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Total US
Households

I |
Less Engaged

Maintenance
Mode

Young & Dieting

DIYs

REHESS

20% 10% 14% 21%
do not participate in only exercise normal diets regulate their
weight loss programs occasionally controlled by eating eating by
smaller portions designing their
own diet

Source: Nielsen Analytics Consulting ShareGain

Moderately Engaged

Very Engaged

Health
Idealists

Single
Self-Starters

Program
Partners

8% 15%

Actively involved in constantly involved in
diet programs and diet programs and are
use dietary  concerned about regular

supplements to in-take of organic
remain healthy products

12%

concerned with
eating the right
foods for their body
make-up
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Fuente; Who are arganic consumers
Professional Research Associate
Specialized Livestock Marketing Research {AFIF)
AQ. Econ, University of Saakatchewan
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Restless palates,
adventurous
purchases,
wariness of
marketing and
dependence
on social
networking—
Millennial
behaviors are
beginning to
permeate every
age group.
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MM
WWI (77 y +) 32
Swing (64 - 76) 30
Boomer (45 - 63) 77
Generacion X (33 -44) | 44
Millennial (15 - 32) 70
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aWWII (77 y +)

@ Swing (64 - 76)

O Boomer (45 - 63)

@ Generacion X (33 - 44)
® Millennial (15 - 32)

“  Domestic
m Imported

Boomer (45 Gen X (33 a Millenial (15
a 63) 44) a 32)



B Millenial (15 a 32)
@ Gen X (33 a 44)
O Boomer (45 a 63)
O63y +

Millenial Gen X (33 Boomer 63y +
(15a32) a 44) (45 a 63)
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Get BAREFQDT
and Have a
Great Time.

A and Have a “Gallo’s Barefoot
Great Time. |

: . brand saw the
largest increases
In revenue and
volume of all
brands in food
stores last year’



2085 o o drives you to take it all in,

to taste the essence of life.

%{/‘ ff&ff&- « » tends to lean toward

those things that are...
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Dank!

Thank you!



