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Marketing to Millennials
and Gen Zers




Who Are Millennials and Gen Zers?

» Millennials: Individuals born between 1981 and
1996; in 2023, this corresponds to ages 27 to 42.

» Gen Z: Individuals born between 1997 and 2012;
in 2023, this corresponds to ages 11 to 26.

» Note: estimates from different researchers vary on
Gen Z, but in our definition, this group includes
tweens, teens, and young adults.



Highlights

» Millennials are the largest generation in U.S. history and
among the most diverse in their experiences, attitudes,
and behaviors.

> Over half of U.S. Gen Zers are adults.

» Together, Millennials and Gen Z constitute a bloc of
consumers whose purchase power drives the economy
and whose influence is immeasurable.




Millennials
Gen Zers

SVOD Services Used by US Internet Users, by
Generation, March 2023
% of respondents.ineach group

Gen Z adults Millennials Gen X Baby boomers/
(18-25) (26-42) (43-57) seniors
(58+)

Netflix 81% 77% 65% 44%
Hulu 63% 57% 44% 24%
Disney+ 58% 56% 39% 17%

Amazon Prime 56% 64% 63% L46%

Video

HBO Max 47% 46% 29% 17%

Paramount+ 32% 34% 28% 20%

Apple TV+ 28% 23% 11% 7%

Peacock Premiu 23% 27 % 23% 12%

Note: includes personal or household usage e
Source: Kagan, "U.S. Q1 2023 Consumer Insights," Aug 2, 2023 8 N
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Millennials and G

mBNPL

Buy Now, Pay Later;
cast Listening; and Social Networking

Millennial
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Shopping and Banking Habits of and

» Gen Z is the only generation that prefers shopping
digitally to shopping in-store.

» There are 36 million Gen Zers and 66.1 million
Millennials who use digital banking services.




Audio Streaming Habits of

»Spotify is the go-to audio streaming service for both generations.

» Those generations are also more invested than other age groups
in Apple Music, Pandora, and YouTube Music Premium.

»More Millennials than Gen Zers use the bundled Amazon Music
Prime service—likely an indication that Prime accounts are
generally held by users older than Gen Z.
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s 1 Millennials
watching liy

US Gamers Who Have Watched Livestreamed
Games, by Generation, Nov 2022

% of respondents

Gen Z (18-25)
Millennials (26-41)
Gen X (42-57)

Baby boomers (58-65)

Total
Source: Comscore, "The State of Gaming,” March 20, 2023 B
280870 - T
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Gen Zers
HE R ELS

Ownership of AR/VR Devices Among US Adults,
by Demographic, June 2023
% of respondents in each group

Gender
Female

Generation
Gen Z (18-26)

Millennials (27-42)
Gen X (43-58)
7%

Income
<$50,000

$50,000-$99,999
$100,000+

Total

17%

Baby boomers & seniors (59+)

16%

16%

16%

Note: n=2,176, currently own any AR or VR device (e.g., Oculus, Playstation VR)
Source: SurveyMonkey as cited in company blog, June 23, 2023

282472

Insider Intelligence | eMarketer




The mental healtl
crisis is especially
pronounced among

US Adults Who Report Their Mental vs. Physical
Health as Poor or Very Poor, by Generation,
5 Nov 2022

% of respondents in each group

~ GenZ(18-24)

Millennials (25-40)

Gen X (41-56)

23%
13%

4%
15%

Baby boomers (57-75)
7%

14%

B Mental health l Physical health

Source: McKinsey Health Institute, "Global Gen Z Survey" as cited in company blog, April 28,
2023

281608
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Key Takeaways for Marketers

» Gen Zers and Millennials are the most important generations
to target for most marketing objectives.

» There are significant differences between Gen Z and
Millennials, and within each of those groups.

» Gen Zers especially, but also Millennials, were
disproportionately affected by the pandemic and other world
events.
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Key Takeaways for Marketers (cont’d)

» Most Gen Zers are adults (according to our definition).

» The oldest Millennials are entering middle age.

» Although younger generations get most of the attention,
don’t overlook older users.
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Engaging with Gen Z
& Millennials




Z

|

“"> 1 2 SeCOndS

‘.“. .
=N

~—

N,

| > l >

Gen Z
8 seconds




w
» *
(TLLLLLTY



HEY PENNSYLVANIA, DON'T IGNORE THE WARNING SIGNS

saNHTSA

T
OU FEEL DIFFEREN

yﬂvll DRIVE DIFFER[NI'
DRIVE HIGH GETADUI

Dynamic Location adds Relevance
Adding a dynamic location element
makes messaging more noticeable

because it is more personal



TOBACCO SHOULDN'T

TASTE LIKE BUBBLEGUM

FlavorsHookKids.org







WAKE UP '-
NVYG

Health

GO TO SCHOOL

FLIRT WITH SAM

DON’T GET

LUNCH



PURE OPPORTUNITY®
Talent Action Team

Our Workforce

Our Partners

MICHIGAN ECONOMIC
' DEVELOPMENT CORPORATION

Get Started

Pocket Portfolio

A pocket-like interface allows consumers to
explore multiple brand offerings, while
highlighting unique attributes within each
pocket of this highly interactive unit

cfpb

Help for homeowners and renters
during the pandemic

LEARN MORE

Four-Way Swipe

Allow consumers to explore different brand

offerings through a multi-directional swipe, creating

an immersive and interactive learning experience

o kentcountyhealth @
YOUTH

Prescription opioid misuse has become a leading cause
of death among adolescents and young adults in
e United States.

* h‘_,l ﬁc

Learn More

Social Amplification
Extend social content reach beyond

social platforms

TO PROTECT
EACH OTHER.

LINDSEYMADETHIS
@LINDSEYMADETHIS

‘ LEARN MORE °

m1 DEPARTMENT
OF HEALTH

Standard Gallery

Explore different brand offerings through a

zontal swipe gallery, creating an immersive and

interactive learning experience for the consumer
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& ./ HEALTH SERVICES
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of HEALTH SERVICES

@ COLORADO

ELEASE TO LEARN THE
SIDE EFFECTS

Drag 3 activities into the are:
below to discover your ideal
Colorado trip!

PRESS TO LEARN HOW NEW
TOBACCO PRODUCTS ARE
EFFECTING YOUR CHILDREN

Ze Bt : s » Ao ||/
B & & e S
City Activities Music Wellness ( ! % & - -

IRRITATION
Nicotine withdrawal causes ANX,ETY

physical and psychological
irritation as nicotine leaves
your body.

E RESULTS ARE IN. DON'T
LET THE HARMFUL SIDE
ECTS IMPACT THEIR LIVES

Family-Friendly
Nicotine ramps up blood
pressure and heart rate, two
physical symptoms that can

Colorado’s culinary scene always makes a great mirror anxiety.

impression. Discover chef-driven restaurants,

farm-fresh flavors and innovative dishes from
around the state COC K- )

PRESS & HOLD

X B B

Water Activities Food Breweries

RELEASE

LEARN MORE

Learn More

Drag Icons Here

Tap icons to explore

& K D

Wellness Water Activities Food

or

SHUFFLE AGAIN

LEARN MORE

Gamification Randomizer

Gaming experiences enable consumers to interact in a fun and Consumers press down on their screen with content options appearing.

engaging way while driving brand awareness When the consumers lifts their finger, content will be displayed






45% of Gen Zers agree
personalization is critical to a
brand’s longevity in today’s
marketplace




Dynamic Creative: Ads &

Weather

Moderate Risk

Tips To
Beat The Heat:

Get Plenty to Drink

Sweating removes needed salt and minerals
from the body. When it is hot, drink more water,
juice and sports drinks. Avoid drinks with
caffeine (tea, coffee, and cola) and alcohol.
Be sure to eat regularly.

Learn More

@00

Dynamic Rich Media

Displays different creative elements based on
dynamic core signals that will resonate with

consumers in an interactive rich media unit

L SEE OUR RATES

MICHIGAN SCHOOLS & GOVERNMENT CREDIT UNION
@ 4‘} Insured by NCUA

Dynamic Banners

Leverage dynamic signals within display creative

for a tailored consumer ad experience

LABOR DAY IS FOR CELEBRATIONS, NOT CRASHES!

Dynamic CTV

Tailor CTV messaging directly to your audiences
based on dynamic core signals like holidays or time

of year

saNHTSA
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DRIVE SOBER OR
GETPULLEDOVER
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