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General Mills to
eliminate more jobs
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MINNEAPOLIS — General Mills, Inc. i

said it plans to eliminate approximately O lS I Ca e
700 to 800 jobs, primarily in the United

States. The move is part of Project Cata-

lyst, a multi-year restructuring initiative

*
o

unveiled last month to increase organiza-
tional effectiveness and reduce overhead
expense.

When General Mills unveiled Proj-
ect Catalyst in mid-September, the
company said it was “unable to make
a determination of the estimated total
costs or range of costs to be incurred in
connection with Project Catalyst.” But
details of the program were published
in a Sept. 30 filing with the Securities
Continued on Page 12

DAIRYBUSINESSNEWS

Increasing ice
cream salés gStory g Page 57

s Snack preferences differ between in hlgh
wer§ Millennials and boomers

"
grees CHICAGO — It's no secret snacking is on the “Targeting consumers by age and life stage . e d I S ute
often 1 within significant demographic groups, such

rise, but a new study suggests preferences

the su for away-from-home options vary between  as millennials and baby boomers, can be effec-
west a baby boomers and millennial consumers. tive in successfully promoting snacks in differ- a bit more last week following

“We In a swrvey of 1,314 participants, com-  ent food service venues,” said Sharon Olson, from Mexico to take the
sales,” prised of 942 millennials aged 19 to 36 and  executive director of Culinary Visions Panel. the World Trade Organization
keting 372 boomers aged 49 to 67, researchers from More than a third of millennials reported egotiated agreement could be

Culinary Visions Panel, Chicago, found both  anincrease in snacking from a year ago, with 00N,
g:mups Snfek value‘und fros]l.nvss insnack op-  206- lo.:l()—_\-'(‘;ll‘f().l(ls indicating l]n"vo or m(.)r(' ned beet and cane sugar prices
tions available :F( food service venues. su»ucklng occasions per day, \\’h.llt‘ only l.i% tly held in the 37¢ to 40c a Ib
However, while boomers choose less ex-  of boomers said they are snacking more of-
pensive items, millennials prefer portability  ten. Both consumer segments buy snacks
and convenience. Additionally, the younger  from convenience stores, quick-service res-
demographic favors a variety of snacks not as-  taurants, supermarket delis and bakeries.
sociated with a particular day part, while the Twenty per cent of millennial consumers
older generation sticks to a more limited selec- — and 11% of boomers prefer branded snack bioengineered sugar, which
tion of items tied to different times of day. items. mn ely have to be cane sugar that
mally be sourced from Mexico.
pout™95% of U.S. beet sugar comes from
bioengineered seed.
At 37c to 40c a Ib, refined sugar prices are
Continued on Page 32

ge since early September, with
ption of the West coast, where
a bit higher due to some unique
ation issues and higher demand



