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Welcome to the
FAB trends report -
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The FAB Brand Marketing team in London have taken a
deep-dive into trends making headlines within the food & B >
beverage space, with input from our global friends.

We hope you enjoy discovering something new, and if you
have anything you would like to discuss or share back with
us, please drop us a line:



What you'll see today

Inside this month’s newsletter you'll find a buffet of Food
& Beverage trends across both regional and global
culture.

Looking at hyper-local trends, ingredients

& manufacturing, market maturity and how influences
are crossing borders and verticals - the menu of food
trends has never been livelier!

We also put a spotlight on the future of food culture,
whether that's through innovations in the Metaverse, as
well as changing opinions around key issues such as
veganism.

Food is something that gives us roots, an identity, and
ultimately brings us together. We hope this newsletter
helps you connect dots and do the same.







EMEA

Regenerative food systems are seeing a heightened
focus in the region’'s sustainability efforts.Going back to
basics, regenerative agriculture seeks to eradicate the
need for unnatural intervention’in farming, sueh as
reducing the Use of 'chemical herbicides orminimising
soil disturbance.

While regenerative agriculture originated in'the US; it is
now followed across countries such as s
and and F&B giants suchas
have signalled its intentions to commit to the
practice in theirown supplychain.
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https://www.bcg.com/publications/2023/regenerative-agriculture-benefits-germany-beyond
https://www.plough.com/en/topics/community/intentional-community/community-supported-agriculture-in-austrias-weinland
https://www.euronews.com/culture/2022/11/18/inside-the-land-lab-the-young-swiss-farmers-making-better-soil-for-better-food
https://www.nestle.co.uk/en-gb/sustainability/regenerative-agriculture
https://www.carlsbergmarstons.co.uk/newsroom/cmbc-announces-target-to-use-100-regenerative-barley-across-all-uk-brewed-brands-by-2031/

EMEA

Moving past using every part of the animal, root to leaf cooking
is becoming a rising trend across the Middle East. The
importance of provenance and local ingredients is driving plant-
curious diets as consumers look to reduce their food waste in the
region.

Manu Mahdi, founder and chief executive of Dubai organic
grocery store says: "We [in the Middle
East] are also seeing a rise in vegan products from the US,
particularly when it comes to meat substitutes, with brands like
Beyond Meat and Impossible Foods penetrating the market."

Elsewhere, Emirati entrepreneur has
launched the UAE's first home-grown tea brand \
which offers blends of black tea and aims to



https://organicandreal.com/
https://www.instagram.com/fatimaalmoosawi/?hl=en
https://gulfnews.com/friday/art-people/more-than-a-soothing-brew-the-first-emirati-tea-brand-is-a-groundbreaking-sustainable-enterprise-1.2311745
https://fridaymagazine.ae/life-culture/people-profiles/more-than-a-soothing-brew-the-first-emirati-tea-brand-is-a-groundbreaking-sustainable-enterprise-1.2311745
https://www.tritonmarketresearch.com/reports/middle-east-and-africa-meat-substitute-market
https://www.bcg.com/publications/2021/gulf-state-consumer-sentiment-toward-green-agenda

EMEA

Cognitive nutrition (eating to optimise brain power) has
recently become a , piggybackingon the
recent trend of consumers maximising gut health. However,
while in previous years the advice would be to eat ’b.hfair.i“foods’
such as oily fish or blueberries, there is a new waveof,

food science that aims to optimise mental performanag of
consumers not just through ingredients, but in the way&ihey
are prepared and consumed.

A rise in products that champion ingredients such as caffeine,
fruits and legumes are offering a new take on functional foods,

while influencers like or
are offering actionable, practical advice on the best methods to ¢
consume ingredients such as caffeine. %



https://www.nutritionaloutlook.com/view/cognitive-function-is-now-a-mainstream-market-with-strong-growth-2022-ingredient-trends-for-food-drinks-dietary-supplements-and-natural-products
https://www.independent.co.uk/life-style/food-and-drink/diet-brain-health-cognition-nutrition-b2119498.html
https://hubermanlab.com/using-caffeine-to-optimize-mental-and-physical-performance/
https://fmcggurus.com/blog/fmcg-gurus-the-growing-importance-of-cognitive-health/
https://www.independent.co.uk/life-style/food-and-drink/diet-brain-health-cognition-nutrition-b2119498.html

Tapping Into
Heritage ‘

In South Africa we're seeing an increasing tren

championing of Indigenous and African grains
took a rise globally across the last decade ve'
more ancient and African grains gaining s
trending in 2023, for example teff, :.9'( um,

nuts and millet.

N

The combination of more familiar traditional or
and drinks can also be seen paired with new and eme
flavour profiles. Social media, in particular TikTok, is drig 3
lot of these trends, with hashtags like #Rep YourHer ~ ad ' A - \
seeing over 600,000 views. A |



https://www.whatsfordinner.co.za/articles/discover-ancient-african-grains/
https://crushmag-online.com/top-food-trends-for-2023/
https://www.food24.com/repyourheritage-challenge-south-africans-take-to-tiktok/
https://iafrica.com/south-african-heritage-comes-alive-on-tiktok/
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Alternative
Ingredients to SaggK
Classic Ones =&

The impact of climate change and unsustainable‘ rir ; 3 R
some of the world's favourite flavours to extinction (such as min®). e . .
Aiming to provide planet-friendlier solutions to food manufac , am
and preserve much-loved flavours for future generations, fc o it N B ' N , Ry = )
are now introducing broader biodiverse flavours and ingred ents. ' ' 3
Overlooked ingredients such as breadfruit are now being taken td -
wider audience, with US brands like Tasty Jungle and Patagonia":'f:f.?r os. Py

Provisions already using the vegetable in chips and pasta -
respectively. Similarly, brands are also deriving fish flavours from L
algae and seaweed with companies like Brazilian food tech Fazenda
Futuro's tinned tuna evoking its flavour via microalgae.

/4’; ok U :.‘ ;' 4 o 11
& i *


https://www.newfoodmagazine.com/article/158296/sustaining-mint/
https://thespoon.tech/tasty-jungle-launches-pasta-made-from-breadfruit/
https://www.patagoniaprovisions.com/blogs/films/what-is-breadfruit
https://www.fazendafuturo.io/products/future-tvna
https://business.pinterest.com/en-gb/pinterest-predicts/2023/vitamin-seaweed/

Eating to Sleep

Sleeping products are a densely populated space, but with excessive screen
time making it more difficult to wind down in the evening there are still
opportunities to innovate and develop the space through safe and effective
products.

American snack brand Nightfood recently rolled out its sleep-friendly ice
cream which incorporates nutrients such as tryptophan, magnesium, and

zinc, while Colorado tea company Celestial Seasonings’ TeaWell became

the first tea to be sold in the US containing melatonin.

The CBD space is also continuing to develop in the region, with secondary
cannabinoid CBN acting as a more potent version of CBD and becoming a
popular sleeping aid ingredient. One example being Extract Labs’ dark

chocolate bars containing 2mg of CBN per bar



https://ir.nightfood.com/
https://www.pennlive.com/food/2021/01/new-celestial-seasonings-teas-aim-to-help-sleep-gut-health-and-energy.html#:~:text=The%20TeaWell%20line%20has%20been,prebiotics%2C%20probiotics%20and%20fiber.%E2%80%9D
https://www.purewow.com/wellness/cbd-vs-cbn
https://www.prnewswire.com/news-releases/sleeping-aids-market-to-surpass-162-5-billion-revenue-by-2030-ps-intelligence-301110561.html
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Involvement
Waist Sizes

While not a new topic by any stretch of the imagination, the conversation
around obesity is shifting - being seen as less of a matter of willpower or
laziness and more as a public health crisis.

Being aware and activating in the space is now seen as the bare minimum.
Brands are looking beyond their products and seeking to activate at scale tc
make genuine impact on a wide-ranging issue. With the issue persisting,
brands are looking at eating habits and food knowledge in children as a
future concern that must be acted on now.

Setting the course is Arizona State University's Active Garden
Education initiative, which provides preschools with tools and lessons
for cultivating their own onsite vegetable patches. Similarly, food
manufacturer Dole is rolling out the Kids Cooking Camp project
across underserved US communities, offering free workshops that tackle
basic cooking skills, healthy recipe preparation and meal planning tips for
7-to 17-year-olds.



https://news.asu.edu/20221101-solutions-sage-program-plants-gardens-educates-children-healthy-eating
https://www.prnewswire.com/news-releases/dole-sunshine-company-continues-its-fight-against-food-insecurity----expands-nutrition-access-program-to-merced-ca-301668503.html
https://www2.deloitte.com/us/en/insights/industry/retail-distribution/future-of-fresh-food-sales/plant-based-meat-sales.html
https://www.worldobesityday.org/assets/downloads/World_Obesity_Atlas_2022_WEB.pdf
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oom Rush

Mushrooms exploded in 2022 as a hero ingredient in both foc

and beauty. 3

Having proven to be a strong candidate in the alt-meat spa
reports are showing that replacing 20% of the world's
consumption with fungi-based meat alternatives co
potentially halve global deforestation over the next 3
years.

Canadian fungi product developer Gwella's new gummy
product Mojo contains microdoses of functional mushrooms s

(cordyceps) that simulate the reported pharmacologlcalé‘ﬁects e

of psilocybin (psychoactive effects with mental health” : ] \ : :
benefits). Designed to optimise performance, the gummy is the 1 A £ K 6./ ¥ \ , "6» \5 '/,"'{‘ '“.1 1\4 ,-:-}"_;,";‘ (_-:
world's first legal microdose product, according to the !y B il TN { o | "r'- " Koo 2 L
World Record Academy. 7 N nt SN ) \ %‘ At M/'):{ilj‘;‘j i


https://www.ecowatch.com/meat-alternatives-fungi-deforestation.html#:~:text=Meat%20Alternatives%20Made%20From%20Fungi%20Could%20Cut%20Deforestation%20by%2050%25,-Paige%20Bennett&text=Researchers%20from%20the%20Potsdam%20Institute,deforestation%20by%2050%25%20by%202050.
https://gwellamushrooms.com/products/mojo-microdose-mushroom-soft-chews
https://www.globenewswire.com/news-release/2021/05/27/2237360/0/en/Gwella-Introduces-Mojo-The-World-s-First-Legal-Microdose-Product.html
https://www.bloomberg.com/news/articles/2022-07-21/shrooms-psilocybin-psychedelics-black-market-business-moves-to-mainstream?leadSource=uverify%20wall

-RICAS:
olution Based Diets

F&B sumers in the Americas are looking beyond
new flavours, instead looking at their diet as a way to
tackle issues in their lives & society.

Whether it's finding solutions to classic flavour
ingredients going extinct, new ingredients to aide sleep
habits or even solving the (now global) obesity
pandemic, the opportunities for F&B brands to truly
make an impact are ripe.

In Summar | —
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Edible Beau

Food brands are positioning their snacks and beverages
alongside beautifying ingredients for glowing skin, hair and
nails. By targeting the flourishing beauty market in the
region, brands have driven the trend beyond supplements
and into new territories in the snacking space. i

Products in the market are being seen as a way to not just
work on appetite but also your skin and health. Singapore
beauty snack brand Skin Inc. has created a collagen jelly
designed for on-the-go consumption, while Filipino
brands Obvi (supplements) and The Lost Bread (ice
cream) have developed a line of skin- and hair-
enhancing collagen-infused ice-cream pints.
Elsewhere in the region, China's dairy giant Mengniu
launched a line of collagen peptide jelly, and Japane
skincare brand Shiseido released a collagen ice
with Filipino ice-cream brand Kurimu.



https://www.straitstimes.com/life/edible-skincare-do-these-next-generation-products-live-up-to-the-hype
https://www.rappler.com/brandrap/collagen-ice-cream-flavors-obvi/
https://jingdaily.com/china-wellness-beauty-trends-gen-z-takeaways/
https://www.preview.ph/beauty/shiseido-kurimu-collagen-ice-cream-a00193-20211204
https://jingdaily.com/china-beauty-cheat-sheet-h12022/
https://www.india.com/health/indian-youth-prefer-snacking-on-almonds-according-to-survey-4831548/

ach Taste

As a region known for tech innovations, the F&B
industry looks set to see that continue with new savvy
delivery platforms and Al ingredient algorithms.

Sony has worked with Korea University to develop a
food pairing Al, FlavorGraph. The algorithm trawls a
database of flavour molecules and over a million
recipes to give rapid-fire ingredient combinations that
attempt to sidestep preconceived ideas about food
combinations.

Secai Marche is a farm-to-table platform connecting
restaurants and hotels with farmers across Japan and
Southeast Asia. Meanwhile, Chinese e-commerce
platform Pinduoduo preserves fruit and vegetables
with a patented cold supply chain and delivery is kept
hyper-regional, meaning that people receive fruit and
veg from nearby farmers.



https://ai.sony/blog/blog-004/
https://secai-marche.co.jp/
https://en.pinduoduo.com/

APAC

New Meat,
Same Diet

Hybrid meat products, made of “real” meat and
plant-based meat, have been hailed as a crucial
strategic tool for the alternative protein industry to
get a foothold in a region where meat is an important
aspect of local diets.

While veganism is gaining traction with APAC
consumers, devising products that reflect regional
cooking habits & preferences will be critical for
sustained growth. For foreign brands looking to enter

the market, products will need to fit in easily
alongside regional recipes.
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https://www.foodnavigator-asia.com/Article/2022/02/21/hybrid-products-steady-strategy-for-alt-protein-industry-to-convert-consumers
https://www.cnbc.com/2019/11/19/beyond-meat-vs-zhenmeat-the-battle-for-chinas-meatless-market.html
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC9593187/

Even Beer Gos
Healthy

Across various parts of Asia there has been

rapid growth in beer experimentation, with a focus
on 'easy-drinking-beer’ as well as low or alcohol-free
beer. A report in Food Navigator put this down to
people optimising their health, but just as
importantly, not wanting to miss out on a good
tasting beer.

One such brand that is leading the way and has seen
huge sales across its new regions is Heineken
Silver which launched in recent years across
Vietnam, China and Taiwan.



https://www.foodnavigator-asia.com/Article/2022/03/01/heineken-says-experimentation-and-easy-drinking-beers-fast-growing-asia-trends
https://www.bangkokpost.com/business/2359936/tap-group-launches-heineken-silver

APAC: Having their
cake and eating it too

APAC consumers want the same experiences and
taste profiles, whether that's local meat dishes,
snacking or drinking beer, but their expectations
around them have changed.

Health benefits and implications are top of mind for
APAC audiences, who want to have their cake and eat
it too - whether that's wanting to snack but work on
their hair & skin at the same time, or having a drink but
not letting it affect their waistlines.

n Summary ———
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A recent PWC survey reported that
82% of their execs' businesses expect
metaverse plans to be part of their
activities within 3 years.

This offers huge potential for food and
drinks brands to interact with
consumers in new ways.

So who's cooking up plans to conquer
this virtual space, and attracting a new
generation of purchase powerhouses?




Coke is a leader among FAB brands in this arena (of course!)

Last year, the company celebrated its one-year anniversary by dropping a new
digital collectable (of which there are now more than 4,000).

People who own these have access to special perks including Coke Studio
experiences, gaming events and access to exclusive product launches

Earlier this year, Coke launched the limited-edition Coca Cola Zero Sugar Byte - a gaming-
inspired sparkling beverage that brings the flavor of pixels to life.

In February last year, the US bakery and café chain filed a trademark application for
the 'Paneraverse’ - staking their claim in the restaurant territory in the metaverse.

Their trademark application hints at plans to create virtual restaurants and real-life food
delivery apps, in which NFTs function as a virtual currency to purchase virtual food and
drinks.

Watch this space to see what the future holds for them!



https://www.coca-colacompany.com/media-center/coca-cola-marks-first-anniversary-in-the-metaverse-on-international-friendship-day#:~:text=Coca%E2%80%91Cola%20Marks%20First%20Anniversary,Drop%20on%20International%20Friendship%20Day&text=Coca%E2%80%91Cola%20is%20thanking%20fans,on%20International%20Friendship%20Day%202022.
https://www.mashed.com/828573/panera-is-going-to-be-the-next-restaurant-in-the-metaverse/
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Late last year, Tiger Beer hosted their second Street Food Virtual Festival. Attendees
could immerse themselves in the virtual world whilst ordering real-life food and drinks
from a number of local Malaysian food vendors.

533 ( =

e,
2
g

The virtual world housed a number of games and activities where winners' rewards
were translated to real-world food discounts, happy hour promotions, and
exclusive merchandise.

It's not just fast-food entering the space - there's some interesting gaming
partnerships being implemented to engage new consumers, as Fortnite teamed up with

French hypermarket chain Carrefour.

The partnership resulted in Healthy Map, a new game level where players must
eat healthily in a virtual Carrefour supermarket to recoup hit points and heal

their characters for a healthy boost. The game hopes to encourage healthier eating
habits among younger generations in the real world.



https://www.lifestyleasia.com/kl/sponsored/join-in-the-thrill-of-the-hottest-hunt-for-malaysian-street-food-with-tiger-beer/
https://www.carrefour.fr/jeux-consoles/fortnite-the-healthy-map
https://www.carrefour.fr/jeux-consoles/fortnite-the-healthy-map
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Meat Reduction Slowing?

The COVID-19 pandemic proved to be a setback for nutritional
"reductionists”, who aim to reduce or eliminate animal products, with
the aggressive growth seen in the latter half of the 2010s somewhat
stalling.

We are now seeing this reflect at retail level with substantial
reductions in product lines. Brands such as UK sausage brand Heck

have seen falling sales of meat-free products, which have forced
retailers to cut back their offerings following overhype of the "vege-
bubble" (now deemed by some publications as "vege-bust").

Elsewhere, we've seen shares of sector leaders such as Beyond Meat
crash, Oatly withdraw its vegan ice-cream tubs from shelves, Nestlé

remove its plant-based Garden Gourmet and Wunda brands from

sale in the UK, and Coca Cola-owned Innocent Drinks discontinue
their dairy-free smoothies after disappointing sales.



https://www.telegraph.co.uk/business/2023/05/03/sausage-maker-heck-scraps-vegan-bangers/
https://www.telegraph.co.uk/business/2022/06/26/vege-bubble-turning-vege-bust/
https://www.ft.com/content/b56aabae-57f0-472f-8d2d-cbdb66566700
https://www.dailymail.co.uk/news/article-12109427/Trendy-vegan-brands-set-wipeout-following-plunge-demand-experts-predict.html
https://www.thegrocer.co.uk/plant-based/nestle-to-pull-not-viable-plant-based-brands-wunda-and-garden-gourmet/677353.article
https://metro.co.uk/2023/03/22/innocent-discontinues-product-range-youve-probably-never-heard-of-18485575/

Jumping the Gun?

There are worries that the sector slowdown is not in fact due to pandemic
hangover alone, but instead reflects a general shift in attitudes away from
meat reduction and more towards promoting other lifestyle choices that
reduce environmental impact.

This attitude shift and the drastic reduction in certain product ranges also
implicates multiple brands jumping on the vegan bandwagon. Brands must be
wary of operating with a too-much-too-soon approach in attempts to grab a
slice of the vegan pie. As put by , "'given a number of
our plant-based friends are doing great work on this shelf already, we made
the decision to move away." Creating new products in an over-crowded
market goes against the environmental ethos of why many consumers go
vegan to begin with and brands need to tow the line between brand
expansion and purpose.

While veganism is still very much a trend that is being adopted and innovated
across the industry worldwide, the way in which brands attach to and
commercially approach these trends needs to be measured and considered to
avoid hitting brick walls against unsustainable growth.



https://www.theguardian.com/food/2023/may/20/has-the-vegan-bubble-burst-sales-stagnate-in-uk-as-brands-withdraw-plant-based-products

EMEA

Circular Appetites

In the EMEA region, while audiences
are interested in how

their food impacts them, their bigger
concern is on the impact of their own
human consumption on the planet and
how their consumption makes

an impact beyond their gut or b‘ain. %

Heating up worldwide, including food andf
beverage activations in the space, f
which offers huge potential for food
and drinks brands to interact with

Consumers in new ways.

In Summary

| Amesicas

/ ‘Solution Based Diets \

Meanwhile, in the Americas region,
consumers are looking at their diet as a
means to tackle issues in society,
investing in F&B brands who help them

@ving Their Cake And Eating It 'Ia

When inspecting the APAC region, we
found consumers want the same
experiences and taste profiles, but their
expectations tend to concentrate

ia t;uly make an impact.

Contrastingly, activity in the veganism
space is cooling down (especially in the
West), as brands greatly reduce product

lines and fight for limited space on shelves
== following overexpansion in the area.

\specifically on health benefits. /
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