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= Demographics Qrifecta

Who is Generation Z?

A Muchlike generationsefore,there isno commonlyaccepteddefinition.
A Demographerglaceits beginninganywherefrom the early’90s to the mid-2000s.

A Marketersandtrend forecastershoweverwho tend to slicegenerationsnto bite-sizeunits, often characterizehis group
asaroughlyl5-yearblocstartingaround1996 makingthem 5 to 19 yearsold now.

A Varioussourcesplacethe U.S (GenZ) populationbetween60 and 72 million, or roughly25% of the overall
population

A Genzisthe mostdiversegenerationto date andresearchhasshownthat multiracialchildrenare the fastest
growingyouthgroupin the U.S
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What will they spend and how?

-

A Mintel finds that Gen Z accountsfor between $43 and $44 billion in direct Spending Mix By Category’
spending -
A PiperJaffraynotesthat teens(not calledGenerationZ) directly command$75 w &
billion of discretionaryspending Food Clohing
A GenZwill exerta stronginfluenceover$200 billionworth of sales Y &
A Theytend to spendon themselveswith girlsslightlymore cautiousthan boys e T
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s Media Consumption

Gen Zis connected and conscientious

Wtrifecta
& N

They're always online...
86% use their smartphone multiple times a day

..and they worry about that
79% agreed that “people my age spend too much time connected
to digital devices”

Technology brands are important to them...
73% say the brand they buy is important to them

..but that doesn't mean they want the latest gadget
Just 35% thought that if you didn't have the latest device you weren't cool

They still watch TV...

69% watch more than two hours of television a day

..but they favor YouTube
70% watch more than two hours of YouTube content each day

They still love Facebook...
% of our SONAR™ survey used Facebook, more than any
other social network

..but they're cautious about what they post
82% think carefully about what they put on social media

They're happy shopping online...
68% of our survey said they were as comfortable
purchasing online as offline

..but they prefer shopping offline
67% would rather shop in stores

They're preparing for the future...
83% agree it'simportant to start saving for their future now

..but they're concerned
64% worry about how successful theyll be in the future
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Instagram remains top for teens

MNitrifecta

A GenzZhasembracedanonymoussocialmediaplatformslike Secretand Whisper,aswell as Snapchatwhere

anyincriminatingimagesdisappearlmostinstantly

A Snapchaisnumber3in Piper] a f fsunseyandssingasa preferredsocialnetworkamongthis generation

MOST IMPORTANT SOCIAL NETWORK
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Rise of Netflix

Teens are spending more time on Netflix and

YouTubeasopposedto traditional T\ the amount g9, s 9% of Teens Don't Need Cable
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Streaming gains on MP3s

A Fromamusicperspective proadcastadio continuesto cedeshareto digital streamingand Spotifyis gaining
on Pandora

Sirius/XM
9%

Recorded
?éeg;a AM/EM MP3s 47% 40% 38% 37% 35% 42% 39% 37%
MP3s) 35% Other Streaming (Spotify) 8% 8% 9% 10% 11% 13% 17% 21%
22% Pandora 18% 22% 26% 25% 26% 18% 18% 17%
Local Radio 18% 21% 20% 20% 21% 16% 16% 16%
CDs 9% 9% 8% 8% T% 5% 5% 5%
Sirius XM 5% 5% 4%

Other
Streaming
(Spotify)
20%

Pandora
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Teens and tweens use a large percentage of media per day

A Onanygivenday, Americanteenagers(13 to 18) averageabout nine hours (8:56) of entertainmentmedia
use,excludingime spendat schoolor for homework

A Tweeng8to 12) useanaverageof aboutsixh o u (b:55) worth of entertainmentmediadaily

A The most popular media activitiesamong both age groupsare watching TV and videos,and listeningto
music

TABLE 4. TIME SPENT WITH MEDIA, IN INCREMENTS

Among Among
Tweens Teens

Total Media On any given day, percent who use for:

* No time 2% 3%
* 1hour or less 6% 3%
* 1-2 hours % 5%
* 2-4 hours 25% 17%
¢ 4-6 hours 25% 17%
* 6-8 hours 12% 13%
* 8-10 hours 7% 10%
* More than 10 hours 13% 31%
Percent who use any media 98% 97%
Average time among those who use 6:03 9:12
Average time among all 5:55 8:56

Trifecta Research 2015 | Privileged and Confidential




s Media Habits Screen Time MNirrifecta

Teens and tweens still tune in to TV

A Tweensaverage2:26 a day watchingTVand videos,1:18 a day playinggames,and 51 minuteslisteningto
music

A WhilewatchingTVand videos(at 2:38 a day on average)and gaming(1:21 per day)are still popularamong
teens,listeningto music(1:54 per day)andusingsocialmedia(1:11 per day)appearto gainimportanceonce
youngpeopleenterthe teenageyears addingto the total amountof time teensspendwith media

TABLE 7. TIME SPENT IN EACH MEDIA ACTIVITY: AVERAGE TIME SPENT PER DAY

Watching TV/DVDs/videos 2:26 Watching TV/DVDs/videos 2:38
Playing video, computer, or mabile games 119 Listening to music 1:54
Listening to music 51 Playing video, computer, or mobile games 1:21
Reading 29 Using social media 11
Using social media 16 Doing other activities on computer/mobile device 32
Doing other activities on computer/mobile device 13 Browsing websites :36
Browsing websites 12 Reading :28
Video-chatting :06 Video-chatting 13
Going to the movies :02 Going to the movies :03
Total screen media 4:36 Total screen media 6:40
Total media 5:55 Total media 8:56
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TVs and smartphones top devices used

A Both tweens and teens use a wide variety of
devicego engagewith the TVshowsyvideosmusic, TABLE 8. TIME SPENT WITH EACH MEDIA DEVICE
gamesandsocialmediathat they use AVERAGE TIME SPENT PER DAY

A Thetelevisionset still occupieshe largestchunkof

) B Television set 1:29  Smartphone 2:42
time among8- to 12-yearolds,but amongteensit . ,

. . . . ablet 56  Computer (=2
now ranksthird in terms of media devices,after Smartphone N E—— -
smartphonesandcomputers Computer 31 Tablet 145

A . id - iPod/i h a
A Amongboth agegroups,mobile now accountsfor a _\;' :ﬁ_fa?:“’"h“"e 28 ':‘; /IPed Toue | 22

. . iPod/iPod Touc 27 ideo game console :
large proportion of all screen time—nearly half o o Radiog o
amongtweensandnearlytwo-thirdsamongteens Cadio T 0

A Televisionsets, radios and print still occupy a RIS i R 3
SUbStantiahmountOfyoungp e o ptlh\e ’ S Handheld gamer :07  Handheld gamer :05
CD player :04  CD player :05
E-reader :02  E-reader :03
Movie theater 02 Movie theater :03
Total mobile media 2:21  Total mobile media 4:12
Total mobile screen 1:53  Total mobile screen 3:01
media media
Total screen media 4:36 Total screen media 6:40
Total media 5:55 Total media 8:56
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Ways to relate to Gen Z in marketing and advertising

GenerationZ wantsto be communicatedvith visuallyandwith short, bite-sizedcontent Thisis a generationthat
knowshow to searchand find exactlywhat they want, so when expectationsa r emet, d o nexpectthem to
hangaroundand giveyou a secondchance Theirlimited attention spanmeansbrandscanneverstop working
for their businessand, sincethey d o nlikebeingsoldto, y o unkeddtb find waysto deliverrelevant,engaging
andimmediatelybeneficialexperiences

Grabtheir attention - veryquickly
Makeyourfront line contentSnackable

Visualizatiomlwayshelps

> > > >

Rememberyour audiencehas an audience(makingthings
sharable)

>

It is alsoworth thinking about why people would want to
share

>\

Embeddiversity

A Speedup communicationgphysicallyand culturally)
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Move beyond the mainstream

Whenmarketingto GeneratiorZ,brandsandadvertiseranustrememberthe followingthings

Think about your vocabulary

Talk about “the internet” not “the Internet”” It's not a brand
name or a destination. It's just there, another part of our life.
Remember that the internet is now classed as a utility, like
water or electricity. Even words like “online” are problematic.

Generation Z is always connected; there is no offline anymore.

Don’t underestimate them
They aren't just teenagers. They're consumers, activists, and
content creators.

Don't stereotype them
Generation Z is racially diverse and moving beyond binaries
like “straight” and “gay,” “male” and “female"

Have a positive impact on the world
Generation Z wants to change the world. Brands
should join them.

Don't assume you speak their language
There's more to engaging with this generation than
adopting teen slang.
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They listen to their friends and peers
And those peers might be someone they watch on YouTube.

Don't make them wait
Whether it's ordering a taco on their phone or wanting a new
outfit that day, generation Z isn't used to waiting.

Move beyond the mainstream
Embrace and celebrate niche trends. They might be
tomorrow’s big thing.

Don't be provincial
Generation Z takes inspiration from around the world,
from food to fashion.

Let them choose
Whether ordering from a secret menu or hacking education,
generation Z will not respond to a one-size-fits-all approach.
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Taco Bell Case Study

TacoBellis viewingGenerationZ asthe “ n eMillennial” T h e ydécidedto leanin to emergingplatforms,
includingPeriscopebuild campaignaroundculturalmoments,suchas"promposals;'and continueto embrace
food mashups

A TacoBellmadeits Periscopedebut with a live "newscast," i
unveilingits latestbreakfastconcoction-- the biscuittaco-- S8
and announcinga giveawayfor everycustomerin America =
on Cincode Mayo. ;

A Taco Bell is also transporting consumersback to their
childhood with inventions like Cap'n Crunch Delights, a /
doughnuthole inspiredby the classiacereal,aswell asads 4
like "UnboxingKids,"which features a brother-sister duo %@
who went viral with their retro fist-pumpinghome video of %% <
unwrappinga Nintendo64. /

A More than generationsbefore them, who were clad in B
preppyattire or matchinguniformsof rebellion,Generation &
Z seemsto want to be unique TacoBelllatchedonto that
insight with this year's "Breakfast Defectors" campaign,
designedto promote the brand's new breakfastmenu by
encouragingonsumergo breakfrom culinaryconventions &
Tropesof rebellionaren'tnewto marketing,but the paceof §
changes.
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