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Presenter
Presentation Notes
Mintel’s 2018 Trends are composed annually and reflect trends around the world. 5 global trendsThis presentation will cover 4 of them



2 Source: CPA / Record Label – YouTube/Mintel

Why do we look at trends? 

Presenter
Presentation Notes
Why do trends matter?Helps companies come up with ‘informed’ innovation and messaging”, “white space opportunity”, “yada-yada-yada”This video illustrates whyBe the woman who asks the smart questions, not the other folks
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of Mintel’s expert analysts contributed their feedback about the 
current state and potential future of the food and drink industry 
from…60

countries contributed…12

hours and counting of collaboration were logged in order to create…300

Global Food & Drink Trend predictions for 20185

The road to Mintel’s 2018 Global Food & Drink Trends:

+

+

Presenter
Presentation Notes
The 5 trends impact consumers, manufacturers and retailers in most regionsResult of over 300 hours of collaboration between 60 of Mintel’s analysts in more than a dozen countries.Information comes from:GNPD – over 30,000 product launches monthly across 62 countriesReports: more than 600 per year, sample of 2,000 in CanadiansObservations from trends team that are “cool, contrary and innovative from around the world” At the centre is Mintel’s people - who frame issues and identify opportunities from tools	



Agenda

Self-Fulfilling 
Practices

New 
Sensations

Science 
Fare

4

Full 
Disclosure

Trust & 
Transparency

Self-Care & 
Balance

Fun & 
Exploration

Sustainability & 
Technology

Presenter
Presentation Notes
Full Disclosure: In our new post-truth reality, consumers require complete and total transparency from food and drink companies.Self-Fulfilling Practices: As more people find modern life to be hectic and stressful, flexible and balanced diets will become integral elements of self-care routines.New Sensations: Texture is the latest tool to engage the senses and deliver share-worthy experiences.Science Fare: Technology is being used to engineer solutions for our stretched global food supply.Not covered in this presentation:Preferential Treatment: A new era in personalization is dawning due to the expansion of online and mobile food shopping. 



Presenter
Presentation Notes
Full Disclosure: The post-truth era has led consumers to demand complete and total transparency from food and drink.This trend reflects the distrust many consumers have in institutions, companies and brands.
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Full Disclosure – The Main Points

• Erosion of trust

• Demand for total transparency

• Importance of earning trust

Presenter
Presentation Notes
67% source The Millennial Impact: http://reports.mintel.com/display/844389/59% pet foods: Pet Food – August 2017, http://reports.mintel.com/display/850287/57% source: Private Label Food and Drink Trends, http://reports.mintel.com/display/819191/55% source: http://reports.mintel.com/display/823611/
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How did we get here?

Presenter
Presentation Notes
#metoo movement: started with allegations against Harvey Weinstein (or may have in-part a reaction to Donald Trump’s election after multiple harassment claims). Impact has extended to multiple areas including entertainment, sports and politics (eg Patrick Brown’s resignation of the leadership of the Ontario PC Party)“Fake News” was named the American Dialect Society’s word of the year. It’s reflective of the current climate of distrust among institutions, particularly in the US. It’s also reflects an increasingly ‘siloed’ view of the world and politics, where facts appear to take a back seat to one’s existing perspectives.Democratization of influence. It’s never been easier for someone to voice their opinion, be it well researched or completely untrue. This can be a particular challenge for the food industry where nuanced perspectives on ingredients and production method have difficult breaking through the ‘clutter’ of self-appointed experts. (eg Vani Hari, The Food Babe)
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*Grocery Manufacturers Association
Source: Fighting Food Fraud – Canadian Grocer, June 2017
Free-From Food Trends – Canada, September 2015

Food fraud can make consumers wary

• Greater ability to trace “food fraud”

• Expectations of more transparent 
supply chains, as they become 
“longer” and more “global”

• Estimates that food fraud impacts 
10% of commercially sold food 
products globally*

• Examples:
• Nearly half of Seafood Samples 

tested mislabeled (2017)
• Tesco sells frozen Bolognese 

containing horsemeat from 
Romania (2013)

• Excl. price, ingredients rank as 
being most important when 
purchasing foods for home

Presenter
Presentation Notes
Food and drink companies are also vulnerable to advances in traceability. New technology and transparency has led to safer products, but it also heightens the chance of fraud detection. As supply chains become longer, and consumers have more sources of information that can be quickly accessed, food and drink companies are more vulnerable to potential claims of fraud. http://www.myvirtualpaper.com/doc/canadian-grocer/cgo4/2017051601/#0http://www.oceana.ca/en/press-center/press-releases/new-oceana-canada-report-finds-alarming-amounts-seafood-fraud-ottawa
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Claims of price collusion in bread industry may impede 
consumers’ trust

• Competition Bureau believes Canada Bread and George Weston 
colluded with grocers on bread price increases

• 7/10 practice employed: 7 cent wholesale increase 10 cent in-store 
price increase starting in 2001

• Loblaw and Georges Weston have admitted to practice 

• Other retailers and Canada Bread have denied allegations

• Competition Bureau states the investigation is ongoing, and there in no 
conclusion of wrong doing

• Loblaw responded by offering $25 credit to consumers to manage PR 
fallout

• May lead consumers to question pricing practices in other 
categories

Presenter
Presentation Notes
Recent claims of collusion between bread producers and retailers in Canada can serve as another area where customer trust is undermined. In this instance quality is not impugned, but rather the assurance of fair pricing models are. This is a complex story in which the consumer will likely not understand the details or nuances, but they will likely feel that they have been “ripped off” for over a decade. http://www.canadiangrocer.com/top-stories/headlines/canada-bread-george-weston-met-with-grocers-on-bread-price-increases-competition-bureau-78482Canada Bread was sold by Maple Leaf Foods to Group Bimbo (Mexico) in 2014. Group Bimbo has stated that these practices have not been  



10 Source: Attitudes toward Healthy Eating – Canada, January 2017

20% agree 
“I trust the health 
claims on 
food/beverage 
packages”

Packaging claims are not 
enough

Presenter
Presentation Notes
Winning and maintaining public trust requires a multi-pronged approach. Only a fifth of Canadians trust health/claims found on the foods and drinks that they purchase. Further supporting this, two-thirds (65%) of Canadians view free-from claims as “a way for companies to charge more”. More strenuously, over a third (37%) of Canadian grocery shoppers agree “the centre-of-store has mostly ‘junk’ food”,  peaking among 18-34s (44%). This suggest that feelings of skepticism are unlikely to abate.



11 Source: Mintel GNPD

‘Natural’ and ‘ethical/environmental’ claims have increased

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

Nov 2006 -
Oct 2007

Nov 2007 -
Oct 2008

Nov 2008 -
Oct 2009

Nov 2009 -
Oct 2010

Nov 2010 -
Oct 2011

Nov 2011 -
Oct 2012

Nov 2012 -
Oct 2013

Nov 2013 -
Oct 2014

Nov 2014 -
Oct 2015

Nov 2015 -
Oct 2016

Nov 2016 -
Oct 2017

Food and drink launches with natural or ethical and environmental 
claims. North America, Nov. 2006-Oct. 2017

Natural - North America Ethical & environmental - North America

Presenter
Presentation Notes
While claims don’t appear to be enough to ‘win’ consumers’ trust, they are part of a broader messaging strategy. The need for reassurance and trustworthiness of food and drink has led to increased use of natural as well as ethical and environmental claims in food and drink launches. ------------------------------------Natural claims include no additives/preservatives, organic and GMO free. (See next slide for details on the claims over time)Ethical and environmental claims include environmentally friendly packaging and animal as well as human welfare claims. (See slide after next for details on the claims over time)



12 Source: Mintel GNPD

‘Natural’ claims have changed over time

11%

11%

9%

1%

3%

13%

11%

6%

3%

5%

22%

7%

13%

17%

5%

No Additives/Preservatives

All Natural Product

Organic

GMO Free

Wholegrain

Natural category claims used by North American food and drink 
launches, Nov. 2006-Oct. 2017

Nov 2006 - Oct 2007 Nov 2011 - Oct 2012 Nov 2016 - Oct 2017

Presenter
Presentation Notes
Looking at natural category claims, they are getting more specific. Food and drink launched in the US and in Canada are seeing an increase in use of no additives/preservative and GMO-free claims.



13 Source: Attitudes toward Healthy Eating – Canada, January 2017, Vegetables and Fruit – Canada, May 2017 

The debate  over GMOs

18% agree 
“Genetic 
modification is 
fine if it improves 
a food's nutrition”

15% 
view GMO-free 
as important 
when purchasing 
fruits/vegetables

Presenter
Presentation Notes
Science does not appear to be fueling the rise in GMO claims. There is no clear evidence that genetically altered foods, which have been eaten since the 1990s, pose a risk. Companies selling genetically modified foods in Canada must “submit data to Health Canada” for a safety assessment, which takes years to complete. In the US, many companies have opted to include GMO-free labels on their products to comply with regulations in individual states (eg Vermont). This is not to say there are not complex environmental considerations to consider (eg crop diversity), but from a health perspective, the existing scientific evidence does not appear to warrant concern.While consumers don’t overtly like the idea of GMOs, consumer feedback related to purchase decisions related to fruits and vegetables provide context. Only 15% identify GMO-free as being important to them when deciding on what they purchase. Over double the share of Canadians identify “locally-grown” as a consideration. This suggests that traceability and provenance may prove more important.



14 Source: Attitudes toward Healthy Eating – Canada, January 2017

36% 18+   45% 18-34s

agree “I read food blogs/articles often 
to learn about healthy eating.”

More ways to get information 

14

As we all know, everything we read 
online is accurate

Presenter
Presentation Notes
The ability for everyone to have a voice that can be amplified through technology is a blessing and a curseTechnology strengthens voice which supports influenceYounger adults are more likely to be influenced by third-party sources due to their credibility Reflects the peer to peer, the ‘instagram-aphication’ of foodImportant to empower third-party actors/perspectives in building brandsEg. - according to Google, YouTube creators (micro-influencers) are 4X more effective in driving brand familiarity vs celebrities based on connectionhttps://www.thinkwithgoogle.com/advertising-channels/video/youtube-influencer-marketing-rulebook/?utm_source=Facebook&utm_medium=social&utm_campaign=Think&utm_content=brand-video-20171007



Dan Lubetzky, CEO of KIND, has created Feed the Truth, a 
public advocacy organization dedicated to improving 
guidance and information offered to American consumers 
concerning "healthy" foods and ingredients.

21 February 2017 - US

Feed the Truth
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Source: Mintel Trends

Presenter
Presentation Notes
Positioned as “arms-length” with a mission outside of salesCreated to explore, expose, and counteract influence that misleads consumersAims to "improve public health by making truth, transparency and integrity the foremost values in today’s food system." Achieve this by bringing together a collection of experts and organizations to serve as an authoritative body that ensures science overrules special interests in food regulation, education, promotion and production.Mission statement:"In establishing Feed the Truth, my intent is to elevate reputable science, bolster the voices of the nutrition community, and improve the guidance and information offered to Americans. As a business owner, I understand the importance of prioritizing your bottom line, but it’s equally as important to consider how you can succeed while also thinking about the long-term impact on the community."www.feedthetruth.org/#feed-the-truthhttps://www.kindsnacks.com/



THIS SUPERMARKET IS 
USING SNAPCHAT 
STORIES TO SHOW HOW 
FRESH ITS FISH IS

“French supermarket chain 
U is taking advantage of 
Snapchat Stories -- and the 
fact they disappear after 24 
hours -- to demonstrate 
that its fish really is freshly 
caught.”

Source: AdAge Daily, May 8, 2017

Presenter
Presentation Notes
Social media platforms can also provide companies with a means provide a greater degree of transparency. “U” leverages Snapchat Spectacles to record the sourcing of the fish at different phases to see the path it took to get to store. ‘Snapcodes’ are printed out and put on origin labels in the grocery store (think QR codes for Snapchat), to view the videos.http://creativity-online.com/work/u-fresh-stories/51722



17 Source: Mintel GNPD

Ethical and environmental claims are evolving as well

0%

0%

1%

1%

0%

0%

16%

2%

2%

1%

1%

0%

22%

8%

3%

4%

2%

0%

Environmentally Friendly Package

Environmentally Friendly Product

Ethical - Charity

Ethical - Human

Ethical - Animal

Carbon Neutral

Ethical and environmental claims used by North American food and 
drink launches, Nov. 2006-Oct. 2017

Nov 2006 - Oct 2007 Nov 2011 - Oct 2012 Nov 2016 - Oct 2017

Presenter
Presentation Notes
Looking at ethical/environmental claims, environmentally friendly packaging always tops the list, but we’ll also see growth in environmentally friendly product and ethical human claims, which includes Fair Trade.



Honest Tea is bringing its #RefreshinglyHonest Project to 15 
pop-up locations across the US and is encouraging 
customers to join it in raising funds for VisionSpring, an 
organization which provides vision screenings and eye 
glasses to under-served communities worldwide.

20 July 2017 - US

Refreshingly Honest
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Source: Mintel Trends

Presenter
Presentation Notes
Engagement is an added element that can be used to foster a company’s ‘ethical’ bona-fides. Honest Tea provides an example of how they engaged consumers in raising funds for Visions Spring, whose mission is to provide “access to affordable eyewear, everywhere”Summer 2017, Honest Tea is launching pop-ups in 15 cities across the US. At each pop-up, customers can participate in the #RefreshinglyHonest Project. Invites customers to share lighthearted truths, special moments, and perfectly imperfect experiences to raise funds for VisionSpring. For every #RefreshinglyHonest submission, Honest Tea has pledged to donate $1 to the cause. Customers can submit a moment by visiting a pop-up in-person or by posting it on their Instagram or Twitter, using the hashtag #RefreshinglyHonest. Customers who do so in-person will receive a bottle of Honest Tea in return. Honest Tea aims to raise $25,000 in total.http://visionspring.org/ 



19

of US adults agree that they wish food companies were 
more transparent about how they manufacture their 
products.67%

Source: Canadian Lifestyles Pride and Purse Strings – Canada, April 2017 

Consumers want to feel connected with what they eat and drink

of Canadians adults agree that they try and buy ‘made in 
Canada’ products when possible45%

Presenter
Presentation Notes
Americans affirm the importance of transparency. As rhetoric heats up around the possible disillusionment of NAFTA, I also suspect ‘origin’ will increase as an opportunity for brands to leverage trust and connection with North Americans.



20 Source: YouTube.com

Green Mountain ad brings traceability to life

Presenter
Presentation Notes
And  quite simply, traditional media can also be leveraged to tell a story.Link to YouTube ad: https://www.youtube.com/watch?v=5sr2-NiWn9M
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French's Ketchup has announced that it will produce 
products in Canada with Canadian ingredients in a 
new factory in downtown Toronto.

Source: Mintel Trends

11 May 2017 - Canada

French’s promises Canadian ingredients
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Presenter
Presentation Notes
French's Ketchup is reflective of the importance of “locally-grown’ or ‘made in Canada’ as the company has announced that it will produce products in Canada with Canadian ingredients. According to CBC, the ketchup brand has moved manufacturing to Canada and plans to use Canadian ingredients. The new factory in downtown Toronto also promises to churn out 250 bottles of ketchup per minute. The company has been working on its transition to Canada for about two years.This particularly prescient given a trend of plant closures in Canada, such as Campbell’s recent announcement that it was closing its soup/broth plant in Toronto, which had been in operation since 1931. The closure is partly a result of declining soups sales as the company looks to reallocate resources to areas of growth.Source: http://reports.mintel.com/trends/#/observation/833277
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Many consumers around the world lack trust, which is 
equating to a need to know more about the food and drink 
that they are buying.

Origin

Brands have opportunities to explain more about how, 
where, when and by whom food and drink is grown, 
harvested, made and/or sold.

Details

Manufacturers and retailers can look to engage third-party 
players in order to support credibility of positioning.Engagement

Key Takeaways for Full Disclosure:

22



Presenter
Presentation Notes
As more people prioritize self-care and stress relief, diet will be redefined as customized systems of treats and balances.This trend reflects habits that we’ve noticed brewing for years, but the focus on self-care and stress relief makes it more relevantThe frantic pace of modern life, constant connectivity, pervasive distrust and contentious tones in politics and the media have caused many consumers to look for ways to escape the negativity in their lives. Many people who feel overwhelmed are focusing on “self-care,” or prioritizing time and efforts dedicated to themselves. Approaches to personal well-being vary by individual, but are increasingly marked by consumers developing their own unique definitions of healthy diets and lifestyles that include balanced diets and allot time for relaxation.
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• Overwhelmed – leads to greater emphasis on 
self-care

• Individualized approaches to personal well-

being leads to demand for flexibility

• More better-for-you, flavourful ‘treats’ that align 

with people’s existing behaviour

Full Disclosure – The Main Points
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In 1991, just under 40% of men indicated that they work 45 or more hours per week. In 2011, 
that number has jumped to just under 70%. Women too have seen notable gains from just 
over 20% claiming to work 45 or more hours per week to over 50% over the same time 
period.

No wonder Canadians feel overwhelmed

Average commute times increased an average of 11.9% between 1994 and 2010 
representing an additional 27 hours annually in Ontario.

We’re spending more time working…

…and getting to work…

Source: Snacking Eating Habits – Motivations and Attitudes – Canada, September 2016

Presenter
Presentation Notes
Being busy is nothing new, but academic  studies pointy to what most of us intuitively feel, which is greater demands are being places on our time. Particularly in an increase in the hours we work and the time it takes to get to and fro. In fact, research out of Sweden supports commuting’s negative impact on health, potentially shortening lifespans. As the cost of housing rises, the need to move “father away” from urban centres to buy an affordable home likely compounds the issue. Combined with longer hours, the bottoms line is, working can be really bad for us – though it beats the alternative, being unemployed.“How are Ontarians Really Doing? ”  https://uwaterloo.ca/canadian-index-wellbeing/ - The University of Waterloo’s Faculty of Applied Health Sciencesthe 2012 National Study on Balancing Work and Caregiving in Canada out of Carleton Universityhttps://www.vox.com/videos/2018/1/22/16919040/commuting-bad-health-work
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Lack of motivation#1

Lack of spare time#2

Lack of money#3

Source: Healthy Lifestyle – Canada, July 2014

Top barriers to eating “healthier” among Canadians

“What do you feel are the main barriers, if any, to being healthier”

Presenter
Presentation Notes
When we asked Canadians what prevents them from being healthier, the top three points were tied to motivation, time and money. If we’re working longer days, and commuting is taking longer, this undoubtedly ‘zaps’ our energy levels. The effect on time is obvious and money reflects broader issues that relate to societal considerations. We also see that there are correlations between household income and the one’s vegetable and fruit intake (which may also tie to age) which is helping to spawn some creative solutions in terms of helping people with lower income get the nutrients they need, which was covered more thoroughly in Mintel’s  2017 Food & Drink Trend Balancing the Scales, which addressed solutions for bring good food for all. 
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Determining the elements of a healthy diet itself can 
be a source of negativity because consumers are 
bombarded with potentially conflicting reports as to 
which ingredients are recommended and which 
ones should be avoided. 

Negativity and confusion can arise when determining diet

27

40% of Canadians agree 
“It is difficult to know which foods are 
healthy and which are not”

Source: Attitudes toward Healthy Eating – Canada, January 2017

Presenter
Presentation Notes
In addition to demands related to motivation and time, confusion can also be a barrier and lead to negativity. Many Canadians are unclear on what is healthy for them and what is not, and we also see that confidence in making decisions around foods is generally lower among younger consumers. As brands look to get the upper hand on health, and often fill their packaging with health claims, this can contribute to consumers’ confusion, and plus remember that only 20% of Canadians “trust health claims”. The very merchandizing methods thought to provide clarity can contribute to confusion.



28 Source: Attitudes toward Healthy Eating – Canada, January 2017

What health claims matter to Canadians?

90%

90%

89%

89%

89%

88%

86%

86%

85%

High in "good fats"

Low or reduced trans fats

Whole grains

Low sodium content

Low sugar content

High fibre content

High protein content

Antibiotic-free or hormone-free

No artificial colours

Interest in health claims

Presenter
Presentation Notes
When asked what health claims they’re interested in, the answer they came back to us was “everything”. We have a consumer that in general lacks trust in health claims, and when posited with the question of what they’re interested in, basically by selecting everything, I interpret this as meaning they really don’t know. This also tells me that while health claims may be a part of a strategy, it can’t BE the strategy to connect with consumers in a meaningful way. 



29 Source: Mintel’s Healthy Lifestyle – Canada, July 2014

Meeting Canadians where ‘they are at’ can prove effective

51%
“The modern lifestyle 
makes being healthy 
very difficult”

39%
“Feeling less stressed 
out motivates them to 
lead a healthy 
lifestyle”

Agree

Presenter
Presentation Notes
When considering health for many Canadians the biggest hurdle is fitting health into their lives. Beyond food, being healthy is a coping mechanism for many. If brands can help them addressing the stress, brands can offer a solution and give them one less thing to worry about.
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It’s difficult to eat healthy all of the time

“During the past week, which, if any, of the following types of foods 
did you eat as a snack?” 

Source: Snacking Eating Habits – Motivations and Attitudes – Canada, September 2016

61%60%

Presenter
Presentation Notes
Consumers  can’t be expected to eat healthy all of the time. A strategy that may prove more effective helping people achieve small victories. 



31 Source: Attitudes toward Healthy Eating – Canada, January 2017

Feelings of guilt can offer opportunity

49% agree 
“I feel guilty when I eat 
foods that I don’t 
consider to be healthy”

57% agree
“I am interested in 
smaller portions of 
foods I like”

Presenter
Presentation Notes
What is apparent is that many Canadians experience guilt when they eat foods they deem to be less healthy and more indulgent. As most of us can attest to, there are times when we don’t want to ‘deny’ ourselves. One very simple means to do this is provide consumers with the indulgent options they crave in smaller formats. This is a practice that has been adopted at foodservice and at home, and across multiple food and drink categories. Smaller portions prove particularly popular among Canadians over-45, versus those who are younger (63% vs 52%). This is a particularly important consideration given Canada’s aging population.



32 Source: Mintel GNPD

“Indulge” doesn’t have to be a bad word

Dark Cacao Organic Coconut 
Cookies, USA

This product is said to provide clean, delicious and 
energizing snack for everyone to enjoy. This 

fantastically intense, melt-in-the-mouth superfood bite 
is made from fair-trade cocoa powder and cold pressed 

coconut oil.

66% 
of Canadian adults who eat 
sweet baked goods agree 
that it is OK to 
occasionally indulge in 
sweet baked goods 
regardless of nutrition

Presenter
Presentation Notes
Sweet baked goods is one area where there are multiple examples of offerings that satisfy one’s ‘sweet tooth’ with the occasional indulgence leveraging  popular ingredients such as coconut oil to help abate feelings of guilt.

http://www.gnpd.com/sinatra/recordpage/4566553/?utm_source=download&utm_medium=rtf


33 Source: Mintel GNPD

Sweet treats can ‘hit the spot’

High Protein Chocolate Pudding, 
Germany

This product contains 20g of protein. The product is 
said to be creamy, rich and smooth, 

29% 
of Canadian adults 
interested in indulgent 
dessert yogurts (eg  
crème brulee flavoured, 
indulgent creamy top-layer)

32%
of Canadian yogurt 
consumers cite high-
protein as important when 
choosing yogurt

Presenter
Presentation Notes
Continuing with this theme, just because something is indulgent doesn’t mean it can’t be useful. This product capitalizes on consumer’s demand for high-protein in yogurt, though this is pudding, and the desire for consumers to have indulgent treats. We know from our research that ‘indulgence’ becomes a stronger driver for consumers in the evening. High protein treats for the evening can help consumers feel satiated as they head to bed, a concept that was explored in Mintel’s 2017 Food and Drink Trend The Night Shift.

http://www.gnpd.com/sinatra/recordpage/4672369/?utm_source=download&utm_medium=rtf


34 Source: Mintel GNPD

Permissible indulgence extends beyond sweet foods

Cheese Pizza, USA

Oh Yes! Doc's Nutrilicious Cheese Pizza is a 100% 
natural frozen pizza made with a organic wheat flour 

quinoa crust, part skim-low moisture mozzarella cheese 
and organic tomato sauce. With over five servings of 
vegetables per pizza, it is said to be a good source of 

vitamin A and C, protein and fiber.

29% 
of Canadian pizza eaters 
are interested pizza with 
added nutritional benefits 
(ie a full serving of 
vegetables or added 
vitamins and minerals)

Presenter
Presentation Notes
Just because something is not sweet or a salty snack does not negate feelings of guilt. This example of pizza with wholesome ingredients also illustrates the importance of ‘permissible indulgence’ at meal time, providing consumers with five servings of vegetables in a food that most-everyone loves.

http://www.gnpd.com/sinatra/recordpage/3872735/?utm_source=download&utm_medium=rtf


35 Source: Attitudes toward Healthy Eating – Canada, January 2017

Opportunity exists to provide a ‘health-advantage’

45%
of Canadian adults agree “I am 
interested in the latest foods 
claimed to boost your health”

Presenter
Presentation Notes
Having talked about balance and opportunities in providing consumers’ with health-focused foods without feeling they are ‘denying’ themselves, nearly half of Canadians show interest in the latest foods claimed to boost their health.
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Presenter
Presentation Notes
This speaks to Mintel’s 2018 foodservice trend ‘Foodceuticals’, which explores how the intersection of food and function is becoming more apparent as menu items are focusing on well-being from the inside out. While our research in Canada shows that consumers “believe they don't have to "diet" if I eat healthy foods all the time” (50%), our research also shows a demand for “foods with fewer ingredients” (46%). Given that as we explored Canadians don’t always make the healthy choice when deciding what to eat, foods that feature ingredients that help give them a health boost and make up for those indulgent moments can be met favourably.



37

Turmeric and matcha are on the rise

TU
R

M
ER
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M
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H
A

Source: Mintel Menu Insights

Presenter
Presentation Notes
According to Mintel’s Menu Tracker, turmeric and matcha continue to be in-demand ingredients based on the growth in menu mentions. Turmeric benefits are said to include increasing anti-oxidant capacity and serving as a natural anti-inflammatory compound. Matcha also is said to be high in anti-oxidants, acts as a detoxifier and is claimed to have a calming effect, suggesting some emotional benefits as well as physical.Furthermore, over half of Canadians (57%) claim to eat more ethnic-inspired foods now than a few years ago. Combined with Canada’s population growth being primarily supported by immigration with Asia serving as the source, the relevance of these ingredients is not only related to their health-supporting properties.



38

Seattle’s Best Coffee 
Portside Blend Medium 
Roast K-Cup Pods, US

“Full-bodied ground coffee is 
said to elevate one’s mood.”

Matcha Love Organic 
Unsweetened Ginger Matcha + 
Green Tea, US |  Ready-to-drink 
tea is said to enhance mood and 

provide energy and has L-
theanine, which helps with 

relaxation and mental clarity.

Happy Healthy Human Relief 
Snacks, US | Blend of maca, 
banana and almond that was 
formulated to relieve stress.

Source: Mintel and Mintel GNPD

Focus on self-care also includes addressing emotional health

63% of Canadian adults agree what they eat impacts their emotional 
wellbeing.

Presenter
Presentation Notes
Closing out this section, emotional well-being also impacts one’s overall well-being. These drink and food examples highlight how different products are calling out mood as a benefit with descriptive words such as “elevate”, “mental clarity” and “relieve stress”. -----------------------------------------Canada source: Attitudes toward Healthy Eating – Canada, January 2017Keurig Hot Seattle's Best Coffee Portside Blend Medium Roast K-Cup Pods have been relaunched in a new pack and under a new brand, being formerly available as Seattle's Best Coffee. The award winning and kosher certified medium roast is hearty and well rounded with a smooth taste, and made from a distinctive blend of premium smooth-roasted beans. The full-bodied ground coffee is said to elevate one's mood, and retails in a 3.7-oz. pack made from a minimum of 35% post-consumer material, containing 10 x 0.37-oz. units, and featuring Facebook and Twitter addresses. GNPD ID: 4811133�Ingredients: ground arabica coffeeMatcha Love Organic Unsweetened Ginger Matcha + Green Tea is infused with whole organic ginger root, premium brewed green tea and pure matcha. It enhances mood and provides energy; contains 350g of catechins, which are healthy tea antioxidants; and L-theanine, which helps with relaxation and mental clarity. The product contains 0 calories per bottle, is free from GMOs, and retails in a 16.9-fl. oz. BPA-free bottle. GNPD ID: 4589315�Ingredients: purified water, organic green tea, organic matcha, organic ginger root, ascorbic acid (vitamin C)Happy Healthy Human Relief Snacks comprise maca, banana and almond, and are said to be formulated to help relieve stress. The product retails in a 4.5-oz. pack bearing an Instagram link. GNPD ID: 5100219Ingredients: *Brazil nuts, *almonds, *banana chips (banana, cane sugar, coconut oil), *maca, *sesame oil, sea salt, *cinnamon*organic
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Combining the herbal benefits of camomile with creative delivery. The bags feature an edible tea
ink image that transforms from a stressful/angry image to a more sedate picture to visually
convey calmness.

Source: toniq.squarespace.com

Mood Altering Ingredients: Herbs and Plants

Presenter
Presentation Notes
Creative visual cues can also be used as a means to convey how a product looks to support emotional well-being. Each tea bag from BOH is printed with edible tea ink that produces a cup of chamomile tea when immersed in boiling hot water. As the tea brews, a more calming image is revealed. This is a brilliant way to stop and take a moment from your stressed state of mind, make a cup or tea, and enjoy the visual transformation of your tea bag which will probably also give you enough time to help ease some of your stress. http://toniq.squarespace.com/blips/2012/9/26/boh-tea-calm-in-a-cup-amazingly-creative-innovative-tea-bags.html
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Many people who feel overwhelmed are focusing on “self-
care,” or prioritizing time and efforts dedicated to themselves, 
which elevates the focus on following a balanced diet.

Care

Permission to enjoy treats or satisfy cravings are integral 
aspects of self-care that particularly address the stress relief 
aspect of wellbeing.

Permission

Consumers are increasingly choosing the food and drink size, 
formulation and fortification that best matches their individual 
diet plan and their current – or aspirational – mood.

Choice

Key takeaways for Self-Fulfilling Practices:

40



Presenter
Presentation Notes
Encounters that appeal to multiple senses can provide consumers with escapes from the routine and stress of their lives, opportunities to make memories and generate “like-worthy” social media posts. Mintel’s 2016 Global Food & Drink Trend Eat With Your Eyes observed the potential for food and drink to involve more of the senses through color, shape, fragrance and other formulation elements. In 2018, the sound, feel and satisfaction provided by texture will make it an important component that will be elevated in prominence.
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New Sensations – The Main Points

• Opportunity to engage senses

• Provide share-worthy experiences

• Escape from the routine

• Leverage sound, feel, and even temperature

Presenter
Presentation Notes
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Where is New Sensations in its lifecycle?

Presenter
Presentation Notes
This trend is emerging around the world with the exception of China, Japan and South Korea, which have more food and drink products that are made with unexpected or innovative textures.
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of US adults are interested in performance and nutrition 
drinks with nuts, seeds or grains.32%
of Canadian adults who eat sweet baked goods are 
interested in cookie and chip hybrids. 31%
of UK adults would be interested in carbonated soft drinks 
with added texture such as pulp. 25%

Source: Mintel

Focus on texture has cross-category appeal

Presenter
Presentation Notes
Here is a look at some global Mintel data regarding the interest in texture in North America.Canada source: http://reports.mintel.com/display/829557/UK source: http://reports.mintel.com/display/841575/US source: Nutrition and Performance Drinks – US, April 2017These detailed product descriptions could be inspiring some of the 37% of
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Molecular gastronomy pioneers experimental foods

Presenter
Presentation Notes
Molecular gastronomy seeks to investigate and explain the chemical reasons behind the transformation of ingredientsOffers multi-sensory food experiencesThree techniques used by top chefs to create foods which carry unique flavour and texture which can be replicated in the food industry include gelification, thickening and powderizingIn short, molecular gastronomy can be considered a primer for an exploration of texture among the broader consumer basehttp://clients.mintel.com/insight/awaken-taste-buds-with-molecular-gastronomy-1?highlight=molecular%20gastronomy 



46 Image source: Starbucks

Of the various sensory engaging 
properties identified in Mintel’s 2016 
Global Food & Drink Trend Eat With 
Your Eyes, texture has a particular 
opportunity to follow the lead of 
color, which has become a popular 
feature in formulations that aim to 
allure more of the senses. 

Texture can follow colour’s lead
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Presenter
Presentation Notes
Of the various sensory engaging properties identified in Eat With Your Eyes, texture has a particular opportunity to follow the lead of color, which has become a popular feature in formulations that aim to allure more of the senses. Food and drink products have used plant-based ingredients, such as turmeric, matcha, and activated charcoal, to create vibrantly hued drinks, snacks and other food that attracts attention, especially on Instagram, Pinterest and other image-centric media. Color will continue to be important, but in 2018, texture is the next facet of formulation that can be leveraged to provide consumers with interactive – and documentation worthy – experiences.The photo is of the Starbucks Unicorn Frappuccino was available April 19-23, 2017, participating Starbucks® stores in the United States, Canada and Mexico. The trendy pink, purple and blue drink was made with natural colors, including spirulina, turmeric, and fruit and vegetable colors from apple, cherry, radish and sweet potato.The Unicorn Frappuccino blended crème is made with a sweet dusting of pink powder, blended into a crème Frappuccino with mango syrup and layered with a pleasantly sour blue drizzle. It is finished with vanilla whipped cream and a sprinkle of sweet pink and sour blue powder topping. Like its mythical namesake, the Unicorn Frappuccino blended crème comes with a bit of magic, starting as a purple beverage with swirls of blue and a first taste that is sweet and fruity. But give it a stir and its color changes to pink, and the flavor evolves to tangy and tart. The more swirl, the more the beverage’s color and flavors transform.Image source: https://news.starbucks.com/news/starbucks-unicorn-frappuccinoStarbucks.com Ingredient statement:Ice, Milk, Crème Frappuccino Syrup [Water, Sugar, Salt, Natural And Artificial Flavor, Xanthan Gum, Potassium Sorbate, Citric Acid], Whipped Cream [Cream (Cream, Mono And Diglycerides, Carageenan), Vanilla Syrup (Sugar, Water, Natural Flavors, Potassium Sorbate, Citric Acid)], Mango Syrup [Sugar, Water, Mango Juice Concentrate, Natural Flavor, Passion Fruit Juice Concentrate, Citric Acid, Potassium Sorbate, Turmeric, Gum Arabic], Blue Drizzle [White Chocolate Mocha Sauce (Sugar, Condensed Skim Milk, Coconut Oil, Cocoa Butter, Natural Flavor, Salt, Potassium Sorbate, Monoglycerides), Classic Syrup (Sugar, Water, Natural Flavors, Potassium Sorbate, Citric Acid), Sour Blue Powder (Citric Acid, Color [Spirulina, Water, Sugar, Maltodextrin, Citric Acid])], Pink Powder [Dextrose, Fruit And Vegetable Color (Apple, Cherry, Radish, Sweet Potato)], Sour Blue Powder [Citric Acid, Color (Spirulina, Water, Sugar, Maltodextrin, Citric Acid)].Source: https://www.starbucks.com/menu/drinks/frappuccino-blended-beverages/unicorn-frappuccino-blended-cr%C3%A8me
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Brands can emphasize inherent texture or innovate with it

Colour will continue to be important, but in 2018, texture is the next facet of formulation 
that can be leveraged to provide consumers with interactive – and documentation worthy 
– experiences.

A South Korean ad for Ritz crackers
showcased the noises made when opening and 

eating the crispy crackers.

In May 2017, Mondelēz introduced a limited 
edition Fireworks Oreo in the US that contained 

popping candy inside the cream of the iconic 
sandwich cookie.

Presenter
Presentation Notes
Color will continue to be important, but in 2018, texture is the next facet of formulation that can be leveraged to provide consumers with interactive – and documentation worthy – experiences. Products can follow the lead of Ritz and emphasize the inherent texture of products or innovative with texture as shown by the Firework Oreo from the US.Ritz Korea is using Autonomous Sensory Meridian Response as part of a campaign to creatively showcase the crunchiness of its crackers. As reported by Branding in Asia, Mondelēz International has collaborated with FCB Seoul to create a campaign for the Ritz Crackers brand in South Korea that entices consumers with its crunchiness by going straight for the senses. The spot utilizes Autonomous Sensory Meridian Response, highlighting sounds like opening the package, whispering, crispy chewing and dropping cracker crumbs to demonstrate the crunch factor of the product, subconsciously motivating consumers to desire it.Source: http://reports.mintel.com/trends/#/observation/817843The cookie brand has unveiled its new limited edition Fireworks Oreos, which have popping candy inside the cookie cream. Mintel Trends: http://reports.mintel.com/trends/#/observation/832873Nabisco Oreo Firework Popping Candy Chocolate Sandwich Cookies are now available for a limited time, released in honor of July 4th. The kosher product retails in a 10.7-oz. pack. GNPD ID: 4818525



Doughnut Time is selling a doughnut topped with crickets to demonstrate how 
insects can provide an environmentally sustainable way to consume protein.

21 November 2017 - UK

Not Just Cricket
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Presenter
Presentation Notes
There are limits.12% of Canadian adults are interested insects as a protein alternatives to meat, 4% claim current use
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Traditional texture claims lead North American launches

34%

27%

8% 7% 7%

Crunchy (Crispy /
Crusty / Brittle /

Nutty)

Smooth (Silky /
Velvety / Creamy /

Buttery)

Carbonated (Fizzy /
Foamy / Frothy /

Bubbly / Sparkling)

Soft Chewy (Gummy)
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Top texture claims made by North American food and drink launches 
with texture claims, January 2016-October 31, 2017

January- October 31, 2017

Presenter
Presentation Notes
Mintel GNPD tracks started to track mentions of texture in January 2016. Searching for food and drink launches that mention texture, the leading texture claims are: Crunchy, Smooth, Carbonated, Soft and Chewy. Tender, juice, dense, chunky, soft and chewy are the fastest growing claimsSource: Mintel GNPD – All North America food and drink launches, top textures, January 2016-October 31, 2017
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Nature’s Path Organic Love 
Crunch Dark Chocolate & 

Red Berries Cereal, US
Cereal contains chunks of 

Italian dark chocolate, 
succulent red berries, 

chocolate cereal flakes and 
crunchy clusters of granola.

Nice! Premium Original 
Bacon Jerky, US

Private label snack is thick cut 
savory jerky that is described 

as a smoky, tender snack.

Chabaa Mango Nectar with 
Fruit Bits, US

Mango juice drink contains 
peach flesh for a pulpy texture.

Source: Mintel GNPD

Products get specific with texture descriptions

Presenter
Presentation Notes
More products are sharing information about the texture in their products, with some categories diversifying through texture, such as meat snacks and juice drinks.Nice! Premium Original Bacon Jerky has been relaunched with a new brand name, previously known as Good & Delish, and now retails in a newly designed 3-oz. pack. This simple, honest and delicious product has been USDA inspected and made with 100% real bacon. It is hickory smoked, contains no gluten or MSG, and provides 11g of protein per serving. This thick cut and savory jerky is described as a smoky, tender snack packed with protein for healthy and enjoyable energy on-the-go. GNPD ID: 5188179Ingredients: pork cured (water), sugar, smoke flavoring, sodium phosphate, sodium erythorbate, sodium nitriteNature's Path Organic Love Crunch Dark Chocolate & Red Berries Cereal comprises chunks of Italian dark chocolate, succulent red berries including raspberries and strawberries, organic chocolate cereal flakes and crunchy clusters of granola. The kosher certified product contains 8g protein, 3g fiber and 15g wholegrains per serving, and is free from trans fat, and GMO ingredients, and suitable for vegans. It retails in a 10-oz. pack that is made of 100% recyclable paperboard, and bearing USDA Organic, Facebook, Instagram, Twitter and Pinterest logos. The manufacturer states to donate their profits to the Food Bank. GNPD ID: 5164737�Ingredients: corn meal*, whole grain rolled oats*, cane sugar*, whole wheat meal*, Fair Trade dark chocolate chunks* (cane sugar*, unsweetened chocolate*, cocoa butter*, vanilla*), molasses*, sunflower oil*, oat bran*, Fair Trade cocoa powder*, dried coconut*, barley malt extract*, freeze-dried berry blend* (freeze-dried strawberries*, freeze-dried raspberries*), wheat bran*, flavours* (chocolate flavor*, vanilla flavor*), sea salt, rice starch*, tocopherols (vitamin E)*organicChabaa Mango Nectar with Fruit Bits is now available. The product has no preservatives and retails in a pack containing 6 x 7.8-fl. oz. cans. GNPD ID: 5150867�Ingredients: water, mango juice (minimum 30%), peach flesh, sugar, citric acid
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Texture ranks as the second most important consideration for Canadians when purchasing 
yogurt (after nutritional benefits)

Yoplait Mix-Ins Cherry, Chocolate & 
Almond Traditional-Style Yogurt, US

71%* purchase intent compared with 44% for 
spoonable yogurts overall.

Chobani Simply 100 “Crunch” Mixed Berry 
Crumble Non-Fat Greek Yogurt, US

67%* purchase intent compared with 44% for 
spoonable yogurts overall.

* The difference between the primary group and the benchmark group is statistically significant, at 95% confidence level.
Source: Yogurt and Yogurt Drinks – Canada, September 2017, Mintel  Purchase Intelligence

Consumers are interested in yogurt mix-ins

Presenter
Presentation Notes
One of the categories that has evolved in terms of texture is yogurt in the US. Nearly one-quarter of US adult yogurt buyers have purchased yogurt based on texture, which could be thick as in Greek yogurt or whipped or products with mix-ins. Yogurt and yogurt drinks with crunchy or chunky texture have a 49%* purchase intent compared with 44% purchase intent for spoonable yogurts launched in the US between January 2016 and October 2017 overall. 24% data source: http://reports.mintel.com/display/848605/Yoplait has one of the highest rated yogurts with mix-ins, 70%* positive instant reaction vs. 49% for yogurts overall and 71%* purchase intent compared with 44% for yogurts overallYoplait Mix-Ins Cherry, Chocolate & Almond Traditional-Style Yogurt is comprised of a black cherry flavored low fat yogurt with chocolate chunks and roasted almonds. This kosher certified product is flavored with black cherry flavor and other natural flavors, partially produced with genetic engineering, and contains vitamins A and D, 1.5% milk fat, live and active cultures, and 200 calories per serving. It retails in a 5.3-oz. pack. GNPD ID: 4986753 Price $1 for 5.3oz�Ingredients: low-fat yogurt (pasteurized grade A reduced fat milk, sugar, modified corn starch, kosher gelatin, natural flavor, potassium sorbate (added to maintain freshness), vegetable juice (for color), yogurt cultures (L. bulgaricus, S. Thermophilus, L. Acidophilus), vitamin A acetate, vitamin D3), semi-sweet chocolate (cane sugar, unsweetened chocolate, cocoa butter, soy lecithin, vanilla bean seeds), almonds, saltPurchase Intelligence: http://nxt.purchaseintelligence.mintel.com/sinatra/recordpage_new/4986753/Chobani’s Mixed Berry Crumble also is one of the highest rated yogurts with crunchy or chunky texture, 66%* positive instant reaction compared with 49% for yogurts and 67%* purchase intent compared with 44% for yogurts overall.Chobani Simply 100 "Crunch" Mixed Berry Crumble Non-Fat Greek Yogurt is comprised of mixed berries, and non-fat Greek yogurt with brown sugar crumble, roasted almonds and dried cranberries. The grade A product contains only natural non-GMO ingredients, and it is made with milk from cows not treated with rBST. It is kosher certified, provides 100 calories, and retails in a 4.2-oz pack bearing the Facebook and Twitter logos. GNPD ID: 4716151 Price $0.90 for 4.2 ozIngredients: nonfat yogurt (cultured pasteurized nonfat milk, live cultures (and) active cultures (S. thermophilus, L. bulgaricus, L. acidophilus, Bifidus, L. casei)), water, chicory root fiber, dried cranberries, almonds, wheat flour, evaporated cane sugar, sugar, vegetable oil (palm oil, palm kernel oil), cranberry puree, strawberry puree, blackberry puree, blueberry puree, brown sugar, fruit pectin, honey, locust bean gum, natural flavors, guar gum, salt, fruit juice concentrate (color), vegetable juice concentrate (color), sunflower oil, monk fruit extract, stevia leaf extract, lemon juice concentratePurchase Intelligence: http://nxt.purchaseintelligence.mintel.com/sinatra/recordpage_new/4716151/
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Food and drink designed with 
additional textures have the 
potential to engage younger 
iGeneration consumers who 
are hungry for experiences. 
These teens and young adults 
have grown up with technology, 
which has made interactivity and 
documentation indispensable 
parts of everyday life.

Experience-hungry iGeneration can be a target for texture

52

Presenter
Presentation Notes
One of the reasons why we think texture is so important to start innovating around in 2018 and going forward is the potential to appeal to teens and young adults. Food and drink designed with additional textures have the potential to engage younger iGeneration consumers who are hungry for experiences. These teens and young adults have grown up with technology, which has made interactivity and documentation indispensable parts of everyday life. Food and drink with unexpected or interactive textures can appeal to consumers who want to enjoy the moment or document their experiences and share on social media.
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Fanta launches target Australian teens

Fanta Jelly Fizz Raspberry 
Soft Drink, Australia

Soft drink sweetened that is made with juicy 
liquid jelly pieces. It is suggested that 

consumers shake the can 10 times to “wake 
the wobble.”

Fanta Sour Tingle Berry 
Flavor Drink, Australia

Berry flavored drink is said to be bursting 
with extreme sourness and “unleashes sours 

and tingles” when opened.

Presenter
Presentation Notes
In Australia, Coca-Cola’s Fanta brand created two new products that launched in June with teens in mind. Fanta Jelly Fizz Raspberry Flavour Soft Drink is blended with juicy liquid jelly pieces. The product is sweetened with sugar and stevia and is to be shaken ten times before opening to release the jelly. It retails in a recyclable pack of 4 x 200ml recyclable cans. GNPD ID:  4695779�Ingredients: carbonated water, sugar, gelling agents (340, 327, 410, 415, 407), food acids (330, 331), flavour, colour (122), sweetener (960)Fanta Sour Tingle Berry Flavour Drinks are said to be bursting with extreme sourness. The drinks can simply be popped open to unleash sours and tingles. The product is sweetened with sugar and stevia and retails in a recyclable pack of four 200ml cans. GNPD ID: 4695783Ingredients: carbonated water, sugar, food acids (330), colour (vegetable colour, fruit juice colour), flavour, sodium chloride, preservative (202), sweetener (960)
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Consumers are seeking interactive encounters that break the 
monotony and stress of their lives, help them make memories 
or simply generate “like-worthy” social media posts. 

Experience

More products can be developed with combinations of 
textures that surprise and delight consumers of all ages.Unexpected

Brands can create products that allow consumers to 
customize or encourage consumers to be creative with their 
products.Interactive

Key Takeaways for New Sensations:

55



Presenter
Presentation Notes
Science Fare is one of our more emerging trends, but one that is getting a lot of investment from prominent companies and philanthropists, such as Bill Gates. It looks at the potential for technology to engineer new solutions for our stretched global food supply. We’re seeing solutions such as plant-based lab-grown meat, urban vertical farms and animal-free dairy.
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Will where we get meat from change from this….
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…to this?



59 Source: HYDE until 1950 & United Nations Population Division after 1950 including predictions after 2010

The big disruptor!
UN estimates and forecasts of the world population (billions), all 

variants through year 2100

2050: 9.6B
2017: 7.5B

1950: 2.5B
1900: 1.7B1800: 1.0B

2000: 6.1B

2100: 10.9B

2100: 16.6B

2100: 6.8B

Presenter
Presentation Notes
World’s population is expected to increase four-fold over a century. (1950- 2050)Good news/bad news story.Good: Increased standard of living lifting millions out of extreme poverty, Bad: strains global resources. Climate change likely to compound the issue. Study from UBC suggests climate change will particularly impact agriculture yields in North America based on already realized water management efficiencies.
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The six most important “moon shots” according to Alphabet 
Executive Chairman, Eric Schmidt

#5  Self driving cars

#6  Fixing education using tech

#4  Mobile medical data

#3  Virtual reality 

#2  3D printing for buildings

#1  Nerds over cattle

Presenter
Presentation Notes
Why does Schmidt identify this at the #1 “moon shot”?UN forecasts global human population to reach 9.6 billion by 2050, upper end of population growth may reach 16 billion by 2100Benefits of using plant protein to replace meat:Replacing livestock with growing and harvesting plants could reduce greenhouse gas emissions Lower the cost of foods in developing countries where food is more scarceBig data and computers can help optimize alternative ingredients to create ‘synthetic foods’ from plants (according to Schmidt)------------------Schmidt said the world is now ready to better produce synthetic food from plantswith the help of computers and data crunching. Technology can help researchersand scientists identify the best plants and plant combinations for creating certaintastes and meeting certain nutritional needsSchmidt sees a revolution coming in using plants to replacemeat. Replacing livestock with growing and harvesting plants could reducegreenhouse gas emissions and fight climate change, he argued. The meat industry,cattle producers, in particular, emit significant greenhouse gases.The development of plant proteins that communities could use to replace meatwould also lower the cost of foods in developing countries where food issometimes scarce. Delivering a pound of meat to the grocery store (raising it,slaughtering it, shipping it) is a relatively inefficient and costly process comparedwith delivering a pound of many protein-based plants.
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12 new calories

10 new calories

3 new calories

Source: National Geographic

Every 100 calories of grain, we get…

Presenter
Presentation Notes
Challenges in feeding a growing world is that meat is not a very efficient food sourceLivestock uses 1/3 of fresh water & 80% of agricultural landBy 205070% more food needed (estimated)Feed production will have to increase by more than 200 million tonneshttp://tvo.org/transcript/2439874/video/programs/the-agenda-with-steve-paikin/the-future-of-protein
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Why do consumers eat meat alternatives?

#1 Reason
“Eat less meat overall” 

Why do non-consumers not eat meat alternatives?

#1 Reason
“Prefer meat” 

Source: Mintel’s Meat Alternatives – Canada, January 2018  report



Veggie Steaks

63

25 April 2017 - Netherlands
Unilever will join 10 other companies in working with Wageningen 
University to help develop a 100% plant-based steak that has a 
similar taste and appearance to regular meat. Researchers at the 
university have already developed a technique – using shear-cell 
technology – that transforms vegetable protein into a fibrous texture 
that closely matches steak.

Presenter
Presentation Notes
Unilever has announced a partnership with a Dutch university to develop a ‘vegetarian steak’. The multinational food company will join 10 other companies in working with Wageningen University to help develop a 100% plant-based steak that has a similar taste and appearance to regular meat. According to an article from Food Navigator, researchers at the university have already developed a technique – using shear-cell technology – that transforms vegetable protein into a fibrous texture that closely matches steak. Unilever will provide assistance in bringing retail products to market by 2019.Source: http://reports.mintel.com/trends/#/observation/829573



64 Image source: Memphis Meat

Lab-grown meat has come a long way

Maastricht University (NL)
€250,000 ($330,000) for 5oz burger 
from cow shoulder stem cells

Memphis Meat (US)
$18,000 per lb

Lab-grown  meatball

Memphis Meat (US) 
$9,000 per lb
Meatless duck 
and  chicken tenders

Hampton 
Creek (US)
Goal: Lab-
grown meat 
to market

2018

Memphis 
Meat
Goal: 
Commercially 
available

2013

2016 2017 2021

Mosa Meat (NL)
Working on fat tissue 
development

Integriculture
Goal: Lab-
grown 
foie gras
commercially 
available

Integriculture (JP)
Cultured chicken 
pancreas, liver, 
muscle and 
intestine cells

Presenter
Presentation Notes
In Europe and North America, developments that engineer rather than harvest food and drink staples such as laboratory-grown meat and animal-free dairy have grabbed headlines, but the resulting products are often expensive and some are still years away from widespread commercial availability as you can see with this timeline. This process uses stem-cells to culture meat in a labNext steps: improve taste/texture, juicinessIMAGEShttps://culturedbeef.org/media-resources/14044https://static1.squarespace.com/static/5674c0c22399a3a13cbc3af2/t/58c94d6c440243f781d56585/1489587582920/IMG_5646.jpghttps://static1.squarespace.com/static/5674c0c22399a3a13cbc3af2/t/58c94a14e6f2e1f7914c79e1/1489586709635/Southern+fried+chicken.jpghttps://www.washingtonpost.com/national/health-science/lab-grown-beef-taste-test-almost-like-a-burger/2013/08/05/921a5996-fdf4-11e2-96a8-d3b921c0924a_story.html?utm_term=.154c94d7fce7https://www.washingtonpost.com/national/health-science/lab-grown-meat-is-in-your-future-and-it-may-be-healthier-than-the-real-stuff/2016/05/02/aa893f34-e630-11e5-a6f3-21ccdbc5f74e_story.html?utm_term=.4d7114c8adc2http://www.businessinsider.com/hampton-creek-lab-grown-meat-2017-6https://www.wsj.com/articles/hampton-creek-aims-at-new-market-growing-meat-1498592294?mg=prod/accounts-wsjhttp://mosameat.eu/index.htmlhttps://labiotech.eu/interview-mark-post-cultured-meat/http://culturedmeatfoundation.org/en/faq/https://www.inverse.com/article/26464-cultured-meat-burger-pricehttp://www.abc.net.au/am/content/2015/s4205857.htmhttps://culturedbeef.org/https://qz.com/934240/memphis-meats-a-silicon-valley-food-tech-company-has-figured-how-to-create-meatless-chicken/http://fortune.com/2016/02/02/lab-grown-memphis-meats/https://www.foodnavigator-asia.com/Article/2017/11/01/Lab-made-foie-gras-Japan-firm-claims-product-could-be-commercially-viable-by-2021?utm_source=newsletter_daily&utm_medium=email&utm_campaign=03-Nov-2017&c=jKslPF4azyrY4DhuUt9wT9ZxSuBsVGli&p2=#http://clients.mintel.com/insight/lab-grown-meat-substitutes-edge-closer-to-commercial-viability?highlight=lab%20cultured%20meatOther companiesModern Meadow: steak chips (beef jerky like) and leather https://techcrunch.com/2016/06/28/modern-meadow-raises-40-million-to-grow-leather-without-livestock/SuperMeat in Israel http://supermeat.com/meat.html
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Plant-based meat brands promote sustainability

Pioneering products could encourage consumers to think differently about how scientifically 
engineered products could benefit the traditional food and drink supply, especially the 
potential to alleviate some of the pressure that our global food supply is under. 

Beyond Meat notes that when consumers 
purchase its prepared meals, which are 

produced in partnership with General Mills, “the 
consumer is lending Mother Nature a helping 
hand and positively impacting climate change 

by conserving water, energy and land.”

Impossible Foods gets more specific, defining 
that its plant-based burger uses 95% less land, 

74% less water and creates 87% less 
greenhouse gas emissions than the current 

meat supply chain. 

Presenter
Presentation Notes
Pioneering products could encourage consumers to think differently about how scientifically engineered products could benefit the traditional food and drink supply, especially the potential to alleviate some of the pressure that our global food supply is under. Forward-looking meat companies are raising awareness by putting their products into perspective compared with the traditional food and drink supply chain.Beyond Meat Vegetarian Vietnamese Lemongrass with Beyond Chicken comprises Beyond Chicken strips, vermicelli rice noodles, snap peas, mushrooms, kale, and crushed peanuts in a lemongrass sauce. This 100% vegetarian and vegan meal can be microwave heated, it is a great source of protein and provides 20g of plant protein, and is free from GMOs, cholesterol, saturated fat and animal fat. It is said to feature a whole lot of good stuff to help feel one great, look great, and get energized without giving up favorite foods. When buying the product, the consumer is said to be lending Mother Nature a helping hand and positively impacting climate change by conserving water, energy and land. The animal friendly product retails in a 10-oz. pack made of 100% recycled paperboard. GNPD ID: 4443579
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Bowery is a energy-efficient farm inside a 
warehouse in Kearny, New Jersey that uses 

automation and machine learning to grow 
organic vegetables year-round. 

US-based start-up Perfect Day uses “cellular 
agriculture” to produce animal-free dairy. 

Source: Mintel Trends

Technology can change approach to more than just meat

Presenter
Presentation Notes
A technological revolution also is playing out in manufacturing as some forward-looking companies are developing solutions to replace traditional farms and factories with scientifically engineered ingredients and finished products. Enterprising companies are building on advancements in technology including stem cell cultures and 3D printing to replicate nature in controlled environmentsDevelopments that engineer rather than harvest food and drink staples such as laboratory-grown meat and animal-free dairy have grabbed headlines, but the resulting products are often expensive and some are still years away from widespread commercial availability. However, investments, such as those made by General Mills, Tyson, Cargill, Unilever and tech billionaire Bill Gates, will help to the hasten the availability of scientifically engineered food and drink.Bowery is a energy-efficient farm inside a warehouse in Kearny, New Jersey that uses automation and machine learning to grow organic vegetables year-round. Bowery is a new indoor farming company that aims to grow organic and natural produce using automation and machine learning technology. The farm uses zero pesticides and is even working toward producing better organic fruits and vegetables than what is currently grown outdoors. Bowery farms can exist in any urban environment and promise to offer fresh produce within a day. In addition, the farms are committed to using 95% less water than traditional agriculture and producing over 100 times more food on the same footprint of land. The goal is to grow high-quality food while using fewer of the planet's natural resources, all in an indoor environment.Source: http://reports.mintel.com/trends/#/observation/839561By the end of 2017, the US-based startup Perfect Day will be ready to launch the first animal-free dairy cheese, yogurt and ice cream products. Animal-free cow’s milk will follow later. The company claims to have created a product identical in taste, functionality and nutrition to cow’s milk, but without any udders involved.Perfect Day uses “cellular agriculture” to produce animal-free dairy. The company programs genetically-engineered yeast to produce milk proteins through a fermentation process. The “harvested proteins” are then added to water, minerals, plant-based fats and sugars to make milk.Perfect Day is still reviewing its options to best introduce the products to the market. Both founders – Perumal Gandhi and Ryan Pandya - are adamant that products will be sold branded. They want consumers to choose Perfect Day’s products because – and not despite the fact that – they are produced differently.Source: http://clients.mintel.com/insight/cow-free-dairy-yogurt-cheese-and-ice-cream-will-launch-in-2017Image source: http://www.perfectdayfoods.com/
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Investment high in “second domestication”
According to Tech Crunch, $250 million in disclosed investment in alternative proteins over the 
past two years. Investors include celebrities, business luminaries, and leading tech companies 
such as Alphabet. Additionally, long-standing meat producers such as Maple Leaf Foods and 
Tyson are also reallocating resources to alternative proteins.
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Scientifically engineered food and drink has just started 
to emerge, but has the potential to disrupt the current 
food and drink supply chain.

Engineer

Pioneering products will initially connect with ethically 
and environmentally conscious consumers because of 
the products’ potential to alleviate some of the pressure 
faced by the global food supply.

Green

An important aspect to capture more consumers will 
be that products provide tasty substitutions to their 
harvested counterparts at the least and nutritionally 
enhanced options at best.

Parity

Key takeaways for Science Fare:

68
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Self-Fulfilling 
Practices

New 
Sensations

Science 
Fare
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Full 
Disclosure

Trust & 
Transparency

Self-Care & 
Balance

Fun & 
Exploration

Sustainability & 
Technology

Presenter
Presentation Notes
Full Disclosure: In our new post-truth reality, consumers require complete and total transparency from food and drink companies.Self-Fulfilling Practices: As more people find modern life to be hectic and stressful, flexible and balanced diets will become integral elements of self-care routines.New Sensations: Texture is the latest tool to engage the senses and deliver share-worthy experiences.Science Fare: Technology is being used to engineer solutions for our stretched global food supply.
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Download your free copy of Mintel’s 
2018 Food & Drink Trends

www.mintel.com/global-food-and-drink-
trends/

http://www.mintel.com/global-food-and-drink-trends/
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THE WORLD’S LEADING
MARKET INTELLIGENCE AGENCY
Our expert analysis of the highest quality data and 
market research will help you grow your business.

Joel Gregoire
Associate Director - Food and Drink 
@JoelDGregoire
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