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Á Muchlikegenerationsbefore,there isnocommonlyaccepteddefinition.
Å Demographersplaceits beginninganywherefrom the early’90sto the mid-2000s.

Å Marketersandtrend forecasters,however,who tend to slicegenerationsinto bite-sizeunits,often characterizethis group
asa roughly15-yearblocstartingaround1996, makingthem5 to 19yearsold now.

Á Varioussourcesplacethe U.S. (GenZ)populationbetween60 and72 million,or roughly25%of the overall
population.

Á GenZis the mostdiversegenerationto dateandresearchhasshownthat multiracialchildrenarethe fastest
growingyouthgroupin the U.S.

Demographics
Who is Generation Z?
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What will they spend and how?
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Á Mintel finds that Gen Z accountsfor between $43 and $44 billion in direct
spending.

Á PiperJaffraynotesthat teens(not calledGenerationZ)directlycommand$75
billionof discretionaryspending.

Á GenZwill exertastronginfluenceover$200billionworth of sales.

Á Theytend to spendon themselves,with girlsslightlymorecautiousthanboys.



Media Consumption
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Gen Z is connected and conscientious 
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Instagram remains top for teens
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Á GenZhasembracedanonymoussocialmediaplatformslike SecretandWhisper,aswell asSnapchat,where
anyincriminatingimagesdisappearalmostinstantly.

Á Snapchatisnumber3 in PiperJaffray’ssurveyandrisingasapreferredsocialnetworkamongthisgeneration.
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Rise of Netflix
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Teens are spending more time on Netflix and
YouTubeasopposedto traditionalTV; the amount
of time they spendon these websitescombined
equatesto 59%versustraditionalTVat 29%.

Thesetrends are challengingViacom,Discovery,
andScrippsInteractivebusinessmodels.
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Streaming gains on MP3s
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Á Froma musicperspective,broadcastradiocontinuesto cedeshareto digitalstreamingandSpotifyisgaining
on Pandora.
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Teens and tweens use a large percentage of media per day
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Á On any givenday,Americanteenagers(13 to 18) averageabout nine hours(8:56) of entertainmentmedia
use,excludingtime spendat schoolor for homework.

Á Tweens(8 to 12) useanaverageof aboutsixhours’(5:55) worth of entertainmentmediadaily.

Á The most popular media activitiesamongboth age groupsare watchingTV and videos,and listeningto
music.
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Teens and tweens still tune in to TV
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Á Tweensaverage2:26 a daywatchingTVand videos,1:18 a dayplayinggames,and 51 minuteslisteningto
music.

Á WhilewatchingTVandvideos(at 2:38 a dayon average)andgaming(1:21 per day)are still popularamong
teens,listeningto music(1:54per day)andusingsocialmedia(1:11per day)appearto gainimportanceonce
youngpeopleenter the teenageyears, addingto the total amountof time teensspendwith media.
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TVs and smartphones top devices used
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Á Both tweens and teens use a wide variety of
devicesto engagewith the TVshows,videos,music,
games,andsocialmediathat theyuse.

Á Thetelevisionset still occupiesthe largestchunkof
time among8- to 12-year-olds,but amongteensit
now ranks third in terms of media devices,after
smartphonesandcomputers.

Á Amongboth agegroups,mobilenow accountsfor a
large proportion of all screen time—nearly half
amongtweensandnearlytwo-thirdsamongteens.

Á Televisionsets, radios, and print still occupy a
substantialamountof youngpeople’stime.
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Ways to relate to Gen Z in marketing and advertising
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GenerationZwantsto becommunicatedwith visuallyandwith short,bite-sizedcontent. Thisisa generationthat
knowshow to searchand find exactlywhat they want, so when expectationsaren’tmet, don’texpectthem to
hangaroundandgiveyou a secondchance. Theirlimited attention spanmeansbrandscanneverstop working
for their businessand,sincethey don’tlike beingsold to, you’llneedto find waysto deliverrelevant,engaging
andimmediatelybeneficialexperiences.

Á Grabtheir attention- veryquickly

Á Makeyourfront linecontentSnackable

Á Visualizationalwayshelps

Á Rememberyour audiencehas an audience(makingthings
sharable)

Á It is alsoworth thinking about why peoplewould want to
share.

Á Embeddiversity

Á Speedupcommunications(physicallyandculturally)



Marketing

13

Move beyond the mainstream

Trifecta Research 2015 | Privileged and Confidential 

Whenmarketingto GenerationZ,brandsandadvertisersmustrememberthe followingthings:
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Taco Bell Case Study
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TacoBell is viewingGenerationZ as the “newMillennial.”They’vedecidedto lean in to emergingplatforms,
includingPeriscope; buildcampaignsaroundculturalmoments,suchas"promposals"; andcontinueto embrace
foodmashups.

Á TacoBellmadeits Periscopedebut with a live "newscast,"
unveilingits latestbreakfastconcoction-- the biscuittaco--
and announcinga giveawayfor everycustomerin America
on CincodeMayo.

Á Taco Bell is also transporting consumersback to their
childhood with inventions like Cap'n Crunch Delights,a
doughnuthole inspiredby the classiccereal,aswell asads
like "UnboxingKids,"which features a brother-sister duo
who went viralwith their retro fist-pumpinghomevideoof
unwrappingaNintendo64.

Á More than generationsbefore them, who were clad in
preppyattire or matchinguniformsof rebellion,Generation
Z seemsto want to be unique. TacoBell latchedonto that
insight with this year's "BreakfastDefectors" campaign,
designedto promote the brand'snew breakfastmenu by
encouragingconsumersto breakfrom culinaryconventions.
Tropesof rebellionaren't newto marketing,but the paceof
changeis.


