


Welcome To The First Edition
Of Brum Youth Trends

This is the first of its kind, a Brum Youth Trends report, allowing young people
to have a platform to share their opinions.

Do you really want to know what young people's opinions are of Birmingham?
The type of pressures that affect them? Their passions? How they are shaping
their future?

We asked. They answered. Now what will you do?

4. Influence & Identity

How are young people using their resources to shape their identity?

7. City & Me
Should | stay or should | go? With an age range of between 11 - 26, are they
including Birmingham in their future plans?

9. Action & Choice
With the rise of political awareness on social media, are young people becoming
activists from their very own bedrooms?

11. Content & Connection
Memes, apps and social media; is this what young people are using their phones

for in 20177

13. Trends

We’ve unearthed Brum’s biggest trends for young people for 2017.

16. Recommendations
After analysing the results, we’re giving you 8 tangible ways that you could
implement in your workforce.

19. Learnings
This is only the beginning, here’s what we can do and will do to make this report
even better for 2018.

Introduction

Brum Youth Trends 2017 is a pioneering report which asks young people what they think, whilst at the same time
sharing insight with people who can make significant change. This is about better designed products, services,
spaces, programmes and ideas that benefit the lives of young people in our city for the better. And it’s about time.
Put perfectly by one of our 643 respondents:

“Birmingham being Europe’s youngest city
isn’t a good thing if youth have no future.”

We want to turn the stats into a purpose; a reason for being. It’s our mission to build better bridges between

our young people and our institutions so that together they can unlock better solutions. This report was

conceived in line with a wider strategic review supported by Arts Council England to focus our plans over the next
three years. Brum Youth Trends is a key strand to this work. Uncovering deep insight that you can trust in a

‘fake news’ world is like catching a unicorn on a full moon. That’'s impossible. However, gaining the trust and
unleashing the potential of young people can be done, with a bit of help. We're trying to make it that little bit easier
for you.

We've tried to avoid jargon where possible, but we do love a good long word nhow and again just to
exercise those dictionary muscles. A couple of terms that you'll see repeatedly are Millennial and Gen Z.
According to CPCC, a millennial, loosely, describes anyone born between 1982 and 2002. That means
anyone from the age of 15-35. That is a lot of people. Yet, typically when people refer to millennials,
they are referring to 18-25 year-olds. Gen Z were born 1995-2001.

Brum Youth Trends 2018 will be a further developed report, and we aim to launch a wrap-around symposium from
the perception of young people’s minds and imaginations, plus access to the region’s top experts in youth. Do you
want to get your brand ahead of the curve by sponsoring Brum Youth Trends 20187 A whopping 643 people
responded showing the thirst from young people to have their say.

The question now is, what will you do with it to make it count?

Who answered?
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