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Gen Z: A Boomer in 
Millennial Clothing? 

New research shows that, when it comes to shopping, the post-

Millennial generation may have more in common with their parents and 

grandparents than their all-too-frequently canonized predecessors. 

In col laboration with: 

A G E N C Y catapult 

By Michael A p p l e b a u m 

f e w years a g o , as mar ­
ke te rs w e r e despe r ­
a te ly t r y i n g t o p e r f e c t 
t he i r p i t ch t o Mi l len-
nials ( "Be a u t h e n t i c ! " 
"A l i gn t o t h e causes 

t h e y be l ieve i n ! " " E n a b l e sha r ing ! " ) , 
t h e a n t i c i p a t i o n a r o u n d t h e nex t b i g 
w a v e o f c o n s u m e r s - G e n e r a t i o n Z 
- b e g a n t o bu i l d . 

C o n v e n t i o n a l w i s d o m at t h a t t i m e 
c e n t e r e d a r o u n d t h e n o t i o n t h a t 
i m m e d i a c y a n d ins tan t g r a t i f i c a t i o n 
w e r e key t o e n g a g e m e n t w i t h t hese 
"a lways o n " d ig i t a l na t i ves , a n d 
b r a n d s t h a t c o u l d n ' t de l i ve r in t h e 
" n o w " t o th is g r o u p w i t h s h o r t at­
t e n t i o n spans d i d n ' t s t a n d a c h a n c e . 

"Ga in i ng t he i r l oya l t y a n d t r us t , t o 
t h e d e g r e e it is poss ib le , w i l l n o t be 
easy," w a r n e d a 2015 r e p o r t o n Gen 
Z f r o m Ernst & Y o u n g . " C o u n t e r ­
b a l a n c i n g the i r pos i t i ves , t h e y are 
i m p a t i e n t a n d wi l l q u i c k l y d i s c o u n t 
t h o s e w h o can ' t i m m e d i a t e l y de l i v ­
er on t he i r n e e d s or w h o c o m p l i c a t e 
the i r l ives in any way. Th is t rans la tes 
i n to e x t r e m e l y h igh e x p e c t a t i o n s 
a n d a h igh bar fo r a n y o n e w h o c o v ­
e ts the i r bus iness . Unless y o u a d ­
d ress t hese 'at pa r ' issues, y o u wi l l 
q u i c k l y b e c o m e i r re levan t . " 

Such b lanke t s ta temen ts , however , 
w e r e large ly based on anecdo ta l o b ­
serva t ions or t h i r d - p a r t y research, 
s imp ly because t h e vast ma jo r i t y o f 
ind iv idua ls b e t w e e n the ages o f 8 
a n d 2 0 w e r e n o t ye t o ld e n o u g h t o 
estab l ish clear pa t te rns o f c o n s u m e r 
behavior . Today, t he re is an increas­
ing a m o u n t of pu rchase and behav­
ioral da ta t h a t marke te rs can use t o 

i n f o rm the i r s t ra teg ies t o u n d e r s t a n d 
Gen Z - a g r o u p w i t h an e s t i m a t e d 
$ 4 4 bi l l ion in co l lec t i ve b u y i n g p o w ­
er - a n d t o separa te those earl ier 
pe rcep t i ons f r o m real i ty. 

Eps i lon has d r a w n o n i ts p r o p r i ­
e t a r y d a t a sou rces a n d a n e w cus ­
t o m s h o p p e r su rvey t o c o m p a r e 
a t t i t u d e s a n d s h o p p i n g b e h a v i o r s 
across t h e g e n e r a t i o n a l s p e c t r u m . 
In A u g u s t , it c o n d u c t e d a f i e ld 
s t u d y o f m o r e t h a n 3 0 0 c o n s u m ­
ers in w h i c h it e x p l o r e d on l i ne a n d 
o f f l i ne p u r c h a s e b e h a v i o r s in a v a ­
r ie ty o f c o n s u m e r g o o d s c a t e g o ­
ries. R e s p o n d e n t s w e r e s e l e c t e d 
f r o m S h o p p e r ' s Vo ice , Epsi lon 's 
pane l o f 35 mi l l i on A m e r i c a n s t h a t 
m a y be s e g m e n t e d b y d e m o g r a p h ­
ics, s h o p p i n g behav io r , b r a n d use, 
re ta i le r a f f i n i t y a n d l i fes ty le d a t a . 
These resu l ts w e r e s u p p l e m e n t e d 
w i t h d a t a f r o m Eps i lon 's To ta l -
Sou rce Plus, w h i c h inc ludes t h o u ­
sands o f d a t a p o i n t s s p a n n i n g d e ­
m o g r a p h i c s , l i fes ty le i n f o r m a t i o n 
a n d s p e n d i n g b e h a v i o r o n t h e m a ­
j o r i t y o f U.S. h o u s e h o l d s . 

" W i t h t hese c o m b i n e d research 
t oo l s , w e can m a k e b r o a d c o m p a r i ­
sons b e t w e e n t h e y o u n g e s t a n d 
o l d e s t d e m o g r a p h i c s - B o o m e r s 
versus Gen Z - a n d w i t h a h ighe r 
d e g r e e o f spec i f i c i t y w e can m a k e 
c o m p a r i s o n s b e t w e e n t h e l ead ing 
e d g e o f Gen Z, Mi l lennia ls , Gen X 
a n d B o o m e r s in t e r m s o f h o w t h e y 
shop , s p e n d a n d save m o n e y , " says 
Z a c h a r y Baze, SVP, s t ra teg i c c o n ­
su l t i ng , p l a n n i n g a n d research at 
Eps i lon . 

In a d d i t i o n , a su rvey o f m o r e 

Source: TSXBroadway.com 

Gen Z and Boomers share similar reasons 
for visiting a brick-and-mortar store ...with 
immediate gratification at the top of the list 

À 17% 
" I like the overall 

experience of 
shopping in stores" 

33% 
"to s e e and interact with 

the products first-hand" 

40% 
"to get the products 
immediately upon 
purchasing them" 

Source: 2017 Doublebase GfKMRI 

http://TSXBroadway.com
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"With these combined research tools, we can make broad 
comparisons between the youngest and oldest demographics, 
and with a higher degree of specificity, we can make comparisons 
between the leading edge of Gen Z, Mil lennial, Gen X and 
Boomers in terms of how they shop, spend and save money." 

Zachary Baze, SVP, strategic consulting, planning and research, Epsilon 

t h a n 1,200 c o n s u m e r s by A l l i ance 
Data 's c a r d serv ices bus iness g e n ­
e r a t e d l oya l t y d i s t i n c t i o n s a m o n g 
Gen Z a n d y o u n g e r / o l d e r Mi l len­
n i a l . (See "The Rules o f N e x t G e n 
Loya l t y , " page 25.) 

In t h e f o l l o w i n g sec t i ons , w e wi l l 
h i g h l i g h t t h e ma jo r f i n d i n g s f r o m 
th is co l l ec t i ve b o d y o f research a n d 
d iscuss s t ra teg ies fo r b u i l d i n g e n ­
d u r i n g b o n d s w i t h b u d d i n g Gen Z 
c o n s u m e r s . 

" B o t h m a n u f a c t u r e r s a n d reta i lers 
n e e d t o t ake no t i ce o f Gen Z s h o p ­
pe rs as t h e y wi l l s h a p e t h e f u t u r e 
l andscape o f reta i l today," says Je f f 
Ceccare l l i , assoc ia te d i rec to r , inter­
na t iona l sales, p l a n n i n g a n d cat ­
e g o r y m a n a g e m e n t a t Bur t ' s Bees, 
a pe rsona l ca re p r o d u c t s un i t o f 
The C lo rox Co. "Marke te r s t h a t can 
bu i l d t r u s t w i t h Gen Z wi l l w i n the i r 
l oya l t y a n d reap t h e bene f i t s o f t h e 
t r e m e n d o u s g r o w t h t h e y of fer . " 

A Return to Quality 
G e n Z a n d B o o m e r s share m a n y o f 
t h e s a m e va lues w h e n it c o m e s t o 
s h o p p i n g . Spec i f i ca l l y , t h e e m p h a ­
sis o n q u a l i t y as a c r i t i ca l d e c i s i o n 
d r i v e r is s h a r e d in t h e D N A b e ­
t w e e n t h e s e t w o c o h o r t s . For ex­
a m p l e , t h e q u a l i t y o f m e r c h a n d i s e 
is t h e p r i m a r y reason Gen Z a n d 
B o o m e r s are loyal t o re ta i le rs , ac­
c o r d i n g t o t h e S h o p p e r ' s Vo i ce sur­
vey. B o t h c o h o r t s r a n k e d q u a l i t y as 
t w o t o t h r e e t i m e s m o r e i m p o r t a n t 
t h a n p r i ce , w h i l e p r i ce w a s c o n s i d ­
e r e d a l m o s t as i m p o r t a n t ( t h r e e -
q u a r t e r s ) as q u a l i t y t o M i l l e n n i a l 
a n d Gen X. 

W i t h i n spec i f i c c a t e g o r i e s , t h e 
q u a l i t y d r i ve r sti l l leads a m o n g 
m o s t g e n e r a t i o n s . It is t h e p reva i l ­
i ng cha rac te r i s t i c w h e n Gen Z a n d 
B o o m e r s c h o o s e h o u s e h o l d p r o d ­
u c t s l ike p a p e r g o o d s a n d c l ean ing 
p r o d u c t s , as we l l as w h e n b u y i n g 
hyg iene , g r o o m i n g a n d o t h e r per ­
sona l ca re i t ems . Q u a l i t y is c o n s i d ­
e r e d t h e m o s t i m p o r t a n t a t t r i b u t e 
fo r d r i v i n g p u r c h a s e o f pe r i shab le 
i t e m s - 4 6 % o f Gen Z a n d 5 0 % o f 
B o o m e r s - a l t h o u g h p r i ce is equa l 
a n d even e d g e s o u t q u a l i t y ( a m o n g 
B o o m e r s ) w h e n it c o m e s t o n o n -
pe r i shab le f o o d i t ems . 

In t o d a y ' s m a r k e t p l a c e , s o m e 
l ead ing i nd i ca to r s s u g g e s t t h a t Gen 

While ALL generations are loyal to retailers 
when shopping online, Gen Z and Boomers 
are more loyal toward brands 

When shopping online, are you more loyal to: a store/retailer 
(e.g. Amazon, Target.com, eBay, Old Navy, etc.) 

I When shopping online, are you more loyal to: a brand 
I (e.g. Patagonia, Fruit of the Loom, etc.) 

Source: Epsilon 

Z s h o p p i n g b e h a v i o r m a y b e m i r ­
r o r i n g B o o m e r c o n s u m p t i o n . For 
e x a m p l e , Gen Z a p p e a r s t o be m o r e 
o p e n t o casua l d i n i n g t h a n Mi l l en ­
n i a l . Many fas t -casua l r es tau ran t s 
have u p g r a d e d the i r m e n u se lec t i on 
a n d decor , f o l l o w i n g an e x t e n d e d 
p e r i o d o f d e c l i n i n g sales t h a t w a s 
d r i ven la rge ly by M i l l e n n i a l . The 
c h a n g e s have led t o a r ecen t resur­
g e n c e at r e i m a g i n e d cha ins i n c l u d ­
ing A p p l e b e e ' s a n d Ruby Tuesday, 
a n d t h e r e m a y be m o r e g r o w t h 
a h e a d , a c c o r d i n g t o He id i F rose th , 
EVP, h e a d o f t h e o m n i c o m m e r c e 
p r a c t i c e at Eps i lon C a t a p u l t . 

" M i l l e n n i a l t u r n e d u p the i r noses 
at t h e qu i ck - se r ve a n d fas t -casua l 
d i n i n g c a t e g o r i e s , as we l l as c r e ­
a t e d s i gn i f i can t dec l i nes at mal ls 
i n c l ud i ng s t o re a n d cha in c losures . 
The re c o u l d be a cyc l i ca l r e j ec t i on 
o f t h a t en t i re c lass o f b e h a v i o r b y 
y o u n g e r c o n s u m e r s , " says F rose th . 
" W i t h i n t h e res tau ran t c a t e g o r y 
spec i f i ca l ly , Gen Z is less i n t e res ted 

in t h i n g s like t r a n s p a r e n c y in i ng re ­
d i e n t s o u r c i n g a n d m a y a p p r e c i a t e 
a r e t u r n t o t h e t r a d i t i o n a l , h o m e y 
feel o f casua l d i n i n g t h a t t he i r par­
en t s o r g r a n d p a r e n t s en joy . " 

Gen Z c o n s u m e r s a lso d o n ' t nec ­
essar i ly s p e n d a n d save in p r e d i c t ­
ab le w a y s . For e x a m p l e , a To ta l -
Sou rce Plus analys is c o n d u c t e d 
f o r a v a l u e - o r i e n t e d f i tness cha in 
ear l ier th is year f o u n d t h a t Gen Z 
a n d y o u n g e r Mi l lennia l c o n s u m ­
ers p l a c e d a h i gh i m p o r t a n c e on 
the i r a p p e a r a n c e a n d " k e e p i n g up 
w i t h t h e Joneses . " Thus , t h e y over -
i n d e x e d in c a t e g o r i e s like c o s m e t ­
ics a n d h i g h - e n d f ash ion , a n d w e r e 
d e c i d i n g w e e k t o w e e k w h e t h e r 
t o s p e n d any le f tover i n c o m e o n a 
c ra f t b e e r o r an ex t ra Ube r r ide , o r 
o n s o m e t h i n g m o r e p r a c t i c a l l ike a 
g y m m e m b e r s h i p . " 

" T h e y had s ign i f i can t r e v o l v i n g 
c r e d i t d e b t b a s e d o n d i s c r e t i o n a r y 
s p e n d i n g on c l o t h i n g a n d t rave l , so 
a $10 per m o n t h g y m m e m b e r s h i p 

w a s n ' t necessar i l y a n o - b r a i n e r fo r 
t h e m , " exp la ins Baze. " W e had t o 
r e f r a m e o u r va lue m e s s a g i n g t o be 
m o r e asp i ra t i ona l a n d a f f i r m t h a t 
th is w a s a g o o d l i fes ty le cho i ce , 
wh i l e also s h o w i n g t h e c o m p a n y 
t h a t t he i r va lue p r o p o s i t i o n w a s n ' t 
necessar i l y as ' a u t o m a t i c ' as t h e y 
had be l i eved . " 

The Need for Immediacy 
Is Tempered 
The u r g e n t n e e d fo r i ns tan t g r a t i ­
f i ca t i on was a cons i s ten t t h e m e in 
p r e v i o u s i n d u s t r y r e p o r t s o n t h e 
pos t -M i l l enn ia l g e n e r a t i o n . It was 
o f t e n a s s u m e d t h a t c o m p a n i e s 
n e e d e d t o have c o n s t a n t l y c o n ­
n e c t e d o p p o r t u n i t i e s t o c o n v e r t 
t hese c u s t o m e r s a n d a d d r e s s the i r 
c o m p l a i n t s , i n c l u d i n g 2 4 / 7 c u s t o m ­
er serv ice via soc ia l m e d i a ou t l e t s 
or c h a t b o t s a n d a subs tan t i a l e¬
c o m m e r c e si te. O n e b o t c h e d de l i v ­
e r y o r o u t - o f - s t o c k i t em a n d Gen Z 
c u s t o m e r s w o u l d j u m p sh ip t o A m ­
azon , o r so w e n t t h e t h i n k i n g . 

The rea l i ty is t h a t Gen Z c o n s u m ­
ers are m o r e pa t i en t and d isp lay 
m o r e f lu id and f lex ib le pu rchase 
behav io r t h a n marke te rs m a y have 
p rev ious ly i m a g i n e d . Many are w i l l ­
ing t o wa i t fo r i tems t o be de l i ve red , 
especia l ly if t h e y d o n ' t have t o pay 
for s h i p p i n g . A n d if t h e y can ' t f i n d 
exac t l y w h a t t hey ' re l ook ing for, 
they ' l l d o w i t h o u t it. "Reach ing Gen 
Z is no t , o r shou ld n o t be , a race t o 
see w h o can de l i ve r t h e fas tes t a n d 
cheapes t p r o d u c t s , " says Froseth . 
" I m m e d i a c y f r o m a s h o p p i n g per­
spec t i ve is sti l l i m p o r t a n t , b u t m o r e 
so in t h e c o n t e x t o f m a n a g i n g ex­
p e c t a t i o n s or c la r i f y ing s t a n d a r d s o f 
serv ice t h a n p r o v i d i n g ins tan t g ra t i ­
f i ca t i on or l i gh ten ing qu i ck de l ivery . " 

Simi lar ly , n o t e v e r y c u s t o m e r i n ­
t e r a c t i o n or t o u c h p o i n t has t o be 
d ig i t a l l y f o c u s e d or e n a b l e d . W h i l e 
it is c e r t a i n l y t r u e t h a t Gen Z has 
b e e n c o n d i t i o n e d t o e x p e c t c o m ­
pan ies a n d b r a n d s t o a lways be 
ava i lab le , t hese ind i v idua ls have n o t 
a b a n d o n e d m o r e t r a d i t i o n a l f o r m s 
o f b r a n d e n g a g e m e n t . T e c h n o l ­
o g y ' s g e n e r a t i o n a l d i v i d e isn' t so 
c lea r -cu t . 

For e x a m p l e , a 2017 s t u d y by 
Sa les fo r ce . com revea led t h a t cha t ­
b o t s are r o u g h l y equa l l y p o p u l a r 

http://Target.com
http://Salesforce.com
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THE RULES OF NEXTGEN LOYALTY 
a m o n g M i l l e n n i a l a n d B o o m e r s , 
a l t h o u g h t h e t o o l w a s seen as h e l p ­
fu l fo r d i f f e r e n t reasons a m o n g 
t h e t w o c o h o r t s . A s f o r Gen Z, o n e 
t h i n g is c e r t a i n l y t r u e : They are 
f i n d i n g w a y s t o c o m b i n e t h e d i g i ­
ta l e x p e r i e n c e w i t h i n -s to re v is i ts . 
" T h e idea o f sepa ra te on l i ne a n d 
reta i l s h o p p i n g d o e s n ' t c o m p u t e t o 
th is g r o u p , " no tes F rose th . " F r o m 
b r o w s i n g t o p r i ce c o m p a r i s o n t o 
b u y i n g t o fu l f i l l i ng t h e o rder , s h o p ­
p i n g is all one , i n t e r c o n n e c t e d ex­
pe r i ence . T h e r e is on l y o n e c h a n n e l : 
o m n i c h a n n e l . " 

A va r i e t y o f d a t a bears th is ou t . 
T h r e e - q u a r t e r s o f Gen Z c o n s u m ­
ers say t h e y are c o n t e n t w i t h s h o p ­
p i n g in b r i c k - a n d - m o r t a r s to res , per 
To ta lSou rce Plus f i nd i ngs , a n d o n e -
t h i r d p re fe r it ove r on l i ne s h o p p i n g . 
A recen t s t u d y by p r e d i c t i v e ana ly t ­
ics f i r m P ro f i t ec t s imi lar ly f o u n d t h a t 
4 2 % o f Gen Z s h o p p e r s age 18 t o 22 
p re fe r t o s h o p in s to res versus o n ­
l ine. A f u r t h e r 3 4 % pre fe r t o s h o p in 
s to res a n d on l ine equal ly , wh i l e on ly 
2 3 % i n d i c a t e d t h e y p re fe r t o s h o p 
on l ine on ly . Near ly hal f ( 48%) sa id 
t h a t c o n v e n i e n t l oca t i on was t h e 
p r i m a r y reason fo r c h o o s i n g one 
s to re over ano ther . Per Shoppe r ' s 
Vo ice , Gen Z a n d B o o m e r s share 
s imi lar reasons for v is i t ing a br ick -
a n d - m o r t a r s to re : " t o g e t t h e p r o d ­
u c t s i m m e d i a t e l y u p o n p u r c h a s i n g 
t h e m " ( 4 0 % ) ; " t o see a n d in te rac t 
w i t h t h e p r o d u c t s f i r s t - h a n d " (33%) ; 
a n d "I like t h e overa l l e xpe r i ence o f 
s h o p p i n g in s to res " (17%). 

Hybrid Retail Emerges 
Given all o f t h e upheava l in t h e re ­
ta i l l a n d s c a p e a n d recen t e f f o r t s 
b y t h e m a j o r cha ins t o re inven t 
t h e m s e l v e s , it is fa i r t o ask w h e t h e r 
c o n s u m e r s w h o are c o m i n g o f a g e 
t o d a y v i e w s h o p p i n g in t h e s a m e 
w a y as p r e v i o u s g e n e r a t i o n s . The 
a n s w e r is, yes, t h e y d e f i n e " w h a t 
s h o p p i n g m e a n s t o y o u , " all g e n ­
e ra t i ona l c o h o r t s r a n k e d "v i s i t i ng a 
s to re t o b r o w s e m e r c h a n d i s e " t h e 
h i g h e s t ( 8 8 % ) a n d " sea rch ing fo r 
a p r o d u c t o n l i n e " s e c o n d h ighes t 
(63%) . In f ac t , t h e o r d e r w a s c o n ­
s is ten t a m o n g c o h o r t s w i t h " r e a d ­
ing rev iews a n d r a t i n g s " t h i r d ( 3 0 % ) 
a n d " s e e k i n g a d v i c e f r o m f r i ends or 
f a m i l y m e m b e r s " f o u r t h ( 2 0 % ) . 

The rise o f Gen Z m a y s igna l t h e 
b e g i n n i n g o f " h y b r i d re ta i l , " a c o n ­
c e p t t h a t i nc l udes loca l f u l f i l lmen t 
a n d can o f fe r socia l s h o p p i n g by 
p l a c i n g e x p e r i e n c e s at t h e cen te r 

o f w h a t s h o p p i n g is o r can be . In 
t h e hea r t o f T i m e s Square , f o r ex­
a m p l e , a g r o u p o f d e v e l o p e r s are 
p u s h i n g t h e b o u n d a r i e s o f e x p e r i ­
en t ia l reta i l w i t h TSX B r o a d w a y , a 
p r o p o s e d $2 .5 b i l l ion c o n s t r u c t i o n 
p r o j e c t t h a t w o u l d i nc l ude a 1 0 - s t o ­
ry, 7 5 , 0 0 0 s q u a r e - f o o t reta i l space , 
an 1 8 , 0 0 0 s q u a r e - f o o t p e r m a n e n t 
w r a p a r o u n d s ign a n d t h e area's 
o n l y p e r m a n e n t o u t d o o r s tage . 
"Th is a m o u n t s t o t h e u l t i m a t e f u ­
tu r i s t i c p l a y g r o u n d i n t e g r a t i n g t h e 
bes t in t e c h n o l o g y , e n t e r t a i n m e n t , 
cu l t u re , reta i l a n d h o s p i t a l i t y a t t h e 
n u m b e r o n e t o u r i s t d e s t i n a t i o n in 
t h e w o r l d , " says F rose th . 

E lsewhere in expe r i en t i a l re ta i l ­
ing , e v e r y t h i n g o l d is n e w aga in . 
FAO S c h w a r z is r e o p e n i n g at Rock ­
efe l le r Cen te r in M a n h a t t a n th is 
fa l l , a l aunch p a r t y c o m p l e t e w i t h 
p r o d u c t d e m o n s t r a t o r s a n d en te r ­
t a i ne rs t o i n te rac t w i t h v is i to rs a n d 
d a n c e o n i ts i n f a m o u s p iano . For 
m a r k e t e r s in t h e e v e r y d a y l iv ing 
space , f i n d i n g th is level o f i nsp i ra ­
t i o n wi l l n o t be easy - b u t it can be 
d o n e , says F rose th . " W h i l e n o t all 
reta i l spaces can be a TSX or F A O 
S c h w a r z , all b r a n d s a n d re ta i le rs 
can a n d m u s t r e f l ec t w h a t t h e y ' v e 
l ea rned f r o m l i s ten ing e m p a t h i c a l l y 
t o Gen Z, a n d all c o h o r t s , a n d re ­
s p o n d in a w a y t h a t wi l l c rea te s i m ­
p le , e v e r y d a y p leasures a n d l i fe t ime 
m e m o r i e s . " 

For t h e ave rage CPG marke te r , 
o n e can u n d e r s t a n d a case o f " M i l ­
lennia l f a t i g u e " w e i g h i n g o n t h e 
u r g e n c y t o m o t i v a t e a n d insp i re a 
n e w y o u n g c o n s u m e r g e n e r a t i o n . 
G iven t h e n e e d for c o m p a n i e s t o 
k e e p up w i t h t h e d i z z y i n g pace o f 
t e c h n o l o g y , espec ia l l y w i t h r e g a r d 
t o the i r re ta i l s u p p l y cha ins , s h o p ­
pe r serv ices a n d d ig i t a l p l a t f o r m s , 
it is no surpr ise t h a t few, in fac t , a p ­
pea r t o have ex tens i ve l y p l a n n e d 
f o r th is nex t c o h o r t . Bu t the re 's sti l l 
t i m e t o ga in an e d g e o v e r t h e c o m ­
p e t i t i o n . 

" I t 's all a b o u t re levan t ub i qu i t y , " 
says T o m E d w a r d s , ch ie f d i g i t a l i n ­
n o v a t i o n o f f i ce r a t Eps i lon . "Gen Z's 
e x p e c t a t i o n f r o m b r a n d s a n d re ta i l ­
ers al ike is a seamless , a n t i c i p a t e d 
a n d re levan t e x p e r i e n c e at e v e r y 
t o u c h p o i n t . Gen Z has o n l y k n o w n 
a w o r l d w h e r e t h e y are e m p o w e r e d 
a n d in c o n t r o l . To t r u l y c o n n e c t , i t 's 
m o r e t h a n p e r s o n a l i z e d e x p e r i e n c ­
es, i t 's a b o u t e n s u r i n g b r a n d s c a n 
e n h a n c e the i r c r e a t i v i t y wh i l e e m ­
p o w e r i n g Gen Z." 

1 Loyalty Must Be Earned  
Today 's c o n s u m e r s increasingly have the abil ity to be more 
se lec t ive in dec id ing w h e n , w h e r e a n d how they s h o p . It's 
about what suits their n e e d s at the t ime. G e n Z is less likely 
than older ( 2 9 - 3 6 ) or y o u n g e r (21-28) Millennials to s h o p o n ­
line or on their p h o n e s speci f ica l ly for pr ice or c o n v e n i e n c e . 
Only 4 6 % of G e n Z c i ted pr ice (versus 61% of young Millenni­
a ls a n d 5 2 % of o lder Millennials), a n d 6 2 % c i ted c o n v e n i e n c e 
(versus more than 7 0 % of Millennials overal l ) . Nearly equa l 
n u m b e r s of all cohor ts ( just over 50%) sa id they rarely pur­
c h a s e someth ing different if they like a brand . 

Loyalty Is Complex  
T o d a y ' s c o n s u m e r s e x p e c t b rands to be loyal to them. W h e n 
a s k e d to d e s c r i b e life loyalty, all three c o h o r t s ranked t rust , 
h o n e s t y a n d reliabil ity a s the mos t important of its c o r e v a l ­
ues , though G e n Z ranked e a c h of t h o s e higher than Millen­
nials. Meanwhi le , dif ferent t y p e s of brand loyalty s p a n the 
con t inuum, f rom tradit ional to brand love. Tradit ional loyalty 
exhibi ts more funct ional a t t r ibutes, whi le b rand love is more 
emot iona l a n d aspi ra t iona l . G e n Z ranked qual i ty (61%), 
reliabil ity (56%) a n d d i s c o u n t s (55%) a s the most important 
de te rminants of brand loyalty, whi le rewards , qual i ty a n d 
d i s c o u n t s w e r e the top three a m o n g both Millennial g r o u p s . 

Loyalty Is Increasingly Fragile  
C o n s u m e r s e x p e c t great s e r v i c e a n d an ideal e x p e r i e n c e 
a c r o s s all c h a n n e l s . O t h e r w i s e , they will take ac t ion a n d 
v o i c e their op in ion . More than t h r e e - q u a r t e r s of c o n s u m ­
ers g ive b r a n d s only two to th ree c h a n c e s before d i tch ing 
t h e m . High pr ices a n d p o o r qual i ty a re the top r e a s o n s all 
c o h o r t s (on a v e r a g e ) g a v e for why they s top s h o p p i n g at a 
par t icu lar s tore or for a par t icu lar b r a n d , fo l lowed by poor 
s e l e c t i o n , poor c u s t o m e r s e r v i c e a n d poor e x p e r i e n c e . Next 
w e r e i tems out of s t o c k , "hard to f ind what I n e e d , " "dif­
ficult to s h o p , " " s t o p p e d c a r r y i n g p r o d u c t s / b r a n d s I love" 
a n d "store or b rand not t rustworthy ." 

Loyalty Comes in Many Forms 
Mult i faceted loyalty requi res mul t id imens iona l met r i cs . 
Tradi t ional b r a n d loyalty is built on a b lend of funct iona l 
a n d emot iona l a t t r ibutes . However , a s more emot iona l e l e ­
m e n t s of loyalty a re i n t r o d u c e d , the re la t ionship c h a n g e s . 
It m o v e s b e y o n d the t ransac t iona l a n d into the a s p i r a ­
t ional . Th is is k n o w n a s b rand love loyalty. W h e n m e a s u r ­
ing t radi t ional b rand loyalty, it c a n be g a u g e d by looking 
at f r e q u e n c y , m o n e t a r y i m p a c t , a n d r e c e n c y in s h o p p i n g 
a par t icu lar b r a n d . W h e n m e a s u r i n g brand love loyalty, a 
t radi t ional m o d e l is no longer a p p l i c a b l e , requir ing b r a n d s 
to rev iew how they a p p r o a c h a n d m e a s u r e it. 

Source: Alliance Data/Loyalty One, "The Rules of Next Gen Loyalty" 
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