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Japanese Youth:
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Mothers and same-gender peers to drive Gen Z

Part 1. True or false? Conventional wisdom about youth
Part 2. Gen Z driven by mothers and same -gender peers

Part 3: How companies might develop relationships with Gen Z



Part 1

True or false? Conventional wisdom about youth



Survey design

1994 survey 2024 (present) survey :
| | -
Samples 1,000 single males and females aged 191 22 600 single males and females aged 19i 22 %
' i
&
.‘
200 males and females aged 49i 52 »

Target area 40 km area around Tokyo 40 km area around Tokyo
Method Door-to-door placement of Door-to-door placement of
self-administered questionnaire self-administered questionnaire

Period January 71 24 January 117 February 26




Analytical framework of the survey
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Analytical framework of the survey

Former youth
(aged 491 52)

Generational gap

Change among youth

Youth in 1994 Youth in 2024
(aged 191 22) (aged 191 22)




Changing environment YO Uth In a. m|n0r|ty
surrounding youth
Total population by age group
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Youth growmg up durlng
" p—— the filost 3 decad

Growth of the Japanese economy

"
1 Rapid growth

Stable grovvth & bubble

12
. /\[‘\/\/_/\/ Zero growth (lost 3 decades)
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4

: '

0 A\l

5 Period when the target of Period when the target
2 A the 1994 survey was the 2024 survey was
2 ) aged 07 22 aged 07 22

75 80 85 90 95 2000 05 10 15 20 23 Year

Source: Cabinet Office, N



- Youth growing up watching
" working mothers

——— . ¥

Single-income and double-income households 2
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Changing environment YO Uth Iearn I ng |Onger
surrounding youth
University-going rate Post-secondary education

(as of March 2023, including junior high school graduates)

100 % |

80

S7T.7%
60
S7. 7%
0 University
20 Technical college
24.6% 1.0%
Junior college 3.4%
0 1 1 1 1 |
1990 2000 2010 2020 23

Year

Source: Ministry of Education, CuSchoalBasi 8p6&




AConstant o | mage

Universal characteristics of young people

that have not changed over the years



Culture

Interested in movies

100%
80 71.0 71.7 19i 22 ylo
60
o
55.0 49i52ylo
40
20
0 . .
1994 2024

Picky about what to wear

100%

80

60

40

20

0

51.2 53.2
o

38.0

1994 2024

100%

80

60

40

20

Better informed about

hair styles
49.4 50.5
@
27.5
1994 2024

Young people have always been...
Sensitive to content, fashion, beauty



Behavior

Enjoy now rather than prepare

Try everything | 0n Frequentimpulse buyer toriiba Al
100% 100% 100%
% 69.8 66.8 19i 22 ylo % %
57.8
60 50 55.9 54.2 50 55.2
o
40 52.0 49i52ylo 40 ° 40 4:0
39.5 '
20 20 20
0 L 1 0 1 1 0 1 1
1994 2024 1994 2024 1994 2024

Young people have always...
Enjoyed the present and followed their interests



Consumption

Conscious of trends

100%

80

60
43.7 19i22ylo

39.1
40
o
20 32.5 49i52vylo
0 1 1
1994 2024

Appearance matters when
selecting what to buy

100%

80

60

40

20

0

54.8 53.3
o

355

1994 2024

100%

80

60

40

20

0

Selective about design

73.7 72.7
)

59.5

1994 2024

Young people have always been...
Conscious of trends and looks



Relationships

100%

80

60

40

20

Tend to do things with friends Have a placg to hang out with | can make friends with
friends anyone
100% 100%
80 80
58.7
56.3 19i22yl0 5 26.8 52.8
43.0 44.7
40 40 o
40.0
o 20 ® 20
22.0 49i52ylo 20.0
1 1 0 1 1 0 1 1
1994 2024 1994 2024 1994 2024

Young people have always...
Wanted to hang out with others






Gender

Hard-working women look Being a man somehow Being a woman somehow
great restrains me restrains me
100% 93.7 19122 ylo 100% 100%
80.3 ,,——""
80 - 91.5 49152 ylo 80 80
60 60 49.8 60
~_ 36.1 415 36.0
40 40 g 40 |  esseao
<9 -9
34.0
20 20 20 29.8
0 1 1 1 0 1 1 0 1 1
1994 2024 1994 2024 1994 2024

Nowadays, young and older people...
Are not particular about masculinity and femininity



Workstyle

Happy to do only what seems
possible to me

100%

80

60

40.5 191 22 ylo
40

"~
17.7 ¥~ 37.5 4si52yio
20 ,/
0 . .
1994 2024

Nowadays, young and older people...

100%

80

60

40

20

t6s better
comfortable position

77.5
-2
58.6 2=
- 73.2
1994 2024
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100%

80

60

40

20

better whe

up to me at work

50.3

R.. 330
\\'

25.7

1994 2024

Want to work without trying to impress



Social politics

Do not refute opinions that
are different from mine

100%

80
64.8 19i 22 ylo

60 49.2 b i
"  63.0 49i52ylo

—

40

20

1994 2024

Avoid being with someone |

G an bi Sgici®eadl on g Shy about standing out

100% 100%
74.0
80 e 80 68.5
57.2 ,,/ 58.2
60 - 71.0 60 68.5
40 40
20 20
0 1 1 0 1 1
1994 2024 1994 2024

Nowadays, young and older people...
Want to avoid conflict and looking wrong
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Characteristics wrongly attributed to young people

by prevailing narratives
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Young people today are venture

-~
77
:

On the contrary, they are

S
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Oriented toward big companies

i T

-oriented?
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20
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20
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Young people today are social -minded?

On the contrary, their

Soclal awareness has declined




100%

80

60

40

20

51.9

29.5 19122 ylo

1994

2024

100%

80

60

40

20

58.6

36.5

100%

80

60

40

20
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NZ’,Z
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100 %
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20

| | | | | | |
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Young people today have a lower sense of
self -affirmation?

On the contrary, they now tend to

Accept themselves as they are




100%

80

60

40

20

61.3 191 22 ylo

48.'V‘

1994

2024

100%

80

60

40

20

57.0

100%

80
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40

20
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Incorrect image
&
- youth

3

Young people today are suffering due to
stagnant economic growth?

i i On the contrary, their

Perceived QoL has improved




100 % — — 100 % 100 %
80 80 80
60 60 60
40 40 40
20 20 20
0 0 0

1994 2024 1994 2024 1994 2024

@ very satisfied ) Rather satisfied " Do not know @ veryhappy () Rather happy () Do not know @ Very enjoyable ) Rather enjoyable " Do not know
0 Rather dissatisfied @ Very dissatisfied @ Rather unhappy @ Very unhappy @ Rather unenjoyable @ Very unenjoyable




Part 2

Gen Z driven by mothers and same -gender peers



Gen Z and
their mothers




Respected parent Follow the advice of

100% 100%
80 80
| ./.
40 \. 40 52.2
42.8
37.0 Father
20 20
0 1 1 0 ! !
1994 2024 1994 2024

Both respect and trust go to the mother



Parent and friend for me

100 %

Their mother Is
someone to quarrel
% with,
40 feel relaxed with, and
confide worries to

80

20

1994 2024



College-going rate Female employment rate

100 % : 100 %
i 2022
80 i 80
Male
60 60
40 Female 40 1962
20 é 20
O I i I I I I O 1 1 1 1 1 1 1
1990 2000 2010 2020 23 vear 157 19 y/o i 351 39y/o i 55i 59 y/o i 75+ ylo

25i 29 y/o 45i 49 y/o 65i 69 y/o

Source: Ministry of Education, CuSchoalsBasiSpoTursv,eydci encEOCHRYE! ¢dchMoHbg)y,6 Ppsed on Statistics Bur

Mothers today have more experience of
working and studying



Parent -Child Relationship: 30 Years of Change (1)

Moms are increasingly
Nncapabl eo



