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……

Who is Generation Z?

GEN Z FIRSTS... 

• The first generation that has 

never known a world without the 

worldwide web

• The first generation that has 

never used a phone with a cord 

• The first generation that has no 

idea what floppy disks are

Born between mid-90s and early 2000s (approx. 10-25 years old today) – definitions vary 



Quiz: How many hours do 

Gen Z (16-24yrs) spend on 

social media per day?
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HOW TO WIN THE HEARTS 
OF GEN Z IN 2021 





Whoa!

THE

BYTESQUAD



Fanbytes House is a Big 
Brother style house with UK 

TikTok stars 

‘Big Brother for TikTok stars’ 
launches under lockdown in UK… 

and labels want a piece of it 

Inside the UK’s first ever 
TikTok house 

TikTok UK house: who’s in it 
and what do you need to 

know? 

Pay attention (but not for 
long) as TikTok stars move in 

together

Parents weigh in on TikTok
teens in the house that 

pranks built



Family

Purchasing Power Cultural Relevance



WITH AGE COMES MORE 
PURCHASING POWER.

BRANDS THAT GEN Z LOVE 
WILL BE BRANDS THAT GO 

FROM STRENGTH TO 
STRENGTH. 



GEN Z ARE AMPLIFIERS.
WALKING, TALKING 
CREATIVE AGENCIES. 
WHICH IS GREAT…

AS LONG AS THEY’RE ON 
YOUR SIDE. 



- Lenses provide deep 
engagement  

- Performance marketing

- For when your product 
doesn’t need words, and is 
a visual component

- Your digital storefront 

- Long form story 
telling 

- Product 
consideration

- Driving UGC
- Engineer virality and 

cultural trends 



Focus less on product and more on storytelling.

Leverage both visual and audio trends.

Engage in two-way conversations.





Family



Metric

How the indicator will 

be evaluated Target Achieved

Youth 

Primary 

KPI 

Youth 

Secondary  

KPIs



Focus less on product and more on storytelling.

Leverage both visual and audio trends.

Engage in two-way conversations.



FOCUS LESS ON 

PRODUCT AND MORE 

ON STORYTELLING



QUESTION
How do you encourage young 

people to stay at home?

INSIGHT: 
Move from the overbearing 

forceful messaging to show  

how ludicrous it  is not to stay at 

home.

Increase likelihood of sharing 

through relatable content.





LEVERAGE AUDIO AND 

VISUAL TRENDS



BYTESIGHTS



QUESTION:
How do you entertain Gen Z on 

what to do during lockdown and 

gain maximum visibility?

INSIGHT: 
Leverage latest text caption 

feature* + trending audio.

Create content which optimizes for 

watch time which will further feed 

algorithm.

*New features almost always get 

disproportionately pushed





ENGAGE IN A TWO-WAY 

CONVERSATION



CASE STUDY:



Gen Z want online real time 

two-way conversations.

Social platforms like TikTok and 

IG stories have enabled us to 

have these conversations at 

scale.

China’s ByteDance grossed an estimated 

US$75 million revenue through selling virtual 

currency on its TikTok and Douyin



Features like livestreaming on 

TikTok allow us to now build 

authentic relationships at 

speed.

Something we put into practice 

with ACCA:



WINNERS: 

“Innovative approach to engage 

young audiences” with our ACCA 

campaign 



ENGAGE IN A TWO-WAY 

CONVERSATION
SNAPCHAT LENSES



QUESTION:

How do we provide people with 

practical things they can do during 

lockdown to maintain their mental 

health.

INSIGHT: 

Leverage Snapchat lenses to drive 

deeper brand recall and use 

influencers to drive FOMO.

Influencers using the lens also 

leads to fans using it.



Metric

How the indicator will 

be evaluated Target Achieved

Youth 

Primary 

KPI 

Youth 

Secondary  

KPIs



Less on product and more on storytelling.

Leverage both visual and audio trends.

Engage in two-way conversations.





CASE STUDY:



Insight:

Custom sounds allow you to 

truly own the mindspace of Gen 

Z without being an 

entertainment brand.

Tying this in with other paid 

media helps it last longer.

River Island made 3x their 

spend using this method.





SO THE CAMPAIGN JUST 

ENDS THERE? 





QUESTIONS?



More on influencer 

marketing…

Appetite for in-depth benchmark 

or 1-2-1 connection in this area?

Reach out to j.kraft@wfanet.org

mailto:j.kraft@wfanet.org


World Federation of Advertisers

London, Brussels, Singapore

wfanet.org

info@wfanet.org

+32 2 502 57 40

twitter @wfamarketers

youtube.com/wfamarketers

linkedin.com/company/wfa

Thank you!


