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First  there  were  Baby  Boomers.
They  used  to  be  a  pretty  big  deal.
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Then  there  was  Gen  X.
But  nobody  cared.
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Millennials followed.
They  used  to  be  a  REALLY big  deal.

(Actually,  they  still  are.)
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Now,  there’s  Gen  Z.  
They’re  not  Zennials  (Mini  Millennials),   they  are  
an  entirely  new  Zeneration.  
And  they  will  change  everything.
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59%
Have  No  
Family  Spending  
Rules

$44B
Annual  Purchasing  
Power

Source:  SPARKS  &  HONEY  SLIDESHARE   REPORT  |  June,  2014;;  Original   source:   Mintel

Average  
Weekly  Allowance$16.90
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Source:  IRI  Generational   Thought   Leadership   Survey;;  December,   2017

Nearly  

50%
of  18-­21  year  olds  
are  participating  in  
their  household’s  
grocery  shopping
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Gen  Z  widely   influences  household  
grocery  product  and  brand  decisions

Source:  IRI  Generational   Thought   Leadership   Survey;;  December,   2017

Influence  of  Gen  Z  on  Grocery  Decisions
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Some

A  Lot

GEN  Z  Thinks  They  
Have…

Their  Parents  Say  They  
Have…
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Gen  Z  is  an  
‘instant’  
generation  
that’s  being  
taught  the  
value  of  
waiting

SOURCES:  IRI  Qualitative   Study   Among   Gen  Z;;  July,  2017  
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Many  Gen  Zs learn  early  about  
the  value  of  being  a  savvy  shopper
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$
Source:  IRI  Quantitative  Generational   Study;;  December,  2017

66%
buy  products  
based  on  price
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Three  primary  forces  shape  how  Gen  Z  sees  and  will  
ultimately  influence  brands  and  retailers

DIVERSITY

(Desire  to  learn  &  
experiment)

TECH  SAVVINESS

(Levels  the  playing  field  for  
brands  and  retailers)

SAFETY

(Radical  transparency)
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As  the  first  minority-­majority  
generation  in  history,  

Gen  Z  doesn’t  see  diversity…  
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…until  it’s  missing.
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GEN  Z  HAS  NEVER  KNOWN  A  TIME  WHEN

DIVERSITY
WASN’T  A  POSSIBILITY  IN  THE  OVAL  OFFICE
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OR  WHEN  MARRIAGE

EQUALITY
WASN’T  A  GUARANTEED  RIGHT
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GEN  Z  IS  PREDISPOSED  TO  WANT

VARIETY
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Brands  will  be  challenged  
by  Gen  Z’s  “No  Limits”  
orientation  and  
willingness   to  experiment

SOURCES:  IRI  Qualitative   Study   Among   Gen  Z;;  July,  2017  
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#  Unique  UPCs  Purchased

Non-­Gen  Z  
Households

Gen  Z  
Households

Greater  product  variety  is  prominent   in  Gen  Z  households

NATURAL  CHEESE COLD  CEREAL NON-­CHOC  CANDY CSDs

Total  US  -­ All  Outlets   /    Time  Period  :  52  Weeks  Ending  October  1,  2017  

16

12.4

12.4

7.6

10.6

7.5

10.2

7.5
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Doritos  ‘gets  it  right’

168
Active
SKUs

21.4

14.5

Gen  Z  HHs Non-­Gen  Z  HHs

Salty  Snacks  #  Unique  UPCs  
Purchased

Source:  IRI  Qualitative   Study  Among   Gen  Z;;  July,  2017  /  Total  US  -­ All  Outlets  /  Time  Period  :  52  Weeks  Ending  October  1,  2017  
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Source:  IRI  Quantitative  Generational   Study;;  December,  2017

42%
51% 48% 51%

58%
49% 52% 49%

Young  Gen  Z:  Ages  
14-­17

Older  Gen  Z:  Ages  
18-­21

Young  Millennial:  
Ages  22-­30

Older  Millennial:   Ages  
31-­40

Preference  for  Online  vs.  B&M  Shopping  
(any  product  category)

Prefer  Shopping  Online Prefer  Shopping  in  B&M  Stores

Gen  Z  and  Millennials are  the  
true  omni-­channel   shoppers
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Gen  Z’s  diversity  and  their  ‘no  limits’  orientation  
will  significantly  impact  their  expectations  

of  products  and  retailers.
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Brands  are  important  to  Gen  Z  – but  they  must  
earn  their  way  into  Gen  Z’s  hearts  

and  shopping  baskets.  
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A fluid  omni-­channel  experience  critical  for  Gen  Z.  

They  are  not  a  generation  of  either/or.  
They  are  a  generation  of  AND.
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THANK  YOU!
IRI  Global  Headquarters
150  North  Clinton  Street
Chicago,  IL  60661-­1416
IRI@IRIworldwide.com
+1  312.726.1221
Follow  IRI  on  Twitter:  @IRIworldwide


