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TRENDING FLAVORS AND INGREDIENTS

REGIONAL AND 

INTERNATIONAL 

“Global cuisines remain a conduit of both creativity and comfort despite the volatility of the past two  

years. Slight shifts are emerging pointing to signs that while mainstream cuisines remain popular 

consumers are exploring beyond the classics. While interest in exploration signifies innovation 

opportunities, brands will need to offer balanced introductions. Infusing regional flavors and ingre- 

dients can refresh well-established cuisines, and small, shareable portions and relatable descriptions  

can make trial approachable for emerging cuisines.”  — Anna Fabbri, Flavor and Ingredient Trends Analyst

KEY TAKEAWAYS 21
REGIONALIZATION 

CUES AUTHENTICITY  
AND ADVENTURE 

The lingering impact of the 
pandemic has consumers even  

more hungry for flavor exploration 
that can work for both familiar  

and lesser-known cuisines.  
Peppering in regional ingredients  

can revitalize mainstreamed global 
cuisines while elevating  

authenticity and value. Blending 
regional U.S. cuisines and flavors 

into new food or drink formats brings 
familiar yet intriguing novelty. 

YOUNGER CONSUMERS  
SEEK FLAVOR TRIAL  

ACROSS DIFFERENT FOOD AND 
BEVERAGE FORMATS 

In exploration, older consumers seek 
small tastes: appetizers still top 

the list of preferred foods to try new 
cuisines. Younger consumers, on the 
other hand, show signs of being more 

exploratory with interest in flavor 
trial across multiple foods/drinks. 

This suggests that diversified global 
offerings, in both packaged products 

and menus, will be met by  
welcoming, young audiences.  

MORE EDUCATION 
WILL LEAD TO  

LESS INTIMIDATION

Predictably, dissatisfaction is the 
leading barrier to international 

cuisine trial. This suggests that for 
some, with rising prices everywhere, 

cuisine exploration may take a  
temporary backseat. Yet with other 

avenues for trial, like travel and  
dining out, being even more  

out of reach, packaged products  
can deliver on new tastes. Brands 

can help ease intimidation with 
transparency and information. 

3

CONSUMERS IN ANY GENERATION FIND COMMON IDEALS IN  AUTHENTICITY AND DESCRIPTIONS

Younger adults, Millennials in particular, are drawn to the cultural experience that comes with global cuisines. Highlighting not only the 
food’s flavor but the cultural aspects of the cuisine through targeted media can be a powerful differentiator for brands.

“ WHICH OF THE FOLLOWING STATEMENTS ABOUT CUISINES DO YOU AGREE WITH? PLEASE SELECT ALL THAT APPLY.” In percent

Base: 2,000 internet users aged 18+. Source: Kantar Profiles/Mintel, April 2022.

“I tend to stick to 
cuisines I know 

I will like.”

31

“It’s helpful when 
international foods have 

specific descriptions.”

“Eating international
cuisine helps me

to experience
different cultures.”

“International cuisines
taste better when

they are authentic.”

“Fusion items are
a good way to try

 new international
flavors.”

“I have been trying
more new

international cuisines
in the past year.”
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MAINSTREAM CUISINES REMAIN STRONG, YET SLIP TO NEXT WAVE  

Mainstream cuisines show signs of nearing the point of a needed refresh to remain 
“competitive” with emerging cuisines. The past year saw many popular cuisines like 
Chinese or Italian lose a sliver of traction. A few, less-familiar yet emerging cuisines 
made gains, like Korean and African. Still, mainstream international cuisines have large 
audiences and consumers are invested in finding experiences through cuisine. Mexican 
cuisine remains a dominant, popular and growing force at more than 70% participation 
and picking up 2% gains year over year. Strong penetration indicates that Mexican cuisine 
is approaching critical mass, meaning that innovation featuring Mexican cuisines, flavors 
and ingredients will need to focus on authenticity of flavors and ingredients in order to 
stand out. To encourage approachable trial for emerging cuisines, innovation should be 
focused on infusing international flavors or ingredients in small, shareable items. While 
consumers still value authentic naming, one in three find it helpful when international 
foods have specific menu or on-pack descriptions.

“ WHICH OF THE FOLLOWING INTERNATIONAL CUISINES HAVE YOU PURCHASED  

FOR PERSONAL CONSUMPTION IN THE PAST THREE MONTHS, EITHER AT HOME  

OR AWAY FROM HOME? PLEASE SELECT ALL THAT APPLY PER LOCATION.”  

   Percentage Point Change
 Any Consumption (May 2021-May 2022)
Cuisine (net) % Any Consumption %

Mexican (e.g. burritos, tacos) 71 2

Chinese (e.g. chow mein, kung pao chicken) 62 -2

Italian (e.g. chicken parmigiana, pasta primavera) 62 -3

Japanese (e.g. sushi, ramen)  34 -3

Greek (e.g. gyros, spanakopita) 25 -1

Thai (e.g. pad thai, coconut curry)  24 -1

Latin (e.g. empanadas, ceviche)  23 -1

Middle Eastern (e.g. falafel, hummus)  18 -2

Indian (e.g. curry, tandoori chicken)  18 -1

Korean (e.g. bibimbap, kimchi) 15 1

Vietnamese (e.g. banh mi, pho) 12 0

Filipino (e.g. chicken adobo, lumpia) 9 0

African (e.g. wat, injera) 7 2

None of the Above  8 -

Base: 2,000 internet users aged 18+. Source: Kantar Profiles/Mintel, May 2022.

Innovation in packaged  
foods is helping to drive  
culinary exploration and  
experience with emerging  
cuisines. Mainstream global  
cuisines like Italian are giving 
way to Asian cuisines such as 
Filipino, Korean, Vietnamese 
and Japanese. While these  
cuisines still need to build 
awareness and trial, social  
networking platforms and  
increased diversity in  
media are supporting if  
not accelerating growth.

FAST CASUAL ACTS AS A CANVAS FOR INTERNATIONAL FLAVOR INTRODUCTION 

The fast casual value proposition is predictably well-aligned with encouraging cuisine exploration; fresh, often BFY menus, accessible 
price points and the promise of an elevated, inexpensive experience. Menu development in the segment often features bowls or encourages 
customization to introduce new concepts, foods, flavors or ingredients to diners in an accessible way that may transition to packaged 
food innovation. Middle Eastern and Korean cuisines are trending now, but the relationship between the fast causal platform and cuisine 
exploration is constantly evolving. The mainstreaming of Middle Eastern flavors on menus signals that packaged innovation for many 
Middle-Eastern-inspired foods is also poised for growth.

Source: Mintel Menu Insights.

176%
Sumac

31%
Baba Ganoush

15%
Za’atar

10%
Falafel

GROWTH OF MIDDLE EASTERN INGREDIENTS AND PLATE COMPONENTS, Q4 2018-Q4 2021



NOW

REGIONAL AUTHENTICITY TAKES ON EVEN MORE IMPORTANCE  

Brands and operators are doubling down on efforts to bring authentic and nuanced international  
flavors and ingredients to consumers in their own kitchen and neighborhoods both in offerings  
and through education. While conveying authenticity is not a new idea, it’s certainly more relevant  
in light of the lingering limitations and challenges of the past two years with elevated prices of nearly  
all goods and services hampering some experiences like global travel or even dining out. Consumers  
crave the experiences that international flavors and ingredients provide. More than a third of consumers believe  
international cuisines help them experience different cultures and taste better when they are authentic.

42%
GROWTH IN POKE 

AS A MENU ITEM DISH  
FROM Q4 2018-21.

  

The accessibility of fast casual poke 
options has ignited expansion, and poke 

makes the leap from foodservice to 
retail. Traditional Hawaiian poke  

is simple, it features fresh chunks of 
marinated fish with variations that 
include popular sauces and other 

ingredients. For example, kimchi and 
seaweed salad are popular inclusions 

and ponzu, gochujang and sriracha aioli 
are popular sauce additions. More than 
two in five consumers report they tend 
to stick to cuisines they know they will 

like making customization a way for 
brands to comfortably ease  

consumers into new trial while allowing  
for lots of diverse options.

70%
CONSUME OR ARE INTERESTED 

IN EATING EAST SOUTH  
CENTRAL AMERICAN CUISINE.

  

Regionality knows no boundaries and 
the ongoing social media buzziness of 
the LSR chicken sandwich battle has 

lent to the rise of Nashville Hot—beyond 
chicken. The popularity is not surprising.  

Nashville Hot ticks a lot of boxes for 
consumers: trendy, hot and spicy, 

and Instagrammable. Nashville Hot is 
well-suited for exploration in the snack 
space and GNPD growth is largely found 
with salty snack and dip introductions. 
This tracks with where consumers are 
most open to flavor exploration: 53% 
cite appetizer and 42% prefer snacks, 
blurring categories for Nashville Hot.  

3 IN 10
CONSUMERS ARE INSPIRED 

TO TRY NEW FLAVORS 
FROM TV SHOWS.

  

Cultural curiosity and discovery can 
influence consumers to shape their  
own experiences through what they 
connect with every day. Media of all 
kinds is predictably a powerful and 
tangible place to cultivate cuisine 

exploration. Brand connections with 
K-pop culture inspire cuisine growth 

and South Korea is trending, driven by 
an ongoing pop-culture blitz. Korean 

cuisine was one of the few international 
cuisines to grow user base this year. 

The more affluent a household is the more likely the members are to stick with known cuisines 
and appreciate detailed descriptions and authenticity. This suggests that provenance about a 
cuisine and its culture lends value and experience and also creates a sense of loyalty, not only 
to cuisines and flavors but also to the brands that inform.



NEAR

FUSIONS BLOSSOM ON MENUS, POINTING TO PACKAGED OPPORTUNITIES  

Fusion cuisine is enjoying a renaissance of sorts once again supported by a contemporized notion  
of blending the old and new, the familiar and exotic into playful, sometimes odd, pairings that  
work both on menus and in packaged food innovations. More than two in five consumers say  
they tend to stick to familiar cuisines that they have experience with. Despite this, or more likely  
because of it, more than one in five consumers also agree fusion foods are a good way to try  
international cuisines.

BALANCE FAMILIARITY WITH AUTHENTICITY 

After two plus years of constant disruption, consumers are looking to reclaim pleasure and enjoyment and certainly that includes new 
experiences. Many consumers are a little conservative in exploring new cuisines, but brands can mitigate the risk of cold trial (i.e. without 
experience) with information. However, a salient group indicate willingness to edge beyond cuisine comfort zones, perhaps at least partially 
driven by the ongoing fallout of the pandemic. Consumers are hungry for cultural experiences; more than a third appreciate authenticity in 
those experiences and guidance through designated details about ingredients and cooking methods can convey a sense of value too. Even 
fusion foods can apply this tactic.

“WHICH OF THE FOLLOWING STATEMENTS ABOUT CUISINES DO YOU AGREE WITH? PLEASE SELECT ALL THAT APPLY.”

“I tend to stick to 
cuisines I know 

I will like.”

43%

“It’s helpful when 
international foods

have specific
   descriptions.”

“Eating international
cuisine helps me

to experience
different cultures.”

“International 
cuisines taste better

when they 
  are authentic.”

“Fusion items are
a good way to try

 new international
flavors.”

“I have been trying
more new

international cuisines
in the past year.”

None of These

38%
36%

34%

22% 21%

11%

Brands formulating with mainstream cuisines can add value and authenticity to their products with “attention to detail” and can refresh an 
established cuisine through regionalization or by elevating perceptions with ingredient focus. For emerging international cuisines, authentic 
nomenclature will reflect authenticity, but informative descriptions are necessary to provide the consumer with additional context.

“ WOULD YOU PREFER AUTHENTIC NAMING OR INFORMATIVE NAMING WHEN IT COMES TO DECIDING TO TRY A NEW  

INTERNATIONAL/REGIONAL FOOD (E.G. TOGARASHI VS. JAPANESE STYLE CHILI AND SESAME SEED BLEND; ELOTE VS.  

MEXICAN STREET CORN)? WHY IS THAT?

“ I would 100% prefer the authentic name  
for the food item, maybe with the English 
translation in parentheses. Having the 
actual name of the food clearly visible and 
upfront, seems more respectful of the 
culture and it teaches you words in a new 
language. And that’s always fun.”

35-44 years old, Female, West

“ I prefer to honor the true meaning  
behind the names of the food and learn 
more about why it’s named what it is  
and honor it.”

 45-54 years old, Female, South

“ I think I would like both. I would want to 
know the authentic name, however the 
informative name gives me a better  
understanding of the region the food  
comes from. I think it is easier to identify 
and relate to the food when I know the 
region it comes from.”

 65+ years old, Female, Midwest

CONSUMERS SHOW PREFERENCE TOWARD INTERNATIONAL CUISINE NOMENCLATURE

GROWTH OF FUSION CUISINE ON MENUS BETWEEN Q4 2018- 
Q4 2021, SUGGESTING THAT OPERATORS WERE STILL INNOVATING  
YET WERE PLAYING IT SOMEWHAT SAFE IN A VOLATILE MARKET. 29%

Base: 2,000 internet users aged 18+. Source: Kantar Profiles/Mintel, April 2022.



POPULAR FLAVOR OFFERINGS

GO SMALL WITH NEW FLAVORS

Predictably, successful first introductions of new cuisines and flavors should come in 
small and shareable doses, especially in packaged form. Demonstrating that consumers 
are to a certain degree intimidated by entirely new taste experiences, they are most likely 
to experiment with controlled portions and often communal foods to reduce the overall 
“investment,” suggesting that trial is not necessarily perceived to be a solo occasion.

REQUEST A SAMPLE TODAY
thasegawa.com/contact-us

While older adults are most likely to seek  
out new flavors with appetizers, Millennials  
and Gen Zs are open to new flavor trial across  
a number of forms—both food and drink, sweet 
and savory, and perhaps even a little of both. 
Think chimichurri sauce on a sandwich, a  
tamarind-infused craft cocktail or kimchi  
topping on a pizza. Brands of all types can blur 
categories, cross flavor lines and go further with 
emerging cuisines to deliver unexpected and even 
complex flavor profiles when targeting younger 
adults, especially in the categories they reach  
for most frequently—like snacks or beverages.

AFRICAN

Baharat

Cassava

Dates

Dukkah

Lamb

Plantain

Ras el Hanout

ASIAN

Alphonso Mango

Black Sesame

Bulgogi 

Cherry Blossom

Coconut Curry

Curry – Red, Green,  
Yellow

Galangal

Garam Masala

Gochujang

Kimchi

Korean BBQ Sauce

Miso

Paneer Cheese

Pho Broth

Ponzu

Sichuan Pepper

Sriracha

Tandoori Chicken

Thai Chili

Tikka Masala

Ube

Wasabi

Yuzu

HERBS AND SPICES

Basil

Cardamom

Cayenne Pepper

Cilantro

Cinnamon

Coriander

Cumin

Dill

Green Onion

Lemongrass

Mint

Paprika

Smoked Garlic

Turmeric

LATIN

Adobo Seasoning

Carne Asada

Chorizo

Dulce de Leche

Elote

Flan

Fresno Chili  
Peppers –  
Anaheim, Ancho, 
Chipotle, Fresno, 
Habanero, Chipotle, 
Hatch

Grilled Pineapple

Guacamole

Horchata

Mole

Salsa Verde

ITALIAN

Anchovy

Barolo

Buratta

Italian Herb  
Olive Oil

Mascarpone

Neapolitan Sauce

Pancetta

Provolone

San Marzano 
Tomato

MEDITERRANEAN

Apricot

Capers

Harissa

Pine Nut

Pistachio

MIDDLE EASTERN

Aleppo Pepper

Baharat

Halvah

Hummus

Lamb

Saffron

Sumac

Tahini

REGIONAL

Andouille Sausage

BBQ Sauce –  
Alabama Carolina, 
Bourbon, Honey, 
Hickory Smoked

Cajun Spice

Clam

Corn Bread

Crab

Hickory Smoked

Lobster

Nashville Hot

Santa Maria Tri Tip

Shrimp

Smoked Pork and 
Brisket

Sweet Potato

“IN WHAT TYPES OF FOODS OR DRINKS WOULD YOU BE MOST LIKELY TO TRY 

A NEW FLAVOR? PLEASE SELECT ALL THAT APPLY.”

Base: *1,890 internet users aged 21+; 2,000 internet users aged 18+. Source: Kantar Profiles/Mintel, April 2022. 

Appetizers Dessert Snacks Sandwich Pizza Dips/
Condiments

Alcoholic
Beverages*

Non-Alcoholic
Beverages

53%

43% 42% 42%
36% 35%

32%

21%

FEAR OF THE UNKNOWN JUST NEEDS A LITTLE TASTE 

While elevated prices will be an issue for both food marketers and consumers for the 
foreseeable future, a little taste can go a long way for brands and retailers. Consumers 
are cautious, playing it safe with new cuisine trial for a host of reasons mostly rooted  
in familiarity or availability. The best way to inspire trial may be through sampling  
programs, cooking demonstrations, LTOs and even smaller pack/portion sizes—think 
apps and snacks.

“WHICH OF THE FOLLOWING PREVENTS YOU FROM TRYING  

A NEW CUISINE? PLEASE SELECT ALL THAT APPLY.”

Base: 2,000 internet users aged 18+. Source: Kantar Profiles/Mintel, April 2022.

“Concerned 
I  won’t like
  the taste.”

 “Too   
   expensive.”

“I’m unfamiliar 
with how

it’s prepared.”

“Restaurants 
I visit don’t serve

international
 options.”

“It has an  
unfamiliar

 name.”

“Grocery stores  
I visit don’t offer

international 
  cuisine options.”

None of 
These

46%

31%
26%

21% 20%
17% 16%



“ HOW WOULD YOU DESCRIBE YOUR EXPERIENCE WITH, AND INTEREST IN, THE FOLLOWING SNACK FLAVORS?”  In percent

W��t South Central (e.g. Texas, Oklahoma

for Tex-Mex fajitas, chicken fried steak)

Middle Atlantic (e.g. Pennsylvania, New Jersey

for Philly cheesesteak, hoagie)

East North Central (e.g. Illinois, Wisconsin

for deep dish pizza, fried cheese curds)

New England (e.g. Maine, Massachusetts

for lobster roll, clam chowder)

South Atlantic (e.g. North Carolina, Maryland

for pimento cheese, crab cakes)

Pacific (e.g. Alaska, California

for smoked salmon, poke bowl)

East South Central (e.g. Tennessee, Mississippi

for Nashville hot chicken, Mississippi mud pie)

Mountain Region (e.g. Wyoming, New Mexico

for bison burger, green chili)

West North Central (e.g. Minnesota, Kansas

for tater tot hot dish, burnt tips)

■ “I have tried this, and would try it again.”     ■ “I have tried this, but wouldn’t try it again.”     ■ “I haven’t tried this, but I am interested in trying it.”

■ “I haven’t tried this and I am not interested in trying it.”     ■ “I’ve never heard of this.”

59 11 17 6 8

58 12 18 6 7

52 11 22 7 9

49 11 19 12 8

46 12 22 11 9

45 11 21 14 9

44 11 26 9 10

36 10 28 14 11

36 10 30 11 14

REGIONAL AMERICAN CUISINES ARE FLAVOR EXTENSIONS IN REACH  

Experience with regional American cuisines is relatively strong and positive, although some more than others. Awareness and future 
interest also outstrip any naysayers, indicating that regional flavor application in line extensions offers a strong blend of novelty and 
familiarity to resonate with consumers. Brands, especially in the snack space, are finding traction with regionally rooted flavors like 
Nashville Hot and or regional cuisines like Tex-Mex, but cross category is an opportunity.

Base: 2,000 internet users aged 18+. Source: Kantar Profiles/Mintel, April 2022. 

IF ONE REGION WORKS TO DRIVE 
TRIAL, WHY NOT A BLEND TO 
CREATE LOCALIZED FUSIONS?

Philly-style has shown impressive  
growth on menus with 275% increase  
as a menu item claim from Q4 2018- 
Q4 2021, spurring packaged brands to 
follow the lead of operators.

STILL ROOM TO EXPAND  
GENERATIONAL EXPERIENCE  

For brands exploring, marketing or  
formulating with regional foods and flavor 
profiles, Gen Zs are ripe for outreach.  
Still in discovery mode, Gen Z consumers 
are more likely than other generations  
to have no experience with a regional 
American cuisine and interest in  
        future trial. Guidance in setting taste  
            and ingredient expectations with  
 robust descriptions can be helpful.

PURPOSEFUL SOURCING AND 
DISTRIBUTION MODELS WILL BE 
KEY TO INCREASED TRIAL  

While younger consumers are less 
concerned about a disappointing taste 
experience, they do want more diverse, 
authentic selection and guidance from 
retailers and restaurants to provide value 
and justify the investment. Taste is a 
significant concern for older consumers. 
Highlighting fresh ingredients, and using 
clear menu and on-pack descriptions will 
be crucial to encourage this consumer. 

Brands have focused innovation on fresh, 
purposely sourced ingredients to create a  
 sense of authenticity that should  
      alleviate some elements of  
            hesitation to trial.



“ HOW WOULD YOU DESCRIBE YOUR EXPERIENCE WITH, AND INTEREST IN, THE FOLLOWING CUISINES?”  In percent

Southern Italian (e.g. bruschetta, 

Neapolitan pizza)

Caribbean (e.g. jerk chicken, plantains)

Cantonese (e.g. dim sum, 

char siu (barbequed pork))

Osaka (e.g. udon noodles, takoyaki)

Guadalajara (e.g. birria tacos, pozole)

Filipino (e.g. chicken adobo, lumpia)

Moroccan (e.g. tagine, couscous)

Oaxacan (e.g. mole, 

tlayudas (fried tortilla with toppings))

Ethiopian (e.g. doro wat (spicy chicken stew), 

injera (flatbread))

Piedmont (e.g. agnolotti, panna cotta)

West African (e.g. peanut soup, 

jollof rice (tomato-stewed rice))

Kerala (e.g. appam 

(fermented rice crepe))

■ “I have tried this, and would try it again.”     ■ “I have tried this, but wouldn’t try it again.”     ■ “I haven’t tried this, but I am interested in trying it.”

■ “I haven’t tried this and I am not interested in trying it.”     ■ “I’ve never heard of this.”

53 9 22 7 9

46 11 24 10 9

40 10 25 13 12

33 10 26 13 18

29 10 28 13 20

29 10 30 15 16

27 11 28 17 17

26 10 30 13 21

20 9 33 19 18

19 9 30 14 28

18 10 33 20 19

13 8 27 23 30

REGIONAL INTERNATIONAL CUISINE COULD BENEFIT FROM TIES TO ITS KNOWN “PARENT” CUISINE  

Building product and cuisine trust by association is a logical benefit for regionalization. For example, Chinese is one of the most consumed 
cuisines overall, and subregional Cantonese has significant trial but still with interest or room to build awareness. Piedmont, a regional 
Italian cuisine, currently falls short of its sibling in Southern Italian in actual trial and awareness, while interest is salient.

Base: 2,000 internet users aged 18+. Source: Kantar Profiles/Mintel, April 2022. 

NEXT

ARE BLUE-ZONE-INSPIRED DIETS POISED TO BE THE NEXT SPECIALIZED NUTRITION?  

While specialty diets have garnered a lot of interest over the decades, actual experience and adherence to  
specialty diets is often fleeting. Consumers are ready to regain control and get their health in check. Four in  
10 aspire to lose weight and consume more nutritious food and drink in 2022. Enter the Blue Zone diet, which  
purports to be a lifestyle and longevity tool rather than a simple weight loss method. It highlights the potential  
benefits linked to a plant-based diet and encourages consumers to eat 95% plant-based, 5% animal-based. Despite  
the buzziness of plant-based diets and veganism, more than four in 10 (44%) consumers self-identify as omnivores, suggesting  
that the potential audience for more flexible diets is more salient than restrictive alternatives. Consumption of or interest in global  
and regional cuisines largely line up with the Blue Zones themselves: Italian, Japanese, Greek and Pacific. 

These Blue Zones, scattered all around the world, represent the communities with the most longevity and are: Sardinia, Italy; the  
islands of Okinawa, Japan; Nicoya Peninsula in Costa Rica; Ikaria, Greece; and, Loma Linda, California. The Blue Zone diet has little  
to no representation in the food service or retail space, pointing to a white space opportunity for health-centric brands to be early  
adopters, although some consumer education will be required.



PAIR SPECIFIC INTERNATIONAL FLAVORS WITH CERTAIN FORMATS

For both brands and consumers dabbling in trial, delivering hints of global flavors may be most efficiently achieved through topical 

applications like dips, sauces, condiments or even added ingredients to beverages to create complex yet familiar combinations. Operators  

and beverage marketers can seek flavor inspiration from innovation in the wider drink market, which has seen an uptick in teas paired 

with native Caribbean ingredients like passion fruit, dragon fruit and nance (yellow cherry). Regional Italian and Mexican cuisines provide 

inspiration for dips and condiments. Trending birria has roots in Jalisco but is also a common street food in Guadalajara and has gained 

buzzworthy attention on TikTok. Birria and the consomé that is often paired with it have already begun migrating onto menus in dishes 

like birria ramen featuring consomé broth, suggesting opportunities for global mashups to expand even further.

“ IN WHAT TYPES OF FOODS OR DRINKS WOULD YOU BE MOST LIKELY TO TRY A NEW FLAVOR? PLEASE SELECT ALL THAT APPLY.” 

AND “HOW WOULD YOU DESCRIBE YOUR EXPERIENCE WITH, AND INTEREST IN, THE FOLLOWING CUISINES?” 

NET [any interest], in percent

   
 

  All
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 59
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 56
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 39

  
 

Appetizers

 81

 78

 73

 67

 66

 65

 62

 64

 59

 57

 54
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Snacks

 77

 72

 70

 66

 64

 63

 61

 61

 57

 58

 55

 46

 
Dips/ 

Condiments

 82

 77

 72

 69

 68

 67

 65

 66

 60

 57

 57

 47

 
 

Sandwich

 79

 75

 71

 68

 65

 63

 63

 65

 59

 60

 57

 47

 
 

Pizza

 72

 72 

 65

 63

 60

 60

 57

 59

 56

 58

 54
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Dessert

 77

 72 

 70

 63

 63

 63

 60

 60

 58

 57

 52
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Alcoholic 

Beverages

 77

 79

 69

 65

 65

 63

 63

 63

 61

 59

 53

 44

 
Non-alcoholic 

Beverages

 75

 70 

 65

 64

 66

 61

 61

 62

 60

 57

 54

 46

Cuisine

Southern Italian

Caribbean

Cantonese

Osaka

Filipino

Guadalajara

Oaxacan

Moroccan

Ethiopian

West African

Piedmont

Kerala

Base: 2,000 internet users aged 18+. Source: Kantar Profiles/Mintel, December 2021. 

The regionalization trend is borderless and presents 
perhaps an even bigger opportunity for sub- 

regional international cuisines. The space 
to develop user bases among regional 

international cuisines is salient, 
since a quarter or more of any 

adult generation express no 
prior experience and interest. 

There is likewise room to 
grow among Gen Zs, based 
on their less-established 
cuisine repertoires and 
lesser tendency to stick 

with familiar cuisines.

8 IN 10
CONSUMERS WHO ARE LIKELY TO TRY NEW FLAVORS IN ALCOHOLIC 

BEVERAGES ARE ALSO INTERESTED IN CARIBBEAN CUISINE.
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