
Millennials, Generation X, and Baby 

Boomers), Yes Lifecycle Marketing was able 

to uncover some of the unique behaviors 

and spending habits of Generation Z.

The study found that Generation Z is 

very driven by product quality. More than 

half (57%) of Centennials say that quality 

influences their brand loyalty more than 

any other factor. In addition, 50% of them 

said that quality was the driver of their 

most recent purchase.

Price is nearly tied as the most important 

motivator for this youngest generation 

with 55% of Generation Z indicating that 

price is a key factor in driving brand loyalty.

When surveyed, almost a third of 

Centennials who do not shop from Amazon, 

indicated they prefer to purchase from 

other retailers because they enjoy the in-

Ninety-six percent of these young 

consumers influence buying decisions 

within their household. When that 

influence on household spending is 

combined with their own currency, this 

adds up to buying power of over 44 billion 

dollars.2

As the leading pack of Generation Z 

graduates from college, the importance 

of this group will continue to grow over 

the coming years. Centennials have some 

surprising preferences and habits that set 

them apart from older generations and 

from Millennials alike. Is your brand ready 

for the rise of Generation Z?

Key motivators
In a recent study of 1 000 consumers 

across four generations (Centennials, 

in-store shopping experience. Generation 

Z is also more willing to spend on 

experiences such as travel and activities.

Digital natives
Generation Z is the first generation of 

true digital natives – they don’t remember 

a time before the world was connected 

by the internet. They are online at least 

an hour a day and over half of them are 

connected for over 10 hours a day.3 They 

are the first children to be raised in the 

era after widespread smartphone use. The 

mobile generation craves interactive brand 

experiences including in-store, online and 

in their email.

In the survey, Generation Z ranked 

the importance of email for research 

well below the other three generations. 

Forty-six percent of Generation Z find 

email important in their purchase process, 

and 60% have made a purchase from 

email in the past three months. Perhaps 

unsurprisingly for the “mobile generation”, 

Centennials also checked their email 

while on the go more frequently than any 

other generation; 6% checked email while 

commuting and 14% while standing in line. 

When making a decision about whether 

to purchase an item from a marketing 

youth, kids & babies

What marketers need to 
know about Generation Z
By Marie Honme

Millennials, also known as Generation Y, have experienced nearly constant analysis 

and inspection over recent years, and brands have honed their strategies to appeal 

to them. However, marketers are now turning their eyes on the next generation of 

consumers – Generation Z – made up of those below the age of 21. Also known as 

Centennials, this generation is expected to reach approximately 75 million members.

▲
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any other generation (80% of Centennial 

compared to 74% of Millennial, 58% of 

Generation X, and 41% of Baby Boomers). 

Gen Z is highly visual and is more 

influenced by video and photo-focused 

social media channels like Instagram, 

Snapchat, and YouTube than older 

generations. For example, 44% of 

Centennials find Instagram influential 

and 21% find Snapchat influential, which 

is more than twice the proportion for 

Millennials.

Despite recent reports that Generation 

Z has been turning away from Facebook 

in favour of applications like Instagram, 

Facebook remains the most influential 

social media channel for them (51%).

In-store
Given that Generation Z is so digitally 

focused, marketers may be tempted 

to assume they would identify online 

channels as most important. 

However, Yes Lifecycle Marketing’s study 

found that 81% of Centennials rated brick 

and mortar stores as the most important 

channel for

email, 85% of Centennials indicated that 

an easy online/mobile purchase process 

was the biggest factor, followed by ease of 

transaction (81%).

Based on these findings, when marketers 

use email to communicate with Generation 

Z, they can appeal to young audiences by 

ensuring that the customer experience 

during online and mobile purchases is 

seamless. They can also attract young 

digital natives by incorporating interactive 

elements like animated pictures/videos, 

reviews and surveys. Marketers can also use 

triggered messages to try to connect with 

this hard-to-reach age group.

In an email and web campaign for the 

2017 back-to-school season, Pier One 

enticed collegiate shoppers with a small-

space shopping guide that is tailored to fit 

their personal style. After choosing their 

design preferences, shoppers were directed 

to product recommendations that suited 

their interior decorating tastes.

Social media
More members of Generation Z said that 

social media influences their shopping than

helping them make purchasing decisions 

and 18% indicated that in-store experience 

was within their top-three drivers of brand 

loyalty. Shopping in-store remains an 

integral part of the buying process for this 

young group.

Generation Z is becoming more 

important and, not just to youth-focused 

brands. 

As they come of age, Centennials 

will have more and more buying power. 

Marketers can benefit from understanding 

that this generation is highly visual, 

they seek quality at the right price, they 

are digitally-focused, but crave in-store 

experiences, and they seek connection  

and feedback through social media and 

reviews. 

Brands can connect with this younger 

generation by providing experiences and 

campaigns that bridge the online/offline 

world, giving them easy ways to connect, 

and providing content that appeals to their 

visual nature by using videos and photos 

and interactive elements to help them 

make purchasing decisions. 

http://www.yeslifecyclemarketing.com
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FREEDOM STATIONERY CELEBRATING 30 YEARS
OF GREAT SERVICE AND GREAT VALUE!

 

www.freedomstationery.co.za

Our History

Growing on the stationery’s leading businesses in a market that is constantly changing has been a big challenge for 
Freedom Stationery, but the company has still managed to ink its name at the top of the industry. When Freedom 
Stationery was started in 1987, the intention was to provide scholastic books to students in the country who – 
during the apartheid era – had little or no access to much-needed materials for learning. Specialist stores may have 
existed, but they were few and far between, and while general dealers and supermarkets could claim a degree of 
access to the mass market, the distribution channels were at times, precarious.

It was these challenges that Freedom Stationery dealt with and overcame in those initial years by working closely 
with customers to ensure that they received and stocked the items o�ered by the company in the most e�cient 
manner.

Growing Our Brands

Both the MARLIN and MARLIN KIDS range have been developed over the years to provide a comprehensive 
o�ering of home, o�ce and scholastic stationery accessories. Marlin’s slogan of “Real Good Value” was embodied in 
its products and after consumers were attracted to the brand by the price, they continued to use it because of the 
quality o�ered.

Our Organization

From three sta� three decades ago to 780 sta� presently, Freedom Stationery has grew it’s family business into an 
empire of good work ethic, excellent customer service and a created an undeniable organization of success.

Freedom Stationery boasts a total of over one hundred thousand square meters of warehouse holding space and a 
vast �eet of delivery vehicles to ensure excellent service delivery. 
Freedom Stationery’s core business remains the manufacturing of scholastic books with volumes in excess of 100 
million books per year awarding the company the title of largest manufacturer of scholastic books in the southern 
hemisphere. 

Looking Forward

Freedom Stationery is always dedicated to achieving service excellence in all spheres of its operations. Integrity, 
quality and value to stakeholders govern our culture and we pride ourselves on the development of its people and 
the partnership we form with our customers, suppliers and members of the industry and the greater community. 
We want to continue providing optimum value to our customers by providing the most e�cient service possible. 

1987 - 2017

ANNIVERSARY
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Kids and babies:

get them 
young

Children represent an important 

demographic to marketers because,  

in addition to their own purchasing 

power (which is considerable), they 

influence their parents’ buying decisions 

and are the adult consumers of the 

future.

As a result, industry spent on advertising 

to children has exploded over the past 

two decades. In the United States alone, 

companies spent over $17 billion doing 

this in 2009 – more than double what was 

spent in 1992.

Parents today are willing to buy more 

for their children because trends such 

as smaller families, dual incomes and 

postponing having children until later in life 

mean that families have more disposable 

income. Guilt can also play a role in 

spending decisions as time-stressed parents 

substitute material goods for time spent 

with their kids.

Here are some of the marketing 

strategies you can use when targeting 

children:

Pester power
Today’s children have more decision-

making power within the family than in 

previous generations, and they are vocal 

about what they want their parents to buy. 

“Pester power” refers to children’s ability 

to nag their parents into buying items 

they may not otherwise buy. Marketing to 

children is all about creating pester power, 

because advertisers know what a powerful 

force it can be.

The marriage of psychology  
and marketing
To effectively market to children, 

advertisers need to know what makes kids 

tick. With the help of well-paid researchers 

and psychologists, advertisers now have 

access to in-depth knowledge of children’s 

developmental, emotional and social needs 

at different ages. Using research that 

analyses children’s behaviour, fantasy lives, 

youth, kids & babies

artwork, even their dreams, companies 
are able to craft sophisticated marketing 
strategies to reach young people. 

Building brand name loyalty
Canadian author Naomi Klein tracked 
the birth of brand marketing in her book 
“No Logo”. According to Klein, the mid-
1980s saw the birth of a new kind of 
corporation—Nike, Calvin Klein, Tommy 
Hilfiger, to name a few—that changed 
their primary corporate focus from 
producing products to creating an image 
for their brand through powerful marketing 
messages. It has been tremendously 
profitable, and has led to the creation of 
some of the wealthiest and powerful multi-
national corporations the world has seen.

Marketers plant the seeds of brand 
recognition in very young children, in the 
hope that the seeds will grow into lifetime 
relationships.

According to the Center for a New 
American Dream, babies as young as six 
months of age can form mental images 
of corporate logos and mascots. Brand 
loyalties can be established as early as age 
two, and by the time children head off to 
school most can recognise hundreds of 
brand logos.

While fast food, toy and clothing 
companies have been cultivating brand 
recognition in children for years, adult-
oriented businesses such as banks and 
automakers are now getting in on the act.

Commercialisation in education
School used to be a place where children 
were protected from the advertising and 
consumer messages that permeated 
their world—but not any more. Budget 
shortfalls are forcing school boards to allow 
corporates access to students in exchange 
for badly needed cash, computers and 
educational materials.

Corporations realise the power of the 
school environment for promoting their 
name and products or store. A school 
setting delivers a captive youth audience 
and implies the endorsement of teachers 
and the educational system. Marketers are 
eagerly exploiting this medium in a number 
of ways, including sponsoring educational 
materials, supplying schools with 
technology in exchange for high company 
visibility, advertising posted at schools in 
exchange for funds and sponsoring school 
events.

The internet
The internet is an extremely desirable 

medium for marketers wanting to target 

children, because it is part of youth culture. 

This generation of young people is growing 

up with the Internet as a daily and routine 

part of their lives.

By creating engaging, interactive 

environments based on products and brand 

names, companies can build brand loyalties 

from an early age.

Teens may be fickle, but when they find a 

store that welcomes them, they’ll become 

loyal customers. So how can you attract 

these desirable, but fickle shoppers called 

teenagers?

Market your store on Instagram
It’s the most popular social network 

among teens — nearly one-third (32%) 

say it’s their favourite social network. Take 

photos of your products, then use the right 

filters to modify them, and tag them with 

appropriate hashtags. 

Use Instagram tools like Webstagram 

or Populagram to find the most popular 

hashtags, and use the ones most relevant 

to your business. Engage teens on 

Instagram by encouraging them to share 

their own photos of your products.

Make your store a social 
experience
Teens love to go shopping in groups; 

it’s a major social activity for them. 

Play to their love of socialising by hiring 

engaging, energetic sales staff; creating 

an environment where groups of teens 

can shop together (such as dressing room 

areas with room for friends to gather); 

setting up backgrounds to take selfies and 

encouraging teen shoppers to share their 

status and photos on social media with 

your store’s hashtags.

Add entertainment value
Along with the social aspect, teens enjoy 

brick-and-mortar shopping because it’s 

entertaining. Make your store more than 

just a place to conduct transactions. Play 

teen-friendly music in the background, 

or host in-store performances by local 

musicians. Promote events relevant to your 

business, like an in-store make-over day or 

cooking competition.

Additional information from mediasmarts.ca  
and smallbiztrends.com



Freedom Stationery presents its campaign for

BACK-TO-SCHOOL 2018
The campaign covers the bumper back-to-school period between October 2017
to January 2018. As ever, Marlin has placed a focus of attracting visitors to the brand,
increasing foot tra�c in your store, and boosting sales across the entire Marlin
and Marlin Kids range, in particular our four featured product categories/40 products
as per list below.

Terms & Conditions
As part of the rebate programme, no returns apply to these products. Customers who have qualified for rebates, will only
receive these rebates in June 2018, due to Freedom Stationery’s financial year end.

STEP

01 Order your Marlin and Marlin Kids products for the Back-to-School period.

STEP

02 Support Marlin by displaying in-store material supplied (optional).

STEP

03 Your growth percentage will be calculated with a cash rebate being awarded, over and above any existing

Existing Customers or New Customers who have not previously purchased any of these items will qualify for a 1,5% rebate per item/category.

10% growth will get you a rebate of 1.5%
20% growth will get you a rebate of 3%
30% growth will get you a rebate of 5%

 
 

As with the previous year, customers will benefit from an updated incentive structure in place during the period:
*Applies to the 4 key product categories/40 products as per list attached.

SPIRAL
BOOK
RANGE

BOOK
COVER
RANGE

COLOURING
BOOK
RANGE

DOCUMENT
FOLDER
RANGE


