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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

Source: Ketchum, Jan 2024

91%

to care about the environment
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Decision fatigue

Menu anxiety
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Over 66% feel
like their eating
patterns are
wrong...

Source: Ketchum, Jan 2024
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Inspiration & Exploration



ource: Vogue Business/ Archrival

“...consumption today is an

infinite loop of inspiration,

exploration, community &
loyalty.”

“...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

66%

Source: Vogue Business/ Archrival



Look at menus online before visiting a
restaurant

58%
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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

39%

23%



58%

Have purchased
something based on
influencer

recommendations

Source: Hubspot May 2024



Gen Z is Significantly Less
Likely to Rely On...

Millennials




, 7~ SccialAdvers £ commercefal  opine ourchace Product
! .\' devicese.qg. Reviews -
{ \ mobile,iPad, ,” g "
Targeted 1 \ Laptop, Apps \ ,
emails ! ™V and all websites)/” v Community Forums

*

adverts Q J J

! I
I !

Repeat

Awareness Consideration Post Purchase
Purchase

I
!

In Store
Purchase \

\
Word of
Mouth

.’ Online 9
~ -
\ ; Adverts B ‘S;cial Networks
N 7 © s ’
Digital W~

Personalised
Coupons

Source: salespanel.com



39% 32% 29%
Experimenting with new foods at Experimenting with new foods at home & Experimenting with new foods at
home at restaurants restaurants



74% 0 60960 o

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

29%




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%



Ranked 1, 2 65% 55% 41% 24%
Score 3.9 34 3.3 2.6 1.8



What Turns Off Gen Z
at Restaurants?

S7%

of Gen Z are turned off by bad
smells

950%

of Gen Z are turned off if the staff
is unfriendly

94%

of Gen Z are turned off if things are dirty,
unclean, sticky

46%

of Gen Z are turned off if it looks run down or
poorly maintained




What Turns Off Gen Z
with Food/ Beverage Products?

32%

of Gen Z are turned off by boring
description of taste, experience

30%

of Gen Z are turned off if the
package feels weird

30%

of Gen Z are turned off by a lack of information on
the product’s background, story

30%

of Gen Z are turned off by too much packaging,
packaging overkill




WHAT THEY SAY

Y

WHAT THEY EAT

76% . 16%

OF GEN Z SAY THAT
SUSTAINABILITY IS AN
IMPORTANT FACTOR WHEN
MAKING A FOOD PURCHASE.

Source: Ketchum Jan 2024

SAY THEY LOOK FOR
SUSTAINABLY SOURCED
INGREDIENTS ON LABELS
OF AFOOD THEY'RE

CONSIDERING PURCHASING.
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WHAT THEY SAY WHAT THEY EAT
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72% - B 5%

SAY ANIMAL WELFARE HAVE SAID THAT ANIMAL
IS AVALUE THEY LOOK WELFARE HAS IMPACTED
FOR WHEN MAKING A THEIR EATING PATTERN.
FOOD PURCHASE.



Loyalty
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32% of Gen Z
feels like they
constantly have to
watch out because
every brand and
restaurant is trying to
take advantage of
1
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Algorithms
are a Little
Creepy

X
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4%

Gen X
of Gen Z has noticed topics/ ads show up after

talking about it near their phone, etc.

Boomers

M It's great!

i Helps me find, experiment

i Helpful, but a little creepy



50% of Gen Z believes their algorithm knows their tastes
better than their parents

Source: Vogue Business/ Archrival
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QUESTIONS?

BNETNNZ
e: maeve@menumatters.com
c: 3124200724 BEQY MATTERS

www.menumatters.com



