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Abstract This study investigates the F&B brand choice attributes preferred by Generation Z and the brand
experience of the London Bagel Museum, resulting in the following findings. First, in-depth interviews with
Generation Z revealed that they consider 'appearance' and 'sociability' to be the most important factors when
choosing an F&B brand. The success of the London Bagel Museum can also be attributed to fulfilling these
Generation Z F&B brand choice attributes of 'appearance' and 'sociability.' Additionally, 'taste' was found to
have the greatest impact on word-of-mouth and revisit intentions. The brand experience of the London Bagel
Museum received the highest score in sensory experience, which can be seen as satisfying the visual
stimulation that Generation Z, who value 'appearance, consider important. This was followed by cognitive
experience, emotional experience, and behavioral experience, in that order. The significance of this study lies in
providing insights for the development of successful F&B brands by elucidating the F&B brand choice
attributes of Generation Z and the brand experience of the London Bagel Museum.
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A Study on Gen Z s F&B Choice Attributes and Brand Experience -Focusing on the London Bagel Museum-
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