Looking Ahead
Food Culture 2012

Inrlnlnn' |



2 K 0Qa LyaARS

Introduction

The Trends:

A Food Culture 2012

A Health & Wellness

A Product/Ingredients

A Retail

A Dining Out

A Sustainability and Packaging
A Technology

A Key Takeaways

Looking Forward b Food Culture 2012 © 2011 The Hartman Group, Inc 2 7\‘



Introduction

Wel NB SEOAGSR G2 aKENB 4KEGQa 3I2Ay3 2y Ay
2012LF F 3t yOS 0 SydzYSNIG0SR GNBYyReée Ftl @21
on the Internetwhereyou can find that. As the leading expert in consumer culture and food
culture, we take you beyond mere fads in the industry, offering a richer, more insightful
perspective and examine the underlying force behind how consumers eat, shop and live

Here we explore what is shaping our fasoving food culture, the future of health and

wellness and what the real problem with gluten is all about. From the future of snacking to
going beyond organic, we analyze the cultural forces at play to determine whether something
Is a flash in the pan or has real lasting significance in consumer culture. To give a little conte:
our take onTrending Ird A gS a lyzet SR3IS la G2 o6KI uQa 3I2.
whileTrendingOuR2 Sa y 20 ySOSaal NAfe& YSIYy A0Qa y?2
the bend.Comelook through the lens of the consumer and food culture to find out\Wieat
andWhybehind the trends of 2012

As always, we welcome your thoughts and comments. Feel free to reach out anytime and tel
us what you think we either nailed or missed.
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Food Culture 2012



Food Culture

! YSNAOIY [/ dzZAaAyS A& A
Innovation, routinely outstripping the culinary
Odzf 0 dzZNBa FTNRY gKAOK

-David KampThe United States of Arugula
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Food Culture Today

To stay ahead of the food culture curve, one must look bey®mil Apjgtit and Saveutto the
proliferation of niche food magazines offering deep categorical information with a dose of fun and

entertainment.
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discover the origin
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Chefs the Food Educators of OurTime

G2 S OK Shaw respéngibilities that transcend our knife skidbst

RenéRedzepiNoma Copenhagen

Chefs arencrediblyimportant future leaning reflectorsof where foodflavors,
preparationsand health are headed.

edible
education

We're heading for a vastly different food experience,
in our lifetimes.
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The New Local

Eating From Your Landscape PR~ |

Mark Marhefka

Goingbeyond local and seasonal, the foraging trend will move
from restaurant to kitchen table in the coming year as food
enthusiasts take trowel in hand for someild ONJ F O A Yy 3 @

grouper fishing boat and sea!
3 dealer located in Charleston,
Caroling. In addition to their
"  oporation we operate a Comr
Supported Fishery Program ((
which gets fresh fish from the
A directly into the hands of the
M and skips the middlemen.

% WEBSITE

At Husk in Charleston, SC, Sean Brock isreusgng the cooking &8 ek 4\_

A 2

YSUK2ZRA 2F GKS {2dIKQE |y iS0 S

foragersand historians taescue heirlooms from obscurity or
extinction. His efforts have garnered him Bon Appétit's 2011
Best New Restaurant award.

GA THIERS
Takeaway:

FromFarm to Fork, Field to GlaasdBoat to Tablechefs around COOK

GKS ' { KIS 0SSY AYaLANBR o0& . NESURIEEIEIECIN 11 4 >
NEIA2YyaQ &ALISOAL f QnefSandfbod R f 2 OF f
enthusiastsare more interested in ingredients than ever before,
includingpurity, freshness, simplicity aneéthics in cooking.

H ANK &S HAW
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Scarcity Over Ubiquity

Consider the culinary food truck. Broadcasting their location via
Twitter, theycreate excitement through pursuitby offering food we
have to find, or even chase.

Foodtrucks are good athanaging scarcityThe Rickshaw Dumpling
Truck makegself hard to find. There the sensahat we might never
have a chance to eat their tasty dumplirgggain In turn, we want
them all the more.

Partof the McRib'sappeal is its scarcitjicDonald’s keeps it locked

up mostoftheyeara 2 6 KSYy A uQa GNRGGSR 2
consumers want it because th&/2 y Qi |1y 296 oKSYy Al
way again.

¢ NI RSNI w2SQa 3ISySNI GSa &&afieldSYSyl
hunt. You never know if the Thai chili seasoned nuts you so love will
be there on your next trip.

Takeaway:

Consumers arsayingthat they prizescarcity over ubiquity, novelty -1ORY
over the guaranteed sameness of legacgnds anddrama over i 0 A A7 T ) 24
utility. Consumers arwiilling toembrace brands that take a little

more effort, especially if that effortewards them with something

that is exciting andare.*

*Grant McCracken, Harvard Business Review
-,
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Is Bigger Really Better?

Smallis. S| dzii A F dzf €

E.F. Schumachehk Study in Economics As If People Mattered

Small is somethinghore than weightmanagement driven
portion control. Small is a conscious reaction to the traditional
American maxim that bigger is always better, a rejection of
ASEOS&aaoé

Consumers are coming to appreciate that there is a wisdom in
smallness as we savandappreciate less is more

Many legacy brands are launchisigpallersizingat lower prices
that isbetter for the pocketbook and the environmentKraft is
implementing this with their Trident brand by launching smaller
five-stick packs for 50 cents.

Takeaway:

Doing smaller right can actually enhance quality cues, imbuing
sustainability and social responsibility.
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Health and Wellnesg The Big Picture

Increasingly, as studies find that It diets for health and lovsodium diets
for hypertension have little efficacy, thereisdaNBS | U0 SNJ 2 Odza 2
genetic makeupand their response to specific foods and ingredients. This
emerging area of nutritional genetics (nutrigenomics) andJS NB& 2 y I £ A
y dzi NJwifi lkélybé a major theme throughout the 2tentury as we try

to unravel and understand theomplexitiesof individual genetics, including
diet and specific healthsks.

¢CKAA O2YSa ad I 0 k¥Sn a ffe fiighdTyiislzafeidital A
celebratingor demonizingparticular ingredients at the expense of the food
itself, allowing the popularity oprocessedoods(e.g. potatochips with
addedfiber) to flourish while whole, real foods in the produce section remain
uneaten. We have seen consumers begin reacting to nutritionism with
skepticism towards overtly scientific functional foods.

Takeaway

Theintersection of genetic and medical scieng@ provide us withinsight

into creating customized diets specific to our personal neetiber than

adhere to a onesizefits-all, generalized, betteffor-you diet, which is often

futile and detracts from a higher qualitf life. Asthis knowledgespreads, 5 L
expectt Saa RSYIYR FT2NJ ao0S00GSNI IneNdtid@ 2dzé LJ Ol ISR
less processedhigher qualityfoods.
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Consumers Continue to Define Health apd Wellness as a
al AIK wvdzI £ AU é 2 T [ A TSE

Real butter Margarine

Grassfed meat Processed soy protein

Sea salt Low Sodium

Healthy fats Fat Free

Stevia £ CSRI . Artificial sweeteners
Chicken thigh/dark meat ) ﬁ e mowsven s Chicken breast/white meat

Local, seasonaluperfruits Superfruitsfrom afar

Whole eggs, cage free Egg whites
Farmstead cheese Processed factory cheese
The Family Dinner Activities trumping meal time

The Other White Meat

~ Heirloom marbled pork
Fresh produce Excessive supplements
§ Portion control Elimination diets éarbs, sugar, wheat)
i Dance/Zumba Treadmills
Craft beer Ultra Lite beer

Kettle potato chips Baked potato chips

Eating dark leafy greens Drinking wheat grass shots

Looking Forward b Food Culture 2012 © 2011 The Hartman Group, Inc 13 i“



Diets Happy, Slim and Well Rested

TheHappiness Dietppeals to the tired, cranky and foggy

headed among us, focusing foods de3|gned to booshood--

andf 284S a42YS LRdzyRa® wSO2YYSYyRI
appeal to consumers looking for benefits beyond aesthetic
weight loss.

What: Omega 3s from seafood, red lycopemeh foods such as
tomatoes and watermelon, inflammatiereducing beets, and
endorphininducing chile peppers make their list

ThePaleoor PaleolithicDiet appeals to consumers willing to
eliminate whole categories of ingredients to shed the weight,
followed by the desire to alleviate chronic health conditions

related to systemic inflammation;

What: It focuses on grasted meats fish,fresh vegetables and
fruit, roots and nuts. It excludes grains, legumes, most dairy
products, salt, refined sugar and processed. @daining much
appeal as an updated version of Atkins.

Ultimate R&R DreamyMeal
MonastrellRestauranten Spain serves a
aLISOALFE aaf SSLI YSydz
cure insomnia. Courses include grilled
Consumers consistently remark on the desire for mRest and octopus, pumpkin lasagna, turbot with
Rejuvenation lemony calamari, lemon sponge cake, and
olive oilsorbet.

What: Luckily, thisnighttime restorative diet makes combo
recommendations suchspopcorn andcherryjuice, oatmeal
with banana and milk, or yogurt with nuts seeds.
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Ingredient Trends

Contains beneficial
Lauricacid

GMO, highly

CanolaOill
processed

Coconut oil

Believed to contain
higher fructose than
HFCS

Still a staplesymbolic
2T PpnQa KSt

Cheaper,
tasty
butcher
cuts

Naturalincreasingly
U dzNJ f hla®meaningless
S R¢ cwrddtaiion in meat
category

Sustainable use of
O K2YAYLIf E
trusted source

Z
[
>
D¢ i

Ngturally fe_rmented Probiotic Often contains sugar
. milk, contains much : o
Kefir enhanced and modified corn
higherlevel of problotlcs
yogurt starch

than yogurt
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Anti-Fat Sentiment on the Decline

............................................................................................................................................................................................................................................

a b @ne in charge not in government, not in the public health commumjtyas dared to come out and announce:

Uns @2dz (Y26 SOSNRBGOKAY3I 6SQ@OS 0SSy GStftAy3a &2dz F2NJ
disease? And fat and cancer? And fat and fat? Well, this just in: It now appears that none of it was true. We sincere
NEINBG (0KS SNNENIDE

¢Michael Pollanin Defense of Food

Despite yearsofanfF I &t aSyY dAYSYy (> A0Qa o6 S OrtyoaynthkeQduSdaltlerisikartéar, O K
more muscular, andeaner. WalterWillett, Chair of the Department of Nutrition at the Harvard School of Public
Health had this to sayiThe idea that all fat is bad for you, the exclusive focus on adverse effects of fat may have
O2YGNROdzI SR (2 (it BmpRasiSoa total &at rSILJhoR 1By Fedh X serious distraction in efforts to
control obesityand improve health in generdle

i What to Eat Now

Q"o @200 .0

UNCOVERING THE MYTHS ABOUT FOOD BY DR. OZ

T . = [ E O E - -
MISUNDERSTOOD INGREDIENT, A Rl . é PLUS: ARE )
\ WITH RECIPES VITAMINS P
e el he * WORTHIT?
Jenniier Mc .dgdll - - -
' Y T Y Y T 3

D,
Looking Forward b Food Culture 2012 © 2011 The Hartman Group, Inc 16 7



The Challenge witlsoy

............................................................................................................................................................................................................................................

Over the past decadspyfoods and good ConsumelThoughtson Soy:
health have become inextricably linked in the
consumer consciousness. G4LQBS KSINR Al OFy | FTSOI

More recently, newstories of male

consumers experienciny ¥ S Y A \éffetts\ y

from excessive sogonsumptioncoupled with

advice from health professionals tavoid soy 5

in cases of hormonalancers have shiftedthe . aL dza SR U2

0SkyQa AYI IS F2NJ UKS ¥R NBS Dahz>z
1)

3% Iseemdots of really processeddod hassoy oil in it.
al 1Sa YS UKAY]l AdQa I LINF

YR -a®8f & YSIGaé YIRS
protein, havea KA Tu SR FTNRBY 0§
aalJlSOA T A Olfof reasond rangifigR S R
from commoditized sourcing and production
to both near and londerm side effects.

Processed soy analogues, including soy milk . & & 5 & &y  va & s :
a . t)\YS )\SéQYfSFu\Sf?? %Léa\vl OK F
Ke
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2 K| 0 Q Bad{AlPout Wheat?

Is glutenfree addressing the real issue? O/

To non celiacgluten-free is symbolicfor lessprocessed By eliminating
wheat and gluten, many processed foods (e.g. cookies and bread) are o
Sf)\YAyIuSR Fa ¢Sttt hySQa Mfltdni K 2F0S JOMANGNCRNSS S &

sensitivity. This is typically the result of switching to a diet of fresher, less are affected
processed foods. vvllstr; ;se;ac

Eating gluterree offers hope to consumers with chronic health issues
(diseases of inflammation including asthma, IBS, skin conditions, arthritis,
ADHD, for example). Yet research and medical experts are findinththat
answer is not about gluten, but rather our digestive systen@utenfree
products made with processed potato or tapioca starches are being found
to actually hinder digestive function. In fact, these products have even been
found to cause weight gain over timArfierican Journal of
Gastroenterology2006).

Cardiologist William Davis advocatewheatfree approachin his widely
soldbookWheatBelly He cautions non celiacs that avoidingeat means a
likely deficit of fiber, protein, and added vitamins ithe daily diet.

Takeaway:9 @Sy G dz t t X O2y adzYSNE oAttt NBFIfATS @2dz R2y !
free to avoid processed carbs. In the meantiine sure glutenfree

offerings consist of real foods from authentic gluten free traditions (e.g.

Vietnamese rice noodlefialian polenta, Indian poppadum) rather than

mimic products consumers will only compare against the real thing. This will

ensure your product lasts beyond the glutélee mania.

-
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The Dr. Oz Effect

Dr. Oz offers different perspectives to help viewers
approach their lives morpragmatically, rather than
Grt1Ay3a Ay GKS FoadN) Of
science.

This approach has garnered him an audience that
looks to him as aighly trusted source often times
beyond their own social network or family physician.

Topics covered by Dr. Oz:

A Beware of arsenic in apple juice

A Avoid shopping in center store

A Eliminate high fructose corsyrup andhydrogenated oil

/| 2dzf R @2dzNJ OF §S32Ne 0SS ySEGK {GF& Gdzy SRX
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The Rise of the Carnivorousegetarian

| 2y AARSN)I 6KS KSAIKISYSR NBOS!H
bounty as a balancing element to this, the decade of bacon and
burgers. Vegetables are becoming mcreasmgly fashionable. Thi
new breed of vegetablefah a2 y Q0 Y2 U0 A I SR S
environmental or health reason@for the most part), but by
culinary ones. Consumers are realizing that vegetables are bes
celebrated with healthy_ doses of olive oil or butter, rather than
0KS &a4dSIYSR YR dzyRNBaaSR @S

From Meatless Monday arl I (i lvégétabi@ butcher,
consumers are interpreting this era asgetablefocused rather

GKIFIy GKS RFé&a 2F @S3aASOINAIYyAa V& mh nia :
Consumption of meat is increasingly showing up as more of a MEET THE
condiment than as center plate. An example includes a bit of ~ “VEGETABLE BUTCHER?”
ONR &L¥® ol O2y | OOSyuAy3a NBFaus e,

tempting for vegetarians to be enticed ell-sourced and
crafted artisan bacon and happily raised grafesl burgersthan
the sole feedlot option available a decade ago.

Takeaway

LY GKS2NESX @SIASOFNAFYAAY YIe 0SS aKSIFfIOIKASNE F2NJ
the reality is that consumers are not going to stop eating meat
any time soon. As a result, we are seeingremeased reverence
for plants and a more humane approach to the rearing and
processing of our (tasty) animals.
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Supplement Use Influenced by Real and Local Food Moveme

We expect excessive supplemersiage, as seen inthe Botanicalinterest surfacesin Dining Out

PnQazx G2 O2yGAydzS (G2 LI I GSltdz 0S®3d GAGF YAYE |

discovered to contribute toward increased risk of Coi(San Francisco)

cardiovascular disease). GhdN] T22R A& u,' bati K G
. ) best ingredients we can )z v LN &

wild-harvested leaves,

That said, interest in foraging and wild crafting for flowers, barks and roots

culinary purposes will reinforce interest in herbs and

botanicals (plants) for sporadic health and weting.

We can expect a spirited interest in herbology from a And appears in CPG beverages

culinary focus to surface in the coming year in connection , )
with local, regional and seasonal plants and their specifi 9 @ IHeBuchay & 9 y' S NE
benefits. OFlesSyysS FyR 3A

C)

Rockstar
Botanical Benefits Consumer Usag®ccasions ’ | botanicals
- Known ingredients -2 KSy FSStAy3 U@l include: milk
- Back to nature - Before or after a plane ride X thistle, panax

‘ ginseng, prickly
pear extract

- Historical wisdom - Before or after a workout
- Unique flavor profiles - A celebration of seasonal
- Halo of wellness availability in cuisine

-
-
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Botanical Benefits

[
Inﬂa'?nnraation Digestive
Fennel Aloe
Ginger Fennel
Nettle Cayenne
Local Bee Products Calendula
Turmeric Caraway
Cinnamon Cumin
Chiles Cardamom
Calendula Peppermint
Shiso Basil
Lemon Verbena
Tamarind
Bitters
Dill

Looking Forward b Food Culture 2012

Immunity

Hibiscus
Elderberry
Rosemary

Oregano

Thyme
Turmeric
Cayenne

Garlic

Algae

Sea Buckthorn
Star Anise
Black currant
Green Coffee Bear

extract
Yuzu

o
—

Relax

Lavender
Hops
Oatstraw
Chamomile
Passionflower
Lemon balm

Rose Geranium

Poppy

Energize

Bergamot
Yerba Mate
Green tea
Ginseng
Rosemary
Peppermint

© 2011 The Hartman Group, Inc 22

Detox

Dandelion
Milk Thistle
Elder Flower

Burdock
Licorice Root
Fenugreek

Marshmallow Root

-

b



Herbal and Botanical Menu Examples

Sweet potato chips
Yogurt, tamarind, star anise
(The Bazaar, Los Angeles)

Sardinian Lamb '
Roman artichokes, bruised mint and saffron
potatoes (DelPostqg NYC)

Watercress, jicama, and orange Salad

7
Moscow Mule
Russian Standard Vodka, lime juice, bitters,
bergamot tincture, housenade ginger beer
(Cyrus, Healdsburg, CA)

toasted fennel and cumininaigrette
(Border Grill, Las Vegas, NV)

Diver scallops .
market grapes and lemon verbena
(ABC Kitchen, NYC)
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Pumpkin 5 Spice Ice Cream
(HumphreySlocombe San Francisco)

. dzO
Mezcal ginger beer, hibiscus/coriander syrup

5S0At Qa

(1022 South, Tacoma, WA)

. v"m
Y
» “ 5

. Roasted cauliflower soup
. with smoky trout, crispy pumpernickel bread ar
. elderflower oil

. (Husk Restaurant, Charleston, SC)

; i "
- o \ ™\ - )
a1 ‘ B
» g > "
3 v
» St O LR
- ) 1N Bon, ¥
e p »
e ; .
. & ol
% { . .
. S e b
: LX)

Burratamozzarellawith pepperonata dandelion
and rosemary
(Locanda/erde, NYC)
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The Future of Health and WellnedsMindless Eating as a
Social Health Issue

—
—m—
_—

Those ubiquitous candy dishes that increasingly populate our desks have replaced smoking as the #1 work
related health threat.

One bag of fursize per week (~6000 calories per bag) = 312,000 calories per year per participating desk fee
the sugar cravings of esorkers.

Takeaway Just as smoking has become déclassé, imagine in the near future that community candy dish wc
be as unthinkable as lighting up a cigarette at a meeting or sharing your PB&J on thefedkeggyground.

Looking Forward b Food Culture 2012 © 2011 The Hartman Group, Inc 24 i






Beverage| Rising Interest in Subtly Sour and Less Sweet
Flavors

Shrub vinegar drinkSouris in atPokPoke.  t 2 NI f Yy RZ h
Coconut beverage for kidsow sugathydratiorn from O.N.E.
Handcrafted soda: Novel, seasonal flavorBom Brooklyn Soda Works
Agua FrescaGlobal hydrationat Skillet Diner, Seattle, WA
Lactofermentedbubbles: Digestive alchemyrom DrinkwellSoda and
2 KAUS /26 51FANRQA ¢gKS@ al2yAO0acé

Takeaway:

Consumersavebecome ficklavhen it comes to beveragesegularly
seekingnterestingvarieties.Novel flavors, limited seasonal editions and a
bit less sweet is where consumer expectaticare moving.

Carbonatedsoft drinks (CSDs) are increasingly seen as a treat rather than
everyday liquid refreshment so CSD manufacturers will need to update
flavorsand ingredients to maintain consumer interest.

-
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Coffee | ColdBrew Appeals

Thebest iced coffee is the result of a cdddew processilt's easy enough to do at
homebut requires foresight antime, and typically is best left to the experts.

A handful of top coffee outlets have begun packaging their dwkv elixirs in
glass bottles for spuof-the-momentice coffee jolts.

. # OF ICED COFFEE DRINKS
Takeaway: L . CONSUMED BY AMERICANS
{GFNDPdzO1 Q& +L! OSNIFAyte NBG@2f dzii A 2 Y AIN2010(source: NeDGROUP) B U

limited in terms of readyto-drink, higher quality chilled coffee in graibgo bottles
and cans. In the meantime, these cold brews offer consumers a customizable
option for sweetening and adding milk preferences.

ESTABLISHED
- 1999 —G=<-

- i
omprow, N
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Superfruits| Local Over Exotic

Tart Cherries Gain Favor for Health Benefits and Flavor

Consumers areaising a skeptical brow at exotic fruifsom, ) o ] 5
FFINE (2 S&ELNWS YEEAZWYNIA 2 EARI YO fS@Stad . dzi 20! f
and seasonal are bleeding into functionality, and blueberries
remain high on shopping lists.

Now the alAmerican cherry and its tart juices are proving a
new favorite among athletes and healtbcused consumers
looking toreduce inflammation, speed recovery and
promote overall health

Takeaway:

Rather than powderedut-of-season exotic fruits bearing
functional overtones expect to see a wider variety of local
berries and tree fruits such as cherry varietals, from the tart
Montmorency to the dark, sweet Bing, show up in beverages,
baked goods and snack foods. All are high in antioxidants and
smack of seasonality and the regional sense of place
consumers are increasingly looking for in the CPG arena.

-
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