
Gen Z & Beyond: 
An Advertiser's  
Handbook



Gen Z & Beyond:
An Advertisers Handbook  

Say hello—or text, DM or Snapchat it if you really 
want to reach them        —to Generation Z & beyond! 

Generation Z—otherwise known as Gen Z, iGen or 
Centennials—are the age group of people born after 1996. 
This makes them the first age group to be raised alongside 
technology their whole life, which is why these tech wizards 
are understood as “digital natives.” 

There is plenty to unpack with this age bracket. The 
following eBook will explore how brands can leverage 
social media and technology to resonate with this age 
group and with future generations, explain the importance 
of upholding brand ethics and the consequences of failing 
to do so, provide an analysis of their shopping behaviors, 
share how to bolster messaging at each touchpoint along 
the omnichannel experience and more.  
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Imagine a world without information that’s  
available at simply the tap of a screen. 

This may be an easy exercise for many, but Generation Z 
has mostly lived in a world of smart phones, laptops and 
social media. Their main modes of communication are 
through text messages and social media. In fact, they spend 
as much time looking at their phone screens as older age 
groups spend watching TV. 

The prevalence of technology has led to specific outcomes 
for how this demographic prefers to learn, interact with 
brands and their expectations for how a company should 
represent itself.  

See what this can mean in terms of Gen Z’s 
shopping behaviors on page 16:  
Quotient Survey Data Reveals Gen Z  
Shopping Behaviors

https://www.businessinsider.com/generation-z
https://www.businessinsider.com/generation-z


Technology Fluency &  
Online Participation
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Leveraging Social Media & Technology for 
the Digitally Native Generation

For Gen Z, navigating technology is 
effortless and instinctual—making  
it a suitable and even a preferred  
learning environment.  

Due to the independent nature of technology,  
this generation is full of self-learners who are typ-
ically comfortable absorbing information online 
instead of in a traditional classroom setting. Not 
only does Gen Z embrace online engagement, 
they also are keen on digital participation and 
interacting with companies on social media.Check out what this can mean for Gen Z’s 

shopping behaviors according to Quotient’s 
survey data on page 16: 
 Quotient Survey Data Reveals Gen Z  
Shopping Behaviors

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies


Actionable Takeaways: 

» By sharing content related to your brand through social    
   influencers, brands can connect with this audience in  
   an organic way that both educates and interests this  
   age group. 

» Through polls, hashtags or by creating interactive  
   competitions on various social media platforms (such  
   as the hugely popular TikTok dances and other  
   challenges on the app, brands can spur conversation  
   among this demographic). 
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How Brands Can 
Connect to Gen Z 
through Simply a WiFi 
Connection

Leveraging Social Media & Technology for 
the Digitally Native Generation

Brands have the opportunity to 
connect with this demographic with 
valuable information and interactive 
online experiences.
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The Importance of 
Online Authenticity 

Leveraging Social Media & Technology for 
the Digitally Native Generation

Gen Z notices when brands talk the talk rather 
than walk the walk when it comes to authenticity. 

Having an authentic brand image means upholding your brand 
values on social media, through who you hire, how you react 
to situations and more. Generation Z recognizes when brands 
don’t practice what they preach and will call out a company out if 
they are simply hopping on a popular hashtag instead of actually 
making internal changes. 

Forbes also pointed out how important authenticity is to Gen Z  
and how difficult it is to for brands to fake. 

According to a recent Quotient survey, Gen Z individuals—as 
well as millennials—believe that brand messaging within an ad 
is important especially during the pandemic. And because Gen 
Z is so comfortable online, it’s important for this messaging to 
be consistent (and sincere) across all channels—both digital 
and physical. This can include a variety of touchpoints like social 
channels, display and banner ads, on a brand’s own website as  
well as in-store signage, promotions, digital out-of-home 
(DOOH) ads and more. Baby boomers were not as phased by 
messaging as the current generation. 

Actionable Takeaways: 

» In order to be authentic to consumers, brands and retailers   
  should focus on making changes from the inside out. For  
  instance, if companies are seeking to become more diverse,  
  that focus has to be visible in everything from who they hire  
  to the outreach they do and the campaigns they create.      
  Inclusivity should be at the core of their messaging—not  
  an afterthought. 

For more Quotient’s survey data, flip to page 16: 
Quotient Survey Data Reveals Gen Z  
Shopping Behaviors

https://www.forbes.com/sites/jefffromm/2020/09/30/on-ben-and-jerrys-gen-z-and-social-justice-how-2020-has-changed-branding-forever/?sh=362b32b16a66


Accountable Social 
Media Accounts

Leveraging Social Media & Technology for 
the Digitally Native Generation

Generation Z has been around for the whole influencer 
wave—from the early days of micro influencers who 
were happy to trade free products for coverage on 
their blog and social channels to the influencer mar-
keting industry of today, where influencers can achieve 
celebrity-like status and lucrative deals with major 
household brands.

One side effect of witnessing the evolution of everyday 
influencers into stylized and heavily idealized celebri-
ties? Instagram has begun testing a hidden “likes” format 
in an effort to promote mental wellbeing online and 
avoid promoting an unhealthy comparison mindset. 
Instagram is testing this model in response to the neg-
ative side effects on mental health that the competitive 
atmosphere online is having on Gen Z and beyond.
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For more Quotient’s survey data,  
turn to page 12: 
Gen Z’s Ethics & Purchase Decisions

https://www.socialmediatoday.com/news/instagrams-testing-an-option-to-unhide-total-like-counts-on-posts/593450/
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Accountable Social 
Media Accounts

Leveraging Social Media & Technology for 
the Digitally Native Generation

Today, Gen Z craves authenticity and looks for social 
accounts that portray this through relatability. To 
create an authentic online brand image, advertis-
ers can do a number of things. Brands can lever-
age micro influencers who combat unrealistic 
standards by offering a more intimate communi-
ty online that fosters engagement—which Gen 
Z also enjoys! Advertisers can also engage with, 
listen to and respond to their online community 
to make their followers feel heard and seen. 

To make their community feel represented, brands 
should showcase people of diverse ages, races and 
backgrounds as well uphold their brand values 
across all communications. It is also essential that 
companies carry out and display their brand 
mission through every touchpoint with their 
audience.

Actionable Takeaways: 

» Advertisers can use online spaces such as social platforms  
   to build a community where they can actively engage with,  
   listen to and respond to people online. 

» Brands can collaborate with content creators that have  
   niche, strong followings to share products that appeal to  
   their audience. 



The Benefit of  
Bite-Size Content

Leveraging Social Media & Technology for 
the Digitally Native Generation

With platforms like Snapchat offering short news 
updates, Twitter’s low character count, quick 
video updates through story features on nearly 
every platform and snappy cooking videos on 
Instagram, attention spans are shortening. 

People, and especially Gen Z and younger audi-
ences, enjoy quick content—which also explains 
Tik Tok’s massive popularity. Although Gen Z 
enjoys learning online, making information 
accessible and easy to digest is key. To reach Gen 
Z, brands should create quick, creative or entertain-
ing nuggets of information while linking to places 
where they can go for more information. 
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Actionable Takeaways: 

» Create quick, easily digestible content for consumers on   
   social media such as TikToks, Instagram Reels, Snapchat  
   stories and more to spark Gen Z’s interest.

» Use data to identify current trends that can fuel your  
   creative content. Create opportunities for engagement by  
   paying attention to the kinds of topics audiences interact  
   with and find ways to authentically incorporate those trends  
   into brand content.



Why Brand Ethics are a Priority to Gen Z
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Gen Z’s Ethics &  
Purchase Decisions

Why Brand Ethics are a Priority to Gen Z

Authenticity is highly important to Generation Z, 
encompassing everything from the social media influ-
encers they work with to who a company hires, their 
messaging, the materials they use, the customer  
experience they present and more.  
 

The whole omnichannel experience must 
echo itself in order to earn Gen Z’s trust. 

If a brand doesn’t bolster its mission and messaging 
at different touchpoints, Gen Z isn’t afraid to speak up 
online or take their loyalty elsewhere.
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Check out more information on this and  
the importance of omnichannel on page 18: 
The Importance of Omnichannel & Gen Z



Gen Z’s Ethics &  
Purchase Decisions

Why Brand Ethics are a Priority to Gen Z

According to a study by McKinsey, Generation 
Z is willing to mobilize around companies they 
truly believe in and will stop purchasing brands 
they perceive as macho, racist or homophobic. 

Gen Z is well-informed if a company presents 
a certain brand image that doesn’t match 
the reality of the brand. This age cohort is 
quickly able to access information and draw a 
conclusion as well. For instance, if a company 
claims they value diversity but doesn’t appear 
to include people of diversity within its ranks, 
that disparity will be noticed.
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Actionable Takeaways: 

» A brand must support its message at each touchpoint  
   throughout the omnichannel experience in order to  
   earn Gen Z and younger generations’ trust.

81% of Gen Z shoppers  
will stop purchasing 
from macho brands

81%

79% of Gen Z shoppers  
will stop purchasing 

from racist brands
79%

76% of Gen Z shoppers  
will stop purchasing  
from homophobic brands

76%



Individuality,  
Personalization  
& Community

Why Brand Ethics are a Priority to Gen Z

Along with Gen Z’s ethics, they also  
value individuality, personalization  
and communities. 

Gen Z, as well as their neighboring older and younger 
age cohorts, hold individuality and identity at their 
core. Compared to previous generations who may have 
purchased brands to fit in, Gen Z turns their purchase 
decisions into an opportunity for self-expression and 
personalization—and they are willing to pay more for it. 

While they value identity, Generation Z also tends to 
gather around online communities with like interests. 
Regardless of economic circumstances or location, 
the internet creates a catalyst for Gen Z to connect 
and mobilize around specific causes and interests. 
According to McKinsey, 66% of Generation Z believes 
that online communities are created through similar 
interests and causes—not education level or economic 
circumstance. This percentage is considerably higher 
than millennials, Generation X or baby boomers. 
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Actionable Takeaways: 

» Gen Z appreciates brands that represent the parts of    
   themselves they find important. For instance, a Gen Z may  
   feel like purchasing from a brand that makes efforts to    
   minimize waste and contributes to the environment  
   represents their values.



The Unique Shopping Behavior of Gen Z
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Quotient Survey Data Reveals 
Gen Z Shopping Behaviors

The Unique Shopping Behavior of Gen Z

A recent Quotient survey revealed that, before the pandemic, 
2.3% of consumers did all their grocery shopping online.  
Although there has been a massive eCommerce boom driven by 
quarantine and shelter-in-place orders, only 9.6% of consumers 
say they now conduct all their weekly grocery shopping online. 

In other words, 90.4% of consumers still make a grocery shopping 
trip at least once a week—meaning there still is great potential 
for brands looking to reach consumers outside the home. More 
than one third (36.5%) of respondents stated they venture out 
twice or more often each week, and 53.9% leave once. Perhaps 
most surprisingly, Gen Z respondents reported the smallest 
change in behavior—with less than half indicating they shifted 
their shopping from in-store to online.

Since Gen Z is so comfortable in online  
communities, they have experienced the  
least amount of adjustment compared to 
other age cohorts.
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Quotient Survey  
Data Reveals Gen Z  
Shopping Behaviors

The Unique Shopping Behavior of Gen Z

When consumers leave their homes during the 
pandemic, 92.9% have a specific plan in mind about what 
stores they need to visit and what they need to buy. 

Of those who specified planning ahead, only 63.2% did 
so before the pandemic. Over two-thirds of consumers 
say this is to reduce time spent outside the home and 
protect themselves and their households from catching 
or spreading the virus. This is particularly true for Gen Z.

Our survey also revealed how valuable it is to capture 
consumers’ attention, particularly the Gen Z audience, 
when they leave on pointed trips right now. Sixty percent 
of the Gen Z era are either extremely likely or somewhat 
likely to be persuaded into making a purchase decision 
after seeing an out-of-home (OOH) ad.1

Source: 1 https://www.quotient.com/blog/survey-reveals-90-4-of-people-are-shopping-in-grocery-stores-weekly/ 
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Actionable Takeaways: 

» Brands have a big opportunity to connect and engage  
   with this generation by grabbing their attention across both  
   physical and digital properties like eCommerce, OOH, Social,  
   Display, etc. 



The Importance of  
Omnichannel & Gen Z

The Unique Shopping Behavior of Gen Z

As eCommerce sales continue to rise and the line 
between the online and offline experience converg-
es, Gen Z consumers anticipate and expect to consume 
products and services at any time or place. 

Especially for the Gen Z audience who so effort-
lessly and frequently consumes online content, the 
online-offline boundary virtually doesn’t exist—
which underscores the value and importance of 
omnichannel marketing to this particular audience.

For more information on omnichannel strategies, 
check out Quotient’s page here.
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https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies#
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies#
https://www.quotient.com/omnichannel-advantage/


Quotient’s omnichannel experience can help your brand provide 
value to Gen Z audiences and beyond, creating a seamless online 
to offline connection through trusted Social, DOOH solutions, 
personalized ad experiences and more. 

For further insights, contact us here or  
email us at communications@quotient.com
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