
How to sell skincare to the next generation.

Marketing 
to Gen Z 





Millennials are getting older and now 
marketers are looking towards the young-
er cohort, generation Z. The age range 
for this group typically starts at 1996 and 
continues into the 2000s, but experts 
haven’t nailed down a specific age range; 
they are an emerging generation with 
some still being babies. But understand-
ing this demographic and learning how 
to market to them, will be crucial for any 
company’s future. 

This report will tell you, based on our 
research from interviews to studies, 
how to market skin care and beauty 
products to generation Z. We will 
give you the insights on the story of 
this generation, and the role of social 
media in their lives. Then we will 
connect these defining aspects of this 
generation to tactics for selling skin 
care to them. 

Because Generation Z is digital 
natives, social media plays a large 
role in their lives. Their identities 
are documented online, including 
their personal appearance; gen 
z spend and work harder to look 
good. But companies have to work 
hard to get their message across. 
More than ever, companies have 
to compete against a lot of noise. 
This requires a specific strategy to 
increase sales for skin care. 

TL;DR

The low down
Before you want to sell to gen Z, here’s what 

you should know:

•This generation is strategic on social media.

•Their attention span is 8 seconds. To adapt 

to an overstimulating environment, they have 

learned how to filter out information. They 

curate their experience. 

•They value their community, family, and 

friends. Gen Z seeks the familiar. And this has 

an impact on their decision-making.

•Because gen Zers have come of age during a 

recession, they are much more worried about 

money.

•This group believes that everybody should 

have freedom to do each they wish. Gen Zers 

prefer not to hash out differences, and rather 

quietly accept them.  

•Because of this, they are open to diversity. 

Representation of gender, race, and sexuality 

are considered important to this cohort. 

•Generation Z, like generations in the past 

that have struggled, uses entertainment to 

escape. 

•They have many choices when shopping. 

Have access to big box stores as well as online 

retailers. With so many options, so they ex-

pect innovation. 

• Due to a pressure to succeed, gen Zers buy 

products that are convenient to save time. 

• Like their gen X parents, they are very indi-

vidualistic and cynical. 

• Gen Z will want to buy from brands they 

contribute to. They like to interact and engage 

with brands. 



Growing up during the great recession and after 
9/11 has made this generation, pragmatic, prac-
tical and self-reliant. This group are more risk-
averse than their millennial predecessors and 
value family, routine and their community. They 
are also very worried about money. And unlike 
Millennials, this group likes the familiarity and 
comfort. Having not known a time before social 
media, gen Z are considered “digital 
natives”. The social lives of this generation 
are intrinsically linked to social media. Young 
people feel immense pressure to manage their 
online presence, balancing fitting in while 
standing out. They have to maintain their social 
circle, while thinking about potential employers 
looking at their digital footprint. Making a post 
for this cohort has to be strategic and be aligned 
with their brand. Being digital natives has also 
shaped their attention span as well. 
A study from the National Center for Biotechnol-
ogy Information suggests that gen Z’s attention 
spans have shrunk to 8 seconds. But they also 
say they have adapted to quickly sort through 
and assess enormous amounts of information. 
They know how to curate and carefully filter out 
unnecessary info. Without a lot of time, they are 
highly critical of people trying to sell to them. 

A desire for familiarity and being constantly 
connected influences how they seek information. 
The social circle for generation Z highly influ-
ences their behaviour. Wanting to be desired has 
also influenced this generation to avoid conflict. 
They would rather accept differences of opinion, 
rather than openly debating. This has made them 
proud to say they are more open-minded; they 
prize respectfulness of differences. 
An attitude that accepts everyone has allowed for 
this generation to be more inclusive. 

Generation Z is more progressive than any previ-
ous generation. Gender and sexual identity have 
become more fluid. This social shift changes the 
landscape for marketing skincare and beauty. 
Marketing beauty products to generation Z will 
require a fair amount of analysis and expertise 
to make sure brands can connect successfully to 
this age group. Marketers, content creators, jour-
nalists and anyone trying to sell to this genera-
tion needs the data to be successful.

Gen Z’s 
Story
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Risk-Taking

Optimistic

Idealistic

Pragmatic. 



As the oldest members of this gen-
eration are now leaving high school, 
they are entering a different world. 
In 10 years, society has changed. This 
generation has come of age during the 
great recession. They have watched 
their parents struggle to keep their 
jobs and pay their bills. They have 
watched social inequality rise, tuition 
rates rise and unemployment rise. 
The kids of gen Z have watched mil-
lennials carry the burden of student 
debt to enter an economy with a lack 
of jobs.  And they are afraid of the 
same thing happening to them. They 
are worried about money. 

The changes in society have affected 
their home life as well. This is Gen-
eration Z are the kids of Gen X, who 
were a small, jaded group who were 
anti-establishment. Generation X 
had less options than baby boomers.  
Generation X parents, compared to 
baby boomers are extra concerned 
about safety. They’ve raised families 
in a more uncertain world. And this 
has affected their children. A stark 
contrast to millennials, they value 
their community and like the famil-
iar. The opinions of their friends 
and families are influential in their 
decision-making. 

To navigate an uncertain job market, 
and an unequal society, the members 
of gen Z are pragmatic; they don’t 
take risks. They work hard in school 
and focus on STEM subjects. Because 
they see world full of problems they 
have to fix. 

Millennial’s Optimism 
is replaced by Gen Z’s 
Pragmatism. 



Generation Z has grown up with social media, 
but they have watched Millennials fumble with 
it. As millennials came of age, they have seen the 
mistakes they’ve made with their digital 
footprint. They observed millennials lose jobs, or 
end up in the news for the wrong reasons. This 
has made gen z very strategic about social media.
Being tactical about how they use social media, 
also puts pressure on them. Members of this 
cohort face stress to manage their brand to fit in, 
as well as stand out. To minimize controversy 
and conflict, they curate different social media 
personas in order to please each audience. 

YouTube is the main platform for this 
generation, 93% of gen Zers say they visit 
YouTube at least once a week and 54% 
visit multiple times per day. Compare this 
to 63% of gen zers visit Facebook weekly 
and only 38% times per day. They also 
visited Twitter (26%), Google (26%) and 
Instagram (22%).

Beauty communities are influential 
when customers make decisions about 
skincare. They are a way that customers 
share advice, give products ratings and 
provide tips to each other. The market 
can be overwhelming, so beauty com-
munities create a space for customers to 
help one another. It also provides data 
to companies who are creating products. 
Users give their feedback about prod-
ucts, which helps skin care companies 
create future products.
And the majority of gen z engage with 
this community, with 60% of the mem-
bers of this generation who share their 
knowledge with others and 55% like to 
share their opinion with others. They 
like to contribute to communities be-
cause it’s entertaining and fun and they 
like to try new things.

Junior Social Media 
Strategists

Social Media Stats

Online Communities YouTube is the most 
influencial for this cohort

Digital Natives

Generation Z is labeled as digital natives. This group don’t remember a time before the internet and 
particular, social media. Constantly connected, technology plays a heavy role in their lives. Platforms 
such as Facebook, Instagram, Twitter and Tumblr has been the places where they’ve to grow their 
friendships. Their personal lives are entwined with their use of technology.



Brittnee Miranda
18 year old public relations student 
at Humber

1. What social media accounts do you 
have?

I have over 5 social media accounts which I use 
daily and am frequently active in. I have Snap-
chat, Instagram, Facebook, Twitter and Tumblr. I 
have other online social platforms such as You-
Tube, tinder and Pinterest, etc.

2. Do you like to use social media?

Like any other 18 year old, I live by social media. 
I use it every single day; whenever I get a chance 
you'll be able to find me scrolling through Twitter 
or updating my Snapchat story.

3. When you post, do you feel like there 
are rules that you have to follow? Like 
for example, on Instagram you can’t post 
more than one photo in one day. Or no one 
posts status updates on Facebook any-
more.

Most definitely there are rules to follow with any 
social media account. It may sound superficial 
but the truth is every teenager puts out a front, we 
try to be something we know where not on social 
media. Some social media accounts are less strict 
and superficial than others. Take into account 
Instagram, some basic rules are: Don't like your 
own photos, don’t post twice a day (unless you're 
a celebrity) and never hashtag more than three 
times. If you want to be 
superficial, you don't reply to comments and you 
always need to have more followers than you are 
following. Other platforms such as Twitter are 
less strict but still have some rules.  Much like 
Instagram you never want to like your own posts, 
post too many selfies, or post things on your feed 

4. Would you say that managing your social 
media is like managing a brand? In other 
words, do you feel that you have to be 
strategic when you post? For example, 
would you not post a photo because it’s, 
“not on brand”?

I’ve always thought of social media in that way, 
the brand though is me. I want to post and make 
public on my social media accounts things that I 
feel gives people a positive idea of who I am, and 
what I stand for. I wouldn’t ever post something 
that would tarnish my personality of people’s 
outlooks on me.

6. Scientists say that your generation has 
an 8 second attention span, do you think 
that’s a bad thing or a good thing?
I like to be optimistic about everything, so I think 
having an 8 second attention span is a good thing. 
Even though it will have many bad effects I think 
by having an 8 second attention span means you 
are able to dwell less on unneccesary things and 
multitask more. 
7. Do you use beauty products such as 
skincare and cosmetics?
Yes I do use makeup and skincare products. Both 
of which I use daily, and love doing.
8. Are you involved at all in any beau-
ty communities online? Such as Reddit, 
Makeupalley or YouTube?
Like most beauty junkies such as myself, I love 
using Youtube and Instagram to stay up on the 
latest trends in the makeup community. On occa-
sion I will check my beauty group on Facebook, 
but thats about it.
9. Where do you find out about new prod-
ucts?
Like mentioned above, I enjoy using YouTube 
and Instagram to stay on top in the makeup 
community. Whether it be the new way to apply 
your foundation or the newest highlighter on the 
market, those two social media platforms are the 
best at always being in the ‘know’.
10. How do you discover new products? 
Friends, Social Media Influencers, YouTu-
bers, Stores, Online Communities etc.
 I find and discover new products in many differ-
ent ways. Whether it be through t.v ads, youtube 
videos, shopping at Sephora, social media, family 
and sometimes even at times through customers 
and employees.
11. Do you watch beauty tutorials on You-
Tube?
Youtube is by far my favourite way to keep up on 
the beauty trends. I’m currently subscribed to 
over 200 people on YouTube 80% of which are 
all beauty and lifestyle related content creators. I 
watch them religiously, but only for pure enter-
tainment reasons. I enjoy watching beauty videos 
and have been since the age of 10.



Buying Power

Changing Views

This connected generation has spending power, and 
according to the report by IBM called Uniquely 
Generation Z, they spent 829.5 billion in 2015. 
Because they have access to information, they are 
influential in their family’s spending habits. They also 
75% of gen Zers spend more than half of their 
monthly income. 

Although they spend a lot, they are practical about 
what they buy. The majority of them still shop in 
brick-and-mortar stores. They stick to buying 
products for basic needs, going to practical items.
Money plays a large role for them for their decision 
making. A majority of them at one point want to own 
a business and many of them are considering not 
completing a degree. They are going to work right 
after high school. 

Changing Views

Attitudes around gender and sexuality identity have 
become more accepting with generation Z. Norms are 
changing about what boys and girls can do. Over a third 
of gen Zers don’t think that gender defines a person as 
much as it used to. This non-binary approach to gender 
includes how they buy as well. They shop in either the 
men’s or women’s section. They don’t think about gender 
when they buy perfumes. 

This includes skin care. The men’s skin care industry has 
grown in the last five years at a steady rate, climbing to 
sales of $4.4 billion, accounting for 21% of market share. 
Companies are taking note and creating campaigns 
based on this. For example, Covergirl’s latest brand 
ambassador is actually a cover boy. James Charles, a 17-
year- old boy who became famous on social media for his 
make-up tutorials, has been the head of their campaign. 
This was a first for the company. 



What this means for skincare. 

The skincare and beauty industry have potential to 
be wildly successful with generation Z; if marketed 
properly. This is for many reasons. Generation Z cares 
about their image. They are open-minded to gender and 
sexuality, which opens up another demographic. A shift 
that companies have to continue to adapt to.  Genera-
tion Z engages with online communities, creating and 
consuming content. This gives marketers data is work 
with. Social media content like this gives platforms and 
methods for companies to sell their products, if they do 
it strategically. 

But to successfully market skin care to this generation, 
a campaign must take into consideration all the ele-
ments of this generation. They are social-media savvy. 
They care about their image. And they are open to 
different ideas about gender and sexuality. But they like 
the familiar, are worried about money and quite conser-
vative when it comes to their decision making. This has 
to be taken into account when creating content to that 
markets skin care products. 



Strategies

Based on our research these are our recommen-
dations for campaign strategies. As we know in 
communications, nothing is black and white. 
But what we suggest is to take into account every 
aspect of this generation, and here is a list of sug-
gestions we have to market to Gen Z:

• For skin care be relevant, YouTube has to be a 
part of every digital strategy. What we suggest is 
to partner up with lifestyle bloggers who have a 
large following. As opposed to creating advertise-
ments to be used on YouTube. Since Generation 
Z like familiarity, their immediate community is 
a factor in decision-making. By working with a 
YouTuber that the customer is a fan of, then it will 
create trust. For the customer to feel safe is im-
portant.
• Skin care companies have to pay attention to 
the content that young people are creating. This 
includes moderating message boards and doing 
content audits to see what they are creating. This 
is valuable information on what they like  and 
• Create opportunities for the customer to work 
with and customize your brand. Generation Z like 
to collaborate and engage with everything. They 
need to be stimulated.
• Represent all kinds of beauty. Generation Z is 
socially progressive. They believe that everyone 
should have equal freedom. They wouldn’t sup-
port any brands that discriminate based on race, 
gender, ability, or size. 

BBeauty campaigns should showcase a range 
of voices, such as plus-sized models, boys 
who wear makeup, or models who break 
beauty standards. This will show that every-
one has the freedom to use social media, no 
matter what you look like.
• E-Commerce has to be a part of your busi-
ness strategy. This demographic is very busy, 
so they need to be able to buy in a conve-
nient way. But e-commerce has to be inte-
grated in a specific way or it could alienate 
the consumer and decrease engagement. 
• Use promotions to lower costs. This gener-
ation is worried about money. Keep in mind 
that they grew up during the recession and 
that they are pragmatic. Create content that 
allows them to buy your product, but also 
stick to the comfort levels for their finances. 

Strategies 
and Tactics 
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