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Gen Z are well and truly here.
This report will dive into who
Gen Z are today and take a
closer look at their attitudes,
lifestyle, and how brands can
engage with this key generation.
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Methodology

All figures in this report are drawn from
GW]I’s online research among internet
users aged 16-64. Our figures are rep-
resentative of the online populations of
each market, not its total population.
Note that in many markets in Latin
America, the Middle-East and Africa,
and the Asia-Pacific region, low inter-
net penetration rates can mean that
online populations are more young,
urban, affluent, and educated than
the total population.

Each year, GWI interviews over 900,000
internet users aged 16-64 in 50 coun-
tries via an online questionnaire for our
Core dataset. A proportion of respond-
ents complete a shorter version of this
survey via mobile; hence the sample
sizes presented in the charts may differ
as some will include all respondents,

and others will include only respond-
ents who completed GWI's Core survey
via PC/laptop/tablet.

When reading this report, please note
that we use a mixture of data from our
ongoing global quarterly research and
GWI Zeitgeist, a monthly recontact study
of Core that we carry out in the following
12 markets: Australia, Brazil, Canada,
China, France, Germany, India, ltaly,
Japan, Singapore, the UK, and USA.

Throughout this piece, we refer to
indexes. Indexes are used to compare
any given group against the aver-
age (1.00), which unless otherwise
stated refers to the global average.
For example, an index of “1.20” means
that a given group is 20% above the
global average.
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Key
insights

Crisis
fatigue is
an issue

Ongoing bad news in the media has
started to take its toll on consumers’
collective headspace, and as a result,
we can see signs of crisis fatigue set-
ting in. While the climate emergency
is important to Gen Z, there are other
immediate issues that are impacting
them more right now, so we're likely to
see more prioritization in 2023.

They're
nostalgic
for Y2K

Gen Z are bringing back 90s and early
00s fashion trends and listening to the
era’s tunes. This isn’t just about liking
glitter details and baggy jeans; it’s
about the whole vibe. Many feel that
the era represents a carefree time
which was about having fun, and the
stresses of today have led the more
anxious-prone Gen Z to look back
rather than forward, finding comfort
in the nostalgia of Y2K.

The TikTok
takeover
continues

TikTok is a big part of social media’s
growth and is the fastest-rising plat-
form for Gen Z outside China. One of
the big pulls is the ability to get real
views or opinions from real people,
making the content more relata-
ble. But BeReal is the new kid on the
block, and it’s piquing Gen Z’s inter-
est. Brands are just starting to explore
how they could engage with the app,
and it’ll be something to look out for
more in 2023.

Speaking
Gen Z’s
language

Memes are a big part of how Gen Z
communicate and how they spend
their time online. They’re not just
something they look to for entertain-
ment. Among Gen Z who use them, a
large proportion say they use memes
to process emotions and express ideas
they'd struggle to communicate. For
brands looking to engage with Gen Z
online, a relatable meme could be the
way to go when used correctly.

Social:
the one-
stop-shop

Social has become the top source of
brand discovery and product research
for Gen Z, beating out search engines.
Part of this shift is the need to get more
recommendations and ideas from real
people before taking the plunge on a
purchase, with 3 in 10 Gen Z saying
they use social media as a place of
inspiration. User-generated content
is a key way brands can get involved
here - showcasing their products with
real people.
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Getting to
know Gen Z

Where Gen 2
are today

While younger Gen Z are still
studying for exams or at the
first stage in their career, others
have reached their mid 20s and
are getting to grips with other
stages of life like marriage and
even parenthood.

As many Gen Z are in educa-
tion or at an earlier stage in
their career, it’'s important to
remember that their spending
power has not yet peaked - in
fact, a significant portion of
Gen Z currently fall into the
lower income bracket. But,
that proportion is likely to
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decrease over time, as they
grow older and advance in
their careers.

Despite the “lazy” stereotypes
that Gen Z are often labeled
with, they’re a money-driven
and ambitious group, and are
29% more likely to describe
themselves as these things than
older generations. Theyre taking
a new capproach to work than
others have before them, and
employers will need to keep up.

But it’s been a difficult few years
for everyone, and things have

likely hit Gen Z harder than other
generations. Many faced disrup-
tions to their education, while
others entered the working world
during a global pandemic, and as
a result many Gen Z are already
feeling pretty burned out.

To make matters worse, 2022
was hit with a cost of living
crisis, and talk of a recession
in some global markets contin-
ues to swirl. Again, these issues
impact everyone, but for a gen-
eration so young and still at the
beginning of their career, they’re
likely to impact Gen Z more.

Gen Z are making their mark on the world

% of Gen Z who are the following

. Single . Student Full/part-time or self-employed Have 1 or more children . Married
87 86 86 78 81 80 79 78 73
77 68 69 60 57 53 54 51 42
10 19 19 27 31 35 37 39 48
1 1 1 2 3 4 6 6 10

2014 2015 2016 2017 2018 2019

@ @ @ GWI Core 2014-2022 (Averages of waves conducted between Q12014-Q3 2022)

2020 2021 2022

739,853 Gen Z born between 1997-2006
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How Gen Z are navigating uncertainty

Many Gen Z are feeling a little
jaded as they walk into 2023,
and the cost of living crisis is
not making things any easier.
A number of Gen Z saw 2022
as an opportunity to make up
for lost time, and do the things
that they missed out on, however
inflation may have scuppered
these plans for some.

For Gen Z, their attitudes toward
the world around them have
taken a hit since 2021, with a
9% drop in the number who
are interested in other coun-
tries or cultures, and an 8%
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drop in the number who would
like to explore the world. This
might partly be down to people
becoming more inward-facing
due to financial or economic
uncertainty, focusing more on
themselves, their own situations,
and their immediate circle. Gen
Z’s fastest-falling character trait
YOY is adventurous (-56%), which
could signal a need for more
stability at the moment.

That said, for Gen Z overall finan-
cial confidence is still pretty high.
Some world regions are feeling
the hit of the cost of living crisis

more acutely than others, so not
everyone will be cutting back or
re-prioritizing in the same way.
For example, financial confi-
dence is falling fastest YOY in
Europe - likely due to the impact
of the Ukraine war — and North
America, while regions like APAC
and LatAm look steadly.

So it’s not all doom and gloom.
For Gen Z, prioritization will be
key in 2023, and this could take
shape in many ways, from what
Gen Z chooses to buy to where
they want to focus their time
and energy.

Financial confidence isn’t felt equally across the globe
% of Gen Z who think their personal finances will get better in the next 6 months

@ LotAm APAC NorthAm @ curope
74 79 82 80 75
69 70 70 71 69
61 62 64 62 62
56 53 53 49 50
— T ee—
L ——
Q3 2021 Q4 2021 Q12022 Q22022 Q382022

o0)

GWI Core Q3 2021-Q3 2022

277,606 Gen Z born between 1997-2006
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The Gen Z
lifestyle

A case of crisis fatigue

The climate emergency is important
to Gen Z and underpins how many live
their lives, but the last couple of years
have started to take their toll on con-
sumers’ collective headspace. The past
few years have hit everyone with bad
news - Covid, the war in Ukraine, and the
cost of living crisis, to name just a few.

Off the back of this, we can see signs of
“crisis fatigue” setting in, where after
prolonged exposure to stressors people
start to switch off. Gen Z appears to be
feeling jaded in their efforts to battle
climate change with their interest in
environmental issues ticking downward.
Meanwhile, interest in news and current
affairs and the number who like to know
what’s going on in the world has also
decreased by 7% in the past year.

Gen Z are starting to switch off
% of Gen Z who feel the following

(%) Q12021 Q22021 Q32021 Q42021

I like to know what is
going on in the world

I always try to recycle

I'm interested in
environmental issues

I'm interested in
news/current affairs

M @ © GWiCoreQ12021-Q32022 (&) 367,096 Gen Z born between 1997-2006

Q12022

Q22022

Q32022
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This doesn’t mean Gen Z doesn’t care
though — 45% say helping the environ-
ment is important. It's more a case of
mental bandwidth and prioritization,
and it's something we're likely to see
more of in 2023. Right now, there are
more things that impact them and
their immediate circle, for example
the harsh realities of paying bills and
job security in the middle of a cost of
living crisis.

In our research, we generally see that
Gen Z expect more action from brands
as they put more onus on bigger cor-
porations rather than individual action.
So, now’s really the time for brands to
listen, and dial back on making noise
around climate change unless they can
demonstrate a clear impact in what
they’re doing. Media outlets have a
place too, as Gen Z are limiting their
amount of news intake, journalists need
to focus on more solutions-driven
news and report on what’s working well
to address various issues.

The Gen Z lifestyle

Buy now, save
the planet later.
Our Connecting
the dots report
looks at the
prioritization
problem with
sustainability

Download report

Gen /s interest in
environmental issues
has decreased 119%
year-on-year
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Beating the blues

Mental health strain is felt most heav-
ily by this young generation. As we've
mentioned before, Gen Z have had a
lot to deal with at key life stages and
unfortunately for some it’s taken a toll.

Globally, they’re more likely than
other generations to report having a
mental health condition and almost
3in 10 say they’re prone to anxiety, a
higher proportion than any other age
group. Rates of anxiety and stress
are also rising. In the US alone, the
number of Gen Z saying they expe-
rience stress/anxiety regularly has
increased by 25% since the start of
the pandemic. Despite struggling the
most, Gen Z are also the least com-
fortable opening up about how they
feel compared to older generations.

Their increased anxiety levels are partly
influenced by social media. Around a
third of Gen Z worry they’re spend-
ing too much time on social media
and around a fifth say it causes them
anxiety — 25% more likely than other
generations to say this. A combination
of heavy representation of unrealistic
body images, as well as more online

[ ] The Gen Z lifestyle

abuse has led to female Gen Z feel-
ing this more acutely than male Gen
Z — theyre 16% more likely than their
male counterparts to say social media
causes them anxiety. This is likely why
they’ve been calling for more authen-
ticity online, and why platforms like
BeReal and TikTok have been such a
hit with them.

There are other issues at play here too.
With the cost of living further increas-
ing, many Gen Z aren’t able to afford
the help they need either. This makes
them a key audience for health and
wellbeing brands to connect with,
but it’ll be important for brands to
communicate in their marketing the
importance of opening up to get the
help they need. Brands also need to
be mindful in how they do this though,
authenticity is essential, as well as
maintaining a human approach.

Fitness apparel brand Gymshark’s
Deload campaign is a great exam-
ple here. The company partnered with
two mental health charities to deliver
advice, support, and entertainment
to help boost people’s mental health.

29%

of Gen Z say
they’re prone
to anxiety

Gen Z need help opening up

% who feel the following describes them

@® Genz . Millennials ® GenX @ Baby boomers

@ 31 33 32 35 29 924 23 21

10 8 7 6

I'm comfortable talking I'm prone to anxiety

about my mental health

@ @ GWI Core Q3 2022 246,761 internet users aged 16-64

| have a mental
health condition


https://bit.ly/3kevqFK
https://bit.ly/3GvuzrG
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The Gen Z lifestyle
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Gen Z are
protective of
their work-life
boundaries

Making waves
in the workplace

As Gen Z establish themselves in the
workplace, they’re making a pretty
big impact. While many of this group
joined the workforce during a crisis,
the pandemic changed how many
work today as well as their attitudes
toward work. So, while rigid working
routines may have felt normal to
older generations, Gen Z are break-
ing the mold.

The internet is littered with stereotypes
around Gen Z being lazy or not want-
ing to work. But the truth is this group
are simply pushing back on the often
damaging “hustle culture” that’s long
existed. Aspects of work that have been
seen as “nice-to-haves” in the past
are now expected, such as work from
home flexibility and the ability to have
a better work-life balance. This group

are willing to put the work in for the
right company - they’re ahead of other
generations for saying they describe
themselves as ambitious, mon-
ey-driven, and career-oriented. But Gen
Z expect more from their employer in
return, and they’re more likely to leave
a job which doesn’t meet their needs,
and they feel more comfortable saying
“no” in the workplace.

Fair pay and flexibility, in some shape or
form, have come to be expected at this
point. If employers are to attract and
connect with Gen Z in the workplace,
they need to give them opportunities
to learn. This generation are looking to
grab all opportunities with both hands,
and are 37% more likely to want the
ability to mentor/train others and 33%
more likely to want opportunities to

work with clients or customers than
older generations. It’s important that
the right support is put in place — this
group doesn’t want to sacrifice their
mental wellness at the expense of
learning opportunities.

Doing meaningful work is also impor-
tant to over 8 in 10 Gen Z, so this is
something companies should build
into their roles. Automation company
Siemens is creating a real focus on
ensuring employees are doing work
that matters to the outside world,
helping Gen Z feel like they’re doing
something that will make a difference.

Gen Z will soon overtake millennials as
the largest generation, and as more
enter the workforce, employers will
need to step up and listen.
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Ambition underpins this group

% who feel the following describes them (sorted by over-index against everyone else)

IDX 1.00

Money-driven E

Ambitious

Adventurous

Career-focused

Fashion-conscious

IDX

1.39

1.29

1.25

1.20

113

Q

(CT=T W4

@ @ cwicore Q32022 @) 57568 Gen Z internet users aged 16-25 and 189,193 internet users aged 26-64
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Everyone else

Gen Z value learning opportunities (5]
% who say the following are most important to them in a workplace (sorted by over-index against everyone else)

IDX 1.00 IDX @D GenZ Everyone else

Ability to mentor/train/help others ]
O | 137

Learning opportunities :
kL

Opportunity to work with clients/customers i
G, 133

Workplace where | can challenge myself i
— 1.31

Work from home flexibility i
D 1.28

Physical work space i
. 1.27

Career progression i
G 1.26

Strong management E

_ 1.23

Work that feels like I'm contributing to society ! ° e
_ 114

@ @ GWI Zeitgeist July 2022 @ 1,602 internet users who aren’t retired aged 16-25 and 12,813 internet users who aren’t retired aged 26-64
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A financial
health check

As the youngest generation in the work-
force, Gen Z are earning less and are
most likely to have a salary that fluctu-
ates from month to month, making it
more difficult to budget and build up a
strong savings cushion. That said, 63%
of this group say they want to save up
more money over the next 3 months —
ahead of other generations.

This presents a key opportunity for
banks and fintech companies to double
down on building financial knowledge
and comfort among this group. In fact,
73% think that banks should provide
support for customers’ financial wellbe-
ing, but only 55% say their bank does.
They stand out for wanting their bank
to support them - on how to budget,
advice on better spending habits, and
ways to save for retirement. Even though
they’re a long way off retirement, many
are keen to start planning for their finan-
cial security in the future.

[ ] The Gen Z lifestyle

Right now, they’re most likely to trust
friends and family for advice but they'd
like to lean more on an expert source.
This provides an opportunity for banks
to distribute advice to their customers
more, potentially through blog posts or
pages on their website. As Gen Z are an
entertainment-driven generation, things
like how-to videos, bite-size educational
videos, and other expert-driven content
are likely to resonate. Banks and fintech
companies could lean on finfluencers
too - who've been making waves on
platforms like TikTok and are likely
to capture the attention of Gen Z.

Some of the ways banks can support
their younger customers are through
applying automatic saving schemes,
offering online courses, or even offering
1-2-1 sessions with a financial advisor.
For Gen Z, it's not just about getting
a good service, it's about seeing the
human side of their bank too.

With consumers
feeling the
pinch, is this
fintech’s time

to shine?

Download report
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https://www.forbes.com/sites/forbescommunicationscouncil/2021/02/03/how-millennials-and-gen-z-could-reinvent-the-banking-industry/?sh=35346714e14d

Gen Z are
looking for
more financial
guidance

% of Gen Z who would like their
bank to support with the following

"

@ Genz

. Everyone else

@ 51/53
Ways to save for retirement

D O

50 43 50 40
How to budget money Advice on better spending habits
\@3\ E‘h‘
36 28 30 23
Guidance on how to pay off debt Help on taking out loans

@© GWiI Zeitgeist October 2022

@ 1984 Gen Z internet users aged 16-25 and 13,594 internet
users aged 26-64 in 12 markets

So what can
banks do

to provide
support?

% of Gen Z who would like their bank to provide
help in the following ways

Automatic saving/investing tools

Online finance courses

1:1 session(s) with a financial advisor

A telephone hotline for financial advice

Webinars with financial experts

@ @© GWI Zeitgeist October 2022 ) 1984 Gen Z aged 16-25 in 12 markets

()

46

43

42

35

33

26


https://bit.ly/3X8xUEa
https://bit.ly/3CG1oB9

Entertainment and media

The streaming generation

For the first time in 2021, Gen Z globally
spent longer streaming TV than watching
broadcast TV, but it was only by a minute.
In 2022, this gap widened even further,
with Gen Z spending b minutes more per
day streaming on average, and it seems
that it’s officially becoming the main way
they consume TV.

In terms of what they’re watching, Gen
Z’s favorite genre is entertainment/variety,
which has knocked movies off the top spot.
Part of this is likely due to this generation
becoming used to digesting shorter forms
of content - think Instagram Reels, TikTok,
and YouTube Shorts.

This is another reason why the visual media
space has become so competitive - linear
and streaming TV providers not only have
to compete with each other, but also video
viewing on other online platforms. This
means providers will need to work even
harder to capture Gen Z’s attention.

Price and the cost of living crisis are also adding
to the pressure. Mlany are looking to make cuts
where they can so any TV subscription service
that doesn’t deliver in terms of content or is
deemed too expensive is likely to be on the
chopping block. Gen Z are a key audience for
these services, but 37% are looking to cut back
on the number they subscribe to.

28


https://morningconsult.com/2022/12/12/gen-z-prefers-shorter-tv-episodes-and-movies/
https://morningconsult.com/2022/12/12/gen-z-prefers-shorter-tv-episodes-and-movies/

Luckily for streaming services, there’s a
few solutions that are likely to keep Gen
Z interested. 55% support the addition of
an ad-supported tier on a TV streaming
service if it would be cheaper, and only
20% of this group say they try to avoid all
types of advertising. In 2022, Netflix and
Disney+ joined HBO Max and Hulu by offer-
ing hybrid ad-supported tiers, and we could
see other platforms join the club soon. This
is likely to appeal to anyone who's more
cost-conscious but doesn’t want to give up
on their favorite service.

But price isn’t the be-all and end-all.
Content relevant to their interests, original
content, new content regularly added, and
a large amount of content are most impor-
tant for this audience when it comes to
paying for a streaming service. For brands
looking to keep this group engaged, content
really is king.

[ Entertainment and media

Streaming beats out broadcast

Gen Z’s average time spent per day on the following (h:mm)

®© @ LnecarV. @ Online TV
1:28 1:29 1:26 1:29 1:31 1:27 1:29
1:01 1:13 1:17 1:25 1:26 1:28 1:34

W

2016 2017 2018 2019 2020 2021 2022

00

@ GWI Core 2016-2022 (Averages of waves
conducted between Q12016-Q3 2022)

€ 502,718 Gen Z born between 1997-2006

Content matters more than price

% of Gen Z who feel the following are important when paying for a film/TV streaming service

o

@’
4N

|| o0
+0

I
©

Content relevant to my interests

Original content

New content regularly added/refreshed

Large amount of content

Price

No commercials

Simple/easy to use interface

Limited commercials

Content outside my country/foreign content

Number of user profiles (i.e. to separate different viewers)

@ @ cwizeitgeist July 2022 € 1,602 Gen Z aged 16-25 in 12 markets
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https://www.screendaily.com/features/what-impact-will-netflix-and-disneys-ad-tiers-have-on-the-tv-and-streaming-sector/5175403.article

Gaming for connection

Gaming is big for this generation - almost
9 in 10 Gen Z are gamers on any device
with the most popular device to play games
being smartphones.

There’s also a key difference in why Gen Z
choose to game compared to other gener-
ations and it lies in interaction with others.
For Gen Z, their most distinctive reason
for gaming is to socialize with friends,
whereas for older generations it’s to relax
or unwind.

Gen Z's preference for the interactive side of
gaming has a knock-on impact on the plat-
forms they use. For example, the number of
Gen Z gamers who use Discord, an instant
messaging social platform often used by
gamers, has grown 24% year-on-year.

[ Entertainment and media

It's Gen Z’s desire for online socialization
that makes them a key audience for the
metaverse. Almost half of Gen Z say they’re
interested in participating in a metaverse
- more than any other generation. Among
Gen Z who are interested in participating in
a metaverse, just over half say they'd be keen
on playing games and watching TV/movies,
while just under half say theyd like to meet
up with friends/family or meet new people.

As the metaverse develops and brands con-
tinue to get involved, they need to ensure
that an environment is built where all users
feel welcome. At present, metaverse early
adopters dont represent wider populations,
so businesses will need to ensure they build
inclusive settings and products, ensuring that
the metaverse is a safe and fun space for all.

Find out

how the US
entertainment
scene is different

Download report



https://www.gwi.com/reports/us-entertainment-2022
https://www.gwi.com/reports/us-entertainment-2022
https://www.gwi.com/connecting-the-dots/you-me-and-my-avatar

Social gaming is key for Gen 2
% of gamers who say they do the following

® Genz @ Everyoneelse

Watch gaming streaming on Twitch or YouTube

Participate in online chats and communities

Post on social media about gaming experiences

Upload my own gaming footage to YouTube or other video sharing platforms

Livestream my own games to Twitch or other live streaming platforms

@ @ GWI Gaming Q2 2022 @ 5,106 Gen Z gamers aged 16-25 and 26,520 non-Gen Z gamers aged 26-64 in 18 markets

[ Entertainment and media

34
24

23
19

21
17

17
13

15
11

@ @ GWi Gaming Q22022

Gen Z favor the interactive side of gaming

% of gamers who say the following are their main reasons for gaming (sorted by over-index against everyone else)

IDX 1.00

]
To socialize with friends X
]
To compete online
To learn new skills

To escape from reality

To improve my reflexes/coordination

18) 4

1.47

1.32

1.30

1.29

1.25

Q

Gen Z

Everyone else

@ 5,106 Gen Z gamers aged 16-25 and 26,520 non-Gen Z gamers aged 26-64 in 18 markets
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https://bit.ly/3ILUC0G
https://bit.ly/3GBWXbO

Tuning into nostalgia

While older generations generally tune into the music of the decade
they grew up in, Gen Z are breaking the mold. Their top genre is hip-
hop or rap music, closely followed by 90s music, which for many
would have been released before they were born.

But, what makes this generation have a preference for listening
to music that they didn’t grow up with? The answer is likely due to
nostalgia. As Gen Z face various struggles in their late teens and
early adulthood, they're likely searching for comfort. As a coping
mechanism, the generation has latched onto a simpler time, before
social media existed.

We can see this in their motivations to listen to music too. The most
distinctive reason Gen Z listen to music is to escape from reality, with
42% saying this - 20% more likely than other generations. Emotion
is another factor Gen Z thinks about when listening to music, with
B54% saying they listen to music to lift their mood. This is something
that Spotify has really leaned into, creating playlists to match differ-
ent moods, and it’s gaining momentum as music genres become
harder to define.

That said, Gen Z aren’t likely to tune into a genre just because it’s
popular. For many, part of the fun is the process of finding new
music, artists, or bands, and discovering them before they’re pop-
ular, making Gen Z a key audience for music discovery tools.

Entertainment and media

Gen Z prefer
90s nostalgia
to OOs tunes

9% who like listening to the following music genres

30

29

27

23

23

@© GWICore Q32022 @) 243,124 internet users aged 16-64
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https://bit.ly/3H4aRVC
https://www.businessinsider.com/gen-z-nostalgia-y2k-indie-sleaze-old-money-economic-response-2022-1?r=US&IR=T
https://www.businessinsider.com/gen-z-nostalgia-y2k-indie-sleaze-old-money-economic-response-2022-1?r=US&IR=T
https://faroutmagazine.co.uk/time-to-give-up-on-genres/

Bringing

back

Gen Z’s affinity with the 90s isn’t limited to their
musical tastes, they’re actually a pretty nostalgic
generation in general. 7% say they'd prefer to
think about the past rather than the future — 19%
more likely than other generations.

With b4% of Gen Z liking the style of vintage
clothes, they’ve also brought back 90s and early
0O0s fashion trends like glitter details, claw clips,
and halter tops. The generation have also declared
the beloved millennial skinny jeans “dead” and
are sporting more 90s low-rise styles instead.

Brands have also worked hard to keep up with the
demand for throwbacks. Everlane, for example,
began selling a “puddle pant”, a style of pants
which are described as “the perfect antidote
to skinny jeans”. The style is clearly popular with
Everlane having a waitlist as long as 6,000
people trying to get their hands on a pair.

The Y2K fashion trends aren’t going anywhere
either. Google searches for “Y2K” are up and
have been on the rise ever since 2021, while fash-
ion magazine Vogue's 2023 trends forecast says
90s and O0s nostalgia will remain.

Many may remember Y2K trends as a time when
super-skinny bodies were also “in”, but Gen Z
are bringing the fashions back with more body
positivity. So while Gen Z are nostalgic for the
trends of the era, they’re keen to leave 90s beauty
standards behind.

For Gen Z, Y2K isn’t just about the style though,
it's a whole vibe. Many feel that the era represents
a carefree time that was about having fun, and
with the stressful reality we've experienced in the
last few years, it's no wonder Gen Z are nostalgic
for a simpler time.



https://www.buzzfeednews.com/article/stephaniemcneal/y2k-style-beauty-tiktok-influencers
https://edition.cnn.com/style/article/willow-smith-lotw/index.html
https://www.vogue.com/slideshow/puddle-pants
https://www.washingtonpost.com/lifestyle/2022/12/27/gen-z-fashion/
https://trends.google.com/trends/explore?date=today%205-y&geo=GB&q=y2k 
https://www.vogue.co.uk/fashion/article/fashion-trends-forecast-2023
https://www.buzzfeednews.com/article/stephaniemcneal/y2k-style-beauty-tiktok-influencers
https://www.tiktok.com/@luvjessicablair/video/6970764612312599814?is_from_webapp=v1&item_id=6970764612312599814&lang=en
https://www.tiktok.com/@luvjessicablair/video/6970764612312599814?is_from_webapp=v1&item_id=6970764612312599814&lang=en
https://www.theguardian.com/fashion/2022/nov/20/heroin-chic-fashion-skinny-worship
https://www.theguardian.com/fashion/2022/nov/20/heroin-chic-fashion-skinny-worship
https://www.buzzfeednews.com/article/stephaniemcneal/y2k-style-beauty-tiktok-influencers
https://www.lofficielusa.com/fashion/gen-z-y2k-millennial-90s-fashion-nostalgia
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A TikTok takeover

Time spent online for Gen Z peaked in early 2020.
This is likely due to numerous lockdowns through-
out the world, but it's been dropping ever since
then, with time spent online in Q3 2022 being the
lowest it’s been since Q4 2016.

That said, the percentage of Gen Z’s online time
being spent on social media is at an all-time high of
41%, having only reached this height once before in
Q4 2019. This is likely because social media is being
used for different reasons now - it’s no longer just
about following friends, family, or even influencers.

Almost 3 in 10 Gen Z use social media to find
inspiration for things, and they’re 11% more likely
to do this than any other generation. One of their
top reasons for using social media is to fill their
spare time and find content - whether that’s arti-
cles, advice, or memes. Social is also becoming a
big way to shop, with Gen Z’s top brand discovery
tool being ads seen on social media.

[ ] Social media

While Instagram is their most-used platform out-
side China overall, TikTok is a big part of social
media’s growth. Gen Z’s use of TikTok outside of
China has grown the most of all the social media
platforms we track, rising an impressive 37%
since Q4 2020. With 83% of Gen Z TikTok users
saying they use the platform for entertaining/
funny content, the app is clearly the go-to place
for some light-hearted relief.

One of the big pulls of apps like TikTok is also
the ability to get real views or opinions from
real people, making it more relatable. As a
result, Gen Z are often going to TikTok before
Google for advice about anything from fincnces,
travel, or beauty trends. According to research
by Google, nearly half of young people look
to TikTok or Instagram instead of Google Maps
or Search for answers. It’'s a big shift in behav-
jor, and something brands should be mindful
of in 2023.

TikTok

continues
to grow In
popularity

% of Gen Z social media users outside of China who @
say the following are their favorite (sorted by % change)

% change
(5 since Q3 2021

a TikTok +33
O Twitter +8
@ WhatsApp +3
ﬂ Facebook -2
Instagram -12

0]

GWI Core Q3 2021 & Q3 2022

41,441 (Q3 2021) & 50,206 (Q3 2022) Gen Z social media
users outside of China born between 1997-2006
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https://www.gwi.com/connecting-the-dots/seen-on-social
https://www.independent.co.uk/money/tiktok-personal-finance-hacks-b2245764.html
https://www.independent.co.uk/travel/tiktok-travel-hacks-save-money-cheap-b2244582.html
https://www.glamourmagazine.co.uk/article/best-tiktok-beauty-trends-of-2022
https://techcrunch.com/2022/07/12/google-exec-suggests-instagram-and-tiktok-are-eating-into-googles-core-products-search-and-maps/
https://bit.ly/3IHI5ew

Trend in action

[ ] Social media

Let’s
BeRedl
- about

socidl
media

The concept of social media started
out as a way to keep up with friends -
think MySpace, Facebook, and Bebo.
But now, it's more about the content,
and as we've touched on before, Gen
Z are going to social media platforms
to get advice, research brands, and to
find entertaining content.

BeReal, however, is changing the game
and it’s piquing Gen Z’s interest. The
app prompts users to take two pictures
each day, one using the front camera
and the other using the back one. The
idea is to snap a picture of whatever
they’re doing at the time along with a
selfie showing what they look like, and
no filters are allowed. In our September
Zeitgeist 2022 research, 52% of Gen Z
in 3 markets said they’'ve never heard
of the app, but 34% said they’re inter-
ested in using it, which points to further
growth in the future.

While the news tends to focus more on
the authentic side of BeReal, the top 3
reasons users give for engaging with it
are because it’s easy to use (34%), it’s fun
(31%), and their friends are on it (29%).
So, a big string to BeReal's bow is the
social aspect. The daily nature of the app
allows them to keep up with their friends’
activities, while some feel Instagram is
more for posting about major life events,
and TikTok is more for watching and
browsing, rather than posting.

The future for brands is unclear at this
point, but it could help them build com-
munities with consumers - the most
distinctive thing Gen Z want brands
to do. Chipotle has already started
making moves onto the app, having
already maxed out its follower count.
It all started with a post featuring a
promo code where the first 100 people
got a free entrée and all codes were

gone in 30 minutes. The brand is clearly
still testing the waters with BeReal, but
it could give an idea about how future
brand engagement might work.

Want to know
about social
media trends?
Check out our
social media
trends report.

Download report
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https://blog.gwi.com/trends/7-truths-about-bereal/
https://www.theguardian.com/media/2022/aug/21/its-a-modern-day-facebook-how-bereal-became-gen-zs-favourite-app
https://uk.news.yahoo.com/chipotle-ceo-on-be-real-success-weve-maxed-out-followers-on-the-app-160802590.html?guccounter=1
https://www.morningbrew.com/series/summer-of-gen-z/stories/2022/05/24/how-chipotle-is-experimenting-with-bereal-gen-z-s-new-favorite-social-platform
https://www.gwi.com/reports/social
https://www.gwi.com/reports/social

Memes: speaking
Gen 2Z2’s language

For Gen Z, memes are a big part of how they com-
municate and how they spend their time online.
When looking at why Gen Z uses social media,
finding content like memes, sits within their top
three motivations. If we take a closer look at what
kinds of accounts Gen Z follow, entertainment,
meme or parody accounts come second, only to
be topped by family and friends. Memes are funny
and relatable — something that we know resonates
well with this young generation.

Their interest in memes does go a little deeper
than this, though. Among Gen Z who use memes,
around three quarters say it helps them process
certain emotions and express ideas that theyd

[ ] Social media

(3% of Gen Z say memes
help them express ideas
they would normally
struggle to communicate

normally struggle to communicate - so it’s not all
about having a laugh. 73% say they’ve even started
referring to memes in real life situations that occur
offline, as a way to communicate their feelings or
ideas. They're a kind of language in their own right.

For brands looking to engage with Gen Z online,
using a relatable meme could be the way to go.
Among Gen Z who use memes, 64% say they
like it when a company uses them for marketing
purposes. It makes sense too, as the most distinc-
tive things Gen Z want brands to be are young,
trendy, and funny. It’s all about a relatable human
side, rather than anything traditional or corpo-
rate. Netflix is a good example of a brand that

uses memes in their marketing - they often use
their own content to create new memes to post
on their social pages. But it’s not just brands who
can get involved. US state agencies have started
using memes. The Washington State Department
of National Resources used a meme to educate
people about what to do if they encounter a bear.
It's a clever way of showing people the human side
behind an organization.

Brands and companies should be aware though
that meme trends change, as does what’s funny
or trending, so it’s all about being on the pulse; a
meme used at the wrong time could be seen as
cringey and uncomfortable.
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https://www.wyzowl.com/meme-marketing/
https://twitter.com/waDNR/status/1572320549384364033
https://www.theguardian.com/media/2023/jan/09/wildlife-department-twitter-oklahoma-washington
https://www.thedrum.com/news/2022/08/09/will-audiences-ever-accept-brands-using-memes-ads

Gen Z are heavier users of memes compared to older generations

9% who say they’ve done the following in the past week

' Gen Z . Everyone else

&b @

0

)]
Do

O O @

+)
CaJ

@ @ GWI Zeitgeist September 2022 @ 2,379 internet users aged 16-25 and 12,194 internet users aged 26-64 in 11 markets

Saw a meme online

Shared a meme
to family/friends

Shared a meme to
co-workers/classmates

Follow specific meme
accounts on social media

Commented on a meme

Posted a meme online

Re-posted another
meme online

Created a meme

Social media
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Memes are a big part of how Gen Z communicate online
% of Gen Z who agree with the following

| find memes funny

Memes help me process certain emotions

| sometimes refer to memes in real life situations/offline

Memes help me express ideas | would normally struggle to communicate

| don't immediately understand the meaning behind certain memes

()

85

75

73

73

41

@ @ GWI Zeitgeist September 2022 @ 2,145 internet users aged 16-25 who've done something meme related in the past week in 11 markets
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https://bit.ly/3CKvZ0a
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Engaging
with Gen Z




How do Gen Z stand out in their purchase journey?

Brand discovery

% of Gen Z who discover new

brands/products via the following

(sorted by over-index)

Vlogs

Endorsements by celebrities
or well-known individuals

Ads on
music-streaming
services

Ads/sponsored
content on podcasts

Posts or reviews
from expert bloggers

ODOOO O © cwicoeQa2022 () 57568 Gen Z aged 16-25

@ Engaging with Gen Z

v

IDX

1.31

1.30

119

1.16

115

Online product research

% of Gen Z who look for more information
about brands, products, or services via the

following (sorted by over-index)

Vlogs (blogs recorded
in video form)

Micro-blogs (e.g. Twitter)

Online pinboards
(e.g. Pinterest)

Video sites

Mobile apps

v

IDX

1.29

1.20

119

1.16

112

Online purchase drivers

% of Gen Z who say the following would
most increase their likelihood of buying
a product (sorted by over-index)

Click & Collect
delivery

Lots of "likes" or
good comments
on social media

Exclusive content
or services

Option to use "buy"
button on a social network

Entry into competitions

00000 -

IDX

114

1.11

1.10

1.09

1.07

Brand advoccacy

% of Gen Z who say the following would
most motivate them to advocate for
a brand online (sorted by over-index)

Access to exclusive
content or services
(e.g. music, videos, etc)

Love for the brand

When something enhances
my online reputation/status

The feeling of taking
part/being involved

When something
is relevant to my
friends' interests

IDX

113

1.09

1.06

1.06

1.06


https://bit.ly/3W2leNO
https://bit.ly/3H1gAv1
https://bit.ly/3QJWCIz
https://bit.ly/3w1cHQE

Social is becoming a one-stop-shop
in Gen Z’s purchase journey

Gen Z differs from other generations
in how they discover new brands and
products, with their top way being social
media, as opposed to search engines.
This generation are also heading to
social media for product research,
whether it’s through blogs, vlogs, online
pinboards, or video sites.

Globally, social media beats out search
when it comes to product research —
and the number of Gen Z turning to
social for this reason has jumped up
by 35% since 2015. With 3 in 10 Gen
Z also saying they use social media as
a place for inspiration, it's becoming
a one-stop-shop for their purchase
journey. They want to be inspired, rather
than simply informed, and social media
platforms like TikTok fill this role nicely.
Think of it as a mindset shift from “I
know what | want to find/search for” to
“l want to explore and find things | didn’t
even know | needed”.

We touched on this before, but a big
part of this shift is the need to get more
recommendations and ideas from real
people. This could be why a product get-
ting lots of “likes” or good comments
on social media is a key online pur-
chase driver for Gen Z. It shows that

@® Engaging with Gen Z

real people are interested or have had
good experiences; they’re not just rely-
ing on an article which could have been
sponsored by a particular brand.

For brands who haven't dipped their toe
into user-generated content (UGQO), this
could be a good way to start. There’s
different ways to use UGC; for exam-
ple creating challenges, using a unique
hashtag, or using influencers. These
are good ways to draw attention to a
product, as well as create conversation
around it.

Fabletics are a good example of brands
using UGC to stir up interest in their
products. They regularly share UGC
from customers on their TikTok to show
real people wearing the clothes they
made - it helps build trust in potential
customers as they’re able to see how the
clothes look on people like themselves.

Social media is the
top source of brand
discovery and product
research for Gen Z

Want to know
more about
how consumers
are finding
products

in 20237

Download report

Social has overtaken search engines
for product research

% who say they mainly use the following when looking
for more brand or product information

. Search engines ‘ Social networks

GenZ
47 46 46 47 49 50 45
36 41 49 49 49 51 49

44
48

/

2015 2016 2017 2018 2019 2020 2021

Everyone else

50 53 52 53 54 53 51
30 35 39 41 40 41 41

2022

51
41

2015 2016 2017 2018 2019 2020 2021

o0)

GWI Core 2015-2022 (Averages of waves conducted between Q12015-Q3 2022)

737081 internet users born between 1997-2006 and 3,362,220 internet users
born between 1963-1996

2022
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https://bit.ly/3Y8Rjox
https://www.gwi.com/connecting-the-dots/seen-on-social
https://influencermarketinghub.com/user-generated-content-tiktok/
https://www.tiktok.com/@fabletics/video/7180024708597861674
https://www.gwi.com/connecting-the-dots/seen-on-social
https://www.gwi.com/connecting-the-dots/seen-on-social

Revenge purchases
are on the agenda

With the cost of living crisis, many are
choosing where to save and where to
spend. Some are stillmaking sure they
treat themselves, whether that’s
something small or saving up to go
onatrip.

The most distinctive treats Gen Z
would allow themselves while on a
strict budget are household prod-
ucts, beauty/cosmetics purchases,
and experiences. It's somewhat
unsurprising in a way that beauty
or cosmetics are being purchased
as atreat - case in point the “lipstick
effect”. But Gen Z’s preference for
more experience-based treats like

@ Engaging with Gen Z

days out reflects how many are feel-
ing after the last couple of years.

Bar millennials, Gen Z are more
likely than older generations to say
they’ve purchased a domestic vaca-
tion or vacation abroad in the last 6
months. Purchases of vacations are
ticking upward YQY, suggesting Gen
Z dare prioritizing traveling even when
finances are tight. The key behind this
is finding joy again. When asked what
could bring more joy to their lives in
the future, vacations came out top
for Gen Z, with over half feeling this
way. There’s also no denying the well-
ness benefits of vacations, and with

Gen Z being more prone to anxiety,
getting away offers some relief from
life’s everyday stresses.

British Airways’ new campaign
emphasizes the joyful side of travel
and is likely to be popular with Gen
Z. The campaign included ads
which were responses to the ques-
tion “what’s the purpose of your
visit?”. There are 500 different lines
written for the campaign, many like
“To forget what day of the week it
is” celebrate how joyful travel can
be and are likely to be relatable for
many people.

% of Gen Z who say they’ve purchased the following @
in the last 3-6 months (sorted by % increase)

Gen /’s travel
purchases
are ticking

% increcase

Q32022 (9] since Q3 2021
En Concert tickets +44
% Travel tickets (e.g. a flight) +23
Vacation (abroad) +21
Experience (e.g. spa trip, day out) +15
Vacation (domestic) +12

@ GWI Core Q3 2021 & Q3 2022
@ 33,051 (Q3 2021) & 39499 (Q3 2022) Gen Z born between 1997-2006
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https://bit.ly/3ko2Ce8
https://www.gwi.com/connecting-the-dots/live-a-little
https://www.washingtonpost.com/photography/interactive/2022/how-lipstick-underwear-can-predict-economy/
https://www.washingtonpost.com/photography/interactive/2022/how-lipstick-underwear-can-predict-economy/
https://www.creativereview.co.uk/british-airways-uncommon/

Creating a Gen Z-friendly brand

In terms of motivations to promote
their favorite brands online, Gen Z’s
reasons are primarily twofold - either
they love the brand and want to have
the feeling of being involved, or they're
looking for something from the brand
in return. This could come in the form
of either access to exclusive content or
services, or posting something about
the brand which would enhance their
online reputation or status.

In the end, Gen Z are only likely to
promote their favorite brands online
if they can identify with the brand. As
we touched on earlier, Gen Z want
brands to be relatable, as well as cool,
young, and even funny. That’s why such

a large proportion of them are in favor
of brands using memes in their mar-
keting - it's a communication style they
can identify with.

These things also underpin the actions
they want brands to take as well - Gen
Z’s top thing that they want brands to
do is to run customer communities or
forums, giving them the opportunity to
get involved. Communities can either
be built on social media or elsewhere
online - is a website where
LEGO lovers connect over their mutual
passion for the product as well as share
their creations with LEGO products. It’s
a simple idea, but one that’s attracted
over

Brand qualities
% of Gen Z who want brands to be
the following (sorted by over-index)

8,

35 1.22
Trendy/cool

@ @ @ cwicCoreQ32022 ) 39499 Gen Z aged 16-25

Brand actions
% of Gen Z who want brands to do
the following (sorted by over-index)

Run customer
communities/forums

Help you improve your

image/reputation

Support charities

Offer customized/
personalized products

Make you feel valued



https://ideas.lego.com/
https://chaordix.com/resources/ultimate-examples-of-brand-communities
https://bit.ly/3IGHppL
https://bit.ly/3XrgGS3

Want insights
tailored to your
audience?

We’ve got you covered. Reach out
and we’ll explain the options.

Fraowmore.



https://www.gwi.com/custom-data

Appendix

What best describes your
relationship status? < How
many children do you have?

What is your current
working status?

In the next 6 months,
how do you think your
personal finances will
change? (Get better)

Which of the following do
you feel describes you?
Which of these things are
you interested in?

Which of the following do
you feel describes you?

Do you personally, or does
anyone in your household,

currently have any of the
following conditions?

Which of the following do
you feel describes you?
Which of these are most
important to you in a
workplace?

What, if anything, would you
like your bank to provide to
help with? - How would you
like your bank to provide
help with your finances?

On an average day, how
long do you spend watching
television? + On an average
day, how long do you spend
watching online television/

streaming? - What fac-
tor(s) are most important
to you when paying for a
film/TV streaming service?

Thinking about gaming,
which of these things do
you do? - What are your
main reasons for gaming?

Which of these music genres
do you like listening to?
Please select all that apply

Which of these would you
say is your favorite?

Which of these have you
done in the last week?
To what extent do you

agree or disagree with
the following statements?

How do you typically find
out about new brands and
products? - Which of the
following online sources
do you mainly use when
you are actively look-
ing for more information
about brands, products, or
services? « When shopping
online, which of these fea-
tures would most increase
your likelihood of buying
a product? - What would
most motivate you to pro-
mote your favorite brand
online?

Which of the following
online sources do you
mainly use when you are
actively looking for more
information about brands,
products, or services?

Which of these products
have you or your house-
hold purchased in the last
3-6 months?

Which of these do you want
brands to be? - Which of
these things do you want
brands to do?
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Notes on

methodology

Introduction

All figures in this report are
drawn from GWI’s online
research among internet
users aged 16-64. Please
note that we only interview
respondents aged 16-64 and
our figures are representa-
tive of the online populations
of each market, not its total
population.

Our research

Each year, GWI interviews
over 900,000
users aged 16-64 across

internet

50 markets. Respondents
complete an online

questionnaire  that asks

them a wide range of
their

lives, lifestyles, and digital

questions about
behaviors. We source these
respondents in partnership
with a number of industry-
leading  panel
Each respondent who takes

providers.

a GWI survey is assigned
a unique and persistent
identifier regardless of the
site/panel to which they
belong and no respondent
can participate in our survey
more than once a year (with
the exception of internet
users in Egypt, Saudi
Arabia, and the UAE, where
respondents are allowed
to complete the survey at

6-month intervals).

Our quotas

To ensure that our research
is reflective of the online
population in each market,
we set appropriate quotas
on age, gender, and edu-
cation — meaning that we
interview representative
numbers of men vs women,
of 16-24s, 25-34s, 35-44s,
45-Bls and b5-64s, and of
people with secondary vs
tertiary education.

To do this, we conduct
research across a range
of international and
national sources, including
the World Bank, the ITU,
the International Labour

Organization, the CIA
Factbook, Eurostat, the US
Bureau of Labor Statistics,
as well as a range of national
statistics sources, govern-
ment departments, and
other credible and robust
third-party sources.

This research is also used
to calculate the “weight”
of each respondent; that is,
approximately how many
people (of the same gender,
age and educational attain-
ment) are represented by
their responses.

Mobile survey
respondents

From Q1 2017 on, GWI has
offered our Core survey on
mobile. This allows us to
survey internet users who
prefer using a mobile or
are mobile-only (who use a
mobile to get online but do
not use or own any other
device). Mobile respondents
complete a shorter version
of our Core survey, answer-
ing 50 questions, all carefully
adapted to be compatible
with mobile screens.

Please note that the sample
sizes presented in the charts
throughout this report may

differ as some will include
both mobile and PC/
laptop/tablet respondents
and others will include only
respondents who completed
GW!’s Core survey via PC/
laptop/tablet. For more
details on our methodology
for mobile surveys and the
questions asked to mobile
respondents, click here.

Internet
penetration rates
across GWI’s
markets

Because internet penetration
rates can vary significantly
between countries (from
a high of 90%+ in parts of

Europe and North America to
lows of around 20% in parts of
APAC), the nature of our sam-
ples is impacted accordingly.

Where a market has a high
internet penetration rate,
its online population will be
relatively similar to its total
population and hence we
will see good representa-
tion across all age, gender
and education breaks. This
is typically the case in North
America, much of Europe
and places in APAC such as
Japan and Australia.

Where a market has a
medium to low internet pen-
etration, its online population

can be very different to its
total population; broadly
speaking, the lower the
country’s overall internet
penetration rate, the more
likely it is that its internet
users will be young, urban,
affluent and educated.
In some Middle Eastern,
African and Asian coun-
tries (e.g. India, Indonesia),
we would also expect a
gender-based skew towards
males. Generally, younger
internet users are more
active and engaged with a
lot of the behaviors and ser-
vices tracked by GWI, which
means % scores will typically
be higher in low-to-medi-
um-penetration markets.
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https://knowledge.globalwebindex.net/hc/en-us/articles/115003972489-Mobile-Core-and-the-Brand-Media-Module

Internet penetration
rates (GWI’s forecasts
for 2022 based on ITU
2017 and 2018 data)

This table refers to the total population
in each market. The following internet
penetration estimates are calculated
using the most recent data from the
International Telecommunication
Union - a United Nations agency
responsible for issues concerning com-
munication technologies. The most
recent published data from this source
is from 2018 (and in some countries
2017), so GWI forecast the data for-
ward to 2020 by making calculations
based on the trend of internet growth
in each country from 2000 onwards.
This calculation is then adjusted based
on other (usually national government)
sources which can be used to provide
an accurate overview of internet usage
in each country. Note that the figures
used to calculate GWI’s own universe
figures will be among 16-64s only, and
will therefore be higher.
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Mexico
Morocco
Netherlands
New Zealand
Nigeria
Norway
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Russia
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Singapore
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South Korea
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Taiwan
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Internet penetration
rates: GWI versus
ITU figures

As GWI's Core Research is conducted
among 16-64 year-olds, we supplement
the internet penetration forecasts for a
country’s total population (reproduced
above) with internet penetration fore-
casts for 16-64s specifically.

Forecasts for 16-64s will be higher than
our forecasts for total population, since
16-64s are the most likely age groups to
be using the internet.

Sample size
by market

This report draws insights from GWI’s
Q3 2022 wave of research across 50
countries, with a global sample of
246,761 respondents.
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Mexico
Morocco
Netherlands
New Zealand
Nigeria
Norway
Philippines
Poland
Portugal
Romania
Russia
Saudi Arabia
Singapore
South Africa
South Korea
Spain
Sweden
Switzerland
Taiwan
Thailand
Turkey

UAE

UK

USA

Vietnam

5,257
920
2,628
1,974
875
1,400
4,008
3,176
2,373
1,317
4,331
1,815
3,545
1,844
2,366
10,761
2,628
1,507
2,721
4,573
2,104
1,890
10,504
26,234
3,291
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Getin
touch
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