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ALLIANZ THEMATICA

Gen\Well — a new theme

We are introducing a new theme to
Allianz Thematica — Generation
Wellbeing (GenWell). This new
theme taps into the potential of a
large and increasingly influential
generation — Gen Z and the closely
related Millennials. We aim to
benefit from structurally changing
consumption patterns driven by
social and demographic change.

Gen Z are all those born between
1997 and 2012, while Gen Y or the
Millennials are those born between
1981 and 1996. Together, they now
make up about 40% of the global
population and 50% of the global
workforce. Gen Z is expected to
surpass the Boomer generation
(people born from 1946 to 1964) as a
percentage in the workforce in 2024
implying a significant cultural shift.
This socio-demographic megatrend
opens new opportunities for
companies, that can adjust and
position themselves accordingly.

These youngest generations are the
most diverse, educated, connected,
and most socially conscious
generations. They have different

values, preferences and behaviours
than older generations, and they are
reshaping the world to their image as
they move into decision-making
positions within companies and
politics. They put a particular focus
on quality over quantity and are
conscious and mindful consumers.
These generations prioritize
experiences, sustainability, and social
responsibility in their consumption
patterns.

As Gen Z and the even younger
Generation Alpha begin to carve out
their niche in the consumer
landscape, it becomes increasingly
clear that their preferences
sometimes also contrast with those of
earlier generations. The main
difference to Millennials can be seen
in replacing the “me” with “we".
Growing up under the impression of
the global financial crisis,
pandemic and natural disasters, this
generation values security, stability,
and mental health. Gen Z also grew
up in the digital age where social
media was already prevalent. The
constant exposure to curated online
content, social comparisons but also

Key takeaways

Social and demographic
change drives changing
consumption patterns
across the age cohorts.

The new theme in Allianz
Thematica, GenWell, aims
to invest in companies that
cater to the needs of the
rising Generation Z and
the closely related
Millenials.

Companies that are
culturally aware and
adaptable can capitalize
on their increasing
spending power.
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cyberbullying contributes to anxieties and this
generation is experiencing higher levels of anxiety
compared to other generations. In the Americas,
Generation Z predominantly views "being healthy" as
related to mental and emotional well-being. This
perspective is also evident in their shopping
behaviour and the qualities they value in products,
meaning Gen Z is favouring different brands and
products compared to the elderly generations.

Offline experiences — express yourself

The young generation is particularly interested in
unique experiences such as traveling, visiting fitness
studios, and decorating their homes. On the one
hand, there is a clear link here to personal well-
being. Unlike previous generations, Gen Z is less
materialistic recognizing that happiness and
fulfilment come from meaningful moments rather
than accumulating possessions. On the other hand,
the common thread amongst these activities is also
the pursuit of purpose and the creation of a distinct
and interesting identity that can be shared with their
peers. The pressure to present an interesting life on
social media, combined with the impact of the
pandemic, has led to a growing desire among
younger generations to seek out new and exciting
offline experiences to share online. Experiences serve
as social currency in the digital life, where consumers
don’t communicate anymore their desired self
through the items that they own, but through the
activities that they choose to make. Travel, cultural
events, and adventures contribute to their personal
narratives. Sharing these experiences with others
becomes a way to connect and express their identity
providing a sense of uniqueness and exclusivity. For
this reason, they, prefer to purchase experiences to
enrich their identity rather than physical objects. A
trip to an exotic destination or a unique sport
experience will become more appealing for them
than buying a new car or renovating their homes.

This creates a market generated from "word of
mouse" rather than "word of mouth," where younger
generations influence one another to approach
offline experiences thanks to online
recommendations and reviews. Companies that offer
such experiences are in a sweet spot with a new
generation of consumers.

Conscious eating — A topic constantly gaining in
priority

This topic aims to find the main beneficiaries of the
trend to more sensible and sustainable forms of food
consumption and changes in dietary behaviour.
Preferences and dietary habits differ slightly for
members of Generation Z compared to Millennials.
According to recent research by Food Insight?, Gen Z
places emphasis on sustainability, health, and
wellness, and exhibits a higher likelihood than any
previous generation to adopt a flexitarian approach,
incorporating vegan or vegetarian lifestyles more
regularly. In general, Gen Z seeks food that aligns
with their lifestyles, and they are more inclined to
adhere to dietary patterns that exclude specific
foods such as sugary or highly processed foods.
When asked about their most desired health
benefits, Generation Z typically places a high priority
on enhancing both their physical and mental well-
being. The primary benefits they look for in foods,
beverages, and nutrients include increased energy or
reduced fatigue (mentioned by 38%), improved sleep
(35%), emotional or mental health benefits (33%),
and enhanced digestive or gut health (29%)2. All of
which indicate a much more conscious, mindful, and
healthy approach towards food.

Individual Appearance - Focus on Quality vs
Quantity

Generation Z and Millennials both tend to prioritize
quality over quantity when it comes to shopping.
Therefore, this topic looks for companies which can
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constantly increase prices and defend their above
average level of profitability given their premium
brand status. They are prepared to pay a premium
for products that provide authentic quality and
durability. In particular, the younger generation is
attracted to brands which align with their
environmental and ethical values. Moreover, their
preference for indulgence remains steadfast,
irrespective of the prevailing market conditions,
including the current inflationary environment.

For younger generations, "premium" is defined by
being a worthwhile purchase, offering "added value,
proof of value, performance, inclusion, and
shareability.3) Remaining mindful and selectively
economical, they purposefully look for opportunities
to elevate everyday moments with indulgence and
are aiming to align their appearance with these.
Prioritizing escapism and the chance to temporarily
set aside their concerns, they actively pursue well-
being, enjoyment, and happiness.

Companion Animals - Pets are the new kids

This topic is focusing on companies that have strong
exposure to the structural growth trends in the pet
economy and benefit from the trend of humanization
of pets, especially seen within the younger
generations. With the generational shift being the
main growth driver of this trend, the Pet Economy is
now included in the new theme GenWell. The
continued growth of the Pet Economy remains a key
thesis for us, based on multiple long-term structural
drivers in addition to the rise of Gen Z, such as a
higher average spending per pet willingness and
ability due to expanding health care and service
offerings. Millennials and Generation Z are at the
forefront of these trends, having grown up with pets
and considering them essential family members.
Both younger generations prioritize the health and
well-being of their pets to a higher degree than
previous generations and demonstrate a willingness
to spend more on premium products and services in
general, providing us with several investment angles
to participate in this growth. As pets become
important for the well-being of their owners,

there is a willingness to invest more in high-quality
health care and nutrient-rich food.

The premiumization trend is evident in the market,
with a notable surge in premium and super-premium
brands over the last years. The impact of Millennials
and Generation Z on the humanization of pet food is
further accentuated by the prevalence of social
media. This platform facilitates easier connections
among younger pet owners, enabling them to review
and share information about products and trends
and, significantly, express their opinions. Pet owners
are willing to invest in these higher-priced brands,
believing that they offer superior-quality ingredients

and enhanced nutrition for their beloved pets.

An Influencer Generation

Consumer trends are shifting as demographic
changes alter who consumes, how they consume,
and what they want to consume. Although as a
population, Gen Z won't peak immediately—they
have a really big impact on both millennials and Gen
Xers in terms of what they buy.

As 87% of parents admit that their Gen Z children
have an influence on their shopping habits” but
also declare to have higher sense of self control
when making purchasing decisions ® and are 10%
more likely to buy online than who doesn’t live with a
Gen Z in the household?. In size, Gen Z will reach
scale over the years to come, shifting the market
thanks to their disruptive and more conscious
consumption habits. This generation’s emphasis on
product quality, physical and mental wellness and
individuality presents novel avenues for profit and
innovation. Companies that align with Gen Z's values
and preferences can tap into a consumer base that
seeks authenticity, and purpose-driven products. By
understanding and catering to Gen Z's unique
mindset, businesses can thrive in an evolving
landscape where traditional norms are challenged,
and new opportunities emerge.
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Company examples

Lululemon Athletica

(Canada | Consumer Staples)

Lululemon Athletica sells technical athletic
apparel, footwear, and accessories. The product
range includes pants, shorts, tops, and jackets
for both leisure and athletic activities such as
yoga and running. In branded shops it is also
easy to find fitness accessories, such as bags,
yoga mats, and equipment. Lululemon
distributes its products through nearly 600
company-owned stores in 17 countries but also
online. The company commands premium
pricing due to the brand’s popularity and the
styling and quality of its products. Having proof
historical growth rates in earnings and
revenues, along with strong return on equity
and net margins, they expect significant growth
across key pillars including product innovation,
guest experience, market expansion and
leverage of the premium brand status. ‘

»» Mowi

(Norway | Consumer Staples)

Mowi produces high-quality farm-raised salmon
controlling the entire value chain. The company is one
of the largest seafood companies in the world and by
far the largest provider of Atlantic salmon with a 20%
global market share. The global shift towards
conscious eating, accelerated by Covid and remote
work, has increased salmon consumption due to its
ease of preparation and high nutritional value. As a
scientifically recognized superfood, the health
benefits of salmon are being increasingly promoted
by health authorities. Mowi has a strong focus on
digitalization, technology, and innovation (including
plant-based protein products). The producer has
demonstrated steady growth over the previous years,
with its Compound Annual Growth Rate (CAGR)
outpacing the industry average. The Fish & Seafood
global market is expected to experience annual
growth.
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Company examples

Airbnb

(Consumer Discretionary | United States)
Airbnb has become a go-to global platform for
stays and experiences. The company’s
marketplace model connects hosts and guests
online or through mobile devices to book spaces
and experiences around the world. Its
technology underpins a global two-sided
marketplace connecting hosts and guests. The
company assists hosts with listing setup and
management. Guests are offered a platform to
explore and book diverse homes and
experiences. Airbnb owns a trademark portfolio
with protection in 170 countries. The business
benefits from the younger generation’s trend
towards the sharing economy and changing
patterns in exploring other countries, which
favours access over possession, the preference
for experiences over goods, as well as the
increase of blending work with vacation
“workcation”.

Zoetis

(Health Care | United States)

US-based Zoetis is a leading global animal health
company which has been created through a spin off
from Pfizer. The company’s product range includes
medications for pets and animals, vaccines to prevent
and control disease and diagnostic technologies for
early disease identification. With its commitment to
innovation the company strives to advance the health
of pets. Extensive research capabilities have brought
the company into a premium position delivering
sound growth rates and profit margins. Millennials
and Generation Z are at the forefront of spending on
pets, having grown up with pets and considering them
essential family members. Well-being of the pets is a
key consideration with a readiness to spend more on
premium products and services.
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The statements contained herein may include statements of future expectations and other forward-looking statements that are based on management's
current views and assumptions and involve known and unknown risks and uncertainties that could cause actual results, performance or events to differ
materially from those expressed or implied in such statements. We assume no obligation to update any forward-looking statement.

Source: 1)Millennials: The ‘wellness generation’, Sandford Health, 2022, 2) Food and Health Survey Spotlight: Generation Z, Food Insight 2022, 3)Inflation,
Indulgence, Influence: The changing nature of premium shopping, AdAge 2022, 4) Generational Wellness Report, healthylife.com,2018, 5) Top Health Strategies by
Generations - Euromonitor.com (2022), 6) Gen Z Religion Statistics And Trends in 2024, gitnux, 2024, 7) Checking in with Gen Z, National Federal Federation
Foundation, 2019, 8) Assessing the Impact of Generation Z's Digital Marketing Methods on the Current UK Economy: Consumer’s Purchase Intention as a Case
Study, Business Perspectives, 2022, 9) Age matters: a guide to cross-generational marketing, Epsilon,2019

This document is strictly private and confidential solely for the intended recipient and may not be copied nor may its contents be passed or disclosed to any third
parties. It is not a recommendation to invest in any strategy/fund/service of Allianz Global Investors. This document's sole purpose is to inform and does not under
any circumstance constitute promotion or publicity of Allianz Global Investors products and/or services in Latin America Jurisdictions or to Latin American residents,
Middle East Jurisdictions or to Middle East residents, African Jurisdictions or to Africa residents. This document does not in any way aim to initiate the purchase of a
product or the provision of a service offered directly or indirectly by Allianz Global Investors. Via reception of this document, each resident in Latin America or
Middle East or Africa acknowledges and accepts to have contacted Allianz Global Investors via their own initiative and that the communication under no
circumstances does not arise from any promotional or marketing activities carried out by Allianz Global Investors. Latin America or Middle East or Africa residents
accept that accessing any type of webpage of Allianz Global Investors is done under their own responsibility and initiative and are aware that they may access
specific information on the products and services of Allianz Global Investors. This document does not constitute an offer of securities to the public or individual retail
investors pursuant to any laws and regulations in force in Latin America or Middle East or Africa.

Investing involves risk. The value of an investment and the income from it may fall as well as rise and investors might not get back the full amount invested. Allianz
Thematica is a sub-fund of Allianz Global Investors Fund SICAV, an open-ended investment company with variable share capital organised under the laws of
Luxembourg. The value of the units/shares which belong to the Unit/Share Classes of the Sub-Fund that are not denominated in the base currency may be subject
to a strongly increased volatility. The volatility of other Unit/Share Classes may be different. Past performance does not predict future returns. Investment funds
may not be available for sale in all jurisdictions or to certain categories of investors.

For investors in Europe (excluding Switzerland & the United Kingdom)

For a free copy of the sales prospectus, incorporation documents, daily fund prices, Key Information Document, latest annual and semi-annual financial reports,
contact the issuer at the address indicated below or www.allianzgi-regulatory.eu. Austrian investors may also contact the Austrian information agent Erste Bank
der Osterreichischen Sparkassen AG, Am Belvedere 1, AT-1100 Vienna. Please read these documents, which are solely binding, carefully before investing. This is a
marketing communication issued by Allianz Global Investors GmbH, www.allianzgi.com, an investment company with limited liability, incorporated in Germany,
with its registered office at Bockenheimer Landstrasse 42-44, 60323 Frankfurt/M, registered with the local court Frankfurt/M under HRB 9340, authorised by
Bundesanstalt fir Finanzdienstleistungsaufsicht (www.bafin.de). Allianz Global Investors GmbH has established branches in France, Italy, Spain, Luxembourg,
Sweden, Belgium and the Netherlands. Contact details and information on the local regulation are available here (www.allianzgi.com/Info). The Summary of
Investor Rights is available in English, French, German, Italian and Spanish at https://regulatory.allianzgi.com/en/investors-rights

For investors in Switzerland

For a free copy of the sales prospectus, incorporation documents, daily fund prices, key investor information, latest annual and semi-annual financial reports,
contact [the Swiss funds’ representative and paying agent BNP Paribas Securities Services, Paris, Zurich branch, Selnaustrasse 16, CH-8002 Zirich - for Swiss retail
investors only] or the issuer either electronically or by mail at the given address. Please read these documents, which are solely binding, carefully before investing.
This is a marketing communication issued by Allianz Global Investors (Schweiz) AG, a 100% subsidiary of Allianz Global Investors GmbH. The Summary of Investor
Rights is available in English, French, German, Italian and Spanish at https://regulatory.allianzgi.com/en/investors-rights

For investors in the United Kingdom

For a free copy of the sales prospectus, incorporation documents, daily fund prices, Key Investor Information Document, latest annual and semi-annual financial
reports, contact the issuer at the address indicated below or regulatory.allianzgi.com. Please read these documents, which are solely binding, carefully before
investing. This is a marketing communication issued by Allianz Global Investors UK Limited, 199 Bishopsgate, London, EC2M 3TY,
www.allianzglobalinvestors.co.uk. Allianz Global Investors UK Limited, company number 11516839, is authorised and regulated by the Financial Conduct
Authority. Details about the extent of our regulation are available from us on request and on the Financial Conduct Authority's website (www.fca.org.uk). The
duplication, publication, or transmission of the contents, irrespective of the form, is not permitted; except for the case of explicit permission by Allianz Global
Investors UK Limited. AdMaster# 3412716
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