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In collaboration with ZLTO, third year students 
from the Forum department at Design Academy 
Eindhoven have this semester focused on the  
future of food, posing critical questions such as: 

Where does the food we eat come from? Indeed, 
what does the food we eat even [chemically] 
consist of?  Does the public know enough about 
systems of food production and how we can gain 
a greater connection to our food? Do we really 
understand the health benefits or do we simply 
believe what advertisers tell us? Is it necessary 
to consume alternative, local species or “vermin” 
to provide the proteins in our diet? What does 
it mean for consumers to return to our hunter / 
gatherer / forager heritage? What opportunities 
and pitfalls do new food technologies offer, and 
how might they shape our food futures?

Through a series of assignments and activities, 
students have researched within the field, meet-
ing with farmers, hunters, butchers, chefs, and 
researchers to explore in-depth the processes 
that bring food to our tables, translating the in-
sights gained into their own proposals, posing 
questions, critiquing, and offering alternative 
offerings that might shape our food futures. The 
outcomes of the research, not only presented 
within this book, form the basis of an exhibition, 
including physical design proposals, infographics, 
public performances and debates, and a documen-
tary screening, held at the ZLTO head offices in  
s-Hertogenbosch on the 2nd July 2015. 
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Origin
Noun
Something from which anything arises or is derived;  
the source;  the first stage of existence; beginning.

Our research centered on discovering the origin of our food. 
In doing so we  come to define origin as the process from a 
product, i.e. the moment that we as a human start to have an 
influence, until the transition into the food we eat.

’ORIGIN’ WHAT IS IT ?
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The best ingredient: The Future of local food

Our project was inspired by the Pigeon cooked during our  
visit to chef Dick Middelweerd’s 2-star Michelen restaurant. 
We witnessed the preparation of the Anjou Pigeon, a tame  
Pigeon bred in France specifically for human consumption. Why 
do we consume this particular breed of pigeon? What makes 
the Anjou Pigeon so special? What are the differences between 
the Anjou pigeon and other breeds of Pigeon? We started by re-
searching the life cycle of the bird, from the place they are bred, 
their environment and their diet, to their living conditions and 
where and how they are slaughtered.

We discovered there are in fact four different breeds of Pigeon: 
Tame, Wood, Post and City pigeon. We were interested to dis-
cover how the public felt about eating Wild Pigeon therefore 
we served grilled Wood Pigeon at the market. This was indeed a 
legitimate Wild Pigeon shot in the forest, however, it is possible 
that this was a City Pigeon that flew over the city at some mo-
ment in its life – it was impossible to tell. To trigger discussion 
we referred to the Wild Pigeon as a City Pigeon. The slogan of 
our intervention became: Eat the city-pigeon or “eet de plaag”.

Following our market experiment we became fascinated by the 
notion of eating City Pigeon, and how to eat City Pigeon without the 
risk of illness (City Pigeons are unfortunately not the healthiest 
animals). Our project therefore aims to highlight the potential 
of the City Pigeon as a future food.

From ingredient to the dish.
‘The best ingredient’: The Movie

A professional restaurant such as that of Dick Middelweerd 
(Head Chef and owner of De Treeswijkhoeve) is constantly 
searching for the best ingredients. Why do they source their 
ingredients from certain places? Is the taste or smell better? 
Is the story or psychology behind the produce important?  
Or, is it the passion and effort that has been put into the product? 
What is the added value of buying a product directly at a farmer 
or butcher?

During a day spent in the restaurant we followed the cooking 
process, from ingredient to dish. Special attention was given to 
how the cooks sourced, kept, selected and treated the product, 
focusing specifically on the objects needed to handle the special 
ingredients. The kitchen acts as a transition point between the 
ingredient and its origin. We used this point of transition to 
gain access to the network of food suppliers for the restaurant.

Our aim with the movie was to ask the suppliers, cooks and Dick 
Middelweerd himself to talk about the beauty of their ingredients 
– to collect their opinions and impressions of the best ingredient 
and the origin of food.
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These intelligent creatures cause a lot of 
trouble for farmers at harvest time. 
They pick at everything in their search 
for food and quickly multiply in num-
bers every season. The main problem is 
that there aren’t any natural predators 
to balance the population. People, for  
example, can maintain a healthy population 
by hunting. Unfortunately, hunted crows 
tend to be left behind on the field and 
are not used for consumption. Crows are 
not only a trouble in farms, but also in 
the city centre, where is not allowed to 
hunt.

People are disgusted by Crows, and par-
ticularly the idea of eating an animal 
with similar eating characteristics to  
humans, however, they do not appreciate 
the benefits of eating Crow.

We aim to reintroduce Crow to the plate. 
Through our documentary we show the 
trouble they cause for the farmers, the 
hunt and the possibilities of cooking 
with crow.

Presenting the complete chain of pro-
duction, and value of earning your own 
food (hunting and catching), we provide 
insights that will hopefully remove the 
bitter taste that people have before they 
have even tried eating this animal.
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“On the eighth day mankind created the apple that didn’t brown.”

HOW BOUT THEM APPLES?
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How well do we know what we eat? How long is the road from a seed to 
the apple in your mouth? Which steps are taken to provide us with the 
perfect fruit, and what might the future bring with this piece of fruit? 
How much should we strive for perfection and when do we go too far?  
Or did we already go to far?

More and more multinationals try to claim the rights for crops that used 
to be nobody’s property. In the past our forefathers selected the best harvest 
each year to save seeds for the next crops. But times have changed.  
Companies such as Monsanto don’t only own the seeds but manipulate 
them. Thanks to these manipulations, farmers can produce much more 
corn with the same amount of land.

You could say that these seeds are great, as they will feed hungry mouths 
and protect us from starvation. Unfortunately, this made us believe in the 
endless manipulation of nature. People play for God and now they can 
create perfect crops, why wouldn’t they? In 2017 the United States can 
expect it’s first commercially available, genetically modified apple –  
The Arctic apple, the first apple that doesn’t brown after cutting. It’s funny 
how the perfect look seems to be number one when selling apples to the 
consumer. Taste is considered second whereas health comes much later. 
What will the effect of this apple be on our health? They say ignorance is 
bliss, but for how long?

That depends on the consumer. Does the consumer really care about 
what he buys and what does he know about it? We went onto the street in 
search of answers, using a challenging game to test the knowledge of the 
consumer. The results were striking. Often, one couldn’t even pick out his 
‘own’ or favorite apple. Do we really choose mainly based on appearance 
and the name of the apple? Apparently we do, and apparently there is too 
little urge to constitute a legitimate opinion. With our project we hope to 
raise consumer awareness because at present, the consumer doesn’t 
have any idea that a simple apple can be so complex.
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THE SUPERMARKET
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The term superfood has no definition based on 
science or facts. It is a marketing term used to 
create a story surrounding a food item to pro-
mote sales. The food item is portrayed as this 
magical stuff that makes you healthy, beautiful 
and happy through eating. There is a danger, 
however, when people start to trust this term 
blindly, living a diet consisting solely of super-
foods where despite their best intentions, they 
actually eat unhealthily. Our group focused our 
research on this phenomena. We interacted with 
the public, engaging in a discussion about their 
diet, their susceptibility to marketing and super-
foods. The goal was to provoke the public into 
thinking about their food habits. We wanted to 
show the positive effects of everyday, common 
foods, that people are generally unaware of.  
The final step in our research was to redesign  
the traditional supermarket. Our new vision on a 
supermarket consists solely of foods that have a 
confirmed medical benefit and that help with  
certain ailments. We recategorised the spaces of 
the supermarket into categories like Hair & Skin, 
Aches & Pains and Mood & Mind. We additionally 
designed an app to help people make discreet 
choices, and to help explain how and what effect 
foods have on the body, as well as a leaflet (simi-
lar to the Albert Heijn Bonus brochure) to show-
case the foods within the store and their positive 
effects on health.
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THE PIG REPORT

Eating meat daily is the norm in western society and many 
even believe that it is an essential part of a healthy diet.  
Eating meat is anchored in our culture. With many traditional 
recipes and cultural happenings such as barbecues and  
bitterbal party-snacks, meat is a big part of who we are. 
From meat being something special at the beginning of the 
20th century, it has become everyday food. We decided to 
get to the bottom of our meat eating society, or rather,  
behind it.
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Being a group of three vegetarian guys we had turned away from the social norm of eating 
meat with every meal for one reason or another. That resulted in always being questioned 
about how healthy we feel or what we DO eat. We realised that there is a huge knowledge gap 
between the majority of people and the food they eat. Even those eating meat are not really 
sure how much they need or where it actually comes from.

Maybe you are also familiar with the fact that, according to research, by 2050 we must start 
producing 70% more food. We wanted to dig into how current food systems are working 
today. We started our research at Genneper Hove, a local biological farm in Eindhoven, and 
traced the journey of the Pork that they sell, looking at the Pig from birth to butcher. What 
was interesting for us was the amount of information that is actually possible to find through-
out the farm, in contrast to the experience we have at, for instance, the Albert Heijn, where we 
are directed to a website or a series of ambiguous codes.

After creating a good connection with the farmer, Age, at the Genneper Hove we were able 
to get more information about the life of his pigs. Through Age we also got in contact with 
people handling the other moments of the Pigs life, including breeding and butchering.  
The visit to Cas Smit, a butcher based in Oirschort, really helped us in understanding how the 
large scale production of pig meat stands in relation to the small scale operations mentioned 
above.

With the Forum 3 group we also visited the new Hy-Care systems of Schippers where the 
piglets live in plastic containers for 5 weeks until they are large enough to go onto the next 
step in the production chain. Hy-Care proposes a futuristic concept where pigs are stacked in 
plastic containers in a system cross-pollinating human health care cleanliness with logistical 
systems.

After going deep into these systems it was strange looking back into the world surrounding 
us in daily life. Bacon and meat is everywhere. There are bacon flavoured toothpaste, sodas, 
sprinkles for your cupcakes, chewing gums and even bacon lip balm to smoothen your lips. 
This movement seems to be completely disconnected from the animal that it all started from. 
We felt an urgent need to have more specific information on what meat does to the human 
body.

The nutrition that we consulted gave us clues about meat as our prime resource of protein. 
Today we consume 1600 grams of meat per person per week. That number should be  
lowered to 500 grams if we want to lower the risk of rectal cancer or heart disease. If one 
adds the fact that some beans are equally good, and sometimes better sources of protein,  
as well as considering  the environmental impacts of both different systems, eating meat 
becomes almost ridiculous.

If we would lower our daily intake of meat, a more luxurious and local production would 
actually be possible, benefiting not only our health but also the lives of what makes bacon 
bacon. Are we ready to take that step?
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How can we use food to full capacity? Beginning with food waste, 
considering the many uses of food ingredients, and touching upon 
topics such as chemistry and E-numbers, we came to the conclusion 
that we actually have no idea what  we are eating.

BANANA MANIA
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How can we use food to full capacity? Beginning with food waste, considering the many uses 
of food ingredients, and touching upon topics such as chemistry and E-numbers, we came to 
the conclusion that we actually have no idea what  we are eating.

Labels written in technical jargon and gibberish should make it clear for you what you as a 
consumer buy and eat. Is this information as clear as the food industry claims? During the 
Market Trading exercise we realised that you can tell consumers everything with the right, in 
this case accepted confusing, communication, even the ones who think they are conscious 
about their nutrition.

From a consumer’s point of view, the communication of food ingredients fails. The information 
provided is as far away from the consumer as the moon, and even if you have 10 million  
allergies and you know every E-number, you will never understand the true meaning of the 
ingredients. Every piece of fruit or slice of pizza has valuable chemical components. Why do 
we perceive some of these components as waste? Should we learn to accept that our whole 
life is based on a positive or negative categorisation?

While we were researching for our Seed to Feed Production Map, we discovered a really  
interesting article on the components of an Egg. Looking at all the technical letters and num-
bers we realised they didn’t make any sense to us, yet we were fascinated.

Fruit, eggs, milk or meat are generally considered natural products that you don’t connect to 
long, complicated chemical information on food packaging. You certainly don’t have  
access to this kind of information on the skin of a banana. And lets be honest, who would be 
interested? Would you enjoy a banana the same way knowing the percentage of fatty acids it 
contains. Returning to our main question of how to use food to its full capacity, we concluded 
that it is possible if we open our minds and become more aware of our environment. In this 
instance we want to focus on the smaller things such as the 75% of water that a banana  
contains, rather than on how you are going to eat or dispose of its waste. Every component is 
vital, and a good tasting banana is only as good as the sum of its parts.
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21 students of the department Forum at Design Academy Eindhoven have worked half a year on the 
project ‘ Food Futures ‘. They researched possibilities of future food supplies with a focus on locality, 
durability and innovation. 

Within Forum research into the social and cultural context of design takes an important place
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Coördinator: Peter van Casteren
Tutors: Mike Thompson, Isabelle Makay
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