
This report looks at the following areas:

•• The impact of COVID-19 on the online shopping behaviors of Gen Z and
Millennials.

•• The effect unemployment and limited discretionary funds as a result of the
recession will have on each generation’s online spend.

•• Current online shopping behaviors and preferences of Gen Z and
Millennials.

•• Key elements of ecommerce shopping.

Gen Z and Millennials are two of the largest, most diverse generations and are
avid ecommerce shoppers, moving seamlessly between online and offline
activities. COVID-19 has escalated online shopping habits across the board.
With a recession in full swing, Gen Z and Millennials are becoming more
selective about how and where they spend their money. Brands that want to
connect with these consumers need to meet their expectations of an inclusive,
tech-first, and value-driven shopping experience. As explored in this Report,
both generations are driven by experiences, technology, and value, which play
out differently depending on their lifestage.
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“Gen Z and Millennials are
similar in many ways: they are
digital natives who enjoy the
online experience; they
expect brands to leverage
technologies to meet their
specific needs; they hold
brands accountable for their
actions. Online, Gen Z and
Millennials prioritize different
value-added offerings from
brands as they navigate
different stages of life.”
– Katie Yackey, eCommerce
Analyst
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• eCommerce and tech: a symbiotic relationship
Figure 24: Shoppable Pinterest page
Figure 25: Brookfield Properties and Fit:Match Partnership

• Eco-anxiety looms large over Gen Z and Millennials
Figure 26: Allbirds Carbon Footprint tracker

• Adding Value to the Millennial-consumer experience
Figure 27: Warby Parker

• Evolving Experiences for consumers in the next normal
Figure 28: Brands bring experiences to Gen Z

• Brands need to connect, advocate, and personalize
• Video is the new way to connect: FaceTime, Snapchat,

TikTok
• An integrated digital experience: Nike
• A world of choices: Apply Music, Spotify, and YouTube

Figure 29: Spotify 2019 Wrapped

• Millennials like their style with an adult twist
• Target: The lifestyle brand

Figure 30: The Designer Dress Collection by Target
• Instagram: Lifestyle brands’ social platform
• Direct-to-consumer: The intersection of expression and

value
Figure 31: Glossier oily skin interview

• Parents still play an important role in Gen Z’s purchase
abilities

• Gen Z and Millennials differ on brand name and brand
values

• Amazon is looked to for convenience
• Social media connects brands with consumers
• Brands need to recognize the lifestage, not only the

generation

• Young Gen Z is well on their ecommerce way
Figure 32: Online shopping frequency, Younger Generation Z,
February 2020
Figure 33: Online shopping frequency, Older Generation Z,
February 2020

• Cash in sporadic segments

BRANDS RESONATING WITH GEN Z

BRANDS RESONATING WITH MILLENNIALS

THE CONSUMER – WHAT YOU NEED TO KNOW

GENERATION Z ECOMMERCE OVERVIEW
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Figure 34: Spending money, Younger Generation Z by age,
February 2020

• Gen Z is unafraid of purchasing products online
Figure 35: Products bought, Generation Z, February 2020
Figure 36: Products bought, Older Generation Z, February
2020

• Millennials: The first to cross the seamless shopping bridge
Figure 37: Online shopping frequency, Millennials, February
2020

• Millennials embrace ecommerce for all product types
Figure 38: Products bought, Millennials, February 2020

• Preferences are similar until brands are involved
Figure 39: Ecommerce brand focused attributes, by
generation, February 2020
Figure 40: Burt’s Bees Shopper Protection
Figure 41: Ecommerce experience attributes, by generation,
February 2020

• Convenience and variety key factors in choosing where to
shop
Figure 42: Online retailers shopped, by generation, February
2020
Figure 43: TargetStyle on Instagram

• Social media lends itself to consumer-brand interactions
Figure 44: Learning about products, Younger Generation Z,
February 2020
Figure 45: Learning about products, Older Generation Z,
February 2020

• Reviews are key to Millennial discovery
Figure 46: Learning about products, February 2020
Figure 47: Lulu’s Highlights Customer Reviews

• Social communities are a friend for parents
Figure 48: Learning about products, February 2020
Figure 49: Yumi fosters a community for parents

• Importance of omnichannel approach gets elevated

MILLENNIAL ECOMMERCE OVERVIEW

ECOMMERCE ATTRIBUTES

RETAILERS SHOPPED

MOTIVATION AND LEARNING

ONLINE SHOPPING BEHAVIOR AND ATTITUDES
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Figure 50: PepsiCo snack bundles
Figure 51: Shopping behaviors, by generation, February 2020

• Recognize the lifestyle differences, not only the generation
Figure 52: Online shopping attitudes, Younger & Older Gen Z,
February 2020

• Millennials want time to explore their options
Figure 53: Online shopping attitudes, Millennials, February
2020

• Data sources
• Consumer survey data
• Consumer qualitative research
• Abbreviations and terms
• Abbreviations

Figure 54: Consumer attitudes toward learning, age 18-24

APPENDIX – DATA SOURCES AND ABBREVIATIONS

APPENDIX – THE CONSUMER
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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