MILLENNIAL PARENTS
Anxious in Life, Laser Focused in the Food Aisles
Dietitians that help deliver nutrition, convenience
and education can win over this vast, growing,
pivotal group for their stores. Among all
Millennials - who are bigger than Boomers at 83
million+ strong, comprise 22% of the U.S.
population and 35% of the U.S. workforce – it is
Millennial Parents that drive supermarket food
purchases.
Pew defines Millennials as anyone born between
1981 and 1996 (ages 24 to 39 in 2020).
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Just when you thought you’d heard enough about Millennials, the Retail
Dietitians Business Alliance and our valued sponsors are providing you
with this Samplefest® completely dedicated to how this audience
parents. You may be wondering why we selected this focus; the
recommendation came from RDBA members! Feedback from our
Advisory Board clearly indicated that this audience is a priority for
retailers across North America given their purchase power, push towards
online shopping, and rising rates of having kids.
Throughout this Samplefest® insights and activation document, you’ll
find key statistics that help you better understand this audience and how
to effectively market your programs, services and healthier foods to
them. As these shoppers are in your stores, online or click-and-collect
environments every week, you have many opportunities through the
year to use the suggested activation ideas to reach this important
audience and make a real impact in your retailer’s business.
We hope you find this Samplefest bundle beneficial to the work you do.
We look forward to hearing stories about how you’ve reached the
Millennial Parents audience!

Phil Lempert
RDBA President & CEO
phil@retaildietitians.com

Annette Maggi, MS, RDN, LD, FAND
RDBA Executive Director
annette@retaildietitians.com

Older Millennials, delayed on their life paths by societal
disruptions, are increasingly becoming parents and the
most important cohort for the nation’s supermarkets to
satisfy.

Average Ages Rise for First Marriage,
and For Mothers at First Childbirth

What kept them back?
The Great Recession led to a poor job market, wages stagnated, student loan debt
grew to an all-time high $1.4 trillion (Q1 2019, Experian), and housing costs surged.
As a result, about one-third moved back home after graduating college to save
resources. Others shared apartments with roommates, often in large cities where
they sought work, and, said a 2017 Bridebook survey, delayed committing to
marriage until nearly five years into their relationships.
More recently, better employment gave more Millennials the confidence to marry,
albeit at a later age than prior generations.
And childbirths are on the upswing – although Millennial women waited longer to
have their babies.

They’d have more children if they could afford it…
Millennial Parents plan to have 2.3 children, on average. 47% of Millennial Parents
would have one more child if money were no object.

Source: Data as appeared in “Everything
you know about Millennial spending is
about to change,” Business Insider,
October 1, 2016

Source: TD Ameritrade Millennial Parents Research, 2017

. . . but they can’t
64% said childcare is too costly, 44% said they can’t afford to have more kids, and
43% said they waited to have kids due to financial instability.
Source: The New York Times poll of 1,858 men and women ages 20 to 45, cited Business
Insider, July 2, 2019
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In 2016, 48% of Millennial women between the ages of 20
and 35 were moms. But in 2000, when GenX women were
the same age, 57% were already moms, according to a Pew
Research Center analysis of the Census Bureau’s Current
Population Survey data.

“1.2 million Millennial women gave birth for the first time in 2016,
according to National Center for Health Statistics data, raising the total
number of U.S. women in this generation who have become mothers to
more than 17 million.”
— Gretchen Livingston, senior researcher, Pew Research Center, in “More than a million
Millennials are becoming moms each year,” May 4, 2018.
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Who Are Millennial Moms, and How Do They Feel?
• The highest-educated, first digitally native generation of women to become
mothers
• 67% are most strongly defined by their motherhood, up from 58%
in 2018
• 53% work full-time and 15% work part-time
• 51% say they feel extremely challenged managing career and
motherhood trade-offs
• All say they are likelier to spend more time on chores than
they are on themselves
• 85% say society doesn’t understand or support mothers
well, up from 74% in 2018
• 23% of working moms and 16% of non-working
moms use pre-prepped meals to save time and
feed their families
Source: Motherly’s second annual State of Motherhood survey,
May 3, 2019

idea
Given their heavy reliance on and comfort in the digital world, reach
Millennial Moms using this medium. Create an ongoing campaign and
dialogue on key nutrition and health topics of interest to these parents
using bulk text campaigns, create short video updates they can view
while in the carpool pick-up line, or hold “open hours” in a digital
platform as an opportunity for your Millennial Mom shoppers to get
answers to their questions. Feature products such as Simple Mills®
Spiced Carrot Cake Almond Flour Bars in your communications as they
balance a strong nutrition profile with Millennial Moms’ demands for
whole food ingredients and “free from” messages. Address how
parents can help their kids love milk again, highlighting products like
a2 Milk, which published research suggests may help avoid stomach
discomfort in some individuals. Remember that Millennial Parents are
often online shopping after 10 pm, so messaging needs to be short,
direct and to-the-point.
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Prominent Displays of Healthy Foods Make Them
Ultra-Convenient and Time-Saving for Millennial
Parents - and Easy For Kids to Make Selections Too
Healthy foods meet demand by Millennial Parents - and often
command higher prices and margins, too. Make them easy
to access.
Create a display of better-for-you snacks near the front of the
store – better still if it’s near the dietitian area so you can
answer questions. On weekday afternoons, wheel a display
of RD-Approved prepared meals for nutritious quick dinner
solutions. Include plant-based choices and family-size
portions to share and single-serve too, because fragmented
schedules lead to many meals alone. Include Enjoy Life
Protein Bites as they hit on key interests of Millennial Parents
– free from 14 allergens, 6 gm plant-based protein, Certified
Gluten-Free, and Non-GMO Project Verified. Highlight the
display with RD-Approved signage and on-pack stickers.
For true omnichannel shopper engagement, promote these
displays on your retailer’s web page and social media sites.
These efforts can raise awareness and sales of products of
high interest to Millennial Parents. Invite members of young
families to comment about their favorites on a social-media
page you set up where Millennial Parents can read product
reviews as part of their purchase journey and act on referrals
they trust. More awareness. More trial. Better store
performance.
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Totally Devoted to Kids, Despite Challenges
Though stressed by high housing costs, time crunches, long
commutes, career demands, and lack of close proximity to family,
most aim to be top-notch parents.
•

60% of Millennials said being a parent is extremely
important to their overall identity.

•

52% of Millennials said being a good parent is a top priority.

•

30% of Millennials said having a successful marriage was
one of their most important life goals.

They’re Confident in their Parenting
• 57% of Millennial Moms said they were doing a very good job as
parents vs. 48% of Gen X moms and 41% of Boomer moms.
• 43% of Millennial Dads said they were doing a very good job as
parents vs. 37% of Gen X dads and 39% of all dads.
Source for all statistics on this page: Pew Research Center surveys

idea
“You got this” can be powerful encouragement to new
parents! In your messaging, help to leverage the
confidence Millennial Parents feel in their parenting style.
Suggest that they can be the leaders of their “tribes” by
dispelling commonly held myths about food and sharing
usage tips on functional foods. Promote the “7 Simple Ways
to Enjoy Manitoba Milling Flaxseed” as an idea you and
Millennial parents can easily get behind!
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Millennials Are Leaving Big Cities and Renting
Millennials and younger Gen Xers are leaving the large cities they flocked to for
jobs after The Great Recession.

idea
Food delivery is much less available in
suburban areas and smaller towns, creating an
opportunity for retailers to fill this void. Create
ready-to-heat meals that appeal to the tastes of
parents and kids, and at the same time meet
the nutrition and value-driven needs of
Millennial Parents. Partner with local employers
as a site where employees can pick up these
meals as they head out of the office for the day.
To increase the ROI of these deliveries, do
suggestive selling of breakfast bundles to add
convenience for the next morning, using the
belVita Morning Topper recipe included in this
Samplefest® as the perfect idea.
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Cities of more than 500,000 people lost a collective 27,000 young adults age 25
to 39 in 2018, extending their losing streak to four years, according to U.S. Census
figures released in September 2019. In 2017, large cities lost 54,000 residents in
this age group. Among the biggest losers: New York, Chicago, Houston, San
Francisco, Las Vegas, Washington, and Portland, OR.
“The 2018 drop was driven by a fall in the number of urban residents between 35
and 39 years old,” said The Wall Street Journal, citing high housing costs and poor
schools as the primary reasons.
They’re heading to suburbs and smaller cities. But many would rather rent than
buy a home and struggle with a 20% down payment. 68% of Millennials surveyed
by Bank of the West expressed buyer’s remorse after one-third of them said they
raided their retirement accounts to purchase their homes. On top of that, they’d
have to pay 20.2% of their monthly income to keep a median-value home in the
suburbs – or more challenging yet 26.5% for one in the city, said Zillow. Then add
in taxes, insurance and repairs.
Even Millennials who can afford home ownership would rather rent to keep their
mobility and lifestyles intact.
Single-family rental homes are on the rise, and developers are rushing in to meet
demand.
Sources: Business Insider, July 29, 2019, The Wall Street Journal, September 26, 2019, and
CNBC, September 29, 2019

Untethered from Their Families,
Millennial Parents Need More
Conveniences
The large physical distances between Millennial
Parents and their supportive families amplify
the need for store-led conveniences to help
young families cope with day-to-day pressures.
They’ll value whatever retail dietitians can do to
save them time and ease tasks. Initiatives
should stem from their core roles to further
cement the relationship between stores and
these important full-margin customers.
“In a context where consumers can get food
fairly easily, the biggest challenge isn’t about
getting food to the table. It’s about aligning the
quick and easy choices one has with more
experiential desires. The new convenience is
the balance of pragmatism and aspiration.”
— Laurie Demeritt, CEO, The Hartman Group

idea
No-stress, allergen-free birthday parties at school
Birthday parties at school have gotten more complicated
due to risks of food allergies.
Parents wanting to supply snacks for the classroom event
must still shop for school-approved edibles, read labels,
and lug it all to school when they may need to be on a
commuter train instead.
Instead, why not coordinate with local schools to fulfill
orders of reusable birthday tubs filled with the right safe
snacks and bottled waters or Zevia Kidz, a stevia-sweetened
sparkling drink with zero sugar and no artificial ingredients? To accommodate all party
attendees, make sure the list includes allergen and kid friendly snack options, like
Enjoy Life Protein Bites, which are made in a dedicated nut-free and gluten-free bakery.
All parents do is write a check to the school, which keeps some money as a donation,
then pays the store – and everything the kids get will be RD-Approved and branded
with the store’s marquee logo as well as the RD contact information. Stickers will say
so right on the Happy Birthday Tub. Think of the thousands of students in a school
district, and how volume could grow.
Other ideas could involve local service providers to Millennial Parents, such as nannies
and dog walkers, who care for who they love. Or be the curator of extended families for
these Millennial Parents by offering evening events which offer a kid activity (perhaps
through partnership with local day care center or YMCA) and a parent social. Your store
can be the gathering location for these parents’ new community group. Not only will this
increase their shopper loyalty, but their frequency of purchase as well.
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Dietitians Can Ease Millennial Parents’
Anxiety, Raise Store Performance

A TIME Magazine poll found 58% of Millennial Parents feel “overwhelmed by all the
parenting information” on websites, blogs, apps and social media (Washington
Post, June 9, 2019).

“63% of consumers say they are either treating or
preventing anxiety or stress. The surge…is mostly
driven by…Millennials and Gen Z. The fallout of all
this busyness and stress is its impact on our food
lives. There is a significant gap between how we
aspire to eat and how we actually manage food on
a day-to-day basis.”

Online content may present an ideal to, say, buy organic produce. But if, say, lowerincome consumers don’t buy any fruits or vegetables because they can’t afford
organic, that’s an unintended poor outcome. That’s Internet advice gone wrong.

— Laurie Demeritt, CEO, The Hartman Group,
October 2, 2019

Educational initiatives by dietitians can uplift Millennial Parents’ meal planning and
food purchasing – and help them filter and react wisely to the avalanche of food
information they find on the Internet. Some suggestions include:
• “Myth of the Week” features in social media that dispel a food inaccuracy trending in
social spaces. For example, discuss how with a2 Milk products, kids can consume 100%
real milk that’s easier on digestion.
• Podcasts or Facebook Live segments that simplify food and nutrition advice for kids of
varying ages. For example, if parents just did one thing to improve kids’ eating habits,
what would your advice be? Or a Top 5 Tips for raising healthy eaters, including ideas
like those from Manitoba Milling for incorporating nutrient-dense flaxseed into recipes.
• Establishment of a Millennial Parents Food Support Group as an open forum for kids’
food topics. Host the event in your stores to drive traffic, sales and customer loyalty.
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Alleviating parents’ anxiety on food and nutrition
information can solidify them as loyal shoppers.

Tips for Communicating with Millennial Parents
These insights can carry retail dietitians’ expertise and influence further with time-starved Millennial Parents – whether you apply them face-to-face,
or via your chain’s website, social media, streaming services, or digital or print advertising. Samplefest® has adapted pointers from the thought
leadership of brand marketers, consumer researchers and educators who engage this group steadily:

•

82% want messages that address moms and dads as equal parents.

•

Social media-first communications may be particularly effective because
77% of new parents acknowledge they feel pressure from social media,
and 32% have bought an item for their kids after seeing it on social media.

•

74% say their kids see more content via streaming devices than cable, so
delve more into these media too.

•

57% of Millennial Parents have Amazon Prime accounts to help save time.

•

Their phones are their lifelines, so keep e-mails, blogs and social media
posts consistently mobile-friendly.

•

Communicate visually. Videos can double or triple clickthrough rates. Use
of color can raise willingness to read by 80%.

• When appropriate, connect your dietitian message to a charitable or
community cause to which parents can relate. One example: discuss wildcaught seafood for both nutritional and ocean sustainability reasons.
• Keep refreshing your content and evolving the way you share information
as a retail dietitian – because Google is everywhere.

• Meet them where they are- maybe “fearful, overextended, overwhelmed,
bored, anxious, over-committed, stressed out, distrustful and very
skeptical.”
• Control your own expectations of how Millennial Parents respond to you
as an expert. They may well crowdsource to validate with friends, family
and others what you tell them.
• Engage them with healthy eating projects that involve their kids, perhaps
with a garden-to-plate theme or a label-reading ‘spot the hidden sugars’
activity.
Sources:
Kraft Heinz/YPulse study, shared with Marketing Dive, November 6, 2019.
‘How to communicate with millennial parents,’ marketer Rhea O’Connor, on
Blackboard.com, November 11, 2016
‘Kids haven’t changed but parents have: Tips and strategies for connecting with
millennial parents,’ Karen Deerwester, MA, EdS, Early Childhood Education,
ContinuED.com, Article 22706, April 17, 2018
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The best-selling book, You Just Don’t Understand: Women and Men
in Conversation, by Deborah Tannen, a linguistics professor at
Georgetown University, provides a helpful backdrop for retail
dietitians aiming to guide Millennial Parents on a fruitful path toward
healthy eating for their families. Her insights below inform your
customer communications to be collaborative, non-judgmental and
respectful in tone, and enlightening and non-technical in content:
• For most women, conversation is primarily a language of rapport to
establish connections and negotiate relationships. For most men, talk is
primarily a means to preserve independence and negotiate and
maintain status.
• Many women not only feel comfortable seeking help, they feel honorbound to seek it, accept it, and offer gratitude in exchange. They focus
often on connection rather than independence and self-reliance. They
feel stronger when the community is strong.
• By contrast, many men won’t even ask for travel directions, trying to
maintain they are self-sufficient.
• Frame conversations as being helpful and advisory, without any
condescension that might seem to imply your superior status as the one
dispensing knowledge.
• Avoid technical language when possible. Confirm periodically that what
you say is understood.
• Most meaning in conversation doesn’t reside in spoken words – but is
filled in by the person listening.
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Millennial Parents should be receptive because
Americans largely trust that dietitians have
patients’ best interests in mind.
(Pew Research Center, August 2, 2019)

With ideas we suggest in this Samplefest® – food experiences,
classes, conveniences and merchandising among them – retail
dietitians can better guide this impactful cohort. Millennial
Parents will see stores as more valuable destinations supporting
them – a connection they’ll covet.
Stores will profit because, states Nielsen US, many Millennials
pay full price for FMCG (fast-moving consumer goods) items.
They spend just 21% of their FMCG dollars on perceived deals
(such as promoted items), compared with 23% by the average
household. They also spend the most per trip - $57 vs. Gen X
$55, Baby Boomers $46, and the Greatest Generation $40.
Source: Nielsen Homescan Panel, total U.S., 52 weeks ended December 31, 2017
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Older Millennials Shop Differently for Food Than Younger Millennials
Older and younger Millennials have distinct approaches to food shopping.
Millennials age 30 and above – those likeliest to be parents - are more apt to seek savings.
They are the peak demographic for shopping in traditional supermarkets and buying
groceries online. They are sensible, settled and digital shoppers. They buy more food to
prepare at home rather than eat out.
Younger Millennials

Older Millennials

Buy private label

74%

88%

Try new, lower-priced brands

70%

80%

Visit multiple retailers

60%

61%

Download coupons from
retailer/manufacturer website

46%

62%

Source: IRI Consumer Connect Survey, June 4, 2019

Some 45% of older Millennials lead all consumers (37%) in buying groceries online. Yet
they fill only a small part of their needs, reflected in food retail’s 2% e-commerce
penetration vs. 12% retail overall (Neil Stern, Senior Partner, McMillanDoolittle, in Forbes,
May 20, 2019). The top two reasons why primary grocery shoppers cap their online
purchases: worries about product quality and freshness (58%) and inability to use coupons
and in-store discounts (51%), found the Field Agent Groceries 2.0 Summer 2019 survey.
By contrast, Millennials younger than 30 are the peak age group for buying groceries at
mass merchants Walmart and Target.
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Source: U.S. Millennials and Grocery: An Aging Millennial Demographic Creating an Older/Younger Divide,
Coresight Research, April 15, 2019

Which of these 15 common grocery store items would
you be at least moderately likely to buy online?

Source: Field Agent Groceries 2.0 Summer 2019 study.
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Across the profession, retail dietitians have yet to take full
advantage of the online shopping opportunity to engage the
shopper on health. A program targeted at Millennial Parents can be
an impactful pilot test of integrating nutrition and health into your
retailer’s online shopping environment.
• Using nutrition and value-driven claims that matter to Millennial Parents as your
criteria, have bundled options of kid snacks to keep as pantry staples featured in
your click-and-collect ordering environment. Include options like Simple Mills Soft
Baked Almond Flour Bars, which meet your nutrition criteria and Millennial Parents’
interest in whole ingredients and “free from” claims.

• Based on POS and shopper loyalty data on most commonly purchased
proteins by your Millennial Parent customers, do suggestive selling in
the online ordering environment of kid-friendly sides that round out a
healthy meal.

• Add “RD Picks” type messaging to products in your online
ordering system with a focus on items that meet the needs of
Millennial Parents. Highlight functional foods like Manitoba
Milling Flax Milk, which contains 3g ALA omega-3 per serving.

• Build out healthy bundles based on the most
common foods being purchased online to create
nutritious family meals or options that meet a
specific health need like Enjoy Life Protein Bites,
which are free from 14 allergens.

14

Follow the Money of Millennial Parents
U.S. Millennial shoppers are projected to spend $1.4
trillion in 2020, or 30% of the nation’s total retail sales.
Source: Accenture

40% of Millennials identify as parents.
Sources: Think With Google, “Marketing to Millennial parents? Here’s how
they’re redefining parenting for their generation,” March 2017, and
Google/Ipsos Connect research

80% of Millennials expect to become parents by 2026 –
that would become 60 million moms and dads.
Source: CrowdTap survey of nearly 1,000 Millennial parents, January 26, 2016

U.S. Census Bureau Forecasts and Their
Potential Impact on Food
• By 2034, there will be 77 million people 65 years and older,
compared to 76.5 million children under the age of 18.
• The annual growth rate of the U.S. population will slow down –
from an average of 2.3 million through 2030, to 1.9 million
between 2030 and 2040, to 1.6 million between 2040 and
2060.
• In 2020, 49.8% of the 74 million children in the U.S. under age
18 are projected to be non-Hispanic white alone; by 2060, this
percentage will lower to 36.4%.
• The Two or More Races population is forecast to grow the
fastest through the next several decades, followed by singlerace Asians and Hispanics of any race.
Source: Older people projected to outnumber children for first time in U.S.
History, U.S. Census Bureau, October 8, 2019

The impact of so many new births by Millennial Parents
dedicated to healthy eating – along with an increasingly
multi-ethnic and older U.S. populace – should prompt
changes in food-selling and foods, especially for newborns
through teens.
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Lots on Their Minds Before They Reach the
Supermarket Shelf
For Millennial Parents, food buying is about more than the food
products. It’s also about their stresses - and the feeling for many that
what they bring home reflects their personal values and goals for
health, social responsibility, and empowering their children to help
make selections.
From journey’s start to actual purchase, Millennials research online to
make better-informed decisions. For example, more than half (56%)
use their phones to read about products while in stores, to spot the
lack of additives and the presence of functional ingredients, says
Susan Viamari, vice president of thought leadership for IRI.
Source: Meeting the Needs of Millennial Parents, Restaurant Business, December 28, 2018

idea
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Because many products are being tailored to meet specific health
needs and goals, engaging and educating the shopper digitally and
socially before they enter your stores is essential. Partner with your
communication team to create a web page designed to highlight
new products and the benefit they provide, including products such
as a2 Milk (easier on digestion), belVita Breakfast Biscuits (nutritious
steady energy), and Manitoba Milling Flaxseed (with ALA omega-3).
Create a social post featuring one new product and it’s benefit on a
consistent day each week.

These insights drive their online searches and food-purchase
behaviors:

idea

Health

Retail dietitians have a huge opportunity to
shed light on package claims which lack
standard definitions and may confuse shoppers
and stunt sales. Build trust by educating young
parents about claims via app content, blogs,
social media posts, e-mails to Baby Club
members, classes, and ‘take one’ brochures.
Use Enjoy Life Protein Bite labels as an example
of clear labeling with messages that matter to
Millennial Parents.

Package claims get their attention
47% of Millennials consider “simple” a very important attribute
for their food ingredients, even more so than “free-from” and
“sustainable” claims. This results in disproportionately higher
purchases for certain ‘healthy label’ claims, as shown in this
graphic. For instance, read Index Value as Millennials spend 48%
more of their money than expected on organic products vs. the
total population.

idea
Along with similar products, plan a promotion
featuring the Simple Mills Spiced Carrot Cake
Almond Flour Bars and Manitoba Milling
Flaxseed included in this Samplefest®. Products
that have a strong nutrition profile in addition to
messages like “simple” and clear ingredient
listings will appeal to the various interests of
Millennial Parents when making food purchase
decisions for their kids.
Source: Nielsen BASES E-Panel October 27 to November 10, 2017, as
presented in Millennials on Millennials: U.S. Shopping Insights in a New
Era, Fall 2018, The Nielsen Company (US), LLC
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They Pay More so They and Their Kids Eat Healthier

Fresh Foods Drive Millennial Trips

• 46% willingly pay more for food and beverage solutions that offer more
than basic nutrition (IRI).

Half of U.S. Millennials believe they eat healthier than the average
consumer (Mintel).

• 42% say they eat healthy at least half the time vs. 34% of Boomers who
say the same (IRI).

Fresh foods largely drive the 100 trips a year Nielsen says they
make to supermarkets.

• Millennials changed their diet this past year to eat healthier (46%), avoid
sugar and carbs (41%), and eat more plant-based foods (36%).

“They’re spending time self-curating those [fresh]
Especially when we look at Millennials and Generation
willing to spend more for what they want. Make sure
qualified staff that can talk to consumers because they
relationship.”

• Source: How Millennials are changing the food industries’ taste buds,
FOX Business, August 27, 2019.
• 52% of Millennial parents closely monitor their children’s diet (Millennial
Marketing, July 2013). Three-quarters of Millennial Moms pack lunches
for their kids they believe are more nutritious than what they ate as
children; more than one-third opt for organic produce (Produce for
Better Health Foundation, 2014).

—

products.
Z, they’re
you have
want that

SupermarketGuru Phil Lempert, as quoted in “Focus on fresh is key when
courting today’s grocery shopper,” SmartBrief, September 16, 2019

With or without children, Millennials commit to eating fresh, less
processed foods and organics. Millennials and Gen Zs will maintain
these commitments throughout their life stages, NPD forecasts,
driving 9% gains in consumption of fresh foods and 16% gains in
organic foods over the next several years.
Source: Millennial Parents’ Eating Choices Are Influenced by a Blend of Lifestyle and
Generational Attitudes,” The NPD Group, August 15, 2017
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Millennials and Gen Z Think Differently About Meat Than Other Generations

Source: Generational Shifts, National Pork Board Insights to Action Report, 2018

idea
Given Millennials’ view that meat is more involved
to cook, offer quick videos on how to prepare

• Even when price-promoted, 30% of younger shoppers buy meat for one
meal at a time vs. 23% of shoppers overall.

various cuts of different proteins. Feature Instapot
and air fryer ideas, given the convenience these
new kitchen tools provide. Present information in

• Sustainability is a particular priority of Millennial shoppers when buying
meat. When buying meat and poultry, two-thirds of all shoppers rank
antibiotic-free, clean label, hormone-free and food transparency as the
top four traits that are “important and they’re willing to pay more for.”

very simple formats, such as “3 steps” or “cook
once and eat twice.” Partner with deli to offer precooked options that can easily be reheated and
offer suggestions on produce items that pair well
with the meat cut.
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idea

Balance information on emerging superfoods (and
their potential lack of scientific support of benefits)
with culinary opportunities to include them in foods
that play to Millennials interest in trending items.
Combine these insights with information on
superfoods (blueberries, avocado, salmon, etc) that
are good choices to introduce into children’s eating
habits.

idea

Millennials’ interest in omega-3s and other functional
nutrients and ingredients is likely to transfer to the
foods they serve their children. Use the suggestions
provided in this Samplefest® by Manitoba Milling Co.
to promote simple ways to incorporate flax seed into
kid-friendly foods. Share research on how belVita
Breakfast Biscuits provide four hours of nutritious
steady energy. Film short videos of the suggestions
provided and post on your company’s website and in
social media. Feature the ideas in a Mommy-and-Me
or Daddy-and-Me cooking class. In this work, you’ll
make Millennial Parents proud of the choices they’re
making for their kids!
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Young Adults Lead Interest in New Superfoods
Almost 1 in 4 U.S. adults use healthy food and beverage choices to
help manage a health condition.
Another powerful trend: Young adults age 18-24 set the pace for using
foods and beverages with healthy profiles to achieve better nutrition.
They chose these for 19% of their meals and in-between snacks in
2018, said The NPD Group. And when asked about foods that
promote brain health, young adults were 45% likelier to express
interest vs. 35-44-year-olds, according to NPD’s Health Aspirations &
Behavioral Tracking Service.
• New superfoods attracting the most interest by U.S. consumers today are:
• Elderberry, which contains antioxidants and is believed to relieve colds,
fight the flu and boost the immune system
• Manuka honey, thought to help heal wounds, soothe sore throats and
improve digestion
• Reishi mushrooms from Asia, thought to boost immune systems
• Ashwaganda herb, believed to act as a sedative
• Microgreens, young vegetables with intense aromatic flavor and
concentrated nutrient content
Source: U.S. Consumers’ Desire to Use Food as Medicine Is Evidenced by Emerging
Superfoods, The NPD Group, August 14, 2019

Millennial Parents’ Need States on Snack Choices

idea

Create “health’ experiences around Millennials’
broadening definition of snacks. Arrange to
display a Better-For-You Snack Center in the
front of the store that makes it easy for timestarved parents to spot and select these
desirable choices. Whet their appetite with
regularly refreshed store handouts and a page
on the store’s website alerting them to new,
innovative, healthy products available – with
callouts to the nutritional advantages of each.

idea
Source: Technomic Ignite: Consumer
As appeared in “Meeting the Needs of Millennial Parents,” Restaurant Business, December 28, 2018.

What it takes to satisfy: Millennials supplant meals with as many as four
snacks a day to squeeze eating into their busy schedules, and seek out
healthy choices and new taste adventures from many parts of the
supermarket – among them pre-cut produce, yogurt, the prepared food case,
protein bars, nuts and hummus. The snack choices they prefer have
significant nutritional value and satisfying taste and can be eaten pleasurably
and conveniently. Says Karen Buch, RDN, LDN (Progressive Grocer, March 23,
2018), Millennials also want “a short list of trusted, real, whole or ‘clean’
ingredients that satisfy” hunger and energy needs, help to de-stress or
provide emotional comfort, and relax or indulge.

As “Snack Dinner” becomes increasingly
popular, build meal plans showing Millennial
Parents how to balance these new meal
occasions to include the macro- and micronutrients kids need. Showcase how adult and kid
favorites can be combined into family options, in
a picnic or bento box format. Include belVita
Breakfast Biscuits, which provide four hours of
nutritious steady energy, and their pairing
suggestions as the perfect solution for “snack
meals” that include multiple food groups.

21

In Beverages, Sometimes Less is More
• Millennial Parents seek all-natural, non-GMO, low sugar and no artificial ingredients in
the beverages they buy.¹
• They sometimes seek additional nutrition such as protein in beverages to round out a
meal or snack. ¹
• According to the American Heart Association, children aged 2 to 18 should have less
than 25 grams (6 teaspoons) of sugar per day.² The World Health Organization
recommends for children to keep added sugars to less than 10% of total daily energy
intake, with a further reduction to 5%.³

• Parents have been purchasing less sugary drinks for their children in
recent years. Sugar-sweetened beverage intakes in children dropped
from 80% to 61% between 2004 and 2013. Over that timeframe,
intakes of caloric beverages (e.g., milk, juice, sugar-sweetened
beverages) went down from 463 to 296 calories per day. However,
intakes of sugar-sweetened beverages in children are still greater
than desired – 46.5 to 65.4% of adolescents ages 2 to 19 consume at
least one sugar-sweetened beverage per day. 4
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• The number one source of dietary added sugars for Americans is
sugar-sweetened beverages.5 Educate your Millennial Parent
shoppers on how choosing one starting place, like decreasing sugary
beverage intake, is an effective way to create sustainable change in
sugar reduction over time. Beverages like Zevia, with no added
sugar, can be an occasional sweet option for kids.

Source for chart: U.S. data by Euromonitor, as appeared in
‘Americans want to drink more water,’ Quartz, January 11, 2019
Sources:
1. Kids Food and Beverage Market in the U.S. 9th edition,
Packaged Facts, as cited in “Millennial parents driving change
in children’s beverage market,” Food Business News, May 15,
2019
2. https://www.heart.org/en/healthy-living/healthy-eating/eatsmart/sugar/sugar-recommendation-healthy-kids-and-teensinfographic
3. https://www.who.int/elena/titles/ssbs_childhood_obesity
4. https://www.ncbi.nlm.nih.gov/pmc/articles/PMC5819237
5. https://www.cdc.gov/nutrition/data-statistics/sugarsweetened-beverages-intake.html

Social Reseponsibility
“74% of Millennials were more likely to buy the brand supporting social issues
they care about, on par with the 70% who claim to be more likely to buy a
brand handling social issues well in general.”
Source: Nielsen BASES E-Panel, October 27 to November 10, 2017

Top Social Issues Millennials Think Brands Should Address
1. Food & Hunger

6. Poverty

2. Environmental sustainability

7. Animal welfare

3. Education

8. Water & Sanitation

4. Public Health

9. Employee satisfaction

5. Racial Equality

10. Bullying

Millennials told Nielsen that brands should engage with social issues
associated with the businesses they conduct.
Source: Nielsen BASES E-Panel, October 27 to November 10, 2017,
and Custom E-Panel survey

Meanwhile, 57% of Millennials are on a special diet (such as plant-based, Keto,
Whole 30) – because ‘it’s better for the environment’ (44%) or ‘it’s more ethical’
(37%), notes a Sweet Earth Foods study.
63% of Millennials are trying to add plant-based and unprocessed foods to
their diet; 60% want to lessen the impact of their food choices on the
environment, states a 2019 Whole Foods Market/YouGov study.
When Impossible Foods launched the Impossible Burger in 2016, concern for
the environment wasn’t even in the Top 10 reasons consumers cited as
motivating their purchase. Now it’s Number 3. We see this trend accelerating
too, as young people take to the streets to protect the planet they’re inheriting.

idea

Partner with your internal Corporate Social Responsibility
team on how to tie hunger and environmental sustainability
initiatives to your health and wellness programs and
services. Consider how to tie kids into the efforts. Partner
with key vendors that are committed to environmental
sustainability, sharing their story with your shoppers. For
example, farms that supply the a2 Milk Company, whose
products are featured in this Samplefest®, are ValidusTM
certified for animal welfare and their cows are not treated
with growth hormone rBST. Or pitch “BUY GET” offers to
companies like Zevia, offering metal straws like the one
included in this Samplefest® with purchase. Not only will
these programs increase shopper loyalty, but they can drive
purchases among Millennial Parents as well.
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Children Influence Food, Beverage and Snack Choices
87% of parents say their children influence purchases. Gen Z is most
likely to influence food, clothes, outings and toys. Kids are most often
involved before purchase when researching features, product reviews,
prices and availability. Kids influence the specific brands bought (52%),
product features sought (48%) and stores to buy from (41%).
Gen Z includes young people born in 1995 and later, ranging from
newborns to young adults.
Source: Gen Z: The Next Generation of Retail Influencers and Spenders, National Retail
Federation Consumer View report, October 2, 2019

“Parents want retailers to make it even easier to involve their
children. Retailers have a huge opportunity to expand allinclusive family shopping.”
— Mark Mathews, NRF Vice President for Research Development and
Industry Analysis

Childrens’ influence translates into premium sales:
• 21% of Millennial Moms bought three new healthier types of
snacks in the past month vs. 14% of Gen X moms who did this.
Another 10% of Millennial Moms bought four new healthier
types of snacks in the past month vs. 5% of Gen X moms.
• 82% of U.S. parents overall bought at least one new better-foryou snack in the past month because it seemed healthier and
there was a chance their child would eat it. They say they are
willing to pay an average of $1.53 more for a better-for-you
snack if they know their child will eat it.
Source: “Better-For-You Snacks: The New Snacking Reality,” The Center for
Generational Kinetics, 2017 study

idea
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For National Nutrition Month or Back-to-School season, partner with Manitoba
Milling Co., Zevia, belVita, Simple Mills, a2 Milk, Enjoy Life, and other BFY brands
to create a mini-shopping aisle for kids. Include mini-shopping carts and fun
floor decals to create a kid-friendly shopping zone. Kids can choose their own
snacks and/or lunch box items that are RD- and parent-approved.

Cultivate Authority: Engage Young Families in New,
Inspiring Settings
Children have sway in family food-buying and meal-making decisions.

idea

Reach them in educational settings where they’ll be receptive. Encourage
and instruct on wise food choices at neighborhood day care centers, grade,
middle and high schools. Reach kids and their parents, their teachers and
nannies by acting as a guest speaker at a health class or auditorium session
or arrange an evening Q&A for Millennial Parents.
Build their trust in you. Discuss age-appropriate topics such as:
• Why repeat exposure is important to building kids’ healthy eating habits and how to do it.
• Healthier snacks based on sensory attributes – carrots provide crunch, yogurt is cool and
creamy, etc.
• A clear definition of “good nutrition.”
• Reading labels.

idea
Ways to share information:
• Offer handouts on healthy snacking, lunchbox
packing, tips for managing dinner when postschool activities prevent meals together, and fun,
tasty ways to add healthy foods to family meals.
• Mention services your stores have to
encourage the healthier eating Millennial
Parents want (consults, store tours). Point out
the nutritional bounty available in the store’s
produce department, in tasty and convenient
pre-cut packages.
• Schedule class visits to the store – Even
better if your stores have an adjacent or
rooftop garden or greenhouse, where kids
could participate and learn to appreciate
the goodness and ‘wow’ taste of fresh,
local, healthy foods straight from the
ground, and experience new tastes.

• What organic does and doesn’t mean.
• Product solutions for common childhood food issues. For example, published research suggests
a2 Milk® may help avoid stomach discomfort in some people. Providing solutions like these can
add to Millennial Parents’ confidence in the food choice they make for their children and
increase their trust in you.
Encourage an ‘eat a salad a day’ initiative, either in the school cafeteria or as part of a lunchbox
meal packed by mom or dad.
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Kids Are Fast Becoming Restaurant-Goers with Their
Millennial Parents
Pressed for time, 90% of Millennial Parents order food from a restaurant at least
once a week vs. 77% of Millennials Without Kids and 73% of the overall population.
Nearly half (46%) of Millennial Parents’ away-from-home dining occasions include
children under age 18, and 43% of Millennial Parents allow their children to decide
where to eat, added Technomic.
Savvy retail dietitians can compete with restaurants by partnering with deli and
grocerant departments to offer meal-ready options that appeal to kids’ palates and
Millennial Parents’ nutrition and value-driven demands when making food
purchases.
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Source: Technomic 2017 U.S. Millennial Parents Insight Report

Disney Dives into Plant-Forward Foods to Meet Demand of Young Families and
Others
More than 400 plant-forward dishes debuted at Walt Disney World theme parks’ and resort hotels’
quick-serve and table-service locations in October 2019. Vegan options will arrive at Disneyland
in the spring of 2020.
Vegetables, fruits, grains, nuts, seeds and legumes are at the center of offerings. Absent from
these new dishes are animal meat, dairy, eggs and honey.

Why now?
83% of U.S. consumers are adding plant-based foods to their eating habits to improve
health and nutrition, 58% of adults drink non-dairy milk, 31% of Americans have
meat-free days (Mintel), and vegan searches have surged by 90% this past year
(Google).
Source: Baum & Whiteman food consultants

This Disney initiative targets the adventurous palates of Millennials and their
desire to expose children to new tastes. Nearly half (48%) of Millennials will
try a new food simply because it sounds interesting, said Datassential’s
Millennial Keynote Report, February 2018.
A Disney menu sampler: steamed Asian dumplings with Chinese long
beans, red peppers and radish in a broth; chili-spiced crispy friend
tofu bowl; and plant-based cashew cheesecake, a Disney blog
described.

idea
Retail dietitians could take a cue from the kings of
creating experiences – collaborate with store
chefs to create prepared plant-forward dishes
with appropriate twists to suit local tastes and
which appeal to kids and parents. Play up their
originality and nutritional value on social-media
posts, handouts, store signs and the chain
website. Build buzz with sampling events and
presence in the grocerant too. How about a store
mascot or character-inspired dinner menu in the
grocerant, and a special night for it each month to
excite kids?

27

Encourage All-Inclusive Family Shopping with Game-Like Experiences That Imprint Better Food Choices in Kids
Millennial Parents like to have fun with their children and see shopping as a bonding experience.

idea
Retail dietitians that suggest game-like ways for parents to impart their own
healthy food priorities to their Mini-Mes can help turn shopping into a
rewarding learning experience the kids look forward to.
Create handouts with a few basic game rules, which parents can easily
follow and tailor if they like:
• A Smart Snacks in the Aisles game, which lists healthier options in
every aisle of the store. Parents can tell their children how many they
can choose. Shoppers will appreciate gamification to entertain their
kids and making shopping a fun experience, and your department
managers will love the new traffic in center store.
• Blind taste tests – Which fruit or veggie, or yogurt, or white meat, is
this?
• A treasure hunt game – How many foods can we find in different
departments of the store that fit within the same food group (dairy,
fruit/veg, etc)?
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Add recipes to make at home for fruit and veggie snacks, perhaps in animal
and geometric shapes. Coordinate with the nonfoods manager because
this may lead to high-margin nonfood sales of cutters in different shapes
and sizes.
Stack handouts and recipes at the customer service desk. Post free e-book
pdfs on the store website and social media pages. Brand with the store
name and dietitian contact info.
Post kid-friendly signs, at kids’ eye-level, with messages like ‘Do better in
school. Eat smart foods.’ and ‘Perform better in sports. Eat smart foods.’

As Brands Race to Meet Demand for Healthier
Choices, Curate Lists of Some New Better-ForYou Items Young Families May Want to Try
Millennial Parents want taste adventures for themselves
and their children, so they’re often willing to try new
items.

idea

Retail dietitians can seek regular updates on new, healthy
products from vendor partners and category buyers. Curate the
list on a regular sequence – and share it with this prime
audience via social-media posts, e-mails and store signs.
Call attention to new desirable food, beverage and snack
choices, and dietitians induce more trial and imprint stores as
first destinations for precisely what Millennial Parents and their
children want.
It’s a win-win for these customers, who’ll meet their meal,
beverage and snack needs more satisfyingly. Kids can also
impress their school friends with cool new lunchbox treats or
soccer-game snacks.
Once dietitians document the effort improves sales, the
category buyers and department managers will commit to
supporting the effort long-term. Manufacturers, especially
direct-store-delivery (DSD) reps who set up displays, may
become more loyal to your stores if their brands benefit from a
new-item sales pickup. This could be valuable down the road,
say, if marketplace shortages exist during promotions and
they’ll work to supply your stores.
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