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Setting the Table
Forging their path: Gen Z meets DTC 

Gen Z is forever changing culture and commerce—in ways we couldn’t 
have ever predicted or imagined. 



As Olivia Rodrigo sings in “Jealousy, Jealousy”: 



	I kinda wanna throw my phone across the room 

	’Cause all I see are girls too good to be true

	With paper-wite teeth and perfect bodies 

	Wish I didn’t care 



Rodrigo’s lyrics reflect the feelings, values, and opinions of Gen Z—
disillusioned with the state of the world and fed up with “performing 
online,” curated Instagram grids, airbrushed magazine covers, and the 
status quo. Goodbye, perfectionism, and #goals. Hello, authenticity and 
relatability. Think Billie Eilish and Emma Chamberlain (aka the Gen Z it 
girl). 



In a recent L.A. Times piece, Snaxshot creator, Andrea Hernández  
said it best, “[Gen Z] is very much outspoken about imperfection as a 
counter to [the millennial] generation that wanted everything to be and 
look perfect.” 



Deemed digital natives, Gen Z was born between 1996 and 2012. Other 
publications and research centers may differ, but for the sake of the 
Tydo Tables conversation and report, we’re defining it as 1996 onward. 
Raised by the internet and faced with the Great Recession of 2008-09,

a global pandemic, and political polarization, Zoomers grew up in a 
world of constant criticism, scrutiny, and insecurity—physically, 
emotionally, and financially. As Cristina Tzintzún Ramirez, the executive 
director of NextGen America, puts it in The Atlantic, Gen Z is “the first 
generation in American history to be worse off than their parents.” 
Today, they are the largest generation in the US.




In addition to these lasting effects, Gen Z shapes and owns today’s 
cultural discourse. We can thank them for the rise of TikTok, BeReal, Lil 
Nas X, DePop, and emojis, to name a few. 



They’re hustlers, self-starters, entrepreneurs, and content creators. 
Almost half of them have multiple side hustles, and altogether, they 
have $360 billion in disposable income. Already, 62% of Gen Z have 
either started or plan to start their own business, per WP Engine and 
the Center for Generational Kinetics. 



TikTok is their bread and butter. Some Zoomers are even replacing 
college degrees with the For You Page. 65% of Gen Z small business 
owners use TikTok as a resource to learn about business, per the 
Microsoft Store. In Bloomberg, Jo Cronk, president of Whalar, said, 
“TikTok is TV for Gen Z. If you want your brand, your product, your 
service to get attention with Gen Z, that’s just a non-negotiable today.”  



As Gen Z has grown up, so has the sheer number of DTC brands 
servicing these digital natives. Parade, Studs, Starface, Simulate, 
Topicals, Couplet, and more have latched onto this ripe and more have 
latched onto this ripe audience of consumers. And, some of these all-
star brands are even founded by Zoomers. 
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https://hightea.substack.com/p/you-should-see-me-in-a-crown
https://hightea.substack.com/p/emma-chamberlain-and-the-business
https://hightea.substack.com/p/emma-chamberlain-and-the-business
https://www.google.com/search?q=wellness+gen+z+la+times&oq=wellness+gen+z+la+times&aqs=chrome..69i57j69i60.4661j0j7&sourceid=chrome&ie=UTF-8
https://snaxshot.com/
https://twitter.com/iiiitsandrea
https://www.theatlantic.com/ideas/archive/2022/08/progressive-gen-z-politics-voting/671130/
https://knoema.com/infographics/egyydzc/us-population-by-age-and-generation-in-2020
https://fortune.com/2022/08/03/authentic-social-media-apps-bereal-poparazzi/
https://readlaunched.substack.com/p/depop-inside-the-rise-of-gen-zs-favorite
https://blogs.windows.com/windowsexperience/2022/06/06/gen-trepreneur-z-is-making-its-mark-on-the-future-of-small-business/#_edn2
https://www.bloomberg.com/news/articles/2021-11-17/gen-z-has-360-billion-to-spend-trick-is-getting-them-to-buy
https://wpengine.com/resources/gen-z-2020-full-report/
https://wpengine.com/resources/gen-z-2020-full-report/
https://blogs.windows.com/windowsexperience/2022/06/06/gen-trepreneur-z-is-making-its-mark-on-the-future-of-small-business/#_edn2
https://www.bloomberg.com/news/features/2022-06-23/tiktok-becomes-cash-machine-with-revenue-tripling-to-12-billion#:~:text=TikTok%20raked%20in%20nearly%20%244,and%20Snap%20Inc.
https://www.whalar.com/
https://yourparade.com/
https://studs.com/
https://starface.world/
https://simulate.com/
https://mytopicals.com/
https://coupletcoffee.com/


A Gen Zer myself (I was born in 1998), I’ve always been fascinated by 
this generation of brands. What makes them come alive? How can we 
unpack and understand what makes them unique in comparison to 
millennial brands? Few journalists have attempted to tie together what 
makes these brands so special. Ben Schott is one of them. He 
pioneered the concept of “adorkable” brands in his Bloomberg piece 
last year, describing BEHAVE, Starface, and Simulate as part of the 
“growing gang of disruptive brands that deftly target Gen Z with a 
jarring visual aesthetic and an authentic emotional appeal.” 



Fascinated by Gen Z entrepreneurs and this new wave of Shopify 
brands, we embarked on our second Tydo Tables report, centered 
around the question: What goes into building a thriving Gen Z-focused 
brand and reaching today’s Zoomers? 



Founders and operators can listen to as many webinars, join as many 
Slack communities, and engage with as many tweets as they’d like, but 
I’ve seen firsthand how IRL collaboration, creativity, and conversation 
lead to magical moments, ideas, and opportunities. Unfortunately for 
young (and first-time) brand builders, those moments—where they can 
speak openly and honestly about their struggles and ask questions 
without judgment—are few and far between. 



That’s why we created Tydo Tables—a unique experience 
where we gather niche groups of innovative DTC 
founders and operators to collaborate, problem solve and 
connect over passions, curiosities, and challenges. 



So, we traveled to New York City to host yet another engaging Tydo 
Tables. From the brands taking over your For You Page to the ones 
launching in Urban Outfitters, we gathered 13, NYC-based, Gen Z-aged 
(some a little older) founders & operators at the hottest brands 
targeting this generation. Together, we shared a delicious meal and 
participated in a single, three-hour-long roundtable conversation 
around the biggest questions in DTC. 



The only rule: No question or topic is off 
the table. 



A little over one month later, we’re excited to share the insights, 
takeaways, and thought starters from our second Tydo Tables 
experience. 



We’ll dig into the five key themes that shaped our conversation: 
   



Let’s dive in. 


All about the vibez Let’s get functional Ur community = ur influencers

Retail has a reputation The end goal? Exit.

Rachel Cantor
Brand & Content Marketing Lead at Tydo
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https://www.bloomberg.com/opinion/articles/2021-01-24/the-gen-z-brand-aesthetic-is-both-disruptive-and-adorkable#xj4y7vzkg
https://www.eatbehave.com/
https://starface.world/
https://simulate.com/


https://www.figma.com/file/AGmSem2RoLMuWFTckugqld?node-id=429%3A2289


All about the vibez

tydo.com

what a vibe 

Delivered

�� All about the vibez



Do you or do you not 
have the right vibe? 
That is the question. 

Welcome to the vibes economy

Without a doubt, it all comes down to vibes 
for the Gen Z consumer. 



Now, “WHAT ARE THOSE?” 



“We know the meaning of the word ‘vibe,’ of course. It’s a placeholder 
for an abstract quality that you can’t pin down—an ambiance (“a laid-
back vibe”). It’s the reason you like or dislike something or someone 
(good vibes vs. bad). It’s an intuition with no obvious explanation (“just 
a vibe I get”),” writes Kyle Chaka in the New Yorker. 



Vibes are ephemeral. They’re ever-changing, just like Gen Z. For 
brands, vibes build humanness and connection. More so, they help Gen 
Z-aged consumers organize and categorize brands in their minds and 
answer the following questions: Does this brand speak to me? Do I 
want to pay attention to this brand? Do I want to make a purchase? Do I 
care about this product? Does this brand align with my values? 



“A vibe can be positive, negative, beautiful, ugly, or just unique. It can 
even become a quality in itself: if something is vibey, it gives off an 
intense vibe or is particularly amenable to vibes…Through our screens, 
vibes are being constantly emitted and received,” notes Chaka. 

hat are the defining traits of a Gen Z brand? How and 
where do they come alive? What makes these brands 
thrive? How do they develop cult-like followings? W
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https://www.washingtonpost.com/news/the-intersect/wp/2015/08/05/what-are-those-a-subversive-sneaker-meme-explained-for-the-olds/
https://www.newyorker.com/culture/cultural-comment/tiktok-and-the-vibes-revival


As Ana Andjelic puts it, “Aesthetically, vibes give a brand a cultural 
shortcut (e.g. weird girl aesthetics, giant fit chinos). In terms of 
audience management, vibes create a human connection - due to their 
ambiguity, provocation, and openness to interpretation, they are the 
opposite of transactional. Vibes make us pay attention.” 



To the human eye, vibes mostly translate into the visual identity of a 
brand. But, a vibe can be brought to life via product development, 
copy, or even content.



Every brand has a unique vibe. 


The girls who get it, get it. And the girls who don’t, don’t.   

Take Gen Z-centric beauty brand Experiment, for example. Founded by 
Lisa Guerrera and Emmy Ketcham, the brand aims to redefine the 
science-backed beauty space with a lineup of sustainable products. 
Earlier this year, they launched Avant Guard: a lime-green colored, 
reusable mask, made from 100% medical-grade silicone. Imagine if The 
Mask met Dua Lipa’s Future Nostalgia album. 



Unlike other science-backed beauty brands, Experiment doesn’t take 
itself too seriously. It’s playful and expressive. “Other brands give off 
lab coat, stodgy, stuff vibes,” notes Guerrera. “My cofounder and I  
are both young chemists, and we don’t view chemistry in that way. 
Instead, we wanted to curate a vibe that’s welcoming, community-
oriented, and fun.” 



Why do vibes matter? 


Creating a vibe is one way your brand comes to life. Today, brands are 
dynamic in the same way that we, as humans, are dynamic. 



A brand is more than a brand. It’s about the people behind it, the 
values, the mission, the larger vision, etc. If anyone knows that, it’s  
Gen Z. 
 

Jade Beguelin and Sabrina Sadeghian, cofounders of 4AM Skin, see 
their brand as an influencer of its own. On Instagram, they share posts 
about the product as well as memes that have nothing to do with 
skincare. They’re vibe-building—creating a story and a persona that’s 
dynamic and extends beyond the skincare space. “We find that people 
want to be a part of something bigger and not just engage with the 
brand. They want to engage with the overall vibe too,” says Sadeghian. 
It’s about a feeling the brand creates. 



Gen Z wants to know it all—the good, the bad, and the ugly. They want 
the truth. Emma Standing, head of customer experience and 
ecommerce at Bubble, an affordable, science-backed skincare brand 
specifically built for teens, explains, “The Gen Z consumer doesn’t 
appreciate any secretive nature to your brand. It’s all about good 
vibes.” 



A brand is a living, breathing being, and as brands take on more 
human-like qualities, the people behind them play a pivotal role in 
bringing the brand’s “vibe” to life.



More importantly, the people behind the 
brand need to embody the vibe. 



@4amskin

@experimentwrld
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https://andjelicaaa.substack.com/p/the-vibes-map?s=r&utm_campaign=post&utm_medium=email
https://experimentbeauty.com/
https://www.linkedin.com/in/lisa-guerrera/
https://www.linkedin.com/in/emmy-ketcham-11985a89/
https://experimentbeauty.com/products/avant-guard
https://www.linkedin.com/in/jade-beguelin-15b897aa/
https://www.linkedin.com/in/sabrina-sade-725070136/
https://4amskin.com/
https://www.linkedin.com/in/emma-standing-942239b8/
https://hellobubble.com/


https://www.linkedin.com/in/annelise-hillmann/
https://befrontman.com/pages/about-frontman
https://www.nytimes.com/2022/07/13/style/victorias-secret-rebrand.html#:~:text=When%20Victoria's%20Secret%20announced%2C%20back,as%20well%20as%20varying%20ages
https://www.nytimes.com/2022/07/13/style/victorias-secret-rebrand.html#:~:text=When%20Victoria's%20Secret%20announced%2C%20back,as%20well%20as%20varying%20ages
https://www.linkedin.com/in/nadyaokamoto/
https://www.linkedin.com/in/nadyaokamoto/
https://www.itsaugust.co/
https://www.tiktok.com/@nadyaokamoto?lang=en
https://www.tiktok.com/@itsaugustco?lang=en
https://www.tiktok.com/@itsaugustco?lang=en
https://www.linkedin.com/in/nadya-eddy-25b47a184/


https://thingtesting.com/stories/brands-on-tiktok
https://www.tiktok.com/@jadebeguelin?lang=en
https://www.instagram.com/sabsade/?hl=en
https://www.instagram.com/sabsade/?hl=en
https://www.tiktok.com/@lisagrrera?lang=en
https://studs.com/
https://www.linkedin.com/in/jnnfrclee/
https://www.linkedin.com/in/jonahreider/
https://pzaz.com/
https://twitter.com/pzaz_energy


https://www.businessinsider.com/gen-z-nostalgia-y2k-indie-sleaze-old-money-economic-response-2022-1?cid=other-eml-mtg-mip-mck&hlkid=c2439acb0c8d4a3c9d5dffacba0afc1f&hctky=13753357&hdpid=bd687651-3868-4f48-8b27-5ca2e03e40c4
https://yourparade.com/
https://www.linkedin.com/in/devinjbowman/
https://www.instagram.com/p/ChIn0ALPc_1/?igshid=MDJmNzVkMjY=
https://www.instagram.com/p/ChIn0ALPc_1/?igshid=MDJmNzVkMjY=
https://www.instagram.com/p/Ce7BupmOymh/?igshid=MDJmNzVkMjY=
https://www.instagram.com/p/CeXAwpzrBJC/?igshid=MDJmNzVkMjY=
https://www.instagram.com/p/CbDcp7RPBWl/?igshid=MDJmNzVkMjY=
https://befrontman.com/
https://www.linkedin.com/in/nick-bunn-793244114/




https://www.wundermanthompson.com/insight/gen-z-holds-the-key-to-the-ecommerce-future




https://www.linkedin.com/in/jonahreider/
https://pzaz.com/


https://www.linkedin.com/in/sabrina-sade-725070136/
https://4amskin.com/
https://www.linkedin.com/in/griffinspolansky/
https://eatmezcla.com/
https://www.firstinsight.com/white-papers-posts/gen-z-shoppers-demand-sustainability
https://www.firstinsight.com/white-papers-posts/gen-z-shoppers-demand-sustainability
https://www.linkedin.com/in/erinmeskers/
https://keepyourcadence.com/
https://keepyourcadence.com/pages/impact
https://keepyourcadence.com/pages/impact
https://www.linkedin.com/in/stephhon/
https://www.tiktok.com/@keepyourcadence
https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/how-us-consumers-are-feeling-shopping-and-spending-and-what-it-means-for-companies?curator=MediaREDEF


https://www.linkedin.com/in/lisa-guerrera/
https://experimentbeauty.com/
https://us.shein.com/
https://us.princesspolly.com/
https://www.pipersandler.com/1col.aspx?id=6216
https://drive.google.com/file/d/19nfQvyT5BrB-Dm5b0I7x-NKar22mIUj7/view
https://www.morningbrew.com/series/summer-of-gen-z/stories/2022/05/10/what-retail-gets-right-and-wrong-about-gen-z-according-to-a-gen-z-investor
https://twitter.com/meaganloyst
https://www.linkedin.com/in/annelise-hillmann/
https://befrontman.com/
https://www.linkedin.com/in/sabrina-sade-725070136/
https://experimentbeauty.com/products/avant-guard
https://www.itsaugust.co/
https://www.linkedin.com/in/nadya-eddy-25b47a184/


https://open.spotify.com/episode/6rCBmLNPMeMGoMwfzuADuc?si=ccdca51cf3734783
https://open.spotify.com/episode/6rCBmLNPMeMGoMwfzuADuc?si=ccdca51cf3734783
https://www.tiktok.com/@itsaugustco/video/7122294469327621418?is_copy_url=1&is_from_webapp=v1&lang=en
https://www.tiktok.com/@itsaugustco/video/7117674435683077422?is_copy_url=1&is_from_webapp=v1&lang=en
https://www.tiktok.com/@itsaugustco/video/7117674435683077422?is_copy_url=1&is_from_webapp=v1&lang=en
https://yourparade.com/blogs/parade/recycle-your-underwear-with-second-life-by-parade
https://www.linkedin.com/in/cami-t%C3%A9llez-51341064
https://www.glossy.co/fashion/how-parade-is-building-an-underwear-based-on-gen-z-values/
https://m.facebook.com/watch/?v=686277025400544&_rdr
https://twitter.com/meaganloyst
https://www.linkedin.com/in/drew-lederman-498177142/
https://resistnutrition.com/
https://studs.com/
https://studs.com/blogs/blog/what-is-earscaping
https://www.linkedin.com/in/jnnfrclee/
https://studs.com/blogs/blog






https://www.pipersandler.com/private/pdf/TSWT_Spring22_Infographic.pdf
https://www.thredup.com/resale/
https://drive.google.com/file/d/19nfQvyT5BrB-Dm5b0I7x-NKar22mIUj7/view
https://drive.google.com/file/d/19nfQvyT5BrB-Dm5b0I7x-NKar22mIUj7/view




https://stripe.com/blog/creator-economy#:~:text=While%202020%20saw%20a%20jump,platforms%20have%20onboarded%20668%2C000%20creators.
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https://www.glossy.co/fashion/how-bra-brand-parade-reached-10-million-in-revenue-in-2020/
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https://www.elle.com/fashion/a40558155/cami-tellez-parade-underwear-interview/
https://4amskin.com/
https://www.linkedin.com/in/sabrina-sade-725070136/
https://www.linkedin.com/in/lisa-guerrera/
https://experimentbeauty.com/
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https://techcrunch.com/2022/08/02/tiktok-to-overtake-facebook-in-influencer-marketing-spend-this-year-youtube-by-2024-forecast-claims/
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