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When Flavor Means Business 

+ 

“Made for Me” Options 

= 

Success in Retail Operations

Good To Best 

February 25, 2017

Chef Mary P. Locke CEC CCA

Quick intro….
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Todays topic

• Flavor

• Taste

• Trends

• Made for Me

• Todays consumer

4

What is flavor?

How do we describe 

flavors?
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How we describe flavors
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How do we taste flavor?
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• Step 1 - Look at provided jelly bean. What flavor sensations 
would you expect based solely on its appearance? 

• Step 2 - Holding nose tightly, place jellybean in mouth and 
chew for ten seconds. What flavor sensations do you 
perceive?

• Step 3 - Release nose and continue chewing. What flavor 
sensations do you perceive? 

Did the flavor meet your expectations based on its 
appearance?

What happens when you let go of your nose?

The Jelly Bean Experiment
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Aromas and Aromatics

• Aromas are external and enter 

though the Nasal passage

• Aromatics enter though the mouth 

and volatize 

The Tongue Map
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Innate preference/ rejection of 

basic tastes ensures survival:

Sweet: Liking (Carbohydrates = 

energy)

Salty: Liking (minerals/electrolytes)

Umami: Liking (Proteins)

Sour: Dislike (unripe / spoiled food) 

Liking (Vitamins) 

Bitter: Dislike (toxic plants)

The 5 Basic Tastes
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Umami?

• A bullshirt invited flavor that tv chefs pretend to 

be able to recognize, but can never define. Due 

to peer pressure they regurgitate keywords to 

make it appear that they know what it is, but in 

reality none of them have a clue. 

• "Dude I just saw Andrew Zimmern describe some 

butter as having an umami flavor. Last episode it 

was mushrooms. I'm pretty sure they are making 

this stuff up as they go." 

Really….

• Umami- is a pleasant savory taste imparted by 
glutamate, a type of amino acid, and 
ribonucleotides, including inosinate and guanylate, 
which occur naturally in many foods including meat, 
fish, vegetables and dairy products. 

• Umami- itself is subtle and blends well with other 
tastes to expand and round out flavors.

• Umami- which means "delicious" or "yummy" in 
Japanese.

Umami Rich Foods

• Kombu Seaweed

• Parmesan Cheese

• Ripe Tomatoes

• Beef

• Dried Shiitake Mushrooms

• Truffles

• Cured Meats

• Green Tea

• Soy Sauce

• Anchovies

http://www.urbandictionary.com/define.php?term=Andrew+Zimmern
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What is “yummy” ?

So we covered flavor and taste, now trends

1 Hyper-local sourcing 

2 Chef-driven fast-casual concepts 

3 Natural ingredients/clean menus 

4 Environmental sustainability 

5 Locally sourced produce 

6 Locally sourced meat and seafood 

7 Food waste reduction 

8 Meal kits 

9 Simplicity/back to basics 

10 Nutrition 

National Restaurant Association | Restaurant.org/FoodTrends

18

91% of U.S. consumers believe food and beverage options 

with recognizable ingredients are healthier.

Source  Innova Market Insights
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• Health continues to be a priority for 

today’s consumers. Indeed, they are 

increasingly acting on intentions to eat 

healthfully away from home. This is 

partly driven by consumers’ changing 

perception that healthy food can also 

be tasty. 

Demand will grow for 

healthy fare at 

foodservice

•IMPLICATION: In response to consumer demand, healthful fare will proliferate on menus. 
Innovation around these dishes will center around unique, flavorful options that will help 
differentiate menus and pique interest. 

© 2016 Technomic Inc., Healthy Eating Consumer Trend Report 
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• As consumers become increasingly reliant on foodservice and foodservice occasions 

become more common, consumers will likely seek healthier foods at foodservice to 

balance their indulgence 

• Consistent with secondary research,* upper and upper-middle-class consumers report 

healthier eating behavior than their counterparts 

Consumers are more likely to eat healthy at home, 

and indulge away from home 

Base: 1,500 aged 18+
Q: On a scale of 1–10 where 1 = not healthy at all and 10 = extremely healthy, 

how would you describe your __?
*Alternate Healthy Eating Index 

At-home vs. away-from-home healthy eating behavior 
Those who selected 7–10, on a 1–10 scale where 10 = extremely healthy

AT HOME

41%

AWAY FROM 
HOME

21%

OVERALL

28%

© 2016 Technomic Inc., Healthy Eating Consumer Trend Report 
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Some diners 

note improved 

healthy eating 

behavior when 

dining away 

from home

Base: Approx. 825 aged 18+ 
Q: How much do you agree or disagree with the following statements? 

Agree & agree completely

Improvements in healthy eating behavior

I’m  ____  more than I was two years ago:

38%

35%

31%

31%

Ordering healthy items at
foodservice locations

Eating more food because of
their specific nutritional

benefits

18–34 35+

% Overall

33%

32%

Higher among 

African-American 

consumers
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© 2016 Technomic Inc., Healthy Eating Consumer Trend Report 
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Key areas of 

opportunity
• Build trust through 

transparency 

• A majority of consumers say 

they want to see greater 

menu transparency as natural, 

organic and clean claims 

become stronger purchase 

drivers 

• Be upfront about ingredients 

and, if possible, highlight local 

and animal welfare claims in 

order to appeal to today’s 

savvy, health-conscious 

consumers

Food trends follow a predictable life cycle.  The MAC helps you determine a 

trend’s current life stage, as well as its potential for future advancement.

ADOPTION

Trend is picked up by food trucks, fast-
casual, and casual dining independents.  
Specialty grocery stores and gourmet food 
retailers play here too.

STAGE 2

INCEPTION

Earliest stage trends, limited primarily to 
ethnic independent and fine dining 
restaurants, as well as neighborhood ethnic 
markets.

STAGE 1

PROLIFERATION

Casual dining chains  and eventually QSR 
chains pick up the trend.  It’s now also 
found at mainline grocery stores, mass 
merchandisers, and club stores.

STAGE 3

UBIQUITY

The trend is now everywhere, including 
midscale restaurants, corporate dining, and 
K-12 schools.  It’s common even in the 
frozen foods aisle of the grocery store.

STAGE 4

MENU ADOPTION 

CYCLE

Operator Quotables

How could you see your operation leveraging this trend?

888.556.3687 | www.datassential.com

Adoption: Healthy Fast Casual

 “Healthy is the future. This country has been trending that way and is finally hitting 

stride with healthier options.”

 “ “We already provide a full salad bar with very healthy prepared salads and salad 

ingredient options, including the latest trendy foods (quinoa, freekah, alternative proteins, 

kale, etc.)”

 “…build your own concepts like Chipotle offer a good format example…”

 “…we could adopt the best parts and trends of these fast casual concepts. We’re 

always looking to add more value to our products and customers.”

 “Many of our customers are trying to eat better and be more health conscious. A major 

part of this is us trying to introduce them to healthier options that not only 

taste great, but are also lower in fats and sugars. I want them to understand 

that eating healthy is a conscious choice, no matter where you are.”

| Datassential TIPS
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Sriracha Mayo +921%

Bacon Jam +784%

Calabrian Chili Pepper +613%

Sriracha +531%

Kale +374%

Quinoa +369%

Chicken And Waffles +305%

Banh Mi +295%

Greek Yogurt +256%

Buttermilk Chicken +254%

Burrata +204%

Pork Belly +184%

Tomato Jam +177%

Shrimp And Grits +154%

Korean BBQ +154%

Crudo +153%

Kim Chee +149%

fastest growing 

foods & flavors

888-556-3687

jana@datassential.comSauces & Flavors | Menu Adoption Cycle

inception adoption proliferation ubiquity

Espelette Pepper

Sambal

BerbereDukkah

GochujangWhite Bbq

Zaatar

Yuzu

Togarashi

TamarindSumac

Sorrel

SofritoSkordalia

Shishito PepperRomesco

Raita

Ponzu

PistouPiri PiriPersillade

MostardaMornay

Gremolata

Green Goddess Dressing

Fish Sauce

ChicoryCardamom

CarawayBordelaise

Beurre BlancAnise

Aji

AdoboAchiote

Savory Jam

Wine Reduction Truffle

Tomatillo Thyme

Thai Basil

Tarragon

Tapenade

Tahini

Stout

Salsa Verde

Sage

Saffron

Remoulade

Reduction

Paprika

Mole

Molasses

Miso

Matcha

Lemon Grass

Kim Chee

Honey ButterHoisin

HarissaGuajillo Pepper

Fennel

Curry

Cumin

Creme Fraiche

Cracked Pepper

Coriander

Chutney

Chimichurri

Chili Oil

Brown Butter

Blood Orange

Bechamel

Bearnaise

Arrabbiata

Ancho Pepper

Agave

Turmeric

Chili Sauce

Whiskey

Wasabi

Vodka Sauce

Tzatziki

Thai Chili

Sriracha

Ranchero

Poblano

Peppercorn

Peanut Sauce

Parsley

Oregano

Orange Sauce

Mint

Marsala

Lemon Butter

Jerk

Hummus

Horseradish

Hollandaise

Habanero Pepper

Grain Mustard

Ginger

Dill

Dijon Citrus Chive

Cayenne Bourbon

Aioli

Soy Sauce

Wine Sauce

Vinegar

Vinaigrette

Thousand Island

Teriyaki

Tartar

Sweet And Sour

Sour Cream

Sea Salt

Rosemary

Ranch

Pico De Gallo

Pesto

Olive Oil

Mustard

Meat Sauce

Mayo Marinara Maple

Ketchup

Jelly

Jam

Jalapeno Pepper

Hot Sauce Honey Mustard

Honey Hickory Herb

Guacamole Gravy

Garlic Cream Sauce

Cocktail Sauce Cilantro

Chipotle

Cheese Sauce

Cajun

Caesar Buttermilk

ButterBuffalo

Bleu Cheese Dressing

Black Pepper

Bbq

Basil BalsamicAu Jus

Alfredo

Other trendy flavors

Island flavors

Umami notes are also prevalent in Filipino dishes, in 

which fish sauce, adobo and fermented items are 

common ingredients. These flavors also play well with 

the trend of street foods such as lumpia, taco 

mashups and more. The island flavors of Hawaii are 

also going mainstream as poke becomes widespread. 

The raw fish dish is typically served with Asian-

inspired sauces such as togarashi, white soy and 

ponzu with lime.
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Global spice blends
Novel spice mixtures from India, Africa and the 

Middle East will make their way onto menus in 

2017. Upgrade traditional curry powder with 

trending sweet-smoky vadouvan blend. Menu 

mentions of vadouvan are up 50% year-over-

year, according to Technomic’s MenuMonitor

data. Or, add zip to dishes with dukka, an 

Egyptian blend of toasted nuts and seeds that’s a 

popular flatbread topping. Also trending is 

za’atar, an aromatic Middle Eastern spice blend 

of sesame seeds, dried thyme, dried marjoram 

and sumac used on meats and vegetables.

Spicy breakfast flavors
Move over muffins: Consumers are hot for 

shakshuka, a spicy Israeli breakfast dish that 

can also be served for brunch, lunch or dinner. 

Eggs are baked in a spice-infused tomato-red 

pepper sauce, flavored with cumin, paprika and 

cayenne. The dish’s popularity signals that 

diners are open to global and non-traditional 

flavors for the day’s first meal.

Ethnic Trends

1  Technomic 2013, Flavor Consumer Trend Report 2  Datassential, 2014 Proprietary 3  Mintel Group Ltd., 2014 Innovation on the Menu Flavor Trends
4  Source:  Millenial Behaviors & Demographics, by Richard Sweeney, University Librarian, New Jersey institute of Technology
5 American Millennials:  Deciphering the Enigma Generation,” Barkley, Services Management Group and The Boston Consulting Group, 2013

An appealing selection of 
condiments & sauces is one of 

the fastest growing reasons 
consumers give for why they 

choose a place to eat and what 
menu items they order.2

54%
of consumers prefer spicy sauces, 
dips or condiments. 1

82% of Americans are open to trying 

new flavors. 3

60% of operators want to have more 

ethnic soup offerings. 3

25% of consumers say they are 

satisfied with the availability of 

ethnic foods at restaurants. 4

77% of Millennials say they enjoy 

eating a variety of ethnic foods. 5

FAST GROWING:
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Flavor expanded

• Great taste is the #1 criteria 
consumers use when choosing 
a restaurant 

• Creative condiments entice 
customers – the “selection of 
condiments/sauces to use” is 
one of the fastest growing 
criteria for diners deciding 
where to go and what to order 
when away from home.

Source:  Datassental Consumer Planning Program, 2015

Food Experience
• Great variety, international and customizable

Variety 
• Satisfies diverse tastes with a variety of 

international-inspired offerings.

Health Conscious
• Caters to dietary needs including low fat, 

gluten free, low sodium, vegetarian & more

Convenience
• Stations are easy to maintain and keeping 

menus fresh simply requires changing out 
ingredients.

Flexibility and Efficiency
• Provides the perfect opportunity to use on-

hand ingredients.

Sustainable
• Highlight local produce and proteins

Why Made For Me?

Why Action?

1. The C&U, Healthcare and Lodging channels are $22.7 Billion

projected at 2% real growth

2. These operators are seeking ideas that will…

– Keep diners/patrons dining onsite

– Fit health & wellness expectations & provide variety  

– Provide food which is the perfect harmony between chef and dietitian. 

– Keep diners interested and enthused about their food

3. Consumer trends impacting this channel:

– Set meal periods disappearing and customization is key as diners 

want flexibility (“I want it how I want it when I want it”)  

– Vegetarian, vegan and organic foods in high demand, but comfort 

foods (with a twist) are still popular 

– More demand for world flavors, especially Asian tastes

– Display cooking is popular which flaunts freshness & customizability
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Exploration with Customization

• Variety

• Convenience

• Flexibility & Efficiency

• Health Conscious

• Profitable

• On Trend

35

Why Street Food?

• Leverage success of 
International Soup & Noodle 
Bar

• Taps into the Food Truck 
phenomena

• Food trucks represent $804 
Mio of foodservice revenue 
annually1

• Nearly 100 colleges have their 
own university-run food 
trucks, compared with 12 five 
years ago2

1 IBISWorld
2 National Association of College and University Food Services

Why Street Food?

• 77% of millennials want ethnic1

• Top 3 dining trends for next 
decade are Asian, Mediterranean 
and Indian (Mexican was #1 for 
previous decade)2

• “Hot & Spicy” 3rd most requested 
flavor across all demographics1

• Globalization of flavors–
particularly Asian, Indian and 
Mexican influences3

1 “American Millennials: Deciphering the Enigma Generation”, Barkley Services Management Group and the Boston Consulting Group, 2013
2 Datassentials

3 Monin Flavor Trends, January 2015

Banh Mi Station

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://cravedfw.com/2012/03/02/want-to-own-a-food-truck-we-tell-you-how/&ei=fDJfVabVAoTVoATG3oHYCA&psig=AFQjCNHgp1RV7_O3R1OfTDepwzE4V2rtAA&ust=1432388517346698
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Why Street Food?

• Among the top 100 food trends (those 
which at least 50% of chefs identified as a 
hot trend), street food/authentic ethnic 
placed prominently throughout the list:

#16 Ethnic-inspired breakfast items

#31 Street food/food trucks

#42 Ethnic cheeses

#47 Ethnic condiments

#49 Street food-inspired main courses 
(e.g. tacos, kabobs, satay)

#61 Ethnic fusion cuisine

#70 Ethnic-inspired kids’ dishes

#71 Authentic ethnic cuisine

#75 Regional ethnic cuisine

#83 Ethnic/street food-inspired appetizers 
(e.g. tempura, taquitos, kabobs)

#116 Ethnic dips (e.g. hummus, baba ganoush, 
tzatziki, dukkah)

Source: National Restaurant Association 2015 Culinary Forecast

Why Salad Stations?

• NHW is a rising concern for 
consumers and key initiative for 
operators

• 30-40% of diners seek out 
vegetarian meals though only 
3% identify themselves as 
Vegetarian/Vegan*

• Hits on ‘super foods’ trend

– The menu incident rate of Kale has 
increased 480% over the last 4 
years

• Dove-tails into the Wellness Bar

“All American” Grilled Romaine 

Salad

Sources: Vegetarian Resource Group

Why Salad Stations?

• Diners regard 
‘Fresh’ as the 
ultimate symbol 
of food quality

• ‘Locally Grown’ 
and “Seasonal” 
also among top 
10 menu 
descriptors 
diners are 
seeking out

• Salad Station is 
inclusive of locally 
sourced items (seasonal produce guide), allowing 
operators to market themselves to this motivational driver

Source: Hartman Group 2015 Diner’s Challenging Behaviors 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://cosmic-fitness.com/paleo-challenge-7/&ei=HTxfVcPqC5DZoATn0YLYAw&bvm=bv.93990622,d.cGU&psig=AFQjCNHXXvCsEtLmtO-xQ4HW-ubM3dr53A&ust=1432391018461109
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Why Salad Stations?

• ‘Locally Grown’ and 
‘Seasonal’ descriptors 
now almost as salient 
as ‘calorie’ and ‘fat’ 
information on menus

• Not just looking for 
specific nutrient or 
ingredient info. Just 
that the food they 
order is truly fresh and 
will taste great.

Source: Hartman Group 2015 Diner’s Challenging Behaviors 

Why Ancient Grains?

• Capitalizes on both ‘healthy’ 
and “ethnic” positioning

• Also taps into Gluten Free and 
non-GMO dining preferences

• Interest in grain-based salads:

– 42% of Super Heavy Salad users 
and Women Under 25*

– 36% of Men 25-34 y/o 
(2nd highest group)*

Wheat Berry Chopped Shaker Salad

Source: Technomic Left Side of the Menu: Soup & Salad Consumer Trend Report 2014

Why Ancient Grains?

• Among the top 100 food trends (those 
which at least 50% of chefs identified as a 
hot trend), whole grains placed 
prominently throughout the list:

#11 Non-wheat noodles/pasta

#12 Gluten-free cuisine

#13 Ancient grains

#26 Non-wheat flour (e.g. millet, barley, rice)

#27 Simplicity/back to basics

#34 Quinoa

#39 Ethnic Flour (e.g. teff)

#46 Black/forbidden rice

#80 Farro

#94 Asian noodles (e.g. soba)

Source: National Restaurant Association 2015 Culinary Forecast
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Retail Success in 2017 and Beyond

Healthy

46

Tasty

Organization’s 

Expectations

Consumer 

Satisfaction

Supplier & 

Consultant 

Resources

Facility 

Implementation 

and Success
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Food people that like to read…

http://www.amazon.com/Taste-

What-Youre-Missing-

Passionate/dp/1439190739

Highly Recommended Read

http://www.amazon.com/Taste-What-Youre-Missing-Passionate/dp/1439190739

