


Looking Back on Feeling Seen

The Group We Overlooked

ran a study called Feeling Seen. We wanted to know if people felt more positive
about advertising when they actually saw themselves represented.

Spoiler: they did.

arly every group, when people felt genuinely recognized on screen, they respond
vely. But there was one glaring omission. One group we didn’t touch. And it just so
ppens to be the group marketers can’t seem to stop talking about: Gen Z.

rst generation raised on phones, not TV. They came of age during a pandemic. They
to grind five days a week in an office cubicle. They socialize less face-to-face, live
ugh TikTok and Instagram, and are hitting adulthood in the middle of an Al boom.

try, we looked at this group and lost our heads. We convinced ourselves that Gen Z
lien species, so different, so unique, that every ad needed to revolve around them.

So, we asked the obvious question:
is that true, or is it just another industry obsession gone too far?



The Data Surprised Us
Are We Overestimating Gen 2?

After an analysis of 1,000 UK and US ads from System1’s subscription ad database, with 75,000
respondents, we uncovered a shocking reality: Marketers are overestimating Gen Z influence.

78%

of ads feature a Gen Z character

93%

of ads feature a Gen Z character

35% In reality, Gen Z 48%

were central or main characters represent just were central or main characters

L ) 25% |

of the global population

System1

Analysis conducted on a random selection of 1000 ads over the past 3 years from System1’s Premium database with 75,000 respondents across the US & UK.
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= Gen Z are
L Disproportionally Represented vs. Other Grou

LGBTQ Disability Asian 55+ Mixed Race Black 30-54 GenZ

LGBTQ Disability Hispanic Asian 55+ Mixed Race Black 30-54 GenZ

System1

Analysis conducted on a random selection of 1000 ads over the past 3 years from System1’s Premium database with 75,000 respondents across the US & UK. Census.gov; ONS
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Gen Z have

Low Global Spending Power, High Social Influe

Spending Power (% of Global Spending)

B Baby Boomers (+Traditionalists)
Born 1946 - 1964

O Gen X
Born 1965 - 1980

@ Millenials
Born 1981 - 1996

EGenZ
Born 1997 - 2012

@ Silent Gen
Born 1928 - 1945

B Alpha
Born 2010 - 2024

System1

Create with Confidence

NielsonlQ, World Data Lab|



Slobally validatedlong & short-term effectiveness metrics

gt




Star Rating

Long-term brand growth based on an ad’s
creative quality. We calculate Star Rating by
measuring emotional response to an ad.

* ok Kk A

Modest Good Strong Exceptional

53% of Ads 30%of Ads 13%of Ads 3% of Ads 1% of Ads

System1

Create with Confidence

Systemi

1.33

Spike Rating

Predicts short-term sales effect over the 8-10
weeks post airing, derived from strength of
branding and intensity of emotional response.

e e

Low Modest Good Strong Exceptional

30% of Ads 15% of Ads 15% of Ads 20% of Ads  20% of Ads

How We Measure Creative Effectiveness

Fluency Rating

Measure strength of branding in the ad. Fluency
is driven by the % of viewers recognising the
brand by the end of ad.

NORORONORO

Modest Good Strong Exceptional

14% of Ads 16% of Ads 29% of Ads 23% of Ads  18% of Ads



== % Test Your Ad
|
B Methodology
7 How emotional advertising leads to long term effectiveness
1.70
S
‘ Star Rating
e " )
None Modest Good Stron
@ :
Contempt
D > 0% 0.5% 1% 2% 3%
e o)
Share gains
. Projected share gains assume Excess Share of Voice (ESOV)
of 10%, and average quality of competitor advertising

System1
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(- — % Test Your Ad

——

R How we Targeted Gen Z

el

o

1)} Social
Predict and understand your ad effectiveness Predict and understand your ad effectiveness
Ads
featu ring Gen 7 tested with over * Star, Spike, & Fluency Measures * Star, Spike, & Fluency Measures
. * Second-by-second Response * Fast Fluency: strength & speed of branding
L 0,000.Natlonally * Reasons for Emotion * Attention Trace
Representative respondents * Key Associations * Key Brand Assets
and over * TV-specific L/R Brain Features * Social-specific L/R Brain Features

10,000

Pro Nat Rep report plus... Nat Rep report plus...

* Dynamic online report & PDF/ PPT #* Dynamic online report & PDF/ PPT export

export * 150n sample. Increase Custom Sample n for
* 150n per sample. Increase Custom additional fee
Sample n for additional fee

All prices exclude VAT / GST | If IR is lower than expected rates, additional costs are chargeable to client. —

System1

Create with Confidence


https://testyourad.system1group.com/
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Advertising for Gen Z

S

System1
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Our Hypothesis was Wrong
Representation Is Not Resonance With Gen Z

% Happiness
Feeling Seen Feels Good... Represented Audience vs. Nat Rep

Unless You’re Gen 2

people see themselves represented in ads, they feel happier.

Thatis, until you get to Gen Z. + 7

To our surprise, they felt less positive about ads that featured people like them.

One of the biggest takeaways from our Feeling Seen research was simple: when —
A Lid
&=

And it’s not the first time we’ve seen that disconnect. Our Wise Up! report, a sequel
to Feeling Seen, which explored representation of over-55s, found a similar result. For

o
older audiences, being represented didn’t increase emotional appeal either. The feel I “
common issue was stereotyping.

It seems we’re still missing the mark with both younger and older audiences, seen

reducing them to clichés of how they’re supposed to look, sound, or behave.

So how do we find the middle ground? How can brands move from surface-level
representation to stories that actually feel authentic?

System1

Create with Confidence

Analysis conducted on 65 ads featuring a Gen Z male or female tested with 19,500 respondents across the US & UK.



Gen Z Advertising is
Disconnected from this Audience Emotionally;

Particularly Men...

NatRep Female Gen Z NatRep Male Gen Z

System1

Create with Confidence

Analysis conducted on 65 ads featuring a Gen Z male or female tested with 19,500 respondents across the US & UK.



Both Long-Term & Short-Term Commercial Potential is Lower with Gen Z
Are we Overdoing and Underdelivering?

1.10

NatRep Female Gen Z NatRep Male Gen Z

System1

Create with Confidence

Analysis conducted on 65 ads featuring a Gen Z male or female tested with 19,500 respondents across the US & UK.



Connecting with Gen Z First Means Meeting Them Where The
on Social

Where do you most often learn about new brands, products, services, and experiences?

Youtube TikTok Instagram Google Word of Mouth Amazon

System1

Create with Confidence

Source: Archrival




System1
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But Social Ads Struggle to Connect with This Audience Even More

Female Gen Z Male GenZ

©®1v @ Digital

Analysis conducted on 65 ads featuring a Gen Z male or female tested with 19,500 respondents across the US & UK.



Brands Need to First Nail the Fundamentals of Short-Form Adve
Storytelling, Characters & Hummable Music Resonat

Key
. Showmanship

‘ Salesmanship

Associated with
Less Attention

Associated with
Greater Sentiment

Recognizak
Place

Hummable
Tune

@ Story Unfolding

. Familiar

Character @ Familiar Slogan
Knowing

® ® Glances @ Character Acting

Voiceover Associated with

Greater Attention

System1

Create with Confidence

. Many Words on Screen

Fast Cut Scenes

. Divided Screen

Associated with
Less Sentiment

@ Flatness (No Sense of Place)



Brand Awareness Lift

System1

Create with Confidence

Gen Z Want to Be Entertained Just Lilke Everyone E

Brand Image Lift Conversion Lift

‘ Least Entertaining ‘ Most Entertaining



https://system1group.com/creative-effectiveness-tiktok

But There’s a Paradox of Preference, as Gen Z Care Deeply for
Topics That Are Inherently Less Entertaining§

The Gen Z Paradox

For brands and advertisers, Gen Z present a clear challenge: how to address serious topics in a way that genuinely connects.
This is a generation that grew up through COVID, Al, and the social media revolution.
They talk more openly about issues that older generations often avoided, from mental health to climate change.

But are brands meeting them on that level? Or are we turning serious conversations into campaigns that feel staged rather than sincere?

What’s Concerning to Gen Z7? The balance isn’t quite right.
We’re hardly addressing topics Gen Z care about

Topics featuring in Gen Z advertising (%)

o 1 -

Mental Health Gen Al &Job Financial Insecurity Environment Mental Health Finance Self-Image Sports Friendship Family
Security
Gen Z concerns What Gen Z is seeing
SYStemI Source: Deloitte 2024 Gen Z and Millennial Survey Analysis conducted on a random selection of 1000 ads over the past 3 years from System1’s

Create with Confidence Premium database with 75,000 respondents across the US & UK.



INSIGHTS FROM
ATOGENZ

Resonating with Gen Z Audiences

Systeml
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Debunking Stereotyping
The Complexities of Gen Z

al Feeling Seen research, we made a deliberate choice not to single out an entire
n. Within any generation there are people of different ages, genders, and social
kgrounds, so treating them as one homogenous group misses the point.

es anyone born between 1997 and 2012. A 13-year-old and a 28-year-old may both
at label, but their lives and perspectives couldn’t be more different. Despite this,
what is labeled “Gen Z marketing” still looks and feels the same. Our research

s those assumptions and reveals that many of the stereotypes about Gen Z being
social-media obsessed, serious, or introverted simply don’t hold up.

2ffective way to connect with any audience is to test your creative with the people
o reach. Data-led decisions give you the confidence to create work that resonates
rather than relying on assumptions.

e gives brands a solid foundation for engaging Gen Z, with room to refine through
We’ve also tested longer-form YouTube content, where Gen Z most often discover
nd multi-channel TV campaigns. For short-form Meta and TikTok insights, see “The
Long and Short-Form of It.”



Star Rating
Exceptional

Different Triggers, Same Generation

One of the clearest findings from our research is that male and
female Gen Z audiences respond to different themes. Body-
positive advertising connected strongly with women, while stories
centered on kindness, gratitude, and generosity resonated more
with younger men.

Star Rating
Good

«» NatWest

It’s a reminder that Gen Z is not one uniform group. They share
concerns around mental health, money, the environment, and Al,
but what strikes a chord within those topics can differ widely.

It may also surprise some brands that sports did hot emerge as a
primary driver of happiness for men. Testing early and often helps
avoid those easy assumptions and uncover insights to build
effective creative upon.

The best way to engage this generation is simple: find the right
topic for the right audience, then build the creative from that

starting point.
Star Rating

Strong

ml
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https://testyourad.system1group.com/report/07492593-7ec7-46dc-be43-030077ba3928?advertCategoryId=429
https://testyourad.system1group.com/report/16a09d0a-730e-4e14-add2-89bdaffae312
https://testyourad.system1group.com/report/9a8adb9e-126c-4462-925b-7c7cd8d3f30f?advertCategoryId=1791
https://testyourad.system1group.com/report/cfeba26f-c144-4b9b-ad9c-b445140984e7?advertCategoryId=468

There’s No One Size Fits All
Gen Z Women and Gen Z Men Resonate with Different

Sport Body Image Financial Agency Generosity / Gratitude

Gen ZWomen Gen Z Men
System1

Analysis conducted on 65 ads featuring a Gen Z male or female tested with 19,500 respondents across the US & UK.
Create with Confidence



E Case Study
—— Financial Agency Positively Inspires Younger Men

FaceTrace Emotional Response Star Rating
Nat Rep Sample Modest

| like that young people are able
to spend money using a card

Gen ZMen Sample

Seeing young people making

and selling their own goods

Star Rating Happiness

Good Gen ZMen Sample

FaceTrace Emotional Response
) Gen Z Men Sample

‘Tomorrow Begins Today’

| thought it was quite inspiring
and just quite cheerful overall
with the music

Gen ZMen Sample

System1
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https://testyourad.system1group.com/report/16a09d0a-730e-4e14-add2-89bdaffae312

Case Study
Defying ‘“Norms?” Effectively Engages & Surprises This Audience

FaceTrace Emotional Response
Nat Rep Sample

Star Rating
Modest

orange’

B WoMen’s Football
o Whout VEX | With VFX

Because we highlight women in
football who are often forgotten

FaceTrace Emotional Response
Gen Z Women Sample

Star Rating = -
appiness

Gen ZWomen Sample

Strong

‘La Compil’ des Bleues’

System1
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https://testyourad.system1group.com/report/4626435d-5736-4ee8-bd57-2ddfbd666f5c

Star Rating
Strong

The Case for Humor

Gen Z are often labeled the “serious generation,” defined by ideas of
wokeism and cancel culture. As a result, many brands avoid using
humor altogether. Only 26% of ads featuring Gen Z lean into comedy.

This generation cares about big issues such as the environment,
money, mental health, Al, and job security. That does not mean
brands cannot explore these topics in ways that are both meaningful
and entertaining.

Behavioral science shows that humor is one of the most effective
tools in advertising. It makes campaigns more memorable, improves
brand recall, and drives emotional engagement. It also shows that
when brands take themselves too seriously or rely too heavily on
negative emotions, audiences switch off. Psychologists call it the
ostrich effect.

Star Rating
Good

Star Rating
For Gen Z, humor may be the key to creating deeper connection and

stronger emotional response.

ml
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https://testyourad.system1group.com/report/f8df7ca3-eaa0-491c-9427-6de07a206e55
https://testyourad.system1group.com/report/b9f443a0-8413-4510-ac0d-9060dfdc704a
https://report.testyourad.com/report/3d35c3fc-5d05-4e99-a6b3-edd989340fb0
https://testyourad.system1group.com/report/8c2bc983-178b-46b3-8b68-7eb67ccf18b7?advertCategoryId=1752

System1

Create with Confidence

Humor

An Effective Device Amongst Male and Female Gen'Z

© Average @ Ads With Humor Present

Male Gen Z Female Gen Z

Analysis conducted on 65 ads featuring a Gen Z male or female tested with 19,500 respondents across the US & UK.

Positive, amusing advert

Young Women UK aged 16-25

It was quite cute when they played
with the chips

Happiness
Young Men UK aged 16-25

The little kid was funny and cute

Happiness
Young Men US aged 16-25




‘School Happens’

System1

Create with Confidence

For Men, Exaggeration & Childhood Memories Create Comedy

FaceTrace Emotional Response
Nat Rep Sample

FaceTrace Emotional Response
GenZ Men Sample

Case Study

x

x

Star Rating
Strong

Star Rating
Good

It was really charming and well
shot. Just good happy vibes.

Happiness
Gen ZMen Sample

Childhood memories/ nostalgia

Happiness
Gen ZMen Sample



https://testyourad.system1group.com/report/2af368b8-23fc-4782-8ca9-749bead75d7b

Case Study
Cultural Humor Works Effectively with Male Audiences

Star Rating
Good

FaceTrace Emotional Response
Nat Rep Sample

Sharon from Kath and Kim just
made it more appealing

Happiness
Gen ZMen Sample

| love how a simple game can
make families bond & | also

love Sharon from Kath & Kim.

Happiness
Good Gen ZMen Sample

Star Rating

FaceTrace Emotional Response
GenZ Men Sample

‘Family Roast’

It was captivating and funny

Happiness
Gen ZMen Sample

System1

Create with Confidence


https://testyourad.system1group.com/report/9ca808b9-78ac-4436-b744-a54e2cf9e22a?advertCategoryId=823

Case Study
Humor Unites People, Let’s Not Assume Gen Z Are Different

Star Rating
Good

FaceTrace Emotional Response
Nat Rep Sample

It was very playful and
made me smile

Happiness
Gen ZWomen Sample

It made me laugh at the joke

Gen ZWomen Sample

Star Rating
Good

FaceTrace Emotional Response
GenZ Women Sample

The ad was playful and
had humour
Happiness

Gen ZWomen Sample

‘New Boyfriend’

System1

Create with Confidence


https://testyourad.system1group.com/report/8c2bc983-178b-46b3-8b68-7eb67ccf18b7?advertCategoryId=1752
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Ditch the Tech, Feature the People

Another common misconception about Gen Z is that they are
obsessed with phones, social media, and technology. To be fair,

they did grow up during a digital and social revolution.

Itis no surprise that many brands show Gen Z glued to their
screens. The problem is that it hurts emotional connection. Ads
that avoided phones or Al actually performed better, with an
uplift of +0.7 Stars among female Gen Z and +0.3 Stars

among male Gen Z.

The takeaway is simple: skip the scrolling shots and focus on
people, relationships, and humor. Gen Z are not defined by their
devices. They respond to human stories, just like everyone

else.

Star Rating
Strong

Star Rating
Strong

Star Rating
Strong

Star Rating
Strong


https://testyourad.system1group.com/report/90023248-51e0-4c6c-9832-b6ca6911a5a1?advertCategoryId=429
https://testyourad.system1group.com/report/f8df7ca3-eaa0-491c-9427-6de07a206e55
https://testyourad.system1group.com/report/90023248-51e0-4c6c-9832-b6ca6911a5a1?advertCategoryId=429
https://testyourad.system1group.com/report/f8df7ca3-eaa0-491c-9427-6de07a206e55
https://testyourad.system1group.com/report/90023248-51e0-4c6c-9832-b6ca6911a5a1?advertCategoryId=429
https://testyourad.system1group.com/report/cfeba26f-c144-4b9b-ad9c-b445140984e7?advertCategoryId=468

Avoid Generalizations and Misconceptions
Surrounding the Digital Gen Z

‘ No Phones / Al . Phones / Al

Gen ZWomen GenZ Men

System1

Analysis conducted on 65 ads featuring a Gen Z male or female tested with 19,500 respondents across the US & UK.
Create with Confidence



Case Study
On Al, Gen Z Respond Very Differently to Mass Audiences

FaceTrace Emotional Response
Nat Rep Sample

+ .
Gemini

Star Rating
Good

Star Rating -

Modest

FaceTrace Emotional Response
Gen Z Women Sample
Not only is Al the end of

creativity but it is also the

end of many resources
Sadness

Gen ZWomen Sample

‘Dear Sydney’

Al is scary

Fear
Gen ZWomen Sample

System1
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https://testyourad.system1group.com/report/c2fee291-de48-4849-87fe-a6c9d2dda7e8?advertCategoryId=1783

Case Study
When Brands Challenge Al, Gen Z Respond Positively

The beauty and diversity the ad
decided to show. Beauty is all

around us
Happiness

Gen ZWomen Sample

FaceTrace Emotional Response Star Rating

Nat Rep Sample Strong

Star Rating
Good

FaceTrace Emotional Response
Gen Z Women Sample

‘The Code’

The recognition that Al is ruining
society and their standards of
beauty

Happiness

Gen ZWomen Sample

System1

Create with Confidence


https://testyourad.system1group.com/report/9a8adb9e-126c-4462-925b-7c7cd8d3f30f?advertCategoryId=1791

Case Study
Gen ZValue Human Experiences & Connection

FaceTrace Emotional Response
Nat Rep Sample

Star Rating
Good

Friends coming together, young
people having fun

Happiness
Gen ZMen Sample

G
Al

= ﬂ‘.‘"ﬂ \(r b . :
F@ﬁﬁk ai:ch’s? FaceTrace Emotional Response Star Rating It creates a sense of community
- : . GenZ Men Sample ‘ Strong and relatability

: . A Happiness

Gen ZMen Sample

‘Make it Yours’

Friends coming together

Happiness
Gen ZMen Sample

System1

Create with Confidence


https://testyourad.system1group.com/report/90023248-51e0-4c6c-9832-b6ca6911a5a1?advertCategoryId=429
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Representation That Rings True

Gen Z respond far more positively to ads that authentically
represent and include different demographics. This aligns with
an insight from our Feeling Seen research, which showed that
you do not need to advertise to everyone to engage everyone.
Tell one person’s story and tell it well. Inspire and empower
through the experiences of others.

This generation wants to see the real world reflected back to
them. They value authenticity, seeing people from different
backgrounds and experiences portrayed in ways that feel
honest and relatable.

We know we are not there yet. As the earlier figures show, the
mix of people on screen still does not reflect the world

we live in.

And Gen Z can seeiit.

Star Rating
Strong

Star Rating
Good

é
-
<A
P
2=
g3
\

Star Rating

Good

Star Rating
Good


https://testyourad.system1group.com/report/90023248-51e0-4c6c-9832-b6ca6911a5a1?advertCategoryId=429
https://testyourad.system1group.com/report/b9f443a0-8413-4510-ac0d-9060dfdc704a
https://testyourad.system1group.com/report/90023248-51e0-4c6c-9832-b6ca6911a5a1?advertCategoryId=429
https://testyourad.system1group.com/report/f8df7ca3-eaa0-491c-9427-6de07a206e55
https://testyourad.system1group.com/report/58091a91-a7f6-4dee-a77c-0dd5ad813cdd?advertCategoryId=223
https://report.testyourad.com/report/3d35c3fc-5d05-4e99-a6b3-edd989340fb0

COORDOWN'

. J

‘Assume that | Can’

System1

Create with Confidence

Inspire and Empower Through the Experiences of Others

Case Study

Star Rating
Modest

FaceTrace Emotional Response
Nat Rep Sample

Star Rating | love the way that she
Good challenges the status quo

FaceTrace Emotional Response
Gen Z Women Sample

Happiness
Gen ZWomen Sample

She overcame the stereotypes

and was successful

Gen ZWomen Sample



https://testyourad.system1group.com/report/0d54c158-bd2f-4288-a835-a1ba3a34efa1?advertCategoryId=43

E Case Study
- Authenticity Lives in Brand Actions, Not Just Brand Comms

Star Rating
Good

FaceTrace Emotional Response
Nat Rep Sample

The opportunity that children in
poor financial situations are
getting free food

Happiness

Gen Z Men Sample

This is a very good ad with a
StafRat'ng good message and aim as well
Good as very engaging

Happiness
Gen ZMen Sample

FaceTrace Emotional Response
GenZ Men Sample

‘Access Their Skills’

Helping people

Happiness
Gen ZMen Sample

System1
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https://testyourad.system1group.com/report/5f5bd4e4-9a1d-45c2-92b2-fcf5554c7e57

Case Study
Tell the Stories of Those Who Are Too Often Overlooked

FaceTrace Emotional Response Star cldlgle]
Nat Rep Sample Good
= -

Star Rating Strong mothers who can
Good overcome everything.

FaceTrace Emotional Response
Gen Z Women Sample

Gen ZWomen Sample

’
- Happiness
Gen ZWomen Sample

‘The Toughest Athletes’

Had an uplifting message to
mothers, recognizing their

strength. Very beautiful

System1

Create with Confidence


https://testyourad.system1group.com/report/58091a91-a7f6-4dee-a77c-0dd5ad813cdd?advertCategoryId=223

Keep It Simple. Keep It Real. amazon

With the rise of social media shaping many Gen Z, it is easy to assume
they are obsessed with celebrity and influencer culture, self-absorbed,
and superficial. After all, this is a generation that grew up with
information at their fingertips. Parents, grandparents, and older
generations could not possibly teach them anything new, right?

Star Rating
Strong

Wrong.

Gen Z do not need to see themselves on screen to feel a connection.
They value life lessons and experiences shared across generations.

Star Rating

Our data shows that Gen Z respond most positively to ads that highlight Good

family bonds and intergenerational relationships. Parents teaching
children how to shave, grandchildren checking in on relatives, and
families sharing simple moments around the table all resonate far more

than celebrity endorsements or influencer cameos. Star Rating

Exceptional

Keep it simple. Keep it real.

ml
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https://testyourad.system1group.com/report/9a63d0eb-252f-42e8-8a5a-fe0a1d97b3e4
https://testyourad.system1group.com/report/f8df7ca3-eaa0-491c-9427-6de07a206e55
https://testyourad.system1group.com/report/90023248-51e0-4c6c-9832-b6ca6911a5a1?advertCategoryId=429
https://testyourad.system1group.com/report/f8df7ca3-eaa0-491c-9427-6de07a206e55
https://report.testyourad.com/report/5c8e7a15-111c-4c88-a8a3-822a8b359815
https://testyourad.system1group.com/report/063fc432-826e-4d6d-b19b-7b105e7d0abb?advertCategoryId=1752

GenZ £

Resonate Less Strongly with Celebrities, Value Family C\anection

N\,

Celebrity Friends Family / Generational Connections

mGenZMen mGenZWomen

System1

Analysis conducted on 50 ads featuring a Gen Z male or female tested with 15,000 respondents across the US & UK.
Create with Confidence



Case Study
Universal Human Truths Don't Need to Be Regional to Resonate

Star Rating
Exceptional

FaceTrace Emotional Response
Nat Rep Sample

| feel happy that the grandson
was so kind and thoughtful to
his grandmother

Happiness
Gen ZMen Sample

Star Rating The fact that the grandson

FaceTrace Emotional Response -
Good thought about his grandmother

GenZ Men Sample

*

Happiness
Gen ZMen Sample

‘Grandmother’

| love how he thought about his
grandma and got her a helmet

Happiness
Gen ZMen Sample

System1
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https://testyourad.system1group.com/report/d1194541-746c-4e8b-8f59-db981823b756

Case Study
Leave Room For the Mouse & Reveal Surprising Relationships

Star Rating
Exceptional

FaceTrace Emotional Response
Nat Rep Sample

FaceTrace Emotional Response Star Rating Very heartwarming to watch
GenZ Women Sample Exceptional

Happiness
Gen ZWomen Sample

The ending really made me smile
knowing that it was her Dad

Gen ZWomen Sample

System1
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https://testyourad.system1group.com/report/063fc432-826e-4d6d-b19b-7b105e7d0abb?advertCategoryId=1752

Key Takeaways

TEST, DON' TASSIIME’

Gen Zis far more complex and nuanced {ﬁan masny marketers assume, and the o
what resonates is to test your creative with @en Z and learn from them directly.

1

THERE'S NO ONE SIZEFITS ALL

Young men and women experience the world differently, so
face rising beauty standards and the influence of Al, brand

treatmg GenZ as one group ' !

RESONANGE THROUGH EXPERIENCE

Avoid leaning into digital clichés or generational divides. Gen nttos
backgrounds and ages interacting, learning from each other, and sharin
screel&Real connection comes from community, not Wi-

ENTERTAIN THROUGH HUMOR

Gen Z are growing up in a world of rising costs, climate challenges, an
to face, not avoid. Approach these topics with self-awareness, humor.
listen, instead of tuning out in discomfort.




Thank you!

Whether you’re in the United States, Europe,
South America, or down under, our Test Your Ad
platform helps you maximize impact with Gen Z
across socialand TV.

Speak to them directly, avoid stereotypes,
and Create with Confidence.
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