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Millennials are unlike 
any other foodservice 
decision maker.
And reaching them isn’t easy.

In foodservice—like every other industry—millennials rule. 

To set your company up for greater success, you need to understand how they think, 
what they value, and most importantly, how to reach them.

I’m happy to share with you Capturing the Ultimate Audience: How to Reach Millennial 
Foodservice Operators, our new report that gives you real insights on connecting with 
this powerful buying group.

In this report, you’ll discover:

• Millennial decision makers’ heavy influence 
 in foodservice channels

• Insights on how they consume information 

• Five best practices you can apply to your next marketing effort

I hope this report helps get you a little closer to growing your business through the 
audience everyone wants to reach. As always, we’re available at 708-349-8400 to help 
you connect your brand to your targets in new and different ways.

Sincerely,

Kevin Wilson
CEO, Esrock Partners



Millennials are a  
powerful buying group

Seventy-five million strong with a spending power of more than $3.3 
trillion, millennials are the audience everyone wants to reach. Raised in 
the age of technology—and more trusting of social network peers than 
brands—millennials are in total control of how and when they consume 
information. Making them highly difficult for marketers to connect with. 
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Millennials
born between

1981 & 1996

Firmly entrenched in food & bev
Millennial decision makers are strongly represented across Food & Beverage channels.
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Jonny Hunter
 Chef, Co-Founder of Underground Food Collective 

If you want to send me new product 
information, DM me on Twitter.

© Sharon Vanorny Photography 
for Madison Magazine

Millenial operators 
communicate differently

With so many potential touchpoints, it is difficult for marketers and 
sales teams to connect with operators in the ways they prefer.



33% 54%

of millennials age 26-33 have 
a 4-year degree or higher

want to start a business or  
have already started their own

Millennials are the best-educated 
group of young adults in U.S. history
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Nearly

9 of 10

in the last 5 years

millennials
entered management

positions

~ Dana Moran 
   Managing Editor, FoodService Director Magazine 

Like us or not, the millennial 
workforce takeover has arrived…
Today’s servers, cashiers, cooks 
and dishwashers will be tomorrow’s 
foodservice directors, so it’s 
imperative to bring quality people on 
board and train them for success.
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To millennials, technology is everything
Millennials are digital natives who grew up with online product reviews and social sharing tools.

7 technologies transforming 
the foodservice industry:

Bluetooth 
Temperature 

Sensors

Optimized Schedule 
Makers/Scheduling 

Software

Virtual Reality 
Onboarding

Digital Inventory 
Tracking

Automated 
Purchasing Tools

Kiosks/ 
Tabletop Tablets

Digital Table/
Reservation Managers

4

2.5x
more likely to be

early adopters 
of technology

than other  
generations

92%
own a 

smartphone

85%
have a social
media profile



Foodservice professionals 
under 30-something say...
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I love technology. I’m always trying to innovate and create 
new tools to help the operation. I designed a menu slide 
for one of the accounts, and it became a best practice 
within the state of Michigan.
Fernando Costa, age 32
Director of Food & Nutrition Services,  
Crittenton Hospital Medical Center, Rochester, MI

Courtesy of Foodservice Director Magazine

I think as 
technology 
grows, things 
will start to move 
faster and that 
only means  
faster turnover.

Shayne McCrady, age 22
Line Cook, The Gatesworth, St. Louis

Courtesy of Foodservice Director Magazine

Amanda Velez, age 25
Executive Dining Room Manager,  
Sodexo at Arbor Glen, Bridgewater, NJ

Courtesy of Foodservice Director Magazine

I believe technology will 
change the industry. It will 
give us more shortcuts, 
providing accommodating 
information to residents 
on hand rather than ‘let me 
get back to you on that’.
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80%

use video to conduct research 
before making a purchase

Millennials have unique buying habits
To successfully market to millennials, it’s important to understand their purchase behaviors.

85%

are more likely to make 
a purchase if it’s personalized 

to their interests

How millennials decide what to buy

57%

will research products
before making a purchase

How millennials decide what to buy

95%
say that

friends

source for product 
information

credible
are the most

Millennials look for social proof
Millennials are less receptive to typical advertising methods than generations 

before them, relying more on recommendations from friends and online reviews.

1 in 3 choose blogs
as the top media source
before making a purchase



Causes matter to millennials. A lot.
75% of millennials want companies to give back to society with their profits. To truly capture the minds,  

hearts and wallets of millennials who live on social media, it helps if your company supports a cause.

Top 7 values that stand out 
on social media:

Animal Rights
#furfree, #crueltyfree, #govegan

Sustainability
#fairtrade, #circulareconomy, 

#shopconsciously

Environmental
Protection

#zerowaste, #recycling, #greenwash

Anti-Racism
 #culturalappropriation, #racism, 

#blacklivesmatter

Inclusiveness
 #fatshaming, #bodypositivity, 

#inclusive

Feminism
 #generequality, #feminist, 

#thefutureisfemale

LGBT Rights
 #lgbt, #translivesmatter #pinkwashing

37%

are willing to purchase a 
product or service that supports 
a cause they believe in, even if it 

means paying extra

50%

would be more willing to make a 
purchase from a company if their 

purchase supports a cause

© Jamie Oliver 
Instagram
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Chefs use social media to support
social causes they believe in:

Jamie Oliver

6.9m 
followers on 
Instagram
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Five best practices for  
marketing to millennials

Personalize Your Content to  
Millennials’ Unique Interests
Millennials value being acknowledged as individuals.  
They ’re receptive to brand storytelling over straightforward  
ads and develop a loyalty to brands they feel they can trust.  
They don’t mind if content is branded, as long as it speaks to them.
 

Be Authentic
Millennials can sense when marketers are simply in it for the profit. 
To earn their attention, show them you care about them and support 
causes they care about. 
 

Engage on Social Media
Social and influencer marketing is proof of how millennials want  
to be part of the conversation, not a passive witness to an ad. By  
directly addressing them—and even reposting their user-generated  
content—brands create strong connections, turning ads from an 
afterthought to an experience.
 

Inform, Inform, Inform
Millennials want to know and understand the variety of options they 
have. Use video and blogs to leverage where this generation turns 
to for their information.
 

Meet Them Where They Are
Millennials are plugged in and synced across all their devices, from 
phones to tablets to TVs. Divide your brand investment among 
multiple platforms and extend your reach across channels.
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