lth

hea

what research is
telling us about
youth audiences

family

prospects

threadandfable.com / @rebecca7roberts

study

engaging
youth 2019

contents
01

05

Executive Summary

02

06

Health
07 Physical Health
		 - Being Active
		 - Food & Drink
09 Mental Wellbeing
		 - Social Media
		 - Pressure & Happiness

Forward
Having engaged youth audiences within marketing and
communications roles and now with my own business Thread &
Fable, the field of insights and research reports has always been
a great source of interest in gaining a better understanding of the
trends and issues facing young people in the UK and beyond.
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I felt that many of the insights linked to other factors in young
peoples lives, that the more commercial factors around influencers
and ad preferences were perhaps lacking a layer of data around
challenges young people face or, at times, a level of consciousness about
how we ‘use’ this information and where it can support young people and not
just sell to them.

Family, Friendships
& Relationships

I wanted to pull some of the key findings together, wider factors around
health, society, family and friendships and see what came up and see where
correlations or causations occurred. The more I spoke with other practitioners
across various sectors and mentioned what I was doing and what I found, the
more requests I had for me to share it.
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I’m not an expert researcher, I’m just passionate about marketing and
communications and youth engagement. As a mother myself, I care about how
we responsibly engage young people through our work. It matters. I hope this
report throws up a few questions and helps you to find some useful data to
inform things you’re working on. I may even share it again next year!
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Executive

summary

Whether directly engaging youth audiences, or
just wanting to stay ahead of wider trends that
the UK population may adapt within the next
few years, understanding trends and issues
around young peoples’ lives in Britain
today is important.

Whether directly engaging youth
audiences, or just wanting to stay
ahead of wider trends that the UK
population may adapt within the
next few years, understanding trends
and issues around young peoples’
lives in Britain today is important.
There are some stark challenges
to young people’s physical and
mental health with both gender
and socio-economic factors playing
a significant role across education,
family and friendships.
- Girls are outperforming boys
at school but this is often at
theexpense of their emotional and
physical wellbeing
- Boys’ friendships are not evolving
with the rise of technology and
there are stark correlations to the
issues of mental health boys and
young men are experiencing
- Family influence is stronger than
ever and a predictor of emotional
wellbeing later in life

Technology surrounds young lives
and growing up in wider society.
- Despite some negative correlations
with wellbeing and technology
there are also positive links
around maintaining friendships
and relationships and replacing
TV time for entertainment
- The changing world of work
continues to demand different
skill sets and ways of working,
with more automation and a
potential broader divide between
those who adapt and those
who don’t
- Youth audiences are far savvier to
online behaviours, although when
it comes to advertising there are
still significant challenges around
transparency, efficacy and ethics
Changing the world in increasingly
pessimistic times and challenging
stereotypes.
- Growing up seeing self-made
peers influence millions, Gen Z
and Alpha want to make a
difference and create meaning,
however they are proving to be

more pessimistic than previous
generations – growing up in
economic and political uncertainty
is taking its toll
- Fighting prejudice and driving
equality is important to today’s
youth, who express their views
strongly and recognise the power
they have to do so
- Gender fluidity and more liberal
acceptance of sexuality is part of
adolescence in the UK, with more
young people exploring their own
identity and preferences, pushing
back against societal ‘norms’,
stereotypes and categories to
define themselves on their
own terms
- Today’s youth feel more able
to be who they want and tackle
traditional stereotypes, however
this comes with a pressure to
achieve in all areas and balance
both new and traditional
notions of success in personal
and professional life

This report cites a wealth of research reports, studies and insights which are identified throughout as
well as within a sources and links list at the back. Thank you to all those who have shared findings.
Photography sourced from Unsplash.
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Physical Health
In England alone, Millennials along with Generation Z, are 2-3 times more
likely to become obese or overweight compared to older generations1. Young
people’s happiness and confidence in their physical health in the UK is at its
lowest, with 40% reported to be worrying about their physical health2.

Health
How does the physical and emotional
wellbeing of young people impact their lives
and how can they inform our approach to
engaging them?
Young people’s health is not only intrinsically linked to their overall
happiness and wellbeing, but it is also a predictor of health in later
life1. Whilst gender differences tell part of the story, the greatest
health inequalities among young people are attributed to socioeconomic factors2.
Some point to the modern crisis of evolved economies, with
sedentary life styles and unhealthy diets contributing to the stark
data indicating that this generation is anticipated to live five years
less than their parents3.
But it’s not just physical health and lack of the recommended 60
minutes of activity a day4 that’s deteriorating among young people,
mental wellbeing is now a significant health threat. Understanding
some of the issues surrounding this, here we’ll look at both physical
and mental wellbeing and the research around some of the causes
and correlations that may better shape how we engage young
people.
1.
2.
3.
4.

Growing up unequal, World Health Organisation, HBSC, 2016 No.7
Growing up unequal, World Health Organisation, HBSC, 2016 No.7
Designed to Move, 2013 Nike
UK Chief Medical Officer Guidelines 2011

GIRLS

Looking at Generation Z and ahead to young Alpha’s, there are apparent
gender differences in the causes and associated impact on physical health.
Socioeconomic indicators are perhaps the most significant in determining the
risk of childhood obesity, with 27% estimated to be directly linked to lower
household income3.

VS
BOYS

in England reported 60
mins of moderate
physical activity a day

Being Active
For girls, the drop in physical activity
between the ages of 11-18 sees them exercise
less regularly and for less time than their
male peers (half in fact), often due to feeling
the pressure of schoolwork and prioritising
it over their physical wellbeing. Both girls
and boys understand the importance of
an active lifestyle, but for girls there’s a
disconnect between attitude and behaviour,
with fewer placing importance on being
active compared to boys4.
For boys’ social relationships however,
being active and taking part in group sport
or physical activity is central to many of
their friendships5.
Some studies point to boys being more
likely to be obese down to other factors,
such as higher rates of drinking, smoking
and consuming soft drinks. Girls are more
likely than boys to think they have issues
with their weight, partaking in weight
reduction activity and having lower body
confidence6.

What does this tell us?

Useful Stats

-

Young people’s physical health is
deteriorating and can be directly
associated with a drop in physical
activity (both at school and at home)
combined with a more sedentary
lifestyle

-

-

Girls are missing out on the benefits
of sport and physical activity at
a greater rate than boys, often due to
prioritising school work or due to the
offer of sport not engaging with them
as they grow up

-

For boys, sport is a cornerstone of
their social relationships and therefore
where this is lacking there are perhaps
other ‘unseen’ issues which could
impact emotional wellbeing

Daily moderate physical activity
decreases with age for boys and girls,
especially between ages 11-15. Boys
reports at least 60 mins per day more
often, across all age groups, whilst less
than 10% of 15-year-old girls in England
reported 60 mins a day compared to
15-20% of boys.
(Growing up unequal HBSC)

-

Girls look up to other girls as key
influences in their physical activity
(Girls Active, Youth Sport Trust 2017)

-

Older girls and female figures in the
family influence girls’ activity
(Women in Sport, ‘What Sways Women
to Play Sport’)

-

Girls don’t relate PE in school to their
everyday lives as much as boys
(45% compared to 60%)
(Girls Active, Youth Sport Trust 2017)

1. NHS Health Survey for England, 2016
2. Youth Index, Princes Trust 2018
3. Growing up unequal, World Health
Organisation, HBSC No.7
4. Girls Active 2017, Youth Sport Trust
5. Growing up unequal, World Health
Organisation, HBSC No.7
6. Growing up unequal, World Health Organisation,
HBSC No.7
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Mental Wellbeing
Mental wellbeing has become one of the biggest issues in young peoples’ health in modern society, with almost 1 in 4
children and young people showing evidence of mental ill health1. In the UK alone, 48% of young people worry about their
mental health, with money also representing a significant concern when it comes to wellbeing2.
Several reports highlight the differences between genders, more specifically the relationships and friendships they have
around them.
Double the number of girls than boys, cite the pressure of school work and low confidence as barriers at ages 14-163. This
follows on with young women too, who worry about ‘not being good enough in general’ and are more likely to think they
put too much pressure on themselves to achieve success4.
For boys, negative parental relationships are associated with aggression, for girls one study indicates it’s predictive of
emotional difficulties. Better communications with fathers was found to provide a protective role in emotional well-being,
self-esteem and positive body image significantly for girls5.
In 2015, suicide was the most common cause of death for boys (17% of all deaths) and girls (11%)
aged between 5 and 196.
But across the landscape of youth research there are key areas which are important to assess,
particularly when considering engaging in any marketing and communications with youth audiences.

Food & Drink

What does this tell us?

Useful Stats

The sugar tax is perhaps one of the
most publicised Governmental drives
to tackle childhood obesity in the UK,
with increasing pressures on advertisers
of junk food to adapt their approach to
promoting unhealthy foods to younger
audiences as well as reduce sugar content
within products. Several studies indicate a
positive impact on soft drink and free-sugar
consumption to date1.

-

-

However, there are some significant other
factors around education, family and screen
time which may be more complex in their
resolution, but offer potential routes to
improve youth nutrition and overall health.
Parents’ habits are typically handed down
to their children when it comes to food and
drink. In a recent study, screen-time and
poor eating were consistently linked2. As
children grow up, their eating habits change
too, with adolescents less likely to eat
breakfast3 for example.
Alcohol consumption has continued to
drop among Millennials and Generation
Z too, although it remains to be more
acceptable to try than smoking or drug
use4. As with food, perceptions of parents’
attitudes to drinking are a key influence5,
however spending money on going out for
food with friends has taken over partying,
drinking regularly or going to nightclubs6.
Other food trends among young people
include higher rates of vegetarian or
flexitarian diets (where there is meat but
not every day), as well as veganism7.

-

-

The obesity crisis in the UK is
largely influenced by poor nutrition;
over indulgence on the one hand and
lack of education and access on the
other (in addition to the drop in
physical activity as highlighted in the
previous section)
Reduced meat and alcohol
consumption do indicate that among
more affluent, educated young people,
healthier choices and cleaner living,
linked to wider environmental issues,
are on the rise and should be welcomed
and learned from

-

79%

OF 5-6-YEAR OLDS
consumed less than the
recommended 5 portions
of fruit and veg a day
but half ate almost two
energy-dense snacks a day

Boys and girls eat breakfast less as
they go through adolescence, with girls
less likely to eat it daily. Boys are less
likely to eat fruit and consume more
soft drinks
(Growing Up Unequal HBSC)

-

79% of 5-6-year olds consumed less
than the recommended 5 portions of
fruit and veg a day, but half ate almost
two energy-dense snacks a day
(Clustering and Correlates of Screen-time
and Eating Behaviours Among Young Children
2018. Funded by the British Heart Foundation
and Conducted by Loughborough University)

-

36% of 13-15-year-olds had experienced
alcohol in 2016 compared with 72%
in 2000 (Ipsos Beyond Binary 2018)

-

57% eat out regularly, 39% go partying
or drinking regularly and 21% go to
nightclubs regularly (YouthSight Millennial
35% of 18-34s plan to reduce their meat
consumption in the next 12 months
(Harris survey for the Grocer, 2018)

-

The debate continues over the impact that social media is having on young people’s
mental wellbeing. Some reports highlight the overwhelming pressure that social media can
have on young people1 as well as the rise in smart-phones and social media and increase
in depression, anxiety and loneliness among today’s teens, at a detriment to real-world
pursuits2.
However, the majority of these point to the correlation and not specifically causation –
perhaps an impossibility, given the challenge of comparing two like-for-life groups, one
of which has not engaged in any technology growing up, without stark other experiential
differences3.
Some research points to the positive aspect that social media can have on young people’s
self-esteem and real-life friendships4. But across all fields there is acknowledgement that
this is not the case for all young people, which can affect mental wellbeing and for a small
proportion addiction to gaming or social can be a significant issue5.
What does this tell us?

Useful Stats

-

Social media is key feature in young
people’s lives, with the potential for
both positive and negative impacts on
life satisfaction and mental wellbeing

-

Wider discussion on the healthy/right
balance and practices in social media
is still relatively in its infancy – similar
perhaps to how online safety was
5 years ago

-

-

75% prefer to stay in ad binge watch
TV than go out clubbing (Teen Survey)
-

36%

OF 13-15YEAR-OLDS
had experienced
alcohol in 2016
compared with

in 2000

72%
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Green H et al (2005) Mental Health of children and young people in Great Britain, 2004.
Youth Index, Princes Trust 2018
Girls Active 2017, Youth Sport Trust
Youth Index, Princes Trust 2018
Growing up unequal, World Health Organisation, HBSC No.7
Office for National Statistics

Social Media

& Gen Z Food Trends 2018)

-

1. Beyond Binary, Ipsos 2018
2. Clustering and Correlates of Screen-time and Eating Behaviours Among Young Children 2018.
Funded by the British Heart Foundation and conducted by Loughborough University
3. Growing up unequal, World Health Organisation, HBSC No.7
4. Growing up unequal, World Health Organisation, HBSC No.7
5. NHS Digital (2017) Smoking, drinking and drug use among young people in England – 2016: report
6. Millennial & Gen Z Food Trends, YouthSight 2018
7. Harris Interactive research for The Grocer, 2018
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(Ipsos Beyond Binary 2018)

Parental influence on children
and young peoples’ choices cannot be
discounted and could be key to
establishing better food and
drink choices

The obesity crisis
in the UK is largely
influenced by poor
nutrition

1.
2.
3.
4.
5.
6.

The average intake of free sugars
among English children aged 11-18
years in 2016 is significantly lower
compared with 2010

Focusing on the positives that social
media can have, in support of ‘real-life’,
may be the way forward within
marketing and communications efforts

In 2015, suicide was
the most common
cause of death for
boys & girls aged 5-19
engaging youth 2019

1. eBay Youth Index, Princes Trust 2019
2. IGen: Why Today’s Super-Connected Kids Are
Growing Up Less Rebellious, More Tolerant, Less
Happy – and Completely Unprepared for
Adulthood – and What That Means for The Rest
of Us, Jean Twenge 2018.
3. Understanding Generation Alpha, Wired 2018.
4. Understanding Generation Alpha, Wired, 2018.
5. Patt M. Valkenburg & Jochen Peter, “Social
Consequences of the Internet for Adolescents
A Decade of Research”, Current Directions in
Psychological Science (Feb 1, 2009)

78%

57% of 16-25s say that social media
creates an overwhelming pressure to
succeed (Princes Trust, eBay Youth

OF 12-15S
feel there is pressure
to look popular on
social media

Index 2019)

78% of 12-15s feel there is pressure to
look popular on social media (Children
and Parents attitudes to Media 2018, Ofcom)

-

46% think that comparing their lives
to others on social media makes them
feel “inadequate” (Princes Trust, eBay
Youth Index 2019)

-

90% of 12-15s say that people are mean
to each other on social media, at least
‘sometimes’ (Children and Parents Attitudes
to Media 2018, Ofcom)

-

9 in 10 social media users aged 12-15
state that social media has made them
feel happy or helped them feel closer
to their friends (Children and Parents

9/10

SOCIAL MEDIA
USERS AGED 12-15
state that social
media has made them
feel happy or helped
them feel closer to
their friends

Attitudes to media 2018, Ofcom)
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Pressure & Happiness

What does this tell us?

With fast-paced lifestyles, 24/7
online access and more perceived life
opportunities than ever before, can the
‘have it all’ mentality create additional
pressure for young people?

-

The differences in gender both indicate
significant ways in which pressure can
impact young people’s emotional
wellbeing and perhaps could help to
identify ways in which to support
young people through campaigns

-

Whilst for girls and young women,
pressure can manifest itself in areas
such as participation or career
progression, for boys and young men
there are worrying correlations to
serious mental health issues, violence
and suicide

-

Body confidence is an issue effecting
young people and children, with
online comparison and societal
pressures all contributing factors. Body
positive campaigns and movements
as well as more pressure on advertisers
are well received and are likely to
increasingly become part of young
people’s challenge to ‘norms’ and
pressures they face

Whilst for girls the pressure of school work
and low confidence is reported to be more
of a barrier than for boys1, young women
also worry about ‘not being good enough’
in general and put additional pressure on
themselves to achieve success2.
For young men, the traditional masculinity
stereotype is less relevant than ever
before, yet the pressure to conform to
some traditional and contemporary
roles of gender in society is challenging3.
Many young men find it more difficult
than women to express their feelings and
seek help for their problems4 and suicide
remains the highest cause of death among
boys and young men in the UK5.
Body confidence is another theme linked
to health and physical and emotional
wellbeing as well as social media. Whilst
some reports indicate differences in
how these manifests between the sexes,
both boys and girls report social media
comparisons and ‘ideal’ body aspirations
are something that concerns them6.
1. Girls Active 2017, Youth Sport Trust
2. Youth Index, Princes Trust 2018
3. Young men, masculinity and wellbeing, Open
University in association with Promundo 2017
4. Young men, masculinity and wellbeing, Open
University in association with Promundo 2017
5. Office for National Statistics
6. Body Confidence Progress Report, 2015, Credos

Useful Stats
-

57% of young women worry about ‘not
being good enough’ compared to 41% of
young men (Youth Index, Princes Trust 2018)

-

Pressure of school work and low
confidence is a bigger barrier for girls
than boys; double cite this at 14-16 than
boys (Girls Active, Youth Sport Trust 2017)

-

54% of young people believe a lack of
self-confidence holds them back
(Princes Trust, Youth Index 2018)

-

1 in 3 girls are unhappy with their body
image by age 14-15 (Girls Active, Youth Sport
Trust 2017)

1/3
GIRLS

ARE UNHAPPY
WITH THEIR
BODY IMAGE
BY AGE 14-15

54%

-

Despite boys tending to be more obese
at all ages, the proportion of girls who
perceive that they are too fat is higher
and girls are more likely to undertake
weight reduction behaviour (Growing Up

-

Girls are increasingly choosing more
glamorised or aesthetic Snapchat filters
to look ‘prettier’ (Media Lives 2018, Ofcom)

-

55% of 8-18-year-old boys would
consider changing their diet to look
better, (Credos, Advertising Think Tank, 2016)

Unequal HBSC)

“Many young men find
it more difficult than
women to express their
feelings and seek help
for their problems...”

OF YOUNG PEOPLE
BELIEVE A LACK OF
SELF-CONFIDENCE
HOLDS THEM BACK
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Family

Family,
Friendships &
Relationships
Who are the close influences on young
peoples’ lives and how do they shape their
view of the world as they grow up?

Family influence is typically high
surrounding young people, before
they mature and experience wider
influences, at school, through
friendships, from social media and
within relationships.
The perception of family support
typically decreases with age,
but good communication with
adolescents and their parents can
determine certain behavioural and
emotional outcomes1.
Good communications with a
maternal figure are found to be
significant for life satisfaction for
boys and girls but when it comes to
father-figures, the outcomes can be
different; for girls it has a protective
role in emotional well-being, selfesteem and positive body-image,
and for boys is predictive
of the development of negative
emotions such as aggression and
internalising problems2.
Studies indicate that teens are
talking to their mums about things
that mattered more than ever before3.

Whilst there can be a breadth of influencers, often specific to a
sector, culture or trend, on how Generation Z and Alpha may view
the world, by taking a look at the personal relationships they have
with those around them we may be able to uncover areas that can
inform how we directly or indirectly want to engage them.

Supportive parents are said to
moderate some of the negative
effects of electronic media and have

Encouragement to be active from
parents is found to be slightly lower
for girls than it is for boys, and this
contributes to girls’ more significant
drop in being active as they grow
up6.
As Millennials themselves become
parents, some point to the
challenge of perfectionism creating
unrealistically ‘perfect’ lives on social
media and controlling and critical
parents hovering too close to their
children7.
Young people look to their family as
one of their more trusted sources of
news and information8 and in terms
of living at home, young people are
living at home for longer than ever
before9, whilst parents are saying
younger for longer in a ‘flat-age
society’10.

Studies indicate that
teens are talking to
their mums about
things that mattered
more than ever before

Useful Stats

-

-

In 2002, half of 11-15-year-olds talked to their mums about things that mattered,
by 2015 65% reported doing this at least once a week (Beyond Binary, Ipsos, 2018)

-

79% of 5-6-year-olds in a recent study didn’t have the recommended 5 fruit and veg a day
but half had at least two energy-dense snacks per day (British Heart Foundation & Loughborough

-

engaging youth 2019

Some studies go further to point that
the role modelling from parents is
a key indicator of a young person’s
activities – particularly around habits
such as eating and screen time5.

What does this tell us?

-

12

a positive impact on everything
from dietary behaviour to risk-taking
behaviour4.

The gap between parents and young
people is closer than ever
before; interests, social media, open
communications. Parents are still
the most influential people for children
and young people, from habits, to
news, and should factor into any direct
indirect engagement with your target
youth audience
Negative parental relationships can
have significant impacts on young
people’s lives; if there are opportunities
to change these, or inform campaigns
by this, it could be of true value to
young people
Traditional stereotypes such as girls
and sport, or boys not being emotional,
still plague young people’s experiences
growing up – whether that’s being more
active or bottling up emotion

engaging youth 2019

University 2018)

-

In the UK, 40% of 15-34s and 26% of 20-34s in 2017 lived at home with parents,
compared with 35% and 20% respectively in 1997 (Office for National Statistic, 2017)

-

Generation Z may be socially liberal but they are traditional in their goals and ambitions
and believe having a job they love, being financially stable and having a family will make
them happiest (Beyond Binary, Ipsos Mori, 2018)

-

Dads in 2016 spent roughly three times as much time on child care than
fathers 50 years ago (Pew Research)
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Growing up unequal, World Health Organisation, HBSC No.7
Growing up unequal, World Health Organisation, HBSC No.7
Beyond Binary, Ipsos 2018
Growing up unequal, World Health Organisation,HBSC No.7
Clustering and correlates of screen-time and eatingbehaviours among young children.
British Heart Foundation, Loughborough University, 2018.
Girls Active, Youth Sport Trust, 2017
S. Sherry and M. Smith, Perfection and the Five Factor Model of Personality: A Meta-Analytic Review, 2019
Endelman UK Trust Barometer 2018
Families and Households 2017, Office for National Statistics
FrAgile, Insites Consulting 2017
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Friendship
Friends have a critical impact on physical
and mental health, particularly as young
people move into adolescence and rely less
on their family unit for support.
Those with supportive friends experience
higher levels of psychological well-being,
better social competences and fewer
emotional or behavioural problems1.
However, some research highlights the
drop in young people’s happiness and
confidence within their friendships too2.
Gender differences in friendships perhaps
lay the foundation for friendships later
in life too. Girls are more likely to have
friendships associated with stronger
interpersonal engagement, one-to-one
time, disclosure and emotional exchanges.
Boys are more focused on self-directed
actions aimed at personally chosen or
status-oriented goals and their friendships
are typically characterised by being
together in larger groups and doing
something of similar interest, like sports3.
This translates to the classroom too, with
differences in peer support among boys
and girls4.
Technology also plays a significant role
in not only maintaining but also forming
friendships for both Generation Z and
Alpha4. It also is shaping new accepted
norms of what friendship means; such as
inclusion in group chats, responding to
messages (or ‘ghosting’ where messages are
ignored) and liking each other’s content –
seeing popularity, status and self-esteem
within friendships being played out online5.

What does this tell us?

What does this tell us?

-

Friendships are evolving with the technology around young people’s lives but there are
potential correlations between mental wellbeing, emotions, friendship and the role that
social media has, particularly that for girls, social media is potentially enabling the
disclosure, one-to-one, emotional relationships they are more likely to form, but for boys
it could potentially have a different effect.

-

Gen Z and Alpha are growing up with a
more tolerant and fluid approach
to gender and sexuality, but still hold
marriage, family and relationships in
high esteem

-

As girls hit puberty and encounter more pressure at school, drop out of physical activity
to a greater extent than boys, their friendships are also challenged most. It’s a significant
time for change, pressure and shifting relationships.

-

-

Dynamics of friendships are being altered by technology, how can positive behaviours
be celebrated and supported to challenge the negative impact technology can have?

Evolving gender stereotypes are
redefining relationships, yet ‘traditional’
norms are still valued. Wider societal
influences linked to flexible working,
paternity/maternity rights and
changing notions of gender-specific
roles are shifting how relationships are
viewed and engaged with

-

Just as friendships, social life and
entertainment are identified and
cultivated online and through
technology, so are relationships.
However, this isn’t always a preference
– will dating apps counter some of the
issues in the long term?

Useful Stats
-

35% worry about having enough friends (Youth Index, Princes Trust 2018)

-

18% worry about how they come across on social media (Youth Index, Princes Trust 2018)

-

54% of 8-17s said they would feel isolated if they couldn’t talk to their
friends via technology

-

39% of 8-17s said they have made friends online that they wouldn’t have met otherwise

-

77% want their parents and carers to be there for them if something worries them online

-

72% want their school to teach them about cyberbullying and how to manage
friendships online (Digital Friendships, UK Safer Internet Centre 2018)

-

Girls report more classmate support aged 11 compared to boys (Growing up unequal)

-

Girls in England show relatively low levels of classmate support at age 15 compared
to other European countries (Growing up Unequal.)

54%

Relationships
With evolving social ‘norms’, greater awareness of different sexual preferences in the
wider media and a world online of individuals sharing their journeys, growing up within
Generation Z and Alpha provides a broader view on relationships than for previous
generations. A smaller proportion of Generation Z define themselves as exclusively
heterosexual compared to older generations, with many viewing themselves in less binary
terms when it comes to gender and sexuality than ever before1.
Generation Z are more comfortable with homosexual relationships in society, with more
16-24-year-olds identifying, or feeling that they are able to identify with, being lesbian,
gay or bisexual2.

8-17s said they would
feel isolated if they couldn’t talk
to their friends via technology

Useful Stats
-

Ipsos Mori 2018)

-

70% of Gen Z are comfortable with
homosexual relationships, compared
to 43% of Baby Boomers (Beyond Binary,

-

2% of 16-24-year-olds identified as
lesbian, gay or bisexual in 2016 with
that number rising to 4% today (Office for

Ipsos Mori 2018)

Racism, gender equality and prejudice towards LGBTQ+ are deemed to be the biggest issues
for Britain to address by Gen Z, far more significantly than older generations3.
Gen Z and Alpha are the most racially diverse generations yet too, with interracial marriage
on the rise4 and a high proportion of children say they’d date someone with different religious
or political views when they grow up5.

National Statistics 2016)

-

Around 80% of teens say they’d like to marry one day5 and boys disagree with long-held
assumptions about them; that they don’t want to settle down, have families,
do housework or cook6.
Technology is also influencing the way in which relationships are formed, maintained and in
some cases ended. Around half of 18-34-year olds use dating apps, with a higher proportion
of same-sex couples meeting online too, although they are the least preferred way to meet
someone new some findings suggest7. However, a high proportion of young men worry they
won’t find love and some findings point to the impact of online porn on teenagers’ views
on relationships8.
1.
2.
3.
4.
5.
6.
7.
8.

Beyond Binary, Ipsos Mori 2018
Office for National Statistics, 2016
Beyond Binary, Ipsos Mori 2018
Generation Nation, 747 Insights 2018
Relationships/Dating & Weddings, YPulse 2019
Relationships/Dating & Weddings, YPulse 2019
Radio 1 Newsbeat Survey, YouGov August 2018
Love, Lust and Loneliness, Family Stability Network, 2017

80% of teens say they’d
like to marry one day
1.
2.
3.
4.
5.
6.
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Growing up unequal, World Health Organisation, HBSC No.7
Youth Index 2018, Princes Trust
Growing up unequal, World Health Organisation, HBSC No.7
Growing up unequal, World Health Organisation, HBSC No.7
Digital Friendships: the role of technology in young people’s relationships, UK Safer Internet Centre 2018)
Digital Friendships: the role of technology in young people’s relationships, UK Safer Internet Centre 2018)

66% of Gen Z think of themselves as
exclusively heterosexual compared
with 71% of Millennials, 85% of Gen X
and 88% of Baby Boomers (Beyond Binary,

Racism, gender equality and prejudice
towards LGBTQ+ are deemed to be
the biggest issues for Britain to address
by Generation Z, far more significantly
than other generations (Beyond Binary,
Ipsos Mori 2018)

-

Generation Z and Alpha are the most
racially diverse generations and
interracial marriage is on the rise
(747 Insights, 2018)

-

Almost 4 in 5 children say they’d date
outside of their raise and the majority
of 13-17-year-olds said they’d date
someone with different religious or
political views (YPulse 2019)

-

80% of teens said they’d like to marry
one day (YPulse)

-

Half of 16-34-year-olds use dating apps,
a third because they’re “too shy” and
half use them for the first time before
they’re 21. (Radio 1 Newsbeat Survey,
YouGov 2018)

-

Half of the UK’s nightclubs have shut
their doors in just 10 years, moving
many people to use dating apps too
(Radio 1 Newsbeat Survey, YouGov 2018)

-
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6 out of 10 young men aged 16-19 worry
they will never find love
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03
“it’s the girls who
continue to dominate
performance reports
at all ages”

Study &
Prospects
How are Generation Z and Alpha learning,
progressing and making it out into the world
of work? Where are we seeing sizable
changes that could impact the way in which
we engage young people in our campaigns
now and as they progress?

Education

Here we look at the insights into education,
work and views on the future from a range of
research reports and data available.

School

52%

Gender is perhaps the biggest recurring theme in findings around how Generation Z
and Alpha are finding school. Despite boys and girls both enjoying school a lot at
age 11 and this dropping as they age, it’s boys that show the greatest drop of
enjoying school between ages 11-151.
In terms of how well they are doing at school, it’s the girls who continue to dominate
performance reports at all ages and, perhaps unsurprisingly, with this comes higher
reports of school pressure and school-related stress among girls2.
Prioritising school work over other activities, such as being active3 is another significant
difference between girls and boys with parental expectations also contributing to this.
Technology has been cited as helping us to improve our intelligence, whilst many highlight
the negative impact this can have to solve problems without it. Critics of children’s use
of technology highlight the risk of losing the brains capacity to remember facts, dates,
numbers, places or to answer simple questions. In addition, no matter how high quality the
content, that time spent interacting with digital devices displaces time learning, playing and
socialising in the real world4.

16-YEAR-OLDS

43%

17-YEAR-OLDS

said passing exams was
the most important thing
followed by ‘Enjoying Life’

What does this tell us?

Useful Stats

-

Whilst girls are reporting more stress and pressure at school, they are also outperforming
boys academically. What’s happening for young boys at school, or what isn’t, that’s
creating this gap?

-

The attainment gap academically (girls over boys) is reversed when it comes to physical
and emotional wellbeing, with boys reporting far greater levels of physical activity –
although they are more likely to be overweight (see health section). Why is this and how
can we level the field?

-

-

-

Technological advances have huge benefits to learning and some cite improvements in
certain skills. But do these come at a greater cost and how can these be mitigated?
1.
2.
3.
4.

Growing up unequal, World Health Organisation, HBSC No.7
Growing up unequal, World Health Organisation, HBSC No.7
Girls Active, Youth Sport Trust, 2017
Patricia M. Greenfield, “The cultural evolution of IQ, in U. Neisser (Ed,),
The rising curve: Long-term gains in IW and related measures”

Boys are more likely to report school
pressure at age 11, girls at age 15
(Growing Up Unequal, HBSC)

70% or more of 15-year-old girls report
school related stress in the UK
(Growing Up Unequal, HBSC)

-

33% of girls worry their school college
and/or Uni grades aren’t good enough
(Prince’s Trust 2018)

-

Passing exams was the most important
thing to 52% of 16-year-olds and 43%
of 17-year-olds, followed by ‘Enjoying
Life’. (Teen Survey, 2017)

-

High schoolers value craftsmanship
and on-trend brands most
(Inkling Millennials Report)

16

engaging youth 2019

engaging youth 2019

17

Higher Education

What does this tell us?

When it comes to higher education, some
of the biggest disparities are around socioeconomic differences among young people.

Young people have a great deal of
choice when it comes to furthering their
education, but it may not be what’s right for
them. Apprenticeships are also increasingly
offering further opportunities alongside
learning. The volume of choice could be
challenging – particularly as it is likely to
be the first major life decision many young
people have made.

With a demographic dip of 18-year-olds in
the UK of over 4%1, the growth in higher
education places has meant that more
young people have been able to reach
higher education despite fewer numbers in
the general population2.
Female students are a third more likely to
apply to university than their male peers3,
and whilst some progress around widening
participation has been made in terms of
the school and area a student is from4
there continue to be challenges specific to
university type, course type and minority
groups – including young white males
who are decreasing in numbers at many
universities5.
From ages 16-18 a relevant degree is seen
as the most important route to getting a
job6 with a smaller proportion identifying
apprenticeships and work experience.
1.
2.
3.
4.
5.
6.

UCAS 2018
Universities UK, 2018
Universities UK, 2018
HESA UK Performance Indicators 2017/18
HESA UK Performance Indicators 2017/18
Teen Survey 2017, Fourteen19

Average UK Student
monthly income is

£1143.20

Useful Stats
-

Since the Tuition Fee reform, numbers
of part time students have dropped
considerably – 81.7% decline since
2016/17 (Universities UK)

-

Demographic base of 18-year-olds has
decreased by over 4% between 2006
2016 (UCAS 2017)

-

Growth in demand in higher education
has resulted in an increase of students
to get into higher education, despite
fewer numbers of 18-year-olds in the
population (Universities UK)

-

Uni Students prefer small and niche
brands and want to be talked to by
brands like a real person (Inkling

“More than ever, young people
need to gain valuable work
experience to help them stand out”

Millennials Report)

-

Work

Average UK Student monthly income
is £1143.20; 64% receive a student loan,’
31% get a grant/bursary, 51% given
money by family, 46% have a job

The working world has developed
significantly in recent generations, not
least due to the impact of technology.
For Generation Z and Alpha, the impact
of technology not only influences their
experience of the world; it will also shape
who they are1.

(Student Beans 2017)

-

65% of students spend £20 on groceries
a week, 58% spend over £20 on going
out, 43% spend over £20 on travel

Much research points to the shift to
more specialisation in the workplace; the
automation of many areas of work which
will rapidly continue over the next decade2.
Some point to this creating a cultural
and social divide, with a “super class” of
individuals taking highly specialised roles
whilst others are left without meaningful
work3.

(Student Beans 2017)

For the majority of young people, the
right degree is seen as critical in getting
a good career, with older teens starting
to recognise the importance of work
experience in helping them to become
employable4.
A ‘job for life’ might be something from two
generations before, but a job adding value
to young peoples’ lives is something very
much on the minds of Generation Z, with
‘enjoyment’ being something that a large
majority of 15-19-year-olds would look for
in a future job5.

Female students are
a third more likely to
apply to university
than their male peers
18

1.
2.
3.
4.
5.
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Understanding Generation Alpha, Wired 2018
PwC UK Economic Outlook Report, July 2017
Understanding Generation Alpha, Wired 2018
Teen Survey 2017, Fourteen19
Teen Survey 2017, Fourteen19
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What does this tell us?
-

More than ever, young people need to gain valuable work experience to help them
stand out in an ever-competitive market. What other experience, such as volunteering or
community projects, could support young people with this as well as help charities
public sector operations?

-

Work life balance is continuing to shift; what different work place environments, flexible
working policies and personal/professional development opportunities are needed to
gain a committed workforce?

Useful Stats
-

30% of UK jobs and 38% of UK jobs could be automated by the early 2030s, with
sectors including transportation, manufacturing and retail at the highest risk
(PwC UK Economic Outlook Report, July 2017)

-

28% of working young people feel trapped in a cycle of jobs they don’t want
(Youth Index, Princes Trust 2018)

-

29% have to take jobs rather than develop career whilst 73% think they’re capable of
getting a better job (Youth Index, Princes Trust 2018)

-

29% think biggest challenge of career is getting the right work experience
(Youth Index, Princes Trust 2018)

-

Both young and older graduates have consistently had lower unemployment
rates than non-graduates. (Universities UK, 2018)

-

UK has increased proportion of highly skilled adults from 29.7% in 2005
to 43.5% in 2015 – its’ still below levels in other advanced countries though (OECD)

-

Estimated that 54.3% of the 14.3m increase in jobs in the UK between 2012 and 2022
will be in occupations that are more likely to require higher-level job skills (Managers,
directors, senior officials, professional occupations and associate professional and
technical occupations) (Wilson R et al 2014, UUK report).

-

23% of older generations think Generation Z want to be on TV/be famous, but in reality,
just 2% of Generation Z think that fame is the ticket to happiness
(Beyond Binary, Ipsos Mori 2018)
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Young people see their
peers making money
for themselves in an
entrepreneurial fashion
The Future
Gen Z and Alpha have grown up in a post 9/11 world, a time of
austerity and economic and political uncertainty. A lack of control
over their lives, future careers and finances have led to what some
findings point to as a fading hope for a brighter future1.
Young optimists for the future are now outnumbered by pessimists
in the UK2 despite being ambitious concerns are widespread around
job opportunities, standard of living and life success3.
These generations have also grown up within a technological
revolution, a shift in connectedness where boundaries between
online and offline are ever-changing. Young people see their peers
making money for themselves in an entrepreneurial fashion;
influencers, artists, start-up businesses, are less held back by typical
barriers, least of all age4.
Gen Z and Alpha have a wider access to information and a realistic
view of what’s happening around the world and in many cases are
shifting it for themselves; politically, socially and economically5.
Children of the ‘sky-is-the-limit’ achievers’ generation, they are
expected to be the first worse off, with many experiencing a better
quality of life coupled with greater fragility6.
There are increasing examples of young people making a difference
in society; politically, environmentally, socially etc. Volunteering
rates have been higher than the rest of society among 16-24s,
although recent data shows that this has started to fall to be just a
little higher than the rest of the population7.

20

What does this tell us?

Useful Stats

-

-

There is a risk of young people losing out on volunteering
opportunities, despite making a difference in a breadth of other
areas; how can social action groups continue to engage this avid
audience and support them in the changes they can make to
wider society?

-

This diverse mix of entrepreneurial spirit and changing the
world around them is coupled with an increased pessimism over
their future, with the ongoing political and economic uncertainty
that surrounds them
1.
2.
3.
4.
5.
6.
7.

Youth Index, Princes Trust 2018
Beyond Binary, Ipsos Mori 2018
Youth Index, Princes Trust 2018
FrAgile, Insites Consulting, 2017
FrAgile, Insites Consulting, 2017
FrAgile, Insites Consulting, 2017
Community Life Survey, DCMS 2018

44%

72% of young people describe themselves as ambitious
(Youth Index, Princes Trust 2018)

-

21% think their life will amount to nothing no matter how hard they try
(Youth Index, Princes Trust 2018)

-

44% think there will be fewer job opportunities for their generation
in the next three years (Youth Index, Princes Trust 2018)

-

A large proportion of teens don’t think they’ll ever afford a property but boys
are more confident they’ll afford one sooner than girls (Teen Survey, Fourteen19, 2017)

-

In 2003 optimists for the future of the young outnumbered pessimists by nearly fourto-one in Britain. Now there are more pessimists than optimists (Beyond Binary, Ipsos, 2018)

72%

OF YOUNG PEOPLE

describe
themselves
as AMBITIOUS

THINK THERE WILL BE

FEWER JOB
OPPORTUNITIES

FOR THEIR GENERATION
IN THE NEXT THREE YEARS
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05

Channels
As with any audience group,
identifying the right channels to use
to engage a youth audience will form
a critical part of any campaign. Not
only this, but by understanding the
habits of younger audiences you
can also begin predicting channel
activity and preferences for the
wider population1.
We look at television, being
online in terms of access through
smartphones, tablets and
computers, as well as social media
and how children and young people
are engaging with them.

Television

What does this tell us?

Several reports show that traditional TV
viewing has declined over the past decade,
with on demand viewing, shorter and
longer form content on social media, as
well as a wider access to devices changing
the way in which all audiences are engaging
with content.

-

TV still plays a role in the home,
particularly for family-time where
programming can unite different age
groups and family members, however
the drop in TV hours as children get
older is replaced with other-screen time

-

On-demand services have changed the
breadth and choice available, but
biggest screen still wins for longerform content

-

Complementary content sources are
offering a more integrated experience;
gaming, short form content etc

Younger audiences are shifting dramatically
away from live, scheduled television,
with a rise in consumption of on-demand
and online content, including that found
on social media2. Longer-form content
still tends to demand the ‘biggest screen’
available and whilst traditional TV
consumption is likely to decrease further
over the coming years, the television set
is likely to remain in households for some
time yet3.
Netflix and YouTube are platforms of
choice for the majority of young people
and whilst they are still watching television
programmes, both broadcast and online,
they are also now engaging new types
of content. ‘Unboxing’ videos, making
slime, room tours, videos of people
playing computer games, or describing
their morning routines are all popular on
YouTube4.
More broadcasters are looking at the ondemand services, the reduced technology
costs and ability to go direct to consumers.
Disney for example are launching its ESPN
SVOD services and Disney branded SVOD
in 2019. This type of additional content
is perhaps best seen as complimentary
content for consumers5.
There are also signs of a drop in investment
in original, quality programming for
older children, limited range of children’s
programmes that help them to understand
the world around them and a limited range
of programmes available that allow UK
children to see their lives, in all its diversity,
reflected on screen6.

Content

1.
2.
3.
4.

Mobile Consumer Survey, Deloitte 2017
The Viewing Report, BARB, 2018
Mobile Consumer Survey, Deloitte 2017
Children and Parents: Media Use and
Attitudes Report, Ofcom, 2017
5. The Viewing Report, BARB, 2018
6. Ofcom Children’s Content Review Update, 2018

When it comes to content preferences
and channel engagement, how do
younger audiences differ?
Much of the data and insight available supports the view that as
young people move into adolescence and gain more freedom, as well
as getting their own devices, they also search and explore platforms
for themselves, have more say over content in the home and are
sooner to experiment with new forms and channels of content than
older generations.

-

16-24-year-olds are watching less
traditional TV than the UK population
as a whole in favour of viewing on
demand and social media
(The Viewing Report, BARB, 2018)

-

Daily TV viewing for 2 hours or more
increased with age in both genders
and remains relatively similar
throughout adolescence
(Growing Up Unequal, HBSC, 2014)

-

The TV set was still the preferred
channel for long-form content, be it live,
catch-up or on-demand. In 2022, TV
sets will still be in 90% of homes
(Deloitte Mobile Consumer Survey, 2017)

-

Between 2010-2017, television viewing
dropped by 40% for children aged 4-9
and by 47% for children aged 10-15
(The Viewing Report, BARB, 2018)

-

Half of 5-15s are watching OTT
television services like Netflix,
Amazon Prime Video and Now TV
(Children and Parents Media Use and
Attitudes, Ofcom 2018)

-

The rising popularity of YouTube,
particularly for 8-11s, sees vloggers
as an increasing source of content and
creativity (Children and Parents Media Use
and Attitudes, Ofcom 2018)

-

The average time spent watching
television content on a TV set in a
typical week has decreased by about an
hour for 3-4s, 8-11s and 12-15s
(Children and Parents Media Use and
Attitudes, Ofcom 2018)

50% of 5-15s
are watching OTT
television services like
Netflix, Amazon Prime
Video and Now TV

But since the age of the Millennial, where some, or all of their
‘growing up’ was done with the internet in tow, how have Generation
Z and Alpha differed in their appetite for and preferences of content?

22

Useful Stats
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“their expectations of
what you offer may be
something only they
can tell you...”

Being Online
Whether it’s at school, home or early work environments, young
people are online more than ever before, across all age-groups,
primarily due to the decrease in costs and availability of computers,
smart phones and tablets1.
As well as increased access online, social media has become part
of growing up in modern society. Interactions have expanded
from physical to virtual and it plays an important role in learning,
entertainment and socialisation. Some data highlights the link
to health and wellbeing too, with increased usage linked to poor
life satisfaction with responsible online interactions important to
prevent addiction and issues like cyberbullying2.
Despite growing parental concerns around online usage, increasing
numbers of young people are not only getting online but gaining
access to social media accounts at a younger age – 18% of 8-11-yearolds in the UK have a social media account for instance3.
In the UK 83% of 12-15s have their own smartphone and over 70%
are allowed to take it to bed with them4. Social media data tells us
that there is a spike among children at 10 and 13 having their own
profiles5, which is likely to be due to children getting their own
devices and more independence.
Whilst younger children aren’t necessarily getting smartphones any
sooner than in recent years, since 2017 there has been a spike of 35%
among 5-7s who now have their own tablet6.
Young people too are feeling the pressure of being online, with many
worrying about how they come across in their virtual interactions7.
With young audiences reporting to be increasingly lonely, emotional
digital connection is increasingly important, paving the way for tech
innovations and AI to try and meet this increasing need, although
many young people still have concerns about the advances in
technology8.
Those teens who are more affluent are having more daily social
media contact, whilst girls’ and boys’ usage differs significantly too
in terms of the ways in which they engage online. Girls tend to use
it for friendship connections, supporting their extended one-to-one
network, with more emotional exchanges, whilst boys focus on more
self-directed actions and much like their physical friendships, being
together with friends – online this is gaming9.
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Some findings draw a link between the rise of smartphones
and soci––al media and an increase in depression, anxiety and
loneliness among today’s teens10.

What does this tell us?

Useful Stats

-

-

There are various insights that point to the pressures of social media
and the portrayal of unrealistic body goals, lifestyles or indeed
products that are pushed to audiences inappropriately. Reports
indicate that girls feel more pressure to look popular on social media
sites10 as well as being more likely to feel there should be rules about
what people can say online.
Young audiences do still have, or perceive to have, a positive
relationship with social media, saying that it makes them feel
happy or helped them feel closer to their friends. Parental views
have continued to change in recent years, with just under half now
believing the risks of the internet outweigh the benefits11.

-

SOCIAL MEDIA

YouTube
Instagram

Whatsapp

Most popular app
Biggest growing app for younger
audiences, including its messaging
and stories function.
Increasingly used up to 42% from
31% (Ofcom 2018)

Snapchat

Remains at around 31%
for 12-15s (Ofcom 2018)

Facebook

Still biggest social media or
messaging app, has seen significant
drop 40%-31% (Ofcom 2018)

Twitter

Dropped significantly among
youth audiences; look to Tumblr,
TikTok and others for visual sharing
social sites on the rise

engaging youth 2019

-

Generation Z and Alpha have a
far broader access to online content
throughout their day than previous
generations, with social media a
key part of their social interactions
and relationships. How can we ethically
encourage appropriate use, provide the
right support to young people and
parents alike, and foster the right link
between a social and real world?
The catch-up in skills required to meet
this ever-evolving online world
continues at pace, with coding and
online safety now a firm curriculum
feature in schools. These generations
are going to be even more ‘native’ to
the digital advances around them and
their expectations of what you offer
may be something only they can
tell you
The balance of the negative side of
social media is how big a role it plays
in young people’s lives. This isn’t likely
to change, albeit the platform
preferences might. Working with the
positive side of social could be key in
gaining the right kind of engagement

70%
OF 12-15

have at least one
social profile
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The behaviour of young people
is replicated by all ages around
five to eight years later

-

(Deloitte Mobile Consumer Survey 2017)

-

Mobile network coverage will boost
short-form video content consumption

Report 2018)

-

(The Viewing Report – BARB 2018)

-

-

Email considered most effective
comms for brands followed by
Facebook and Instagram, with Twitter
most likely to be deleted when asked
– although is most popular for
complaints (Student Hut 2018)

-

Use and Attitudes Report, Ofcom 2017)

-

Helping adolescents and parents
become informed users is important –
highlighting inaccuracy and one
sidedness of peers’ online activities
(Growing up unequal)

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.

20% of 8-11s and 70% of 12-15 have at
least one social profile (Children and
Parents Media Use and Attitudes Report,
Ofcom 2018)

-

18% worry about how they come
across on social media
Viewing on other devices is often for
content that children think parents
won’t be interested in, or may not
approve of (Children and Parents Media

17% of 12-15s have accidentally spent
money online (Children and Parents Media
Use and Attitudes, Ofcom 2018)

There is a significant age effect in social
media use in most countries,
particularly between 11-15 (Growing Up
Unequal, HBSC)

(Princes Trust Youth Index 2018)

-

32% of 16-24s love the idea of
technology becoming emotionally
connected to human beings, but 28%
still think it’s scary (Voxburner Youth

-

78% of 12-15s feel there is a pressure to
look popular and 90% say that people
are mean to each other on social media,
at least ‘sometimes’ (Children and Parents:
Media Use and Attitudes Report, Ofcom 2018)

32%
OF 16-24S

love the idea of technology
becoming emotionally
connected to human beings

Children and Parents: Media Use and Attitudes Report, Ofcom, 2017.
Growing up unequal, World Health Organisation, HBSC No.7
Ofcom Children’s Content Review Update, 2018
Ofcom Children’s Content Review Update, 2018
Children and Parents: Media Use and Attitudes Report, Ofcom, 2017.
Ofcom Children’s Content Review Update, 2018
Youth Index, Princes Trust 2018
Voxburner Youth Report 2018
Growing up unequal, World Health Organisation, HBSC No.7
Ofcom Children’s Content Review Update, 2018
Ofcom Children’s Content Review Update, 2018
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78%

OF 12-15S
have heard of
‘fake news’

Content Preferences

1/10 ‘gone live’
12-15s have

Not only are the ways in which Generation Z and Alpha using channels
different, but their content preferences are being met by an ever-proliferated
source of content across them. These trends are important to understand if
we are to interrupt them with our own messages, as well as start forecasting
how content preferences are likely to be met in the coming years as these
generations age.

through Facebook
Live, YouTube Live,
InstaLive

Vloggers

News

Not only are children as young as 3 now
more likely to be watching vloggers on
YouTube, Generation Z and Alpha’s are
not only consuming more vlogs, unboxing,
how-to or gaming videos on YouTube, they
are increasingly inspired by vloggers or
talented contributors on TikTok
for example1.

Young people still want news. Despite
the drop in newspaper sales, official
news channels are far more trusted in
comparison to news on social media and
in fact younger audiences were found to
be more cynical than the wider population
over the validity and agenda of news7.

Other children and teens are seen to build
large audiences, often making significant
income as ‘influencers’ and many young
people are inspired and want to follow suit.
Ofcom found that ‘making a video’ was one
of the most popular online activities for
5-15s in 2018 for example.
Conversely, older Generation Zs who are
students say they are less influenced by
so-called ‘influencers’ in their purchase
decisions2.

Gaming
When it comes to gaming, whilst there are
various media reports raising concerns
around time spent on gaming and its
content on young people, there are several
insights into some of the benefits of
gaming and how it can contribute to skill
development.

Television, talking with family, social media
and talking with friends were the preferred
sources for news among 5-15s, but social
media was deemed the least trustworthy
and accurate for news content8.
Multiple sources of ‘news’ content are
regularly accessed by young people (around
84% according to ComScore in 20179), with
some trends indicating that young people
are more likely to check multiple sources
than older generations who are more likely
to stick with the online source for their
preferred news outlet.

Whilst girls are gaming online, boys are
spending more time doing it and across all
age groups children are going online more
to play games, with many saying they use
the online chat features to talk to others,
although they are more likely to chat to
those people that they already know6.
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Useful Stats

-

-

5-15s want content that makes them laugh (pranks, funny videos), relax with
(music clips), stuff they can talk about with friends, things they can learn from
(how-to videos, info stuff), content that makes them think (Ofcom 2017)

-

1 in 10 12-15s have ‘gone live’ through Facebook Live, YouTube Live, InstaLive

Whilst reports on print sales continue
to sound the alarm for traditional news
content, there are indications that a
readership rejuvenation is developing
amongst younger audiences10.
-

Some research has found better visual
skills among those who play video games
than those who do not3, improved cognitive
effect such as hand-eye co-ordination and
the ability to switch between tasks4 and
even improved intelligence tests among
children5 – most likely due to the type of
problem-solving questions asked in such
tests.
Gaming has been linked as a contributor
to the ‘Flynn Effect’ – an increase in
intelligence test score from one generation
to the next over the past 80 years or so.

What does this tell us?

-

1. Ofcom Children’s Content Review Update, 2018
2. Youth Insights Report, The Student Hut 2018
3. C. Shawn Green & Daphne Bevelier, “Action video games modifies visual selective attention”
Nature 423, 534-537 (May 29, 2003)
4. Andrew J. Latham, Lucy L. M. Patston and Lynettte J. Tippett, “The virtual brain:
30 years of video-games play and cognitive abilities” Frontiers in Psychology (Sep 13, 2013)
5. Patricia M. Greenfield “The cultural evolution of IQ, in U. Neisser (Ed.), The rising curve:
Long-term gains in IQ and related measures.
6. Ofcom Children’s Content Review Update, 2018
7. Endelman Trust Barometer 2018
8. Ofcom Children’s Content Review Update, 2018
9. ComScore 2017
10. ComScore 2017
11. Ofcom Children’s Content Review Update, 2018
12. Ofcom Children’s Content Review Update, 2018
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-

Generation Z audiences aren’t
buying newspapers as much as
previous generations however, they
also aren’t consuming news from
just one publisher. Multiple sources
with contrasting opinion and analysis
are offering a breadth of content.
Despite the spike in social media
content aligned to news which is widely
distrusted, traditional news outlets are
still the ‘go-to’ for online news
The ‘reach’ of this breadth of content
may seem more impressive online, but
the depth in consumption is far higher
in physical print, which still provides
and experience that young people
invest time in
Increasingly, sourcing content is a
solitary experience, with personal
devices, social feeds and an ever
growing breadth of content, feeding the
individual’s content preferences.
Very little content is consumed, even at
a younger age, as a mutual experience
The gender differences around social
media ‘noise’, which girls tend to
dominate more and higher levels of
gaming time that boys spend can
perhaps be aligned to other social
and cultural constructs – such as
sport for example, where girls engage
for predominantly more social and
emotional drivers, compared to boys
which is more about social
and competitive

engaging youth 2019

(Ofcom 2017)

-

61% increase in trust in traditional media (Endelman Trust Report 2018)

-

Young people think they spend too much time on their phones (Teen Survey 2018)

-

84% of 18-24s accessed ‘news’ within a month period, 33% viewing content from two
or more sources of top online newspapers. (ComScore 2017)

-

78% of 12-15s have heard of ‘fake news’ (Children and Parents Media Use and Attidues 2018)

-

Young people choose email, live chat to get in touch with customer services
and use Twitter widely to do so on social, with 2/3 expecting a response
within 24 hours (Student Hut)

-

Being repetitive is most likely to turn young people off branded content and
customer reviews are more important than influencers when making a decision
(Student Hut)

-

Students like to shop online (98%), with 81% saying they did so at least once a month
(Student Beans)

-

Browsing online shops is a popular pastime, especially when bored (Student Beans)

-

Younger audiences are more likely to watch cartoons, mini-movies or songs on YouTube,
whilst older children are more likely to watch music videos, funny or prank videos (Ofcom)

-

Youtube is most recognised content brand among 12-15s followed by ITV and Netflix
(Ofcom)

-

65% of time spent with newspaper brands by 18-34s came via print editions –
21.7bn minutes compared to 11.9bn accessing websites and apps
(Has Digital Distribution Rejuvenated Readership? ComScore 2017)

-

Mon-Fri print editions are ready for an av of 23mins a day by 18-34s but they only
spend an average of 43 seconds with these brands online (except Daily mail online –
namely due to celebrity gossip!) (Comscore 2017)
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Teen Survey 2017, Fourteen19

UK survey of around 100 young people and interviews

Girls Attitudes Survey, Girl Guiding 2017

Survey of over 1900 girls/women aged 7-21

3 Millennial & Gen Z Food Trends 2018, YouthSight

Drawing on State of Youth Nation report and trends in the market;
including food brands/ offerings and social media

Youth Insights Report 2018: Brands on Social Media 101,
Student Hut, 2018.

Deep dive qualitative surveys, mainly UK students

2018 Endelman Trust Barometer Global Report

Annual global survey reviewing the population’s view on different sources
of information and professional roles in relation to trust

Student Shopping Report, Student Beans, 2018

550 UK based students 16-22, focus group with students in London

2018 Endelman UK Trust Barometer

A UK view of the global report

Freshers Fair 2017, BAM

Report on freshers fair activity at Higher Education Institutions

Branding in Higher Education 2017, SMRS

Trends from the Higher Education sector

Clustering and correlates of screen-time and eating behaviours among young
children – British Heart Foundation, Loughborough University, 2018

Parents of 126 children age 5-6. Questionnaire assessing screen time and fruit/
veg and energy-dense food consumption

Fragile is Next Gen Marketing, Insites Consulting 2017

Interviews with marketing directors across a range of
sectors, looking at brands and trends

The Future of Meat. Harris Survey for The Grocer, 2018.

A look at the shift in trend in diet towards vegetarian and vegan, particularly
among young people

Ofcom Children and Parents Media Use
and Attitudes Report 2017

Annual report which blends quantitative and qualitative
information when it comes to media trends

Beyond Binary: The lives and choices of Generation Z. IPSOS Thinks, 2018.

Interviews and survey on key themes facing Gen Z

Ofcom Children and Parents Media Use
and Attitudes Report 2018 - Update

Update following on from the 2017 report

Reanalysis of the youth risk behaviour survey, U.S. IPSOS MORI, 2015

A look at trends among U.S teens

BARB Viewing Habits 2018

Annual report looking at British media viewing habits

UK Government Physical Activity Guidelines, 2011

Recommended physical activity for young people and adults

ComScore 18-24s and Traditional News Brands, 2017

A look at the news sources used by Gen Z

Nike – Designed to Move

Research into health factors contributing to life expectancy

Inkling Millennials Report 2017

UK Sample looking at different groups within
Millennial band and drivers for purchase decision

Association of young people’s health report, 2017

Key data on young people from The Health Foundation

Inkling Gold Digger Report 2017

A look at premium brands and Millennials – contact Inkling to access report

Office for National Statistics, 2015

Trends in youth accidents and deaths

NHS Youth Research, 2015

A survey commissioned as a direct response to the Children and
Young People’s Health Outcomes Forum

Young men, masculinity and wellbeing. Open University in
association with Promundo, 2017

Research interviewing young men on their views towards key issues

NHS Health Survey for England, 2016

8000 adults and 2000 children surveyed

Body Confidence Progress Report, Credos, 2015

From the Governments equality office in response to two
years of work around body confidence

Smoking, drinking and drug use among young people in England
2016, NHS Digital, 2017

A look at specific habits in England.

Families & Households 2017, Office for National Statistics

Data on the UK family and household structure compared over time

Growing Up Unequal, HBSC

International survey repeated every four years by the
Health Behaviour in School Aged Children (HBSC), 2014.

Digital Friendships: the role of technology in young people’s relationships,
UK Safer Internet Centre, 2018

A look at some of the trends, issues and youth perspective
around technology and friendships.

Patterns and Trends in Higher Education,
Universities UK, 2017

Report from Universities UK looking at trends
across Higher Education Institutions

Generation Nation 747 Insights

Annual research report from boutique research firm in the U.S looking at
different generational trends

The Student Room, Revolt Report, 2018

TSR and Revolt Sexual Assault, sample of almost 5,000
students across 150 institutions

Relationships/Dating & Weddings, YPulse 2019

A look at relationships and dating behaviour, feelings on marriage and trends.

Student Lifestyle Report, UCAS Media 2018

Surveys to first year students, split by sector. Over 11,500
students completed the survey.

Love, Lust and Loneliness, Family Stability Network 2017

A study of 16-19-year-old men and their view on relationships. Survey of
500 males in the UK, supported by interviews

Girls Active Research, Youth Sport Trust, 2017

26,000 young people from 138 secondary schools in
England share views on school sport

Online Dating, Newsbeat Survey, YouGov 2018

Survey on the influence of dating apps and preferences

Market Report (Festivals) 2017

Report showing data from festival goers around the UK.

UCAS Report 2018

Undergraduate statistics and report

Understanding Generation Alpha, Wired Consulting, 2018

A look at the role of technology on the next generation
specialist report

Universities UK 2018

Trends and statistics in higher education

Youth Index 2018, The Prince’s Trust

Sample of over 2000 young people aged 16-25

Economic Survey of the UK 2017

A look at the UK economy and earnings of different groups (i.e. those
with/without further education)

Community Life Survey, DCMS, 2018

Annual survey to track trends and developments in areas that encourage
social action and empower communities

Youth Index 2019, The Prince’s Trust
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