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Mission
GenZRetires is a multi-year, multi-company initiative combining research 
and a range of marketing with communication activities designed to put 
Generation Z on the right track to retirement readiness. By reaching out 
to young people through messaging channels they frequently use such 
as apps, social media and videos, GenZRetires will coach Generation 
Z on the importance of astute retirement financial planning beginning 
early in their working years. 

What is Generation Z?

Born between 1996 and 2015, members of Generation Z differ from 
earlier cohorts including Millennials. Generation Z members are the 
first generation that has never known a world without cell phones, the 
Internet and laptop computers, which is unlike any generation before 
it. They rely heavily on technology, oftentimes using multiple electronic 
devices such as iPhones, tablets, personal computers, and monitors, 
simultaneously. As a result, it is estimated that they have an attention 
span of about 8 seconds. They tend to be obsessed with social media 
and seek out platforms like Snapchat, Instagram, Secret and Whisper, 
that do not retain records of conversations while increasing stealth 
privacy for the user. They often prefer to communicate with images such 
as emojis, rather than words. They are independent, entrepreneurial, risk-
averse, pragmatic and eager to establish their own financial security. 

The objective of this 

initiative is to set  

Generation Z on a 

course to achieve 

99.7%  

retirement  

success  

by age 70. 
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Objective
In Round One, our goal is to jump-start communications with mem-
bers of Generation Z and to reach the greatest number of followers 
on social media platforms, such as Snapchat and Instagram. We will 
establish our characters within this audience and initiate subtle mes-
saging on financial matters. The result will be a deep understanding of 
what motivates this group and  drives their behaviors and their atti-
tudes. Next we will develop and distribute content for sponsors so they 
may effectively demonstrate their commitment towards the retirement 
success of this generation. Thirdly, we will seek to garner broad support 
for this initiative by continuously dripping learnings from our research 
throughout the industry. 

... our goal is to  

jump-start  

communications  

with members of  

Generation Z...

Background
A promising opportunity lies in the 
industry’s ability to capitalize on the 
financial desires and plans of the next 
generation of Americans known as 
Generation Z. These young people 
witnessed 9/11 and survived the Great 
Recession. They have realistic goals 
and are practical about achieving 
them. This is particularly true of their 
financial goals. This group is eager to 
begin working and carving out careers 
for themselves. More than any prior 
generation, they understand that a re-
tirement plan is an integral part of any 
sound personal financial plan. Projec-
tions show that by 2020 there will be 
about 50 million Gen Zers ready to start 
saving for retirement. That number will 
explode to nearly 100 million by 2035.  
The time to capture the attention of this 
large and potentially lucrative demo-
graphic is now.
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 They are the first generation 

that has never known 
a world without cell 
phones,apps, the  
Internet, and  
computers.

      

Who Stands to Benefit
Our sponsors

 5 401(k) plan service providers

 5 Investment managers

 5 Advisory firms

 5 Financial literacy and financial  
wellness organizations

 5 Trade groups

Members of Generation Z

Retirement plan advisors

Retirement plan sponsors

Business Benefits for Our Sponsors

 5 Flow of RFP in sectors and regions with high 
Generation Z Density (college towns, major 
urban areas). 

 5 Wins among cases with a young and growing 
workforce (high tech, higher education, 
communication technology, mobility, gaming 
and entertainment).

 5 Recognition for industry leadership in 
executing communication initiatives to reach 
Generation Z.

 5 Knowledge – direct input from Generation Z 
revealing goals, needs, and behaviors gained 
through observation, behavioral data analysis, 
in-person interviews, focus groups, and 
surveys.

 5 Experience – interaction with members of 
Generation Z in productive environments, 
using their own unique modern language and 
communication modes.

 5 Content and thought leadership – indings 
and insights via videos, electronic reports, 
slide presentations, speaker notes, blog posts, 
infographics, news releases, social media 
posts and templates.
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Deliverables: Content and Communication 
Strategy

 5 GenZRetires videos features a protagonist named 
Anna, a teenager beginning to think about her 
future and finances against the backdrop of 
school, diverse friends and family members. 

 5 These videos are carefully prepared with input from 
sponsor firms and will be designed to leverage 
and expound upon the insights gathered from the 
research program. The casting, directing, filming 
and production of the videos will be done by Paul 
Horton Visuals (www.paulhortonvisuals.com) led by 
Eric Leone.

 5 All 24/7 communications generated through this 
initiative are delivered electronically via website 
and applications designed specifically for this 
purpose. 

 5 Research findings and aids for financial 
professionals delivered on the www.GenZretires.
com website.

Sponsors will be invited to provide direct feedback at 
online interactive meetings.

Social media accounts will be established enabling com-
munications between project sponsors and members of 
Generation Z. Accounts will represent the Anna charac-
ter for the purpose of sharing and gathering information 
and feedback directly between members of Generation 
Z. Accounts monitored on a daily basis for inbound and 
outbound communications. 

GenZRetires is a diverse, “always on”  

program delivering branded content in 

24/7 communications in the form of app 

content, games, social media posts,  

photography, videos, blog posts,  

news releases, and research reports. 
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Production

Over the course of the initial 3-month period sponsors will 

receive 10-12 online communications highlighting one-on-

one interviews and survey results. Participating members 

of Generation Z will receive weekly tidbits related to the 

ease and importance of saving for their retirement. 

Online interactive sponsor meetings will take place every 

4 to 6 weeks to exchange views and ideas on “hot topics” 

that come to light via communications with members of 

Generation Z. An archive of meetings will be accessible in 

the password-protected section of the web site. 

Monthly and quarterly analytics will be compiled and pub-

lished regarding program effectiveness: 

Website and App:

 5 Traffic: number of unique visits

 5 Number of visitors who continue browsing beyond 

the landing page

 5 Number of page views per session

 5 Average session duration

 5 Percent of new sessions

 5 Amount of mobile traffic versus overall traffic

Brief highlights  
at least once 
per week

Weekly tidbits

Online  
interactive  
sponsor  
meetings

Monthly and 
quarterly  
analytics
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Social Media:

 5 Number of followers on each platform

 5 Traffic to specific resources via links placed in social 

media platforms

 5 Feedback on attitudes and intentions regarding 

retirement topics expressed via social media by 

members of GenZ

These analytics will feed into the production of the first of 

several videos in short (10-15 second) and long (3 to 5 min-

ute) durations, with release on the common website about 

one month later. Any videos customized for sponsor com-

panies will require additional production work, with delivery 

anticipated about two weeks later.

Short  
Videos
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The Role of Research
The purpose of our research is to learn about Generation Z to 
inform the creation and production of videos and social media 
content through a combination of one-on-one interviews, on-
line surveys, and online focus group discussions.

 5 Habits, behaviors, attitudes and hot buttons 

 5 Hardware (computers, tablets, smartphones, other 
devices), software (apps) and social media usage 
(Instagram, Snapchat, YouTube, LinkedIn, Facebook and 
Twitter)

 5 Views on personal growth potential, prospective careers, 
and financial goals

 5 Level of financial literacy and attitudes towards financial 
services firms

 5 Attitudes towards retirement and the efficacy of 
retirement savings vehicles

 5 Mistakes they do not want to make when preparing for 
retirement

The research component of GenZretires will also help define 
characteristics of the Generation Z cohort. 

 5 What are the hallmarks of Generation Z? 

 5 Who are these young people and what sets them apart? 

 5 In what ways are they unique compared to previous 
generations? 

 5 What are their preferred methods of communication and 
how do we reach them?

To be Continued
This initiative will continue on in a similar manner for three full iterations 
in its first year, Our immediate focus will be on members of Generation 
Z currently in the 15 to 20 age range, (with a possible separate explo-
ration of youth on the cusp of the Millennial/Generation Z transition). 
Going forward, similar programs will be developed as the youngest 
members of Generation Z reach high school. Doing so will allow mea-
surement of the changing attitudes, habits and goals of Generation 
Z members progressing through life changes, ongoing technological 
advances, and shifting priorities. 

3 full  
iterations  
in its 
1st year
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Research Vehicles: 
This first of three major phases of detailed, in-depth research will include 
the following activities: 

 5 One-on-one interviews with 5 members of Generation Z. Interviews 
are designed to determine/support concept testing and scenario 
development.

 5 25-question online survey of 2,200 members of Generation Z. 
Survey results provide strategic direction for sponsors and support 
segmentation. Topics explored include:

 5 Electronic devices used and preferred use of each as well as 
applications (apps) used

 5 Preferred social media and communications platforms

 5 Professional aspirations and life goals 

 5 Values and attitudes 

 5 Behaviors, preferences for social interaction, gaming habits 

 5 Learning and education – plans and concerns about student 
financing 

 5 Employment status; plans for workforce entry; attitudes and 
preferences regarding employment

 5 Personal visions of retirement

 5 Experience with finances, financial literacy activities, priorities 
and desires, source and amount of current income

 5 Attitudes and expectations of retirement savings vehicles

 5 Series of online focus group sessions with 10 members of 
Generation Z. Discussions are designed to test and enhance 
communications (videos and others) and to further explore the 
values, preferences, attitudes and behaviors of Generation Z; as 
discovered in the one-on-one interviews and the online survey. 

 5 The creation of a GenZRetires “advisory board” made of a small 
group of research participants who agree to participate in 
upcoming projects so their changing attitudes/behaviors can be 
measured and monitored over time.

In-depth  
interviews

Online survey

Online focus 
groups

GenZRetire  
advisory board
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Videos
Anna, and her diverse friends remain the 
subjects / protagonists over the course of the 
GenZretires initiative. 

 5 Full-length (3 to 5 minutes) and 
abbreviated (10 to 15 second) videos 
marketing retirement savings plans 
will feature a 17 year-old (Anna) who 
leads the life of a typical Generation Z 
teenager. 

 5 Videos show how Anna interacts with 
friends and family, negotiates her 
finances, and explores concepts of 
retirement in other aspects of her life. 
With time and a clearer understanding 
of her goals, Anna learns about 
retirement savings vehicles, and 
eventually seeks to enroll in a 401(k) 
plan. 

 5 Stories and videos tested in online 
focus groups to enhance appeal and 
effectiveness. Information gathered 
while fueling revision and finalization of 
video scenarios and production. 

Social Media 
Social media is an essential part of the daily 
life of Generation Z members. We will estab-
lish multiple communication vehicles through 
Twitter, Snapchat, Instagram, YouTube and 
other social media platforms to foster ongo-
ing communication with members of Genera-
tion Z. Doing so will promote:

 5 Immediate response and feedback 
regarding topical issues such as 
retirement preparedness and financial 
literacy

 5 Vetting and approval of research 
theories and initiatives from Generation 
Z members as well as third-party literacy 
organizations

 5 Generation Z approval of retirement 
planning education and opportunities   
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To Sponsor
For additional information, contact:

  ehenon@eachenterprise.com 
(860) 653-1705

Brian Neligan, Director of Research 
bneligan@eachenterprise.com

(203) 609-1377

Hugh Lindo, Project Manager
hlindo@eachenterprise.com

(860) 653-1701

Kate Connole, Director of Meeting Planning 
kconnole@eachenterprise.com 

(860) 653-1701
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Timeline

GenZRetires 
Survey Presentation

 September 2017

Initial planning  
meeting

October 2017

First series of  
in-depth interviews

November 2017

First online  
interactive review  

meeting of sponsors

December 2017

Production  
director recruiting

January 2018

First story board /  
episodes outline

February 2018

Character descriptions

February 2018

Scenario testing  
(online focus groups)

March 2018

Establishment of  
social media communi-

cation channels

March  2018

Launch of  
inaugural survey

March  2018

Publication of results  
of first survey  

(presentation, report)

April  2018

News release highlighting 
results of first survey

April  2018

Video testing (online  
Focus group discussion)

April  2018

Launch of first videos

May 2018

Close of production

May 2018

News release  
highlighting overall  

results of inaugural series

June 2018

Announcement of  
second and third series

June 2018


