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Gen Z: 

People born between 2002 and 1994 (15 - 23 years old)

Gen Y: 

People born between 1993 and 1981 (24 – 32 years old)

Gen X+: 

People born before 1981 (33 years old and above)

Gen Z just entered the labor market



Born in a digital world with full 
access to information

Digital vs. physical is a very 
blurred line

The definitive 
truth about 
Gen Z that sets 
it apart:



14.4mil

POPULATION

892,443vnd

OUT OF HOME SPENDING

PER MONTH

…and its spending on food and 
beverages is surprisingly high



Gen Z grew up in a generally healthy economy

Source: World Bank



We have been tracking 
it carefully since 2015

Key findings:

• Digital native but physically awkward

• Mobile is a must

• Social media conscious

• Smart and in the know

Source: Decision Lab & OMD research, Sep 2015. Read the full report here: 

http://www.decisionlab.co/download-material-genzilla-vietnam


Gen Z eating its 
way into the 
Out of Home pie



Q3 2016  – Q2 2017

181
ANNUAL VISITS PER CAPITA 

Q4 2016  – Q3 2017

197
ANNUAL VISITS PER CAPITA

Gen Z is eating out more and more

Source: Aggregate Foodservice Monitor data from Q2 2016 to Q3 2017

n = 4,735 n = 4,498 

9%



VIS ITS  IN  Q3  2016

14%
OUT OF TOTAL OOH - (91 MILLION VISITS)

VIS ITS  IN  Q3  2017

19%
OUT OF TOTAL OOH - (133 MILLION VISITS)

As a result, their contribution to the 
market increased substantially

Source: Aggregate Foodservice Monitor data from Q2 2016 to Q3 2017

n = 4,735 n = 4,498 



And its behavior is shaping the winners 
and losers in the market

0.2%
HOTEL

1%
FINE DINING

25%
QUICK SERVICE

18%
FAST CASUAL

0.5%
BAR/CLUB

17%
CONVENIENCE STORE

20%
CANTEEN

18%
STREET FOOD

0.3%

30%

13%

24%
19%

2%

11%

1%

Gen Z

Others



54.0%
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64.3%
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n = 3314

Shops specialize in Vietnamese and 

Bakery are more popular amongst 

Gen Z.

Gen Z also love to explore shops 

with foreign specialization. 

The Gen Zs are 
early adopters 
of new foods

Source: Aggregate Foodservice Monitor data from Q2 2016 to Q2 2017



• Servings in million
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Servings per capita

Their thirst is crunched by tea and milk while 
leaving coffee and alcohol to the older generations

n = 3,314Source: Aggregate Foodservice Monitor data from Q2 2016 to Q2 2017



GEN Z: SERVING RATE =

6%
OTHERS: SERVING RATE = 

1%

Indeed, this generation is accountable 
for the boom in bubble tea!



VIS ITS  IN  Q2  2016

6%
OUT OF TOTAL OOH - (91 MILLION VISITS)

VIS ITS  IN  Q2  2017

117%
OUT OF TOTAL OOH -(133 MILLION VISITS)

While leaving coffee shops to suffer

Source: Aggregate Foodservice Monitor data from Q2 2016 to Q3 2017 (n=19,089)

COFFEE SHOPS BUBBLE TEA SHOPS



If this is where the 
growth is, 
how can we tap into it?



Capture Gen 
Z’s attention 
on mobile

Give them 
positive 
experiences 
and receive 
better reviews

Facilitate 
shareable 
moments

Use Gen Z to 
fill low traffic 
day-parts



Capture Gen Z’s 
attention on mobile



The mobile phone is 
Gen Z’s lifeline



Source: The Four Cs of Mobile Marketing Report, Decision Lab, 2016

Q16. When it comes to researching information about brands / products that you want to buy, which of the following 

devices do you use the most?

Mobile is the first choice when 
interacting with brands
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15 - 24

25 - 3435 - 44

45 -54
Smartphone

Computer/ Laptop

Tablet/ iPad
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What they do online, they do 
on their mobile

Activities done on mobile phone (%)

Q22: How often do you do the following on your mobile phone itself?  (n=710)

33%

33%

38%

39%

40%

46%

52%

60%

11%

12%

13%

9%

12%

11%

10%

12%

Read news/ magazines

Watch video clips

Play games

Message/ text someone

Social media

Search on the Internet

Surfing web

Listen to music

More than once per day Once a day



Push for authentic 
online marketing & 
ensure real life 
positive consumer 
experience
Why authentic marketing & positive consumer experience?

How to do this?



• % of responses

% of visits – Q3 2017

Besides being skeptical about the internet, Gen Z’s 
tendency to shop around make them develop high 
standards of evaluating F&B outlets

Gen Z are more picky 

about places they would 

recommend, while other 

generations are more 

lenient. 

n = 3314Source: Aggregate Foodservice Monitor data from Q2 2016 to Q2 2017

40%

28%
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Be careful as they are always online 
and communicating



% of responses

Although Gen Z spend a lot of time online, they 
don’t trust everything they see on the internet

Gen Z rather trust their 

family members and 

experts than online 

reviews and social media.

n = 710Source: Decision Lab & OMD research, Sep 2015

87%

83%

73%

34%

28%

28%

13%

17%

27%

66%

72%

72%

Online reviews

Comments or feedbacks on Facebook

Celebrity’s comment or testimonials 

Siblings

Experts’ advice

Parents

Do not trust (%) Trust



To win over Gen Z’s trust, businesses 
should be more authentic when promote 
online and focus on ensuring positive 
experience to real consumers



Facilitate shareable 
moments



Gen Z are social 
media conscious
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Online and offline are blurred 
and social media helps you 
make real bonding with close 
friends 

Q4: How much do you agree with the following statement? (5 point scale) (n=710)

47%

55%

60%
My relationship with people around me 

gets better when we stay connected online

I use online social network to expand my 

friend circles-more friends more fun

The first thing I normally do when I am 

bored is to look for friends online
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This is also 
seen by their 
adoption of 
more intimate 
social media 
platforms

57%

24%

16% 16% 15%

54%
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GenZ Other

Gen Z vs. Other generations

Q: What are the most important apps on your mobile phone?

Decision Lab Device Study - 2017



They want to express 
themselves and 

connect with their 
circles



Providing a place with decorations 

and space allows Gen Z to hang 

out with friends and document 

their hangout experience.

Sharing 
moments of 
friendship



Creative menus and well-crafted 

dishes also attract Gen Z to share 

pictures of the food or of them 

eating.

Sharing 
their passion 
for food and 
discovery
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n=710

But Gen Z is 
also very 
concerned 
with social 
issues 

Leverage 
this to 
connect and 
create 
shareable 
momentsQ6: How much do you care about the following causes or happenings? (top 2 boxes)

77%

70%

69%

68%

68%

67%

63%

62%

61%

52%

49%

47%

46%

Hoang Sa/ Truong Sa dispute

Universal education

Gender equality

Animal protection & animal rights

Recycling & environment protection

Woman rights

Robbery

Freedom of speech

Equal rights for all races

Public facilities for the disabled

Cyber crime

Online privacy

Terrorism



Use Gen Z to fill low 
traffic day-parts



Gen Z do not discriminate against any 
day part. They eat all the time

133

millions 
VISITS OF GEN Z TO 

FOODSERVICE OUTLETS 

IN Q3 2017

Gen Z eat out a lot throughout 

the day, so the difference in 

visits % between each occasion 

isn’t as dramatic compared to 

other generations.

23%

17%

21%

18%

15%

7%

29%

12%

32%

12% 11%

4%

Breakfast Morning snack Lunch Afternoon snack Dinner Late night snack

Gen Z Others



Not only do they eat all the time, they 
spend on snacking occasions as much 
as main meals

35,550 

48,206 
52,265 

60,931 

71,128 
64,316 

43,641 

69,302 

80,807 

57,084 

127,284 

89,687 

Breakfast Morning snack Lunch Afternoon snack Dinner Late night snack

Gen Z Others

Gen Z spend more on morning 

snack than breakfast, more on 

afternoon snack than lunch, 

and only slightly less on late 

night snack than dinner.



Summary

DIGITALLY NATIVE 

AND ALWAYS 

MOBILE 

HIGH VISIT 

FREQUENCY
MORE SNACKING

CAPTURE GEN Z’S 

ATTENTION ON 

MOBILE

GIVE THEM 

POSITIVE 

EXPERIENCES AND 

RECEIVE BETTER 

REVIEWS

FACILITATE 

SHAREABLE 

MOMENTS

LESS ALCOHOL 

AND COFFEE. 

MORE TEA AND 

MILK

HARD TO PLEASE 

AND VOCAL 

ABOUT IT

USE GEN Z TO FILL 

LOW TRAFFIC DAY-

PARTS



Reach out to us

4 4  F L O O R  - B I T E X C O  F I N A N C I A L  T O W E R

2  H A I  T R I E U ,  D I S T R I C T  1

H O  C H I  M I N H  C I T Y ,  V I E T N A M
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