
Trend report 2023

CONCEPTIONAL  
TREND 

REPORT 
PART 2: HOW THE CONVENIENCE 

GENERATION IS DRIVING CHANGE IN THE 
INTERNATIONAL FOODSERVICE MARKET

20 
23



Trend report 2023

Index

1. Focus Conceptional Trend report part 2

2. Global market insights

3. The Netherlands insights

4. UK Insights

page 6

page 4

5. US insights

page 11

page 15

page 3

6. Asia insights

7. Middle East insights

page 19

page 23

8. Conceptional and The Sustainable Food Route

page 27

9. Bibliography

page 30



Trend report 2023

I
In the Conceptional trend report part 1 we 

looked at the different levels of trends, which 

uncontrollable forces will exert the biggest 

influence in 2023, and zoomed into the 

convenience generation. In trend report part 2 

we will dive even further into these 

generations and how they are driving change 

in the international foodservice market.  

The convenience generation makes up 44%  

(3,5 billion people) of the total world 

population so it is no wonder that their 

opinions and values are the main driver 

behind new concepts and trends. Primarily 

their views on sustainability are challenging 

companies and other generations alike to 

think and act more sustainable. By continent, 

we examined both the views of the 

convenience generation and of the public in 

general on sustainability in that specific area. 

Next to this, we established the current and 

future status of the food service market and 

identified key trends. Finally, we display key 

lessons from ‘concepts to watch’ that you can 

implement in your restaurant. These are both 

concepts that we see growing in the future, 

but as well concepts that are doing something 

unique in their region.  

The convenience generation: a recap 

Gen Z and millennials together are called the 

convenience generation. These generations are 

characterised by the growing agitation that 

they feel. The balance between keeping up 

with their social live and work live is  

getting harder and harder for them. Next to 

this, young women are participating more in 

business. This causes this generation to feel 

less like cooking and enjoy eating out. This is 

also why they are looking for affordable 

options.  

Coming of age alongside the tangible impacts 

of climate change - from increased droughts 

and floods to wildfires and hurricanes - the 

convenience generation has established a 

pattern of behaviours that will last the rest of 

their lives. Tomorrows community will respect 

brands that put their values first. They expect 

brands and companies to implement 

sustainable strategies into their operations and 

be transparant about how they are 

implementing this. 

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.    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. 
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2
2. Global market developments 

Consistent behaviour to be recognised around the globe is 

the need for local and sustainable. This is the case for both 

general consumers as specifically the convenience 

generation. Yet, also many differences can be noted across 

the different continents. In the Netherlands the 

convenience generation is driving a focus on cosy 

convenience and reinventing international flavours. The UK 

is focussing on modernising the British cuisine and 

ingredients. In the US the need of the convenience 

generation for affordable options drives the development 

of efficient systems and new formats. In Asia the phygital 

reality of the younger generations is creating a counter-

movement where authenticity and storytelling are the 

main drivers. Lastly, in the Middle East a split can be seen 

between the redevelopment of local culture and cuisine on 

the one hand and the focus on Instagrammable and 

creating affordable premium options on the other.  

Developments in the foodservice segments 

Globally the foodservice market can be defined into 

multiple segments differing in terms of pricing and 

servicelevel.  At the most premium level you have Michelin 

star / The World’s 50 Best Restaurants and at the most 

accessible level you have Quick Service Restaurants usually 

focused on Fast Food. In the segmentation of the market, 

different developments are currently happening. Growing 

segments are mainly casual dining, fine casual, fast 

casual, and QSR. Although the fast casual industry is only 

about 25 years old, it has emerged as the restaurant 

sector’s leader with quick service brands looking to match 

the higher food quality and casual restaurants racing to 

embrace similar technologies in hopes of competing on 

speed of service. Next to this, a shift is happening in the 

world of fine dining. Chefs are realising that fine dining is 

not always a sustainable business model not in terms of 

money, but also not in terms of (wellbeing of) their staff. 

Many chefs are now exploring premium dining (F.e. Leña 

by Dani Garcia) or fine casual (Frites atelier by Sergio 

Herman) to still maintain a certain level of quality, yet in a 

casual, affordable, and accessible atmosphere.  

 

What does this mean for the F&B 

industry? 

Growth of affordable premium concepts 

where quality is served in a casual 

atmosphere  

Transparent sustainability strategy is 

vital to apply to the convenience 

generation, who are looking especially 

at large QSR chains to make a change in 

this area

Alchemist 
(Denmark)

Mimi Kakushi 
(UAE)

Cheese cake factory 
(Worldwide)

POPL 
(Denmark)

Chipotle 
(Worldwide)

McDonald’s 
(Worldwide)
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What is currently 
happening in the world?

United States
New formats, efficient 
systems and the upcoming 
vegan movement 

United Kingdom
Rise of the British cuisine, 
local and sustainable 
sourcing  

The Netherlands
Cosy convenience and 
reinvented world cuisines

Asia
Healthy and fresh convenience, 
combining technology, authenticity, 
and storytelling

Middle East
Reinventing local cuisine and 
concepts, affordable premium, 
sustainability, and instagrammable
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3. The convenience generation and their 

impact on the Dutch market: cosy 

convenience and reinvented world cuisines 

Cosy convenience 

In 2022 39% of the Netherlands belong to the convenience 

generation and in 2030 more than 50% of the Dutch 

population will be part of this generation. For this 

generation the most important feature of buying food is for 

convenience. Instant-gratification is very important for the 

convenience generation and is the main driver for the need 

of enjoyment and convenience  . However, it is important 

that the need for convenience is connected to a sociable 

setting. Eating out for the convenience generation mostly 

has a social function and is focused on meeting up with 

friends. No matter how great the quality of the food is, if it 

doesn't have a bit of cosiness (also known as gezelligheid), 

Dutch consumers won't visit it anytime soon. ‘Concept to 

watch’ Wild & The Moon succeeds very well in applying to 

both convenience and cosiness. Although this is not a Dutch 

concept from origin, they showcase how you can be 

successful with a foreign concept in the Dutch market.  

The success of Wild & The Moon could also be contributed 

to the growth of the number of coffee bars in the 

Netherlands. With 31 coffee bars per 100.000 inhabitants in 

Amsterdam, and growing numbers in the rest of the 

Netherlands as well    . One concept to watch in this aspect, 

playing into the need for a sociable setting and sustainable 

practices is Circle of Beans.  

Reinvented world cuisines 

Next to this, the biggest trends in the Netherlands show a 

dichotomy. On the one hand, people are concerned about 

the effects of climate change and are therefore moving 

towards more meaningful experiences where they care 

about the impacts of their actions. Nearly 40% of Dutch 

people state that they are changing their eating habits 

because it is better for the environment. On the other hand, 

consumers are interested in experiencing different cultures 

and lifestyles . Food, among other things, is the way to get to 

know a culture and the accompanying lifestyle. Therefore, 

consumers in the Netherlands are looking to experience 

new cuisines and cultures outside the already embedded 

cuisines such as Thai, Italian, and Spanish.  

  

In the Netherlands the growth of the reinvented Greek 

cuisine has been spotted. An example of this is seen in one 

of the ‘concepts to watch’ Elea where they reinvented Greek 

cuisine in a premium dining setting. Other cuisines that are 

upcoming in the Netherlands are Middle Eastern, Japanese, 

Indian, South African, and Korean. An important example of 

the latter is Chun Café where the queues for their bulgogi 

sandwich go around the corner. Of course it is important to 

note here that there are differences in the popularity of 

foreign cuisines in larger cities vs. the rest of the 

Netherlands.   
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What does this mean for the F&B 

industry? 

Affordable luxury options, playing into 

the need for convenience and the social 

aspect are likely to win.  

Well-known reinvented or newly 

introduced world cuisines are popular 

amongst the convenience generation 

Trend report 2023

14

15

16

17



Trend report 2023Trend report 2023

7

Trend report 2023

Korean: the new way

Chun Café

A new fast casual concept in Amsterdam focussing on 

simplusive Korean sandwiches and Milk tea. Their sandwich 

Bulgogi has been signaled as sandwich of the year by popular 

snack tester Snackspert on Instagram leading to queue in front 

of their store anytime of day. 

• Simplusive dishes  

• High social media awareness 

• Korean food reinvented  

• Combination of the Dutch market (bread) 

and Korean dishes (Bulgogi)  

• Small, but high quality menu  

• Minimalistic, yet sociable setting 

Amsterdam, the Netherlands 
1 location

Source: Winnie Verswijvel for Culy 
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The chef of Elea used to work in Michelin star restaurants and 

has now transferred to premium dining. He likes to look beyond 

Greek classic dishes and brings innovation to the kitchen with 

unusual dishes with subtle Greek influences. Here the emphasis 

is on pure flavours and fresh products.

• Plays into the customer need of existing 

and adventurous flavours 

• Minimalistic, yet cosy design 

• Open kitchen and chef’s table 

• Moved to a larger location in The Hague

8

The Hague, the Netherlands 
1 location

Trend report 2023

From Greek street food  
to premium dining 

Restaurant 
Elea

Source: Restaurant Elea

19
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From origin a French fast casual concept, but already very successful 

in their adaptation to the Dutch market. Local, seasonal, organic, 

and responsible trade ingredients wherever possible, thereby 

helping to promote biodiversity. The products are 100% plant-based, 

which means all their treatments are hormone and cruelty-free. 

Amsterdam, the Netherlands 
2 locations in NL, 4 in France, 2 UAE

Convenience & Cosiness

Wild & The Moon

• Focus on creating a movement, not just a 

concept 

• Local, seasonal, organic, and responsible 

trade ingredients  

• 100% plant-based 

• Strong social media strategy 

Source: Jelle Draper, Wild & The Moon

20
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• Roast the coffee themselves with a coffee 

roaster fired by biogas 

• Transparent about where they stand in their 

mission to provide 100% circular coffee 

• Reusable, square COB buckets to save space 

in the vans (run on biogas) and to pick up 

coffee waste

10

Serving offices and restaurants 
in the Netherlands

Trend report 2023

A circulair approach to coffee

Circle of 
Beans

Source: cafedumonde.co.uk

21

Circle of Beans provides 100% circular coffee. The residual production 

in both growing, roasting and brewing the coffee are converted to 

biogas and compost. Without waste, guilt or secondary taste. Without 

compromising on taste. That requires innovations, creative partners, 

science and colouring outside the lines. 

http://cafedumonde.co.uk
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4. The convenience generation and their 

impact on the UK market: rise of the British 

cuisine, local, and sustainable sourcing 

In the UK sustainability is the biggest Food industry 

trend right now. Not only for the convenience 

generation, but for the general public as well. For 

example, 35% of consumers say they are choosing 

brands based on their sustainability credentials, more 

now than they did before the pandemic. One of the 

changes that can be seen in the UK is the protein 

transition. With an estimated 25% of vegan and 50% 

flexitarian consumers in the UK by 2025, the alternative 

protein market is set to shoot up by 25%. Younger 

generations are significantly more likely to follow a 

meat-free diet, with 43% of convenience generation 

planning to cut meat from their diet in 2023. 

Gen Z and Millennials are more likely to educate those 

around them as well. With 25% of Millennials and 28% of 

Gen Z having tried to change the views of others. These 

generations are more prone to feel guilty about their 

impact on the environment too with 16% of these 

generations already boycotting companies because of 

their sustainability behaviours. Next to this, 35% of UK 

millennials and 39% of Gen Zs have already made 

choices over the types of work they’d do and the 

organisations they’re willing to work for based on their 

personal sustainability beliefs and ethics over the past 

two years.    Gen Z go one step further and are also 

willing to pay more to make sustainable choices. 64% of 

Gen Zs would pay more to purchase an environmentally 

sustainable product, versus 36% who would choose a 

cheaper product that is not as sustainable. It is therefore 

vital that brands are environmentally minded if they 

want to get closer to the convenience generation and 

other consumers.  

British cuisine, local, and sustainable sourcing 

One way to be more environmentally minded as a brand 

is to support the British economy, local farmers and 

producers. 56% of adults now make decisions on where 

to eat out based on the venue’s policy around sourcing 

British ingredients. And 1 in 4 are willing to pay more for 

British ingredients when they eat out. An example of 

successfully working with local ingredients is ‘concept to 

watch’ Atis. A convenience bowl concept focusing on 

ethical sourcing. Yet, the support for British farmers and 

producers does not stop at the ingredient level. The 

appeal for the British cuisine is on the rise too. 7 in 10 

now typically choose classic British dishes when they eat 

out, and 86% of those are doing it as often, or more 

often, than they did in 2019.    This can be seen in 

‘concept to watch’ Blacklock. They opened their fourth 

location in 2022, serving the best Sunday roast according 

to Eater.  
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What does this mean for the F&B 

industry? 

Modernising British cuisine is on a rise and 

offers opportunities to play into the need 

for local, transparency, and seasonal 

Focus on local sourcing, making use of 

local products and British suppliers  

Make sure you have a clear sustainability 

strategy to attract the convenience 

generation to come work for you.

Trend report 2023
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Local ingredients in a bowl

Atis 

Atis is a fast casual bowl concept in London that reflects the 

coming values of a growing global community. Atis was 

developed to meet the demands of an evolving relationship 

with food. They think about sourcing, packaging, ethical 

relationships and the environment.

• Fast casual bowl food 

• Strong community building by means of 

their food ethos 

• In two COVID years from 1 to 4 locations 

• Mainly plant-based dishes 

• Strong branding and social media strategy

London, UK 
4 locations

Source: vanityfair.com

29

http://vanityfair.com
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Blacklock was born out of an aim to serve the best meat the 

land has to offer whilst begin kind on consumers’ wallet. They 

travelled from Yorkshire to Wales, Scotland to Dorset for the best 

local ingredients. 

• Best Sunday roast according to Eater 

• Social media strategy applying to younger 

generations 

• Strong storytelling about local suppliers 

and ingredients 

• Cosy setting and interior

13

London, UK 
4 locations

Trend report 2023

British cuisine on a rise 

Blacklock

Source: bighospitality.co.uk 

30

http://bighospitality.co.uk
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Simplusive chocolate milk

Knoops

Knoops is a fast casual concept focussing on chocolate milk. 

They developed ‘Knoopology’ also known as the art of crafting 

the perfect chocolate drink. First you can choose from a range of 

different % chocolate flakes, then pick your milk. Finally, prepare 

any extras to add. 

• Fast casual 

• Simplusive presentation 

• Crafted like coffee 

• Strong and recognisable branding 

• Combination of Out-of-Home, At-Home, 

and merchandise (f.e. cookbook) 

• Developed their own ‘Knoopology’

London, UK 
8 locations

Source: knoops.co.uk 

31

http://knoops.co.uk
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5. The convenience generation and their 

impact on the US market: new efficient 

formats and the upcoming vegan movement 

New formats and efficient systems 

Developing new formats is the first trend that can be seen 

in the US. 42% of the population in the US belongs to the 

convenience generation, this generation is looking for less 

expensive options, as restaurant prices are growing. QSR 

restaurants in the US are playing into this need by 

developing new formats or smaller formats.      With these 

formats they can get the most revenue out of their square 

meters and in turn increase the marges, have efficient 

operations, and reduce CAPEX and OPEX. Another 

manner in which restaurants are reinventing themselves 

to apply to younger generations is by implementing a 

multichannel strategy, such as combining in-house with 

curb side pick up and a drive thru. Research done under 

800 US restaurant consumers reported that 76% at least 

make use of a drive-thru once a week, compared to 63% 

that reported dining out.     A ‘concept to watch’ who 

excels in a multichannel strategy is Sweetgreen.  

  

The other drivers for new formats are the focus on systems 

and efficiency due to both rising labour and purchasing 

costs, leading to a P&L crunch. There is a limit to what can 

be passed on to the consumer creating a clear gap 

between expected price increase to consumers and price 

increase in costs. Currently, 97% of American restaurants 

report having at least one position open, and on average, 

they reported being short five positions. Besides the 

problem of an employee shortage in the US, 54% of 

restaurant owners describe their inventory as the biggest 

financial burden. Yet, establishments with 80 or more 

seats had a higher likelihood of experiencing revenue 

growth in 2021 than smaller venues. 

The upcoming vegan movement 

The protein transition is the most recent trend to be 

noticed. As the number of Americans who identify as 

vegan has increased by 600% over the past three years, 

the impact of meat production in the country has 

changed. According to forecasts, between 2021 and 2028, 

the market for vegan food would increase from $26.16 

billion to $61.35 billion, with a CAGR of 13%.    This created 

a rise of vegan products and restaurants. Two great 

examples are ‘concepts to watch’ Mr. Charlie’s and Kevin 

Hart’s vegan burger chain Hart House. This shift can be 

seen in consumer research as well. A third of diners (34%) 

reported that a restaurant offering vegetarian food was 

very likely to influence their decision to eat there. Plant-

based offerings were especially popular among younger 

diners, with 42% of Gen Z and 41% of Gen Z and 39% of 

Millennials saying the same about restaurants with vegan 

offerings.  
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What does this mean for the F&B 

industry? 

Focus on smaller formats and efficient 

operations 

- Smaller SQM 

- Less investment costs 

- Less staff needed to operate 

- Systems to improve efficiency  

- Use of systems to improve efficiency  

Vegan restaurants that appeal to the 

convenience gen (f.e. working with a 

famous person or community building 

around a strong why) are likely to succeed

Trend report 2023
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A multichannel hero

Sweetgreen

A fast casual bowl concept in the US who have a mission to 

build healthier communities by connecting people to real food. 

They are leading a movement to reimagine fast food for a new 

era leading the way in the area of sustainability with a goal to 

become carbon neutral in 2027.  

• Building a community around a strong ‘why’ 

• Transparent about their sustainability 

strategy 

• Strong marketing strategy  

• Multichannel strategy with in-house, 

outpost (offices), delivery, drive thru, and 

pick-up only locations

US 
159 locations

Source: Sweetgreen (Facebook) 
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Mr. Charlie’s is here to redefine fast food. The mission of Mr. 

Charlie’s is to offer approachable plant-based, fun food to the 

community. They tackle serious business with a not-so-serious 

approach. Their goal is to offer more sustainable choices. 

• 2 stores currently, but are getting a massive 

amount of media attention 

• Sarcastic and fun approach on their 

marketing 

• Eco-shaming the Golden Arches and other 

QSR chains to change the Fast Food world

17

US 
2 locations

Trend report 2023

Not-so-happy meal 

Mr. Charlie’s

Source: Aaron Haxton
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Hart House is a modern, quick service restaurant founded by Kevin 

Hart that's committed to the future of food, and customers' overall 

well being. They are on a mission to make the food you know and 

love better for you, your wallet, and the planet. 

US 
2 locations, 1 opening soon

Influencers boosting the vegan 
movement

Hart House

• Strong purpose where the convenience 

generation can align themselves with 

• Developed by a famous person and 

therefore using the power of influencer 

marketing 

• Social media strategy applying to younger 

generations (f.e. using TikTok)

Source: Hart House
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6. The convenience generation and their impact 

on the Asian market: healthy and fresh 

convenience, combining technology, 

authenticity, and storytelling 

For the Asian region the convenience generation will even be 

more of a driver of the foodservice market in comparison to 

other regions. The size of the region’s convenience generation 

is one of its distinguishing characteristics. The astonishing 

market of approximately 600 million convenience gen-ers is 

made up of roughly 300 million in China and a similar 

number throughout the rest of Asia.     With a global 

purchasing power of about US$140 billion in Asia by the year 

2030.     This is both due to demographic build up as well as 

the accelerated impact of and openness to social and online 

media compared to the generations before. Asia's 

convenience gen is completely engrossed in technology; it's 

their universe. New capabilities and features, as well as 

everything that promotes ease, are eagerly adopted by them.    

An example of a ‘concept to watch’ playing into this need is 

Ratio in Singapore. 

Combining technology, authenticity, and storytelling 

Yet, a counter-movement can be seen where customers 

value brands that seek to earn their trust and exhibit 

transparency and honest storytelling. Brands which build on 

authentic experiences featuring both convenience and 

transparency are likely to stand out from the competition, as 

these factors may trigger the sense of reassurance and 

comfort. One such example is ‘concept to watch’ Bamboo 

Bowls who combine convenience with technology and 

sustainability. Besides the practical features, Chinese 

consumers are also seeking cultural connections and will 

resonate with moral brands which show care to the 

underserved (eg seniors, minority groups, pets) as well as the 

environment. One area where a big impact on the 

environment can be made is waste. Over 53% of the world's 

food waste is produced in Asia, with Southeast Asian 

countries producing around 25% of it and industrialised 

Asian countries like Japan, China, and South Korea producing 

the remaining 28%.  

Healthy, and fresh convenience 

Compared to their contemporaries throughout the rest of the 

world, in China consumers are the most health conscious. 

68%    of adults concur that eating more fresh and plant-

based foods can lower their likelihood of developing the 

"three highs" (high blood pressure, high cholesterol, and high 

blood sugar). According to Mintel research, nearly half of 

Chinese consumers have purchased pills that improve 

hormonal balance. Young millennials and members of Gen Z, 

who are key consumers, have praised mindful eating, eating 

fresh foods, and sustainable eating practices, which have had 

a significant impact on the F&B industry. Reducing food 

waste, choosing products with fewer packaging, and 

purchasing locally grown and produced food are the main 

components of their changing attitude toward sustainability 

in F&B. One ‘concept to watch’ who plays into the need for 

sustainable and fresh food is Cityshop. A
s

ia

What does this mean for the F&B 

industry? 

Focus on a healthy convenience concept, 

while being transparent about where you 

stand in the area of sustainability 

Combine technology and storytelling in an 

authentic manner in your concept 

Focus on battling food waste and telling this 

story to consumers can be a distinctive 

position in the Asian market 

Trend report 2023
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Health driven convenience bowls

Bamboo Bowls 

Bamboo bowls is a health focused bowl concept in Singapore. The 

bowls that they serve are created by famous chefs all over the world. The 

bowls are healthy and sugar-free and a served via small cabinets 

powered by technology. Bamboo represents strength, sustainability, 

Asian heritage and fast-growing. They use bamboo as inspiration to 

redefine the Fast Food industry in Asia. 

• Health focused convenience driven bowls 

• Strong ‘why’ where the convenience generation 

can align themselves with 

• Scalable in other regions  

• Combination of technology & sustainability 

• Co-creation with famous chef in Asian and abroad

Singapore 
2 locations

Source: Bamboo Bowls

49
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An immersive experience restaurant that feels like your second 

living room. It is a place where society’s expectations are left at 

the door and where you are free to explore your wild side. Their 

signature Ratio robots join forces with their expert team 

members to execute each drink with precision.

• World’s first robotic barista and bartender 

• Combining technology with authentic staff 

• In a sociable setting applying to the 

convenience generation 

• Strong marketing strategy

21

Singapore 
2 locations

Trend report 2023

Robotic immersive experience 

Restaurant 
Ratio

Source: The Ration Inc
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The Cityshop is a casual dining concept where guest can enjoy a 

unique menu that combines vegetables with meat, fish, superfoods, 

grains, spices, etc. They deliver a new standard that will lead to a 

healthy state of mind and body through health-conscious and 

delicious food. 

Tokyo, Japan 
1 location

More vegetables on a daily basis

The Cityshop

• Combining flavours from around the world, 

such as Mediterranean, Central and South 

America and Asia 

• Attractive product photography 

• Active social media strategy 

• Showcasing fresh vegetables in store

Source: cityshop.flavorworks.co.jp
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7. The convenience generation and their 

impact on the Middle Eastern market: 

reinventing local, affordable premium, 

sustainability, and instagrammable 

The Middle Eastern market is another market where a 

dichotomy is going on. Changes in local consumer 

preferences and a rise of the expat working population 

(currently greater than 40%) are the main factors driving the 

market’s growth and trends.     On the one hand you have the 

expending impact of western culture on the convenience 

generation in the Middle-East. The trends that are coming 

forward from this are Instagrammable and sustainability.  

  

Sustainability 

The majority of western concepts started due to an 

increasing desire for foreign cuisine with new flavours. Yet, 

the need for foreign tastes has now been combined with the 

increasing awareness of sustainability. In the Middle East 

consumers are moving towards healthier, sustainable, and 

locally sourced options. 28%     of the consumers tried to 

purchase locally sourced products, 53%     say they buy eco-

friendly or sustainably and 79,6%     of restaurant owners say 

that their customers prefer healthier food options. One 

‘concept to watch’ that is focussing on sustainability and 

local ingredients while playing into the need for foreign 

flavours is Boca. 

Instagrammable 

Another trend that is specifically present in the Middle East 

is influencer marketing. For instance, social media is used by 

99% of the UAE's population.     Brands are aware of the 

importance of influencer marketing and the significant 

impact it has on growing their audience, attracting new 

leads, and boosting sales. Influencers guide their followers 

through the complete customer journey, from awareness to 

consideration to eventual purchase or usage. Furthermore, 

young adults in the UAE spend 46.5% of their money 

following the recommendations of influencers.    Fundera, a 

marketplace for financial resources, reports that 30% of 

millennial diners intentionally avoid eating at establishments 

with a poor Instagram presence and 69% of millennial diners 

photograph their food before eating it.     The ‘concept to 

watch’ EL&N London is a perfect example of a restaurant 

playing into the need for Instagrammable.  

Local cuisine and concepts 

These trends have led to a counter-movement in which local 

inhabitants feel that their local culture is being pushed away 

from their own country. One trend that is therefore thriving 

in the Middle-East is local and reinventing local culture. One 

such ‘concept to watch’ is Allo Beirut. A fast casual 

restaurant serving local foods. Next to this, there is a rise in 

attractive non-alcoholic options. 

Affordable premium 

The last trend that is happening in the Middle East is the 

trend of affordable premium. A shift is happening from the 

focus on premium and fine dining towards more affordable 

priced concepts. Offering options for tourists and locals with 

a smaller wallet.  

M
id

d
le

 E
a

s
t

What does this mean for the F&B 

industry? 

Focus on reinventing local culture through 

their cuisine 

Offering affordable and casual options for 

locals and tourists alike 

Implement ‘Instagrammable’ concepts, to 

attract the convenience generation
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Reinventing local cuisine

Allo Beirut

Fast Casual Lebanese street food, best shawarma, falafel, and mixed 

grills in Dubai. The concept developed because there was a nostalgia for 

the smells and flavours of real Lebanese Streetfood. Allo Beirut brought 

the familiar Lebanese flavours to Dubai for all to enjoy. 

• Fresh fast food  

• Play into the needs of the consumers of nostalgia 

• Strong product photography 

• Colourful branding and design

Dubai and Abu Dhabi, UAE 
4 locations

Source: Allo Beirut
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The founder of EL&N, Alexandra Miller has over ten years of 

experience in the world of luxury fashion. In 2017, driven by her 

passion for healthy living, she wanted to open a fashion-led food 

and drink destination with a focus on delicacies that were not 

only stunning but delicious too. 

• Loyal social media following 

• Making use of influencer marketing 

• Iconic design and menu items (lattes) 

• Embodies creativity and style 

• Successful roll out in Europe and the Middle East

25

Worldwide 
25 locations: London, (10) Edinburgh (1), Doha (1), Milan (2), Kuwait 

City (2), Paris (1), Dubai (1), Riyadh (6), and Jeddah (1)

Trend report 2023

The most Instagrammable 
restaurant 

EL&N 
London

https://www.timeoutriyadh.com/food-drink/eln-london-the-zone-opens

Source: EL&N London
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Boca is a Modern European restaurant influenced by Spanish cuisine 

and with a strong commitment to sustainability and local sourcing. 

In addition to sourcing ingredients locally and supporting local 

farmers and fishermen, BOCA has stepped up efforts to reduce 

waste with the help of its own Waste Officer.

Dubai, UAE 
1 location

Foreign flavours with a local base

Boca

• Use of fresh and seasonal produce  

• 100% renewable energy 

• Carbo emission report detailing impact 

• Refuse single use plastic from suppliers 

• Demand-driven inventory 

• Prefer working with like minded partners 

across the value chain

Source: timeoutdubai.com 
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AA holistic and pragmatic 

route 

It is no longer a question of ‘if’, but how we 

should become more sustainable. As F&B 

Concept Developers, we are used to 

turning visions and creativity into reality. 

With this background and experience, we 

can develop and translate sustainable and 

business responsible F&B visions and 

strategies. We create the right balance 

between a positive impact on the planet, 

the needs of the target group and margin-

saving or promoting solutions. This is 

translated pragmatically into processes, 

recipes and communication. 

Conceptional and We Design Food are 

providing the right tools to make your 

Food & Beverage more sustainable. 

Together we make a step-by-step plan 

and create an appropriate 'Sustainable 

Food Roadmap', so you can realistically 

and pragmatically navigate towards the 

sustainability goals of the future. Get 

moving and together we will start the 

journey! 

What we do in summary 

Make it measurable and do 

a baseline measurement. 

Provide insight into how the 

(relevant) market is 

developing in relation to the 

theme of sustainability 

(players, government, 

competitors). 

Translate this into impact 

on the company, systems 

(data capture, dashboards, 

reporting), processes and 

recipes. 

The right communication 

strategy both internally and 

externally. 

THE SUSTAINABLE 
FOOD ROUTE 

Moving forward together 

realistically and pragmatically

Conceptional B.V. 

+31(0)70 20 55 688 

niesten@conceptional.nl  

https://conceptional.nl/en/sustainable-food-route/ 

Advisory by

mailto:niesten@conceptional.nl
https://conceptional.nl/en/sustainable-food-route/


Trend report 2023

28

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/ 
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Our portfolio

Travel
Shopping 
Experience Leisure

Education 
& Care

Hospitality 
& Catering

Fairs, Theater, 
Congresses
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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 

info@conceptional.nl  

www.conceptional.nl  / 

www.conceptional.com

Interested?  

Give us a call!

mailto:info@conceptional.nl
http://www.conceptional.nl
http://www.conceptional.com

