Gen Zs habits
and influences
transforming the
food industry
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GEN Zs ARE COMING OF AGE
AND WILL WIELD GREAT
POWER IN THE MARKETPLACE

Ages 13-17
YOUNG GEN Z
School-aged
Living At Home

Gen Zs are no longer all “kids”
Aged 13-25, a large group are 18 or older…entering
college and will be eligible to vote right now

By 2020, they will reach
84.7 million. Making
up 24.7% of the
American population
Lagging behind
Millennials and
Gen X in terms of
total numbers. In
2025, Gen Z will
be the largest
with 29% of the
population.
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Ages 18-20
MID-GEN Z
College/Work/
Armed Forces

8 seconds
Gen Z’s attention
span as compared to
the 12-second
attention span of
Millennials

Ages 21-25
LATE GEN Z
Starting Career

EXTERNAL FORCES ARE SHAPING
GEN Zs TO HAVE PROGRESSIVE
AND PRAGMATIC VIEWS
Growing up in UNREST
and UNCERTAINTY
leads to a pragmatic
approach, a desire for
control, and a need to be
informed
The INTERNET,
URBANIZATION, and
racial DIVERSITY are
leading to progressive ideas
around personal identity and
liberal societies, as well as
expanding worldviews
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47%

Gen Z

Most diverse generation
42%
38%
28%

Millennial

Gen X

Boomer

% non-white

By 2050, about 87% of the US
population will live in cities
(vs. 79% in 2000)

HYPERCONNECTED

GEN Zs ARE TECH-DEPENDENT, DIGITAL NATIVES
BUT MOBILE-FIRST CAN BE A DOUBLE-EDGED SWORD
Almost half of Gen Zs spends

10+ hours a day
on the internet

79%

show signs of emotional
distress when kept away
from their devices

49%

of Gen Zs want their smartphone to know
where they are at all times so it can offer
things they might want or need
(vs. 36% of the general population)

59%
say the internet
is their mosttrusted media
source

41% frequently explore topics on their own
(vs. 29% of teens in 2007)

80% say YouTube has helped them become
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more knowledgeable about something

PRAGMATIC DOERS

GEN Zs ARE INDEPENDENT SELF-STARTERS,
IN CONTRAST TO MILLENNIALS

• More comfortable working solo

• Thrive on collaboration

• 84% would rather have a few
friends than a large group of
friends

• Need a large and varied
group of friends

• 57% feel when something bad
happens to people their age, they
usually shake it off & move on
• Self-identify as savers,
not spenders; teen spending has
fallen 31% over the past 18 years,
even though the teen population
has increased by 8%

Photo credit: New York Times

“I am stable and where I need
to be with money now.
Because I have a home and
income, I can try things now
and be spontaneous.”
– male 24

• Known as the “trophy”
generation that “feels
entitled to have “the world
as their oyster”

• Optimistic dreamers

“My goals right now are to set myself up for success in the future…I’m career-oriented right now and want to
make as much money as possible while growing my career. I hope they come hand in hand. The challenges:
work/life balance, juggling friends, work, living a healthy life. [These] are all things I try to balance.”
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WHEN IT COMES TO MONEY,
GEN Zs ARE MUCH MORE
CAUTIOUS THAN PREVIOUS
GENERATIONS.
Gen Zs do not want to be
in debt Gen Z’ers are extremely
practical with money, choosing to save
up for big purchases rather than take
on credit card debt.

“I have my eye on goals like buying a house. I
care about things like my credit score. If you want to
get there, you have to work for it. But I also want to
step out and have fun!”
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DON’T INTERPRET GEN Zs CAUTION
WITH MONEY AS FRUGALITY.
Types of Purchases
in the Past 6 Months

$44
Billion
Annual Purchasing
Power

73%
76%

Clothing/Shoes/Accessories

59%

No Family
Spending Rules

53%

Personal Care/Beauty
Products

70%
49%

Food/Groceries

66%
51%
49%

Toys/Games/Entertainment

Technology

31%
38%

YOUNG GEN Z: AGES 14-17
OLDER GEN Z: AGES 18-21
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GEN Zs SEES BENEFITS TO SHOPPING ONLINE AS
WELL AS IN BRICK AND MORTAR STORES

% OF GEN ZERS SAYING THAT BOTH
BRICK & MORTAR AND E-COMMERCE DO
THESE THINGS WELL…
Has the brands I want

79%

Low pricing

70%

Enjoyable experience
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66%

Large product selection

56%

Easy to find what you're looking for

55%

Great rewards/loyalty programs

55%

BRANDS NEED TO ESTABLISH
THEMSELVES AS A STATUS
SYMBOL OF BELONGING
AMONG GEN Zs
“BRAND NAMES ARE A
STATUS SYMBOL”

33% 29%

Younger Gen Z
(ages 14-17)

Older Gen Z
(ages 18-21)

Millennials avg = 24% & Gen X = 22%
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GEN Zs ARE WILLING TO
SPEND, BUT THEY WANT
VALUE AND EXPERIENCES
FOR THEIR MONEY

20%

31%

21%
27%
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Gen Zs Skew AFH
Very low prices

+18

Foods I can’t easily have at home

+16

Cool / hip setting

+16

Good portion sizes

+12

Fast / able to get in and out quickly

+11

THESE YOUNGER DINERS SEEK VARIETY, CONVENIENCE,
VALUE AND ENTERTAINMENT, BUT THESE DRIVERS ARE
LIKELY TO CHANGE WITH AGE.
The top five chains with the highest overall visit satisfaction rating from Gen Zers

76%
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74%

72%

71%

70%

WHAT ARE THE GO TO FOODS FOR GEN Zs?
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BIG

SMALL

With the blurring of meal time along with Gen Zs need states
and demand moments, it’s important to satisfy the blurring of
dayparts.
Gen Z consumers are seeking
both on-the-go formats
that can also being filling as prefer to build a
meal of appetizers or snack foods.
With a huge emphasis on connectivity,
they would rather share a few apps than have a meal
to themselves.
Gen Zs move fast, stay up later,
wake earlier meaning they want all
types of foods to be available to them during
any daypart.
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BIG

SMALL

Satisfy all occasions and appetites big or
small with solutions for portable snacks
and mini-meals.
CONSUMER NEEDS
• Consume to-go on the way to
school and in a vehicle or outdoors
or on the couch
• Balanced & grounded

FOOD PERSONA
• Multi-tasker
• Classic but bold & unique
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ATTRIBUTE AMPLIFICATION
Bold flavors and ethnic queues can be leveraged
to take the everyday icon to the next level.

59%

Take the best part of an iconic food item and magnify
it for a heighted sensory experience.
Gen Zs are exposed to more
international flavors then any other
generation. Indian, Middle Eastern, South
American, and Asian flavors are popular.

Gen Zs are seeking BOLD
flavors gravitating to flavor
Combos satisfying their sweet
tooth at the same time
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Savory & Spicy

55%

63%

Sweet &
Smoky

Sweet & Spicy

58%

Sweet & Salty

54%

67%

Sweet &
Tangy

Sweet & Sour

57%
Sweet &
Savory

ATTRIBUTE AMPLIFICATION
Take the best part of an iconic food item
and magnify it for a heighted sensory
experience.
CONSUMER NEEDS
• Elevated sensory cues
• Craving for the bizarre
• Experimenting with extreme food

FOOD PERSONA
• Confident and bold
• Independent
• Rule breaker
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STRETCHING THE COMFORT ZONE
Sometimes food isn’t just food. When Gen Zs eat, they
desire the ego satisfaction of being “adventurous”.
Gen Zs view themselves as
“curators” of cool food

Gen Z consumers respond to the
“new and unexpected.”
Gen Z consumers desire
distinctive experiences—how can
comfort food still be new and exciting as
they want to be adventurous while also
keeping their food familiar.
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STRETCHING
THE COMFORT ZONE
Leverage nostalgic and indulgent foods
and flavors to create the ultimate
“therapy food” while making it cool
again by pushing the limits.
CONSUMER NEEDS
• Making the classics cool again
• Safe exploration for simpler palates
• Exciting to eat and share on social media
FOOD PERSONA
• Warm, cozy, dependable
• Effortlessly cool
• Risk within reason
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The Bagel that
Broke the
Internet!

INGREDIENT UNDERGROUND
Fun, unique food
expression is happening
all around us.
For Gen Zs, who love
food, discovery is
about self-expression
and recreating
something
in a new form.

Not every curator is a critic or
hipster—Less “foodie” and more
“palate pioneer,” they simply love
food and want to share
their love with the world.

Gen Z culinary explorers pride
themselves on discovering
the new and exciting.
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INGREDIENT
UNDERGROUND
Leverage mainstream ingredients or
flavors to deliver on the need for
exploration, adventure.
CONSUMER NEEDS
• Craving for a diversity
• Safe exploration to meet different needs
• Desire to feel sophisticated and trendy

FOOD PERSONA
• Confident, independent, ambitious
• Flexible with purpose
• True to one’s self
20

360 DEGREE WELLNESS
Gen Z consumers are growing up to expect functional foods, less sugar, and all around
better-for-you options to help them avoid future health problems.

Gen Zs care about the ingredients
in their food, as well as their food’s
impact on → natural and organic are
key drivers
Gen Z is more likely to eat plant-based
foods because they know someone who is
vegetarian or vegan.

Gen Z consumers gravitate toward
ingredients with a healthful food
story about sustainability and
“real” qualities.
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360 DEGREE WELLNESS
Gen Z consumers see food as a
major role in their own health &
wellness and the health & wellness
of the environment.
CONSUMER NEEDS
• Motivated by a mission
• Next gen personalized nutrition

• Holistic benefits: Mind, body, soul
FOOD PERSONA
• Positive
• One of a kind
• Transparent
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RECAP:
WHO ARE GEN Zs?
Themes that clarify the
Gen Z mindset and impact
their approach to
everything

SEVERAL TYPICAL GEN Z
GOALS DRIVE THESE THEMES:

HYPERCONNECTED
DIGITAL NATIVES
POST-DEMOGRAPHIC
BUSY LIFEHACKERS
INFLUENCED BY
AUTHENTICITY
PRAGMATIC
REALISTS
MOTIVATED BY
A MISSION
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SAFETY,
PLANNING
FOR A
SECURE
FUTURE…

RECAP: WHAT IS DRIVING
GEN Zs FOOD CHOICES?
Themes that can
drive food innovation
to attract Gen Zs

BIG

SEVERAL TYPICAL GEN Z
GOALS DRIVE THESE THEMES:

SMALL

ATTRIBUTE
AMPLIFICATION

STRETCHING THE
COMFORT ZONE
INGREDIENT
UNDERGROUND
360 DEGREE
WELLNESS
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HEIGHTEN
THE
UNEXPECTED

Gen Zs habits
and influences
transforming the
food industry

Thank You!

