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What Gen Alpha Is Teaching Us About Al,
Trust, and the Future of Brand Relationships

Brand strategist Luca Bertocci explores
how Gen Alpha is reshaping Al, friction,
and trust—and credits key voices driving
the conversation forward.

LONDON, GREATER LONDON, UNITED
KINGDOM, July 1, 2025
/EINPresswire.com/ -- A newly
published article from branding
strategist and university lecturer Luca
Bertocci is shedding light on how Gen
Alpha, the youngest generation of
digital natives, is reshaping
expectations around artificial
intelligence, emotional connection, and
brand trust.

Titled “When Technology Becomes a
Relationship: What Gen Alpha Is
Teaching Us About Al and the Future of
Marketing,” the piece explores the
implications of Al as a relational
presence rather than a functional tool.
It combines cultural insight, real-time
experimentation, and consumer data to examine how brands must evolve in an age of
emotionally intelligent technology.

A new generation is emerging—one that doesn't just
use technology, but builds relationships with it. What
Gen Alpha is teaching us about Al, trust, and
branding.

The article draws on recent thinking by Abby Ho (Eellow Kids newsletter), Sara Wilson (SW
Projects), and Kyla Scanlon (creator and economic analyst), continuing a growing dialogue about
Al's cultural and behavioral impact. It is published by Human Centric Group, a London-based
strategy consultancy known for its human-centered approach to branding and innovation.

From Family Moment to Market Signal
The article centers on a simple experiment: using ChatGPT's voice and video mode to interact


http://www.einpresswire.com
https://abbyho.substack.com/about
https://kyla.substack.com/p/the-most-valuable-commodity-in-the

with two young children in English,
Italian, and Polish. What emerges is
more than a test of Al capabilities. It's a
glimpse into how younger generations
intuitively treat technology as a
companion, not just a command ,
center. «v

The child-Al interaction revealed fluid

language switching, curiosity-driven

questioning, and emotional .
engagement, especially in English. In y
other languages, technical accuracy
remained, but emotional warmth fell
short.

These early behaviors, the article
suggests, offer a preview of future
consumer expectations: frictionless design, adaptive tone, and presence over performance.
“This isn't about voice mode as a feature. It's about Al as a presence,” the article notes.
“Marketing is shifting from campaign-driven to companion-driven.”

Luca Bertocci, co-founder of Human Centric Group, a
marketing branding agency specialised in human-
centricity

“ Rethinking Friction, Trust, and Taste

Through the lens of Gen Alpha and insights from leading
thinkers, the article identifies three cultural forces shaping
Al engagement:

* Frictionless digital systems engineered by platforms

* Eroding physical systems that drive disillusionment

+ Curated luxury environments where friction is a status
symbol

We don’t need louder ads or
faster content. We need
smarter friction. Brands that
listen, evolve, and feel like
they belong.”

Luca Bertocci

As Abby Ho wrote, “friction is now a luxury; taste is a survival skill.” In this context, the article
argues that brands must become curators of trust—offering emotionally intelligent, culturally
fluent, and context-aware experiences.

Insights Backed by Consumer Data

To support its argument, the article integrates fresh analysis from Human Centric Group'’s
elaboration of GWI Zeitgeist data (June 2025), covering the UK and U.S. markets. The findings
confirm that:

* Gen Z shows the highest interest in Al support for identity-driven needs like fashion and
education

* Millennials lead in practical areas like tech and wellness

« Boomers remain more reserved, especially in categories tied to personal finance and food
These trends suggest that brands must not only segment by generation—but design for



emotional mindset, context, and

Category GenZ Millennials Gen X Boomers

trUSt' & Fashion 24% 19% 1% 6%
. & Media 21% 22% 13% 7%
Context for Brand and Innovation
L ders @ Education 22% 21% 14% 5%
ea
. . & Personal Finance 20% 24% 19% 9%
The article contributes to a fast-
developing conversation about how Al el || G - e
is reshaping the way consumers B - - = e
Interact W|th teChnO|Ogy, brandS, and £ Restaurants/Delivery 29% 31% 23% 17%
each other. It emphasizes the need for HealthWellness e st 28% 22%
brands to move beyond efficiency and # Travel 20% 3% 3% 22%
personalization toward adaptive ® Technology 30% a7% 28% 26%

presence, where content is not just Where People Want Al Help the Most - by Generation

delivered, but felt. ~ (HCG Elaboration of GWI Zeitgeist Data, UK + USA,
It is available in full at Human Centric June 2025).

Group blog.

About the author

Luca Bertocci is a co-founder and co-owner of Human Centric Group, where he partners with
boards, founders, and C-level executives to transform brands into strategic business assets. He
leads the agency’s analytical department, applying a data-driven approach to unlock sustainable,
long-term value for global clients such as Carlsberg, PepsiCo, Danone, Mitsubishi Electric, and
Carrefour, across more than 30 countries.

Before Human Centric Group, Luca was an equity partner at Garrison Group and held key roles
at Pirelli Tyres and Desk Promos (special agency of the Italian Chamber of Commerce) during
Expo Shanghai 2010.

Beyond consulting, Luca is a lecturer at Krakow School of Business (International MBA), and AGH
Business School (EMBA and Tech MBA). He also serves as a mentor for Bocconi University and
for several startups in Poland, combining entrepreneurial spirit with academic rigor.
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