
We say it often at FONA: one thing we all know for sure — nothing is slowing down. 
That means that what worked yesterday will fail today. Future growth depends on speed. 
The key? Speed does not mean doing the same process, only faster. Speed means the 
flexibility to disrupt and reinvent.

In this edition of FlavorNews, we’ll look at the speed of change. What’s 
driving disruption in the food and beverage industry? And what are the 
two constants in this world of change? (Hint: it’s not cost.)  
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WHY FLEXIBLE AND FASTER THAN EVER IS THE WAY OF THE FUTURE.



What’s driving the disruption in food & beverage? In our opinion, the top three drivers are the 

clean movement, customized nutrition and digital consumerism. None of this is new, but it’s an 

extreme acceleration on what has been building for decades.

Rewriting the Rules of the

FOOD INDUSTRY

The consumer demand for 

transparency aka the Clean Label 

Movement is about so much more 

than ingredient labels and organic 

certifications. It’s a nearly universal 

push for control. Clean label is, at 

its core, a reflection of consumers 

desire for control over their health. 

In our opinion, the roots of the 

movement can be traced back to 

the anxieties of people globally 

- in a world of fears and distrust, 

what can the average person 

control? What they eat and drink.

Today, 2/3 of consumers now 

say they eat clean label foods at 

least occasionally.1  More than 

just ingredient declarations and 

labeling, it’s time to de-mystify 

food ingredients and disrupt 

“typical” transparency.

THE CLEAN MOVEMENT

Related to clean and the need 

for control, the future of food 

will be the further expansion of 

customized solutions for individual 

health. Day parts, meal plans and 

function-packing ingredients. It’s 

just the start of the “MY nutrition 

revolution”.

CUSTOMIZED NUTRITION

Digital commerce is the ultimate 

disrupter. It’s not enough to gauge 

consumer response by looking 

back. CPG companies must 

operate real-time, forward-looking 

and predictive. Rapid launch 

response and diverse portfolios 

will win the day.

DIGITAL CONSUMERISM



Breaking the Cost-Focus Cycle

START-UP STRENGTH

SHARED RISK + REWARD

TO YOUR VALUES BE TRUE

TASTE REIGNS

No organization (including ours) is immune to the pressure of cost reduction. But in a world of 

faster-than-ever, making cost a singular focus is a recipe for mediocrity, not growth. Quite often, 

the real bleed in organizations is effort on new products that never launch. Old approaches 

to consumer validation carry a big price tag while falling short of delivering predictability and 

certainty. The kinds of products and brands growing today are not the result of rigid stage gating 

processes, but fast and flexible ways of innovating.

In the last four years alone, food and beverage start-ups have raised 

$9.5 billion, spread across 2,100 deals globally.2 Disruption in the 

industry has led to a huge surge in venture capital, incubators and 

accelerators. Nestle is partnering with meal kit service Freshly, while 

Tyson Foods has invested in plant-based brand Beyond Meat. The 

takeaway? Dare to think outside of stagegates and defined “lanes.”

Besides investment & purchase, another action item for food 

& beverage companies must be to greater utilize the skills and 

capabilities of their partners. True partnership means shared risk 

and reward. Find new ways of working, together, and seek partners 

with a future focus.  

We believe that in this new world order of change and disruption 

– the core values of a business must stand fast, unchanging. 

Growth depends on the people behind a brand. Our president Amy 

McDonald puts it this way: “Make your core principles stand like a 

rock, unchanging. Be flexible and agile enough to grow and change 

everything else.” 

The other constant in food and beverage? Taste matters. Taste is a top 

factor for grocery shoppers, with 95% saying it is important to 

purchase.3 Deliver great taste and do it in a way that thinks forward 

to ensure future growth. As Dave Fusaro of Food Processing said in a 

recent clean label webinar, “If you sacrifice taste, it’s a losing effort.”4 

The clean movement, digital consumerism and customized nutrition 

are the way of the future. With greater convenience and more options 

for your consumers, taste must deliver. Otherwise, your consumer 

will move along (and quickly). 



READY TO GET STARTED?  LET’S TALK. 
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A focus on what 
matters most 
to your top-line 
and bottom line 
growth.  

A partner invested 
in peeling back 
the “onion” 
of consumer 
motivations.

A willingness 
to disrupt the 
norms of a 
typical flavor 
company.

Regulatory 
knowledge 
and taste 
solutions that are  
second-to-none.

Future Focus with FONA

Navigate the complexity of renovation and innovation to win with consumers. 

It’s not a 1+1=2 equation

Sources: 1. Iconoculture  2. Food Business News  3. Mintel  4. Food Processing Clean Label Webinar 2018

FONA’s President Amy McDonald shares her take on  

breaking the status quo at FONA’s business & culture blog. 

Check it out: 

WWW.FONA.COM/CATEGORY/BUSINESS-CULTURE/

FONA IS READY TO DISRUPT THE 
FUTURE OF THE FOOD AND BEVERAGE 
INDUSTRY.  COUNT ON:



NEW HIRES

JOSEPH SLAWEK, 
Chairman & CEO

FACES OF FONA

CHAIRMAN’S CORNER I was fortunate to see the 
hearts (and minds) of the 
FONA family on display at 
the FONA Summer Picnic. 
It’s one of my favorite 
events of the year. Kids 
running, co-workers 
laughing, and good 
food and prizes. What a 
wonderful time. Taking 
the time to celebrate with 
our families was a further 
reminder for me – we 
should all lead with our 
heart. 

Being a parent of 
three and now 
a grandfather of 
four, I’ve realized 
something. And it’s 
something I wish 
I knew long ago: 

The root of our actions is 
in the heart, not the head. 
I remember asking my 
children growing up, “what 
are you thinking?” But I 
know now the question 
should always be, “what’s 
going on in that heart of 
yours?” Our behavior starts 
in the heart, not the head.

This is true in business 
as well. Growth won’t 
come from waiting 
around for a good idea 
to appear. It all must 
start with the heart. 
Business growth comes 
from the heart creating 
good behaviors. Often, 
there is the blessing of 
a few good ideas along 
the way. In the end, it’s 
not about thinking – 
it’s about behavior and 
activities. 

LEADING WITH OUR HEARTS.

JULIE LAUGHTER

MICHAEL COURTS

MARKET MANAGER – HEALTHCARE, 
DAIRY & CONFECTIONS

ACCOUNT EXECUTIVE

Bringing more than 10 years of experience 
in product innovation and development, 
Julie provides insightful leadership to 
her role as Market Manager and will 
help customers translate insights into 
relevant product development. Julie has 
an early technical background in product 
development and R&D at large CPG 
companies, which will lend itself well as 
she works to help customers grow.

Bringing a background in Research 
& Development, Operations, QA & 
Regulatory, Michael Courts joins FONA 
as an account executive laser focused 
on delivering results for many of FONA’s 
performance nutrition customers. 
Michael has a bachelor’s degree in 
Business Financial Management and a 
master’s degree in Sports Nutrition & 
Supplementation Physiology.

BRETT KLUG

PETER RAK

ACCOUNT EXECUTIVE

ACCOUNT EXECUTIVE IN TRAINING

Bringing nearly 10 years of experience 
in food and beverage ingredients, 
Brett will focus on fostering incredible 
partnerships for FONA”s wonderful 
customers. Using his 5 years as an 
account manager as well as early roles 
in Quality Assurance, Brett will get to 
what matters most for customers, and 
deliver impact with a growth focus. 

A recent graduate of Hope College 
and a former FONA intern, Peter Rak 
joins the FONA family as an Account 
Executive in Training. Peter discovered 
his passion for helping customers and 
guests in his intern role over multiple 
seasons. The FONA account executive 
training program is designed to train 
promising sales talent early in their 
career and expose them to the many 
facets of the industry.
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LIKE US ON FACEBOOK 
to stay connected to the latest 
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STAY IN THE LOOP 
Keep up-to-date on our latest flavor 
events and news. Send your email 
address to signup@fona.com. 
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FLAVOR UNIVERSITY® CLASS SCHEDULE

Flavor 101®

• September 10-11
• October 29-30

Flavor 101 Hits the Road
• October 3 (Denver)

Cereal, Bars, Bakery and Snacks Flavor 201®

• September 25-26

FONA flavor experts love to learn — and teach! The renowned  
Flavor University program is offered tuition-free as a service to  
food and beverage professionals. We look forward to seeing you! 

Register at www.flavoruniversity.com

Beverage Flavor 201®

• October 9-10

Pet Care Flavor 201® (NEW!)
• November 14-15


