1 Love for Local
A greater sense of community was felt around the world in 2020. Not only did people
care more about each other, they also cared more about the food on their plates. With
international supply chains disrupted, local sourcing and growing became a choice
as well as a necessity for many of us. With the environmental, economic and social
benefits of local sourcing already felt, we expect this sense of local responsibility to
gain even more traction in 2021.
Pat Nourse said:
“Australia is going local. Between campaigns to support local producers hit by bushfires,
the virus and now a trade war with China, and the fact that no one is coming into or going
out of this island continent, this nation of passionate travellers is now turning its focus on
home, which means a reckoning of sorts for chefs here. As good as the food is, too much of
our food culture ignores that we’re in Asia, that we’re between the Indian Ocean and the
Pacific, that our nearest neighbours are Indonesia, Papua New Guinea and East Timor,
and that this country is home to peoples who have been here for 65,000 years.”

2 Plant Power
Mindful eating will also be big in 2021, as more people reduce their consumption
of meat and animal products, as well as looking after their health. 2020 saw all top
UK supermarkets producing their own vegan range, and most top UK restaurants
/ food-to-go outlets had a vegan (or plant-based) offering (source: Vegan Society).
The shackles of veganism as an alternative diet and lifestyle are now off, and there
is a growing popularity and availability of juicy lab-cultured proteins and meat
replacements, like burgers, steak and chicken. In 2021, eating vegan won’t mean
missing out on delicious. Instead, tasty, satisfying and craveable vegan food will go
mainstream. Expect to see chickpea products dominate the shelves too.

4 Brunchfast and Linner
Traditional breakfast, brunch, lunch and dinner times blurred in 2020, as restaurants
adapted to new hours to keep their doors open and kitchens in service amidst everchanging legislation. Expect this all-day dining approach to continue, as both diners
and restaurants become more flexible about what they eat and drink, and when.

3 Food + Fashion
Buying behaviour in the fashion sector will continue to mirror that of the food sector
in 2021. As consumers become more conscious about food ethics, this will translate to
the clothing sector.
Plant-based running shoes, post-petroleum sneakers, and vegan garments made from
mushroom leather were just a few of the innovations seen in 2020. With the European
market expected to expand at the fastest CAGR of 14.5% from 2020 to 2027, expect
to see a lot more plant-based fashion on the catwalk in 2021, fuelled by a consumer
market of millennials and strong social media marketing campaigns.
Source: click here.

Demet Güzey said:
“I’m seeing restaurants opening for breakfast or brunch and an earlier aperitivo as they have
to close by 6pm. So the whole service shifted to earlier hours. We have a 2-star restaurant
[nearby], which can now only host diners for lunch, so what was before a less interesting service
becomes the central one. That probably also means different menus and wine combinations.”
Rafael Tonon said:
“Curfews and mobility restrictions taught us that the predefined ideas we had about breakfast
or dinner time no longer make sense in a society that is moving towards an inevitable fluidity
of time. Who determined that lunch needs to be between 12 noon and 2pm? The industrial
era’s established meal times (to feed shift workers) no longer fit into our new era of creativity,
when everyone has their particular routines, especially working from home. Lunch will be
served ‘when hunger calls’.”

5 Smells Like Craft Spirit
Evelyn Chen predicts the rise of craft spirits in 2021. The movement
spearheaded by craft gin will see a rise in further spirits offshoots like agave spirits
and flavoured whisky. At the 2020 Craft Spirits Awards, the growing number of new
craft distilleries in the U.S. numbered more than 2,000. The same trend is being seen
internationally with continued growth in the number of craft spirits from around the
world, including countries like Mexico, South Africa, Lithuania, Cambodia and even a
spirit made in Kyrgyzstan from mare’s milk.

6 People Before Profit
The glowing embers of social purpose in the restaurant community were ignited
by the pandemic in 2020. The industry’s commitment to improving staff welfare and
industry transparency will only continue to strengthen in 2021, with many chefs and
restaurants committed to building a better future for both their community and staff.
Pat Nourse said:
“The big picture in fine dining will be more social than technological, with a serious analysis
of the purpose it serves, who it’s made for, who pays for it and who really does the work. (For
an extreme example of this, look to Tunde Wey’s writing about the US restaurant world.)”

8 Kitchen Co-ops
7 Boat-to-Box
Lockdowns led many to adopt and use new food delivery services. One of the quickest
food supply chains to pivot and pick up on this demand for fresh food delivery was
the fish market. In many large fishing cities, fishing collectives, companies and even
chefs created apps, sites and ways for those who would normally sell fresh fish to
restaurants to sell instead to home consumers. This has led to many people having
fresh fish delivered for the first time, people handling different species of whole fish,
and having a more open-minded approach to cooking fish other than salmon fillet.
This is also being accelerated by the great work of people like Josh Niland, in Australia,
who is educating diners and chefs around the world about how to use, handle, store
and get a more delicious taste and texture from fish.

The pandemic brought a moment of reflection, with chefs, restaurateurs, staff and
diners all questioning how restaurants operate. Models of employment, staff benefits,
and new models of co-op profit sharing have all been discussed and introduced in 2020.
We will see the restaurant industry turn its creativity less towards the plate, and more
towards innovation in running restaurants as businesses. Co-op kitchens will grow, as
will sponsored restaurants, which is something we’ve already seen happening.
Andrew Friedman said:
“Much of it is happening behind the scenes, but the reset is real. Chefs, restaurateurs and
shift workers have all used this unbidden downtime to reflect on the dysfunctions of the
industry and resolve to improve everything from business models, to pay inequity, to racial
and sexual discrimination, to the tipping system. The organisations that have sprung up
to save the industry are doubling as support and information networks enabling operators
from all over the country/world to share ideas and grievances. There will be change, the
only question is how profound and far-reaching.”

Classi cucina
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9 High Cuisine
One in three Americans now have access to legal cannabis, according to POLITICO, as
more US states legalised the adult-use of cannabis this year. Canada had already legalised
cannabis plants and cannabis in food, and in Europe, Italy is an example of a country where
THC is now permitted in food in trace amounts.
Legislative changes fuelled by a consumer desire for food that soothes, both mentally and
physically, means this could finally be the year we see cannabis cuisine go mainstream.
There is also a whole new bank of tastes for chefs to play with as cannabis provides varying
flavour profiles.

10 The Chef Comes to You
More chefs are creating alternative revenue streams that fall far away from traditional
restaurant models. From selling food products and merchandise, to offering bespoke
experiences and online cooking classes, or even cooking in people’s homes, the gap
between chefs and consumers will continue to get smaller.
Rafael Tonon said:
“Meals for intimate groups will rise in unusual places to meet growing expectations as
many people limit themselves to their social bubbles. Mugaritz’s Andoni told me: ‘We will
have to evolve to offer even more transformative experiences to attract our customers: be it
in the food, be it in the room’.”

12 HomeCooking 2.0

11 Culinary Collabs
We’ll see more restaurants team up for collaborative delivery menus, chefs coming to
restaurants for one-off menus, and more cross-collaborations in which restaurants
sell their best suppliers’ products, such as cheese or caviar.

2020 saw people get more adventurous in their own kitchens. With restaurants
shuttered and people’s normal work/life routine challenged, many began to see their
kitchen as a creative rather than functional space. With a wealth of cooking webinars,
free online classes and Instagram cookalongs available, the role of chefs like Massimo
Bottura and Thomas Keller became de-mystified, as we watched them cook pasta in
their home kitchens.
Preparing and eating more meals at home will continue in 2021. Home cooks who are
hungry for travel will live through their spice cabinets and seek out exotic flavours to
stimulate their palates as they really step outside their comfort zones. The increased
culinary confidence that has seen people recreating more restaurant-style meals at
home will continue to be a trend in 2021, says Waitrose executive chef Martyn Lee.

Data
Love for Local
“65% of consumers now prefer buying goods and services from their own
country.” (Source: Kantar’s COVID-19 Barometer.)
Plant Power
The global vegan food market is projected to grow at a CAGR (Compound
Annual Growth Rate.) of 9% between 2021 and 2026. (Source: Expert Market
Research - Global Vegan Food Market Report and Forecast 2020-2025.)
Food + Fashion
The vegan leather market is set to be worth $85 billion globally by 2025. (Source:
Grand View Research [GVR].)

13 Ghostronomy
Restaurants - especially those in the fine-dining sector - will look to create sister
services from within their concept. For example, as restaurants start to reopen
and restrictions ease around dining out, there will be many businesses that require
supplementary revenue streams to survive. We predict big-name fine-dining
restaurants will reopen with their usual tasting menus and bums-on-seats, but will
continue to serve larger audiences with unique delivery, take-out and make-away
options. Imagine Alinea the restaurant with Alinea-To-Go - most probably running
from their own Alinea ghost kitchen. Many fine-dining chefs have tapped into a much
wider audience during the lockdowns, and this will be the extra revenue stream
required to maintain stronger margins in the future. We should also embrace the idea
that the skills, techniques, preparations and innovations of fine dining are now more
accessible than ever.
Andrew Friedman said:
“World-class food to-go: Restaurants that always saw to-go food as a pain, beneath them,
or simply something that compromised the quality of the food in transit, have begun offering
take-away and delivery during the pandemic, often in formats and packaging that parallel
their individual style and standards. Even after the pandemic, this won’t go away—the
revenue is too precious to let go of in an industry with notoriously tight margins.”

Smells Like Craft Spirit
The global craft spirits market to grow at a CAGR (Compound Annual Growth
Rate.) of 26.91% during the period 2017-2021. (Source: Global Craft Spirits Market
2020-2024 Report.)
Boat-to-box
Start-up Ish Fish: business is up 1,000 per cent for the boat-to-box home
delivery operation. (Source: Business Live.)
High Cuisine
According to the Orian Research Group, the current market size for CBD in
Europe is about €450m and is expected to be worth at least €1.5bn by 2023.
(Source: Sifted - https://sifted.eu/articles/cbd-europe-regulation-funding.)
The Chefs Comes to You
Examples: Greg Baxtrom’s Maison Yaki pop-up series and grocery store. Ana
Roš: Using local produce to create an e-commerce business at Hiša Franko.
Restore.biz launched to create a new marketplace for alternative food items:
Online classes, live experiences and merchandise.
Culinary Collabs
“We see total online food delivery - through online delivery platforms and
restaurant self-delivery - of $45 billion in 2020, vs. our prior estimate of $41
billion in 2021, reaching 13% of the addressable market this year and 16% by 2022,
vs. 2025 in our prior estimate. That means nearly three years of consumer spend
is being pulled forward, led by accelerated growth from delivery platforms,”
says John Glass, lead equity analyst covering the U.S. restaurant sector. (Source:
Morgan Stanley - Coranavirus Restaurant Trends.)
HomeCooking 2.0
“More than half of us have been more carefully planning meals during the
pandemic and intend to carry on. 70% try harder to cook different meals at the
weekend.” (Source: The Waitrose Food and Drink Report 2021.)
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