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TOMORROW’S CONSUMER



World population by generation
Worldwide and in the U.S., Millennials are the largest generation yet – some 2.3 billion strong. 
(U.S. Census Bureau) 
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First digital 

natives

Less money 

to spend

Access, not 

ownership

Different priorities
Daily pursuit 

of wellness

Encumbered 

with debt

Social and 

connected

Millennials: The largest generation in history is about to 
move into its prime spending years and change how 
we do business for decades

High consumption 

of all protein types 

Concerned about 

the environment

Like to experiment 

with new foods Focused on 

wellness

Likely to shop at 

supercenters and 

online 

Increasingly eating

vegetable/plant protein

Want variety

20% have eaten lamb in the past 3 months



By 2020, Gen Z will account for 2.56 billion of the global 
population and 40 percent of all consumers

The Next Generation: Gen Z/iGen/Centennials

Social

Educated

Entrepreneurs

Multi-Taskers Tech-Savvy

Interactive

Digital NativesPhilanthropists

Less Focused

Cautious

Shop at supercenters

Adventurous eaters

Food influencers

Less likely to worry

about nutritional 

content, but apt to be 

on a diet 

Like meal kits

Likely to replace meat 

with vegetable/plant 

proteins in the future

14% have eaten lamb in the past 3 months



Flexitarians are people who are actively replacing meat/poultry with 
vegetable/plant-based proteins as a main dish daily or several times a 
week. About one-fifth of general meat eaters are considered flexitarians.

Prefer national brands

Shop online and at 

specialty stores

Urban dwellers

Ethnically diverse

1 in 3 are likely to try 

cell-based when it’s 

available

Younger

See vegetable/plant-

based protein as 

healthier

Environmentally

conscious

28% have eaten lamb in the past 3 months



More than 2 in 3 meat eaters are aware of grass-fed beef, 
but of those, one-quarter are regular grass-fed beef eaters.

Meal kits and online 

shopping are appealing

Shop at club and 

specialty stores

Environmentally 

conscious

1 in 3 have children

Tend to be Millennial 

or Gen X

Concerned with health; 

see link with food 

Believe grass-fed

promotes better 

animal health

Urban and suburban

dwellers

30% have eaten lamb in the past 3 months



EXPECTATIONS



Three levels of health

HEALTH & WELLNESS

HEALTHY 1.O

• Definition of health:
weight management

• What’s NOT in food

• Low calorie, low carb,
zero fat

’80s, ‘90s and early 2000s

HEALTHY 2.O HEALTHY 3.O

• Feeling good

• Food is natural, organic,
sustainable and fresh

• Local is important

• Focus on function and 
positive nutrition

• What will food do for me?
- supply protein?
- support health?

- provide energy?

Starting in 2004-today Now

Source:  Datassential's Foodbytes:  2018 Trends



Definition of quality

HERITAGE

VEGETARIAN-FED

WELL-MARBLED

BRIGHT PINK

ORGANIC
SUSTAINABLY RAISED

CERTIFIED TENDER

LOCALLY RAISED

PREMIUM

PRIME

LEAN

HUMANELY RAISED

Source:  Tyson Fresh Meats Spring 2018 Consumer Monitor, Pork Edition 

NO ADDED 

HORMONES EVER ALL NATURAL
NO ANTIBIOTICS

EVER

QUALITY
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QUALITY

Definition of quality: Consumer age differences

Source:  Tyson Fresh Meats Spring 2018 Consumer Monitor, Pork Edition 



Animal Care in the spotlight

ANIMAL CARE



Importance of outside verification of animal 
welfare practices 

26%

32%

15%

6%

22%

Very important

Somewhat important

Not very important

Not at all important

Don't know what it is

Source:  Tyson Fresh Meats Spring 2018 Consumer Monitor, Pork Edition ANIMAL CARE



How does it

taste?

Consumer expectations regarding transparency have evolved 

How much 

does it cost?

Is it 

convenient?

Minimally 

processed?

Organic?

Was the worker

treated fairly?

Is it healthy?

Is it safe in the

long-term?
Locally produced?

Was the animal

treated humanely?
Ethnic?

GMO free?

Environmentally

sensitive?

Ethically sourced?

TRANSPARENCY



People, 

Landscapes, 

Ecosystems

Energy for 

water

Energy for 

food & land

Food & land for 

energy

Food & land 

for water

Water for 

energy
Water for 

food & land

By 2030, demand for food, water and energy will grow 
by approximately 35%, 40% and 50%, respectively.

SUSTAINABILITY



What do consumers care about most? 

The continued ability to provide consumers with high-quality sheep and lamb 

products in a way that sustains the lamb industry and its families, employees and 

communities, and does not reduce the capacity of the environment to provide for 
the needs of future generations.

FAMILIES FLOCKS COMMUNITIES ENVIRONMENT

SUSTAINABILITY



It’s all about choices

CHOICES



Are you ready to lead?

SUSTAINABILITY

CONSISTENCY

FOOD WASTE

ANIMAL WELFARE

PROTEIN AND NUTRITION 

COMMUNITYTRANSPARENCY

FAMILY

HEALTH AND WELLNESS

QUALITY

THE ENVIRONMENT

COLLABORATION



We are called to be architects 
of the future, not its victims.
R. Buckminster Fuller

MICHAEL UETZ
m.uetz@midanmarketing.com

773.276.9712



Faith Garrard - Raley’s Jay McCarthy – Global Chef

Have a Question? 
www.slido.com #lamb


