The purchasing
power of Gen Z

From Baby Boomers to
Millennials, these are generational
terms that most of us have become
familiar with, and it’s not too farfetched to say that the era you
grew up in shapes (at least to some
extent) who you become.

Generation Z
characteristics
1. Digital natives
2. Health conscious
3. Accepting
4. Cynical
5. Value privacy
6. Multi-tasking
7. Hyper-aware
8. Stressed
9. Motivated by change
10. Future freelancers

If we look at the UK today, there are 11.6 million over 65s
(almost 20 per cent of the population) holding over 80 per
cent of the UK’s wealth, but if you are looking to cater to a
younger demographic, it’s Centennials, or Generation Z (Gen
Z), who are next in line to the over 65s’ spending crown. Gen
Z were born from the mid-1990s to the late 2000s, so the
majority of this generation is still under the age of 18, but by
2020, it’s predicted that this group will make up more than
25 per cent of the workforce and will see huge a surge in
spending power. So, what does convenience mean to Gen Z.

Following in the footsteps of Amazon Go, the Co-op is trialling
pay in aisle technologyi in one of its Manchester stores after
the retailer saw a 20 per cent decline in cash payments over
the last five years. Customers can select products and scan
them on their smartphone, using pre-set payment details to
complete the checkout process. However, unlike Amazon Go,
the Co-op has chosen to retain traditional checkouts and selfscan, to cater to all customer needs and adoption rates.

It means quality, they know exactly what they want and are
shopper savvy, making the retail landscape more challenging
for brands that aim to capture this cohort’s attention. We have
identified three key areas that brands and retailers should take
into consideration when targeting Gen Z.

Focus on technology
One of the greatest drivers of convenience in recent years
has been technology, opening up new markets and giving
brands and retailers direct access to their core customers at
the most relevant moments in their lives. Whether we’re out
at work, spending time with the family or relaxing at home,
technological developments give us more access to the things
we want and need right now than ever before, so it’s vital that
brands keep up.
Gen Z is set to be the most web-slick, app-loving generation of
all time. Born into a highly digital world they have a familiarity
with computers, and the internet from an early age and are
readying to reshape our technological landscape.
Some of the major technological changes around convenience
are things such as GPS tracked grocery deliveries, artificial
intelligence, growth of voice search, and pay in aisle
technology.

This blended approach is key as, although every demographic
is embracing new technology, it definitely isn’t a case of one
size fits all. Just because consumers want convenience, that
doesn’t mean they don’t want choice too.
Both the Amazon Go and Co-op trials are invariably an
opportunity to gain valuable data and insights into what
matters most for their customers, using machine learning to
create more tailored propositions for individual customers.
Not only does this make the shopping process easier, it creates
a sense of personalisation that’s becoming increasingly
important to the modern consumer. Tied in to loyalty
schemes, retailers are able to anticipate consumer need and
create tailored offers based on their previous behaviours – for

example, if a coffee shop knows James buys a latte at 10am
every Tuesday, they can send him a tailored offer for 50 per
cent off pastries via text message at 9.45am. We continue to
see retail transform due to rapid technological developments.
Gen Z’s focus on innovation and omnichannel approach to
shopping means that these changes are likely to be adopted by
them quickly.

“Today consumers expect to get what
they want, when they want it. By 2020,
they’ll be expecting what they want
how they want it. And by 2025, before
they want it...”
Smart fridges and packaging, one click ordering, drones and
instant order buttons on your washing machine; many believe
that the time is coming where technology will know what we
want before we know it ourselves.
Researchii has shown that social media also plays a huge part
in purchasing power when targeting Gen Z consumers. 42
percent of this generation has said that social media has a
direct impact on how they feel about themselves, solidifying
the fact that social technology is embedded within their
lives and has a greater impact on their shopping behaviours
than other consumer groups. A recent study conducted by
JCDecaux found: “60 percent more say they have bought
something spontaneously because they felt like it or because
they saw something on social media” and “70 percent cannot
wait or are willing to try buying on social media in the future”.

Brands such as ‘Hey Tea’ have taken the opportunity to jump
on this. Gen Z customers queue for up-to two hours, to
experience the hottest new craze in Shanghai. They received
a special brew tea, mixed fruit with a head of soft cheese
(yes we said it, cheese). Far from being annoyed by the
queuing, the patrons take selfies and post their experiences
on WeChat (a Chinese social media platform). Its seems that
some Gen Zers are beginning to care less about the actual
product but more about communicating the “I tried it first”
experience. It just goes to show how strongly this new wave
of consumers are willing to influence and be influenced...
get them on board and they can assist in the success of your
brand…and you’ll be all over social media.

Betterment
Health continues to be a hot topic, and our understanding of
‘health’ has evolved to something far more complex. Younger
generations are more demanding than ever, according to
the WGSN Future Foods: How Gen Z Eatsiii report, Gen Z
consumers want to know where their food comes from
and how it is made, and being the first generation to grow
up entirely online, they expect to get all the information
they want about the products they buy. They will scrutinise
nutrition labels, look up ingredients online, and choose
organic, minimally-processed products. And while they are
increasingly conscious of what they put into their bodies and
how it makes them feel, young consumers also care deeply
about how their habits affect the environment.
In fact, Nielsen reports that Gen-Z are willing to pay more for
products and services from companies who are committed
to positive social and environmental impact. Gen Z are also
open to trying different ways of eating, based on what they’ve
seen and heard online. Growth in veganism and paleo diets
are driven in part by bloggers and Instagram influencers who,
according to the WGSN report, make these diets look like ‘a
very desirable lifestyle’.

Another trend identified is the move away from the traditional
three meals a day, we can now begin to see that squeezing
a fourth meal into our day is becoming more and more
acceptable, and is a trend that is set to continue.
Plus, we’ll be looking to supermarkets to provide more than
just our ‘big shop’, with pop up restaurants, wine bars and
retail-tainment becoming increasingly important additions to
big names’ offers. Sainsbury’s has already trialled an in-store
food to go (FTG) concession in its Balham store, partnering
with High Street chain Zizzi’s to target Gen Z’s love of
restaurant quality food outside of the usual dining experience.

Mintel researchiii shows that Gen Z
are a generation of erratic eaters and
snackers, with nearly four in five (79
per cent) of consumers aged
16-24 snacking once a day or more,
compared to 62 per cent of snackers
over the age of 55.
However, there is also widespread dissatisfaction at the range
of snacking options available, despite the growing NPD in this
category, making it an area brands and retailers focused on
delivering on snackers’ needs can tap in to. Some brands,
like Chicago-based protein bar company RXBAR are using
packaging to tap into this demand for clean eating snack
options, by listing its minimal ingredients on front of pack in
bold text as its primary front of pack design.

New brands are stepping in with reformulated versions of
favourite products, making wellness swaps easy. Hunter &
Gather’s mayonnaise uses avocado oil to provide dairy-free
healthier fats and Pow-Cow’s frozen yogurt is high protein and
low fat.
As consumers demand healthier, more diverse options in
food to go, new brands and independents are making major
in-roads into providing quality, healthy food that fits with the
way modern consumers live their lives, and while Gen Z are
reducing their visits to convenience stores, their visits to food
to go outlets and coffee shops are on the rise, with breakfast
options providing a major opportunity.

Brand experience
Consumers expect more from brands than ever before,
demanding interaction across multiple occasions and
channels to meet their needs in that particular moment or
mood.
For example, Deliveroo have gone from providing delivery
for established restaurants to supporting small street food
start-upsiv, cementing their commitment to greater choice
for their customers. It’s currently trialling 12-week pop ups
for four small food businesses at its Canary Wharf base, with
the chance to extend if they prove successful. Not only does
this extend the brand’s offer from a range point of view, it
creates synergy with Millennial and Gen Z consumers who are
increasingly apathetic towards big brands.
Another example is Eat 17, founders Chris O’Conner and James
Brundle really have re-invented the c-store format. Since
opening their first neighbourhood grocery store in 2006, they
have worked hard to create 4 “locals” (with more on the way),
each with their own distinct look to reflect the character of
where they live. Their aim is to put proper food on your plate
and this means doing things “the right way”; thinking local,
collaborating with fellow pioneering businesses and taking
great pride in the look and feel of each store.
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Increasingly, the big four UK retailers are also looking to
rationalise their estates, providing smaller stores in urban
locations and shedding the warehousestyle stores they no
longer believe to be viable. Supermarkets are also looking
to new ways to engage the convenience-focused shopper,
whether that’s click and collect on your big shop or hot food to
go (FTG) from your favourite restaurant chain.
Such brand link-ups are essential to targeting Gen Z – the
urban-dwellers who should be convenience stores’ mainstay
but who are, in fact, reducing the frequency of their visits to
their local convenience store.
While almost half (45.8 per cent) of over 75s visit convenience
stores at least five times a week, the percentage of 18 to
24-year-olds doing the same stands at just 27.4 per cent
and continues to fall. So, any new developments in format,
technology or product offering have to be founded on a
robust understanding of each brand, and even locations, core
demographic and their complex needs.
Augmented reality pack design (the new QR codes) is just
another way to further ingrain brand experience. This
technology embedded in pack design can create greater brand
engagement and encourage continued use of packaging by
providing scannable content – particularly relevant for higher
engagement categories like beers, wines and spirits and health
and wellbeing.
In recent years, brands have fuelled a growing trend for
personalisation, with marketing campaigns that appeal to the
shopper’s ego, while creating PR buzz.

Coca Cola, Marmite and Kit Kat have all famously jumped on
the personalisation bandwagon in terms of product, and the
majority of savvy online retailers already recommend and
personalise their offer based on your past shopping behaviour.
But clever tech is driving even more opportunities for brand
engagement. Take Uniqlov, Australia’s in-store headphones
that measure your brain activity to pick from one of 600
T-shirt designs to suit your mood in that moment.
Shoppers are shown a series of clips which stimulate a
reaction, pointing them towards a fashion statement that’s
driven by their unconscious thoughts.
Or, on a more conscious theme, the Barneys New York app
which receives push notifications when shoppers are near
items that are on their online wishlist on their mobile when
they’re browsing in store, to guide them to the items they’ve
already selected, and hopefully, give them a final push towards
purchase.
They’re clever tools to drive footfall and brand engagement,
and great for PR. But they’re also driving consumers to covet
products specifically and individually selected and designed
just for them.
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At the heart of Sun Branding Solutions is a team of brand, innovation
and packaging experts, drawn from five different specialisms but with
one shared focus; creating the very brightest ideas for brands.
Each team, whether it’s strategic design, pack science, graphics, legal or digital, is
brilliant in its own right, and you can work with one, two, or as many as you need to
get your big idea off the drawing board and into your customer’s shopping basket.
But it’s when the teams come together that we’re at our very brightest.
Our experts’ combined experience and insight, gathered from many
years working with big name brands and retailers, is what shapes
the way we work - with our clients and with each other.
Because even if one specialism isn’t directly working on your project, their insight
and knowledge of your market has gone in to shaping what we deliver, and how.
That means more creativity, more innovation and more for your money.
Our experts are brighter together, and with them on your
side, your brand will shine brighter too.
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hello@sunbrandingsolutions.com

For more news, views and insight, go to:
www.sunbrandingsolutions.com

