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rispiring foodies and feeding fuglers can make the

cifference between success and indifference for

celi operatars. Yet being a foodie is such a main-
stream wend, it's hard o know whos a real foode
ard who aspires to be a foodie but has little taste for
culinary adventure

In a recent Culinary Visions Parel survey of 220
consumers by Olson
Communications,
Inz., bess than | per-
cent of the partici-
pants described themsshies
as “food fuelers,” defined as
those wheo consider food as
fuel, nothing else. Forty per-
cEnt sometimes try new dish-
es and flavors but they are
more blely to stick with their
favonte foods. Fifty-one per-
cent, the majority, described
themsalves as foodies wha
usually ar ahways like to try new dishes.

Consumers in this study were asked to react 10 some
classic Arnerican foods with an ethnic-inspired variation
based on the top three ethnic Aavor categeries — Mediter-
ranean, Latin and Asian. The categories included burgers,
pizza, chopped salad, and side dishes. Their reactions to
some specific food concepts separated the real foodies from
the fuelers. The study provided insight into which favorite
foods are ripz for experimentation, which flavor profiles are
most intriguing 0 each categary. and foods where the clas-
si¢ preparation is sacred.

Of the burger concepts presented, the Nuevo Latino
Burger was the most popular, preferred by 44 percent of
respendents, It might point to the opportunity to offer more
cheeses offering 2 range of adventure from flavorfll Ameri-
can vaneties such as Pepper Jack to authentic ethnic
cheeses such as Panela or Chihuahes aleng with Cheddar,
Swiss and Amencan favorites. Consider featuring a wider
variety of buns, rolls and condirments so customers can pick
everydhing they need.

Pizza is a category where tned-and-true Favorites such
as sausage ard pepperoni cannct be beat. Vet pizza is so
populer the category has grown to lots of diferent ethmic
vaniations. All variations scored well, but the most popular
pizza concept in the Culinary Visons study was Pan Asian
with diced chicken breast (mannated in garlic, bme juice and
cilzntro), gnlled Japanesz eggplant, caramelized onions. and
Fontina and Mazzarella cheeses, preferred by 40 percent of
respondents, Offering a special take-and-bake variety as a
limited-time offer could keep up interest i the category and
b more competitive with local restaurants,

Sicilian Chickpeas and Spinach, a Mediterranean side
dish, was favored by 44 percern of respondents. [t's often
easier for consumers to experiment with side dishes than
main courses, 5o a mare darng product might be appropn-
are with an incentive to order a sampler with a few vareties

The trick is making the everyday shop
exciting and moving beyond the
destination-only shop that's just for

special occasions.

to encourage customers to try something beyvond their
time-honared favorites

The Persian Salad of chopped romaine, seedless cucum-
ber, fresh mint, gresn onions, farro, crumbled Feta cheese
and cumin-scented lemon and yosurt dressing was preferred
by 48 percent of respondents. The second choice, scering a
44 percent preference, was the Latin-inspired Ersalada San-
tago, featuring shrimp, avo
cado, hearts of palm, roasted
com kernels and chili-ime
dressing, These results speak
to an apportunity to mer-
chandise some signature
salad cressings with specialty
cheeses and recipe sugges-
tions that can be assermbled
easity by consumers.

The concepts in the study
were chef-mspred deas that
are undoubtedly a bee more
complex than the average
consumeer might make fiom scratch at home, yet scores cver
40 percent mzke these ideal candidates for special lmited-
time cffers to create more interest in your del and build
incremental sales in already popular food categories.

Some items received interest soores in the 35 to 40 per-
cent range, indicating they may be worth watching as
emerpng trends. Among these were the Santorini Burger, a
Greek-inspired burger featuring a braisad short rib patry;
Thai Kobe chopped salad; and a Havana black bean side
dish with fried plantan.

The challenge for deli operators is to understand their
customers tastes and the product mix that will gain their
beyalty: The trick is making the everyday shop exciting and
maving beyord the destination-orly shop that's just for spe-
cial cocasions. Ore of the founders of 2 showeass operaton
in Chicago talked about the rave reviews for their offerings
and their struggle to become the regular shopping sousce for
their customers. She described the operation as a “feod
ruseurt’ — customers would admire and marvel over the
food but hesitate 1o become regular customers because the
offermgs were urfzriliar and beyord the culinary context
of mainstream consumers.

Tha solution was ret to eliminate the challengirg offer-
ings but to add mere expected items that made their cus-
tomers feel comfortable encugh to try some of the more
adventurows fare. If your store doesn't alreachy have a large
following of foodies. it may take some time for the word to
get around and bring in new customers. You can also expect
micre of your regudar custamers whe trust your deli for ther
fevorites to try a sample of something new — after all, itis on
trend tobe a foode.

The Culinary Visions Fanel includzs an annual round-
table discussion with food-industry leaders from retail, food-
service and culinary education disciplines. Thought leader
insights are used 1o eraft a series of eonsumer surveys on
emerping issues throughout the year DB
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