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History of Food 
Innovation 













http://www.inthe70s.com/food/mugalunch0.shtml




Griffith’s Innovation 
Culture 



Griffith Processed Flour (GPF) 



Stitch Pump… Needle with holes used to pierce ham and pump in 

sweet pickle cure 
 

Artery Pump – Process for pumping cure in the arterial system of 

ham (90 days cure to 12 days) 



Bacteria – Free Liquid Seasoning… 
oleoresin and or the volatile oil from spice 
dispersed on salt & dextrose. 
 

Ethylene Oxide Sterilization– Griffith 

Purified spices patented; retorts developed, 
expanded beyond for use in medical industry 



Griffith Design & Equipment 
Company- Pumps, Scales, 
presses, emulsifiers and more. 

 





Antioxidants, purified spices, Vegamine, Emulsifiers, soy protein 
Concentrates, Liquid Smoke, Chill Milled Spices and more… 
 



Bread Crumbs, Adhesion systems, Coatings Systems for baked and fried 
applications, Flava Glazes, Authentic liquids systems, flavors and more..   
 



The NEW Consumer 



The Consumer is Changing… 

• There is a shift in both personal and 
consumer values, as people rethink 
what is important and how they 
want to live.  In their personal lives, 
people are craving a more 
meaningful and satisfying approach 
to living. They want to dig deeper 
and feel more connected to other 
people and to higher-minded goals. 
In their consumer lives, people have 
grown weary of disposable goods, 
excess consumption, and endless 
attempts to move up to nicer cars, 
bigger homes, and the latest in 
everything; instead, they are finding 
value in downsizing and “substance 
shopping”. 
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Drivers 

• Working women 

• Multitasking 

• Changes in household structure 

• Expectation of immediacy 

• Time is the most precious commodity 

Convenience 



Key Drivers:   

Age and Gender 

• Seniors and 20’s – 
First group has 
money, Second lack 
of time and skills. 

• Women – 
responsible for 
food = demand for 
convenience. 

Convenience 



• Busy, “on-the-go” 
consumers place a 
premium on convenience 
packaging. 

• 1965: consumers spent 
an average of 2.5 hours 
preparing meals. 

• Today, the average meal 
is prepared in 12 
minutes. 

 
The NPD Group’s 21st Annual Eating Patterns 

in America, Americans are motivated by 
convenience first.   

Convenience 



• Saving money 

–69% of consumers believed is less expensive 
than eating out 

• Staying healthy 

–92% - “it is healthier than eating out” 

• Strengthening family ties 

–93% of consumers ranked “sharing meals” as 
the most important activity to connect with their 
families 

Source: The NPD Group. 2011 

Powerful Motivators to eat at home 
Convenience 



Convenience 



• On-the-go 

• Quick Prep 

• Ready to Eat 

• Ready to cook 

• Mini Meals 

Convenience 

http://iris.gnpd.com/sinatra/gnpd/images/zoom&id=10142054&pic_num=0&origWidth=976&origHeight=505&xOff=0&yOff=0&destWidth=835.5&destHeight=757.5&rotation=0
http://iris.gnpd.com/sinatra/gnpd/images/zoom&id=1018118&pic_num=0&origWidth=976&origHeight=505&xOff=0&yOff=0&destWidth=813&destHeight=757.5&rotation=0
http://iris.gnpd.com/sinatra/gnpd/images/zoom&id=985260&pic_num=0&origWidth=976&origHeight=505&xOff=0&yOff=0&destWidth=579&destHeight=757.5&rotation=0


Work life balance, little time, multi-tasking, etc. are creating a 
crossover between food and other categories such as retail, 
fashion… 

Amsterdam 

Convenience 



The NEW Consumer 

• Convenience 

• Health Awareness 
• Individualism 

• Digitalization 

• Experience Seeking 



Drivers 

• Aging population 

• Obesity concerns 

• Food Safety 

• Information availability 

31 

Health Awareness 



• Obesity has 
become a global 
problem 

• May be responsible 
for killing more 
people than 
malnutrition. 

• According to the 
WHO, a sedentary 
lifestyle contributes 
to 2 million deaths 
a year.  

• However…renewed 
awareness of what 
we eat! 

 
Source: IBM, World Health Organization 
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• Worldwide, by 2015: 
– 2.3 billion adults will be 

overweight (250% 
increase from 20 yrs ago!) 

– 700 million will be obese 
 

• Obesity does not 
always impact 
industrialized societies, 
in developing countries 
as well. 

 
 

Source: IBM, World Health Organization 
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Health Awareness 

http://patientadvocate.files.wordpress.com/2007/12/ibm-on-obesity-trend.png


Source: IBM, World Health Organization 
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Signs for future 
management of Obesity… 

• US government sends out 
obesity Swat team 

• Obesity epidemic in 
Australia 

• Government health project 
in Brazil 

• Fat Tax on Food 

 

Health Awareness 



35 
Source: MSU Food Safety Policy Center, MSNBC, 

International Herald Tribune 

2011 Top of Mind 
survey by The 
Consumer Goods 
Forum ranked Food 
Safety #4 as a Global 
concern 

Health Awareness 



• More than 70% of consumers 
from the US and western 
Europe read labels on food 
products 

• Though differences among 
countries are small, Italian 
consumers are the most likely 
to read food labels, while 
German consumers are the 
least likely. 

• Women are more likely to 
read food labels than men in 
all countries 

Source: Iconoculture Mar. 2012 

Health Awareness 



• Low fat 

• Low carb 

• Sugar free 

• Digestive Health 

• Longevity 

• Mind/mood 

• Slimming Foods 

• Functional 
ingredients 
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Health Awareness 



The Jum-plate guides the eating rhythm through 
light signals: when you take a bite from the plate, 
the plate will light and slowly put out. When the 
lights are down, you can take a next bite.  

Health Awareness 



The NEW Consumer 

• Convenience 

• Health Awareness 

• Individualism 
• Digitalization 

• Experience Seeking 



Individualism 

Drivers 

• People creating their own life paths and life 
stages as they think best, rather than simply 
following their parents and tradition 

• Society accustomed to faster, flexible and 
tailored solutions 

• Changing value proposition 

40 
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CONVENIENT 
PREPARATION 

WITH HIGH 
QUALITY 
FLAVOR 

DELIVERY… 
AND 

PERSONAL! 

Individualism 
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Benefits for your own creations… the Personal 
retailer? 

Individualism 



Consumer Trend: Individualism 
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Consumer Trend: Individualism 
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The NEW Consumer 

• Convenience 

• Health Awareness 

• Individualism 

• Digitalization 
• Experience Seeking 



Drivers 

• Advancing technology driving 24/7 connection 

• Consumers using digital devices to access, 
connect with, buy and review food products, 
services and brands…  Everything is smart! 

• Sharing the message… the humanization of  
Technology 
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Digitalization 
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Cooking tablet 
 & Recipe reader 



Food Apps 



McDonalds QR-code Shows Nutrition 
Information 

McDonalds Japan uses a lot of QR-
code technology as marketing tool.  

The QR codes on placemats and 
product packaging lead you to 

McDonald’s nutrition site.  
 



Tesco’s virtual grocery store in Korean 

subway: do your grocery shopping by 

scanning the QR codes on the displayed 

products. 



The NEW Consumer 

• Convenience 

• Health Awareness 

• Individualism 

• Digitalization 

• Experience Seeking 



Experience Seeking 
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Generations and Genders Agree! 

Source: Iconoculture 
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Experience Seeking 



www.ift.org 

69% 

ranked 
taste as top 
priority 



• 1st floor: traditional market 

• 2nd floor: tasting and snacks 

• 3rd floor: a terrace with 
restaurants and bars…  

1 2 

3 

It is not only about buying food… it is about the experience with food! 
Mercado San Anton – Madrid, Spain 

Experience Seeking 



Kitchen restaurants allow consumers to make 
themselves feel at home. 

Experience Seeking 



Bubble Tea is a wide variety of refreshing 
flavored fruit and milk teas served ice cold 
or piping hot with chewy natural tapioca 

balls that you suck up through a fat straw!  

Countering austerity with laughter, enjoyment and 
reward through our food. 

Experience Seeking 



Experience Seeking 



Germany 

Experience Seeking 



Street Foods 
 • As informality spreads, the appetite for street 

food grows as well.  
 

• This style offers simple, tasty food inspired by 
authentic street trading served in a 
contemporary context.   
 

• Street food constitutes up to 40% of the daily 
diet of urban consumers in the developing world; 
2.5 billion people eat street food everyday 
 

• The simple, yet, exotic flavors make street food 
cuisine increasingly popular dishes.  Influenced 
by all regions of the world.  
 

• Is not just a small snack anymore, but a slice of 
the culture from which it originates.   
 

 Source:  Streetfood.org, United Nations 

Experience Seeking 



Bulgogi taco 

US street food 

 



All of this is creating a new 
value equation for consumers… 

Value is not always about 
the price!!! 
 
Balance between Price & 
benefits it delivers to 
specific individuals 



Consumer-driven 
Innovation Process 

 



Improvement of the Innovation Process 
 

• Proactive delivery on a broad range of changing consumer needs 

• Link to long term strategy to drive differentiation, strengthen position in 
marketplace  

• Identifying and leveraging key experts/capabilities/tools internally & externally 

• Allowing for building of a strong “intellectual” foundation of ingredient, process and 
application expertise & excellence 

• Ability to build customized value and competitive advantages for customers not 
easily imitated by competition 

 



Innovation Platforms 

Convenience 

Health 

Awareness 

Individualism 

Experience 

Digitalization 

Consumer 
Trends 



Innovation Structure 
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Chemistry 

Process 

Culinary 

Sensory 

Consumer 
Insights 

Product 
Development 

Regulatory 

Analytical 

Chemistry 

Pricing 

Sales 

Purchasing 

Universities 

Global Griffith 
Companies 

Suppliers 

Customers 

INNOVATION TEAM FUNCTIONAL AREAS 

EXTERNAL PARTNERS 



Product Development Transfer 

Customer 

Technology 
Applications 

Product  
Development 

Innovation 

Technology 
Toolkit 



Product Development Partnership 

Scientific  
Methodology 

Customer 

Technology 
Applications 

Product  
Development 

Innovation 

Technology 
Toolkit 

Opportunities 
For Exploration 



Consumer-Driven Innovations 



The Future 



Consumer Drivers in the Future 

• Health Awareness will increase in priority 
 

• Natural “high-performance” ingredients  
 

• Global focus provides opportunities and learning 
 

• Flavor, Flavor, Flavor 
 
 
 



Summary 



Innovation begins with Culture… 
Innovation is our heritage at Griffith, we must sustain this excellence and passion for 
creating unmatched value for our customer and the food industry! 

 

    “if you expect to stay in business a long time you must  
   give value and for that reason every person in our  
   organization is an important cog”……… “Value”  

 

       “if you perform a service for your customers by showing 
   them how to use your products along with improved  
   methods which enable them to expand their business & 
   make it more profitable, you always find a welcome.” …. 
   Capturing additional value! 

 

      “Griffith Laboratories from its inception has been a  
   teaching company- ……. Salesmen not only sold  
   merchandise which our organization produced, but they 
   have shown customers how to do things better.”……..  
   Differentiation! 

 

Source: Carroll L. Griffith, The Savory Press: Volume 4- Number 2, April 1964 


