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1. JAKE JSOU
JEDNOTLIVE
GENERACE?




HOW WE DEFINE ‘GENERATIONS’

‘Generations’ are more than just an age group: they are interconnected due to the same era when they have grown up.
Our analysis is focused on the subgroup of them, aged 18-65...

, 18-65 YRS ,
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1930 1935 1940 1945 1950 1955 1960 1965 1970 1975 1980 1985 1990 1995 2000 2005 2010 2015 2020 2025

Silent Generation Baby Boomers Generation X Generation Y Generation Z
*1928-1945 *1946-1965 *1966-1979 *1980-1994 *1995-2014
77-94 years old in 2022 57-76 years old in 2022 43-56 in 2022 28-42 in 2022 8-27 in 2022
75-92 letin 2020 55-74 years old in 2020 41-54 in 2020 26-40 let in 2020 6-25 letin 2020
*1946-1954 *1955-1965 *1995-2002 *2003-2014
66-76 57-65 18-27 6-17
66-74 55-65 18-25 8-17




SIZE OF GENERATIONS IN THE CZECH REPUBLIC IN 2022

The analyzed age groups account for almost two-thirds of the Czech population, mostly economically active.

18-65 YEARS (61,6 %)
66+ YEARS (19,4 %) : | 0-17 YEARS (19,0 %)

-1921 1926 1931 1936 1941 1946 1951 1956 1961 1966 1971 1976 1981 1986 1991 1996 2001 2006 2011 2016 2021

Year of birth

Silent Generation Baby Boomers Generation X Generation Y Generation Z
*¥1928-1945 *1946-1956 *1957-1965 *1966-1979 *1980-1994 *1995-2004 *2005-2014
77-94 years old in 2022 66-76 in 2022 57-65 43-56 28-42 18-27 8-17
682 thousands 1343 t. 1135t. 2 2251t. 2131+t. 986 t. 1109t.
6% 24% 21% 20% 20%
Source: Czech Statistical Office: Age Distribution of the Population 31. 12. 2021. @



https://www.czso.cz/csu/czso/vekove-slozeni-obyvatelstva-2021

GENERATIONS’ FAMILY LIFECYCLE STATUS

Almost half of the 18+ aged Gen Zs are students and only 15% of them have already a family. While their parents are elder
families or even ‘empty nesters’.

Baby Boomers Generation X Generation Y Generation Z
57-76 years old in 2022 43-56 years old 28-42 years old 18-27 years old

Silver age ‘
Ve volné prodejné studii
Empty nesters budou vSude uvedena % a
x statistické vyznamnosti.

Elder families

Young families 9
Singles & dinkies ®
Student
Source: Ipsos Online Panel Populace.cz
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JAK JSOU NA TOM FINANCE SPOTREBITELU?

Pouzivané finanéni produkty, pojisténi, sporeni a investovani.

Uzivani finan¢nich produktu

— Jaky je Vas postoj k nasledujicim finanénim produktum? (15 polozZek, vyuZiva — zvaZuje — odmita)

— Jaky je Vas postoj k nasledujicim pojistovacim produktim? (9 polozek, vyuziva — zvaZuje — odmita)

Sporeni & investovani

— Pokud mate néjaké volné financni prostredky, které nechcete ihned utratit, Cemu davate prednost? (sporeni vs. investovani)
— Zvladate ze svého osobniho mesicniho pfijmu néco usporit?

— Na co si sporite? (14 polozek)

Zpusoby platby

— Jakymi zpusoby platite v on-line nebo kamennych obchodech? (4 poloZky)

Priprava na snizeni prijmi domacnosti

— Jaké kroky podnikate, abyste se pfipravil/a na prichod pripadné ekonomické krize? (10 poloZek) [srovnani se studii Ipsos
Generace 2020]
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https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize

GENERATIONS’ PREPARATION FOR ECONOMIC CRISIS

Preparations for the crisis do not differ much between generations. Gen Z is specific in that it is less afraid of going into
debt, less likely to postpone planned investments, and more likely to look for new sources of income.

B Baby Boomers B Generation X B Generation Y M Generation Z
57-65 years old in 2022 43-56 years old 28-42 years old 18-27 years old
80%
60% Ve volné prodejné studii

budou vSude uvedena % a

statistické vyznamnosti.
40%
- . i h -
» ol =

I try notto make Itrytolimitmy |saveonitems |save regularly |have afinancial |am looking for | postponed | try to invest my | postponed | have taken a
any debts expenses to the that go up in price reserve at other sources of planned financial planned life credit insurance
most necessary the most disposal which income purchases or resources well changes in case of job loss
expenditures can cover for investments associated with
possible income associated with higher expenses
shortages higher expenses
Source: Ipsos Generations XYZ In Crisis (Again), October 2022
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POTREBUJI SPOTREBITELE PODPORIT VICE NA TELE, Cl| NA DUCHU?

Pocit Stésti, pocit zdravi, zdravi fyzické a psychické.

» Pocit stésti
— KdyZz uvazite vSechny okolnosti, fekl/a byste, Ze jste... (mira Stésti) [srovnani se svétem: Ipsos Global Happiness, ¢asova
fadal]
» Fyzické a psychické zdravi
— V kontextu vnimani VaSeho zdravi, je podle Vas dulezitéjsi zdravi duSevni neZli fyzické, nebo jsou obé stejné dulezita?
[srovnani se svétem: Ipsos World Mental Day 2021]

— Kitera z nasledujicich moznosti podle Vas nejlépe popisuje situaci, jak je vnimana duleZitost dusevniho a fyzického zdravi v
souc¢asnéem systému zdravotni péce Ceskeé republiky? [srovnani se svétem: Ipsos World Mental Day 2021]

= Zdravotni problémy ve spole¢nosti

— Povazujete nékteré z nasledujicich moznosti za nejvetsi zdravotni hrozby, se kterymi se lidé ve Vasi zemi potykaji? (13
polozek) [srovnani se svétem: Ipsos World Mental Day 2021]

= Vlastni zdravotni stav
— Jak byste obecné ohodnotil/a svuj zdravotni stav? [srovnani se studii Ipsos Generace 2020]

— Jaké aktivity, prispivajici k udrzeni Vaseho zdravi, v sou¢asné dobé provozujete? (13 poloZek) [srovnani se studii I[psos
Generace 2020]



https://www.ipsos.com/en-us/news-polls/global-happiness-survey-march-2022
https://www.ipsos.com/en/world-mental-health-day-2021
https://www.ipsos.com/en/world-mental-health-day-2021
https://www.ipsos.com/en/world-mental-health-day-2021
https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize
https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize

RATE OF HAPPINESS: GENERATIONS IN CZECH REPUBLIC

The younger generation the stronger feeling of happiness.

Baby Boomers Generation X Generation Y Generation Z
57-65 years old in 2022 43-56 years old 28-42 years old 18-27 years old

»l am
happy“
Ve volné prodejné studii
budou vSude uvedena % a
statistické vyznamnosti.
Source: Ipsos Generations XYZ In Crisis (Again), October 2022
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CO SPOTREBITELE TRAPI V ZIVOTNIM PROSTREDI?

Dilema ekonomika vs udrzitelnost, hlavni ekologické problémy, cile udrzitelného rozvoje.

» Dilema: Ekonomika nebo udrzitelnost?
— Na jaké firmy py méla byt zamérena pomoc a podpora viady pfi rozhodovani o finan¢ni pomoci a podpore pro oziveni
ekonomiky v Ceské republice? [srovnani se studii Ipsos Generace 2020]
» Cile udrzitelného rozvoje (OSN)

— Kterym cilim, ze 17 Cila udrzitelného rozvoje, by se méla ¢eska viada vénovat prednostné? [srovnani s 2020; data k otazce
budou prevzata ze studie Postoj Cechtl k cildm udrZitelného rozvoje - SDGs, kterou Ipsos realizoval pro Asociaci
spoleCenské odpovédnosti]

= Hlavni ekologické problémy CR

— Jaké jsou podle Vs 3 nejvétsi ekologické problémy, kterym é&eli Ceska republika a které by méli byt Fe$eny vrcholnymi

pfedstaviteli CR primérné? (15 poloZek) [srovnani se studii Ipsos Generace 2020]
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https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize
https://www.ipsos.com/cs-cz/cesi-sdgs-roste-duraz-na-dostupne-energie-take-mir-spravedlnost
https://www.spolecenskaodpovednost.cz/
https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize

GENERATIONS VIEW OF ENVIRONMENTAL PROBLEMS

The view of the environmental problems is surprisingly balanced: the key concern is the energy resources of the future.
Gen Z stands out with its concern about climate change and emissions. This is the area where brands can step in.

B Baby Boomers B Generation X B Generation Y M Generation Z
57-65 years old in 2022 43-56 years old 28-42 years old 18-27 years old

60%

Ve volné prodejné studii
budou vSude uvedena % a
statistické vyznamnosti.

II.‘.ilil--ndu

0%
Future The Deforestati Future food Climate Over- Air Depletion ~ Water  Protection Overpopula Drinking Soil Emissions Flooding
energy amount of on sources change packaging pollution of natural pollution  of nature tion water erosion
sources waste resources quality
ST L2 EmmE SN O W\ 2B e
o.t = ~—> = ~—> P
Source: Generation XYZ in Crisis (Again), October 2022

45%

30%

15%
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JAKE MOTIVACE JSOU ZA CHOVANIM SPOTREBITELU?

Analyza generaci spotrebitelt prostrednictvim nastroje Censydiam™. Censydiam™ predstavuje osm motivaci, které byly

identifikovany prostrednictvim hlubokého porozumeéni lidské psychiky.

Enjoyment je o maximalizaci
potéSeni ze Zivota, beze strachu z
moznych nasledk

Vitality je o potfebé

. ., T ey .
dobrodruzstvi, testovani ENJOYMENT je o touze
svych hranic, objevovani v\,\"* harmonického propojeni
novych véci S s ostatnimi lidmi

o o . .
Power je o potfebé byt W f,g Belonging je o touze byt
nej|ep§|" respektovany a 8 % obklopen lidmi, ktefi nas
uznévany = pfijimaji takove, jaci
) & jsme
& &
(& S
Recognition je o pocitu cjo(’ Security je o prozitku
jedine€nosti, vyjimecCnosti a A CONTROL odpocinku, klidu a bezpedi

naskoku pred ostatnimi

Control je o potfebé udrzet své
emoce pod kontrolou a skryvat
Sveé pocity
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GENERATIONS AND THEIR ASPIRATIONS

While the young people want to be seen as ambitious, successful and standing out above the others, the aspiration of
older generations is more about looking after their loved ones and having life in order and under control.

BABY BOOMERS GENERATION X GENERATION Y GENERATION Z

PZNJOYMEN ™

A
’ENJOYMEN 7- eNJOYMENT

PENJOYMEN ™

NiONO132
NI9NO128
NiONO128

Ve volné prodejné studii
budou vSude uvedena % a
statistické vyznamnosti.

Source: Ipsos on-line panel Populace.cz
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CO NYNIi SPOTREBITELUM KOMUNIKOVAT?

Ceho se spotiebitelé obavaji a co jim pfinasi pocit $tésti. V roce 2020 jsme pripravili segmentaci spotiebiteli zalozenou
na tom, ¢eho se obavaji. Letos tuto segmentaci obohatime o zdroje Stésti.

= Zdroje stésti
— V navaznosti na pfedchozi otazku nas nyni zajima, co Vam osobné pfinasi nebo muze prinést pocit stésti do Zivota. U kazdé
Z hiZze uvedenych moznosti prosim oznacte nejvystiznéjSi odpovéd. (mira prineseného Stésti; 31 zdroji Stésti) [srovnani se
sveétem: Ipsos Global Happiness, ¢asova rada]
= Zdroje obav
— Ktera tfi z nasledujicich témat Vas nejvice znepokojuji? (19 témat) [srovnani se svétem: Ipsos What Worries the World,
Casova rada]
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https://www.ipsos.com/en-us/news-polls/global-happiness-survey-march-2022
https://www.ipsos.com/en/what-worries-world-august-2022

WHAT WORRIES GENERATIONS (%)

Today‘s greatest concerns are similar for all generations: inflation, war, and poverty. Among Gen Z, environmental
concerns and climate change rank next while they are significantly less important to their parents and to baby boomers.

Baby Boomers Generation X Generation Y Generation Z
# 57-65 years old in 2022 43-56 years old 28-42 years old 18-27 years old
1| Inflation Inflation Inflation Inflation
5 Military conflict between Military conflict between Poverty & social Military conflict between
nations nations inequality nations
. . . . Military conflict between . .
3 | Poverty & social inequality Poverty & social inequality nations Poverty & social inequality
4 | Moral decline Moral decline \ Crime and violence 1! Climate change |11
Healthcare ”' Financial/political corruption '” Moral decline Threats against the environment ”'
Ve volné prodejné studie
bude uvedeno vSech 18
polozek.
Source: Ipsos Consumer Sentiment Tracker, September 2022
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KDE A KE KOMU KOMUNIKOVAT?

Efektivni komunikaéni kanaly. Zopakujeme analyzu z roku 2020, kter& prinesla ojedinélé indikatory efektivity raznych
komunikacnich kanall pf¥i cileni na rizné segmenty populace.

» Komunikacéni kanaly
— Nize jsou uvedeny informacni zdroje, se kterymi jste se mohl/a setkat. Prosim, uvedte jak Casto jste v poslednich tydnech ...

(20 polozek; frekvence sledovani) [srovnani se studii Ipsos Generace 2020]
— Prosim, uvedte do jaké miry vénujete pozornost tomu, co se vam znacky, nebo prodejci v jednotlivych komunikacnich
kanalech snaZzi rici. (20 poloZek; mira vénované pozornosti) [srovnani se studii [psos Generace 2020]
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https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize
https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize

REACH AND ATTENTION: GENERATION Z

Social media, online search, and display advertising is also a place where Gen Z pays some attention to what brands say
to them. Other media with a good level of attention but less wide reach are magazines and cinema.

24

Source:
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Among the places where generation Z may
encounter display advertising, we counted:
- Online radio

- Streaming videos

- Online shopping

- Reading news online

- Other websites

The most frequented online destinations
were:

On-line Other On-line On-line  Magazine/  On-line
video websites  shopping radio newspaper shopping
(browser) (app)
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JAK TO UDELAT, ABY SE ZAMESTNANCUM DOBRE PRACOVALQO?

Postaveni prace v kontextu dalSich zivotnich hodnot, o€ekavana mzda a o¢ekavané pracovni benefity

26

Zameéstnani a postaveni v zameéstnani

— Vyberte prosim z nasledujicich moznosti ty, které odpovidaji Vasemu sou¢asnéemu ekonomickému postaveni. (11 polozek)

— Ktera z vybranych odpovédi je pro Vas hlavni ¢innosti? Pokud napriklad studujete a pracujete zaroven, prosim, vyberte
¢innost, kterou povazujete jako hlavni.

— Uvedl/a jste, Ze jste nyni na matefské nebo rodiCovskeé dovolené. Planujete se po skonceni matefské nebo rodiCovske
dovolené vratit do svého plvodniho zaméstnani?

Ocekavany plat a oéekavana mzda

— Predstavte si, Ze byste nyni dostal/a novou nabidku relevantniho zaméstnani. Pri jaké minimalni vySi hrubého mési¢niho
platu by jste o pracovni nabidce zacal/a uvaZovat?

Pracovni benefity (co je v praci pro zaméstnance dulezité)

— Predstavte si, Ze byste nyni dostal/a nabidku pracovni pozice, ktera by pro Vas byla relevantni — odpovidala by Vasemu
zameéreni a Vasim schopnostem. Co by pro Vas bylo pfi zvazovani, zda ji pfijmout ¢i nepfijmout, dulezité? Pro kazdy z
nasledujicich benefitu prosim vyberte, zda by byl pro Vas pri zvazovani zajmu o tuto pracovni pozici relevantni ¢i nikoli. (34
benefitt)

— Uvedl/a jste, Ze tento pracovni benefit by byl pfi zvaZzovani pracovni pozice relevantni. Jak moc dualezZity by pro vas byl pri
zvazovani, zda nabidku pracovni pozice prijmete Ci nikoli? (az 34 benefit()




EMPLOYEE BENEFITS: TOTAL POPULATION

Benefits considered DECISIVE

rather as unique &

with higher potential

to persuade
L
O
|<£ Home office
Z - °
< Possibility of part-time
>
@) work *
E Space for person
> |~ development|
- [ ]
O . .
pa Environmental fri
|_
% of the comp
Q

Benefits that do not
work on their owns,
but complete the

DELIGHTERS

Flexible working

Meaningfulness of
hours or shifts

-
work

Freedom while working
on assigned tasks

MUST HAVES

o
O

=
Mon‘{:ﬂy

.Appreciation of work salary or
al &  Respectfor experience wage
——individual needs e

Ethical approach to
sndliness employees and
any customers

Ve volné prodejné studie
bude uvedeno vSech 34

poloZek a rovnéz tridéni po

overall picture

Source: Ipsos Generation XYZ in Crisis (again), October 2022
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generacich.

STANDARD BENEFIT

ORDINARINESS

Benefits
expected as a
standard &
with higher
potential to
persuade

Benefits
expected as a
standard & with
lower potential
to persuade
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ZNACKY, NA KTERE SPOTREBITELE SLYSIi: LOVE BRANDS

Mobilni telefony, rychlé ob€erstveni, tvrdy alkohol, obchodni retézce, banky, pojistovny, streamovaci sluzby, energetické

firmy, socialni sité, loterijni hry, kurzové sazeni.

29

Které znacky ze sektoru ... jsou Vam osobné blizké?

Znacky mobilnich telefonu [srovnani se studii Ipsos Generace 2020]
Znacky rychlého obéerstveni [srovnani se studii Ipsos Generace 2020]
Znacky tvrdého alkoholu [srovnani se studii Ipsos Generace 2020]
Znacky obchodnich Fetézcu s potravinami a drogerii [srovnani se studii [psos Generace 2020]
ZnacCky bank [srovnani se studii |psos Generace 2020]

ZnacCky pojistoven

ZnacCky streamovacich sluzeb

ZnacCky energetickych spolec¢nosti

Znacky socialnich siti

Znacky loterijnich her

ZnacCky kurzového sazeni



https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize
https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize
https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize
https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize
https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize

LOVE BRANDS: SOCIAL NETWORKS

When it comes to social networking, Gen Z is still close to Facebook, but has been overtaken by Instagram. Facebook is
the favorite social network of all generations, and it's similarly balanced with WhatsApp. On the other hand, Instagram

and Messenger are the domain of Gen Z.

B Baby Boomers B Generation X B Generation Y M Generation Z
57-65 years old in 2022 43-56 years old 28-42 years old 18-27 years old

80%

Ve volné prodejné studii

60%

40%

20%

budou vSude uvedena % a
statistické vyznamnosti.

facebook o % WhatsApp ‘Imto.gflam @Phteresl d‘ TikTok Linked [l o ﬁ @ reddit

-

0%

Source: Ipsos Generations XYZ In Crisis (Again), October 2022

30



10. STREAMOVACI
SLUZBY A DALSI
TEMATA




STREAMOVACI SLUZBY A DALS|I TEMATA

Streamovaci sluzby, volba druhu pohonu automobilu, bydleni a jeho zména, pobyt v zahranic€i, zavislé osoby.

Streamovaci sluzby

— Které z nasledujicich STREAMOVACICH SLUZEB jste v uplynulém mésici... (vyuZival/a bezplatné — vyuZival/a za Uplatu —
nevyuzival/a)

— U nasledujicich streamovacich sluzeb jste uvedl/a, Ze jste je v uplynulém mésici sledoval/a za uplatu. Kdy jste si jej zaCal/a
platit? Pokud nevite pfesné, zkuste odhadnout.

Volba druhu pohonu automobilu

— Bez ohledu na to, jestli v sou¢asné dobé mate fidicské opravnéni nebo jste aktivni fidi¢, jaky vuz byste si v budoucnu
koupil/a, pripadné byste chtél/a fidit (v pfipade, Ze mate moznost sluzebniho vozu nebo auto viastni jiny ¢len domacnosti)?
(elektromobil — plug-in hybrid — hybrid — CNG — LPG — diesel nebo benzin) [srovnani se studii Ipsos Generace 2020]

Bydleni a jeho zména

— V jakém druhu bydleni v sou¢asnosti Zijete? Prosim vyberte moznost, ktera nejlépe odpovida mistu, kde travite nejvice ¢asu.
— Planujete béhem pristich 5 let zménu své bytové situace?

Pobyt v zahranici

— Planujete v budoucnu dlouhodoby pobyt v zahraniCi (za u¢elem studia nebo prace Vas ¢i nékoho z Vasi rodiny)?

Zavislé osoby

— Je na VaSem prijmu aspon ¢astecné zavisly nékdo dalsi (napr. partner/ka, déti, rodice)?

32


https://www.ipsos.com/cs-cz/volne-prodejna-studie-generace-xyz-nejen-v-dobe-krize

CARS AND ENGINES

Generation Z tend to prefer hybrid cars to both traditional cars with petrol or diesel engine and pure electric cars.

Baby Boomers Generation X Generation Y Generation Z
57-76 years old in 2022 43-56 years old 28-42 years old 18-27 years old

2020
2022

Electric car

2020

Hybrid (inc. plug-in
y (inc. plug-in) 0022

2020
2022

LPG /CNG

2020

0
]
[
Petrol / Diesel
2022 [N
]

2020
2022

None

Ve volné prodejné studii
Source: Generation XYZ (not only) in Crisis, October 2022. Generation XYZ in Crisis (Again), October 2022 budou vSude uvedena % a
statistické vyznamnosti.
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