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T
How to define a trend? 

As Conceptional we define a trend as ‘the 

direction in which a phenomenon 

develops, whereby this phenomenon has 

a significant impact on the cultural, 

social or business environment in which 

it develops’. Trends are a fundamental 

part of our emotional, physical and 

psychological landscape. By identifying, 

clustering and using them, we can 

anticipate what is new and emerging in 

the world.   

Step 1: Uncontrollable forces 

Trends in food and hospitality are always 

embedded in larger global social 

developments, also known as 

uncontrollable forces. To monitor these, 

we must ensure that we are aware of 

long-term developments in amongst 

others politics, demography, economics, 

society, technology, culture, and 

philosophy. 

Step 2: Behavioural shifts 

As the world is continuously developing 

and changing, mankind as a whole 

change and shifts its behaviours to 

respond to the uncontrollable forces that 

shape the global social environment. The 

response to these behavioural shifts are 

trends. Therefore to study trends we as 

Conceptional cluster common 

behavioural patterns in understandable 

groups, that allow us to identify and 

respond to it, in a way that is valuable 

and future proofed. Conceptional had 

defined that there are three layers of 

trends: mega trends, consumer trends, 

and product trends.  

To create, identify and develop 

distinctive concepts and brands that 

set the tone and pace in the industry, 

not just right now but for the long term 

future, it is vital that we understand the 

role of behavioural shifts, market 

changes, product innovations and 

overall industry developments that can 

impact the success of a given F&B 

concept.
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A trend is defined as 
‘the direction in which 
a phenomenon 
develops, which has a 
significant impact on 
the cultural, social or 
business environment 
in which it develops’

How does 
Conceptional 

see trends?
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Step 4: Consumer trends 

The second layer consist out of the 

consumer trends. The consumer trend 

are a response to the mega trends and 

they give shape to the changing needs 

and values of consumers. These needs 

and values develop in the subconscious 

and often form a reaction to a certain 

zeitgeist. You could say that they are 

latent and can later be 'activated'. The 

consumer trends have a lifespan of 5 till 

10 years.  

Step 5: Product trends 

The third layer that Conceptional defines 

is the product trends,. The product trends 

shows mainly tangible developments 

such as new types of products and 

services that are visible around us, 'worn' 

by the most innovative consumers. 

Step 3: Mega trends 

The mega trend is the biggest layer that 

is normally viable for 10 till 20 years. They 

affect (many) different aspects of our 

society and are large and complex. These 

trends can be examined and 

substantiated on the basis of statistics. 

The mega trends are the trends that you 

have to formulate an answer to, because 

it doesn’t matter how you’ll look at it, 

you’ll have to deal with them. 
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1.

2.

3.

4.

5.

Change: 
UNCONTROLLABLE 
FORCES 
(i.e. Climate change, pandemic, 
globalization, resource scarcity, shift in 
global economic power, technological 
breakthroughs…)

Response: 
BEHAVIOURAL 
SHIFTS 
(Generational)

MEGA 
TRENDS 
(10-20 years)

CONSUMER 
TRENDS 
(5-10 years)

PRODUCT 
TRENDS 
(1-5 years)
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D Uncontrollable forces in general can be 

divided into six categories: geopolitical, 

demographical, environmental, 

economical, societal and cultural, and 

technological. Although all the 

uncontrollable forces will have an 

influence in 2023 it is expected that 

inflation, climate change, and ageing 

population will exert the biggest 

influence on the hospitality industry.    

Diving into uncontrollable forces is the 

first step in trend research. Uncontrollable 

forces  are events, changes, transitions 

and shifts that are out of the control of a 

single organised entity (i.e country), and 

that affects a specific trait of the whole 

globe. The effects of uncontrollable forces, 

ripple through the whole planet and filter 

down to all level of the market, from 

producers all the way to consumers.  

1.
Uncontrollable 

Forces and 
their influence 

for 2023

5

1. GEOPOLITICAL 

2. DEMOGRAPHICAL 

3. ENVIRONMENTAL 

4. ECONOMICAL 

5.SOCIETAL AND 
CULTURAL 

6.TECHNOLOGICAL

Connected De-Globalisation, 
Territorial Wars (i.e. Ukraine), 
Accelerated Modernisation, 
Resource competition…

Overpopulation, Ageing population, 
Periodic pandemics and extreme 
events, shifted working force…

Climate change, Over Farming & 
Fishing, Resource scarcity, Energy 
transition…

Inflation, Consumerism, Relocation 
of Poverty, Financial Warfare (West 
and East), Polarised markets, Age of 
Default…

LGBTQ+, Inclusivity, Gender 
Dilemma, Truth vs Believe, 
Environmentalism….

Meta Verse, Digital World, 3d 
printing and lab foods, AI & 
Machine learning, Big Data…

=

1.

2.

3.

4.

5.
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Climate change 

The other uncontrollable force that is going 

to have a big role in the year 2023 is the 

one of climate change. Already 30% of 

the worlds population is now facing 

moderate or severe food insecurity 

because of the climate change, 

economic downturns and conflicts  . It 

is common knowledge that something 

needs to change in the way we are living 

and doing business if we want the world as 

we know it too still exists in a couple of 

years. Especially the younger generation is 

concerned about climate change and 

willing to act upon it. This generation came 

of age alongside the tangible impacts of 

climate change, from increased droughts 

and floods to wildfires and hurricanes, and 

are now establishing a pattern of 

behaviours that will last the rest of their 

lives. 

Ageing population 

A list of uncontrollable forces for 2023 

would not be complete without 

mentioning the problems with employee 

shortages. In a research conducted by 

ING it was stated that 4 in the 10 

hospitality entrepreneurs are 

currently struggling with staff 

shortages  , which is causing a hindering 

in their business activities. Besides this the 

National Restaurant Association says that 

worldwide 7 out of the 10 operators in the 

restaurant industry have the same 

problem  . This employee shortage is 

mainly caused by de growth of the ageing 

population. There are relatively fewer 

younger people, versus more older people 

who’s lifespan is expending, and it is 

expected that this problem will continue 

Inflation 

The prices have been rising even before 

the war in Ukraine. Analysts have been 

signalling unprecedented cost price 

inflation since mid-2021 caused by 

geopolitical tensions, disruptions due 

to corona, and a stranded containers 

ship. Food producers indicated in 

October 2021 that they would need 

about 10% higher selling prices to cover 

increased costs  . This was before the war 

started. On top of the food prices that are 

rising, the energy cost are also increasing. 

The energy costs of a household in the 

Netherlands increased with 86% since 

last year  .

1.

2.

3.

4.

5.

1

2

3
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T As a company operating in the 

hospitality industry it is vital to be 

prepared and truly understand the 

generation of the future. Not only do 

their needs and wants differ substantially 

from other generations, they already 

compose 44% of the world population  . 

The second step is to understand 

consumer needs and behaviour. To cope 

with the uncontrollable forces in step 1 

we need to dive into the shift in 

behaviour that these cause. For this 

report specifically we dive into the the 

generation of the future: the Convenience 

Generation. This generation consists out 

of Millennials and Generation Z.    

How  
does 

Conceptional 
see  

trends

7

1. Generation that seeks value in purpose, supporting 
trustworthy brands that make a difference 

2. Companies therefore need to sell the ‘why’ 

3. Generation that puts their money where their heart 
is 

4. Only 37% is brand loyal, and they are only loyal as 
long as they can align themselves with a brands 
actions 

5. Expect clarity and transparency from companies 

6. Want to stand out of the crowd and express 
themselves by means of their F&B choices 

7. Grew up in the digital world and are used to 
combining digital and physical into a phygital 
reality

2.

Behavioural shift: 
an inzoom into 

the convenience 
generation

1.

2.

3.

4.

5.

6

7
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Respect for value driven brands 

Tomorrows community will respect brands 

that put their values first. 79%    of 

consumers are changing their purchasing 

preferences based on social responsibility, 

inclusiveness, and environmental impact. 

As a brand it is important to implement 

this into your business, seeing that only 

37% of generation Z is brand loyal. As a 

company you should help consumers vote 

with their money by measuring your 

brands impact and making those results 

visible on your products and services. 

Help consumers to express themselves 

On the other hand consumers will be 

eager to re-focus on themselves and 

brands can help them take centre stage. 

Consumers may want to stand out rather 

than to blend into the crowd but might 

not know how to do so. By celebrating the 

interests that make consumers unique, 

brands can help give consumers the 

assurance they need to try something new 

or even help them rethinking who they are. 

The role of brands in the identity 

expression of the consumer is especially 

vital for brands targeting the convenience 

generation. This generation enjoys 

functional and cool products. Social media 

plays a big role in their buying decision, 

because this generation wants the brand 

to reflect their identity. This is in line with 

the fact that this generation puts their 

money where their heart is. Nowadays 

brands therefore have to sell the ‘why’ of 

the brand or align truly with the lifestyle of 

the consumers as consumers are not only 

coming to a brand because of a product or 

service, but also to express who they are 

and what they find important in life.  

  

Value in purpose 

The pandemic gave people time to 

reflect on their values, which resulted in 

their buying decision being based on 

protecting their own health, that of the 

planet and others     . The impact of 

global warming will be felt more and as 

a result more consumers, and specifically 

the convenience generation, will be 

scrutinising whether global brands take 

their local commitments seriously. The 

convenience generation nowadays seeks 

value in purpose, supporting trustworthy 

brands that make a difference as they 

make a profit, to ensure their everyday 

consumption choices align with the 

future they aspire. That is why now they 

are seeking for clarity and transparency, 

towards a brands climate friendly and 

ethical commitments.  

8

Convenience  
generation

1.

2.

3.

4.

5.

The convenience 
generation in a nutshell: 
Seeks value in purpose 
Wants to express their 
identity 
Lives in a phygital reality

10
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CConceptional Trend Card 

After establishing which uncontrollable 

forces will exert the greatest influence in 

2023 and diving deeper into the shift in 

behaviour of the generation of the future 

we used our Conceptional Trend Card to 

define which trends can help the 

hospitality industry to respond to these 

changes.  

Build back 
better

Newtrition

Reconomy

Personalization

Anywhere, 
anytime

Seamless  
journey

Transparency
Healthyfi

Authenticity / 
Realness

Citizen of the 
world

Memorable 
experiences

Exclusivity

3.2 Techno- 
logization

3.1 Shifting 
identities 

3.3 Meaningful 
economy

3.4 Experience  
economy 

Vegan

Plant-based

Alternative food

Urban farming

Robotization

New formatsIn/outdoor Oasis

Sharing

Purpose driven

Contactless payment

Multi channel journey

Sustainability as strategy

Shared values collaborations

Eco-warding

Eco-cuisine

Eco-standard

Circular food

No waste

Durable packaging

Local products

Farm to table

Off the grid

Influencer marketing

Instagrammable food

Dark kitchens

Flash delivery

Unhealthy conscious 

Non-alcohol

Healthy cool

Fast good food

Performance food

Complete openness

Show impact

Open cooking

Do it yourself

(Extreme) customization

Kitchen as a service

Virtual restaurants

DNA based food

Reusable

Data driven smart 
Solutions

Augmented reality

Virtual reality

Simplusive

Chef driven

Temporality as 
exclusivity

Accessible luxury

Street food

Bowl food

Korean cuisine

Levant

Craftsmanship

Newtro

Storytelling

Extreme dining

Thematisation

Eatertainment

Lifestyle concepts

Merchandise

Edutainment

System gastronomy 
reinvented

1.

2.

3.

4.

5.

Our Conceptional Trend Card 

model defines three layers of 

trends: step 3 mega trends, step 

4 consumer trends, and step 5 

product trends. Reconnect  
(to nature)

Local Love

Convenience

Identity 
expression

Immersive 
experience

= is covered in 
the trend report

3.

4.

5.

How can we  
use trend to 
respond to  
the changes  
in consumer 
behaviour  
exerted by the 
uncontrollable 
forces in the world?
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Instagrammable food

Influencer marketing

Identity expression

Lifestyle concepts

Merchandise

3.3 Meaningful 
Economy

Sustainability has now partly merged with the 
counter movement of the experience economy 

creating the meaningful economy. This mega trend 
shows a shift from only having experiences to 

meaningful experiences where we care about the 
impact of our actions. 

For 2023 the focus will lie on knowing where 
products are coming from and the brands who can 
make this transparent or who have a clear purpose 

that aligns with younger generation will win. 

Technologization is about modifying or affecting by 
means of technology in order to maximise efficiency.  

Technology in 2023 will focused on maximising 
efficiency and workflow by means of technology such 
as the use of robots or technological order systems. 
On the other hand new, and mainly smaller, formats 
are popping up to maximise SQM usage in in turn 
revenue en staff efficiency. 

Uncontrollable forces 2023 
inflation | ageing population | climate change

Trends 
2023

1.

2. Behavioural shift Convenience Generation 
value in purpose | express identity | phygital reality 

3.

4.
5.

Reconnect (to nature) & Local Love

Farm to table

Purpose driven

New formats

System gastronomy reinvented

Convenience

3.4 Experience 
Economy
The experience economy is defined as “an economy in 
which many goods or services are sold by emphasising 
the effect they can have on peoples lives.”  

In 2023 the main focus for the experience economy 
will lie on enhancing the experience for the guest by 
means of technology. Providing a better experience for 
the guest is the driver in this, and technology (mainly 
AR and VR) the means. 

Augmented reality

Virtual reality

Immersive experience

3.1 Shifting Identities
As our society becomes more individualistic the 

traditional boundaries are blurring. For example the 
traditional division between old and young or male or 
female. Everything is more focused on the individual. 

Therefore people feel the need to express themselves 
by means of their choices in for example the area of 

food. The focus shifts from the individual to their 
lifestyle and identity and showcasing that to the 

world both offline and online.

3.2 Technologization

Trend report 2023 Trend report 2023
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3.1 Megatrend 
Shifting 
Identities As our society becomes more individualistic 

the traditional boundaries are blurring. For 
example the traditional division between old 
and young, male and female, and the set-up 
of traditional families. Everything is more 
focused on the individual and going through 
life alone becomes more normal.   

Therefore people feel the need to express 
themselves by means of their choices in for 
example the area of food. The focus shifts 
from the individual to their lifestyle and 
identity and showcasing that to the world 
both offline and online. 
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Café Zara Lounge - UK

Photo by: Marco Kesseler
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EExplanation about the 

trend  
The convenience generation is the first 

generation that is becoming less brand 

loyal. In order to remain relevant, brands 

are finding new ways to connect with 

their consumers, and one way to do that is 

to align with the lifestyle of the consumer 

as much as possible. This movement led 

to the rise of the so-called lifestyle 

concepts and merchandise. By creating a 

complete universe around the brand, you 

manage to better build customer loyalty 

and capture their attention. With a 

lifestyle concept and merchandise, you 

make your brand an ‘intangible 

experience’ for your customers. 

At first this trend was mostly conducted 

by high-end fashion brands such as Louis 

Vuitton, Watches of Switzerland or 

Tiffany’s. But the trend is spreading to 

other areas as well such as fashion 

magazines (ELLE), snackbars (FEBO), 

FMCG (Pockies X Zaanse Mayonnaise), 

mainstream fashion outlets (Zara), and 

body & skincare products (Rituals).  

What does this mean for 

the F&B industry? 

Map the customer journey of 

your target audience across 

multiple moments of the 

day and channels 

Consider where you can 

align your brand with their 

lifestyle and by which 

means 

Develop a medium to make 

your brands experience 

intangible for the customer 

in order for them to truly 

immersive themselves in the 

world of your brand 

Merchandise 
& Lifestyle 

Concepts

Le Petit V, Louis Vuitton - Japan

Rouhi House of Rituals - The Netherlands

ELLE Café - China

1.

2.

3.

4.

5.

Source: hypebeast.com

Source: https://elleboutique.com/success_story/elle-cafe/  

Source: entreemagazine.nl 

http://hypebeast.com
https://elleboutique.com/success_story/elle-cafe/
http://entreemagazine.nl
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Amsterdam, the Netherlands

Rouhi House  
of Rituals

Rituals opened their Rouhi House of Rituals in Amsterdam. This 

is a location where you cannot only buy the products of the 

brand, but also enjoy a more tangible experience. Rituals 

created a location where you can truly immersive yourself in the 

world of the brand. The house is a place where you can relax in 

the spa, but also can dine in Restaurant Rouhi. The whole 

Flagship of Rituals is based on their values: is a sanctuary where 

your body comes to rest, where you can calm your mind and 

where your soul finds fulfilment. 

Create a whole tangible experience where you 

can truly capture the essence of your brand 

Play into the needs of the consumers to align 

their lifestyle with a brand and to immersive 

themselves in the world of the brand 

1.

2.

3.

4.

5.

12

Source: www.hotspotjes.nl  

https://hotspotjes.nl/cityguide/amsterdam/restaurant-rouhi-spui/
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1.

2.

3.

4.

5.

Kyoto, Japan 
138 stores worldwide amongst others in UAE, Asia, and Europe

% Arabica 
Coffee
% Arabica truly knows how to create merchandise that fits the 

brand and is visually appealing for consumers at the same time. 

% Arabica is a coffee concept from Kyoto, Japan with very 

recognisable branding which they display on various 

merchandise items such as linnen bags, coffee cups, and coffee 

bags. Consumers love the brand and where it stands for and 

they can express that they align themselves with the vision of 

the brand by buying and using the items.  

Create visually appealing merchandise to make 

your brand even more tangible 

Provides an opportunity to create an additional 

revenue stream 

13

Source: arabica.coffee.en 
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Explanation about the 

trend  
Influencer marketing is not only more 

efficient than traditional marketing. If you 

do it right, it's also more effective   . 

People today are inundated with an 

endless stream of marketing and 

advertising messages. They become 

overexcited, and therefore less responsive 

to traditional marketing techniques. 

Although everyone knows that 

influencers also make their money 

through marketing, people do not see 

them the same as traditional marketing 

channels. Instead, followers see 

influencers as their friends, their role 

models, or experts in a particular field. 

They feel they know the influencer 

personally. As a result, they are more likely 

to accept an influencers message than an 

old school marketers. Whether that 

message is a clear sales pitch or clever 

product placement doesn't matter. The 

message will be received as the advice of 

a close friend or expert. No marketing 

campaign can beat that. 

What does this mean for 

the F&B industry? 

Implement a platform or 

product that makes your 

brands experience 

intangible 

Food is aesthetically 

pleasing and visual content 

generates on average 94% 

more engagement than 

text alone 

Studies shows that 

influencer marketing on 

Instagram in the F&B 

industry generates an 

average engagement rate 

of 7.4%, that is five times 

higher than the average    

Beyond Meat - Kim KardashianIn
fl

ue
nc

er
 M

ar
ke

ti
ng

1.

2.

3.

4.

5.

14

15
Source: Kim Kardashian / Instagram  
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The United States

Charli D’Amelio 
X DUNKIN
Charli D’Amelio worked together with Dunkin Donuts, to create 

a specific Charli drink. The Charli went on to sell hundreds of 

thousands of cups within the first five days of its launch. There 

was also a 57% increase in downloads of the Dunkin’ app, which 

the brand had been trying to push. Dunkin’ broke its record for 

daily users of its app the day The Charli was released. There was 

a 20% overall sales boost for cold brews the day the drink was 

released and a 45% increase the following day.

Find the perfect influencer that matches your brand, 

the target audience, and what your brand stands for 

Not only well known influencers such as Charli can be 

profitable to work with, smaller influencers are more 

affordable and can still exert an enormous influence on 

the popularity of your brand 

1.

2.

3.

4.

5.

Photo by: Charli D’Amelio
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3.2 Megatrend 
Technolo 
gization

Ever since the breakthrough of the internet 
technologization has been an important 
mega trend for the F&B industry. 
Technologization is about modifying or 
affecting by means of technology in order to 
maximise efficiency.  

Within technologization there is a split 
between functional technology and 
emotional technology. Where functional 
technology focuses on maximising efficiency 
and workflow such as the use of robots or 
technological order systems and emotional 
technology on enriching the experience for 
the guest by means of technology (f.e. AR or 
VR). 
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EExplanation about the 

trend  
After the Corona pandemic the F&B 

industry is slowly moving towards the 

level before the pandemic. However with 

the war in Ukraine, the employee 

shortage, and the purchasing prices that 

are rising it is getting more and more 

difficult to operate. The prices are getting 

higher and the marges are getting 

smaller. Therefore an increase in prices 

(for eating out) compromises the lifestyle 

of the convenience generation. To 

maintain their lifestyle, this generation is 

increasingly looking for affordable 

alternatives to expensive eating-out 

options. In order to still attract this 

generation it is a must for F&B 

entrepreneurs to keep the food prices low. 

There are two trends that can assists with 

that: 

What does this mean for 

the F&B industry? 

Smaller Formats 

- Smaller SQM 

- Less investment costs 

- Less staff needed to 

operate 

- Creates a possibility to 

keep prices in the 

restaurant affordable 

System gastronomy 

Reinvented  

- Conditions: high volume, 

efficiency and cost 

leadership 

- Use of (AI) systems to 

improve efficiency  

- Reduce staff costs 

- Reduce waste 

Smaller Formats
System Gastronomy 
Reinvented

1.

2.

3.

4.

5.

N
ew

 F
or

m
at

s 
McDonald’s New Format - Texas, USA

Source: https://corporate.mcdonalds.com/corpmcd/our-stories/article/texas-order-ahead-lane.html 

17

https://corporate.mcdonalds.com/corpmcd/our-stories/article/texas-order-ahead-lane.html
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In
ve
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System 

Gastronomy 
reinvented 

Smaller 
Formats

On of the solutions to lower the prices is to reduce 
your food waste. A system that can design your 
inventory is : 
- Apicvas can predict inventory based on 
calculations.

Paris, France

Bambino

Bambino is a small restaurant with a compact menu. They 

have created a restaurant using the setup of a bar, meaning 

that the bar takes centre stages, less SQM are used, tables are 

set closer together, and experience is provided both in the 

area of food ánd beverages. Resulting in higher sales per SQM 

and seat, less investment costs, and more efficient use of staff 

while still providing an experience for the guest.  

Creating a relaxed atmosphere by putting an 
iconic bar in the middle of the space 

High marges, efficient operations, lower CAPEX 
and OPEX by overall smaller SQM and more 
seats while providing the same (or even higher) 
level of experience

Another solution is to create a more efficient 
operation by means of the customer journey. For 
example with the use of: 
- Yeglo Digital (can calculate the occupancy with 

sensors, but also gives a signal when the tables and 
bathrooms need to be cleaned) 

- Sevenlabs (smart reservation system) 
- QR codes (for ordering)

The last solution is to save on costs by organising your 
kitchen: 
- Kitchen Digital boards (POS system helping 

restaurants streamline back-of-house operations. 
The screen displays orders automatically)  

1.

2.

3.

4.

5.

18
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20

Source: https://www.thesocialitefamily.com/journal/adresse-paris-bambino-bar-restaurant-fabien-lombardi/ 

21

https://www.thesocialitefamily.com/journal/adresse-paris-bambino-bar-restaurant-fabien-lombardi/


Trend report 2023Trend report 2023

20

Trend report 2023Trend report 2023

3.3 Megatrend 
Meaningful 
Economy 

The environment is affected by humanactivities 
and climate change came to the fore at the end 
of the 20th century due to observed warming of 
the Earth. Ever since sustainability has been of 
great importance, the societal goal that broadly 
aims for humans to safely co-exist on Earth over 
a long time.  

Yet, sustainability has now merged with the 
counter movement of the experience economy 
creating the meaningful economy. This mega 
trend shows a shift from only having 
experiences to meaningful experiences where 
we care about the impact of our actions. We 
revaluate what we find important in life and 
make conscious choices. This mega trend has 
accelerated due to the corona pandemic where 
people could actually see what the world looks 
like if it stands still for a second. 
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EExplanation about the 

trend  
Consumers are nowadays more health-

conscious, and the environmental impact 

is a major concern at the moment. This 

created a change in behaviour in which 

consumers today are more discerning 

about their food and whether it is 

purchased sustainable. To fulfil the need 

for transparency consumers are seeking 

clarity about a brands climate friendly and 

ethical commitments. Younger 

generations will increasingly expect zero 

waste and sustainable sourced food at 

competitive food. 

  

This is where the concept of farm to table 

comes in. Farm to table means that the 

food goes directly to the table, without 

going through a distributor, market or 

store first. The movement has also risen 

due to the increasing interest in food 

safety during the COVID-19 period. It is 

expected that this trend will progress 

even further in the future leading to 

complete autonomous kitchens and 

restaurant where they create even their 

own energy supply.  

What does this mean for 

the F&B industry? 

Put the source of the 

ingredients and ethical 

standards at the centre of 

your menu curation  

Having your own farm and 

vegetables or working with a 

local farmer is a good first 

step to lower your carbon 

footprint  

Create a menu with the 

vegetables and fruit that are 

in season  

21

Single Thread - Sonoma

De Kas - Amsterdam
Farm to 

Table

Blue Farm Hill - New York
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5.

Source: restaurantdekas.com 

Source: bluehillfarm.com 
 

http://restaurantdekas.com
http://bluehillfarm.com
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London, United Kingdom 
8 stores in the UK

Farmer J
Farmer J is a healthy and wholesome restaurant, famous for its 

veg and protein packed Fieldtrays. Open from the crack of 

dawn, they are ready to serve all-day. For breakfast, lunch and 

dinner, one word – Fieldtrays. That’s why they work mainly with 

high-welfare British farms. Besides this Farmer J works with 

seasonal vegetables and keeps in mind the food intolerances. 

Cultivate transparency and authenticity within 

your brand or concept 

Make your concept accessible for people who 

have food allergies and intolerances  

Work with fresh, flavourful seasonal vegetables 

1.

2.

3.

4.

5.
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Photos by: https://farmerj.com

https://farmerj.com/wp-content/uploads/2018/08/farmerj-catering-05-lr-1.jpg
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Spain & Portugal 
16 stores in Spain & Portugal

Honest 
Greens
The mission of Honest Greens is to make healthy living 

affordable, convenient and incredibly delicious, thereby helping 

people in their community live longer en live better lives. They 

do this by sourcing their products ethically. This means getting 

their products from nearby farmers, suppliers and artisans who 

use sustainable methods.  

Honest Greens really uses the why of the 

company as an instrument for storytelling 

Showcase your products in an attractive manner 

to get your why across to the guest 

Provide guests an insights in your production 

process and showcase the ingredients in their 

original form to the guest 

1.

2.

3.

4.

5.
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Source: elespanol.com  

https://www.elespanol.com/cocinillas/restaurantes/20170927/honest-greens-revolucion-cocina-honesta/1000999959995_31.html
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EExplanation about the 

trend  
Companies are now focusing on selling 

the ‘why’ and purpose of the company 

and building communities around this. 

Consumer are aligning themselves with 

companies that take action and make it 

tangible. 79% of consumers are changing 

their purchaser preferences based on 

social responsibility, inclusiveness and 

environmental impact. 63% of the 

consumers prefer to purchase from 

purpose-driven brands.   

Tomorrows community want brands to 

make a difference in the way they operate 

and this can be done on different levels. 

Something that the F&B can do is based 

on corporate social responsibility and 

mostly on the people aspect. In a research 

conducted by the National Restaurant 

Association 2022, seven out of the 10 

operators in de restaurant industry says 

that they do not have enough employees 

for in the restaurants. This is where 

operating corporate social responsibility 

could be the solution. Within your 

company you can work with people who 

have a distance to the labor market. This 

are people with a disability, but also 

refugees. In the year 2021 177.000 in the 

Netherlands were people who have a 

disability and a distance to the labor 

market (CBS).  

What does this mean for 

the F&B industry? 

People 

- Provide an opportunity 

for people who have a 

distance to the labour 

market 

Planet 

- Incorporate sustainability 

measures into your 

operation  

Profit  

- Give a part of your profit 

back to the planet
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Paris, France 
11 restaurants 

Restaurant 
Dans le Noir
A restaurant in the dark where blind people are working in the 

service. These people know better than anyone how to work in 

the dark and that’s why they are the perfect match to work in a 

concept like this. On the other hand dining in the dark is giving 

people a different experience of eating out combining a 

purpose with experience. Restaurant Dans le Noir has at the 

moment different locations in Europe.  

Have a strong ‘why’ and put this at the centre  

of your concept and storytelling 

Consider new and unique ways to provide a 

(tasting) experience for the guest in combination 

with a strong ‘why’ 

1.

2.

3.

4.

5.
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Source: Restaurant Paris Dans le Noir 
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3.4 Megatrend 
Experience 
Economy

The Experience Economy is defined as “an 
economy in which many goods or services are 
sold by emphasising the effect they can have 
on peoples lives.” Experiences are their own 
category, just like “goods” and “services.” 
However, it is the combination of all those 
goods and services that results in an 
experience that is much more valuable than 
the simple sum of its parts.  

In 2023 the main focus for the experience 
economy will lie on enhancing the 
experience for the guest by means of 
technology. Providing a better experience for 
the guest is the driver in this, and technology 
(mainly AR and VR) the means. 
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E
Virtual Reality 

Explanation about the 

trend  
The traditional boundaries between the 

digital and physical world are fading 

creating a phygital reality. One way to 

create a phygital experience for the guest 

is by implementing AR. Where VR creates 

a completely different reality AR adds 

new virtual elements to the real 

environment. AR is gaining popularity by 

turning everyday devices, like a tablet or 

smartphone, into overlay digital interfaces. 

AR is mostly used to create an experience 

for the guest for example by enriching the 

consumers environment with interactive 

information, videos, or storytelling 

elements. With consumers nowadays 

either looking for an affordable meal or a 

memorable experience AR can assists in 

strengthen your position in the latter. As 

F&B entrepreneur you can respond to the 

need of the guest for immersive 

experiences in two ways: 

What does this mean for 

the F&B industry? 

Augmented Reality 

- Showcasing a 3D menu 

- Aligning with the social 

media channels of the 

convenience generation 

Virtual Reality  

- Creating a new (third) 

place of your brand 

- A place where 

consumers can connect 

and identify themselves 

with you brand 

- Finding new ways to 

interact with the 

customer outside 

traditional means and 

places creating even 

more brand loyalty 
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Source: Honest Greens 

Starbucks
Starbucks created their first digital community world ‘Odysseys. 

It creates new benefits and experiences for its members. This 

platform is an Immersive Coffee Experience where the 

members can earn points and use in this world.  

Create another world for consumers where 

they can share their love for coffee.  

Create brand loyalty through multiple 

channels 

26
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Source: stories.starbucks.com

Virtual reality
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Bareburger
Bareburger teamed up with New York-based tech startup 

Kabaq. They digitalised their menu and render 3D images of 

every dish on offer. Next to this they created snapchat filters 

using their menu icons for customers to use.  

 

Align with the social media platform of the 
next gen 

Generate free publicity 

Play into the need  of seeing food first before 
ordering 

Augmented reality
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We at Conceptional are creative minds in F&B 

Strategy and Solutions.  

We create F&B concepts and places that 

understand and surprise you and your guests. We 

love food and everything that has to do with F&B 

challenges. Our services consist out of: 

F&B Brand & Concept development 

- Brand positioning and strategy 

- F&B Concept plan 

- Kitchen design 

- Experience design 

- Menu development & presentation 

- Concept/design/brand manual  

- Searching & contracting the F&B operator  

F&B Placemaking 

- Feasibility study and quick scan 

- F&B vision and strategy 

- F&B masterplanning and space planning 

- F&B concept-brand curator and leasing support 

- Searching & contracting F&B operators 

F&B Performance & Growth 

- Quick scan operational framework 

- Operational coaching  

- F&B strategy 

- F&B concept portfolio 

- Roll out and new country entry plan  

- Performance program *plan to win) 

- Growth planning (plan to grow)

Conceptional B.V. 

+31(0)70 20 55 688 

niesten@conceptional.nl  

https://conceptional.nl/en/ 

mailto:niesten@conceptional.nl
https://conceptional.nl/en/
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SHOPPING 
EXPERIENCE LEISURE HOSPITALITY & CATERING EDUCATION & CARETRAVEL

FAIRS, THEATER & 
CONGRESSES

Our portfolio
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analyse. 
amaze. 
enjoy. 

Do you also believe 

food deserves the best 

attention and care in 

your foodservice or 

leisure company? Do 

you think that your 

guests deserve the best 

attention and care? 

Looking for a reliable, 

experienced business 

partner to develop F&B 

concepts and places 

that work? We at 

Conceptional are keen 

to discuss options in 

more detail with you. 

Let us understand and 

surprise you and your 

guests!

Conceptional B.V. 

+31(0)70 20 55 688 

niesten@conceptional.nl  

https://conceptional.nl/en/ 

Interested?  
Give us a call!

mailto:niesten@conceptional.nl
https://conceptional.nl/en/

