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Australia’s 1.4 million 
Gen Z’s are today’s 
teenagers aged 14-18 
years old. They are 
the children of Gen X 
and are truly the 21st-
century generation. 

They follow Millennials, 
with whom Marketers 
have had an ongoing 
fascination for the 
past decade – in fact 
Millennials are the 
most researched 
generation in history!

For Marketers, it is now 
time to turn attention 
to Gen Z and begin to 
gain insight into this 
new generation of 
powerful consumers 
by understanding their 
human story. 

A guide to understanding the emotional motivations and so, 
the human story for the generation that follows Millennials, Gen Z.

What Defines Gen Z?
They have lived through massive demographic change, huge technological 
growth and significant social change. They are the most materially rich 
generation to date, they are more formally educated and are likely to live 
longer, happier lives than those before them. They value enjoying life, 
having fun and making connections (Sprout eMotivate 2016/2017).

“I can’t live without 
my laptop, because 
I’m enrolled in a 
virtual school and I 
have to use it.” 

Female, 15

“Whenever I’m 
bored, I can always 
find something to do 

on my phone.” 
Male, 17
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13 Key Take Outs for Marketers 
on Engaging Gen Z

  Don’t treat them like Millennials! They may share some similarities, but 
they are very different.

  The core emotional motivations that will govern Gen Z’s behaviours 
in life are Achievement, Belonging, Nurturance, Empowerment and 
Engagement. They seek achievement and a sense of belonging in life 
above all other generations. They want to care for others and feel cared 
for. They seek to avoid feeling trapped/frustrated or passive/indifferent 
in life.

  Talk to their entrepreneurial, future-focused, confident spirit. 
Feed their curiosity and creative energy. Help and support them to 
achieve what they want in life. (Achievement Motivation)

  Make them feel connected on their terms and deliver authenticity. 
Be humble. (Belonging Motivation)

  Enable them to provide care for the world. They are active volunteers 
with humility. (Nurturance Motivation)

  Help them to feel they can succeed on their terms – remove roadblocks 
and frustrations. (Empowerment Motivation)

  Engage them through customisation, and instant gratification in a bite-
sized, multifaceted digital world on five screens, not two. Tell your story 
on multiple screens and live-streaming. (Engagement Motivation)

  Show Gen Z as an equal, yet diverse and blended generation. 
(Nurturance and Belonging Motivations)

  Don’t talk down to them. Treat them like adults who have valid and 
educated opinions. Listen to them and believe them. They are realistic, 
less reckless and more mature than Millennials. (Engagement and 
Empowerment Motivations)

  Help them to create and co-create.  (Achievement and Empowerment 
Motivations)

  Promote togetherness and collective consciousness, collaboration with 
you and others. Create connection moments. (Belonging and Nurturance 
Motivations)

  Give them control (with settings, preferences, choices and experiences). 
(Empowerment Motivation)

  Include a social cause and ensure your company values align with theirs 
on social responsibility, e.g. sustainability. (Engagement, Belonging and 
Nurturance Motivations)
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Gen Z’s Social Context
Tech Saturation
Gen Z were born into technology. Smart phones are truly 
embedded into their lives, and social media is integral to 
their everyday lives. Knowledgeable and confident about 
technology beyond any other generation, they live through 
complex and multifaceted digital narratives. They fragment 
and focus their time on social media through the channels 
they utilise and the content they seek and share. eMotivate 
showed 78% of Gen Z are confident in how to use mobile phone 
features and, 60% are always connected and plugged in – the 
highest percentages of any generation.

Hyper - Aware Multitaskers
As a direct result of this technological saturation, they have 
incredibly short attention spans. They are constantly multi-
tasking (and multi-screening!) and are hyper-aware, making 
them very cognitively dexterous. They can learn through their 
tablet, use social media for research, and watch YouTube 
for entertainment, all while managing other screens for 
communication, connection and engagement. They average 
five screens versus just two screens for Millennials. 

Their communications are bite-sized, using symbols and 
images at great speed. They live-stream and co-create with 
their global community. From eMotivate, we see that all 
generations use Facebook, but Gen Z are also on Snapchat, 

Instagram and YouTube with far higher frequency than 
Millennials and other generations.  Gen Z are using these 
platforms upwards of 154 times a week (compared to Gen X 
and Millennials around 80 and 107 times a week respectively).
 
Social Isolation
As a result of a life lived behind a screen, Gen Z date less, drink 
less and are less likely to have sex at a young age. This doesn’t 
mean they don’t crave connection and belonging, just that 
their version of community and how they interact are different. 

Beyond YOLO
They are far less reckless and more mature in their approach 
to life than Millennials and don’t crave freedom and 
independence from their parents. They stay at home and 
within education longer and are likely to put off their ‘first 
job’ longer than generations before them. While Millennials 
radically share content, locations and experiences across 
social media, Gen Z are more likely to judiciously share. Gen 
Z are also more future-focused, where Millennials live by the 
‘You Only Live Once’ mentality. eMotivate tells us that Gen Z 
are happy to wait and work to the future for what they want. 
Only 36% of Gen Z agree they are better off having what they 
want now, whereas nearly 50% of Millennials agree with this 
statement.

Future Freelancers
This delay in education and work isn’t due to laziness or lack of 
motivation – rather, Gen Z are the most ambitious generation 
and will work hard for their success. However, success looks 
different for them. They are more entrepreneurial than 
Millennials and will seek out opportunities that fit their values 
and beliefs for success and enjoyment in work. They are not 
entrepreneurs in the traditional sense of the word. They will 
seek out opportunities for their advancement, personally and 
financially, without incurring risk. Think of them as ‘micro-
entrepreneurs’ developing ideas, multiple businesses and 
opportunities that are smaller in scale.  They want to create, 
co-create and collaborate. Their version of ‘work’ does not 
fit traditional definitions. eMotivate shows that 42% of Gen 
Z  would like to be leaders, not followers, and this is aligned 
with Millennial attitudes. Gen Z value ambition above all other 
generations, but they are humble – they do not seek reward 
or status for their efforts. They value creativity and curiosity in 
their work more highly than all other generations.

60% of Gen Z agree they are 
always connected and plugged 
in - the highest percentages of 
any generation 

Gen Z are the most ambitious 
generation and will work hard 
for their success. However, 
success looks different for them

They average five screens vs. 
 two screens for Millennials
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Socially Responsible
Gen Z are hyper-aware of the world context and they actively 
want to be involved in making the world a better place (the 
environment, charities etc.) through a collective consciousness. 
They have grown up in a world becoming more equal and they 
demand equality as the cost of entry (gender- and race-neutral). 
They have a humility that was lacking in Millennials who 
were less socially confident and aware. eMotivate uncovered 
that Gen Z value equality, social responsibility and public 
image above status and wealth. Gen Z are interested in social 
activism and will work hard for their personal success. They are 
globally minded and, in the same way that environmentalism 
empowered Millennials, social equality will be the motivation 
that fuels Gen Z’s passion.

To appeal to Gen Z, organisations must expand their corporate 
social responsibility goals from, say, reducing a carbon 
footprint, to creating an entire business model that is built on 
equality, inclusion and acceptance. Changing the world is more 
important to Gen Z than social, financial or career status. 

Demand for Authenticity
Similar to Millennials, Gen Z continue the call for radical 
transparency and they demand REAL stories, REAL people, 
REAL teenagers in all communications, experiences and 
interactions. From eMotivate, we see honesty as one of the top 
two values for Gen Z (‘enjoying life’ is another top value).

Customisation is Key
Gen Z demand tailoring and want to see constant disruption 
and reinvention to ensure that products and services are truly 
right for them, and will deliver on their fast and furious needs. 

What does this all mean? 
Unpacking the science 
Sprout’s annual eMotivate: Mood of Australia Study utilises 
a powerful neuroscience-based tool called MindSight®. 
MindSight® identifies discreet non-conscious motivations. 
Specifically, it isolates what motivates a person – the 
emotions that drive their behaviour. Motivations are the basis 
of all behaviour. What we say, do and think is driven by our 
motivations.  Within eMotivate, MindSight® uncovers what 
everyday Aussies seek to feel ‘more and less of’ in their life 
in general. Each year, we uncover the emotional needs of all 
different types of Aussies. For the past two years, Sprout have 
included Gen Z in this study, and the following section outlines 
the core emotional motivations for this generation, the 
potential impact on their behaviour, and what this means for 
marketers today and into the future. With an understanding 
of the unspoken emotions driving Gen Z’s behaviour, we 
can develop marketing, products and communication that 
delivers to these needs. Fulfilling emotional needs results in 
emotional engagement.

Entrepreneurial and Future Focused — 
The Achievement Motivation
Gen Z seek achievement in their lives above all else. They are 
entrepreneurial and future-focused. They will work hard for 
their success. They want to be productive and create, co-create 
and collaborate. The Achievement motivation overlaps with 
all motivations, as often life’s journey is about achieving a set 
of motivations working together. Delivering to this emotional 
motivation sees brands, products/services and experiences 
allowing Gen Z to feel they have arrived, and that they have  
accomplished what they set out to do (rather than receiving 
a reward). Marketers need to quantify the efforts of their Gen 
Z consumers and provide results as proof they have achieved 
success. Aiding Gen Z to overcome frustrations and hurdles on 
this path to success will engage them. They will actively seek 
out brands and products that help them remove obstacles and 
feel they’ve succeeded.

They are globally minded 
and, in the same way that 
environmentalism empowered 
Millennials, social equality will 
be the motivation that fuels  
Gen Z’s passion

Gen Z needs to feel they have 
arrived, and that they have 
accomplished what they set out 
to do, rather than receiving a 
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Interconnected and Globally Minded 
— The Belonging Motivation
Secondary to the Achievement Motivation, Gen Z need to 
feel accepted and included. Again, they score higher on the 
Belonging Motivation than any other generation. Their notion 
of ‘community’ is vastly different from generations of the past; 
they live in an interconnected and global community across a 
digital platform. While they may be more physically isolated, 
they still need connection and to feel like they are part of 
something. To belong is inherent in our human nature as 
social beings. We need to make new connections and REALLY 
connect. Brands and products can deliver to this emotional 
motivation by providing Gen Z with connection moments 
and a sense of community and belonging. Utilising inviting 
messages and aligning with Gen Z’s values, styles and tastes 
will engage them to feel like they are part of something, and 
Gen Z will seek out brands and products that engage them like 
this, especially when the messages are honest and authentic.

Authenticity, Honesty and Equality —  
The Nurturance Motivation
Gen Z  aspire  to feel able to share, provide care and feel they are 
cared for in their lives. For Millennials this motivator is stronger 
in terms of their aspirations - they need to be discovered and 
looked after versus the more self-aware and self-confident 
Gen  Z. It is in our human nature to nurture. Brands and 
products can deliver to this emotional motivation by providing 
explicit values of care and trust, dialling up nurturing benefits, 
and engaging through nostalgic and sentimental (meaningful 
and authentic) imagery and messaging. Gen Z will make 
brand and product choices aligned with their values of social 
responsibility, equality, honesty and public image. Reputation 
management and brand imagery will be critical in attracting 
and retaining them as customers. 

Remove Roadblocks — The Empowerment Motivation
Gen Z seek to avoid feeling trapped or frustrated in their 
lives. They seek to feel capable and competent in the face of 
the unknown. Empowerment is a gateway motivation and 

an instrumental one, meaning it is often at play with other 
motivations (in this case, Achievement). Brands and products 
need to empower Gen Z by removing roadblocks so that 
they feel they can go faster, further and harder to achieve. 
Promises that help them to gain control and grow will engage, 
particularly if their efforts are supported and encouraged. 
Brands and products will engage if they can provide new 
experiences and skills. Gen Z want to avoid feeling trapped, 
so will make decisions on brands and products based on how 
they are able to free them from life’s frustrations. They are 
not looking for brands to tell them what to do – they prefer 
brands that empower them to be able to make decisions. 

Live Your Best Life — The Engagement Motivation
Finally, Gen Z seek to avoid feeling passive and indifferent in 
life; they don’t want to be uninvolved and disinterested. They 
are curious and creative. They want to be stimulated. Brands 
and products that provide opportunities to create/co-create 
and collaborate will engage. This motivation is the need 
to live a full life, where Gen Z feel they are getting the most 
out of life. Brands and products need to take them on a ride, 
with strong sensory and experiential manifestations (CX/UX). 
Strong visuals and soundtracks, compelling and authentic 
testimonials and new perspectives from brands and products 
will engage Gen Z. This is also the motivation linked to their 
experience of technology; brands and products must engage 
them in their multifaceted digital world, with images and 
snackable content.

They are not looking for brands 
to tell them what to do — they 
prefer brands that empower 
them to be able to make 
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More About eMotivate:
Mood of Australia Study

eMotivate is Australia’s biggest study into the hearts and minds of Australians. We asked what 
do Australians want in 2018 – their hearts and minds desires? What do Australians want to 
feel more of and less of in the coming year?  This study unravels the answer to this question 
by exploring our deepest needs at the most primal level – our feelings. A first of its kind in 
Australia, it gets to the heart of our nations human truth. 

We spoke to 1000 Australians with a breakdown of 250 each from these age groups: 14-18 
year-olds, 19-34 year-olds, 35-49 year-olds and 50+ years. We currently have 4 years of data. 

Kerry Dymond is the Qualitative Research and Cultural 
Insights Specialist of Sprout Research - a human insights 
firm based in Brisbane, Australia. Kerry can be reached at 
kerry@sproutresearch.com.au

Source: Sprout’s Annual eMotivate: Mood of Australia Study 2016 and 2017
Copyright Sprout Research. No part of this document may be reproduced in any form without prior permission in writing from the 


