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…we’re all about engaging in the latest 
trends and knowing what people are 
interested in now, and what they’ll be 
interested in next.  

As foodies ourselves, our latest 
research has been compiled through 
the lens of the most open, socially 
conscious and environmentally aware 
generation; Gen Z. 
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At BIG little LDN…



September 2022BIG little LDN  |  What Gen Z really want from food brands?  

Food for thought

Who are Gen Z?

Health is wealth
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What does this mean for your brand?
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WHO ARE  
GEN Z?
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They look for ways to participate 
with the brands they love, 
causes they support and find 
ways to share these experiences 
with their audiences.

Gen Z are players, 
not spectators.
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Gen Z are seekers of the extraordinary 
things life has to offer, to champion and 
celebrate. They are drawn to brands 
and people that help them live their big 
values in fun, easy and exciting ways.

Values matter.
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But don’t 
be fooled.

Although Gen Z are always 
grasping for the next best thing, 
they will not wait for your brand to 
catch up with the competition. 

They want things to be quick, 
meaningful, convenient and are 
significantly more likely to swipe 
off an ad or organic post if it 
doesn’t hook them immediately. 
Ruthless!
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Digital natives

Gen Z are digital natives, breaking 
borders through always-on 
connectivity, they are true global 
citizens. Taking ideas from the 
fringes to mainstream at the 
speed of light.  

Born into smart phones and 
social media, they instinctively 
know how to instantaneously 
share ideas and opinions, 
worldwide, from their bedrooms.
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Making sure their voices are not only heard, but 
acted upon, social media is no longer about likes 
and comments; it’s a chance to make a global 
impact.  

From #MeToo and Black Lives Matter protests to 
organising marches on climate change, they are 
creating real societal change on a global scale - 
starting from the touch of a phone.

Seen and heard.
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Individualism and curating an original sense 
of self is very important to Gen Z. Everyone 
has a platform and in a generation alongside 
Greta Thunberg and Billie Eilish, the need to 
standout is strong. Marked as being the most 
iconoclastic, inclusive, politically motivated, 
fashion-conscious, and open-minded 
generation ever, there is a lot to live up to.

Selfhood.
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Global movement

The visible things 
that change 
everyday, they 
come and go.

Fast culture

Bigger societal 
changes in 
structures, values 
and needs.

Slow culture

Gen Z are the driving force of big societal 
changes through fast culture. Finding their 
inspiration in the everyday. In order to gain 
their attention, brands must find them 
where they are most engaged.  

Eco-drivers and long-term mental and 
physical health drive them to act both 
individually and collectively. Plant-based 
and flexitarian diets are born from a need 
to look after themselves and the planet.

Data accesstext 
text 
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Online obsession

GOOGLE SEARCHES 
A WEEK.

63

Average is 25  
Hubspot

Out of all the generations, 
this audience spends the 
most time on social media. 

Gen Z spend an average of three hours a day on 
social media compared to Millennials who spend 
almost two hours a day. They are actively looking 
for inspiration, latest trends and new products to 
purchase. 
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Career driven

Their careers are high 
on the agenda. There is 
a much wider choice 
available to them now, 
than there was for any 
other generation.

Gen Z could be described as demanding in the work 
place, but they have grown up during a time when 
ways of working and the jobs available have gone 
through a huge change.  

Working from anywhere and flexible hours are now 
basic expectations. They expect more from employers 
in terms of flexibility, travel and opportunities to 
progress.  

They have high morals about which brands they will 
be associated with and will research a company's 
sustainability policies, ethical souring of goods and 
treatment of staff before applying. 

Brands who can help nurture skills, celebrate talent 
and support in discovering new career paths will win. 
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HEALTH IS 
WEALTH
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Health has become a big focus since 
the pandemic. Gen Z are making 
healthier choices in all aspects of their 
lives, but for many this starts with food. 

Conscious choices.
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Holistic wellbeing

Gen Z have the biggest 
focus on holistic 
wellbeing and self-care.

Unlike previous generations, Gen Z 
are less likely to reach for alcohol 
after a tough day and likely to seek 
more positive ways to improve their 
mental health. 

One big difference to generations 
before them is how Gen Z approach 
health as a whole. Mental health is just 
as important as physical. In fact, they 
have made it their mission to shine a 
light on the importance of mental 
health support and are working to 
remove the stigma that has previously 
engulfed generations before them. 
They would think nothing more of 
spending money on therapy or 
counselling rather than a gym 
membership. 
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Stressed out

of Gen Z have taken 
time off work due to 
stress and anxiety.

35%

of Gen Z say they 
feel stressed most 
of the time.

46%
Younger generations have 
been the most impacted 
mentally and emotionally by 
the pandemic.  

In their everyday lives they are 
searching for ways to reduce 
stress and strengthen their 
mental wellbeing. 

Data accesstext 
text
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For Gen Z, food and cooking have become increasingly important for mental wellbeing. A way 
to relieve stress and express creativity. Cooking is now a commonly stated hobby amongst this 
audience. Trying new flavours, perfecting recipes and sharing it all on social along the way. 

Mindful cooking

POST ABOUT 
FOOD

1/3
POST FOOD 
PICTURES 
DAILY

1/4
TAKE PRIDE 
IN COOKING

3/4
SAY FOOD IS 
MORE 
IMPORTANT 
POST-PANDEMIC

3/4
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 FOOD FOR 
 THOUGHT
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The plant-based 
boom

Consumer interest in both 
plant-based diets and 
lifestyles has driven a 
wave of product 
innovation in the plant-
based industry around 
the world. The number of 
new consumer packaged 
goods launched with a 
plant-based claim grew 
nearly 700% between 
2015 and 2021.  

As a result, the UK has 
seen a big rise in 
flexitarians, who enjoy 
different diets throughout 
the week.

For example, vegan 
Monday’s, vegetarian mid-
week and saving meat-
eating for the weekends. 

Gen Z are the biggest 
adopters of this flexitarian 
lifestyle. 

Plant-based foods are on 
the menu at least once a 
week for flexitarians. They 
enjoy cooking from scratch 
and are actively looking to 
plant-based brands for 
inspiration through the 
week. 
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Gen Z often move away from meat for 
environmental and health reasons but taste, 
variety and curiosity are still important when 
choosing what meat-free products to buy.  

They feel that taste is still the biggest compromise 
when choosing a meat alternative over the real 
deal - this is still a challenge for plant-based 
brands who want to balance health and nutrition 
credentials without appearing to be bland.

Taste trumps.

BIG little LDN  |  What do Gen Z really want from plant-based brands?  
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Bland is banned

Gen Z are flavour 
fanatics, exploring 
different cultures and 
global communities 
through food.

Searching for food ideas and hacks, ranging 
from classic recipes to wacky pairings. They 
aren’t afraid to try something new and mash-
up global ingredients.  

They are remixing, reinventing and 
reimagining in their kitchens, then sharing this 
all online.  

Food is fun, fast, creative and exciting but the 
way the food looks and tastes is fundamental 
to engaging with them and ensuring they 
choose your brand over competitors. 
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OF GEN Z LOOK AT 
TIKTOK AND 
INSTAGRAM FOR 
FOOD INSPIRATION.

67%

EIT Food Survey, 2021 
2,000 18-24 year olds on their relationship with food and the food industry
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Amy Wilichowski created this trend from a recipe 
she made and posted on TikTok in April 2021. There 
are still people trying and posting their own 
recreations of Pesto Eggs to this day. By May 2021, 
over 12 million people had viewed Amy’s videos and 
that month, sales of Pesto in Waitrose went up 108%.  

#Pestoeggs now holds over 274 million views on 
TikTok alone and is a leading example of how 
brands should be using TikTok to inspire, drive 
purchase consideration, sales and retailer buy-in. 

Pesto Eggs.
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This quick and easy recipe was the original creation of Finnish food blogger Jenni 
Häyrnen whose “Uunifetapasta” (Oven Feta Pasta) sparked international demand 
for both animal and plant-based variations of the Greek favourite.  

When American blogger MacKenzie Smith translated the dish, it gave inspiration 
to other influential foodies which left New York City’s Saxelby Cheesemongers 
and US supermarket chain Kroger struggling to keep up with demand.  

“This is the largest and most geographically broad interest and sales increase in a 
product that I have personally ever seen,” Walshe Birney, manager of Kroger’s 
specialty cheese counters, told the Times. 

Paying homage to the dish, TikTokers created International Uunifetapasta Day. In 
the months following, Instacart reported a 117% increase in Feta sales.  

Eric Moscahlaidis, Chairman of Krinos Foods, the largest importer and maker of 
Greek and Mediterranean food products in the US, said his company was able to 
persuade some Walmarts and Costcos to stock their Feta as a result of this 
increasing demand, proving TikTok really can make a difference at the sharp end 
of business.

Feta pasta.
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TikTokers have been raving about a two-ingredient 
vegan chicken that costs as little as 50p to make. 
Started by TikToker @FutureLettuce, the hashtag 
#veganchicken has since racked up over 86 million 
views and inspires foodies on the platform how to 
make their own Seitan using just flour and water. With 
chicken coming in all shapes, sizes and flavours, this 
is a great opportunity for other food brands to find a 
clever and relevant angle to weave themselves into 
this trend, that shows no sign of slowing down.

Vegan Chicken.
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When Little Moons hit TikTok, they couldn’t be found anywhere. Tesco 
reported a 700% increase in sales after they went viral on the social platform.  

Those who did get their hands on them, went straight to TikTok to share their 
reviews, Issey Moloney style. Since Issey published her video in February 
2021, it’s received over 334k likes however this isn’t just about vanity metrics. 
Followers showed purchasing intent through the language in their 
comments such as, “Need” “Want” “Buy” while the scrolls of conversations in 
the influencers comments about shared experiences and favourite flavours 
these deepened consumer relationship with the brand. 

A spokesperson from Waitrose said sales of Little Moons were up 340% 
compared to the previous year, "We've increased orders to reflect the 
increase in demand.” Another example of how getting it right on TikTok can 
drive retail buy-in.

Little Moons.
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Other mash ups to explore

Championed by self 
confessed enemy of food 
waste, Brennan Kai 
shows her 142k+ 
followers how she eats 
her garbage, before it 
becomes garbage. With 
over 10.9 million views of 
the hashtag, eating 
garbage has never been 
so trendy.

#EatingGarbage

When Gigi Hadid posted a 
recipe for vodka pasta on 
Instagram Stories during 
lockdown, millions of people 
took to social to upload their 
own recreations. Over two years 
later, and #VodkaPasta has 89.5 
million views and 
#GigiHadidVodkaPasta has 344 
million views on TikTok alone 
with people still making and 
creating their own variations of 
Gigi’s signature dish.

#VodkaPasta

Everything from clearing your 
skin to reducing bloating, 
#chlorophyllwater has over 
234.5 million views on TikTok. 
Why? Because it talks to the 
needs of the Gen Z community 
whose hormonal changes effect 
things like skin, digestion and 
sweat glands. If your brand 
solves a problem or talks to the 
Gen Z community in a way that 
is relevant to them, tap into that 
and create the conversation.

#ChlorophyllWater 
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Lots of plant-based brands know how to use Instagram really well, but TikTok seems to be 
neglected, despite it being the fastest rising platform for food and where Gen Z spend most of 
their social time. It’s a powerful eCommerce channel, not just a tick box.

TikTok. Tick box.

OF GEN Z SPEND FIVE 
HOURS OR MORE ON 
TIKTOK EVERY DAY

20%
RECOMMENDED 
NUMBER OF 
HASHTAGS TO USE 
PER POST

3-5
OF USERS ON 
TIKTOK ARE AGED 
18-24

52%

greenbook.org HubspotHubspot

http://greenbook.org
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SO WHAT 
DOES THIS 
ALL MEAN 
FOR YOUR 
BRAND?
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Key takeaway

If you’re not on TikTok, you’re 
not on the radar of Gen Z.

Gen Z have a distinct desire to search for newness and inspiration unlike generations before them and 
those searches are playing out on TikTok. Looking to their fellow global citizens for advice, motivation 
and opinions, food choices play a huge part in shaping who they are. Food has the power to express 
and be at the centre of the conversations when it comes to individualism, creativity and values. Those 
conversations are happening on TikTok.  

TikTok’s unique algorithm is unlike other social platforms. It favours genuine interests as opposed to 
just those with the most engagement meaning it’s much easier for organic content to start trending. If 
your brand isn’t utilising the power of TikTok it’ll be much harder and more expensive for you to reach 
the same audience on any other social platform. 

That unique algorithm means content can trend from anyone. Micro influencers have become macro 
influencers overnight and the products they use can turn into global demand driving sales and more 
importantly, convincing retailers to stock brand new products or increase their existing ranges. 

Meet the team on the 
following pages and get 
in touch to see how we 
can help you win over 
the next generation of 
consumers.

Fancy a chat?
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TikTok Strategist

Maya 
Behzadi

About the authors

Maya Behzadi is our resident TikTok expert and Social 
Strategist. A Gen-Zer herself, Maya is passionate about 
helping brands tailor their messaging for her peers. A 
self-proclaimed TikTok addict she is always on top of 
the latest trends on the platform and is able to 
translate a brand strategy to work on the platform, 
where Gen-Z are spending most of their time.    

Brands can’t just stick their 16:9, 
emotive TV ad and post it on a 
platform designed for short, snappy 
9:16 viewing. It just doesn’t work. “
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Marketing Manager

Sophie 
Collins

About the authors

Sophie Collins has over 10 years experience working on 
brand strategy and campaign execution for the likes of 
Yakult, Soreen, Nestle Cereals, Flora and Vimto. Sophie 
loves seeing the end to end process and how an initial 
strategy comes to life, translating into brand 
engagement and sales.

You can have the best campaign in 
the world, but if it’s not seen in the 
right places, it’s useless. “
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Head of Influencer Marketing

Holly 
Eddleston

Influencer Marketing at BIG little LDN

Having worked in this field for over a decade, Holly 
remembers when brands were trading lipsticks for a 
Facebook post and #Ad was yet to be a thing. 

Holly has been instrumental in running global 
campaigns for Dove, Peroni Nastro Azzurro, Diageo and 
Red Bull so if you want to know how you can best 
utilise influencers and get the most bang for your buck 
on your next campaign, get in touch.

talk@biglittlelondon.com 

mailto:talk@biglittlelondon.com
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talk@biglittlelondon.com

biglittlelondon.com 

SAY HELLO


