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HOW BRANDS WIN WITH GEN Z _




The largest tech
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exclusively on
young people +
social change
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DoSomething’s Mission

WE'RE CREATING THE
MOST SOCIALLY CONSCIOUS
GENERATION EVER.
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8%

ldentify as a race/ethnicity
other than white

Source: Pew Research Center, 6- to 21-year-olds; 2018
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ource: Gallup Poll; the 18 to 23-year-olds in 2020; February 2021



5% | 59%

know someone who prefers a believe forms should include
gender-neutral pronoun options beyond “man” / “woman”

Source: May 2020; , US Teens 13 - 17, 2018


https://www.pewresearch.org/social-trends/2020/05/14/on-the-cusp-of-adulthood-and-facing-an-uncertain-future-what-we-know-about-gen-z-so-far-2/
https://www.pewresearch.org/social-trends/2019/01/17/generation-z-looks-a-lot-like-millennials-on-key-social-and-political-issues/psdt_1-17-19_generations-13/
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0%

say they are moderately or extremely
stressed, up from 60% in October 2020

@DS_Strategic Source: DoSomething Member Survey, February 24 - 26, 2021, N = 3220



kamm &
@kamarienyausha

these online classes are emotionally and mentally
draining. i dont feel im learning, nothing is sticking. im so
unmotivated and yet i know quitting isnt an option. im

stuck and im sick of this.

4:51 PM - Apr 16, 2020 - Twitter for iPhone

48.2K Retweets 162.8K Likes




3%

of 18-24 year olds report experiencing
anxiety and depression

@DS_Strategic Source: June 2020


https://www.cdc.gov/mmwr/volumes/69/wr/mm6932a1.htm

2%

say their mental health has been
negatively impacted in the past year

@DS_Strategic Source: DoSomething Member Survey, February 24 - 26, 2021, N = 3220
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How dare you!

4 .

“This is all wrong. |
shouldn't be up here. |
should be back in
school on the other
side of the ocean, yet
you all come to us
young people for
hope. How dare you."

-Greta Thunberg,
September 2019



“They say tougher
gun laws do not
decrease gun
violence. We call BS.”

-Emma Gonzalez,
February 2018
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“Who do you believe should
be most responsible to
make changes to address
the problems that exist in
society?”
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Source: DoSomething.org, May 2020 Member Survey (N=1848)



20%: I'm
already \

invofved!

6%

Are looking for more ways
to get involved to make a
difference on the causes
they care about

Yy @DS_strategic

Source: DoSomething Member Survey,
February 24 - 26, 2021, N = 3220



COVID-19 IS MAKING KEY ISSUES
: MORE IMPORTANT TO YOUNG PEOPLE
70%

70% 65%

60%

61%

56% 56%
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MENTAL RACIAL EDUCATION HEALTH CARE JOBS & THE POVERTY CLIMATE
HEALTH INJUSTICE ECONOMY CHANGE

. Source: DoSomething.org. Member Survey Aug 10, 2020.
y @DS_Strateg ic “Have any causes/issues become more important to you in light of COVID-19?”
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59% OF GEN Z HAVE
~  MADE A PURCHASE
4 FROM A BRAND BASED

ON THEIR VALUES

62% OF GEN Z HAVE
BOYGOTTED A BRAND
BASED ON THEIR
VALUES
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IN 2019,

6%

of Gen Z said a brand’s association or support
for a social cause had a positive impact on
their overall impression of that brand

@DS_StrategiC Source: DSS ‘Cause is Working; Your Marketing Isn’t’ 2019; N=1092



IN 2021,

9%

of Gen Z said a brand’s association or support
for a social cause had a positive impact on
their overall impression of that brand

, @DS_Strategic Source: DoSomething Member Survey, February 24 - 26, 2021, N = 3220



WHY THEY BUY

Have you bought from a brand specifically because of any of the following reasons?

To benefit a good cause | ———
The brand “gives back” financially | NG
The brand is credible on this cause [ NG
The brand has done internal work [
They don't go against my values NGNS
They engage in public activism |GG
Cause shared on their platform |GGG
No, none of these reasons NG

0% 10% 20% 30% 40% 50%  55%

y @DS_Strategic Source: DoSomething Member Survey, February 24 - 26, 2021, N = 3220



WHY THEY BUY

Have you bought from a brand specifically because of any of the following reasons?

To benefit a good cause |G
The brand “gives back” financially || IIIE5GcNGNNGGEEEE
The brand is credible on this cause [ NG
The brand has done internal work | NG
They don't go against my values [N
They engage in public activism | IINENEGGNNE
Cause shared on their platform | NG
No, none of these reasons [ NG

0% 10% 20% 30% 40% 50%  55%

y @DS_Strategic Source: DoSomething Member Survey, February 24 - 26, 2021, N = 3220



23%: Not Likely
7

HALF

say they are likely to believe
brands are getting involved with
a cause because they want to
Mmake a positive impact or truly
care about that issue

51%: él’ke/y S

AN
272%: Neutraf
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Source: DoSomething.org. Member Survey
January 13 - 16, 2021, N=1073


https://medium.com/dosomethingstrategic/coming-of-age-in-america-888052cc569

GEN Z EXPECTS ACTION

How do you want brands to take action on the causes or issues you care about?

Use platform for awareness | —
Be honest about failures |G —
Show long term commitment | —
Donate money | —
Ensure good through products [ —
Demonstrate proof of impact | EEEEEGEGEG——.
Take a risk [ INEEEEEEE—
Match internal policies |-
Non-profit partnerships [
Get consumers involved G-
Get employees involved G
Get political [INEIEG—
Have CEO speak out [IIEEGEGEGEE—

None, brands have no role |

0% 20% 40% 60%

Yy @Ds_strategic Source: DoSomething Member Survey, February 24 - 26, 2021, N = 3220



8%

Of Gen Z say it is important to them
for brands to take these actions.

@DS_Strategic Source: DoSomething Member Survey, February 24 - 26, 2021, N = 3220
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. ONLY 3% OF GEN Z DO “«
NOT EXPECT BRANDS 10
PLAY A ROLE TO ADDRESS [;
\ RACISM IN AMERICA

Sourcg:

DoSomething.org. Membe‘SurveyJ

i ‘lii‘\'—\‘-fz

ONLY 1IN 5 BELIEVE
BRANDS SHOULD
NOT GET POI.ITICAI.

i P "

Januar, y 13- 16, 2021, N=1073
&


https://medium.com/dosomethingstrategic/gen-zs-thoughts-on-covid-19-2067b0f36af1
https://medium.com/dosomethingstrategic/coming-of-age-in-america-888052cc569

ONLY 1IN 4 GEN Z BELIEVE
BRANDS ARE DOING ENOUGH
TO BACK UP STATEMENTS
WITH ACTION



k& Which brands do you remember for
their public statements in support of a
cause you care about? 73

54% of those who said they noticed brand statements
could name one top of mind.
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“To be a large Fortune
500 company and to risk
losing customers to
speak up is incredible to
me.” —19-year-old, Virginia

5

—Change the r§1e
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“Nike is the first to come
out with an active wear
hijab and | found it

empowering...”
—21-year-old, Texas




WE MUST
DISMANTLE

WHITE

SUPREMASY

“Ben & Jerry's not only gave
a platform for the issues,
but they also had the
proceeds go to charity for

these causes.” —18-year-old,
Ohio

“Ben & Jerry’s posts
regularly on their social
media about racial equality

and other important issues.”
—18-year-old, Arizona



It's important to speak out, and | appreciate brands that
choose to bring light to such topics. Even if the brands
are just looking to pull in more customers by speaking
up about something, | think it reaches people, which
makes them think about what’s going on regardless.

—20-year-old, Ohio

Yy ©@DS_Strategic ' ’
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k€ What do you believe is the role of
brands in light of COVID-19? 37
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75% OFGENZ ‘@| 73% SAID PROTECT

SAID ENSURE EMPLOYEES
EMPLOYEE AND FINANGIALLY, INCL.
CONSUMER SAFETY ! PAID SICK LEAVE

ap—




You re n

ning October 1, vgeb;eneﬁts
increasing our nental healt
\

1o $5,000 per year for psyc.:hology
ar,\d social worker services.

—

Begin

i ~ T ’)
Benefits eligible and need to enroll?

Call Manulife at (866) 821-7913
before October 31, 2016 at 8 p.m. EST

Starbucks also provides
all partners and their
| families with free, 24/7
access to a wide range
of counselling and
services in areas such
as mental health.

Contact our Employee
Assistance Plan (EAP)
at myresilience.com or

ot aloneé.’

“Starbucks extended it's
mental health benefits.
The fact that they are
taking part to help the
community really shows
something.”

— l4-year-old, California



| stopped buying from Whole Foods when they cut
health care coverage for part time workers. It's
absolutely unacceptable that thousands of workers
will have their health benefits eliminated when they
are the ones in most need of the financial help.

-18-year-old, New Jersey



GEN Z EXPECTS ACTION

How do you want brands to take action on the causes or issues you care about?

Use platform for awareness I
Be honest about failures | ——
Show long term commitment | ——
Donate money |
Ensure good through products I
Demonstrate proof of impact | —
Take a risk I
Match internal policies |HE R —
Non-profit partnerships I
Get consumers involved I
Get employees involved I
Get political I
Have CEO speak out I

None, brands have no role |}

0% 20% 40% 60%

3y ©@Ds_strategic Source: DoSomething Member Survey, February 24 - 26, 2021, N = 3220
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COSMETICS

As of December 2020, our workforce is made up of:

Our Action Plan 65% 11% 82%

people of color Black or African female identifying

A 90-day mission

While we are proud of the diversity of our workforce, our aspiration is to ensure
our leadership is reflective of our broader population. Within leadership of our US stores,

Lush !s Action Plan: 60-day U pdate distribution centers, and corporate offices, we are: _
An update on the progress of our 90-day action to improve diversity and 41 0/0 70/0 7 k) O/O

inclusion at Lush. - S Len
people of color Black or African female identifying
American

These figures will be updated biannually.




Sephora & @Sephora - Feb 2
It's Black History Month! @ " # We are so excited to use our platform
to amplify Black voices and highlight Black-owned brands all month long.

Drop a 'Wif you're ready to celebrate with us! lllustrated by
@monicaahanonu

GELEBRATE

BLAGK
HISTOR Y,
MONTH
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INCLUSION
TAKES ROOT
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RULE #2:
MEET THEM
WHERE %4

THEY ARE\ ey

Come to me mv little aneel muffin.




v2020.10.8i
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2%

Say their mental health has been
negatively impacted in the past year

@DS_Strategic Source: DoSomething Member Survey, February 24 - 26, 2021, N = 3220
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2 YouTube pink with purpose

| and | am en | & |

> @) o10/01 | We asked 7 young women across

America to share their story.
N s ” b

#IAMENOUGH
| Am Enough | Morgan Simianer 15s

3,407,338 views * Sep 17, 2020

» >l ‘D 0129/2232 ‘o m * G D Q :]




Every Name’s a Story
#whatsyourname

"
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RULE #3:
CULTIVATE COMMUNITY
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“The brands that are gomg to win
are going to be the ones that h 9

£
deep connections’ with consum
Strauss CEO, April 7, 2020

—Chip Bergh, Le\///f




AE WILL MATCH EVERY DONATION TO
AMERICA'S FOOD FUND UP TO $100,000
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Calvin Klein Highlights Powerful Young

Voices in CK One Campaign
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1%

of Gen Z wants brands to provide opportunities for
consumers to participate in their social impact

@DS_Strategic Source: DoSomething Member Survey, February 24 - 26, 2021, N = 3220



climate action climate deniers

Tell Congress
Y etikka for there is no room
in government for
=
-
L
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3 ways to ACT after Black #BLACKVOICESCREATE AllNmatterandlare)
History Month 1INVEMENTC |

o Tikr

@taylarcassid §



“H:dr: HOW BRANDS WIN WITH GEN Z
START WITHIN
MEET THEM WHERE THEY-ARE-

CULTIVATE COMMUNITY
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MNOEL@DOSOMETHING.ORG
DOSOMETHINGSTRATEGIC.ORG
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