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A digital 
love affair
Gen Z (born between 1998 and 2016) 

live and breath mobile communication. 

They would find it difficult to live their 

lives without a mobile phone. 

Can you remember life before smartphones 

or feature phones? Just six years ago 

there was a great debate about whether 

smartphones would be adopted in 

significant numbers because of their cost. 

Most of the commentators had forgotten 

Moore’s law “twice as must power for  

half the price every 18 months or so”.  

I think the last figure I saw was 19 million 

smartphones in South Africa.

The point of all this is that the adoption 

of new technologies – AI, IoT, Blockchain, 

augmented reality, voice recognition – 

will happen much faster and they will 

transform personal lives and revolutionise 

business communications and practices. 

You need to be prepared mentally and 

physically for rapid change, keep yourself 

informed by reading articles by reputable 

authorities and take part in as many think-

tanks as possible. Be seen as the person 

who is willing to grab opportunity. 

The new technologies will enable 

consumers/shoppers to check everything 

from their mobile phone. With AI they can 

see the product in their home. 

What will all this mean to retail 

business? The swing to online retail will 

accentuate, as it has done in the UK. 

Retailers will be under enormous price 

pressures as more and more of their 

customers switch to online. This implies 

less retail outlets, and retailers increasing 

private label to protect their profitability. 

Then brands fighting to preserve market 

share will accentuate their interest and 

activities in online retail with existing 

brands or new ones. 

AI in particular will inculcate everything 

and right away start managing data very 

intelligently to facilitate personalised 

marketing. Digital marketing is gaining 

market share from traditional marketing 

already and this trend will increase. 

Mass media is in long-term decline, 

but it won’t disappear. It will omplement 

electronic media, but much more astute 

positioning and content management will 

be required. Big agencies have relied on big 

account spends with television and print 

media. They will have to radically change 

their business models and the bad news for 

them is that many major clients want their 

digital marketing done inhouse because 

it is so instant. He who reacts fastest or 

predicts smarter gets the business. 

Back to Gen Z. They don’t trust 

advertising, they don’t particularly like 

print media, they do like TV, but they are 

trying to squeeze it in, along with all the 

other mobile-entertainment services. 

Most importantly they are likely to be 

willing to acquire new skills and to adopt 

new services much faster than the older 

generation. 

My message is: remain very young at 

heart, be very informed and be prepared to 

adopt new product 

offerings and practices 

very quickly. 

Above all, abandon 

the silo mentality 

whereby companies 

traditionally allocate 

responsibilities by 

departments. The 

new world is total 

integration, everybody 

knows everything. 
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