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MOJO Ad is th
full- > 1€ premier styd
service agency at ent-statted,
Missouri. W Y‘ e Untvers
. We specialize in 18- to 24-
year-olds, also known as the youth and

young adult (YAYA) market. No one knows
te like we do. Why?

these coOnNsumers qui
of this

Because W€ are them. As members
we serve as

elusive demographic,




T IS STATE OF THE YAYA?
s an annual report that provides
the trends and activities

WHA

The State of the YAYA 1
rs with an in-depth look at

markete taff
@) By Mo of the 18- to 24-year-old market. Created by MOJO Ad stalf,
Originally coined by MOJO Ad, “YAYA” refers to 18- to 24-year- the report presents exclusive data on the YAYA market to help

marketers connect with them on a deeper level. The report 1is

based on a national guantitative survey of over 700 18- to 24-
year-olds that not only highlights who they are as consumers,
but individuals as well with a deeper look at attitudes and

olds, or the youth and young adult market. These consumers are
at a pivotal life stage in which they are figuring out who they
are and what they like.

At 31 million strong in the United States and earning an

aggregate income of $463 billion, these consumers are chonslinq

whether to stick with the brands they know or try new ones. If
marketers fail to reach them, they might never catch up.

behaviors towards media consumption and their life online.

— 000 METHODOLOGY

pur 63 question survey was distributed nationwide thr
Qualtrics. This resulted in 724 completed responses from
YAYA consumers. The sample was representative of the U.S.
Census Bureau data for 18- to 24-year-olds related to race,

ough

ethnicity and gender.

In addition to our primary research, we utilized dozens of secondary
resources, including Mintel, Pew Research Center, Forbes, Statista

éndINielsen, plus past State of the YAYA reports, to gain a better
insight into the evolving YAYA market.

1
Packaged Facts. (2018, July) Looking Ahead to Gen Z: Demographic Patterns and Spending Trends.
https://www.packagedfacts.com/Looking-Ahead-Gen-Demographic-Patterns-Spending-Trends-11270817/
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FOR YAYA CONSUMERS, USING TECHNOLOGY IS MUCH MORE THAN JUST AN ACTIVITY. IT'S THEIR LIFE.

@00 FILE . FRONT DOOR




[ D | T p R 0 F l l. [ Social media and personal expression
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(URATION OF SELF

If you zoom into a YAYA
user’s social media
profile, it will show
you a lot about them,
their interests and

what they like or don’t
like. YAYA consumers are
continuously learning
about who they are and
more importantly, who
they want to be. Their
social media feeds are
curated and personalized,
like the rooms in their
home, as a form of self
expression.| As they
customize their own
digital world, their
online and offline
realities become one.



INSPECT ELEMENT: LOOKING AT DATA

©00 11% ORTANT DATA
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107 PLATFORMS 15y DAILY
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66%

59%
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‘| SEEK AUTHENTICITY ON

‘I MATCH MY ONLINE IDENT
OFFLINE IDENT!

SOCIAL MEDIA

;9\ WITH MY

‘MY PHONE IS AN EXTENS

ON OF MYSELF s

@ | Fiil AT HOME WHEN | AM ONLINE

59% AGREE
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100 WAYS JAJA INDIVIDUAL |
)EFINE SUCCESS ON SOCIAL MEDIA:

[IReal life mentions

Followers
Impressions

T0P MOTIVATIONS TO BE ON
s0cial MEDIA:

Find funny and/or
entertaining content

Stay in touch with friends

Fill spare time

Stay up to date with
news and current events
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D l 0 I I A l N 0 M A D S YAYA’s Online Identity

®eo

FILE : LIVIM(:ROOM. PN G

S
New Arrivalr

A new season of

Just been released, only on Watch

t‘LOVe and Datesn has

Now

NeT I FLEAT 0N o "“'""‘;}’
[;]-Breakinq News

A new particle of iron has been
. read more

discovered in Sweden..

LIFE ON THE OPEN INTERNET

The comfort YAYA
consumers feel on the
internet has opened the
door for them to freely
discover new ideas about
themselves and the
world around them. Like
redecorating a room, a
YAYA user will| change
their preferences as
they learn more about
themselves. They are
nomadic in the sense
that they roam all
corners of the digital
sphere| seeking self-
exploration and new
directions. Although
they may wander, these
digital nomads are far
from lost.

10



INSPECT ELEMENT: LOOKING AT DATA

Q0enn ©00 IMPORTANT __ DATA

X W%@@+ & 0 | AM S[[K'NG N[w
—Room.rig  EXPERIENCES ONLINE

6% agree

SOCIAL Menlg aLLpws
. 0
DIFEERENT PEOpLg nﬁn‘?u'i'%%ii‘s'““” 66% _AGRE E

IT WOULD BE EASY FOR ME TO
QUIT SOCIAL MEDIA

52% disaqgree

| FEEL PRESSURE TO BE ON CERTAIN
S0CIAL MEDIA PLATFORMS

MOREINFD.DOX
I am loyal to a specific

social media platform

percentage of YAYA individuals who have

taken a social media break:

27%

have not 73%
have
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NOW PLAYING...

The power of streaming

15

ENTERTAINMENT AS ESSENTIAL

Entertainment. Food.
Shelter. Water. YAYA
consumers are redefining
the essentials and making
room for entertainment.
Whatever platform they
are using, they |kick
their feet up and expect
to be entertained.
Entertainment is their
primary motivation for
being online, so digital
nomads are willing
to roam any and all
platforms to satisfy this
need. Let’s settle into
our |inner couch |potato
and see where these YAYA
individuals |go to relax
and unwind.

16



INSPECT ELEMENT: LOOKING AT DATA

Top YouTube genres.

1. Gaming (49%)

2. Comedy/Skit (46%)

3. Food/Cooking (41%)
4. How-to (38%)
5
6
T

% P Disney+

Amazon Prime
Q X Video

‘E’ HBO Max

HTop TWO WAYS JAJA INDIVIDUALS
(AVE ACCESS TO PAID STREAMING

. Movies (35%)

Pay for their own

Apple TV ' Ed“cational (32%) W account (41%)
Peacock “*—;-—_TYXFaShiOn (32%) :

Paramount +

Discovery+

@00

y MORE INFO. Dox_
AYA | ’ A%8 INDIVIDUALS A |
JA INDIVIDUAL'S PREFERENGS | wll{lloll»é ?:(vun; P,ll WONTH FOR STREAMING SERVICES:

FOR WATCHING NEW MOVIES:

58% stream online E¥YASENiERAIEERLIES

17 — -

70% of responden
® under $30

® 85% of respondents said
under $40
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Gen Z Thinks Product

(2020, May 18).

2Acklin, M.



]“[ GAM[ pl-AN A transition period for sports

@00

> ® M = QSEARCH \/

BOOKMARK THIS BRAND! I'

© KEEPING TABS:
LONG TERM IMPLICATIONS

The YAYA market wants to see
humanization of athletes in
traditional sports. They want
to see athletes’ lives off-
screen as much as ‘they watch
their talents on-=screen. In
order to feel an authentic
connection to their favorite
players, they/value learning
about them and what goes

on when the’ cameras aren’t
rolling. /4’ u}\

NFL ENDZONE

NFL End Zone dances have evolved from being
a pain for referees to being a source of
joy for YAYA fans. After taking notice
the NFL established a partnership
with Twitter that set up cameras
in the end zone to capture the
players’ celebratory moves. NF
Chief Marketing Officer Tim
Ellis said the decision wa
“100% focused on that
younger audience,
guiding a new

marketing mantra
that humans are
better than

highlights® &7

ll" AN

SCutler, M. (2019, October 21). Rate of growth for clips and highlights to OUTSTRIP live - five-year projections. https://twocircles.com/gb-en/articles/clips-highlights-value-
growing-faster-live
“Team Whistle. (2020). A New Age In Sport Consumption. Retrieved from https://teamwhistle.com/insights/2020/12/a-new-age-in-sport-consumption

*Maese, R (2020, November 24) Sports has a Gen Z problem. The pandemic may accelerate it. Washington Post. https://www.washingtonpost.com/sports/2020/11/24/gen-z-sports—fans/

4




READY PLAYER ONE

23

Tap into esports and Online Gaming

A NEW KIND OF ATHLETE

YAYA individuals
are retiring their foam
fingers and opting for
controllers. As the esports
industry |[continues to
have exponential |[growth,
the YAYA market is taking
notice—and-shifting from
sports teams to gaming
streams. The community
created by video |games
meets YAYA users right
where they’re at — in their
digital homes. This leads
to a greater authentic,
personable interaction
between athletes and | fans
that is not found in
mainstream sports.

@00 Ak

NEW MESSAGES

the lag tho
haha

Dude how T
u so good

. poggggg

what monitor
do u have

. spam spam

spam

=4

24



INSPECT ELEMENT: LOOKING AT DATA

25

00 0 1easoNs YAYA INDIVIDUALS
@ ; - 1" E0LaY VIDED GAMES:
(;? Ll : &

X
-
H(W 7 7% BFilling free me (22%)
Q X \
;) D

Pleasure (18%) It’s an escape from

real life (18%)
57/ 57/

als who use

PLAY AND/OR STREAM gaMEs!
44%

0f the 53% who of YAYA individu
Twitch, they are using the platform for:

17% 17%

1. Watch for amusement (29%)

2. Be a part of a community (17%)

3. Learn new skills (16.8%)

A FEW ONCEA

Tipee ABOUT NEVER figrc’a Ui
MULTIPLE ONCE A MULTINE AT IMES 0y

";ﬁ“ LV T L

. Discover neyw games (13%)

. Meet ney people (11%)
oo IMPORTANT _ DATA

76% of YAYA individua S are spendi TWITCH USERS SPEND AN AVERA“ 0f 10
money on video games,lof thosz wsongre MINUT[S p[k My ON “‘l[ NAIFORM

spending money on gaming:

@00

“TWITCH ACTS AS THE PERFECT PLATFORM TO FACILITATE
@ 38% spending between $1-99/year THE INTERACTION BETWEEN THE (ROSSOVER THAT EXISTS

BETWEEN THE (AMI ”
@ 22% spending between $100-199/year AMING AND SPORTS AUDIENCE.
@ 16% spending between $§200-299/year

®Kabadi, M. (2021, January 30). Twitch and the untapped Gen Z potential. Behind Sport.
https://behindsport.com/twitch-and-the-untapped-gen-z-potential/

26
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LOOMING OUT

Unlocking Potential

Now that you have unlocked the virtual abodes of
YAYA consumers, make yourself at home! As| this age
group continues to|/evolve, they will only become
more crucial to every industry. Being online 1is
not just a pastime, it’s their lifeline, providing
a comforting space for these digital homebodies
to learn about who they are and who they aspire
to be. In order for your brand to get ahead, it’s
important [to take a look inside the 0S windows of
this group to grasp the depths at which they seek
personalization and customization of their online
experiences.

AYG

. L |

FILE LvivoRoOM,. g — )
3h age

J — \E.

LN
1R

ew
A new

: Season of “Loye and Dates” hag
just been released, only on Watchioy

REMEMBER, 1S NOT ENOUGH TO JUST BE IN THE ONLINE
(OMMUNITY OF THE YAYA MARKET — YOU HAVE T0
KNDCK ON THEIR DIGITAL DODRS. -

DDDDDDD
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