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Technomic was established in 1966 and is a fact-based 
consulting and research firm focused on the food 
industry.

Our clients include restaurant operators, suppliers, 
distributors and allied organisations.

In addition to an experienced staff, we also possess 
extensive databases on the North American and 
European foodservice markets.
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By Way of Introduction – Technomic
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Today we Want to Look at Global Trends…
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...That impact what the consumer is eating

...That impact how the operator serves
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Top Global Trends in Consumer Demand
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Foodservice globalisation

Localisation

Premiumisation

Healthy leading to functional foods

Expandinging daypart demand
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1. Globalisation
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Top Global Companies International US

60% 40%

38% 62%

35% 65%

82% 18%

48% 52%

% of Sales

Global markets considered strategically important, are driving 
growth for these chains
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Many Smaller Chains Look Globally For 
Growth As Well
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As domestic market growth slows, more chains will look to 
new countries, further blurring the lines
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2. “Local” Is Major Factor That 
Consumers Associate With…

6

fresh

natural

healthier

artisanal

high quality

socially 
responsible

better

sustainable
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3. Healthy Trending to Functional
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• Low calorie

• Low fat

• Low saturated fat

• Not good tasting

• Denial

• Wholesale

• Natural

• No preservatives

• Made-to-order

• Nutritious

• Better-for-me

• Moderation

Yesterday Today

“What you can’t have” It’s All About “Fresh”

“Fresh” is the new “healthy.”
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What Does “Healthy” Mean Today?
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NATURAL/
UNPROCESSED 

NUTRITIONAL/
FUNCTIONAL

QUALITY 

“LOW IN” 

Additive 

Avoidant 

Health HaloTraditional
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Healthy Can Mean Tasty
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Seasonal

Artisan

Made from scratch

Premium

Local
Homemade

Fresh

Real
Unprocessed

No artificial 
sweeteners

Organic

Contains a serving of 
fruit

Natural

Sustainable

Contains a serving of 
vegetables

Low trans fat

Low sodium/salt

Gluten free

Low fat
Low calorieLow sugar

Less Tasty

Less Healthy
More Tasty

More Healthy

High in protein
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4. Expanded Daypart Demand
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Daypart driving tactics include:

Happy hour

Late-night

Snacking

Breakfast

Consumers demand food at all hours; operators look to 
daypart expansion to drive incremental sales
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5. Premiumisation
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Ethnic ingredients and 
cooking methods

“Real” ingredients,
local sourcing

Hand-crafted
preparation

Authentic = Quality
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Spotlight on Fast Casual
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Fast 
Casual 

Appeals

Food 
Quality

Fine
Ingredients

“Fitter,”

Wholesome 
Food

Fresh

First-Rate 
Décor

Fair 
Price

Fast 
Service

Friendly 
Employees

Flexible 
Offerings

Full View 
Preparation

The 10 Fs of FCR
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Fast Casual Will Take Share From Other 
Restaurant Segments
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Polished

Fast Casual

Traditional CDR

<$9

QSR

$9-$14

Polished CDR

$8-13

MSR

$20-50

$12-20
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Top Operational Trends
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Transparency and food safety

Customisation

Technology

Grab-N-Go

Building value beyond price
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1. Transparency and Food Safety
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Products

 Ingredients, 
additives

 Growing, 
processing 
methods

 Origins

 Sustainability

Pricing 

 “True” net cost

 Unbundling

 E-commerce

People

 Living wages

 Fair trade

 Diversity

 Executive 
compensation

Radical Transparency Becoming Imperative
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Sustainable

Chipotle
“Food with integrity means serving the very best 
sustainability raised food possible with an eye to 
great taste, great nutrition and great value”
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2. Customisation

17

51%
say customisation is important in creating good value

Especially WOMEN And those UNDER 35

Customisation means value for consumers
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Subway:

Your Own 

Creation
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Fast Casual 

Excels at 

Customisation
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3. Technology Changing the Game
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Beyond Websites and Mobile Apps
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IN-STORE TOUCHSCREENS

 Avoid app “clutter” of smartphones

 Facilitate server interaction

 Offer better visual appeal, navigation

 Improve through-put  

 Capture various payment methods
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4. Grab-N-Go
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Source: Technomic Consumer Survey

1 More options

2 Less time to cook

3 GNG is higher quality than ever before

4 Now part of my routine

5 Less time to dine-in at restaurants

6 Improvement to GNG packaging

Top Global Consumer Drivers for GNG

“Food everywhere” means more competition for operators from non-
traditional venues
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5. Building Value Beyond Price
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Price

 Discounts
 Loyalty marketing
 Meal deals
 Specials

Food and Beverage

 Preparation
 Taste
 Uniqueness
 Variety
 New products

Hospitality

 Accuracy
 Attentiveness
 Server knowledge
 Speed of service

Ambiance

 Comfortable
 Contemporary
 Friendly
 Clean, sanitary environment
 Quality image

Focus for 
many

Food + Hospitality + Ambiance
Price

Value =
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Final Thoughts
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World getting smaller; trends converge as markets 
mature

Critical to watch not only domestic market but what 
happens globally

Everything discussed here has been observed in Ireland
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Please Contact Me With Any Questions

David Henkes
Technomic
Managing Director and VP
001-312-506-3927

dhenkes@technomic.com 

www.twitter.com/davidhenkes

www.technomic.com 
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