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BUT FOR SOME REASON OVER
THE PAST 30 YEARS,

each time a new age group
is identified, merchants and
advertisers begin a frantic
scramble to figure out what
they want and how to connect
with them. Before there were
Millennials there was Gen X,
and before that, there were
the Baby Boomers - each
group with a unique set of
expectations, experiences,
generational history,
lifestyles, values, and
demographics that influence
their buying behaviors.!
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And now, just as marketers
were beginning to feel
they’'d mastered marketing
to Millennials, along came
Generation Z (or Gen-Z), which
includes anyone aged 2 to 19.
Once Women’s Wear Daily
proclaimed this group to be
“the next big retail disruptor,”
the frenzy began all over
again. Then, the research
group J. Walter Thompson
Intelligence proclaimed them
to be “Millennials on steroids.”
No wonder retailers are
freaking out.?

But, according to generational
expert David Stillman, that
characterization is misleading
and even offensive to members
of Gen-Z, who are distinctly
different from Millennials.
Gen-Z'ers are aware of

the negative stereotypes
tossed around about their
predecessors, and they’re
working hard to blaze a
different path. Retailers who
treat them the same are bound
for failure.>
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Because they’ve never known
an unconnected world, they
automatically gravitate to
social media and look to
trusted influencers to help
them form their opinions.
“YouTube is the sweet spot
for them, where they go

to get information about
brands,” says Johnson. “When
companies latch on to social
media influencers to sell
products, Linksters are very
suspicious. They’ll go to
YouTube to find out if those
influencers are being paid to
sell the brand.”

head directly

purchases in
stores can tai
with only the
highest dem

OF COURSE, GEN-Z's NOTORIO
FLITTING ATTENTION SPANS
OFTEN PERCEIVED NEGATIVE
BLAMED ON THEIR OBSESSIO
SOCIAL MEDIA, BUT RESEAR

FOUND DIFFERENTLY. tailor

o tap

Of course, Gen-Z’s notoriously
flitting attention spans are
often perceived negatively
and blamed on their
obsession with social media,
but research has found
differently.> A company

that’s now part of Accenture
studied the issue and found
that it’s actually because
they’ve developed highly
evolved “filters” that give
them the ability to quickly
sort through limitless sources
of information.® Having grown
up in a completely connected
environment, their brains
discard useless data quickly,
and “trending” topics become
more important, especially
when trusted sources point
the way.

As a result, they have no time
or appetite for browsing. They
prefer to go directly to store
websites to confirm what they
want is available, and then
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