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Meating the Demand

Shifting consumer diets mean big changes for proteins.

As the health benefits of diets high in
protein continue to spread, consumers
arc cating more proteins than they have
in the past. Chefs are responding to the
demands of their customers to plate
more proteins while trying to follow new
nutritional guidelines in their menus.
“We are secing consumers increas-
ingly craving high-protein diets—78
percent of United States consumers
believe that protein contributes to a
healthy diet, and more than half of
adults say they want more of'it in their

diets,” says Doug Wickman, vice presi-
dent of marketing and business develop-
ment for Perdue Farms.

One reason is that many Americans
arc using proteins as a substitute for
foods forbidden by today’s trendy diets,
like the Paleo Diet, gluten-free, Slow-
Carb, and Whole3(0. This means that
chefs are expected to incorporate more
high-protein dishes into their menus.

Yet research regarding the types and
portions of proteins consumed is influ-
encing how they are used. Simply
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MEAT & LIVESTOCL AUSTRALLA.

increasing meat consumption can lead
to an unbalanced diet, so some opera-
tors arc plating more lean proteins like
chicken, lamb, and turkey.

“We are seeing a lot of interest in local
lamb from consumers who follow Paleo,
clean eating, the Mediterranean Diet,
and more,” says Megan Wortman, excc-
utive director of the American Lamb
Board. “They arc looking for high-qual-
ity lean proteins, and lamb is a flavorful
alternative to other proteins. When you
are giving up so many things from dairy,
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FIRE ROASTED, WOOD FIRED, FLAME SEARED, CARAMELIZED, CHAR GRILLED
WE KNOW GRILL.

Red Arrow

Natural flavor, pure and simple.”

redarrowusa.com

http://www.omagdigital.com/publication/?i=324558#{"issue_id":324558,"page":72}




Digital Rendition

PROTEINS

Big Flavor Trends

Grilling isn't just a name: "Grilling
has undergone tremendous transfor-
mation recently,” says Dr. Bob John-
son, director of foodservice busi-
ness development for Red Arrow
Products. “No longer the general
catchphrase for foods that were not
fried, baked, or roasted, the term
‘grilled’ has descriptively evolved into
aspects such as wood-fired, flame-
seared, fire-roasted, flame-kissed,
and charred.”

Barbecue isn't going anywhere:
“With the wonderful diversity we
have in ethnic cuisine, consumers
have tremendous choices,” John-
son says. "One trend we're seeing
is a proliferation of American com-
fort foods—barbecue being chief
among those. Barbecue is position-
ing itself on many menus, and | don't
think it's going to revert back any-
time soon. America has a fondness
for smoked meat.”

Clean labels are important, espe-
cially for seasoning: "Two things
gaining greater momenturmn are
clean labels and heightened nutri-
tionals—examples are not limited
to, but may include MSG alterna-
tives and reduced sodium levels,”
Johnson says. "We're seeing tre-
mendous advances in terms of salt
substitutes and savory flavor poten-
tiators used in combination with one
another. Culinary professionals are
mindful of these and investigating
options to satisfy consumer needs
and requests.”

Reduced sodium does not mean
reduced flavor: "Because of the
long held consumer perceptions
that low sodium means low flavor,
those professionals who have for-
mulated with items such as potas-

sium salt and savory enhancers
to maintain the same or even ele-
vated levels of umami while signifi-
cantly reducing sodium may elect to
not call out or advertise this on the
menu because of historically nega-
tive perceptions,” Johnson says.
“Significant breakthroughs have
resulted in both savory enhance-
ment and salt substitutes that
impart very familiar and flavor-
ful potentiation to most any dish
where a reasonable sodium reduc-
tion of 30 percent or more can be
achieved with desirable eating sat-
isfaction.”

Bold flavors are bigger than ever:
Proteins are taking on bolder flavors
than have been traditionally seen in
American cuisine.

“Rainbow trout is a mild tasting
white fish, so it is ideal to pair with
bolder flavors such as pretzel mus-
tard and harissa,” says Kurt Myers,
vice president of sales and market-
ing for Clear Springs Foods. "Harissa
is very interesting in that it is in the
early stage of the Menu Adoption
Cycle. Itis a flavor profile that comes
from North Africa. The menu men-
tions are starting to increase.”

'Hot chicken,’ which originated in
Nashville, is another bold dish now
growing on a national scale.

“Hot chicken is the dish at the
moment,” says Doug Wickman, vice
president of marketing and busi-
ness development at Perdue Food-
service. “In addition to fried chicken
seeing a resurgence, a trend toward
spicier dishes has led to hot chicken
appearing on menus across the
country. Many chefs are putting their
own twists on spicy fried chicken.
Sriracha chicken is one we've seen,
as well as South Korean garlic and
soy fried chicken.” m
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to sugar, to wheat, adding flavor and

variety with lean proteins is important.”

Clean Labels

One trend revolutionizing the way con-
sumers interact with food is the clean-
cating movement, which favors ingre-
dients and dishes with fewer additives,
preservatives, and chemicals, as well as
non-GMO and low-sodium products.

Due to this shifi, the priority for chefs
and producers is clean labels and trans-
parent communication with consumers
about the source of their ingredients.

“There’s a really strong perceived
value for meats with a ‘clean label,” with
no added hormones, grass-fed, no anti-
biotics, and a strong animal weltare
story,” says Catherine Golding, foodser-
vice business development manager for
Meat & Livestock Australia.

Bryon Coleman, vice president of
foodservice and international sales for
Jones Dairy Farm, largely attributes
changing consumer demands to growth
of the Millennial population.

“Millennials are driving a lot of prod-
ucts and innovation,” Coleman says.

“Things that arc important to consumer
groups today, like the Millennials, is
understanding what’s in the ingredients
list, and the shorter the list the betier.
Not only are the operators, consumers,
and customers going to grocery stores
and looking at the ingredient deck, but
they also want to understand the nutri-
tional features of these products, like the
protein delivery, the sodium content,
and the fat content. All these things con-
tribute to purchasing decisions.”

Operators who are equally con-
cerned with these features, as well as
those wishing to differentiate themselves
in a competitive market, are mecting
their customers’ demands by sourcing
their proteins from distributors that offer
clean labels.

“We've scen an increasing demand
from restaurant operators for poultry
that is raised with no antibiotics ever or
is USDA Certified Organic,” Wickman
says, “Operators are secking out pro-
teins that meet their patrons’ demands
for transparency.”
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This trend is showing no signs of
slowing down.

“Without a doubt, organic offerings
will continue to grow on menus and be
solidly represented in menu trends. *No
antibiotics ever” and “all vegetarian fed’
proteins will also continue o grow and
will become more readily available
across segments and cuisine types,
Wickman says.

i

Sous Vide
Another trend taking ofTas a resulc ol
the clean-cating movement is sous vide
cooking, the French term for “under
vacuum.” Sous vide involves enclosing
proteins, such as chicken or pork, in
plastic bags, which are then submerged
in warm water or steam. The proteins,
or in some cases, vegetables, are cooked
for longer and at lower temperatures
than with traditional methods. The pro-
cess allows chefs w cook items evenly
without losing moisture or overcooking
the proteins’ exteriors.

Though this technique was first used
at the end of the cighteenth century, it
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is regaining popularity with the rise of
the elean-cating movement, because it
is an additive-free way to retain the ten-
derness and moisture ol meats.

“Ten years ago, if I said pork you
thought ol a dry, roast pork you never
wanted to eat or a pork chop that was
like cardboard,” says JefT Cowles, direc-
tor ol culinary sales for SugarCreek
Packing Company. “But those dry
tasteless products are so different from
what you're seeing now with the sous-
vide capabilities that bring marvelous
functionality where the pork is excep-
tionally tender, velvety, delicate, and lus-
cious.”

Previously, suppliers had to use addi-
tives to enhance the tenderness of meat
to combat that dryness associated with
pork, but the sous-vide method of cook-
ing has changed that,

“Sous vide cooking allows us to use
no phosphates, starches, or gums to
maintain moistness, It fits perfectly ina
clean label,” Cowles says. “The clean
label thing is huge. Every restaurant
really jumped into this thing with both

feet, and everyone is very cautious and
concerned about it. With sous-vide you
don’t need preservatives.”

By cooking with a method that main-
tains quality and moisture without add-
ing extra chemicals, chefs and suppliers
are able to meet consumer demand for
cleaner products without sacrificing the
quality of their proteins.

“We work with a lot of restaurant
chains, and no restaurant chains want
the “ugly words” on their labels that
allow vou to cook pork so thatit’s moist
or tender,” Cowles says, “1 can get rid
of those and use the very gentle, low, and
slow sous vide cooking technique o cre-
ate pretty much the same thing, and in
some cases, a better finished product.”

Though consumer dicts continue to
change with new trends and research,
proteins continue (o be a key portion of
the human diet. As chefs and suppliers
work (o meet consumer demand, the
way proteins are served and consumed
will continue to evolve increasing the
nutritional value and environmental sus-
tainability ol American cuisine. m

SUPPLIERS AND CHEFS WORK TOGETHER TO PROVIDE PRODUCTS FREE FROM ADDITIVES AND CHEMICALS.
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American Lamb Board
3515 5. Tamarac Dr. Ste. 130
Denver, CO 80237
B6A-327-5262
www.americanlamb.com

The American Lamb Board represents

the nation’s approximately 80,000 shep-
herds and lamb processars. Chefs can visit
the American Lamb Board's lamb loca-
tor to find a local supplier. American lamb
is available year round, and when you buy
American lamb, you can count on fresh-
ness and innovative menu inspiration.

TRUE
AUSSIE
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v
Meat & Livestock Australia
1100 Vermaont Ave, NW, Ste. 550
Washington, D.C. 20005
202-521-2551
www.mla.com.au

Meat & Livestock Australia represents
nearly 50,000 ranchers in Australia who
send their beef, lamb, and goat all over
the world. We conduct research on safety,
nutrition, sustainable farm management,
and best practice animal husbandry and
cocperatively promote Australian meat
everywhere, from grocery stores to fine
dining restaurants.

Red Arrow

Natural flavor, pure and simple.

Red Arrow Products
633 5. 20th St
Manitowac, W 54220
920-769-1100
www.redarrowusa.com

Fire-roasted, flame-grilled, and wood-
fired flavors are trendy but can be chal-
lenging for operators to obtain. Red
Arrow offers bold cooking flavors and
condensed natural smokes ranging from
Applewood to Pecan. Whether you're in
need of a touch of smaoke or semething
more impactful, we will werk with you te
find the perfect balance.
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Buhl, Idaho | Since 1966

Clear Springs Foods

1500 East 4424 North Clear Lakes Rd.
Buhl, ID 83316

800-635-8211

www.clearsprings.com

Clear Springs Foods is a leading pro-
ducer and marketer of seafood prod-
ucts for foodservice and retail markets.
Clear Springs credits its success to ded-
icated staff in every facet of the busi-
ness—Ifrom its state-of-the-art aguacul-
ture research and development center
to its farm, feed manufacturing, and
processing facilities.

Be inspifed'

National Pork Board
1776 NW 114th St.

Clive, 1A 50325
B00-456-7675
www.porkfoodservice.org

The Mational Pork Board Foodservice
Pragram works with commercial and
non-commercial foodservice segments
and the distributer community. The
Pork Board promotes the use of pork in
foodservice through advertising, pub-
lic relations, direct contact, event mar-
keting, specialized programming, menu
innovations, education, and trade
shows.

M. |

Smithfield Farmland

11500 NW Ambassador Dr., Ste. 500
Kansas City, MO 64153

800-327-6526
www.smithfieldfarmlandfoodservice.com

Smithfield is the warld's largest pork
processor and hog producer commit-
ted to providing good food in a respon-
sible way. We offer quality products
including fresh pork, bacon, sausage,
ham, lunchmeat, and hot dogs. When
bringing delicious and nutritious pork
products to milliens of people, no one
does it better than Smithfield.
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Jones Dairy Farm

800 Jones Ave.

Fort Atkinson, WI 53538
B00-635-6637
www.jonesdairyfarmfoodservice.com

Family-owned since 1889, Jones Dairy
Farm creates quality all-natural and glu-
ten-free breskfast meats, starting with
the signature All Natural Sausage. Jones
Sausage is made with only fresh meat
including pork, turkey and chicken, and
simple ingredients that never include fill-
ers, binders, nitrites, or MSG.

Foodservice

Perdue Foods LLC
31149 Old Ocean City Rd.
Salisbury, MD 21804
800-737-3832
www.perduafarms.com

Perdue Foodservice is committed to high
quality and wholesomeness. We provide
premium, high-quality branded chicken,
turkey, and select beef and pork prod-
ucts for all segments of foodservice. The
lines include leading brands in organic,
corventional, and NO ANTIBIOTICS
EVER proteins, including PERDUE®,
HARVESTLAND®, KINGS DELIGHT®, and
CLUX DELUX® brands.

~*’
SugarCreek
Brandworthy F?:cﬁj Solutions
SugarCreek Packing Co.
12021 Sheraton Lane
Cincinnati, OH 45246

B00-848-8205
www.sugarcreek.com

SugarCreek helps some of the indus-
try's largest and best-known companies
develop brand-warthy food solutions.
SugarCreek's authentic culinary expertise
drives innovation, and in-house expertise
in everything from food trends and mar-
keting to packaging and logistics makes
the company an ideal partner for new
product development—including bring-
ing scale to sous vide.
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