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Slide 3 – Intro: 

Thank you; 

it’s great to be here. 

You are going to see quite a bit of the Food Channel here, since our team is covering the event in order to bring you some of the in-depth stories you might otherwise miss.
Slide 4 – Menu Trends

We’re going to take the next 45 minutes or so and talk about food. 

You’ve heard from the Hartman Group, so let’s take some time to build on that and show you what the food of the near future is starting to look like. 

We’ll look at the past, 

at what makes a memorable meal, and at the future... 

Slide 5 – Credentials: Our Perspective

As the Food Channel, 

we have access to a lot of opinions. 

People write in every day to tell us their opinion of what they saw on TV, or to comment on a story on our website, or to tell us about their mother’s cooking. 

They also tell us about their favorite restaurant, 

or their favorite new product, and we learn a lot from them.

We read. 

Cookbooks. 

Magazines, 

Trade pubs, 

trend reports, 

perspectives, and 

food bloggers.

We cover shows, 

like this one. 

That’s how we stay on top of new products and know about what’s coming – like Smoked Olive Oil, and Fennel Pollen, and Chocolate Mint Water.

We also learn a lot from our own restaurant tours. 

We have a database called iRaves.com that allows restaurateurs to have something close to a Facebook exchange with their customers, and potential customers. 

CultureWaves, with a food knowledge application from our culinary team, 

is the underpinning for all of our content. 

It allows us to look at consumer behavior through a particular set of filters and anticipate what’s coming next. 

That’s how years ago we said hamburgers were getting bigger, in spite of the fact that dieting is bigger than ever. 

And that mini’s would be huge, in spite of American’s tendency toward 

over-consumption. 

All of those things lead to our trends.

Slide 6 – Decade in Trends

We looked back at the top foods, flavors, restaurants and more. 

Slide 7 – Top 10 Foods of the Decade
To recap just a bit, 

have you seen these foods on the menu lately? 

Sushi. Bacon. Cupcakes. Sliders. Gourmet Burgers. 

Slide 8 – Top 10 Flavors of the Decade
How about these flavors – Pomegranate, cranberry, ginger. 

These flavors aren’t going away – in fact, they are becoming mainstream. 

How many of you offer a pomegranate tea? 

Or have flavored something with bacon? 

Or are using dark chocolate instead of milk chocolate? 

And some of these flavors are just hitting menus after a couple of years in development. 

Hibiscus. Wasabi. 

It’s not just for sushi anymore.

Slide 9 – Top 10 Restaurant Trends of the Decade
The fast casual concept. 

Tapas – even if you don’t offer them, they’ve influenced you and your menu portions. 

The gastropub. 

Clandestine dining – 

if you know where the taco truck is going to be, you are a true foodie. 

And how about the new bar food? 

We don’t think that’s over yet—upscale bar food is big. 

So if you are just serving chips and peanuts at the bar, start thinking sushi and small bites.

Slide 10 – Trends of the Decade
There are more decade trends – just look at foodchannel.com if you need to catch up.

Slide 11 – Looking Forward

OK, let’s look forward now. 

Last November we put out our predictions for 2010. 

Slide 12 - #1 – Keeping it Real

You’ve heard about the economy, right? 

This trend is about the return to basic ingredients. 

Back in 2008 we told you that people would be eating more at home—bad news for restaurants, and to your credit, you’ve done a lot to combat that. 

It’s why my husband and I go to Applebee’s for the 20 for 20, or Chili’s $9.99 fresh pairings, or TGI Friday’s $12.99 starter, entrée and dessert. 

But this trend isn’t about cost anymore. 

It’s about pure, simple, 

and sustainable ingredients. 

If we aren’t careful as a restaurant industry, people will stock those in their pantry because they can’t depend on you to deliver. 

This trend is about a shift from convenience foods to scratch cooking.

So, if you use local produce – tell your customers. 

And mix it up – we have evidence that ingredients such as sweet corn are being used in corn puddings, 

corn cupcakes, sweet corn cream pie.

Did you know that chickens are American’s cool new pet? 

That’s what “Backyard Poultry” tells us – people are raising chickens for the fresh eggs. 

How fresh are your eggs?

How about olive oil? 

There are now many restaurants that offer tastings of olive oil, and themed menus based on extra virgin olive oil have become 

“the in thing.” 

It’s one of the top questions we get at the Food Channel – can you tell me the meaning of EVOO and how do I use the different flavors of oils? 

Are you telling people when you are using grapeseed oil, and helping them understand the difference? 

And, have you heard about the new smoked olive oil being produced in the states for the first time, in California – the Sonoma, the Napa are the two standards. 

I prefer the Napa.

Slide #13 – Experimentation Nation
We are a nation that wants to try new things. 

Restaurant concepts are in flux as people redefine what going “out” to eat means.

Gastropubs, fusion dining, shareables, and communal tables are all being tried. 

New concepts around “fresh” and DIY will do well. 

There is hope - we’re beginning to see some creativity, around eating out. 

Like KFC’s first-ever float-thru restaurant found on 

Lake Michigan just off 

Oak Street Beach in Chicago. 

It was temporary, 

but interesting - Boaters and jet-ski enthusiasts could sail over and try some of the new choices from the Colonel’s Ultimate Value Menu.

Like the restaurant that is a Scramblers by day and an Italian restaurant called Andoro by night – sharing space and customers. 

Or the Japanese trend of TACHINOMI – standing up in the bar instead of sitting down, where they say it’s easier to move around and meet people.

Like what PF Chang’s is dong with the True Food Kitchen in Phoenix, offering locally grown organic produce, wild or sustainably harvested fish, and hormone- and antibiotic-free chicken, turkey and beef.

Or the number of chains offering wine and beer including Burgerville, who’s CEO was quoted as saying, “We simply wanted to create a different kind of dining experience.”

And Chipotle now sells beer and margaritas. 

And, what Ruby Tuesday is doing with its four-course brunch is pretty cool. 

Brunch used to be reserved for white linen table places in fancy hotels. 

Now I can get biscuits, 

and berry yogurt parfait, 

and mini benedicts – 

crab cakes, 

or salmon cakes, 

or chicken or steak – 

or quesadillas, or steak and eggs – even cranapple crepes or omelets, plus a gourmet cookie or cheesecake at the end. 

And you can get it with alcoholic or non-alcoholic mixed drinks - including the Pimosa made with pomegranate juice. 

That’s something unexpected. 

Of course, if you really want to experiment, offer your customers a Szechuan Button or a crispy fried grasshoppers enjoyed in a corn tortilla with salt, lemon and perhaps a bit of salsa.

The point is – 

people want to experiment. 

Are you doing that?

Slide #14 – More in Store
Grocery stores are gaining 

on you, and you are 

fighting back. 

Familiar restaurant chain brands are showing up in the aisles of supermarkets. 

With more families eating at home instead of dining out, some chains have decided to take their brands to the store.

Starbucks Corp. launched a line of coffee-flavored ice cream sold in the grocery frozen foods aisle, and Burger King is selling Starbucks.

Burger King has also announced plans to begin selling Apple Fries in the produce section of grocery stores.

California Pizza Kitchen began offering microwaveable Flatbread Melt sandwiches through a licensing agreement with Kraft Foods.

Dunkin’ Donuts has begun selling its coffee in supermarkets across the U.S.

T.G.I. Friday’s has been successfully marketing many of its popular appetizers such as mozzarella sticks.

What are you selling? 

And where are you selling it?

Slide 15 – American, the New Ethnic
This is all about flavor delivery. 

Immigration has come 

to the plate, and we are

now defining a new 

Global Flavor Curve. 

The latest flavors are coming from the great American melting pot. 

There are four types of flavor experiences: 

we call them 

The Burst, 

The Richness, 

The Welcoming, 

the Experiential. 

Each of these has an emotional component – 

it’s as much about emotion as it is about the taste buds. 

So, your heritage comes into play when you eat. 

The other night I had a 

Thai-rito  -- 

a burrito at a Thai restaurant. 

Pan-Latin is growing, 

with Seville oranges part of the trend toward more citrus flavors that we are seeing. 

And, the Culinary Trend Report ays that Aji Amarillo chiles will replace the chipotle chili. 

And, have you had Sofrito sauce yet? 

We understand California Pizza Kitchen offers a Korean barbecue beef pizza; 

Chicago restaurant Blackbird has added kimchi to its menu, 

and we expect more Korean influence - in part because of what we saw showcased at NRA last year with support from the Korean government.

And there is a restaurant on Staten Island that has hired Italian grandmothers to cook. 

Are you letting your melting pot show?

Slide 16–Describe Your Favorite Meal... with Passion
Let’s pause for a minute – 

let those trends soak in, 

and talk about food passion. 

If you ate at Blackbird or 

Avec and had kimchi, 

or Wood-oven braised pork shoulder with chestnut-bacon dumplings, buttercup squash, puff pastry and fresh herbs or Housemade brioche and duck sausage with spiced sugar, roasted beets and housemade butter... 

you’d be talking about it.

What’s the last meal you can describe with passion? 

Slide 17 – the Mooring

Here’s a meal I can describe with passion – a restaurant called The Mooring in Newport, Rhode Island. 

I ordered lobster. 

Maine lobster, to be exact, baked with scallops AND shrimp with a marvelous crab stuffing, served with warm drawn butter. 

I’ll never forget the surprise of that scallop, tucked inside the crabmeat and perfectly done. 

It’s been years, but it’s still top of mind.

In our town, we have a 

place called Touch. 

They offer a special for $15 with appetizer, entrée and dessert – and the killer appetizer is bacon wrapped dates. Killer. 

And, anyone ever have high tea at the Empress Hotel in Vancouver, British Columbia? 

It was just profiled on the Today Show in conjunction with the Olympics. 

I did it for my 20th wedding anniversary – and will never, ever forget it. 

They seated us by a window overlooking the gardens, brought us plentiful helpings of sandwiches and 

Earl Grey tea. 

I remember cream puffs, 

and petit fours, and salmon spread and fresh strawberries. Memorable.

Slide 18 – Taco Bell image

I can also describe Taco Bell with passion. 

When our kids were in high school, it was our fall back location – you know, 

when you turn to each other and say, 

“Where do you want to eat?”  

“I don’t know, 

where do you want to eat?” 

It got so bad that our family agreed that whenever 

we couldn’t decide, 

we’d go to Taco Bell. 

I love the variety, 

the consistency, 

the flavors, the cleanliness. 

I have passion for how Taco Bell makes the decision easy.

Slide 19 – Lindo Michoacan in Vegas

One more – from Lindo Michoacan in Las Vegas, where we did a Raves & Faves restaurant tour. 

This is the place that had a cognac chicken that made our whole crew pause to say “Yum.” 

In fact, it stopped us in our tracks,  looking at each other with eyes wide open, surprised at how chicken could be transformed.

It’s about the unexpected. 

About being unforgettable. 

Keeping it real, experimenting, 

showing up in unexpected places, with unexpected flavors. 

 [More Memorable Food

Here’s a quick look at some other memorable food, 

that might help you be aspirational in your thinking.

Slide 20

The seafood sausage from Watermarc.

Slide 21

The molecular gastronomy from Alinea – bacon on a swing, wrapped in butterscotch. 

Iberico ham smoked at the table. 

Lobster paired with popcorn, tied together with a capsule of butter that flavored each side of the plate.

Slide 22

The matzo ball soup at Jerry’s deli – comfort food at its finest.
Slide 23
The stuffed lobster at Bluewater Grill – where Chef Brian Hinty says the sign of success is an empty plate -and where they are quick to identify where their seafood comes from.

Slide 24 – Food Vetting
Which takes me back to the trends. 

#5 is food vetting – 

do you know where your food has been? 

We want to know that we are eating the right things, 

that our food is safe, 

that we are not ingesting pesticides or anything that will someday prove harmful.

Did you know you can track your Lay’s potato chips? 

80 farmers in 27 states grow the potatoes used in Lay’s chips. 

You can track them at lays.com through a 

“chip tracker.”

And, will sushi without bluefin tuna still be sushi?

We call it the 

“new luxury food” because it can be more expensive to include that traceability into delivery, but we want it anyway. 

It’s everything from looking for mercury-safe seafood to wanting to know that humane treatment was given to farm animals. 

It’s about Fair Trade chocolate and spices.

And, you should think about putting it on the menu.

Slide 25 – Mainstreaming Sustainability
In 2010 we’ll see people and companies becoming sustainable for authentic reasons; they are doing it to make a difference.

Consumers are learning about the benefits of leaner grass-fed beef and asking for it at their favorite restaurants.

Carl’s Jr. has a “green” restaurant in Calif. featuring Energy Star rated equipment, solar reflective roofing panels, a rainwater reuse system, 

a smart irrigation system for landscaping, and LED lighting for the parking lot. 

The company also put in a bike rack, and a shower for employees who ride their bikes to work.

The Green Restaurant Association announced that 110 of the country’s most well known institutions have pledged to become Certified Green Restaurants®. 

Restaurant Associates, 

which manages cafes and eateries in America’s landmark museums and galleries, has taken the unprecedented move of creating a five-year partnership with the Green Restaurant Association to green the operations of all of its current and future locations.
U.S. Foodservice has done a whole series on sustainability, highlighting how packaging – for takeout, catering, 

and so on – can be more environmentally friendly.

Slide 26 – Food with Benefits
Do the words “gluten free” 

or “allergy free” 

strike fear in your hearts, 

or are you prepared? 

And it’s not just what we leave out, it’s nutrients that we put in. 

People’s expectations are high here – they want it all. 

Safe, healthy, and beneficial.

It’s why you are getting Nescafé with Collagen in Singapore. 

The new product, targeted 

at women, contains coffee, 

skim milk and 200mg of collagen.

It’s why a company called VitaminSpice has developed a line of spice and vitamin blends in the form of seasonings that can be sprinkled on foods for a vitamin boost. 

So far there are four multivitamin-fortified seasonings: crushed red pepper, ground black pepper, granulated garlic, and cinnamon.

We saw a product at the Fancy Food Show – 

Slow Cow – 

that is a stress relieving drink. 

On the one hand you could get a Monster energy drink, and on the other a Slow Cow.

Or, go for Fever – 

it’s a 100% all-natural, 

non-carbonated beverage that claims to offer numerous health benefits to enhance body wellness. 

Plus, the makers of Fever claim that it “balances the central nervous system and enhances libido, providing an overall feeling of euphoria and pleasure.”

Or, how about this – 

if you cater to the teen crowd. 

A company called Frutels is offering Acne Care chocolates to reduce the presence of pimples. 

Packed with antioxidants and micro-nutrients, they say the chocolates assist the body’s defenses and clear up the skin from within. 

The company recommends a dose of two to five chocolates per day for quickest results.

Slide 27 – I Want My Umami

This is about adventures 

in flavor, too. 

We all love the juxtaposition of lobster with macaroni and cheese. 

That’s a trend in and of itself: the whole idea of formal and relaxed going together, 

in one event, one meal, 

even one dish.

Call it food hacking if you want – it’s stacking onion rings on a burger, not beside them. 

You can also expect more game meat, and smoked food is gaining traction. 

Think about Mood foods.

Umami is defined as that indefinable that gives depth 

of flavor to food – 

taste, in other words. 

It’s supposedly triggered by the savory. 

Japan finds it in seaweed. 

Italy, Parmesan cheese.  

It even comes in a tube - 

with ingredients that includes pulped anchovy and mushrooms. 

And, if that makes you hungry, take another bite of your Kit Kat bar – 

they introduced a candy bar that contains apple-carrot flavored sap squashed between chocolate covered wafers.

Of course, 

the hottest new flavor on the culinary scene is hibiscus. 

If you don’t have it on your menu yet, you probably will.

Slide 28 – Will Trade for Food
Heard of Community Supported Agriculture? 

People trade working in the field for fresh produce. 

What have you got to barter?

At Artichoke, 

a restaurant in Great Britain, they trade vegetables for wine, accepting things like wild garlic, squashes, 

curly kale, rosemary, 

and wild game. 

And, more than one restaurant has experimented with letting their customers decide what to pay. 

No menu prices. 

Diners pay what they think is a fair price.

Slide 29 – I, Me, Mine
At the Food Channel, 

we have a couple of rules when we eat out as team. 

#1, no one orders the same thing. 

#2, we order from all parts of the menu, which means we get appetizers and desserts, too.

We share, 

but we each get our own -

at least entrees.   

Because we all have 

different favorites, 

and flavors that we like. 

And people want their personality reflected in what they choose on the menu. 

One of my current favorites is Flat Top Grill, where I can go in and order any daypart and choose all of my components. 

The era of “it’s all about me” hasn’t ended just because of the economy. 

We’re making our own cheese, our own concoctions, experimenting, and reflecting ourselves in what we eat.

Slide 30 – iPhone 

One more quick trend – 

social media. 

I touched on it with the 

Taco Trucks, which 

Tweet their daily location. 

Are  you using social media to connect with your patrons?  

Restaurant City is an online social game where you can open your own restaurant and enjoy the trials and tribulations of dealing with menus, guests and overflowing restrooms, 

all the while employing your friends as waiters and chefs.

Last I checked it was one of the top 10 most popular games on Facebook with over 10 million people using it…

that means 10 million virtual restaurants.

And they can’t eat the 

food there. 

So, what are you doing to get them to hang out virtually and in reality with you? 

Slide 31 – Andy Ford
We are going to give you some tips that are all about the new Global Flavor Curve in the break out sessions coming up. 

The Burst. 

The Welcoming.

The Richness. 

The Experiential. 

In fact, Andy Ford is Chief Insights Officer for NOBLE – Andy come up here and tell them what to expect next.

Slide 32 – Global Flavor Curve

Slide 33 – What You’ll See in QSR  

SHORT RIB SANDWICH
Slide 34 – What You’ll See in QSR 

Candied bacon.

Slide 35 – What You’ll See in Casual Dine

What happens when you deconstruct tuna casserole to make it into something new?

Slide 36 – What You’ll See in Casual Dine
Is it a pop tart, or a pot pie?

Very quickly, 

I want to leave you with dessert. 

Slide 37 – Beer and Bread Pudding

You are, hopefully, doing some of those in your restaurants. 

So here’s a quick teaser – have you thought about beer pairings, like this one with a chocolate bread pudding made with a dark stout, 

and paired with one as well? 

The chef actually told us that the flavors would 

“dance on your tongue.” 

Bread pudding is still growing and taking new shapes – 

in fact, in one of the break out sessions you are going to see a flight of bread puddings. 

There are a lot of new products and ideas out there. 

Black Garlic.

Vanilla Sugar.

Miso Salad Dressing.

Non-alcoholic (virgin) wines.

Something called Purple Haze – a cheese, with lavender and fennel pollen.

European style yogurt, 

and sheep’s milk yogurt.

Truffles rolled in bread crumbs, and prosciutto made from beef. 

Pre-packaged Indian food.

Hibiscus tea.

Grill honey.

Passion fruit caramels.

Pomegranate martinis.

Agave.

Wood roasted coffee.

These are the products people are buying to upscale their at home dining experience. 

These are what you either have to compete with, or adapt for your restaurants.

Slide 38 – Elways
The other day, 

we went to Elways in Denver. 

I was there with three food professionals. 

Here’s what they said as they pushed back from the table.

“This was a memorable meal.”

“This is something to talk about.”

“That Brussels sprout hash – who would have though of that?”

“This made an impression.”

It led us to talk about some of our other memorable meals – some of which I’ve already shared. 

But here’s what one of them said:

Slide 39 – crepes

“It doesn’t have to be steak. 

My wife and I went out for pancakes the other day. 

Hers were flavored with lemon zest. 

They were so light, 

with just a hint - 

they were unusual. 

That’s the meal she can’t stop talking about.”

Slide 40 – Watermarc

We had a citrus fennel appetizer at Watermarc in 

Los Angeles that was so good, one of our producers tried to make it at home for her boyfriend. 

And I fell in love with the bread pudding made from chocolate croissants – 

so much so that I spent 

$35 on croissants to try replicating that dessert for a crowd of people.

When’s the last time someone fell in love with your food to that extent?

When I go out to eat -

Taco Bell aside - 

I love to ask our server, “What’s the best thing on the menu?”

The answers I get are, “Everything’s good.” 

“I don’t know.” 

“I just started here.” 

“I don’t eat meat.”

What would you answer, 

if I asked you, 

“What’s the best thing on your menu?” 

Can you describe something with such passion that it would take away all doubts about my choice? 

Can you not worry that I won’t think the other things aren’t good - and give me a recommendation with feeling?

I want to eat in your restaurant, and walk away with a memory. 

Today’s consumer is collecting memories. 

Rule #3 when you eat out with The Food Channel is, 

no one touches their food until the photo is taken.

Who’s taking photos of your food.

Slide 41 – 

So a few rules just for you:

#1: Always make it about the food. 

If you are asked what’s great about your restaurant, 

tell us about the food. 

Not about how great your staff is, or the training you provide, or any of your HR or business smarts. 

No, tell us about the food. 

It’s what we’re there for.

Slide 42
#2. Give Us an Experience. 

Make something memorable. 

Slide 43
#3. Present it well. 

I can cook at home. 

I want beauty, 

and to be catered to, 

even if I’m ordering with an orange cafeteria tray in my hands. 

IT'S ABOUT THE FOOD.

Passion... and boredom. 

We see both sides. 

People can either recite every detail of the food they’ve eaten, or they can’t remember what they had for dinner two nights ago. 

Slide 44
It has to be about the food. 

Help your clients make it unforgettable.

Help us all make memories.
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