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By 2020, Generation Z will account for an
astounding 40% of all consumers.

Forbes.com



Millennials have long been a focus of debate for marketers. Their need for immediate gratification

fueled by rapid technological advancement makes them crave the next great product. Extremely

different to Generation X, Millennials have challenged traditional advertising and marketing techniques

with their demanding requirements and o6quick to jud

Gen Zed is coming of age and this new wave of consumer is on the cusp of driving another marketing
revol uti on. They may be avid consumers with digita
trust and respect that they are in control.

They have grown up in a world of limitless information resulting in an acute processing capability and
where socialisation does not necessarily require human contact. Everything is amplified and always
with the possibility of &6going viraloo.

Safety and privacy is their choice. Abuse it and face the consequences.
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GENERATION TIMELINE

Traditionalists/
The Silent
Generation

Born at the start of the
century until the end of
World War Il (now 72+).
Raised by parents of the
Great Depression, they
grew up through wars,

economic crisis and

some times of prosperity .

They are family -oriented
with a strong sense of
trust, responsibility and

law and order.

Baby Boomers
0 B o o ni'aare she
babies born following
the end of World War Il
(today aged 53 -71).
They are considered a
generation who have

Generation X
Gen X 6 ewere born
1963-1980 (now aged
41-52.) They are the first
generation to
experience divorce on a
large scale. They are

‘hadit al 1 0 i ncl udi ng ekpbctakt careerists

education, low housing
costs and job security.
Baby boomers are
considered anti -
government, pioneers of
social change and
desire to make a
difference in the world.

with many changing
careers multiple times.
They seek balance,
independence and are
considered cynical and
suspicious of Baby
Boomers values.

Generation Y/
Millennials

Born between 1981 and
1994 (now 23 -36).
Considered a debt -
pressured generation
where instant
gratification is fueled by
a fast moving digital
world. Job security and
career choices need to
adapt with traditional
roles replaced by game
changing technology.

Generation
Zed

Gen Zed were born
between 1995 -2009
(now 8 -22). They are the
first post internet
generation with
technology integrated
into their every day life.
They are in moving into
careers that did not exist
for previous generations.
They are avid
consumers, self
confident and extremely
tech -savvy.

Gen Alpha

Those born after 2010
(aged up to 7). Trend
predictions for this
generation are that they
will be the most formally

educated generation in
history. This is influenced
by earlier child care,
and start to school and
tertiary education
mandatory for most
careers. Watch this
generation inherit their
wealth late in life.
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O Iwill be hard to get their [Gen Zed] data
as they know how to use their privacy
settings. They are also pretty hostile to

interruptive advertising.

Megan Brownlow, Partner - PwC Australia
May 2017
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FIVE INSIGHTS INTO
THE ZED DNA



A Gen Zed are NOT the oOonew mil

A They are the first of their kind, the first ones to grow
up post -internet, where technology is the norm,
not the O6new nor mo.

A They are more grounded, ambitious and career
focused.

A Relationships, privacy, information sharing  are
done on their terms. It takes significant education
and trust for a Gen Zed to provide personal data.

A Gen Zed has less of a need for a strong digital
footprint unl i ke Gen Y, wher ¢
desired goal.

A Gen Zed are quitting Facebook for more secure
social interaction like Snapchat and Whisper.
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The average Gen Zed has an eight
second attention span

cmo.com
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A Death by a thousand swipes? They are estimated
to have an attention span of eight seconds but
donot be fooled, the eight s
tuned filter to dismiss irrelevant and meaningless
messages.

A Communicating meaningful messages will lose
impact unless they are seamless across screens 0
television, tablets, phone and digital out of home.

A Mobilisation is more critical than ever with a small
window to make an impact before being
processed, flicked or actioned.

A They wont come to you, you need to go to where
they hang out and integrate with their life.
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| t0s not about Faceboo
| t 0s about Snapchat, Sec

adweek .com
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A
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A desire for privacy has driven this generation
away from open, social platforms like Facebook.
They are moving to secret social platforms like
Snapchat, Whisper and Secret where they can
share information without identifying themselves.
The need to control their digital footprint makes it
more difficult communicate with them.

Cut through is also an issue with  Gen Zed laden
with social messaging receiving on average 3000
text messages a month.

They are large social consumers, watching twice
as many mobile videos than any other
demographic and up to 70% watching YouTube
for 2 hours or more per day.
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