
The News and Intelligence You Need on Luxury

MARKETING

Gen Z looks for  shared values in  purchasingGen Z looks for  shared values in  purchasing
decisionsdecisions
May 17, 2018

Gen Z: More like X than Y. Image credit: Luxury Society

 
By BRIELLE JAEKEL

While many question whether brands should comment on social or political issues, research shows that for
Generation Z, social justice is the way to their hearts.

In an era where social norms seem to be shifting and important social conversations are at a high, a new study by
DoSomething.org has found that 76 percent of Gen Z consumers have purchased or are open to buying from a brand
based on the issues it supports. Many are now even seeking out brands, rather than finding them by happenstance,
based on social causes.

"Young people have long looked to brands for leadership in a variety of areas that are important to them technology,
music, entertainment and fashion," said Meredith Ferguson, managing director of DoSomething Strategic. "Perhaps
it's  no surprise then that they would add social change to that list.

"They're saying they want government to do their job, but when that's not happening, they're making companies the
other big influence in their lives responsive and responsible," she said. "Everyday acts like grabbing a fried chicken
sandwich from Chick-Fil-A or a pint of Ben & Jerry's are now political statements and social action.

"Shopping can be a point of pride and the refusal to buy can be a very intentional act of defiance. And young people
are the vanguard of this change."

Social change
Contrary to preconceived notions, Gen Z, defined in the study as those aged 13 to 25, are not staunch liberals. Fifty
percent, in fact, think of themselves as moderates and almost half identify as independent.
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Chanel fall/winter 2017 features Gen Z's Lily-Rose Depp and millennial Cara Delevingne. Image credit: Chanel

About 50 percent claim to have recently purchased an item based on an issue affiliation in an effort to take a stand.

Another 40 percent say they would cease business with a brand based on how aligned it is  with their personal values.

African Americans have proven to purchase based on beliefs more frequently than the industry average. Thirty-three
percent of African Americans claim they make buying decisions based solely on a brand's value system.

Tamara Mellon aligned itself with the Women's March. Image credit: Tamara Mellon

Sixty-seven percent of consumers of color say they do this at least some of the time.

African Americans also seek out brands based on social issues rather than stumbling upon them, using this
approach for 33 percent of their shopping.

Social stance
Many luxury marketers have been taking strong stances on social issues to elicit change.

For instance, Italy's Gucci helped to bring stories of social issues to a broader audience through its Gucci Tribeca
Documentary Fund.

Now in its tenth year, the partnership between the label and the Tribeca Film Institute expanded its efforts for the
recipients by linking with the Oath Foundation to support the films' distribution and campaign strategies. Since
launching the fund in 2008, Gucci and TFI have helped 83 films through a total $1.3 million in grants (see more).

Recognizing the power they have to make a difference, prominent brands and personalities in the fashion industry
are throwing their support behind causes.

According to a report from Fashionbi, both protests and activism are on the rise around the world as the
conversations around issues such as climate change, immigration and gender inequality heat up. Within this
environment, the fashion industry is taking an active role through charitable partnerships and awareness campaigns
(see more).

"There have been numerous studies showing that young people today want to align with brands that share their
values," Ms. Ferguson said. "But what we saw in this study is young people telling brands that they can't limit their
cause engagement to the purchase itself. Only 34 percent of respondents feel that their purchases make an impact
when the brand supports a cause I believe in.'
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"Nearly half of our respondents say that it is  important for a company or brand to have a social change initiative that
consumers can be a part of," she said. "Think about that. Forty-nine percent of young consumers are telling brands
they want to be an active partner with them.

"That's an opportunity for brands to tie themselves with their consumer base in a way that rarely presents itself. And
this is especially important because almost half of respondents believe that In the future, I willchange the world in a
meaningful way,' but only a quarter believe that they are part of a larger social movement to solve social problems.'"
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