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T-shaped business marketers, sales
experts, project managers, and pricing
experts.
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We empower companies in their innovation journey,
from strategy to launch
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Introducing tonight’s speakers!

Stefanie Daems Sissi Dierckxsens

Innovation Competence Lead Consultant
Senior Consultant

The House of Marketing The House of Marketing



“Employee experience is the next
battlefield that customer experience is
going to be won on.”

- Saari Gardner, Executive Vice
President of CX at DHG



These new generations are the customer and
employee of tomorrow.




Business model

Customer value proposition
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Communication & channel
strategy
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Revenue structures e.g. subscription models, self-service

Personalization, customization, social responsibilty

Values, platforms & media

Digital first, Al, VR, etc.



Organization

Compensation

Benefits

Career

Culture

Salary, pay raise, bonuses, fairness

Time off, health, flexible work policy

Promotion, education, training & coaching

Mission, values, mindset, collaboration
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All the generations

BABY BOOMERS GENERATION X GENERATION Y GENERATION Z GENERATION a
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Gen Z

Born 1997 - 2010

Charactaristics
@ Global Highly educated

% | Tech-Savy Entrepreneurs

b Dot com kids

Other labels
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Iconic toy

2.56 Billion

Or one third of the global population

360 Billion

Purchasing power

By 2030

34%

40%

Music Device

Of the global
workforce will be

Gen Z

Of Gen Z in
Belgium is
saving to buy a
house one day



Gen Alpha

Born 2010-2025

Characteristics

@ Global Socially conscious

% | Digital Visual Hyperconnected

.

b Covid Generation

Other labels

Population of

2.2 Billion

By 2025

2,740,000

are born each week

Iconic toy
e
O
)
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By 2030

1%

30%

Music Device

Of the global
workforce will be

Gen Alpha

Will have a job
that doesn’t

exist yet
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What are their needs?
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What Gen Z values
March 2023

Mental health

The environment/climate
change & sustainability

Racial & gender equality

Ethical labor practices 42%

LGBTQ+ rights 26%

Civic engagement/political
activism

20%

*Note: Ages 16-26
Source: ICSC & Big Village “The rise of the Gen 2 consumer’, June 7, 2025

47%

47%

53%
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Time for win-win-win

Brands are transitioning from a traditional win-win
mindset to a more holistic win-win-win approach
that benefits the customer, the company, and
society as a whole.

Customer Company

®

®

/ \

®-®

Society
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Time for win-win-win

alue creation

alue proposition

alue deliver

People, planet, profit

Key partners \ Key activities — —

Key resources

Value proposition

° ° l::-u e gy
Customer relationship Customer segments .-

Channels

Cost structure

Revenue streams =

ESG cost

What ESG costs is this business model causing?
What key resources are non-renewable?
What key activities use a lot of resources?

Eb

ESG benefits

®

\
What ESG benefits is this business model generating? ®-®
Who is benefiting?
Can we include the benefits in the value proposition?
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Diversity and inclusion are more than age,
religion, gender, race, physical ability. It's also
about how different point of views are
accepted and valued. This shifting view Is also
known as coghnitive diversity.

- Deloitte “Understanding Gen Z" in
the workplace research



Diversity, equity & inclusion (DEI)

According to a Monster poll, 83% of Gen-Z
respondents said they consider an employer's
commitment to diversity and inclusion when
deciding where to work.

Source: Forbes, Attracting & Retaining Gen Z through Diversity and Inclusion


https://hiring.monster.com/resources/workforce-management/diversity-in-the-workplace/workforce-diversity-for-millennials
https://hiring.monster.com/resources/workforce-management/diversity-in-the-workplace/workforce-diversity-for-millennials

mastercard




Organization



Diversity, equity & inclusion (DEI)

According to the study, DEI programs enhance
organizations' competitive position, agility, innovation,
and brand perception. The study also shows, as you
would expect, that the maturity level of DEI programs
matters, as organizations with the most mature
programs experience the highest returns on their

investment.

75% of leaders saw their DEI investments as having a very positive impact on
their business's competitive position & brand perception.

Source: Amazon AWS, A Mature Approach to Diversity, Equity, and Inclusion Delivers Real Results

Customer
experience
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“At the core of the wants and needs of this
generation Is a feeling of safety and security,
the protection of our mental and emotional
well-being.”

- Andrew Roth, CEO and founder of
dcdx
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Health

Because Gen-Z is more open to communicating mental
health issues, it has become increasingly important that
brands also be open to communicating their commitment to
self-care. In fact, according to YPulse data, 71% of Gen-Z
consumers like it when brands make mental health a part of
their marketing and messaging. Gen Zers appreciate brands
that are passionate and genuinely stand for something.

Source: Forbes, The Rise Of Mental Health Awareness Armong Gen---What This
Means For Brand Marketing, 2025

Customer
Experience
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C: [ Business Percent of respondents coming to Calm for help with sleep

0% 20% 40% 60% 80%

Every generation
needs a good =
night’s sleep o

© Genz @ Millennial @ GenX Boomer

Source: Caim, 2023 Workplace Meaental Health Trends Report
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Health

Gen Z often gets labelled as lazy. They coined the term
‘quiet quitting’. Rather than workers quitting jobs, they
are quitting the idea of going above and beyond. Doing
the bare minimum and putting in no more time effort
or enthusiasm than necessary. While the quiet quitting
trend has gotten a bad reputation, often the underlying
reasons revolve around the need for people to set
better boundaries, which can help them create a
healthier work-life balance.

Source: 1Ofice 2023



Case CIlCIn m|nd Organization

alanmind Discover the mobile app  Log in Contact Us EN v

Care for your team'’s
mental health. Simply
and completely.

Alan Mind allows you to raise awareness about mental health among
employees and managers and support those need it through training,
individual therapy, coaching sessions, and a 100% personalized
application. Check-in on their wellbeing and engagement!
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Case alanmind

Organization

A Guided & Personalized
Experience

200+ personalized exercises
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Morning, Bobby'!

O 232 ot of 400
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Start day 1 of your plan

Find the right expert for you e

Individual Support

20+ experts, no waitlist

Experts

(\ Alan Mind L8
. '

ﬁ Margaux Chabbert
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Masterclass Videos

15+ video courses to make real

progress

Mind Masterclass

' A Chompion’s Approach

\‘?ﬁ to Mental Health

- B Mostercion videos
Featured
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Anxiety?
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“Gen Z & Alpha are growing up in a world of climate change, pollution,
and plastic waste, and they are acutely aware of the impact that
humans are having on the environment. As a result, Gen Z has a
strong commitment to sustainability, with 82% expressing concern
about the state of the planet.”

- Jodie Shaw, "Why Gen Z Values
Sustainability”



Sustainability

A 2023 Global Voices survey reveals the impact of brand
sustainability on consumer shopping habits from different age
demographics. Results confirmed it remains an important
decision-making tool with 60% of Generation Z and alpha
shopper declining to purchase form brand perceived as
environmentally unsustainable, and more than 2/3 of
Millennial shoppers spending more on a product because of a
brand’s sustainable practices

Customer
Experience
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WAYMO ONE

Meet Waymo One”

The world’s first autonomous

ride-hailing service

@ Be one of the first

e

2

Available
24/7

Day or night, we'll get you where
you need to go.

ERS)

Operating in
multiple cities

Ride in San Francisco or Phoenix.

Los Angeles and Austin coming
soon.

An experience
second to none

Convenient. Consistent. Safe.

A sustainable
way to move

Fully electric, powered by 100%
renewable energy.



Sustainability

Gen Z expects corporations to take significant steps towards
environmental sustainability. Over half of Gen Zs (55%) say they
research a brand’s environmental impact and policies before
accepting a job offer. One in six Gen Zs (17%) say they have
changed jobs or sectors due to climate concerns, with a
further 25% of Gen Zs saying they plan to do so in future. They
also see a critical role for employers to provide the necessary
skills training to prepare the workforce for the transition to a low-
carbon economy.
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La Mer Blue Heart Benelux

Follow us on our journey to a cleaner North Sea.
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While Gen Zers expect falr compensation for their work

liIke any other generation, they also expect greater
transparency and authenticity from their employers.

They will pressure employers to establish a company's
purpose in a way that contributes to a better society

and prioritize a company's purpose along with profits.

- Deloitte “Understanding Gen Z" in
the workplace research



Authenticity

“They're definitely looking for more meaningful work,”
But they've also been exposed to hew ways of working
as they watched their parents’ careers change over the
pandemic. When they talk about what their goals are
and the kind of workplaces that they want to be in,

they want flexibility.

Source: Shopily research Winning Over CGen Aloha. What Brands Need 7o Do Now, 20235



40% of Gen Z workers are combining at least 2
roles. Enter the side hustle generation.




Authenticity

73% of Gen Z & Alpa buy or advocate for brands
based on their beliefs and values. Before making a
ourchase, they are more likely to research a brand's
nistory, values, and practices, and are often influenced
Oy peer reviews and soclal media presence.
Emphasizing authenticity in your brand can create a
powerful connection with this generation, inspiring
them to become loyal customers.

Customer
experience


https://www.edelman.com/trust/2022-trust-barometer/special-report-new-cascade-of-influence

Retouching
her face also
crops her
confidence.

}'s vonder 1 I epf of beauty
and elt teem are listorted
lelp re [ th iamag | ( |

Dove.com/confidence
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Community

Another trend driven by the digital inclinations of Gen Z and
Alpha is the rise of online communities and peer-to-peer
support. These generations often turn to social media,
forums, and review sites to seek advice and
recommendations from their peers. Recognizing this behavior,
businesses can facilitate and engage with these online
communities to provide additional support, gather feedback,
and foster brand advocacy.

Source: Linkedin, Digital Natives Redelining Customer Experiences. The
Impact of Gen ./ and Aloha, 20235

Customer
Experience
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© spotify dx X

All that listening added

up.

In 2022, your total play time was
63,901 minutes. That’s more than 65%
of other listeners in New York City.

My Minutes Listened

63,901

That’s more than 65% of other listeners
in New York City.

@ Spotify SPOTIFY.COM/WRAPPED

Send Message Qv

You liked these artists so
much, we put them on
the cover of a magazine

Kind of.

e Spotify (]x X

Your Top Artists

1 Harry Styles
2 Rosalia

3 Post Malone
4 charli xcx

5 Mitski

@ Share this story
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Community

The more connected a generation is, the more lonely it is. While
this is the most connected generation with technology, social
media, and smartphones, Gen Z is also among the most
Isolated. Among workers aged 18-22 ... 73% report sometimes or
always feeling alone. Most Gen Z employees only know remote
or hybrid ways of life. While autonomy of choice has been
proven to increase employee engagement, you must also
create opportunities for in-person interactions that will forge
deep connections.”

Source: Harvard Business Review, Helping Cen / Employees Find Therr Place
at Work 2023
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Junior Marketing Consultant at The House of ..
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Last Monday, | started my professional career at The House of Marketing as a
Junior Marketing Consultant. After going on our Immersion Camp where we got
trainings on various topics and worked on a case for Kom op tegen Kanker (vzw),
| am completely ready for the first real week at the office.

) Morgane Lambeens - 2¢ + Volgen ...

| am looking forward to working on interesting projects and am curious for what
the future hoids!

C@O Michelie Thewissen en 60 anderen TR
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How do we
engage them?
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Social media

amonst Gen Z
& Alpha

Top 3 platforms

@ Snapchat

'@' Instagram

(J. TikTok

TikTok

New kids on the block

II::::EE::i:Il|Ili!|!%!!!!|l

8 hours

a day are spent
surfing the
INternet

7.2 secC

attention span

Watch

2X

as much video content as
any other generation

/N



casual fashion bright colors

. T B

<71 For You

5 strikesocial




Gaming and virtual worlds

One thing savvy marketers have not lost sight of is that
gaming is not just a great way to connect with their
current consumers, it is also the gateway to Gen Z
and beyond. Having been born into the worlds of
Fortnite and Roblox, Gen Alpha will inhabit both virtual
and physical spaces. Gaming is the first step in
connecting with audiences who will eventually straddle
both worlds.

Source: IAB Conference Gaming Is A Gateway 7o
Cen ZAnd Gen Aloha, 2023









Gaming & virtual worlds for the organization

“For Gen Z, a population that grew up in games, it is
normal to apply for a job in a game. According to
research, they can also be more themselves than in
the real world. Whether that's a good or bad thing is
up to you to decide.”

Pieter Van Leugenhagen,
Co-founder of Yondr
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Keep in mind....

Self-service

Voice technology
Personalization at scale
Generative Al
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At The House of Marketing we apply a pragmatic approach that combines value
creation in your innovation process with structural improvements recommended by
our organizational design experts

Product or service
inNnovation

ldea

generation Optimized customer

We help you build the products and experience

services of tomorrow

. Validated customer
Innovation

needs
Go-to-market
strategies
é ¢ é
While ensuring strong roots and a : Talent redraft
: Audit

solid structure
Org.anlzatlonal Structure Processes & tools
design RACI



Through our expertise we deliver in
4 types of business models

Temporarily fill an open Get a dynamic team of Achieve new levels of in-house Longterm partnership to

position or reinforce your specialists with excellence with practical, supercharge your marketing
marketing team with specific complementary skills, ready to hands-on training from performance with a
expertise. tackle your challenge. specialists in one of our five complementary team from
domains. different hubs.




On your way home think about following questions

Is your organization actively conducting research
to understand the evolving preferences, values, and
behaviors of Gen Z and Alpha?

What initiatives are you putting in place to future
proof your offering and business model in 20247

How is it reflected in your communication
(employer) branding efforts ?

Are you fostering a culture of innovation and

adopting agile methodologies to adapt to
changing needs & technology?



Thank you for
your time!

ADM inspiration session

Let's get started
Reach out!

Stefanie Daems

stefanie.daems@thom.eu

Eline Khancheh Zar Sissi Dierckxsens

eline.khancheh.zar@thom.eu sissi.dierckxsens@thom.eu



