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The international foodservice market at a glance

Q&A

Tracing the trends

Q: What are the key trends in foodservice 
globally? 

A: The key trend in foodservice, if you leave aside 
the global financial crisis, is that it’s growing while 
retail is in decline. There has been enormous 
market development in terms of the foodservice 
market over the past three decades. 

Q: How do western nations differ from 
developing nations in terms of their food culture? 

A: If we just look at our own neighbours, the 
idea of food being essential to cultural identity is 
central to many South East Asian nations. China 
is one of the most food orientated societies in the 
world. Here in Australia eating out has become 
a way of life but in South East Asia and China it 
is the way of life. They eat out all the time; often 
they cook very little at home. 

Each of these Asian nations also has a very strong 
traditional cuisine. In a country like Malaysia, 
there might be two, Chinese as well as Indian, but 
here in Australia we are unique in that we have 
such a melting pot of different cuisines, compared 
to any other country or culture, because we’ve had 
immigration from so many different countries. 

If you look at other Western nations such as 
France and Italy life revolves around food and 
eating in a totally different way to here. 

Q: How do you define Australian cuisine? 

A: If you look at the food culture in Australia 
over the last 150 years, it echoes the waves of 
immigration. The immigrants arrive, set up local 
eateries serving traditional dishes and eventually 
they become established as part of the Australian 
cuisine. If you go to South East Asia there are 
Italian restaurants, for example, which are very 

popular but they’re considered foreign restaurants. 
Here in Australia they are no longer considered 
foreign. We love to talk about multiculturalism 
and the real foundation of that is food. 

Q: Where do you expect to see the most growth 
in foodservice over the next decade? 

A: We’re certainly going to see growth here in 
Australia and potentially in Europe, particularly 
continental Europe and Scandinavia. 

Q: Which countries does the Australian 
foodservice market have the most in  
common with?  

A: We have a tendency to compare ourselves 
with the United States when it comes in trends 
and developments in foodservice but in many 
ways that’s the wrong comparison to make. They 
have a very different food culture to us, driven 
by convenience, bulk and perceived value for 
money. In fact, we’re much more comparable to 
Scandinavia in terms of foodservice trends, thanks 
to the economic similarities and also changing 
attitudes and eating habits. 

Q: What about New Zealand?

A: New Zealand is a far more conservative and 
traditional market. Eating out is not as big a part 
of the culture in New Zealand as it is here. In 
Australia we spend 42 cents of every dollar spent 
on food eating out, whereas in New Zealand it’s 
just 24 cents. During the global financial crisis, 
whereas Australia “traded down” in terms of the 
types of food they ate, people in New Zealand 
stopped going out altogether. 

Q: You mentioned a trade down effect. What do 
you mean by that? 

A: Instead of giving up eating out altogether 

With more than 20 years experience in marketing research and 
industry forecasting Sissel Rosengren from BIS Shrapnel has a 
unique insight into the global foodservice industry. 

Australians traded down to less expensive 
restaurants. Fast food restaurants did very well out of 
it, along with the clubs and cheaper restaurants such 
as suburban Chinese and Thai places. The middle to 
upper middle market were the worst affected. 

Q: In general, how has Australia weathered 
the global financial crisis compared to other 
Western nations?

A: The foodservice market is one of the first 
markets to be hit in an economic downturn because 
it is about discretionary spending, however it is 
also one of the first markets to pick up again. 

In Australia we actually did better than was 
predicted. Our forecast in February last year 
was pretty dire but our economy held up much 
better than expected, and this was reflected in the 
foodservice market. 

In terms of retail turnover restaurants, cafes and 
caterers dipped sharply in January this year and 
again in April, and we’re expecting the rest of 
2010 to be bumpy. We should however see a 
sustained but slow growth from 2011. 

In the United States the foodservice market is at 
its lowest point in 30 years. They saw a market 
decline of -6.1 per cent in 2009, continuing a 
downward trend since 2008. It’s slowly starting 
to rise but consumers have become used to being 
frugal, so it might not rebound quickly even when 
consumer confidence increases. Europe is also 
struggling to rebound.

Q: If 42 cents in every dollar currently spent on 
food is spent outside the home, do you see us 
breaking the 50 cent mark? 

A: Yes, I do; probably in the next decade. There 
are no guarantees though. OH

Introducing a high performance frying oil purposely developed  
to deliver the best combination of health and performance.
•	 Lower	saturated	fat	levels	than	traditional	frying	oils.
•	 Extended	frying	life.
•	 Minimises	gumming	in	the	fryer.
•	 Buy	in	bulk	and	save.
•	 Utilise	Cookers	System	and	free	equipment	loan.	No	term	contracts.

For more information phone 1300 882 299 
or visit www.cookers.com.au to hear Con and Marika 
discussing the benefits of XLFry high performance frying oil.

XLFRY isn’t just the best, she’s the very best  
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