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2TOPICS WE WILL COVER TODAY

 EVOLUTION OF ‘BIG FOOD’

 NUTRITION LANDSCAPE

 CONSUMER SPACE

 SCIENCE IN THE HEADLINES

 ENTER MODERN STORYTELLING…

 RECAP
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 Head of Foodscape Group based in Chicago, Illinois, USA

 Consulting group which merges together the worlds of 

nutrition science and media/content marketing

 My background:

 PhD in Nutritional Biochemistry from Tufts University, now 
Adjunct Professor

 Former Public Relations Professional

 Former Television Producer

 MISSION? Focused on creating a healthier food landscape 

based on ‘world food’ choice and variety. 

MY VANTAGE POINT: 

Nutrition Science + Creative Media



EVOLUTION OF ‘BIG FOOD’
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BIG FOOD M&A



6ROUGHLY $1.8 BILLION RAISED



7WHAT’S OLD IS NEW AGAIN

 Majority of “new” products are result of one 

of three things:

 New packaging

 Relaunch

 Brand Extensions

 Sports/Energy Drinks represent the one 

category where more than half (51%) of 

products are in fact “new” to the market

 CPG companies lost $18 billion in market 

share to smaller competitors from 2011 – 2015

 VC funds made 66 food-and-beverage-

related deals in 2016, up 20% from 2015

 About 20% were backed by ‘big food’ 
companies
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 Consumer tastes and preferences will 

continue to fragment

 Niche retailers and more food startups 

create further fragmentation

 Online grocers and e-commerce growing, 

but also fragmented

 Larger competitors will adjust to fulfill new, 

unique sometimes niche value propositions 

 Market success will be determined by 

building purpose-driven competitive 

advantages 

‘NEW NORMAL’ EMERGES



NUTRITION LANDSCAPE
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 FAT

 Total fat should not exceed 30% of 
total energy intake to avoid 
unhealthy weight gain

 SUGAR

 Less than 10% of total energy 
intake from free sugars which is 
equivalent to 50 g (about 12 
teaspoons) 

 Ideally less than 5% of total 
energy intake for additional 
benefits 

 SALT

 Keeping salt intake to less than 
5g per day (2000 mg) helps 
prevent hypertension and 
reduces the risk of heart disease 
and stroke

WORLD HEALTH ORGANIZATION: 

Nutrition Guidance

 FRUITS/VEGETABLES

 At least 400 g (5 portions) of 

fruits and vegetables a day

 Potatoes, sweet potatoes, 

cassava and other starchy 

roots are not classified as 

fruits or vegetables
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GLOBAL FOOD GUIDES



PLANT BASED IS A CONTINUUM:

Think ‘Flexitarian’

Vegan Vegetarian Pescatarian Omnivore

Avoid all animal 

products. 

Includes 

avoiding red 

meat, fish, 

poultry, milk, 

dairy, butter 

and eggs. For 

some, must 

avoid honey.

Avoid all red 

meat, fish and 

poultry, but 

include 

low/moderate

amounts of milk, 

dairy, butter 

and eggs.

Avoid all red 

meat and 

poultry, but 

include 

low/moderate 

amounts of fish 

and seafood, 

milk, dairy, 

butter and 

eggs.

Limit red and 

processed 

meats, but 

include 

low/moderate

amounts of 

chicken, fish, 

milk, dairy, 

butter and 

eggs. 

More fruits, vegetables, legumes, nuts, seeds and whole grains 

can provide foundation for any PLANT BASED dietary pattern.
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PLANT BASED EATING: 

A Systematic Review

 “Consistent evidence indicates that, in 

general, a dietary pattern that is higher in 

plant-based foods, such as vegetables, 

fruits, whole grains, legumes, nuts, and 

seeds, and lower in animal-based foods is 

more health promoting and is associated 

with lesser environment impact than is the 

current average U.S. diet. A diet more 

environmentally sustainable than the 

average U.S. diet can be achieved without 

excluding any food groups.”  

 Original quote from Dietary Guidelines 

Advisory Committee (DGAC) 2015

 Followed by subsequent review paper 

which strengthened original conclusions 

with an additional 8 studies



CONSUMER SPACE
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GLOBAL SOCIAL MEDIA TRENDS

 93% of online adults have at least 

one social media account 

 Average is 6 social media accounts

 Engage actively with 3.5 of them daily 

– Facebook, Instagram then Twitter

#saltbae
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 Sourced 82 global trends reports in areas of food, 
nutrition, culinary, wellness

 ~60% U.S. reports

 ~ 40% non-U.S. from Australia, China, India, 
Indonesia, UK, South Africa, Singapore, etc.

 Reports dated late 2016/early 2017

 Analyzed 948 unique data points from the reports

 Tabulated each trend and determined 
frequencies 

 Identified top metatrends 

 Investigated the subtrends driving each metatrend

 Go to www.foodscapegroup.com/metatrends

DETERMINING THE METATRENDS:

The Trends Of The Trends
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TOP 13 FOODSCAPE METATRENDS

What’s the goal?
To better align 

nutrition, health 
and what’s on 

trend.



18VEGGIES RULE

 For the second year in a row, 

vegetables are the #1 

metatrend globally

 Subtrends reveal emphasis on 

ocean/sea sources and veggies 

as meat-replacement options

 Purple is on trend – visuals do 

matter!

 Overall signal of broader trend 

of plant-based eating 

becoming more mainstream



19GOOD STEWARDSHIP

“Homemade food is healthier than industrially prepared food.” 

40% of food goes to 

waste in the United States.

Globally, 50% of all fruits and 

vegetables produced each 

year go to waste. 

That’s 3.7 trillion apples.



20SUSTAINABLE CALORIE SOURCES

 Shift to more plant-based calories, 

especially for protein sources

 Use the whole fruit and vegetable –

‘root to stem’ – often there are 

nutritional benefits by using the apple 

peel or beet greens for example 

 Be especially mindful of not wasting the 

resource-intensive calories 



Source

Feed

Conversion 

Ratio

% Edible Throughput

Salmon 1.2 62% 52

Cricket 1.7 80% 47

Chicken 1.9 55% 29

Mealworm 2.2 100% 45

Pork 5.9 55% 9

Beef 8.7 40% 5

21PROTEIN NUTRITION

Feed Conversion Ratio = one pound of body mass requires X pounds of food

Throughput = one hundred pounds of feed produces X pounds of edible food



22
PRODUCT EXAMPLES
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ONE MORE EXAMPLE

Pea protein isolate, expeller pressed canola oil, 
refined coconut oil, water, yeast extract, 
maltodextrin, natural flavors, gum arabic, 
sunflower oil, salt, succinic acid, acetic acid, 
non-gmo modified food starch, cellulose from 
bamboo, methylcellulose, potato starch, beet 
juice extract (for color), ascorbic acid (to 
maintain color), annatto extract (for color), 
citrus fruit extract (to maintain quality), 
vegetable glycerin.

 “I'm not sure vegetarians want their meat to bleed? 
Maybe they over thought this one.”

 “In one word: yuk!”

 "The ‘blood,’ a substance that the company calls 

‘heme,’ is produced by genetically modified yeast 
cells. I will pass on that.”

 “The taste or blood isn't the issue for me, it's the GMO 
formulation that would keep me from trying it.”

 “Wheat and GMO yeast? Count me out.”

 “Enjoy... i would give it to cows so at the end of the 
day real meat will taste even better.”



SCIENCE IN THE HEADLINES



25DIETARY FAT DEBATES HEAT UP…

“My take on this would be that it’s not 

saturated fat that we should worry about in our 

diets,” said Dr Chowdhury, lead study author.

“Current evidence does not 

clearly support cardiovascular 

guidelines that encourage 

high consumption of 

polyunsaturated fatty acids 

and low consumption of total 

saturated fats.”
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‘BUTTER IS BACK’ FOLLOWS

“It would be 

unfortunate if these 

results were 

interpreted to 

suggest that 

people can go 

back to eating 

butter and cheese 

with abandon,” 

says Dr Alice 

Lichtenstein, Tufts 

University



27SAT FAT CONTROVERSY CONTINUES

NO MORE THAN 10% 
OF CALORIES FROM 

SATURATED FAT

 “Dr. Dariush Mozaffarian, dean of the Tufts Friedman 

School of Nutrition and Science Policy, and his 

colleagues found that eating too little vegetable oils 

contributes to more heart-related deaths than 

eating saturated fats. 

 In fact, only 3.6% of global heart deaths can be 

attributed to eating too much saturated fat, while just 

over 10% of heart deaths can be traced to eating 
too little plant oils — a three-fold difference.

 The study included detailed dietary information from 

studies involving 3.8 billion people in 186 countries.”
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PLUS THE SUGAR DEBATES

 2014 study in Nature tested saccharin, sucralose and 

aspartame - concluded artificial sweeteners 

“induced glucose intolerance by altering the gut 

microbiome” in mice

 Called into question potential gut effects all non-

nutritive artificial sweeteners

 Gut health since linked to mood, blood sugar 

control, immunity and more

NO MORE THAN 

10% OF CALORIES 

FROM ADDED 
SUGARS



ENTER MODERN STORYTELLING…



30

5 KEY TENETS
 POSITION YOUR PURPOSE

 KNOW YOUR AUDIENCE

 THINK ‘CO’ AND ‘MICRO’

 CALIBRATE THE SCIENCE

 MAINTAIN CREDIBILITY



31POSITION YOUR PURPOSE



32POSITION YOUR PURPOSE

“INTRODUCING THE FUNCTIONAL GRANOLA BAR.

Made with our award-winning Ancient Grain Granola + 

powered by 2g of Superfood Mushrooms.
Mushrooms you can feel, NOT taste! Each bar is 

made with 2g of an Om Mushroom™ blend. These 

blends are uniquely formulated with potent mushrooms 

like cordyceps and reishi to promote functional 

benefits, ranging from immunity and cognitive support, 

to stress relief and energy replenishment—while fueling 

the body with powerful adaptogens and nutrients.”

CEO, Elizabeth Stein, Certified Holistic 

Health Coach has seen their powers first 

hand, by sipping on mushrooms….

“You really notice the difference right 

away,” she says. “The blend I drink [a 

mixture of cordyceps and reishi] has 

given me sustained energy and focus 

throughout the day, no crash or jitters.”



33SO MANY AUDIENCES…SO LITTLE TIME

Sales
Consumer

Dietitian

Health 

Coach

Regulatory

Journalist

Investor

New Hire



34KNOW YOUR 

AUDIENCE:

CLEAN LABEL 
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‘CLEAN LABEL’ BY AUDIENCE

Consumers questioning anything extra…this 

means carrageenan, gellan gum, and other 

“thickener” or “creamier” type agents

“We use over 1 cup of 

organic and truly raw 

almonds from Spain to 

make your rich and creamy 

nutty beverage.”
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KNOW YOUR AUDIENCE
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KNOW YOUR AUDIENCE

 "We want to be a part of 
culture," Liz Matthews, Taco Bell's 
chief innovation officer, told 
Business Insider.

 "We want people to talk about 
it, and blog about it, and get 
excited, and share their 
pictures," Matthews said. "We 
can always make food taste 
good. But, how do you get that 
twist that makes it a part of 
people's lives instead of just 
eating?“

 The team keeps tabs on most 
‘instagrammed’ items to inform 
future R&D efforts
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THINK CO & MICRO

• 60% of B2B marketers said that 

producing ‘engaging’ content was 

top challenge

• 72% cited the need to create more 

engagement content as their #1 

priority going forward 

• More than 80% of Americans seek out 

referrals or recommendations when 

making a purchase of any kind 

 CO - CREATE

 Seek co-creators for authentic and engaging content

 Allows for partnerships with experts, influencers and those 

who offer skills/expertise/communities that you may not 

have direct access to

 MICRO - INFLUENCER

 Recognize that celebrity influencers and other ‘well 

known’ people may not be necessary or even desirable 

for quality engagement

 Go for ‘microinfluencers’ – people who may not have 

huge online followings but who are in line with your 

corporate values, brand offering and have their own 

loyal audience
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THINK CO & MICRO



40CALIBRATE THE SCIENCE

 Including protein at each meal, equally 
balanced throughout the day, yielded 
the most benefits:

 Fat loss

 Preservation of lean mass

 Appetite control

 Some guideposts of ‘high protein’ diets:

 1.2 to 1.6 grams protein per kilogram 
body weight per day

 Amounts to about 25 to 30 grams 
with each meal/snack



41
CALIBRATE BY AUDIENCE

High 

Protein

BCAA

Multisource 

protein 

1 Billion CFUs

Low levels 

of 

sweetness

Sales

Consumer

Dietitian

Health 

Coach

Regulatory

Journalist

Investor

New Hire

Plant-

powered 

protein

Acute protein 

consumption

Thermic effect 

of food
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• Food Scientists

• Nutrition 
Researchers

• Product 
Developers

•R&D

SCIENTIFIC

•Health Bloggers
•Retail Dietitians

•Personal Trainers

•Chefs

•Brand 
Ambassadors

TRANSLATORS

• Boomers

• Adults

• Teens

• Tweens

• Children

END 
CONSUMER

DRIVEN BY DATA 

& QUANTITATIVE 

EVIDENCE
RESPOND TO

EMOTIONAL & 

FUNCTIONAL 

BENEFITS

CALIBRATE VIA ‘TRANSLATORS’



43MAINTAIN CREDIBILITY

 CEO Pledges $25 million for 

Feed the Truth
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THOSE KEY TENETS AGAIN
 POSITION YOUR PURPOSE

 KNOW YOUR AUDIENCE

 THINK ‘CO’ AND ‘MICRO’

 CALIBRATE THE SCIENCE

 MAINTAIN CREDIBILITY
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LASTLY, CELEBRATE ‘REAL WORLD EATING’ 



Thank You

Rachel Cheatham, PhD

Foodscape Group, LLC

rachel@foodscapegroup.com

mailto:rachel@foodscapegroup.com

