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The NOwW
Generation

A significant next wave

of adult consumers
A ‘
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By 2020...they will account for
a third of the global population

up from 26% (1.9 billion) in 2015
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New questions
0 from clients
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How do we target How do

consumers who consumers
may never feel about
enter a retall Al?

store?

How do

They’re just

: . . we advertise
like Millennials as media ‘ ‘
but more tech- y fragmentation
savvy, right? & proliferates? /|
,- i y




You're late to the game
if you're not already
thinking about

them.
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............................ “Junior Lab”
imagining future
" of travel |




The young are
acting older

RISING
VALUES:
Creativity,
Internationalism,
Ambition,
Equality, ON
Knowledge, DE;‘)I(NE:
N\, Learning A Being
........................................................................... Youthful
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Do | take a different approach?
' ==

INDIVIDUALITY
one of the fastest-
declining values
globally, driven the
most by younger
consumers

Think Group = “My individuality is reflected in how I look & what | buy”

...Is the fastest-declining life attitude globally, driven
by younger consumers no longer eager to stand out



Do | take a different
approach to dlfferencew ' :

" TOLERANCE

Respecting
~ differencesisa
~growing value

among




How do they see themse

Strong sense of self
AND social sensitivity




Marketers increasingly focus oi |
creation (vs. products) to connect P

6o

More than

- any before, this
“generation speaks through
its images. So we sent a Nikon
gmera on a journey to help
even people, with something
gy, make their mark. See
1at they said with their
. images. Then make
- a statement of
your own.




Stress test

84%
have at least
one MajOr

. stressor | _
Self- e g

L =  enough free
#2 j
Money time




Security will be imperative
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The global
'~ recession made
~ Thrift much more
. topofmind *Q\GAL SEC
forteens QQ*

‘I am

....................................................................... always
concerned
about my safety

& security”



Security concerns — a potential !
challenge to Al adoption

- —- 66

............................................................. It happens
Now Gen ™. constantly now.
more likely to... 7 Every site remembers

something you
shut off locator on entered or looked at,

their phone, keep oS oXTA advertising on-line
camera covered, go ; everywhere uses it.

Incognito on their PRIV, Facebook uses it.
browser, do a privacy ACY E_Vefn my phOIE)e uses
N check on social & It Tor remembering

t .
media sites = details.
=




Growing up later -

Experienced
event in the
past 5 years

13% L 15%
6% 6% 304 -
[ [ —
Got First Moved
married child back home

B Millennials (2002) B Now Gen (2011)




The delaying of
‘adulthood’ continues

1976 1986 1996 2006 2016

@ Has driver's license Ever dated @ Tried alcahal Warked far pay

Note: wording of a question about alcohol habits was changed in 1993. Chart uses data
from 1993 onward. 2016 data about driving, dating and working is unavailable.

Source: The Washington Post, 9-19-17; Jean Twenge, Analysis of data from
“Monitoring the Future,” a survey by the Survey Research Center in the
Institute for Social Research at the University of Michigan



Strategic shoppers focused more on access |

| —

% who did the following in the past month

Used mobile 238

phone coupons 32

Used online -

coupons

Bought a 1228

used item 33

ought less expensive [NAZ

|
no-name brand 48 ‘
|

DISCOUNT
CODE

Now Gen [ All adults
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strongly agree %; .

' the most |mportant“'
~ thing about a brand
‘ is that it offers
. good value for |
th e mon ey e =

;

b

m&; Abercrombie

36% )

{ ‘/ 2, ‘ w "l f i & Plt C l_l

say they like to
. buy prestigious

brand name
products



Convenience is worth the money

- 37 %

strongly agree
they’re prepared
to pay more for
products that
make life
easier
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than digital

68%

biggest
shift from
Millennials




Understanding







