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THETOP
10 FOOD
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COVID-19 has driven changes in
how we eat, shop, work, and play
that will offer new opportunities
for food product developers.

past year as food and beverage companies focused

on keeping their businesses operational in the midst
ofa pandr:mic while restaurants ﬁghting for survival all
but abandoned their role as drivers of culinary
innovation.

Prnduct innovation moved to the back burner in the

In 2020, new food and drink line extensions plum-
meted by 29% versus the prior three-year average in
multi-outlet retailers and convenience stores, per an
innovation report from IRI. (Multi-outlet retailers
include grocery, drug, mass merchandisers, Walmart,
club, military, and dollar stores.)

The number of truly new brand introductions in
2020 was only slightly lower than in 2019, however, due
to a surge in very small food companies, including some
formerly internet-only operations, seizing opportunities
for growth in the chaotic pandemic marketplace. Small
and very small manufacturers drove as much dollar
growth—$29 billion—as large players for the year
ended Dec. 27, 2020, and they increased their share of
beverage, alcohol, frozen food, center store, breakfast,
and snack sales, according to IRL

The importance of breakthrough innovation is not
lost on hig food companies. Major players, including
General Mills, Coca-Cola, Kraft Heinz, Danone, and
Kellogg's, have announced changes to refocus and accel-
erate their new product innovation programs for 2021,

while moving to improve efficiencies by eliminating
poorer performing stock-keeping units (SKUs). Kraft
Heinz expects to have 20% fewer SKUs by the end of
2021, and Mondeléz International will cut back by 20%
as well, executives told analysts at the February
Consumer Anaiysts Group of New York Annual
Conference,

Meanwhile, restaurant operators remain challenged.
One-third say they plan to reduce the number of items
on their menus in 2021, according to Datassential.

It’s time to rev up the prnduct innovation mgin&
Consumers are demanding it: Datassential notes that
three-quarters of U.S. adults say they are looking for
new food and bc\'r:ragr: ideas in 2021,

This year’s top 10 food trends analysis offers a road
map for focusing product development initiatives. To
win in the current markc‘[placr:, Frnduct dcv[‘lnpcrs
must innovate around the new macro trends of self-
care, disease prevention, home-centered living, and
creative ways of celebrating special occasions. It will
also be important to keep pace with the emerging nar-
ratives in planftary and societal care and to focus on
high-potential cohorts, especially millennials and high-
income houscholds. Meanwhile, longstanding macro
trends, including indulgr:ncc, convenience, plant-i)ascd
cating, and health /wellness, will continue to be market
drivers. Because at-home cooking and on-the-go needs
will further evolve during the next few years, prnduct
recipes/cooking instructions and more focused online
search terms will become increasingly important to
consumers,

1. Rx Food

Consumers have turned to food to help manage and
treat conditions. For the period from May to October
2020, sales of foods and beverages that help control
hypertension grew 11%, weight control products were
up 13%, and diabetes care product sales climbed by
14%, according to IRI's innovation report.

Products touting an immunity/antioxidant or a
botanical /0il claim each rose 12% for the year ended
Dec. 27, 2020, IRT reports, and those carrying a nutri-
ent claim grew by 10%. One-third of adults were more
likcly to l)uy a food or drink with multiplr: health

benefits, »»
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Consumers are cognizant of healthy eating
now more than ever. They’re informed. And
when they think of healthy eating, they think
of almonds. Including California almonds in
your products—with their heart health” and
nutritional benefits—shows your company
is informed, too.

(0 california
almonds

Almaonds.com

*Scientific evidence suggasts. but does not prove, that eating 1.5 ounces of most nuts, such os
almends, a: part of o diet low in saturated fat ond chalesterol may reduce tha risk of hearl disenzs.
One serving of almonds (28g) has 13g of unsaturated fal and enly 1g of saturared far.

© 2021 Almend Board of Califarnia, Al rights reserved,




PROTECT ME
| IMMUNITY+DEFENSE

ELDERBERRY

rresioTics GINGER

CAYENNE 7zINC

VITAMIN C+D
M

2FL OZ (59 ML)

Formulated with
ingredients like vitamin
C, vitamin D, acerola,
zinc, and prebiotics,
Immunity+ Shots from
Remedy Orgonics come in four varieties, oll designed to
supportimmunity. Phoeto courtesy of Remedy Organics

Nearly half of consumers would like
more functional foods for managing stress
and anxiety. Other top concerns include
sleep/rest, hydration, bone/joint health,
brain function, cholesterol management,
eye health, skin/hair/nails, and energy,
according to a functional foods report
from the Hartman Group. One-third of
consumers seck functional foods for
mood enhancement, anti-inflammation
benefits, and detox, per Hartman.

Dark green vegetables are the most
sought-after fortification for functional
foods, followed l)y fiber, antioxidants,
probiotics, omega-3s, and superfruits,
according to Hartman. Citrus fruits, dark
leafy greens, superfruits, broccoli, tea,
garlie, nuts, root vegetables, fish, and
yogurtare the foods consumers most
associate with immunity, per
Datassential.

Fermented foods top the list of trendy
superfoods for 2021, according to an
annual nutrition survey from Pollock
Communications; blueberries, green tea,
exotic fruits, seeds, avocado, spinach,

THETOP 10 FOODTRENDS OF 2021 I

kale, nuts, and salmon are also trending,
A HerbalGram market report shows that
horehound, echinacea, elderberry, tur-
meric, cranberry, ivy leaf, ginger, garlic,
CBD, and green tea lead sales of botani-

cals in the mass market.

Market Movers

¢ Chobani Complete Advanced Nutrition
Yogurt touts protein completeness,
enhanced digcsti])i]ity, and the presence
of all nine essential amino acids.

* Nestle’s Natural Bliss plant-based cot-
fee creamers deliver oat-based prcl)intics,
pea protein, and coconut oil with MCTs
(medium-chain triglycerides).

* Bel Brands USA's new Bab]ybe] Plus+
Probiotic and Babybel Plus+ Vitamins are
among the first nutraceutical snacking
cheeses.

* Herbalife Nutrition has introduced a
Protein Baked Goods Mix for healthier baked
goods.

* Ready-to-drink Tazo Calm tea is
available from Unilever,

2. Alternative Formulations

Increasingly, consumers are seeking alter-
native food and beverage formulations
that help them avoid unwanted ingredi-
ents and/or perceived allergens. They're
tapping into specific diet plans in order to

a]ign their food and l)cvcragc choices with

personal nutritional
or ethical goals.
Dollar sales of
foods and beverages
carrying a “lifestyle”
diet claim grew 13%
for the year ended
Dec. 27, 2020, per
the IRI innovation
report. Sales of foods
V\"ith a ]ﬂ\’\"ﬁcarl)ﬂhy*

drate positioning
reached $136.9 mil-
lion; kctngcnic,
$68.5 million; paleo,
$56.9 million; the
Whele30 Diet, §54.2
million; and low-gly-
cemic, $19.3 million.
Just over one-
third of adults are
Curr[‘nt]y {‘ﬂ]]l_]\’\'lng a
Hexitarian eating

keto

plan, 5% are true vegetarians, and 3%
cach are true vegans or pescatarians, per
Packaged Facts. One-third of mainstream
adult caters are interested in vegetarian or
vegan fare, says Datassential.

Products prnmnting benefits related
to allergens and/or intolerances grew
13% in dollar sales, per IRI. One-third of
consumers are trying to manage or treat a
real or perceived food allergy, Hartman
rcpnrt&

Sales of foods positioned as clean label
or non-GMO each grew 12%, per [RL.
The International Food Information
Council (IFIC) reports that four in 10
consumers try to avoid GMOs, and one-
quarter avoid l)incnginccrcd foods.

Six in 10 consumers look for mini-
mally processed foods. Only 9% of adults
are looking forward to seeing more lab-
grown proteins in 2021, according to
Datassential.

Market Movers

* Partake Foods’ mu]‘tipurpnsc l)aking
mix does not contain any of the big eight
allergens and is gluten-free.

* NestFresh introduced Free-Range
Non-GMO eggs.

¢ That’s it fruit bars are non-GMO,
vegan, gluten-free, and free from the
top 12 food allergens,

¢ Coconut Whisk Chocolate Chip Cookie

keto

PIZZA CRUST MIX

scottys

BREAD MIX

D il

oo

Developed by a pastry chef/food scientist, Scotty's Everyday Keto Bread Mix (@ bestseller
onAmazon) and Pizza Dough Mix contain zero net carbs, have no nut flour, and are
gfufen-free. Photo courtesy of Scotty's Everyday
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Healthy
Choice

Catering to those who live o low-carb lifestyle, Healthy Choice Zero
meals contain no added sugars. The plant-based serving bow! is a
plus. Photo courtesy of Conagra Brands

Mix is vegan and gluten-free.

*The trend to grain— free continues,
Nature's Path Grain Free Hot Cereal is also
paleo friendly.

. Lnngﬁ'\'c Breadless Crumbs deliver
7 grams of pea protein per serving and
are gluten-free.

3. The Kid Continuum

With pandemic constraints keeping kids
tethered to their homes, houscholds with
kids have never offered a greater diversity
of new food / I)C\'cragr: market nppm’tuni—
ties. Adding to the opportunities is the
fact that as a result of COVID, more
young adults have taken up residence in
their family homes—at least for now.

As of January 2021, 55% of school-
aged children and 61% of teens were still
learning remotely, according to data pre-
sented in a webinar by IRT's Sally Lyons
Wratt. Only one-third of college stu-
dents were living away from home. And
the Pew Research Center reports that as
of July 2020, half (52%) of those aged
18-29 were living with a parent.

Smoothie bowls, ramen noodles,
savory pancakes, smores, cookie dough,
and mochi are among Gen Z’s favorite
foods, according to Datassential.
Slushies, boba, iced lattes, horchata, and
peanut butter shakes are their favorite
beverages.

One-quarter of those aged 1824 cat
meat alternatives, They are the most

likely to be on the paleo, Whole30, or a
foodtechnology 0421 - wwwiftorg

lactose-free/dairy-free eating plan, per vitamins/minerals for children jumped
FML. Six in 10 choose foods with health 34%, according to SPINS. An immune
benefits; half want foods that are unique.  boost was the top reason for increased
Stress, tiredness/energy, sleep, and men-  use,
tal sharpness are their top health Per the Dietary Guidelines for Americans,
concerns, per HealthFocus. vitamin D, calcium, dietary fiber, and
Half of families make separate meals potassium are the nutrients of public
for their kids often or sometimes when health significance deficient in children
cating together, per FMI. Nearly two- aged 1 8. Nutrients underconsumed but
thirds of family houscholds increased not a public health issue include vitamins
their frozen food purchases in 2020, A, C, E, K, magnesium, and choline.
peaking among those with kids aged While the anticipated COVID baby
7-12. Dinner drove frozen food pur- boom did not take place, with 30% of
chases for 77% of parents; lunch, 59%; families delaying planned pregnancics
snacks, 48%; breakfast, 46%; desserts, during the pandemic, per the Brookings
31%; and beverages/smoothies, 15%, per  Institution, babies remain big business.
the American Frozen Food Institute Bal)y foods were the fastcst—ngwing fro-
(AFFI). zen items for the year ending Oct. 4, per

Lyons Wyatt reports that one-thirdof ~ IRL
moms are treating their family more
often, serving up special meals and des- Market Movers

* Gerber’s meals for toddlers now
include a Mashed Potatoes & Gravy with
Roasted Chicken variety.

* Horizon Organic’s Growing Years

Milks deliver DHA

serts, Four in 10 houscholds are sn;u:king
more,

Members of households with kids are
more likely than those without kids at
home to say it is

important to eat | v = omega-3, choline, and
fortified food for . biotice as well
qu1 ed foods ‘ toddk‘rs pre biotics as well as pro-
(66% versus . Y X " tein and calcium.
53%), per
Il;lcal‘;]:Fncus‘ Gavbai gﬁluh;llM:diFﬁcatiuns
or the year . g ne-third of consumers
ended Nov. 29, ‘FreShaAl 3‘|'ﬂ|”l’ o are lnnking forward to
2020, sales of oan‘:o:;l::az:::" ES 3 trying new global foods
o and/or Havors this year,
7 /-‘dfor- and 42% seek out spicy
foods, according to
Datassential.
= Japanese was the
Gerber. & edaGP i fourth most eaten global

ithNatueal e

: . cuisine for the three

f!&inﬁ?&ﬁ‘?jgg months ending in August

Mol Chrsot ake Larils 6 i 2020, per flavor company

T. Hasegawa. It was fol-
lowed by Greek, Thai,
Latin other than Mexican, Middle
Eastern, Indian, and Korean. Southern
Italian is the global regional cuisine ULS.
consumers have most often “tried and
liked,” followed by Sicilian, Tuscan,
Szechuan, and Oaxacan fare, according
to T. Hasegawa. Consumers rank
Japanese and Mediterrancan as the
healthiest cuisines, followed by Thai,
Korean, Chinese, Indian, and Caribbean,
per Datassential. »»

Sald in the frozen aisle, Freshful Start Organic
Veggie Bites offer toddler snackers one full
serving of vegetables. Photo courtesyof Gerber
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ARTESA TEXTURED
PULSE PROTEIN

Create plant-based meat products with cleaner labels
and a ‘meatier’ experience.

Benefits: You're in a race to market with great tasting, more 'authentic’ plant-based meat
products. Today, PLTand Artesa® Textured Pulse Protein can help you get there -
faster and smarter. Artesa Textured Pulse Protein isa proprietary blend of

* More meat-like’ experience plant-based flour and protein that ‘engineers’ in better organoleptic, nutrition

e Enhanced texture & mouthfeel and formulating properties. It is manufactured to tighter specifications -

with less variability - than any other textured protein on the market today.

® Better taste & appearance

e Fasiertoformulate
With Artesa Textured Pulse Protein, you can create products that are gluten- and
allergen-free with feweringredients - eliminating soy, eggs or methycellulose.
And, you can deliver a more 'meat-like’ experience.

® Replaces unwanted ingredients
e Faster product development

* Non-GMO and non-allergenic o . ) ) ;
Our partner, Nutriati, LLC, has experience putting Textured Protein solutions
* Leaner, cleaner label to work in a broad range of formulations spanning beef, chicken, fish and pork

replacement applications. Let us help you win that race to market.

PLT

¢
Contact PLT Health Solutions for samples and more information. § / T
+1.973.984.0900 ext. 214 » www.PLTHealth.com GROWTH THROUGH INNOVATION




) CUSTOM FLAVORS'

ENDLESS
FLAVOR
OPTIONS!
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LIQUID & POWDER FLAVORS « ORGANIC  NATURAL « NON-GMO

We manufacture custom flavors for formulators and innovators while using
only the highest quality ingredients to create the best tasting products on
the market. Our expert team is ready to help from idea to reality!

Reach out today at info@customflavors.com GREAT TASTE BY DESIGN
CUSTOMFLAVORS.COM | 949.276.7995




AUTHENTIC MEAL IN 15 MINUTES
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SAFFROD

With Saffron Road Simmer Sauces, home cooks can add o
global flair to the dinner menu in a matter of minutes.
Photo courtesy of Saf fron Read

Two-thirds of adults buy frozen foods
to try a new cuisine, accnrding to AFFL.
Both Conagra Brands and Good Food
Made Simple have added a global Hlavor to
some of their prﬂducts Cﬂnagra’s Evol
Vitalized Be Energized bowl meal is topped
with a tahini and feta sauce, and Good
Food Made Simplc adds a tangy touch to
breakfast with its Tomatillo Salsa Verde
Scramble Bowl.

Spicy Asian sauces, along with furi-
kake, shiso, miso, sambal, aji amarillo,
piri piri, salmurig]iﬂ/ag]jata, Chamuy
(made from pickled fruit), and chintestle
(a smoked chile paste), can be expected
to move mainstream.

Substituting global look-alikes—
Indian kheer for rice pudding, Chinese
rou jia mo sandwiches for traditional
burgers, and Italian panzerotti for a new
twist on popular handheld pocket
meals— will remain a very strong trend.
Ethnic stews and ragus are well suited for
slow cookers.

Market Movers

*CLO-CLO chan Foods introduced
new frozen Caribbean, Moroccan, and
Tuscan pizzas.

* Fifth Taste Foods brought oo'mamé
Chile Crisp spicy umami condiments in
Szechuan, Mexican, and Moroccan fla-
vors to market.

* Saftron Road brings Hlavor from
around the glubc to its line of simmer
sauces and on-the-go meal pouches in

THETOP 10 FOOD TRENDS OF 2021

Chickpea Masala and other tlavors.

* Zelo’s Greek Cuisine Classics spice
blends include Greek Shepherd’s Souvlaki
+ BBQand Greek Granny’s Tzatziki
mixes,

* Fazlani Foods introduced hum-
mus in Peri Peri and Black Olives
varieties.

5. Planetary Transparency + Societal Care

Products with origin claims (e.g.,

“made in the USA," “artisanal,” or

“local”) posted the highest dollar sales

growth among foods/beverages car-

rying a benefit deseriptor for the year
ended Dec. 27, 2020, according to

IRT’s innovation report. “Real ingrcdi-
ents” was the most sought-after
descriptor on frozen foods, per AFFL.

Claims supporting societal care (e.g,,
“B-corporation,” “eco-friendly,” or “fair
trade”) grew 14%. One-quarter of con-
sumers say knowing where their food
comes from is very important, according
to IFIC.

Foods touting humane treatment of
animals grew 21%, ethical claims were
up 19%, and recyclable claims climbed
by 12%. Packaged Facts
reports that six in 10 con-
sumers are more
concerned about humane
treatment of animals than
they were two years ago.

Expect anew trend of
hydrupum'c pruductiﬂn
with labeling as “regionally
grown produce.” Fresh
herbs and salad kits from
Living Greens Farms are
dual labeled “indoar
grown” and “Midwest
local produce.” Pictsweet
Farms has added “100%
grown on American soil,”
which 87% of consumers
say thcy prcfc: Hartman
reports that half of con-
sumers are aware of/
interested in regenerative
agriculture,

Upcycled ingredients
are also grabbing attention
among consumers con-
cerned about food waste,
Renewal Mills uses

organic okara, oat milk, and sunflower
cake flours in its upcycled baking and
cookie mixes.

Nearly a third (30%) of ULS. consum-
ers believe that the pace of climate
change will increase in 2021, according
to Ipsos. While one-quarter of consum-
ers think that animal agriculture has
some impact on the environment, only
10% believe it has “a lot of negative
impact,” according to FMI. Humane
treatment of animals and regenerative
agriculture resonate with consumers, but
thcy are not strc[ng ]:lurchasc motivators
unless a product satisfies other top con-
sumer priorities (e.g., taste).

Market Movers

* Maple Leaf Foods is labeling its
Lighelife and Field Roast Grain Meat Co.
brands as “carbon zero.”

* Panera advertises that its Cool Food
Meals “come with a lower carbon

tootprint.”

6.A New Crop of Plant-Based Foods
Sales of foods and beverages positioned as
plant-bascd reached $5.6 billion in

UPCYCLED

SUGAR

COOKIE MIX

Renewal Mill urges customers to fight climate chang e by purchosing its cookie mixes made
fromupcyded ingredients. Photo courtesy of Renewal Mil

04.21 - www.ift.om
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multi-outlet, specialty, and natural chan-
nels, up 29% for the year ended Dec. 27,
2020, according to SPINS.

Sales of alternative meats and poultry
are projected to grow from $1.3 billion
in 2020 to $2.0 billion by 2024, pera
Packaged Facts report on alternative
meat. Beef, followed by pork and
chicken, will be the largest categories,
enjoying yearly double-digit growth.
Sales of alternative seafood will reach
$62 million by 2024,

Plant-based dairy will grow from
$4.3 hillion to $5.2 billion l)y 2024,
according to a Packaged Facts alternative
dairy product report. Milk, followed by
ice cream, yogurt, creamers, and cheese
will be the largest categories; spreads,
dips, sour cream, sauces, and cheese will
have double-digit growth. Sales of egg
alternatives will reach $50 million by
2024,

One-quarter of adults eat plant-based
meat or poultry. Millennials, Gen Z,
members of upper income houscholds,
urbanites, and those with kids at home
are most likely to do so. Forty-two per-
cent use plant-based milks; 9%, ice
cream; 8%, creamers; 8%, yogurt; 7%,
butter; and 5%, cheese.

Plant-based product consumers are
toodies, three-quarters enjoy cooking,

I THE TOP 10 FOOD TRENDS OF 2021

and 69% regularly seck new products to
try, per Packaged Facts. Ener-G's Egg
Replacer is well positioned for the half of
plant-based product users who enjoy
home baking,

Seven in 10 adults want more frozen
meal options that contain fruits and /or
vegetables; 58% want more plant-based
carb/starch alternatives (c.g., riced cauli-
flower); 52% want more blended meat/
\'r:gr:tal)lr: items; and 51% seek more
plant-based entrees, per AFFL.

Lunch, snacks (beyond chips), and
desserts are un‘[app['d alternative oppor-
tunities. Think Gardein plant-based
soups, Fresh Cravings nut-based dips in
varieties like Kickin' Queso, and
Boomerang’s plant -based Australian meat
pies.

Plant-based marketers need to close
the nutrient parity gap, provide instrue-
tions and/or recipes for nptimal
preparation and cooking, and pursue

cleaner labels.

Market Movers

* Plant-based ground veggie dinner
mixes from Urban Accents come in
Korean BBQ and Street Taco varieties.

* Haven’s Kitchen plant-based sauces
include a Red Pepper Romesco varicty.

*Danone’s Silk Ultra with 20 grams of

Fish burgers areone of three 5KUs in
Gathered Foods' lineup of plant-

based seafood introduced this past
summer, expanding the brand's
existing portfolio of plant- based
tuna products. Photo courtesy of
Gathered Foods

foodtechnology 0421 - wwwiftorg

Green Goddess Dressing & Dip fram Bolthouse Farms
clearly commun icates its plant-based formulo. Photo
courtesy of Bolthouse Farms

complete plant protein is targeted for
muscle performance, maintenance, and
repair.

7. Coping With Kitchen Burnout

The high level of cooking engagement
seen earlier in the pam:]r:mic gave way to
cooking fatigue and time pressures later
in the year. According to a Hartman
report, 26% ol all dinners in 2020
involved heavy preparation, up 3% versus
2019; 27% of lunches included moderate
preparation, up 6% versus 2019,

Sales of value-added fresh pre-
seasoned and precooked meat and
poultry, up 29% during the pandemic,
per FMI’s meat report, will continue to
grow. Infused meats (e -g., Hormel Black
Label Premium Ranch Thick Cut Bacon) and
those involving sous vide technology are
among the innovative new anm‘ing&

Frozen ready-to-use meal compo-
nents and ingredients like Expresco’s
scasoned fully cooked Grilled Chicken
Breast Skewers and Pacific Seatood’s raw
shrimp in Honey Jalapeno and Scampi fla-
vors will be in high demand.

Over half (55%) of households
l)nught frozen side dishes more than
twice a week last year, per AFFL. Side
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Let's brew something
special together.

We're a product development partner with a new point of view. We can help take your signature
tastes above and beyond, with trend expertise, custom tastes, breakthrough technologies and the
collaborative resources of our growing IFF family. Whether you're looking for that extraordinary
sip, palate-pleasing taste or satisfying crunch, we always bring a fresh perspective to your
products. Partner with us, and we'll pour a little extra.

Innovation | Service | Research | Powered by IFF tosteDOI nt

- tastepoint.com by IFF



GDST 1.0 - Traceability
Standards to Grow
Our Industry

The Global Dialogue on Seafood Traceability (DST) is proud to announce the one-year
anniversary of the release of groundbreaking standards to support affordable, reliable,
and interoperable seafood traceability. GDST 1.0 is a ready-to-use framework
applicable to companies across the entire seafood supply chain worldwide.

As of March 2021, 48 companies have adopted GDST 1.0 and several prominent
seafood stakeholder groups have endorsed the standards.

The GDST and seafood industry are leading the way G D ST 1 0
towards end-to-end digital traceability. O

I One Year Anniversary! I
——

IFTs (Global Food Traceability Center) and the World Wildlife Fund (WWF)
are responsible for organizing and facilitating the GDST.

Learn more at ift.org/gftc

o k.4
» GLOBAL DIALOGUE Fr
@ on Seafood Traceability l

feading the minds
that feed the warld

Global Food
Traceability Center




DELICIOU SNESS
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Featuring shredded potatoes stuffed with cheese, the Rosti Melted
Swiss Raclette is an easy but fun appetizer orside dish option for
kitchen-weary home cooks. Photo courtesy of Swiss Rosti

THETOP 10 FOODTRENDS OF 2021 I

dishes were the fastest-growing
fresh prepared food category for the
year ended Jan. 27, 2021, according
to the International Dairy Deli
Bakery Association (IDDBA), up
8.8%. Stuffed items like Bantam
Bagels’ pretzel bagels stuffed with
cheddar Dijon cream cheese and
Rosti Melted Swiss Raclette Crispy Filled
Potatoes are tempting consumers,

Six in 10 restaurant operators
that are offering meal kits and take-
and-bake casseroles will continue to
do so pnst—pandr:mic, per Datassen-
tial. I;r.con Instant Pot Cream)r Chicken &
Noodle Casserole Kit is right on target,

Frozen sandwiches are fast-
emerging lunch solutions. Devanco
Foods introduced Gyros Sandwich Kits
and Schwan's Consumer Brands
unveiled a Red Baron Pizza Melt
sandwich,

For convenience-secking dessert
lovers, thaw-and-serve frozen

cookies like Feed Your Soul'’s Drivin’
Me Coconuts cookies and *no bake”
cookie kits are an untapped
nppnrtunity.

Market Movers

* The Green Giant brand has added
several veggie combos made with
Dash salt-free seasoning to its Simply
Steam frozen veggie lineup.

. Lum:]b['rg’s quick— cnnking
Traditional Italian Risotto mixes
require minimal stirringl

. Singlr:—scr\'r: Philadelphia
Cheesecake Crumble comes in four
varieties,

. Laughing Cow & GGo pnrtal)lr:
cheese and breadstick snack cups add
a snackable dimension to the spread-
able cheese brand.

8. Everyday Specials
The demand for more premium/
specialty foods to create

or the World®...

LET US F

Serving the entire
food industry

“We flavor the world”®

ELAUORS
LET US FLAVORYOURS!

www.carmiflavors.com |

i

sales@carmiflavors.com

800-421-9647 |
foodtechnology
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restaurant-style meals and coffee shop
experiences at home continues to grow.
Moreover, with movie/date nights, social
entertaining, gaming, and special ocea-
sion celebrations now centered around
the home, the demand for entertainment-
worthy foods will be stronger still.

Lyons Wyatt of IRI reports that
Mexican foods, wine, beer, spirits,
frankfurters, cheese, spaghetti sauce,
Energ)f dri.nks, arld Cmdy were aIIlEIng
the foods experiencing greater premium-
ization as the pandemic wore on.

DE[llaIld fl:l]' frESh ﬁSh/SEafDDd was UP
39% in January 2021 versus a year ear-
lier, according to IRI’s Consumer
Demand Index. Frozen Annasea Authentic
Hawaiian Poke Kits and AquaStar Shrimp
Ramen MicroSteam Bowls will make any day
a special occasion,

Specialty, pre-sliced, and grab-and-go
Cl]EESES EaEh Enjl:lyed Sa]ES gl'l:lwth Df
more than 20% for the year ended
January 25, 2021, per IDDBA. Rumiano

Cheese Co.'s Redwood
Coast Wild Arabian Nights
Monterey Jack cheese
includes Za'atar
seasoning,

Bruuklyn Cured’s
salamis are inspired by
cocktails; the lineup
includes a pork salami
chub that evokes a clas-
sic Manhattan cocktail
with bourbon and a
maraschino cherry
garnish.

Grab-and-go deli
meat sales growth
topped 50.7% for the
year ended January 25,
2021, pre-sliced deli

meat sales were up

27.1%, per IDDBA. Fiorucci’s new

Italian Chorizo Cantimpalo is perfect for

antipasto.

Charcuterie boards now include

Cocktail Bites
EMMENTAL CHEESE,SPINACH & RICOTTA, |
TOMATO & VEGETABLES, OLIVE TAPENADE

—

Savorly.

co‘-v‘tm\ & party b”e
é &

8 f:(.

By,

® B @

Inspired by Furopean appetizer trends, Savorly frozen appetizers are
designed to make entertaining both simple and elegant. Photo
courtesy of Savorly

breakfast, dessert, candy, and fruit com-
binations. The Roth Easy Entertaining
Cheeseboard features three varieties of
cheeses, a bamboo cheeseboard, and

Passionate ahout
the science of food?

IFT Members Putting Food Systems at the
Forefront of Sustainability Efforts

Join the new Sustainable Food Systems division if you are committed to
developing or improving food practices with an emphasis on sustainability.

As the main professional organization in food industry, IFT and the
Sustainable Food Systems division will enable existing Divisions
and IFT to play a critical role in motivating cutting edge research,

collaboration, demonstrating commitment, and recognizing
sustainable practices across the global food system.

Join an IFT Division today!
ift.org/divisions

vy
IFT

feeding the minds
that feed the world




wooden cheese markers.

Sales of upscale appetizers such as The
Fillo Factory Bacon Wiapped Wagyu Beef &
Gorgonzola Skewers are on the rise, accord-
ing to the Specialty Foods Association.

Rcfrigcratcd desserts grew in dollars,
volume, and units for the year ended Jan.

25, 2021, according to IDDBA.

Market Movers

* Act Il microwave popeorn comes in a
Mac & Cheese variety.

* Orville Redenbacher’s Pop Kit with
Movie Theater Butter is Fcrfcct for fami ly
movie nights.

9. Winning Combinations
With four in 10 meal preparers looking
for unique foods and ingredients when
preparing meals, per FMTI's grocery shop-
per cooking report, products that
combine unexpected foods, flavors, and
even dayparts are a very big idea.
Consumer interest in having plant/

Guava

Strong, characteristic
aroma, versatile.
Great color. Balanced
sweetness and acidity.
Very tropical flavor.

Alphonso Mango

100% authentic
Alphonso. Unique and
extraordinary. King
of mangoes for color,
flavor and sweetness.

APPLEGATE

WELL: e

meat blends in the meat case
(76%) exceeds the level of
interest in meat alternatives
(62%), per FMI's meat
report. Applegate Well Carved
Organic Asian Style Meathalls
pair pork and veggies and
deliver ¥4 cup of vegetables
per scrving‘ Mexican restau-
rants, including QDOBA
Mexican Eats, are activcly
adding meat alternatives to
their menus.

Nr:arly one-third of consumers think
that fusion foods such as Korean tacos are
a good way to try new international fla-
vors, per T. Hasegawa. Foods are doing
double duty as flavors. SeaPak introduced
Everything Bagel Butterfly Shrimp. The Safe
+ Fair Food Co. offers Dill Pickle Seasoned
Popcorn, and Arizona Beverages has rolled
out Arnold Palmer Ha:ff'&Ha:ff“Fmit Snacks.

Kellogg's cereals (e.g., Froot Loops),
star as Hlavors in Nestlé’s nutritional meal

The Art

Fruit Juice Purees

i Concentrates

e I T1 tropicals
L

what's possible
with

Visit ititropicals.com

CARVED. ~.

Pairing plant and animal protein, organic Applegate Well
Carved Meatballs deliver on the compony’s motto of
“changing the meat we eat.” Photo tourtesy of Applegate
Naturaland Organic Meats

rcplaccmmt drinks, Post Cereal’s singlcf
serve cereal snack packs are ready to
munch throughout the day.

American Tcginnal preparations,
including Pizza Hut’s Detroit-style Pizza,
have met with great success. Regional
barbecue sauces, such as Alabama’s white
or Carolina’s mustard and vinegar—based

Acai

Deep purple color.
Blends well with
chocolate, banana
and more. Packed
with anitoxidants.

Acerola

Clean-label vitamin C. A
distinctive tart, lime/berry
flavor. A superfruit that
blends well with mango,
peach and banana.

foedtechnology
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B THE TOP 10 FOOD TRENDS OF 2021

Online Exclusive: For more
details on trending food and
beverage sales patterns, see “On
the Road to Recovery?” inthe
online version of the April issue at
ift.org/news-and-publications/
food-technology-magazine.

varieties, are an overlooked market
opportunity,

A mix-and-match appraac‘.h in which
technologies traditionally associated with
one product category are applied to a
new and different category is a hot trend
for 2021, Think whipped milks and cot-
fees and fermented hunc}n

Brand crossovers have strong market-

place potential. Bush’s Bean Chips have

been well received. And the Sonic res-
taurant chain has partnered with
Conagra Brands to bring its Chili Cheese
Coney flavor to the meat sticks category
under the Slim Jim label.

Accurding to Datassential’s Flavor
Database, only 19% of consumers have
tried trendy mashups like chattles, which

are waftles made of cheese and eggs.

Market Movers

* Laughing Cow Blends combine spread-
able cheese with beans, chickpeas, or
lentils,

* Strong Roots switched out potatoes
inits Cauliflower Hash Browns.

* MOR snack mixes contain dried
cheese along with nuts and fruit.

* SNAX-Sational Brands’ Candy Pop
snacks pair popeorn with popular candy
brands.

10. Four-Legged Family Members
Expect 2021 to be a blockbuster year for

Help us toot
your horn!

IFT members, have you recently achieved a
professional accomplishment, such as a promotion,
certification, or volunteer appointment?

Tell us about it, and we'll share it with the [FT
community on the IFT website.

the pet food (including functional pet
tood) and supplement businesses. Sales of
pet foods and treats reached $39 billion
in the United States in 2020, per the
American Pet Products Association
(APPA),

Pet supplement sales jumped 21% in
2020 to $800 million and are projected
by Packagcd Facts to top $1.2 billion by
2025. Pet CBD product sales are fast
apprﬂaching $100 million.

LS. residents aren’t the only pet lov-
ers. European pet food market sales
topped $23 billion in 2020, per APPA.
Pets food sales in China are projected to
reach $24.5 billion by 2024,

Ncarly two-thirds (63%) of LS.
houscholds own at least one dog and 43%
have at least one cat, per Packaged Facts.
One-quarter of dog owners and 21% of
cat owners added another dog or cat to
their household during 2020.

In addition, since the pandemic

began, four in 10 dog owners and 42% of

Learn more at ift.org/accomplishment

IFT

feeding the minds

that feed the world



Billed by their developers os the first functionol beverages for
dogs, Wolf Spring waters are formulated to address some of the
maost comman gaps in canine nutrition-glucosamine, prebiotics,

and omega-3s. Photo courtesy of Wolf Spring

cat parmts say thcy are paying more
attention to their pet’s health. Immunity
and anxiety top their pet health

concerns,
Functional food/
functional pet treats
are poised to com-
pete with pet
supplcmcnt& One-
third of owners say
they are willing to
spend more for food
with extra health
benefits, Supplcmcnts
for joint health/
mobility lead the list
of most pur('hascd
pet supplements, fol-
lowed by multi-
vitamins and su[:rplcf
ments for skin/coat
and immunity.
Watch for more
human-grade and
fresh pet foods and superfoods as well as
the use of exotic/novel proteins and
alternative grains in formulations. The

U.S. Food and Drug Administration’s
most recent results of an investigation
into canine dilated cardiomyopathy failed
to show a link with grain-free foods. The
focus in the future may be on digestibility
and taurine status,

Meat /poultry as the first ingredient,
grain free, limited ingredient, high
omega-3, probiotic, antioxidant, and
allergy formulations are currently the
most pﬂ[:lular ingrcdicnt—drivcn formula-
tion trends.

Market Movers

* Nulo Challenger hearty stews for dogs
are human grade and paleo inspired.

* Plato Pet Treats Thinkers sticks are
meat sticks and include a variety made
with New Zealand lamb with EPA and
DHA for brain, skin, and coat benefits. »»

A. Elizabeth SToan, FhD, o memberof (FT and contributing
editorof Food Technology, is president, 5loan Trends Inc.,
Escondido, Calif. (lizsloan@sloantrend.com,).

Coloring food with food.

Through a gentle manufacturing process we transform fruits, vegetables, and plants into
vibrant, high-performing color solutions suitable for all food and beverage applications.

Based on the straightforward principle of coloring food with food, EXBERRY® concentrates
are Vegan, Non-GMO, clean-label and safe enough to eat by the spoonful.

Contact us today for a free color sample kit:
INFO@GNTUSA.COM | EXBERRY.COM | @GNTGROUP

04.21 - www.ift.om
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