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% “BRAND LOYALISTS”
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IT TAKES MORE TO EARN 

GEN Z’S LOYALTY…

Source: Forbes, 2022



GEN Z’S                …

4 ROADS TOWARDS
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HEETCH (France): 70% of customers under -30
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My mental health
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External expectations
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BETOP 5 SOURCES OF STRESS
% of those feeling (highly) stressed indicating the following reasons



81% of women feel more pressure to 
succeed than men
L’Oréal WORTH IT resume: success isn’t always linear



0% 10% 20% 30% 40% 50% 60%

My studies/job

Financial worries

Comparing myself to others

Pandemic

Too many responsibilities

Gen Z Gen Y Gen X Babyboomers

TOP 5 SOURCES OF STRESS NL
% of those feeling (highly) stressed indicating the following reasons



TOXIC POSITIVITY



McDo “good 
employer” + 29% 
among Gen Z

“Not so happy” meal by McDonald’s



E-SOLATION

GEN Z FEEL 3X 
MORE LONELY 
THAN BOOMERS

- 1,000H IN-PERSON
CONNECTION PER YEAR

COMPARED TO
2 DECADES AGO

Source: University of Rochester

PARADOX: 24/7 connected but lonely



Plushies: safety & comfort for Gen Z “kidults” in uncertain times

Squishmallow: $1 billion sales in 
2023 (65% aged 18-24!)



Fandom as a gateway to connection
Swifties exchange friendship bracelets
On Etsy: + 22,000 % searches when Era Tour was announced => $5.5m sales until end 2023



1 OUT OF 2 GEN Z-ERS 
WANT TO PAY MORE FOR 

BRANDS SUPPORTING 
THEIR LIFE GOALS 

(vs 31% 44+) 

BENE



Pizza Hut (USA) delivers job-seekers resumes to employers



Gen Z needs to learn to embrace themselves & build inner confidence

Looking for safety, comfort and connection (community) vs e-solation: endorse brand 
community feeling & brand fan connections

Instead of preach to Gen Z => build brand appeal & loyalty by coaching Gen Z in dealing with
stress & mental wellbeing issues





Experiences and building memories versus money & being rich



McDonald’s (Canada) Frequent Fryers program: win trips to Japan, France & Italy
Bonus loyalty points after 4 orders for free fries



45% OF GEN Z IN BE & NL
WANT TO PAY MORE FOR 

BRANDS THAT HAVE 
A SENSE OF HUMOUR

& PLAYFULNESS

(vs 26% 44+) 

BENE



Gamified campaigns & experiences



53% OF GEN Z
TRUST PEOPLE MORE 

THAN BRANDS 
(vs 33% 44+)

BENE



Ayo Edebiri: “I’m still renting”
Relatable & Approachable celebs





Influencer Collabs: Humor



Prada Now That We’re Here – with Miranda July



Meta AI Studio (USA) Create AI versions of yourself for automated creator-fan interactions



Offer escapism & experiences through playfulness, gamification 
Make CONTENT not ads/ e.g. via physical experiences or
TikTok, Instagram & collaborator/fan content programs
Real people & approachable experts ARE the brand





GO WOKE
GO BROKE?

392 brands across 58 countries
Source: Saïd Business School Oxford University

+ 3.5% short-term sales
+ 16% long term sales

Dylan Mulvaney



MORE THAN 4 OUT OF 10 
GEN Z-ERS 

WANT BRANDS 
TO CHALLENGE 

SOCIETAL ISSUES 

BENE



B&J asking fans to make some change



The “PARADOX” Generation?



Inclusivity
is important

Exclusive 
brands/products

Less into exclusive 
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Inclusivity is 
less important
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GEN Z SEGMENTS
IN EUROPE

Sustainability
is important

Sustainability
is less important
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HAPPY
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Inclusivity
is important
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42%
ECO-WORRIERS
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H&M Loyalty Program/ Conscious Points



Darty (FR) Let’s Make It Last CRM: email to share honest feedback after 18 months of use (durability)
More recommendations and purchases
After sales service & repair as a differentiator



Apple Diagnostics for Self Service Repair in response to  Right to Repair



Uniqlo in-store repairs (US) for $5 (also M&S, Veja & Patagonia)



BOO BOO
TABOO



35% OF GEN Z WANT
TO PAY MORE FOR

FEMALE-OWNED BRANDS

29% FOR BLACK-
OWNED BRANDS 

BENE

(vs 20% 44+)

(vs 10% 44+) 



Inclusion via AI-Pinterest/ Hyperpersonalised search on skintone, bodytypes, hair-patterns (AI filters)



McDonald’s Korea kiosk voice guidance for the visually impaired



Currys (UK) neurodiversity commitment



Inclusivity versus exclusivity: another paradox?





Reflect Gen Z values and create social 
impact with brand’s Share Of Voice

… but in line with brand DNA & target segments 

Stimulate prosocial and pro-eco choices in your 
portfolio by giving extra loyalty rewards

Exclusivity (IYKYK) can be linked to loyalty & 
sustainability





?



39% OF GEN Z
WANT TO PAY MORE 

FOR BRANDS THAT ARE 
ON TREND OR THAT

SET THE TREND





30% OF 
GEN Z

WANT TO PAY 
MORE FOR BRANDS 
COLLABORATING

WITH INFLUENCERS
(vs 8% 44+)



Expedia (global) Romie AI Assistant for personalized planning, booking, searching & troubleshooting
Influencers curating hyper-local offerings for personal needs



Highly sought after ambassador program with 16K+ applications
70% POC, 14% hispanics & LGBTQIA+



THAASOPHOBIA



NOVELTY
ADDICTS

60% OF GEN Z
LOVE TO TRY OUT 

NOVELTIES
(vs 42% 44+)





“Coke Creations engages young consumers twice as much as other Coke initiatives. 75% of those consumers
are new to the Coke portfolio” – Oana Vlad – global senior brand director of Coke Creations







40% OF GEN Z
“BRANDS SHOULD ALLOW 

ME TO PERSONALIZE
PRODUCTS TO

REFLECT MY IDENTITY”



KIKI World giving customers a say via feedback/vote platform



Ulta Beauty & Sephora in-app/in-store AR/VR try-on self-diagnosis builds loyalty (+9%)
& app = 50% of e-com sales



Etsy Giftmode/AI-powered personalized gifting recommendations (200 AI personas)



Self-service options for CX: booking, order tracking, customer support bots
Give control to customers for the customer journey

Airbnb Concierge: AI-powered Superapp delivering hyper-personalized recomms



Lotus Personal Showroom with AI salesperson and customized real time videos



DON’T MAKE
ME WAIT…



State InSurance (New Zealand): image recognition tool to personalize insurance quote on IG posts
+17% insurance policies (using IG ads to make it seamless)





SEAMLESS
SOCIAL COMMERCE



Netflix x Google Lens during the series



Aesthetic AI-powered social shopping app



AI IN CX:
AI vs AI AI AI



Klarna AI customer service chats handles 2/3 chats 24/7 in 23 markets
CSAT on par and -25% repeat inquiries, resolution time from 11 min to under 2 min
Taking over workload of 700 agents



McDonald’s stops AI-powered AOT in Drive-Thrus



Target (USA) Store Companion AI  to help employees with customer service



On-trend & novelty addicts (Thaasophobia): work with curators & creators
Inspiration without transpiration: social seamless commerce & service
Hyper-personal(ized) shopping/customer service assistants: DIY(T)
AI vs AI AI AI: don’t forget the human touch/control



READY FOR THE ZOOMERS?

DOWNLOAD FREE FULL REPORT



JOERI@JOERIVANDENBERGH.COM

LINKEDIN.COM/IN/JOERIVANDENBERGH 
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