
CHALLENGE

Nearly 90% of new moms in the United States are millennials. And in today’s 
$66.8 billion global baby product, marketing-savvy millennial parents have more 
options than ever, including competition from Silicon Valley start-ups. A legacy 
brand like Medela has to evolve to meet millennial needs to continue to stay 
relevant and connect with a new generation of moms. With the Affordable Care 
Act’s “free pump” benefit creating a decline in retail sales, Medela faced a serious 
challenge: make a compelling case to convince new moms to pay out of pocket for 
its new premium breast pump, Sonata.

APPROACH

Millennials expect more than products from brands. Medela had to demonstrate 
how their legacy in the space makes them uniquely able to help moms through 
it all. We led with respect for the timeless bond between mom and baby, carried 
through with helpful and empathetic content that featured real moms and unveiled 
a product designed entirely around them.

 

RESULTS

Within the first two months of the launch, Medela doubled its annual e-commerce 
sales goal for Sonata. Also in those first two months, the campaign received:

1.6 million video views

14 million social impressions

60,000 social engagements

34 million digital marketing impressions

5.6 million print impressions

Medela Goes Millennial: A legacy brand delivers 
a smart breast pump through a smart launch.



Priming the Market

Content 
millennial moms 
want, where they 

already are.



Teaser Campaign

Having built 
trust, now build 

anticipation.



Launching Sonata

Deliver something 
totally new 

by honoring a 
timeless bond.



Ongoing Engagement

Keep Sonata’s value 
clear, top of mind 
and accessible.


