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THE SPIRIT OF TODAY

MACRO-TRENDS

1

IMPLICATIONS
FOR BRANDS
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6 TRUTHS ABOUT GEN Z IN CHINA
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THE EXTRAORDINARY
“ORDINARY PEOPLE”
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QUIZ

ZIBKRAEBERIE?
Who does GEN Z aspire to be?
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i, — 1M A BHEERERAENA——
TAMMMNEBAENRAGABE —TMIREESR

GEN Z - a generation without a standard role model.
There is no longer a ‘template’ for their aspirations.
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GEN ZI3{AIENE CRIEBEB AL ?

If there is no template for success,
What do GEN Z aspire to be?
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But what do GEN Z mean by

“Ordmary Person”
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BIEMAIMEEA , BEE

"BREARA NEBA

Ordinary does NOT mean mediocre.
They aspire to be an ‘ordinary person’ who is ‘extraordinary’ in their own way

EWNEST , MEETEKRN
MHEZIZxR , HE®MTS

— @B FHlL , JTLA 55
Sl@EM & , ERHF

Like to show, but born in the countryside
Leaves become clothes,
field stem to be the runway
A phone, a couple of videos

Explode the network, go to the world.
15

opinions a particular
area can better rep emselves than
their consumption and career.

inll
iy

_‘;I:

¥ =Xy i
| 2% Uk H :
—RNTZ

—/R/NI5 A

3 N
H 3

‘Hlﬂ)’)d

ok

)

¥

P
K

don't have to be good at everything,
don't have to get a certificate,
As long as, A little talent

A little ingenuity McCANN
C
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EXKBUMMD X , BI =%
*x;?m”a’é , REBAXAEI

AEEFAHEBE—5F05 2

Most popular video partition,
funny, creepy, roast
It doesn't help at all
but

Isn't that what people live for?

SBEAEEHRE

uﬁﬁ : @%—Wy%

Excelling in what was once termed “meaningless” and “frivolous”
in society is now seen as meaningful.

Bilup=E _JL,LQEI
’F)J%FQIJ IR 74
= E ) , NG
7|<73—_—1‘ﬂm“ S

B rEZ ARk AiR

A viogger who can make anything by
hand that does not useful:
Hammer packs, gatling guns
Kitchen knife phone case...

What a “worthless man”.

Tnl'll

—aHEl —pEs

EEBHFNR
T L e
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REXEAANN , KA
e —mEfsHSPA.,

A wisp of setting sun , acloud
every romantic moment in every life
can be posted to share with
strangers.

Gathered here for nothing else, only
to experience a spiritual SPA.

McCANN
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EEANEERKE

SV

Leading an ordinary life also
means that “failure” is seen as
a positive thing.

o *
0%

of GEN Z in China agree
that today, failure is seen
as a positive thing

China All: 53%

McCANN
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TEAEBRKRSG

FH el IE AN
"BE5HR"

An ordinary life means

daily life is no longer secondary,
but has become the focus of life,
and they catch the opportunity to

“Rewrite Everyday”

SEHR |plog | iIEREE

McCANN

WORLDGROUP



EEEE  NHSZET
‘“Ideal Answer, Reference Only”

o TtLN
i :
A bR

NERETH BB EEE , AN EEEER LS S
| don’t need a standard answer for “How To Live” I will DIG n answer.
| have my own ANSWER.

19 McCANN
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th GEN Z?

wi

How can brand resonate

X Conventional “success”
X Strive to be the best

X ldeal life template

v Celebrate “ordinary”

v Allow failure
v Own pursui
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UNSCRIPTED
GENERATION
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o *
49 %

of GEN Z in China say they enjoy
cancelling plans

they’ve made

Global GEN Z: 38% @
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A GENERATION OF
SHORT COMMITMENT

24 McCANN
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RIS a2 ZIElME
E&ETEE’\J%@ A

Self-renewing identity
every few seconds

“Love fades”

“I am not the person I was one second ago”

Delete WeChat moments

McCANN
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ST "RR" T4sfER

The “feeling” of NOW weighs more than anything

M

P b VLA b Y A b Y AT O Y A

R& 3L

“Hype” culture

2 7TH ...
Ldéi‘j. 5 /I\Mﬂi going through 5 cities
R%E 6 iﬁ Iive Just to see 6 live shows

13717 Yo

Live experience
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the most proficien
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* RBEXI

C research g

N

Really need a new TV!!
How can | choose a
perfect one?

Let me take a look at the
online reviews via every
application | can find.

o rk”

5> be done | got too much information!
'+t warning!!!

42 McCANN

<5 WORLDGROUP



Hey! Can anyone recommend an
IEITS teacher to me? BTW, |
don’t like the “celebrity”.

Red is full of “soft ads”...I no
longer from there!

My daily fun is to read all kinds

of funny news and debate which

brands’ sponsored ads with my
coworkers .

They can accur
and stay immu

tect sponsored ads,
ds’ marketing

However... ANN

LDGROUP




INMKABGBHNBE T FXRESEKLEAET  WHE
My —EFA, RETABELBEEXRT. 37
— ML EEVREETRT —4, °

——Kiki, 21

. Spent a whole day reading all
these comments and reviews
trying to find a lotion, but end up

with buying nothing. One week
after, | just randomly picked one up
that | felt like at s

.‘l E -

moment.
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PRI

Attention!

XE8L

The Best! T

d 7 iXt) 8

You were me

EIERAREER
EESHREE

Interactive Communication

y EE PO

o v
P el Lo P

.
ATy

(=

o

e

IRESFABAE |

{r&EPEDating 7 il A ES
SARESLIO AT SS &Ik

B EZIE  (FREAEKE
B | BEPSEDRIR BT



IMPLICATIONS
FOR BRANDS
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each your audience at the right moment emotionally
through:

» ldentify emotional stimuli
- Embed into the content/consumer journey
* Digital mechanism optimization
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THE CONNECTION
PARADOX
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TAIZ=XM37 |, (B2 ERE
AHrEIIEGEN Z%5BRIERE AT

They enjoy independence, but also desire connection.
With the rise of new technology, GEN Z’s today have

discovered new ways for them to connect with each other.
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“QBREIRXXX , BAIREFR ! " |

“As long as you like XXX too, our friendship is true!”




"HEMRERE , T—1 8"

“Farewell to the heartbreaker, the next one’s much better”




"FERIEEHE , F1205 A—ES{EIL"

“"Do your homework with 200,000 people, anytime, anywhere"




HMFIEF , EHARTE"

“ 1 live with my doggo and date with my hazubendo ™




GEN Z{)FFEZ XM “(tit” JREXE

While GEN Z is pleased with this “Optimized” Connection

fERIPERE AR “AAR" &

Be around of “Friends” anytime

SRR AT —ER KRR

No effort needed to maintain a relationship

G

S8EEER A

Maximize the use of time

SEECH “IMEF"

Everyone has their ‘circle”

41

McCANN
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(BERAEZIERE S ——
XTFRIERE BRI B mETA] 7 ?

But if we dig deeper ——
Is this kind of connection really enough for them?

OOOOOOOOOO
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iR, IXESIRRAMIINESES

Yet, these habits are embded into their everyday life.

68% -

of Chinese GEN Z
prefer to socialize via
messaging apps on their
phones than in person

66% -

of Chinese GEN Z

- prefer to play video games
- with their friends as opposed
~ to meeting up in person

China All: 62% China All: 54%

McCANN
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e GENZ “fift’ MBS
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ess comes from GEN Z Optlmlzed the C0nneCt|On bUt mlssed
~ out on the opportunity. nd process of building
of deep mtlmacy deep intimacy, and; . of deep connectlon

o generates the lone nside
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E %3 =

GEN ZEFREFEXFAY

For GEN Z, a deep intimacy is ...

"B R R R S LA A BRI S
Al g R BleRg 1"

“‘sometimes | wish to have siblings like my
parents do, what a pity that | can’t”

IE]7

"TCHREEEBEAD

/2”4 ?‘Z

_IJ*EE | "L

_I/'

, (BEXEHI]) LR

]

FENFTERI R

“l do have lots of bros, yet not a sidekick”

McCANN
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GEN Z

=)

=Rex:

EFREXRL

For GEN Z, a deep intimacy is ...

BRI ER R EEEE S BRI
1HEK , eI B=AE 7"

“‘sometimes | wish to have siblings like my
parents do, what a pity that | can’t”

CERREIRERD , BT

I BB NHENTERI R

“l do have lots of bros, yet not a sidekick”

5

Yet

"TRRE AT, (BREFMHEEDS

AT

“Really wanna go out, but it’s hard to ask
first. Will | get refused?”

FIERAYLLET

2% FHIRIRIA)RT |, B

STBIERZEAY , BAS"

“I'm fine online, but what should | talk about with the girl |

like offline? Really wonder how others handle this”

McCANN

WORLDGROUP
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ANRFHESRIMIRGEN Z,

mhEBHSkA—MItE ,
HEAEZELIEXEXNENHEMERES |

BHMRMNBLREFREXR

When facing the lonely GEN Z in this ‘atomized’ society,
brands have the opportunity to become a medium

that helps create dialogues and emotional anchors
between consumers, and further facilitate the
establishment of deep intimacy.

McCANN

WORLDGROUP
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CRAVING TRUE
AUTHENTICITY
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AER, BBEA
He’s only
human.

B KBREABEIBPITR=

KHEIARM@BA | fthth 2B 5
ﬂﬂi‘EA S B O 4R :
BEETERLRZME LITE
d/i\g'iAEIJ:_:’rﬁielu\o

There is a kind of idol who is no
longer the puppet who only laughs.
He also makes mistakes and has his
own unique personality. Sometimes
he dares to express his dislike on
social networks.

54

AR, BEH

No preach,
gain knowledge

%J.I_?—%Z_—'—121RZE E0 &R E
NRNEZEATNHNEZER ,
ﬂﬂﬂ]l_:'.f)urﬂﬁﬂnﬁﬁlﬂﬁﬁ
E,#§&¥ B & & 7 BY
A A= T_ Tﬁa BL¥T % EI'J )
152 55 BBl BB i 7B , 1
H&zx?%ﬂl,\o

Academics are no longer just the
serious, far-off peds of the past. They
appear on various video sites, telling
jokes. We can also gain knowledge.

{1

P

AEH , AEE

Not silly not sweet,
don’t screw around

HEHHZETAR , B
=] —/l\*”HEI’J :
CHEBBNEZER LR

5" BAAEILH ﬁ/?k
XIpXiW, 78 E:L.

—y

Audiences no longer like the silly girl
image, they want to see an intelligent
female image with her own ideas,
even "malicious” is not an
exaggeration.

Handsome and cool, that's what

counts. McCANN

WORLDGROUP
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Real & Direct Narrate

1 ]
“Se =

(7 iy
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u}-"l,ﬁn 5& "Fl,$"

Humblebrag & Anti-humblebrag

m:ﬁ?sat%

AR AT PRI A
I W) M2 HE 69 L7, vgf;l' 3 z*
X, /(\;,‘,H-] 7, HTa)dP

R AR O a0
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’51' \r} :

RS

Z SMn&El &
Unconcealed attitude towards
advertising posts

Weibo Content

L 4
S s

TTMACH FARNRMIFRAF LR EEHP
J:RE>3 L

m PENREHIEXT

FI0S 05 05 18 05 08 18 05 05 08 A /72 b !

m BEBREN F MBOM! !

‘ >R OE (YE & .
RIS THRART! FIOHERET !

PYEMRPIE
Unconcealed attitude towards
retouched photos

5 R S 5

McCANN
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S50, WHAT DOES THIS MEAN FOR BRANDS?

OOOOOOOOOO
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MRS et EmhiEVSiEERNHENENE

Behind the phenomenon is a flip in the discourse of brands vs. consumers

miEAe
Brand Role




S ERNHIaEE RN ESERNSEDS

M LEEAE , BRNERANEHISG
&$!#%

=0 miESEAEER RO e

BlEXEWFLIR

1§ ;LZ {ﬁ zj % ﬁJg E IE",' ? ﬁT@ : ﬂBEﬁ'f’fﬁ HRIEFEE fmﬁﬂgfﬁﬁékﬁﬁﬁﬂﬂﬁ
Yes, brands intend to create AAIE , ZEFENGZEAERIET .

“We don’t need your soul soother any more. *

wonderful aspirations for consumers,
but are they real/relatable enough?

- FmhERM R FEREEmhEED , R
(  HEZARFRNED , EFFONER | (BES

ITEEWGEN ZEg T T e
Re-establish standards by GEN Z ER905 ? RS

Really?

)

“BiAFZ A slogan , (BRAMTELEES, Wit &SH%
mEHE2E LRREOShe. -

“l agree with this slogan, but this implementation is not

58 * =k ETF KK e

convincing. | think the brand is just shouting slogans.” McCANN



‘BIAEREEMEZSTE ,
HERELImE. ”
Ads being hypocritical is not a

serious concern to me, yet |
feel bored with them.

—— YILIN, 22

McCANN

WORLDGROUP
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GEN ZHBZREUESFENETSSENADMMBNNER,
o2 E R AR T R IRAE A I -
ANEREESMNARTE

MiNEE AR KA KT ORAS.

More than ever,
Chinese GEN Z expect brands to represent their lives in a more authentic me

Portraying the real challenges they face in life accurately;
And potentially stepping up to alleviate these issues with their voice.

For example:

Presenting a more anti-template image of a flawed persona;
Communicating in a straightforward or even self-mocking way;

And growing up with consumers instead of teaching them how to behave.

r\/-;,s% :"kﬂ\

T
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VOTING WITH WALLETS
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93%

of GEN Z in China agreed that they
have the power to influence a
global brand’'s actions and
behaviors for the better

Global GEN Z: 74%

RRRRRRRR



HBRRIZIIAAY

A generation that takes a stand with t

1%FITIR . IR

Voting with money for STad NS Purchasing to support
talent shows - acelebrity

BHESENKR

WHEehmRE?
REITIER S it

R ‘= o)
PEERER. PBE@EiD B EH -

_ ol || pumeTensEcHD SEMER
ek X 72" ’ FISTELR B EE

"reward and vote"
for their favorite idols

Fans pay for idol-related products
to prove their commercial value

Express support for
original content by paying
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ZEaP - AR R

They enjoy giving feedbacks

PERNISERRT RGO ZMAINEE. 72%
E’Jxlﬁ%%? At ]fz'“‘ﬂ iﬁ%h{»uiu , MZBK
— IR E40%,

SikER , #0180, 90FEW SRt | EE =
AENZE  SEFEEREEFHNEEIEE~HAIK
O s = i

o
V5
nm

72% of GEN Z respondents said that they always share
their thoughts and provide feedback, whereas this ratio
is only 40% globally.

Meanwhile, over half of the GEN Z will leave comments
on brands’ websites. Instead of just share reviews on
retailers’ websites like what the previous generations
always do.

IR

e S

McCANN

WORLDGROUP
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i 22 A st - 1L 61

And welcome brands who they can co-create with.

1552 73 & 0 iR F a9 €Y

Campaign

WS SOKEIENMEE

lL LL!»M!!!‘L‘ g!g!

Celebrities As Promoters

Become a hot topic

»

ICK=5= =
The 1st Goes Into Production

Mc

WO

CANN
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of GEN Z in China
said they would spend more
on a brand that supports an
issue they care about

Global GEN Z: 68%

o *
%
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mhiERSABRMEFslogan,

EA—17A , BBRWHEIMA—MES

A brand's statement is no longer limited to slogans,
any behavior will be perceived as declaring a position by consumers

REA

Endorsement

A& Eic 2 H ik ¥
2 15
1918 7R 1% if & i 5] Az i)
HMEZBOFERNE ,
SIZRHERAANH.
miERZAEH
HTERNRS.

A well-known laptop brand invited
a Chinese talk show actor to endorse
But the brand had to withdraw its
endorsement because it was thought to
have caused controversy by provoking the
topic of confrontation between the sexes

68

Radl®

Financial Advertising

EHEaBBRMATT
EBETPMTAZRII S mER
EREUMESENBN &
Wﬁﬁﬁﬁu
BliE+oE8=
5| & B EF
ERAGAE.

A well-known Chinese personal financial
business brand apologized
for the serious value problems of financial
advertising on short video platforms

Y 15

Sensitive topics

HGenZGEREM
WmYES
EEE 5%
AEETHASR
WRBREIMBEEBHRE ,
ZE . Z21TmBES
RIFS5HSE.

A Genz highly aggregated video
platform causes disputes because its
pop-up ads involve content that does

not respect women.
After that, several brands announced
the termination of their cooperation.

McCANN

WORLDGROUP
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"BWHLEICKE ERMBABHUALEE  EERRERETR
BEFREESHESME, HRE "S=2E5Y 0N "SiT8—"

Incumbent brands are bound to live under the supervision from society
and general public. Whether or not a brand can sustain its affinity and
preference in the long run rests on how the brand performs in
undertaking more social responsibilities and implementing initiatives
to match its rhetoric that is more than peddling.
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THE MODERN PATRIOT
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ate their national sense of pric
oints, higher than other age

$193739.38% (#1053 )
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hat GEN Z exactly passmnate a

when
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ERIUKL : E#/ZE
=& WmITREAIHE ?

The current situation of Guo Chao Yom o AN r— ol
#1: Guo Chao/Patriotism S ﬁﬁg&?‘ [T
= Love the stitching of the visual
elements in Chinese style?

i

IMISBHVE,

-
| wiee 'F%

74 | | \ & /\,._\\’{\) ,é J:! -
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Bl AETURITRERNERENX
M2 MR XS P E AR S E R

Truth #1: Don’t get stuck in the “borrowlism"” of visual elements,
but to respect and to insight from the depths of Chinese culture

IEEEREEX A ?

Have fun with homophony

Al EEdmhE LSS KE
WHRXINS “H8i° NEZARE,
BEIESNANBNFIRNBES.
BAHFER “H#" BRRIXEFRTEIXEA ,

‘B FNREPEERFE,

Inspired by the famous star’s love of
the Chinese nickname "Pickled Pepper",
the world-renowned sports brand combines
Chinese characters with English through homophony.
The "spicy" taste of pickled peppers is linked to the star's team,

and the word "spicy" is also very characteristic of Chinese cuisine.

,,'39.?' =PGs

OOOOOOOOOO
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EHEIIR2 : B/ EE
=& BHRNXMN?

The current situation of Guo Chao #2:
Guo Chao/Patriotism
= Love Chinese traditional culture?

WE
Forbidden City

FRREIMES
Monkey King

RRRRRRRR



HH2 : ARETIER/M2ER
M ARSI AU BERY G IUER

Truth #2: Do not stick to the tradition, but looking forward
to the representative pioneer of modern civilization

=] 2 s g > =l
x| 1= LRy MmiT=ER AT I EZF
Chinese comic & animation Leading technology Popular food New Chinese style

77 McCAC[\lN

WORLDGROUP



FRERE FL°

|l love China, | w

=PREARE

Chinese must |

ERIR3 : B/ BE
=Z BIBEMINAKXRSE ?

The current situation of Guo Chao #3:
Guo Chao/Patriotism

= Love grand narrative with sensational
speech and praise?

McCANN
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B1H3 | AT IBMEAAE ARSE

MEFEME. . BRHNHRERNE

Truth #3: Do not stick to the sensational speech and praise, but expecting

daily stories with a rational, neutral and light-hearted narrative

T E 1S At AE RIS K 2

Can city ads be funny?

MAOAE ,

MBE R AR RS RkED
A BB TELNAI
i BRI R 7
RieSHERRR
Rk EB Az =R

Look at it differently,

Chengdu from the perspective of a
Japanese friend
In a Japanese way
It's on display
At ease and in style
79 Chengdu image

ERRBRESAGES ?

linking BBQ to human?

S IR304 M T
500% R I FE i
AREBEX—HEHHIER
IR ENRE
R I 5 15 B R E 3 1L
EHIFERER

30 cities to explore
More than 500 barbecue stalls
Use kebabs as a daily shack
Connecting the whole of China
Show the local barbecue culture
Go into the homes of ordinary people

"SI AR TR 4% ERY IR AT
A—tf , BRZEEIEZEREIE
/Y, ”

I'm different from those hot-

blooded patriotic netizens.

I’m quite rational.
——Le, 24

OOOOOOOOOO
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"8 ASEBHSH , 5 E% IR E LR

RBERROXATE , BHHREeES ;

A, "EE” FLEF "3  RMEENFENRENEERERE,
CESUEET H RREERL" MEETRE T,




6 TRUTHS ABOUT GEN Z IN CHINA
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