
DECODING GEN Z ON 
THE MOVE



Inspiration Led By Fact. 

By 2035 Gen Z will be the largest and 
wealthiest generation.

  
Their estimated worth will be $74T



18 – 28 yrs.

Young adults of all identities.

• Exploring career passions and fit.

• Very nervous about AI taking over jobs.

• 49% say ‘normal’ working fall shorts of expectations.

• Expect empathy, flexibility, empowerment and 
acceptance.

• Understand hierarchy but see limited need for it in their 
work lives.  They want to have their voices 
acknowledged and be seen as valuable.

27% of the workplace.

Spent $984bn in 2024 in the US.

A third shop online everyday.

There is a window of 8s, possibly less, before 
they lose attention.  



• 64% spend time online using social media – 
at an average of 3hrs and 5mins each day 
(bear in mind that gaming is not considered 
to be social media). In total, the average 
amount of time spent online is 7hrs per day.

• For context, the average adult spends 4 
– 6 hrs online per day.

• It can be an artificial fine line….. It’s the 
what that differentiates.  

• First generation in 50+ years to see a greater 
divide and separation of culture and gender 
identities and behaviours.  Young men are 
leaning towards conservatism and more 
traditional values whereas women continue 
to focus on equality and acceptance of 
differences and cultural shifts.

• Gen Z travel on average 3 times a year – both 
‘repeat and return’ and new destinations.  



• 30% feel financially insecure.

• There is pressure to save but this is countered by the need to fully live 
and enjoy their time as unconstrained young adults.

• 55% distrust AI and Gen Z is generally slow for fully adopt and integrate it 
into their own lives.

• 57% use AI when shopping, at the same time keeping a watchful eye on what 
it is doing.

• 56% are more connected to content creators rather than influencers and 
media personalities. 

• 66% want more affordable options of clothing, white goods, furniture etc.

• Significant shift on being less worried about sustainability

• Shaping Culture.

• This is normative.  All generations have done this in one way or another.



Translating Facts Into Meaning
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Navigating Algorithmic Bubbles

Embrace AI but remain 
skeptical and alert 

Social media 
dominates but they 
quickly differentiate 

between what is real vs 
what is artifice

Platform engagement differs by 
gender: male =You Tube, Reddit, 

LinkedIn, Instagram; female = TikTok, 
Snapchat, Instagram, Facebook, 

Pinterest

No longer scroll – 
feeds are instant

Real experience lives 
comfortably alongside 

the virtual world

Create, curate, nurture 
and immerse 

themselves in their 
own communities.  
They are the own 
content creators.

Sense of safety and 
security, recognition, 
development stage 

and a common base 
from which to engage 

in the world

Content creators Hyper personalization 
is embraced 

Savvy and clued on

Perceptive and 
insightful view of news 

feeds and product 
offerings

Astute

Influencers do not rule 
their choices and are 

frequently seen as 
inauthentic

Easily assess and filter 
choices



• IRL and Touching Grass are genuine needs
• Connection
• Back to a sense of ‘what things should be’

• Breadth and depth of experiences
• Will engage in multiple experiences while in a destination / on 
a trip
• Not just about doing things, it’s about the feeling and memory 
and emotions

•  Key travel Motivations are Exploration and Social Energy
• Adventure also plays a role 

ACCUMULATION OF EXPERIENCES



Planned 
Spontaneity 

• Money smart and money poor
• Research and plan
• Word of mouth 
• Book the safe components of a 

trip – accommodation and 
transport

• Two behaviours:
• Arrive in a destination and wander 

(Google maps is only used if really 
necessary).  The unexplored, hidden 
gems, sense of discovery

• Vs. the big ticket items: good to know, 
may be considered, but only if there if 
there is the potential for a strong 
connection or a great experience

• Tech vs sensory vs people and 
place

• Repeat visits



What does this mean for my business? 

User Generated Content & IRL

WOM and Amplification

Leverage Your Employees

Gen Z Communities

Taking Motivations Further
Nighttime Events, Local Teaching, ticketing  

for opposites – NCI & kayaking

Solo Travel

Repeat Visitation

Destination Connectivity & 
Revenue Streams

Festivals

Food Exploration

Local & Authentic

Day Parts



Insightful  

Examples







Highlighting the safety net basics
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Safety Net Basics and Value



Social Energy- Curated events and festivals 



Social Energy:  Saatchi Music



Extending the day: Science Museum- Lates 
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Social Energy: Carlow 



Community Groups 



Seasonality



Unique Experiences 



Bringing a destination together.





Twilight Tours
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Leveraging demand: Atlantic Sea 

Kayaking
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Jill De Azevedo

Jill.deazevedo@failteireland.ie
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