
New research conducted by Benenson Strategy Group reveals how Gen Z 
are feeling this Valentine’s Day. This report was comprised from a survey of 
800 online interviews with people ages 15-25 living in the United States. 
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(Unfortunately for the 
cynics) fewer than 1 in 10 

Gen Z want to “cancel” 
Valentine’s Day
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Love Snapshot: Gen Z

This Valentine’s Day, a majority of Gen Z are single – on purpose. 

But this doesn’t mean Gen Z are interested in eschewing traditional romantic institutions like 
marriage, or even “canceling” less consequential romantic traditions like Valentine’s Day. 

While few Gen Z have yet walked down the aisle (only 6% are married) at this point in their lives, nearly 8 in 10 
(78%) say that it’s important for them to get married one day. Marriage is especially important to cis females and 
those who identify as Republicans. 

For some Gen Z, being single may, at least in part, 
be a function of current priorities. More than 7 in 10 
(72%) say that their professional life – be it a career 
or job – is a bigger priority for them right now than 
their romantic life or finding love. 

58%
Single

Those most likely to be flying solo are cis 
males and those under 21 years of age. 

19%
In a long-term relationship 
(but not married) 

14%
Casually dating

6%
Married

3%
In an open relationship or a “throuple" 
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IMPORTANT NOT IMPORTANT

Cis Male 68%

Cis Female 51%

Transgender or Non-binary 41%

15–21 64%

22–25 47%



How Gen Z falls in love…with people and brands 

Whether it’s meeting in classrooms, on the job, being set up by friends or family, or first meeting 
in a public space like a bar or restaurant – Gen Z are falling in love IRL. 

Gen Z is often called the first “online generation” – the first group to grow up not knowing a world before the 
internet, the smartphone, and social media. But when it comes to their love lives, old school “offline” means of 
meeting a romantic partner are still very much the norm as well as the aspiration. 

HOW PEOPLE ACTUALLY 
MEET PARTNER

Desirable and realistic

Less desirable but realistic

Desirable but unrealistic

Less desirable and unrealistic

Set up by friends

Set up by family
Through a dating app

Through social media

At a bar, 
restaurant, 
or club

Through a hobby or shared 
interest

At work

At school

At a religious institution
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Gen Z’s online love stories are much more likely to 
have come through social media generally (40%) 
than dating apps specifically (21%). Just 1 in 5 
(21%) have met a past romantic partner on a dating 
app. Moreover, in the future, if they had their way, 
very few Gen Z have any interest in looking for 
love online. Only 1% say their preferred way of 
meeting a future romantic partner would be through 
a dating app and just 6% would want to meet 
someone through social media.   
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Met at school

Through social media

Through a dating app

Meet through a hobby or shared interest

Through social media

Through a dating app

How people want to meet partner

How people actually meet their partner



NOT EQUALLY IMPORTANT

Gen Z look for many of the same qualities in a romantic partner 
as they do in the brands from which they buy or admire. 

Honesty, above all else, is the quality Gen Z view as non-negotiable both in their romantic relationships and 
their relationships with brands. Around 7 in 10 say this quality – honesty – is one of the top 3 traits they look for in 
partners and brands. Being family oriented, having shared personal values, and thinking about money in the same 
way as them are other qualities that Gen Z view as important to romantic and brand relationships alike.

How Gen Z falls in love…with people and brands 

70
65

28 30
24 20

13
18

In other ways, there are qualities that matter to Gen Z when it comes to their romantic relationships but not
their brand relationships – and vise versa. Gen Z want a partner to make them laugh, but brands don’t need to be 
comedians to make sales. Gen Z are around twice as likely to say it’s important for their romantic partner to have a 
sense of humor as it is for a brand. On the other hand, Gen Z are twice as likely to say that it’s important for a brand 
to share their political values as it is for a romantic partner to share their political convictions.   

EQUALLY IMPORTANT

Important in a romantic partner Important in brands you buy from/admire
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24

53

6 12
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Honest Family-oriented Share the same 
personal values 

Thinks about 
money like me 

Sense of humor Compassionate Well respected Share the same 
political values
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To win Gen Z’s hearts, brands must treat their customer (meaning Gen Z) 
and their workers with respect. 

How Gen Z falls in love…with people and brands 

If you learned a brand was doing each of the following, 
would you consider it a 'green flag’ meaning  it would make you view the brand more 

positively or make you want to use it, or would it make no difference either way? 

Protects my personal data 

Offers frequent discounts, promotions, and deals

Treats their employees fairly

Pays its workers a living wage

Supports efforts by its workers to unionize

Has made commitments to diversity, equity, and inclusion

Provides support of gender transition for its workers

Covers the cost of travel for reproductive care for its workers

Takes a stance on social justice issues

Has a diverse leadership team

Produces sustainable or eco-friendly products

Has made environmental or sustainability efforts a priority

Is powered in part by renewable energy

Is carbon neutral or net zero emissions

Is transparent about their finances

Has a reputation for being progressive

Only manufacturers its products in the United States

Takes a stance on political issues

CUSTOMER
How brands handle customer data 
is paramount. And it helps of course 
when they are sensitive to their 
pocketbooks with deals and low 
prices. 

WORKER’S RIGHTS
But Gen Z are not just focused on 
themselves – the well-being of 
workers in the companies from 
which they buy are of equal 
importance to their own interests. 

DEI
Diversity, equity, and inclusion 
(DE&I) efforts are important to 6 in 
10 Gen Z, most of all those who are 
cis females, transgender, or non-
binary. This includes efforts that 
start at the top. Cis females, 
transgender, or non-binary Gen Z 
want to see that a brand has a 
leadership team that includes 
people like them, including 
communities of color, LGBTQ+ 
folks, and women. 

ENVIRONMENT
Green washing won’t be enough to 
win-over Gen Z’s affection. Brands 
have to deliver on their 
commitment to environmental 
sustainability by producing eco-
friendly products and running their 
operations through clean or 
renewable energy sources. Courting 
by way of environmental integrity is 
most resonant among cis females, 
transgender, and non-binary Gen Z 
groups.   
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70%

69%
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54%

52%

50%

59%

59%
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56%

56%
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How Gen Z falls out of love…with brands 

Gen Z are not wed to their favorite brands – in fact, 8 in 10 are ready to cheat on them. 

To keep their affection, brands must continue to court them in more ways than one – or risk being “cheated on.” 

Price and quality are enough to persuade 
half of Gen Z to jump ship. 

On several issues, Gen Z who identify as 
Democrats are much more likely to fall 
out of love with a brand than those who 

identify as Independents or Republicans. 

Gen Z are not under the 
influence of influencers. 
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Failing to do better than the competition 
on treating workers respectfully could be 
enough for nearly 2 in 5 to fall for another 
brand that’s doing more for its workers. 

38%
33%

44% 44%

36%
31%

37%

26%

Put people before profits Paid its workers well

Total Dem Ind Rep

Would you 'cheat' on a brand you feel loyal to if a competitor…51%

49%

58%

55%

50%

46%

47%

50%

Offered a
better price

Offered
better quali ty

Would you 'cheat' on a brand you feel loyal to if a competitor…

For all their posts and endorsements, 
Gen Z report that influencers have little sway in 
moving them away from their favorite products. 

Only around 1 in 10 Gen Z say they’d cheat on a 
preferred brand if an influencer they follow 

endorsed a competitors’ product.   

28%

21%

40%

33%

24%
19%

26%

13%

Made stronger commitments
to diversi ty, equity, and

inclusion efforts

Had a CEO who was a
woman, LGBTQ+, or person

of color

Would you 'cheat' on a brand you feel loyal to if a competitor…



Something else that may come between a Gen Z and their favorite brand? A significant other. 

How Gen Z falls out of love…with brands 
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Across many categories – from toothpaste to toilet paper, from cereal to cars – Gen Z are ready to drop a 
preferred brand and switch to their romantic partner’s choice. Isn’t that romantic?

Brands should note: cis male Gen Z are notably more “flexible” or willing to make a brand switch in the name of 
love than their cis female counterparts on a number of products or categories. If fighting for brand loyalty, cis 
females may be the ones to court.  

In the future if/when you move in with a partner, which of the following categories would you NOT be willing to 
switch from your brand of choice to their preferred brand? *Asked among those who are currently single 

Your preferred airline

12% 14% 10% 12% Your preferred cleaning supplies

16% 12% 22% 13%

“Whatever makes you happy makes me happy” 

“Don’t Even Think About Switching It” 

Your preferred newspaper, magazine, or news subscription

17% 18% 16% 3%

Total Cis Male Cis Female Transgender or 
Non-binary

I would change anything for my partner

18% 22% 12% 14%Your preferred gym or exercise company

19% 20% 19% 14% Your preferred brand of toilet paper

21% 19% 25% 35%Your favorite or preferred automotive brand

22% 23% 21% 6% Your preferred type or brand of cereal

23% 21% 25% 31%Your preferred toothpaste brand

24% 21% 28% 13% Your preferred face wash

28% 16% 45% 23%Your favorite or preferred brand of electronics

29% 26% 35% 17% Your preferred shampoo or conditioner

31% 27% 37% 24%Your preferred type or brand of soft drink/soda

31% 26% 39% 26% Your favorite or primary video streaming service

32% 29% 38% 19%Your favorite restaurant chain

32% 30% 37% 44% Your preferred music streaming service

39% 37% 44% 31%Your preferred type or brand of smartphone

40% 31% 52% 32%



First Date Etiquette – The Do and Don’ts 
of Dating According to Gen Z 

On a first date…
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DO DON’T

80%

Hold hands

say it’s ok

67%

Kiss

say it’s ok

41%

Get too intimate

Only 4 in 10 think you should go back to someone’s home. 
Fewer still think it’s a good idea to have sex. 

30%

Get too loose

Only 3 in 10 think it’s okay to get drunk.

Split the check?

54% of cis males say it’s ok

69% of cis females say it’s ok

75% of transgender or 
non-binary say it’s ok

What are you supposed to (or allowed to) talk about on a first date? Some might see it as a minefield, but Gen Z 
have advice on which topics to cover, which to talk about at your own risk, and which to steer clear on a first date. 

81%

77%

70%

67%

69%

68%

54%

54%

Culture. Your favor ite movies, TV shows, or books

Career goals. What you want to do f or  work or as  a
career

Your childhood

Your relationship with your family

Rain, snow, or sun. The weather 
(so long as you’re okay with being boring)  

Your weaknesses. Fears and phobias

Religion. Your religion or  religious beliefs

Kids. Whether you want to have them one day or not

If you want to roll the dice, talk about…

Marriage. 
Whether or not you want 
to get married one day.

50% say it’s ok

Work Stress
Frustrations with 
your current job.
50% say it’s ok

In your opinion, on a first date, which of the 
following topics are okay to talk about?

61%

57%

55%

55%

Your last romantic  relationship

Politics. It’s almost as bad as talking about 
your ex and it's bipartisan.

How much money you make

The debate over  abortion access and a
woman's right to choose (except if you are

a Democrat)

In your opinion, on a first date, which of the 
following topics are not okay to talk about?
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34

28

24

25

21

28

20

Love in the Time of Inflation 

The last few years have been hard to forge new (in-person) connections. 

First, pandemic lockdowns put many love lives on hold. Now, persistent rising costs are forcing many Gen Z to look 
to more frugal means to show they care.

I go on less dates 
than I would normally

25

23

29

26

I go on cheaper dates 
than I would normally

A quarter (25%) say 
inflation has caused 
them to go on fewer 

dates or to go on cheaper 
dates (25%) than they 

normally would. 

30

22

37

38

I buy fewer gifts 
than I would normally

17

14

20

16

I travel less 
with my partner

A third (30%) say they are 
buying fewer presents for 
their partner, a trend that 
is even more pronounced 
among cis females (37%) 
and transgender or non-

binary (38%) Gen Z. 

Nothing is 
changing for me
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Total Cis Male Cis Female Transgender or 
Non-binary



Gen Z’s Outlook on Industries

As the first true internet generation, it’s perhaps unsurprising that Gen Z look favorably upon 
much – but not all – of what the digital landscape has to offer. 

Between virtual reality, artificial intelligence, and even the big tech companies who’ve been catching the ire of older 
generations as of late. 

But not all tech is equal. NFTs and crypto - not long ago the darlings of Gen Z-preferred platforms - are now black 
sheep, with a majority of Gen Z unfavorable to both. Also unpopular are tobacco and vaping, and gambling. 
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Beginner friendly investment platforms

Virtual reality

Big tech companies 

Artificial Intelligence (AI)

Cannabis industry

Self-driving vehicles

Tobacco industry

Vaping industry

Online gambling

Non-fungible tokens (NFTs)

Sports betting

Cryptocurrency 

How do you feel about each of the following?
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32

32

45

48

48

70

70

69

68

58

57

69

68

68

55

52

52

30

30

31

32

42

43

TOTAL UNFAVORABLE TOTAL FAVORABLE



72% 63% 39% 30% 19% 17% 12%

64% 58% 33% 30% 29% 18% 13%

Appendix: Demographic Snapshot – Gen Z

AGE EDUCATION

ETHNICITY

RELIGION

GENDER

ORIENTATION POLITICAL IDEOLOGY

MEDIA HABITS (% use daily)

Straight or heterosexual 75%

Lesbian 3%

Gay 2%

Bisexual 9%

Asexual 1%

Queer 2%

Pansexual 4%

Other 2%

Questioning/Not sure 2%

REGION LANGUAGE

36%
22–25

53%

14%

22%

1%

7%

2%

1%

White

African, Black, or
Caribbean American

Hispanic or Latino/a/x

Native American or
American Indian

Asian or Pacific Islander

Middle Eastern

Other

2%

25%
17%

38%

16%

3%

Middle
school

Some high
school (not

finished or not
enrolled)

High school
graduate

Some college/
Associate or

technical
degree

College
graduate/
Bachelor's

degree

Postgraduate
courses or

degree

23 21

25 23

26 27

25 28
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26% Protestant

20% Catholic 

1% Mormon

8% Other form of Christianity

4% Muslim/Islamic

1% Jewish

1% Hindu

1% Buddhist

2% Other non-Christian

37% Unaffiliated

Democrat

Republican

Independent

Unsure

Conservative

Moderate

Liberal

Unsure

55%

35%

10%

Mostly or all English

English and Spanish equally

Mostly or all Spanish

37%
City

43%
Suburb

20%
Rural

27%
15–17

37%
18–21

7 8 85

I am transgender I am not transgender

I am unsure or prefer not to answer

26

13
11

50

Attend services at 
least once a week

Hardly ever 
or never

Several times 
a year

One or twice 
a month

I am male 46%

I am female 47%

I am agender 1%

I am two-spirit 1%

I prefer not to disclose 2%

Other 2%

Genderqueer 5%



Methodology

Benenson Strategy Group conducted 800 online 
interviews with people aged 15-25 years old in 
the United States. The survey was fielded from 
January 30 – February 6, 2023.  The data was 
weighted to reflect U.S. Census data to ensure 

an accurate demographic representation. 

This report was authored by
BSG analysts Cameron Oberfeld, Julia Steeger, 

and Emily Whitmore
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