The most blurred generation yet,
and why that matters to all of us.



Introduction

If Gen Z was the most conflicted
generation, the one following them is
the most blurred.

This is the first generation to grow up
entirely in a world of smudged
boundaries: between work and home,
human and artificial, information and
misinformation, social and climate
issues.

Unlike any cohort before them, they
are comfortable with things not being
fixed, certain, or clear - including
their own and others’ sense of
identity.

They may also prove to be the most
consequential generation.

Born between 2010 and 2025, Gen
Alpha is already the largest
generation in history, at more than 2
billion people.
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We are beginning to see how they will
radically reshape the consumer
landscape, just as the final Gen Alpha
human has been born.

By the next UK election, Gen Alpha
will be casting votes. By 2030, they’ll
be living with the fallout of every
Sustainable Development Goal being
missed, as well as the failure to meet
a generation of 1.5° climate promises.

Frustration with, or even resentment
of, previous generations is likely to be
acute as these 2bn humans begin to
enter adulthood in the next few years,
and realise they need to fix historic
problems not of their making.

At the same time, this huge new
consumer cohort is going to have
unprecedented spending power. Their
economic footprint will reach $5.46
trillion globally within the next three
years.

How generations will change the global
population over the next 10 years

Current % of
population

Silent Generation:
Born <1946 (age 80+)

Baby Boomers:
1946-64 (age 61-79)

Gen X:

1965-79 (age 46-60)

Gen Z:
1995-2009 (age 16-30)

Gen Alpha:
2010-2025 (age 1-15)

Gen Beta:
2026-2039

Population in
2035

v 0.4%

SOURCE: McCrindle


https://mccrindle.com.au/article/topic/generation-alpha/generation-alpha-defined/

How much regular income do Gen Alpha
have to spend?

Nothing: 929% I
£1-£20: 15%
£21-£50: 29%
£51-£100: 23%
£101-£150: 11%
£151-£200: 9%
£201-£300: 6%
£More than £300: 5%

SOURCE: Attest, The Gen Alpha Report UK Edition
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Gen Alpha’s emotions, attitudes and
dollars will define the behaviours and
fate of brands and businesses in
every corner of the planet.

Which means this most blurred
generation poses a historic
communications challenge. One that
few companies or brands are ready
for.

For previous generations, the
reputational blueprint was built on
aspiration, consistency and
trustworthiness. For Gen Z, the
rallying cry of authenticity was added
to the mix. Nothing wrong with any of
that.

But for Alpha, those rules are
insufficient.

Respect will be earned not through a
well-crafted message or a polished
campaign, but through relationships
and experiences that are also playful,
responsible, inclusive, and seamless.

Take the blurring of digital and
physical, human and Al. Gen Alpha
don’t remember a pre-smartphone
world. Their normal is Al tutors,
algorithm-curated feeds, and
immersive platforms like Roblox.

They are co-creators, not passive
audiences. A campaign designed for
them cannot simply “land a message.”
It must hand them tools to remix,
rebuild, and reimagine. In this blurred
environment, communication and
product are inseparable.


https://www.askattest.com/blog/articles/the-gen-alpha-report-uk-edition

Then consider the blurring of
climate and social and economic
crises. Firstly, Alpha are acutely
aware of crisis, even before they
become economically
independent.

They’ve absorbed climate anxiety
as ambient noise in childhood.
They will live with the reality of
missed targets and broken
promises.

In every study we can find,
climate anxiety is one of the most
significant drivers of self-reported
mental health struggles.

This justifiably worried and
passionate generation will not
respect brands that perform
sustainability in the comms
function while ignoring it in the
supply chain.
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A blurred comms response means
fusing narrative with evidence,
evidencing systemic change in
products, services, and
operations, not just claiming it in
advertising.

The identity blur runs through
their social world. They are the
most diverse generation in
history, raised in an environment
where representation, gender
fluidity, and cultural multiplicity
are not debates but givens.

For them, “inclusivity” is not a
campaign pillar; it is the baseline
of reality. The blurred comms
challenge is not how to “target”
identity groups, but how to
communicate in ways that are
porous, adaptive, and reflective of
multiple lived truths
simultaneously.

How often do Gen Alpha teens struggle

with mental health?

I’m not sure 2%

Very often

Somewhat
often

Occasionally

SOURCE: Attest, The Gen Alpha Report UK Edition



https://www.askattest.com/blog/articles/the-gen-alpha-report-uk-edition

Which issues do Gen Alpha teens feel

strongly about?

Environment

39%

Poverty &
inequalit
a y Racism

21%  26%

Women's
rights

26%

War
28% Religious
beliefs

Animal
rights
30%
299 Politics
II 20%

SOURCE: Attest, The Gen Alpha Report UK Edition
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Men’s
rights LGBTQ+
rights

5% 14%

i1

None

17%

|

Put simply: Gen Alpha does
not experience the world
in silos.

Corporate affairs are
consumer affairs. Climate
policy is economic policy.
Online identity is offline
identity.

Companies hoping to earn
this generation’s respect
must abandon siloed
communication strategies
accordingly.

A blurred comms response
for a blurred generation
means collapsing
boundaries between
audiences.

Building trust not just in
what you say, but in what

you allow people to do.

Designing for parents and
children at the same time.

And making responsibility
visible, creativity possible
and safety non-negotiable.

By 2030, Gen Alpha will not
only be voting, but shaping
the workforce and the
marketplace.

Companies that fail to
adapt to this blurred reality
risk irrelevance.

Those that succeed will
not be the ones with the
sharpest campaigns, but
the ones willing to blur
their own lines first.


https://www.askattest.com/blog/articles/the-gen-alpha-report-uk-edition

A few key stats:
Who are Gen Alpha?

6666666666666



HOW MANY

ARE THERE?

2bn

alive today

More than 2.5m additional
Gen Alpha babies are born
each week.

And in the UK, the 9m+ Gen
Alphas already represent
approx. 14% of the
population.

Gen Alpha is large enough
that small shifts in
preference or trust will
move markets and local
politics. They are a
measurable constituency.

SOURCE: Statista
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MEDIA USE &
BEHAVIOUR

78%
prefer YouTube

Among UK kids aged 10-12,
78% prefer YouTube over
TikTok, Instagram or
traditional broadcast TV,
with much of that viewing
via mobile (phones,
tablets).

Gen Alpha are digitally
native and platform-first.
Brands must be fluent in

platform culture and child-
safe design, not just port
legacy ads online.

SOURCES: blog.precise.tv and
OFCOM

CURRENT
AFFAIRS

84%

discuss the news

An overwhelming number of
them talk about current
affairs, with 84% discussing
the news at least once a
week and 25% discussing it
daily.

Gen Alpha children are
more informed, engaged,
and involved than their
parents, teachers, and
other adults may realise.

SOURCE: The Week Junior

CLIMATE

MENTAL

ANXIETY

Of climate change and
almost a third of UK Gen
Alphas feel powerless to

make a difference.

High levels of concern,
anxiety, and frustration
(forms of "eco-anger*) are
reported in multiple
studies.

SOURCES: The Eden Project
Springtide Research

HEALTH

The number of Gen Alphas
estimated to have a mental
health disorder (NHS).

42% of UK Gen Alphas say

they struggle with mental
health at least some of the
time.

Mental health is not a
marginal issue for Gen
Alpha. It is a reputational
front for brands that touch
children’s lives.

SOURCE: NHS England, attest



https://blog.precise.tv/blog/first-ever-uk-media-consumption-habit-report-for-gen-alpha?utm_source=chatgpt.com
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/media-literacy-research/children/children-media-use-and-attitudes-2024/childrens-media-literacy-report-2024.pdf
https://www.edenproject.com/media-relations/two-thirds-of-children-in-the-uk-are-scared-of-climate-change-major-new-survey
https://springtideresearch.org/post/data-drop/how-teens-and-young-adults-feel-about-climate-change
https://digital.nhs.uk/data-and-information/publications/statistical/mental-health-of-children-and-young-people-in-england/2023-wave-4-follow-up?utm_source=chatgpt.com

HOW THEY

USE TECH

86%

are “makers”

86% of children under 10
are using technology to
make/design/build things.

55% regularly create video
content; 36% do computer
coding. 58% play Minecraft
— a lo-fi game built around
creation.

Gen Alpha prioritises digital
creation and has a default
creator/maker mindset.

SOURCES: Morning Consult, Beano
Studio
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ATTITUDES
TO Al

2%

talk to Al

The majority of Gen Alphas
say they have used Al for
personal, relational, and

emotionally supportive
conversations.

Nearly half use it as a
search engine for
homework/creativity,

For the first "Al-native"
generation, Al is a trusted
entity rather than merely a
tool. They have grown up in
a world where Siri or Alexa,
for example, are a part of
their environment, making
companionable interactions
feel natural.

SOURCE: Common Sense Media,
Attest

IDENTITY &
DIVERSITY

matters more

Than gender or ethnicity.

Gen Alpha is the most
diverse generation in
history (47% of American
children identify as non-
white), and diversity is a
central aspect of their
identity and expectations.

Gen Alpha is more likely to
question gender
stereotypes and may be
the first generation to
"judge people by who they
are, not what they are".

SOURCE: Springtide

FINANCES &

SPENDING

That’s the figure TODAY.

Earned from digital
platforms like Roblox and
via chores.

In the UK, Gen Alpha spent
nearly £100m last year and
saved £20.5m.

Their economic footprint
will reach $5.46 trillion by
2029.

SOURCES: McCrindle, GoHenry

THEIR
INFLUENCE

In UK households is already
influenced by Gen Alpha.

Gen Alpha aren’t just
passive consumers. They
already act as “family
finfluencers”, not just
influencing what is bought
but shaping how families
think about saving,
spending, frugality.

SOURCE: GoHenry


https://pro.morningconsult.com/analysis/gen-alpha-trends-mental-health-consumer-behavior
https://www.commonsensemedia.org/press-releases/nearly-3-in-4-teens-have-used-ai-companions-new-national-survey-finds
https://www.askattest.com/blog/articles/the-gen-alpha-report-us-edition
https://springtideresearch.org/thirteen-a-first-look-at-gen-alpha
https://mccrindle.com.au/article/topic/generation-alpha/generation-alpha-defined/
http://www.gohenry.com/uk/blog/news/gen-alpha-the-new-family-finfluencers
http://www.gohenry.com/uk/blog/news/gen-alpha-the-new-family-finfluencers

Why Generation Alpha

is Generation Blurred...
and the implications for brands



1. Work and home = blurred

No boundaries between “professional” and “personal”

OVERVIEW

This is the first cohort to grow up
surrounded by Teams calls and “work from
the kitchen table”

They’ve watched parents juggling Zoom
calls, childcare, and side hustles in the
same room. Careers and domestic life
collapsing into the same physical and digital
space.

The division between “professional” and
“personal” identities feels artificial.

They will expect brands and employers to
be equally authentic in both domains.

10 © Blurred 2026

ADVICE FOR BRANDS

Drop the split tone. Don’t sound
“corporate” in one channel and “consumer”
in another. They will spot the inconsistency.

Humanise leaders. CEOs are household
faces — families have literally seen them on
kitchen-table screens. Show the human
side of leadership.

Design family-inclusive campaigns.
Products and services that recognise multi-
use, multi-role households will resonate.




2. Identity = blurred

Gender, sexuality, neurodiversity, cultural backgrounds —
these are lived as spectrums, not rigid boxes

OVERVIEW

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.
Attempts to oversimplify or “pinkwash” will
jar badly.

ADVICE FOR BRANDS

Represent complexity. Use visuals,
language and storytelling that acknowledge
more than binary categories.

Avoid tokenism. Representation without
authenticity will backfire: they’ll test
whether words are matched by who you
hire, what you sell, how you act.

Enable self-expression. Create platforms,
products or campaigns that let young
people remix or personalise identity, rather
than dictating it.



3. Climate, economy, societal

issues = blurred

Crises are connected; everything is a polycrisis

OVERVIEW

Gen Alpha is experiencing the climate and
cost-of-living crises, geopolitical conflict,
and social justice debates as simultaneous
and interconnected.

“The environment” isn’t separate from “the
economy” - their parents’ bills are shaped
by energy shocks, which are shaped by war,
which is linked to fossil fuel dependence.

For them, every issue is systemic. Brands
that compartmentalise (“this is our
sustainability policy, this is our business
strategy”) look outdated and evasive.
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ADVICE FOR BRANDS

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

Show systemic thinking. Talk openly about
trade-offs, complexity and interconnection.
Simplistic “greenwashing” will collapse
under scrutiny.

Frame solutions as mutual. Position your
brand as improving lives and the planet
simultaneously, not “either/or.”




« 4., Human and machine = blurred

The line between human and machine is not a hard one

OVERVIEW ADVICE FOR BRANDS

They are the first cohort to talk to Al the Be radically transparent. Tell people where
way previous kids talked to pets or siblings. and how Al is used in your business, in
Whether it’s ChatGPT, Alexa, or gaming terms kids can grasp.

NPCs, they blur human vs machine agency

without hesitation. They’ll expect Design for partnership. Frame Al as a tool
technology to be collaborative, intuitive and that enables human creativity and fairness,
ethical by default. If a company hides how not one that replaces or exploits.

Al is used (or abuses data/algorithms)

they’ll face a sharp trust penalty. Pre-empt ethical scrutiny. Expect

questions about bias, surveillance, and data
privacy. Answer before being asked.
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5. Information and
misinformation = blurred

Suspicious of asserted ‘truth’ but skilled at cross-checking

OVERVIEW

Gen Alpha are growing up in an infosphere
where fact, opinion, sponsored content,
memes and deepfakes are constantly
intermingled.

School is not the sole or even main source
of “truth.” They have to be instinctive fact-
checkers — sceptical, fast to call out
contradictions, quick to sniff out corporate
spin. This makes them harder to persuade
but also more loyal when they do believe.
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ADVICE FOR BRANDS

Lead with proof. Always show evidence,
receipts, third-party verification.

Cut the spin. Jargon, over-claiming, or
over-produced narratives are red flags.

Embrace co-verification. Let independent
voices, youth communities, and even critics
hold you to account in visible ways.




How can brands
earn their respect?

rrrrrrrrrrrrrr



Fluencyin
dlgltal | /u tu

This is the first generation fully raised in a
digital, online, algorithmic, Al world. If a
company is clumsy in digital spaces (bad
UX, cringe TikToks, poor online safety),
they’ll lose credibility instantly.

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

:02

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.
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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.

They won’t respect greenwash or token
“purpose campaigns.” What earns respect
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.

\f

Visible proof and demonstrable

i




Patronising content loses them. They are
hyper-exposed to information,
explanations, tutorials (YouTube, TikTok)
from a young age.

Companies that explain things clearly, let
kids ask questions, and provide tools to
learn/do more will be respected.




Redefine mcluswﬂ:j
as...normal . Y

This is the most diverse generation in
history. For Gen Alpha, diversity, equality,
equity, inclusion aren’t complicated or
political ideas. They are just part of human
life.

Respect goes to brands that reflect the
full spectrum of identity and family life as
the everyday reality it already is. Anything
less will look tokenistic or retrograde.
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This is the first cohort growing up with Al
companions, tutors, and creative tools.

Companies will gain respect by using Al
responsibly (privacy, safety, bias),
explaining transparently how Al is being
used and empowering them to co-create
with Al rather than replacing their
creativity.
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For the next few years, certainly
up to 2030, trust will still flow
through family gatekeepers.
Brands need to excite Gen Alpha
while reassuring their parents
that products are ethical, safe,
and genuinely useful.



Gen Alpha don’t see “ESG” or “CSR.” They
see human issues, nature issues, and
social issues. Translate corporate goals
into plain language that reflects lived
reality; boardroom buzzwords will not
wash.
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09 Show urg ‘

For this generation 2030 will be significant P
year: the year of the missed promises of
their parents’ generation. They’re primed
B for distrust...and anger. Brands should
B show urgency in climate, inequality, and
® justice, not polished calm. Be a partner in

d the fight, vocal and focused on actions
rather than words.
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Expect criticism and
confrontation

Y )
# A

10

Gen Alpha will hold brands to account

more fiercely than their parents ever did.
They won’t forgive greenwash,
performative campaigns, or spin. Comms
plans need to assume interrogation.




8 brands that
are doing it well




LEGO

...iIs creating blended physical/digital
experiences

LEGO is creating blended physical-digital experiences (e.g. AR, apps) so
that play isn’t just passive or screen-only. Kids don’t just consume LEGO,
they build and remix in digital spaces.

The brand - and the business behind the brand — demonstrate real
conviction about respecting parental concerns (safety, quality,
responsibility) while giving children agency through user-generated
content: kids share builds, compete and learn.

The corporate and consumer brands speak with one shared (blurred)
voice: little jargon, fewer corporate slogans, more play and challenge.

LEGO’s comms and product align: strong brand values, durable products,
iconic design. The transparency/durability piece (encouraging repair,
reuse) is consistent with climate values.
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@
M I “ ec raft (Mojang Studios & Microsoft)

...iIs combining play with creation

Minecraft is one of the most important Gen Alpha cultural
infrastructures. Less a game, more a world-building system.

Education, play, creativity, socialising and economics all coexist as an
experience of truly blurred lines, meaning players learn systems
thinking, collaboration and ethics organically.

Parents, teachers and kids all engage with the same platform
differently, without friction.

It’s a great Gen Alpha-native brand because it offers total agency,
no fixed narrative, and trusts players to define value.

There are clear potential blind spots and risks with any game that
offers online multiplayer involving chat (or ‘Whispers’) with other
players. Governance and safety at scale are priorities for owner
Microsoft, and it’s vital to remember that blurred worlds still need
ethical boundaries.
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Bubble

...iIs speaking Gen Alpha’s language

Bubble is a skincare brand whose products are developed for younger,
sensitive skin. is showing how to speak the language of Generation
Blurred: clear (no over-jargon), visible through design, aligned with values
(wellbeing, safety, inclusivity). More than selling a ‘product’, Bubble sells
a promise that is credible.

That promise is tailored to a younger audience, addressing their real skin
concerns, doing it with transparency, affordability, and in a way that
isn’t condescending.

The comms and marketing is visually strong and takes a communication
style that matches younger aesthetics: playful packaging, friendly tone,
character. They also prioritise non-patronising education (what the skin
needs, what the ingredients do) rather than relying on jargon.

Importantly, mental health is part of the conversation: acknowledging
that younger audiences are dealing with more anxiety and social media
pressures. Bubble demonstrates a philosophy that’s aligned with the
reality kids are growing up in.
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Patagonia

...is authentically reflecting Gen Alpha’s
blurred worldview

Patagonia refuses to separate business, politics, environment and
identity...which is exactly how Gen Alpha already sees the world.

Activism is embedded in the business model. The brand openly
critiques consumption while selling products and treats customers as
citizens.

Patagonia addresses Gen Alpha and their parents simultaneously
through initiatives like Worn Wear (repair/resale) and transparent
supply chain storytelling.

It blurs consumer education with climate action, making
sustainability a lived practice rather than a marketing claim. Their
comms don't separate "kids' messaging" from "adult values,” instead
assuming the household operates as a blurred unit where climate
responsibility is ambient.

Though not a Gen Alpha-specific brand, Patagonia’s radical
consistency between words and actions, willingness to sacrifice
growth for principle, and clear moral stance without jargon are
perfectly consistent with Gen Alpha priorities.



GoHenry

...is giving Gen Alpha real agency and tools

GoHenry was created to help kids learn about money in a practical, fun
way and provide the tools to help parents nurture healthy financial
habits in their children. It does a great job of providing early, actionable
education:, its Money Missions are gamified lessons on how to earn,
save, spend responsibly, and build credit. These gamified elements
(levels, badges, rank progression) feel more like playing than being
lectured.

The missions are mapped to age-appropriate education guidelines in the
UK & US. It also provides resources for parents/kids about money
literacy, explaining things like budgeting, needs vs wants, digital
economy.

Transparency & real-world tools: Kids are given a prepaid debit card
(with parental oversight), real-world money to manage. It’s not just
simulation. Goals and behavioural rewards (chores = pocket money)
mean that kids see cause and effect.

The highly visual Ul is optimised for engagement. That matters. GoHenry’s
research shows 84% of teens want financial education embedded in the
national curriculum. A finding that is consistent with this ‘Blurred’
generation’s demand for larger-scale proof, not just private good but
public good.
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The BBC

...treats Gen Alpha as capable of
understanding complexity

Despite its baggage, the BBC is one of the few institutions attempting
to operate across truth, entertainment, education and civic
responsibility simultaneously.

CBBC, Bitesize and iPlayer blur learning and play.

The BBC blurs safeguarding, education, and entertainment through its
"Own It" keyboard app, which uses Al to help 8-13 year olds navigate
online interactions safely. Rather than a campaign about digital
wellbeing, Own It is a tool embedded in Alphas’ daily digital life.

CBBC's cross-platform presence (iPlayer, YouTube, interactive games)
treats Gen Alpha as multi-platform citizens where broadcast and
digital are indistinguishable. And Newsround treats children as
capable of understanding complexity, not in need of simplification.

The BBC is well geared up for Gen Alpha because it assumes young
people are capable and smart, acknowledges uncertainty and
complexity and stands for public value.

A clear blind spot is its institutional defensiveness. Gen Alpha, even
more than previous generations, will punish any hint of opacity or
elitism.



Vinted

...is making the circular economy tangible
and social, rather than an abstract lecture

Gen Alphas are emerging as key consumers on Vinted, alongside Gen Z,
driving the platform's growth by seeking affordable, trendy, and
sustainable fashion, often mixing new fast-fashion finds with pre-loved
items, influenced heavily by TikTok and YouTube Shorts trends like
#Coquette, #y2kfashion, #thriftflip and #GRWM, making Vinted a
mainstream hub for accessible circular fashion.

Vinted has cultivated a UK teen/tween resale culture where Gen Alpha
are sellers, buyers, and sustainability participants simultaneously. The
platform blurs commerce, environmental responsibility, and peer-to-peer
community.

For younger users (often selling with parental accounts), it makes circular

economy tangible and social: instead of lecturing about fast fashion it
becomes lived practice.
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Your Octopoints

120 @

Convert Octopoints to credit

SAVING SESSIONS

Give us a few days to run the numbers from your
last Session.

Good stuff from Octoplus, big
brand offers curated by us

Earn Octopoints Redeem your Octopoints

Guaranteed prizes with - Shop at Shoptopus
the Wheel of Fortune AR Serving up all your

Every spin wins._. T energy merch needs.

Octopus Energy

...uses gamification in its family-focused
tariffs

Octopus Energy blurs energy education, climate action, and family
economics through gamified engagement.

Their "Octopoints" reward scheme and kid-friendly explainers about
smart tariffs address Gen Alpha and parents simultaneously, teaching
children about renewable energy while making it tangible through
household participation.

Climate responsibility becomes a family activity instead of a
corporate message.



35

Across all these brands, the pattern is clear.

1. They don’t segment audiences artificially.
2. They treat young audiences as competent participants, not future consumers.
3. They integrate product, values and behaviour into a single narrative.

4. They accept complexity rather than trying to smooth it out.

In summary, brands that ‘get’ this blurred, consequential generation don’t “market to Gen Alpha”.

They operate in the same blurred reality Gen Alpha already lives in.

© Blurred 2026



36

Generation Blurred will inherit a world unlike
any other in human history. Technological
frontiers being broken. The possible emergence
of Artificial General Intelligence. Geopolitical
uncertainty as the norm. Failed SDG targets.

By 2035, Gen Blurred will have rebuilt the
categories that structured 20th century society.

They will punish the gap between words and
actions as much as they punish the failed
promises of Gen X/Y/Z.

Brands and business that make proof visible
and hand over real agency can earn respect
and trust.

Those that don’t won’t just miss out on this
generation’s incredible spending power: they
will find themselves on the wrong side of the
ballot box — and history.

The bottom line

© Blurred 2026




blurred

To discuss Gen Alpha and implications for your business, or to book a fireside or lunch-and-
learn session on this topic for your team, please email hello@blurred.global
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https://www.linkedin.com/company/blurredglobal/
https://www.instagram.com/blurred.global
mailto:hello@blurred.global
mailto:hello@blurred.global
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