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            Dedication

         
         
            I dedicate this book to my grandfather Murry Ulin, who taught me about life, history, a good story, and bridging generations.
               I am grateful for him and am inspired by his memory every day.
            

            —Jason

         


         
         
            I dedicate this book to our daughter, Rya. She brings me more joy than I ever thought was possible. Her strength, warmth,
               and zest for life make me want to be a better human. I love you more than all the stars in the sky.
            

            —Denise

         


         
         
      
   
      
      
      
         
            Epigraph

         
         
            Each new generation brings changes to humanity. Let’s embrace the change and be part of the story.

            —Denise Villa, PhD
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            Introduction: Gen Z Is Here

         
         Jack remembers exactly when he saw the pineapple cake ad.

         
         It appeared in his Instagram feed as he was scrolling. The video was of a young woman showing how to bake a cake “that looked
            exactly like a pineapple.” Jack clicked on the ad and watched the video on YouTube. He said it was so cool that he immediately binge-watched more videos of the cake maker on his phone.
         

         
         After watching more than fifty videos, Jack tried to bake his first cake. He failed. Then he tried his second cake. He failed.
            Then his third cake. He failed. And he kept trying over and over and over. And kept failing and failing and failing.
         

         
         Finally, after two months of trying to bake a cake that looked right, he made one that he thought was good enough to post
            on Instagram. As he recalls with a huge smile, “It was the first photo I ever posted on Instagram that got over one hundred
            likes!” His friends commented, “OMG!” and “Howd u learn that?”
         

         
         Jack loved the artistic side of baking and trying new ways to decorate the cakes. He began baking two cakes every weekend and then posting them in photos and videos over the next week. One by one people would follow him on Instagram and leave comments.
            “Hello from Brazil!” and “Great cake—Barcelona!” The cake decorator, whose two hundred videos he had now watched to learn how to bake, followed him and started featuring his cakes.
         

         
         When asked why he chose baking cakes over other hobbies or activities, Jack says, “I tried sports, but I wasn’t any good at
            it and, worse, you fail in front of an entire audience filled with people. Baking cakes you just fail in your kitchen. I kept
            failing and failing but just kept going.”
         

         
         His favorite baking experience so far: “I got to bake a cake for my teachers’ wedding and bake the cake for a gender reveal.
            It was cool because, if you think about it, cakes are a part of all these great life events—weddings, birthdays, and more.
            And now I get to be a part of those events. I was the only one who knew the baby’s gender, so I made the outside of the cake
            pink and blue, and the inside was all blue.”
         

         
         Jack has now watched about one thousand videos on YouTube on how to bake and decorate cakes.

         
         His advice to older generations: “I would tell adults that didn’t grow up with YouTube that they think in order to do something
            you have to take classes. My grandfather told me to take baking classes to get good at baking, but they have to realize that
            the way our generation learns is so different.
         

         
         “Now in math class you just go on YouTube to learn the math lesson. And older generations think social media is a bad thing,
            and, yes, there is a downside, but they have to realize it can also be a good thing. The way we learn is changing, and YouTube,
            Snapchat, and Instagram are the new ways that we’re learning how to do new things and finding what we like to do.”
         

         
         Jack says, “I could be making cakes, but it would be nothing if I didn’t post it on social media because, what would I do,
            bring photos to school? Instead, I just post the photos or videos and get feedback instantly from people all over the world.
            On Instagram it shows me that many of my followers are from Europe. People in Europe know my cakes.”
         

         
         Eighteen months after he baked his first cake, companies reached out to Jack via his social media accounts to see if he would like to promote their products. He plans to go to college and then work toward getting a show on the Food Network. He says right now he has had to slow down a bit and only make one cake per weekend, because, as he says, “Now that I’m older I don’t have the same amount of time I did when I was a kid.” 

         
         Jack is fifteen. He started baking cakes when he was twelve, because of a YouTube video advertisement. He has more than eleven
            thousand Instagram followers on @JackedUpCakes.
         

         
         Jack is in Generation Z.

         
         And Gen Z is about to reshape the future of business, forever.

         
          

         Jack is one of the thousands of members of Gen Z who have helped us shape this book and will help you to understand their
            generation in a new and different way.
         

         
         He and members of his generation from around the world will show you how they are changing everything from how to recruit
            employees and help them thrive within your company to unexpected strategies for marketing, selling, and driving new consumer
            experiences that Gen Z loves.
         

         
         Our team of PhD researchers and generational consultants interviewed members of Gen Z in person and via video around the world,
            tagged along as they shopped in stores alone and in groups (usually while group Snapchatting in both scenarios), and watched
            Gen Z as they watched their favorite YouTubers show them how to do everything from putting on makeup to playing Fortnite to
            studying on “Study with Me.”
         

         
         Our research, consulting, and keynote-speaking firm, The Center for Generational Kinetics (CGK), has led more than sixty-five quantitative and qualitative research studies across the United States and around the world. These studies have been fielded across North America as well as Western Europe, India, the Philippines, and Australia. Our quantitative research studies generally represent at least one thousand individual participants and often many more. While the data in this book is largely from our US studies, we have chosen to focus on insights that we see are also most applicable around the world, based on our work speaking and consulting from Singapore and Chile to India and Paris, and for numerous global organizations each year. 

         
         All of our interactions with Gen Z have led to a key conclusion: the ways in which leaders typically recruited, managed, and
            marketed to older generations will not work with Gen Z.
         

         
         But don’t panic. Gen Z wants to work. They are looking for brands to love. They want and expect to add value as employees and share products and services that they are passionate
            about. It’s just that Gen Z’s expectations around how they connect with brands and potential employers look nothing like those of previous generations. The communication strategies
            and platforms have changed. Their hopes in what an employer can offer them have changed. They are open to what you have to
            say, as long as you are open to hearing them, too.
         

         
         Many leaders know they need to adapt to Gen Z, but they feel paralyzed. They don’t know how or what to change, or where to
            even start. This book gives you the tools to do just that, starting wherever you are right now.
         

         
         At CGK, companies around the world hire us to answer their Gen Z questions, such as:

         
         
            	Who is Gen Z?

            	What works to market and sell to them now—and get them to tell their friends?

            	What do we need to do to recruit, retain, and engage them as employees?

            	How will Gen Z change the future of our business?

         

         Our team is constantly leading studies to understand Gen Z and uncover what leaders must know and do to prepare for this new,
            exciting generation. We’ve led studies on four continents, in multiple languages, and looked at everything from how Gen Z
            views brands, marketing, and customer loyalty to job seeking, recruiting, motivation, and retirement—all the way to how they
            view the world around them and other generations. We’ve led deep dives to uncover new truths about Gen Z and shopping, banking, spending, saving, driving, investing, communicating, managing, trusting, influencing, and so much more. 

         
         For the last four years, we’ve also led our annual State of Gen Z Study (StateofGenZ.com). This in-depth study looks at Gen
            Z and the hidden behavioral drivers that are the “why” behind their perspectives, actions, beliefs, motivations, fears, and
            dreams.
         

         
         After leading dozens of studies exploring Gen Z in comparison to other generations, one finding stands out above the rest:
            Gen Z’s expectations are so different because they are so different from other generations. They are the first to lead fully digital lives. They are being raised by parents affected by past
            events such as 9/11 and the Great Recession, as well as contemporary realities from the COVID-19 pandemic to online gaming,
            Brexit, and presidential politics.
         

         
         They are connected to the world, and one another, across continents and across town using technology that for them has always been available. They have strong and vocal opinions about social issues from student loan debt and gun control to equality
            and climate change. And for the first time in history, digital media has given a generation this young the power to instantly
            bolster (or derail) global brands, become activists, and influence how companies do business—sometimes with a single tweet,
            post, or cell phone video.
         

         
         We’ve seen it firsthand and likely so have you. The world watched as sixteen-year-old climate activist Greta Thunberg addressed
            the UN Climate Action Summit in September 2019, urging leaders to do more to reduce CO2 emissions. We’ve witnessed gun control advocates Emma González and David Hogg, along with their Marjory Stoneman Douglas
            High School peers, organize the March for Our Lives protest in 2018 and advocate for safer gun laws.
         

         
         As Christina, age twenty-one, says, “We are definitely a generation and a movement. We use our voices a lot, we exercise our ability to speak about what is wrong, and what we like, and our opinions.”
         

         
         We’ve listened to Gen Z as they talk about skipping the mall to go thrifting at “G-Dub” (Goodwill). We’ve seen their intense focus as they watch their favorite esports player on YouTube and Twitch. We’ve watched as they get incredibly immersed playing Fortnite for hours and hours (and hours), and then take forty-six photos to post one great photo of their limited-edition shoes on their public Instagram account, but not their Finsta account (which is used only for their closest friends). 

         
         We’ve also listened intently as Gen Z talks about the impact of COVID-19 and being quarantined at home instead of going to
            school or work. We’ve documented the anxiety they feel from constant social media pressure, and their insecurities about work,
            money, the environment, and the future.
         

         
         Kate, age sixteen, says, “I think a lot of people in the older generations call people my age weak and say if we don’t get
            a participation trophy we will break out in tears. I don’t think that’s true. My dad especially makes fun of participation
            trophies and things like that. But I think, ‘Your generation is the one who gave them to us.’”
         

         
         We’ve also heard loud and clear from Gen Z that they are not Millennials 2.0.

         
         Chris, age twenty-two, says, “I look at my mom’s generation and my grandmother’s generation and see that they have no clue
            what our generation has going on. My mom and my grandma, they’ll be like ‘your generation is off the chain, just crazy.’ We
            do stuff that they have no clue about.
         

         
         “I know each generation can be different, and I know that is one thing I can say about ours. It’s different because of how
            we grew up and the stuff that we experienced.”
         

         
         Chris is not alone, as 79% of Gen Z told us during our 2019 State of Gen Z1 Study that they do not feel other generations understand their generation well.
         

         
         Gen Z is also older than most people think, with the oldest members already up to age twenty-four in 2020. This large, diverse,
            connected-from-birth generation is soon to be the fastest growing generation in the workforce—likely including your own workplace.
         

         
         Gen Z is already the most important generation of consumer trendsetters, and they are determined to have an effect on your
            business. This book will show you what you need to know to understand them, market to them, employ them, and grow as they
            do.
         

         
         To write this book, we led original studies of Gen Zers ages thirteen to twenty-four, compared them with Millennials and Gen Xers (and even Boomers), and interviewed individual members of Gen Z as young as age nine. What we uncovered was startling, even the differences between today’s nine-year-old and nineteen-year-old, because of technology’s rapid change. 

         
         To understand just how different their worldview is even from Millennials, let us give you two quick examples:

         
         
            	Gen Z does not remember 9/11. That’s a huge difference and worth repeating: Gen Z does not remember 9/11. They learned about it in history class, from a parent recalling
               the experience, or on a YouTube video. As a result, Gen Z can’t recall the feeling of fear and uncertainty that came as this
               event was unfolding—and which made it the defining moment of the Millennial generation, especially in the United States. This
               generational difference is even more pronounced when we interview Gen Zers outside the United States because they learned
               about 9/11 not only in history class but also through a different, geographically localized lens.
            

            	Gen Z has come of age with the COVID-19 pandemic creating fear, uncertainty, vulnerability, and confusion. The pandemic has
               caused massive disruption in schools, work, travel, politics, family, and much more. While the long-term implications of the
               COVID-19 pandemic remain to be seen, it is already clear that this is the defining moment of the generation thus far.
            

         

         As Chloe, age fourteen, shares, “I saw that lots of people my age at camp were wearing Lululemon shorts. They looked really
            cool. So, I saved up and bought a pair for $40. They were okay but not great. And then I went on Amazon and realized I could
            buy almost the exact same shorts but for only $15. So, I started buying those instead to save money.”
         

         
         Who are these young adults?! We’re going to answer that and much more in the chapters ahead.

         
         
            The Gen Z Opportunity

            Sharing the insights in this book—and what they mean to you and your business—is our passion.

            
            We are generational researchers, consultants, and speakers—true generation geeks—in pursuit of research-based insights and
               strategies into Gen Z and each generation as they change business, communities, and our world. We get fired up studying Gen Z, whether through the lens of an employer,
               marketer, family member, or neighbor—and then taking the opposite approach to dive in and understand Gen Z’s perspective.
            

            
            Zconomy is the best of what we’ve uncovered in our original research and consulting to understand Gen Z. But Gen Z is still emerging,
               so we’re paying close attention in our work with leaders and organizations around the world. Any book we write about a generation
               is only a snapshot, a moment in time, because generations continue to grow and adapt—especially Gen Z given their current
               age and life stage. Gen Z is right now hitting their mass entry into adulthood, and already they’ve provided us with a trove
               of insights, unforgettable stories, and unexpected strategies.
            

            
            Gen Z’s impact on the world is already immense, but they’re just getting started. To bring Gen Z to life we’re going to go
               on a journey that reveals what is shaping them, how they’re going to reshape business and the future, and how you can make
               the most of this generation’s talent, influence, energy, and potential.
            

            
            Whether you’re marketing a new banking app, athletic pants, car, or milkshake, or looking to recruit the next generation of
               employees in your restaurant, accounting firm, tech startup, or Fortune 500 company, we’ve discovered that what has worked
               to engage previous generations will not work with Gen Z. Leaders can see this as a challenge, or an opportunity. Choose to
               hear and understand Gen Z, and evolve with them, or cling to the status quo and hope the storm will pass. (Spoiler: it won’t—this
               is the new normal, and you can adapt to unlock the tremendous potential of this generation.)
            

            
            You’ll see our firsthand data, experiences, stories, and perspectives directly from diverse members of Gen Z, including those around the world, and gain new strategies for unlocking the potential of Gen Z as your employees and customers. 

            
            We’re going to look at how Gen Z’s access to cheap, mobile technology shapes what is often the most important relationship
               Gen Z has with an organization, whether they are a potential employee or customer or a current employee or customer. Communication is the glue between every generation, but the technology expectations and tech dependence that Gen Z brings with them will dramatically shift business going forward
               in a post-pandemic world.
            

            
            We’ll also explore the drivers behind Gen Z’s behaviors. These are the “why” behind Gen Z’s views about money, education,
               spending, work, careers, and much more. These drivers shape the generation’s view of the world and the decision-making process
               that influences every one of their actions and interactions.
            

            
            Last, we will take our new, shared understanding of Gen Z and put it into action in two areas critical for organizations and
               leaders: Gen Z as your customers and Gen Z as your employees.
            

            
            We’ll uncover what most influences Gen Z as customers, how Gen Z thinks about shopping and spending, and where retail, digital,
               and mobile converge. We’ll also look at how Gen Z will reshape the marketplace, starting with their current spending patterns
               and looking ahead at the bigger-ticket items that they will increasingly influence as they age up. We’ll look at how to improve
               a brand’s trust and awareness with Gen Z, and why this is so important, even if you’re not trying to sell to them.
            

            
            Gen Z is a powerful force in the marketplace, and their opinions as consumers often transfer over into what they’re looking
               for in an employer.
            

            
            In Gen Z as employees, we’ll look at what the research—and the generation—says they want in an employer, career, and work experience. We’ll focus on the most high-value challenges that employers are asking CGK to solve: how to recruit, retain, train, and motivate Gen Z as they go from career starters through talent development to managers and leaders themselves. Even if you are not hiring today, understanding these fundamentals to engaging Gen Z as adults will arm you with a long-term strategy for connecting with a generation that will have an exponential influence on how we all work, shop, market, and communicate with one another. 

            
            Most of all, we hope this book will give you a sense of inspiration, appreciation, and your own aha moments about Gen Z. This
               generation has so much to offer leaders if you are open to what they bring to the world.
            

            
         
         
            A Deep Dive into Gen Z

            Before we take a deep dive into Gen Z we want to share more about our work and how we came to write this book. CGK is based
               in Austin, Texas. We founded the research, consulting, and keynote-speaking firm with one mission: to separate generational
               myth from truth so leaders can drive measurable results.
            

            
            We wanted to uncover if there was truth to the clickbait headlines overwhelming social media—Millennials are going broke because
               of avocado toast(!) or Baby Boomers always carry a checkbook(!) or Gen X is the forgotten generation—by providing the missing data and insights into emerging trends and practical solutions that leaders need, and fast. This has never been more important,
               as we have five generations of consumers, employees, and influencers, which creates all kinds of new challenges as well as
               opportunities for leaders. Increasingly every leader will feel the pressure of needing to work and bridge generations and
               likely be evaluated on that, too.
            

            
            Luckily, your timing for entering into the Gen Z conversation is perfect.

            
            While Gen Z will continue to grow and evolve, they are now at the stage where their workplace, digital, consumer, and other behaviors are increasingly measurable and explainable. This is an important time for us as researchers, speakers, and behaviorists, and for you as a leader. We not only want to be able to study what Gen Z is doing but also uncover the “why” behind their actions and then determine how leaders of every generation can adapt. 

            
            In the workplace, we can finally measure what attracts Gen Z to a job because they’ve been able to look for jobs for several
               years. We can explore what gets them to accept a job (or not—or accept a job and then not actually show up), and what keeps
               them at a job and engaged in their work over a longer period of time.
            

            
            We can see how Gen Z shops for everything from clothes to credit cards; reacts to different marketing messages and channels,
               whether a YouTube influencer or Super Bowl ad; and views money, spending, and even financial planning, such as saving for
               retirement.
            

            
            As researchers, we don’t always like the answers that we uncover—that is part of leading good research—but we always strive
               to uncover accurate answers. The more we lead Gen Z research for clients, lead focus groups for brands, and analyze our global
               Gen Z studies, the more we are inspired and optimistic about what this generation brings to the world and how leaders can
               make the most of this generation’s energy and innovation. This fuels our writing and speaking.
            

            
            Candidly, we did not know what we would find when we started studying Gen Z. We just knew there was a lack of national and
               global data exploring different generations, particularly the much-hyped yet little understood younger generations that represent
               the future but were already a challenge for leaders in the present.
            

            
         
         
            Denise’s Story

            Jason and I bring very different backgrounds to leading research, consulting, and speaking about generations and solving generational challenges.
               I’m a first-generation college student from a large Hispanic family. I have fifty-two first cousins.
            

            
            I grew up in a household where Spanish was the primary language between my parents, yet they spoke English to my brother and me. It was one of many experiences where I felt I was bridging cultures, speaking English on one hand yet having a strong Hispanic heritage and culture all around me. We did not have much “spending” money, but from my perspective as a kid we never went without. While I may have always thought Spam was “real” meat and that security bars on windows were an architectural feature, it didn’t occur to me that my life was that different from others. I was fiercely loved and always felt safe. My mom, Elida, was amazing at stretching a dollar, and we made it work. She never once complained about the long hours she worked each day, but instead shared every day how grateful she was—and how I should be, too. 

            
            Attending college at the University of Texas (UT) at Austin, I unexpectedly found my calling: helping young people overcome
               challenges. I will never forget the day when I was given a six-week assignment to teach a young man who was blind, deaf, and
               mute how to bowl. He was preparing for the upcoming Special Olympics and it was my responsibility to teach him how to walk
               up to the bowling lane, aim, and launch the ball. His excitement for learning a skill that so many of us take for granted
               changed my life. I graduated from UT Austin and became a middle school science teacher in the inner city. I spent twelve years
               in education, working in some schools known for being “tough” but whose students’ background was basically the same as mine.
               I loved every minute of it—even the inevitable tough times.
            

            
            After eight years of teaching, I earned my master’s degree and became a middle and high school administrator in large schools
               serving a diverse and challenging population. It meant early mornings, late nights, endless teacher and parent meetings (and
               an occasional local news conference in our parking lot), but the work was extremely inspiring. I believed in my students.
               I love helping young people. That is my passion.
            

            
            While serving as a school administrator, I continued my studies and eventually received my PhD. Getting my PhD while helping
               so many young people combined research with the frontline experience of trying to understand and change behaviors. I did not
               realize at the time that this combination would lead to me finding my next calling.
            

            
            Ten years ago, Jason and I were talking about the lack of accurate data and actionable research that existed around Millennials and younger generations. He was speaking at companies all over the world, and they would talk about the generational challenges with such conviction, yet when he asked to see their data, it almost never matched the story that was being told by the leadership. 

            
            Hearing this same conversation across industries from retail and restaurants to automotive, technology, aerospace, software,
               and financial services made it clear that Jason had stumbled onto the real problem: a lack of current, accurate data and research
               insights into these emerging generations that leaders, managers, marketers, and decision makers could count on. Even parents
               wanted to know what was true about these emerging generations.
            

            
            Every leader Jason met seemed to have an entertaining story about “the Millennial” who asked for a promotion after a week
               of employment or wouldn’t work on their birthday. Yet that same employer might have thousands of hardworking Millennials who were not talked about, yet they showed up every day, worked hard, were proud of their job
               (and their employer), but never made headlines. While these negative stories made for entertaining banter on social media
               and in management meetings, they did not represent the whole generation or provide insight into the complexity within every generation.
            

            
            The Millennials, often labeled as lazy and allegedly “not working,” were actually the largest generation in the workforce.
               At the same time, Gen Xers were not being talked about enough—they still aren’t—and we saw them as the glue within the workforce.
               In fact, Gen Xers, not Millennials, are the tech-savvy generation—they were there when hardware and software came together.
               They also survived the ’80s and were there when MTV launched and actually played music videos.
            

            
            Seeing the constant disconnect between generational perception and reality, I suggested to Jason that I knew how we could
               solve this challenge. We could start a research center specifically focused on uncovering not just the actions that each generation
               were taking but diving deep into the “why” behind the actions, perspectives, and mindsets so we could uncover how to understand
               and influence future actions. Together we founded CGK, and we now serve over a hundred clients around the world each year. I’m the CEO and responsible for all of our research. We’ve now led more than sixty-five studies covering everything from banking and financial services to automotive, travel, apparel, technology, and even baked goods. 

            
         
         
            Jason’s Story

            As Denise shared, we have different backgrounds and came to focus on solving generational challenges through a very different lens and pathway. This combination of background, ethnicity, education, generation (she’s Gen X and I’m Millennial),
               academia, and geography enabled us to look at and approach solving generational problems differently. It’s also why we make
               such a great team.
            

            
            I grew up in a rural area, never felt like I fit in, and left high school to start college early. At age eighteen, I was a
               junior in college when I was inspired to write a book and help my own generation, the Millennials, by sharing what I learned
               the hard way about how to get mentors and internships and create job opportunities.
            

            
            I wrote and self-published the book. I ended up sleeping on the floor of a garage apartment. My parents cut me off. My friends
               thought I was throwing my life away. I was $50,000 in debt and sharing my garage apartment with five thousand freshly printed
               books—but no furniture. I had no idea what I was getting into. I just had a desire to help my generation. I slept on that
               floor for two years while living on free samples at the neighborhood grocery store and large quantities of ramen noodles.
            

            
            Initially no one bought the book. But I persisted in talking about the message and things I was learning the hard way. I was
               soon invited to speak, which led to people hearing about and buying the book, which led to more speaking and media. The book
               I wrote at age eighteen went on to sell over one hundred thousand copies, and I began speaking around the world. I (finally!)
               moved out of the garage apartment. After speaking at several hundred events, I wrote more books, ended up on TV shows from
               Today and The View to 20/20 and The Early Show.
            

            
            In 2007 my career changed after I was on 60 Minutes talking about Millennials, this new generation—my own generation—and how they were creating a massive challenge, frustration, and hidden opportunity for employers and businesses. I’d already
               spoken to three hundred thousand members of my own generation and countless more of their employers, brand leaders, and influencers,
               so I had a pretty candid frontline view.
            

            
            Corporations then started asking me to speak about Millennials as employees, customers, and trendsetters. I quickly realized
               that this was not a Millennial conversation, but a generational conversation. We needed to be talking about every generation, not just one. It wasn’t about Millennials in a vacuum, but how to solve challenges across multiple generations
               to unlock the potential in each one. What was missing was accurate data and research to understand, approach, and solve these
               challenges with very practical solutions.
            

            
            I remember talking with Dr. Villa, who shared my interest in generational research, particularly younger generations, and
               the gap I kept seeing between perception and data-driven reality. I knew this was a problem that could be solved with great,
               original research. She saw the same vision, but through the lens of a PhD. Together, we founded CGK, and it has been like
               riding a rocket ship ever since. In fact, we are so aligned about bridging generations, we are married—and we have a Gen Z
               daughter!
            

            
         
         
            Let’s Not Make That Mistake Again

            The biggest difference between what we noticed with Millennials’ emergence fifteen-plus years ago and what we see with Gen
               Z’s real-time emergence is that today’s leaders don’t want to get caught off guard like so many did with Millennials’ entry
               as employees and customers.
            

            
            There was a distinct feeling among many executives as little as ten years ago that Millennials would “grow out of it” (whatever
               that means) and be just like every other generation of employees or consumers. Clearly, that did not happen. The results have
               wreaked havoc on businesses around the world.
            

            
            Gen Z represents the same massive change, challenge, and opportunity that Millennials once did, but the big difference is that executives now are ready to act. They don’t want to get caught flat-footed again. There is a realization
               that Gen Z is already twenty-four years old, they are already driving change as employees and consumers, and the sooner managers, leaders, innovators, and marketers can uncover the truth
               about this generation—and what it means to them and their organization—the sooner they can act to unlock Gen Z’s potential.
               Doing so now creates the type of rare, defensible competitive advantage that is extremely hard to find. We call this a defensible
               difference.™

            
            For apparel companies, this means changing in ways that deeply connect with Gen Z to earn their trust and loyalty. For banks
               and financial services, it means creating a dialogue with Gen Z early on, so they open accounts, refer friends, and start
               saving for retirement at the front end of their career. And for employers, from global technology companies to an entire low-tech
               construction industry, adapting to Gen Z means getting applicants when competitors can’t and keeping Gen Z employees when
               others are struggling with increasing turnover.
            

            
            At the same time, we'll be closely studying how COVID-19 affects younger and older members of Gen Z differently. While school-aged
               members of Gen Z saw their lives transformed through remote learning and social distancing that kept them from seeing their
               peers for months, Gen Z seniors in high school missed major milestones like prom and graduation. However, the oldest members
               of Gen Z experienced the pandemic at a pivotal time in their emergence into adulthood. Many lost their jobs or were sent home
               from college. They saw their independence and increasing autonomy collide with the new reality of uncertainty about the present
               and future.
            

            
            Gen Z was also deeply touched by the racial justice protests of 2020. To see our latest research on how the events of 2020
               have affected Gen Z, visit GenHQ.com.
            

            
            The challenge is accessing accurate Gen Z research and strategies that bring to light the data, humanity, reality, and hidden
               drivers behind this generation’s behaviors and mindsets. This is where CGK’s passion and research led to us writing this book
               and the insights we’re going to share with you.
            

            
         
         
      
   
      
      
      
         
            Part I
The Making of Gen Z

         
         
      
   
      
      
      
         
            1
Welcome to the New Normal

         
         
            “We are a generation of choice. This means that we choose the businesses just as much as they choose us.”

            —Bradley, twenty

         

         Gen Z is already putting legacy companies out of business.

         
         Visit many indoor malls in cities large and small and see the empty spaces for yourself. While Millennials may have started
            the decline, Gen Z is finishing it. At the same time, the generation is driving dramatic growth for many brands and businesses.
            Gen Z’s definition of normal is not getting into a car to go shopping, but 1-click purchases on Amazon—or ordering by voice
            without a single click!—and having their purchase delivered on the same day for free.
         

         
         Gen Z has always been able to use Lyft and other on-demand transportation options. Throw in the rise of new vehicle prices
            along with insurance, and we can see why this generation is not in a rush to get a driver’s license. Other generations couldn’t
            wait to get the freedom—and responsibility—that goes with getting a driver’s license, but many in Gen Z wait months or even
            years beyond the minimum age when they could get their license.
         

         
         The same goes for using services such as Airbnb, which even Gen Z’s parents think is now a normal way to stay when traveling. Gen Z has come of age not only skipping a checkbook, or even recognizing why a checking account is called a checking account, but they’ve also been fortunate to have Venmo or the Cash App to send money to friends, split the bill at a restaurant,
            and get paid for side gigs from babysitting to a freelance photo shoot booked through Instagram messages.
         

         
         Gen Z is already driving something remarkable for their age: change. And they are driving this new version of “normal” at
            an ever-younger age. We remember one Gen Z event in particular. It happened in our own home.
         

         
         We walked into our kitchen after work and heard our then six-year-old daughter, Rya, asking, “Alexa, what is twelve plus thirteen?” “Alexa, how do you spell rainbow?”
         

         
         We’ll never forget it.

         
         We stood there looking at each other thinking, “Wow. Our daughter is using Alexa to do her homework.” Rya was six years old. At that defining parental moment we knew how we responded would have an impact. Jason’s response: he couldn’t have been prouder.
            However, Denise is a former teacher. Alexa is now unplugged from 4 to 6 p.m.
         

         
         Rya relies on Alexa daily. She asks Alexa about the weather, to set her alarm, tell her a joke, solve a trivia question, and—whenever
            we are not within earshot—help her with all manner of homework.
         

         
         Rya will never remember a time before she could speak to a connected device and have it respond with the correct answer or action—all without learning how
            to type, spell(!), or look up from her homework.
         

         
         To Rya, you will always have been able to speak to the devices that surround you, see who is at your door through your Ring doorbell, and interact
            with your phone by saying, “Hey, Siri.” And this is only a fraction of the change this generation will consider normal and expected as they become employees and consumers.

         
         Born after 1996, Gen Z brings an entirely new definition of normal to technology, information, and the world. They think the
            1990s are vintage. They think binge-watching shows on Netflix is normal (and so is sharing your password). They also see social
            media as a resource for news, personal branding, entertainment, community, education, dating, and so much more than just memes
            or clever GIFs.
         

         
         Shehan, age sixteen, shares how his Spanish teacher uses Snapchat to remind students to do their homework. “Last year when I was a sophomore my Spanish teacher had a Snapchat account. She’d post almost every time we had a quiz, exam, or had to read a chapter for a book. She’d post pictures to the class, like, ‘Hey, don’t forget there is a test tomorrow.’ Little reminders so that whenever you’re just looking through your feed, it shows up and you’re like, ‘Oh yeah, I forgot to study.’ 

         
         “It’s her form of communicating to all of her students while being herself, I guess. Because she knows that we won’t check
            actual school announcements. She knows that we’re always on our phones and we’ll check Snapchat enough to see what she has
            to say. I’d probably not have failed, but I’d have a lower grade if it weren’t for her giving reminders and whatnot on Snapchat.”
         

         
         Gen Z has always been able to connect online and learn online, has always had to deal with the grim reality of cyberbullying, and has always been able to dream about a potential career as an “online influencer.” We’ll dive much deeper into Gen Z’s complicated relationship
            with technology and what it means to your business in future chapters.
         

         
         
            The Future Is in Gen Z’s Hand (or Digital Wallet)

            Gen Z will influence the future of business in a massive way and eventually reshape business entirely. Anyone who studies trends, consumers, and employees knows that the youngest
               emerging adult generation is often the driver of the biggest change. In fact, we see that Gen Z is the generation that is
               driving trends from the youngest up to the oldest. Want to see what Baby Boomers will eventually do with technology? Watch
               what Gen Z is doing now.
            

            
            One thing we are already seeing in our research: what worked to attract, keep, and motivate Millennials as employees and customers
               does not work as well—if at all—with Gen Z.
            

            
            This could not happen at a more challenging time for many leaders. Why the urgency?

            
            Because within two years Gen Z will be the fastest growing generation in the workforce. They’ll also become the most important generation of consumers
               and trendsetters. Their economic power and influence are only going to grow with each passing day.
            

            
            Adding to the urgency: Baby Boomers are retiring and moving into a “less is more” mindset. These same Baby Boomers, Gen Z’s
               grandparents, were often viewed as reliable employees and customers, the backbone of many longstanding businesses. As these Baby Boomers
               transition into a new life stage there is only one group on the horizon to fill the gap as workers and consumers: Gen Z.
            

            
            In fact, Gen Z is expected to be the beneficiary of a massive wealth transfer from older generations to the youngest, which
               could exceed twenty to thirty trillion dollars. How would a generational change of that magnitude affect your industry, businesses,
               or community? Or even your own family?
            

            
            Financial services firms, banks, robo-advisors, and every other business that depended on retaining Baby Boomers and their
               assets are already scrambling to keep the money that they will be moving to other generations. That is only compounded with
               Gen Z likely not expecting to seek face-to-face conversations in order to save, manage, and invest their money, because unlike
               even Millennials, Gen Z has never had to go to a physical bank branch to do their day-to-day banking.
            

            
            Gen Z expects the future of finance to be mobile, intuitive, easy-to-use, and, most important, extremely personalized to them
               and their needs—the same thing they expect at work and throughout their life. How will this level of personalization expand
               to other areas outside of banking?
            

            
            Already, brands are struggling with Gen Z. The urgency is only going to grow.

            
         
         
            It’s Not Too Early

            Have you ever watched esports?

            
            These massive multiplayer video games enable people to play alongside and compete with individuals and teams around the world. Esports are so popular that videos of top players and teams playing generate billions of minutes of video streaming each month. That is billions of minutes of people watching other people play a video game—and often it’s just a recording of them playing the video game; they’re not watching it live.
            

            
            Even if you haven’t heard of esports, contests are selling out entire professional football arenas in minutes. As one parent
               says, “I don’t understand how teens can just watch other people play video games online. Why not just play them yourself?” Yet this is no fad. The largest esports competition
               has over thirty-four million dollars in prize money—and it’s all crowdfunded by fans through the purchase of “battle passes” online.

            
            This is just the beginning as leaders, including those leading traditional brands, rush to sponsor teams, players, and games.
               Esports team “franchises” can sell for more than twenty million dollars.
            

            
            You are not alone if you haven’t heard of esports. It’s often been referred to in the media as the “most popular sport nobody
               knows about.” But esports’ ability to fly under the radar is a signal that Gen Z is changing business in ways many companies
               are simply not seeing. Gen Z is already revolutionizing marketing in a massive way because of where the generation focuses
               their attention. Whether that is esports, Snapchat, YouTube, Fortnite, or TikTok, they are focusing intently on platforms and interests that
               too many brands are not yet fully embracing—and some executives don’t even understand. Failure to bridge the generational
               divide will be perilous, yet the leaders who adapt will have a tremendous advantage they can build on for years.
            

            
            The trends that Gen Z is already embracing as preteens, teens, and college-aged consumers are only going to accelerate. Boards
               of directors are asking their companies if they have a Gen Z strategy, CMOs are hiring Gen Z consultants, meeting planners
               are hiring Gen Z speakers, and leaders are recognizing that their own experience with Gen Z family members does not provide
               a good representation of the overall generation. Even B2B sales will be affected, as Gen Z becomes both the frontline salesperson
               of the company and the first line of screening for many B2B purchases over the next five years.
            

            
            On the employer side, Gen Z is already changing how companies must recruit, pay employees, and offer scheduling options via messenger platforms. Gen Z believes employers should try to make the world a better place, solicit and offer feedback quickly and frequently, and be transparent in their diversity initiatives and social causes. 

            
            Gen Z is here now, and they are the proxy for what will become the norm for other generations over time. Adapting now is the key so you and your organization can build on the foundation and momentum
               for years.
            

            
            The tidal wave of Gen Z has already begun affecting industries from retail and restaurants to employee recruiting. Taking
               a look at those industries it is easy to see that the risk of adapting too early to Gen Z has already passed.
            

            
            Waiting until Gen Z hits their late twenties and then adapting to them is too late. You’ll be left behind in the way Millennials
               left behind so many retailers, restaurants, brands, and employers—many of whom have yet to catch up or are now on the fast
               track to irrelevance. And you certainly don’t want your organization to end up in a Gen Z news feed for the wrong reason.
               As Taylor, age sixteen, shares, “Social media is usually the way that I find out people die. They’re not dying because of
               social media, but I know that they died because of social media.”
            

            
            At the same time, when you adapt to this new generation you can immediately grow with their hyperconnectedness as they exert
               more influence every day—from their IRL (in real life) connections as well as those they don’t know but influence digitally.
               In fact, now is the exact right moment in Gen Z’s life stage to understand and respond to this huge, new, global generation, so you can be informed and take the
               right actions to fuel your own growth for decades to come.
            

            
         
         
            Are You Ready to Engage?

            In 2017, sixteen-year-old Carter Wilkinson dispatched

            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
         
         
            A Path to the Answers

            
            
            
            
            
               	How will a generation that appears to have a more informed and conservative perspective of money think differently about saving,
                  investing, and spending? What will this mean to your business?
               

               	How will this generation navigate a world overflowing with endless information at their fingertips? Will they find a way to
                  wield this to their advantage and drive gains important to them, or will it be overwhelming, taken for granted, and underutilized?
               

               	How will a generation that is so immersed in a digital world adapt their social skills to enter the face-to-face workforce
                  and society—or will they expect the world to adapt to them? How will this shape your hiring, management, or sales process?
               

               	How will being raised by Generation X and older Millennials—not Baby Boomers—affect this generation’s values, priorities,
                  voting, and what they bring into adulthood? Will they choose to take care of their parents or choose a different path?
               

               	How will COVID-19 and its aftermath affect the generation when it comes to work, money, education, and their thinking about
                  the future?
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