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Gen Alpha’s projected o
global economic they value?
footprint is $5.46

trillion by 2029.

Who are they?

Generation Alpha, born from 2010 through approx.
2024, is the most diverse generation to date, and first
generation raised entirely in a digital-first environment.
They are immersed in technology from an early age,
with constant exposure to social media and influencer-
driven content.

How do they see
themselves?

How do
they shop?

They navigate digital and physical spaces with ease,
often blurring the lines between the two.

With their global economic impact projected to reach
$5.46 trillion by 2029, they are emerging as a key
consumer base for beauty, skincare, and wellness.

Demographlcs

2.5 million Gen Alphas are born weekly worldwide

How much are

e China alone has 173 million Alphas, growing by they Spending?

one million annually

e By 2030, their spending power will grow three
times faster than other groups

e The oldest members are currently 13-15 years old,
with tweens (8-12) driving skincare trends

e 70% of Alphas in the US are raised by Millennial
parents, who influence brand preferences

Anything else?

Images:
Tin Can (US) is reinventing the landline for Gen Alpha, offering a way for them to grow their
social autonomy and foster connections without a smartphone.

Ride-sharing app Lyft has introduced its safety-first Lyft Teen feature, which allows teens to
request rides with vetted drivers, and parents to track the entire process.

Gen Alpha values self-expression, playfulness, and
authenticity. They are highly aware of brand identity and are
influenced by aesthetics, social causes, and peer validation.

They seek:

e Playful and creative self-expression through beauty
and fashion

e Educational, transparent, and safe product information
e Sustainability and wellness-focused offerings

e Joyful and gamified shopping experiences

Alphas perceive themselves as independent, creative, and
digitally native. They value individuality and authenticity,
with 92% of US Gen Alphas reporting they understand the
importance of being themselves. They navigate identity
formation through both physical and digital worlds, where
beauty, gaming, and social content merge.

Despite being the most tech-savvy generation, Gen Alpha
shows a strong preference for in-store shopping. They
engage in ‘phygital’ experiences that blend digital and
physical retail, such as gamified in-store activations or
Roblox brand integrations. Parents play a significant role in
final purchase decisions, but Alphas heavily influence brand
discovery and product requests.

US teen spending on beauty has reached its highest level
since 2018, averaging $339 per person annually. Cosmetics
hold the largest share of beauty spend, while fragrance
shows the fastest growth at +23% YoY. Tweens account for
49% of mass skincare growth. The baby and child skincare
market is projected to hit $610 million globally by 2029.

Social media is a powerful influence: 91% of US teens
watch creators older than themselves, shaping early
interest in skincare routines often meant for adults. This has
raised concerns around misuse of products and the rise

of ‘Sephora kids." Retailers and brands are now balancing
educational responsibility with opportunity.



haf haf facial cleanser

Bubble skincare charms

e.l.f. beauty x NWSL. e.l.f. becomes NWSLS first beauty sponsor, promoting inclusivity and
access for young women in sports.lt inspires teen beauty users by linking makeup with
empowerment, diversity, and leadership.

Building on Touchland's premium and aesthetic-
focused positioning, this playful collaboration with
Crocs turns hand sanitizer into a fashion statement,
making hygiene fun and collectible for teens.

Llfestyle Trends

Increased focus on wellness and self-care as coping
mechanisms in times of stress

e Gaming as both entertainment and social connection
(21% of Alpha leisure time spent in gaming)

¢ Playful branding, dopamine-boosting colors, and
multisensory experiences

¢ Puberty onset at earlier ages, shifting product
development and routines

e Co-creation, personalization, and DIY approaches
to beauty and lifestyle products

By pairing skincare with Squishmallows
characters, The Ultimate Squishmallows
Set by TONYMOLY USA turns routine into
a sensory, joyful experience, appealing to
teens' love for cute, comforting aesthetics.

The Chillhouse Chill Tips x Keurig crossover
blends beauty and beverage culture.



Our approach

There's an important connection between
packaging design and functionality and
consumers’ evolving needs and lifestyles. We
work to understand consumer behavior and
the influence of generational dynamics on
spending patterns and product selection so
that your packaging not only connects with
consumers but outperforms their expectations.

When this happens, you can drive success
with product longevity, brand loyalty, and even
evangelism. We can help you get there.

Let us show you what the implications of
generational lifestyle trends mean in terms of
consumer-packaged goods (CPG), packaging
design features, and functionalities. To resonate
with both Alpha’s and their Millennial parents,
brands must balance playfulness with safety,
sustainability with creativity, and interactivity
with trust.

Now Trending for Gen Alpha: Responsibility,
Playful Discovery, and Self-Expression.




PACKAGING IMPLICATIONS

Noyz body mists redefine fragrance,
capturing real-life experiences.

’&Kg ............................................................. : Packaged in sleek white aluminum
w  npay bottles, they offer a premium, eco-
e i friendly alternative to overly sweet
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body glaze Pocket SPF Set (Blue) from TOCOBO US is a teen-friendly product rC:;ZsuZLer\f/:tsf ecty
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dearcloud Body Glaze

Essence Sunscreen SPF 30

has a lightweight, serum-like
texture, non-greasy finish, and
glow-enhancing formula with
ingredients like squalane and
hyaluronic acid, making SPF feel
more like skincare than a chore.

Allkinds body sprays are gaining popularity
for their nostalgic appeal, ethical production
practices, and thoughtfully chosen ingredients.
Their bold branding and aesthetic attract
consumers seeking fun, conscious choices.

Mane Hair has expanded into stylers
that combine playful scents, vibrant
packaging, and multi-functional
formulas including heat protectors,
texturizers and oils, creating a full
routine for teens.

Byoma builds trust by highlighting
safe, proven ingredients and
effective alternatives, meeting
teen skincare needs and parents'
expectations for safety.

Responsible ALPHA PRIORITIES PACKAGING TAKEAWAYS

¢ Influence of Millennial parents who prioritize e Clear, simplified labeling that provides age-appropriate information
We lln ess clean ingredients and sustainable choices while still reassuring parents
¢ Brands that demonstrate care for their wellbeing ¢ Safe, non-toxic, and responsibly sourced materials
and for the planet e Formats that are smaller, easier to handle, and have no sharp edges
* Building confidence through engagement e Sustainable and refillable systems that reinforce responsible
and education consumption and build long-term trust

* Authentic and transparent language ® |Intuitive application and dispensing



PACKAGING IMPLICATIONS

Korean-US skincare brand
OLIVIAUMMA was created as

a cross-generational beauty
brand whose formulas are safe
for skin of all ages. The playful
product design is balanced

by slightly more minimalist
branding, creating the potential
to appeal equally to a range of
tweens, adults and kidults.

Tarte x Dunkin' Donuts Melt Mask is a unique
balm-gloss-mask hybrid combining Tarte’s signature
hydration with Dunkin’s branding. Featuring a
collectible donut charm and cap, this collaboration
brings together two teen favorites.

¢

ODOR SQUATCHING'
DEODORANT

NAUTICAL NONSENSE

Peel-off formats like Suncoat
offers kid-friendly water-based
polishes that are odorless, fast-
drying and durable. Additionally,
all kid products are peelable,
making them easy to remove
without harsh polish removers.

The Nautical Nonsense Soap & Deo Set by Dr.
Squatch is a playful collab that turns everyday hygiene
into a nostalgic experience. With bold scents and
SpongeBob-themed packaging, it makes soap and
deodorant fun, collectible, and teen-approved.

Playful ALPHA PRIORITIES

e |earning through play and experimentation

o
D ISCOve ry Brands that embrace gamification and digital interaction
e Education that blends itself with entertainment
e Anemoia*-driven cultural revivals and Millennial nostalgia

e Cross-category collabs that broaden brand universes,
and drive new brand discovery

e Inclusivity as a baseline and gender-neutral products

JB SKRUB is a skincare
brand specially formulated
for teenage boys. The color
palette is bright but more
gender-neutral, appealing
to young boys and helping
them form hygienic routines

LANEIGE Lip Sleeping Mask x Baskin-
Robbins. The cult-favorite lip mask gets
a playful upgrade with a candy-inspired
gummy bear scent. Powered by Berry
Mix Complex and Moisture Wrap™
tech, it hydrates overnight for soft,
makeup-ready lips.

PACKAGING TAKEAWAYS

Jergen’s Lotion Bursts offer
teens instant, sensorial hits of
fun that break up the stress of
their day, turning routine care
into joyful rituals.

Burt’s Bees x Mike’s Hot Honey
Moisturizing Lip Balm. This limited-
edition balm blends Burt’s Bees’
natural beeswax formula with a hint
of Mike's Hot Honey’s signature
spicy sweetness.

The Essence x Polly Pocket Color-Changing
Blush Stick taps into 90s nostalgia with a color-
changing formula and Polly Pocket branding,

making makeup feel like a collectible toy and
encouraging playful experimentation.
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e Color-changing labels, peel-back layers, or QR codes linking to gamified content

e |llustrations or educational callouts that tell stories through unique characters

e Unboxing moments that extend into a learning or creative activity

e Sensory driven moments that connect rituals to emotional connections

e Experiential packaging that offers more than just functional production

*anemoia noun ® ah-neh-MOY-ah

Nostalgia for a time or a place one has never known or experienced



PACKAGING IMPLICATIONS

Sundae Body Mists (AU) engages
tween and teen users through

its playful branding, gentle
ingredients and customizable
layering options.
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Vacation Body Mists build
on the brand's signature
fragrance by offering
mists in a mini, layerable
format with bold, sensory
storytelling that align

with teens' appetite for DOPAMINE
personalization, and social-
media friendly packaging.
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DAISE offers affordable,
mood-matching scents

in playful packaging that
inspires self-expression.

Its vibrant fragrances and
inclusive branding resonate
with Gen Alpha’s love for
personalized self-care.

Glow Hub's mists have captivated
teens with edgy branding and
playful scent names, tapping into
teens love for self-expression and
irony. Bold marketing, aesthetic
packaging, and ethical values
make the brand feel rebellious
yet relatable.

Popsicle Pouts lip products mimic
popsicles in shape and color,
merging beauty with food-inspired High Five! Piggy Paint Pen Bundle - Kids Non-Toxic Nail Polish
fun to create a whimsical, summer- makes it easy and fun for kids to get creative with their nails. With
ready vibe that resonates with its marker-like tip, kids can draw designs, add colorful details, and
teen creativity. paint their own nails with ease.

Self- ALPHA PRIORITIES

PACKAGING TAKEAWAYS

. Using aesthetics, personalization, and creativity to o Aesthetic versatility: dopamine-bright colors and playful maximalism for kids,
ExpreSS|on communicate who they are

balanced with minimal neutrals that appeal to parents
e Products and packaging that feel unique,

Collectible or reusable formats that extend the value of packaging beyond first use
collectible, and shareable

Opportunities for personalization or modular designs that mix and match
¢ Affordable alternatives or dupes that make trends

feel accessible

e Products that tap into moods or feelings



Some of the older items
need to make a comeback

e.l.f. Cosmetics reportedly responds to
99% of TikTok comments, and routes
consumer insights directly to their
product teams.

Popmart Thailand

Coach’s The Sims 4 collaboration shows how fashion is
moving deeper into gaming culture to reach Zalphas.

Gen Alpha Impact on Retail

Gen Alpha is reshaping retail through their preference for immersive,
gamified, and educational shopping experiences. Retailers are
redesigning stores to balance playfulness with functionality, while also
entering gaming platforms like Roblox to engage this audience. Their
demand for safe, educational, and expressive products is accelerating
innovation across categories from skincare to interiors.

e 81% of Millennial parents say their Gen Alpha children
influence family shopping decisions, amounting to $500 billion
per year globally.

e By age 10, over eight in ten tweens have spending money they
can use on themselves, and by age 12, almost 40% of tweens with
spending money are buying beauty and personal care products.

¢ Despite their digital nativity, Gen Alpha prefers in-store shopping
to online. Retailers should focus on creating engaging physical
experiences.

e 82% of Gen Alpha eagerly anticipate making their own purchases.
Brands that connect early can build long-term loyalty.

As digital natives with rising influence over household purchases,
Alphas are redefining what retail means: a phygital blend of learning,
entertainment, and self-expression. This will continue to push brands
toward integrated, multi-channel strategies in the years ahead.

How can brands connect with them?

® Prioritize co-creation workshops and color-driven commerce
to spark playful shopping and product discovery

¢ Create unique experiences through mood merchandising
or personalization

e Offer mini versions of products and collaborate with DTC brands
or culture icons

¢ Balance tech-enabled education with phone-free engagement
and self-care

® Provide family-focused retail spaces and tap into
Millennial nostalgia



The brands listed in this report belong to their respective owners and are included for
research purposes only. Their inclusion does not suggest any affiliation or endorsement.
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