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Drawing on 20+ years in the restaurant, retail, food 
manufacturing and agriculture sectors, Menu Matters specializes 
in providing thoughtful, actionable analysis of industry-specific 
shifts and broader social trends. Our data-informed approach is 

complemented by a deeper understanding of consumer 
psychology, developing comprehensive strategies that align with 

our clients’ business and brand goals.

Data-driven, human-focused insights for the F&B industry.



GIVE ME SOMETHING NEW
2 0 2 5  C O N S U M E R  N E E D  S T A T E



Gen Z wants 57% of their food 
experiences to feature new and unique 
foods, ingredients and dishes.



54% of Gen Z try new, unusual (to 
them) foods always or often – 
higher than any other generation



87% of Gen Z 
consumers say they 
are interested in 
seeing more food 
trends on menus in 
2025

C O N S U M E R  S T A T

45% are extremely or very 
interested 

slightly more than Boomers and 
well below Millennials and Gen X





1 IN 5 GEN Z CONSUMERS 
SAY THERE ARE TOO MANY 
VERSIONS OF THE SAME 
PRODUCT ON STORE 
SHELVES

C O N S U M E R  S T A T



“Why does everything have to have hot honey on it?”

“My smile dropped when I saw the hot honey.”

“So sick of hot honey.”

“I love the vodka sauce but why does everything have to have hot 
honey on it these days?”

”Hot honey is an epidemic.”

“Always with the hot honey."



TRENDS ARE A TOOL, 
NOT THE END GOAL



WHAT DO 
CONSUMERS NEED?



How it tastes, 50%

How it smells, 42%

How it looks, 42%

How it feels, 39%

How it sounds, 29%

What information do you want in menu 
descriptions when dining away from home?

Ranked 1, 2



GIVE ME NEW 
SENSORY 
EXPERIENCES



WHICH SENSE DO YOU PRIORITIZE WHEN 
HAVING A FOOD EXPERIENCE?

(ranked 1, 2)

We unexpectedly uncovered something…

SMELLTASTE

65% 55%

WHICH SENSE WOULD YOU GIVE UP TO 
ENHANCE YOUR OTHER SENSES DURING A 

FOOD EXPERIENCE?

SMELLTASTE

22% 19%



OF THE CONSUMERS WHO ARE 
EXTREMELY, VERY INTERESTED IN 
SEEING MORE TRENDS AT 
RESTAURANTS, 34% WOULD GIVE UP 
THEIR SENSE OF TASTE…THE TOP 
RESPONSE

C O N S U M E R  S T A T



When did taste stop being enough?



When you eat, what share of your attention is on 
each sense?

Taste
34%

Appearance
19%

Aroma
18%

Texture
17%



Design your ideal food experience…

Flavor/ Taste
28%

Presentation
13 pointsTexture

13 points

Aroma
11 points

Uniqueness
10 points



What share of your food/ beverage choices are 
driven by…

Genuine Taste 
Preference
27%

Smelled Too Good to 
Pass Up
19%

Health Considerations
18%

Visual Appeal
17%



Senses can be occasion specific…



Rank senses when choosing a new food to try…
66%

41%

35%

28%

12%
8%

Taste Appearance Aroma Texture Sound when eating Sound when served
Ranked 1, 2



When you’re particularly hungry, which sense 
becomes heightened or distorted?

SMELL TASTE

34%39%



Gen Z’s relationship with trends may be 
skewing their relationship with their senses… 



I sometimes feel pressure to enjoy trend foods, 
beverages, ingredients or flavors even when they 
don’t appeal to me.

35%

55%

49%

23%

11%

Overall Gen Z Millennials Gen X Boomers

Top 2 Box



Have you ever continued to consume a trendy 
food/ beverage despite not enjoying the taste?

35%

46%

41%

24% 25%

Overall Gen Z Millennials Gen X Boomers



How often do you eat/ drink something primarily 
because it’s trending even if you don’t enjoy the 
taste?

19%

32% 33%

12%

0%

Overall Gen Z Millennials Gen X Boomers



47% of Gen Z has 
recommended a food 
trend or trendy flavor/ 
item to someone 
despite personally 
finding it average/ 
below average in taste 



Looks impressive – tastes ordinary, 49%

Smells great – tastes ordinary, 46%

Looks great – gross to 
touch, 26%

Tastes great – looks 
ordinary, 25%

Sounds great – tastes 
ordinary, 20%

When trying a food trend/ trendy item, which 
disappoints you more?

Ranked 1, 2



Our assumptions about Gen Z preferences 
may skew our innovation for them…



If you could translate your favorite food's flavor into a piece of music, would it 
be fast or slow? Loud or quiet? What instruments would feature prominently?



Where would food taste best?

Quiet café, 
soothing 

music
In nature

24%36%

Busy 
restaurant

In complete 
silence

15%17%

Less than 10% selected “in a loud bar with lots of distractions”



Which would you prefer?



Flavor is important, but other sense can have a 
significant impact on specific occasions, decisions

Key Takeaways

We can’t assume flavor will override all other senses

Trends – and social media – are skewing the 
impact, role of senses
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