
Millennials are a big part of the local consumer movement. 

And while the type of food millennials indulge in varies in local markets …

want products 
grown locally

Fast food reigns in 
the South, Great 
Plains and Texas.

39%
want products 
manufactured locally36%

Co�ee rules in the 
Northeast and 
Washington.

…when it comes to baked goods, 
millennials nationwide unanimously 
care about these three major factors:
1. Freshness

2. Value

3. Variety
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Understand local preferences and food trends. Fresh and trend-driven 
o�erings that focus on quality—like Starbucks’ sunset menu, which blends 
co�ee and summer flavors such as lemonade and iced tea—appeal to 
millennials in the booming co�ee markets on the coasts.

MAKE IT LOCAL, FRESH AND QUICKMAKE IT LOCAL, FRESH AND QUICK

will order something 
di�erent each time they visit 
a foodservice operator

40%
will splurge on a meal 
or dessert, even when 
money is tight

87%
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• Feature premium ingredients and desserts inspired by international 
cuisines to showcase the variety in your establishment’s o�erings. Au Bon 
Pain o�ers a chocolate and creme torsade, a braided croissant-like pastry.

• Use menu descriptions that flaunt ingredient quality or prep methods, as 
well as ones that inspire emotions. McDonald’s describes its baked apple 
pie as: “It's the tradition you love to uphold, with delicious apples lightly 
spiced with cinnamon, baked in flaky pastry.”

Millennials balance out a health focus with a dose of indulgence. And when they 
eat on impulse, they crave variety.

FEED INTO THE TREAT YOURSELF ATTITUDEFEED INTO THE TREAT YOURSELF ATTITUDE

DIVERSE IN EVERY WAYDIVERSE IN EVERY WAY
Born between 1980 and 1997, millennials represent 1/4 of the population and are the 
nation’s largest living generation.

Food is a lifestyle for millennials, who spend more per visit to retailers than any other 
generation. On average, millennials eat out nearly 10 times and visit 6 di�erent 
foodservice providers every month. 

 Here are 3 ways to become irreplaceable.

$1.3 TRILLION $1.3 TRILLION $1.3 TRILLION $1.3 TRILLION 
Projected annual spending by millennials

of millennials 
strive for a well-
balanced diet

60%
consume 
organic or 
all-natural foods

44%

Older millennials are more likely 
to make healthy purchasing 
decisions. Compared to younger 
millennials, they:

• Read nutrition labels more often

• Choose healthy options 
when eating out
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 • Think of options packed with healthy ingredients, like Panera’s sprouted 

grain bagel flat, made with sprouted wheat, rye, spelt and oats. 

• Individual servings or mini desserts allow for indulgence without guilt. 
Cinnabon o�ers smaller options alongside its Classic Roll, like the MiniBon 
and Cinnabon bites.

EMBRACE THE HEALTH KICKEMBRACE THE HEALTH KICK

DECODING MILLENNIALS
Millennials matter for business growth—
but they’re not all the same. Take a 
closer look at this demographic and 
get smart about tailoring baked 
goods for these prime consumers.
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