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Brands that can prove
they understand the
challenges faced by Gen
Zers and their future-
conscious outlook will
prove most engaging for
this cohort.

Lifestyles Of Generation Z - Germany - 2022

This report looks at the following areas:

• Types of job held currently by working Gen Zers
in Germany and roles non-working Gen Zers
aspire to
• How Gen Zers describe their personal sense of
style
• How Gen Zers fund their lifestyles; what they
pay for themselves and to what extent are they
still reliant on their parents for support
• Gen Zers' attitudes towards their future
• The importance of identity and individualism to Gen Zers
• How Gen Zers describe themselves and how this compares with their impression of others in
their age group

Overview

German Gen Zers prove highly ambitious in their outlook;35% strongly agree that it is
important to have clear goals in life, while the most common word that Gen Z consumers use
to describe themselves is 'ambitious'.

However, like Millennials before them, Gen Zers have entered a challenging job market, while
the pandemic also carries many other uncertainties for the future. This instability arguably
underpins much of this generation's anxiety for the future; indeed, 72% of all Gen Zers agree
that it is hard not to be anxious about the future.
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Gen Zers' financial confidence is currently being upheld by support from parents, making
them an appealing youth market. But longer term, this phase will almost certainly have set
them back on their journeys towards traditional life-stage goals before they have even gotten
started.

For marketers, there is scope to move away from presenting Gen Zers as Enfants Terribles,
who are determined to challenge and change everything that has come before them.
Instead, brands can focus on proving that they understand the challenges they face and
that their products and services can support Gen Zers in their efforts to make future-
conscious decisions.
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Report Content

EXECUTIVE SUMMARY

Key issues covered in this Report

• Overview

Market context

• Gen Zers continue to emerge into adulthood

• Gen Zers to continue to emerge into the workforce

- Graph 1: working status of Gen Zers, 2021

Opportunities

• Reputational benefits for supporting Gen Z creatives

• Use men's sportswear interest to drive broader discussions

- Graph 2: top five style types that Gen Z identify with, by gender, 2021

• Bring comfort to professional womenswear

• Help Gen Zers manage their money with digital innovations

• Digitise the travel booking experience

• Support Gen Zers emotionally as they look to a challenging future

• Tackle image pressures on social media

• Marketers must reconsider how they represent Gen Zers

• Quick download resources

MARKET DRIVERS

Population

• Demographic overview

- Graph 3: breakdown of the population by generation, 2019

Gen Zers and the German economy

• COVID-19: market context

• The impact of COVID-19 on the German economy

- Graph 4: key economic data, in real terms, 2019-23

• The impact of the economy on Generation Z

- Graph 5: changes in financial situation since the start of the outbreak, by generation, 2021

• Gen Zers to continue to emerge into the workforce

- Graph 6: working status of Gen Zers, by gender
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Generational characteristics

• An increasingly environmentally conscious generation…

- Graph 7: extent to which consumers consider the environmental impact in their decision making, by generation, 2021

• ...with a high expectation of brands

• Billie Eilish x Telekom address the ethical values of Generation Z

• Fitness proves a key interest...

- Graph 8: exercise frequency before the COVID-19/coronavirus outbreak, 2020

• ...as well as a strong focus on mental wellbeing

• Helping Gen Zers with their mental wellness

• Mood to Order

Tech and social media

• Gen Zs are well equipped with tech devices

- Graph 9: technology devices personally owned, by generation, 2021

• Social media usage highest among Gen Z

- Graph 10: social media users, by generation, 2021

• YouTube and Instagram are the two most popular social media platforms

- Graph 11: Social media platforms used in the last three months, by generation

• A conflicting desire to lessen dependence on tech devices

WHAT CONSUMERS WANT AND WHY

Desired and current types of profession

• Professional roles still more desirable

- Graph 12: which types of job Gen Zers most see themselves in, 2021

• One in five see themselves working in education

- Graph 13: Gen Z consumers who see themselves working in education, by gender, 2021

• Opportunities to support teaching profession

• Reputational benefits for supporting Gen Z creatives

• Where Gen Zers are currently working

- Graph 14: which type of job Gen Zers currently do, 2021

• Gen Zers play an important role as key workers...

• ...but longer-term rewards needed to encourage Gen Zers to stay in these important roles

Personal style

• Four in ten describe their clothing style as 'regular casual'

- Graph 15: Gen Z consumers' personal clothing style, 2021

• Gender style differences
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- Graph 16: Gen Z consumers' personal clothing style, by gender, 2021

• Gen Z men favour sporty style

• Create clothes for ambitious Gen Z women

• Formalising the athleisure movement

• Social media influencers prove to be a key source of inspiration...

• …creating opportunities for social commerce to grow further

Who pays for what?

• Sources of payment for selected outgoings

- Graph 17: sources of payment for selected outgoings, 2021

• Many Gen Zers still reliant on parents for essentials

- Graph 18: proportion of Gen Zs who still rely partially or fully on their parents for selected expenses, 2021

• Helping Gen Zers manage their finances

• Digital money management apps continue to become more popular

• Little difference in financial responsibility between genders

- Graph 19: proportion of Gen Zs are partially or fully responsible for selected expenses, by gender, 2021

• Securing young men's BPC engagement

- Graph 20: who pays/contributes to paying for toiletries and beauty products for Gen Z consumers, by gender, 2021

• Genderless branding is making a mark

• Gen Z proves to be an important audience for recovery in the travel sector

• Lead with expertise online

Attitudes towards the future

• Gen Z are ambitious about the future

- Graph 21: Gen Zers' attitudes towards their goals and future outlook, 2021

• Clear career progression needed to keep ambitious Gen Zers engaged

• Gen Zers are anxious about their future...

• …leading to yet more opportunities to support Gen Zers with their mental health

• Gen Zers balance the need to fit in by standing out

- Graph 22: Gen Zers' attitudes towards their appearance and identity, 2021

• Individuality proves key to Gen Z identity

• Tackling the self-esteem issues generated by social media usage

- Graph 23: proportion of Gen Zers who agree 'Social media is a major cause of insecurities for many people my age', by

gender, 2021

How Gen Zers perceive themselves compared to others in their generation

• Gap between how they see themselves and how they see others their age

- Graph 24: top three words that Gen Zers use to describe themselves and a typical person their age, 2021

• Gen Zers see themselves as less rebellious than their stereotype...
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• …highlighting the need for a rethink in how marketers depict Gen Zers

• Challenge stereotypes and target male Gen Zers

• Just 13% of Gen Zers include ethical as a key word for their generation

APPENDIX

Appendix – products covered, abbreviations, consumer research methodology and language usage

• Abbreviations

• Generational groups in Germany

• Consumer research methodology

• A note on language
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About Mintel Reports: Germany

Access our reports now and get the most
accurate, credible and powerful data, insights
and analysis. Mintel Reports Germany gives you
everything you need to know about what German
consumers want and why.

In each report, we're analysing the market, new
product innovations and the competitive
landscape, as well as consumer behaviours
across Germany. Our local analysts, supported by
our team of global experts then translate it into
what it means for you.

What makes us unique?

A 360-degree view of German
markets

Experienced analysts based in
Germany

Expert-led support from global
category experts

How Mintel Reports Germany will help your business grow:

Identify future
opportunities by
understanding what
German consumers want
and why

Make better decisions
faster by keeping
informed on what's
happening across your
market

See the trends and innovations
impacting Germany both on a
local and global level
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Disclaimer
This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a German licensed
market survey agent (See Research Methodology
for more information).

Terms and Conditions of use
Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.

Published by Mintel Group Ltd
www.mintel.com

Help desk

UK +44 (0)20 7778 7155

US +1 (312) 932 0600

Australia +61 (0)2 8284 8100

China +86 (21) 6386 6609

Germany +49 211 2409023
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