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GEN ZERS HAVE TO DEAL WITH MULTIPLE
CHALLENGES, AND BRANDS CAN ENGAGE
WITH GEN ZERS BY CREATING CAMPAIGNS
THAT REASSURE THEM ABOUT THEIR CURRENT
ANXIETIES, WHILE ALSO HELPING THEM
PREPARE FOR THEIR FUTURES.
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SHORT, MEDIUM AND LONG TERM
IMPACT OF COVID-19 ON
GENERATION Z LIFESTYLES

Initial Lockdown Re-emergence Recovery
(March-June 2020) (July 2020-Dec 2021) (2022-2025)

Gen Z lifestyles

For much of this group, the initial
lockdown led to anxiety about
academic progress as schools Gen Z lifestyles
and universities moved online.
Many Gen Zers work in leisure,

retail or hospitalitiy, meaning that

they were particularly badly hit by
job losses and furloughing.

Gen Zers were often at the
forefront of the return to normal

across the summer months of .

2020. But the return of stricter Gen Z IIfeStyles
measures and closure of schools
at the start of 2021 will have only

exacerbated this cohort’s
anxieties about their future.

Gen Zers will also be one of the
most important groups in helping
the recovery in the leisure, retail
and hospitality sectors as this group
has lower concerns about being
exposed to the virus. However, a
tough economy will make getting a
job and leaving the family home
extremely difficult, undermining this
group’s financial strength.
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SOCIALISING IS STILL TOP OF
GEN Z'S PRIORITIES

Most popular activities among Gen Zers
ZEN

Gen Zers are an inherently sociable group; 57% include hanging out with friends among the
activities they enjoy most. Despite their confidence in socialising online, many found this a
poor substitute for the real thing during the lockdown, giving rise to feelings of loneliness.

Hanging out Watching Exercising Playing video Talking to
with friends TV/movies at games friends/others
in person home (including (excluding on on social media
streaming mobile phones
content) or tablets)
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A PROFOUNDLY DIVERSE GROUP

"I have friends...
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The diversity of Gen Zers’ friendship circles explains why this age group, arguably above all others, feels so

passionately about the importance of diversity and equality in society. It therefore also highlights just how important
it is that brands are going above and beyond in their efforts to better represent diversity in their marketing
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SUCCESS IN THE WORKPLACE AND AT
SCHOOL IS GEN Z'S MAIN WORRY

TOp 5 causes Of While the COVID-19 pandemi_c is not the top_cause_ of anxiety among Gen Zers, the
outbreak undoubtedly underpins many of their leading concerns; the closure of
Stre SS a nd schools and universities in the first half of the year has exacerbated fears about
academic work, while economic pressures and surging youth unemployment will have
WO I’I’y for Gen Z contributed to the widespread concerns over their future career and financial stability.
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