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Gen Z at a glance ‘

Gen Z are culture carriers. They're architecting new economies and behaviours, forcing older
generations to adapt, and their spending power is finally catching up

Rewriting how we live, work, and spend

The evolution of Gen Z power—from influence to infrastructure

Jeat &

They go viral They go pro They go agentic They reshape
Gen Z influence takes off via Side hustles, investment apps, Al agents, custom learning, $12T+ in projected spending power by
memes, music, digital aesthetics monetising creativity, redefining work startup creation 2035, Gen Z is the policy-influencing,

workplace-dominant majority

2020 2025 (now) 2025 2030 2030
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Spending Power ‘

Gen Z spending is growing twice as fast as previous generations at the same age, and by 2035
they will add $8.9 trillion to the global economy

Spend Z: the next growth engine

Projected global spending growth $ trillions, 2024 2035

8.9

rrs 8.8
trillion trillion
7.5
trillion
1.4
trillion
GenZz GenY Gen X Boomers

Source: NielsenlQ “SpendZ” Report, McKinsey “State of the Consumer 2025" Report i,
o © 2025 Balderton Capital + 13



The risk behind Gen Z's spending power

Spending Power ‘

Gen Z's $2.7 trillion in global spend shows their scale, but most have savings that wouldn't cover a

single month of expenses

Global Spend

$ 2 ‘ ; trillion

Gen Z's estimated global
spend in 2024

And they will add an additional $8.9-12 trillion
to the global economy by 2035

Higher discretionary and necessity (utilities, rent) spending growth than other generations*

26% |

Gen Z's entertainment spend grew 26%
YoY, compared to 10% in other
generations

Savings don’t align with their spending levels

1.93

Their spending-to-savings ratio (1.93)
far exceeds millennials (1.2), Gen X
(0.9), and boomers (0.2)

14%

Travel spend rose 14% YoY, more
than triple the growth of other
generations

32%

Feel that they are behind where their
parents were at the same age in
meeting financial goals






Spending Power ‘
Turning pressure into innovation

Despite high living costs and limited job security, Gen Z is adapting fast, budgeting more, side
hustling, and investing in their own ideas

0% 300 62% 42%

set a budget for their finances feel financially insecure have entrepreneurial ambition started investing before age 25
Compared to only 42% of UK adults Despite growth in generational wealth, Have plans to start or potentially start Twice the rate of Millennials, they're
aged 65+. Gen Z are the most likely "money dysmorphia” is real their own business someday early and active in financial markets

of any generation to budget.

And this is just the beginning
Over the next five years, the largest wealth transfer in history, “The Great Wealth

Transfer”, will move $18.3 trillion globally to younger generations with £7 trillion
alone expected to change hands in the UK by 2050






State of Gen Z

Habits &
Behaviours




Habits & Behaviours ‘
Systemic erosion of trust

Low public sector progress on issues Gen Z care about has eroded trust in government and
traditional media, pushing them towards peers, creators, and decentralised sources

Global Insights Institutions are no longer assumed to be credible, pushing
Gen Z to source truth from individuals more than other

Trust is personal, proximate, and
peer-driven. It's horizontal, not trickle
down

High trust indices in peers, small
businesses, and local governments

Low trust in large businesses, federal
states

40% use TikTok daily as their primary
news source

Information authority is now earned
Information becoming mediated by

community, creators, and
micro-networks, not broadcast media

13-27 year olds 28-65 year olds



Habits & Behaviours ‘
A generation compelled to act

Despite public sector failings, they’'re more values-driven and impact-minded than any generation
before, with over half believing they can shape the world and one-third engaging in activism

% that feel they have significant or moderate influence over the following:

57% 56% 55%

51% 51% 50%
Climate Mental Education Social Human Ethical use National Reducing
action health access equality rights of tech direction poverty

B. Source: EY Future Consumer Index 2024 © 2025 Balderton Capital « 20



Habits & Behaviours ‘
Cost of living paralysis

Globally, Gen Z acts on climate, equality, and justice; but personally, rising living costs dominate
their worries, ranking as their top source of stress

Gen Zs top 5 concerns

Mind the Gap
34% - 5 A)
0, 0,

21% 20% 19% 70 of British Gen Zs believe that
society rewards being born
into wealth more than
meritocracy versus 41% of

ofcl:_?\?i;g Unr?gr?tloy g:‘:?nasi '\l—/::;lttiul Pers(;rnlg:esgfety 45 65s
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B.

Contradictions, not confusion

Habits & Behaviours ‘

Gen Z's "say versus do"” gap isn't hypocrisy; it's a rational response to a pressured, uncertain,
hyper-connected world

Logged In,
Checked Out

Gen Z spends 8+ hours
online daily, and still, 73%
report feeling lonely or
isolated

73%

Feel lonely despite
constant connectivity

Sources: McKinsey State of the Consumer 2025, Snapchat Global Generation Report 2025; IBM Institute Gen Z Survey 2022, IESE Gen Z Online Study 2025, Edelman Gen Z Lab 2025

a

Privately
Oversharing

85% say privacy is a right,
yet 88% location-share for
safety and connection

85%

Privacy is a right

88%

Location-share

Side-Hustling &
Burnt-Out

Half have a side hustle,
while 75% report feeling
burnt out

50%

Side hustle

75%

Burn Out

Green Values,
Fast Fashion

They care about climate, but
still drive micro-trends and
rate Shein highly

70%

Have bought or sold
second-hand online in the
last year (compared to 30%
of 60+)

Financially Woke,
Mentally Broke
42% invest before 25, yet

52% feel "extremely
worried" about money

42%

Invest early

52%

Worry about money

© 2025 Balderton Capital
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Habits & Behaviours ‘

The battle for attention

With trust shifting away from institutions, Gen Z's attention is how captured by fast,
high-frequency platforms; TikTok has overtaken Instagram and Snap

Gen Z’s most used platforms are peer-generated, immediate, immersive, and
overwhelmingly video-first

89% 73% 71% 70% 68% 49%
45% 34% 26% 25% 25% <20%

?&fsﬂ$+ @

US data global figures show similar trends in terms of adoption with lower income markets picking up WhatsApp

Sources: eMarketer 2024 US data
B. *Survey of internet users born between 1997-2012 who accessed these platforms at least 1x/month; 2025 Sprout Social Index survey of 4,044 consumers. © 2025 Balderton Capital « 23



Habits & Behaviours ‘
TikTok's daily grip

TikTok is Gen Z's everyday platform, far ahead of other generations, yet YouTube remains the most
trusted source for information and learning

TikTok usage by generation

Boomers+ 7%
Gen X 28%

Millennials 47%

Sources: eMarketer 2024 US data
B. *Survey of internet users born between 1997-2012 who accessed these platforms at least 1x/month; 2025 Sprout Social Index survey of 4,044 consumers. © 2025 Balderton Capital « 24









Millennials vs Gen Z: the Al gap

While Gen Z dominates the feed, millennials
are powering the Al-native workforce

Now in leadership roles, Millennials are emerging as the most
Al-confident cohort in the workforce:

62% say they have Al expertise, more than any other
generation

90% are comfortable using Gen Al tools at work
81% want to participate in the design of those tools
Millennials are at the intersection of digital fluency and

decision-making power and are both adopting and helping define
how Al is used inside organisations

Further, they think it's important that Al adoption is balanced with
human empathy and transparency

Sources: McKinsey State of the Consumer Report 2025

Millennials aged 35 44 are Al optimists with 90% indicating
confidence in their Gen Al abilities

Al Adoption ‘

© 2025 Balderton Capital « 27
























Predictions & Where to Focus ‘

This generation is massive, fragmented, distrustful, and entrepreneurial. We believe the most
defensible companies will be built around five unmet needs

Five investable frontiers

Digital Privacy
& Trust

Gen Z overshares, then
deletes. They distrust
surveillance but trade data
for access. For them, privacy
is product, not just policy.

Next-Gen
Learning

Classrooms are optional.

They learn on YouTube,

with chatbots, and from

creators. Native learning
tools will win.

Agentic
Commerce

Al agents and social
channels now do the
browsing. Gen Z doesn't just
shop — they will soon
outsource the
decision-making.

Wellness
Reimagined

The most connected
generation is also the
loneliest. Real-life intimacy
and mental health are the
new luxury goods.

New Work &
Wealth

Half of Gen Z is already
monetising online. They need
tools to run businesses, not
just bank accounts, from
their phones.

© 2025 Balderton Capital - 35















Digital Privacy & Trust ‘
Shift: privacy paradox - beliefs versus behaviours

Gen Z wants privacy as a right, yet they've grown up in an era of constant visibility. They expect
protection by default but will trade data for personalisation, convenience, or clout

What they say What they do

say data privacy is a regularly use location-sharing
85% fundamental right 88% apps

72 (y say social platforms shouldn't profit 780/ share personal info for better
0 from data without consent 0 experiences
3 S(V “Privacy Actives": deleted apps 400/ Use VPNs; 20% more likely than
0 over poor privacy standards 0 older generations to use MFA

Sources: Edelman Gen Z Lab, Cisco Consumer Privacy Survey 2022 (noting % of privacy-actives);
B. Pew Research 2023 Teens & Privacy; Oliver Wyman Forum 2022 (Gen Z data attitudes) © 2025 Balderton Capital « 40






Key sectors and market map

Market Map: Digital Privacy & Trust

Al-Powered Fraud Protection Privacy-First Socials & Messaging

Deepfake & scam detection Privacy-First Socials

hiya °| 2raLkiIN ® ‘ @ ’

breeze

MIDNIGHT |La8s © ® m

Al content integrity & authenticity

Content Moderation & Parental Controls

. A4 FilterX
Consumer security VPN, MFA...) W Fitter

= be¢ % pastLane * @D ¢

n NordPass’

Digital Privacy & Trust ‘

Extra bullish

Balderton portfolio
® EU/UKHQ

User Data Marketplaces & SSI

User Data Marketplaces

@ datacy Q! Tapestri
Pogo
VERB
by
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Next-Gen
Learning

© 2025 Balderton Capital « 43



Next-Gen Learning ‘

Next-gen learning in the press

Gen Z is rethinking how and where they learn, using Al, online content, and creators instead of
traditional classrooms

THE WALL STREET JOURNAL.

UFESTYLE | CAREERS

How Gen Z Is Becoming the
Toolbelt Generation

More young workers are going into trades as
disenchantmant with the colless track

Google Gemini 2.5 Flash provides an Al
homework helper

e L] i
Guardlan

UK universities warned to ‘stress-test’
assessments as 92% of students use Al

Survey of 1,000 students shows ‘explosive increase’ in use of
AT i el R L] . o

amAvaticn r mastisnlasac A mant)



Next-Gen Learning ‘

Shift: outcomes over degrees

Gen Z is redefining education. It's less about credentials, more about skills, outcomes, and
adaptability

L4 ° °
Language learning is cultural Al-first learning takes Social & algorithmic learning
currency hold grows
«  45% of Gen Z are actively learning a « 52% rank creativity as the top skill «  70% of under-25s prefer gaming to
new language, vs. 8% of boomers needed to use Al well, followed by watching video, signalling appetite for
(Duolingo) critical thinking (47%) and coding (46%) interactivity
+ 80% learn a significant portion of new «  26% of teens (13-17) now use ChatGPT « TikTok's algorithm drives discovery of
language through social media for homework, up from 13% two years educational content, reinforcing learning
ago habits
- Language is seen as identity,
connection, and global fluency « Gen Z sees both the risks and benefits + Social and gamified formats keep Gen Z
of Al, with mixed emotions (anxiety, engaged, motivated, and coming back

excitement, hope)









Agentic
commerce
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Agentic Commerce ‘
Shift: Gen Z hands the reins to Al

With a quarter of Gen Z trusting Al more than people, shopping could become a delegated act,
where authority, curation, and decision-making are rebuilt around algorithms

Imagine you're researching a new product category. Which of the following Gen Z is shifting trust from humans to Al,

are you most likely to use to get an understanding of what options are reshaping how shopping choices are made
available?

* 1in 4 trusts Al over people for what to buy next,

3x higher Al seeing it as a smarter curator than influencers or
]
usage vs Gen X! peers

* They don't want to search; they want to delegate.
Al should cut the noise and deliver direct, instant
answers that feel personalised without the effort

* Shopping is soon ideally ambient and runs in the
background. The right products appear at the right
moment without needing to hunt

* For brands, relevance now depends on showing up
where Al holds the authority, reshaping how
discovery, SEO, and paid happen

Sources: Future Commerce 2025 Survey of 1,000+ consumers across US, UK, AU/NZ.

B.

© 2025 Balderton Capital « 50



Agentic Commerce ‘
Shift: A-commerce adoption and omnimodal shopping

Dubbed the “Do It For Me" generation, Gen Z is starting to see Al as an intelligent confidant that
anticipates needs, personalises choices, and executes across channels seamlessly

Brands that show up inside Al-driven platforms will earn relevance

The “DO.It fOl’ Me” and loyalty in this new era
Generation

* Gen Z trusts algorithms to curate what 2 3 % 6 9 %

they see, read, and buy, the feed
decides faster than they do

Gen Z (27% millennials) say they are Interested in integrating Al into their
starting to trust Al more than people shopping experience

v SR I BTSSRI, Ry Gpea Al for curated product recommendations

to anticipate what they need before they

type it
[ ] [ )

» Discovery now happens everywhere, O

across chats, feeds, marketplaces, and O x

agents
* In this omnimodal era, brands don't own Gen Z consumers say that using voice Gen Z uses Al for product research

the journey; they win by being agents feels more intimate than typing 11x more than Boomers

discoverable and useful wherever Gen Z a search query (vs 6% of Boomers)

happens to be






Wellness
Reimagined



Wellness Reimagined ‘

“They don’t really make life
decisions without asking
ChatGPT what they should do...It
has the full context on every
person in their life and what
they’ve talked about.”

Sam Altman

CEO of Open Al, May 2025



Wellness Reimagined ‘

Faced with anxiety, loneliness, and constant comparison, Gen Z is transforming wellness from a
fleeting trend into a daily survival system

Gen Z health and wellness in the press

unicef@ | for every child

E— Generation Z Embraces MAHA

(JC‘I]'Z, The Loneliness E[)ldellllC ""\nd Tht‘ l,»mfymg Students discuss social-media influencers’ promotion of clean eating
Power Of Brands and skepticism of Big Pharma.

EZXIDY FutuRe view (Follow]




B.

60%

Feel overwhelmed by the
news

Global crises take a toll, and 4 in
10 still face stigma in school or
work when speaking about
mental health

Shift: mental health, loneliness, and resilience

Despite 6 in 10 Gen Z feeling overwhelmed by the news and 73% reporting loneliness, they
remain optimistic, practising self-care daily and outspending all other generations on wellness

73%

Feel lonely sometimes or
always

Gen Z are lonelier than any other age
group, including over 65s. Loneliness
carries health risks equal to smoking
15 cigarettes a day

Sources: UNICEF 2025; Forbes 2023; US Surgeon General 2023; ONS 2025; McKinsey 2025

60%

Remain hopeful about the
future

Despite pressures, most Gen Z
channel resilience through
movement, mindfulness, and
community as coping tools

Wellness Reimagined ‘

41%

Wellness spend from Gen Z &
millennials

Just 36% of the adult
population, younger consumers
drive 41%+ of wellness spend,
fuelling a $2 trillion market

© 2025 Balderton Capital « 56









New Work ¢
& Wealth
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New Work & Health ‘

A new financial ecosystem is emerging around Gen Z, from credit builders and creator-style
banking to micro-investing apps, as they blend hustle culture with long-term wealth ambition

New work and wealth in the press

THE life hackitomake!

eeeee

FORTUNE
F I

e

Vogue Business

© 2025 Balderton Capital -« 61






New Work & Health ‘

‘Delulu economics’ describes the widening gap between Gen Z's perceived and actual financial
reality, shaped by social media’s performance of wealth and the illusion of effortless success

Shift: the rise of delulu economics

Gen 7 and the illusion of progress

+ The average Gen Z benchmark for “financial success” is $587K in annual
income and $9.4M in net worth which is nearly 10x the actual U.S. median
income

+ 71% of Gen Z believe they'll reach that level within their lifetime, making
them the most financially optimistic generation

+ Social media and side-hustle culture fuel this distortion, glamourising
wealth while blurring the reality of what most people earn

« The result is ambition without grounding, a widening gap between
perception and progress

For Gen Z, wealth represents freedom and self-expression, but the
same social spotlight that fuels that ambition also drives anxiety



Key sectors and market map

Market Map: New Work & Wealth

Creator Monetisation & Income Tools

cuiten '

A Karat

stir Klarna

Freelance & Gig Tools Debt & Income Smoothing
. [
B Helium Dstream * e gigy(.;o
J:NNQ
mightg ° @) LeapFinance CLOI (
[ ]
hoop  PAVE

Credit, BNPL, & Alt Underwriting

Neobanks & Global Wallets

New Work & Health ‘

Extra bullish

Balderton portfolio
® EU/UKHQ

Micro-Investing & Savings Platforms

Afterour
Y Yotta /D alinea

[ ]
# Robinhood A

Coaching & Gamified Finance

@D

JUNO

. [ ]
« Cino

| Quirk

#* Finch . .
*via acquisition of
Birdwingo



If you're a founder building for this
audience, we'd love to hear from

YOu:

Laura McGinnis

Imcginnis@balderton.com
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