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Foodservice Ideas in a Flash

From fresh to foodies, experts share big ideas to push foodservice boundaries

SCHAUMBURG, lll. June 27, 2012 -- It's amazing how much insight one can share about foodservice in
15 minutes. Three speakers at the 2012 Foodservice at Retail Exchange, held this week in Schaumburg, |lI.,
were tasked to do just that: Share a big idea in that small time frame.
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Foodies were the big idea for Sharon Olson, executive director of the
Culinary Visions Panel, a Chicago-based research firm that provides
insights info new products, menu development and emerging trends.

The group surveyed 2,000 foodservice consumers over the past year to
determine what makes a foodie tick compared to the mainstream customer.

As Olson explained, foodies have a “zest for culinary adventure,” and can

be defined best by their behavior--always or often wanting to try something

new. It's a valuable demographic for retailers to attract, she argued,

because foodies are the first to try new items and love to talk about their r
experience.

Some of the more interesting findings: While the mainstream consumer
may be drawn to sweet and salty comfort foods, the foodie consumer

is drawn to ethnic foods and those with bitter, sour and umami (savory)
characteristics. They value quality, brand names and healthy items on the
menu, whereas mainstream eaters tend to place a greater emphasis on
price.

At convenience stores, the foodie judges items by quality, past experience
as well as a combination of price and convenience. More of these
consumers rate healthfulness as an important atftribute to see on a menu,
but like the mainstream eater, want it on their own terms, reserving the
option to indulge.

What is a way to offer both mainstream and foodie customers an attractive
item?¢ Take dark chocolate as an option, said Olson, noting it offers not
only the sweet for mainstream eaters but also a bitter edge for those with
foodie tastes.
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