-shelf by providing consumers 
with digital touchpoints in-store. 

Whether at-shelf or post purchase, your product packaging is your brand’s 
greatest asset to trigger interaction. Gen Z’s expectations for cool and fun 
experiences can be met by employing technology like image recognition to 
unlock brand content.  

Pique Gen Z’s interest though various gamification principles with unique, 
bite-sized games like trivia or personality tests. This approach can deliver 
ongoing digital interaction which is key to maintaining loyalty. 

For this generation, gaming has always been a big part of their lives. Tap 
into this innate behavior to generate engagement in between purchases 
through games that feature leaderboards or status.
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Ready to chat?
Schedule a brainstorm session.

Catherine.wetherbee@helloworld.com
248.543.7929

15
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