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Market View: Millennials and All-Day Snacking
Market your snacks as more than treats, and not just to Generation Y.

By John Stanton, Contributing Editor

May 07, 2018

MENU

I suspect because I am around millennials all the time at the university that their habits and behaviors don’t surprise
me. Once in a while when we do research projects I learn something new about them.

I know a lot has been written about millennials so I won't repeat others’ observations; however, some of their
behavior toward food may have an impact on your future marketing and bear repeating.

This is a group to be reckoned with. Millennials have overtaken baby boomers in population size. The U.S. Census
Bureau states that millennials now make up over 25 percent of the U.S. population.

Marketing Insight with John Stanton 
Food Processing marketing expert, John Stanton, has a lot to say about marketing to the food and beverage
industry. Over the years, he's provided words of wisdom to the readers of Food Processing magazine. We've put
together his most popular -- and most helpful -- columns into this compilation. Get your copy today

My interested piqued when I saw an advertisement for cell phones. It posed the question of how you use your
phone, and the person gave a long list of examples, primarily the use of apps, Uber, GasBuddy, Facebook,
Instagram, etc., and texting. However, the respondent didn’t mention making telephone calls. So why do we still call
these devices phones?

This made me think about millennials and snacking. 96 percent of millennials say they replace a meal once a week
with a snack, 58 percent say they snack four to five times a day, and convenience and taste are still the main
desired attributes. 91 percent of all consumers say they eat snacks throughout the day while 8 percent say they
forgo all meals entirely and just snack. Data by the Hartman Group found that immediate consumption made up 16
percent of all eating occasions for all consumers but 40 percent of eating occasions for millennials. Sounds like a
meal to me!

The way millennials snack is different as well. Historically, snackers were exclusively looking for a treat: a candy bar
or a salty snack. Today, snackers are looking for energy and nutrition, as well as a treat. If you can pack everything
that you might get in a meal into a bar or a drink, why eat a “meal”? millennials ask.

These are not just snacks between meals, it is a new way of eating. Today, the concept of three meals a day may be
as meaningful as churning your own butter. So why do we still call them snacks? They are as much a part of the
modern diet as any other eating occasion.
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Growing Brand Presence in Center of Store
Consumers' current interest at the grocery store is in the perimeter, but brands can grow in…

Millennials Save When Shopping Online Says IRI Survey
IRI research finds 28 percent of consumers bought groceries online in 2017’s fourth quarter.

Millennials Spend More on Prepared Foods, Pasta, and Sweets
USDA's Economic Research Service finds millennials shop at grocery stores the least among four…

One observation I have made with the millennials and “snacking meals” is the increased importance of packaging.
First, you must understand that many (and getting to be most) millennials don’t want to go to stores. The brick and
mortar stores are their last choice. Additionally, they don’t watch as much television as other generations, and when
they do it is often recorded and they pass over the advertisements.

Are you prepared to take a bigger bite into snack food production? Whether you’re new to snack foods or a
veteran processor, there are a lot of considerations when manufacturing a great snack food. In this e-handbook,
we’ll look at all facets of snack food production. From ingredients to equipment, packaging, labeling, and beyond,
this e-handbook will leave you hungry for more. Sign up today 
 

So packaging, both on-line and in the stores, must be more compelling than ever. Target marketing is important so
your product speaks directly to the needs of millennial consumers, not for everyone, and should include more on-
the-go options.

Re-evaluate your package sizes. The “snack meal” is often not shared and represents a single serving. Becoming
more important are shifts in packaging sizes, including micro-packaging, individual serving packages and smaller
products that cater to the millennial preference for mobility as well as speed and convenience.

The package must speak to millennials and grab their attention as they scan products online and in stores. It must
attract their attention because that might be your only chance to get their attention. In more and more cases, they
are not looking for your product specifically but are scanning a long list of possibilities.

When the millennials do go shopping, they most likely have not heard your advertisements. They are scanning the
shelves the way they scan the internet, asking “What catches my eye?” Eye catching means make it “cool.” Since I
am clearly not cool I can’t offer much insight here but Coca-Cola has done a nice job with signature cans and Frito-
Lay has done a lot with interesting (cool) flavors.

Millennials are early adopters that look to products and brands with the next exciting idea. They want a brand that
can quickly adapt to their rapidly evolving wants and needs, but also one that will unleash their desire for
convenience and taste.

In my research I have traditionally found that the attribute “sustainable” was a wonderful idea but had little impact on
purchase behavior … until now. Millennials not only value sustainability but are willing to buy and support
sustainable products, especially sustainable packaging.

It’s time to think of snacking as a “lite meal” or a “replenishment meal” or anything that makes the snack more a part
of the total eating behavior. Let’s call it what it is for millennials: "their meal." 

https://www.foodprocessing.com/articles/2018/growing-brand-presence-in-center-of-store/
https://www.foodprocessing.com/industrynews/2018/millennials-save-when-shopping-online-says-iri-survey/
https://www.foodprocessing.com/industrynews/2018/millennials-spend-on-prepared-foods/
https://www.foodprocessing.com/blogs/thescoop/millennials-influence-grows-in-food-culture/
https://cta-service-cms2.hubspot.com/ctas/v2/public/cs/c/?cta_guid=12764ed8-697a-441b-9eb7-4e146dcbc97b&placement_guid=27aef6e0-fce1-4eff-b566-d28d20c05302&portal_id=391208&redirect_url=APefjpFFH5-V1fsyVsjbqavGSUzD4hQ1mr2x8jsq4vXVlrKMH13dUugM06_Vz_D4jghHBFMPgq9u6ZKbagx1eybLWS2WEg0cIRlIX0RkZSmIVjWHA6Wlf20PLrvxH1eNEfxjHIqAaZ_phODdlTVuL3Y2S2l-A-KyMQIiTNe9OmpLiX1vrhom_UgEkqwEls0518gM-8misHgQxXqAbqnJsiNehINNBc5Aq9FN_wDSjMxvFDKSdQAWDGpCRtm6ZbIVTjoKpLXIuyQXI_5-e40LRUYB12mChpmWTQ&hsutk=ed1f8dd093aa7aa472f49bf3b7fbbe77&canon=https%3A%2F%2Fwww.foodprocessing.com%2Farticles%2F2018%2Fmarket-view-millennials-and-all-day-snacking%2F&click=12260767-45be-4cc9-bca0-c9a81f381d4a&__hstc=59057202.ed1f8dd093aa7aa472f49bf3b7fbbe77.1527602091691.1529588702231.1529590762606.11&__hssc=59057202.1.1529590762606&__hsfp=1756094319

