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MENU MATTERS
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Gen Z Feels pressure...

0%

to eat a certain way to “show”
that they’re healthy

8%

to care about certain political issues
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91%

to care about the environment
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food choices they make from
rs on social media



Decision fatigue

Menu anxiety
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“..brands
winning with Gen
Z are those
creating content
and activations
that touch each
one.”
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Of Gen Z do a lot of research before making a
purchase
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Look at menus online before visiting a
restaurant
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MENU MATTERS

Top Sources for Researching
Products

Gen Z — Have you used any of these to research a food/ beverage productor restaurant before you
purchased/ visited?

Instagram 45%

Tik Tok

YouTube 44%

Reddit




As a result...

Gen Z — Have you ever done any of the following?

Did not visit a restaurant
because no online info

Stopped eating something because
someone online said it was unhealthy

Stopped buying a product that was
overexposed on social media

23%

39%



58%

Have purchased
something based on

influencer
recommendations
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Gen Z is Significantly Less
Likely to Rely On...
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39% 32% 29%
Experimenting with new foods at Experimenting with new foods at home & Experimenting with new foods at
home at restaurants restaurants



PRURURY

Look for foods, flavors, ingredients or beverages

from a country they recently visited once back
home



Purchased a product or visited a restaurant after seeing it on streaming
show/ movie
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Triggering a Purchase

Gen Z - Think about the last time you made an unplanned food/ beverage purchase. What
triggered this impulse buy?

Had a craving

Eye-catching packaging

Tasted a sample 25%

Saw someone else eating/ drinking 22%

Was at check out 22%

Smelled it 20%
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