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THE NEXT GENERATION OF RETAIL

We often look at what is impacting the future of retail, but in this exclusive Retail Perceptions report from
Interactions, the global leader in experiential marketing for retailers and brands, we look at who is going to
have the greatest impact on the retail industry. Generation Z, the group born after Millennials, now makes up

25 percent of the entire U.S. population, making them larger than any other living group. This cohort of
constantly-connected, multitasking, technologically-savvy do-gooders is getting ready to turn the retail industry
on its head.

Over 70 percent of parents say their Generation Z children influence buying decisions about apparel and
family meals. Beyond influencing family decisions, thanks fo their own allowances and jobs, Generation Z already
possess $44 billion in spending power. By 2020, Generation Z will make up 40 percent of the population in the
world's biggest markefts, including the U.S., Europe, China, India, Brazil and Russia.*

From the in-store experience to shopping online to the power of social media, the proprietary findings in
Interactions’ The Next Generation of Retail reveal the habits, preferences and influences Generation Z already
has on the retail industry.

METHOVOLOGY ANV PEMOGRAPHICS

In May 2016, Interactions Marketing collaborated with Peanut Labs, a global sampling platform that offers users
direct access to tens of millions of consumers and business professionals to conduct a representative sampling of
2,011 members of Generation Z, specifically those between the ages of 14 and 19 years old. The proprietary findings
in this report detail their shopping habits, preferences, and serve as a guide map for retailers to engage and
interact with the world's fastest growing consumer group.
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GENERATION Z: SHOPPER VIAGNOSTIC

Habits and preferences of today’s teenagers
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SOCIAL MEVIA ANP THE SHOPPING EXPERIENCE

One social media powerhouse dominates in every
area of life for the next generation
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THE POWER OF SOCIAL MEVIA

How social influences shopping behaviors

What Gen Z prefers RETAILERS
share on social media

@% New producD

62% Discounts/promotions/
CcCoupons

50% New trends

46% Upcoming in-store
special events

24% Online events (e.g.
chat with the experts)

19% Product information —
(how a product is made
or where materials are
sourced)

16% Employee
recommendations

15% Information on charities
the retailer supports

11% Company personality/
company culture

The popularity of researching
product information
on a retailer's website

(56%) is nearly identical
to researching on social

13 media (58%) Which
means your presence on social
channels is just as important, if
not more than your website. With
social you have a platform to
post, respond and react 24/7.
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What GEN Z will share on
social media

65% Product Quality
Reviews

46% Posi’[ive customer
service experiences

33% Product availability

30% Discounts/
promotions

28% Negative customer
service experiences

23% Diversity of products
18% Special events
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82% say that opinions of others on

social media have led them to shop at a
retailer they had never shopped at before

77% browse social media to look

forideas on what products to purchase

6 9% have visited a retailer’s store as

the result of that retailer’s social media post




IN-STORE SHOPFPING EXPERIEN(CE

Even with the world at their fingertips, Generation Z
prefers shopping in store
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feedback channels

75% prefer to shop at retailers that

provide an engaging in-store experience
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IN-STORE V3. ONtie (I

Bricks trump clicks for overall experience
as well as category-specific purchases ;’
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WHERE GENERATION Z PREFERS TO SHOP
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el SHOP LOCAL ==

LOCAL, BUT NOT SO L0YAL

Generation Z appreciates community,
but will their devotion become extinct?

While 59% prefer to shop at local
retailers over big box retailers, 72%
would be more wiling to shop af
national chains if they had more of
a local presence in their community. ;v
o

Generation Z shoppers say they’ll gladly switch
where they shop and what brands they buy:

81% will switch from their favorite brand if they
find a similar product at a higher quality

72% will switch from their favorite brand if they
find a similar product for a lower price

47% have stopped purchasing their favorite
brand after finding out they didn’t produce
environmentally friendly products

79% say their preference is
for a quality product, not
necessarily a name-brand item
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TECHNOLOGY, TRUST ANPD RETAIL LS

75% check a store’s app while
they're shopping for special offers before

finalizing purchases ’
21
67% check ﬁ » "
store apps on e
a regular basis k 75% would
outside of shopping rather shop
to see if there are at a retailer
any discounts o that accepts
mobile
83% trust product information payments
shared by other shoppers more than they SIS EOIS
trust marketing advertisements that doesn’t
— 68% research before
59 purchasing at
0 avoid o
hopping ot ( least half of the time
retailers that _
have been hit 51% Look for the best price
o it .
breéiehzl;%d 16% Corgpqrre with other
rOaucClts
78% trust P :
retailers to keep 15.5% Want the hlghesT
their personal quality product

information safe )
15.5% Read product reviews

© 2016 Interactions Consumer Experience Marketing, Inc. | www.interactionsmarketing.com



.'.‘ About Us

Interactions is the global leader
in innovative retail solutions and
experiential marketing for retailers
and brands.

Our workforce of more than 45,000
associates creates and produces
nearly 3 million consumer events
every year.

Interactions’ integrated sales and
marketing programs engage
shoppers in-store and outdoor,
provide insights into shopper
behavior and customer service,
and enable retailers and brands to
make smarter business decisions
and drive significant sales increases.

Founded in 1988, the company
has offices around the globe and
operates in North America, Europe,
South Africa, Australia and Asia.

For more information, visit
interactionsmarketing.com.

/‘\ Contact Us:
. Interactions
|nte rBCthﬂS 9555 Chesapeake Drive, Suite 100
Consumer Experience Marketing San Diego, CA 92123
858-581-8718

hello@interactionsmarketing.com
www.interactionsmarketing.com/retailperceptions

This primary research was conducted in May 2016 by Interactions with a representative sample of males
and females ages 14 to 19 across all geographies, income levels and ethnicities within the United States.
For more information on how to make this data work for you, visit www.interactionsmarketing.com.

This document is the result of primary research performed by Interactions Consumer Experience Marketing, Inc. Interactions’ methodologies provide for objective fact-based research
and represent the best analysis available at the time of publication. Unless otherwise noted, the entire contents of this publication are copyrighted by Interactions and may not be
reproduced, distributed, archived or fransmitted in any means without prior written consent by Interactions.



