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14FOODSCAPE METATRENDS:

Measuring The Trends Of The Trends



15THE DATA PROCESS
 Source Data: 

 Pulled 135 publicly available trend reports - including, 

but not limited to, reports from market research firms, 

media outlets, trade associations, consumer 

publications, retailers, etc.

 Logged 2882 raw data points

 Distilled down 1050 trends into TOP 10 with subtrends

 Global Distribution:

 Only English language reports included

 About 60% of the reports are US-based with the other 

40% coming from UK, India, Canada, Australia, 

Ireland, South Africa, etc.
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TOP 10 METATRENDS of 2018: 

Relative Frequencies

For the third year running, 

PLANTS are the leading 

metatrend…and by a 

large margin!
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#1 PLANT POWER

 Plant based is the lens 

through which all other 

metatrends should be 

viewed

 Plant based is best seen on 

a continuum emphasizing 

whole grains, legumes, 

vegetables, fruits while 

minimizing meat/dairy/eggs 

 SUBTRENDS:

 Meat/Dairy Alternatives

 Vegan/Vegetarian

 Mushrooms

 Superfood Powders

Omnivore Pescatarian Lacto Ovo

Vegetarian

Lacto 

Vegetarian

Vegan

Eats animal 

and plant 

foods

Eats animal 

and plant 

foods, but 

chooses fish 

and seafood 

over meat or 

poultry

Eats dairy 

and eggs, 

but no other 

animal 

products 

Eats dairy, 

but no eggs 

or other 

animal 

products

No animal 

products 

whatsoever, 

including an 

avoidance of 

honey



18PLANT POWER: EATING EVIDENCE

 “Consistent evidence indicates that, in 

general, a dietary pattern that is higher 

in plant-based foods, such as 

vegetables, fruits, whole grains, 

legumes, nuts, and seeds, and lower in 

animal-based foods is more health 

promoting and is associated with lesser 

environment impact than is the current 

average U.S. diet. A diet more 

environmentally sustainable than the 

average U.S. diet can be achieved 

without excluding any food groups.”  



19WHO EATS PLANT BASED?

VEGETARIAN VEGAN

Estimated that 

from 2 to 10% of a 

‘developed 

country’s 

population’ is 

vegetarian

Estimated that 

0.5% of global 

population is 

vegan

BUT - Don’t Be Fooled –

83% of consumers are adding more plant 

based foods into their regular diets



20THE TRANSITIONING OMNIVORE

Animal Based

Foods, Beverages 

and Ingredients

Plant Based

Foods, Beverages 

and Ingredients

TRANSITIONING 

OMNIVORE



21
PLANT POWER: EXAMPLES 



22PLANT POWER: TAKEAWAYS

 With globally shifting patterns of meat and dairy consumption, expect 

the Transitioning Omnivore to reduce meat and dairy in more 

developed countries, while intakes may slowly but steadily rise in 

more developing countries

 Expect a growing market for plant based foods as the target 

audience is more mainstream consumers simply looking to tip the 

balance towards more plants 

 Plant based doesn’t automatically mean ‘healthier’ or more nutritious 

by virtue of eliminating animal based ingredients; however, plant 

based foods have the potential to offer high nutrient density



23#2 UP CLOSE & GLOBAL

 Sharing, mixing, 

intermingling and 

recreating 

foods/beverages from all 

corners of the globe

 Social media plays big role 

in this phenomenon

 SUBTRENDS:

 Melting Pot (Japanese, 

Chinese, Indian, 

African, etc)

 Mexican

 Middle Eastern

 Street Food

 Spices/herbs



24UP CLOSE & GLOBAL: EXAMPLES

 TAHINI -‘peanut butter’s Middle Eastern brother’
 TURMERIC – National Center for Complementary 

and Integrative Health says ‘claims that 

curcuminoids found in turmeric help to reduce 

inflammation aren’t supported by strong studies’

 However, thanks in part to Ayurveda, many 

consumers believe otherwise!



25UP CLOSE & GLOBAL: TAKEAWAYS

 Between the influence of social media and more global 

travel, consumers are increasingly familiar and 

comfortable with an ever widening variety of flavors, 

tastes and textures…they seek adventure in their eating 

 Recognize that this metatrend is largely driven initially by 

restaurants, street food and gastro tourism, which then 

filters into CPG space for food and beverage

 Expect Ayurvedic influences to continue to impact 

trending ingredients



26#3 SUSTAINABLE EATS

 Agricultural sustainability – ‘rests on the principle 

that we must meet the needs of the present 

without compromising the ability of future 

generations to meet their own needs’

 SUBTRENDS:

 Root to stem 

 Food waste 

 Local 

 Insects 

 Only 39% of consumers claim to know what 

‘sustainability’ means



27SUSTAINABLE EATS: FRUIT MAPPING

 Cost of delivery is one of the 

biggest sustainability 

challenges – especially for 

‘superfoods’ 

 Fresh blueberries are being 

flown from Chile to Paris, 

London and Shanghai 

because consumers expect 

year round produce 

 Frozen fruit (and veggies!) 

could help reduce food waste 

and carbon footprint

Source: Rabobank, https://www.rabobank.nl/images/world-fruit-map-
2018_29943176.pdf?ra_resize=yes&ra_toolbar=yes&ra_menubar=yes

https://www.rabobank.nl/images/world-fruit-map-2018_29943176.pdf?ra_resize=yes&ra_toolbar=yes&ra_menubar=yes


28
SUSTAINABLE EATS: EXAMPLES



29SUSTAINABLE EATS: TAKEAWAYS 

 Recognize consumers will continue to want a more sustainable 

food supply (even if they don’t quite know what that means!) 

 Expect consumers to want to hear, read and see the sustainability 

story of any brand, especially those that fall into ‘big food’ 

category as they are often perceived as the least sustainable

 Anticipate this metatrend to increasingly overlap with Plant Power, 

because much of the sustainability equation rests on ‘superfoods’ 

like fruits/veggies and protein sourcing (plant/animal)



30#4 SIPS TO HEALTH

 Consumers continue to favor ‘healthier’ 

functional beverages over sugary 

sodas or alcohol-filled cocktails

 SUBTRENDS:

 Mocktails

 Water

 Coffee

 63% of Americans say bottled water is 

their most preferred beverage followed 

by 62% say coffee and 58% say soft 

drinks (regular or diet)



31SIPS TO HEALTH: WATER

 Renewed emphasis on ‘natural’ 

 Think spring water flavored with 

tangerine essence as opposed to 

purified water flavored with ‘natural 

tangerine’
 In other 

news…some 

shoppers seeking 

out ‘raw, live and 

unprocessed’ water 

 $37 for a glass jug of 

2.5 gallons in San 

Francisco

 Potential for major 

pathogen issues!
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SIPS TO HEALTH: COFFEE



33SIPS TO HEALTH: TAKEAWAYS 

 Anticipate continued growth in ‘naturally functional’ 

beverages as consumers seek healthier on-the-go options

 Expect beverage-loving consumers to advance towards 

more earthy, at times even bitter, flavor profiles which rely 

less on sugary sweetness and more on citrus essences, 

superfood powders and other plant based elements like 

turmeric, matcha or charcoal

 Visual appeal (think #latteart) will continue to dominate 

thanks to Instagram



34#5 GUT LOVE
 The ONLY health outcome to make TOP10

 SUBTRENDS:

 Pickled/fermented/cultured

 Prebiotic/probiotic

 Lots of questions:

 ENTEROTYPE: What constitutes a ‘healthy’ gut? 

 DIRECTIONALITY: Does an unhealthy gut cause 

disease or does disease cause an unhealthy gut? 

Or, both? 

 CHANGEABLE: Is the human gut pretty much set 

up during infancy or highly adaptable over time 

via diet and other exposures like travel? 

 Prebiotics, probiotics, fiber + polyphenols all 

can contribute to a healthy gut

 Microbial diversity is sign of a healthy gut



35GUT LOVE: PROBIOTICS

 Defined as ‘live microorganisms which, when administered in adequate 

amounts, confer a health benefit on the host.’ (WHO 2001)

 By definition then, must confer a health benefit

 A variety of gut-friendly probiotics like Lactobacillus and Bifidobacterium

 Currently, dairy dominates:

 74% of global consumers choose probiotic yogurts

 15% choose sour  milk products like kefir

 11% taking probiotic supplements
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GUT LOVE: EXAMPLES
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GUT LOVE: FORK IN THE ROAD? 

 Probiotic fortification

 Precision

 Microbes not killed off during 
pasteurization

 Often documented health 
benefits via peer studies

 Fermented Foods/Beverages

 Authentic

 Traditional

 Naturally functional

“Consumers want authenticity and 

nutrition that comes from a 

traditional fermentation process and 

they are seeking out fermented 

foods and beverages – yogurts, kefir, 

kombuchas, sauerkraut and kimchi –

for improved digestion….They want 

foods with inherent functionality and 

not ‘lab-created’ functionality, but at 

the same time they are also 

becoming more precise about the 

kinds of probiotics they want.” 

Dr. Balanko, Hartman Group



38GUT LOVE: TAKEAWAYS 

 For probiotics, a key product differentiator will be whether or not a 

product contains naturally-occurring probiotics based on source 

ingredients and processing techniques, or if commercially-available 

probiotics are added by the manufacturer after pasteurization

 Expect purist gut-focused consumers to be drawn to those 

foods/beverages like kimchi, tempeh, kefir, natto, miso, drinkable 

yogurts and other options that offer a variety of gut-friendly probiotics 

arising naturally from fermentation

 Overall, anticipate this area of nutrition/health research to be one of 

the most prolific in the upcoming years



39#6 TECH CENTRAL

 Historically, FOOD + TECH = FOOD SCIENCE/FOOD TECHNOLOGY

 Now, increasingly the combo is also… FOOD + PERSONAL TECH

 SUBTRENDS:

 Emerging Tech

 Retail Tech

 Personalized Nutrition



40
TECH CENTRAL: EXAMPLES

 Face payments at KFC in Beijing

 Driverless pizza-making vehicles

 Robot baristas

 Augmented reality egg stories

 Blockchain?
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TECH CENTRAL: RETAIL TECH

 93% of consumers say 

they’ve shopped online…

Source: Nielsen -
http://www.nielsen.com/content/dam/nielsenglobal/de/docs/Nielsen%20Globa
l%20Connected%20Commerce%20Report%20January%202017.pdf

More than 

50% travel or 

fashion

38% personal 

care/beauty

27% meal kit 

or restaurant 

delivery

24% 

groceries

 Despite low 

groceries %… 

forecasters 

predict online will 

represent 20% 

share of total 

food/beverage 

sales in US by 

2025 

http://www.nielsen.com/content/dam/nielsenglobal/de/docs/Nielsen Global Connected Commerce Report January 2017.pdf


42TECH CENTRAL: TAKEAWAYS 

 Emerging tech, replete with face payments for chicken wings 

and driverless pizza delivery is happening, but the biggest shift is 

how consumers get their weekly grocery stash

 Expect consumers to experiment with what works for their family 

- some consumers will always want to carefully inspect their 

own produce by hand for example, while others will learn to 

trust the techier options

 Not yet, but perhaps soon, blockchain will revolutionize the way 

a consumer can trace a food product from farm to finish with a 

level of transparency and immediacy previously unknown



43#7 DIETARY MATTERS

 To today’s health-focused consumer, a 

diet is as much a philosophical, social and 

political statement as it is a deeply 

personal and highly individualized path full 

of the promise of health and happiness

 SUBTRENDS:

 Vegan

 Vegetarian

 Intermittent fasting

 Keto (note Paleo did NOT trend)



44FIRST, A NOTE ON VEGAN/VEGETARIAN DIETS

 It is the position of the Academy of 

Nutrition and Dietetics that appropriately 

planned vegetarian, including vegan, 

diets are healthful, nutritionally adequate 

and may provide health benefits in the 

prevention and treatment of certain 

diseases. These diets are appropriate for 

all stages of the life cycle, including 

pregnancy, lactation, infancy, childhood, 

adolescence, older adulthood and for 

athletes. Plant-based diets are more 

environmentally sustainable than diets 

rich in animal products because they use 

fewer natural resources and are 

associated with much less environmental 

damage.
Source: https://www.eatrightpro.org/media/press-
releases/positions-and-issues/vegetarian-diets-can-be-
nutritious-healthful-environmentally-sustainable-choice-
updated-position-paper-from-academy-of-nutrition-
and-dietetics

https://www.eatrightpro.org/media/press-releases/positions-and-issues/vegetarian-diets-can-be-nutritious-healthful-environmentally-sustainable-choice-updated-position-paper-from-academy-of-nutrition-and-dietetics


45….NOW SOME BIOCHEMISTRY

 Intermittent fasting (IF) can include time-restricted 

feeding, alternate-day fasting, alternate-day 

modified fasting or periodic fasting

 Goal of IF is to ‘flip the metabolic switch’

 As the researchers state, ‘the body's preferential 

shift from utilization of glucose from glycogenolysis

to fatty acids and fatty acid‐derived 

ketones’...represents a ‘shift from lipid synthesis and 

fat storage to mobilization of fat in the form of free 

fatty acids and fatty acid-derived ketones.’ 

 Translation? The body uses stored fat for fuel, which 

sounds curiously a lot like Paleo/Keto promises. 



46DIETARY MATTERS: GOOGLE SEARCH

 Vegan is top subtrend, 

but not top search 

term on Google

 Keto appears to be 

taking over Paleo, with 

inflection point in early 

2017

 More than anything, 

shows ‘diet of the day’ 

trendiness



47DIETARY MATTERS: NEWEST ADDITION

 Ketotarian comes online

 Book released August 2018 

from Dr. Will Cole

 Higher fat diet while 

emphasizing ‘mostly’ plants



48DIETARY MATTERS: TAKEAWAYS

 No doubt the rather dichotomous world of ‘diet’ will continue -

Vegan on one end and Paleo-into-Keto on the other with 

evolutions like ketotarian

 Recognize that many mainstream consumers land in the middle 

zone of Transitioning Omnivore - meaning they’ll eat vegan-ish on 

some days and then happily indulge with a slice or two of meat 

lovers pizza on other days!

 Expect ongoing scientific research and media attention about 

fasting and the role of dietary fat - including plant versus animal 

fats - in an attempt to better understand how to ‘flip that 

metabolic switch’ 



49#8 MEAL(ISH) BITES

 According to the dictionary, a meal is ‘an 

act or the time of eating a portion of food to 

satisfy appetite’ whereas a snack is ‘a bite or 

morsel to eat hastily’

 SUBTRENDS:

 Snacking

 Breakfast

 Fourth meal

 US consumers who snack 5 or more times 

daily went up from 11.5% in 2016 to 14.2% in 

2017, with a rise in early morning snacking 

 Millennials more likely to snack than any 

other generation – 4 times per day or more
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MEAL(ISH) BITES: 

SNACKING EXAMPLES



51MEAL(ISH) BITES: TAKEAWAYS 

 Expect more and more snack foods to crowd the market, especially 

plant based ones that showcase one main ingredient - cauliflower, 

broccoli or chickpeas for example - that consumers perceive as 

inherently healthy

 Expect more new products looking to bridge the gap of snack and 

meal, especially options using eggs as a protein source

 Ultimately, with the blurring of eating occasions, the nutritional 

composition of snacks will be one of the most significant contributors 

to future health and wellness



52#9 BACK TO BASICS

 In the visually-driven, crave-worthy, drool-

inducing world of food, it’s no surprise that for 

the second year running, ‘Back to Basics’ lands 

in the TOP 10 metatrends

 Signals a desire for something familiar in the 

midst of daily life chaos

 SUBTRENDS:

 Nostalgia

 Simplicity

 Artisanal

 Comfort food



53BACK TO BASICS: THE EXAMPLE!



54BACK TO BASICS: TAKEAWAYS 

 To capitalize on this trend, consider how traditional foods and 

recipes can be modernized through the smallest of tweaks that 

don’t stray too far from the original

 Ultimately, expect consumers to want both ends of the spectrum 

- new and different on one end and sparking childhood 

memories with a single bite on the other



55#10 FLORAL NOTES

 Floral flavors - like lavender, elderflower, hibiscus 

and rose to name a few – round out the TOP 10

 SUBTRENDS:

 Floral flavors

 Edible flowers
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FLORAL NOTES: EXAMPLES



57FLORAL NOTES: TAKEAWAYS

 Floral is flavorful, fun and instagrammable, which is a 

three-part combo drawing in consumers looking for 

something both experiential and unique

 Expect somewhat more familiar options, like lavender 

and rose, to continue to make headway into beverages 

and desserts in particular



58

SOME FINAL THOUGHTS…



59‘BIG FOOD’ LOVES ENTREPRENEURS

Company Venture Fund/Incubator/Accelerator Year Started

Unilever Foundry 2014

General Mills 301 Inc 2015

Chobani Chobani Food Incubator 2016

Campbell Soup Co Acre Venture Partners 2016

Kellogg’s Eighteen94 Capital 2016

Danone Danone Manifesto Ventures 2016

Tyson Tyson New Ventures 2016

Land O’ Lakes Land O’ Lakes Accelerator 2017

Barilla Blu1877 2017

Kraft Heinz Springboard 2017

Nestle Terra Food + Ag Tech Accelerator 2017

PepsiCo Nutrition Greenhouse 2018



60ONE LAST LOOK + A METATREND PREDICTION

A 2019 Prediction?

PLANT BASED will 

continue to dominate 

with emphasis on 

meat/dairy 

alternatives…discussions 

will center around:

• Protein Quality

• Clean Label

• Price

• Taste



61
LET’S STAY CONNECTEDwww.foodscapegroup.com/metatrends

• Full 60+ page report for 2018

• Sign up for notification of 2019 release

Upcoming Conferences/Speaking
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THANK YOU & QUESTIONS

Rachel Cheatham, PhD

Foodscape Group, LLC 

rachel@foodscapegroup.com

www.foodscapegroup.com
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DIRECTOR OF INDUSTRY GROWTH



Disinfection equipment for process water & brine 

EST. 2006 | PETE MARSNIK



Handcrafted bitters with real botanicals 

EST. 2009 | IRA KOPLOWITZ & NICK KOSEVICH



Award-winning distilled mead: honey spirits

EST. 2017 | DOMINIC DESANO



Water infused with high-absorption curcumin

EST. 2017 | QASIM & ASIM KHAN



Cannabidiol (CBD) oil as a food ingredient

EST. 2017 | LUKE VANDENLANGENBERG & DAN HAGER 



Frozen fresh, high quality, organic baby food

EST. 2017 | AMANDA SANTORO



Small batch, artisan, organic crisps and crackers 

EST. 2006 | NANCY POTTER & PETER WEBER



Unadulterated olive oils and vinegars in bulk 

EST. 2006 | PETE MARSNIK



Quality, humanely-raised buffalo, elk, and venison

EST. 2012 | SEAN LENIHAN & KARIN DJELAJ 



Gluten-free cookies without preservatives or GMOs

EST. 2013 | SUSAN KNUTSON



SELECT A TABLE HOST
The host remains at the table to welcome you

RECORD YOUR CONVERSATION
Anyone can use the markers to capture highlights 

USE PROFESSIONAL ETIQUETTE 
Inquire generously, let everyone speak, no nay-saying

THREE ROUNDS, 15 MINUTES EACH 
Whistle blows, get up and find a new table

TAKE THE CONVERSATION DEEPER
Table host facilitates introductionsC

A
F

É
 R

U
L

E
S



How does, or could, your 
company’s products, services, or 

operations align with any of the 
metatrends presented today? 

ROUND 1



ROUND 2

It’s 2025 and we’ve achieved our goal of Wisconsin 
being recognized as the Silicon Valley of Food.  

What would that tell the world
about our food and beverage 

industry, or about your products
or role in the industry?



ROUND 3

How could your company leverage 
a state reputation that depicted 

Wisconsin’s global leadership
in food industry innovations?



TABLE REPORTS



LUNCH IS ON US! 
STAY AND EAT OR 

GRAB AND GO.


