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GEN ZERS ARE VOCAL
ABOUT EXPERIENCES

Gen Zers want to have a
positive digital footprint, with
11% more likely to give more
positive reviews than negative
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GEN ZERS WANT TO WORK
SMARTER NOT HARDER
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Nearly half of Gen Z (44%) have worked in retail or grocery

65% of those who worked in retail or grocery work with reports

40% claim the reports they receive are too long and time consuming

An additional 60% found the reports they receive are irrelevant or overly complex
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To learn more about prescriptive analytics and how it can improve sales for retail, CPG, and grocery,
visit www.profitect.com.

The survey that produced all statistics in this infographic was commissioned by Profitect Inc., the leading prescriptive analytics provider for the
retail and CPG industries. The survey gathered opinions from more than 1,000 U.S. Generation Z (Gen Z) shoppers (ages 18-22).
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