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cultural force shaping how younger generations
engage with food. Among Gen Z and Gen
Alpha, meals are increasingly chosen not for
consumption, but for how they appear online.
Visual appeal and “likes” often take priority
over appetite. This shift has unintentionally
created a new form of food waste. To capture )
eye-catching images, consumers tend to order
larger, more visually striking desserts than they
can actually finish. Even when smaller options
@ Parfait_daisuki 2 “ 4 . are available, they are often overlooked due to
# their lack of visual impact. For Denny' s Japan, F%
a family restaurant brand with over 300 &4
locations nationwide, this behaviour directly
affected its most popular category: seasonal
parfaits. These desserts were increasingly
chosen not based on appetite, but on visual
appeal—resulting in unnecessary food waste.

¢ IDEA
The idea was not to change behaviour, but to
redesign it as an enjoyable experience.
Instead of reducing the desire to share on
social media, we chose to embrace and
amplify it. By analysing social media posts,
| we discovered that most dessert photos are
takon from the front. This insight led to a
simple but radical idea: keep the appearance,
change the reality. The 1/2 Parfait looks
identical from the front but is half the size
from the side. This creates a moment of
surprise when revealed—an experience
people naturally want to share.

Denny’ s designed it to be shared. And designed it to be
3 \ § ) finished. By turning a social behaviour into an onjoyable
Parfait_daisuki #»DBIKBRE/ (7 2 ERNIC.. \ - / experience, the brand changed how people engage with
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