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Executive Summary

Gen Alpha is the first generation to grow up with generative Al, algorithmic entertainment,
smart devices, and constant digital assistance. At the same time, many parents are
reintroducing offline play, independence, and real-world experiences, creating competing
ideas of what childhood should look like. Gen Alpha is also growing up under criticism from
older generations, yet many feel they are simply adapting to the world adults created for
them.

Because most of Gen Alpha is still too young to participate widely in online discourse, this
dataset primarily reflects parents discussing their Gen Alpha children, alongside the emerging
voices of older Gen Alpha consumers. Together, these perspectives show both how adults are
shaping Gen Alpha childhood and how the generation is beginning to define itself.

We ask:

. What does childhood mean for Gen Alpha and Gen-Alpha parents?
. What does a "good childhood" mean in the Al era?

. What products, tools, and services do gen-alpha parents discuss and why? What are their
unmet needs?
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Culture Overview

Consumers believe Gen

Alpha is eager to take more
control over the story of
their generation in a world
that has seemed stacked
against them from the
start.

Gen Alpha curates layered lives,
experimenting with identity, earning
visible micro-skills, and turning ephemeral
moments and tangible artifacts into
shareable social capital and lasting

memory.
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Strategic Implications

Give Gen Alpha a role in shaping the brand. Counter
narratives that frame them as "behind" or "doomed" by
giving their creativity and opinions more visibility. Invite
them to influence products, experiences, or campaigns
directly, rather than relying on older generations to speak
for them.

Create digital experiences that lead somewhere
tangible. Connect virtual engagement to something Gen
Alpha can hold, do, or share in the real world. For
example, pair an in-game experience with a physical toy,
collectible, or product that can be enjoyed offline.

Build products worth keeping. Create products that feel
durable, collectible, or meaningful beyond a single trend
cycle. Limited-edition packaging, reusable containers,
trading cards, or merchandise designed to be shared or
saved can give purchases a longer life.

Create spaces where kids can practice independence.
Give Gen Alpha opportunities to make choices and
explore on their own within clear boundaries. This could
mean build-your-own meals that let kids order for
themselves, or physical or virtual spaces designed for safe
socializing without unwanted adult interaction.

CONSUMER INSIGHTS
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Maturity Curve for Culture: gen ampha, chiiadhood

Maturity Curve

65.2%

The culture of Gen Alpha sits in the Established Ideas current
stage of development. Currently, a maximum of 156.8M

consumers are showing interest in this topic, and this

number is poised to grow by 14.4% in the next 1-2

years.

974.6%
: predicted

|
|
|
|
Growth in this culture has stabilized in the Established

Ideas stage of development, however, perceptions of Gen
Alpha are likely to continue evolving as more members of NEW FARLY MAINRIFEAM EBTAR S ED

) . ; . IDEAS CONSENSUS ACCEPTANCE IDEAS
the generation enter online conversations and begin
defining themselves on their own terms. Brands should

: T - ] This topic scores 65.2% on the | and is
pay close attention to how Gen Alpha distinguishes itself expected to expand to 74.6% in 12-24 months.
from older generations, particularly as its members gain This culture is currently relevant to 156.8M
greater independence and begin to shape their own shabexpeded D IOWbI1RIRINI S Smohs;

spending habits.

® 156.8M People @ 179.5M 14.4% Predicted People
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Key Consumer Themes
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-I Still Becoming
Gen Alpha = taking more ownership and agency over self-identity.

2 Constant Catch-Up

M Gen Alpha = struggling to feel a sense of progress amid a world of
Here are the flve seemingly endless catching up.
themes relevant
3 Yesterday, Already
tO Gen AI pha. Gen Alpha = archiving moments to capture their personal evolution in an

increasingly fast-paced culture.

4 Private in Public
Gen Alpha = navigating the realities of constant visibility in digital worlds.

5 Signal: Hand-Me-Down Consumerism

Gen Alpha = teaching the younger generation to value enduring bonds
over hype-driven, engineered cravings.
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Still Becoming

Gen Alpha = taking more ownership and agency
over self-identity.
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Still Becoming

Gen Alpha = taking more ownership and agency over self-identity.

CORE BELIEF

. Consumers believe that Gen Alpha is growing up with a
far richer language for interpreting who they are,
spanning gender, sexuality, mental health, and other
forms of self-identification. They think this makes identity
feel less fixed or inherited and more like something
young people can actively explore, name, and reshape as
they find communities and ways of living that feel true to
them.

MANIFESTATIONS

. Consumers say Gen Alpha treats identity as something
they can explore, revise, and express over time rather
than define once and for all. E.g. They note teens'
interest in experimenting with gender expression online
and at school, often resisting rigid binaries or inherited
expectations around appearance. They share their
frustration with overtly feminine skincare products,
gravitating instead toward gender-neutral aesthetics,
such as those common in Korean skincare.
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. They talk about Gen Alpha placing less value on formal

education as a status marker and more value on the
career itself as proof of capability and identity. E.g. They
point to growing interest in apprenticeships,
certifications, and faster routes into work as alternatives
to college. They also discuss Al disruption of entry-level
white-collar jobs, which they feel is weakening the
perceived payoff of a degree, especially when desirable
careers can still feel dependent on connections or
privilege.

. They mention Gen Alpha growing up with mental

health as a more explicit part of everyday
self-understanding, making emotional support feel
easier to seek. E.g. They note older generations often
kept mental health private, whereas TikTok and other
platforms have become shared forums for today's youth
to openly share emotional struggles. They say this
visibility helps normalize vulnerability, giving them
language and communities of shared identity to freely
discuss what they're going through.

CONSUMER INSIGHTS
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Still Becoming

Gen Alpha = taking more ownership and agency over self-identity.

Conver sati onT Opl cs Deco d e d Toprc Universe for: Culture: gen alpha, childhooa, 7oprc: identity

existential crisis, actions as an . L. e . . . ® fear ¢ .
adult, whole identity, self . : ent e lesbian representatior :
awareness, gender abolitionist, cibrmswihibeld L p——- tarms oF sends

unresolved mental health o  muth trauma . .

issues, hope for the future, . s e e have trauma .

neuro divergence, internet - T e i
culture, identity crisis, self
discovery, struggle, own mental
illness, time after college,
tomboy phase
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Still Becoming

This culture is located in the Zone of Innovation and is poised to
grow steadily in upcoming years.

The culture of Still Becoming is
best represented by the topic

11 N n
|d e nt|t . i This topic scores 38.5% on the and is
. y . . Matu nt% CU rve expected to expand to 40.1% in 12-24 months.
Stl” Becomlng N the context Of 38 . 5 /0 ®40.1% This culture is currently relevant to 92.7M

{ predicted and is expected to grow by 4% in 12-24 months.

Gen Alpha is currently relevant to ot
92.7M consumers and is

anticipated to grow by 4.0% in

the next 1-2 years.

NEW EARLY MAINSTREAM ESTABLISHED [P s b
IDE;\S CONSENSUS ACCEPTANCE IDEAS ® 92.7M People ® 96.4M 4% Predicted People
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Constant Catch-Up

Gen Alpha = struggling to feel a sense of progress
amid a world of seemingly endless catching up.
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Constant Catch-Up

Gen Alpha = struggling to feel a sense of progress amid a world of

seemingly endless catching up.

CORE BELIEF . Consumers discuss Gen Alpha taking learning into their

. Consumers believe that Gen Alpha is being raised to feel
as though they're always catching up to a future that
keeps moving further out of reach. They think repeated
warnings about learning loss, skill gaps, Al disruption, and
unaffordable adulthood turn childhood into a period of
constant preparation, where simply growing at their own
pace can feel like falling behind.

MANIFESTATIONS

. Consumers talk about Gen Alpha through a language of
learning loss and recovery, making progress feel like
catching up rather than normal development. E.g. They
cite uneven reading, math, and critical-thinking skills as
evidence that pandemic disruption still lingers. They say
that even when performance improves, the focus on

what this generation has lost can reinforce the sense that
they're closing a deficit rather than growing at a natural
pace.
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own hands when they feel school is not preparing them
adequately enough for the future. E.g. Many claim
formal education has become disconnected from the
practical needs of the modern world, turning to YouTube
and other platforms to learn coding, crafts, and other
practical and marketable skills. They feel self-directed
learning helps them regain control and feel better
prepared for an uncertain future.

. Older Gen Alphas increasingly talk about falling behind

not just in school, but in their chances of reaching
traditional adulthood milestones. E.g. They point to
rising housing costs, the negative influence of Al on the
job market, geopolitical instability, and disparaging
stereotypes from older generations as reasons the future
feels harder to secure. They feel pressure to prepare
faster even as the adulthood they're preparing for seems
increasingly out of reach.

CONSUMER INSIGHTS
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Constant Catch-Up

Gen Alpha = struggling to feel a sense of progress amid a world of
seemingly endless catching up.

convers ati on To pl cs Deco d e d Top/c Universe for: Culture: gen ajpha, childhooaq) 7Toprc: developrmenial adelays

special ed kids, adult behavior, g o |
have memory loss, life skills, © eantisoc ,
social ineptitude, are ipad kids, o riddie schne erads  rafrasd i T ool i

expressed empathy, school . Mhtgrac @ Sthgrader . _®grade: R -
reading, horrible burnout, e - e e o gift
elementary school, terrible o e-a .
attention span, childlike . o
perspective, math disability,

mom on tiktok, discerning

adults
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Constant Catch-Up

Constant Catch-Up is expected to grow by almost 15% within the
next 2 years, pushing this culture into the Zone of Innovation.

The culture of Constant Catch-Up
is best represented by the topic

"developmental delays".

Constant Catch-Up in the context
of Gen Alpha is currently relevant
to 78.3M consumers and is
anticipated to grow by 14.5% in
the next 1-2 years.

Maturity Curve

0
c§rre% i 5 / 9 ©37.3%
: predicted

|
|
|

NEW EARLY MAINSTREAM
IDEAS CONSENSUS ACCEPTANCE
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This topic scores 32.5% on the and is
expected to expand to 37.3% in 12-24 months.

This culture is currently relevant to 78.3M
and is expected to grow by 14.5% in 12-24 months.

® 78.3M People ® 89.7M 14.5% Predicted People

CONSUMER INSIGHTS




Yesterday, Already

Gen Alpha = archiving moments to capture their
personal evolution in an increasingly fast-paced
culture.
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Yesterday, Already

Gen Alpha = archiving moments to capture their personal evolution

in an increasingly fast-paced culture.

CORE BELIEF

. Consumers believe that a childhood preserved in
photos, videos, feeds, and digital histories collapses the
distance between lived experience and memory, allowing
the recent past to become meaningful almost as soon as
it ends. They think they become nostalgic more quickly
than other generations, living in a short-term memory
loop that can lose touch with the histories that keep life
feeling grounded.

MANIFESTATIONS

. Older Gen Alphas treat their digital histories as records
of past versions of themselves, even when those
memories are only a few years old. E.g. They talk about
scrolling through old photos and posts, resharing past
versions of themselves to laugh at what now feels
'‘cringe’, or to reminisce about the 'good old days' - like
showing off a once-prized collection of Stanley cups and
mugs, or laughing about the 'blush blindness' TikTok
trend they've outgrown.

o ) © LUX RESEARCH, INC.| ALL RIGHTS RESERVED. | LUX PROPRIETARY AND CONFIDENTIAL

. Some mention taking part in social media trends

specifically so they'll have something to look back on in
years to come. E.g. Many in this generation view viral
trends as markers of the passing of time, saying that
participating in social media trends becomes fodder for
future nostalgia, creating a glimpse into the past that
they can look back on and say "remember this?" (e.g.,
dramatic "If Netflix made a documentary..." interview
prep enactments).

. Yet while Gen Alpha can be highly nostalgic about their

own recent past, consumers talk about them treating
older culture less as fixed history and more as material
to rediscover, reinterpret, and remix. E.g. They cite Gen
Alpha's claiming of IP like Super Mario as part of their
own generation, even as older fans insist on deeper
historical ownership. Others laugh at younger consumers
“discovering” physical media and older technologies like
digital cameras or wired headphones and recasting them
as contemporary trends.

CONSUMER INSIGHTS
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Yesterday, Already

Gen Alpha = archiving moments to capture their personal evolution
in an increasingly fast-paced culture.

Conver sati on To pl cs Deco d e d Top/c Universe for: Culture: gen alpha, childhooa, 7oprc: recent /mermaory

dumb kids, long long time, ___e colorful biol .
learning life lessons, middle R . o ,
school, nostalgia goggles, esedigslE o atherdaridi fucking bat ———SECLNING e gree
remember adults, fond .. B e L — il alila M. oL
memories, childhood nostalgia, ' ~ evd e © etonofbricks e oSt

dopamine receptors, cringey, - ek o e e

literal decades, second hand ® 5th grade .
cringe, kinda hype, teen years,

last gasps
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Yesterday, Already

This culture is relevant to almost 52M consumers and located in the
Early Consensus stage of development.

The culture of Yesterday, Already
is best represented by the topic

"recent memory".

Yesterday, Already in the context
of Gen Alpha is currently relevant
to 51.6M consumers and is
anticipated to grow by 14.7% in
the next 1-2 years.

Maturity Curve

21.5%

current

®24.6%
: predicted

NEW EARLY MAINSTREAM
IDEAS CONSENSUS ACCEPTANCE
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This topic scores 21.5% on the and is
expected to expand to 24.6% in 12-24 months.

This culture is currently relevant to 51.6M
and is expected to grow by 14.7% in 12-24 months.

® 51.6M People ® 59.2M 14.7% Predicted People

CONSUMER INSIGHTS




Private in Public

Gen Alpha = navigating the realities of constant
visibility in digital worlds.
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Private in Public

Gen Alpha = navigating the realities of constant visibility in digital

worlds.
CORE BELIEF

. Consumers believe that growing up under constant
digital visibility has made privacy for Gen Alphas less
about staying offline entirely and more about controlling
what parts of themselves become public. They think Gen
Alpha’s social media fluency helps them participate in
online culture without automatically oversharing,
treating privacy as something to actively manage.

MANIFESTATIONS

. Consumers talk about Gen Alpha socializing online in
ways that preserve connection without requiring full
personal exposure. E.g. They mention games like Roblox
and Minecraft, where private servers and avatars let them
spend time with online friends while masking real-world
details. They appreciate how these spaces allow them to
enjoy digital intimacy while maintaining greater control
over how much of themselves they reveal.
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. Consumers say Gen Alphas know how to keep more

intimate conversations within private, controlled
channels rather than sharing them broadly online. E.g.
They praise Snapchat’s disappearing posts and streaks
because interactions feel temporary, while apps like
WhatsApp give them a more private space to talk with
friends and follow updates. They say these platforms help

them stay socially connected while limiting how
permanently or publicly personal details are exposed.

. Some say Gen Alpha is actually the most sophisticated

generation when it comes to digital literacy, having
been educated about it from a young age. E.g. They
mention learning about protecting privacy online from
an early age, as well as understanding newer technology
faster, whereas their parents or grandparents constantly
fall victim to fake Al videos and photos. They also
mention knowing when to block strangers, leave a game,
or involve a parent.

CONSUMER INSIGHTS
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Private in Public

Gen Alpha = navigating the realities of constant visibility in digital
worlds.

convers ati on To pl cs Deco d e d Top/c Universe for: Culture: gen ajpha, childhooaq) 7Toprc: personal information

whole internet, time on games, . t  epredatort . - . n eira
damn internet, kids youtube, . ernet| - o - t of
unlimited screen time, giusortlk ol T e ’ e e e  onsairac " L
watching ai slop, online friends, . I s . : e B RO, S s

actual predators, contain ’ ® product | e - » .
minors, unsupervised internet S whole lntarne e single kid
access, playing roblox, youtube

kids, social media games,

community in the way, modern

internet
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Private in Public

This culture is located in the Early Consensus stage of development
and is anticipated to grow by 13.2% in the next 1-2 years.

The microculture of Private in
Public is best represented by the

topic "personal information". Maturity Curve This topic scores 19.9% on the and is
. . L o expected to expand to 22.5% in 12-24 months.

Private in Pu bl IC N th e context Of 1 9 = 9 /o This culture is currently relevant to 47.9M
Gen Alpha iS Currently relevant tO current and is expected to grow by 13.2% in 12-24 months.
47.9M consumers and is
anticipated to grow by 13.2% in ?Ff}eﬁ{gd
the next 1-2 years. i

|

|

SD\”S cogggkléus 2’(},\(',’\15?1}:[1:\1@2 FST?DBELASSHFD ® 47.9M People ® 54.2M 13.2% Predicted People

o ) © LUX RESEARCH, INC.| ALL RIGHTS RESERVED. | LUX PROPRIETARY AND CONFIDENTIAL CONSUMER INSIGHTS



Sighal: Hand-Me-Down
Consumerism

Gen Alpha = teaching the younger generation to
value enduring bonds over hype-driven,
engineered cravings.
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Signal: Hand-Me-Down Consumerism

Gen Alpha = teaching the younger generation to value enduring
bonds over hype-driven, engineered cravings.

CORE BELIEF . Some mention restricting how much their child spends

. Parents believe that products are not made like they on digital media, in order to teach them the value of
used to be and worry that Gen Alpha will get swept up in real, tangible things. E.g. They talk about limiting kids'
hype-driven purchases that lack the quality and lasting budgets for digital assets and upgrades in their favorite

value of the products they grew up with. They think that games (e.g, digital skins for gaming characters),
by teaching their children to recognize the quality, asserting that these intangible items don't hold value as

durability, and enduring value of brands, they can pass well as physical objects like high-quality clothing or

down the skills to become smarter, more responsible electronics.
consumers. . Others talk about teaching Gen Alpha to slow down
and question hype before making purchases. E.g. They
MANIFESTATIONS describe helping children distinguish between needs and

waritsand encouraging them to pause before
Impulse-buying trending products. They also teach them
to recognize that influencers promoting products (like
skincare or functional powders) through TikTok Shop
have a financial incentive to sell, making skepticism part
of becoming a smarter consumer.

. Parents talk about engaging their Gen Alpha kids in
beloved trends from their own youth, which they say
have withstood the test of time. E.g. They talk about
'nerd culture' hobbies like Pokémon card collections,
excited to help their kids build their own collections, or
even attend conventions together. Others mention
getting their children into Nintendo so they can bond
through both the games and the lore.
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Signal: Hand-Me-Down Consumerism

Gen Alpha = teaching the younger generation to value enduring
bonds over hype-driven, engineered cravings.

Conver sati on To pl cs Deco d e d Toprc Universe for: Culture: gern alpha, childhooa, 7opo/c: tiktok sHop

watching streamers, use tik _ . . . |

tok, mindless slop, doom - o difference plac otwinkletoes . ans e
scrolling, dopamine, browsing e mindlesssiop|  ® baby shows i sSeemoms o o dEcovering pon

tiktok, marketing to kids, k. —— . e el

instant gratification, short form o o o - - e
content, late 90s babies, parent o old R =S eplayinghotse.
of teens, have adult money, A VR :
addictive, consuming tv, old

stuff
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Signal: Hand-Me-Down Consumerism

Hand-Me-Down Consumerism sits in the Early Consensus stage of
development and is poised to grow by 20.5% in the next 1-2 years.

The culture of Hand-Me-Down
Consumerism is best represented

by the topic "tiktok shop".
Hand-Me-Down Consumerism in

Maturity Curve

13.9%

current

This topic scores 13.9% on the

and is
expected to expand to 16.7% in 12-24 months.

This culture is currently relevant to 33.4M
and is expected to grow by 20.5% in 12-24 months.

the context of Gen Alpha is
currently relevant to 33.4M
consumers and is anticipated to
grow by 20.5% in the next 1-2
years.

®16.7%
predicted

|

NEW EARLY MAINSTREAM ESTABLISHED
IDEAS CONSENSUS ACCEPTANCE IDEAS ©® 33.4M People

40.2M 20.5% Predicted People
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Zone of Innovation
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ZONE OF INNOVATION

Current & Future State: Where consumer conversations are heading

@ Still Becoming (38.5%)

@ Constant Catch-Up (32.5%)

Core Market

@ Yesterday, Already (21.5%)
@ Private in Public (19.9%)

@ Signal: Hand-Me-Down Consumerism (13.9%)

\

NEW IDEAS EARLY CONSENSUS MAINSTREAM ACCEPTANCE ESTABLISHED IDEAS

Maturity

Legend: @ Volatile @ Growing

HOW TO INTERPRET

Through more than 200 benchmarking experiments, Lux Research has learned that the key time to launch a solution into market is when a demand space falls
between 33% - 55% on the maturity curve. That is, it ideally falls in the mainstream acceptance stage of maturity.

When we look at demand spaces and their predictions through Lux Research, we recommend focusing on those opportunities that will fall into the zone of

innovation in the future (through the prediction capability). This ensures that we prioritize those opportunities that will not only fall within the zone of innovation
but also provide us the runway needed (time) to bring something powerful into market in a timely manner.
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Methodology
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METHODOLOGY

Using this Report

The question we examine in this report concerns the
culture being established in consumer conversations.
Our work is to decode meaning from the topics Associated topics
consumers associate to determine how they truly
understand your subject.

At the top of the iceberg are those associated topics.
They are helpful and provide guidance, but they reveal
only about 30% of consumers’ understanding.

The middle of the iceberg contains the dominant core
beliefs that shape how consumers interpret the culture.

The bottom of the iceberg houses the manifestations of
those beliefs—the behaviors, opinions, and solutions
consumers adopt.

Because manifestations shift frequently while core beliefs
remain steady, strategies built on manifestations alone
chase fleeting trends. Strategies grounded in core beliefs
achieve consistency and clarity—both in execution and in
how consumers perceive the brand. Yet core beliefs also
require careful navigation; misalignment can collide with
a belief system and damage a brand.

This is why Lux employs a deep anthropological model to
study meaning within culture.

Core beliefs

Manifestations
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METHODOLOGY

How does it work?

Contextual Intelligence: The key to Lux's approach to Consumer Insights

"We need to go beyond rmentions to unaerstand what people mearn when they say things, because
Human-centric insight /s at the root of o/l successrul/ innovation. ” - Marisa Kopec, Lux Research Presiaernt

Lux’'s predictive anthropology—our proprietary method

combining structural anthropolpgy and big data—reveals TH IS IS A B I G DATA
and predicts how consumer beliefs evolve. ETH N OG RA P H I C ANALYS I S

Unlike social |i5tening’ which tracks mentionS, structural This analysis is the result of Lux's algorithm studying consumer conversations and product reviews online.
anthropology shows that meaning emerges from how
people use language in context. Lux analyzes the 1 0 0 9 O 0 0 +

relationships between words, ideas, and trends over time, TOPIC INSIGHTS
mMapping how meanings shift. i

This deeper approach uncovers consumers’ core beliefs

around any topic or trend—going beyond surface-level
analytics to deliver real foresight.

UNIQUE INDIVIDUALS
Qur predi ntt i re has US Market examlﬂed

conduc thousands

of individuals to quantify your search terms Aug ust 2025 _ July 2026
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METHODOLOGY

Where our data comes from

Lux's predictive anthropology decodes what topics truly mean to consumers—their symbolic and cultural
significance, not just mentions. For example, chocolate cake isn't only “cake”; it represents irresistibility,

celebration, aesthetic expression, and being a crowd-pleaser.

This decoding identifies the shared meanings that form themes, helping businesses understand how
consumers relate to a topic—-critical for innovation, messaging, and strategy.

DATA FROM PRODUCT REVIEWS, NEWS,
FORUMS, YOUTUBE, BLOGS, ETC.

In order to enable real ethnographic analysis, our
predictive anthropology architecture scrapes consumer
interactions on platforms that enable pseudonymity

and long-form conversation. Platforms like forumes,
blogs, comments under YouTube videos, news sites
etc. make up our data sources. They also account
for 95% of the activity on the internet.

DATA FROM FACEBOOK,
INSTAGRAM, TWITTER

®
Platforms like Facebook or Instagram are
not only a tiny piece of the overall picture,
they also enable short/low quality
interactions and give a distorted view of
culture. Which is why it doesn't meet
our quality criteria for big data
ethnographic analysis.

CONSUMER INSIGHTS
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ABOUT LUX .

Our mission is to advise leaders about commercially viable The “Lux Take" is trusted by innovation leaders around the
science and technology to enable sustainable innovation. world, many of whom seek our advice directly before

We deliver research and advisory services to inspire, placing a bet on a startup or partner — our clients rely on
illuminate, and ignite innovative thinking that reshapes and Lux insights to make decisions that generate fantastic
grows businesses. Using quality data derived from primary business outcomes. We pride ourselves on taking a
research, fact-based analysis, and opinions that challenge rigorous, scientific approach to avoid the hype and
traditional thinking, our experts focus on finding truly generate unique perspectives and insights that innovation
disruptive innovations that are also realistic and make good leaders can't live without.

business sense.

READ VISIT FOLLOW CONNECT
http://www.luxresearchinc.com/blog/ http://www.luxresearchinc.com/blog/ Lux Research on X Lux Research on LinkedIn
LISTEN EMAIL

Innovation Matters Podcast - Spotify guestions@Iluxresearchinc.com
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