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Executive Summary: Moving away from labels and
toward the future of data to successfully guide the
marketing of brands to Gen Z
Nearly half of Gen Zs aren’t old enough to drive a car, yet they are
driving global marketing and retail strategies around the world.
And it’s no wonder: Gen Z is poised to be the most influential
generation in human history.
The oldest members of Gen Z are just graduating from college, while its
youngest members are still in grade school. Despite that, they account
for 20% of all U.S. consumers1, with an estimated direct buying power of
$143 billion2. They are a generation to be reckoned with: Constituting
approximately 32% of the global population, Gen Z is emerging as the
world’s largest and most diverse generation. And now, marketers are
jockeying to build brand loyalty among this increasingly valuable cohort.
As the first generation of digital natives, Gen Z was born into a world
of seismic social change. With a practical streak that belies their
young years, they are known for their work ethic, technology prowess
and passion for action. As they come into their own as consumers,
employees and citizens, it is imperative to truly understand what
motivates and drives them.

Gen Z has an
estimated $143
billion in direct
buying power.

Focusing on Gen Z pays off *: Brands that make the
connection with this remarkable generation drive,
on average, 14x greater dollar growth opportunity
versus other generations.
*Based on sales of New Product Pacesetter/Rising Stars products included in the report.
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Gen Z has unprecedented power to influence, to change the way prior
generations see and approach the world around them. Importantly,
this is a generation that sees themselves as having a responsibility to
use that power for good.

“on-demand”
is not a
buzzword, it
is a mode of
existence

Gen Z’s inherent proficiency with technology is changing the game
for brands and retailers. This is a generation that has grown up with
unprecedented — and immediate — access to information. For them,
“on-demand” is not a buzzword, it is a mode of existence. Their comfort
with technology and access to information makes Gen Z a generation
that others will increasingly look to for help, direction and guidance.
This means that, in many ways, Gen Z has the power to influence the
shopping and buying decisions of their peers and prior generations.
Yet for all their distinctive qualities, this is a generation that eschews
labels, preferring instead to move fluidly in the way they experience
themselves and the world around them. The racial and ethnic diversity
of Gen Z has given rise to a generation with a deep and genuine
acceptance for what makes people unique. Rather than trying to conform
to social, societal or political constructs, they embrace individualism.
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The Wave of Connectivity
What does the future of data look like when the people who will be
shaping it don’t want to be defined? Is it even possible to build brand
loyalty among this emerging generation?
And equally important, how will leaders adapt to a generation that is
so intrinsically predisposed to fluidity, both in terms of how they see
themselves and how they view the world around them?
To answer those questions, we looked to Gen Z itself, to IRI’s New
Product Pacesetters insights, to the myriad data assets within IRI, and
to our partners at The Female Quotient and at Influential Marketing.
In that exploration, we discovered tremendous opportunity among
Gen Z buyers.

?

Brands and products that win engage authentically,
simply and transparently.
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Think Discovery, Not Loyalty

More than half
of Gen Zs say
they love to try
different brands.3

35% of Gen Zs
say they are brand
loyal —when they
find something
they like, they
stick with it.3

In preparing to win with this newest generation of shoppers, context is
everything. It is helpful to remember that they are at the very beginning
of a lifetime journey of shopping. Discovery has an enormously
important role in shaping Gen Z’s brand and shopping experiences,
and how they ultimately become loyal customers.
At its core, discovery is play — and Gen Zs love to explore. While they
are a generation hard-wired for seriousness and diligence, discovery
within the world of CPG products is a low-risk way for them to
experience the fun of trying something new.

Discovery is visual. Gen Z is drawn in by the visual aspects of products
and their merchandising. In fact, this is one of the most engaging parts
of new product/brand discovery. They are keenly aware of product
packaging and the messages it sends. Connections between what
brands say and their packaging relay immediate cues to authenticity
(or the lack of it). Don’t be the brand that touts sustainability and then
uses multiple layers of plastic in packaging; these “tells” immediately
undermine a brand’s credibility with Gen Z.
Discovery is connection. Connecting with others, often through social
media, and sharing product discoveries is a deeply enjoyable part
of Gen Z’s shopping experience. Organic recommendations from
family and friends carry more weight, and are more likely to influence
an actual purchase, than any other way that Gen Z may learn about a
product/brand.4
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Thinking about the different ways that you may learn about a new product,
which are most likely to get you to buy the product?
59%

Recommendations from Friends/Family

54%

Seeing a Friend/Family Member Using Product

39%

TikTok Videos

38%

Seeing a Display In-Store

31%

TV Advertising

23%

Instagram Ads

22%

Instagram Influencer Posts

21%

Having Product Featured in a Store Circular/Ad

19%

Facebook Ads

19%

Digital Ads on Websites

14%

Print/Magazine Advertising

11%

Twitter Ads

9%

Facebook Influencer Posts
Radio Advertising
Billboard Advertising

6%
4%

Source: 2021 IRI Gen Z Survey

Within CPG, beauty and personal care categories are often where Gen
Zs first begin to flex their shopper muscles. Marketers would be wise
to observe this phase of their shopping journey closely, understanding
what motivates their purchasing decisions.

Product Categories Purchased in Past 3 Months
(Among 17-to-23 year-old female presenting Gen Z)

87%
74%

71%
63%

58%
44%

44%
34%

Food

Personal Care
Products

Clothing/
Accessories

Beauty
Products

Non-Alcoholic
Beverages

Source: 2021 IRI Gen Z Survey
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Supplies
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Changing the Status Quo
Each generation is characterized by its own unique form of disruption. It
is important to note that disruption is not just a hiccup; it fundamentally
changes the status quo.
Baby boomers are often cited as being the biggest generation ever, as
if that was their greatest differentiator. While the size of this generation
was important, that was not what made it disruptive.
What was disruptive about baby boomers was the fact that they were
the first generation in which children/teens had buying power. Their
childhoods were shaped by great economic prosperity in the United
States, which meant that many were not forced to work to help support
the family. It also meant they had money of their own to spend, which
not only made them full-fledged consumers, but also spawned a new
era of marketing and communications. Think of it as the dawn of the
“Mad Men” era.
For Gen X, high rates of divorce and dual-income parents were
disruptors, leading to a generation of latchkey kids who grew up to be
both extremely self-sufficient and more than a bit skeptical about the
world around them. This worldview has certainly had an impact on their
children (largely Gen Zs).
For millennials, innovation and technology were disruptors.
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Cultural Intersectionality Is Gen Z’s Disruptive Force
Gen Z’s cultural diversity and its commitment to individuality, human
rights and equality will be the disruptive hallmarks of this generation.
This is a group of people whose focus is not binary; it is inclusive. It isn’t
about choosing A or B, it is about having the option to choose A and B.
Or, when it comes to identity, it is about having the option to move
more fluidly through a vast network of possible options — or declare no
option at all.

“

F. Scott Fitzgerald famously wrote:

The test of a first-rate intelligence is the ability to hold two
opposing ideas in mind at the same time and still retain the
ability to function. One should, for example, be able to see that
things are hopeless yet be determined to make them otherwise.

F. Scott Fitzgerald

This is a perfect description of Gen Z.
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Relevancy > Neutrality
As brands and retailers look to capture the attention of Gen Z, it is
tempting to think that focusing on a gender-neutral or gender-fluid
approach would have few downsides. The growing focus on gender
and gender neutrality/fluidity is taken seriously across generations.
Fewer than 15% overall consider it to be a “fad.”
In fact, a recent survey conducted by IRI with female-presenting Gen
Zs aged 17-23 found that more than one in three felt that breaking
down gender barriers was important for brands to be relevant to their
generation. That is more than twice as many Gen Xers or baby boomers.

“Breaking down gender barriers is important in order
for brands to be relevant to my generation”
21%

Total Respondents

35%

Older Gen Z

33%

Younger Millennials

32%

Older Millennials

Gen X

Baby Boomers

14%
12%
Source: 2021 IRI Gen Z Survey
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There is a clear under 40/over 40 divide in how positively brands that
embrace a gender-neutral/fluid approach in their marketing are seen.

% Agreeing With Statement by Generation
50%
45%
40%
35%
30%

I feel more positive toward
brands that embrace traditional
gender roles in their marketing

25%
20%

I feel more positive toward
brands that embrace gender
neutral marketing

15%
10%
5%
0%
Older Gen Z

Younger
Millennials

Older
Millennials

Gen X

Baby Boomers

Source: 2021 IRI Gen Z Survey

But, like all things with Gen Z, it’s not quite that simple.
Gen Zs tend to view gender as an unnecessary classification “bucket,”
meaning that ultimately, how gender is portrayed in brand marketing
and communications has little influence over their purchase decisions.

17%

13%

I am more likely to buy brands that
actively support gender equality
issues than those that don’t

“

Source: 2021 IRI Gen Z Survey

Everything else being equal, I’d buy
a gender-neutral product over a
gender-specific product
Base: 17-23 Year old female presenting Gen Z

Brands being obvious about calling out diversity and fluidity is
distracting and feels inauthentic. We want to see real people
using real products that actually work.

Gen Z focus group participant
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Building loyalty among Gen Zs requires a commitment to understanding
who they really are, not your perception of who they are. This newest
generation of shoppers is fiercely independent and expects brands to
respect and appreciate what makes each of them unique. That means
brands must understand what Gen Z wants and needs, before they will
earn their dollars.
Anything perceived as opportunistic marketing is flatly rejected by
this generation.

% Naming as the Top 2 Characteristics Beyond Taste and Price that are Most Important
When Deciding Which Brand of Food/Non-Alcoholic Beverages to Buy

24%
2

%

Has genderneutral
packaging

3%
Is marketed in a
gender-sensitive/
neutral way

Feels
authentic

Source: 2021 IRI Gen Z Survey

“

34%

38%

Understands what
I want/need

Cares about the
environment/
sustainability

Base: 17-23 Year old female presenting Gen Z

The consistent feedback we heard from Gen Z was that gender in
marketing isn’t as much about whether brands are portrayed as male,
female or gender neutral. Rather, it is whether the entire “package” for
the brand — everything from what the product is, to how it performs, to
how the packaging looks, to its marketing and social media — is simple
and authentic, and makes sense for what the brand is.

It’s all about efficacy and authenticity with brands. Efficacy
lends authenticity, rather than brands standing for certain ideals
because they sound good.

Gen Z focus group participant
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Expect Continuous Change
When a generation values and acts on the freedom to conform or not
conform to societal labels, it makes every aspect of brand development
— from innovation to packaging to messaging to targeting — more
challenging.
For Gen Z, the old saying that the only constant is change is a
fundamental truth. We asked dozens of 17- to 23-year-olds what they
wished brand marketers knew about them, and at the top of their
lists was that they wanted marketers to embrace their continuously
changing nature.

“

We’re as innovative as we can be and always adapting to change.
What I say I like now will be completely different a year from now.
Brands have to commit to the evolution and constant changing of
my generation.

Gen Z focus group participants

Perhaps none of this is surprising, given that they are currently at the
very beginning of what will be a lifelong journey as shoppers. And yet,
the sheer volume of information and input they have surrounding them
at any given time (both paid and organic) sets them radically apart from
every other generation in how they discover, try and ultimately continue
to buy (or not) new products and brands.
This complex ecosystem is ideal for delivering highly relevant and
targeted content and messaging, but it can be nearly impossible to
disentangle without access to a wide array of information resources.
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Gen Z Is Raising the Bar
Spend 10 minutes talking to any Gen Zer and it will be obvious that they
hold brands and retailers to a much higher standard of transparency,
social responsibility and product efficacy than those in preceding
generations.

Gen Z is looking
for brands with
conscience,
purpose and
a commitment
to action.

Their rejection of a world in which anything is binary extends to their
shopping experience. They are a generation of “and,” not “or.” The most
important “and” will force marketers to go beyond product features to
defining the essence of the brand and why it exists.
Gen Z is looking for brands with conscience, purpose and a
commitment to action.
They want brands to take the time to get to know them. Really know
them. And because their preferences are continuously evolving, they
want manufacturers and retailers to be committed to understanding
that evolution.
They want functional products that also give back to society. They want
to know that a company they buy from cares about more than just
making a profit. They want transparency, even if doing so shines a notso-flattering light on the product.
For Gen Z, transparency fuels authenticity. And there are few things
more important to them than that. More than any generation since their
grandparents/great-grandparents (the Silent Generation), they value
honesty and straightforwardness.
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Winning With Gen Z
To better understand what characteristics set new products up to win with
Gen Z — what grabs their attention and what’s worth buying or asking
for — we focused on eight brands that represent a cross-section of the
successes of today (2019 IRI New Product Pacesetters) and of tomorrow
(2019 IRI Rising Stars) across both edible and non-edible categories.
IRI discovered that Gen Z over-indexes on dollar growth across the
collective batch of randomly selected Pacesetter products, with
indices of 130 or more for some products. Leveraging social media,
communicating authentically and delivering against their promises —
both for the product experience and what the brand stands for — is how
these brands have won with Gen Z.
Pacesetters

Rising Stars

Bang

My/Mochi Ice Cream

Bubly

Planet Oat

Pop Tarts Bites

Native
Wonderful No Shell
Flavored Pistachios
L’Oréal Infallible Fresh Wear

In each case, social media has played a critical role in getting the
brands noticed among a Gen Z audience. Influential’s Market
Intelligence offering was used to examine these eight New Product
Pacesetter brands, and found the following:
•

Across the eight brands analyzed, all had the psychographic traits
of openness and agreeableness in common. Based on social
listening, Gen Z values openness and agreeableness above other
psychographic traits.

•

Gen Z engages with brand-owned and -operated content that
utilizes influencers. Compared with other content buckets posted
on brand-owned and -operated channels, Gen Z consumers
displayed the highest engagement with content that featured
influencers they like and follow.

•

Short-form video, especially through TikTok, is working to fuel purchase
intent for brands like Pop Tarts Bites and Bang Energy drinks.
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Throughout the dozens of conversations we had with Gen Zs, TikTok
was commonly mentioned as the first place that new products are often
noticed. The appeal of TikTok is highly aligned with Gen Z’s overall
desire for less “manufactured” engagement and more “real people”
organic content.

“

TikTok is more personal, more real people than advertisers
sponsoring posts; people being more honest with each other.

Gen Z focus group participant

TikTok drives purchase intent organically

50,000,000

TikTok User Generated Content Views

44,310,339
40,000,000

39%* said TikTok
videos are among the
most likely influences
to get them to buy
the product

30,000,000

20,762,309
20,000,000

10,000,000

947,301

698,441

153,057

144,513

31,623

20,420

L’Oréal
Infallible

Bubly
Sparkling
Water

Planet Oat

Native
Deodorant

Wonderful No
Shells Flavored
Pistachios

My/Mochi
Ice Cream

0
Pop Tart
Bites

Bang Energy
Drink

Source: 2021 IRI Gen Z Survey

Base: 17-23 Year old female presenting Gen Z
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Gen Zs are the great experimenters. They have an innate curiosity that
permeates all aspects of their lives. Remember, this is a generation for
which YouTube and TikTok are their greatest teachers.
Here is a great example of a super-successful brand driven by
innovative marketing efforts with little to no marketing spend. Bang
Energy drinks let the market create the demand following the launch
of its product that spoke to the needs and wants and appealed to a
generation of innovative experimenters.
New items like Bang are successful because they have a personalization
mindset. For Gen Z, personalization done well offers them a sense
of belonging. It’s driven not by narcissism, but rather a desire to be
understood and seen for the individuals they are.

New Brand, No Traditional Marketing Budget.

Media Spend Source: Kantar Media
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Gen Z is a highly visual generation. They discover new products by
browsing and picking up packaging that catches their attention.
They appreciate simplicity in packaging, both for its minimalist aesthetic
and for the eco-friendliness it conveys. A minimalist approach to packaging
also helps simplify the decision process for these new shoppers by making
those products easier to find on the shelf. The Native product line illustrates
how this can be done effectively: Its clean, simple package design, without
any discernible gender orientation, conveys authenticity that resonates
with Gen Z. Native personal care products doubled sales versus one
year ago, thanks in part to Gen Z dollar growth of 145%.
For all but L’Oréal Infallible, appealing packaging is the common
characteristic that sets these brands apart. And across all dimensions,
Native has hit all the high notes for capturing Gen Z’s attention and
communicating in a relevant way.

Has appealing packaging
Is marketed in a gender-sensitive/
-neutral way
Feels authentic

Planet
Oat

Wonderful
No Shells
Flavored
Pistachios

My/Mochi
Ice Cream

Native
Personal Care
Products

•

•

Bang

Bubly

Pop Tarts
Bites

•

•

•

•

•

•

•

•

•

•

•
•

Is a brand that understands what I
want/need

•

Cares about the environment/
sustainability

•

Supports a cause(s) I believe in

•
•

Is a brand I want to know
more about

L’Oréal
Infallible
Cosmetics

•

•

•
•
•
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Four of the eight New Product Pacesetter/Rising Star brands examined
get strong endorsement from Gen Z for being marketed in a gendersensitive way, but it is unlikely that this has been a significant driver of
their success. Rather, authenticity stands out as a much more dominant
purchase driver. This is a characteristic shared by Planet Oat, Wonderful
No Shells Flavored Pistachios, My/Mochi Ice Cream and Native products.

Buyers vs. YAG
Dollar Growth
Index vs. Total HHs

Planet Oat

Wonderful No Shell
Flavored Pistachios

More Than Doubled

Outpaced Total Households

118

134

Source: IRI All Shopper Loyalty Stores | 52 Weeks Ending 3.21.21 vs Year Ago | All HH Demos – Gen Z born 1997 and After
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Request-Worthiness Begins to
Establish Brand Presence
Gen Z’s oldest members are just now starting to establish their own
households, but most are still living with their parents or are away
at school. While they may earn and spend their own money on CPG
products, many still rely on their parents to buy the brands they
discover. In ethnographic work IRI conducted among Gen Zs, we
uncovered some very territorial behaviors around the coveted products
that they had specifically asked for. Gen Zs commonly write their names
on the outside of their packages, with the goal of keeping others in the
family from consuming or using “their” products.
Of the eight New Product Pacesetters/Rising Stars, one stood out as
the most “request worthy” of them all: Wonderful No Shells Flavored
Pistachios, with nearly half of Gen Z respondents saying they’d ask their
parents to buy them. When probed for why, Gen Zers largely cited the
brand’s healthiness and craveable great taste — the core of what they
needed the brand to deliver.
Those brands that ranked the highest for being request-worthy did the
best job of delivering on their core taste, health or efficacy propositions.

While most Gen Zs haven’t yet established households of their own, the impact of their
preferences on household purchase behavior is clear.
Buyer Indices

Source: IRI Consumer Network Panel
Geography: Total U.S. - All Outlets
52 Weeks Ending Jan. 24, 2021

Households With 17-to-23year-old Gen Z Present

Households Without 17-to-23year-old Gen Z Present

Energy Drinks Category

120

95

Bang

180

81

Other Energy Drink Brands

120

95

Deodorant Category

114

97

Native

145

89

Other Deodorant Brands

114

97

Overall, there appears to be virtually no connection between the
request-worthiness of any of the eight NPP brands we looked at and the
way in which they portray gender for the brand itself, or in its marketing.
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The Omnichannel Shopper
As Gen Zs strengthen their CPG shopping skills, they largely rely on
brick-and-mortar retailers. In fact, more than half of the 17- to 23-yearold females we surveyed displayed a preference for in-store shopping;
only a third preferred e-commerce. While online shopping is a part
of their experience, it lacks the potential for multi-sensory immersion
that in-store shopping provides. Shopping in store isn’t just a means
to an end, it is an experience that gives them an opportunity for fun,
socializing and experimentation.
There is a sense of immediacy and control about the in-store shopping
experience that is appealing to Gen Zs. For some, especially during the
pandemic, grocery shopping has been an almost therapeutic, relaxing
experience. It is a forum for them to explore and find what they want,
and, not inconsequentially, it allows them to get out of the house.
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Trader Joe’s is consistently mentioned as a favorite CPG retailer by Gen
Z, and it is worth understanding why:
•

The experience matches the hype.

•

Trader Joe’s is confident in who they are, which allows Gen Zs to
relax because it doesn’t feel like the store is trying too hard.

•

It feels safe.

•

It feels approachable — signage looks handwritten, which conveys
that it doesn’t take itself too seriously.

•

It feels like a local store even though it is a chain.

•

Carrying their private-label brands almost exclusively simplifies the
product decision process.

•

Almost all of Trader Joe’s product packaging is neutral — the absence
of a lot of gender specificity further simplifies the decision process.

•

Trader Joe’s is increasingly neutralizing the importance of identity,
rather than trying to carry every option for all identities.

Gen Zs are constantly balancing the quest for quality with the
desire for value — and in Trader Joe’s, they get both. They are also
disproportionately likely to shop for CPG products in the dollar channel,
where their dollars stretch a bit further.

Gen Z looks for value where they can, as seen in their channel behavior for CPG
products, where they are disproportionately skewed for the dollar channel.
$160,000
$140,000
$120,000
$100,000
$80,000
$60,000
$40,000
$20,000
$0
Dollar

Mass

Target ACV (MM)

Food

Drug

Club

Target % ACV Index

Source: IRI ShopperSights, Gen Z Target
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Meeting Gen Zs Where They Are
It is important to meet Gen Zs where they are, and that is a
recommendation we make both figuratively and literally. While
understanding the needs and motivations of this generation is key, it is
equally vital to understand their shopping patterns. Using IRI’s Shopper
Loyalty panel of more than 70 million loyalty card holders, we were able
to dig deep to uncover several very distinct brand/day part patterns
among Gen Z shoppers.

It is important
to meet Gen Zs
where they are.

For Bang, which has the highest percentage of Gen Z buying households,
and the largest growth in new buyers, dollar sales and repeat buyers vs.
a year ago, Gen Z shops disproportionately during the early morning,
suggesting the need for a caffeine pick-me-up first thing in the day.

% of Bang Trips by Day Part Indexed to All Shopping Trips Among Gen Z
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.)

0%
.)

20

.)

40

5%

.)

10%

Day Part Trip Index

% HH Buying

1.0

1.2

2.3

2.0

3.4

1.6

0.3

$ per Trip

$3.58

$4.01

$4.25

$4.28

$4.32

$4.09

$2.58

Source: IRI Shopper Loyalty Day Part Purchasing Patterns Time: Latest 52 Weeks Ending Feb. 28, 2021 Venues: All Shopper Loyalty Stores
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For My/Mochi Ice Cream, a brand for which Gen Z dollars and buyers
outpaced total households, shopping skews toward dinnertime and
late evening — likely a quick stop for dessert on the way home. And for
L’Oréal Infallible, we see shopping skews for Gen Z in the late evening.

% of My/Mochi Trips by Day Part Indexed to All Shopping Trips Among Gen Z
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Source: IRI Shopper Loyalty Day Part Purchasing Patterns Time: Latest 52 Weeks Ending Feb. 28, 2021 Venues: All Shopper Loyalty Stores

All HH Demos: Generation Z (Born 1997 and After)

Show them the way. This generation has grown up in a world of
online shopping, so navigating the store is not always second nature.
Departmental signage and aisle markers are among the most widely
used in-store promotion vehicles that Gen Zs notice. They also interact
with technology-driven vehicles (e.g., computerized information/
coupon center, video monitor displays and advertising on shopping
carts) more than other generations.
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Recommendations Moving Forward
So, what will it take to win the hearts of this new generation of
shoppers? The marketers and retailers that can adeptly use a wide
variety of data assets — both qualitative and quantitative — will be best
able to connect the dots that lead to their loyalty. We leave you with a
few recommendations for moving forward with Gen Z:
•

Understand their needs and motivations, notably that they are
consumers who are multidimensional and ever-changing. Create a
feedback loop that allows you to consistently connect with them —
and make sure you are able to integrate those learnings into their
actual behaviors to fully understand how their needs and motivations
translate to their omnichannel retailer and brand choices.

•

When messaging and connecting, be transparent and authentic.
Strive to stand for something good, whether it is a societal message
or one of sustainability.

•

Meet them where they are, focusing on video, Advanced Television
and gaming. Prioritize the platforms that influence them, including
Snap, Pinterest, Instagram, TikTok and YouTube. Brands can use
Deterministic Purchase Based Audiences to help find them and
create the right audiences that connect the right messaging in the
platforms they view.

Focusing on Gen Z pays off *: Brands that make the
connection with this remarkable generation drive,
on average, 14x greater dollar growth opportunity
versus other generations.
*Based on sales of New Product Pacesetter/Rising Stars products included in the report.
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Sources:
1. Bloomberg
2. https://www.businessinsider.com/retail-courts-gen-z-spending-power-over-140billion-2020-1
3., 4., and elsewhere: 2021 IRI Gen Z Survey. Base: 998 total female-forward/
nonbinary respondents representative of the U.S. population aged 17+,
broken out by generation

• IRI Consumer Network Panel, Geography: Total U.S. — All Outlets, 52 Weeks
Ending Jan. 24, 2021
• IRI Shopper Loyalty Day Part Purchasing Patterns. Time: Latest 52 Weeks Ending
Feb. 28, 2021; Venues: All Shopper Loyalty Stores All HH Demos: Generation Z
(Born 1997 and After)
• 2021 IRI/FQ Gen Z Focus Groups
• Influential Watson Profiling Data
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