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WHAT SHOULD 
BRANDS DO TO 
WIN OVER GEN Z?

BRANDS NEED TO ACTIVATE 5 KEY LEVERS TO WIN OVER GEN Z BRANDS NEED TO ACTIVATE 5 KEY LEVERS TO WIN OVER GEN Z 

INNOVATE RAPIDLY AND STAY ON-TREND
#1

ENABLE ‘SOCIALISING’ THROUGH THE 
SHOPPING JOURNEY

#2

OFFER VISUALLY IMMERSIVE EXPERIENCES –   
DIGITALLY AND IN REAL LIFE (IRL)

#3

BUILD TRULY OMNI-CHANNEL PURCHASE 
EXPERIENCES

#4

ENGAGE WITH THE RIGHT INFLUENCERS, 
IN THE RIGHT WAY

#5



INNOVATE 
RAPIDLY AND 
STAY ON-TREND

Brands need to rapidly innovate by focusing on three key strategies - spotting Gen Z trends quickly, involving 
Gen Z in the design, and reducing the 'concept to shelf' timelines.

MAU increased from 500K to 4M in 6 months in the UK; 50-60% of these were Gen Zers

Be quick in spotting trends  
which are gaining traction  
with Gen Z audiences

Involve Gen Z in the design 
journey by actively iterating -  
ideating, testing, and refining

Cut down the timeline  
by adopting agile project 
management techniques

Spot Gen Z trends Co-create with Gen Z Crunch idea to aisle journey
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Optimized manufacturing and 
inventory through data-driven 
demand forecasting

Built a large network of campus 
ambassadors; actively reached out 
to them for ideating and testing

Launched a global design 
challenge; winner's products 
were taken live into production

CASE EXAMPLE: HOW AN ULTRA-FAST FASHION BRAND ADOPTED THE ABOVE 
ELEMENTS TO BECOME THE 3RD BIGGEST E-COMMERCE APP IN THE UK

Built large-scale social network 
data-mining tech to identify 
trends in real-time

Released 1,500-2,000 new 
designs a day by micro-batching 
products

Developed platforms for young, 
upcoming designers to collaborate 
and create new products



Gen Zers have a strong inner circle, comprising of their close friends and family who advice them on what 
and where to buy. Brands have started to enable shopping with these close connections online and offline 
through the novel concept of 'Shopcializing' – leading to rapid growth. 

ENABLE SOCIALIZING 
THROUGH SHOPPING 
JOURNEYS

Chinese fashion player allows visitors 
to shop along with their friends on its 
website. This is enabled through a chat 
interface enabling people  to share 
options and get real-time reactions 
from friends.

This integration helped the brand boost 
product page views by over 75%

SOCIAL SHOPPING ON E-COMMERCE PLATFORM

COMMUNITY SHOPPING IN OFFLINE STORES

Canadian athletic apparel brand has built 
community spaces in their stores where 
they host fitness events and workshops. 
People attend these events with friends 
and enjoy the opportunity to shop 
together. They also post experiences live 
on social media.

Strong traction of these stores enabling 
revenue growth of 20-25% in the last year

Source: BCG analysis
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OFFER VISUALLY 
IMMERSIVE EXPERIENCES — 
DIGITALLY AND IRL

Brands need to fulfil Gen Zers' thirst for 'see it, snap it, and share it' by creating visually immersive 
experiences from screen to real-life surroundings. While Indian brands are already experimenting with 
pop-up stores, photo-booths/spots – there is much more on the spectrum of driving visual immersion.

1. Return on Ad-spend  
Source: Press Search; BCG analysis

Beauty players developed personalized AR lens in 
collaboration with a visual communication platform 
to push trending SKUs to target customers

This AR lens accounted for 5%       
of the website traffic in 4 weeks

India's leading fashion e-Commerce portal partnered 
with a visual communication platform to build 
AR-lens allowing users to predict deals

The brand achieved 22X ROAS1 on the 
campaign with ~68M impressions 
delivered through the AR lens

CUSTOM AR LENSES AR + INTERACTIVE ACTIVATION

02 03

Major coffee brand launched a challenge where 
stickers were awarded after completing the levels  
of the game launched by brand 

IN-APP GAMIFICATION
Beauty player set up pop-up stores with rooms 
mimicking iconic, picture worthy places which 
Gen Z love and share widely

EXPERIENTIAL STORES

Pop-up stores see 1.2X higher 
conversion rates

04
Improved customer engagement 
metrics in target countries

01
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BUILD TRULY 
OMNI-CHANNEL 
PURCHASE EXPERIENCES

Over the last few years, many brands have built multi-channel presence. This has often implied presence across 
online and offline channels with limited integration. Given how Gen Z shops, there is a need to evolve from there 
to a truly omni-channel experience wherein there is a single view of consumer available across channels. 

Presence across multiple channels

MULTI-
CHANNEL

PARTIAL  
OMNI-CHANNEL

TRULY  
OMNI-CHANNEL

Straddling across channels possible for select 
journeys (e.g. order online, return in store)

Single view of Gen Z available across all channels 
to make it completely seamless, insights from 
other channels used to recommend smartly

CASE EXAMPLE: HOW TRUE OMNI-CHANNEL FOCUS HELPED A US BEAUTY 
RETAILER BECOME THE 'MOST PREFERRED' CHOICE FOR GEN Z 

4-5X growth in revenue from cross channel consumer (v/s only in-store consumers)

Gen Z can view looks curated  
online via screens in-store

AR-try on screens, with AI to 
suggest right shades and type

Store-staff recommends using  
past-behavior online/offline

Staff creates a digital log of products 
used for "look" for future reference

Consumer can modify look later  
via brand-app

Consumers can order online,  
pick up in-store/curbside

Source: BCG analysis
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ENGAGE WITH THE 
RIGHT INFLUENCERS, 
IN THE RIGHT WAY

Creators are key influencers for Gen Z, shaping their opinions and purchasing decisions through authentic, 
relatable content. They are often the more trusted voices over traditional advertising. In order to leverage 
them well, brands need to think of them as a portfolio – engaging different type of influencers for different 
brand objectives.

The campaign resulted in a reach of 4-4.5B and creation of 600-700K videos by consumers

BUILD AND NURTURE 'INFLUENCER MIX' AS PER FOLLOWING GRID

Fire-starters

Brand Objective Spark publicity Build Reach Drive 
Engagement Grow Branding

Cultural Capital Follower Size Cost-efficiency Brand-fit

Celebs (Mega) Rising Stars 
(Macro)

Rookies    
(Micro/Nano)

Authentic 
(KOLs) (Micro)

Look for 
creators with…

Creator Size1

Promoters Allies Partners

1. Follower size by terminology: Nano (~2K – 10K), Micro (10K-100K), Macro (100K-250K), Mega (1Mn+)

Case example: How an MNC F&B brand in China popularized hyper-local flavors  
of snacks through a “portfolio-of-Influencer” approach to marketing

The brand used a mix of  
macro-influencers, celebrities, 
and micro-influencers for 
optimal reach and engagement.

The brand used data from the 
creators' videos to retarget 
consumers with tailored content 
boost awareness.

Nano-creators shared hometown 
flavors, stories and aspirations, 
deepening their connection with 
the brand.

Created a Portfolio 
of Influencers

01 Continuously 
measured traction

02 Grew awareness 
through nano-creators

03
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WE HAVE CREATED 
AN AGENDA FOR 
BRANDS...
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Build strong trend spotting capabilities (team and technology platforms) - including 
partnerships with Gen Z native platforms for picking early trends.

Develop mechanisms to involve Gen Z in the innovation process – generate ideas with them, 
test and incorporate feedback.

Adopt virtual prototyping to speed up the concept to shelf process.

Re-think operational models (e.g., Micro-batching) for faster time to store/ listing.

INNOVATE RAPIDLY AND STAY ON-TREND01

Understand Gen Z journeys and identify points where social interactions are most valuable.

Identify platforms mostly used in such interactions and evaluate opportunities to integrate 
them seamlessly into the experience.

Actively provide opportunities to interact with the brand through the journey – make shopping 
more conversational.

ENABLE ‘SOCIALIZING’ THROUGH SHOPPING JOURNEYS02

Define the list of immersive experiences (lenses, AR, user generated content among others) 
most relevant in context of your category.

Evaluate effectiveness through rapid tests and design for the target Gen Z engagement.

Partner with experts in immersive visual media – to design and execute end to end.

Keep refreshing – constantly bring new and more engaging content to Gen Z.

OFFER VISUALLY IMMERSIVE EXPERIENCES – DIGITALLY AND IRL03



...TO TARGET GEN Z 
EFFECTIVELY ACROSS 
5 LEVERS
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Make use of influencers as key in the context of co-marketing activities with platforms to 
increase brand awareness.

Approach new customers via a large panel of influencers who touch different 
customer profiles. 

Evaluate influencers/ communities most relevant for your category – based on their 
effectiveness with Gen Z audience (keep Gen Z values in mind).

Design ways to leverage influencers to create maximum impact e.g. doing exclusive launches 
through them, getting them to create looks, providing reviews among others.

Establish partnerships to identify and manage the right mix of influencers - of varied size  
and type.

ENGAGE WITH THE RIGHT INFLUENCERS, IN THE RIGHT WAY05

Understand Gen Z journeys and design target journey you want to offer.

Establish presence across various channels to deliver on the target journey.

Create a single view of consumers using a robust CRM across channels.

Actively think and plan to manage channel conflict – provide transparency about products and 
prices across channels.

Develop the required technology backbone (analytics capabilities, digital interfaces in the 
store, etc.) to best leverage the power of omni-channel.

BUILD TRULY OMNI-CHANNEL PURCHASE EXPERIENCES04




