
Alpha

The most blurred generation yet, 
and why that matters to all of us.
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Gen Alpha has grown up with mainstream 
awareness of LGBTQ+, non - binary identities 
and neurodiversity. Labels are less fixed, 
less hierarchical. They expect inclusivity and 
recognition of complexity as standard. 
!ǘǘŜƳǇǘǎ ǘƻ ƻǾŜǊǎƛƳǇƭƛŦȅ ƻǊ άǇƛƴƪǿŀǎƘέ ǿƛƭƭ 
jar badly.



Stop siloed strategies.  Integrate 
sustainability with affordability, resilience, 
and fairness in your messaging.

Show systemic thinking.  Talk openly about 
trade - offs, complexity and interconnection. 
{ƛƳǇƭƛǎǘƛŎ άƎǊŜŜƴǿŀǎƘƛƴƎέ ǿƛƭƭ ŎƻƭƭŀǇǎŜ 
under scrutiny.

Frame solutions as mutual.  Position your 
brand as improving lives and the planet 
ǎƛƳǳƭǘŀƴŜƻǳǎƭȅΣ ƴƻǘ άŜƛǘƘŜǊκƻǊΦέ



They are the first cohort to talk to AI the 
way previous kids talked to pets or siblings. 
²ƘŜǘƘŜǊ ƛǘΩǎ /ƘŀǘDt¢Σ !ƭŜȄŀΣ ƻǊ ƎŀƳƛƴƎ 
NPCs, they blur human vs machine agency 
ǿƛǘƘƻǳǘ ƘŜǎƛǘŀǘƛƻƴΦ ¢ƘŜȅΩƭƭ ŜȄǇŜŎǘ 
technology to be collaborative, intuitive and 
ethical by default. If a company hides how 
AI is used (or abuses data/algorithms) 
ǘƘŜȅΩƭƭ ŦŀŎŜ ŀ ǎƘŀǊǇ ǘǊǳǎǘ ǇŜƴŀƭǘȅΦ







This is the first generation fully raised in a 
digital, online, algorithmic, AI world. If a 
company is clumsy in digital spaces (bad 
UX, cringe TikToks, poor online safety), 
ǘƘŜȅΩƭƭ ƭƻǎŜ ŎǊŜŘƛōƛƭƛǘȅ ƛƴǎǘŀƴǘƭȅΦ

Gen Alpha expects tools and platforms 
that just work. No friction, intuitive design, 
and zero tolerance for unsafe spaces 
(cyberbullying, scams, exploitative ads).



Unlike Gen Z (who prize authenticity and 
activism), Alpha respects companies that 
create playful, immersive experiences. 
Gaming is their default medium (Roblox, 
Minecraft, Fortnite). 

Brands that give them creative agency 
(build, customise, remix) gain far more 
respect than ones that just broadcast 
messages.



Visible proof and d

This generation is growing up with climate 
anxiety, pandemic memories, and political 
polarisation. Moreover, they have learned 
to expect adults to break promises on 
climate and inequality.

¢ƘŜȅ ǿƻƴΩǘ ǊŜǎǇŜŎǘ ƎǊŜŜƴǿŀǎƘ ƻǊ ǘƻƪŜƴ 
άǇǳǊǇƻǎŜ ŎŀƳǇŀƛƎƴǎΦέ ²Ƙŀǘ ŜŀǊƴǎ ǊŜǎǇŜŎǘ 
is concrete, visible action: making 
products sustainable by default, designing 
inclusively, ensuring wellbeing and safety.

Put actions, data, and progress in plain 
sight, not buried in PDFs or PowerPoints.


