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What drives food choices?



Social Media Defined

• ‘Forms of electronic communication (as Web sites 
for social networking and microblogging) through 
which users create online communities to share 
information, ideas, personal messages, and other 
content (as videos)’ ~ Merriam Webster

• ‘Social Media is digital content and interaction 
that is created by and between people’ ~ Sam 
Decker, Mass Relevance.



http://nymag.com/restaurants/features/foodies-2012-4/





The Marketers’ Perspective

• Listening

– 60% of marketers using social listening strategies*

• Engaging

– online/social advertising

– Email

– Hyper targeting

• Responding

• Creating content

*  Based on 2,500 respondents, http://blogs.salesforce.com/company/2014/01/state-of-marketing.html





http://www.marketingmag.ca/news/marketer-news/skittles-launches-get-skittles-rich-digital-campaign-

91769?p=91769?utm_source=EmailMarketing&utm_medium=email&utm_campaign=marketing_daily_AM



http://www.huffingtonpost.com/2011/11/21/dominos-ipad-app_n_1106285.html













http://www.prnewsonline.com/featured/2014/02/13/pr-insider-when-reaching-the-millennial-online-content-is-king/





What are consumers doing online and with 

social media?

• 46% say they spend more time engaged online vs. 31% 

who say they are equally engaged with online and print

• 25% are inspired by recipe websites or phone apps, and 

17% are inspired by restaurant review websites or phone 

apps

• Among Millennials, online media resources have 

overtaken print and food TV shows as their most valued 

sources of inspiration when it comes to food

– 47% say they've searched for online/digital 

coupons/specials

– 42% say they've searched online recipes. 

• Based on 1,641 respondents to online survey;  Clicks and Cravings Report Feb, 2012 by Hartman Communications and Publicis



Consumers think about, talk about and 

experience food…

then share their thoughts online

• 60% say they read social networking sites 

weekly & 32% say they read social networking 

sites daily 

• 47% who say they contribute weekly & 18% 

say they contribute daily.

• Based on 1,641 respondents to online survey;  Clicks and Cravings Report Feb, 2012 by Hartman Communications and Publicis





Cell phones & Table tops

• Consumers virtually break bread by sharing their food 
experiences:

– 29% have used a social networking site while eating or 
drinking at home in the last month 

– 19% have done so away from home

• 32% of consumers have texted or used a social 
networking site or app in the last month while eating 
or drinking (47% among Millennials) 

• Based on 1,641 respondents to online survey;  Clicks and Cravings Report Feb, 2012 by Hartman Communications and Publicis



Pohtpof.tumblr.com 

March 27, 2013



http://www.mediapost.com/publications/article/218017/social-media-is-changing-the-recipe-for-how-teens.html









Are North American Consumers More Food-Savvy ?



http://www.foodnavigator-usa.com/Markets/Consumer-Reports-84-of-US-consumers-buy-food-with-organic-seal-

but-some-are-confused-about-its-meaning



IBM®. (2011, October). From Stretched to 

Strengthened: Insights from The Global Chief 

Marketing Officer Study 





Dec. 2011: 

181,000,000





The Battle for Consumers’ Food Dollar:

Stressed, overloaded, confused






