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When Collins Dictionary announced
‘cheugy’ as one of its 2021 ‘Words of
the Year’, we knew that this once-niche
descriptor needed investigating.

Popularised via TikTok, the term is used by Gen Z to call out
Millennial trends such as avocado toast, being a girlboss and
having a side parting as no lenger cool. In fact, it's the very
act of following trends that is ‘peak cheugy.’

of UK Cen £ feel that it is extremely /very important

l | I to have the freedom to be unigue, stand cut from

others versus £19% of Millennials (LUK, GM 2021}
Joining the ranks of ‘OK Boomer’ and ‘Millennial snowflake’
as inter-generational insults, ‘cheugy’ captures the growing
divide between Gen Z and their older counterparts.

("tfu:gr) adjective, slang

no longer cool or fashionable,
often in reference to someone or
something from the 2000s
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This desire for authentic expression manifests in contrasting visual worlds

Deliberately hyper-
curated perfectionism
underpins Millennial

visual language.

Dominated by control,
minimalist cohesion and
conventional ‘beauty’, they
present a sense of their
individual achievement by
creating an cutwardly
polished aesthetic.

Related to life-stage, as
Millennials set up home and
start families, they take the
principles of curation honed
throeugh Instagram and
apply it to real-life spaces.

P

Messy Realness

Gen Z embroces
impearfection in the pursuit
of authenticity. Realised
through DIY visual meaediums
like zines and the raw candour
of cluttercore and
photodurmps on social rmedia,
a desire far real self-
expression drives their
aesthetic.

Civen that most Gen £ are
CARLYs (Can't Afford Reagl Lite
Yet) still living at home, in
student accommoadation or in
short-term rental, cluttercore
may ke an aesthetic of
necessity.
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Visual Cues: m——— o A/

- 'Instagrammable’ curation (e g. flat lays & sleek finish} L ZINTERIORS
- Wellness cesthetics including obundant greenery and : M OBSESSED
perfect, glowing skin A g ‘$ \/ oA

Soft pastel hues: millennial pink and lilac
Hygge interiors: sheepskin rugs, wicker chairs, terrazzo
tiles

' PRODUCTIVE

: ?’ 1 hFINDIVIDUALISM&«%
Tone of Voice: X < PLANT MOM R 9 ’ #G"".BOSS
- Production driven, motivational phrases (i.e. 'Get Shit Done”) AESTH ETIC

- Self-referential tone (1.e. ‘adulting’, the struggle is real’)

She Helped'Me

oh Amau
._-p . rr'&A

Cultural Figures:

- Influencers: Start Up Queens, Emily Weiss, Sharmadean Reid
& Sophia Amoruse

- Musicians: Lana Del Rey, The Weeknd, Beyonce, Adele

- Actors: Phoebe Waller Bridge, Carey Mulligan, Dakota
Johrson, Adam Driver, Riz Ahmed

t TPOLISHED] L HYPER-CURATED
MINIMALISM E’ERFECTION
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Gen Z Cheat Sheet .‘"“GNDER.

FLUIDITYE [

Visual Cues:

Bright, clashing colours

Collage style layering

Blending of digital and analogue forms (e.g. Zines,
resurgence of film photography)

Embracing fluid gender aesthetics
Unretouched/low-res rendering

- Cluttercore (e.g. photo dumps; messy backdrops)

Tone of Voice: | Wie b vl ~ REINVENTION
— Post-ironic, dark, fatalistic hurnour ~_3 Vil - 2 S REMIXING*
— Down-to-earth, conversational TOV v/ CELEBRATING % | L
- Candid language foregrounding authenticity "HERITAGE ‘
Cultural Figures: - ;’ ‘
— Influencers: TikTok babes Addison Rae, Charli D'Amelic Y‘ EMBI?ACING =

& Emma Chamberlain . ' G
- Musicians: Olivia Redrige, Billie Eilish, Willow Smith, Lil ‘ ‘ b IMP;EB‘FECTIO,NS ; oe

Nas X | ’2.'
- Actors: Timothee Chalamet, Zendaya, Amandla aY -

Stenberg & A ..“;‘m_ thc. y

). S and dreamsgee | | 1}
KANTAR . RS o Slck GlPlS
: L PRAS,. TR S /) lone Gamble




Despite these differences, the generational siblings can
both be catered to simultaneously under srnart
campaigns like Spotify’s zeitgeisty ‘Wrapped'. Spotify
truly 'understood the assignment’ once again with
their 2021 campaign.

Design-wise, the soft pastel colour palette appeals to Millennials,
while the bold, collage-like aesthetic and ironic tone of voice taps
into Gen Z youth culture.

This year’s editicn also included Audio Aura describing the
listener’s top music ‘moods’ appealing to those in both
demaographics who are ‘like literally obsessed” with Astrology.

But perhaps the most cbvious red thread explaining Wrapped's
success with both cohorts is thot it taps into their innate impulse

to self-brand and to share their uniqueness.

Your Audio Aura

Your top music moods are wistful and bold,

In ayear like 2021,
even your music
gets avibe check

It's time to unveil your audio aura,

. .K

In2021, it was normal
foreveryone to have
the same fantasy.

MONTTEG o
- el
LOOA 152 06g z.::.::’:gﬁ:‘):mm

Me analyzing Ty CrUSh's @spoliy W

can have more in common in 2022: : CoRah A
4 @a roach06

I’'m completely obsessed with Spotify
Wrapped day I’'m sorry like.. the vibes
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Let’s look at the brands that appeal to our cohorts, across categories.

Millennials

Gen Z

BEAUTY: A natural ock tnot is pe-fectee and bealthy: Glossier, Goop, Kesas. This
extends ntc skincare: Fresh, Paulas Choice, Supergoop! card hoirs QUAL Olaplex.

FASHION: Chc, cocl investment p eces from Refarmation, RIXO, Ganni with a guilty

nleasire for o “ast fash cn fixes tfrom Zara cnd ASOS.

HOME: Mini—alist intericr des gn & hormeware: Our Pioce, LICK, HAY.
FINANCE: Hign strest brand aops crd F rieck first-—overs: Monzo cnd Starling.
SOCIAL MEDIA: instagram fo- curated highligh=s reels; Pinterest fo- inspirat on.

FOOD: The generatior that mcde an art out of avecodo toast and flot whites to
express sccial currency.

WELLBEING: Apps anc sobscrigtions that optimise individeal neatn and wellbeing:
Headspoce, Caim, Supo e~ent Subscr ptions like Ritucl crd Caore/Cf.

BEAUTY: Makeup “orexperimnerzal sel® exprassion, e~—bracrg mperfectiors like
ccnefscars: Starface, Fluide, SquishBeauty

FASHION: Eclect £ sty 2s sourced secornd hand from Depop, cnarity shops & eSay;
T crotrends on TikTek cuickly replicates by brands lice Joded London, Motel,

HOME: Cluttercore; mooc ightirg & sunszet lermps.
FINANCE: Dicital cssets cnd cryptocurrency; new ways of earning vic sice hustles
SOCIAL MEDIA: /nstagram for ‘ohozedurnp’ crd skaring ~ernes, TikTok.

FOOD: TikTck trending Streetfeod ike Bubb e “ea, Korecn Hotoogs and sharng
exoeriences with friends.

WELLBEING: Frank cnd honest conve-satiors arcu-d mentel heclth, corenic illmess and
the impeoct of social inegeality on beclzh. Inf uences; Adwoo Abcoh, lone Gamble cnd

Searlett Curfiz,
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This piece was brought to you by Kantar’s Creative Strategy team,
using Cultural Insight and Semiotics to decode attitudinal
differences. These disciplines can be applied to many client
questions from brand re-positioning, to comms development, to
New Product Innovation.

For more information, please contact one of our contributors.

Hari BlanchBennett, Senior Consultant Lisa Balestrieri, Consultant Yasmin Moeladi, Analyst
Unashames ‘adeMllenrial Zilern al, straddl ng koth derograshics 100% Gan 7
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