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Comment

W
hile we can all agree that it’s been a hard year, things are 
rapidly turning around, and the whole concept of 
networking, a key element in the B2B environment, is sure 
to be on everyone’s radar. As trade fair announcements 
start to change from „postponed” to „confirmed”, the food 

industry is beginning to regain some of the sparkles that it lost during the last 15 
months. A clear statement in this regard was the fact that Anuga will be held in 
person in October. Major industry players will again have the chance to meet, 
talk, and get the feel of things. Getting the chance to see in front of you what 
others have been up to, and not just on the screen, will surely raise the appetite 
towards even more innovative actions. Events like this are the heart and soul of 
this industry, so getting back to "business as usual" wouldn't have been possible 
with just online events. Not to take away 
from those that went above and 
beyond to put virtual conferences in 
place, as it was by no means easy. But 
the frozen food segment is one of the 
key innovation drivers both for the retail 
trade and the out-of-home market, and 
we shouldn’t forget the incredible 
achievement it’s had over the last year-
and-a-half. It’s almost a certainty that 
meetings face to face will create new 
partnerships and new initiatives that will 
drive the market even further. Another 
beneficiary of trade fairs is foodservice, 
which along with its suppliers suffered 
most of the losses during these 
challenging times. Getting it back on track 
should be (and without a doubt is) one of the main topics on everybody’s 
agenda. One thing to keep in mind: sales peaks that we’ve seen in 2020 are 
unlikely to repeat shortly, so coming up with new ways to get people closer — 
and more importantly, to keep them close to frozen food is imperative. As such, 
events, where knowledge and market understanding are shared, are again the 
perfect place to „cook up” plans for the short and medium-term. 

See you soon! n

By Bogdan Angheluta, 
Editor in Chief 

Getting the chance to 
see in front of you 
what others have 

been up to, and not 
just on the screen, will 

surely raise the appetite 
towards even more 

innovative actions. Events 
like this are the heart and 

soul of this industry, so 
getting back to "business 

as usual" wouldn't have 
been possible with just 

online events.

”
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News

US

Diversified Communications, organizer 
of Seafood Expo Global/Seafood 
Processing Global announced that the 
28th edition of the event will now take 
place 26-28 April 2022 in Barcelona, 
Spain. The event had been postponed 
from its original date of 27-29 April 
2021 to September 7-9, 2021. Seafood 
Expo Global/Seafood Processing Global 

brings together more than 29,000 
industry professionals from around the 
globe. More than 158 countries are 
represented at the event and each 
country’s complex COVID-19 
regulations and governmental 
restrictions made it impossible to hold a 
large-scale global event in September 
2021. “Until the 2022 edition in 
Barcelona, we will be exploring online 
event opportunities to connect 
suppliers and buyers together and keep 
the seafood community informed on 
the latest topics in the industry,” 
Wynter Courmont, Event director, 
Diversified Communications added.

Balticovo, the leading egg and egg 
product producer in Northern 
Europe, enters the ice cream segment 
with two new products: a real 
plombir ice cream, made based on a 
traditional recipe, as well as the first 
egg protein ice cream in the Baltic 
market. To meet the rapidly increasing 
demand for protein ice creams in 
Europe, Balticovo offers several 
popular flavors of its egg protein ice 
cream that is already available in 
various stores across Latvia: vanilla, 
chocolate, strawberry, and mango.

BALTICOVO 
ENTERS THE ICE 
CREAM MARKET

EUROPE

GERMANY

ARYZTA North America has announced 
it has changed its name to Aspire 
Bakeries. Following the sale to private 
equity firm Lindsay Goldberg earlier this 
year, the company set out to reintroduce 
itself with a new name while continuing 
to focus on growth across its three core 
brands: La Brea Bakery, Otis Spunkmeyer, 
and Oakrun Farm Bakery. “Aspire 
Bakeries will execute a business strategy 
that focuses on continued innovation and 
growth across our beloved brands,” 
Tyson Yu, CEO of Aspire Bakeries said.

Cooking and eating habits in 
Germany changed significantly during 
the COVID-19 pandemic, according 
to a consumer study carried out by 
the market research institute 
INNOFACT AG on behalf of the 
German Deep Freeze Institute (dti). 
The three most important nutritional 
aspects from the consumer's point of 
view are the freshness of the 
products (92%), a healthy diet (81%) 
and natural ingredients (81%). During 
the coronavirus crisis, a healthy diet 
and the freshness of the products 
became more important for at least a 
quarter of the test subjects, the 
report shows. Far less important than 
expected are the trending topics 
vegetarian (22%) and vegan foods 
(15%), which only achieved a lower 
approval rate. However, almost half 
(49%) emphasize that they want to 
reduce their meat consumption. 
When it comes to sugar 
consumption, the figure is as high as 
58%. As the market development has 
shown for years, frozen products 
have always had a very high, positive 
value in Germany. Frozen products 
have become an indispensable part of 
today's diet, rather they are a "game 
changer" for healthy eating. Basically 
every household (98%) buys and uses 

frozen products, even in "normal" 
times. In the coronavirus crisis, sales 
of frozen products in the grocery 
trade experienced a real boom: 
according to dti sales statistics, there 
was a 12% in 2020. The proportion 
of “heavy users”, i.e. consumers, who 
use frozen food at least once or 
several times a month up to several 
times a week, has increased further 
and currently stands at 78%. The 
most popular product groups are 
vegetables/herbs (77%), fish (69%), 
potato products (65%), pizza (60%), 
and bread rolls (48%). The way we 
handle frozen products has also 
changed in a positive way: 19% of 
those surveyed see an increase in 
self-cooking with frozen food. The 
preparation of frozen meals has 
increased significantly in consumer 
favor with 14%, the dti says.

THE COVID-19 PANDEMIC   
CHANGED COOKING HABITS 

US

TATTOOED CHEF 
ACQUIRED FOODS 
OF NEW MEXICO
Plant-based specialist Tattooed Chef 
announced it has completed the 
acquisition of New Mexico Food 
Distributors, Inc. and Karsten Tortilla 
Factory, LLC, collectively referred to as 
“Foods of New Mexico” for 
approximately USD37m in cash. This 
acquisition diversifies Tattooed Chef’s 
manufacturing capabilities and 
accelerates the company’s expansion 
outside frozen food and into ambient 
products. Founded in 1987, Foods of 
New Mexico is a prepared food 
production company that produces 
ready-to-eat New Mexican food items 
for retail and food service.

ARYZTA NORTH 
AMERICA REBRANDS 
TO ASPIRE BAKERIES

SEAFOOD EXPO GLOBAL SCHEDULED FOR 2022
SPAIN
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News

GLOBAL

NOMAD FOODS 
REPORTS MODERATE 
Q1 REVENUE GROWTH

The global meat market is estimated to 
grow by USD190.29bn during 2021-
2025, progressing at a CAGR of almost 
4% during the forecast period, 
according to a new report by research 
company Technavio. The COVID-19 
pandemic continues to transform the 
growth of various industries; however, 

the immediate impact of the outbreak 
is varied. While a few industries will 
register a drop in demand, numerous 
others will continue to remain 
unscathed and show promising growth 
opportunities. COVID-19 will have a 
high impact on the meat market, the 
authors note. The market is still driven 
by new product launches, but increasing 
livestock disease outbreaks will 
challenge growth. In terms of regions, 
33% of the market's growth will 
originate from APAC during the 
forecast period. On the short term, 
Technavio estimates that the meat 
market will grow by 3.45% in 2021.

Loryma, an expert in functional wheat 
ingredients, has developed an innovative 
concept for vegan bacon that replicates 
the sensory characteristics of its meaty 
counterpart. The expected mouthfeel is 
achieved by the wheat-based binding 
component Lory® Bind, while a 
matching bacon spice blend guarantees 
authentic taste, according to a press 
release. Thanks to uncomplicated 
production and easy preparation, the 
concept is ideal for use in the 
convenience and gastronomy segments.

EUROPE

ITALY

Nomad Foods Limited reported its 
financial results for the three-month 
period ended March 31, 2021. Revenue 
increased 3.6% to EUR707m, while the 
reported profit for the period was 
EUR49m. Adjusted EBITDA stood at 
EUR138m and the earning per share 
was set at EUR0,47. As per the results, 
the company has reiterated its 2021 
guidance. Revenue and adjusted EBITDA 
are expected to grow approximately 3-
5% and adjusted EPS is expected to be 
approximately EUR1.50 to EUR1.55, 
representing 11-15% growth. TUTTOFOOD goes deeper into the 

themes of digital and cybersecurity in 
the agri-food sector. Fiera Milano is 
preparing an even more innovative 
edition: international events continue 
and new prestigious partnerships are 
added. TUTTOFOOD is enhancing the 
events for the upcoming appointment 
that will be held along with Host, at 
fieramilano from 22 to 26 October, to 
offer an even more effective exhibition 
to be enjoyed in person, also thanks to 
the support of Fiera Milano Platform 
that will introduce a set of hi-tech 
solutions that enable a "hybrid" 
experience - physical and digital - 
through portals, sites, web, smart app, 
event streaming, and remote matching. 
Among the most technological services, 
users will be able to take advantage of 
Expo Plaza. Always at the operators’ 

side, TUTTOFOOD together with 
HostMilano and Sicurezza— Fiera 
Milano’s specialist exhibition — 
proposed to its stakeholders a webinar 
on the Innovation and Cybersecurity 
theme, held last 25th February. The 
topics on the table included the Food & 
Beverage value chain. Equipment is 
going through a new revolution, passing 
from simply digital to connected and 
smart, to subsequently becoming a 
veritable ecosystem. The collaboration 
with Netcomm, the Italian Digital 
Commerce Consortium, is also 
continuing. In addition to proposing 
events in partnership with 
TUTTOFOOD throughout the year, 
the event will include an entire day 
dedicated to exploring the issues of 
digital transformation in the                  
agri-food sector.

TUTTOFOOD EXPLORES 
THEMES OF DIGITAL AND 
CYBERSECURITY IN 
AGRI-FOOD SECTOR 

US 

YASSO LAUNCHES 
INCUBATOR BRAND 
JÜVE POPS
Yasso, Inc., the company behind 
novelty brand Yasso, launched its first 
incubator brand, Jüve Pops, a 
functional, vitamin, and electrolyte-
packed water-based pop. After over a 
decade of innovating within frozen 
Greek yogurt, the company is 
continuing to identify opportunities 
within the category where they can 
deliver great taste and quality 
nutrition. The new brand provides 
thirst-quenching pops made with real 
fruit and less sugar, blended, and 
frozen with a burst of hydrating, 
energizing vitamins, and electrolytes.

GLOBAL MEAT MARKET TO SEE STEADY GROWTH
GLOBAL

LORYMA DEVELOPS 
NEW FORMULA 
FOR PLANT-BASED 
PRODUCTS
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I
n recent years, various trends have 
emerged in the confectionery 
market, according to Charalampos 
Konstantakis, CEO of Evoiki Zimi 
S.A. „The three main trends that 

we could say prevail are the 
combination of tradition with the 
modern and the quality of the 
ingredients, the various combinations of 
textures. There is a growing need for 
people to go back to their roots and 
embrace tradition. But adding a modern 
touch to classic desserts is an emerging 
trend. Ice cream sweets are the answer 
to the above trend. The customer 
enjoys something incredibly cool and at 

the same time sweet. Both the 
ingredients and the quality have always 
been a vital part as they increase the 
taste, but now more than ever, there is 
a tendency for customers to prefer a 
product that is fresh, tasty and healthy,” 
Konstantakis adds. In addition, the 
consumer also wants to have both 
aesthetic and textural experience with 
his dessert and our company provides 
this current trend since our sweet ice 
creams include different combinations of 
flavors and textures. “There is nothing 
more important for Zimi Psachon to 
observe and keep in touch with trends, 
because we want to be close to the 

needs of the consumer. Zimi Psachnon 
is dedicated to innovation, offering 
solutions of high added value. Our two 
new desserts with ice creams on top 
(orange pie with ice cream and kataifi 
with ice cream) are not only the proof 
of our exceptional quality but also the 
recent expression of the passion to 
create interesting new ideas, which 
combine innovation with tradition. The 
presentation of our two new codes on 
the world market has already taken 
place and the reaction we received was 
more than positive. This gives us 
particular momentum for further 
development, both in terms of 

Frozen bakery seems the perfect area to understand the needs of 
consumers and their preferences towards either tradition or 
innovation. In the ideal scenario, both would be sought-after, and 
more and more manufacturers are finding this to be true. 
Incorporating new trends into what has been a successful category 
is not a walk in the park, but the results are worth it.

FINDING THE 
BALANCE BETWEEN 

TRADITION AND 
INNOVATION 





expanding the existing range and 
enhancing market penetration.” 
Confectionery is first and foremost 
an art, Charalampos Konstantakis 
explains. And as an art it requires 
creativity and imagination. These 
characteristics are closely linked to 
confectionery and innovation. “It takes 
creativity, imagination, courage and 
experimentation to prepare sweet 
creations for our own people (our 
guests or customers). At the same 
time, the consumer now travels 
constantly around the world, 
collecting experiences and images, but 
also through television cooking 
productions he sees and experiments 
with new ingredients and flavors. All 
this creates an innovative 
environment where there are 
producers who present new ideas - 
products and consumers who are 
interested in these products and are 
ready to try and explore tasty routes. 

Zimi Psachnon through its products 
gives the opportunity not only to 
professionals in the industry, but also 
to consumers to obtain excellent raw 
materials that they can use to make 
their own creations. Puff pastry, crust 
and kataifi are such products that 
every housewife can use without any 
restrictions, but her imagination and 
creativity and make savory and / or 
sweet suggestions. With these 
thoughts we proceeded to the launch 
of a new category of products, frozen 
sweets with ice cream. Thus, 
traditional Greek sweets such as 
orange pie, kataifi, chocolate pie were 
combined with ice cream containing 
madagascar vanilla and a dream 
combination was created that offers 
the consumer a sweet experience,” 
he concludes. 

RIDING THE 
PLANT-BASED WAVE 
Greek manufacturer Ioniki Sfoliata 
S.A. recently partnered Beyond Meat, 
one of the world leaders of plant-based 
meat, to co-brand a product. The result 
was the Filosophy Plant-based Greek 
pie with Beyond Meat. "The golden & 
crispy phyllo wraps the plant-based 
minced meat of Beyond Meat. Vegan 
mayonnaise, mustard, mint, black 
pepper, creating an amazing taste that 
has nothing less than real meat," Ioniki 
says. "At the same time, it contains a 
high level of proteins (more than 16g) 
and edible fibers are 5.7g that can fill 
you with energy!" Ioniki’s certifications 
are the major advantage of this 
collaboration. The company is 
committed to providing high-quality 
products & services and that is reflected 
by the certificates (ISO, BRC, IFS, V-
LABEL, RSPO) received from after 
extensive and demanding inspections 
carried out in all stages of production at 
all its facilities. "Our private label, Spitiki 
Zymi traditional or gourmet has 
excellent quality products, competitive 
price on the supermarket and is found 
in every Greek home. Today we are 
proud to have more than 300 frozen 
pastry and puff pastry products, which 
have won the trust of consumers in the 
entire globe", Ioniki representatives say. 
The company's export brand Filosophy 
consists of 23 different product codes 
that can be found on supermarket 
shelves in over 35 countries in Europe, 
Australia, America, and the Middle-East. 
 
VARIETY IS KEY 
TO SUCCESS 
“What we observe is an increased 
global demand for frozen dough 
products fueled by urbanization, 

Both the ingredients 
and the quality have 

always been a vital 
part as they increase the 

taste, but now more than 
ever, there is a tendency 
for customers to prefer a 

product that is fresh, 
tasty and healthy. 

Charalampos Konstantakis, 
CEO of Evoiki Zimi

”

Our private label, Spitiki Zymi traditional or gourmet 
has excellent quality products, competitive price on 
the supermarket and is found in every Greek home. 

Ioniki

”
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consumers eager to buy ready meals 
and the new generations trends for 
quick and easy solutions on daily basis. 
They are also seeking high quality food 
at the lowest possible price,” says Sakis 
Ignatidis, Exports director of 
Arabatzis Michail S.A. „Products 
with spinach and feta cheese continues 
to have high sales demand worldwide 
and this is a trend  we have to follow!” 
Arabatzis is one of the leading 
manufacturers of frozen dough 
products in Europe, and its consumer 
proposition is unique as it makes high 
quality products with Greek and 
Mediterranean recipes — products like 
filo Rolls, bougatsa with cream or 
hazelnut Praline, traditional country-
style pies with spinach and Feta cheese 
(P.D.O.), puff pastries sheets and many 
more. „Each year we introduce new 
products worldwide, having a variety 
of more than 700 different products,” 
Ignatidis adds. „Generally, our Export 
and R&D departments operating 
globally, searching and focusing on 
each country and by localizing the 
inquired products. Our flexibility 
ensures that we can provide custom-
made products when required, serve 

and satisfy consumers worldwide. 
Today, Arabatzis Michael SA ‘Hellenic 
dough’ produces many deep frozen 
products like Filo Rolls, Puff Pastry 
sheets, Filo dough, Croissants, 

Traditional Pies, Pizzas etc. which can 
be found in food stores, bakeries, 
hotels, supermarkets, and other retail 
outlets as well as restaurants 
worldwide,” he concludes. n

Our flexibility ensures that we can provide 
custom-made products when required, serve 

and satisfy consumers worldwide. 
Sakis Ignatidis, Exports director of Arabatzis Michail S.A.

”

Photo: Arabatzis
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A
ccording to a recent 
Technavio report, the frozen 
snack food market is 
expected to grow by 
USD11.30 billion, 

progressing at a CAGR of over 6% 
until 2024, at the end of the forecast 
period. The positive evolution comes 
as vendors are increasingly launching 
products in the frozen meat snacks 
segment, and these launches have a 
positive impact on the global market. 
Vendors operating in the global 
frozen snack food market are 

concentrating on introducing highly 
nutritious frozen snacks, the report 
adds. But it's not all innovation, as a 
large number of manufacturers take 
great pride in the way they keep their 
focus on tradition, making sure they 
can deliver the quality their 
consumers have come to expect. 
Speaking about quality and tradition 
in the frozen snacks market is 
speaking about Rissolaria 
Tradicional, Rosa Maria Oliveira 
Carvalho, founder and CEO of 
Rissolaria Tradicional says. "Those two 
words and principles are in our DNA 
since the beginning, and that we keep 
nowadays. We pay close attention to 
our ingredients and supply chain as 
well as to all the actions during our 
production process. In our category,  

As change in working 
demographics and 
adoption of modern 
lifestyles have resulted 
in an increased 
demand for finger 
food, manufacturers 
understood the need 
to seize this moment. 
Taking into account 
the events of last year, 
when targeted 
consumers spent 
most of the time 
indoors and multiplied 
their snacking 
moments, frozen 
finger food is clearly 
on the right path.

DIVERSITY 
RUNS THE 

CATEGORY
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I believe that we are one of the last 
companies that still cut/made the 
majority of our products by hand 
instead of using machines. For us, 
making a Rissol or a samosa is not 
only a question of making numbers, 
but it is also a question of making art, 
our art." Since March 2020, Rissolaria 
Tradicional has developed a 360 
degrees strategy in terms of sales, 
supporting its long-term partners in 
HoReCa and foodservice as well as 
finding new segments like retail and 
DTC. "The response has been pretty 
great, the general public is looking 
more and more for good products, 
real food even if they are appetizers. 
Our segment is overloaded with low-
price products and it is good to 
understand that even in our category, 
people can buy quality products. The 

market is looking more and more for 
healthy snacks, to be prepared in an 
oven or air fryer. Vegan and vegetarian 
categories are seeing high demand as 
well, as are ready-to-eat appetizers." 
 
FINGER FOOD 
AT HIGH DEMAND 
The market is driven by innovation 
with consumers incredibly open to 
new ideas and keen to try lots more — 
in terms of choice, tastes, and the way 
food is prepared, according to 
Frédéric Dervieux, CEO of the 
Frostkrone Food Group. „It is 
especially the free-from products that 
are riding high. Here there is huge 
growth potential. There is now such a 
varied choice — both in the trade and 
also in the foodservice sector." Under 

the umbrella of Crunchy Homies, 
Frostkrone Food Group has brought 
together its popular snack range that 
stood on the shelves of freezer 
cabinets for years. With the 
advancement of new technologies and 
thanks to an improved recipe, the 
products of this range come out of 
the oven even crispier than ever 
before. "The Crunchy Homies range is 
made up of popular finger food and 
snacks that are much loved by the 
consumer — indeed these are our 
bestsellers. And all the variations with 
their extra crispy coating are on sale in 
shop freezers. In the case of these 
products, we are running with a new 
crispy coating, the production of which 
is made possible by a new and 
different state-of-the-art technology. 
The result is that the finger food 
variations come out of everyone’s 
oven at home super crunchy. And the 
quick and easy preparation remains, of 
course, as quick and easy as it has 
always been." This year, the Crunchy 
Homie Collection will be steadily 
extended so that consumers can enjoy 
even more bestsellers perfected in this 
new kind of crispy coating. The range 
currently features the following 
products: Crunchy Cream Cheese 
Paprinos, which are red cherry 
peppers filled with the creamiest of 
cream cheese and accompanied by a 
spicy, aromatic red pepper dip; 
Crunchy Mozzarella Sticks, which are 
tasty sticks filled with melt-in-the-
mouth mozzarella and enhanced with 
an aromatic and spicy red pepper dip; 
Crunchy Cream Cheese Jalapeños, 
Mexican jalapeños filled with truly 
creamy cream cheese and fine-tuned 
with an aromatic and spicy red pepper 
dip; and Crunchy Chilli Cheese 
Nuggets, which boasts a creamy 
composition of soft cheese with fiery 
chilies in the batter. Froskrone's latest 
innovation just launched on the 
market is Favorizza: the new pizza 
snack collection, which is available in 
so many different variations. Among 
the products are „Early Bird” Buns 
such as Bacon Omelette, which is a 
small yeast dough bun loaded with 
scrambled egg, cheese, and belly 
bacon, perfected with parsley and 
sprinkled with Gouda cheese; “V-Style” 
Buns, which include Hummus & Olive, 
or small yeast dough bun filled with 
hummus, olives, and parsley; Sweet 
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Bites such as Copenhagen-Style, 
which are sweet yeast dough filled 
with persipan and sultanas. "And 
one thing everyone is also still 
talking about is the «Green Date» 
range. Our free-from range, which is 
purely plant-based and gluten-free 
and which has no additives, no 
flavor enhancers, and no 
preservatives. Not only are all 
Green Date  snacks bursting with 
vegetables but they are also 
incredibly crunchy. And that’s all 
down to the tiger nut, which forms 
their basis,” Frédéric Dervieux adds. 
These deep-frozen products are 
available in six flavors and various 
styles, e.g. coins, croquettes, balls, 
and burgers. They are available with 
a coating or naked. One example is 
is The Curry Kiss, a fresh and fruity 

Indian-style snack made of nutritious 
edamame beans in a composition of 
mango and tiger nuts and perfected 
with apples, carrots, coconut flakes, 
and onions. The variations are 
available as burgers or coins. 
 
BANKING ON THE 
PLANT-BASED TREND 
Over the last 12 months, consumer 
behavior was heavily influenced by the 
pandemic, related lockdowns and their 
implications, Tyson Foods 
representatives explain. “At Tyson 
Foods Europe, we observed a strong 
trend towards healthier options, 
including healthier frozen finger foods 
and snacks. Healthier options include 
products rich in protien, with lower or 
healthier fats, and less additives among 
others.” During the pandemic, Tyson 
Foods launched its plant-based brand, 

Raised & Rooted, in Europe. Plant-
based options have seen a rise in 
popularity in recent years and have 
further accelerated during the 
pandemic. Consumers are rethinking 
their health and wellbeing with 75% of 
consumers open to a diet that 
includes meat and plant proteins, 
according to data from the Good 
Food Institute. The European retail 
plant protein market is projected to 
reach USD3.bn by 2025, a 12% 
growth per year, Euromonitor reports. 
„We recently relaunched our Grab It 
protein snack brand this year. 
European demand for protein snacks 
continues to grow as well and is 
anticipated to reach a value of 
USD1.41bn by 2023, up from 
USD1.01bn in 2018. This increase in 
demand can be contributed to 
consumers wanting more on-the-go, 
healthy snacks. As snacking increases, 
Tyson Foods will continue to help 
people find healthy protein options 
that taste great.” Other Tyson Foods 
Europe recent product launches 
include the introduction of the legacy 
Tyson® brand in Europe in 2020 with 
28 frozen finger products with 

It is especially the 
free-from products 

that are riding high. 
Here there is huge 

growth potential. There 
is now such a varied 
choice – both in the 

trade and also in the 
foodservice sector. 

Frédéric Dervieux, CEO of the 
Frostkrone Food Group

”

In our category, 
I believe that we are 

one of the last 
companies that still 

cut/made the majority of 
our products by hand 

instead of using machines. 
Rosa Maria Oliveira Carvalho, 

founder and CEO 
of Rissolaria Tradicional

”

6% 
is the projected CAGR 

of the frozen snacks 
market until 2024.

#
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categories ranging from coated, 
skewers, raw and fried, and the 
relaunch of Grab It®, the protein 
snack in the UK. „Tyson Foods 
employs one of the largest teams of 
food scientists, chefs, and culinologists 
in the world, and we believe that the 
key to meeting consumer preferences 
is through innovation and making 
locally relevant products that taste 
great. We hold the innovative 
products we make to the highest 
standards of quality. We strive to 
make food that our customers love 
and that is also good for them. We 
don’t sacrifice nutrition, taste or quality 
to innovate - those attributes are a 
top priority in every product we 
develop,” Tyson Foods representatives 
say. In Europe, Tyson Foods is 
leveraging its innovation centers in the 
Netherlands and the UK to drive 
sustainable protein product innovation 
that meets European consumer 
demands. “Our local marketing and 
innovation teams’ expertise locally 
gives us a strong grasp of the latest 
trends and consumer insights.” At a 
global level, innovations include First 
Pride™ Spicy Nuggets made with 

plants in Asia Pacific, Tyson® Chicken 
Sausage, Raised & Rooted™ Plant-
Based Burgers, Plant-Based Bratwursts 
and Plant-Based Sausage, Aidells Cotija 
Cheese & Fire-Roasted Poblano Beef 
Sausage and Pork & Beef Meatballs, 
Jimmy Dean® Breakfast Nuggets, 
Jimmy Dean® Loaded Sausage Bites 
and Omelet Minis. n

We strive to make 
food that our 

customers love and 
that is also good for 

them. We don’t 
sacrifice nutrition, taste 
or quality to innovate - 

those attributes are a 
top priority in every 

product we develop. 
Tyson Foods

”
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A
mid the COVID-19 crisis, 
the global market for pasta 
was estimated at USD13bn 
in 2020, but it is projected 
to reach a revised size of 

USD15.1bn by 2027, growing at a 
CAGR of 2.2% over the analysis 
period 2020-2027, a report by Global 
Industry Analysts shows. Dried pasta, 
one of the segments analyzed in the 
report, is projected to record a 2.3% 
CAGR and reach USD12.3bn by the 
end of the same period. Growth in 
the chilled/fresh pasta segment was 
readjusted to a revised 1.3% CAGR 
for the next 7-year period. Region-
wise, the US market is estimated at 
USD3.5bn, while China is forecast to 
grow at 4.1% CAGR and reach a 
market value of USD3bn in 2027. 
Among the other noteworthy 
geographic markets are Japan and 
Canada, each forecast to grow at 
0.4% and 1.5% respectively over the 
2020-2027 period. Within Europe, 
Germany is forecast to grow at 
approximately 0.9% CAGR. In the 
global canned/preserved pasta 
segment, USA, Canada, Japan, China, 
and Europe will drive the 1.5% CAGR 
estimated for this segment. These 
regional markets, accounting for a 
combined value of USD584.7m in the 
year 2020, will reach a projected size 
of USD648.2m by the close of the 
analysis period - a moderate growth. 
Led by countries such as Australia, 

India, and South Korea, the market in 
Asia-Pacific is forecast to reach 
USD2bn by the year 2027, while 
Latin America will expand at a 2.4% 
CAGR through the analysis period. 
 
PERFECTING 
A FAMILY FAVORITE 
When talking about trendsetters, 
Italian frozen food producer Surgital 
is a company to watch. The 15 
recipes from Sugosi®, the range of 
deep-frozen ready sauces in nuggets 
from Surgital, come in a refreshed 
format divided into 2 lines: I GRANDI 
CLASSICI (Amatriciana Sauce, 
Arrabbiata Sauce, Cheese and Pepper 
Sauce, Carbonara Sauce, Cheese 
Cream, Genovese Pesto, Bolognese 
Ragu Sauce, Asparagus Sauce, Porcini 
Mushroom Sauce, Tomato and Basil 
Sauce, and Pescatora Fish Sauce) and 
I PRESTIGIOSI (Jerusalem Artichoke 
Cream, Scampi Sauce, Saffron Sauce 
and White Meat Sauce). Quick and 
practical, they minimize waste 
because they defrost in the desired 
quantity. The Sugosi® lines are suited 
for seasoning pasta dishes, risotto, 
and for preparing sauces and 
condiments for main courses, 
appetizers, and croutons. Since they 
are quick and very practical, the 
products minimize waste, because 
they defrost in the desired quantity. 
Moreover, the cost per serving is 
already calculated. “Dressings, sauces, 

and creams capable of offering the 
quality and refinement demanded by 
top-quality food service prepared 
using only the finest, most genuine, 
preservative-free raw material 
ingredients with no flavorings: 100% 
natural product, whose properties are 
preserved by deep-freezing,” Surgital 
representatives explain. “One 
particularly convenient, innovative use 
is for risotto: in combination with 
Pastasì® Soluzioni Express pre-
cooked rice, in just a few simple 
steps, by putting rice and sauce 
straight in the pan, the finest of 
risotto dishes can be prepared in 5 
minutes. What's more, Sugosi® are 
extremely practical because only the 
quantities required need be taken 
from the pack (100% recyclable 
plastic bag) thus avoiding any waste 
and making it easy to calculate cost 
per portion (food cost controlled). 
Then just a few minutes in the pan, in 
the oven, or in the microwave and 
the sauce is ready,” the company says. 
Sugosi® have a shelf life of 18 
months. Mid-2020, Surgital presented 
the Bauletti® with swordfish and 
lime. Its shape, which differs from 
piece to piece to reproduce the 
irregularity of hand-made dough, is 
one of the peculiarities of the Divine 
Creazioni®, Surgital’s premium line of 
fresh pasta, prepared with ingredients 
selected from the best Italian PDO 
products. The intense yellow colour 

More than just comfort food, pasta is the product most turn to when 
thinking of a classic dish. It's a product that will never go out of 
style, as manufacturers keep bringing new ideas to the table. Frozen 
pasta has also been able to ride recent food trends, as it's extremely 
versatile. All these were even clearer in the last 15 months, as pasta 
was one of the clear winners in the frozen food segment.

A CLASSIC THAT 
IS ALWAYS ON 
THE WISH LIST 
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13 
bn USD was the value 

of the global pasta 
market in 2020.

#

648.2 
million EUR will be 

the value of canned/ 
preserved pasta 

segment market in 2027.

#
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and the consistency of the dough 
make Divine Creazioni® the pasta 
which is most similar to the 
handmade product, characteristics 
conferred by the use of 8 eggs from 
free-range hens per kilo of semolina. 
The Bauletti® with swordfish and 
lime are the latest addition to this 
range that consists of 32 Divine. 
 
INGREDIENTS PLAY 
A MAJOR ROLE 
In contrast to a few years 
ago, new shapes now play 
more of a minor role, 
Ebrofrost Holding 
GmbH representatives say 
regarding trends that have 
emerged in the frozen pasta 
segment. It is the raw ingredients 
used for the pasta products that are 
essential, and this applies equally to 
short cut and long pasta. For 
producers of ready meals and one-
pan dishes it is more than important 
to receive their products prepared 
precisely to their specifications, not 
just frozen but also chilled and 
certified as ready to eat if required. 
This provides the greatest possible 
level of safety. “Ebrofrost has created 

the necessary technical conditions to 
produce pasta from traditional and 
alternative ingredients, such as 
chickpeas or red lentils. Our range of 
Asian noodles cater to a unique 
market segment with very specific 
requirements.” As for spending more 

time at home, Ebrofrost says 
consumers are eating more and more 
meals at home. “However, as they 
don’t often want to cook, they're 
looking for high-quality convenience 
products, especially one-pan meals 
and ready meals that they can enjoy 
at home after a short break to relax. 
There’s a strong preference for frozen 

food because it is highly flexible: you 
can stock up the freezer and benefit 
from a long shelf life,” representatives 
add. In terms of recent innovations, 
Beroni, the first UK frozen fresh pasta 
brand, was presented by Ebrofrost. 
Beroni pasta dough is freshly prepared 
by mixing French durum wheat 
semolina with water. The fresh dough 
is then shaped into its format before 
being cooked ‘al dente’ then 

immediately frozen to preserve its 
freshness. As Ebrofrost is a 

member, the British Frozen 
Food Federation (BFFF) 
Technical team has offered 
advice during the artwork 
stages to ensure the on-pack 
information was legally 

compliant. According to the 
manufacturer, the pasta lists only 

water (53%) and durum wheat 
semolina (47%) as ingredients. It has 
no additives or preservatives. The 
Beroni pasta is available in penne, 
fusilli, and macaroni varieties. 
Following the brand’s first multiple 
listing with Waitrose in January, 
Beroni recently secured its second 
major listing after online grocery 
retailer Ocado confirmed it will be 
stocking the product in recyclable 
1kg bags. n

For producers of 
ready meals and 

one-pan dishes it is 
more than important 

to receive their products 
prepared precisely to 

their specifications, not 
just frozen but also 

chilled and certified as 
ready to eat if required. 

Ebrofrost

”

What's more, 
Sugosi® are 

extremely practical 
because only the 

quantities required need 
be taken from the pack 
(100% recyclable plastic 
bag) thus avoiding any 

waste and making it 
easy to calculate cost 

per portion (food 
cost controlled). 

Surgital

”
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T
he growth of the food 
ingredients market seen in 
recent years comes mainly as 
an effect of the global 
expansion in processed 

foods demand, especially in 
developing economies. The global 

food ingredients market size is 
forecast to grow to USD68.03bn by 
2027, at a CAGR of 7.8% during the 
forecast period. Rapidly expanding 
population and urbanization have 
augmented global demand for 
processed food products, thereby 

driving food demand, according to a 
study by Reports and Data. 
Consumers are becoming increasingly 
health-conscious and creating demand 
for natural food ingredients with the 
increase in foodborne diseases. Over 
the past decade, there has been a 

Ingredients stay at the very heart of the food industry, so it comes 
as little surprise that the general trend towards healthy has left its 
mark in this segment just as well. The outcome? Consumers look 
firstly at labels and ingredients list when choosing products that 
will help them in balancing their diet.

CLEANER, 
HEALTHIER, 
AND IN GENERAL 
BETTER-FOR-YOU 

CLEANER, 
HEALTHIER,



tremendous surge in the number of 
women in the workforce, thus 
creating demand for ready-to-eat 
foods. Region-wise, Europe's food 
ingredients market will register a 
lower CAGR than the market in Asia- 
Pacific's, but by the end of 2027, it 
will account for larger revenues. By 
2027, the Middle East and Africa 
(MEA) region is expected to register 
a relatively slower expansion of the 
global market for food ingredients. 
The bakery segment is expected to 
reach USD21.89bn in 2027, growing 
at a CAGR of 8.63%. The meat and 
meat products segment is expected 
to grow at a CAGR of 7.03% to 
reach a valuation of USD12.13bn in 
2027. Europe is estimated to be the 
second-largest consumer and 
producer of food enzymes and is 
projected to hold approximately 28% 
of the global market share in 2027. 
North America is anticipated to 
register the highest growth rate of 
10.12% for enzymes due to changing 
consumer lifestyles and increased 
nutritional awareness. On the other 
hand, a Global Industry Analysts 
report on the global market for 
integrated food ingredients (that 
enhance the taste and color of the 
food and increases its shelf life) shows 
it is projected to reach a revised size 
of USD8.7bn by 2027, growing at a 
CAGR of 4.7% over the analysis 
period. Taste Enhancers, one of the 
segments analyzed in the report, is 
projected to record a 5.6% CAGR 
and reach USD3bn. The integrated 
food ingredients market in the US 
was estimated at USD1.7bn in the 
year 2020. China, the world's second 
largest economy, is forecast to reach 
a projected market size of USD1.8bn 
by the year 2027, trailing a CAGR of 
7.8%. Among the other noteworthy 
geographic markets are Japan and 
Canada, each forecast to grow at 
2.6% and 3.8% respectively over the 
2020-2027 period. Within Europe, 
Germany is forecast to grow at 
approximately 3.4% CAGR. 
 
A GREATER AWARENESS 
OF FOOD INGREDIENTS 
„We constantly have our eye on the 
market and monitor the trends 
moving the industry. But we’re also 
driven by the diverse raw material 
wheat, which inspires us to 
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68.03 
bn USD is the projected 
value of the global food 

ingredients market 
by 2027.
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continually develop new processing 
possibilities and applications,” Henrik 
Hetzer, CEO of Loryma says. “We 
exploit the potential for our 
ingredients which help optimize 
manufacturing processes, sensory 
properties and the nutritional value of 
different products, and also serve as a 
basis for plant-based meat alternatives. 
When developing new concepts, we 
always work on meeting the 
requirements of both the consumer 
and the manufacturer. It’s obvious, 
then, that wheat ingredients tick many 
boxes.” Consumers undoubtedly have 
a much greater awareness of food 
ingredients now than before the 
pandemic, Loryma’s CEO adds. There 
are currently greater efforts to 
support the environment, and avoid 
future catastrophes through a more 
sustainable lifestyle. „Here, the 
traditional and regionally grown raw 
material wheat comes into its own, 
both for its high quality standards and 
environmentally friendly processes — 
even post COVID-19. Meat 

alternatives have been experiencing 
growth in the market for a long time, 
and this shows no sign of abating. 
There is also increasing awareness 
among consumers of the importance 
of good nutrition and paying special 
attention to a product’s list of 
ingredients. While health-promoting 
ingredients such as vitamins and 
healthy fatty acids are receiving 
attention, it is about overall well-being 
too. High protein and low carb are 
the keywords here, as are sugar 
reduction and clean label. Wheat 
provides a valuable nutritional and 
protein profile. With regards to the 
label, wheat is generally trusted as 
natural and traditional. It can replace 
the functions of certain e-numbers by 
acting, for example, as a binding 
agent. Our ingredients serve the food 
industry across a wide range of 
applications: From confectionery and 
baked goods to convenience food, 
vegan meat and fish alternatives.” But 
has staying longer at home had any 
sort of impact on consumer 

preferences? For many people, time 
at home has awakened the desire to 
cook. However, preparation must be 
quick and easy: convenience and 
frozen dishes are therefore 
particularly in demand, especially 
those that convey a healthy or 
sustainable image, according to 
Henrik Hetzer. “Good examples are 
our concepts for creating an 
optimized muffin which, in contrast to 
its traditional counterpart, has more 
protein and less sugar and fat, while 
remaining convincing with an 
appealing texture and mouthfeel. 
Furthermore, easy-to-use and tasty 
meat alternatives are a huge trend. 
Our concepts for vegan bacon and 
chicken breast fillet, which can also be 
used as toppings for salads, or plant-
based minced meat, which replaces 
the animal original 1-to-1 in all classic 
recipes - as well as our fish 
alternatives - are all based on wheat 
ingredients. The typical meat-like 
structure is created by the interaction 
of different components such as 
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Consumer interest in 
«cleaner eating» is 
part of this larger 

health-focused 
movement. Many 

consumers seek to avoid 
processed bakery and 

confectionery products, 
referring to the 

ingredients to help them 
determine how 

processed a product is. 
Susen Gottwald, Customer 

 Innovation manager Bakery, Cargill

”

There is also 
increasing awareness 
among consumers of 

the importance of 
good nutrition and 

paying special attention 
to a product’s list of 

ingredients. While 
health-promoting 

ingredients such as 
vitamins and healthy 

fatty acids are receiving 
attention, it is about 

overall well-being too. 
Henrik Hetzer, CEO of Loryma

”



textured wheat proteins and starch-
based binding systems. A big plus 
with the wheat base is that it does 
not have a cereal-like flavour of its 
own, and so the taste can be 
individualised by the manufacturer.” 
Recently, Loryma has launched a basic 
functional mix for muffins and sponge 
cakes as part of the Lory®Bake line. 
Also, the company established 
different vegan concepts based on its 
Lory®Tex range (extruded wheat 
proteins) and the wheat-based 
binding system Lory®Bind: vegan 
bacon, vegan chicken breast strips, 
vegan fish fillet, clean label vegan 
Bockwurst/sausages (made with the 
Loryma Clean Label binding system), 
and vegan schnitzel or nuggets. In the 
latter’s case, Loryma's binders not 
only create a stable inner structure, 
but also prevent the formation of a 
film of water between the surface of 
the product and the breading, which 
makes it stick better. 
 
FOCUSING ON CLEAN 
LABEL INGREDIENTS 
"We’ve identified «Healthy for Me» 
as a key influence in the fat and oil 

space, as consumers embrace a 
more proactive, personal and 
holistic approach to health. They 
seek balance and are empowered 
to make their own determination of 
what is and is not healthy for them," 
says Susen Gottwald, Cargill’s 
Customer Innovation manager 
Bakery. "Consumer interest in 
«cleaner eating» is part of this 
larger health-focused movement. 
Many consumers seek to avoid 
processed bakery and confectionery 
products, referring to the 
ingredients to help them determine 
how processed a product is. Here, 
recognizable ingredients are key. 
More than half (55%) of European 
consumers say recognizable 
ingredients are important in brand 
selection. One in four (42%) look 

for clean label ingredients and a 
similar percentage say «has fewer 
ingredients» is important in brand 
selection." Cargill’s CremoFLEX® 
line of plant-based, filling fats are a 
great example of how Cargill uses 
consumer insights to inform of its 
product development efforts. One 
aspect that all products in the range 
have in common is the focus on 
responsible and sustainable 
formulations. When it comes to the 
CremoFLEX® options in the range 
that contain palm oil, all are made 
through the sole use of sustainably 
sourced palm oil. The entire 
portfolio consists of label-friendly 
and healthy solutions, made with 
non-hydrogenated fats. "At Cargill, 
we believe it is important to have a 
deep understanding of consumers 
so we can give our customers the 
right solution at the right time. 
Through TrendTracker, our 
proprietary perspective on food and 
beverage trends, we keep our 
fingers on the pulse of consumers, 
ensuring that we stay in touch with 
changing consumer priorities," 
Gottwald concludes. n

4.7% 
is the estimated CAGR 

of the  global market 
for integrated food 

ingredients (in 2027).

#
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F
rozen pizzas have evolved as a 
ready to prepare food item for 
small get together. It takes less 
than 20 minutes to be prepared 
and contains a healthy dose of 

veggies, carbohydrates, protein, calcium, 
fats, and vitamins. These consumer 
trends are anticipated to drive the 
market over the next 5 years. 
Geographically, North America 
dominates the market and accounts for 
a revenue share of more than 35.0% 
(2019, Grand View Research). The US 
and Canada are the largest consumers 
of frozen food owing to their higher 
shelf life and popularity. The popularity 
of such products is so high in the U.S 
that the 'National Pizza Day' is 
celebrated every year on the February 
9. Moreover, according to Alto-Hartley, 
Inc., a kitchen equipment and installation 
company in the US, more than 40% of 
the US population eats pizza every 
week. These consumer trends are 
propelling the demand for the product 
in the regional market. 
Presenting toppings on top of frozen 
pizzas looks deceptively easy, but getting 
them evenly cut for an optimal result is 
much harder than one would imagine. 
Fortunately, the cutting technology has 
evolved rapidly, with many innovations 
to optimize the process and the result. 
"Cheese is a living product. Precise 
cutting requires a lot of technicity and 
must take into account the various 
properties of cheese such as fat and 
moisture content, hardness, softness and 
age of the cheese," explains Sven Boen, 

FAM area sales manager for EMEA, 
Latin-America and the Middle East. 
"Cheese as a pizza topping mostly takes 
the form of small cubes (most often 
4x4x4 mm), julienne strips or shreds. 
For pizza topping applications, the 
accuracy and repeatability of the cut 
quality is of utmost importance. In 
addition to an attractive visual 
appearance, the cut product must be 
consistent in size so that no pieces are 
overcooked or undercooked during the 
melting of the cheese on the pizza 
when it is baked in the oven." Boen says 
the sanitary design of a cheese dicer or 
slicer is another important factor to take 
into account. As such, FAM's top 
machines are designed and accepted 
according to the USDA guidelines for 
sanitary design and fabrication of 
dairy processing equipment. It is 
important to avoid nooks 
and crannies where 
bacteria could grow. The 
combination of precise 
cutting and helping to 
produce safe, high 
quality foods for pizza 
toppings resulted in many 
leading cheese processors 
both in Europe and North-
America to deploy FAM 
machines day after day in their 
lines, he adds. "About three years ago, 
we have designed a new Centris line of 
cheese shredding machines. Depending 
on the capacity needed and the types of 
cheese to be cut, our customers have 
the choice out of the Centris 400C, 

Creating the perfect pizza topping is one of 
the toughest challenges out there, but having 
the right equipment make things much easier. 
Cutting technology has benefitted from the 
rapid technological advance, making slicers 
more efficient and more durable.

IN SEARCH OF 
PERFECTLY SLICED 
INGREDIENTS 
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Centris 400C Optitec and the 
USDA accepted Centris 400C 
Hytec. The latter is equipped 
with a 15 horsepower stainless 
steel motor to deliver 
consistent quality even 
when throughput is 
maximized. Motor and 
integrated gearbox are 
completely outside of the 
product zone, so that 
nothing could contaminate 
the product. All of these 
models are powered with the 
SureShred 16C cutting head. This 
innovative, patented lightweight stainless 
steel SureShred 16C cutting head 
radically improves quality, capacity and 
yield. The preset-thickness technology 
guarantees consistent shred 
dimensions and cut 
accuracy without the 
need for manual 
adjustments, even 
after changing the 
blades and cleaning." 
The most common products used as 
pizza topping are ham, bacon, cooked 
beef, chicken but also pork sausages, 
pepperoni, salami, chorizo - a wide 
variety of products, according to Sven 
Boen. "With salami and with some 
hams, the large percentage of fat forces 
you to cut at extremely low 
temperatures, around —15°C. As such it 
is important to use heavy duty machines 
with reinforced drive train - and blades! 
Not every knife withstands such low 
temperatures. That’s why we have 
designed a selection of heavy duty 

blades among which our so-called 
«golden knives», using a different metal 
alloy with a gold-like color, which is 
much more resistant to withstand the 
impact of hard frozen products. The 
advantage of being able to cut at such 
low temperatures is a free rolling, non-
sticking product easy to pack and/or top 
on pizzas. The FAM Volantis™ V-belt 
slicer is automatically orientating the 
sausages lengthwise feeding it into a 
slicing wheel ensuring very precise and 
consistent slices with nearly no waste! 
The success of this top quality is that 
the product is being pulled through the 
wheels instead of being pressed against 
them. A favorite cut for pizza meat 
topping is the so-called «coin cut», the 
coin-shaped slices of mostly pepperoni 
and salami. For the pepperoni, we have 
created a new set of knives that can 

The preset-thickness 
technology 

guarantees consistent 
shred dimensions and 

cut accuracy without the 
need for manual 

adjustments, even after 
changing the blades 

and cleaning. 
Sven Boen, FAM area sales 

manager for EMEA, Latin-America 
and the Middle East

”
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deal with the occasional pepper grain, 
which are considerably harder than the 
actual meat." The challenge, Sven Boen 
explains, is the very diverse range of 
vegetables applications. "Round, 
elongated, small and big and soft or 
hard products need to be cut and 
preferably with fewer machines. 
Smaller runs and greater varieties of 
products are definitely some of the 

trends we see. Also the vegan pizzas 
which are offered now require new 
cutting solutions. Onions, garlic, 
peppers, olives, tomatoes, mushrooms 
are very popular products." FAM offers 
smaller machines (such as the Dorphy 
dicer or Centris 315) with fast 
changeovers from one product to 
another near the higher capacity 
versions such as the Tridis 180 and 
240. When it comes to slicing onions, 
FAM has created a version of the 
Centris 400 with a specifically designed 
cutting head, which ensures a perfect 
and consistent slicing of 1 to 5 mm. 
For the jalapeño peppers, one of the 
most popular pizza toppings in Middle 
Eastern countries, you also need a very 
specific solution. Jalapeños are rather 
small, hard on the outside and soft on 
the inside. The FAM Volantis™ 
transverse slicer is the ideal solution to 
deliver neat pepper slices on the 
pizzas. All in all, FAM has the 
experience and know-how to deliver a 
wide a range of cutting solutions 
adapted to the needs of the customer, 
Boen says. "Most of our machines are 
reliable workhorses which increase the 
production speed and deliver 
continuous and consistent cut quality." 

Grote offers several 
slicers that address 

these needs, 
including the 

Peppamatic which was 
the first slice and apply 
pepperoni slicer in the 

food processing industry. 
Jen Chadwick, sales office 

 manager at Grote Company

”
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FOCUSING ON 
CONSUMERS’ NEEDS 
The main drivers for slicers for pizza 
toppings are production rate, yield, and 
application accuracy, according to Jen 
Chadwick, sales office manager at 
Grote Company. „Grote offers 
several slicers that address these needs, 
including the Peppamatic which was the 
first slice and apply pepperoni slicer in 
the food processing industry. Our 
slicers produce consistent slice thickness 
in accurate patterns for an even cook 
and optimized yield and quality,” 
Chadwick says. „With the continued 
growth of the frozen pizza market, 
there is more focus on multi-lane, 
higher production machines. We offer 
various models and configurations for 
these high rate operations.” 
Additionally, more focus on safety and 
sanitation can be seen as well. Grote 
Company’s slicers and other pizza 
topping equipment automate sauce and 
topping application, including sliced 
products, which significantly reduces line 
labor and product handling. All 
machines are designed for quick and 
thorough sanitation, some tool less. 

Randy Medina, Pizza Application 
specialist says Grote focuses on what 
the consumers care about - rate, yield, 
and accuracy. „We proudly collaborate 
with processors from first-time 
automators to the largest 
manufacturers in the world, to design 
and manufacture high performing and 
dependable equipment for their 
operations. All of our slicers are custom 
configured to a processor’s application 
— rate, number of lanes, product, 
pattern size and shape, and more. Our 
Waterfall Topping Applicator uses load 
cell technology and PID control to 
accurately apply cheese and IQF 
topping across the entire belt with 
automatic adjustments. Its compact 
pyramid frame reduces floor waste to 
less than 1%. For single lane producers, 
we offer a spot depositor for sauce and 
cheese which minimises waste without 
re-circulation of ingredients. It produces 
up to 2,700 pizzas per hour in a small 
footprint.” The latest design of Grote 
Company’s Slicer/Applicator — a 
cantilevered, multi-lane slice and apply 
machine — improves santiation, set-up, 
and total cost of ownership. It features 

an open channel frame, easy access 
telescopic guarding, and reimagined 
band blade and blade guide systems. 
Also, Grote Company’s border free 
sauce applicators uniformly deposit 
sauce on flat and raised pizza crusts in a 
variety of sizes, shapes, and operation 
configurations. They’re designed for 
ease-of-use and flexibility for multiple 
sauce types and viscositites. In fact, the 
average +/-2g accuracy is advantageous 
for flavouring oils. 
„Our Slicer/Applicator was redesigned 
earlier this year for improved sanitary 
design, set-up, and total cost of 
ownership. It is a cantilevered, multi-
lane slicer that can bulk slice, stack and 
shingle, and target a wide range of food 
applications for pizza as well as ready-
meals, cordon bleu, and more. The 
improved design builds on decades of 
experience as a flexible, but durable 
slicer for food processors worldwide,” 
Jen Chadwick adds. „We continuously 
look to improve components of our 
equipment as well. The z-conveyor on 
our border free topping applicator, the 
MC-45, was recently redesigned for 
improved performance.” n



By Bogdan Angheluta Deep Freezing Technologies
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O
ne of these companies is 
Ashworth Bros., Inc., 
and for them, digitalization 
of technology is at the 
forefront. „It is after all, the 

future. For us, today’s digital 
technologies enable decision makers to 
have access to all the information they 
need all the time, from anywhere, and 
from any device they choose,” explains 
Jonathan Lasecki, director of engineering 
for Ashworth. As a manufacturer of 
conveyor belts, Ashworth supplies the 
belting used as part of typical processing 
lines. Easy-access and preventing 
unplanned downtime are the companies 
top two considerations toward 
improving performance and efficiencies, 
Lasecki says. “Ashworth offers our 
Smart Spiral® Monitoring System - an 
innovative solution that provides real-
time remote monitoring of multiple 

spirals at different locations. This add-on 
data collection system monitors various 
key parameters from belt tension, 
system temperature, bearing wear and 
motor power draw which can be 
monitored with the base unit. Live data 
is collected and transferred via a 
proprietary application to a cell phone, 
tablet, laptop, or desktop computer 
where data can be viewed for trend 
analysis - all without having to use a 
company’s intranet system.” According 
to him, key set points can be set, and 
any deviation from those setpoints 
sends a message to the chosen device 
to indicate the system is operating 
outside set parameters. Multiple 
machines can be monitored in the same 
facility or at different plants allowing 
both site managers and corporate 
management access to machine 
parameters. Trend graphs are also 

available to indicate system performance 
which helps processors identify 
maintenance issues before catastrophic 
failure. This predictive maintenance 
saves costs by allowing for maintenance 
scheduling to make necessary repairs 
instead of emergency repairs. 
“Preventive maintenance becomes 
predictive maintenance where repairs 
are scheduled when needed rather than 
based on average component life.  
Preventative maintenance requires 
planned downtime to replace 
components long before they may 
reach the end of their useful life while 
predictive maintenance plans for 
replacement prior to failure. Predictive 
maintenance systems increase 
production time and reduce 
maintenance down time, improving 
profits for the processor,” Johnathan 
Lasecki says. “Ashworth’s development 

As the demand for frozen products has risen at unprecedented 
rates, freezing technology has become more important than ever. 
Companies that „made a habit” out of innovating were the obvious 
winners, as they were first to tackle issues such as maximizing the 
efficiency, increasing the performance, or offering a more digitalized 
environment for the end user.

PERFORMANCE 
AND EFFICIENCY 

ARE AT HIGH 
DEMAND 



of the SmartSpiral system was 
developed to take the guess work out 
equipment failure. The system was 
initially released for use on spiral 
conveyor systems; however, we are 
open to working with customers to 
customize the system to their needs.” 
 
MAXIMIZING EFFICIENCY 
AS A TARGET 
FPS Food Process Solutions uses 
mechanical freezing, which is a system 
where air is passed through a tube and 
fin evaporator inside the equipment.  
Refrigerants such as ammonia, freon or 
CO2 are able to be used depending on 
customer preference, explains Greg 
Sheridan, sales manager, FPS. “We 
specially circuit each evaporator to the 
required refrigeration load to maximize 
efficiency. Various methods of feeding 
the refrigerant are utilized depending on 
application and temperature 
requirements as well as overall 
refrigeration plant design. We can use 
recirculated systems in bottom or top 
fed liquid, flooded systems, and direct 
expansion. We discuss the various 
options with our customer and 
refrigeration contractor to ensure they 
know the operational requirements and 
efficiency of each system.” When it 
comes to improving performance and 
efficiency, the ability to condition the 
product appropriately in the most 
efficient process is the company’s goal. 
“We look at each application to 
determine which type of freezing 
equipment is right for the job. All of our 

equipment is designed to provide even 
air flow at optimum velocity across all 
product zones. This ensures we remove 
heat consistently for all belt widths and 

freezer sizes, to give consistent output 
and quality. We design the equipment 
to minimize airflow restriction through 
product zones, internal structure and 
through the coil and fan assemblies. 
Using external motors, plug fans, 
eliminating coil defrost louvers and using 
square tube patterns in our coils all 
contribute to substantial reductions in 
energy. Reducing restrictions while 
ensuring airflow across all product zones 

Live data is collected 
and transferred 

via a proprietary 
application to a cell 

phone, tablet, laptop, 
or desktop computer 

where data can be 
viewed for trend analysis 

- all without having 
to use a com pany’s 

intranet system. 
Jonathan Lasecki, director of 

 engineering for Ashworth Bros., Inc.

”

We specially circuit 
each evaporator to 

the required 
refrigeration load to 
maximize efficiency. 
Various methods of 

feeding the refrigerant are 
utilized depending on 

application and 
temperature requirements 

as well as overall 
refrigeration plant design. 

Greg Sheridan, sales manager, 
FPS Food Process Solutions
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with the appropriate velocity, means we 
are able to freeze faster while reducing 
power consumption. Freezing faster 
reduces yield loss improving product 
quality and improving throughput. 
Reduced freezer power consumption 
reduces energy costs and reduces the 
refrigeration power which offers further 
energy savings.” Each freezer is custom 
engineered and built to specific 
customer site requirements. This allows 
FPS to tailor the delivery to facilitate the 
installation appropriate to each site and 
to match up with existing equipment. 
“In some cases, we can deliver small 
units in one piece, but in most cases, 
units are site built and come in smaller 
pieces to be assembled and welded 
onsite. To reduce installation time 
onsite, which is often quite restricted, 
we try to utilize larger pieces, but in 
some circumstances, access to the 
installation site is limited. FPS 
manufactures all major parts for our 
equipment and has the ability to design 
and build components in various sizes 
to accommodate these situations. We 
are very flexible in our offering which is 
a benefit for difficult to access plants,” 
Greg Sheridan adds. 
 
DIGITALIZATION 
AS A MAIN CONCEPT 
JBT aims to respond to the needs of its 
partners and consumers through the 
company's Internet of Things (IoT) 
offering. iOPS allows for connected 
equipment and operation monitoring, 
providing food manufacturers with new 
and unique possibilities to ensure 
sustainable and profitable growth 
through insights and proactive actions 
that would not have been possible to 
achieve in a profitable way before. 
“Before iOPS we had to go out to the 
customer to get performance data, but 
now we are able to view the data on 
our laptops through the iOPS 
Dashboard, which shows straightaway 
what exactly is going on, instant access 
to this data is hugely valuable,” according 
to Bob Petrie, president of JBT Protein 
EMEA. The technology, he continues, 
also enables customers to gain a far 
clearer idea of the true state of their 
Overall Equipment Effectiveness (OEE). 
With the onset of the COVID-19 
pandemic and greater numbers of 
companies moving to remote working 
as a result, an iOPS integration can 
provide an overall, accurate picture of 

food processing operations 
without always having to be 
there in person. Another 
way JBT is innovating is 
through its Food 
Technology 
Centers (FTCs) 
located 

worldwide, 
which have 
been employing 
new methods to 
help customers test 
new equipment and food 
applications. In recent times 
the FTCs have become 
innovators in remote testing, 
developing solutions that are proving 
so viable, they could become a semi-
permanent feature in the post-COVID-
19 world. JBT FTC’s remote testing 
services are offering customers the 
means to carry out testing — with 
effective real-time remote monitoring — 
without having the expense of 
international travel and hotel 
accommodation. „With the COVID-19 
travel hazard and restrictions we have 
been able to turn the problem into a 
solution, and customers have been 
very thankful for the effort we have 
taken to do this and very 
complimentary about the time we 
have spent,” Bob Petrie adds. JBT also 
responds to the increased demand for 
automation in equipment-producing 
retail products to match the recent 
change in consumption patterns caused 
by the COVID-19 pandemic. With an 
uptick of retail demand and product 
types, combined with a decrease in 
available labor. In a time when a single 
positive virus hit can shut down a plant 
for multiple days or even weeks and 
cost a food producer millions of 
dollars, improving labor efficiencies 
through automation is an existential 
necessity for food producers. It should 

also be mentioned that food safety 
incident exposure & liability risks are 
exploding due to speed and reach of 
social media platforms. Incidents that 
were considered minor/acceptable in 
past are now transformed into major 
media reported incidents impacting 
customer sales and reputation. 
Customers are pushing higher Food 
Safety hygiene demands onto 
manufacturers to protect their brands. 
"At JBT, our range of equipment are all 
designed to match the toughest 
hygiene demands, while being 
sustainable, flexible and easy to handle 
and we continue to develop and push 
boundaries when it comes to setting 
new industry hygiene standards. In a 
changing world, safety and food quality 
have become the most important 
keywords in the food supply chain," 
Bob Petrie concludes. n

At JBT, our range of 
equipment are all 

designed to match the 
toughest hygiene 

demands, while being 
sustainable, flexible and 
easy to handle and we 

continue to develop 
and push boundaries 

when it comes to 
setting new industry 

hygiene standards. 
Bob Petrie, president 
of JBT Protein EMEA
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T
here seems to be light at 
the end of the tunnel. After 
many hard months for the 
gastronomy, the hotel 
industry and the retail trade, 

life is evolving into the direction of 
normality again in most European 
coun-tries. Bistros, bakery stores, 
cafeterias, and restaurants in 
hypermarkets may greet customers 
and guests again and above all, dine 
them. For many operators, it may 
still be unusual that their deep-
freeze storages are filled up again, 
in-store bakeries are exuding their 
seductive aromas, customers are 
standing in line, and guests are 
looking for empty seats.  
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In the past, there was almost no 
overlapping between professional baking 
and cooking devices. Today, one can still 
not always say that they would be 
identical, but a distinct trend is clearly 
recognizable. Partly equipment for bakery 
stores and commercial kitchens are 
converging more and more. 
Manufacturers are increasingly equipping 
them with features that make them 
attractive for all segments of the market. 
And there are good reasons for that.

OVENS AND 
HOT-AIR STEAMERS 
ARE BECOMING 
MORE SIMILAR 

By Dieter Mailänder, 
mailänder marketing

Proofing, Baking, Cooling for Bakery Applications
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MAJOR ATTRACTIONS 
THROUGHOUT 
BUSINESS HOURS 
Snacks made from fresh baked goods 
- simple and inexpensive or elaborate 
and featured in a very special way - 
are playing a greater role in over-the-
counter sales like “to go”. There are 
very different offers all across Europe: 
refined smorrebrod sandwiches in 
Denmark, airy croissants in France, lye 
pastry in Germany, spicy focaccia in 
Italy, or piquant filled pita pockets in 
Greece, to name just a few. 
Snacks made from these baked goods 
are especially interesting because the 
offers can be varied so that the guests 
are able to choose from the daily 
offers throughout business hours. In 
the months of the pandemic, 
customers were only able to provide 
food for themselves many times in 
bakery stores with small light snacks, 
because all of the other businesses in 
the eating out-of-home market were 
in lockdown. “To go” belongs to the 
few winners in the otherwise desolate 
times, especially baked goods snacks. 
 
BAKING PROCESSES – 
EASY HANDLING  
Deep-freezing is the key technology 
for this market segment. The pieces 
of dough can be pre-produced 
exactly to the desired cooking point, 
be it industrial or manual, and then 
can be completely baked precisely in 
the desired quantity on site in the 
bakery store, the hospital, the staff 
restaurant, the university canteen, or 
the gas station. 

The handling is simple. The 
employees only have to choose the 
appropriate program and pay 
attention that the signal “finished” 
really means finished for the baking 
processes. They have to be 
terminated reliably unlike pasta or 
rice, for example. Post cooking, which 
is often desired here, is fatal for 
baking goods because the products 
don’t go on sale with the best 
possible quality. Croissants, for 
example, which are highly valued in 
France, are particularly sensitive. 
 
MOISTURE: THIS IS 
PARTICULARLY 
IMPORTANT WITH 
BAKING PROCESSES 
Moisture is needed for many thermal 
processes. An ongoing addition of 
steam is often necessary for food and 

snacks. This is entirely different for 
many bakery goods. They frequently 
need moisture in the form of 
powerful swaths at the beginning of 
the baking process, but afterwards 
not anymore. Steam, however, is not 
an easy subject. Apart from the fact 
that steam is gaseous water, there are 
different forms of steam which are 
produced in different ways. They 
differ especially in the degree of their 
satura-tion i.e. how much moisture 
the steam is still able to absorb. In 
turn, this influences the result of a 
baking process decisively. 
  
COMPARATIVE TESTS IN 
YOUR OWN OPERATIONS 
Manufacturers of ovens and hot-air 
steamers have developed special 
technologies. If you like to purchase 
such a piece of equipment you are 
well advised to put it in a practical 
application test in your own 
operation and at best in comparison 
with a competition device that is 
built different technically - or still 
better, with several. This way, you 
can figure out: 
• Whether the performance data 

corresponds to the information in 
the sales records, 

• Which pieces of equipment fulfill 
your requirements in the best 
possible way, and 

• Whether they are able to manage 
their tasks with the settings, which 
were programmed ex works 
without a problem, or whether 
they have to be modified 
respective reset. 

The handling is 
simple. The 

employees only 
have to choose the 

appropriate program 
and pay attention 

that the signal 
“finished” really 

means finished for 
the baking processes.

”

11.4 
bn USD is the projected 

value of the global 
bakery processing 

equipment in 2025, 
according to 

Marketsandmarkets.

#
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CONVERGENCE 
CONVECTION OVENS – 
HOT-AIR STEAMERS 
For several years, we can observe an 
interesting development. In spite of 
the different core competences of 
the producers, oven and hot-air 
steamer technologies are becoming 
ever similar. Ovens are increasingly 
being equipped with classical 
cooking functions. Hot-air steamers 
are offering their users baking 
functions more frequently. A similar 
trend is also being observed for 
several years with chillers and shock 
freezers. Some devices are not only 
able to blast chill and shock freeze 
but are also able to defrost, 
regenerate, pasteurize, and keep 
food warm, cook sous-vide and 
cook at lower temperatures. 
This convergence of the devices 
reflects the convergence in the 
market. Some years ago, bakeries and 
gastronomy were strictly segregated 
segments in the eating out of home 
market. The boundaries have 
become blurred more and more 
ever since. The segments are growing 
together. Bakeries offer small and, in 
some cases, even larger dishes. Chain 
restaurants are trying the opposite. In 
the high-turnover market for 
breakfast which the bakeries and 

bakery stores have dominated up 
until now, the chain restaurants are 
increasingly taking a foothold. This 
development is not surprising. The 
top chain restaurateurs have relied 
on bakery goods worldwide from the 
beginning: McDonald’s and Co on 
buns for burgers or Subway on 
baguettes for toppings. 
The market is big enough for 
everyone; it offers a space for global 
players and local heroes. A 
fundamental prerequisite for all of 
them is that baking and cooking 
equipment technology fulfills the 
individual de-mands alongside the 
recipes and the handling. n

BAKING UP/ BAKING – BASIC RULES

1.  Always preheat the oven. 
2. Allow the products for  

baking to thaw according 
to specifications. 

3. Comply reliably to the 
recommendations of the 
manufacturers for baking time 
in the pilot phase. 

4. Test the temperature curve 
and the reaction of the baking 
goods and adapt, if necessary. 

5. Regulate the browning level 
by way of the baking 
temperature and not by way 
of the baking time. 

6. Always bake half-baked dry 
goods such as rolls without 
baking paper. 

7. Bake all other pieces of dough 
on baking paper or permanent 
baking foil. 

8.  Check the “steam” 
feature regularly for 
its functionality. 

9.  Record in the baking 
instructions whether and 
how a product should be 
baked with steam. Steam 
usually has to be added at 
the beginning of the 
baking process. 

10. Important for the stability: 
baking goods have to rest 
a bit after baking. 

11.  Slicing baking goods while 
still warm: cut them best 
with a wave knife; don’t 
press because the baking 
goods will stick otherwise. 

12. Let the baked goods cool 
down before packing them 
in bags. 

In spite of the 
different core 

competences of the 
producers, oven and 

hot-air steamer 
technologies are 

becoming ever similar.

”
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B
urgers form the basis of one of 
the world’s most popular meals, 
carrying global appeal. Sales via 
both retail and foodservice 
channels continue to increase, 

boosted by factors such as busier  
life styles and hence less time for cooking, 
as well as the adoption of more wester -
nised diets in parts of the world like Asia 
and the Middle East. In the US, over two-
thirds of the adult population were 
thought to eat a burger from a quick 
service restaurant (QSR) at least once a 
week prior to the arrival of COVID-19, 
with consumers across the country eating 

approximately 50 billion burgers per 
annum. Over 70% of all beef eaten in US 
restaurants is in the form of a burger.  
Aside from the impact of COVID-19 
(which will be discussed in more detail 
shortly), the market for meat-based 
burgers has also had to contend with 
challenges such as the rise of meat-free 
diets and health concerns over red meat 
intake. Processed meat products such as 
burgers have been strongly linked with 
increased risk of developing 
cardiovas cular disease (CVD) and bowel 
cancer, as well as conditions such as 
obesity and diabetes. Although health has 

been a major driver in the adoption of 
meat-free diets in parts of the world such 
as Europe and North America, concern 
over animal welfare is also a leading 
factor. For this reason, manufacturers of 
burgers are having to pay greater 
attention to supply chain considerations 
such as animal husbandry and the 
provenance of their meat. Concerns over 
climate change and more sustainable use 
of the planet’s resources have also 
contributed to the rising popularity of 
plant-based diets.  
A European study carried out in 2020 by 
EIT and the University of Reading 

Increasing frequency of barbecues and greater demand for 
meat-free products continues to benefit the market for burgers.

FROM BEEF 
TO PULSES  

Frozen Burgers By Jonathan Thomas
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revealed high levels of consumer concern 
over processed meats. The study — 
which surveyed the opinions of people 
from the UK, Spain and Denmark — 
discovered that consumers were broadly 
receptive to meat-based burgers 
enhanced with additional ingredients such 
as onions, herbs, spices, mushrooms and 
pulses. For most respondents, the ideal 
burger would have a meat content of 
75%, with vegetables or plant-based 
ingredients making up the remaining 25%. 
In contrast, there was little enthusiasm for 
processed meat products fortified with 
additional additives or preservatives. 
 
IMPACT OF COVID-19 
The closure of much of the foodservice 
industry across Europe resulted in a 
severe downturn in demand for burgers 
during 2020, even though some outlets 
stayed open to offer takeaway services. 
The fact that global market leader 
McDonalds sells an estimated 50 million 
burgers every day under normal circum -
stances should give some indication of 
the potential drop in demand faced by 
the category during the pandemic.  
However, some Western European 
countries reported increased sales of 
frozen and chilled burgers via retail 
outlets, with many consumers turning to 
comforting or familiar foods during 
stressful times. One trend that emerged 
during the COVID-19 pandemic was 
more consumers attempting to recreate 
popular dishes associated with 
food ser vice outlets within the home. This 
increased demand for various types of 
burger buns and other similar products in 
markets such as the UK and Australia. To 
tap into this trend, retailer Iceland Foods 
brought back its popular Triple Burger 

Bun, enabling consumers to recreate a 
Big Mac from McDonalds in the home. 
Costing 69p for a two-pack, these seed-
topped brioche buns were described as 
an ideal fit for two burger patties.  
On a similar note, some foodservice 
operators have begun to offer specialist 
burger kits enabling consumers to repli -
cate the restaurant experience more fully 
in the home. As an example, Honest 
Burgers in Liverpool now sells a burger 
kit costing £30 (including delivery). This 
contains burger patties, Cheddar cheese 
slices, smoked bacon rashers and burger 
buns from The Bread Factory, one of 
London’s leading artisanal bakers. Like 
their foodservice counterparts, burger-
based dishes presented in this way carry 
obvious appeal for the social media gene -
ration, since visually striking images can be 
posted on platforms such as Instagram.  
 
BARBECUES 
REMAIN IMPORTANT 
One occasion where burgers enjoy 
continued popularity is the barbecue. 
Prior to the pandemic, barbecues had 
increased in popularity in Western 
European countries such as the UK, dri -
 ven by the emergence of more sophisti -
cated outdoor cooking technology, warm 
summer weather and the presence of 
major sporting events. The UK barbecue 
market is now valued at more than 
GBP2bn per annum, with further growth 
anticipated as lifestyles become more 
home-centric over the short term.  
By common consensus, barbecues 
benefited from the lockdown measures 
imposed during the second quarter of 
2020 across much of Europe. With 
foodservice outlets such as pubs and 
restaurants closed, many consumers 

seeking a different or novel sort of eating 
occasion turned instead to home-based 
barbecues, notwithstanding the fact that 
gatherings with friends and family were 
for the most part prohibited. The appeal 
of outdoor eating was also boosted by 
the warm spring weather experienced 
across much of Western Europe.  
For these reasons, the number of 
barbecue meals in the UK rose by 40% 
during 2020 to almost 190 million, 
according to data from Kantar. This was a 
record high, well above the previous 
figure of around 152 million occasions 
two years earlier. Many sources expect 
the barbecue market to enjoy sustained 
growth during the summer months of 
2021, assuming weather conditions 
remain broadly favourable. With 
lockdown measures easing in many 
European countries, social gatherings are 
expected to become more 
commonplace again, while the outdoor 
nature of barbecues may appeal to 
consumers still reluctant to venture inside 
pubs and restaurants. In addition, major 
sporting events held over from the 
previous year are due to take place in 
the summer of 2021 — examples include 
the Tokyo Olympics and the Euro 2020 
football tournament.  
According to Kantar’s data, the number 
of UK barbecue occasions in which 
burgers featured increased by almost 
86% in 2020 to more than 39 million. 
During this period, however, the major 
winner was steak, which was eaten on 
22 million occasions (up by almost 104% 
on a year-on-year basis) and reflected 
the widespread consumer desire to 
replicate restaurant experiences within 
the home. The year also saw beef 
overtake pork as the meat most 
frequently barbecued by UK consumers, 
mainly due to the increases experienced 
in the steak and burger sectors — the 
number of barbecue occasions featuring 
beef amounted to almost 76 million.  
One trend which has been apparent 
within the burgers category for some 
time has been the ongoing move 
towards products based on higher quality 
meats, which either tend to feature 
upmarket ingredients or are promoted 
on platforms such as organic, grass-fed 
beef, etc. As the market for burgers has 
developed, some of the terminology 
more often associated with steak has 
crept into the category — for example, 
the Sainsbury’s Taste the Difference 
range includes 30 Day Aged Beef 
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Burgers. Other examples of premium 
burgers from the UK own-label market 
include Chuck & Brisket Burger, which 
forms part of Tesco’s Finest range, as well 
as Number One Dry Aged Hereford 
Steak Burgers from Waitrose and Lidl’s 
Deluxe Aberdeen Angus Beef Burgers.  
This move upmarket has also been 
reflected in the greater variety of 
accompaniments now eaten with burgers 
during occasions such as barbecues, 
especially amongst younger consumer 
groups. Whereas accompaniments in the 
past were mostly limited to Cheddar 
cheese and sauces such as ketchup and 
mayonnaise, consumers are now 
becoming increasingly sophisticated and 
adventurous as far as their burgers are 
concerned. To that end, items such as 
hummus, pesto, teriyaki sauce and 
gruyere cheese are making more of an 
impact. The move towards better quality 
burgers can also be evidenced by the 
increasing amounts people are now 
spending on food at their barbecues. In 
2020, average consumer expenditure on 
food per barbecue in the UK rose by 
18% to GBP4.39.  
Although beef-based products remain 
the most popular type of burger, 
demand is also rising for poultry and 
plant-based burgers. That said, almost 6% 
fewer households purchased plant-based 
burgers, sausages and other meat 
alternatives for barbecues during the 
summer of 2020. Meanwhile, the 
number of barbecue occasions without 
meat or fish fell from over 39 million to 
less than 37 million. However, this is not 
expected to be indicative of a longer-
term trend, being largely attributed to the 
reduced need to cater to guests 
following meat-free diets.  
 
MORE MEAT-FREE BURGERS 
The continued growth in demand for 
products targeted at vegetarians, vegans 
and those looking to reduce their meat 
intake (e.g. so-called ‘flexitarians’) is 
expected to shape new product activity 
within the burgers market for the 
foreseeable future. There are now 
believed to be over half a million 
vegans in the UK, for example, 
up from around 150,000 people 
ten years ago. By 2025, it is 
forecast in some quarters that 
approximately one in four British 
consumers will classify themselves 
as either vegetarian or vegan.  
According to separate data from the 

German-based supermarket chain 
Veganz, the number of vegans in Europe 
has doubled from 1.3 million in 2016 to 
2.6 million four years later. The survey 
(which canvassed the opinions of more 
than 2,600 people) found that the trend 
towards veganism was strongest in 
Germany, where almost 8% of the total 
population now identifies as either 
vegetarian or vegan. The study also 
found that 30% of respondents claimed 
to be eating less meat, while 46% of 
vegans expressed a desire for more 
vegan-friendly versions of products such 
as burgers, sausages and cold cuts.  
Some of the more common ingredients 
for plant-based burgers include textured 
vegetable protein, soy protein isolate, pea 
protein isolate and wheat gluten, 
although recipes do vary across the 
category. As an example, products from 
Beyond Burger are marketed as being 
free from soy, gluten and genetically 
modified organisms (GMOs), as well as 
lower in fats and calories. Although plant-
based burgers are usually perceived as 
healthier than their meat-based 
equivalents, it should be noted that some 
varieties can be high in calories, sodium 
and saturated fat, for example if coconut 
milk is used as an ingredient.  
In the retail sector, many plant-based 
burgers have emerged within the last few 
years, sold in both frozen and chilled 
formats. One of the European leaders in 
the frozen sector is Nomad Foods, 
whose Green Cuisine brand was 
launched in the UK during 2019. This 
followed the successful launch of the 
company’s Plant Protein brand in the 
Scandinavian countries the previous year. 
Green Cuisine is a range of frozen meat-
free products, which was extended 
in May 2021 with new 
chicken burgers 
targeted at  
 
 

vegan consumers. Meanwhile, Tesco 
has pledged to increase sales of its 
plant-based products by 300% by the 
middle of the present decade, while 
Waitrose reported strong growth in 
demand for meat-free lines such as 
burgers during 2020.  
Some of the world’s leading foodservice 
brands have also been extending their 
ranges of vegan foods to take advantage 
of the meat-free trend. Early in 2020, 
KFC launched the Vegan Burger at its 
900 UK-based locations. This is described 
as an alternative to its popular chicken 
burger — it features Quorn instead of 
chicken breast fillet, coated with the 
company’s unique blend of 11 herbs and 
spices. Prior to the COVID-19 lockdown 
which closed much of the UK 
foodservice industry, KFC stated that 
around 1 million Vegan Burgers had been 
sold. However, a recent survey carried 
out by the magazine Vegan Food & 
Living found that 57% of respondents 
would never eat at KFC even if it did 
provide more vegan options, due to its 
strong association with chicken.  
Elsewhere, Burger King has also been 
active in this sector. In April 2021, its UK 
range was extended with Vegan Royale, 
which was developed in partnership with 
The Vegetarian Butcher. The previous 
year had seen McDonalds announce 
plans for a new range of plant-based 
meat alternatives named McPlant, to be 
introduced during 2021. The range is 
expected to encompass burgers, chicken 
substitutes and breakfast sandwiches. 
Meanwhile, IKEA announced in the 
fourth quarter of 2020 that by 2025 
around half of its restaurant meals would 
be plant-based. n
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T
OMRA Food’s innovative 
technologies focus on 
providing food processors with 
all of these benefits and more.  
Today’s state-of-the-art sorters 

ensure food safety; deliver consistently 
high product quality; grade to 
specification; detect and eject foreign 
materials and product defects with 
unprecedented  efficiency; minimize false 
rejects and food waste; increase the 
recuperation of rejected product for 
sale at a lower grade; reduce or 
eliminate the need for manual 
intervention; help solve labor problems 
such as scarcity, cost, effectiveness, 
knowledge and training; reduce line 

downtime; and, thanks to the most 
recent innovation, provide valuable data 
about the sorted product. All of these 
capabilities also mean that sorters 
improve sustainability by cutting food 
waste while enhancing yield and profits, 
explains Jeffry Steemans, product 
manager Digital at TOMRA Food. 
TOMRA’s sorters achieve all this by 
employing a number of different 
technologies to detect foreign materials 
and product defects. These include high-
resolution cameras, LEDs, lasers, near-
infrared, x-ray, and TOMRA’s unique 
Biometric Signature Identification (BSI) 
technology. “Before BSI - one of 
TOMRA’s most recent innovations - 

sorting machines could see the size, 
shape, and color of objects. Now, with 
a BSI or BSI+ scanner, they can also 
detect objects’ biometric characteristics. 
These are instantly compared with 
features stored in the machine’s 
database to determine whether objects 
should be accepted or rejected. Sorting 
accuracy for some types of foods is 
unmatched because there is no other 
technology like this. What’s more, BSI+’s 
accurate classification of products and 
defects allows the gathering of more 
accurate data about the sorting process 
- and this information can lead to 
further efficiency improvements”, he 
adds. Digitalization is increasingly 

While digitalization has offered new ways to develop improved 
products, there is still a lot of room for innovation when it comes to 
output, quality, and most of all efficiency. As in most industries, data 
sits right at the center of this process.

DATA AT THE CENTER 
OF PRODUCTION
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important in how TOMRA Food 
develops its products’ capabilities. This is 
because digital technologies can gather 
data from sorting machines with the 
power to make food processing 
operations more efficient in so many 
ways: quality management, process 
engineering and optimization, machine 
maintenance, and purchasing crops from 
growers. Digitalization also brings the 
efficiency benefits and convenience of 
being able to monitor and manage 
machines remotely. “A good example of 
this is TOMRA Insight, our recently-
launched, subscription-based data 
system. By turning sorting machines into 
connected devices that generate 
valuable process data, TOMRA Insight is 
transforming sorting from an operational 
process into a strategic management 
tool. This data is gathered in near real-
time, stored securely in the cloud, and 
can be accessed from anywhere (and 
across plants) via web-based desktop 
and mobile devices,” Jeffry Steemans 
says. “Acting on this data pays off in 
many ways. Downtime is reduced by 
monitoring machine health in near real-
time, supporting the management of 
predictive and condition-based 
maintenance and preventing 
unscheduled machine shutdowns. 
Throughput is maximized by evaluating 
throughput variations to optimize 
sorting equipment. Operating costs are 
reduced by identifying gaps in 
production and analyzing potential root 
causes. And sorting to target quality is 

enhanced by having accurate material-
composition data that enables 
decisions to be based on more 
detailed information.” 
 
USING INDUSTRY 4.0 
TO MINIMIZE LOSS 
Joel Chase, product manager Fruit & 
Vegetables at Bühler says that the 
company’s ProSortX 4.0 software has 
been developed in direct response to 
Bühler’s customers’ feedback, as the 
previous software presented challenges 
to some untrained operators and that 
plant connectivity was becoming an 
increasingly common requirement. “The 
issue of ease of use has been resolved 
with our new EasySim user interface 
with TrueColor, which allows the 
operator to easily pinpoint gross and 
subtle defects and FM on screen. The 

operator can make intuitive adjustments 
to the machine’s sorting parameters as 
all frame captures are now shown as 
they are in real life, allowing intelligent 
improvements in efficiency and yield. 
Frames, including those showing FM, can 
also be stored and recalled for further 
analysis. EasySim also offers a new 
adjustment for defect sensitivity. Ultra-
precise adjustments to sorting settings 
can be made and simulated on the 
frame capture without affecting running 
product, minimizing product loss and 
sorting downtime.” The problem of 
connectivity was addressed by 
SortexConnect, an Industry 4.0 ready 
feature that allows connection to 
services such as SORTEX’s AnywarePro 
remote data package offering offline 
analysis of sorter performance based on 
a historical log of throughput and 
ejection rates and connection to plant 
PLC control systems via the 
SortControl range of installations. 
“While our competitors use the 
approach of «one solution fits all», for 
both fresh and frozen, we offer our 
customers one platform dedicated 
entirely to doing the job of sorting 
frozen F&V,” says Stefano Bonacina, 
head of segment Fruit & Vegetables at 
Bühler. “With Bühler, the processor can 
depend on a reliable solution to work 
continuously for many years. Stable 
performance and less wearable parts 
than other detection technologies also 
mean lower overall maintenance and 
operating costs. Ultimately, we trust in 
the fact that our commitment to our 
customers’ needs and unrivaled 
performance are of superior value to 

Before BSI - one of 
TOMRA’s most recent 

innovations - sorting 
machines could see 

the size, shape, and color 
of objects. Now, with a 

BSI or BSI+ scanner, they 
can also detect objects’ 

biometric characteristics. 
Jeffry Steemans, product 

 manager Digital at TOMRA Food
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use the approach of 

«one solution fits all», 
for both fresh and 

frozen, we offer our 
customers one platform 

dedicated entirely to 
doing the job of sorting 

frozen F&V. 
Stefano Bonacina, head of segment 

Fruit & Vegetables at Bühler
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the machine owner. Our dedicated 
Bühler sales and service organization 
operates in all key regions of the global 
frozen fruit and vegetable market — 
meaning peace of mind for our 
customers with experienced engineers 
just around the corner for any issues 
relating to maintenance, product testing, 
training, or digital services. Our overlying 
aim is to boost our customers’ 
production performance and ensure 
unmatched quality of the final product 
for their customers,” he concludes. 
COLLECT, ANALYZE, 
SHARE – AND REPEAT 
Key Technology’s VERYX® digital 
sorters, equipped with Key’s Information 
Analytics software enable customers to 
turn information into knowledge that 
can be harnessed to better manage 
incoming raw materials and optimize 
processes to achieve higher operational 
efficiencies. The sorter continuously 
collects, analyzes, and shares data about 
the sorting process and every object 
flowing through the line at the same 
time it sorts, revealing patterns and 
trends via real-time data or batch 
reports. These reports, combined with 
the ability to monitor and control the 
sorter remotely, enable a processor to 
better manage their product quality, 
increase yield, reduce downtime and 
minimize labor to improve profitability. 
“On behalf of food processors around 
the world, we focus our sorting 
innovations primarily on improving 
product quality and yield 
simultaneously,” Marco Azzaretti, 

director of Marketing at Key Technology 
says. Traditionally, sorting technology 
forced users to chose between quality 
and yield — there was an inherent trade-
off since removing more defects and 
foreign material (FM) meant that more 
good product was inadvertantly ejected. 
Now, the latest sorting innovations such 
as our Pixel Fusion® detection and 
Information Analytics capabilities enable 
the company’s advanced VERYX® 
sorters to optimize product quality and 
maxamize yield at the same time. „Key’s 
Pixel Fusion combines pixel-level input 
from multiple sensor types to create a 
unique ‘signature’ that identifies each 
type of substance in the product stream, 
ensuring FM and defect removal while 
virtually eliminating false rejects. Key’s 
Information Analytics software enables 
our VERYX sorter to collect, analyze 
and share data about the sorting 
process and every object flowing 
through the line at the same time it 
sorts, revealing patterns and trends via 
real-time data or batch reports,” 
Azzaretti adds. These reports, combined 
with the ability to monitor and control 
the sorter remotely, enable a processor 
to better manage their product quality, 

increase yield, reduce downtime and 
minimize labor to improve profitability. 
For frozen product inspection, the 
company’s chute-fed VERYX is usually 
preferred because it takes up less space 
than belt sorters. Here, immediately 
before packaging, the sorter’s ability to 
ensure a product is in-grade and free of 
foreign materials is critical. To maximize 
product quality and yield, VERYX 
sorters can be equipped with our 
unique Pixel Fusion® inspection 
technology. Pixel Fusion combines 
pixel-level input from multiple sensor 
types to create a unique ‘signature’ 
that identifies each type of substance 
in the product stream, ensuring foreign 
material and defect removal while 
virtually eliminating false rejects. „Our 
best selling product handling system is 
Iso-Flo — a versatile line of natural 
frequency vibratory conveyors that 
maximize sanitation and reliability,” 
Azzaretti adds. „We can tune the 
speed and stroke of Iso-Flo to match 
the needs of each application so 
performance is optimized. And it can 
be fitted with screens, drop-out gates, 
diverters with side discharges, and 
other features to achieve fines 
removal, scalping, dewatering, de-oiling, 
product distribution, aligning, spreading, 
feeding, collecting, transferring, and 
more. Iso-Flo is designed utilizing a 
two-mass system that significantly 
reduces floor vibration loads and is 
supported on special isolators to 
minimize any vibrations to the floor, 
decking or mezzanine.” n
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This new approach 
improves case 

recovery to reduce 
the processor’s cost 

per ton, while also 
producing more 

consistent product quality 
with less equipment 

required in the 
downstream process. 

Marco Azzaretti, director 
of Marketing at Key Technology
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By Bogdan Angheluta Frozen Pizza Market
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Frozen pizza has always been one of the engines that propelled frozen 
food’s success, and recent events only made that clearer. As it attracts 
more and more consumers around the world, frozen pizza also 
embraces the trends that have shaped the entire food industry. 

INNOVATIVE 
AND HEALTHY GO 
HAND IN HAND 



A
ccording to Euromonitor 
International, 2020 has been 
a great year for frozen pizza 
both in Eastern and 
Western Europe. The retail 

market value grew from EUR403.5m 
to EUR430.9m in the Eastern part of 
the continent, while the Western 
side, which sales were already at 13-
fold, saw an increase of more than 
EUR400m, from EUR5.353bn to 
EUR5.771bn. Percentage-wise the 
growth is similar - 6,8% in Eastern 
Europe vs. 7,8% in Western Europe. 
Italian manufacturer Valpizza 
distributes its products to more than 
50 countries, each with its favourite 
types and flavours. “One of the iconic 
products in our range is definitely the 
“Le Sbiffie” line. A Sbiffia has a special 
shape that optimises space in both 
the freezer and the oven, and enables 
up to 3 different flavours to be baked 
simultaneously. It’s ideal as a snack, 
suitable for any occasion and perfect 
as an aperitif”, according to Marco 
Setti, CEO of Valpizza. “We’ve also 
recently launched an XL rectangular 
pizza of 26x38 cm, suitable for any 
oven and great for sharing. Both 
products are naturally leavened, hand 
stretched and baked on stone in a 
wood-fired oven. The dough has all 
the aroma and fragrance you’d find in 
a freshly baked pizza made in a real 
Italian Pizzaria.” At the same time, 
private label has always accounted for 
a large proportion of Valpizza’s 
business. “Our R&D department is 
constantly at work to meet our 
customers’ bespoke requests and to 
offer new, innovative ideas; we see 
ourselves as partners and not merely 
suppliers. To respond more closely to 
our customers’ needs, we’ve recently 
expanded the segment of both round 
and rectangular Fresh Pizzas, and 
deep fried speciality foods such as 
Panzerotti and other finger food. Our 
production organisation is designed to 
provide unbeatable flexibility 
combined with absolute guarantees of 
the agreed product standards,” Setti 
adds. Valpizza’s CEO says the biggest 
trends in the Italian pizza world are a 
focus on raw materials, in terms of 
both origin and quality, the new sizes 
(both larger and smaller than the 
traditional round pizza), and this 
year’s latest fashion, the Roman Pinsa. 
This type of pizza uses a special 

dough, which makes it light and 
particularly fragrant. “Thanks to a 
recent investment, we now have a 
new production line dedicated 
entirely to the Pinsa, because we 
believe it will soon be in great 
demand throughout the European 
market. Another innovation is the 
Stove Top pizza, a new way of 
cooking pizza, using a frying-pan 
without having to heat the oven. This 
is a new Green process, in line with 
the trend towards sustainability that’s 
become a must in all sectors.” And 
while based in Italy, the company 
continues to enjoy success abroad: “In 

fact, Italy is the country where we are 
discovering new market potential, 
because ever since our foundation in 
1992 we’ve focused on export, with 
great success right across Europe, in 
the Far East and in the US, a country 
still of huge interest to us,” Marco 
Setti concludes. 
 
PLANT-BASED IS TAKING 
OVER THE UK 
„There is definitely a trend for more 
innovative flavours and bases, as well 
as a general increase in the number 
of plant-based frozen pizzas coming 
onto the market,” says Mike Hill, co-
founder of UK-based One Planet 
Pizza. “However, our latest research 
shows that in the UK, there is still a 
lack of options for consumers wishing 
to reduce their meat and dairy 
consumption. Given that over 50% of 
the UK population tried plant-based 
alternatives last year, it’s vital that 
plant-based frozen pizzas appeal 
widely to the flexitarian market, yet 
most of those coming to market are 
aimed specifically at those following a 
vegan diet. Consumers overall are 
becoming far more conscious about 
the environmental impact of the food 
they purchase, and that’s why One 
Planet Pizza’s aim is to create epic 
tasting pizzas that don’t harm the 
planet and appeal to flexitarians as 
well as vegans.” Innovation is at the 
forefront of everything One Planet 
Pizza does, according to Hill. As a 
relatively small company in a sector 
dominated by big multinational 
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players, it survive and thrived by being 
nimble and agile, coming up with new 
flavours and ideas and bringing them 
to market quickly. “For example, 
we’ve just released the UK’s first 
frozen Cheezy Doughball, a 
traditional doughball but with a  
unique mixture of smokey flavoured 
coconut based cheese and oat milk. 
We are also about to launch a new 
range of thin and crispy pizza bases, in 
response to demand from consumers 
for this type of pizza, and are 
constantly experimenting with new 
types of plant-based cheeses, as the 
technology and ingredients to 
produce cheese substitutes is 
constantly evolving.” As far as trends 
and ingredients go, Mike Hill finds it 
interesting that although new trends 

have appeared in the frozen pizza 
market, such as new flavours, ancient 
grain bases and plant-based stuffed 
crusts, the market is still dominated 
by a handful of the most popular 
flavours — margheritas, pepperoni, 
mixed vegetables, meat feasts and 
hawaiian. “At One Planet Pizza we 
seek to offer consumers all of their 
favourite flavours in plant-based 

options, but we’re also continually 
experimenting with fresh, exciting 
ideas for pizzas through collaborations 
with other brands. These include our 
Cheezeburger pizza, which we 
partnered with The Meatless Farm 
on, and The Mac, our Mac n Cheeze 
sensation, which we developed with 
Plantifull Creamy Mac, Miami Bac’n 
Rashers, and Applewood® vegan 
cheeze. These brand «mash-ups» 
have proved hugely successful, with 
The Mac pizza selling out twice since 
its launch in March.” Last month, One 
Planet Pizza released the UK’s first 
frozen vegan Cheezy Doughballs, and 
this summer, it will be launching its 
new Thin and Crispy range — initially 
in the following flavours Margherita, 
Peppernomi, and Mediterranean 
Vegetable. While 25% of the UK 
adult population are actively trying to 
reduce their meat and dairy 
consumption , currently, plant-based 
pizzas only account for between 1% 
and 2%  of overall pizza sales. Still, 
over the next few years, Mike Hill 
expects to see a substantial rise in the 
purchase of vegan pizza. “I believe 
that the share of the plant-based 
pizza market will double in the next 
12-24 months, and the range of 
different flavours and brands will 
increase significantly as well.” n

Our R&D department 
is constantly at work 

to meet our 
customers’ bespoke 

requests and to offer 
new, innovative ideas; we 
see ourselves as partners 
and not merely suppliers. 

Marco Setti, CEO of Valpizza

”

>50%  
of the UK population 

tried plant-based 
alternatives last year.

#





By Bogdan Angheluta Frozen Food from Italy

May/June 202150

A
ccording to data from 
Euromonitor International, 
the Italian frozen food 
market has seen growth on 
all segments in 2020, with 

an impressive 7,3% growth for frozen 
processed seafood, which has 
surpassed the EUR1bn mark 
(EUR1.05bn). Frozen ready meals 
increased from EUR311.4m to 
EUR321.8 (+3,3%), while processed 
food and vegetables also enjoyed a 
positive evolution, the category 
reaching EUR1.1bn in 2020 (+5,5%). 
The frozen baked goods segment 

The gastronomy in Italy has long been one of 
most sought-after in the world, and not just 
because of traditional products such as 
pasta or pizza, which have become iconic. 
The food industry here is extremely active, 
and the frozen foods segment is keeping the 
pace. Manufacturers successfully combine 
classic with modern, and this can be seen 
both in local sales as well as exports. So how 
does the frozen foods market in Italy look 
right now and what are its strengths?

GRAZIE 
PER IL CIBO! 
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grew from EUR38m to EUR40.6m 
(+6,9%), and frozen meat substituted 
registered a more moderate growth 
(+3,2%) to a value of EUR41.3m. 
Frozen processed meat grew by 6,5% 
to EUR130.6m, while the lowest 
increase was seen in the frozen soup 
segment (+0,4%). Interestingly 
enough, the market value in this case 
was still high, at EUR158.4m. 
 
ITALIANS LOVE THEIR 
FROZEN FOOD 
According to a Doxa-IIAS (Italian 
Institute of Frozen Foods) survey 
entitled "Millennials and frozen foods", 
frozen foods are in full harmony with 
the food needs of young Italian adults, 
with their lifestyles and their values. 
The research says that almost all 
Italian Millennials consume frozen 
food (99%) and 8 out of 10 (77%) do 
it at least once a week. At the same 
time there are a lot of frozen food 
enthusiasts - 35% of the sample - 
consuming them at least twice per 
week. During the lockdowns in Italy, 
about 26% of consumers under 40 
doubled their consumption of frozen 
foods, 36% increased their 
consumption a little more than usual, 
while 34% did not change the 
quantity consumed. “Research 
confirms that young people love 
frozen foods and that they make it a 
full part of their diet. They choose 
them for their versatility in the 
kitchen (62% of the sample), because 
they always make available, even out 
of season, different foods (57%) and 

because they help to avoid waste 
(35%). Yet, there are still many 
properties that these foods have and 
that young people do not always 
know. An example? Only 14% of 
respondents buy them thinking they 
have the same nutritional 
characteristics as fresh products. In 
reality we know that this is the case, 
indeed this is one of their strengths,” 
Vittorio Gagliardi, spokesperson for 
IIAS-Italian Institute of Frozen Foods 
explains on IIAS's website. 
Additionally, companies producing 
frozen food in Italy, especially those 
whose core business is pizzas, recipe 
products (especially pasta dishes), and 
in general products directly derived 
from Made in Italy, in the broad sense 
of the term, have great growth 
potential in the field of export to 
foreign countries, according to a study 
carried out within the Cibus Lab 
project late last year. The study also 
points out some critical issues, 
especially regarding market 
segmentation. Ice cream is the best-
selling category, equaling to more 
than 13% of the total of the frozen 
category. In the following segments — 
frozen fruits and vegetables, and fish — 
the market leader is CSI, a foreign 

multinational company, which builds 
a perfectly transversal assortment for 
all consumers in the world, and 
which has very little to do with 
made in Italy, according to the 
report. On the other hand, however, 
the problem is also the lack of 
appeal of made in Italy frozen food: 
Italians, especially in the south, do 
not intend to consume frozen 
products that are not vegetables or 
fish and much less if they are a direct 
derivation of the Italian tradition. 
“Countries like Italy, France, Spain or 
Greece all have one positive thing in 
common: they enjoy fantastic raw 
materials, easily accessible and all this 
does not happen in other countries, 
especially in northern Europe,” 
Vittorio Gagliardi, points out, 
according to the report. This goes 
on to show that the Italian market 
has only recently approached the 
consumption of frozen products, an 
expression of the true Made in Italy 
which, in the case in point, is 
represented by frozen pizzas, recipe 
dishes and, to a lesser extent, salted 
regional specialties, while the 
rotations of products in the 
subcategories such as vegetables and 
fish are enormously superior. 

7.3% 
was the growth for 

frozen processed 
seafood in 2020.

# 321.8 
million EUR was the value 
of the Italian frozen ready 

meals market in 2020.

#
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MADE IN ITALY 
Italy is as innovative as a country gets 
when it comes to food, and the 
frozen segment is, as seen above, a 
truly vibrant one. Companies are 
making strides in bringing diverse and 
complete products to consumers. 
MARR, a leading Italian in the 
distribution of specialized food 
products for foodservice, has recently 
launched a new breakfast range 
named Cascina Mirasole. This includes 
croissants with unique characteristics 
such as the use of eggs from free-
range hens, mother yeast, or whole 
meal flours, and a complete range of 
yogurt, with packaging dedicated to 
each flavor variant. 
CGM SRL's latest products include 
Grand'or gourmet, a line created to 
meet the needs of a new type of 
clientele, that of quality-conscious 
venues, which have a refined and 
elaborate offer - constantly looking 
for novelty. For this reason, the 
company has started a collaboration 
with Chef Enrico Mazzaroni who, 
together with CGM's production and 
R&D department, has developed 4 
recipes that share the highest quality 
of the ingredients; 4 recipes that 
partly refer to craftsmanship and 
tradition and partly enhance 
creativity with "gourmet" recipes. 

Alcass S.p.A.'s Amica Natura frozen 
skinless sausages with 100% Italian 
pork are an innovative product, 
available in convenient packs of 4 
pieces, made thanks to an exclusive 
Amica Natura recipe that gives a 
unique and decisive flavor. To cook, 
one simply needs to place the frozen 
sausage in a hot non-stick pan for 8 
minutes, turning halfway through 
cooking. Frozen sausages are ideal for 
filling a sandwich, or using vegetables 
and sauces as a side dish. It 
represents a novelty in the frozen 
meat market. 

Brindi, producer and distributor of 
frozen patisserie, also recently 
presented a number of new products 
such as Cocco nocciola (hazelnut 
biscuit filled with coconut flavored 
cream and hazelnut cream, decorated 
with grated coconut), Coppa al 
“Limone di Sorrento IGP” (sponge 
base soaked with sauce with “Limone 
di Sorrento PGI” juice, vanilla flavored 
cream with sauce with “Limone di 
Sorrento PGI” juice, decorated with 
crushed pistachio), Croissant burro 
albicocca (a new Albicocca croissant 
made of dough with butter, filled 
with an apricot compote and 
decorated with granulated sugar), or 
Croissant burro crema (croissant 
with butter, filled with custard 
cream, and decorated with 
granulated sugar). The above are 
just a few examples of companies 
that push the boundaries of 
innovation in one of Europe’s most 
spectacular food scenes. n

99% 
of Italian Millennials 

consume frozen foods.

#

130.6 
million EUR was the 

value of the Italian 
frozen processed meat 

market in 2020.

#
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New Products

IONIKI has recently showcased the world’s first 
spiral yogurt pie. After several attempts, the 
company has discovered how to “bake” yogurt 
without changing its texture and rich flavor. Besides 
its 50% yogurt filling, this pie contains three other 
traditional products that complement its taste: 
Mediterranean olives, the fresh oregano, and the 
authentic Greek extra virgin olive oil. The spiral 
yogurt pie is available in three versions: Mini, 
Individual, and Pie. Companies can now offer it 
with their own label on the packaging. 

www.ioniki.com

IONIKI LAUNCHES THE SPIRAL YOGURT PIE

Tyson recently 
presented its 
Chicken 
Sausage, a 
sausage made 
with 100% all 
natural, no 
antibiotics ever, 
chicken. 
Currently 
available in 
three varieties 
including Hot 

Italian, Mild Italian and Sweet Italian, the new sausages 
provide 13 grams of protein per serving with 60% less 
total fat, and 45% fewer calories than Italian pork sausages. 
Two additional flavors including Spinach Feta and Chicken 
Apple are anticipated to launch later this year. Tyson 
Chicken sausages are offered in 16-ounce packages with 
five servings each and are available at select retailers 
nationwide. “We know people are ready to get outside 
and fire up their grills this summer, and we’re excited to 
deliver our new chicken sausages just in time,” Ryan Mills, 
associate director of innovation at Tyson Foods said. 
“Tyson Chicken Sausage delivers quality, delicious flavors 
perfect for any recipe with no antibiotics ever. 

www.tyson.com

NEW CHICKEN SAUSAGE 
BY TYSON HITS SHELVES

KIND SHOWCASES NEW 
PLANT-BASED TREATS
KIND Healthy Snacks continues to expand into the plant-
based, frozen treat aisle with the announcement of its latest 
offering, KIND FROZEN Pints — a plant-based, creamy frozen 
treat with 4-6g of protein per serving. The new KIND 
FROZEN Pints address the USD7bn plant-based category, 
which is growing almost twice as fast as overall food sales 
(43% growth in the past two years). The increasing popularity 
of non-dairy frozen treats is part of the growing demand for 
vegan and plant-based food products of all kinds. The plant-
based frozen dessert market is among the top three sub-
categories contributing to this category growth, increasing at a 
compound annual 
growth rate of 14%. 
Available at retailers 
nationwide, KIND’s 
Frozen Pints come in 
the following flavors: 
Dark Chocolate 
Almond Sea Salt, Dark 
Chocolate Peanut 
Butter, Cherry 
Cashew, Coffee 
Hazelnut, Caramel 
Almond Sea Salt, 
Strawberry, 
and Pistachio. 
www.kindsnacks.com

BIRDS EYE LAUNCHES NEW PLANT-BASED PRODUCTS
Conagra Brands-owned Birds Eye expanded its plant-powered Green Cuisine 
range with the launch of three more Chicken-Free options. The new 
Chicken-Free products are Crispy Grills, Southern Fried Grills, and Burgers. 
Birds Eye has seen over 31% of total Green Cuisine sales come from the 
three Chicken-Free SKUs launched in 2020 (meat-free Dippers, Nuggets and 
Strips), according to the British Frozen Food Federation (BFFF). Birds Eye’s 
2020 launch into meat-free chicken alternatives, with plant-based strips, 
dippers and nuggets, was very popular amongst shoppers — with the dippers 
winning Product of the Year 2021, according to data from Nielsen quoted by 
BFFF. The range’s success has also seen the brand expand into frozen bakery 
products including meat-free sausage rolls and vegan pies. 

birdseye.co.uk





Evoiki Zimi 
S.A. has been 
in the export 
business for 
more than 20 
years and 
expands its 
geographical 

distribution every year. Under the brand names “Zimi 
Psahnon” and “Zimarika Psahnon”, it exports to more than 
30 countries, from Australia to America. Via exports, Evoiki 
Zimi came close to different cultures, with different flavors 

and quality characteristics, improving the production 
techniques and giving impulses to create new products. The 
company's new products are the traditional desserts that 
everyone of us have tasted at least once in our lives: Orange 
pie and Kataifi with ice cream. It is a unique ice cream 
combination recipe with natural mastic from Chios Island. 
Orange pie is a combination of our famous crust fillo, baked 
and dipped in syrup and  ice cream. Kataifi dessert is a 
combination of Zimi’s Psahnon kataifi dough baked and 
dipped in syrup with ice cream as well. These are ideal for all 
the moments and special events. 

www.evoiki-zimi.gr

New Products
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Gathered Foods, makers of Good Catch plant-based seafood, announced the 
launch of a new line of innovative products. Developed to recreate classic 
nostalgic comfort foods, the new lineup offers a plant-based solution to bycatch, 
mercury contamination and overfishing. The new line includes Plant-Based 
Breaded Fish Sticks (12g protein per five sticks, each coated with a light, crispy 
breading; each box contains 10 fish sticks), Plant-Based Breaded Fish Fillets (with 
12g of protein per serving, the fillets have a tender, flaky whitefish texture 
encased in a light, crispy breading; each box contains 2 fish fillets), and Plant-
Based Breaded Crab Cakes (15g of protein per serving features a lump crabmeat-like texture and sweet crab flavor 
complemented with bell peppers, green onions, parsley, and a hint of spice; each box contains 4 crab cakes).   

www.goodcatchfoods.com

GATHERED FOODS SHOWCASES NEW 
LINE OF BREADED PRODUCTS

Milk Bar, the dessert company founded by award-winning chef Christina Tosi in New 
York City’s East Village in 2008, launched a new line of ice cream pints available at all 
Whole Foods locations nationwide. The launch marks the first time Milk Bar will offer 
ice cream outside of their bakeries, which have long been known for experimenting 
with with other frozen treats. The brand entered groceries in April 2020, launching 
with soft-baked Cookies followed by Truffle Crumb Cakes which developed a quick 
cult following. Milk Bar has since expanded their grocery presence to thousands of 
retail locations nationwide, and now launch ice cream as their third grocery category 
offering. Milk Bar’s ice cream line will debut with 4 flavors: Birthday Cake, Cereal Milk, 
Cornflake Chocolate Chip Marshmallow, and Milk Bar Pie. Tosi and her team took 
inspiration from the recipes of their signature heritage offerings and reimagined them 
into a new ice cream form. 

www.milkbarstore.com

MILK BAR DEBUTS ICE CREAM PINTS

Los Angeles, US-based My/Mochi Ice Cream announced the 
launch of three new globally inspired flavors: My/Mochi 
Coconut, Horchata, and Guava. The new varieties contain 

about 100 calories while being gluten-free, free from GMO 
ingredients, and are available in select retailers nationwide. 
The brand recently announced its non-dairy and vegan line 
will swap out cashew cream to oat milk to create My/Mochi 
Oat Milk Frozen Dessert, making My/Mochi the first mochi 
ice cream brand to go all in on oats, according to a company 
statement. The new line gives mochi ice cream lovers the 
same pillowy, desquishious texture and marvelously 
mouthwatering taste they have come to expect, and gives 
even more snackers the chance to boggle their mouths’ 
minds with allergen-friendly ingredients.  

www.mymochi.com

MY/MOCHI LAUNCHES THREE NEW GLOBALLY INSPIRED FLAVORS

ORANGE PIE AND KATAIFI WITH KAIMAKI 
ICE CREAM FOR SWEET DESIRE
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New Products

Beyond Meat's third version of its plant-based burger made its debut on 
May 3. The new burger boasts 20g of protein per burger, but unlike animal 
protein, this plant-based protein has no cholesterol, the company says. It 
also has 35% less total and saturated fat than 80/20 beef, fewer calories, and 
comparable B vitamins and minerals. The Beyond Burger first launched in 
2016 and was the first plant-based burger to be sold in the meat case. A 
second version was launched in 2019. The newest Beyond Burger will be 
available in 2-pack the company’s first value 4-pack. In June, the new burger 
will be present at partner restaurants across the country. The Beyond 
Burger and other Beyond Meat products are available at approximately 
28,000 retail locations across the US and in more than 80 countries globally. 

www.beyondmeat.com

BEYOND MEAT PRESENTS NEW VERSION OF MEAT-FREE BURGERS

US-based Halo Top released its new line-up of products for 
this summer, which includes brand new Fudge Pops and 
two new flavors of its light ice cream pints, Chocolate 
Caramel Brownie and Vanilla Caramel Milkshake. Offering 
only 80 calories per pop and a good source of protein, 
Halo Top’s new Fudge Pops are made with a rich, 
chocolatey mix of fudgy cocoas. Halo Top’s core line of light 
ice cream pints also brings two new flavors, each with a 
good source of protein and only 280-360 calories in each 
pint: Chocolate Caramel Brownie (SRP: USD4.99, 
calories/pint: 360, protein/pint: 21g, sugar/pint: 30g) and 
Vanilla Caramel Milkshake (SRP: USD4.99, calories/pint: 340, 
protein/pint: 19g, sugar/pint: 33g). Halo Top Fudge Pops 
(SRP: USD4.99/box of four 3-fl. oz pops) join Fruit Pops 
and Keto Pops as the latest innovations from the dessert 
maker’s collection of desserts. 

www.halotop.com

NEW LINE OF PRODUCTS 
FROM HALO TOP

RAISED & ROOTED EXPANDS 
PLANT-BASED RANGE
Raised & Rooted brand, Tyson Foods’ brand of plant protein 
products, is expanding its offerings with three new products 
to meet the increased demand for plant-based protein 
options. The new plant-based burger patties, Bratwurst and 
Italian sausages, and ground are available in the refrigerated 
section of grocery stores nationally. The Raised & Rooted 
brand introduces its plant-based burger patties and sausages, 
which are made from pea protein and soy-free. With 17g — 
21g of protein per serving, the patties and sausages provide 
an excellent source of protein with 75 percent less saturated 
fat than traditional options. The new refrigerated plant 
protein options are chef-inspired. 

www.raisedandrooted.com

COCONUT BLISS INTRODUCES FIRST VEGAN ICE CREAM
The Oregon-based ice cream company Coconut Bliss 
launched its first vegan ice cream. The organic, coconut 
milk-based ice cream features only a handful of ingredients, 
including Madagascan vanilla bean. Coconut Bliss is a dairy-
free ice cream producer creating 100% plant-based flavors 
of ice creams. USDA Certified Organic and Non-GMO 
Project verified, every Coconut Bliss product is also certified 
vegan and gluten free. The company has received the 
Women’s Choice Award for America’s Most Recommended 
Frozen Dairy-Free Dessert for four years running. In 2020, 
HumanCo acquired a majority stake in Coconut Bliss. 

www.coconutbliss.com
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