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If you’re sick and tired of hearing about Millennials, (in which 
case you’re probably NOT a Millennial), we’ve got some good 
news for you. It’s time for those perky Gen Ys to start shining 

the generational magnifying glass on their younger cohorts, the 
ever-growing and changing Gen V (that’s V for Viral). It seems even 
marketers have tired of talking about too many trophies, endless 
entitlement, and young entrepreneurship, and we’re all ready to 
study 5-20 year olds and figure out what makes them tick. 

That’s why we felt it was time to release an update on this 
generation as a focus for the Spring Trendera Files, to revisit our 
2014 Gen V study and launch a fresh exploration into these young 
folks to see who they are, how they’re evolving, and the trends that 
are emerging in their world. As you’ll read, this generation is shaping 
up to possess more savvy than Gen X, more medals than Gen Y, and 
more sophistication than most of the generations combined. We’re in 
for a rather interesting ride.

But of course, it can’t just ALL be about Gen V (they aren’t 
Millennials after all). You’ll still find trends, marketing, and statistics 
for the older generations as well, from the rise of male makeup to 
body hacking to how we are all going a little insane. Seems our 
goals are not really in line with reality, and we have two words. 
Social. Media.

As always, we’re excited to present you with our latest issue and 
hope you find it full of new ideas and inspiration. 

Bless Up!*
Trendera

*Not sure what this means? Check out our slang list on page 21
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71% had a family dinner
62% talked on the phone
60% watched live TV
44% ate fast food
40% read a physical book

IN THE PAST 24 
HOURS...

40% 
The qualities 
that make 
someone most 
attractive to 
Gen Vs are:

HOW THEY 
TREAT OTHERS

KINDNESS

HONESTY

69% 58% 49%

A HAPPY 
FAMILY

MAKING 
LOTS OF 
MONEY

LOVING 
YOUR JOB

Signs of a 
Successful 
Life

GEN V 
FEMALES 
WOULD 
SPEND 
IT ON 
CLOTHES 
(30%)

GEN V MALES 
WOULD SPEND 

IT ON VIDEO 
GAMES (40%)

If given 
$100...

69% 
of Gen Vs 

think people 
should be 

nicer to one 
another

TWO THIRDS OF GEN VS ARE 
INTERESTED IN ATTENDING A 

4-YEAR COLLEGE

GEN V
STAT HIGHLIGHTS

37% 
38% 
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We don’t know about you, but our adolescence was spent going through countless tubes of Clearasil, sporting 
perms we’d sooner forget, and wearing outfits that made Urkel look chic.

So why and how do today’s teens seem to have it all together? They don’t have bad hair days and can do a better cat 
eye than Lauren Conrad (thanks, YouTube tutorials). With fast fashion, they have access to the trendiest clothes at 
affordable prices and can update their wardrobes instead of donning out of date hand-me-downs. And perhaps most 
importantly, these wily Gen Vs are savvy about their outward-facing personal brand, painstakingly curating every aspect 
of their lives online to portray themselves ever just so. If it doesn’t rank well, garner enough likes, or warrant a repost, 
it probably isn’t worth it.

To an outsider looking in, it may appear that today’s teens have it all figured out (and they all look the same), but the 
reality is that teens are experiencing awkwardness differently and perhaps more painfully than any generation before. 
In fact, their cringe-worthy moments are on display for the entire world to see because they’re lived out online, we just 
need to understand their language to recognize it. 

The average teen gets their first smartphone at age 11, and after that, they spend approximately 6 hours a day glued to 
its screen.1 To them, social media is synonymous with “in public” and technology is the forum where much of their social 
interactions take place, so it’s no surprise that half of teens say it’s easier to be themselves online.2 This is where they 
talk to their friends, communicate with the people they admire, and engage with people by liking, commenting, and 
interacting on social media.3 It’s not that teens don’t have awkward interactions, it’s that they have a new set of rules 
that are invisible to adults who didn’t grow up as Digital Natives. 

Boomers, Xers, and even older Ys don’t understand this particular brand of anxiety, which stems from “dot watching,” 
the jealousy teens feel when their crush likes someone else’s selfie, the importance of keeping up a Snap-streak with 
their bestie, or the art of throwing shade via subtweets.

Furthermore, the documentation afforded by interacting largely over technology leads to a permanent record of teens’ 
embarrassing moments. When they do have the inevitable awkward moment or two, they are preserved and circulated 
to their vast networks. Anything teens text, post, Snap, or share is vulnerable to being screenshotted and distributed 
without their knowledge or permission. One disturbing trend among teens is “Slut Pages,” Instagram accounts with 
collections of nude pictures girls have sent to people they like or their significant others, which end up being posted 
for the whole school to see. 

So while it may seem like Gen Vs are circumventing key markers of the awkward teen phase, going straight from kids 
to mini adults, that’s not entirely the case. In reality, they are just as vulnerable as ever to awkward milestones and are 
increasingly subject to the risk of their embarrassing moments being captured, shared, and even magnified. 

1. Business insider, 2016
2. The Trendera FIles, May 2016 

GEN V
SHAMELESS
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bottom lines
While Gen Vs want to be taken seriously, they don’t want to be treated entirely as adults just yet. Brands should acknowledge 
that teens aren’t shameless and demonstrate awareness in marketing and products of modern markers of adolescence. 

You can’t talk about the social life of teens today without acknowledging that much of it takes place online. They want to see this 
reality reflected in the content and marketing that they consume. 

Teens so carefully craft their image and are so brand conscious that only brands that truly resonate will be a part of their 
conversation and identity. Given that, brands need to offer a clear point of view with which young consumers can easily align 
themselves. 

Left: YouTube tutorials offer teens an easy 
way to learn how to do flawless hair and 
makeup as well as keep them up to date on 
the latest trends (see pg. 78 for some of their 
favorite YouTubers). 

Below: Teens have multiple social media 
personalities depending on the platform (see 
pg. 90-93 for their different uses for each 
platform).

GEN V:  THEMES
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GEN V

MYTH
THEY ARE HYPER-AWARE
Gen V lacks situational awareness. Due to 
their devices they are often oblivious to 
what is going on around them and unable to 
give directions. The average Gen V has an 
attention span of 8 seconds (that’s less than 
a goldfish). 
Microsoft Corp, 2015

Gen V is a gluttonous group. They are 
even bigger foodies than Millennials and 
alarmingly more obese. Teen obesity has 
nearly tripled from 1971 to 2010. 
CDC, 2015

MYTH
THEY SHARE ANYTHING 
AND EVERYTHING
While Gen V does like to share, they are 
much more judicious about what they put 
out about themselves than their Gen Y 
counterparts. 82% think carefully about what 
they post on social media. 
JWT, 2015

MYTH
THEIR BIGGEST VICE IS 
TECHNOLOGY

MYTH
THEY AREN’T GOING TO 
COLLEGE
While they know they don’t need college to 
make their dreams come true, the majority of 
pragmatic Gen Vs are still planning to attend 
University as a fall back plan. Our recent 
survey showed that two thirds of Gen Vs are 
interested in attending a 4-year college. 
The Trendera Files, January 2016

MYTHS +  REALITIES
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GEN V
NOW TRENDING

BULLET JOURNALING 
Who says print is dead? The latest craze sweeping the world of 
the organization obsessed is bullet journaling, a list making system 
incorporating some of Gen V’s favorite things: the functionality of 
an app and the customization and post-worthiness of Instagram. 
While you can purchase the branded “Bullet Journal” specifically 
for this purpose, the technique can also be done in just about any 
notebook or journal. What makes it unique is that it allows users to 
allocate space on their terms rather than adhering to the rigidity 
of a traditional planner. The system has taken off with creative Gen 

DM FOR DRUGS
Who needs Tor and the Silk Road when you have social 
media and dating apps? Today’s ever resourceful teens 
have found when it comes to brokering drug deals, 
there’s more than just one app for that. Recent research 
reveals an upward trend of people using platforms such 
as Instagram and Tinder to pawn their goods, whether it’s 
as harmless as sneakers or illicit as ecstasy. On Instagram, 
drugs for sale can be found via the hashtags #mdma and 
the more straightforward #weed4sale. Clearly subtlety 
is not a concern, as the captions of these posts blatantly 
spell out the dealer’s supply, finishing with the simple 
call to action: “DM me.” On Tinder, users swipe right to 
be hooked up with a dealer willing to supply whatever 
it is they’re in the mood for. And we can’t forget about 
transgender teens using the internet to gain access to 
hormone treatments. Social media has now made access to the seedy underbelly of the internet as easy as a tap and a 
swipe, proving that our world has truly become too convenient. 

Vs, who have taken to posting on tumblr and Instagram about their 
painstakingly designed, aesthetically pleasing bullet journals and ways 
they’ve customized the system to better suit their needs.

KIK’S BOT SHOP 
On the heels of Microsoft’s major bot failure, favorite Gen V messenger app Kik recently announced the launch of their new 
bot store with partners such as Vine, Funny or Die, Sephora, and more. The promotion for the bot shop shows a disgruntled 
teen explaining the concept of bots to her Gen X parents, who—spoiler alert—just don’t get it. Interestingly, the teen in 
the ad makes the point that “they’re like an awesome friend who doesn’t ignore your texts,” tapping into the deeper ethos 
surrounding Gen V’s current use for bots and a possible predictor of their success. Bots offer a way for apps to engage users 
by doing the work friends would normally do, communicating with them and sending them relevant content. It remains to be 
seen, but Kik’s bots could actually be the boost the app needs to become a serious competitor with other teen go-tos like 
Snapchat and Instagram. 
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DOMINO’S 
ZERO CLICK 
ORDERING
Consumers’ Laziness May Make Your Job 
Easier

WHAT IT WAS:
Because pushing a button for pizza or tweeting an emoji 
was too much work for today’s lazy consumers, Domino’s 
recentlypartnered up with Crispin Porter + Bogusky to 
develop the first zero-click ordering experience. Users 
create a pizza profile on Dominos.com and save an “easy 
order” (i.e. their most common pizza order). From there, they 
link the Dominos Zero Click app to their pizza profiles and 
voila! Next time the app is opened, the saved easy order 
is automatically placed without a single tap, swipe, click, or 
blink. And for those who wonder if the app is a butt dialer’s 
nightmare (or dream), the pizza chain has built in a 10-second 
countdown timer in case of accidental opens. 

WHY WE LIKED IT:
Domino’s latest brand innovation serves as an excellent marketing tool that further positions the company as modern, seamless, 
fun, and Millennial friendly. 

GEN V
MARKETING
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LUKA 
SABBAT 

18-year-old model and 
stylist Luka Sabbat 
is this year’s fashion 
It Boy. You may 
recognize Sabbat 
from the numerous 
campaigns under his 
belt, including Tommy 
Hilfiger, American 
Eagle and adidas, or 
from Calvin Klein’s 
Fall 2016 show, where 
he was specifically 
flown to Milan to walk. 
With his effortless vibe 
and 200k+ Instagram 
followers, Sabbat is 
definitely one to watch. 

GEN V
INFLUENCERS

LUCY THE 
READER 

15-year-old bookworm 
Lucy Powrie has a 
small but dedicated 
following of avid 
readers who view her 
as the go-to girl for 
book recommendations. 
She may be young, 
but she has an 
impressive and diverse 
online presence. The 
“blogger & booktuber” 
has a blog, Queen 
of Contemporary, a 
blossoming YouTube 
channel, a tumblr 
devoted to books, and 
a position as creator 
and host of #ukyachat, 
a Twitter chat about 
young adult books.  

FAYE 
ORLOVE

Faye Orlove is truly a 
child of the internet and 
pop culture. An artist 
living in Hollywood, 
Orlove is constantly 
working on a variety of 
projects that perfectly 
encapsulate the current 
climate of digital life. 
In addition to her 
online store, which 
features products 
like a Celeb Activity 
Book and Kardashian 
Prayer Kandles, Orlove 
successfully completed 
a Kickstarter campaign 
to create Junior High, 
a community and art 
space in Hollywood for 
marginalized young 
people to showcase 
their talent. 

LOTTIE
TOMLINSON

She may be the little 
sister of (former) One 
Directioner Louis 
Tomlinson, but Lottie 
Tomlinson has an 
impressive audience in 
her own right with over 
2.6 million Instagram 
followers. Tomlinson 
is especially popular 
in the beauty sector 
and runs a beauty vlog 
on YouTube, where 
she posts tutorials on 
how to get her looks. 
Despite posting only 
5 videos in the past 7 
months, she has over 
200k subscribers, and 
her followers look to 
her for fashion and 
beauty inspiration 
where she is famous 
for taking colorful and 
glittery risks.

AIDAN
ALEXANDER

You may recognize 
this 16-year-old actor 
from his role in the 
Independent film Red 
Wings, but Aidan 
Alexander has also 
made a name for 
himself as a social 
media star with over 
200k subscribers 
on YouTube, 600k 
followers on Instagram, 
and 200k followers on 
twitter. The Los Angeles 
native offers followers 
a glimpse into his life 
of YouTuber friends, 
fashion trends, and the 
occasional celebrity 
event. Most recently, 
Alexander attended 
the 2016 White House 
Correspondents Dinner, 
where he posed with 
fellow teen heartthrob 
Cameron Dallas and 
met Bill Nye.

GEN V
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honeydude n.
  [origin: sugar daddy]. 1. a man who 
   provides financial support in exchange 
   for sex and companionship but without  
   the stereotypical age gap

      adj.
  1. when something is “lit” or exciting 2. a
   comment on someone’s social media 
   post when they look hot

hunty n.
  [origin: mashup of “honey” and “c*nt”] 1. 
   an endearing nickname for close friends

stan n.
  [origin: character in Eminem song ‘Stan’]
    1. an overzealous fan of a celebrity

snoozefeed v.
  1. browsing your social media feed 
   instead of getting out of bed 

ode adj.
  [origin: OD (overdose)] 1. an excessive 
   amount of something or a feeling 2. 
   really or very

tea n.
  1. gossip

soft boy n.
  [origin: “hard man”]. 1. someone who 
   won’t win in a fight or will go down in 
   one punch 2. someone who cannot hold 
   their liquor

friendly-fade v.
  [origin: ghosting] 1. a gradual method 
   to break up with a friend without being 
   hurtful 

not today satan idiom.
  1. the devil will not get in the way today 
   2. the new “oh hell no”

boots adj.
  [origin: YouTuber Todrick Hall’s viral 
   videos]. 1. term used to add emphasis to 
   a saying or feeling

nope out v.
  1. to decide not to do something 2. to 
   reject someone

NARP acronym.
  1. non athletic regular person

becky v.
  [origin: Beyoncé’s song ‘Sorry’]. 1. 
   attractive white girl

bless up n.
  [origin: DJ Khaled, #blessed]. 1. a 
   greeting sending someone good vibes 2.
   a way of expressing gratitude for life

GEN V
TXT TALK

GEN V:  TXT TALK
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When it comes to digital communication, it’s hard to 
inundate Gen V.
• Consecutive text you can send before you overwhelm 

the recipient (8.5 v. 6.9 v. 5.6)
• Emojis you can use in a single text message (6.5 v. 6.3 

v. 3.8)
• People you can have in a group text conversation 

without being impractical (7.7 v. 6.6 v. 5.5)

ONLY 2 in 10 consumers say they go without their cell
phones frequently or all the time. 

1 in 4 Gen Vs say you have 5 minutes to text someone
back before it’s considered rude, compared to only 16%
of Gen Ys.

Consumers’ overall device hierachy:
1. Phone
2. Tablet
3. Computer
4. TV
5. Video game console

Facebook is steadily regaining its cool as it remains a 
destination for respondents of all generations to interact 
with friends and brands. Of the major social media 
platforms, respondents overall were most likely to… 
• Follow brands on Facebook (29% v. 46% v. 52%)
• Post on Facebook (36% v.59% v. 66%)
• Relieve boredom on Facebook (25% v. 44%v. 54%)

• However, Gen Vs more often went to YouTube (33%)
• Check in with friends on Facebook (41% v. 70% v. 72%) 

• Snapchat was significantly more popular place for Vs 
(25% v. 6% v. 2%)

• Get the news on Facebook (33% v. 42% v. 25%)
• That said, a third of respondents overall didn’t use 

social media to get their news
• Get inspired on Pinterest (27% v. 30% v. 26%) 

• Gen Vs more often went to YouTube (31%)
• Get a laugh on YouTube (52% v. 32% v. 32%)

Lifestyle & Attitudes
35% of respondents overall said Donald Trump running 
for President was the most significant event to happen in 
the past six months.

While 32% of respondents overall identified as Democrat 
(largely driven by Gen Ys at 38%), 26% identified as 
Independent and 24% identified as Republican. 

NATIONAL CONSUMERS

Entertainment
What’s trending among consumers (%overall): 
• Watching TV shows on a computer (60%)
• Talking about politics (39%)
• Arcade games (32%)
• Alternative water (26%)
• Horoscopes (25%)
• Snapchat viewing parties (23%)

Overall, Johnny Depp (13%), Leonardo DiCaprio, and 
Dwayne “the Rock” Johnson were the most popular 
actors.

Overall, Jennifer Lawrence, Sandra Bullock, and Jennifer 
Aniston were the most popular actresses. 

Overall, PewDiePie, Jenna Marbles, and Tyler Oakley 
were the most popular YouTubers. 

Digital
Most popular websites visited DAILY (%overall): 
• Google (61%)
• Amazon (38%)
• Netflix (38%)
• Yahoo! (31%)
• Pandora (21%)

Noteworthy websites by generation: 
• Gen X: Yahoo! (23% v. 29% v. 43%)
• Gen Y: Hulu (8% v. 18% v. 8%)
• Gen V: BuzzFeed (16% v. 14% v. 6%)

Things that ARE acceptable to do by text (%overall): 
• Wish someone happy birthday (77%)
• Invite someone to an event (74%)
• Send a thank you (71%)

Things that AREN’T acceptable to do by text (%overall): 
• Ask someone on a first date (19%)
• Call in sick (17%)
• Break up with someone (6%) 

*Unless noted otherwise, statistics are reported as (Gen V% v. Gen Y% v. Gen X%)
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Compared to the other generations, Gen Ys are more 
trusting of politicians (49% v. 56% v. 36%).

One third of consumers 8-50 don’t like ANY of the 
candidates in this presidential election.

One quarter of consumers 8-50 don’t believe their vote 
will make any difference.

Only one in five consumers 8-50 believe politicians can
bring about needed changes to society.

54% would rather Hillary Clinton be President over 
Donald Trump.

Overall, 86% of respondents identified as heterosexual, 
whereas 96% of Xers said they were heterosexual, only 
80% of Gen Vs said the same.

Only 56% of respondents overall considered themselves 
religious, with Gen V and X being more religious (60%) 
and Gen Y being less religious (49%).

The majority of Gen Ys said they spend more time 
interacting with friends online than in person (55%). 

When it comes to live events, consumers are most likely 
to spend money on concerts (50%, 33%, 33%) and 
sporting events (33%, 31%, 38%).

When it comes to content from brands, half of 
consumers overall would rather see pictures/images than 
video or text (54%).

JOMO (Joy of Missing Out): 6 in 10 consumers 13-50 
would rather stay in than go out.

The majority of consumers overall would rather win free 
travel for a year than free music for life (78% vs. 22%).

Overall, consumers would rather give up TV for a year 
than give up their smartphones for a month (53% vs. 
47%).
• This was particularly true for Gen Vs (54% v. 63% v. 

39%). 

*Unless noted otherwise, statistics are reported as (Gen V% v. Gen Y% v. Gen X%)

Brands
Brands with the best social media:
• Netflix (29% v. 15% v. 21%)
• Coca-Cola (19% v. 26% v. 23%)
• BuzzFeed (25% v. 22% v. 7%)
• ESPN (12% v. 14% v. 20%)
• Starbucks (16% v. 12% v. 14%)

64% of consumers overall have purchased something 
online while in bed, while a quarter have purchased 
something while on the toilet! Ew!

STATISTIC S
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TRENDERA
www.trendera.com
      @trendera
      @trendera

LOS ANGELES
8350 Wilshire Blvd, Ste 202
Beverly Hills, CA 90211
323.302.9805

NEW YORK
141 W. 36th Street, 12th Floor
New York, NY 10018
917.351.8655
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