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They make up one

TOYS- 84% DINNER- 73% CLOTHES- 74% ENTERTAINMENT- 69% VACATION- 65%
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Use social media as
a research tool for
school projects
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Studies show their brains have
evolved to be cognitively nimble

NON-DIGITAL
CO MM U N 'CAT' 0 N / "Some lack situational
SKILLS ' awareness and are oblivious

\ to their surroundings.”

-Teacher, Pew
Research Survey

OUTSIDE OF THEIR DIGITAL
HABITS, WHAT MAKES GEN Z
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4 of 5 high schoolers of high schoolers want
believe they’'re more driven to be an entrepreneur
than their peers
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WORLD PREVENTABLE  CLIMATE
volunteer HUNGER- 78%  DISEASE- 7%  CHANGE- 76

HOW CAN BRANDS SPEAK TO THIS DIVERSE GROUP OF DRIVEN,
ALTRUISTIC DIGITAL NATIVES WITH SHORT ATTENTION SPANS?

CELEBRATE DIVERSITY CULTIVATE BREVITY SHOW, DON'T TELL

Depict and support them as ethically, Video is king for these digital This generation is entrepreneurial-
sexually, and fashionably diverse, and natives and they won't pay they love making and learning.
speak to them as if they are mature attention for long. Focus your Show them how to interact with
adults, active in making diverse choices content strategy on bite-sized, your brand. Consider tutorials
for themselves. They are smart, inclusive, consumer-first content with a or DIY experiences to pique and
and capable - and they know it. clear call to action. keep their interest.
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