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Expectations
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Generational Expectations
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Generational Wealth Transfer 

$150 Billion by 2026 

RBC Wealth Management
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Generational Wealth Transfer 

$68.4 Trillion in the next 25 years

Cerulli Associates, 2019
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Gen Y: 43-26 Years Old 
Millennials
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Knuth, Rihn, Behe, and Hall (2022) 
Campbell, Rihn, and Campbell (2022)
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Generation Z: 12-26 Years Old 
Zoomers
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Workforce of 2028

⚙Baby Boomers - 5% 

⚙Generation X - 28% 

⚙Generation Y - 35% 

⚙Generation Z - 32%
18



Post-COVID Expectations
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Comfortability in visiting retail locations
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Continued Hobbies
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Confidence in Buying
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Happier!
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Online Expectations
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Preference for Online Shopping
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Top Social Media Platforms
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Online Activity

30

Age First Time 
Purchasing

Online 
Participation

Follow a 
retailer/

grower on 
social 
media

# of social 
media 

accounts

Age 1

First Time Purchasing -0.4543 1

Online Participation -0.2759 0.4032 1

Follow a retailer/grower on 
social media -0.4862 0.5092 0.3879 1

# of social media accounts -0.569 0.5441 0.3829 0.4864 1



SAF Orlando 2022

Benefits of Online Purchasing
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Quick Delivery

Ease of Ordering

24-Hour Ordering
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Barriers of Online Purchasing
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Lack of Availability

No Delivery to My Area

Shipping Cost
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Be Proactive Not Reactive
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Proactive Not Reactive

⚙ Generational Wealth Transfer — Don’t forget the next gen consumer and 
workforce 

⚙ COVID-19 changed consumer behavior. . . for the better 

⚙ Consumers who follow you on social media will be brand loyal 

⚙ Online purchasing will persist and increase
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