Re-imagining
how to

Gen Z buying
experience

Born in mid-1990s to current 2000s, these digital natives have never lived a life
without internet. From their early youth, Gen Zers have been exposed to technology,
social media, and mobile devices.

(va) This hyper-cognitive generation is very familiar with
cross-referencing different sources of information and are highly
confident in all aspects of virtual experiences.

Thinking of this new consumer, the way they shop and pay, merchants should
rethink how they deliver frictionless omnichannel buying experiences outside the
traditional structure of retail, and new digital buying experiences and products.

6 facts from Gen Z
that are important to merchants

SR

Digital payments

As this generation is passion by
diversity, gaming and global mind,
creating successful buying
experiences using digital-only

attributes will require a really .

understanding of this new type EXpanded tOUChPOI nts

of digital buyer.

The payment stage of the journey Gen Z make heavy use of many

is more crucial than ever before. social networks to create
connections, consume multimedia,
play games, and share content.

Linked to the expansion of shopping

9 touchpoints, shoppingis now a
natural extension of everyday
routines, include time while
watching and gaming. They expect
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Innovation s
important

to buy and receive items whenever

they want.

The ideal omnichannel experience

lets consumers start in one Gen Zers want to have innovative

channel and finish at another. payment experiences. They expect
that companies keep evolving their

J payment options, for themitis

normal to pay using their devices,
digital wallets, and wearables. For
example, Network tokenization has
helped merchants to offer good
payment experiences, unlocking
higher authorization rates, lowering

The Metaygrse isalso crea'Fing ngw fraud, and creating a better customer
opportunities to engage with this experience

generation. Business should innovate
on their products’ digital attributes, not
just the physical.

They are experimenting with
digital-only products to break into
new segments and get closer to their
customers.

New digital buying

experiences

Mobile is king

Asitis a generation that has always
been exposed to technology, they
expected that they can buy online but
also can use their mobile devices to
make purchases. Remember they are
the most digitally advanced
generation. This is a generation where
cashis notacommon payment
method. According to research more
than 6 in 10 Gen Zers said mobile
devices were their most popular
method for digital purchases.!

Buying from

anywhere

This is a generation that wants to

buy and received their products

whenever they want, shopping is

now a natural extension of their

everyday routines. Itis a generation

that does not plan their purchases as

other generations do. They are

shifting towards on-demand SOURCE.
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example, as the gaming spaceis

important to them, brands are

entering this space with purchase

opportunities.

Visais here to help you

Contact your Visa account executive to learn how we can help you understand the consumer behavior
shifts and identify opportunities to maximize your portfolios with our Consulting and Marketing services
(analytics, managed services, credit lifecycle, digital roadmaps, etc.) and our Innovation & Design services
(to co-create/ co-desigh new consumer payment and commerce experiences).

About Visa.

Visa (NYSE: V) is a world leader in digital payments, facilitating payments transactions between consumers, merchants, financial institutions, and government entities across more than 200 countries and
territories each year. Our mission is to connect the world through the most innovative, convenient, reliable, and secure payments network, enabling individuals, businesses, and economies to thrive. We
believe that economies that include everyone everywhere, uplift everyone everywhere and see access as foundational to the future of money movement. Learn more at Visa.com.

The information, recommendations, or “best practices” contained herein (the “Information”) are provided "AS IS,” and are intended for informational purposes only and should not be relied upon for
business, operational, marketing, financial, legal, technical, tax, or other advice. Visa is not responsible for your use of the Information (including errors, omissions, inaccuracy, or non-timeliness of any kind)
or any assumptions or conclusions you might draw from its use. Visa makes no warranty, express or implied, and explicitly disclaims the warranties of merchantability and fitness for a particular purpose,
any warranty of non-infringement of any third party's intellectual property rights, any warranty that the Information will meet the requirements of a client, or any warranty that the Information is updated
and will be error free. To the extent permitted by applicable law, Visa shall not be liable to a client or any third party for any damages under any theory of law, including, without limitation, any special,
consequential, incidental, or punitive damages, nor any damages for loss of business profits, business interruption, loss of business information, or other monetary loss, even if advised of the possibility of
such damages.
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