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trendspotters predict the
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consumers will be seeking
out in the coming year on

‘ ‘ . ’ . their quest for healthier and

more authentic food.

lavor is the No. 1 driver for all food purchases. It

doesn’t matter how many marketing dollars are

behind a product or if an award—winning chef

made the dish. If it doesn’t taste good, you can

bet the customer won’t be coming back for

more. The good news is that today what people
deem as tasty and are willing to try is broader and more
diverse than ever before. According to market
researcher Mintel, 57% of Americans consider them-
selves adventurous eaters and 82% are open to trying
new flavors (2014).

Gone are the days when people learned about new
flavors and ingredients solely from cookbooks. Instead,
social media and cooking television channels, such as
Food Network, allow people to see what chefs are try-
ing and what their friends are eating. The new “foodie”
movement has shifted from a niche group of restaurant
aficionados to nearly three-fourths of all American
adults finding themselves interested in food and food
culture discussions (Mintel, 2014). As consumers
become more educated about food, they desire new
experiences that can be found by trying new flavors and
cuisines.

As technology expands people’s reach to all parts of
the world, different cultures and ethnicities are also
coming closer to home. The increase of Hispanic and
Asian citizens in North America has created an

Flavorists, chefs, and

lavor -

eading flavor trends that

American population that is moving to a
majority-minority composition. As this
happens, the interest in ethnic foods, and
particularly lesser known regional flavors,
grows.

While consumer demand for new and
interesting flavor profiles can be challeng-
ing to product developers, it also offers an
abundance of opportunities. Having a
unique flavor is a great way to differentiate
a product from the competition. In addi-
tion, flavor translates to more than just a
tasty product; flavor can carry with it
other attributes that consumers desire. For example,

coconut water has become increasingly popular because
of its health halo as a source for natural hydration and
electrolyte replenishment. Because of its popularity,
manufacturers are introducing the ingredient into other
product categories. “The continued rise in popularity of
coconut water and the industry’s ability to create more
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mainstream appeal for this beverage by infusing it with
flavors like chocolate, mango, and other tropical blends
has given a boost to coconut as a flavor across many
other food and beverage categories,” explains Lisa
Demme, Marketing Director, Beverage Business Unit,
FONA International.

Health and wellness is just one of the macro trends
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Harissa, which is a North African blend of roasted red peppers, serrano
peppers, and other hot chili peppers, is becoming more popular in American
kitchens. © cislander/iStock

zesty citrus and mild cumin undertones,” explained
Heinz. The pepper is included in Bell Flavors &
Fragrances’ new line of pepper flavors, which high-
light a variety of global spices.

Drivers: As consumers are exposed to new ethnic
cuisines, they start to seek out more regional, bolder,
and authentic flavors. This search for authenticity is
very important to today’s consumers. It not only
translates in their desire to experience authentic eth-
nic dishes, but also in their need to know exactly
what’s in their food. Consumers want to be able to
recognize the ingredients and know where they come
from. Manufacturers can help convey a product’s
authenticity through the use of regional flavors.

Translating Trends to Market

As demonstrated with some of these trends, flavors
featured in beverages may filter down to other prod-
uct categories. “The most flavor innovation seems to
be in, and stem from, the cocktail category,” said
Cirkus. “Mixologists, by definition, are scientists,
bartenders, craftsmen, chefs, and flavorists. They’re
truly the closest the consumer can get to sampling
right ‘from the lab.”” It is also vital to keep an eye on



innovative restaurants. Chefs are
always experimenting with flavors,
and if they resonate with the din-
ers, the flavors could, in time, find
their way to superrnarket
products.

For product developers looking
to introduce one of these new fla-
vors in a packaged food item, it
would be wise to consider “test-
ing” them out in a beverage or
snack product first. “Snacks are
great because they are a low com-
mitment item for consumers. They
can buy the curried popcorn or
Bombay spiced nuts and try them
without spending a lot of money,”
said CCD Innovation’s Keller. And
given that globally consumers
spent $374 billion on snack foods
annually between 2013 and 2014,
they are always looking for new
flavors (Nielsen 2014).

While novel flavors are growing

in interest for consumers, it should
be noted that often the best-selling
flavors remain steady over time.
“I'm often asked, “What are the big
flavor trends?” My answer is always
the same. It’s never changed, nor is
it changing anytime soon—choco-
late, vanilla, and strawberry,
paralleled by cola, lemon lime, and
orange,” said Cirkus. “Anything
and everything else will come and
go, but these are seemingly staples
in leading flavor trends.” That
being said, while consumers may
want chocolate ice cream most of
the time, they are increasingly also
secking out new flavors. Perhaps a
chocolate chipotle ice cream? If it
tastes great and is in line with what
consumers are looking for, you may
have a winner. FT

Kelly Hensel is Senior Digital Editor of Food
Technology magazine (khensel@ift.org).
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