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Are Millennials More Green? A Consumer vs. Citizen Analysis of Dairy Product Preferences in
Canada

UNIVERSITY OF ALBERTA
FACULTY OF AGRICULTURAL,
LIFE & ENVIRONMENTAL SCIENCES

= The food preferences of consumers have impertant health, ecenomic and
environmental implications. In recent times, a segment of consumers whose
purchase decisions are engaging the attention of key stakeholders in food
production and marketing are millennials, This generational cahort represents a
relatively young consumer category born after 1980 (Pew Research Centre, 2014).

In Canada, millennials make up 27% of the population and represent the largest
generational cohort (37%) in the labour force, Previous studies have shown that
millennials are consumption oriented, technologically perceptive and have higher
environmental, ethical and social consciousness as compared to other generations
(Bucic et al., 2012).The main implication of these trends is that the taste and
preferences of millennials are going to shape food purchases.

Despite the potential impact of the preferences of millennials on current and future
consumption, little has been done to understand their food choices. The results of
the analysis of the preferences of millennials for sustainable milk products are
presented in this study.

#» To what extent do the preferences of millennials differ from non-millennials with
respect to dairy preducts preduced from higher feed efficiency cows, and identified

as being more sustainable?

= Are the factors that influences these differences in preferences product (milk versus

yogurt) or context (voting versus buying) specific?

= Data for this study are from ocnline survey conducted in Canada from Movember to
December 2016. The survey was conducted through a market research company and
it was targeted at the person who does most of the grecery shopping for the
household. Respondents are drawn from a nationally representative Canada sample.
About half of the sample answered guestions about milk (n=789) and the other half
answered questions about yogurt (n=791).
= Bivariate ordered prebit models are estimated to determine the wvariables that
significantly influence the individual purchase and voting decisions in relation to
stricter environmental standards in cattle production. Respeondents are asked if they
would buy improved environmental milk or yogurt if the reduced greenhouse gases
(GHG) emission made milk or yogurt more expensive (Table [).
= Respondents are also asked if they would vote in a referendum if stricter
environmental standards for reducing allowable methane emissfons from cattle
preduction would lead to increased prices of milk or yoghurt. The explanatory
variables include price increase (%), envircnmental attitude variables, animal
attitudes, myths of nature and demographic variables and generalized trust.
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Figure 1: yogurt purchases: Millennials vs.
athers

Figure 2: milk purchases: Millennials vs.
others
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Figure 2: Outline of buy/vote decision
Table 1: Secio-demographic, knowledge and attitude characteristics of survey sample
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Table 1: Results of Ordered Probit Regression and Marginal Effects (ME) Estimates (Milk)
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Table 3: Results of Ordersd Probit Regression and Marginal Effects (ME) Estimates (Yogurt)
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The results show that in general, scciodemographic variables and animal attitudes
have a lower effect on consumers (both millennials and non-millennials) purchase fvote
decisions as compared to environmental attitudes. The effect of envirenmental
attitiudes is mere comparable in the buy decision far milk for both millennials and nen-
millennials. Environmental risk perceptions (particularly myth 1 and Z) have a higher
effect in the vote decision (milk) for millennials as compared te non-millennials.
Envirenmental attitudes have a higher effect in millennials buy decision (yogurt) &
compared to non-millennials. The effect of the NHIP score was hawever higher for non-
millennials. With the exception of the NHIP score, the effect of envirenmental
attitudes was higher in nen-millennials’ vote decision for yogurt as compared to
millennials.

Price is not significant in the vote decisions of millennials for both milk and yogurt but
significant in their buy decisions for the two products. For non-millennials, price is
significant in all but the yegurt vete decision.

The study faund that preferences for sustainable dairy products differ far different
generational cohorts (millennials vrs, nen-millennials). There were also differences
by product {milk vrs. yogurt) and by context (vote vrs, buy),
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