
Creating Meaningful Experiences in 
Campus Dining



WE SPECIALIZE IN HUMAN-
CENTERED INSIGHTS FOR THE 

F&B INDUSTRY.

WE BELIEVE FOOD MATTERS.



We’ r e al ways 
l ooki ng f or  

i ndi cat or s or  
s i gnal s t o di ve 

i nt o.  
INDICATOR        RESEARCH        

INSIGHT



Just  t ake car e of  t he 
consumer .

2 0 2 4  C O N S U M E R  N E E D



Gi ve t he consumer  somet hi ng 
new.

2 0 2 5  C O N S U M E R  N E E D



Gen Z was al l  over  
t he pl ace but  hope 
and opt i mi sm paved 
t he way.  

What are the top three emotions you are 
feeling heading into 2026? (Please select up 
to three.)
Hopeful 46%

Optimistic 34%*
Excited 34%*
Anxious 30%

Uncertain 29%

Overwhelmed 26%*
Cautiously Optimistic 22%

Realistic 21%

Curious 19%

Frustrated 13%

Scared 12%

None of the above 1%



2026



42% of consumers were 
unaware potato chips 

were made from 
potatoes





WE HAVEN’t BEEN 
LIVING IN REALITY 
FOR A LONG TIME



The average Gen Z 
spends about 9 hours a 
day in front of a screen, 
equaling over 22 years 
of their lives.

D A T A R E P O R T A L



41% of Gen z eats IN 
FRONT OF a screen



13

WE HAVE ENTERED 
THE ERA OF FEAR 

& DISTRUST



14

77% of internet 
users say they have 

been duped by AI



41% of Gen Z say 
they trust AI more 
than humans.

P E A R L  /  C E N S U S W I D E



Gi ve Me Somet hi ng Real
2 0 2 6  CONS UME R NE E D



For  young consumer s,  
ever y pr essur e i s 
ampl i f i ed.



Only 47% of Gen Z 
consider themselves 
“thriving,” compared to 
59% of Millennials and 
57% of Gen X.

G A L L U P  &  W A L T O N  F A M I L Y  F O U N D A T I O N



73% of Gen Z report 
feeling lonely despite 
being the most digitally 
connected generation 
in history.

C I G N A  /  M O M E N T U M  W O R L D W I D E



Thinking about how you make decisions about what 
to eat and drink, how would you describe the 
amount of information and options available to you 
today?

I feel confident in my decisions 45%

It’s harder to know what’s good for me 31%*

There are too many choices, it’s 
overwhelming 27%*

I know where to find trustworthy 
information

28%

Everything looks the same everywhere 22%*

I’m always worked I’m being taken 
advantage of 21%*



Her e’ s t he sur pr i se…



61% of Gen Z now 
prefer to discover new 
products in-store, a 
reversal of every 
assumption about 
digital natives.

P W C  H O L I D A Y  O U T L O O K



“Cozy” is the only 
emerging Gen Z 
consumer need showing 
both growth and scale…
comfort, warmth, 
familiar sensory cues.

T A S T E W I S E  2 0 2 6  G E N  Z  H A B I T S



12% 
of  Gen Z doesn’ t  
bel i eve t hey have a 
c l ear  per sonal  
i dent i t y



Campus di ni ng may be 
t he l ast  t r ue t hi r d 
space 



Be the cozy respite. How 
does your space offer a 

low-stim, comfort-
forward break?

T H O U G H T  S T A R T E R



Offer students the 
opportunity to learn 

more about 
themselves and 

engage more with 
others.

T H O U G H T  S T A R T E R



By answering deeper 
human needs, you 

create a more loyal, 
lasting relationship.

T H O U G H T  S T A R T E R



THANK 
YOU

menumatters.com

MAEVE WEBSTER
maeve@menumatters.com

linkedin.com/in/maevewebster

MIKE KOSTYO
mike@menumatters.com
linkedin.com/in/mrkostyo
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