The New Face of Lovalty: Evolving Brand Behavior
of Gen = and Millennials in the GCC (2025)

Discover how the next generation of consumers in the Gulf Cooperation Council is reshaping brand

loyalty, engagement, and advocacy in this comprehensive analysis of emerging trends and strategic
opportunities.
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Executive Summary

As the Gulf Cooperation Council (GCC) enters a transformative era driven by Vision 2030 initiatives,
digitalization, and cultural renaissance, understanding the next generation of consumers is essential.
Gen Z and Millennials now dominate the consumer landscape, ushering in new paradigms for brand
loyalty, engagement, and advocacy.

This white paper explores the evolving attitudes and behaviors of these pivotal generations toward
brands, presenting original insights, real-world examples, and strategic foresight. Drawing on the
most recent data from 2023-2025, we uncover the intricate interplay between identity, technology,

sustainability, and culture, ultimately providing actionable recommendations for brands seeking to
thrive in the GCC's dynamic markets.




Introduction and Context

The GCC region, encompassing Saudi Arabia, the United Arab
Emirates, Qatar, Kuwait, Oman, and Bahrain, is undergoing a

profound transformation. Economic diversification, social

reforms, and accelerated technological adoption have

fundamentally reshaped consumer behavior.

. Digital Natives

High expectations for seamless, personalized
experiences across all touchpoints

. Identity-Driven

Seek authenticity, transparency, and purpose in brand
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relationships

. Global Citizens

Balance strong local roots with international outlook
and modern sensibilities

Understanding these dynamics is critical for any brand

aspiring to achieve sustainable success in the GCC's rapidly
evolving marketplace.



Demographic Overview of New Generalions in the
GCC

55% 99% 42%

Population Share Internet Penetration Young Entrepreneurs
Gen Z and Millennials Near-universal connectivity Percentage of Gulf
constitute over half of the GCC across UAE, Saudi Arabia, and entrepreneurs under the age of
population Qatar 35

Saudi Arabia alone accounts for over 36% of the GCC's youth population. Mobile phone usage among
Gen Z is near-universal, with social media platforms like TikTok, Instagram, and Snapchat dominating

daily life. Tertiary education enrollment rates are among the highest globally, particularly in the UAE
and Qatar.

These generations are highly literate, entrepreneurial, digitally savvy, and socially conscious, creating

a dynamic consumer landscape that brands must navigate with precision and cultural awareness.



Key Behavioral Trends ‘Toward Brands

Purpose-Driven
Consumplion

/1% of GCC Gen Z consumers
prefer brands that actively
align with their personal

values

Hyper-Localization

Preference for brands that
celebrate Gulf identity
without stereotyping

Digital First, Humanized
Experiences

82% expect seamless digital
interactions but also value
authentic human
engagement

Brand Fluidity
Lower brand loyalty with

focus on quality, experience,
and values over historical

prestige

Micro-Influencer Dominance

53% trust micro-influencers

over celebrity endorsements

Country Segmentation: Saudi Arabia prioritizes national pride and cultural heritage; UAE focuses on

innovation and multicultural inclusivity; Qatar and Kuwait emphasize exclusivity, sustainability, and

personalized service.



Influences Shaping Brand Preferences

Self-Expression

1 : .
9, Brands as tools for personal identity

Sustainability
Rising demand for ethical products

Hyperconnectivity
Global awareness with local roots

& Religion & Values
Faith shaping lifestyle choices

o Cultural Renaissance
Renewed interest in local heritage

The GCC's cultural renaissance has sparked renewed interest in local art, music, and traditions,
supported by government initiatives like Vision 2030. Gulf youth are globally aware and hyper-
connected, increasingly expecting AR, VR, and Al experiences, especially in retail and entertainment.

While sustainability awareness is still emerging, demand for ethical products is accelerating. Brands
are viewed as tools for self-expression, with customization and personalization key to emotional
engagement. Faith continues to shape lifestyle choices, making halal certifications and culturally
appropriate marketing critical.
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Case Studies
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THE GIVING
MOVEMENT

Noon.com Nike Middle Fast The Giving Movement
Successfully localized e- 'Victory is for Everyone' This disruptive sustainable
commerce by leveraging Arabic  campaign featured Gulf fashion brand from UAE
language, culturally relevant athletes, blending appeals to Gen Z's ethical
promotions (e.g., Ramadan empowerment with cultural values and desire for unique,
sales), and supporting regional sensitivity. This local storytelling  meaningful consumption,
SMEs, creating a platform that approach significantly demonstrating how local
resonates deeply with local enhanced Nike's global brand brands can compete with
consumers. equity in the region. global giants.

Many early luxury brand entrants initially misread Gulf consumers by applying Western marketing
templates without cultural nuance, resulting in poor resonance and missed opportunities for
meaningful connection.
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Datla-Driven Insights

90 ~
60
30 -
O -
Millennials expecting... UAE Saudi Gulf Millennials... Same metric in 2021
Gen Gen
Z Z
preferring... engaging...

The data reveals significant shifts in consumer priorities across the GCC region. 80% of Millennials
now expect brands to support social causes, while 65% of UAE Gen Zs prefer buying from regional
brands when quality and design match global competitors.

Digital engagement is particularly strong in Saudi Arabia, where 72% of Gen Zs interact with brands
via TikTok weekly. Perhaps most notably, sustainability as a purchasing driver has increased
dramatically among Gulf Millennials, rising from 38% in 2021 to 58% in 2024, indicating a rapid

evolution in consumer values.



Challenges and Opportunities for Brands

Challenges Opportunities

» Hyper-fragmentation: Diverse micro- » Authentic Regional Storytelling: Leverage
segments even within the same country Gulf narratives with depth and sincerity

* Instant Expectations: Ultra-fast delivery, e Gamified Loyalty: Introduce programs that
real-time customer support are table stakes reward engagement, not just purchases

e "Cancel Culture": Mistakes in cultural e Cause-Linked Marketing: Support youth
sensitivity can go viral quickly, causing employment, women empowerment,
lasting brand damage sustainability

» Technology Leadership: Lead with Al,
personalization, and immersive digital

experiences

Brands operating in the GCC face a complex landscape of challenges and opportunities. While
navigating cultural sensitivities and meeting heightened expectations requires precision, those who
successfully integrate authentic storytelling with technological innovation stand to gain significant

competitive advantage in this dynamic market.



Emerging Questions and Unanswered Trends

v Will Gen Z prioritize environmental sustainability over luxury as wealth accumulates?

As Gen Z in the GCC region begins to accumulate wealth, a key question emerges about whether
their stated values around sustainability will translate into actual purchasing behavior, potentially

disrupting traditional luxury markets that have historically thrived in the region.

v How will Al-driven hyper-personalization reshape brand loyalty models?

With the rapid advancement of Al technologies, brands have unprecedented opportunities to
create hyper-personalized experiences. The question remains how these capabilities will
transform traditional loyalty programs and what new expectations they will create among GCC

consumers.

v Will Gulf consumers embrace the Metaverse and Web3 commerce?

Despite high digital adoption rates, it remains unclear whether emerging technologies like the
Metaverse and Web3 will gain meaningful traction among Gulf consumers, and how brands

should position themselves in these new digital spaces.

¥ How can brands maintain authenticity while scaling in an increasingly scrutinized digital world?

As social media amplifies both positive and negative brand actions, maintaining authentic
connections with consumers while scaling operations presents a significant challenge that requires

careful navigation of local cultural nuances.



Conclusion and Strategic Recommendations

Anchor in Local Identity
Reflect Gulf heritage authentically in brand storytelling

Lead with Purpose

Align brand actions with values that matter to Gulf youth

Deliver Hybrid Experiences

Merge digital convenience with authentic human connection

Segment Intelligently

Move beyond country-level targeting to city, tribe, or interest-based micro-

segmentation

Commit to Ethical Leadership

Champion sustainability, privacy, and cultural integrity

To resonate with Gulf Gen Z and Millennials, brands must adapt to the fusion of global sophistication
and local pride. Strategies must be dynamic, ethical, and hyper-targeted to succeed in this complex
market.

In the new Gulf economy, brands are not just selling products—they are co-creating meaning,
identity, and futures.

By understanding and respecting the nuances of new generations in the GCC, brands can secure not
just market share, but cultural relevance and lasting impact.
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This white paper draws on the most current and authoritative sources available on GCC consumer
behavior, demographics, and market trends. All data cited is from research conducted between
2023-2025 to ensure relevance and accuracy in this rapidly evolving market.
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For additional information or custom research on GCC consumer trends, please contact our team. We
offer tailored consulting services focused on brand strategy for the Gulf region.
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