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f our collection of Top 10 Trends is any indication, 2018 is going to be an entertaining year. There’s a lighthearted,

convivial, experiential vibe threading this set of trends together. From the shareable seacuterie offerings and new-wave
rexture treatments to the advent of taco taverns and Instagramable cocktails, it could be said that today’s trends are a
pendulum swing. They’re shifting us back to the lighter side of things, reminding us that although flavor development is
serious business, the fruits of that labor should be sweet. They should connect us—without formality—over a memorable,

shared, relaxed, break-from-the-everyday experience. Our 10 trends indicate the growing consumer yearning to be wowed

without worty. Fanciness and precision make way for casual yet inspired. &




“This enduring trend can be executed deliciously in every segment of the foodservice

industry, from fine dining to casual to school foodservice. The taco has earned its

permanent position as part of the American culinary landscape. - Sharon Olson

family picnics—bringing those happy food
memories to life. That build includes fried
chicken, warm honey-Dijon potato salad,
avocado crema and crispy chicken skin—
tapping into the flavor system while making
it uniquely Velvet Tacos.

VEG-CENTRICITY LIVES HERE

It's no surprise, really, to see veg-centric
making moves into modern taco builds.
This long-lasting trend, which sees chefs
paying loving attention to the cooking
and flavoring of produce, is really finding
its way across menus. Tacos offer a snug
carrier for delicious, flavor-forward builds.
Vicia Restaurant in St. Louis, known for
its vegetable cookery, serves a seasonal
vegetable taco. A recent offering combined
shiitake, charred

purple-top  turnips,

vegetable mole, tomato hot sauce, black
beans, pickled onion and fajita peppers.
Petty Cash Taqueria in Los Angeles plays
with the classic pastor profile in its Carrot
Pastor—ancho chile-rubbed farmers’ market
carrot, pineapple and avocado. Puesto,
a Mexico City-style taqueria with three
locations in Southern California, serves a
Mushroom Taco: garlic-braised seasonal
mushrooms wrapped in crispy melted
cheese, topped with stone fruit-jalapefio
salsa, pickled onions and microgreens. At
Espita Mezcaleria in Washington, D.C.,
Robert Aikens, executive chef, menus a
Roasted Brussels Sprouts Taco with smoked
almond, hazelnut and sesame crema.
“Why not put sprouts in a taco? Just make
them delicious with carefully considered

ingredients,” says Aikens.

A WORD ON MEXICAN TACOS

Although today’s taco opportunity is
rooted in a free-spirited exploration of
flavors and textures, all tucked into the
mighty taco, there is still significant flavor
discovery from the rich traditions of our
neighbor to the south. Puesto celebrates
Mexico City’s urban, authentic take
on tacos, with offerings like Zucchini
& Cactus Taco and Lamb Barbacoa.
With that celebration of authenticity
comes a discovery of flavor and texture,
combinations that are unfamiliar and
exciting to American diners. Katy Smith,
Puesto’s executive creative chef, features
an authentic technique that brings insane
craveability to the taco: She puts queso
Oaxaca on a plancha, cooking it until thin
and crisp, adds the taco toppings to that




SOCIABLE &
SHAREABLE

By Sharon Olson

This trend i driven in part by the strong
desire for sociability—and for Instagram
moments. A recent Culinary Visions study of
more than 1,000 consumers under 35 years
old further supports this:
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like to take pictures to
share on social media
when dining with a group

love going out to eat
because it's a good
opportunity for photos

think about whether
it's a good spot for
photos when choosing
a restaurant

have dined at a restaurant
before with the express

%

purpose of sharing a

photo on social media
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) \Another way to introduce a fun, social cocktail is with a dining-room

drink cart featuring a liquid nitrogen frozen slushie created tableside. Much

like the guacamole cart, or bananas Foster flambéeing tableside, the cocktai

cart adds a unique interactive flair and creates buzz in the dining room.
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fun moments shared with wider social
networks. “Snap-worthy sips are all the
rage, whether they’re served in a kitschy
vessel shaped like a cat or a giant punch
bowl designed for the communal slurp,”
says Liz Moskow, culinary director at
Sterling-Rice Group. “What'’s Instagram-
worthy is in.”

Pop culture played out in cocktails is
a smart form of social currency. At Bar
Stellar, a modern American restaurant
in Dallas, the Cereal Killer is served in a
glass that looks like a milk carton. Guests
can order a Black Russian topped with
Lucky Charms, or the White Russian
with Froot Loops. A photo of actor
Ryan Gosling clipped to the rim finishes
the look. Barton G., with locations in
Los Angeles and Miami, is known for
theatrical presentations of both its food
and beverage. The Sabrinatini is a martini
made with orange vodka, watermelon
liqueur and a nitrogenized Champagne
popsicle, topped with a chocolate monkey
dangling from its rim.

Morgan  Zuch, corporate beverage
director of Datz Restaurant Group, Tampa,
Fla., taps into pop culture for her ever-
changing cocktail list at Datz, an American
gastropub. She looks to movies like Mean
Girls and TV shows like “Stranger Things”
for inspiration. Her drinks are whimsical
and Instagrammable. The Waffle Thief is a
tribute to a waffle-obsessed character in the
popular “Stranger Things” show: bourbon,
spiced rum, cinammon- and vanilla-infused
maple syrup, lemon juice, pomegranate
and blueberries, garnished with Eggo Minis
dusted in powdered sugar.

The Dark Side is a beer cocktail
sporting dark rum, créme de cacao,
coffee liqueur, chocolate stout, “black
glitter” simple syrup, with mini

lightsabers subbing in for swizzle sticks.
“I like paying attention to pop culture
and media, and what everyone is raving
about,” she says. “Our customers are both
older and younger Millennials, and our
goal is to give them a fun, approachable
experience. | want the drinks to deliver
that ‘“Wow!” factor.”

ICE THEM OUT

Serious  cocktail culture helped bring
attention to ice, thanks to the adulation
given to the artisanal ice cubes in modemn
cocktails. The counterculture looks to the
cube as an opportunity for differentiated fun.

At Whiskey Cake Kitchen & Bar,
Front Burner’s modern American concept,
branded ice cubes have become part of its
persona. The letters “WC” are embedded
into the ice, featured in some drinks.
“We'll get people who don’t normally
drink whiskey or bourbon order it, just
so they can take a picture of the ice,”
says Bolet. “It’s another fun way for us to
extend our brand and stand out.”

Some mixologists are looking to ice
cubes as an opportunity to impact both
flavor and experience, changing it from a
single tone to a nuanced one, with flavor
intensifying as the ice melts. At 11O
Godfrey, a rooftop lounge at The Godfrey
Hotel in Chicago, the Rainbow Sangria is
a showstopper. The rainbow of ice cubes is
made from fresh-squeezed fruit juices. Grey
Goose vodka and Caposaldo Moscato top
the ice, with large-format pitchers making
the shareable experience a memorable one.

Meanwhile, a Peruvian
restaurant in Chicago, El Chingon is
with jalapefio-infused tequila,
mezcal, lime and cilantro. The rocoto

at Tanta,
made

pepper ice puts it over the top—as it
melts, the drink becomes spicier.
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BARTON SEAVER is on a mission to
restore our relationship with the
ocean, the land, and with each
other—through dinner. His most
recent book, American Seafood:
Heritage, Culture & Cookery From
Sea to Shining Sea (Sterling Epicure,

2017), is an essential guide to
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CRISTINE SHIPLEY is Director of
Culinary at Marlin Network
Culinary Arts in Springfield, Mo.
Chef Cristine is serious about food.
Her exceptional palate, creativity
and attention to detail are a result
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