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Generation Z

The Opportunity Awaits

Generation Z Demographics - A Melting Pot

@ Hispanic @ African American @ Asian @ Other

Generation Z: Who Are We?

[] Seek to find themselves by sorting
through online data that they x.

receive “constantly”

[] Avoid confrontation by seeking to Iﬁ
understand through dialog R

[] “Street smart” and research savvy [l
=

[] Consume to express themselves P

N

with a strong preference for social v@v
responsible offerings

PROFITS WITH A PURPOSE

Putting ‘Their Money
Where ‘Their Cause is

57

Marketing to Generation Z
HOW DO WE GET THERE FROM HERE?

Human Touch Low price is
even if not in
person, like Social
FaceTime Responsibility is
of high interest

not a priority

Don't rely on single
marketing
message, provide

Authenticity is

important over Brand new engaging
making the Loyalty is content
sale not a given

They seek to
understand and

"Influencers" with value the time to

a cause can bridge
the gap to connect
with them

educate and inform



