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Objectives & Methodology

®— GOAL: Thegoalo eration Y: In & Out of the Kitchen project is to assess the

differences betw ngest population of adult consumers and their older
counterparts —cookin nd food preferences, emotional connections to their
kitchens, as well as a d lifestyle differences.

o— METHODOLOGY:
» The study was conducted o 800 Americans age 18 or older.

- Data were weighted to refle roportion of U.S. adults in each
generation (according to U.S. us Bureau statistics).

» The survey took place March 3 through M 2011.
» Participants averaged 10 minutes to complet survey.

« 200 interviews were co giong Gen Y consumers (age 18 to 29).

confidence level.

®— MARGIN OF ERROR: Statistically significant differenc af noted at the 90 percent

O

People resemble their times more than they resemble their parents.

~ Arab proverb
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Gen Y Less Focused on Family, Less
Conservative & Less Financially Secure

Please indicatethow well each of these statements describe you.

% .Who Say Statement Describes Me Completely
("9’ or '10’ on a 10-point scale)

| | | |
\/
);*\( Family comes first, no =
matter what ak

\/
>xZ 1 consider myself 15%
conservative politically 22%

Decorating and 19%
remodeling is something |' 18%

| enjoy doing

OGenY

O Total Adults

Other people often want 17%
J 1

to know my opinion 4°
about products

~

// 1 . .
A~ I.m generally S-atISerd 8%
with the way things are 10%
going for me financially

| ] 1 ] ] ] 1
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Most Popular Apps: Food Network,
AllIRecipes & Epicurious

Tell us whichysmartphone or mobile apps you use most for
food, coeking et other kitchen-related uses. (open end)

®— Apps used by Generatiop/Y are:

= RECIPE APPS

Food Network (4*total_mentions)
AllRecipes (3 mentian)
Epicurious (3 mentions)

Easy Recipes (2 mentions)

YV V VY

= FOOD/RESTAURANT FINDER APPS

> Yelp (3 total mentions)
» Urban Spoon (2 mentions)

*Shown are those mentioned by more than one Gen Y respondent
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Gen Y Eats at Home Less Often than
Their Older Counterparts

Which ofgtheselbest describes how often you eat at home
compared to eating at restaurants (including take out)?

\ /
pec ;‘*\i | almost always eat at home 29% 35%
| usually eat at home but eat out sometimes. 59% 54%
| eat at home about as much as | eat out. 9% 9%

| eat out more than | eat at home. 3% 2%
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Gen Y Attitudes About Cooking & the
Kitchen Mirrors Adults Overall

Please indicatethow well each of these statements describe you.

%4l ho Say Statement Describes Me Completely
('9” or '10’ on a 10-point scale)

33%
I love to cook and try /
new recipes 31%
| am always looking 16%
for ways to enhance 0
my kitchen and make 18% OGenY
it look or work better O Total Adults
My kitchen is my 15%
favorite part of my o
home 1%

0% 10% 20% 30% 40% 50%
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About RICKI lll
®— America’s leadingtauthority for kitchen research and intelligence. @

RICK
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®— The research conducted by/RICKI goes beyond traditional research methodologies to
help companies gain a betterfunderstanding of the mindset of today’s consumers by
delving deeper into motivationsfand emotional drivers to pinpoint trends that will
impact companies into the future,

®— RICKI was founded by a group of professional market researchers. The Executive
Director of RICKI spent 18 years in the hgme improvement industry and was a former
president and board member of one of thedeading associations for the overall home
improvement sector, the Home Improvement Researchinstitute (HIRI).

To find out more about RICKI, visit: www.kitchentrends.org

Unauthorized use or reproduction of all or any part is prohibited.
Copyright 2011. Research Institute for Cooking & Kitchen Intelligence

All rights reserved. No part of this work may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopying, recording, or by any
information storage and/or retrieval system, without permission in writing.
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