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The U.S. population of those
under 18 are more racially and
ethically diverse than those

over 18.




2023 U.S. Population

% of Non-Hispanic White

Boomers
Gen X 59%
Millennials 54%
GenZ 50%
Gen Alpha 48%

PRB Analysis of Data from
U.S. Census Bureau, Vintage
2023 Population Estimates

71%
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86%

of operators say
Gen Z consumers
are part of their
target 1114 Gl



Comfort, success, & health are Gen Z's
most wished for achievements

/ Stable income......... 55%
Successful career......... 52%
Own a home.......... 46%
Healthy lifestyle............ 44%
Get married........... 42%
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47%

of operators say
Gen Z is the hardest
of all generations to
get into the minds
of in terms of food
& beverage

64%

of operators say they
feel Gen Z consumers
change their mind
often about what
foods or beverages
they like or don't like




operator insights ] .

53%

of operators wish

y had more
finformation on

Gén Z's eating
and drinking
preferences




is the most likely of all
generations to say they
often wish there were
more unique, fun, “out
there” snacks,
beverages, foods, and
flavors available at

restaurants or retailers




Comfort, success, & health are Gen Z's
most wished for achievements

 Stable income......... 55%

Successful career......... 52%
Own a home.......... TAY
Healthy lifestyle............ 44%
Get married........... 42%







OF C&U STUDENTS
SAY THEY ARE

FOODIES OR FOO

GETS THEM EXCITED



Healthy?




61% of Gen Z order the items that
sound most delicious/tasty

30% of Gen Z order a mixX of the
healthiest items and-ones t nat
sound more deli




WHAT FUNCTIONAL FOODS DO GEN Z LOVE
MORE THAN THE AVERAGE CONSUMER?

The Functional Food Love/Like Index
Camu Camu 309
Insect Protein 258
Chaga 193
Hyssop 166
Grass Jelly 165
Maca 151
Argan Oil 149
Jun Tea 148
Lichen 148
Whey 147

Datassential Consumer Preferences, March’25, INDEX: % of Gen Z consumers vs % of gen. pop consumers






Café Belay

Monday - Thursday
8:00 am - 7:00 pm
Friday

8:00 am = 6:00 prr
Saturday
8:00 am - 2:00

Café Belay, San Juan College, Farmington, NM

f
' |
]

1Ak { iz
- e 4
| Ng i P (. (P
—= =g v b

T ¢

- ‘-_!'m'— -
e ol ™

ot

-

e
e T
€ e
1



HOW CAN







60%

of Gen Z prefer
regionally- or
nationally-
recognized, branded
restaurants versus
generic concepts
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46% of Gen Z
are more
likely to try a

food or. ®
beverage if

it’s been
trending on
social media




1 Jones College, Ellisville, MS, Trending Tuesdays showcasing social media foods
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49% of Gen Z
wish more
“viral” social
media foods/
beverages were
available at
restaurants or
grocery stores




WHAT DOES GEN Z






purchase 4




WHAT SNACKS DO GEN Z LOVE MORE
THAN THE AVERAGE CONSUMER?

The Snack Love/Like Index

Hotteok 273

Biltong 198 = INCEPTION
Mushroom Jerky 160 - GLOBAL
Fried Chicken Skins 159 - SOCIAL MEDIA
Salmon Jerky 157

Shrimp Chips 154

Fun Dip Candy 152

Barfi 149

Dubai Chocolate 140

Pasta Chip 140

Datassential Consumer Preferences, March’25, INDEX: % of Gen Z consumers vs % of gen. pop consumers
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78% i
of Gen z a
drink alcoh

a few tlme
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69% of non-drinking Ge



1% of

prefer i
cold be




[ operator insights ]

60%

of operators
say beverages
are a key areﬂ
of focusin
attracting Gen
Z consumers




WHAT COLD BEVERAGES DO GEN Z LOVE
MORE THAN THE AVERAGE CONSUMER?

The Cold Drink

Love/Like Index

Gazoz
Kvass
Chamoyada
Mangonada
Rooh Afza
Boba
Switchel
Bubble Tea
Milk Tea
Dirty Soda

- INCEPTION
- GLOBAL
- BOBA!
- SOCIAL MEDIA

304
243
221
215
208
201
198
197
195
187

Datassential Consumer Preferences, March’25, INDEX: % of Gen Z consumers vs % of gen. pop consumers



1% of Gen
consumers
who have
tried dirty
soda love it













Key Learnings

Living a healthy lifestyle is a top achievement Gen Z wants for their future.

Gen Z is all about the social media influence: scroll social media for your next campus
dining sensation.

Go global with snacks and capitalize on the opportunity for on-campus/grab-and-go
snacking occasions.

Suppliers: Solidify relationships with operators with the pulse on Gen Z. Many
operators want more information about the Gen Z’'s eating and drinking preferences.

Gen Z is more likely than any other generation to want more unique, fun, and “out
there” foods, flavors, and beverages in restaurants and retail.
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Dive into our industry-leading reports, webinars,
Otdmtiodpend  white papers and more.
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