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This report looks at the following areas:

* Where Gen Zs get their spending money.

« What Gen Zs expect to do by the time they are 30.

» Their sources of stress and how that compares to older generations.

* How they think their personal skills compare to their peers.

* Their usage frequency of YouTube and the types of videos they watch.
¢ Their attitudes and behaviours towards mental health.

+ The ways in which they support causes/charities.

By age 30, Gen Zs are more likely to have travelled abroad or started saving
for retirement than they are to have gotten married or had kids — at least if
their current expectations come true. These consumers are contfinuing a frend
of shiffing away from 20th century fraditions. Staying at home with their parents
through their 20s has become normalized, while at the same fime they feel less
rushed to start their own families before they are ready. These attitudinal shifts
away from tradition will impact Gen Z's finances, purchasing behaviours and
relationships in the years ahead.

This generation was uniquely impacted by the COVID-19 pandemic. More than
any other adult generation, the past two years were irreplaceable for Gen Z;
graduations, moving out o go to university/college and once-in-a-lifetime
concerts and trips with friends were lost. As the world returns to normal, many of
them will look to make up for lost time. And even though inflation will affect their
limited purchasing power at this point in their lives, they are less worried than
others about it; they are also less worried about COVID-19 exposure than
others. Their focus coming out of the pandemic will be on returning to normal
and enjoying their youth — COVID waves and rising price indexes will be
secondary.

The biggest challenge when marketing to this consumer group going forward
will be working with their complicated financial situation. In the near future, Gen
Zs will be simultaneously thinking about their careers, student debt, retirement,
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financial independence from their parents and home buying savings - all while
also considering marriage, kids and how to live their lives to the fullest affer
putting them on pause for two years. These consumers will have a lot on their
minds and hear a lot of noise about what they should be doing with their lives,
which will make it difficult for marketing messages to break through.

However, the differences between this generation and others creates clear,
tangible opportunities for marketers. Their media habits — such as using
YouTube, Instagram, Snapchat and TikTok — create nearly limitless ways to
connect with them in highly targeted ways. And their support for causes through
small gestures like online pefitions means they are more receptive fo taking
modest steps as a contribution to a larger cause — such as buying products
that support important initiatives. Gen Zs are more alike past generations than
different — but one of their biggest differences has created a media
landscape that marketers can leverage to communicate directly with
consumers.
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Gen Zs are not unlike past generations

Challenges

Gen Zs grapple with stress and a lack of confidence and
optimism

As young adults, Gen Zs have complex finances

TARGET AUDIENCE - BY THE NUMBERS

A profile of Gen Z

Gen Z is a racially diverse group

Figure 2: Race, by generation, 2022

Most are students, while part-time employment is as
common as full time

Figure 3: Student and employment status, Gen Z vs overall,
2022

Most Gen Zs visit YouTube and Instagram every day
Figure 4: Sites/apps visited daily, Gen Z vs overall, 2022
Gen Z’s political support is less top-heavy than average
Figure 5: National political party support, Gen Z vs overall,
2020

MARKET FACTORS

Housing is a unique issue for Gen Z

Figure 6: Current living situation, by generation, 2022

Figure 7: New housing price index, 2010-22

Gen Zs are less concerned about inflation than others
Figure 8: Rising prices as a concern over the next six months,
by generation, 2022

COVID is also less of a worry for this generation
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Figure 9: Concern about risk of exposure to COVID-19, 2022
* How the pandemic could create generational differences
* Employment has returned to pre-pandemic levels

Figure 10: Unemployment rate (%), 15-19s vs 20-24s, 2019-22
« Atimeline of digital technology

COMPETITIVE STRATEGIES

 Indulging Gen Z's demand for control
Figure Tl Infro Twitter post, 2022

* Making it easy for Gen Z to share content
Figure 12: Spotify Instagram post, 2021
Figure 13: Getty Museum Twitter post, 2020

» Enabling Gen Z to support causes in simple ways
Figure 14: Tentree Instagram post, 2022
Figure 15: Larry's Coffee Instagram post, 2021

* Using humour to connect with Gen Z on social media
Figure 16: McDonald’s Canada Twitter post, 2022
Figure 17: Bugles Twitter post, 2022

MARKETING TO GEN Z - FAST FACTS
GEN Z'S PERSONAL FINANCES

* What makes this generation different

* Income is complex for Gen Z
Figure 18: Sources of spending money, teens vs Gen Z, 2021/
2022
Figure 19: Sources of spending money, students vs non-
students, 2022

* Cultural differences in sources of money
Figure 20: Sources of spending money, by race, 2022

* Gen Zis in a unique financial situation at this point in their
lives
Figure 21: Student debt and retirement (% agree), by
generation, 2022
Figure 22: Scotiabank Instagram post, April 2022

« Despite their age, Gen Z remains fiscally conservative
Figure 23: Preferred method of building financial savings, by
generation, 2022

« Using Gen Z's finances as a way of understanding their
mindset

LIFE EXPECTATIONS

* What makes this generation different
- Gen Z may not be certain of their future, but trust their

efforts will pay off
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Figure 24: Attitudes towards life (% agree), by generation,
2022
Figure 25: Synergy Kombucha Instagram post, April 2022

* Expectations for the years ahead
Figure 26: Expect to have done by age 30, 2022

« Cultural differences in life expectations

» Students should be a focal point for the travel industry
Figure 27: Expect to have done by age 30, by student status,
2022
Figure 28: Confiki Instagram post, 2022

* Comparing Gen Z expectations to Millennial realities

* Home ownership has become more difficult for first time
buyers
Figure 29: Expect to have done by age 30 vs did by age 30,
Gen Z vs Millennials, 2022
Figure 30: lkea Canada Instagram post, 2020

SOURCES OF STRESS

*  What makes this generation different

+ The stress of personal responsibilities
Figure 31: Sources of stress: top three rank, 2022
Figure 32: Personal responsibility sources of stress (NET: any
rank), by generation, 2022

« Concerns about other people are a secondary source of
stress
Figure 33: Concerns about other people sources of stress
(NET: any rank), by generation, 2022

» Friends are as big a focus as family among Gen Zs

PERCEPTIONS OF PERSONAL SKILLS

*  What makes this generation different

- Gen Z is overconfident about some skills, but lacks
confidence in others
Figure 34: Skills compared to others the same age, 2022

» Gen Z men are more confident in their abilities than women
Figure 35: Above average skills compared fo others the same
age, by gender, 2022
Figure 36: Lululemon Instagram post, April 2022

« Skill perceptions compared to older generations

* Gen Zis confidently tech savvy
Figure 37: Above average skills compared to others the same
age: digital, by generation, 2022

« Personal finances are not yet a strength for Gen Z
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Figure 38: Above average skills compared to others the same
age: financial, by generation, 2022

Figure 39: Questrade Instagram post, 2022

Gen Z can use support with mental health management
Figure 40: Above average skills compared to others the same
age: health, by generation, 2022

Book smarts vs street smarts

Figure 41: Above average skills compared fo others the same
age: book, social and maintenance skills, by generation,
2022

Figure 42: Home Depot Canada Instagram post, 2022
Day-to-day life skills

Figure 43: Above average skills compared to others the same
age: cooking, childcare and time management skills, by
generation, 2022

Figure 44: Rescue Time Twitter post, 2022

Confidence jumps as teens become adults

Figure 45: Above average skills compared fo others the same
age, teens vs Gen Z, 2021/2022

Figure 46: Above average skills compared to others the same
age, teens vs Gen Z, 2021/2022

YOUTUBE USAGE AND PREFERENCES

What makes this generation different

Gen Z are heavy users of YouTube

Figure 47: YouTube visit frequency, by generation, 2022
Figure 48: Types of YouTube videos watched, 2022

YouTube as a source of entertainment

Figure 49: Types of YouTube videos watched: entertainment,
by generation, 2022

Gaming content is where Gen Z differs

Figure 50: Types of YouTube videos watched: gaming and live
streams, by generation, 2022

YouTube as an informational resource is an opportunity for
growth

Figure 51: Types of YouTube videos watched: information, by
generation, 2022

Understanding unboxing
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Figure 52: Mental health attitudes and behaviours (% agree),
by generation, 2022

¢ Gen Z trails in confidence and optimism
Figure 53: Confidence and optimism (% agree), by
generation, 2022

» Confidence is lowest among women, the unemployed and
those still living at home
Figure 54: Gen Z: | am a confident person (% agree), by
gender, employment status and living situation, 2022
Figure 55: I am a confident person (% agree), by generation
and gender, 2022

* Gen Z should be reminded to enjoy young adulthood
Figure 56: Would you rather: go ahead or back in time, by
generation, 2022

HOW GEN Z SUPPORTS CAUSES

*  What makes this generation different

* Gen Z prefers non-monetary support for their causes
Figure 57: Ways of supporting charities/causes in the past 12
months, by generation, 2022

» Online petitions will be a generational difference and
indicative of Gen Z behaviours

* Choosing the right cause for Gen Z
Figure 58: Would you rather: support an environmental or
social equity cause, by generation, 2022
Figure 59: Chevrolet Canada Instagram post, February 2022
Figure 60: Mill Street Brewery Instagram post, 2022

APPENDIX — DATA SOURCES AND ABBREVIATIONS

e Data sources

« Consumer survey data

¢ Mintel Trend Drivers

- Abbreviations and terms
> Abbreviations

+ Terms
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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
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grow. To find out how we do that, visit
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