
Gen Z in 
the EU5

How do Gen Z's character traits 
stand out across the EU5?

Click to explore data on our platform

% of Gen Z in the EU5 who describe themselves as the following

Methodology: Unless otherwise stated, this infographic uses our Q3 2022 Core research among 9,355 Gen Z 
internet users aged 16-25 across the EU5 markets, including France, Germany, Italy, Spain and the UK.

Want more 
like this?

Book your demo

Close to half of Gen Z 
social media users from 
Spain follow influencers 
or other experts social 
accounts (49%), 
compared to 31% 
for Gen Z in the UK 

Anxiety is much higher for EU5 Gen Z
% of Gen Z in the following markets who say they’re prone 
 to anxiety, sorted by top over-index against Gen Z globally 

EU5 Gen Z are more pessimistic now than at the height of Covid-19
% of Gen Z in the EU5 who said the following will get worse in the next 6 months

TikTok dominates content while Instagram keeps them connected
% of Gen Z in the EU5 who use Instagram and TikTok for the following reasons

What sets EU5 Gen Z apart in their purchase journey? (sorted by top over-index) 

Instagram is their current favorite, but TikTok is coming for the crown 
% of EU5 Gen Z social media users who say the following platforms are their favorite

Character 

Gen Z in Italy are the 
most price-conscious, 
while those in the UK 
are the least
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Your snapshot on internet users 
aged 16-25 in France, Germany, 
Italy, Spain and the UK

Compared to the 
region's average, Gen Z 
are 79% more likely 
to be career-focused 
and 71% more likely 
to be money-driven 

Germany

France

Italy

Spain

UK

1.69 49

1.66

1.41

1.26

1.12

48

41

37

33

Interest in environmental 
issues is down 18% since Q3 
2021 for EU5 Gen Z – suggesting 
crisis fatigue is setting in

Gen Z from Spain are keen to see where new technology will progress
% of Gen Z in the EU5 who are excited about the following emerging technologies

They're more likely to own certain devices
% of Gen Z in the EU5 who own the following devices, 
sorted by top over-index against Gen Z globally

Gaming keeps them connected
% who say the following are their main reasons for gaming, 
sorted by top over-index against all gamers in the EU5
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IDX

Half of Gen Z in France own a gaming console - the most of any EU5 market
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Brand discovery
% who discover new brands/

products via the following

Brand expectations
% who want brands 
to be the following

Purchase drivers
% who say the following would 

increase their likelihood of 
buying a product online

Brand advocacy
% who say the following would 

motivate them to promote 
their favorite brand online

Vlogs

Endorsements 
by celebrities

Sponsored 
content on 
podcasts

1.94 11

1.89 15

1.65 11

Brand research
% who use the following 
to find more info about 
brands and products

Micro blogs

Vlogs

Messaging/
live chat 
services

2.07 12

1.92 12

1.63 12

Young 

Trendy/cool 

Bold 

1.92 29

1.42 29

1.36 24

Option to use 
‘buy’ button

Exclusive 
content or 
services

Lots of ‘likes’/ 
good comments
on social media

1.68 11

1.44 14

1.37 21

Something that 
enhances my 
online status

Love for 
the brand

Access to 
exclusive content 
and services

1.65 14

1.51 21

1.26 32

IDX

16% of Gen Z in 
the EU5 say they 
have a mental health 
condition - 67% 
more likely than 
Gen Z elsewhere

https://www.gwi.com/connecting-the-dots/sustainable-priorities
https://bit.ly/3Y9B0YG
https://bit.ly/3WZPfyn
https://bit.ly/3DwQ1Mo
https://bit.ly/3Jzc6xu
https://bit.ly/3JB667j
https://bit.ly/3HOKFym
https://bit.ly/3jtM0Bt
https://bit.ly/3YgdN7g
https://bit.ly/3wNBOGY
https://bit.ly/3wPD3Fz
https://bit.ly/40zsrIK
https://bit.ly/40lSMtF
https://bit.ly/3RtqSYC



