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It’s more
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multiple brands and

retailers without leaving
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It’s faster than
going to physical
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Books
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Apparel
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21%
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Accessories

29%

50%

Online vs. in-store product purchases 

Why teens shop online 

Online

In-store

Google and Ipsos surveyed teens on a variety of in-store and online shopping habits. 

Teens 13-17 were asked, “What are the main reasons you choose to shop online?”

Teens 13-17 were asked, “For each type of product, which of the below best describes [your purchasing 
habits]? Select all [that apply].”

Shopping

Source (both charts): Google and Ipsos; Survey Name: Generation Z: New insights into the mobile-first mindset of teens; Gen Z 
Ages: 13-17; Sample Size: 286 (top chart) 487 (bottom chart); Date: August 2016.
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The Research commissioned a nationally representative survey of 13 to 17 year olds from the National 
Opinion Research Center (NORC) at the University of Chicago to investigate teen preferences in shopping 
payment methods. Some of the responses require follow-up surveys. For example, it’s unclear what using 
cash to pay for online purchases actually means.

Overall teens prefer the same standard payment methods as other generations, mostly preferring to pay 
with credit cards, debit cards, or cash. According to credit agency Experian, Gen Z 21 years and younger 
have between one and two credit cards with an average balance of roughly $2,000. Credit is discussed in 
more detail later in this report.

Some payment methods from the survey require a bank account, for example paying by Venmo or PayPal. 
While connecting to checking accounts is more common, payment apps like Venmo or PayPal do allow 
connection to savings accounts. Bank account data suggests that although not all teens have savings or 
checking accounts, the percentage of teens without bank accounts is not large enough to fully account for 
low teen usage of payment apps. For instance, Awesomeness found in 2017 that 46% of teens age 13 to 17 
had a savings account, but only 1% of 13 to 17 year olds in our survey preferred to pay via a payment app 
for online purchases. We found two other surveys with data about teen bank account usage, but neither of 
these contradict the Awesomeness survey mentioned above. A 2017 survey of high school students by 
Raddon found that 67% had either an individual financial account or joint account with their parents.  And 
the Center for Generational Kinetics found that 21% of Gen Z ages 21 and under had a savings account by 
age 10.

Payment Methods
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Source: The Research and the National Opinion Research Center (NORC); Gen Z Ages: 13-17; Sample Size: 920; Date: November 
2018.

“Which payment method would you prefer to use for in-store purchases?”
 

68%

1%

6%A mobile wallet such as Apple Pay

The following options had 0%: “Bitcoin or other digital currencies”, “Check”

Directly from a bank account using the account
number and routing number

13%Cash

9%A peer-to-peer payment app like Venmo or PayPal

A credit card or debit card

“Which payment method would you prefer to use for online purchases?”
 

3%

1%

1%

1%

A mobile wallet such as Apple Pay

Bitcoin or other digital currencies

Directly from a bank account using the account
number and routing number

50%Cash

The following options had 0%: Check

A peer-to-peer payment app like Venmo or PayPal

43%A credit card or debit card
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Influence
The Research commissioned a nationally representative survey of 13 to 17 year olds from the National 
Opinion Research Center (NORC) at the University of Chicago to investigate what online influences have 
driven their purchases over the past 14 days. While a longer look-back period would have given more 
insight into the overall importance of each channel, 14 days is a standard period that allows more accurate 
recall.

Advertisements on social media was the most common channel driving a purchase, with 37% of teens 
making at least one purchase over the past 14 days. Just over a quarter (26%) of teens indicated that a 
product review on a blog or a social media personality promoting the product had resulted in a purchase 
while “only” 19% of teens said they purchased due to watching a streaming platform like Twitch or Mixer. 
Overall these findings are higher than we expected. For example, while gaming is popular, anecdotally we 
wouldn’t have guessed that nearly one-fifth of 13 to 17 year olds had made a purchase within the prior two 
weeks due to watching a gamer.

The question also allowed teens to choose the number of purchases due to the online influence. Most 
teens that had made a purchase had made only one, while a few had made two or three. No influence had 
more than four percent of teens reporting they had purchased more than three items over the prior 
two-week period.

More research is needed to determine whether the purchased products were goods or services, the types of 
goods and services purchased, and the cost of each good or service.
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Source (both pages): The Research and the National Opinion Research Center (NORC); Gen Z Ages: 13-17; Sample Size: 920; 
Date: November 2018. Find more at www.theresear.ch
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Social media

Retailer websites
and apps

YouTube

63%

52%

Brand websites
and apps

Online ad banners

Online video
advertising

TV advertising

Search engines 39%

36%

34%

29%

52%

45%

Media influence on making
purchase decisions 

Source: Criteo; Survey Name: Gen Z Shopper Story; Gen Z 
Ages: 16-24; Sample Size: 430; Date: 2017.

Market research firm Criteo surveyed Gen Z ages 
16 to 24 about influences on their purchase deci-
sions. The Social Media and YouTube categories of 
their survey overlap with our survey, but there are 
obvious differences. For example, Criteo did not 
specify whether the influence to purchase was via 
ads or content or when the purchase occurred. 
Further differences are caused by ages surveyed, 
survey methodology, and question wording. 
Research from Cowen and Company further breaks 
down social media influence into five major social 
media providers, but again does not differentiate ad 
and content influence.
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Instagram 18%

Pinterest 21%

Twitter 13%

Facebook 18%

Snapchat 11%

Source: Cowen and Company; Survey Name: Gen Z and 
Millennials Reshape Apparel, Footwear, and Accesso-
ries; Gen Z Ages: 18-24; Sample Size: 495; Date: March 
2018.

Percent of Gen Z that indicate 
social media has a significant 
influence on purchases
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Market research firm Awesomeness compared the influence of parents and other teens on Gen Z purchases 
across a number of categories. Gen Z ages in this survey included 13 to 19 year olds, but was weighted 
more heavily toward older teens. Other members of Gen Z (including siblings) were typically more important 
than parents in influencing purchases. For example, for 89% of Gen Z surveyed other members of Gen Z 
were more influential than their parents when purchasing music. In some cases influence runs from teens to 
their parents: the Awesomeness survey found that one in five teens say their parents rely on them to learn 
what’s cool. Meanwhile, half of teens say they are free to spend the money they earn however they want.

Friends

89%

84%

84%

83%

80%

73%

66%

65%

62%

58%

Source: Awesomeness and Trendera; Survey Name: Gen Z: The Audience You Can’t Ignore; Gen Z Ages: 13-19 (weighted toward 
older teens, 50% of those surveyed were 18 or 19); Sample Size: 1,504; Date: March 2017.
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55%

52%

47%

Outlet store

Thrift store

64%Off-price store

Discount grocery

58%Dollar store

Source: National Retail Federation; Gen Z Ages: 18-23; Sample Size: 3,018 total for all ages 18+; Date: June and July, 2018

Data from the National Retail Federation shows that, like many other generations, Gen Z enjoys a good deal.

Percentage of Gen Z who shop at discount stores

Discount Stores
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Mohammad Sanaei
Unsplash: @artbysanaei

Credit

1.5

Average number of 
retail cards
The average member of Generation Z 
has between one and two retail cards 
(1.5 on average) with a total balance 
of $770.

$2,047

1.4

Average number of 
credit cards
The average member of Generation Z 
has between one and two credit 
cards (1.4 on average) with a total 
balance of $2,047.

Average credit score
Generation Z’s average credit score is 
634.

300 850

634

Other Credit Scores: Gen Y - 638, Gen X - 
658, Baby Boomers - 703, Silent Genera-
tion - 729

Source: Experian; Survey Name: State of Credit; 
Gen Z Ages: 22 and under; Sample Size: 
Unknown, data based on Experian customer 
data; Date: 2017.
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Mobile First
According to Google’s August 2016 
survey of nearly 300 teens age 13 to 17, 
53% use smartphones more often than 
PCs to make online purchases compared 
to just 30% for 18 to 24 year-olds and 
43% for 25 to 34 year-olds.

Source: Google and Ipsos; Survey Name: Generation Z: New insights 
into the mobile-first mindset of teens; Gen Z Ages: 13-17; Sample Size: 
289; Date: August 2016
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Shop
Criteo asked Gen Z ages 16 to 24 how they like to shop for 
health and beauty products. A significant number of respon-
dents indicated they like to comparison shop.

Compare products
within a site

Regularly visit
multiple websites

Put items in a cart
without purchasing
right away

51%

28%

30%

Source: Criteo; Survey Name: Gen Z Shop-
per Story; Gen Z Ages: 16-24; Sample Size: 
430; Date: 2017.
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Omnishopping

Click and Ship
See in-store, buy in-store on retailer’s mobile site

15%

Click and Collect
Buy online, pick up at a store

17%

Webrooming
Research online, buy in-store

34%

Showrooming
See in-store, buy online

18%

Scan and Scram
See in-store, buy from another retailer online

27%

Source: Criteo; Survey Name: Gen Z Shopper Story; Gen Z Ages: 16-24; Sample Size: 430; Date: 
2017.
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Percentage of Gen Z shoppers who do these activities 
regularly
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Source (Both pages): Criteo; Survey 
Name: Gen Z Shopper Story; Gen Z Ages: 
16-24; Sample Size: 430; Date: 2017.

Mobile optimized

Unique
products Product

recommendations

Available discounts

Free return
shipping

Appealing photos

54$

FREE RETURN
SHIPPING

62%

49%

57%

58%

51%

36%

Website Influences
Market research firm Criteo asked Gen Z shoppers age 16 to 24 to judge common e-commerce factors. The percentage of Gen Z judging each as 
“very important” is shown below. 
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53%
Displays Show
Product Use

53%
Unique

Products

53%
Better Ways to

Try Product

53% Store Design

Store Influences
Market research firm Criteo asked Gen Z shoppers age 16 to 24 to judge factors motivating in-store visits. The percentage of Gen Z judging each 
factor as motivating in visiting a store is shown below.
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