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Consumers are seeking out more meaningful IRL experiences that are
digital-lite and seamlessly connected to their personal lives.

mm

Leave your phone at home  Gen Zis saying goodbye to Pet-friendly experiences are Experiences are qurrlng the
and disconnect to connect  stranger danger the cat’'s pajomas lines between online and IRL

GEORGE P JOHNSON If you have questions about any of this content, or would like to learn more, please
experience marketing reach out to your GPJ account representative or contact us.

Copyright ©2024 George P. Johnson. All rights reserved. A Project Worldwide Agency.
George P. Johnson and its logo are registered trademarks of Project.


https://www.instagram.com/gpjanz/
https://www.facebook.com/GPJAustraliaNewZealand/
https://twitter.com/GPJExpMktg
https://www.youtube.com/user/georgepjohnson
https://au.linkedin.com/company/george-p-johnson-australia-and-new-zealand
https://www.gpj.com.au/contact-us/

&

Leave your phone at home and
disconnect to connect

Desire is growing for screen-free experiences that make

us feel more present.

South Australia has marked one year since banning phones in public

schools; mobile phones are now effectively banned in public schools llustration: Sarah Grillo/Axios
across Australia. These policies align with a broader, voluntary

movement where people are increasingly seeking screen-free experiences. From digital detox hangouts and

offline clubs to phone-free concerts and screen-free restaurants, more people are opting to disconnect. This

trend is supported by a growing industry focused on intentional attention, with self-help books on focus,

academic departments dedicated to attention studies and experimental schools exploring radical attention.

Concerns around technology have shifted from fears of data theft to worries about tech diminishing our ability

to genuinely connect and be present. In response, some are taking drastic steps, like turning smartphones into

“dumb phones” using physical app locks, buying nostalgic flip phones, or storing devices in signal-blocking

Faraday cases.

more tangible connections. From activations to large-scale events, brands should experiment with

screen-free zones or voluntary lockboxes—and see what happens when being present becomes a draw.



https://www.abc.net.au/news/2024-08-15/is-mobile-phone-ban-in-schools-helping-students-learn/104218850
https://www.deseret.com/lifestyle/2024/06/02/a-church-hosted-a-digital-detox-hangout-and-other-device-free-experiences-are-on-the-rise/
https://www.thrillist.com/travel/nation/amsterdam-offline-club-digital-detox
https://www.9news.com.au/national/this-never-happened-us-music-label-phone-free-concerts-australia-first-time/35c0f6e9-0d9e-4787-b9da-b46975a7c955
https://www.broadsheet.com.au/sydney/city-file/article/mobile-phones-are-menu-cbd-restaurant
https://www.whatwereading.com/books-about-focusing/#google_vignette
https://www.kcl.ac.uk/research/centre-attention-studies
https://www.schoolofattention.org/
https://www.unpluq.com/
https://www.hmd.com/en_us/hmd-barbie-phone?sku=AHM2850USA01BB1
https://stolp.com/
https://stolp.com/
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Gen Zis saying goodbye to
stranger danger

Gen Z is ditching the dating apps and seeking chance,

IRL connections.

Remote workers, digital nomads, and Gen Z transplants to big cities

are joining clubs and using apps to find community. Powered by Al

and algorithms based on personality tests or user preferences, apps

like Timeleft gives users the chance to meet five strangers over dinner. Others allow users to book
breakfasts, lunches, or other local activities with people they may never meet otherwise. Explicitly not for
dating or networking, many of these apps do not require the cumbersome maintenance of profiles, DMing,

or swiping—eliminating the work needed to facilitate face-to-face encounters.

The app Geneva calls itself “the online place to find your offline people,” with activities and clubs that
provide communal third places outside home or work. For digital natives, who have never known a
screen-free reality, there is novelty in unvetted, chance connections that are not siloed to social media or

virtual communities who may never meet IRL.


https://todayshomeowner.com/moving/guides/moving-by-generation/
https://www.businessinsider.com/gen-z-fighting-loneliness-making-friends-book-run-social-clubs-2024-8
https://timeleft.com/
https://thebreakfast.app/
https://www.creativelunchclub.com/
https://222.place/
https://www.geneva.com/
https://www2.gpj.com/insightstrendsmar2023
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Pet-friendly experiences are the

Animal-inclusive experiences are rising in popularity to meet the

growing demands of pet parents.

Australia has one of the highest pet ownership rates in the world;

in cities like San Francisco more people own pets than have children. Santiago Mejia / The Chronicle

Brands are looking to tap into this new demographic of customers
by increasing their pet-friendly offerings to accommodate man'’s best friend. Whether it's an airline offering

pet in cabin flights or “white paw experiences” for its canine customers, to popular brands like Lyft

introducing new initiatives that cater to Fido, to dog-friendly theme parks and restaurant weeks—everyone

wants a slice of the estimated $259 million annual budget of pet parents.

What it Means
In a world where hyper-personalisation is the expectation, and audiences are becoming more selective
about the experiences that demand their engagement—increasing accessibility for our furry friends and

finding ways to incorporate them into the experience could be a major factor in determining where

someone spends their time and money.



https://kb.rspca.org.au/knowledge-base/how-many-pets-are-there-in-australia/
https://www.sfchronicle.com/sf/article/dogs-city-landscape-19369481.php
https://www.google.com/url?q=https://newsroom.virginaustralia.com/release/cats-out-bag-virgin-australia-signals-intent-launch-nations-first-ever-pets-cabin-flights&sa=D&source=editors&ust=1727833716328189&usg=AOvVaw11RUk3fGya3OhdQpX79WnN
https://www.npr.org/2024/05/26/nx-s1-4975744/bark-air-dog-airline-first-flight
https://www.pymnts.com/consumer-insights/2024/fetching-a-ride-brands-roll-out-human-grade-experiences-for-pups/
https://www.pymnts.com/consumer-insights/2024/fetching-a-ride-brands-roll-out-human-grade-experiences-for-pups/
https://thatssotampa.com/dinosaur-world-florida/
https://www.timeout.com/newyork/news/the-first-ever-dog-restaurant-weekend-has-arrived-in-new-york-081424
https://fortune.com/2024/07/16/travel-industry-pet-parents-259-billion-annual-budget-hotels-restaurants-tours-lifestyle/
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Experiences are blurring the
ines between

Driven by digital natives, experiences are evolving beyond the

confines of a single place or point in time.

Events are no longer confined to physical locations; instead, they're

being amplified by digital platforms and social media to engage Image: Dustin SatloflUSTA/AP

wider audiences. At the US Open, for instance, the viral popularity of

the signature Honey Deuce cocktail on TikTok led to a surge in sales, pulling at-home spectators into the

event's energy. Grey Goose took this further by partnering with restaurants in New York City and Chicago to
offer the cocktail on their menus, even introducing a canned version that could be delivered to homes, allowing

fans to engage with the event in real time from anywhere.

What it Means

As Gen Z and Gen Alpha come of age, they're changing the experiential landscape. Events are becoming
multidimensional, transcending geographic boundaries and creating ongoing, interactive experiences. Fans
can now feel like participants rather than just observers, whether through live-streamed content, viral social

media trends, or in this case, enjoying the same cocktail as those in the stadium.

Key Takeaway
Virality online is increasingly fueling engagement at in-person events, creating event extensions that build
brand awareness and loyalty. Brands should respond by crafting experiences that blur the lines between

virtual and real-world participation to amplify reach and create lasting emotional connections.


https://www.msn.com/en-us/foodanddrink/foodnews/honey-that-s-not-deuce-serena-williams-remixes-viral-us-open-cocktail-with-a-splash-of-tequila/ar-AA1pWhY8
https://www.cnn.com/2024/09/03/food/honey-deuce-us-open-cocktail-popularity/index.html
https://nypost.com/2024/08/22/lifestyle/us-opens-honey-deuce-cocktail-is-popping-up-everywhere/

OUT-THERE
EXPERIENCES

People, brands and marketers continue to push the boundaries of physical and
digital experiences, with new and creative executions popping up across the globe.
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https://www.straitstimes.com/life/food/at-the-us-open-a-quest-for-130-chicken-nuggets
https://www.straitstimes.com/life/food/at-the-us-open-a-quest-for-130-chicken-nuggets
https://www.straitstimes.com/life/food/at-the-us-open-a-quest-for-130-chicken-nuggets

