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Let’s explore the
future of FOOD in

FoodService
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The Food and Beverage Landscape
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The Beginning of the Shift

ENERGY DRINKS  DAIRY MEAT & DAIRY SUBSTITUTES FROZEN DESSERTS
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Foodservice Macro Trends
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Macro, consumer and industry trends:

Driven by STEEP

Social
Technological
Economic
Environmental
Political

DOBHAAN

Top Five Consumer Trends Shaping the Food Industry
in 2018

Posted on January 2, 2018 by Elizabeth Murphy
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ach year, we research food, ingredient and dining trends for the year ahead. In 2017, we focused on clean-label and natura

nts as well as nonalcoholic beverages, protein-rich and more. Below, we dive into the five b t trends we belisve
fi '3n 2018.
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Consumer Trends o)

1. Transparency
The natural and clean-label movement is not going anywhere. Today’s consumers are more informed and health conscious
i i i uality products with



snackification

[snak-uh-fi-key-shuh n]



So what i1s snackification?



GRAZING IS THE NEW NORMAL

TRADITIONAL SNACKING MODEL
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experience

[Ik-"spir-e-an(t)s]



Millennials want experiences!






millennials say that eating is so
much more than satisfying the
taste buds. Eating has a sense of
adventure: there are always new
food trends to try and ways to mix
and match flavors. Eating can also
be a group event. Sharing food
amongst friends, family or co-
workers is a great way to socialize.




flexitarian
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So what is a flexitarian?



IMPOSSIBLE

New Wewe Foods

<
Clara Foods




MADE FROM PLANTS: m\\
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transparency

[trans-pair-uh n-see}



Where does my food come from?
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IBM is tapping blockchain for
a more transparent, authentic
and trustworthy global food

supply chain.

Walmart
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Disparate ledgers and lack of transparency in the supply chain
put food at risk.
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Compromise Contamination Spoilage
Tampering, Toxins, insects, Temperature,
misrepresentation, bacteria, viruses humidity, expiry

substitution

¢ \’ \
Legal culpability Social impact

Blockchain can help digitally trace and authenticate food

prqducts from an ecosystem of suppliers to store shelves and “” g 0 l d en state fO 0 d S
ultimately to consumers.
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IBM brings Walmart,
Tyson Foods into
blockchain fold

This summer, IBM
announced a consortium
with 10 major food
suppliers to apply
blockchain to the food
supply chain to improve

food safety and
ingredient transparency.

Blockchain can help
brands track sources of
contamination far more
quickly, reducing the
impact of compromised
foods.
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Genovese Basil




localization
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Localization Is a real thing!












So What i1s NEXT?



WHAT IS LAB GROWN
MEAT, AND WOULD
YOU EAT [T7
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! As consumers demand faster delivery for their products l
peaas e - how do enterprises prepare to deliver the last mile?




Self-diingfood market
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Self-driving food market
The app shares location and provides access










Tool: Tongs
v lng: Kale







A SIGNIFICANT ~
SOURCE OF Pizza.

TUMEPIZZA.CON




Let’s Continue the Conversation!

Joe Schumaker, FCSI
joe@scgfoodspace.com

Debbie Lohmeyer, PMP
Debbie@foodspaceco.com

Visit foodspace® on the web

www.scgfoodsSpace.com
www.foodspaceco.com
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