
The Journal

___________________________________________________________________________________________
Volume 104                                                                                                                   July 2021
___________________________________________________________________________________________

________________________________________________________________________________________________________________
Hollywood CA, July 4, 2021; Attending a grand unveiling right now isn't a great 
idea (social distance, everyone), so public art reveals are going virtual in the time 
of  COVID-19. That includes the new site-specific piece, "SPECTRUM," on 
Netflix’s Hollywood campus, which makes its debut today. The piece, a mosaic 
made up of 39,000 stainless steel sequins, reflects light in a way that resembles --
appropriately enough -- a woman's face on a giant video screen. Los Angeles-based 
artist/photographer Maggie West works in bright, glowing images. "SPECTRUM" 
is meant to explore gender expression, with the young woman intentionally 
depicted as androgynous. West has often worked to bring attention to causes she 
believes in. Her previous work includes a series on the gender spectrum and 
portraits inspired by body positivity and modern womanhood.
"I think of 'Spectrum' as a new, revisioned take on a classic Hollywood portrait," 
West said in a statement. "This is my first public art piece that will be a permanent 

part of the landscape, and as someone who lived in Hollywood for over 10 years, it really means a lot to be doing a piece which is 
going to be here for years and years to come.“ You can watch the virtual reveal online here at 10 a.m., with the program repeating on a 
loop until 4 p.m. The live reveal includes video interviews, live chats, behind-the-scenes footage, and aerial cinematography of the 
installation itself.
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Oscartek display at Netflix 

It's part of a collaboration with the company that owns the real estate where Netflix’s 
headquarters, along with the rest of the accompanying "On Vine" campus, is based. 
(Netflix also has space at Sunset Bronson 
Studios in Hollywood.)

"Now more than ever, we need avenues that inspire," Kilroy Realty CEO John Kilroy 
said in a press release.
"In a post-pandemic world, the role of public art will be even more important.
""SPECTRUM" is also meant to pay tribute to Hollywood's heritage, according to 
Kilroy. Headquarters 
It's placed next to the Netflix entrance.

"'SPECTRUM' augments the design on so many different levels, and in this case the architecture and the art become one," project 
architect Joey Shimoda said in a press release. The combination of the art and the building's entry creates what Shimoda called "a 
singular experience," taking visitors through "a six-story high passage into the building."

West's art has been seen in cultural institutions such as the California Academy of Sciences, as well as being used by brands and 
celebrities.

As the piece awaited its big reveal, it was covered with a message that encouraged people to "be curious." It will likely be viewed by 
many others once the curious can more freely move about the city once again. 
___________________________________________________________________

New Study Explores Post-pandemic Food Lifestyle Choices
Enthusiasm for sharing food experiences with friends and family quickly rising as preferences for 
meal delivery and convenience wane

By Thomas Mulloy | July 8, 2021

New consumer research by Culinary Visions, a food-focused insights and trends forecasting practice that studies a wide range of 
culinary topics important to consumers and food industry professionals, points to the importance of sharing food experiences with 
friends and family as a new normal emerges for U.S. consumers.

The surge in demand for food experiences can mean opportunity for all types of foodservice and retail establishments.



“The enthusiasm for sharing dining experiences with friends and family is exploding as 
restaurants reopen and summertime across the country fuels the desire to get out and get on 
with life,” said Sharon Olson, executive director of Culinary Visions. “Restarting an industry is 
hardly like flipping a switch, and food-service operators are working beyond overtime to 
welcome the onslaught.”

Convenience Reconsidered
During the pandemic, when everyday life was fraught with unimagined difficulties, the cost of 
convenience was almost priceless. More than half (51%) of consumers agreed that online delivery 
services were their lifeline for meals. Consumers are now beginning to scrutinize the cost of 
delivery, with 68% saying that delivery fees will determine whether they order takeout from a 
restaurant. Home delivery that made lock down life a little easier is losing favor now that restaurant dining experiences are more 
widely available. Just a year ago, 56% of those that participated in a study of pandemic-era consumers preferred online delivery
services over going somewhere in person. That percentage dropped to 47% by the end of the year.

Today’s consumers have come to appreciate eating at home during the past year, and they are discovering a broader range of resources 
to make at-home dining more appetizing and convenient. Although 81% agreed that their new normal is going to include more 
dining at home, it is not necessarily going to involve cooking. In fact, 51% prefer purchasing fully prepared foods over making food 
from scratch. And 59% of those surveyed said they have gained a new appreciation for the supermarket deli as a source for meals.

Appreciating What Matters
Sharing a meal with family and friends is one of life’s pleasures and even though virtual 
encounters have become a way of life, 65% of consumers who participated in the recent survey 
said they did not enjoy sharing virtual meals with friends as much as dining out. Also, 66% 
said they miss being around other people when dining in a foodservice establishment. They 
have also gained greater appreciation for every-one involved in bringing those meals to the 
table, from chefs to restaurant employees: 73% agreed that chefs became heroes working to 
serve communities during the past year. And consumers say this new appreciation is impacting 
their behavior. More than half (53%) said they have changed the restaurants they patronize
based on how employees were being taken care of in recent months.
Culinary Adventure Is On the Menu

The majority of consumers surveyed (78%) said they are looking forward to the experience of dining in a restaurant. Pre-pandemic, 
consumers were in charge and accustomed to having their foodservice experiences customized and on-demand. Although many 
gained a new appreciation for a myriad of things they took for granted this past year, they are tiring of the compromises that 
characterized lockdown life in their appetite for the way things used to be. In fact, 56% are tired of restaurants that have pared down 
their regular menus and offer only a limited variety of items.



Although consumers are looking forward to more shared experiences, they are not necessarily keen on sharing their food. Sharing 
food in restaurants has traditionally been a convivial way of appreciating a culinary experience. Just two years before the pandemic 
emerged, a global study by Culinary Visions found that Americans were more likely to enjoy sharing desserts than restaurant patrons 
in France, Italy, Germany and Great Britain. However, in the recent study, 67% of those surveyed said they are more reluctant to share 
food when dining out. The survey included 4,000 U.S. consumers who were surveyed during the course of the study that was initiated 
in 2020 and completed in early 2021. Participants were asked closed-ended questions about their food and dining experiences, and
results of each wave of the study were compared to those from previous surveys.

In the most recent survey of 2,000 consumers, 36% of those surveyed were under the age of 34, 40% were ages 35-54 and 24% were 
ages 55 and over. The consumer female to male ratio was 53:47, respectively. Of those consumers surveyed, 42% live in a one- or two-
person household, 58% live in a household of three people or more. The Global Indulgence study noted was conducted in 2018 
among 2,000 consumers – 1,000 in the U.S. and 250 in each Italy, France, Germany and Great Britain.
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