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Teenagers, am I right? They’re rebellious, immature, and any major success 

we can expect from them will probably be at Justin Bieber-levels of 

annoying. We tend to assume that teenagers need to grow up before they’ll be 

able to make it in this tough world of ours. Perhaps even worse, teenagers 

these days are a part of a new generation. If you thought us Millennials were 

bad, just wait…. 

Actually, just wait for a moment. All of this is pretty presumptive. For better 

or worse, Millennials get a lot of the spotlight. So much so that it might come 

as a surprise that we’re no longer the youngest generation. That new 

generation is out there, and they are starting to make their mark on the world, 

especially the business world. 

So, who are they? That’s the question to which I wanted to find an answer. 

So, I went straight to the source and asked a teenager about this new 

generation: Generation Z. 

Not just any teenager, but someone who’s working with two other teens to 

help businesses understand and communicate with Generation Z, all while 

pursuing that entrepreneurial dream that seems to transcend age. 

Meet Nick Jain. He’s a senior in high school, does speech and debate, and is 

one third of the core team of a new startup focused on offering others an 

inside look into Generation Z. He’s the COO of JUV consulting, who along 

with their CEO, Melinda Guo, and CVO, Ziad Ahmed (plus 75 dedicated 

consultants) are creating something new: a business run by teens, largely for 

teens, to represent teens, if there’s anyone qualified to provide a unique 

perspective on Generation Z, it’s one of their own. 

Started back in March 2016, JUV Consulting has quickly broken new ground 

as one of the only consulting firms focused on Generation Z. They’ve already 
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been featured in Bloomberg Business and have a growing list of satisfied 

clients. Plus, they’ve introduced a new way of creating and testing ideas for 

clients that mixes a bit of quantitative breadth and qualitative depth, all while 

providing key insights from members of Generation Z. 

I recently had the opportunity to speak with Nick about JUV and his 

perspective on Generation Z: 

Austin: Where did the name JUV come from? What does it represent? 

Nick: To go into the history of JUV as an idea: Melinda and I met two 

summers ago at Cornell Summer College. We all went to Cornell. Ziad and I 

actually go to the same school, we are good friends. We kind of went 

together but were in different courses. Melinda was also at the Summer 

College and she was in Ziad’s course. So, they met and we all became very 

good friends very fast. We started noticing a lot of things, based off of what 

they were learning. They were in a business-oriented course, and I was in 

more of a debate and rhetoric course. In both of our courses, from a lot of the 

material, we began to notice that a lot of businesses weren’t adequately 

marketing to our generation. A lot of times, through our research, we were 

finding that a lot of businesses used outside consulting firms or ad agencies, 

which would then get focus groups. There’s essentially a middleman between 

the businesses and teens. Businesses want to market to teens because they 

represent over $40 billion in buying power each year. In doing so, they would 

go and hire these companies to act as a middleman to talk to these teens 

through focus groups. A lot of these companies would provide the businesses 

a lot of graphs and figures about what teens want. What we began to see was, 

in many ways, something was missing in this whole equation. We found that 

there was no reason for this middleman to even really exist. We are able to 

speak for ourselves. We are able to have informed opinions on these issues 

and what we like to see in terms of marketing products. Right around then, 

Instagram was creating a new ad system. You might see Gushers, which has 

come out with some of these ads, which sometimes doesn’t even seem as if 

it’s really an advertisement. A lot of times, ads jump off the page as an ad. 

These ones, they could have been text posts or from popular accounts on 

Instagram, like very teenage things. We started noticing that when we were 

looking at these advertisements, they really appealed to us. Certain products 

and advertisements were really well marketed to our generation. Also, those 



generally seemed to be the ones which were created by teens. You can often 

tell very easily whether or not an ad was created by a teen or not. The way we 

like to put it: when it comes to social media, for example, if we compare 

social media to a language, you have to be practicing it and speaking it often 

to be fluent in it. The truth is, we grew up on social media and we’ve been 

speaking it since we could start using technology. We’ve been using it every 

day. We are, what we call, the equivalent of fluent when it comes to social 

media. This is something a lot of other generations just aren’t. When it comes 

to marketing through social media, it’s very easy to tell when it’s one of us 

marketing versus somebody else. We started noticing that there were these 

problems where teens weren’t being given a voice in the business world. As a 

result, there were people in the business world who were existing to speak for 

teens. We started with this idea that we could give a true and authentic voice 

to our demographic that businesses could drastically profit from and take 

away that middleman. Simply and authentically, we were really just selling 

ourselves and what we knew best, which is just us. The other added appeal, 

especially for me, is that I feel like when I go through high school, there are a 

lot of other kids who say, “Oh, the time for getting involved with these issues 

you are interested in, whether it’s politics, business, or whatever, is later. 

Right now, it’s time to go to school, maybe go to parties, participate in the 

typical high school gossip…” 

Austin: Be a kid, basically. 

Nick: Yeah. “Be a kid and save all this other stuff for later.” But, one of my 

biggest beliefs is that shouldn’t be the case. It’s problematic for teenagers to 

sit back and think that these issues of this time are for later. I think that one of 

the most inspiring parts of JUV, for me, is it really represents something 

greater than just providing insight into our generation. Which it does, but it 

also represents empowering teens with a voice in the business world; giving 

them a chance to interact with the world creating products and advertisements 

for them, to give them a voice in that world. It’s been so inspiring to see the 

hundreds of kids that have really come out and say, “We really want to be 

involved in this. This is something interesting to us.” A lot of times, there are 

kids in every school that are really interested in being involved in something 

more than just a stereotypical high school life. But, they don’t necessarily 

have a platform or avenue to do so. That has been really inspiring to see how 

we’ve empowered that idea and ability amongst these kids. 



Austin: You’re reaching out to individuals of your generation, saying that 

there’s more to the experience than just living that traditional teenager life. 

Nick: That’s definitely an element of what we want to see. The other point is, 

we want people in JUV who are interested in that typical high school 

experience too, because that’s what companies are going to be marketing to. 

We need people who are interested in that. But, it’s also nice to see a group 

of kids who can really look at our business and what we’re trying to do and 

say, “Hey, this is something I want to be a part of.” Be given an avenue into 

the business world that they feel comfortable partaking in. No longer do they 

feel like they have to wait for later to be involved in any sort of business. 

Now they are able to join JUV and embrace that. I think that has really been 

inspiring, for me personally, in terms of creating JUV. 

Austin: For those who don’t know about the typical process: a business 

wanting to create advertisements for a demographic may go to an ad agency 

or research firm, which, in turn, goes to members of the target market via 

focus groups or surveys. Are you, through JUV, combining these aspects of 

the traditional agency and focus grouping? You’re basically that one-stop 

shop for businesses to use to find out insights or come up with ideas for 

people of your generation? 

Nick: Yeah. I would say that’s essentially where we are. But, I would say 

that’s kind of the basic idea; we’ve expanded and developed further beyond 

that. Typical ad agencies will go out and find a group of teens to answer 

questions about a given product or use a lot of different focus groups to get 

diverse opinions. A lot of times, they won’t be willing to necessarily accept 

the opinions of a couple teens that are interviewing. A lot of times, what our 

clients have told us happens, is that the ad agencies will go out and get a 

bunch of numbers about what they think we like. They come back and will 

use those numbers to try to draw conclusions. So, not only do we cut out this 

middleman, there’s also not that added step. First of all, the way our 

consulting methodology works is that we have a group of 6 to 10 consultants 

on each project. These are people who typically work 3 to 4 hours a week for 

their given client. They will essentially go through everything the client 

wants them to look at, and they will come up with comprehensive feedback 

for each product. They will actually come up with further ideas and proposals 

for what the client can do for the future. 



Austin: Beyond the numbers. 

Nick: Yeah, beyond the numbers. It’s very qualitative. We also have our 

Vine, which is over 300 kids from across the world, which is a very diverse 

group of kids. After we come up with these qualitative ideas to present to the 

client, we like to send these ideas out to our Vine. Our Vine can then look at 

them and say, “Hey, give us some more quantitative feedback on those 

ideas.” If they react negatively to the idea, then we can say “Okay, that might 

have been the idea of one or two of our consultants, but that might not have 

been representative of our generation.” What that enables us to do is for 

genuine teens to come up with ideas and solutions, not just adults looking at 

numbers and coming up with ideas. There is a personal and authentic aspect 

to it. Then, we also have the backup of that quantitative approach. We’re not 

just a few teens living in this country, just shouting out ideas. We come up 

with ideas, and then, we have this group of kids across the world to back 

those up and say, “Yes, we like this. This would work for us.” 

PART 2 

Austin: You’re not just self-proclaimed experts on anything and everything 

teen related, essentially. 

Nick: Yeah, we’re just a bunch teens. 

Austin: Is this methodological approach something you’ve adopted from 

other consulting firms or ad agencies, or is this something you are breaking 

new ground with? 

Nick: I would say that we are generally breaking new ground with this. I 

think that the entire idea of marketing to Generation Z is a new idea, because 

Generation Z is establishing itself as a real market right now. In starting JUV, 

we’re still pretty ahead of that curve in terms of people who are actually 

marketing to this generation. There aren’t a lot of consulting agencies yet. In 

terms of what we’re actually doing, generally we haven’t based it on any 

other consulting firm. We definitely looked at the way other consulting firms 

give feedback or the way that they are organized for some basic inspiration. 

But, generally our consulting firm methodology has been informed by us 

thinking a lot about what’s most effective and thinking about the way our 



team can work most effectively. Then, it’s refined from working with certain 

clients. When we work with the client and see what really works and what 

doesn’t, we will make a slight adaptation to make sure it’s as efficient and 

effective as possible. 

Austin: How is the consulting firm organized at the top? There were three of 

you that started this whole thing, now functioning as a traditional CEO, CVO, 

and yourself as the COO. Ziad and yourself are physically in the same 

location, and Melinda is on the other side of the country? 

Nick: She is in California. We’re in New Jersey. 

Austin: So, you are basically coast-to-coast. How does that factor into the 

daily operations of the business? 

Nick: It’s interesting. I think that, in general, it’s something that we’re very 

happy about because it really reflects the fact that we have this global 

presence. We have people in many different countries and many different 

cities and states. The fact that the three of us are on different sides of the 

country gives us unique perspectives into certain ideas. As far as the actual 

functioning of the company goes, generally we are in contact every single 

day. Our entire company is on Slack, which is a group messaging system that 

we use. That has our different consulting teams. We have a different Slack 

group for just three of us. We have many different amalgamations of different 

groups to communicate internally. Then, every week, Ziad, Melinda, and I 

have a hour to two-hour long Skype video call, where we basically go over 

everything we’ve done for the past week; we go over what’s working and 

what’s not; we go over what our next steps are. A lot of times, it is much 

easier to talk face-to-face when talking about what contracts need to be 

written up for various clients or consultants, or about what our policies are 

going to be on certain things, or when we’re talking about how our progress 

is going through applications. Long-term strategy is another big thing that we 

talk about in these meetings. We refocus each week. That way, going into 

next week, we won’t have to do it all over again. So far, it’s been very 

effective. We like the way that has turned out. 



Austin: Would you still consider yourselves to still be in the startup phase? 

The business started last March, so you’re approaching your first-year 

anniversary. 

Nick: Yeah, for sure. We’re starting to settle in, I guess, a little bit more to 

what our routine is. We just met a couple summers ago, so we’re kind of 

working out how to best work with each other and how to best grow our team 

effectively; how to best structure everything. We started last March, but we 

didn’t start working with our first clients until last summer. After that, we 

started getting more and more clients. We started reaching out to different 

people. So yes, it was a very classic startup phrase, really trying to get into 

the swing of things and get used to everything and to try to settle into a 

specific pattern of how things are done. A lot of times, things would be up-

and-down. I think now, as we’ve been settling in the last few months or so, 

it’s becoming much more defined in terms of what our exact goals are, who 

we’re working with, who’s doing what. It’s become more efficient in terms 

of those things. We’re definitely still in the startup phase, and this last year 

has been a lot of that, but we are moving to the point where I feel we are 

settling in and finding our groove. 

Austin: Were there any notable challenges, successes, or turning points over 

the last year that you experienced? 

Nick: There were initially a couple of challenges. It depended on the client. 

Sometimes, people questioned who we are, considering there we’re a bunch 

of teens. That’s a question we get a lot. There are times when people wonder 

whether they can trust us or if we will give them what they need. Over the 

last year, when we actually talked with a potential client, it became clear that 

we were going to do our job; that we cared about what we were talking about; 

that this wasn’t just some scam or joke. We were legitimate and we were a 

committed team that would work for these clients. Additionally, some turning 

points: this past summer, we had the opportunity to go and present for this 

billion-dollar ad agency called Stark a media best. That meeting was really, 

really cool because we got to talk to some people who have spent their lives 

doing this: people who really committed hours and hours every day of their 

lives to marketing. They’re also starting to realize that Generation Z will be 

the next big thing. So, they wanted to talk to us. It was cool to meet and talk 

to them and learn from them. Another big turning point for us: we started 



working with this client called Very Good Light, which was kind of a startup 

itself. It is a men’s blog that’s meant to market towards Generation Z in terms 

of redefining masculinity, in terms of beauty and grooming. All three of us 

care about social justice and activism, so these issues that they were talking 

about appealed to us personally. When we actually started working with 

them, it was a really cool project for us. It was the first major client that we 

had. We started working with them before they launched, so it was really 

cool seeing how their startup process went. Then, there was a Bloomberg 

article published about us. Once we started getting clients and ended up being 

on Bloomberg, those obviously become very big moments for us as well. 

PART 3 

Austin: That was your introduction to the world? 

Nick: Yeah, exactly. They basically reached out to us asking if we wanted to 

have them do a story on us. One thing was it added a sense of legitimacy in a 

lot of client’s minds. We got a lot of client results following that. That’s a 

part of what has help us settle into a groove, in terms of building the 

necessary infrastructure to handle a lot of clients. We’re still young, we’re 

still growing. But, those are some of the big highlight of this past year. 

Austin: How have you guys been trying to overcome this issue of 

credibility? Anyone who’s young, regardless of their generation, has always 

faced this opposition from older generations, from more experienced 

individuals. How have you managed the credibility issue just by virtue of 

being a teenager, and being a young startup company as well? 

Nick: It can often be difficult. Obviously, the Bloomberg article and our 

previous clients helped. Generally, the biggest thing we try to look for is, 

when people are interested in working with us or are interested in marketing 

to Generation Z, a lot of times the best thing for us in terms of establishing 

credibility is to get on a call with them. They may send us an email being 

interested in what we do. Maybe they’ve read about us. But, like you said, 

it’s a bunch of teenagers. A lot of times, what we will see is when we sit 

down and talk with clients, we will explain to them, from looking at their 

social media, what needs to change. We can say, “Right now this is what is 



ineffective.” One big thing that we look for is when companies have on their 

Facebook pages a lot of likes, but they won’t be getting likes on their posts. 

Anyone in our generation can look at that and say, “Okay, they bought their 

likes.” It makes it pretty obvious to people of our generation because we 

know to look for that. We know when to notice that. That’s how we establish 

credibility. We can go through and point out the things that we would change. 

Once we really sat down and talked with clients, a lot of times, I found that 

they became much more receptive and interested in what we had to offer 

because they could tell that we had a lot of ideas. Even though we may be 

young, we are experts on ourselves and what we like to see. That way, we 

can offer something that no company, no matter how much money they’re 

worth or how many clients they’ve worked with, can offer them. That’s 

definitely helped. 

Austin: Has it been difficult doing everything? As far as most startups are 

concerned, anyone involved is usually wearing a lot of different hats. Most of 

the time, when they’re not teenagers going to high school or college, looking 

at what to do for the future, work life balance is still an issue. Has that been 

challenging in your position because of the typical transition phase of the 

startup and everything else that gets thrown at you when you’re a 

stereotypical teenager? 

Nick: It can be a lot of times. We were helped by the fact that a lot of our 

establishment came over the summer last year. We didn’t have as much to do. 

We were all actually doing other things: I was interning in DC, and Ziad and 

Melinda were each doing their own things. We were still busy, but we had a 

lot more time. Typically, it can be difficult on a daily basis, because we’ll 

have homework, we all spend a lot of time at school, we all do a lot of 

extracurriculars. It typically can be a lot. But, throughout the beginning, JUV 

represented a major part of us. We definitely made the time, whether that 

meant we got less sleep, we gave a lot of ourselves to this process of starting 

this company. It was doubly hard at times in addition to everything else we 

were doing. But now, it’s become worth it. When we look at our team now, 

compared to where it was, in the beginning we had the three of us and this 

idea. And now, we’re at a place where we have this foundation, we have 

clients, we have 75 consultants and 300 kids across the world who want to be 

involved in some capacity. At this point, it is still a lot of work, we still put a 

lot of hours, but at the end of the day, it has become a little bit easier to 



balance the rest of our lives with JUV because we have these teams who are 

supporting us. We are all kind of in the same position. If everyone on our 

team can offer four hours a week, then a lot of that work can be accomplished 

more easily. That’s why we do a lot of our calls in the afternoon or evening 

or on the weekends, because that’s when we’re not in school. For sure, in the 

beginning, we were doing a lot of work, because a lot of it was just on us. As 

the process has continued, and as we’ve developed as a company, it has 

become more manageable as we have teams who can support us in that way. 

Austin: Before you were in this position of being able to see the fruits of 

your labor, was there ever a sense of doubt or was there always a sense of 

confidence and success? 

Nick: There were definitely times when it was hard, and we questioned how 

effective what we were doing actually was, but I don’t think there was 

actually a time where we doubted that we would ever get here. We always 

knew that we’d have the capacity to get here from the beginning. Our 

cofounder, Ziad, also founded an organization three years ago called 

Redefine. The organization is really committed to redefining stereotypes and 

embracing acceptance. He’s encountered a lot of success from that. He got to 

meet Obama to be commended for what he’s done with that. His experience 

in doing that helped us in terms of that he knew that sometimes, in the 

beginning, it can be rocky. But once you develop a team, it can become a lot 

more stable. So, we had that confidence. Is was also better because we had a 

couple of opportunities to present and talk to people who are involved in this, 

in terms of a career. In doing so, we had a lot of support from a lot of adults 

involved in the field. Amazingly, they were very supportive of what we do. 

They all thought it was a great idea and encouraged us. I think the 

encouragement and inspiration really helped us.  We’ve always had a clear 

definition of the future. Obviously, we didn’t know what we’d be doing today 

or how quickly we would get here, or how it would all exactly unfold, but we 

always had a vision to get to more or less where we are. I think it’s playing 

out more or less how we hoped it would. 

Austin: It sounds like you have had a lot of turning points to point to and say, 

“Here’s our success. Here’s our next success.” Turning points to be able to 

measure where your credibility is now and how that developed, where it’s 



going in the future. It seems like you have the ball rolling, so to speak in 

informal business terms. 

Nick: We hope so, yeah. 

Austin: Let’s talk about your target market for a little bit: Generation Z. I’m 

aware that, as a part of Millennial generation, for better or worse, we’ve been 

taking up the spotlight for the past several years in terms of advertising, 

positive and negative clichés, and many other things. So, we’re at that 

transitional point where the next generation is coming along and starting to 

define itself. How do you guys define Generation Z, even from just the 

typical, age range, for example? 

Nick: It’s a fine line to draw because, at this point, it’s almost difficult to say 

since people are trying to still figure out where Generation Z is. A lot of 

times, the actual ages can get shifted because they’re waiting to see where the 

curves go up and down. The actual definition of a generation can move. As 

far as Generation Z goes, for us, it extends to people nearing the end of 

college, to people who are in middle school. It would include younger people 

as well, but we’re not as focused on them because they’re not as interested in 

being a part of JUV.  A lot of them are very young to be part of JUV 

Consulting. And, most of the buying power that Generation Z has is centered 

in the teens. In terms of the defining characteristics of our generation, which I 

think is an important thing to think about: the biggest thing I would say is 

social media aspect of it. For Millennial’s, social media was created when 

Millennial’s resilient enough to use it, but it wasn’t something they 

necessarily relied upon. I remember when Instagram start becoming a thing, 

or Snapchat and Facebook. Definitely, Millennial’s are much more used to 

using all this social media and technology, more than generations before 

them. But, the thing about Generation Z is that we grew up with social media 

really being a huge part of our lives. There’s obviously arguments for better 

or worse, in terms of the impact of social. But, I think that the fact that it has 

informed so much of how we think and how we interact with other people, 

really defines the way businesses and others have to interact with us. For us, 

being able to market through social media, the internet, and technology is a 

much bigger factor when it comes to Generation Z. The other thing, that’s 

related, that’s also a big part of Generations Z is, which is often criticized, 

our attention span. A lot of people say, “They can’t pay attention to 



anything.  They multitask. They go from one thing to the next.”  But, it’s very 

important to think about that.  The fact that, if we don’t like something 

initially, we’re going to stop watching it. It’s kind of a part of this instant 

gratification theme of our generation, which is often criticized. But it’s also 

something that is really important. Part of the benefit of it is we like to get 

things done efficiently, we like to get things done fast, we don’t like to waste 

a lot of time doing this type of thing.  When I translate this to advertising, I 

may say, “If you are going to show us an advertisement, you will have to 

make your point clear. You have to engage our attention in the beginning. We 

have to know where you’re going with this, before the first ten seconds are 

up. Because, if you let me linger for too long, I’m going to lose interest and I 

won’t pay attention to it.” They are staring at less TV, the actual physical TV. 

They are staring at more computers and phones. What that means is that, a lot 

of times, we don’t have to watch the commercials. The commercials aren’t as 

a necessary part of the experience as they have in the past. The best 

advertisements, whether they be on Facebook or on Netflix, are the ones that 

are going to engage us initially. Finally, there is this activist trend: we really 

care about our future as a people and really care about this idea of social 

justice, equal rights for everybody. A number of people aged 15 to 18 that 

couldn’t vote in the past election already have very strong opinions on what’s 

happening in this election process. We care a lot about these issues.  We are 

starting to engage with a lot of them on social media. This really makes the 

point that, a lot of times, companies and people are going to have to be 

conscious if they want to market to Generation Z. I was talking earlier about 

that first client we have been working with called Very Good Light, which is 

about the men’s blog focused on redefining masculine stereotypes. One thing 

we just had a call about was what kind of content, what kind of stories, they 

are publishing. We’re basically saying that the stories that are really 

emotional stories about people overcoming struggles and hardships, and the 

impact of discrimination and hate and getting through that, are the stories that 

really work with our generation. Our generation has a very strong emotional 

appeal to those type of issues because we want to make a difference in this 

world. That’s a huge defining characteristic of our generation, one that we 

make very clear to companies and organizations. It’s not anything political, 

but it’s more that we have this sense of caring and different interests when it 

comes to the world we see around us. It’s definitely beneficial for companies 

to take that into account. 



Austin: Yeah, it’s how you communicate to anyone, talking to their interests 

and values. Has it been difficult to make certain distinctions between 

Generations Z and Millennials? To make the argument that, “We’re different 

from these Millennials.” 

Nick: Occasionally, it has been difficult. Occasionally, companies do make a 

lot of assumptions because it’s difficult to draw the line between our two 

generations. Especially, the older end of our generation is very similar to 

Millennials. It’s been something that we’ve discussed a lot amongst ourselves 

and with various clients. But, we try to make some distinctions very clear. 

Some of the things will be the same. There’s also this idea that there are some 

things that are the same, but there are a lot of nuances with how Generation Z 

is different. The idea of instant gratification is also true of many Millennials, 

but it’s become an even bigger part of Generation Z. It’s becoming a bigger 

part of the younger aspect because, every year, there’s more progress made in 

terms of how to better gratify people across the country. Finally, increasingly, 

people at a younger and younger age are more exposed to a greater 

connection internationally. That’s a huge distinction that we want to make as 

well. 

PART 4 

Austin: Has it been difficult with the clients that you’ve worked with to 

recognize, act on, and embrace those distinctions? 

Nick: It hasn’t really been difficult for them. A lot of them reach out to us 

because they’ve started to realize that they need to market and do things 

differently since Generation Z is an important buying power right now. Most 

of them, once we have worked with them, have been appreciative and 

receptive to suggestions that we made. They recognize the value that we can 

provide them. Overall, it’s been pretty effective in terms of not being an 

issue. 

Austin: You said that you work with people all over the world, particularly 

in terms of the Vine. Have you seen any differences in a cultural or 

geographical sense? 



Nick: Our generation, globally, is more engaged with social media. If you 

take the idea of clothing for example, we’re talking about the way teenagers 

interact. In America, there are very specific trends in terms of what people 

look for in terms of how clothing is branded. If you go to a country like Saudi 

Arabia, companies won’t be able to do the same thing, because people dress 

differently. The idea of how to dress is going to be different. That is 

something that is true regardless of what generation you’re in. As 

globalization occurs more and more throughout the globe, the diversity of 

many of the smaller countries does start to go away a little bit. In India, for 

example, the presence of multinational corporations has really diminished the 

impact of having smaller brands and companies exist there. As a result of 

that, the trends in India are becoming much more similar to the trends in 

America. But, you also do have these cultural distinctions that we have to 

make when we’re talking to clients. 

Austin: Where did this idea of the Vine come from initially? 

Nick: When we got our first few members and consultants, one thing I 

started noticing was that we had 25 teams from across America at that point. 

A lot of them are very high achieving or really care about school and issues, 

so what really makes them represent our generation? How can we say that 25 

teens define a generation? Because, in many cases, they’re different from the 

generation. We started realizing that we needed something more than that. 

We needed something to really back up. We needed teens for across the 

spectrum in terms of their interests, diversity, location, etc. 

Austin: Where do you see JUV in the next couple years or so? 

Nick: We hope to continue to be expanding into similar lines to where we 

are. We hope to grow our Vine even more. We have to establish more and 

more clients, and again, to continue doing what we are doing now. We also 

hope to incorporate more technology into our process. We want to make the 

process as efficient as possible for both the clients and our consultants, 

whether that means moving to more technological systems or not. We really 

want to focus on that. We will make sure the clients can get their information 

as easily as possible, and our consultants are able to give it to them as easily 

as possible. We do hope to continue growing like we have been, and 



hopefully, to be looked at as being more credible by the consulting world and 

by the business world. 

Takeaways 

Beyond just an inspiring story of the entrepreneurial spirit still being alive 

and well, especially with the younger crowd, there’s a moral from this 

interview: expect more from Generation Z. All generations go through a 

transitional period of establishing themselves and making their mark on 

society. This transition can be rough, especially when the older generations 

cast doubts on the newer generation’s capabilities. However, history has 

shown us time and time again that new generations often rise to the occasion. 

It’s time to recognize that Generation Z isn’t just the next wave of 

Millennials. They aren’t Millennials 2.0 with an even shorter attention span 

and even greater sense of entitlement. Stereotypes, positive or negative, never 

can capture the true subtleties and variations within a generation. Individual 

members will always be unique. But it is also important to acknowledge 

some of the common trends that accurately represent these new 

entrepreneurs. 

They take pride in the fact that they grew up right alongside social media. 

They are in fact the first generation who can’t remember a time without the 

influence of this technology. Whether that gives them a unique, competitive 

advantage in the digital business world remains to be seen. But it does offer 

insight into how they see themselves in the bigger picture and what they think 

they have to offer. 

JUV Consulting is at the forefront of this endeavor: introducing the world to 

this next generation. Time will only tell where they go from here, but the 

most important lesson is simple: they are, in fact, here to affect the world. 

 


