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Understanding how Gen Z
will Shape, Influence, and
Impact The Future of Retail



Three Studies Woven into one story

Leger Youth Study

Annual study conducted among 3015 Millennials and Gen Z Canadians.

Leger DGTL Study

Online survey of 4,079 respondents.

Gen Alpha RCC Exclusive

An online survey of 200 Generation Alpha respondents. That examines
their social media and online habits.

Key Discussion Points:

— Today’s youth are facing both financial and
personal pressures — providing context around

their retail behaviour

— The online arena is becoming more combative with

youth more likely to be vocal on social media

- Generation Alpha has the potentialto re-shape the

retail space



Today’s Youth




Today’s Youth

Finances
In almost all cases, a majority have made a change in their spending habits

Q. Has the increase in the cost of living made you change your habits with respect to
the following? (% Yes)
GenerationZ

73%1 +10
Leisure and sports activities 55%™ +10

Source: Youth Study 2023

Leser

Millennials

72%

68%

69%
68% 1 +7
61% 1 +6
56% ™ +7

49% 1 +5



Today’s Youth

Shopping behaviours

Younger Canadians are making changes to their purchasing decisions

Q. Which of the following have you personally done in the last 6 months in order to keep your

grocery bills more manageable?

| 'm more interested in cheaper products
| buy more discounted or promotional products
| don't buy as many non-essential products
| wait until products are on sale
| make more use of loyalty programs
| make fewer unplanned purchases
| pantry load when things are on sale
| 'm more interested in private label
| don't make purchases from certain stores
| have started to go to discount retailers
| have searched online for pricing

None of these

Source: Leger OMNI May 2024

77%
74%
74%
73%
73%
71%
69%
68%
67%
65%
64%

96% have made
some form of
change to their

grocery
shopping habits

Leser



Today’s Youth Leser
Mental Health
Nearly one-in-two young Canadians report having experienced depression or major depression in their lives.

Q. Have you ever experienced major depression, moments of depression or periods of
anxiety? If so, how long ago?

Periods of anxiety 8% 13% 78%

. 0
Depression 13% 14% 21% 48%

No, never M More than three yearsago M Inthe pastthreeyears M Inthe past 12 months

Source: Youth Study 2023



Today’s Youth Leser

Effects on mental health
Compared to older generations, Millennials and Gen Z respondents are more likely to report mental health impacts

Boomers N 38%

‘ ) Feeling very anxious or stressed 66%
N 65%
N 35%

A feeling or nervousness or agitation 59%
N 65%
N 32%
Feeling depressed or discouraged 60%
N 63%
N 34%
Have lost sleep or have problems falling asleep 54%
N 56%
N 29%
Feeling of helplessness 55%
N 56%
N 17%
Considered taking on a second (or third) job 48%
N 559
N 16%
Increased tensions in my household 44%

N 50%

Source: Leger OMNIBUS Poll April 2024



Today’s Youth Leser

The Future is More than Uncertain
Youth are finding it harder to picture a future for themselves

Q. To what extent do you agree or disagree with the following statements?

Sometimes | feel like having a slower

pace of life 65% 24% 27-T0-39'
YEAR-
OLDS

ARE THE

MOST
WORRIED

I live more in the present moment,
because the future is more uncertain
than ever

| feel helpless in the face of society's
problems

I'm confident that our generation will do
what it takes to meet the challenges of
ourtime

| think I'm a member of the last

generation that can live comfortably 42% 39%

I'mnot inclined to save money for my
retirement because | have difficulty 299, 55%
projecting myself into the future

B Agree B Disagree

Source: Youth Study



The Online Arena




Younger
are transforming the
digital landscape.

It's not just fashion that changes
from one generation to the next;

online behaviours evolve as well.

Keeping an eye on and drawing

inspiration from what younger
people are doing is an excellent
strategy: one day, these young
people will become your target
audience and bring with them all

their digital knowledge and habits!




The Online Arena Leser

Corporate messaging
Cereal for dinner...

KELLOGG'S CEO IS BEING SLAMMED
AFTER SUGGESTING THAT PEOPLE
STRUGGLING WITH RISING FOOD COSTS
SHOULD "EAT CEREAL FOR DINNER"




The Online Arena

Social Media Platforms that Dominate

Facebook maintains a significant hold, particularly concentrated among older millennials

Q. Do you have an account on the following social media or messaging apps?

Facebook
Messenger
YouTube
Instagram
WhatsApp
Snapchat 54%
Pinterest 52%
LinkedIn 52%
TikTok 49%
Twitter (X) 43%
Reddit 40%
Discord 37%
Twitch 25%
Threads 18%

BeReal 13%

Source: Leger DGTL Study 2023

86%

85%

82%

81%

Leser



Generation Alpha
New Insights




Generation Alpha Leser

When and How
Across 12-14-year-olds, smartphones dominate usage with most being on screen between 3 and 4 hours

Q. How much time do you spend on screens (like phones, tablets, computers) each Q. What types of devices do you use the most?
day?

Less than 1 hour Smartphone

1-2 hours Laptop/Computer

3-4 hours Tablet

Gaming console

5-6 hours

More than 6 hours Smartwatch

| don’t know Other (specify)

Source: Gen Alpha RCC Exclusive 2024



Generation Alpha

Where are they online?
Youtube, TikTok, and Snapchat rank at the top in terms of social media adoption

Q. Do you have an account on the following digital platforms or messaging apps?

YouTube
TikTok
Snapchat
Instagram
Facebook
Pinterest
Twitter/X
Twitch
Reddit
Threads

LinkedIn

57%

56%

52%

43%

21%

16%

11%

7%

6%

5%

Source: Gen Alpha RCC Exclusive 2024

Leger
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Generation Alpha

Information Sources
Search engines are the embarkation point of Generation Alpha’s purchase journey

Q. When you want to buy something, where do you usually look for information first?

Online search engines (like
Google)

Online stores (like Amazon)

Friends or family

Social media

Other

| don’t know

Source: Gen Alpha RCC Exclusive 2024

Leser
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Generation Alpha Leser

Video based apps are the most consulted platforms when learning about new products
Picture and video are seen as important must haves in product reviews

Q. Which social media platforms or apps do you use the most to learn about new products? Q. How important are pictures and videos in product reviews to you?

YouTube

TikTok

83% say itis

Important to have
picture and videos
In product reviews

Snapchat

Instagram

Facebook

Other

| don’t use social media

Source: Gen Alpha RCC Exclusive 2024
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Generation Alpha

Proof Points of Trust
Friends and Family are still top in terms of trust for information, highlighting their important influence

Q.Onascalefrom1to5 where 5istrustalotand 1isdo nottrust at all, to what extent do you
trust the following information sources when deciding to buy something?

M Trust B Don't trust

Reviews from friends or family

Expert reviews

Reviews from online users

Reviews from influencers or celebrities

Reviews from social media users

Source: Gen Alpha RCC Exclusive 2024

Leger
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Generation Alpha Leser

Not all eggs in one basket
Interestingly, brick and mortar still holds a strong standing among generation alpha

Q. Do you prefer to buythings online or in physical stores?

Online

Physical stores

Both equally

It depends on the
product

| don’t know

Source: Gen Alpha RCC Exclusive 2024



Key lTakeaways




The Online Arena

How can | reach the right audience with my marketing strategy?
Three key takeaways you can implement today

1. Position Yourself Strategically

2. Anticipate the Post-Facebook Era

3. In-store experience not dead

LeSer
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Specialized Studies

SPECIALIZED STUDIES

We have developed several studies that evaluate markets, trends, and consumer behaviour.

Many of these studies allow you to benchmark yourself against your competitors.

We have included links below to access the latest from our syndicated studies for free!

Created by Leger STUDY

CREATED BY I.eger

@ oo Quiiitn  YOUTH wOwW

Click here Click here Click here Click here
1o access 1o access 1o access 1o access

LeSer


https://leger360.com/2023-youth-study-report-millennials-and-gen-zs-employment-finances-and-future/
https://leger360.com/2023-youth-study-report-millennials-and-gen-zs-employment-finances-and-future/
https://leger360.com/reputation-study/
https://leger360.com/cracking-the-newcomer-code-fostering-successful-integration-of-newcomers-in-canada/
https://leger360.com/navigating-customer-experience-strategy-highlights-from-our-2024-wow-studies/

Cracking the
Newcomer Code

Leger

CRACKING THE NEWCOMER CODE (NEW DATA AVAILABLE OCTOBER 25th)

o

U LU

e
"‘ Leger
CRACKING THE
NEWCOMER CODE

2024

n=*

The first iteration of our “Cracking the
Newcomer Code” released in March with two
webinars.

Public affairs webinar:
https://www t m/watch?v=ijbM_xD3Imi

Financial webinar:
https://www yout 1be.com/watch?v= gbZQQQIQKak

The cost to purchase the study is $5900+HST.

Method

Canadian online survey via Leger’s LEO panel (n= 2,104/ 18 years or older and arrived in Canada in past 10 years)

When

December 14th, 2023, to February 16th, 2024

Margin of error

For comparison purposes,
a probability sample of this size yields
a margin of error no greaterthan £2.1%,

(19 times out of 20)

Weighting

Results were weighted by age, gender,
region, country of birth, as well as years

since arrival.

It was weighted to the 2021 Census profile
of immigrants in the past 10 years to
ensure a representative sample of the

new Canadians.


https://www.youtube.com/watch?v=jbM_xD3ImiU
https://www.youtube.com/watch?v=Kb7COGjaKak
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