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Generation Z
An accelerator for change

The future of insurance from the 
perspective of the future generation





First we analyzed 
where to be relevant

Second we describe 
how to be relevant

Gen Z report

brand context areas of relevance
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10 clear opportunities Trends, facts & cases

Purposeful actions

Smart & playful

Mental wellbeing
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Make it happen
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FORMATIVE YEARS

10-25 YEARS

GENERATION Z 
7 - 24 YEARS OLD

GENERATION Z
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Important facts

of Gen Z agrees that 
spending wisely is more 

important than earning a 
lot of money, and 77% 

make sure to save some 
money every time they 

earn or receive it t.

concerns among Gen Z:  
75% of 16-25 years old in 

10 countries say they 
believe the future is 

frightening),

young people believe 
the world is at a 
tipping point in 

responding to climate 
change, but less than 

half trust the efforts to 
protect the planet to 

be successful. s.
Deloitte, 2022Deloitte, 2022Wunderman Thompson, 2021
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SOCIO-CULTURAL TRENDS | COMPLEX SOCIETYGENERATION Z



SOCIO-CULTURAL TRENDS | NEED FOR CONTROLGENERATION Z
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BABYBOOMERS
BORN BETWEEN 1946 - 1964 

GENERATION X
BORN BETWEEN 1965 - 1980 

MILLENNIALS
BORN BETWEEN 1981 - 1996 

GENERATION Z
BORN BETWEEN 1997 & 2015 

58-76 years old 42-57 years old 26-41 years old 7-25 years old

GENERATION Z
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Generation Z is realistic. 
So if Swiss Life Partners want to be relevant in this 

context…

Confront them with 
the reality of an 

uncertain future. 

Make future issues 
relevant today: by 

mirroring the challenges 
of the distant future to 

priorities of today.

Provide them with 
concrete means to 

protect them from an 
uncertain (financial) 

future.

Opportunities

Make it nowGet real Let them act





PEPSI PROVIDE CONCRETE MEANS



MAKE IT NOWVISA



GET REALMOSAIC LIFE



GET REALDEAD HAPPY
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Eudaimonia Hedonia

THE SEARCH FOR MEANING



Meaning

Happiness

Physical Health

Back in the days

Now and later

THE SEARCH FOR MEANING



Agriculture Industrial Knowledge

THE SEARCH FOR MEANING



Mental disorders are  
the leading cause  
of disability, responsible 
for 30-40% of chronic 
sick leave and costing 
some 3% of GDP 
 
 
- World Health Organisation

THE SEARCH FOR MEANING



“People are happiest when 
they are in a state of flow—
a state of complete 
absorption with the activity 
at hand and the situation”  
 
 
-Mihaly Csikszentmihalyi

THE SEARCH FOR MEANINGTHE SEARCH FOR MEANING



“Treatment is not just 
fixing what is broken; 
rather, it involves 
nurturing what is best 
within ourselves.” 

-Martin Seligman

THE SEARCH FOR MEANING



50% 
Genetics 

40%  
Activities 

10% 
Life conditions

HAPPINESS  
BREAKDOWN

THE SEARCH FOR MEANING



Important facts

44%  

of Gen Z have a 
healthcare, wellness or 

fitness app on their 
smartphone, smartwatch 

or tablet.

PwC, 2020

Top 5  
concerns among Gen Z:  

Cost of living (29%), 
Climate change (24%), 
Unemployment (20%), 
Mental Health (19%),

64%  
of young Europeans 

are at risk of 
depression, up from 
15% before the Covid 

crisis.

Eurofound, 2021Deloitte, 2022





Generation Z is mentally under pressure. 
So if Swiss Life Partner want to be relevant in this context…

Opportunities

Prevent and intervene early 

Targeting preventive measures and effective early 
intervention at young people presents the best 
opportunity to reduce the social and economic 

costs of mental illness.





ACKNOWLEDGE MENTAL HEALTH ISSUESNIKE



UK BANK BUILDING MENTAL RESILIENCEFIRST DIRECT



BUILD MENTAL RESILIENCEHEADSPACE



LICENSED THERAPISTS TO CONDUCT THERAPY SESSIONS WHILE GAMINGSKILLSHOT
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Get real

Confront them with 
the reality of a 

(financially) 
uncertain future. 

Make future issues 
relevant today: by 

mirroring the 
challenges of the 
distant future to 

priorities of today.

Provide them with 
concrete means to 

protect them from an 
uncertain (financial) 

future.

Make it now Let them act

Targeting preventive 
measures and effective 

early intervention at 
young people presents 
the best opportunity to 
reduce the social and 

economic costs of 
mental illness.

Prevent and intervene early 

Empower them with 
skills & knowledge to 

secure their self-
determination.

Give them acces to 
new ecosystems to 
help to live a self-
determined life. 

Empower self-determination Expand the ecosystemCreate multi-stakeholder growthProof your impact

Be very specific  
about CSR, and take 

responsibility by 
collaborating with 
stakeholders in the 

complete ecosystem.

Build proof for the 
impact of their CSR 

activities and the 
relevance of it  for 

Generation Z.

Be multidimensional

Address women in 
their multiple roles. 

Avoid patronizing with 
your language and 

embrace female values 
such as empathy and 

consciousness.

Speak the visual dialect

Utilize generation 
z’s visual language 
in every touchpoint 

(and channel).

If Swiss Life Partners want  
to be relevant for Generation Z.  
Be sure to:









Thank you!
Any questions?

 aljan@trendsactive.com

Aljan de Boer 
Head of Inspiration

+31 631 907 499

mailto:aljan@trendsactive.com


Human-proof 
inspiration directly 
into your mailbox?

Sign up for our newsletter


