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Conscious_
consumerism
is the new norm.

80% 72%

of millennials of consumers
want to work for companies say they would recommend a
that care about their impacts. brand that supports a good cause.

Source: Sustainablebrands.com Source: USA Today



“Millennials will be loyal to products
and brands they can personally use to
live sustainable lives.”

— Business Insider 2015

Trust Comes First

They value authenticity as more
important than content. They have to
trust a company before they will take
time to read the content it produces.

— Forbes

Brand Loyal

60% said that they are often or always
loyal to brands that they currently
purchase. The sooner you build the
connection with millennials, the more
likely they will be loyal in the future.

— Forbes

Advertisin? is Inauthentic
They are not influenced at all by
advertisements: they think advertising is
all a spin and not authentic.

— Forbes

“Good” Products Sell

“Data cited at the [Sustainable Brands
New Metrics] conference showed
consistently that brands associated
with green, sustainability, and trust
sell more products than brands that
don’t stand out as “good.”

— INC
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22-45 Years Old

Millennials to Select Gen Xers

Most Sustainably

Conscious Generation
but don't label themselves as
environmentalists.

More Health Conscious
and want to incorporate nutrient
packed superfoods into their diets
and there are a slew of online
resources tell them how to.

Willing to Pay

for more responsibly made products
and care about the big-picture
impact of their purchases.

Influencing their Peers
and sharing their routines, recipes
and products on social media and
influencing their friends. They
follow bloggers and influencers
and look to them for reviews and
recommendations.
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Brands They Identify With

Innovation with a Transparency

Social Mission Companies that offer a look into
Generic and b|g box brands fall their process have more success
short on their list of criteria when with Yussies. They are no longer
they go toma ke purchases_ They jUSt interested in the end pl’OdUCt
want to Support and associate but want to feel part of a brand
themselves with human, personal, and company story.

and impactful brands.



THE CURRENT WHY BARRAMUNDI ABOUT US CHEFS & BUYERS STORE LOCATOR RECIPES
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Finally, the fish you've e
been waiting for. e

Meet Australis Barramundi—The Sustainable Seabass®.
Pure and healthy, a flexible favorite for chefs and
cooks around the world.
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