
Gen. Z didn’t kill beverage 
culture — they just 
changed it



Everyone needs to drink, 
but young Americans 
really love trying new and 
different beverages
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71% of Gen. Z and Millennials in the US say 
they ‘love’ trying and drinking different 
beverages

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by 
‘I love…’ responses combines ‘I love beverages more than most people’ and ‘I love beverages a lot’.

(n=3000)



For young consumers, 
beverages are also identity



“My favorite beverages are part 
of how I express my personality”

55% 27%
Gen. Z and Millennials Gen. X and Older

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by 
Combines “Very much” and “Somewhat” responses.

(n=3000)



‘Little treat’ culture is out 
of control (in the best way 
possible)







Beverage is an adventure 
for all senses



There’s no more thrilling  
30 feet in American retail 
than the beverage case at 
Erewhon





61%
“I sometimes buy a beverage because the 

packaging / branding catches my eye”

30%
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by 
Percentages combine ‘Agree strongly’ and ‘Agree somewhat’ responses.

(n=3000)

Gen. Z and Millennials Gen. X and Older



The rise of matcha is the 
café story of the 2020s



0%

1%

2%

3%

4%

1/20 7/20 1/21 7/21 1/22 7/22 1/23 7/23 1/24 7/24 1/25 7/25 1/26
Data: Square. US and Canada only.

Matcha

Chai

Matcha zipped past chai to become the 
leading specialty tea drink at cafes in 
Square’s network



Matcha works because 
it’s perceived as healthy, 
not coffee, looks cool, is 
easily dessert-ified





Gen. Z and Millennials 
are increasingly looking 
for function from their 
beverages



Energy 
Hydration 
Protein 
Better sleep 
Calming or relaxation

Focus and clarity 
Gut health 
Fiber 
Euphoria 
Metabolism

Young consumers want beverages with 
benefits — or to help them feel something



Don’t even think for a 
second that we’ve 
reached peak protein
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~2/3 of Gen. Z and Millennials say they’re 
actively trying to consume more protein

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by (n=3000)



Where do people actually want more protein?

Very interested in trying

Very uninterested in trying

Very natural to add proteinVery unnatural to add protein

Snack bars

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by 
Excludes “I don’t know” responses.

(n=3000)

Pasta

Milk

Ice cream

Popcorn

Coffee creamer/cold foam
Coffee

Beer



Very interested in trying

Very natural to add protein

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by 
Excludes “I don’t know” responses.

(n=1461, 1539)

Red = Gen. Z and Millennials 
Blue = Gen. X and Older

Creamer /  
cold foam

Coffee
Milk

Younger people are open to protein in more places



Customization is now a 
billion-dollar business 
for Starbucks

Source: Starbucks Investor Day presentation 



62%
“I’m willing to pay more for a beverage 

that feels special or premium”

41%
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by 
Percentages combine ‘Agree strongly’ and ‘Agree somewhat’ responses.

(n=3000)

Gen. Z and Millennials Gen. X and Older
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Data: Square. US and Canada only. Represents quarterly sales of coffee drinks sold with alternative milk products.

Oat

Almond

Oat milk won the alt-milk race for coffee 
drinks in Square’s network of cafés and 
restaurants

Coconut
Soy





‘An all-natural blend of guava and 
passionfruit flavors with mango-
pineapple flavored popping pearls 
and a splash of vibrant butterfly pea 
flower infusion. Add coconutmilk or 
lemonade, and choose your 
preferred amount of caffeine…’



One last thing… Gen. Z 
didn’t kill drinking, 
either



For Gen. Z and Millennials, alcohol still 
plays an important role in social 
connections and having a good time

Very important

A little important

Not very important

Not at all important

I don’t know
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Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by (n=3000)



And Gen. Alpha is rising 
next as the beverage 
customer of the future…



…today’s novel ‘global 
flavors’ are tomorrow’s 
nostalgia, for the most 
connected generation yet


