
Inspiring a 
Movement

2015 ACHIEVEMENTS 

IN 2016GOAL—ONE MORE FAMILY MEAL 
AT HOME EACH WEEK WITH ITEMS 
FROM THE GROCERY STORE



Seeding the Campaign
The Foundation developed two comprehensive, 
turnkey toolkits—one for food retailers and 
one for food manufacturers. These kits were 
made available at no charge and included logos, 
artwork, suggested activities for consumers and 
employees, key messages, and much more. The 
Retailer Toolkit was ordered and downloaded by 
231 retailers; and, the Manufacturer Toolkit was 
ordered and downloaded by 65 manufacturers. 

Between January 2015, and September 2015, the 
industry-facing website received 22,443 page views—
demonstrating that industry members are keenly 
interested in the concept.

Prior to the launch of National Family Meals Month™, 
the Foundation created a consumer website to ensure 
that consumers and media had a centralized destination 
providing information on Family Meals. In the month of 
September 2015, this consumer website received 5,572 
page views. 

The Food Marketing Institute Foundation:

Created the concept of the campaign and developed the 
core materials necessary for lift-o� ;

 Inspired participation by promoting the movement among 
food retailers and manufacturers;

Recruited nearly 100 partners to join and grow the movement 
and

Socialized the campaign with consumers and encouraged 
them to pass on the message
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Creating the Family Meals Movement

This chart (left) shows the radiating progress of the Family Meals 
movement over the past year.

Email familymealsmonth@fmi.org 
Visit fmifamilymeals.com



Recruiting Partners
The Foundation recruited nearly 100 partners to join and grow the movement including:

Generating Industry Awareness

60 RETAILER PARTICIPANTS

6 ALLIED ASSOCIATIONS

Note: This is a snapshot of 
representative logos, we did not 
receive fi nal logo fi les from all 
participants.

FMI Connect in June provided a 
strong venue for spreading the word 
about the movement to the entire 
industry. FMI seized this opportunity 
on multiple levels, but perhaps the 
most visible demonstration occurred 
during Leslie Sarasin’s keynote 
address and via application at the 
Health and Wellness Zone on the 
show fl oor. 

National Family Meals Movement was 
showcased at the FMI Mid-Winter 
Conference and highlighted at the 
Foundation Gala. Distinguished 
attendees were challenged to “Raise 
A Mitt to Committ”—not just to having 
one more family meal each week but 
to supporting the program in 2015!

Mitty, our family meals mascot, in 
the shape of an oven mitt—appeared 
at all signifi cant FMI Connect events. 
even when the FMI Foundation took 
the movement to The U.S. House 
of Representatives. Here, House 
Agriculture Chairman Congressman 
Michael Conaway (R-TX-11) shares, 
“good things happen during family 
meal time” at a reception for National 
Family Meals Month. 

30 SUPPLIER/FOOD MANUFACTURER PARTICIPANTS:

Email familymealsmonth@fmi.org
Visit fmifamilymeals.com



Summary
In one short year, we’ve seen unprecedented fi rst-time participation by food retailers, 
manufacturers and allies.

Engaging Consumers
To jumpstart consumer engagement, FMI created an 
interactive news release which combined all the reach 
of national news wire releases with the added power 
of the web and social media. It included distribution to 
the Associated Press Wire, 6,000+ Newspapers, 3,500+ 
online sites and 1,000s of trade publications. The release 
was viewed 3,400 times and was posted on 159 websites, 
with more than 67.7 million unique visitors per day. It was 
also posted on 156 television websites with more than 
12.4 million visitors per month.

Five di� erent infographics were created to assist consumers in better 
understanding and sharing the reasons why Family Meals are so important. 
This e� ort resulted in approximately 21.5 million Twitter impressions and 
1,500 individual tweets, as well as more than 1,000 Facebook posts. 

FMI created a video for placement 
on YouTube to showcase the 
importance of Family Meals.

To help measure the success of 
the campaign and benchmark 
consumer awareness, the 
Foundation has partnered with 
the Nielsen Perishables Group to 
evaluate results of the 2015 e� ort.
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Actions Taken After Seeing the Campaign

% of Consumers Who 
Saw the Campaign 
and Took Action

Make Healthier Choices 45%

More Fruits and Vegetables 38%

New Recipes 36%

Eating Together More 36%

Cooking More 32%

More Meal Planning 25%

More Meal Solutions 18%

New Grocery Store 18%

Other 6%

#RaiseYourMitt to Commit in 2016
We plan an even more robust outreach for the National Family 
Meals Month movement in 2016. 

Email familymealsmonth@fmi.org 
Visit fmifamilymeals.com

Established in 1996, the Food Marketing Institute Foundation seeks to ensure continued quality and e�  ciency in the food retailing system and is 
operated for charitable, educational and scientifi c purposes. To help support the role of food retailing, the FMI Foundation focuses on research 
and education in the areas of food safety, nutrition and health. The FMI Foundation is a 501(c)3 non-profi t organization.


