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FOOD & NUTRITION 
TRENDS FOR 2022
 POWERED BY IMCD

At IMCD, we know that understanding trends 
is the first step towards successful product 
development – because what’s trending 
informs and directs innovation. In our annual 
trends commentary, our global team of food 
and nutrition experts identify the market 
dynamics that will shape the future of the 
industry in the year to come.

Welcome to the future of food and nutrition

In 2020, we published our first trends commentary 
when most of the world was bracing for a second 
wave of COVID-19. One year later, while the 
pandemic continues to have a significant impact 
on everyday life, many consumers are choosing to 
embrace optimism and look forward to a healthier 
future – and this is reflected in their dietary choices.

We also sit down for interviews with senior leaders 
from IMCD Food & Nutrition and share their insights 
and advice.
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Trend Spotlight 
generation health
Only 18 months since the start 
of the pandemic, health is still 
a major priority for consumers 
around the world.

So, has anything changed  
over the past year?
The huge number of consumers who started 
to become more interested in health because 
of the risk of COVID-19 have had time to 
learn about healthy living and make progress 
towards their broader wellbeing goals.

71% Of consumers 
think getting 
enough sleep  
is important  
for their  
immune health.

This creates a new audience for targeted nutritional 
solutions that address common health challenges. 
Research shows that the average annual growth 
of food and beverage launches with “functional” as 
part of the product name has risen steadily at 59% 
year-over-year between 2016 and 2020.1  

As consumers get to know their own health 
profile, they are realising that many areas of health 
overlap and influence each other. This comes at 
a time when mainstream media coverage of the 
importance of gut health is on the rise. The benefits 
of a healthy gut are now known to go well beyond 
digestion and to extend into cognitive health, 
healthy aging and more.2

1.  Innova Market Insights, 2020
2.  https://www.cosmopolitan.com/uk/body/diet-nutrition/ 

a37545299/gut-brain-axis-mental-health/ 
3.  Innova Database, Innova Health & Nutrition Survey 2020

71%
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Meet the functional foodies
Food and beverage launches with the word “functional” 
in the product name have risen a staggering 59% on 
average each year between 2016 and 2020.3 Consumers 
seek out diverse benefits from their packaged and staple 
choices, including better hydration, improved energy  
and immune support. Their quality standards are  
also rising: a snack or ready meal is expected to offer  
a ‘fresh like’ experience with authentic flavours and 
textures to complement its health benefits.

The word  

“functional”  
in the product name  
have risen a staggering 
59% on average each year 
between 2016 and 2020.

59%
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Nutrition gets personal
Consumers know it takes trial and error to find  
out what works for their own mind and body. They 
are looking for support from brands that can offer 
personalised nutrition advice, recommending dietary 
and lifestyle changes as well as the supplement 
products that are right for them as individuals. 

Many people prefer the idea of making a lifestyle 
change rather than going on a diet, and this is often 
what fans claim to love about the “keto” way of 
eating: it is not a short-term fix, but a permanent 
transformation. The ketogenic diet involves 
significantly reducing intake of carbohydrates and 
replacing them with fats, inducing a metabolic state 
called ketosis that triggers weight loss. Keto was, 
in fact, the number one most-Googled eating trend 
globally in 2020, with 25.4 million searches.4

Immunity: the next chapter
The spike of interest in immune health that 
COVID-19 created shows no signs of fading.  
It is now common knowledge that immune health 
is intrinsic to overall wellbeing and many are now 
beginning to view their immune health in a broader 
context, rather than as an urgent concern.

Wake up!
There is growing awareness 
of the connection between sleep 
quality and immune strength – 
71% of consumers think getting 
enough sleep is important for 
their immune health.5

Sleep quality not only impacts 
immune health, but also energy 
levels, digestion, focus, physical 
performance, anxiety and more.

Ingredients that promote  
better sleep can be targeted 
towards these health areas in  
order to appeal to a more  
diverse audience.

4.  https://uk.news.yahoo.com/10-most-popular-diets-2020-090900005.html 
5.  Innova Database, Top Ten Trends Survey 2020

 “Keto” 
The number one most-Googled 
eating trend globally in 2020

25.4 Million  
searches
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EXPERT Q&A 
healthy lifestyle 
trends are evolving

What does “personalised nutrition” mean  
to consumers in different parts of the world? 
Is the trend growing at the same pace  
in all regions? 

Michel: The meaning of “personalised nutrition”  
is actually the subject of many expert discussions, 
taking into account both the physical reality of 
nutrition as well as the psychosocial aspects that 
are important to consumers. IMCD has joined  
the conversation by supporting the development  
of a personalised nutrition position paper.6   
We feel strongly that building a common global 
understanding of what the term means is an 
important step towards progress in the field.  

In Asia, personalised nutrition is not yet as 
advanced as in the US. However, there are already 
personalised nutrition testing services promoted 
and advertised within the region. These are 
financially out of reach for many consumers but 
are generating increasing interest from wealthier 
demographic groups in countries like Indonesia 
and India. In China, South Korea and Australia, 
personalisation is the next step for many brands 
that already offer a differentiated portfolio of food 
and beverages with additional nutritional benefits.

Will immune health benefits remain  
a consumer priority over the decade  
to come? How can IMCD support brands  
in delivering these? 

Michel: Even disregarding COVID-19, consumer 
interest in immune support is still driven by general 
high demand for food and beverage products with 
functional properties that are health-promoting, 
disease-preventing and energy-enhancing. 
For example, our team in EMEA is noticing 
that customers producing infant formula are 
increasingly looking for EFSA-authorised ingredients 
that can contribute to the development of the 
immune system of growing babies, such as GOS, 
2’-FL, MFGM and lactoferrin. At IMCD, we work with 
our customers to find the right ingredients  
to substantiate health claims — for immunity  
and beyond—that both align with regulation  
and resonate with consumers.

We caught up with Michel Faes, Global Technical 
Director at IMCD Food & Nutrition for a closer look  
at how healthy lifestyle trends are evolving.

6.  https://www.foodvalley.nl/innovation-fields/food-and-health-personalised-nutrition/
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Yummy mummy gummies  
– a chewy maternity treat

During pregnancy, busy and stressed-out  
mums-to-be may find it challenging to incorporate  
the nutrition they need into their routine from one 
trimester to the next. Supplement formats like  
gummies offer a delicious, convenient way to  
deliver a highly bioavailable dose of nutritional 
ingredients that benefit both mother and baby.

TAKE THE 
OPPORTUNITY
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7.  Innova Market Insights, 2020, from https://www.preparedfoods.com/
articles/125422-clean-label-concerns-expand-beyond-health-to-incorporate-
more-social-ingredients

Trend Spotlight 
Clean label goes global
Over time, consumer definitions of 
clean label — already a non-specific 
umbrella term — are getting broader 
and evolving.
In 2020, over a quarter of all new food and 
beverage launches featured a clean label claim, 
which included “GMO-free”, “natural”, “organic” 
and “no additives/preservatives”.7 For brands, 
that means clean label is a moving target they 
need to follow closely as it begins to overlap 
with other concepts. 

Clean label by continent 
Research by Innova Market Insights 
reveals that what “clean label” means 
depends a lot on where you live.

• 28% of food and beverage packaging  
in the US featured the words “GMO-
free” and 19% show the term “no 
additives/preservatives”

• In Asia, “no additives/preservatives”  
is the most popular term (11.7%) 
followed by “ethical” claims (4.4%)

• In Europe, “no additives/preservatives” 
takes the third spot (13.4%), preceded 
by “ethical” claims (18.9%) and 
“organic” labelling (14.9%).
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What’s behind these regional differences? 
In Europe, consumers are focusing not only 
on the quality of their food, but also on the 
reputation of the company that produces it: 
ethical claims are important because they 
want to buy from brands they can trust.  
In countries where “free from” claims reign 
supreme, there is more focus on the purity  
and provenance of the product itself.

What’s interesting for manufacturers is knowing 
where the opportunities lie. Take “natural” claims, 
for example. Once popular, natural is falling out 
of fashion around the globe for being too vague 
and therefore frequently co-opted by products that 
are anything but. Consumers prefer more specific 
positionings like “plant-based” and “vegan”, which is 
why these claims are appearing on more and  
more labels in North America and Europe. 
Meanwhile in Asia, there are a lot of new products 
claiming “no additives” but relatively few indicating  
“GMO-free”, although this is a popular claim in other 
parts of the world.

Time for transparency
Clean label concerns naturally overlap with calls 
for transparency: a ‘clean’ label contains the fewest 
possible ingredients, which should all be easy for 
the average consumer to pronounce and identify. 
But while product labels may be getting shorter, 
that doesn’t mean consumers feel they can rely on 
brands to be transparent – yet. There is concern 
around health technology and its use of personal 
data, which means brands entering the space 
should be careful to put their data-protection 
policies front and centre.

There are also opportunities for brands to get more 
transparent right there on the label: a number of 
food and beverage brands are adding an FAQ to 
their packaging, explaining need-to-know benefits, 
reassurances and product science in a friendly, 
accessible way.

19%
SHOW THE TERM 
“NO ADDITIVES/
PRESERVATIVES”

of food and beverage 
packaging in the US 
featured the words 
“GMO-free”

28%
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EXPERT Q&A 
new clean label 
opportunities

Emmanuel Colette, Business Group Director Food & 
Nutrition APAC at IMCD discusses how manufacturers 
can take advantage of new clean label opportunities.

How can food and beverage brands 
demonstrate a commitment to clean label? 
How does IMCD support them with this? 

Emmanuel: There are two ways to position a brand 
or product as clean label. Either adapt the product 
formulation and its brand positioning accordingly 
— progressively or in one go — or develop a new 
product from scratch. The right choice depends  
on the marketing and brand strategies you  
already have in play, so that you can choose the 
clean label approach that’s best for your business.  
The key to success is collaborating with formulation 
experts who understand the regulatory constraints 
on labelling, while also leveraging the latest 
consumer insights. When it comes to new product 
development, IMCD experts support and inspire 
our partners through ideation days, webinar or 
workshops, sharing innovations from our labs  
and pilot plants. 

How can IMCD help brands to balance clean 
label credentials with cost-effectiveness? 

Emmanuel: It is important to remember that 
consumer expectations around transparency  
and clean label don’t outweigh their interest in  
good value. Some consumers may be willing to  
pay a premium for clean label claims, but others  
will always search for the lowest price. At IMCD,  
we have a broad overview of many potential 
solutions that can help brands achieve cleaner 
labels without driving up the cost — from enzymes 
and functional starches to established natural 
additives. We also advise our customers on how  
to find the right balance between transparency  
and affordability by offering bespoke formulation 
cost simulations. 
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TAKE THE 
OPPORTUNITY
Tropical plant protein punch – 
creamy, rich and free from allergens

Protein powders and fortified functional foods  
may be trending, but not all protein sources have  
the same audience. Many consumers are allergic  
to — or intolerant of — traditional protein sources  
like whey and soy, for example. This tropical protein 
punch concept is developed with a well-tolerated  
pea protein, offering 11g of protein per 240ml  
serving in a low-calorie, neutral flavoured solution  
with a creamy mouthfeel that makes a great base  
for trending fruit flavours.
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Trend Spotlight 
Growing Greener

1 in 3 consumers 
globally — 
think that plant-
based stands for 
“meat and dairy 
reduced”

8. Innova Database, 2020
9. Ibid.

10.  Innova Database, Top 10 Trends Survey 2020

Sustainability has become a 
mainstream consumer priority that’s 
here to stay, and this is reflected in  
the way we talk about what we eat.

The term is more flexible and forgiving, which makes 
it easier to get on board with. The majority — 1 in 3 
consumers globally — think that plant-based stands  
for “meat and dairy reduced”, which is an easier,  
more accessible way to move on from a traditionally 
meat-centric diet and live a little more sustainably. 

The food and beverage market has picked up on this 
rising consumer demand for plant-based alternatives: 
there has been a 51% growth in plant-based claims 
between 2015 and 2020.9

For many, choosing to eat “plant-based” is  
more appealing than committing to veganism  
or vegetarianism: 6 in 10 global respondents  
prefer plant-based of the three.8

What’s driving consumer interest 
in a plant-based diet, according 
to Innova Market Insights?

  32% of consumers  
choose plant-based food 
for sustainability reasons.

 35% say it creates  
more variety in their diet.

 53% want to  
feel healthier.10 

13 New Opportunities in Food & Nutrition : Trends for 2022 and Beyond



Gone FISHIN’ 
From tuna to prawns, research has led to 
the development of a variety of seafood-like 
products that bear a close resemblance to 
finfish and shellfish. 

Many consumers see these solutions as a 
long overdue response to damage caused 
by overfishing, which not only threatens 
aquatic populations but also has a big 
impact on carbon emissions. 

As fish alternative launches continue to 
grow 36% year over year13, innovators are 
always finding new ways to make plant-
based fish even more like the real thing. 

Is that a cod croquette on your plate, 
or could it be a mixture of pea protein, 
jackfruit and coconut?

Plant-based+ 
As plant-based choices become more popular, 
the range of options available to consumers 
is starting to feature benefits beyond being 
simply meat-free.

Flagship meat-alternative burger brands are 
reformulating their bestselling products to have 
lower fat and calorie content,11  and manufacturers 
across the space are searching for healthier,  
clean label formulations that offer higher protein 
and lower sodium levels per serve.12

Meanwhile, innovators are experimenting with new 
protein formulations like vegan sushi, or shelf-stable 
meat alternatives that don’t require freezing for 
transport and storage. 

11.  https://www.greenqueen.com.hk/35-less-fat-beyond-meat-releases- 
new-healthy-plant-based-burgers-with-less-fat-fewer-calories/ 

12.  https://www.greenqueen.com.hk/plant-boss-vegan-meat/
13. Innova Market insight (Global, CAGR 2015 TO 2019)

fish alternative 
launches continue 
to grow 36%  
year over year

36%
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EXPERT Q&A 
how brands can 
grow greener

We sat down with Laura Alibani, Business Unit 
Manager Food & Nutrition & Category Director EMEA 
Functional Ingredients, to find out how brands can 
grow greener alongside consumers.

How can food and beverage brands  
take plant-based to the next level?

Laura: Plant-based proteins offer excellent 
sustainability credentials compared to their animal 
equivalents, and they now come with impressive 
protein content and flavour profiles, which means 
that even the most traditionally resistant markets 
may be coming around. What brands need to 
bear in mind going forward is that health is one 
of the key motivators for consumers switching to 
meat and dairy substitutes. Meat alternatives are 
facing ever-increasing scrutiny over their health 
credentials, accused of high salt or fat content.  
That means it’s time for brands to challenge 
themselves even further to provide clean label 
benefits that go beyond the basics.

How can food and beverage brands respond 
to consumer interest in sustainability? 

Laura: Product origin stories are at the heart of 
sustainability, and claims like organic, fair trade,  
free range, charitable or locally sourced all refer  
to specific elements of a product’s origins and  
a brand’s values. 

But one of the biggest barriers to sustainability 
is a lack of consumer trust in green labels. This 
creates a major opportunity for digital traceability 
tools across the food supply chain. Investments 
in sustainability, local sourcing, promoting food 
security and fighting social justice are also 
becoming increasingly important to move the 
needle with a highly conscious consumer base. 
At IMCD, we support our customers in achieving 
formulations that align with these priorities. We also 
go further by offering them market knowledge and 
communications expertise they need to unlock the 
full potential of every new product launch. 
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No-beef vegan larb –  
a new take on a Thai classic

Larb is a popular traditional dish from northeast 
Thailand, influenced by Laotian cuisine. This 
refreshing spicy salad usually incorporates a 
protein source, whether duck, chicken, beef, pork — 
or now, a meaty mouthful of blended rice and pea.

This vegan rendition of an old favourite meets 
consumer needs for culinary adventure and 
authenticity, while supporting aspirations to  
live better and eat cleaner.

TAKE THE 
OPPORTUNITY
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Trend Spotlight 
a feast for the senses
These days, health-conscious 
consumers are redefining “indulgence”: 
it no longer has to mean gorging on 
rich or processed food.

This might be what consumers want for every meal,  
but a busy lifestyle makes it hard to achieve. Here,  
brands can help – bringing a new generation of foodies 
the unique, high-quality experiences they want in  
a convenient, accessible format.

For brands, now is the time to get creative with taste 
profiles and textural contrasts. The key to success is 
not to go too far, too fast. Consumers love to explore 
global flavours like yuzu when paired with familiar, 
complementary favourites that offer a comforting  
sense of nostalgia, like lemon or red apple.

Instead, indulgence can be found in enjoying a 
diverse array of carefully-prepared foods with fresh 
flavours and healthy ingredients. It also comes 
from appealing to all the senses in a single bite.

14.  Innova Database, 2020

A new menu 

  Three in five global 
consumers want to try  
new sensory experiences 
like aromas, tastes, 
textures and colours

 Half are looking for  
new flavours

 One in three are influenced 
by interesting and exotic 
flavour combinations.14  

50
50
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Haute from home
The pandemic introduced a lifestyle 
where anything can – and is – 
delivered to our doorsteps.

Whether they choose to get the weekly 
shop brought to their door, sign up 
for a meal subscription service or gift 
a gourmet sampler box, consumers 
are finding lots of new ways to switch 
up their food and beverage choices 
without leaving the house.

Food lovers may be returning to 
restaurants, but they are also looking 
for delicious eating experiences at 
home, seeking out meal kits and  
ready meals that include special or  
hard-to-find ingredients alongside  
easy-to-follow instructions.
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EXPERT Q&A 
Stand-out sensory 
Experiences

Fergus Johnson, Taste Director EMEA at IMCD, 
discusses how to create stand-out sensory experiences.

How can brands innovate 
to achieve novel sensory 
experiences for consumers?

Fergus: One way to achieve this 
is by introducing new ingredients, 
or by deliberately contradicting 
the senses. Why not try making  
a purple carrot gel to serve beside 
a golden beetroot gel? Our eyes 
and brain tell us that the orange 
gel should taste like carrot and 
the purple gel should have a 
beetroot flavour. By defying 
expectations, brands can create 
a fun challenge for the tastebuds, 
alongside a playful textural 
element that’s unexpected  
from a vegetable.

What’s the key to balancing 
ultra-modern and nostalgic 
notes in a shelf-ready food  
or beverage creation?

Fergus: Start with an old 
favourite, then take it to the next 
level. Brands can add a twist 
to classic, traditional recipes 
by adding a trending ingredient 
that enriches the flavour profile. 
Or they might choose to switch 
things up with a new preparation 
technique or serving suggestion. 
But it’s important to retain the 
core elements that originally 
made that dish a favourite:  
taste is memory, so if a dish  
is designed to trigger nostalgia, 
recipe updates shouldn’t be  
too disruptive or overwhelming. 

Does indulgence always  
have to come with a price?

Fergus: Indulgence can mean 
many different things — a product 
might be considered indulgent 
because it’s expensive, or high in 
calories, or only available through 
a premium brand or restaurant 
experience, for example. But the 
very essence of “indulgence” is 
that a product is seen as a treat 
or reward, and that can also be 
something healthy and delicious 
that nourishes their body.  
Most people think carefully  
about how they choose to indulge 
— often, they are happy to pay 
a premium for the right product 
or experience, but indulgence 
doesn’t have to mean paying a 
price when it comes to health.  
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TAKE THE 
OPPORTUNITY
Texture pop cake lolly – an 
unexpected twist on a candy classic  

The childhood favourite – the lollipop – is given a 
makeover that appeals to kids and grown-ups alike. 
Brands can create an unexpected and layered textural 
experience with a cake lolly that replaces the familiar 
bite of hard candy. Think crunchy sprinkles and soft 
icing over airy sponge with a gooey liquid centre: each 
layer offers its own possibilities to get creative with 
flavour and surprise the consumer with contrast. 
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Want to know how we can help your brand  
bring food and nutrition trends to life?

Our global team of technical, sales, distribution 
and marketing experts can help you find the right 
opportunities to innovate, and the best way for 
your business to grow. Taste the future of food 
and nutrition. 

Get in touch

At IMCD Food & Nutrition, we believe every 
challenge becomes an opportunity to innovate 
when you look at it the right way. 

With over two decades of experience as a 
leading global distributor and formulator, we 
help brands to anticipate and respond to trends 
that are making waves in their industry. Staying 
ahead of a competitive crowd might seem 
difficult for upcoming food and drink brands, 
but as this commentary demonstrates, IMCD 
has plenty of ideas and concepts for developing 
consumer-friendly solutions for food and 
nutrition, and beyond.

Creating a world  
of opportunity

http://www.imcdgroup.com/en/imcd-wizard/other-question
https://www.imcdgroup.com
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