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{IDDBA) Show when we have the chance to
taste, savir and decide whiak's going to captivate our
customers. YWhen Olson Communications decon-
structs the character-
istics that give the lat-
est fads the staying
power to catch the
wave and become
enduring trends, here
is what we lools for;

» Of-The-iMoment Excite-
ment—Is there something
new, fresh and exciting that
will lead to long-term value-
added satisfaction’

- Crave Everyday Flavor—Exotic, intosdcating flavars
ahways create a burz, but consumers are not going 1o give
up their favorite comfort foods—especially in an uncertain
econarmyy. Look for foods that use flavor to add a kint of the
exatic to the classics for a safe culinary adventure. And
remember, comfort foods are somewhat different for Baby
Boormers than they are for Gen' consumers,

- The Joy OF Discovery—Today's educated, intelligent
and curious consumers want to feel lke they have discow-
ered something special. They want the inside scoop on
handcrafted, handmade and ane-of-a-kind products.

Clson Communications reviewed more than 20 food
shewws and corferences in the United States and abroad this
year to consolidate its take on the trends. In doing sa, we
wclentified three broad categories:

Foods With Integrity

Consumers are booking for so much more than a label
when choosing their meals, With the mainstreaming of
crganic, a whole rew set of critera and characteristics has
come into play as sheptical corsumers wonder about the
real meaning of organic when it appears on the label of &
processed frozen food e

Green City markets are doing a lot to raise consumer
awareness of locally grown, sustainable foodstuffs and are
drawing attention to the integrity of the process. Farm o
School programs are educating schoolchildren and raising
their callzctive consciousness about the food they eat, Con-
sumers are beginning ta learn how to discem a “green
wash” froma true "gresn nibative” with the ight intenticns,

Time is the rew currency driving many consumers to
grab-and-go corverience foods as a Bfestyde choice. When
they have a moment to think about their choices, con-
sumers want to see labels with clean ingredient state-
ments—not wiords that sound like something cocked up in
the science lab instead of a kitchen,

Yat, even the greenest, most zealous consumer under-

I ts that annual adventure into the “trends” at the

Cooking methods that are difficult for
consumers to replicate at home are
also driving flavors and new product

development of prepared foods.

standls trade-offs, There is an expectation of abundance and
wvariety among American consurmers that allows them to
acoept imported foods iF they have a taste for specalty foods
not readly available in the United States and confidence in
their local retader.

Life In Balance

The wellness movernent is
not about deprivation; it is
about having it all and feeling
great about it. [t s about great
Lasting, healthful foods that

balance indhidual

At last year's |[DDBA,
shiena, wee beard “seall is the
new big.” Small is captivating,
but big iz ohay too, becauss
LIS, consurmers are accustomed to having it all. At a con-
ference earfier this vear, research and development chefs
shared ideas for introducing stealth health into prepared
foods. Stealth health tumns favonite foods into healthier alter-
natives without compromising taste, texture or appetite
appeal by adding more vegetables, baking instead of frying,
and decreasing the amount of sugar in dipping sauces.

Indulsence is here is stay, but it has to be worth the
splurge for consumers so they can keep their lives in bal-
ance. |t may mean taking a smaller bite or putting a hit more

Authentic Flavors

The debi has been the incubator for consurmer expen-
mentation with authentic ethric foods forever, so what's the
rews? The news is about how to capture authentic flavors
for mainstream consurners. Suppliers understand that being
true to saveral ethnic cuisines might not be reasonable for
the typical deli operation, so spice blends, speed scratch, and
fuslly prepared ethaic foods make it easy to be authentic,

Cooking methods that are difficult for consurrers to
rephecate at home are also driving flevors and new product
development of prepared foods. An ethric dish does not
have to be replicated exactly, but it must deliver the flavar
EXPErENCe CONSUMers want.

Wioks might be fairly cammen for Asian takeout, but a
tarckoor oven might be a bittle more problematic. That's
where suppbers of ully prepared, high-quality authentic eth-
nic foods fit the bill. Authentic flavor does not have to be
complicated. Simple, rustic dishes, barely there sauces and
chean flavors are an trend as well.

At last year's IDDBA show, we saw dozens of varieties
of salt, and each had a story to tell about the place it came
from, the process and its unique appeal. But beware of sodi-
umin prepared foods; it's the latest mgredient vilain.

So for every rend there is a counter trend, the trick s
finding the perfect balance for your customers. DB



