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TRIANGLE is a strategic communications consultancy happening to have six people
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and views. We are professional consultants with improved knowledge in the field of
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new insights and a high standard in quality.
We see no mountain as too big to conquer, we use different angles to overcome obstacles and to be able to deliver creative solutions. By seeing things from at least three
different angles at a time we can create added value that will lead you to the top.
TRIANGLE’s core values: persistent, energetic, personal, humurous, flexible and
open-minded.
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most chaotic situations. My strength is to calm the group down and keep
the vibe positive. I’m also a creative thinker. Put me together with creative doers and it makes for a perfect team.

I strive to deliver high quality work. My perfectionism and precision
contribute to this. I also like to go in a straight line towards my goal.
When the group starts to drift off, I will put them back on the right path.

My name is Xander Kraai and I will be the spokesperson for TRIANGLE
when in cotnact with Reluctantly Brave. My strength is to get everyone
focused, on the goal of a project and besides that I have exoerience with
business analyses. Furthermore I am a very enthusiastic teamplayer.

My name is Leonie Theeuwen and I am accurate, structured and
a teamplayer. My strength is that I am very keen on getting the
group focussed on the goals

Throughout this project I will be responsible for the spelling and grammar. My strength lies in recognising opportunities. The main goal I have
for this project is to draw inspiration from others and incorporate this in
a creative and innovative concept.

triangle
[trahy-ang-guh l]
noun
1. a closed plane figure having three sides and three angles.
2. a flat triangular piece, usually of plastic, with straight edges, used in connection with a T square for drawing
perpendicular lines, geometric figures, etc.
3. any three-cornered or three-sided figure, object, or piece: a triangle of land.
4. a musical percussion instrument that consists of a steel triangle, open at one corner, that is struck with a
steel rod.
5. a group of three; triad.
6. a situation involving three persons, especially one in which two of them are in love with the third.
7. (initial capital letter) Astronomy. the constellation Triangulum.
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1. Management summary
In this report we evaluate the market potential of sustainable sugar in the United Kingdom and the United States. There has been given an answer on the research question
‘How can we engage mums in certified and sustainable sugar?’ For our client Reluctantly Brave we have created a branded concept of sustainable sugar targeted at mums.
Remarkable is that both governments of the United States of America and the United
Kingdom are running campaigns to reduce sugar intake. Both countries deal with the
problem that their citizens are consuming way to much sugar. At least 39 states in
the United States of America have small special taxes on sugary drinks whereas the
United Kingdom in its entirety has also announced that the sugar tax will be part of
the 2016 budget.
After an extensive research we got clear view from different points of view about the
market potential. From here we focused on the mums to make a defined target group:
Millennial Mums. Millennial Mums are between the age of 18 and 34. They are trying
to balance between kids and career, want to be happy, are online active, find it important to have a healthy lifestyle and are interested in technology.
We found out that nearly 40% of the American Millennial women chose ‘sustainability’ as an important factor for the decision on foods and beverages. Sustainable food
in the United Kingdom is a trend. The sales in sustainable food are growing and growing. Main trends in both the United States and the United Kingdom are the needs to
exercise regularly and to eat a healthy diet.
The Brand Loyalty Triangle is our own created model, inspired by The Brand Equity
Model (Kevin Lane Keller), the Consumer Decision Model (McKinsey & Company) and the Touch point Model. The first step in the Brand Loyalty Triangle is brand
salience. The main question at this point is ‘who are we?’ After this next phases are
consider, evaluate, buy, enjoy, advocate and bond.
With this in mind we came up with the branded concept Sweetheart. With Sweetheart
as a sustainable sugar brand we want to provide a fair, natural and happy choice which
is quick and easy to enjoy on the go. While being fair, natural, transparent, happy,
accessible and easy, we believe that this brings sustainable sugar to life for Millennial
Mums.
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Sustainability

2. Research
2.1 SUSTAINABLE PRODUCTS, FOOD AND SUGAR

Sustainable products
There are a lot of different definitions for the term sustainable products. “Sustainable
products are products which have little impact on the environment during its life cycle.” Raw material, production, use and final recycling are the successive steps in this
cycle. A sustainable product is good when the consumer is satisfied. When this is not
the case, the product will be unsuccessful and an economic failure. The risk of failure
when releasing a sustainable product on the market is not small (Ljungberg, 2007).
Another definition for sustainable products is “Sustainable products are those products providing environmental, social and economic benefits while protecting public
health, welfare and environmental over their full commercial cycle, from the extraction of raw materials to final disposition.” (Sustainable Products Corporation, 2001).
Interest in sustainable products
The majority of consumers have a strong interest in sustainability and ‘green’ products. More than half of the population falls into the categories actives or seekers.
With their purchase they consider environmental values and health-related sustainability issues. Most consumers are more likely to purchase a product that demonstrates a
company’s corporate social responsibility initiatives. Adults have interest in learning
about sustainability initiatives from a company. The interest for sustainable products
is strong, but consumers do not want to pay for it. About 5% of the adult population
are ‘Super Greenies’. They are high-income, high-spending consumers and purchase
luxury items and have an active lifestyle. Internet is their source for local information.
They use it for basic information and for seeking local businesses. The majority is
unwilling to pay for sustainable products. Their trust has been damaged by greenwashing and lack of transparency. Consumers have to little information and distrust
companies’ claims. Consumers don’t know the impact when they buy a product from
a company that says it is socially responsible. Sustainable products can be the decisive factor between two similar products, but there are more motivations for making
a purchase or switching from a brand. These factors can be health and safety, price,
discounts, performance, style and convenience. Consumers trust on the opinion of
consumers online and on recommendations from people they know. Being transparent
about your brand and the commitment to sustainability is important (Nielsen, 2014).
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Trends in sustainable products
Companies want to impress and inspire with creativity in their sustainability efforts.
Especially for increasing the priority level of environmental and social criteria in product innovation processes. Sustainable products can not only be profitable and responsibly produced, but they can also stimulate the behaviour of consumers, support
smarter shopping and moderate consumption. In 2015 there were trends for sustainable products, but they also apply for the next years.
- Products that give a new life to waste: These are products which are designed in
line with fundamental principles of a circular economy. This is a reaction to the
growing concern about shortage and waste. Example: Adidas and Parley work together to produce a shoe with a top sheet made from ocean plastic waste.
- Products based on bio-materials and biomimicry: Mio-materials and bio-products
are increasingly arising in the last few years. Chemical companies are rushing to
come up with more sustainable solutions. Example: waste coffee ground can be
recycled and turned into advanced biofuels. There is also a special new class of
products developed by following the principles of biomimicry.
- Products resulting from crowdsourced innovation processes: More and more brands
encourage social and environmental entrepreneurship through crowdsourcing
campaigns. Example: The Sustainable Materials Centre from LEGO ask their employees to come up with alternative raw materials for the packaging and toys.
- Products that are designed to exist in symbiosis with densely populated environments: Corporate sustainability and city sustainability are a potential for win-win
public-private partnerships, but it is nearly unexplored. Example: get energy out of
the footsteps from people.
- Products that aren’t products: This trend is about services. If we want to switch
to a sustainable economy, many products have to turn into services in the interest
of decoupling economic prosperity from resource demands. Example: renting products instead of buying (Vlahov, 2015).

8

Sustainable developments
The growing awareness between mounting environmental problems, socio-economic
issues (poverty and inequality) and concerns about a healthy future for humanity, results in the concept of sustainable development. Sustainable development is an important shift in understanding relationships of humanity with nature and between people
(Hopwood, Mellor & O’Brien, 2005).
In other words: “development that meets the needs of the present without compromising the ability of future generations to meet their own needs” (The Brundtland
Report, 2007).

Image 1: concept of sustainable developments (The Sustainable Leader, n.d.)

Social and environment is bearable, social and economic is equitable and environment
and economic is viable. Social, environment and economic need to be combined with
each other to be sustainable. To clarify what sustainable development means, a few
examples from goals for sustainable development in the future compiled by the United Nations are mentioned below:
- End poverty in all its forms everywhere;
- End hunger, achieve food security, improved nutrition and promote sustainable
agriculture;
- Ensure healthy lives and promote well-being for all at all ages;
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- Promote sustained, inclusive and sustainable economic growth, full and productive employment and decent work for all;
- Build resilient infrastructure, promote inclusive and sustainable industrialisation
and foster innovation;
- Take urgent action to combat climate change and its impacts;
- Conserve and sustainably use the oceans, seas and marine resources for sustainable development;
- Protect, restore and promote sustainable use of terrestrial ecosystems, sustainably
manage forests, combat desertification, and halt and reverse land degradation and
halt biodiversity loss;
- Strengthen the means of implementation and revitalise the global partnerships for
sustainable development (United Nations, 2016).
Sustainable food
Food is essential to life. It also forms an important part of our cultural identity, and
plays an important role in the economy. People are aware that the food they eat is an
important factor affecting their health, but what is less well known is the impact producing and consuming food has on the world’s resources.
There are many different views as to what constitutes a ‘sustainable’ food system.
‘Sustainability’ is an extensive term. Strictly speaking sustainability implies the use
of resources at rates that do not exceed the capacity of the Earth to replace them. For
food, a sustainable system might be seen as encompassing a range of issues such as
security of the supply of food, health, safety, affordability, quality, a strong food industry in terms of jobs and growth and, at the same time, environmental sustainability
in terms of issues such as climate change, biodiversity, water and soil quality (European Commission, 2015).
Nowadays there are a lot of certifications that show whether a food product is sustainable or not. The most important certifications and their meanings are listed below:
- Natural: The term natural is unregulated and undefined by the FDA (Food and
Drug Administration) and is essenti¬ally at the whim of food producers. The FDA
has “not objected to the use of the term if the food does not contain added colour,
artificial flavours, or synthetic substances.” The USDA (United States Department
of Agriculture) on the other hand, has clearly defined “naturally raised” for meat
and poultry products as “no growth promoters, antibiotics, animal by-products, or
fish by-products.”
- Organic: Organic foods are produced without synthetic pesticides, herbicides or
fertilisers. Sewage sludge is forbid¬den and seeds and food cannot be treated with
irradiation. On average, organic food takes 30% less energy to produce.
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- Fair Trade: The Fair Trade label promotes standards for fair labour practices, environmentalism, social policy, fair pricing, and community development. Buying
fair trade ensures that growers get a fair price for their products and are treated with
respect.
- Certified Humane: This certification requires the humane treatment of farm animals from birth to slaughter. Animals must have ample space, shelter and gentle
handling to limit stress and be fed a fresh and healthy diet free of antibiotics or
hormones. Cages, crates and tie stalls are all forbidden and animals must be able to
engage in natural be¬haviours, such as wing flapping for chickens or the ability to
root around for pigs.
- Marine Stewardship Council (MSC): This is a fishery certification program and
seafood ecolabel that recognises and rewards sustainable fishing. The MSC standard is based on three core principles: health of the stock, impact on the marine
ecosystem and management of the fishery (Pomona College, 2016).
Sustainable sugar
Currently there is one company in the United Kingdom that focuses on sustainable
sugar, which is called ‘Bonsucro’. Bonsucro is a global non-profit, multi-stakeholder
organisation fostering the sus-tainability of the sugarcane sector through its leading
metric-based certification scheme and its support for continuous improvement for
members. The main aim of the Bonsucro Standard is to promote measureable standards in key environmental and social impacts of sugarcane production and primary
processing while re¬cognising the need for economic viability (Bonsucro, 2016).
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2.2 SUSTAINABLE SUGAR UNITED KINGDOM AND UNITED STATES

Sustainable sugar United Kingdom and United States
It is very important to create a clear overview of the current sugar market. This analyses focusses on the United Kingdom and the United States. What stands out in our
research on sustainable sugar is that there is little information to be found about this
subject. We did however, discover a trend in both countries where the governments
are taking action against the sugar intake of their citizens.
Government Campaigns versus Sugar Intake
Sugar is almost everywhere and you are able to consume it by drinking a soft drink,
eating sweets or biscuits, buns and cakes. From the moment you wake up until the
moment you are going to bed, you will consume sugar from all kinds of products.
A group of dentists and dental professionals wrote an article about the usage of sugar
within products and the risks for young children. GDPUK (2015) shows that children
aged four to ten years are consuming up to 50% more sugar than the recommended
amount which should be consumed. According to Donnelly (2016) children between
the age of four and ten are nowadays consuming their own weight in sugar cubes per
year.
In the United States obesity is also a very big problem. According to Harvard School
of Public Health (2012) two-third of adults and one-third of children in the United
States are overweight or obese. That on its own is a shocking fact. Besides that, the
Harvard School of Public Health (2012) states that the United States spends an astonishing $190 billion a year on treating people with obesity.
This obesity and too much use of sugar could be translated in the litres of soft drinks
that every person usages per year. Check, Dodson & Kirk (2012) did research on the
soda consumption of over 80 countries per person per year. This research shows that
an average person from the United States consumes over 170 litres of soft drinks per
year where as an average British person consumes over 84 litres of soft drinks per
year.
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Image 2: chart United Kingdom (Public Health England, 2015)

Image 3: chart United States (
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As the graph left shows, people there is a lot of added sugar in many different products. According to Ruani (2014) the average British person consumes 68 kilos (150
pounds) of sugar per year. In comparison the average American consumes 71 kilos
(156 pounds) of sugar per year. This is an average of 1,3 kilos (2,8 pounds) of sugar
per week. Ruani (2014) and Fermand (2015) both published an article about the sugar
intake per person. It resulted in the following information.

Image 4: sugar intake per country (Ruani, 2014; Fermand, 2015)

The recommended level of sugar intake according to Jeavans (2014) should be a maximum of 5% of the total amount of energy per day. This level is set by the World Health
Organisation. And overview of the actual percentage of energy derived from sugar,
made by Public Health England (2015), shows that every age group is way above the
maximum. The following figure gives an overview of the sugar intake of five different
age groups in the United Kingdom.

Image 5: United Kingdom sugar intakes (Public Health England, 2015)
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Despite the massive sugar intake, people are aware of the fact that sugar is not good
and healthy for themselves. The article of Basu (2015) states that British people are
monitoring and reducing their sugar intake. The British also have a feeling of distrust
against manufacturers, because the 71% of the consumers believe that the food and
drink industry has to do more to reduce the sugar in their products. This resulted in a
drop of sales within the sugar industry of 14%.
In addition to the fact that consumers think that there should be less sugar in food and
drink products, they also think that it should be much easier to understand how much
sugar those products contain. Jamie Oliver also emphasises this in his interview with
Channel 4 News and states that the British public will make good choices when the
manufacturers will supply them with good and clear information about the amount of
sugar in their products (Oliver, Jamie Oliver on a sugar tax and childhood obesity at
the Health Select Committee, 2015). In ‘Jamie’s strategy to combat childhood obesity’ (2015) and the YouTube video Jamie Oliver on a sugar tax and childhood obesity
at the Health Select Committee (2015), Jamie Oliver states that companies should
inform them more about their nutrition information, voluntary schemes and the language in which they talk about nutrition in general. He also says that the government
is doing a great job within this theme. The government of the United Kingdom created in 2009 the NHS Change4Life Campaign, which focusses on reducing the intake
of sugar for children. The Change4Life campaign focusses on weight gain, type two
diabetes, heart diseases, tooth decay and some types of cancers (NHS Change4Life
Campaign , 2009).
Public Health England (2015) states the following: “Introduction of a price increase
of a minimum of 10-20% on high sugar products through the use of a tax or levy such
as on full sugar soft drinks, based on the emerging evidence of the impact of such
measures in other countries”
The Sugar Tax is a government measure intended to reduce the sugar intake of their
population through taxes on sugary drinks. George Osbourne has announced that the
sugar tax will be part of the 2016 budget for the United Kingdom. An article of Triggle
(2016) shows more insight on the new sugar tax. Triggle (2016) states that the sugar
tax will mainly influence high-sugar drinks. There will be two bands for the tax, which
will be calculated based on the amount of sugar per 100milliliters. The first band will
be for a sugar content of more than 5 grams per 100 millilitres and the second band
will be for a sugar content of more than 8 grams per 100 millilitres. According to
Gander (2016) an estimated £520 million a year is expected to be raised due to this
tax measure. This amount of money will be spend on doubling the funding for sport
in primary schools.
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There are several drinks which would be taxed according to the high-sugar tax rate.
Those names are very common to almost everyone and examples of those are Coca-Cola, Pepsi and Lucozade Energy. Examples of lower sugar tax rates are Dr. Pepper, Fanta and Sprite.

Image 6: sugar tax (Triggle, 2016)

According to University of Illinois (2011) at least 39 states in the United States have
small special taxes on sugary drinks. In California for example, they have recently
proposed a health impact fee of two cents per ounce (28.3 grams) on sugar-sweetened
sodas and other drinks (McGreevy, 2016).
The expected $2 billion each year which will be raised by the tax, will be given to
counties, cities, community-based organisations and licenced clinics to create and
maintain obesity and diabetes prevention programs. Besides that, the money also goes
to providing safe drinking water and creating oral health programs. To sketch a brief
overview, we have made some comparisons between The United Kingdom. and The
United States.

Image 7: comparison between United Kingdom and United States

16

2.3 SUSTAINABLE CHOCOLATE AND COFFEE

Co-author of the International Institute for Sustainable Development’s ‘The State of
Sustainability Initiative Review’, Jason Potts says “when we see a real growth in
adoption rates [of sustainability standards], it’s because companies have decided they
are going to source, rather than consumers.”
Bonsucro, formerly known as the Better Sugarcane Initiative and support by WWF,
has been making their way to the mainstream markets since 2008. Some of their members are Coca-Cola, Bacardi, Ferrero Group and oil companies such as BP and Shell.
They promote sustainability by focussing on business to business (B2B) rather than
business to consumer (B2C). Bacardi has committed to use 100% sustainable sugar by
2022. Ferrero and Coca-Cola followed Bacardi by promising to do the same by 2020.
CEO and head of management Natasha Schwarzbach says “We have an extensive
engagement programme within each of those countries, some countries are at the very
earliest stage of even learning about sustainability’’ (Smedley, 2014).
Because there is still little information available about sustainable sugar, we have chosen to look at other sustainable products and how they market themselves. We have
looked at both sustainable chocolate as sustainable coffee and how brands in these
industries position themselves in their markets.
Sustainable chocolate
There are several brands in the United Kingdom that offer sustainable chocolate to
consumers. Cadbury chocolate has been Fairtrade since 2009 and was first mainstream
chocolate brand to become Fairtrade certified (Fairtrade Foundation, 2016). On their
website Cadbury’s Fairtrade ‘story’ is one of the three prominently displayed buttons.
Within this page they explain about their choice to become Fairtrade certified and how
this has a positive effect on cacao farmers in Ghana (Mondelez International group,
2015).
Another important brand to look at is Divine Chocolate. Divine Chocolate is the only
mainstream chocolate company 44% owned by the farmers who supply its cocoa.
They offer a wide range of cholate bars, gifts and seasonal specialities available nationwide in the UK (Fairtrade Foundation, 2016). On their website they use a lot of
storytelling about how their brand came to be and all the farmers that are benefitting
from their business model (Divine Chocolate Ltd, 2011). Their mission is ‘‘to grow
a successful global farmer-owned chocolate company using the power of chocolate
to delight and engage, and bring people together to create dignified trading relations,
thereby empowering producers and consumers’’ (Divine Chocolate Ltd, 2011).
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When looking at Divine’s social presence we can see that their mission is incorporated
into their posts as well as on their website (Divine Chocolate Ltd, 2011; Divine Chocolate Facebook, n.d.; Divine Chocolate Twitter, n.d.). Most posts by Divine are about
the people whose lives have changed for the better because of Divine Chocolate and
so they let their work speak for them.
Package & Colour schemes
When looking at the way that Divine Chocolate has designed their website and packaging we immediately noticed their use of the colours dark brown, orange and Beige
(gold) (Divine Chocolate Ltd, 2011). Of course the golden colour can be traced back
to their logo which is golden, but the dark brown comes back as the background for
their chocolate bars as well as their website quite a lot. Personally, we assume that
these colours were chosen because of their relationship with the colour of chocolate;
dark brown, brown and beige/white and their fillings.
We took a closer look at the packaging, which is always in the same print but has different colours with different flavours. The print itself is based on West-African Adinkra
symbols that all have their special meanings. They are also featured on their website,
where visitors are able to scroll over the symbols to see their meanings (Divine Chocolate Ltd, 2011).
Social Media - Twitter & Facebook
Taking a closer look at the way Divine Chocolate use their social media channels we
see that they are very active on them. On Twitter they actively follow a lot of accounts
related to sustainable products and Fairtrade organisations. We have also found that
Divine Chocolate use food bloggers to write features about their chocolate and organise ‘giveaways’ through food bloggers as well. Facebook is mainly used to tell their
story through others and both Facebook and Twitter are used to drive traffic to their
website (Divine Chocolate Facebook, n.d.; Divine Chocolate Twitter, n.d.).
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Sustainable coffee
PURO is one of the coffee companies who is focussing on fair trade coffee and they
are a member of the Fairtrade Foundation. The mission statement of PURO FairTrade
Coffee (2016) states the following: “Money might not grow on trees, but our money
helps grow trees. Trees in coffee producing countries that together form beautiful rainforest reserves. Rainforest reserves with exceptional biodiversity that now protect
the homes of endangered species for the future.”
This mission statement shows that PURO wants to help people and communities in
countries which have a lot of poor people. They want to help farmers by giving them
a fair price for their coffee beans and besides that, they even give the farmers money
to invest in local products and the environment.
The marketing which PURO uses is based on storytelling. PURO is using a way of
storytelling like everyone could, they are telling their experiences as a story and their
stories are based on the aspects which are shown on the right.
PURO wants to tell their story in a way which is as real as possible. But most of the
online communications have a cartoony way of telling their story (FairTrade Coffee,
2016).

Image 8: offline marketing (PURO FairTrade Coffee)
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Communication
PURO is using a lot of different social media channels, for example twitter, Facebook,
Google+, Instagram, e-mail, website, LinkedIn and Vimeo. These channels all have
their own way of telling the story. The social media expressions are a mix of cartoons,
real life expressions and showing facts. The following images which were found via
(PURO FairTrade Coffee Facebook, 2016), (PURO FairTrade Coffee Twitter, 2016)
are showing some of the social media expressions.

Image 9: PURO FairTrade Coffee Facebook

Image 10: PURO FairTrade Twitter
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Usage of colors and shapes
PURO is very smart in the usage of colours and shapes in their communication. Just
as the image shows, PURO is using a lot of very soft colours to show their intentions
(PURO Coffee, 2013). Apart from that PURO is using a cartoony image and round
shapes. Even the farmer in the down right corner is made cartoony.

Image 11: the path to good coffee (PURO Coffee, 2013)
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Mums

2.4 TYPES OF MUMS

Four archetypes of Mums
Research revealed that mums with children aged from new-born to 17 years old could
broadly be grouped into four archetypes: Millennial Mum, Earth Mum, C-Suite Mum
and Juggling Mum – all with slightly different attitudes and behaviours. We will start
by pointing out each of these four archetypes of Mums starting with Millennial Mums.

Millennial mum: 2.2m (U.K.) - age: 18-34 - average income (netimparative, 2016)
Technology is very important for a Millennial Mum, it helps her to keep up with the
world and her friends. She takes care of her appearance bus is not high fashion. A
healthy lifestyle is very important and she values good advice about children in terms
of nutrition, psychology etcetera. She has a lot of responsibilities and tries to fit everything in 24 hours. She is trying hard to balance her career and role of being a mum
since she does not want her career to stagnate but also wants to give her child(ren) a
great amount of attention. Flexible working hours therefore are important. She wants
to be able to leave early to pick up her child from nursery or day care and needs to be
able to work from home in the event of illness of other factors.

23

She spends an average of 21 hours of watching television per week, 5 hours on Social
Media, she spends 3 hours watching catch-up television and spends another 17 hours
on the internet (netimparative, 2016).

Earth mum: 1.2m (U.K.) - age: 45+ - not affluent (netimparative, 2016)
For an Earth Mum her career is not a priority. What she cares about most is the environment and the spiritual side of life. She pays attention to brands that have reduces
packaging or that have taken other CSR (corporate social responsibility) measures.
An Earth mum is unconventional and does not like compromises. She is unconcerned
with clothing and is not trendy, she cares more about poorer countries and she will
take care of the less fortunate is possible. She does not spend a lot of time on media
in general.
18 hours per week are spent on watching television, she spends 3 hours on social media, 3 hours on catch-up television and 14 hours on the internet. (netimparative, 2016)
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C-suite mum: 1.1m (U.K.) - age: 25-44 - she is affluent and career focussed (netimparative, 2016)
Combining her career and parenthood is a success for a C-Suite Mum. She is very modern and is into fashion and technology. She cares about her health and therefore she
exercises. She spends most money on her appearance, clothes and grooming products.
A C-Suite Mum aspires leadership and is often seen as a leading woman. She is the
only mum that spends more time online than on watching television.
Time spent watching television: 22 hours · Time spent on social media: 4 hours · Time
spent watching catch-up Television: 4 hours · Time spent on the internet: 25 hours
(netimparative, 2016)
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Juggling mum: 1.0m (U.K.) - age: 35-44 - not affluent (netimparative, 2016)
A Juggling Mum feels like she is pulled in all directions. She wants to works but is
currently working part time or not at all. She wants to be good at everything but has
a lot going on. She does not like change and may be divorced. She worries about
balancing happiness and calmness while she also worries about working in order to
support her family. It is a daily struggle to fit everything into her timetable and she
is very much aware of what others might think of her which sometimes leads to the
assumption people dislike her. In terms of media habits she watches television but is
not the biggest online fan.
Time spent watching TV: 21 hours · Time spent on social media: 4 hours · Time spent
watching catch-up TV: 2 hours · Time spent on the internet: 15 hours (netimparative,
2016)
Research shows that most women in the United Kingdom are Millennials. Sometimes they find it hard to balance their career and parenthood what gives them a hang
towards the Juggling Mums. When answering the question whether they struggle to
balance career and family 55% of Mums said “Yes, and the struggle to excel at both is
overwhelming.” (Theladders.com, 2012).
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2.5 WORKING VERSUS STAY-HOME MUMS (U.S.)

So for these Mums nowadays we could say they are very busy, but still there’s a
contrast between working Mums and stay-at-home Mums as based on research done
among six million members of Circle of Mums in 2011.
Who are they?
The average age of working Mums is 30 and they have an average of 1,9 kids. 22%
has three or more kids. The average age of stay-at-home Mums is 32 and they have an
average of 2,2 kids. 32% has three or more kids. There is a slight difference between
races when looking at the age of working Mums and Mums who stay home. Black
race for example show 77% working Mums versus 23% that stays home. For white
Mums that is 62% versus 38% (Popsugar, 2011).
When it comes to differences in their relational status working Mums are often single,
52%. Only 23% is still married. For the stay-at-home Mums the age of singles is a 28
% and the married Mums are leading with 51%. When looking at the regions to live
for working Mums and stay-at-home Mums Washington DC could be a good location
for working Mums. 81% is working there and only 19% stays at home. For a well-balanced city Mums should be in Utah when 45% is working and 54% stays at home.
Now what do Mums think?
Most of the working Mums (52%) is liberal while the stay-at-home Mums are more
conservative (57%). When it comes to technology, working mothers are smartphone
users where the Mums at home make littler use of those devices (39%) (Popsugar,
2011).
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2.6 LIFESTYLE

How does a mom spend her time?
According to research done by MoneySupermarket (2013) a week for a mom is about
70 hours. Mums spend 4 hours a week more with their kids than they used to in 1999,
the number is decreasing though because dads are taking up more and more familial
responsibility.
Time spent in a week breaks down to activities such as play time with the kids (30,5
hours), cooking meals (8 hours), Tidying up (6,5 hours), washing and ironing (4,5
hours), vacuuming (4,5 hours), driving to activities (4 hours), washing up (4 hours),
shopping (3,5 hours), other tasks (3,5 hours) and gardening (1,5 hours).
Mums spend 350% more time looking after their children than dads think they do.
Therefore, Mums get only 2,5 hours of quality time with their partners per day and
less than an hour a day for themselves, resulting in 6,5 hours per week (moneysupermarket, 2013).

Image 12: how much time do mums spend with their children each week? (moneysupermarket, 2013)
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Narrowing down: What is our target group?
Seen the subject a possible target group would be jugglers as it turned out this is one
of the biggest groups of mums in both the United Kingdom and the United States.
Jugglers find it hard to keep everything going as is for their buying behaviour. When it
comes to their buying decisions they are merely influenced by other people. They also
tend to be impulsive with their buys (Parsons, 2012). Resulting from this they could
be an interesting group to work with, although a different group might just influence
them so we can engage them in the concept via another target group. This is the reason
we will indirectly target Jugglers but they are not our main focus.
As a result of the research Earth Mums could be interesting as well because they are
very much interested in sustainability, healthy life and the well-being of the environment. They are a very small group though which means the concept would not reach
its full potential. They cannot be found online a lot and do not come in contact with
media on a daily basis (netimparative, 2016). For that reason, it is hard to reach out to
this target group directly. With a well-founded strategy Earth Mums can be engaged.
We will not focus specifically on Earth Mums but will keep them in mind.
According to Watch Me Grow (2013) nowadays most children in the United States are
born from Millennial Mums, 68%. Millennials now cover 25% of the United States
population. Marketers are spending 500% more on advertising to Millennials than on
any other target group. Millennial women who become mothers learn about products
in new ways such as social networking, bloggers, influencers and by hearing first-person recommendations
(Hanlon, 2015).
Millennial Mums are busy women who want to provide their family with healthy
nutrition and a good lifestyle. Therefore, millennial Mums look for convenient solutions to fulfil their needs (Fromm, 2015). Jeff Fromm, president of FutureCast, a
millennial marketing consultancy, did research on the case of millennial mothers. He
found out that buying local products is a giant drive for millennial Mums. This stems
from the drive of supporting local communities and the drive to support the local
economy.

29

Only 33% of Millennial Mums buy products they grew up with, they follow brands
on social media and they actively engage with those brands through online communities. Research shows that the engagement is 84% amongst Mums versus 30% of
non-Mums. Millennial Mums prefer to engage with honest, friendly, socially conscious companies and they are willing to pay more for their products. Mums looks for
specific values when looking for healthy brands, they focus on good ingredients, the
environment, employees, style and convenience. They have specific brand needs, for
instance they want an understanding of what matters to them as a parent, they want
to see and feel shared values, they have need for a real-time customer service and a
strong social media presence. Millennial Mums want to engage with a brand that is
socially responsible and that gives back to the community, they like to see a brand that
supports organisations that are important to them. Choosing a brand mainly comes
from recommendations by other parents and experts (Baby Center Solutions, 2014).
Millennial Mums state that they are happy that eco-friendly products are becoming
more mainstream (Hanlon, 2015).
Millennial Mums have a different buying pattern. Over half of them research products before purchasing them. 83% trusts bloggers more than any other source. They
do come in contact with products through traditional media such as television, print
ads and new reports but blogs are what influences them most in their buys because
they can relate and recognize themselves in the information. On top of that 99% of
Millennial Mums post their own reviews online. Much of this reading and reviewing
happens on smartphones, nearly every Millennial Mom has one and over half of them
make purchases from digital devices (Hanlon, 2015).
Millennial Mums are widely covered in both the United Kingdom and the United
States they are a highly influential because of their online appearance and use of technology. They have a busy lifestyle, feel the need to do good and have a hunger for
healthy nutrition. They have an average income and a large appearance on blogs and
social media. They are a group other Mums can relate to. Because this group is so big
and influential, the Millennial Mums to us seem to be the best target group for further
research.
According to Deloitte’s Millennial Survey 2013, Millennials are eager to make a difference. They believe the success of a business should be measured by more than financial performance, by a focus on improving society. The study says 63% of Millennials
donate to charities (Millennial Marketing, 2014).
Also, one in three Millennials will boycott or support businesses based on the causes
they care about and four in five said they’d be more likely to purchase from a company
that supports a cause they care about. 75% would think more highly of a company that
supports a social cause.
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Millennials are more willing to donate their time to a cause rather than their money or
goods. Their social nature prompts them to find ways to actually participate in their
cause. Millennials want to co-create and contribute to products and services (Millennial Marketing, 2014).
Healthy
Millennials are extremely invested in eating healthier and living a more active lifestyle. More than other generations, millennials are transitioning from a fear of calories
and carbs to a more balanced diet that includes calories, carbs and fats.
Crash diets like low carb, low fat, and sugar free are losing popularity quickly and
more protein driven diets are gaining interest among millennials. When it comes to
millennial diets, it is less about restriction and more about a well-balanced protein
powered meal (Millennial Marketing, 2015).
In 2015, the International Food Information Council Foundation did a Food and
Health Survey under 299 Millennials. According to this survey, Millennials are trying
to control happiness and income the most. That gives a clear view on how important
the balance between happiness with the children and career is for a Millennial Mum.
Also, weight and the level of physical activity are important for them to try to control
in their life.

Image 13: how much do you try to control the following in your life? (Food Insight, 2015)
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So, the Millennial Mum always seems to try to find a balance between the time for
her children and her career. When asking her if she could have four hours extra every
week, she would rather spend it on doing exercise than using electronic devices or
watching TV.

Image 14: if you suddenly had an extra 4 hours every week, how would you likely spend that time? (Food Insight,
2015)

This shows how much a healthy lifestyle means to a Millennial Mum. The interest in
technology is considerably lower than being healthy when she had four hours extra
every week.
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2.7 FAMILIES AND SHIFTING ROLES

United Kingdom
Families
In 2015 there were 18.7 million families in the United Kingdom. 12.5 million of
these families are married/civil partner couple families (with or without dependent
children). There is an increase of lone parents with dependent children and they now
account for a quarter of all families. Thereby 90% of the women take the main caring
responsibilities for the children when the relationship breaks down (ONS, 2015).
Shifting in roles
In the last 44 years we can see that the number of women, especially mothers, in fullor part-time employment has increased from 23% in 1971 to 68% in 2015. The man
is no longer the breadwinner, because there is a significant proportion of women who
are the sole or main breadwinner. This is also because of the increase of lone parents.
It is necessary for a single mom to work full- or part-time.
In the past mothers took care over the children and the housework, but nowadays 60%
of the child care is undertaken by grandparents, because both parents are working
(Sirc, 2011). There has been a dramatic shift in the traditional gender divide, with the
man as breadwinner and the women in the caring role (NatCen, 2013).
There is also a change in the average age of mothers in the United Kingdom. The
average age to give birth to the first child has increased and was around 28,3 years in
2013 (ONS, 2014). In the 1970’s and earlier the average age was around the early 20s
(Sirc, 2011).
United States
Families
In 2015 there were 124.6 million families in the United States and the average size
of a family in was 2.54 people per household. 60 million of all families are married
couple families. The United States average of lone parents with children under age 18,
especially single mother households, is 8.17% of all families (Statista, 2016).

33

Shifting in roles
In the United States is also a change in women’s attitudes and relationships to family
roles. Women marry at later age, they have a higher employment and want to make career. In the past, most women planned their lives around marriage and full-time household, but that has changed. Nowadays their personal goals and interests are important
and they are not only wives and mothers, but also breadwinners and family heads. The
consciousness and behaviour of women are no longer the same (ACR, 1981). Now in
the United States, 40% of all mothers in families with children under age of 18 are the
sole or primary breadwinner. 37% of these mothers are married and 63% are single
mums. This growth is tied to women’s increasing presence in the workplace (Pew
Research, 2013).
The role of fathers has also changed. Fathers are taking a more active role in caring for
the children and do the homework (Pew Research, 2015).
In many countries there is a change in the average age of woman when she first gave
birth. In the United States the average age has risen in fifteen years from 24.9 to 26.3
years old. Many women are waiting longer than ever to have their first child (NPR,
2016).
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2.8 ONLINE MARKETING

Mums are active on social media and other digital platforms for several reasons. Still,
TV is the most consumed media, ahead of online. On average, mums are spending
21 hours on watching TV while they spend eighteen hours online. Also, 69% of the
mums agree that vouchers and offers persuade them to try brands (NetImperative,
2016). Nine out of ten mums share information about goods and services online, in
person or both (WatchMeGrow, 2013).
Mums spend six hours on social media weekly. 60% access the internet through their
smartphones at least once a week while 41% access the internet through their tablet at
least once a week.
Reasons for mums to use the internet are:
- Send or receive an e-mail
- Manage their personal finances
- Use instant message services
- To play games
- Take pictures or video clips
- Make online purchases (NetImperative, 2016)
Seven minutes is the average time a family member spends logged in. Monday and
Wednesday are the most popular days for families to log in between eight am and one
pm are the most popular times (WatchMeGrow, 2013).
Social media
The main reasons for mums to go on social media are to watch content, to update their
status, to upload a photo or video and to play games. The platforms that mums use the
most are Facebook, Twitter and WhatsApp (NetImperative, 2016).

Image 15: influencers by phase (Marketing Pilgrim, 2014)
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To better understand the role of the internet in mum’s lives, Google did a survey under
1500 mums age 18-54 who watch online videos and have children under eighteen
years. Results showed that 83% of those mums search for answers to their questions
online. And of those, three in five mums use online video to answer those questions
(ThinkWithGoogle, 2015).
Whether it’s to research the next family vacation, get in a quick workout before the
kids wake up, or learn how to set up the new printer for her small business, today’s
mum is using online video to learn and grow. No matter how big or small (Google
Agency Blog, 2015).
Of mums surveyed who view videos on YouTube, 81% watch how-to content. In fact,
mums are significantly more likely to watch how-to content than the average viewer.
When looking for fashion items, for example, only 42% of mums surveyed start shopping with a particular brand in mind. Instead, they start by searching different styles
and trends, and make up their minds about which particular brands to buy as they go
(ThinkWithGoogle, 2015).
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2.9 MUMS’ INFLUENCE IN FOOD DECISION OF CHILDREN

New research suggests that the food preferences of young children could be related to
their risk of becoming obese later in life. Parents and caregivers can influence young
children’s food preferences. Currently in Europe, one in five children is overweight
or obese. In the United States it’s also one in five children that is obese. These children have an increased risk of developing chronic diseases such as heart disease and
diabetes.
Eating habits developed when young influence lifelong eating behaviours. Parents can
strongly influence children’s food choices because they have increased control over
children’s actions at this age, and outside influences (school, peers) are usually minimal. Once children begin school, most have already developed their food preferences
so achieving behaviour change is more difficult. Parents’ positive influences are vital
for establishing healthy lifestyle behaviours in their children (Eufic, 2012).
Grocery shopping
89% of mums say they are the ones responsible for the main grocery shopping ‘almost
all the time’. Also, 82% agree that they shop around to make sure they get the best deal
they can (NetImperative, 2016).
It reckons mums now shop at an average of three supermarkets a week for their main
shop and nearly a quarter go to more than one supermarket for the main shop. With
76% of all mums being smartphone users, supermarkets must complement traditional
media planning with digital strategy to build customer loyalty and intercept increased
shopping visits, the study claims. It also shows a third (33%) of mums have switched
supermarkets in the past six months, with nearly the same amount (30%) saying they
now regularly do their big shop at Aldi (Decision Marketing, 2014).
Even the well-heeled are getting in on the act and shop at the cheaper shops. Starcom
MediaVest Group co-chief executive Steve Parker said: “Supermarkets can no longer
depend upon loyalty and instead, each must make sure it is central to mums’ shopping
repertoire and push messaging at every relevant touch point along mums’ consumer
journey. “By looking at the different behaviours of mums, supermarkets can identify
the best way to engage each group and offer them the best experience and in turn, rebuild the supermarket’s central purpose within mums’ routine.” (Decision Marketing,
2014).
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Looking at the differences of Millennial Mums and Gen X Mums, there is a big difference in the brand needs.

Image 16: how important are these characteristics of brands? (Babycenter, 2014)

There are seven different categories of shopper: Family Followers (22% of Mumsnet
shoppers and the most important segment due to heavy family influence), Utterly
Organised (23%. Always use shopping lists to plan their weekly meals), Super Savers (13%. Big in-store and online savers who stick to lists and own brand products),
Spontaneous (13%. Rarely use lists and tend to browse rather than plan their shop),
Own Brand Champions (12%. Over two-thirds of purchases are own brand), Bargain
Buyers (9%. Take advantage of in-store and online saving where available) and Brand
Loyalists (7%. More than two-thirds buy branded products) (Decision Marketing,
2014).

38

2.10 ENGAGEMENT

How to engage our target group Millennial Mums?
In order to engage Millennial Mums, we need to get their attention, find out what their
interests are, we need to know their desires and inspire them to take action. To do so
we make use of the AIDA model by St. Elmo Lewis, an engagement Funnel. This
model is being used to get an insight in all above mentioned subjects. To be able to fill
in this model we first made use of an Empathy Map. By doing so we could get a good
amount of info on out target group: Millennial Mums.
The four steps of the AIDA funnel are:
- Attention: in this first phase the target group is being exposed to the message.
This could be a commercial. The goal in this phase is to draw attention, it needs to
trigger nosy mums.
- Interest: in this phase interest needs to be triggered. The target group needs to
get the impression that the message is relevant for them. This can be a success by
naming exclusive places where the product is available.
- Desire: interest needs to translated into desire. Nosy mums need to be turned in
to desiring mums, they need to want the product, service or brand and have to feel
that they cannot live without it.
- Action: in this last phase the target group gets a call to action. Desiring mums
need to want to fulfil their desire and buy or use the product or service. This can be
an actual buy, a filled in contact form or the use of a service. When done so the goal
of the message has successfully been reached (Mindtools, n.d.).

39

We now will fill in the AIDA model for our Persona Millennial Mum: Lauren, 29,
London.

Millennial mum: 2.2m (U.K.) - age: 18-34 - average income (netimparative, 2016)
This is Lauren, she lives in London, is a 29 years-old secretary and is married to Ben.
They have a three-year-old son called Sam who goes to day care three days a week.
She works four days a week, three days at the office and one day at home with her
son by her side. She spends an average of 21 hours of watching television per week,
five hours on Social Media, she spends three hours watching catch-up television and
spends another seventeen hours on the internet.
The four steps of the AIDA funnel are:
- Attention: in this first phase the target group is being exposed to the message.
This could be a commercial. The goal in this phase is to draw attention, it needs to
trigger nosy mums.
- Interest: in this phase interest needs to be triggered. The target group needs to
get the impression that the message is relevant for them. This can be a success by
naming exclusive places where the product is available.
- Desire: interest needs to translated into desire. Nosy mums need to be turned in
to desiring mums, they need to want the product, service or brand and have to feel
that they cannot live without it.
- Action: in this last phase the target group gets a call to action. Desiring mums
need to want to fulfil their desire and buy or use the product or service. This can be
an actual buy, a filled in contact form or the use of a service. When done so the goal
of the message has successfully been reached.
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2.11 EMPATHY MAP LAUREN

Image 17: empathy map Lauren
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2.12 MILLENNIAL MUMS AND SUSTAINABILITY

According to the Food and Health Survey of the International Food Information Council Foundation (2015), sustainability is not the most important factor for the decision
to buy food and beverages for American Millennials.

Image 18: how much of an impact do the following have on your decision to buy foods and beverages? (Food
Insight, 2015)

Taste and price have the most impact on the food and beverages decision of Millennials. Still, nearly 40% of the women chose sustainability as an important factor.

Image 19: most important factors (Department for Environment, Food and Rural Affairs, 2015)
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Looking at British Millennials, price is increasingly important in driving product
choice, with 36% of shoppers naming it as the most important factor and 90% listing
it within their top five influences. Quality was rated as the highest influence by 18%
of respondents, followed by taste or smell (13%) and healthy (10%). Ethically produced products and whether a product was easy to use were considered least important
factors with 18% of shoppers listing them in their top 5 influences. (Department for
Environment, Food and Rural Affairs, 2015)
Asking American Millennials about a sustainable diet gives an interesting result. 37%
believe a sustainable diet means that the foods you eat represent a balanced, nutritious
meal.

Image 20: a sustainable diet means that the foods you eat... (Food Insight, 2015)
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More than 20% of the American Millennials are convinced that a sustainable diet
means that the foods you eat are affordable and readily available and that they are
locally produced. Millennials are sensitive for food labels which tells a product is
‘natural’ or ‘organic’. It influences their purchasing choices. On a regular basis, 47%
of Millennials buy foods which are advertised on the label as ‘natural’. For the food
label ‘organic’ it is 38%.

Image 21: which of the following, if any, do you do on a regular basis (Food Insight, 2015)

Other important food labels for Millennials are ‘no added hormones or steroids’ and
‘raised without antibiotics’. These food labels don’t have the same impact for every
Millennial. Income drives Millennial purchasing of certain labelled foods. By asking
them the same question, but looking at the different incomes of Millennials shows
other results.

Image 22: which of the following, if any, do you do on a regular basis (Food Insight, 2015)
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In general, the households with the highest income have the most interest in buying
foods because they are advertised with a food label and the lowest income has the
least interest. Interestingly, the label ‘no added hormones or steroids’ is not just an
important label for Millennials with a higher income. This is also the case when foods
are advertised ‘sustainably sourced’.
In the United Kingdom sales in ethical food and drink, including organic and fair-trade to £8.4 billion in 2013, 8.5% of all household food sales. Sales of ethical produce
have increased year on year since 2007, despite the economic downturn. Rainforest
Alliance made up the largest share in 2012, accounting for 19% of the total ethical
food sector at £2.0 billion, an increase of 47% in 2011. Fairtrade and organic products
are the next largest contributors at 15% (£1.6 bn) and 13% (£1.3 bn). Sales of sustainable fish rose by 20% in 2012 to £0.4 billion. (Department for Environment, Food
and Rural Affairs, 2015)

Image 23: spending on food (Department for Environment, Food and Rural Affairs, 2015)

The Food & Drink Innovation Network (FDIN) is a British community which did an
online survey about Millennials and nutrition in the United Kingdom and the United
States with 600 Millennials from both countries. 61% of the American Millennials
indicate that they try to avoid processed foods. Compared to 56% of the Millennials
in the United Kingdom, it’s possible to say that the opinions about avoiding processed
foods of the American and British Millennials are similar.
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2.13 MILLENNIAL MUMS AND SUGAR

Let’s first look at overall trends and concerns in the United States and the United
Kingdom by looking at figures from research done by (Millennial Plus, 2015).

Image 24: what’s trending up (Millennial Plus, 2015)

Main trends in both the United States and the United Kingdom are the needs to exercise regularly and to eat a healthy diet. Notable is the hang towards practice of mindfulness in the United States which is, with 23% against 14%, quite a lot higher than
in the United Kingdom Same goes for avoiding carcinogens (Millennial Plus, 2015).
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Now on to the concerns people have when it comes to their health in the United States
and the United Kingdom.

Image 25: health concerns (Millennial Plus, 2015)

Main concerns turn out to be soda, followed by stress in the United States and energy
drinks in the United Kingdom. Concluding from the figures above Energy drinks and
E-cigarettes rival sugary sodas and stress in importance. These factors are growing
concerns (Millennial Plus, July 2015).
From the overall trends and concerns we move on to our target group, millennial
mums. First of all, we will have a look at figures resulting from research amongst millennials in the United States and the United Kingdom By interpreting these numbers,
we will narrow down to millennial mums.
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Image 26: what source of calories are the most likely to cause weight gain? Food Education Organization at
International Information Council, 2015)

First of all, we had a look at United States Millennials. According to research these
Millennial Mums believe weight gain is caused by several sources of calories. 26%
comes from sugars, followed by carbs (22%), Fats (17%) and Proteins (3%). 20%
thinks all sources of calories have the same effect on weight gain and 13% is not sure.
Millennials are more concerned about the type and amount of sugars they consume
than the type and amount of carbohydrates. In research they state they are mostly
concerned with the amount of sugar the consume and the type of sugar they consume,
they are less concerned about the same subjects on carbohydrates. Although from the
same research can be read that 64% is not concerned about the amount of sugar they
consume and 60% is not at all concerned about the type of sugar.
Groups that are more likely to be concerned about the amount and type of sugar consumed are women that are open to experiences and who have a partner and an income
of $75k+. (Food Education Organization at International Information Council, 2015)
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Image 27: over the past year, which of the following, if any, have you made an effort to do? Food Education Organization at International Information Council, 2015)

Millennials do eat more fruit and vegetables and research shows they have been doing
so for more than a year, but where in the past few years the trend towards healthy food
and cutting on sugar and calories was present nowadays fewer millennials are adopting healthful habits such as eating smaller portions and cutting back on sugars and
calories. Millennials who had been cutting on portions for several years now do not do
so any longer, the group who did dropped with 37% over the past year. When looking
at the figures on cutting on added sugars the amount of Millennials doing so dropped
with 43% and 23% is not doing so at all. Millennials more likely to do so are Women,
College grads, and women with partner with an income varying between $35k and
$75k (Food Education Organization at International Information Council, 2015).
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Image 28: which of the following would contribute/has contributed the most to your success in mainting/losing
weight? (Food Education Organization at International Information Council, 2015)

Types of food and physical activity are important for weight, yet fewer Millennials are
watching portion sizes or higher calorie foods and beverages. Women state that what
has contributed most to their success in maintaining or losing weight is changing types of food eaten and getting enough physical activity. Eating smaller meals or snacks
and controlling higher calorie food and beverages dropped with respectively 41% and
30%. From this can be concluded that Millennials choose consciously, and take care
of their nutrition and health but they do not specifically look at sugars (Food Education Organization at International Information Council, 2015).
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Image 29: success in maintaining or losing weight (Gov.uk, 2015)

The main food issue of concern to people in the United Kingdom is the amount of
sugar in food, with 51% concerned in May 2015, an increase of 3% over a year. Food
prices, salt, sugar, waste and animal welfare are the issues where more than 40% of
people are concerned. In May 2015 14% of respondents reported no food safety issues
of concern (Gov.uk, 2015).
But when we do have a look at sugars specifically, what is it that concerns millennials?
Results show that millennial women and those with higher incomes are more concerned with the type and amount of sugars and carbohydrates they consume.

Image 30: how concerend are you, if at all, with the... (Millennial Plus, 2015)
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In the United States millennial women and those with higher incomes are more concerned with the type and amount of sugars and carbohydrates they consume. Women
are more concerned with the amount of sugar and the type of sugar they consume
compared to men. Same goes for carbohydrates. Notable is the fact that the concern
increases when the yearly income rises. With an income of <$35k the concern about
the amount of sugar is 55% versus 72% amongst Millennials with an income of >$75k.
For the type of sugar figures show a 50% against 71%. (Food Education Organization
at International Information Council, 2015)

Image 31: & energy from... (Gov.uk, 2014)

In the United Kingdom the %age of food energy obtained from NMES (free sugar that
is not bound in foods such as table sugar, honey and sugars in fruit juices) tends to fall
when income rises with 8,8%. This shows that, like in the United States people become conscious about their nutrition when they have money to spend (Gov.uk, 2014).
These numbers are for the United States, nonetheless research shows the United States
and the United Kingdom do not show big differences when it comes to consuming sugar. In a research containing an online survey and mobile phone diary a total of 600
Millennials in the United States and the United Kingdom were given quantitative and
qualitative questions, video and photos.
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Both United States and United Kingdom show a consideration on sugar as a key nutritional component of 60%. And both say it is good to indulge every once in a while
(83% versus 82%). Two-thirds of the 600 respondents also said natural sweeteners in
sugar-free products would impact them positively (Fdin, 2015).

Image 32: nutritional components are key considerations (Fdin, 2015)

Knowing now that sugars are a concern but not a specific factor when minding health
and weight problems we will have a look at factors that influence a buying decision
made by Millennials.

Image 33: most important factors (Gov.uk, 2015)
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When looking at the numbers within the United Kingdom, research shows that main
considerations for buying food are price, quality, taste and smell followed by being
a healthy choice (Gov.uk, 2015). 36% calls price the main consideration where 90%
named it in their top five influences. Quality is highly influential as well with 62% listing it in the top five, 18% considered it most important. Taste and smell were placed
third, 13% listed it as a main influence. Notable is that familiarity and brand names
still have a big influence in many purchase decisions with 47% and 35% naming those
factors in their top five. Also notable is the fact that Ethically produced products were
considered least important with only 18% naming this in their top five (IFST, 2016).
From this research we can conclude that main influences on buying behaviour for Millennials are price, quality, taste and smell. The higher the income, the more conscious
Millennials decide what to buy and consume. Most influenced by these considerations
are women open to experiences in general, college graduates and women with partners. These Millennials merely choose to be conscious about what they eat rather than
cutting back in portions, fat or sugar.
As can be derived from the above, some of the research itself already focusses on millennial women and mums. Referring to our research on Millennial mums that shows
their interest in healthy food, psychology, and online media we conclude these findings do very much relate to the behaviour, needs and habit of our target group Millennial Mums.
Figures for both the United States and the United Kingdom show a high amount of
similarities. Due to the fact that our client, Reluctantly Brave is situated in the United
Kingdom. we have decided to continue to work with the research we have found on
the United Kingdom.
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3. BRAND Loyalty Triangle
EXPLANATION MODEL

Image 34: Brand Loyalty Triangle (TRIANGLE, 2016)

We have combined the Brand Equity Model (Kevin Lane Keller), the Touchpoint model (x) and the New Consumer Decision Journey Model (McKinsey) into a brand new
model: The Brand Loyalty Triangle (BLT). In this chapter the model will be explained
and illustrated with examples.
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The first step in the Brand Loyalty Triangle is brand salience. This means that you
should appoint the identity of the brand and refer to the question: who am I? When
answering this question it is important to ensure that consumers can clearly identify
with the brand. There should be a clear association developed in the mind of the
consumer, between the brand and a specific product class/product category. This is
important because the consumer should know where he/she can place the brand. Salience indicates the extent to which a consumer is familiar with a brand. Is it a potential
purchase? And is consumption taken into active consideration? A high degree of salience arises when a consumer has knowledge of the depth and width of a brand. Depth
is the ease with which a brand can be activated in the mind and width is the extent to
which this occurs during purchasing decisions (Keller, 1993).

Then, a brand must make sure that it comes up in the mind of the consumer. This is
consider at the bottom left in the triangle. Some brands come up in the consumer’s
top-of-mind initial consideration set: Products or brands assembled from exposure
to ads or shop displays, an encounter at a friend’s house, or other stimuli. This is the
phase with the largest number of brands. But today’s consumers, assaulted by media
and awash in choices, often reduce the number of products or brands they consider at
the outset.
Example: a mum wants sugar because she saw a commercial about sugar on the television. Different sugar brands pop up in her mind. This is because earlier she came
in contact with these brands through advertising, in shop, television commercial etc.
After that the consumer goes to evaluate the brands or products. The initial consideration set frequently expands as consumers seek input from peers, reviewers, retailers, the brand and its competitors. Typically, they will add new brands to the set
and discard some of the originals as they learn more and their selection criteria shift.
Their outreach to marketers and other sources of information is much more likely to
shape their choices than marketers’ push to persuade them (Harvard Business Review,
2010).
Example: now the mum is going to research the brands. She hears and sees bad stories about brands and good stories about others. A few brands have now fallen off
the list and some brands are added. The mum goes to the shop with a select number
of brands.
Consumers put off a purchase decision until they’re actually go to buy a product in a
shop. They may be easily dissuaded at that point. It is for this reason that exploiting
placement, packaging, availability, pricing, and sales interactions is an ever more powerful touch point.
Example: in the shop the mum is flooded again with touchpoints. Here her choice is
further influenced. She sees unknown or forgotten brands, advertising, colors, different tastes, nice packages etc. In the shop she makes her final choice.
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After purchase, a deeper connection begins as the consumer interacts with the product
and with new online touch points. When consumers are pleased with a purchase and
enjoy it, they’ll advocate for it by word of mouth, creating a foundation for the evaluations of others and invigorating a brand’s potential. If a consumer is disappointed
by the brand, she may sever tie with it or even produce negative word of mouth. But if
the bond becomes strong enough, they’ll enter an enjoy-advocate-buy loop that skips
the consider and evaluate stage entirely (Harvard Business Review, 2010)
Example: now it is important for a brand that the mum does repeat purchases and
enter into a bond with the brand. She must tell her good experiences to her family and
friends in the hope that they also go to the shop and buy products of the brand.
Touchpoints are found throughout the Brand Loyalty Triangle. In each phase, the
consumer comes into contact with new touchpoints. Not only planned moments are
being taken in account but also accidental touchpoint are being included. In order to
identify the touchpoints for a certain brand, product or service it is wise to make a list
of all possible places and times customers might come into contact with the brand,
product or service. When doing so it is very important to take into account the pre-,
direct- and post-purchase phase. Customers need a relevant and consequent experience during the entire cycle (Goossens, 1999).
Example: before purchase - social media, ratings and reviews, testimonials, word
of mouth, community involvement, advertising and marketing/PR, during purchase
- shop of office, website, catalog, promotions, staff or sales team, phone system and
point of sale - after purchase: billing, transactional emails, marketing emails, service
and support teams, online help center, follow ups and thank you cards.

58

WE KNOW YOU HAVE THE HEART FOR IT

NOW LET’S MAKE THE WORLD A HAPPY PLACE
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C o n c e p t
a fair, natural and happy choice; quick and easy to enjoy
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4. CONCEPT
4.1 INTRO SWEETHEART

Sweetheart provides a fair, natural and happy choice. With products for on the road,
they completely understand the needs of Millennial Mums and feel the urge to provide
great products that are tasty, quick and easy on-the-go. They stand for fair and sustainable products that are being made in a totally natural way. Sweetheart are absolutely
transparent about all this by writing every single ingredient on the package of their
products. This makes the brand accessible for busy mums.
Sweetheart understands the lifestyle of Millennial Mums. With the ‘on-the-go’ product line mums will be able to stay happy and healthy while being busy.
By buying Sweetheart’s products mums will not only make themselves happy by tasting the delightful products but they will also contribute to a better world. By buying
Sweetheart products mums support sustainable sugar production which is good for
the environment and for the employees. Sweetheart knows mums have the heart for it,
now let’s make the world a happy place!
The name Sweetheart was created by the thought of sugar, which is sweet and heart
because we believe that everybody has the heart to create a better world. The name
Sweetheart shows affection and has a feminine association with something dear to
take care of.
One of these Millennial Mums is Lauren. Lauren is 29-year-old, married and living in
London. She has
a 3-year-old son Sam and she works 4 days a week. Balancing motherhood with a
professional career Lauren has a busy lifestyle.
Sweetheart wants to provide Lauren with an easy way to combine her busy lifestyle
with doing something good for the world. By buying Sweetheart’s products she will
contribute to a better circumstances for sugar farmers all over the world. One of these
examples is Meriva:
Meriva is a 39-year-old woman from India. She is one of the certified sugar
producers for Sweetheart. They offer her and her family a fair price and good
working circumstances. Meriva’s story and those of others can be found on
the website, packaging and YouTube channel of Sweetheart.
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4.2 BRAND STORY

Vision
We strive to make it easy for human-beings to take care of the world and themselves.
Mission
Sweetheart provides a fair, natural and happy choice which is quick and easy to enjoy.
Values
Sweetheart has the following values, which are expressed through the entire communication:
Fair/Sustainable
Sweetheart creates products with little impact on the environment during the life cycle. Besides that, is it important to look at fair prices and working conditions for the
farmers.
Natural
Sweetheart ensures that they work together with farmers who don’t use any kinds of
pesticides on their crops.
This ensures all Sweetheart products are 100% natural.
Transparency
Sweetheart wants to be honest and transparent about the way they work and the ingredients of their products. They also actively show how the sustainable sugar improves
the circumstances for sugar farmers.
Happy
Happiness is the most important value in a Millennial Mum’s life. Sweetheart wants
the mums to feel happy about their use of the product.
Accessible
Mums should be able to purchase Sweetheart’s products anywhere such as supermarkets, train stations, small shops etc. The price of a sustainable product could be a little
bit higher than the price of a similar product. But most of all, the price of Sweetheart
products cannot be too high.
Easy
A very important element of the Sweetheart product line is that all of the products
are easy in usage. Mums should be able to use the products quickly and easily on all
locations at any point during the day.
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Customisable
Millennials are excited about customising the nutritional value of their food. Sweetheart
anticipates on this by enabling mums to put in their own amount of sugar to a specific
product.
The USP’s (Unique Selling Points)
- Collaborations with companies who source locally
- Environment friendly production
- Customisable products
- Sustainable & recycled packaging
- Organic products
- 100% sustainability from A-Z
The ESP’s (Emotional Selling Points)
- Creating a better world
- Helping sugar farmers by giving them a fair income
- Created to fit into a Millennial Mums lifestyle
- Real connectivity with the local farmers to create happy products
- Telling the stories of sugar farmers
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4.3 EXPERIENCE

Sensory
Sweetheart’s products need to look good, smell good, feel good and taste good. This
is done by the use of colours, fresh products and a unity of lay-outs.
Engage and loyalty
Sweetheart engages mums by creating a bond with other mums by placing vlogs on
forums and other social channels. A loyalty program designed to keep them coming
back for more was designed to create more engagement. This is done by giving mums
the option to receive discount or customised rewards when having bought multiple
products from Sweetheart.
Creating a loyalty program is good for your brand in order to create engagement to
your mums and give them the feeling of ownership to your brand. It also will give the
mums the feeling of happiness. Besides that, a loyalty program will boost the retention rate.
Sweetheart is going to create a loyalty program in several ways. First of all, Sweetheart
is going to create several ‘How to combine sustainable sugar with….’ videos. This
could be done for all of our products and services such as yogurt or soft drinks. The
goals of these videos are to get people connect to the Sweetheart brand and giving
them the chance to talk about these products on our forum and to their friends/loved
ones.
Secondly, Facebook and twitter will be used to create a platform where mums are able
to share their usage of Sweetheart’ sugar and products. For example, one of the mums
did bake a cake and cookies with the Sweetheart’ sugar and they are able to share it on
the social media platform.
At third, Sweetheart is going to create a collection system. There is just one way of
collecting the Sweetheart points but there are several ways to spent them. If the customer collects five Sweetheart points, he/she is able to spent them. The customer is able
to get a discount on their next purchase or they could donate this collection to charity
organisation at that moment or they are able to create an customisable storage bag.
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4.4 COMMUNICATION

Tone of Voice
Sweetheart uses a specific tone of voice throughout its communication. The tone of
voice consists of the following aspects:
- Informing
- Happy/Enthusiastic
- Motivating
- Informal
- Clear/honest/transparent
Website
Sweetheart’s website features information about the products and the stories of the
sugar farmers as well as ‘How to’-vlogs with room for discussion so mums can share
their opinions about the videos and products and learn from each other.
Social Media
Sweetheart makes use of Twitter and Facebook for mums to share their own experiences with Sweetheart’s products. The channels are also used to share Sweetheart’s story
and the stories of the people whose lives have been affected by them.
Design
Colours - Sweetheart’s colours are green and pink. Green is a natural colour and stands
for sustainability, motivation and freshness. Pink is used because it shows femininity,
caring for other people and it is also the colour of affection. This colour also relates to
the ‘heart’ in Sweetheart.
Shapes
Sweetheart’s logo and products incorporate a lot of round shapes because it shows
femininity as well. The logo-font, however is strong and independent like the mums
but for the rest of the products a round and feminine font is used.
Materials
Sweetheart uses recycled materials for the packaging of their products.
Collaboration with food bloggers
Sweetheart will collaborate with other food bloggers because Millennial Mums get
influenced a lot by these other people online. Via this way they can write features
about Sweetheart’s products.
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Competition
Sweetheart can organise a competition with mums about the use of sugar. With How
to-content on YouTube and forums they can share it with others. The reward is a give-away
of the products. These competitions can be organised by forums like Mumsnet.com.
Packaging
Sweetheart’s packaging is created with recycled products. This contributes to the
overall brand image where we help to create a better, sustainable and happy world.
Examples of these packages are shown in the collage.
Transparency
As mentioned earlier, transparency is important for Millennial Mums. Sweetheart ensures this by specifically mentioning what ingredients are used and where these ingredients come from.
Product
The communication of Sweetheart’s sustainable sugar brand will be stronger by using
the concept which is explained above. Sugar on the go is a product which Sweetheart
is trying to get on the market. One of the main reasons why this product fits within the
life of the target audience is because it is extremely easy to use. The research which
TRIANGLE has done, shows that Millennial Mums do have very busy lives. So the
sustainable sugar on the go would be a great complementary product for these types
of mums. Another aspect of the product is that Sweetheart is trying to work together
with locally sourced businesses such as coffee companies, diary companies etc. It is
very important for Sweetheart that these locally businesses are creating their products
as sustainable as possible, otherwise the sustainable image of Sweetheart will suffer.
Loyalty program
Increasing the retention rate is very important for a branded concept and this could be
done by creating a loyalty program. The information which is shown above, shows
that Sweetheart’s loyalty program will be created in three different ways. YouTube
will be used to tell more stories on how to combine sustainable sugar. These videos
will also be shown on the website in combination with a blog. This blog is there to
give customers a place for discussion and learning from each other. Facebook and
Twitter will be used to give customers the chance to show their own experiences,
thoughts, findings and usage of sustainable sugar. In addition to that, this platform
could be used to suggest and propose new combinations of Sweetheart products. Collecting and spending Sweetheart points is a final way of creating the loyalty program.
An customer is able to spent their collected points in multiple ways, but first they have
to collect five sugar on the go products. With these points, an customer is able to get a
discount on their next purchase or they could donate this collection to charity organisation at that moment or they are able to create an customisable storage bag.
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4.5 PRODUCT

The communication of Sweetheart’s sustainable sugar brand will be stronger by using
the concept which is explained above.
Sugar on the go is a product which Sweetheart is trying to get on the market. One of
the main reasons why this product fits within the life of the target audience is because
it is extremely easy to use. The research which TRIANGLE has done, shows that
Millennial Mums do have very busy lives. So the sustainable sugar on the go would
be a great complementary product for these types of mums.
Another aspect of the product is that Sweetheart is trying to work together with locally
sourced businesses such as coffee companies, diary companies etc. It is very important
for Sweetheart that these locally businesses are creating their products as sustainable
as possible, otherwise the sustainable image of Sweetheart will suffer.
Loyalty program
Increasing the retention rate is very important for a branded concept and this could be
done by creating a loyalty program. The information which is shown above, shows
that Sweetheart’s loyalty program will be created in three different ways.
YouTube will be used to tell more stories on how to combine sustainable sugar. These
videos will also be shown on the website in combination with a blog. This blog is
there to give customers a place for discussion and learning from each other.
Facebook and Twitter will be used to give customers the chance to show their own
experiences, thoughts, findings and usage of sustainable sugar. In addition to that,
this platform could be used to suggest and propose new combinations of Sweetheart
products.
Collecting and spending Sweetheart points is a final way of creating the loyalty program. An customer is able to spent their collected points in multiple ways, but first
they have to collect five sugar on the go products. With these points, an customer is
able to get a discount on their next purchase or they could donate this collection to
charity organisation at that moment or they are able to create an customisable storage
bag.
Packaging
Sweetheart’s packaging is created with recycled products. This contributes to the
overall brand image where we help to create a better, sustainable and happy world.
Examples of these packages are shown in the collage.
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