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Gen Z is entering the workforce and consumer market in
droves every year. They are, quite literally, the future.
Marketers need to understand how these teens and young
adults think, as it is clear they will write their own story.

The world has 1.9 billion people age 10-24 today,
representing 23% of the global population. The share is 17%
in developed regions and 25% in developing regions.

% distribution of global population by generation
This preview report looks at several dimensions of Gen Z at

the global and regional level to uncover their values, Gen Z (10-24)

attitudes, and lifestyles as they embark on their journey of 23.5
life.

Interested in the full Gen Z report? Contact GfK today.

Millennial
(25-44)
28.6
NOTE: Definitions vary slightly, but the consensus is that Gen Z is the cohort
born between the late 1990s and early 2010s. GfK Consumer Life defines Gen Boom+ (60+
Z as people born 1998-2012, currently age 11-25. Most data in this report 14.0

cover those age 15-24 in the GfK Consumer Life Global 2022 study.

Gen X (45-59)
16.9

World Population Prospects - Population Division - United Nations © GfK 4
GfK Consumer Life | Global Gen Z | February 2023



https://population.un.org/wpp/
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Young people are wary of their future 2E

EARS

Diverging from Millennials’ positive outlook T

% who are optimistic about the future of the economy

“To dissect the psyche of Gen Z, we must consider
the economy that has molded them; the 2008
recession and the COVID pandemic. These two big

shocks have cultivated a general sense of pessimism,
as most Gen Zers are mentally preparing for a lifelong
state of financial uncertainty.”

I == =B

Total Global  North America Western Europe Developed Asia Latin America Developing Asia

mGenZ ® Millennials

For complete data sets, access the full report.

Gen Z in developing markets like Mexico, India, Indonesia, and China are
more optimistic than their peers elsewhere about their financial futures

GfK Consumer Life Global 2022, A11, A12 (global = 18 countries); https://www.economist.com/business/2023/01/16/how-the-young-spend-their-money © GfK 5
GfK Consumer Life | Global Gen Z | February 2023



https://www.economist.com/business/2023/01/16/how-the-young-spend-their-money
https://www.gfk.com/contact

Ambition through a lens of fulfillment 2E

EARS

Look to Gen Z's other differentiating values to understand what makes them unique oS rE

Young people are finding different avenues for “success,” as their underlying motivations are distinct from other
generations. It seems that their ambition manifests in seeking fulfillment and creative outlets, a pattern that is consistent

across regions. With an abundance of tech and media tools at their fingertips, Gen Z can find sources of inspiration
literally anywhere.

I Values that Gen Z ranks higher than average

#17: Fulfilling work #20: Creativity
+5 ranks from total pop, +4 from +10 ranks from total pop, +5 from +7 ranks from total pop, +8 from
Millennials Millennials Millennials

GfK Consumer Life Global 2022, C1 (global = 18 countries): rankings based on 57 values

© GfK
GfK Consumer Life | Global Gen Z | February 2023



Less value placed on interpersonal relationships 2E

EARS

Has this de-emphasis contributed to a stronger sense of loneliness? oS

Interpersonal values rank lowest for Gen Z

Stable Personal Relationships

ranks #18 for Gen Z
-8 ranks from total global

18 ranks since 2019 o A quarter of Gen Z reports feeling

L'. lonely in past month
+7 points from total global
35% in Indonesia
How does Gen Z rank across a variety of 33% for medium-low income

personal values? 31% in India and among college graduates
for the full report.

In the media: From RELEVANT

Gen Z is the “Loneliest” Generation

GfK Consumer Life Global 2022, C1, *Millennials in 2008 (age 15-25), comparing 50 personal values asked consistently in 2008 and 2022,

https://relevantmagazine.com/life5/gen-z-is-the-loneliest-generation/,

© GfK 7
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https://relevantmagazine.com/life5/gen-z-is-the-loneliest-generation/
https://www.gfk.com/contact
https://relevantmagazine.com/life5/gen-z-is-the-loneliest-generation/

EARS

Gen Z has a lot of expectations from the workplace 25

And they are willing to put in the work to make things happen oS

Gen Z expects many things from their work environments. They

expect transparency. They expect diversity to be embraced. They Perhaps the defining characteristic of Gen Z
expect mental health to be addressed. But they understand that they is that, instead of wanting to revolutionize
need to make an effort, too. Gen Z is comfortable with the idea of change
through structure. The millennial generation
Rank of Perseverance among 57 personal A from total was like 'Let's blow up all the institutions and
values Gen Z rank Rop start from scratch.’ Gen Z takes a more
North America #11 +2 ranks pragmatic approach.”
Latin America 4 +3 Tracy Francis, CMO, McKinsey
Western Europe 19 +1 . )
_ Gen Zers are builders. If employers fail to
Developed Asia 23 4 provide them with the workplace they desire,
Developing Asia 14 +6 they will respond the same way as every

other generation of workers, not just Gen

. o ) Zers. They will quit.”
| try to maintain the right balance between work and Laura Barker, career coach

leisure” ranks #5 among 43 attitudes for Gen Z, on par with the
global average

GfK Consumer Life Global 2022, C1, E1/J1/M1 (global = 18 countries)
Gen Z is taking long breaks from their careers and getting away with it | Business Insider India © GfK 8
GfK Consumer Life | Global Gen Z | February 2023


https://www.gobankingrates.com/money/jobs/what-does-ideal-workplace-look-like-for-gen-z/?utm_term=incontent_link_9&utm_campaign=1201797&utm_source=msn.com&utm_content=12&utm_medium=rss
https://www.businessinsider.com/gen-z-transforming-the-workplace-key-ways-mckinsey-execs-2023-1
https://www.businessinsider.in/policy/economy/news/having-a-big-rsum-gap-is-supposed-to-hurt-your-career-and-tank-your-future-salary-gen-z-is-proving-otherwise-/articleshow/96714283.cms

EARS

This generation also has a lot to offer 2E ‘ GFK

GLOBAL

And companies are taking notice SRS

Gen Z workers have much to learn, but they also have many skills to
bring to the workplace. One that is unique to them is their fluency How Gen Z social media managers
with social media. They have been using it all their lives and are became the new CMOs

confident about their skills in this area. Suddenly, 24-year-olds are finding

themselves in charge of brand development

% distribution by self-reported social media skills . .
’ for major corporations. What could go

B Advanced MIntermediate = Beginner Wrong? Maybe nothing.
[Gen Z] are digital natives. They can
Gen X _ deliver a creative concept from A to Z.
They are the future of creative agencies

Renee van den Oetelaar, head of Boomerang
FT, an agency part of Publicis Groupe

Salesforce Launches Global Digital Skills Index: In-Depth Insights from 23,000 Workers - Salesforce News
Digital Skills Index | Tableau Public; Uprising: The Next Gen of Media with Renee Van Den Oetelaar | LBBOnline © GfK 9
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https://www.fastcompany.com/90827081/gen-z-social-media-managers-tiktok-taco-bell-duolingo-dunkin
https://www.salesforce.com/news/stories/salesforce-digital-skills-index-details-major-gaps-across-19-countries/
https://public.tableau.com/app/profile/salesforceresearch/viz/DigitalSkillsIndex/CountryDB
https://www.lbbonline.com/news/uprising-the-next-gen-of-media-with-renee-van-den-oetelaar

Gen Z has huge consumer potential 2E
It is not too soon for marketers to be ready SRS

Gen Z is not yet in full consumption mode. Their financial % who shopped for” in past 6 months
situation will dictate when they make certain acquisitions like
cars and homes, as will the life choices they make about things
like having families.

B Gen Z = Millennial m Gen X B Boomer

Clothing  Packaged food Skin care Smartphone

In the meantime, they make many purchases on a regular basis
and express an intent to make larger ones nearly on par with
Millennials.

The youngest generation's economic power is the fastest-growing around the
world. Gen Z's — or "zillennials™ — income is set to grow 400% over the next
decade to $33 trillion, according to Bank of America. The cohort — made up of
those born after 1996 — will hold more than a quarter of global income by 2030
and surpass Millennials' spending power the year after.

HOW TO WIN WITH Cen 7 ) . . f
./ é ' en Z Is a game-changing ger.1erat|on o What does Gen Z plan o purchase
| | “ﬁ 34 ‘ shoppers that brands and retailers need besCan ZpEn B
o] N to build a connection with.” oxt 12 monihs?
e = UV U 4L, . e . , '
IN GROCERY Adam Leyland, editor-in-chief, The Grocer

GfK Consumer Life Global 2021, FBO1 (global = 18 countries); *shopping includes research, browsing and may or may not include a purchase; GfK Green Gauge Plus 2022 study, SS26 (global = 10 countries); **net of refrigerator,
washer/dryer, dishwasher

Gen Z's Rising Economic Power Will Shift Investing Landscape for Good: BofA (businessinsider.com) The Grocer Conference 2023 - Home Page (thegrocer-conferences.co.uk)

GfK Consumer Life | Global Gen Z | February 2023
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https://www.thegrocer.co.uk/events/gen-z-marketing-conference-programme-unveiled-by-the-grocer/675437.article
https://thegrocer-conferences.co.uk/live/en/page/home
https://markets.businessinsider.com/news/stocks/gen-z-economic-impact-outlook-spending-permanently-change-investing-bofa-2020-11-1029822486
https://www.gfk.com/contact

Key Takeaways: Gen Z is shouldering a lot of hefty expectations 25

Yet they offer promise that they can handle it

EARS

GLOBAL
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Gen Z expects a lot from themselves and from others. They have aspirations and dreams, but they are also realists.
They are young and want to have fun, yet they know how complicated the world is and that they need to navigate
it wisely to avoid pitfalls.

"They are constantly learning and engaging all the time with
information but in a very different way than previous
generations. They are living in an era of information overload
and their skill really is being able to filter what's good
information and what to ignore.”
Claire Madden, Gen Z expert at Australian research company
McCrindle

In order for brands to remain relevant in the years to
come they will need to learn how to build
relationships with Gen Zs through communities on a
one-on-one level, instead of the “voice from beyond”
approach of old.

Gen Z: Child of our times - Lifestyle News - NZ Herald  It's that time again when we discuss the biggest consumer trends impacting SA's Gen Zs for 2023 (msn.com) © GfK 11
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https://www.nzherald.co.nz/lifestyle/gen-z-child-of-our-times/RNYDXXYPH2MV5PPQUABWMDLNXU/
https://www.msn.com/en-za/news/other/it-s-that-time-again-when-we-discuss-the-biggest-consumer-trends-impacting-sa-s-gen-zs-for-2023/ar-AA16Fsrw
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Millennials: Growing past stereotypes

Millennials are a huge generation entering their
prime earning and spending years. They have many
new experiences ahead of them, however, each of
which will mean additional prospects for marketing
to them.

This preview report looks at several dimensions of
Millennials at the global and regional level to
uncover their values, attitudes, and lifestyles as they
embark on their journey of life.

Interested in the full Millennial report? Contact GfK today.

NOTE: Definitions vary slightly, but GfK Consumer Life defines
Millennials as people born 1980-97, currently age 26-43. Most
data in this report cover those age 25-42 in the GfK Consumer
Life Global 2022 studly.

World Population Prospects - Population Division - United Nations
GfK Consumer Life | Global Millennials | March 2023

25 | [&
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The world has 2.3 billion people age 25-44 today,
representing 29% of the global population.
They comprise 38% of the population age 15+.

Millennial
(25-44)
28.6

% distribution of
global population by
generation

Gen Z (10-24) [ [\

Boom+ (60+)

Alpha (<10) =

16.9

© GfK 13
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Millennials value hard work and persistence as much as anyone does 25

They are ahead of others on getting ahead

Millennials value Working hard at an average level,
although the magnitude varies by region.

The same is generally true for Perseverance, which
ranks even higher than average for Millennials in
North America. Millennials also place a higher-than-
average value on Ambition in most regions,
although this tends to be a lower priority overall.

Access the full report for complete regional data
across consumer values.

GfK Consumer Life Global 2022, C1
GfK Consumer Life | Global Millennials | March 2023
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WORKING HARD:
lways giving my best effort

>

@9@

Millennials

Total pop

Rankings out of 57 values @

Developing North Latin America Developed Western
Asia America Asia Europe

© GfK
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What do Millennial workers want?
To be heard and respected. Money is good, too

Paying all employees fairly ranks # 1 as a corporate

responsibility for Millennials in developed countries*
(from a list of 18 items)

O also #1 for Gen Z
O #2 for Gen X
O #3 for Boom

“Rather than seeing Millennials as the common
stereotype—that they are a careless generation,
employers should invest in the development of
these young workers to reap the benefits of
their efforts. Millennials in Mexico will work
hard, just not for a meaningless job.”

GLOBAL
CONSUMER LIFE

Millennials and Gen Zs Call for Social Interaction, Travel
Perks, Flexible Working Hours and Purpose-Driven Work
across Europe, Middle East & Africa

(12-country Hilton survey)

According to a recent global study by
Deloitte, work-life balance and development
opportunities are Millennials’ top priorities
when choosing an employer. Yet the biggest
reason why they leave is pay.

GfK Green Gauge Plus 2022 study, SS19 (global = 10 countries); *Australia, France, Germany, Italy, Japan, UK, USA

Millennials in Mexico: What They Want in the Workplace - SanDiegoRed.com
GfK Consumer Life | Global Millennials | March 2023

© GfK 15


https://www.sandiegored.com/en/news/163479/Millennials-in-Mexico-What-They-Want-in-the-Workplace
https://www2.deloitte.com/cbc/en/pages/about-deloitte/articles/genzmillennialsurvey.html
https://stories.hilton.com/emea/releases/future-workplace-millennials-gen-z

Millennials employ a host of thrifty shopping strategies

Parents in particular see the value of buying used rather than new

25

—— GLOBAL
CONSUMER LIFE

Millennials value Thrift as much as anyone else does. It is most important in Developed Asia and Latin America,
where it ranks #13 and #18, respectively, out of 57 values. It is least important to Millennials in North America,
which is also the only region where it ranks lower than average (#30, -7 from total North America).

Millennials also exhibit thrift in their shopping behavior, often at a higher-than-average rate.

% of global consumers who did in past year

Postponed purchase Switched from name  Bought something
until sale brands second-hand

H Total ® Millennials

GfK Consumer Life Global 2022, C1, B38 (global = 18 countries)
GfK Consumer Life | Global Millennials | March 2023

% of Millennials who bought something second-hand in the past year

North America Latin America  Western Developed  Developing

Europe

m With children <20

Asia

= Without children <20

Asia

© GfK
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Millennials are a very big market
With a lot of money

m Estimates of the global Millennial market are elusive, but their
aggregate income is projected around the $15 trillion mark this
year, on par with that of Gen X and poised to surpass it over the

next decade.

m Even with average incomes, Millennials’ sheer numbers guarantee
that they will continue to comprise a large share of buying power
worldwide. And there is every reason to expect that their incomes
will exceed the norm as they get older and advance in their

careers.

% with medium-high/high household income*, 2022

GLOBAL
CONSUMER LIFE

Global annual aggregate income in trillions of USD

25
20
15

10 —

T

2020 2025 2030 2035
Total = 44% . ,
—— Baby BOOMErs es——Gen X Millennials — ee—Gen Next
GenZ Millennial Gen X Boom
How to harness the spending power of millennials: Move beyond the US (brookings.edu); GfFK Consumer Life Global 2022, P18 (global = 18 countries); *income quartiles © GfK

GfK Consumer Life | Global Millennials | March 2023
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https://www.brookings.edu/blog/future-development/2018/04/30/how-to-harness-the-spending-power-of-millennials-move-beyond-the-us/

Millennials are tech leaders in some areas
Especially when it comes to transactions and health

Millennials use most tech devices at average rates. What sets them
apart is how they use technology.

Specifically, they are ahead of other generations in using tech for
financial and wellness tasks. Parents are sometimes responsible for this
lead, but sometimes Millennials without kids are also above average.

% who did in past 12 months Total  Millennial
Used an electronic wallet on mobile phone 53% 56%
Made online purchase using Buy Now, Pay 26 31

Later (BNPL) service or app
Bought/sold cryptocurrency 12 15

GLOBAL
CONSUMER LIFE

Millennial men and women have similar tech attitudes
and behavior, with the exception of gaming (see next
page) and some apps.

% of Millennials who used apps in past 30 days

Shopping  Video streaming Sports Cooking

E Men = Women

Access the full report for additional trends on
Millennial tech habits.

GfK Consumer Life Global 2022, L20, O4, O7a, TD_21 (global = 18 countries)
GfK Consumer Life | Global Millennials | March 2023
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So are Millennials entitled industry killers?
No. They are busy and hard-working people who are transforming businesses

GLOBAL

CONSUMER LIFE

Over the past year or so, headlines about Millennials have become markedly more sympathetic, recognizing that this generation
faced many challenges in its early working years that continue to affect them. There is also growing recognition that what some
view as entitlement can be looked at through a different and more positive lens as a form of empowerment. Although the

Millennial industry killer has largely become a humorous meme, it still pops up occasionally. The difference is that it is now
usually pitched as a positive rather than negative trait.

Millennials in the headlines

“Millennials are often misunderstood as an entitled generation.... the
L] . ‘ L ]
Millennials Are Not an *Entitled correct interpretation would be that millennials know their worth. They
GGeneration’ also know that their work isn’t the only thing that defines them.”

Business News Daily, Feb 21, 2023

Actually, Millennials are less entitled

Some Millennials have even turned

. . . L. the jokes about them into thriving
Poor, busy millennials are doing the midlife businesses. Evan Nevels of

crisis differently Wisconsin, USA, launched an
avocado-toast food truck in 2021 and
is adding a second one in 2023.

The truth about ‘entitled millennials’ Vocado offers a variety of fresh and

customizable gourmet options.

Actually, Millennials are less entitled | CNN Business; Millennials Are Not an ‘Entitled Generation’ - The Washington Post; The truth about ‘entitled millennials’ | Financial Times (columbia.edu); Poor, busy

millennials are doing the midlife crisis differently (moneycontrol.com); Can End-of-Life Start-ups Change the American Way of Death? (curbed.com); Avocados are here to stay, says creator of a thriving
avocado toast food truck (yahoo.com)

GfK Consumer Life | Global Millennials | March 2023

© GfK 19


https://www.cnn.com/2022/08/03/business/nightcap-gig-economy/index.html
https://www.washingtonpost.com/business/energy/millennials-are-not-an-entitled-generation/2022/03/30/f8d53bd0-b04a-11ec-9dbd-0d4609d44c1c_story.html
https://www-ft-com.ezproxy.cul.columbia.edu/content/0e63a919-0d8b-4aa4-9ec4-00b852e4e043
https://www.moneycontrol.com/news/world/poor-busy-millennials-are-doing-the-midlife-crisis-differently-10093481.html
https://www.curbed.com/2022/05/can-end-of-life-start-ups-change-american-death.html
https://news.yahoo.com/avocados-stay-says-creator-thriving-120049655.html
https://www.vocadomke.com/#/

Thank you for reading:

A fresh look at Gen Z
and Millennials

This presentation provided a
N . preview of the complete reports
) that cover generations.

To learn more about the complete

, : reports, contact GfK today.
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2023 GfK Consumer Life Global study at a glance

Sample = Between 1,000 and 2,000 per market
2 6 All Regions: Asia-Pacific, Africa,

The 18 markets highlighted Argentina Chile* Germany Mexico South Korea North America, South America,
in gold represent a Australia China India Netherlands Spain Western Europe and
consistent core country set Belgium  Colombia* Indonesia Peru* Switzerland M a rkEtS Central/Eastern Europe
available for trending; 3 in Brazil Ecuador* Italy Russia Thailand*

blue are additional Canada France Japan South Africa UK

syndicated markets USA

= ‘-\-.‘-.*" S

’—";‘"\ >3 il

I SO0 .

,‘fo Online

Panel blend of 4-6 online and
mobile providers for each market

Celebrating its 25th anniversary,
ZERS GfK Consumer Life Global is the most
comprehensive and longest-standing
GLOBAL .
CONSUMERLIFE  consumer trend study in the world.

. To learn more about GfK Consumer Life,
Fieldwork: February-May 2022 _

© GfK 21

*5 countries in teal are
additional markets that are
not part of the syndicated
dataset, but are available for
purchase
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