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INTRODUCTION

How can brands respond to Gen Z's shifting
education and employment paradigm?
Education costs are still high, demand for trade
professionals is surging, and young people

are prioritizing experience over degrees

and independence over traditional 9-5s.

While Gen Z is the largest generation in history,
poised to become the most valuable consumer
cohort by dollar value, they are coming of

age in a challenging economic environment.
The cost of education is rising while the gap
between the skills employers need and the
tools young people are given is widening.
Society encourages fiscal responsibility, yet
traditional education is more expensive than
ever. We tell young people they need to be
agile, but there’s a lack of infrastructure to
support the transition to a world where, by
2027, about half of all workers in developed
countries will be part of the gig economy.

This moment presents a generational
opportunity for brands to build loyalty, love,
and relevance with this influential generation of
entrepreneurs, creators, and lifelong learners.

And while it can be easy to dismiss changes

in employment and social or government
finding structures as “not your concern,” these
are the critical moments in which brands can
be cemented. The brands that young people
look to for inspiration, support, and resources
today will earn their loyalty for years to come.

To build love and loyalty in youth culture,
today's brands and businesses must
embrace transformation. This will require a
contextual understanding of the challenges
facing today's youth. And it won't always be
easy — supporting today's youth in this new
economic landscape will require brands and
businesses to put forth genuine effort.
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By 2027, half of the developed world’s workers
will be part of the gig economy. Initially emerging as a
result of massive advancements in digital technology
coupled with corporate demand to cut costs, the gig
economy was at first composed of people engaged

in freelanee, independent, or side-hustle work. But
increasingly, the gig economy is being driven by young
people's growing desire to take control over their work-
life balance. They don't trust the old system. Over

the next few years these combined forces are set to
transform the wider economy into a more decentralized B ———
and democratized employment model. Simply put,

economic opportunity doesn’t look like it used to.

GENZ'SECONOMIC
CROSSROADS
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While shaping one’s own path isn't a new
concept, the outright rejection of traditional
education and the ‘standard early career track’
is. With creators and influencers, independent
entrepreneurs and part-time consultants all
averaging just 20-years-old globally, Gen Z has
emerged as the dominant force in this new
economy. A result of having grown up with
digital technology including new ways to earn
and hybrid work as the norm, they are not just
consumers but creators, influencers, facilitators,
and entrepreneurs, driving the evolution of the
creator economy, which we consider a critical
subset of the wider gig economy, and beyond.

Despite the consequential risks associated with
the wider gig economy — job security, income
volatility, and corporate pension and health care
contributions to name a few—it’'s growing three
times faster than the traditional workforce and
is expected to number 80 million people in the
US and 400+ million worldwide by early 2025
(World Bank). Critically, today’s youth aren’t just
losing the benefits of traditional employment;
theyre also taking on new risks. Without

being trained for the level of hustle needed to
survive—let alone thrive—in the new employment
ecosystem, many are left unprepared.

GEN Z'S ECONOMIC CROSSROADS

Note that the
definition and
borders of these
termsis an active
conversation, with
some investment
firms placing the
Creator Economy

The creator economy is

inits own category, 0

consisting projected to grow at a
U CAGR of 22 5% and reach
th dust that i/

the ndustries g $529 billion by 2030
Regardless, both f,

components of this / COHERENT MARKET INSIGHTS

new economy are
growing rapidly.
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Another issue is that many schools and
universities are not preparing students for these
sweeping changes, nor are they offering clear
economic returns to students upon graduation.
As aresult, Gen Z and Gen A are looking
elsewhere, adding to their formal education

or replacing it altogether by attending virtual
classes, enrolling in apprenticeship programs,
earning online certifications, applying for grants
or cohorts, or connecting with peers to share

knowledge and pool skills to support one another.

The norms of traditional employment are being
pushed up against by the gig economy, and
our education system hasn’t evolved in stride.

GEN Z'S ECONOMIC CROSSROADS

SCHOOL IS IN SESSION,
BUT THE SYLLABUS ISN'T

For all the hardship it caused, the pandemic

was an indisputable catalyst for innovative
learning, expediting the move to blended
delivery models for all types of education and
workplace upskilling. The increasing demand

for students, employees and freelancers to
remain competitive means these new education
models and learning platforms will play a critical
role in providing people with the latest skills and
knowledge in an evolving business landscape.

With this surging demand for specialized
subject matter, online learning platforms are
rapidly expanding their offerings to include
cutting-edge subjects such as data science,
digital marketing, and artificial intelligence.

OGILVY CONSULTING

Q: What was MISSING from the traditional
university value proposition that fueled your
choice to move right into your career?

| chose to dive straight into my career because |
felt the quality of a university education—one that
was far too expensive for me to attend—wouldn’t
compare to the firsthand experience of jumping
right into building and experimenting.

GAEL AETOR, 21, FOUNDER OF ASTROLESCENCE

L 5%

Compared with the
previous year, freshman
undergraduate enrollment
dropped more than

5% in fall 2024 at
American colleges and
universities, the largest
decline since 2020

NATIONAL STUDENT CLEARINGHOUSE
RESEARCH CENTER

+50%

Over 50% of global

work activities can be
automated today; resulting
in a significant skills gap—
the variance between

skills that exist today and
those needed tomorrow

OECD, THE FUTURE OF WORK

$59B

Revenue in the Online
Learning Platforms market
is projected to reach
US$59bn in 2024 and
$77bn by 2029, with users
exceeding 1 billion globally

STATISTA
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AN OPPORTUNITY FOR
BRANDS GOING FORWARD:
HELP GEN Z THRIVE, NOT JUST
SURVIVE IN THE GIG ECONOMY

Over the next 1-3 years, we anticipate a surge
in demand for innovative education and
upskilling formats to address the growing skills
gap, presenting a generational opportunity
for brands to connect with youth. By creating
tools and programs that support Gen Z’s
learning and development, brands can deeply
engage three key communities: employees,
consumers, and creators/influencers.

This approach fosters a transformative
relationship built on mutual investment,
empowering young people to thrive on their
own terms while helping brands align with
passion-led goals that resonate with the
modern workforce and consumer set. In turn,
the brands that help Gen Z thrive will gain a
more robust view of their customer — building
loyalty, resonance, and repeat engagement.

GEN Z'S ECONOMIC CROSSROADS

p

TOP 5 HARD
AND SOFT
SKILLS

(VIALINKEDIN LEARNING)

Hard skills - artificial
intelligence, creator
economy monetization,
IT literacy, copywriting,
legal skills (copyright,
trademark and patents)

Soft skills - critical thinking,
emotional intelligence,
conflict resolution, creative
innovation, leadership

444%

of young workers strongly
feel that they do not have
the right skills to perform
their roles effectively. A
further 61% want specific
training on how to use Al

KPMG
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Q: What skills, tools or

< (N
' L LR L resources are you hungry
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for brands to offer as
you continue to upskill
and create new things?

YOUR EMPLOYEES ARE
DEMANDING IT, AND
YOUR CONSUMERS
ARE CRAVING IT

“I think learning the basics
of communication is crucial
and overlooked in Gen Z.

Today, some brands are already beginning to
address this growing skills gap by dropping
degree requirements, developing industry-
specific educational content, offering access
to training platforms, providing memberships
to business resources, or offering everything
from software licenses to micro-certifications
and networking opportunities. Going
forward, brands large and small looking to
win with young people must embrace a
‘talent incubator’ mindset, which means:

GEN Z'S ECONOMIC CROSSROADS

1.

Encouraging & rewarding self-directed
learning to ensure employees have a
growth mindset and remain open to new
technologies and skills.

Providing its consumer and creator com-
munities access to quality e-learning plat-
forms that offer hard and soft skill courses
aligned with the strategic priorities of the
organization.

OGILVY CONSULTING
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We're hungry to not only

be understood but to
understand others. Whether
or not Gen Z knows how

to put their feelings into
words, it inevitably comes
out in the things we create
& consume. We seem to

be drawn to brands that we
can feel a part of and maybe
that can communicate
something we can't”

NIGHT NORONA, 18, FOUNDER OF
GOOD NIGHT MARKETING
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3 ' l | ‘ S ‘ ‘ ‘ O N We have identified six ways brands can
\1._ . embrace transformation to educate and
e, build their communities’ skills and earnings
\ ‘ power, offering the tools, access and
/[ \ guidance needed to help young people

succeed in the emerging economy.

A Brands should consider providing opportunities
‘ across their three communities:
A

Y 1) Employees, 2) Consumers and 3) Creators and Influencers

GENZ'S ECONOMIC CROSSROADS OGILVY CONSULTING



CLOSING THE GAP: PROVIDING SKILLS
ACQUISITION TODAY WILL BUILD MORE
THAN JUST LOYALTY TOMORROW

WORK
EXPERIENCE

Experience is the definitive predictor of
lifetime earnings (HRworld)—and yet the
opportunity to gain experience is not often
equal. One’s socioeconomic mobility is
traditionally determined by the socioeconomic
staging of their youth, particularly with
regard to educational resources and
access. However, today’s emerging skills
market — largely democratized by digital
devices — offers a different avenue, placing
new work experience and mentorship
alongside traditional education tracks.

GEN Z'S ECONOMIC CROSSROADS

0)
40-60%
Work experience contributes

40-60% of an individual s
overall human capital value

(WORLD ECONOMIC FORUM)

OUR RECOMMENDATION
FOR BRANDS:

— Run social media competitions for both
consumers and creators / influencers to
win micro-internships (2-week terms during
the school year and 4-8 weeks during the
summer months). A combination of in-person
and remote positions should be available to
maximize inclusivity.

— Formally invite creators to be ‘corporate
consultants’ for product development, social
media marketing or loyalty programs. Creators
would apply to a one-week co-creation work-
shop series held (quarterly) across the brand’s
office/store locations.

— Offer employees repotting days’ where they
can apply via an internal talent hub to spend
half a day working in another area of the
company (once per quarter). Additionally,
current employees should receive push
notifications from a centralized talent hub that
includes links and program descriptions to
available programs throughout the company
year-round.

OGILVY CONSULTING

Google

Google - The Googler-to-
Googler (G2G) Program
provides job shadowing
opportunities for volunteers

to train lower-level employees.

Currently, the G2G program
provides 80% of the

organization’s tracked training.

The program is driven by the
belief that every Googler has
the right to learn, regardless
of location, role, or level.

EXAMPLES

AR

Zara - \With "The House’, Zara
provides young creatives a
two-week program to get to
know the fashion industry
from the inside and undergo
intensive training, followed

by the opportunity to gain

a one-year contract. The
program also focuses on the
procurement, communication,
and financial aspects of fashion.


https://hr.economictimes.indiatimes.com/news/trends/work-experience-contributes-to-58-of-a-workers-share-of-lifetime-earnings-study/91962150
https://hr.economictimes.indiatimes.com/news/trends/work-experience-contributes-to-58-of-a-workers-share-of-lifetime-earnings-study/91962150
https://rework.withgoogle.com/en/guides/learning-development-employee-to-employee

19.1%

The global market for online learning is estimated
to have a compound annual growth rate of 9.1%
by 2026 with /% of people using online Learning
Platforms by 2029. The amount each user spend’s

LOSING THE GAP: PROVIDING SKILLS
CQUISITION TODAY WILL BUILD MORE
HAN JUST LOYALTY TOMORROW '

RECOMMENDATION
'BRANDS

UPSKILLING
COURSES

de employees with access to a selection of
-learning, with the ability to pick courses that
align with their passions and their manager’s sug-
gestions, which ultimately tie in with their reviews.

N\

We are witnessing g
equity in educati
the chance to

volving nature

ue every five years.

— Create bespoke financial courses that are aligned

with the core business structure of the company
by carefully choosing modules from e-learning
platforms, in order to equip employees and free-
lancers with the skills needed to thrive financially
over the long term while working for you.

Run year-round competitions across social media
for your consumers, creators / influencers to win
subscriptions to creator economy tools such as
Adobe Creative Cloud, Shopify or paid Discords.

Most popular e-learning platforms for freelancers
and consumers: Skillshare, Teachable, Udacity,
Udemy, Masterclass, Maven, Coursera, Creative
Live, Adobe, LinkedIn Learning, and Meta
Blueprint.

OGILVY CONSULTING

MOST POPULAR
E-LEARNING
PLATFORMS FOR
FREELANCERS
AND CONSUMERS:

Skillshare, Teachable,
Udacity, Udemy,
Masterclass, Maven,
Coursera, Creative Live,
Adobe, LinkedIn Learning,
and Meta Blueprint

depop

Depop - Invites regular sellers
to its six-week Level Up course
focused on personal branding
and sales, and offers access

to a private community of
advisors and peers. Depop also
helps bridge the gap between
Gen Z and mainstream

fashion by matchmaking up-
cyclers with global brands.

fields like digital mar
design, and programi
helping freelancers expan:
their skill sets and enhance
their marketability.‘--"" ™
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ACQUISITION TODAY WILL BULD MORE KEY PREMIUM PAID
THAN JUST LOYALTY TOMORROW TOOLS SUBSCRIPTIONS
EXAMPLES
Microsoft Office, Adobe LinkedIn Premium,
Creative, Notion, Canva, Newspapers, Magazines,
Xero, ChatGPT Pro, Industry News

Duolingo, Midjourney, Big

View, Google Workspace Google

Google - The Rare with

PREMIUM SOFTWARE
RECOMMENDATION historically excluded talent
FOR BRANDS: access to tools and networks
& PAYV\/A |_ |_ E D that will encourage progress
— Offer both tools and training in every stage of their careers,
S U BSC Rl PTl O N S via consumer loyalty programs. in addition to educating and

Consumers receive discounted providing more inclusive
annual subscriptions, in addition to working environments.

For today’s young creators and entrepreneurs, — Readincreasingly a series of online webinars with in-

the content quality, speed and appearance paywalled news and in- house experts to teach consumers

of their personal brand or freelance and gig dustry-specific content and creators & influencers how to

work is incredibly important when competing use the latest software, create logos,

against more established players. Everything — Use the latest tech- establish brand colors, build product &m’a

from codified visual identities to website nology applications to & service introductory decks, launch

building and professional invoices or marketing streamline workflows social media platforms, etc.

flyers can make or break solopreneurs and Canva - Free subscriptions

young creators. Today’s high cost of living has — Continuously upskill — Allow all employees access to are offered to primary,
substantially decreased Gen Z’s discretionary across a spectrum of corporate-wide subscriptions and secondary and university
income, leaving very little for the tools needed to: hard and soft skills software platforms throughout the students and teachers, offering

work day, nights and weekends. helpful tools for educational
— Increase networking and They should be able to expand their purposes such as readily made
prospecting reach by learnings across all aspects of their lesson plans, streamlined
attending conferences current jobs as well as their passion templates for presentations
and events projects even if it's unrelated to their and homework and group
current role or employer. project collaboration centers.

OGILVY CONSULTING




AND IT°S NOT JUST
ENTREPRENEURIAL OR
TECH SUBSCRIPTIONS!

Business Perks: \Workspaces, Business
Club Memberships, Business Boot
Camps, Business Coaches and Mentors

Financial Perks: Pitch grants, IKEA
Vouchers- Home Office Starter Kit,
Year of Rent, Phone & Utility bills, Uber
credits, Subway/ Train annual passes

Wellness Perks: Gym membership,
ClassPass, Food subscription boxes,
Wellness Trips, Therapist Access,
Life Coaches, Streaming Services,
Street Bike Memberships

—

.

i . ) - L 7 | y I/ -“':I'#:- M)
Q: How important is having the : . ) W B ._ ’ ,-"f E‘ A 4
latest tools and staying on top 7 ' ' ' '

of industry-specific news?

"l would love for brands to offer the things |
need to grow my start-up, otherwise, | simply
can’t compete with larger companies. Access
to the latest tools ensures that my work is
higher quality and frees me up to focus on
prospecting. Second, it feels like all the news
and industry updates | need are now gated, so
I need to cut back on non-work related items
like Netflix and Spotify just to keep up."

ERIFILIGOUNARI, 25,
FOUNDER OF THE Z LINK




0%

of jobs are still not
advertised and up to EXAMPLES:
85% of open positions
or project opportunities
are filled by networking.

CLOSING THE GAP: PROVIE
ACQUISITION TODAY WIL
THAN JUST LOYALTY TO

Walmart 3¢

FORBES

Walmart - Forbes, in 7
N ET\N (4 RECOMMENDATION partnership with Walmart
R BRANDS: Creator, brought together top

i marketers and creators for a _'_,f,;*

Offer passes for conferences and events two-day event showcasing
focused around a particular sector or industry, the world’s most innovative
in order to enable consumers and creators to creators to the world’s 2
network, discover new opportunities for work, most influential brands.
boost their e eurship, leadership and Inspired by advertising’s '—-_f"
business s “upfronts”, they convened
capital i

with larger networks leading to |
salaries and more opportuniti
first-generation, low-income

marketers revolution
fashion, beauty and Iif
~ for two'dayis"_e')f
employees who specialize in a Wi :_Crfeé,ti[_.\'a_
of business, the team can make e = PN
arks, recap any available job or
nership opportunities, and answer
related to a monthly topic. The goal
professional advice across a myriad

s over one year.

Business Bootcamp: Once per quarter brands
could offer the creator and influencer com-
munity access to a one-week-long business
bootcamp to learn more about the brand, offer
feedback, and receive informal training from
both internal and external experts.

OGILVY CONSULTING
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THAN JUST LO
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hard and soft skills,
partner with both tradi
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PARTN ERSHf..

tional
educational providers. Partne
brands access to subject matte
trusted names in education while
control over how the content is de
distributed. Often, social media allc
meet Gen Z where they regularly sf
the opportunity to showcase indust
while growing brand recognition an

OUR RECOMMENDATION
FOR BRANDS:

— Create a series of branded, bite-sized courses
in partnership with e-learning platforms and
traditional colleges. Offer fresh industry-spe-
cific content with assets that can be re-used
and shared across social media. For example,
banks could partner with credible, financially
savvy Gen Z creators to produce a finance
course—"Legacy Bank Brand” x Influencers—
on investing with an established e-learning
platform.

— Develop exclusive branded content for the
creator/influencer community and share it
during exclusive multi-day/multi-city business
and industry learning based events in partner-
ship with experienced speakers. The content
can then be shared on e-learning platforms
and made available to everyone.

OGILVY CONSULTING

7 Zayed University ofA

IBM - IBM Skills Aoade;'n'\#.
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$2.58

The US. side hustle market

/s valued at over $2.58 trillion,
and 34% of Americans
currently have a side gig,

projected to reach over
80% by the end of 202/

OUR RECOMMENDATION
FOR BRANDS:

— Create internal talent marketplaces that go
beyond reskilling and mental health resources
by fostering partnerships with employee-led
projects. A dedicated hub can invite em-
ployees to submit project proposals, outline
support needs, and list volunteer opportuni-
ties. Weekly highlights and monthly grants can
amplify engagement and drive innovation.

- passions and priorities. Young profession

~are increasingly investing their energy

- inmeaningful side hustles, from selling

~ bespoke crafts on Etsy to teaching social
media marketing on Maven. The rise of the
gig economy has empowered individuals t¢
cultivate unique personas and pursue impz
endeavors beyond their day jobs. Aligning
employee-driven initiatives can result in
innovative and engaging corporate progr

ffer one-to-one consulting services across

array of specializations in addition to group
bnsulting calls for freelancers and small busi-
ess owners to benefit from in-house experts.

THE

MACALLAN

The Macallan - The ;
Macallan provided upskilling o
opportunities for aspiring :
fashion entrepreneurs by
partnering with Nigerian - 5,



THE ORPORESRIT Y IS SET
FOR BRANDS TO ACT AS
LIGHTRE ISES FOR SKILLS &

§ KNOWLEDGE DEVELOPMENT
FOR YOUNG PEOPLE

The case for change has never been more important:
shaping the future of learning and earning includes
preparing young people to enter the labor market - it is
both a business imperative and a critical opportunity
to build deeper bonds with the next generation.

The brands that win with youth will have a firm
grasp of employee skills, explicit trajectories

for further professional development, and an
ecosystem of tools and programming to support
influencers and creators as well as consumers.

16 GEN Z'S ECONOMIC CROSSROADS OGILVY CONSUL




-MBRACING BRAND AND
BUSINESS TRANSFORMATION
TO BUILD LOYALTY, LOVE, AND
RELEVANCE BY HELPING GEN Z
THRIVE, IN THE GIG ECONOMY

SUPPORTING GEN Z
EMPLOYEES

1. Develop a "talentincubator" mindset that
supports employees by giving them open
access to quality, credible and effective
e-learning platforms that offer hard and
soft skill courses aligned with the strategic
priorities of the organization and the em-
ployee’s desired development plan

2. Build Inclusive and Flexible Professional
Development Opportunities: Embed
a performance review framework that
recognizes self-directed microlearning
by employees and rewards skills growth
mindset

3. Enable Passion Projects and Side Hustles:
Gen Z thrives on entrepreneurial ventures
and passion projects that align with their
values. Supporting these initiatives builds
loyalty and demonstrates a brand’s invest-
ment in their holistic success.

HELPING CREATORS
AND INFLUENCERS

1. Accessto Tools, Resources, and
Subscriptions: Many Gen Z creators strug-
gle with the high costs of premium tools
and subscriptions essential for producing
high-quality content, upskilling, and man-
aging their businesses.

2. Network-building and Collaboration
Opportunities: Social capital is critical for
creators’ growth, and opportunities to con-
nect with brands, peers, and industry leaders
can catalyze success.

3. Skill Development: The rapidly evolving
digital landscape demands that creators
continually learn and adapt. Affordable and
flexible upskilling opportunities can bridge
gaps and future-proof their careers.

CHAMPIONING CONSUMERS

1. Unlock Hidden Potential: Introduce exclu-

sive “discovery journeys” where consumers
can explore untapped skills or interests
through guided resources, mentorship, and
access to unique learning communities.

2. Create Purposeful Experiences: Design

interactive experiences, events, or gamified
platforms that make learning engaging,
relatable, and accessible to all consumers,
regardless of their starting point.

3. Celebrate Consumer Growth Stories:

Spotlight and reward consumers who
leverage your brand’s resources to achieve
personal or professional milestones, foster-
ing a sense of community and inspiration.

UNCERTAINTY AHEAD
MEANS OPPORTUNITY

Uncertainty looms over employers,
employees, creators, and consumers alike.
For many young people, the future of work
has arrived. It may seem counterintuitive
for brands to double down at a time when
workers are growing more mobile—but

in fact, itis more important than ever.

The brands that embrace transformation to
educate and directly build their communities’
skills and earnings power, offering the tools,
access and guidance needed to help them
succeed in the emerging economy will

gain valuable, loyal customers for life.
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