
Food and Social 
Media  Habit s of 

Gen Z





Outline 
• Overview of Gen  Z
• Socia l Media  Ha bit s  
• Im pa ct  on  t he Food Syst em s 

⚬ Sust a ina bilit y
⚬ Diverse  
⚬ Consum er  & Com pa ny Trust
⚬ Crea t ivit y in  t he k it chen

• Conclusion



• Anyone born between 1997 -
2012
⚬ Curren t ly a ges 10  - 25

Who is Gen Z? 

• La rgest  genera t ion  
⚬ 27% of world ' s popula t ion

• Explor ing & set t ling 

Why do we care? 



What sets them 
apart? 
• Digit a l Na t ives

⚬ High ly con n ect ed 
⚬ Fa st  decision  m a kers 

• COVID gen era t ion  
• Most  diverse  
• Expressive t h rough  

con sum pt ion



Social media habit s
• 95% of Gen  Z owns a  sm a rt phone (globa l)

h t t ps:/ / 99 firm s.com / blog/ gen era t ion - z- st a t ist ics/ # gref



https :/ / www2.deloit t e .com / uk / en / in sigh t s/ in dust ry/ t ech n ology/
gen - z- n ews- con sum pt ion .h t m l

h t t ps:/ / t h em a n ifest .com / socia l- m edia / h ow- differen t - genera t ion s- use- socia l-
m edia

Sources of informat ion by genera t ion 

Top socia l media  pla t forms 



https://www.digitalinformationworld.com/2021/03/report - 97- percen t - of- gen- z- con sum ers.h t m l# post im a ges- 1



Impact on the Food System

• Hea lt h y
• Pla n t - ba sed
• In sect - ba sed
• Orga n ic

Gen  Z va lues + socia l m edia  = food 
t rends

Sust a in a bilit y

Susta inable foods as defined 
by Gen Z: 

• Na t ura l
• Loca l 
• Et h ica lly 

sourced



https://www.weforum.org/agenda/2022/03/generation - z- sust a in a bilit y- lifest yle- buyin g- decision s/



https://www.agilitypr.com/pr - n ews/ public- re la t ion s/ sust a in able- re t a il- expect a t ion s- on - t h e- r ise- wit h - gen - z- shoppers/



https://www.agilitypr.com/pr - n ews/ public- re la t ion s/ sust a in able- re t a il- expect a t ion s- on - t h e- r ise- wit h - gen - z- shoppers/



Sustainability - Food 
packaging

• Recycled 
• Compostable 
• Cellulose 
• Mushroom 



Sustainability and 
grocery st ores a nd 
services 

• Physica l Store
• Online
• Local Markets  
• Meal Kit s
• Delivery Services 



• Authentic & global offerings

• Exotic flavors

• Creative combinations 

Diversity



Trust between consumer 
and company

• Qua lit y
• Con sist en cy 
• Sa fe
• Tra n spa ren t  

⚬ Person a l con n ect ion  
￭ a lign s wit h  va lues

⚬ Socia l m edia  & 
a ccoun t a bilit y



Gen Z in the kitchen
• 73% of Gen  Z cooks a t  h om e 

⚬ Sa ves m on ey, h ea lt h y, 
sust a in a ble , br in gs fa m ily 
t oget h er  a n d t ren dy

• In sp ired by socia l m edia  
⚬ Yout ube, TikTok  a n d 

In st a gra m  



Viral Food Trends 
• Pancake cerea l
• Dorito mozzarella  st icks
• Cloud bread
• Whipped coffee



Viral Food Trends 
• Raw carnivore diet
• Raw water
• Sleepy chicken
• Pink sauce



Summary 
Gen Z + socia l media  + Food =
⚬ Self expression 

￭ Values 
￭ Passions 

⚬ A way to connect  



"I realized very early the power of 
food to evoke memory, to bring people 

together, to t ransport  you to other 
places, and I wanted to be a  part  of 

tha t ."  

J ose Andres Peurta
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