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Comment

A
s this year comes to a close, we can draw a few conclusions 
regarding the overall industry, especially in terms of trends. In 
2021 we’ve seen the moving of plant-based from trend to 
necessity, and the emerging importance of free-from and clean 
labels. These aren’t by any means new topics, but the general, 

worldwide context seems to have brought them to the front of each product-
related conversation. Alternatives proteins are gaining more ground in the 
overall global gastronomy, so frozen food had to follow. We’ve seen dozens of 
product innovations riding that wave, from burger patties to finger foods, 
snacks, or ice creams made up of vegetable proteins. As far as technology goes, 
safety and hygiene — again, none of them novelty subjects — have been 
imposed as some of the main selling 
points. Along with digitalization, these 
were the focus of major players when 
it came to showcasing their latest 
innovations. The above were also the 
ones that caught the eye at the trade 
fairs that the industry has managed to 
organize this year, most notably Anuga. 
Looking forward, the winter season is 
generally a good one for the frozen 
food industry, and the restrictions, 
which seem to (again) be imposed in 
more and more countries, especially in 
Western Europe, could further 
encourage sales. It should be pointed 
out, though, that the drive towards frozen 
products has been growing for some years, regardless of circumstances. So the 
question now is: Will behaviours change? Will frozen still be sought-after as it 
was last winter, or will the return of foodservice to its pre-pandemic values 
cancel some of the home-cooking enthusiasm previously observed? These are 
just some of the questions to which we’ll be able to answer in a few months.  

Until then, have a great end to the year! n

By Bogdan Angheluta, 
Editor in Chief 

In 2021 we’ve seen the 
moving of plant-

based from trend to 
necessity, and the 

emerging importance of 
free-from and clean 

labels. These aren’t by 
any means new topics, 

but the general, 
worldwide context seems 
to have brought them to 

the front of each product-
related conversation.
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News

US

Mae Innovation 
has been 
manufacturing 
silicone moulds 
(Silmaé range) 
for the frozen 
food industry for 
over 25 years. 
Mae creates new 
shapes every day, 

for both craft and industrial applications. 
The company adapts its Silmaé silicone 
moulds to the customer's machines and 
conveyors. Many manufacturers 
automate their production and ask Mae 

to respect certain dosing distances and 
insert devices for demoulding and 
washing. If a special or innovative shape, 
or the engraving of a logo is desired, 
Mae's solutions will make that certain 
product identifiable and unique. 
Moreover, all silicone moulds are 
available in several colours. For example, 
a customer can choose a colour for 
each of its uses: black for cooking, green 
for organic products, blue for freezing. 
For an ultra-customised and ever more 
precise rendering, Mae's designers use 
the latest technologies in 3D drawing 
and 3D printing.

Zoglo’s Incredible Food Corp. 
announced that it has entered into a 
binding memorandum of 
understanding to acquire a 51% 
interest in Monday Swiss UK Ltd., a 
leading European-based developer 
and manufacturer of innovative 
plant-based food alternatives. 
Zoglo’s anticipates Monday Swiss’ 
experience in new product 
development will help ensure that 
Zoglo’s product portfolio 
continuously evolves to enable the 
company to be a leader in the 
category in Canada and globally.

ZOGLO’S TO ACQUIRE 
MONDAY SWISS

US

GERMANY

Plant-based food tech startup 
Impossible Foods has secure 
approximately USD500m in its latest 
funding round, led by existing investor 
Mirae Asset Global Investments with 
participation from other investors. 
Four new international markets have 
been added over the past 14 months, 
including Canada, the United Arab 
Emirates and, most recently, Australia 
and New Zealand. Confidence in the 
company has enabled it comfortably 
raised almost USD2bn since it was 
founded in 2011.

The Deutsches 
Tiefkühlinstitut 
e.V. (dti) is the 
first association 
to join the 
“ZNU goes 
Zero” initiative. 
The association office in Berlin is to 
be made climate neutral by the end 
of 2022. This means that all 
greenhouse gas (GHG) emissions are 
either avoided entirely or reduced as 
far as possible with suitable measures, 
according to a press release. 
Unavoidable emissions are then 
compensated for by decommissioning 
CO2  certificates.The ZNU goes 
Zero initiative comes from the 
Center for Sustainable Corporate 
Management (ZNU) at the University 
of Witten-Herdecke, and 28 
companies are already involved in it. 
By participating in the initiative, the 
dti is setting an example in the frozen 
food industry and the world of 
associations to set out on the road to 
climate neutrality. Some members of 
the dti are also working with ZNU 
goes Zero on the net climate 
neutrality of their locations and have 
set themselves the goal of operating 
in a net climate neutral manner at all 

locations by the end of 2022. 
Through targeted measures, the dti 
will save CO2 emissions in the next 
year and switch to certified green 
electricity. Not only the direct 
emissions of the association are to be 
reduced, but also indirect emissions 
of the service providers, which are 
recorded in the climate balance with 
selected so-called Scope 3 criteria. In 
order to achieve net climate 
neutrality, recognized certificates are 
being decommissioned to 
compensate for unavoidable CO2  
emissions. The dti has been 
cooperating closely with the Center 
for Sustainable Development (ZNU) 
at the University of Witten-Herdecke 
since 2020 and is committed to more 
sustainability and climate protection. 
Together with the ZNU, for example, 
the dti and its members started a 
pilot project this year for the 
scientifically based, practical recording 
of food losses in food processing.

DTI COMMITS TO WORKING 
IN A NET CLIMATE-NEUTRAL 
MANNER FROM 2022

GLOBAL

PACKAGING MARKET 
TO GROW BY 
4% UNTIL 2025
The packaging market is expected to 
have an annual growth rate of 3.42% 
in 2021 and is expected to grow at a 
CAGR of 4% between 2020 and 
2025, according to a new report by 
research company Technavio. The 
study shows APAC is the largest 
market for packaging. The rapidly 
expanding end-user industries such as 
e-commerce, fast-moving consumer 
goods (FMCG), and personal care will 
facilitate the packaging market growth 
in APAC over the forecast period.

IMPOSSIBLE FOODS 
SECURES USD500M 
FUNDING

GLOBAL

ADVANCED TECHNOLOGIES USED IN THE 
MANUFACTURE OF SILICONE MOULDS
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News

GLOBAL

ARYZTA REPORTS 
SOLID Q1, 2022 
RESULTS

As the 
Netherlands 
and other 
European 
countries 

battle COVID-19 with increasingly 
stringent government mandates on 
assembly and movement, PLMA has 
decided to cancel its “World of 
Private Label” Trade Show, which was 
set for the RAI Exhibition Centre on 
December 14-15. In announcing the 
December cancellation, PLMA 
assured its members, retailers, and 
other parties in the private label 
industry that it will be providing ample 

opportunity for them to network and 
transact business throughout 2022. A 
virtual show, PLMA Global, will be 
presented in March, and the regular 
annual in-person event has been set 
for 31 May — 1 June 2022, at the RAI 
in Amsterdam. The PLMA show 
annually attracts thousands of 
exhibitors and visitors to the RAI and 
is the world’s largest trade fair of its 
kind. “PLMA remains committed to 
providing the worldwide private label 
industry with networking 
opportunities as well as valuable sales 
and marketing solutions,” PLMA 
President Peggy Davies said.

Sales of frozen shrimp are expected to 
reach a value of USD48.8bn by 2031, 
surging at a CAGR of around 8.4%, 
according to a recent market intelligence 
study by market research company 
Fact.MR. Conventional frozen shrimp 
reflects ~ 89% market share, but the 
organic type is expected to witness a high 
CAGR 9.7% over the forecast period due 
to rising environ men tal concerns. The US 
is estimated to account for more than 
81% of the North American market in 
2021, sup ported by rising demand for 
convenience foods.

GLOBAL

GLOBAL

ARYZTA achieved strong organic 
growth in the first quarter of FY2022, as 
revenue increased to EUR424.9m, driven 
by strong volume growth. ARYZTA 
achieved 9.8% organic growth in Q1 for 
continuing operations comprising of 8% 
volume growth and a 1.8% price/mix 
improvement. Europe achieved a 
broadbased double-digit organic growth 
of 10.1% comprising of 8.6% volume 
growth and 1.5% price/mix growth. Rest 
of world achieved 7.9% organic growth 
comprising of 4.3% volume growth and 
3.6% price/mix growth. 

The global processed 
meat industry was 
estimated at 
USD319.6bn in 2020, 
and is anticipated to hit 
USD497.1bn by 2030, 
registering a CAGR of 
4.8% from 2021 to 
2030. The frozen 
segment contributed to 
the lion’s share in 2020, 
holding more than two-
thirds of the global processed meat 
market, according to a new report by 
Allied Market Research. Growing 
need to increase the shelf life of 
frozen meat products propels the 
growth of the segment. However, the 
canned segment is projected to 
manifest the fastest CAGR of 5.9% 
from 2021 to 2030, due to increasing 
demand for convenience food 
products. On the basis of meat type, 
the poultry segment held the major 
share in 2020, garnering around two-
fifths of the global processed meat 
market, due to the presence of higher 
protein content in the items. The 
pork segment, on the other hand, is 
expected to register the fastest 

CAGR of 5.1% throughout the 
forecast period. This is because 
processed pork meat has prolonged 
shelf life and offers high convenience 
to the consumers. By region, the 
market across North America 
dominated in 2020, garnering nearly 
two-fifths of the global processed 
market. Higher demand for ready-to-
cook and ready-to-eat food products 
in the region boosts the market 
growth. Simultaneously, the Asia-
Pacific region is expected to cite the 
fastest CAGR of 6.9% throughout the 
forecast period. This is attributed to 
rapid urbanization, rise in disposable 
income, and growing penetration of 
e-commerce in the region.

FROZEN SEGMENT HOLDS 
TWO-THIRDS OF THE 
GLOBAL PROCESSED MEAT 
MARKET

SPAIN

OPENING OF THE 
PESCANOVA 
BIOMARINE CENTER
The Nueva Pescanova Group has 
opened the first private aquaculture 
research centre in Spain at O Grove, 
Pontevedra.With an investment of 
EUR7.5m, this will position the company 
at the forefront of aquaculture research 
worldwide, becoming a reference centre 
in the improvement of health, nutrition, 
animal welfare, sustainability, and new 
farming species. The centre has a surface 
area of 4,000 square metres with a solar 
photovoltaic park for self-consumption 
made up of 714 modules with an annual 
energy production capacity of almost 
300,000 kWh.

„WORLD OF PRIVATE LABEL” 2021 CANCELLED
THE NETHERLANDS

FROZEN SHRIMPS 
ACCOUNT FOR ALMOST 
90% OF MARKET
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O
ne of the consequences of 
the increased demand for 
ready to bake products is 
that the frozen bakery 
market value is anticipated 

to cross USD55bn by 2027. According 
to a new research study published by 
Global Market Insights Inc. The 
strengthening of food distribution 
channels coupled with increasing online 
food deliveries should drive the global 
frozen bakery industry demand. 
Growing demand for ready-to-eat and 
ready to bake products in developed or 
developing economies will drive 
products landscape. Increasing number 
of bakeries globally over the past few 
years coupled with rising consumer 

preference for frozen products over 
traditional products will further open 
new revenue streams. Additionally, the 
demand for frozen dough has been 
increasing in the last decade as it allows 
bakers to bake bread in small bakeries 
and neighbourhood supermarkets 
without the need for skilled personnel 
for the dough making process. Western 
lifestyle influences and the presence of 
many artisan bakers & baking chains in 
most of the developing countries will 
boost the consumption of pastries, 
cakes, etc. Demand for frozen bakery 
products in developing regions is driven 
by the increase in disposable income, a 
Marketsandmarkets 2021 report also 
shows. By distribution channel, 

conventional stores have the potential 
to be a prominent channel for frozen 
bakery products. Niche retailers among 
these stores have also realized the 
opportunity to establish an effective 
retail chain. Earlier, these companies 
marketed their line of products only 
through exclusive stores situated in 
prime locations. However, these 
companies now understand the 
dynamic changes in consumer 
preferences for healthier food products. 
Region-wise, Asia Pacific is among the 
fastest-growing regions for frozen 
bakery products. The food & beverage 
industry has contributed significantly to 
the market growth in this region. Due 
to the growing population, rising 

Ready to bake products have seen a tremendous growth over the 
last years, especially since they offer something that can’t really be 
priced: time. Whether sweet or salty, the variety seen in this 
segment is truly impressive. 

READY TO BAKE 
AND TO ENJOY  

By Bogdan Angheluta Ready to bake & Pre-Baked Foods 
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incomes, and increasing urbanization the 
market growth is significant. These 
factors are projected to support the 
growth of niche markets, such as frozen 
bakery products. The market is driven 
by the increase in demand for 
convenience food products in 
developing countries such as India, 
China, Japan, and Australia. In the Asia 
Pacific region, China accounted for the 
largest share in the frozen bakery 
products market in 2020. Another 
region that seems to be thriving as far as 
plant-based innovations go is Latin 
America. According to Mintel, the 
NotCo company in Chile has become 
one of the leading food tech companies 
in the world, raising USD235m in its 
latest funding round and reversing a 
trend of US companies bringing plant-
based foods to LATAM. The research 
company also mentions Fazenda Futuro, 
another vegan startup based in Brazil 
that has set up a presence on 
international markets, including in Chile, 
Mexico, and Uruguay by offering a line 
of meat alternatives that includes 
burgers, meatballs, and sausages. "Even 
with such powerful leaders in the 

market, there is a lot more potential for 
plant-based innovation. Brands can help 
consumers see plant-based substitutes 
as everyday foods. With current brands 
focused on burgers and sausages, which 
are not staples in many LATAM 
cuisines, there’s room for competition 
to explore formats that will resonate in 
local markets," the report shows. 
In the US, recent product launches 
include Red Lobster's frozen, ready to 
bake Cheddar Bay Biscuits. The 
products join the line-up of Red 
Lobster’s retail products including 
Gluten-Free Cheddar Bay Biscuit Mix 
for guests in search of a gluten-free 
alternative, as well as traditional mix and 
Rosemary Garlic Parmesan mix varieties. 
A quick and easy snack solution, the 
new ready to bake Cheddar Bay Biscuits 
go from box to baking sheet to table in 
less than 30 minutes — no mixing or 
prep work required. Switching to 
desserts, Enlightened brand recently 
announced the frozen aisle’s new 
collection of sugar-free ready to bake 
cookies - oven-fresh cookies 

that are made with zero grams of 
added sugar and just two grams of net 
carbs per cookie. The new collection of 
ready to bake Cookies is available in 
three flavors, Chocolate Chip, P.B. 
Chocolate Chunk and Double 
Chocolate, all packed with chocolate 
chunks. Each keto-friendly flavor bakes 
in under 15 minutes. 
 
READY TO BAKE WITH A 
MEDITERRANEAN TWIST 
One of the major Greek players on the 
ready to bake market is KANAKI, 
with a product range that offers a 
variety of frozen, ethnic appetizers and 
pies. “For our products, we get inspired 
by Greek and Mediterranean Cuisine 
using authentic recipes and local 
ingredients”, Chronis Kalogridis, 
Marketing & Exports director of 
KANAKI says. The recipes selected are 
then fine-tuned to meet modern 
consumer’s health dietary guidelines, like 
lower salt and fat, he continues. 
“KANAKI Filo Rolls appetizers and Filo 
Pies, on top of being delicious, are 
typical examples of a balanced 

Staying healthy was 
in everyone’s mind 

over the last year 
and people trapped 

at home had the time 
and the mindset to 

examine their choices 
of the food that they 

were eating. 
Chronis Kalogridis, 

Marketing & Exports director 
of KANAKI

”

We want our pizzas to 
be eaten worldwide 
by people who have 

different beliefs, 
costumes, and traditions, 
this is why, for example, 

we also produce halal and 
kosher pizzas studying 

together with the 
customer the right 

combination of 
ingredients that can 
satisfy their market. 

Mauro Parretti, managing 
director of SVILA
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Mediterranean Diet, which is recognized 
by the World Health Organization as a 
healthy and sustainable dietary pattern. 
The fillings of these pies and appetizers 
contain an abundance of vegetables and 
herbs combined with pulses and cheese 
from Greece like Feta and Mizithra 
cheese.” They are made with Filo Pastry, 
which unlike puff pastry or shortcrust 
pastry, does not contain any margarine 
or butter and therefore has a better 
nutritional profile because of it. For the 
preparation of these dishes, Filo Pastry is 
brushed with olive oil, a major 
ingredient of the Mediterranean Diet. 
“Staying healthy was in everyone’s mind 
over the last year and people trapped at 
home had the time and the mindset to 
examine their choices of the food that 
they were eating,” Kalogridis argues. 
“Eating more healthy is going to be a 
trend that consumers will follow in the 
future even more and we are happy 
that we have so many choices to 
propose to the consumers for healthy 
ethnic food, that is delicious, nutritious, 
and healthy at the same time. Our 
existing line of «Memories from 
Greece» Filo Pies and Spiral Pies, as well 
as our recently introduced line of  «Filo 
Rolls» appetizers offer a variety of 
flavors, ease of preparation, and 
restaurant-quality dishes, that are in line 
with the «eat healthy» concept, since 
they are without trans-fat, with low 
saturated fat and salt and a generally 
balanced nutritional profile with high 
fibers and low sugars.” KANAKI Filo 
Rolls were introduced this year. They 
are Crunchy rolls made from country 
style filo pastry brushed with Olive Oil 
and customers can find them with 5 
different fillings: Spinach and Feta 

Cheese, Eggplant and Feta Cheese, Red 
roasted peppers, sundried tomatoes, 
and Feta Cheese, Leek, and Feta 
Cheese, and Hummus and 
Mediterranean Vegetables (Vegan). 
KANAKI Filo Rolls go straight from the 
freezer to the oven and they are ready 
in 20 minutes.  
 
READY TO BAKE PIZZA, 
A PRODUCT ALWAYS 
AT HIGH DEMAND 
Mauro Parretti, managing director of 
SVILA says the secret for a perfectly 
made pizza lays in its dough and its 
leavening. "Having established this 
concept, all our pizza bases, in all their 
dimensions can <host> all kind of 
toppings and ingredients that combine 
typical Italian ingredients such as 100% 
wheat from Italian flours and  100% 
Italian tomatoes and mozzarella.” 
Adapting the Italian taste to the 
international audience is the main aim of 
SVILA's Sales and R&D departments. 
"We want our pizzas to be eaten 
worldwide by people who have 
different beliefs, costumes, and 
traditions, this is why, for example, we 
also produce halal and kosher pizzas 
studying together with the customer the 
right combination of ingredients that can 
satisfy their market." The main selling 
point of SVILA's Pinsa Romana is the 
fusion of the ancient Roman recipe 
made with particular flours like spelt and 
rice together with traditional recipes of 
Rome and surrounding areas like Gricia 
and Amatriciana, Parretti adds. The 
concept of SVILA's Pinsa Romana is to 
deliver the audience a pizza bread 
concept, very much hydrated, soft 
inside, and crispy outside. As far as the 

"eat healthy" concept goes, this has 
always been part of SVILA's philosophy, 
according to Managing Director Mauro 
Parretti. "Both for some of our branded 
and private label products, since many 
years we have been developing recipes 
with reduced salt content, lactose-free 
cheese, use of wholemeal wheat, 
organic ingredients, etc. We have 
developed Pizza and Pala&Salute ranges 
dedicated to functional food. Of course, 
the larger slice of the market is taken by 
conventional pizzas, but there is always 
a growing trend for healthy food." 
 
GOING „GREEN” 
Simplicity and authenticity are the main 
factors for effective adoption, according 
to Yiannis Portokalidis, marketing 
manager of IONIKI. The company's 
Research & Development department is 
looking for the most popular and 
traditional Greek recipes, trying to adapt 
them without having to remove 
anything. "That is our 31-year-old secret 
for success. Ioniki is the leader of 
innovation because it follows market 
trends. One of them is the healthy trend. 
Ioniki analyzed the trend for over one 
year, and as a result created the first 
Greek plant-based range that includes 
the special Filosophy Plant-based Greek 
Pie, an exclusive co-branding product 
with Beyond Meat," Portokalidis adds. 
The Filosophy plant-based range is made 
up of Filosophy Plant-based Greek Pie 
with Beyond meat, Filosophy Mini Greek 
plant-based puffs, Filosophy Mini Greek 
plant-based Sausage rolls, and Filosophy 
Pizza Pepperoni Plant-Based. "Beyond 
Meat is the leader of plant-based in the 
world! It was an honor for us to have a 
co-branded product. The Plant-based 
Greek Pie has launched only 4 months 
before, and the sales have skyrocketed. 
More and more supermarkets from all 
over the world are looking for new 
plant-based products and Filosophy 
Plant-based Greek Pie with Beyond 
meat is one of their options. The plant-
based market is the future and Ioniki’s 
co-branding pie has a great opportunity," 
Portokalidis concludes. n

Ioniki is the leader of 
innovation because it 

follows market 
trends.One of them is 

the healthy trend. 
Yiannis Portokalidis, 

marketing manager of Ioniki
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E
ven though innovating is once 
again in focus, the 
performance of the 
convenience frozen food 
market is under that of the 

overall frozen food market. Richard 
Harrow, CEO of the British Frozen 
Food Federation (BFFF) says the 
segment has been relatively flat since 
2019. Quoting Kantar's figures, he 
points out that the 1-1.5% increase is 
partly because consumers had more 
time to spend at home, and as such 
had the option of cooking meals 

themselves. Harrow does not expect 
the market to grow at a much higher 
rate in 2022 and says that frozen 
ready meals will most likely showcase 
trends such as plant-based and free-
from. At the food industry level, sales 
of products promoting benefits 
related to allergens and/or 
intolerances have grown by 13%, and 
sales of foods positioned as clean 
label/non-GMO each increased by 
12%, per IRI figures quoted by the 
Institute of Food Technologists (IFT). 
IFT goes on the add that four in 10 

consumers try to avoid GMOs, one-
quarter avoid bioengineered foods, 
six in 10 consumers look for 
minimally processed foods, and only 
9% of adults are looking forward to 
seeing more lab-grown proteins in 
2021, according to Datassential. A 
Marketsandmarkets report states that 
the increasing focus of vendors to get 
organic certifications and vegan 
labeling will further contribute to the 
rising popularity of vegan, gluten-free, 
and organic frozen ready meals. In 
2019, vegetables were part of 
innovative efforts among various 
brands, such as Birds Eye (Conagra 
Brands, Inc., (US)) and Green Giant. 
For instance, Birds Eye single-serve 
bowls were launched in 2019: these 
products were made with riced 
cauliflower. The meals were offered 
in sesame chicken, chicken fried rice, 
and beef & broccoli varieties. It can 
be concluded therefore that frozen 
ready meals vendors are adopting fair 
practices, producing high-quality 
products with naturally sourced 
ingredients, and launching new 
products frequently, to gain a 

Product innovation took a step back in 2020 
as food manufacturers focused on keeping 
their business afloat during the health crisis. 
This is not the case anymore, as companies 
bring out more and more products, 
especially in the convenience, ready-meals 
segment. And while general trends are 
followed, catering to every taste is still 
paramount to those aiming to strive in a 
fiercely competitive market.

AN ABUNDANCE  
OF OPTIONS 
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competitive edge in the market. 
Considering the consumption trend 
of frozen meals, the cold chain plays a 
vital role in the market, as it is a 
combination of temperature-
controlled surface transport and 
supply chain. It is pivotal to maintain 
the quality and shelf-life of products, 
Marketsandmarkets analysts add. Cold 
chain services are designed to provide 
ideal transportation and storage 
conditions for temperature-sensitive 
products. The rising demand for 
frozen ready meals and fast delivery 
requirements, associated with e-
commerce based delivery, has had a 
positive impact on cold chain 
operations. Overall, taking into 
account the COVID-19 crisis, the 
global market for convenience and 
ready meals is projected to reach a 
size of USD163.4bn by 2026, growing 
at a CAGR of 9.2% over the analysis 
period. The canned/Preserved Ready 
Meals segment is projected to record 
a 7.8% CAGR and reach USD25.5bn 

by the end of the analysis period. 
The US market is estimated at 
USD28.3bn in 2021, while the 
Chinese market is forecast to reach 
USD33.2bn by 2026. Among the 
other noteworthy geographic 
markets are Japan and Canada, each 
forecast to grow at 6.2% and 7.9% 
respectively over the analysis period. 
Within Europe, Germany is forecast 
to grow at approximately 7.3% 
CAGR. In the global chilled ready 
meals segment, the US, Canada, 
Japan, China, and Europe will be the 
drive behind the 6.1% CAGR 
estimated for this segment. 

SOMETHING 
FOR EVERYBODY 
As previously mentioned, there was 
no shortage of new convenience 
products this year. Conagra Brands, 
Inc. brought some exciting additions 
to the company’s portfolio — meals 
and sides with flavor and quality, and 
new plant-based offerings. Conagra 
offers a collection of brands within 
single-serve frozen meals, with new 
dishes coming from Healthy Choice, 
Banquet, Marie Callender’s, and 
Hungry Man. Among the new 
products are Healthy Choice Zero 
(keto-friendly meals all in on flavor, 
with less than 10g net carbs and no 
added sugar. Smart carb swaps like 
zoodles and riced cauliflower are part 
of a collection of meals that includes 
Tomato Basil Chicken, Carne Asada, 
Sesame Chicken with Zoodles and 
Verde Chicken), Healthy Choice Max 
(40% larger than regular Healthy 
Choice Power Bowls, these entrees 
deliver 33-34g of protein. Flavors 

163.4 
billion USD is the 

projected size of the 
global market for 

convenience and ready 
meals by 2026.

#
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include Tex Mex Chicken, Lemon 
Herb Chicken, and Honey Sriracha 
Chicken), Banquet Mega Pizzas 
(available in classic flavors like Three 
Cheese, Pepperoni, and Four Meat), 
Marie Callender’s Pot Pie with a 
Crust made with Cauliflower 
(Chicken Pot Pies featuring a crust 
made with cauliflower), Hungry Man 
Double Chicken and Double Meat 
Bowls (new 15 oz. bowls that are 
protein-packed with two patties of 
Chipotle Chicken, Boneless Pork with 
BBQ Sauce, or Smothered Salisbury 
Steak). Path of Life, makers of frozen 
grain blends, debuted their latest 
product, the Organic Grains & 
Broccoli with Hearty Tomato Pesto 
Seasoning entree. This is the brand’s 
first product in the frozen entree 

category, making it Path of Life’s 
second category expansion this year. 
The broccoli and grain-based entree 
is fully-seasoned and made with 
simple ingredients, including an 
organic grain blend of brown rice, 
white and red quinoa, organic 
broccoli, and onions. Their nut-free, 
vegan tomato pesto seasoning is 
made with nutritional yeast and 
sundried tomato powder to achieve a 
rich, pesto flavor. This new entree is 
fully plant-based and Certified USDA 
Organic, Gluten-Free Certified, and 
Non-GMO Project Verified. Eathos, 
on the other hand, is a new brand of 
frozen food that entered the store 
shelves in the fall, bringing a fresh spin 
on traditional Italian comfort foods 
with five vegetarian entrees and four 

plant-based vegan recipes, all 
imported from Parma, Italy. The 
Eathos team from California 
partnered with a family-owned, third-
generation Italian company to create 
a line of frozen entrees that embraces 
the ethos of both Italy and America, 
pairing old-world traditions with 
recipes designed for the modern 
palate, a company statement reads. 
Gene Grant, brand director of Eathos, 
says the new brand capitalizes on the 
trend toward meat alternative options 
while maintaining the flavor profile 
that comes directly from traditional 
Italian recipes. West-African-inspired 
cuisine brand AYO Foods brought its 
products to more outlets in the US, 
including dishes like Chicken Yassa 
(marinated chicken thighs, 
caramelized onions, lemon, and dijon, 
served over jasmine rice), Waakye 
(Anson Mills red peas and jasmine 
rice slow cooked with sorghum leaves 
and served with red sauce), Jollof Rice 
(one-pot rice, spiced and stewed in 
an aromatic base of tomatoes, 
peppers, and onions), and Puff Puff 
(subtly sweet, yeast-based dough, 
lightly fried to be enjoyed as a sweet 
or savory side). 
 
A SEGMENT THAT 
THRIVED IN 2021 
Frozen pizza is one of the categories 
that saw a significant number of 
innovations this year. Goodfella’s for 
example has tapped into the 
increased number of lunch occasions 
with new Goodfella’s Mini 
Stonebaked Pizzas. Available in two 
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flavors (four cheese and Pepperoni), 
the new mini pizzas are ready to eat 
in 11 minutes — the fastest oven-
cooked pizza snack in the market. 
The launch will help the brand to 
continue to meet consumer demand 
for lunchtime snacks, after strong 
growth from Goodfella’s Pizza 
Pockets range grew the brand’s 
market share up to 7.4%. At just 5 
inches in diameter, the smaller-sized 
offering provides a solution for 
shoppers looking to reduce waste. 
The products have also generated 
strong purchase intent as part of 
consumer testing, with 58% of trialists 
stating they would definitely or 
probably purchase due to the 
products being appetizing, enjoyable 
to eat but also new and exciting to 
the category. Healthier options were 
also abundant: The Real Good Food 
Company announced a collaboration 
with Beyond Meat for its latest new 
product launch, the Beyond Meat 
Pizza. A grain-free, high-protein frozen 

pizza made with Beyond Meat 
Sausage, the pizza is designed to be 
higher in protein and lower in 
carbohydrates than conventional 
frozen pizzas. Real Good Foods also 
made expanded its business to the 
US this year, listing a full-fledged 
lineup that includes a variety of meals 
from different categories. From 
Mexican to Italian to traditional 
American Entrées, Real Good Foods’ 
newest additions include Chicken 
Enchiladas — Grain Free, Cheese 
Enchiladas — Grain-Free, Steak Burrito 
Bowl — Grain Free, Chicken Burrito 
Bowl — Grain-Free, Marinara Ricotta 
Cannelloni — Grain-Free, Spinach 
Ricotta Cannelloni — Grain-Free, and 
Chicken Alfredo Cannelloni — Grain 
Free. Banza, a maker of chickpea-
based comfort foods, also announced 
that two new varieties of its chickpea 
pizza are hitting shelves nationwide 
starting this month. Joining Banza’s 
line of high-fiber, high-protein 
chickpea pizzas are Supreme, a spin 

on a traditional sausage pizza 
featuring Beyond Sausage Italian 
Crumbles, and Plant-Based Cheese, a 
vegan pie made with Follow Your 
Heart dairy-free cheese. The new 
pizzas offer the same nutritional 
benefits as Banza’s original pizza 
varieties – more protein and fiber, 
and fewer net carbs and sodium than 
other traditional and better-for-you 
pizza crusts – and the same crispy 
crust and doughy center people crave 
in a slice. The new varieties are Banza 
Supreme (vegetarian) and Banza 
Plant-Based Cheese (vegan). 
Cappello’s showcased the very first 
line of Keto Certified pizzas, low net 
carb pizzas that combine authentic 
pizza taste and texture with easy 
cook times and intentional nutrition 
such as healthy fats and high fiber. 
Cappello’s has also just revealed the 
latest addition to their almond flour 
ravioli line, Butternut Squash Ravioli, a 
dairy-free option for fans of stuffed 
pasta. “Not only do these delicious 



pizzas meet the basic nutritional 
desires of keto enthusiasts, keto diet 
dabblers, general low-carb seekers, 
and health-conscious consumers, they 
are also intentionally crafted to satisfy 
the consumer the way a classic slice 
of pizza would,” Ben Frohlichstein, co-
founder and co-CEO of Cappello’s 
said at the time. “Our country has a 
love for pizza baked into our cultural 
DNA and our team at Cappello’s has 
taken inspiration from that and from 
those trying to do something better 
for themselves through their diet.” 
And while we're here, leading gluten-
free frozen snack & appetizers brand 
Feel Good Foods announced the 
launch of their new Detroit-style 
Square Pan Pizza. The company 
brought the first gluten-free Detroit-
style pizza to the frozen aisle. 
Available in Margherita, Truffle 
Mushroom, and Four Cheese, each 
includes a baking tray that helps 
deliver pizzeria-style results every 
time. Gluten-free, these hand-
stretched, stone-baked artisan pizzas 
are made Detroit-style with sauce on 
top and caramelized cheeses from 
the fluffy center to the thick, crispy 
edges. The thick crust and square 

shape set these pizzas apart from all 
the other gluten-free frozen pizzas, 
which all are round with thin crust. 
 
MORE OFFERS FOR 
REGULAR CLIENTS 
Retailers also upped their game, as 
was the case with Despar Italia, which 
presented a new line of private label 
frozen pizzas featuring eight different 
toppings, using the selected protected 
designation of origin (PDO) and 
protected geographical indication 
(PGI) ingredients sourced from Italy. 
The Despar Premium pizza line 
features four products: “Mozzarella di 
Bufala Campana DOP and sun-dried 
tomatoes”, “Grilled vegetables with 
IGP Calabria Red Onion”, “Asiago 
DOP and Gorgonzola Piccante 
DOP”, and a rustic pizza. UK frozen 
specialist Iceland has recently 
introduced a whole array of mash-up 
products intended to cover demand 
for frozen dishes from the entire 
family. Customer favorites have been 
given a revamp with the Iceland Bhaji 
Chicken Chunks, part of the chicken 
chunk range the cooked chicken 
breast fillet chunks are covered in a 
bhaji style coating; or the Chicken 

Doughnuts, chicken breasts in a ring 
shape in a breaded coating. Another 
product is the Nacho Cheese Gratin, 
soft potato slices with a creamy 
nacho cheese sauce. Earlier this year 
Iceland also launched a new and 
exclusive Piccolino range in stores 
and online — including a spicy Mac n 
Cheese, Tiramisu, and juicy meatballs 
in a traditional tomato sauce. 
Alongside the classic Piccolino 
Lasagne, Iceland offers a Piccolino 
Spicy Lasagne. 
 
PERSPECTIVES 
FOR THE FUTURE 
Marketsandmarkets analysts point 
out that frozen ready meals are 
increasingly becoming an integral 
part of the daily diet globally, 
especially in European countries. 
Busy lifestyles have driven the food 
manufacturing industry to produce 
new goods that could meet the 
rising demand from consumers, 
which, in turn, fuels the overall 
frozen food market. Other trends, 
such as innovative packaging and 
shelf-life enhancement, present 
growth opportunities for the frozen 
ready meals market. n
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T
he demand for traditional 
burgers is increasingThe global 
packaged burgers market size is 
expected to grow at a 
compound annual growth rate 

(CAGR) of 8.0% from 2020 to 2027, 
while frozen packaged burgers held the 
largest share of more than 80.0%, 
according to an IMARC report. Among 
the frozen fast foods, burgers are the 
second most favored after frozen pizza. 
The frozen products have gained 
remarkable popularity owing to their 
longer shelf life. These products usually 
can last for six to eight months in the 
freezer. Meat-based products such as 
beef and turkey burgers are the most 
common options of frozen products. 
However, with the increasing demand 
for vegan products, the plant-based 
frozen packaged burger is gaining shelf 
space over the years. Furthermore, the 
advancement of retail channels, such as 
hypermarkets, supermarkets, and 

convenience stores, has been fueling the 
growth of frozen products. Increased 
availability of frozen products with 
better-for-you ingredients has boosted 
the demand for the products. 
Companies have been offering frozen 
products that address the specific 
dietary requirements, such as high in 
protein, vegan, dairy-free, and gluten-
free, in order to expand their consumer 
base. Supermarkets and hypermarkets 
accounted for the largest share of more 
than 50.0% in 2019. The availability of a 
wide array of products discounted 
prices, and convenience of getting 
everything at one place are the key 
factors driving the product sales through 
this distribution channel across the 
world. As a result, producers in the 
packaged burger industry have been 
focusing on retail expansion by selling 
their foods through nationwide 
supermarket and hypermarket chains. 
On the other hand, the online 

distribution channel is expected to 
witness the fastest growth during 
forecast years with a CAGR of 9.0% 
from 2020 to 2027.  
 
HEALTHIER PATTIES FOR 
THE NEW CONSUMERS 
The Good Food Institute argues that 
food manufacturers ranging from 
start-ups to leading CPG companies to 
the world’s largest meat companies are 
innovating rapidly in the plant-based 
market. „Next-generation plant-based 
meat, egg, and dairy products are 
increasingly competitive with animal 
products on taste, price, and 
accessibility. Distribution is expanding, 
and a growing number of mainstream 
consumers are buying plant-based 
options. In the US, 98% of people who 
buy plant-based meat also purchase 
conventional meat,” the GFI says. A 
sizable and rapidly-growing category, the 
plant-based meat market is worth 

Burgers have always been a hit with consumers, so the level of 
innovation is greater than that seen in other categories. That being 
said, traditional burgers are still extremely sought-after, even if 
products that hold a healthier claim, either made from peas or other 
plant-based varieties, are starting to make their way either through 
shelves or even menus. 

A HIGHLY 
INNOVATIVE  
CATEGORY 
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USD1.4bn. The category increased by 
more than USD430m in sales from 
2019 to 2020, according to GFI data. 
Even in fast-food outlets, where 
tradition does still seem to hold the 
advantage, plant-based options are 
making their way. In November, 
McDonald’s US has began conducting 
an operations test of the McPlant, a 
new plant-based burger, for a limited 
time in eight select restaurants across 
the US. The McPlant includes a plant-
based patty co-developed with 
Beyond Meat that’s exclusive to 
McDonald’s and made from plant-
based ingredients like peas, rice, and 
potatoes. The patty is served on a 
sesame seed bun with tomato, lettuce, 
pickles, onions, mayonnaise, ketchup, 
mustard and a slice of American 
cheese. "It has the iconic taste of a 
McDonald’s burger, because it is one," 
the company argues. The McPlant has 
already been introduced in various 
markets this year, including Sweden, 
Denmark, the Netherlands, Austria, 
and most recently the UK. The fast-
food chain conducted similar limited-
time offers with menu items. 

A VARIETY OF PRODUCTS 
FOR EVERY TASTE 
One thing’s for sure: there is no 
shortage of products when it comes to 
burgers, either plant-based or meat. 
Ardo, for instance, has recently 
extended their product line with the 
addition of the Beetroot Burger. The 
pre-fried Beetroot burger immediately 
brings colour to your plate. This crispy 
vegetable burger with beetroot and 
kidney beans is great on a burger bun, 
as a side dish or as a vegan or veggie 
burger. The red colour, the round shape 
and the fibre-rich texture are perfect as 
an alternative to the traditional burger. 
Conagra Brands-owned Birds Eye 
expanded its plant-powered Green 
Cuisine range with the launch of three 
more Chicken-Free options, including 
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). 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. OZO's new 
Plant-based Smokehouse Burger patties 
are flavored with applewood for a 
savory  taste that comes naturally. It 
boosts 19g of complete plant-based 
proteion, it's non-GMO, and soy-free. 
Raised & Rooted brand, Tyson Foods’ 
brand of plant protein products, has also 
expanded its offerings with three new 
products to meet the increased demand 
for plant-based protein options. 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. 
Established player Beyond Meat 
announced made the third version of its 
plant-based burger available earlier this 
year. Beyond Meat’s new burger boasts 
20g of protein per burger, but unlike 
animal protein, this plant-based protein 
has no cholesterol. It also has 35% less 
total and saturated fat than 80/20 beef, 

More and more people are combining 
enjoyment with environmental sensitivity. 
They eat a vegetarian, vegan or flexitarian 
diet and are asking food retailers for 
products that present equal culinary 
appeal as those using meat. Therefore, 
ingredients such as chickpeas, lentils, pea 
protein flakes and fava beans are playing 
a starring role. 
  
SPECIALIST IN PLANT-
BASED INGREDIENTS 
Ebrofrost, one of the leading European 
specialists in plant-based ingredients, has 
extended its diverse core product range 
(pasta, rice, grains, lentils and pulses) to 
include specific ingredients and has 
achieved certification for the highest 
hygienic standards (Ready to Eat) for 
sections of its production. Two versatile 
products in particular are attracting 
rapidly increasing interest among product 
developers in the food industry - pea 
protein (available in whole and as flakes) 
and fava beans with following benefits:  
• Free from soya and gluten 

• Low in salt 
• Natural 
• Not genetically modified 
The flavour, colour and protein 
content varies. 
 
PEA PROTEIN 
Ebrofrost produces highly concentrated, 
neutral-flavoured flakes, pre-cooked and 
frozen. A broad range of seasonings 
opens up many possibilities for using this 
versatile ingredient. Pea protein can be 
processed in exactly the same way as 
minced beef, for instance to prepare 
veggie or fish burgers, or also vegan 
sausage products.  
 
FAVA BEANS 
Fava beans are rich in pure protein and 
phytochemicals. They can be cultivated in 
many European regions and leave a very 
small ecological footprint. 
Product developers appreciate their 
strong binding, good film forming and 
high emulsifying qualities — also as an 
alternative to soya. These properties 

make them extremely versatile, for 
example as a bulking agent when 
manufacturing fish meat and fish mousse 
replacement products. 
 
IQF & READY TO EAT 
Ebrofrost offers both products as 
conventional IQF foods. Processors of 
chilled ingredients with extremely high 
hygiene requirements, can also purchase 
pea protein and fava beans in a high care-
certified ready-to-eat grade. As with all 
Ebrofrost products, these are suitable for 
all industrial filling systems.  

www.ebrofrost.com 

PRODUCT DEVELOPERS DISCOVER 
HIDDEN CHAMPIONS
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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. Another innovation, 
this time in terms of meat, comes from 
Loryma, which has developed an 
innovative concept for wheat-based 
vegan minced meat that convincingly 
replicates the sensory characteristics of 
the original. It has a comparable protein 
content, less fat, fewer saturated fatty 
acids, and additional dietary fiber. The 
ingredient combines textured wheat 
proteins with starch-based binding 
components to provide the necessary 
binding properties, and ensure that the 
cooked product has a realistic meat-like 
texture. Based on odorless and tasteless 
raw materials, the final off-note-free 
flavor can be customized, enabling 
manufacturers to expand their range 
and offer consumers a flexible, plant-
based alternative for the preparation of 
a wide variety of dishes. Available to 
consumers in both chilled and frozen 
form, a broad array of classic minced 

meat dishes can be created with this 
versatile vegan alternative. The starchy 
binding component ensures the 
characteristic “angel hair” look of real 
mince for the uncomplicated 
preparation of stable meatballs and 
patties. The textured wheat proteins 
Lory® Tex, and the functional wheat-

based binding system Lory® Bind, are 
both odorless and tasteless, allowing for 
individual seasoning and coloring with 
no undesirable aftertaste. The structure-
giving texture gives the vegan mince its 
fibrous consistency and a firm, typical 
bite. For those looking for more 
traditional burgers, Quick ‘N Eat has 
recently presented authentically flame-
grilled, beef patties. Quick ‘N Eat flame-
grilled patties were available for the first 
time at Walmart locations nationwide in 
the US. Quick ‘N Eat patties come in 
3 oz and 4 oz angus patties and 3 oz 
turkey burgers. The producer has also 
extended its products within the fully 
cooked burger category, including an 

all-new turkey burger. Available at 3,300 
Walmart locations (with more than 
4,500 distribution points), Quick ‘N Eat 
flavorful, premium Angus beef patties 
come in 3 oz. and 4 oz. patties and 3 
oz. turkey burgers. Bacon and cheese 
beef patties will be on shelves 
in 2022. n

Photo: Ardo
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E
merging technologies and 
customer expectations for safe, 
hygienic solutions in food 
production have consistently 
pushed FPS Food Process 

Solutions to go over and beyond. FPS’ 
recirculating Clean-in-Place (CIP) systems 
with pasteurization mitigate the risk of 
contamination before packaging. 
Furthermore, the company's Spiral 
Immersion SystemTM (SISTM) can cook, 
chill, and freeze products within sealed 
vacuum bags to ensure no exposure to 
the environment throughout the 
processing cycle. FPS explores innovative 
technologies to meet customer needs, 
and among these innovations are the first 

of its kind, 1.8m Spiral Freezer and the 
Spiral Immersion SystemTM (SISTM). In 
collaboration with Intralox, FPS 
developed the 1.8m wide belt spiral 
freezer to match larger processing lines. 
For food processors, this is a critical 
factor in being able to produce higher 
output. The SISTM was developed to 
not only produce better quality food 
products but could also save on cost, 
time, and energy. Additionally, FPS uses 
mechanical freezing, which is a system 
where the air is passed through a tube 
and fin evaporator inside the equipment. 
Refrigerants such as ammonia, freon, or 
CO2 can be used depending on 
customer preference, explains Greg 

Sheridan, sales manager, FPS. “We 
especially 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 the 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 

While manufacturers can take different routes when freezing a 
product, the end-game has always been creating a flawless result 
that customers will come back to. As such, freezing and chilling 
technology providers look at ways that will increase productivity and 
efficiency, but also reduce costs – preferably, in a significant manner.

SOLUTIONS 
MIGHT DIFFER,  

BUT THE TARGET 
STAYS THE SAME 
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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 
airflow 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 power consumption. 
Freezing faster reduces yield loss 
improving product quality and improves 
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. 

 
MORE CAPACITY WITH 
SMALLER FOOTPRINTS 
Rahim Ali, managing director of 
Korutek Engineering, a company that 
provides innovative spiral freezer and 
chiller and IQF systems for global food 
manufacturers, says that due to F Gas 
legislation and the increasing cost of 
FREON refrigerants, more companies 
are opting for spiral systems to run on 
natural refrigerants. As a supplier of new 
spiral freezer systems to some of the 
world’s largest food manufacturing 
companies, Korutek's focus is on 
efficiency and environmental impact. 
"Korutek successfully operated in the 
global market last year while navigating 
the challenges presented by the COVID-
19 pandemic. We managed to continue 
to provide our great level of service due 
to meticulous planning that went into our 
logistics and supply chain, which allowed 
us to deliver on time even with the 
delays at ports and changes to 
immigration and customs rules. Our 
solution-based approach, strong 
communication, and customer service 
have allowed us to serve our clients 
during such unprecedented times, and to 
overcome constraints faced in the global 
marketplace," Rahim Ali says. Korutek 
Engineering will soon be launching a new 
product range for food factories looking 
to increase their freezing capacity, 
efficiency, and product quality. These 
systems will have small footprints, a 
modular design, and autonomous 
operation to create the most productive 
solution possible. The new product 
offering will make the machinery 

acquisition process simpler. The machine 
will be easier to transport, and as a 
modular solution will minimize disruption 
on site. Korutek will also be on hand with 
critical parts, saving time in instances of 
breakdowns or downtime. 
 
REACHING FOR GREATER 
PRODUCTIVITY 
System customization, hygiene, ease of 
maintenance, operation in a continuous 
cycle, and high-quality freezing - these are 
the five winning assets of Tecnopool’s 
spiral freezing systems, according to 
company representatives. Tecnopool’s 
patented T-Worth technology ensures 
greater productivity and increased 
customer satisfaction in the field of frozen 
foods, and in particular in the growing 
ready-meals sector. Unlike conventional 
drum-based spirals, the T-Worth belt 
installed in Tecnopool’s freezing systems 
is driven externally by a motor that is 
smaller in size and needs less power. This 
does not affect the system’s 
performance, as friction is reduced and 
the belt is driven instead of being pushed, 
offering considerable advantages right 
from the design stage. In terms of ready-
meals, every producer has a specific set 
of requirements, depending on the type 
of product, volumes, and logistics. By 
eliminating the need for a central pivot, 
T-Worth technology increases the 
system’s flexibility, enabling it to combine 
two separate lines with same-level entry 
and exit. “The customer can study and 
test this system directly in the Test Room 
set up in our facilities in San Giorgio in 
Bosco (Padua). Here, Tecnopool's 
specialized technicians and technologists 
will explain the characteristics of our 
freezing spirals and tailor them to the 
customer's needs,” representatives add. 
Another distinctive feature of 
Tecnopool’s freezing systems is the use 
of horizontal airflows that guarantee 
excellent freezing quality. The T-Worth 

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 airflow at 
optimum velocity across 

all product zones. 
Greg Sheridan, sales manager, 

FPS Food Process Solutions

”

Korutek Engineering 
will soon be launching 
a new product range 

for food. These systems 
will have small footprints, a 

modular design, and 
autonomous operation to 

create the most productive 
solution possible. 

Rahim Ali, managing director 
of Korutek Engineering

”

Photo: FPS
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system allows cold air to flow over the 
product, under the product, and 
throughout the spiral at a rate of up to 3 
meters per second. With ready-meals, 
this characteristic is essential as it ensures 
excellent, rapid freezing while preserving 
the ingredients’ flavor and organoleptic 
properties. Once in operation, every 
system must then be kept clean and in 
good repair. Tecnopool’s technology 
offers further substantial advantages in 
these two strategic aspects of food 
processing. The entry of humid external 
air is limited by air cutting tools placed at 
the inlet and outlet ends of the belt to 
reduce frosting and maintain the high 
efficiency of the evaporators. “Moreover, 
for more than ten years now, Tecnopool 
has been using sequential defrosting 
evaporators that can be defrosted 
individually while the others continue 
operating, thus preserving the internal 
temperature of the cabinet and the 
effectiveness of the freezing process. This 
method allows the system to run in a 
continuous cycle, 24/7. The absence of a 
drum-based drive system for the T-
Worth belt also allows easy access to 
every part of the freezing system, thus 
facilitating sanitization and achievement of 
the hygiene standards required by law for 
the food industry. Finally, easy access to 
internal spaces also guarantees another 
important competitive advantage, that is, 
simpler and faster maintenance, without 
the need to disassemble parts to access 

the area required. Every 
maintenance operation can 
be carried out from the 
outside of the spiral, thus 
also facilitating visual 
inspections." 

 
HYGIENIC 
BY DESIGN 

Spiral freezing is ideal 
for large or thick 

products and heavy belt 
loads, such as prepared 

meals, warm goods, nuggets, 
and burgers. With its compact, 

streamlined design, the spiral 
freezer can help you minimize the 

refrigeration footprint in your facility, 
according to Bob Petrie, president of 
JBT Protein EMEA. Furthermore, it 
helps you save energy and increase the 
efficiency of the production line. 
Frigoscandia has developed the market-
leading products in spiral freezing, the 
GYRoCOMPACT series, with patented 
advantages such as self-stacking belts and 
the industry’s only self-contained freezing 
zone that is 100% cleanable to satisfy 
rigorous hygiene requirements. "With the 
right equipment and process, you can 
freeze almost any product with excellent 
results," Petrie points out. As such, he 
says, many manufacturers use nitrogen 
tunnels for freezing when setting up a 
new production line. Nitrogen can seem 
to be a suitable freezing medium when 
starting up and for small-scale businesses. 
However, from a total investment 
perspective, nitrogen comes with a high 
operational cost, why it is often more 

reasonable to invest in 
a mechanical freezer. 
"Mechanical freezing 
helps reduce production 
costs, consequently 
creating a more affordable 
plant-based product once 
in the grocery store. We 
use three main mechanical 

methods of freezing food: spiral, 
impingement, and IQF, or fluidizing. Our 
equipment is always hygienic by design 
and helps increase the yield and capacity 
of your production line without 
extending the footprint." Bob Petrie also 
mentions impingement technology: 
"Apart from bread with living yeast, most 
food is better preserved when quickly 
frozen. There is a tremendous difference 
between freezing something at -18°C in 
your kitchen and putting your application 
in an industry freezer. The hydration, 
appearance, flavor, and texture of the 
product are always affected to a certain 
degree depending on the speed of the 
process. Our freezers use impingement 
technology, a revolutionary solution with 
thousands of high-velocity air jets that 
blast away the boundary layer of air that 
holds heat around the product. The 
product is frozen instantly, with 
maintained quality. Impingement freezing 
is best suited for products with a high 
surface to mass ratio, for instance, thin 
products like burgers, where the heat can 
quickly be removed from the surface." 
Not least, one of the most commonly 
used technologies is individual quick 
freezing. Back in the days when you 
bought frozen raspberries and peas, they 
came in a big, heavy ice block, Petrie says. 
"Even though you just wanted a small 
quantity, you needed to defrost the 
whole package. In 1962, Frigoscandia 
made a breakthrough in individual quick 
freezing. Adding true fluidization made it 
possible to freeze any fresh fruit and 
vegetable as a separate entity. Today, the 
IQF technology is still one of the most 
cost-effective ways to create a fresh 
product that preserves its premium 
quality - months after the harvest. The 
method benefits the user experience 
when opening 
and handling your 
product." n

Impingement freezing 
is best suited for 

products with a high 
surface to mass ratio, 

for instance, thin products 
like burgers, where the 

heat can quickly be 
removed from the surface. 

Bob Petrie, president 
of JBT Protein EMEA

”

Tecnopool has been 
using sequential 

defrosting evaporators 
that can be defrosted 
individually while the 

others continue operating, 
thus preserving the internal 
temperature of the cabinet 

and the effectiveness of 
the freezing process. 

Tecnopool

”
Photo: Tecnopool
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A
ccording to Eurostat data, in 
Q2 2021, services turnover in 
the EU increased by 3.2% 
compared with Q1 2021, 
with the strongest increase in 

accommodation and foodservice 
(28.4%); the total turnover level of 
services stands at almost 94% of the 
pre-crisis quarter (Q1 2020). And 
that’s good news, considering 
foodservice was one of the most 
important contributors to global GDP 
during 2019, according to a study by 
Deloitte. Foodservice is generally one 
of the industries with the greatest 
impact not just on global GDP, but 
also nationally, if we refer to the total 
turnover determined by its induced 
value. However, the emergence of the 
COVID-19 crisis has significantly 
affected its balance, with 2020 bringing 
to market, very quickly, even more 
uncertainty than the previous financial 

crisis. Foodservice players have 
therefore been deeply affected by the 
instability of the political and 
macroeconomic environment, by the 
way the health crisis has affected trade, 
needing to adapt their strategies and 
business models and manage the 
situation of supply chains and 
employees. Against the background of 
these changes, a growing trend of 
digitization and adoption of disruptive 
technologies emerged in foodservice.  
 
THE STATE OF 
FOODSERVICE 
Going back to 2019, the global value of 
foodservice was EUR2,600bn, a 
significant percentage - 45% - being 
brought in by the Asia-Pacific region 
(APAC), which has thus strengthened 
its leading position leader both in terms 
of market share and compound annual 
growth rate, which recorded a 

historical evolution (+4.0%). In this 
context, the Deloitte study shows that 
North America and Europe maintained 
their stability (+1.5% and +0.9% 
CAGR respectively), the latter 
dominated by the full service restaurant 
format (41%). With almost half of the 
global market share, the format of full 
service restaurants is the most 
widespread foodservice model, along 
with the Quick service restaurant 
(QSR) segment. Over 80% of the full 
service restaurant market is 
concentrated in the top 10 countries 
by size. The ranking is led by China 
(37%), US (28%), and Japan (7%). At 
European Union level, Italy is at the top 
by its market value. By type of 
property (restaurant chains vs. 
independent restaurants), chains 
represent almost 30% of the global 
market, registering a faster growth 
compared to the general average 

With the onset of the COVID-19 pandemic, foodservice suffered the 
worst crisis in the last seven decades. A significant percentage of 
the millions of restaurants that have been shut down since the 
pandemic broke out are unlikely to reopen in the short to medium 
term. In addition, the way and behavior of consumption at home 
versus away from home has changed fundamentally, and these 
patterns of consumption will persist in the medium term, according 
to experts, causing restaurants to struggle to adapt to them.        

BETTER 
DAYS  

AHEAD 
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(2.9% vs. 2.3 CAGR), led by APAC 
and Europe. However, North America 
is the region with the highest chain 
penetration (55%). One of the key 
factors driving the development of the 
food chain market is increasing 
consumer awareness of QSR (quick 
service restaurant), along with the 
growing demand for fast food and 
casual dining. Focusing on the type of 
occasion, the retail category - followed 
by entertainment - leads the growth, 
favored especially by the spread of 
food formats. In terms of consumption 
patterns, on the other hand, delivery 
has increased in the last 5 years by a 
double-digit rate (17.2% CAGR). Best 
represented in the top markets in 
Europe, with a significant increase, is 
the Italian cuisine, which represents 
18% of the global market for full-
service restaurants, and in 2019 was 
worth EUR236bn (vs. to EUR209bn in 
2017, + 6.3%). In total, top 5 European 
countries (France, Germany, Italy, Spain, 
and the United Kingdom) represent 
44% of the foodservice market in the 
EU. Italian cuisine alone accounts for 
over 30% of the total market share of 
European cuisines (15% compared to 
29%), and estimates for the future are 
growing. Also in Italy, Deloitte shows, 
net spending intent related to 
foodservice consumption marks a 
gradual return of consumer confidence, 
which is especially noticeable among 
young people, aged 18-34, who feel 
safe in restaurants. However, despite 
the pandemic context, there was a 
segment that strengthened its position: 
food delivery. It continued to grow as a 
trend, with a score of +31.0% (YoY 
2019-20) globally, especially among 
Millennials (58%). 

COMPANIES STILL 
LOOKING TO INNOVATE 
The best signs of recovery are those 
given by companies that commit to 
new products or offerings. For 
example, earlier this year Central 
Foods launched a new range of vegan 
options for the foodservice sector. The 
introduction of the KaterVeg! Vegan 
Quarterpounder, the KaterVeg! Vegan 
Meatballs, the KaterVeg! Vegan Sausage 
and the KaterVeg! Vegan Banger 
follows the successful 
launch of KaterVeg! 
Vegan Mince 
last year. The 
new products 
are made 

with seasoned textured soya protein 
and are high in protein, low in 
saturated fat, low in sugar, and a source 
of fibre. The new products are the 
latest additions to an extensive range 
of plant-based options offered by 
Central Foods. They offer foodservice 
operators an easy way to serve meat-
free menu swaps for popular and 
traditional culinary options. “Central 
Foods offers an exciting and extensive 
frozen range for operators that works 
across all serving platforms, including 
eat-in, takeaway, click and collect and 
delivery and we’re delighted to be able 
to supply our customers with a superb 
selection of products so that they in 
turn can meet the demands of their 
customers whether restrictions are in 
place or not,” representatives pointed 
out. Another example is that of French 
pâtissier Tipiak, that has launched a 
new range of exquisitely French 
Chocolate Petits Fours for the 
foodservice sector in the UK. The 
‘thaw and serve’ selection includes 
chocolate and feuilletine squares, 
chocolate and hazelnut tartlets, 
chocolate, mascarpone and coffee 
squares, caramel and chocolate tartlets, 
milk chocolate, Tonka flavored 
financier, milk chocolate and coconut 
shortbreads, hazelnut and chocolate 
fingers, and chocolate and raspberry 

cakes. Made in France with free-
range eggs, the Tipiak 

French Chocolate Petits 
Fours selection 
features 42 individual 
pieces and includes 

3.2% 
is the increase of 

services turnover in Q2 
2021 in the EU. 

 
 2,600 

billion EUR is the global 
value of foodservice 

in 2019. 
 
 65% 

of US consumers try to 
buy from local companies 

when possible. 

#
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eight different flavors. Labeled images 
on the outside of the box make 
product identification easy. Another 
sign of recovery was the fact that 
Popeyes, the iconic US fried chicken 
restaurant brand, announced its plan to 
enter the United 
Kingdom, with the goal 
of opening 350 new 
restaurants in the UK 
over the next 10 years 
as part of an ambitious 
European expansion 
plan. Founded in New 
Orleans in Louisiana in 
1972, Popeyes is a 
global player in the 
fried chicken market 
and currently boasts 
3,400 restaurants 
across 29 countries. 
The announcement 
build on Popeyes 
expansion in the 
European market and 
followed successful roll-
outs in Spain in 2019 and Switzerland 
in 2020. The first Popeyes restaurant in 
the UK is expected to open by the 
end of 2021 and will represent the 
brand’s 11th country in Europe, the 
Middle East, and the Africa region, 
which already has more than 350 
Popeyes restaurants. 
 
US CONSUMERS SUPPORT 
THEIR RESTAURANTS 
According to Mintel's US Foodservice 
Trends 2021, consumers have been 

compelled to 
support their 

local communities, 
including local 

restaurants: 65% of US 
consumers try to buy from 

local companies when possible, the 
report shows. "And while some diners 
are visiting more independents than 
chains, aspirations and reality don’t 
always align. Supporting local 
restaurants can sometimes come at a 
premium (depending on segment) and 
diners, especially financially vulnerable 

ones, will choose options that meet 
their needs. Upscale restaurants are 
making their food accessible to far 
more consumers than was previously 
possible. For example, Alinea and 
Eleven Madison Park were selling meal 
kits and comfort food meal deals 
during the pandemic. While 
these options aren’t 
cheap, they’re 
more 

affordable than the standard dining 
experiences from these operators. 
These offerings are just one facet of 
the ongoing shifts restaurants are 
making to remain in the consideration 
set," according to the authors. Mintel 
analysts expects restaurants to "help 
foster social connections virtually, 
refocus for the at-home celebration, 
and offer hyper limited time offers and 
tech-driven popups to remain in the 
consideration set. Brands should be 
engaging consumers at home by 
bringing food to their doorstep, such as 

food trucks, mobile 
kitchens, catering 
trucks and providing a 
fun virtual experience 
with cooking/cocktail 
classes, music playlists, 
adult and kids games, 
and so forth. Over the 
next two years, 
restaurants will adapt 
to a more casual, 
speed- and value-
focused society - think 
speedier fast-casual 
concepts and more 
casual, budget-friendly 
fine dining options. In 
order to succeed, 

operators must make 
their food and/or service model more 
accessible to pricesensitive consumers 
who are still at home. This spans 
value offerings, drive-thrus, digital 
ordering, streamlined pickup methods, 
ghost kitchens and more." n





November/December 202134

OVERCOMING 
THE PANDEMIC’S 
DIFFICULTIES 

Nutrition & Ingredients – Ethnic Food Innovation By Jonathan Thomas



D
emand for ethnic foods 
continues to increase across 
much of Western Europe. 
Although the pandemic 
largely shut down global 

travel during 2020 (thereby reducing 
the population’s exposure to foreign 
and exotic meals), consumer tastes 
remain as broad as ever, especially 
amongst the younger age groups. Until 
COVID-19 closed much of the 
foodservice industry, ethnic cuisine 
benefited from the rising popularity of 
street foods, which featured dishes and 
products sourced from Asia, Africa, the 
Middle East and Latin America. In 
recent years, cuisines such as Thai, 
Japanese, Caribbean and Middle 
Eastern have been encroaching upon 
the territory of favourites like Chinese, 
Indian and Mexican.  
One of the main drivers of growth has 
been the fact that ethnic foods are 
now used for a range of meal 
occasions. In the past, the experience 
of ethnic cuisine within the home was 
usually limited to a frozen or chilled 
ready meal, or a dish cooked from 
scratch using ingredients such as 
cooking sauces and spices with suitable 
accompaniments (e.g. naan bread or 
prawn crackers). However, as the 
market has expanded, ethnic food has 
found a niche during eating occasions 
such as snacking and home 
entertaining — for example, many of 
the party food selections sold towards 
the end of the year by the leading 
supermarkets now contain ethnic 
foods such as samosas, spring rolls, 
tempura king prawns and falafel. 
Until 2020, the foodservice industry 
was a major driver of market growth, 
given that this was where consumers 
would often first experience ethnic 
cuisine. It remains to be seen how 
quickly Europe’s foodservice industry 
recovers from the effects of the 
pandemic — however, the situation 
was not looking promising across 
much of the region as 2021 drew to 
an end, with some countries having 
introduced new lockdown measures in 
the face of escalating cases. For now, it 
appears that consumers will continue 
to seek to replicate the restaurant 
experience within their homes in the 
face of eating out restrictions, thereby 

driving demand for products such as 
ready meals, cooking sauces and 
various other products associated with 
ethnic foods.  
COVID-19 is believed to have led to 
widespread closures within Europe’s 
ethnic foodservice industry. In the UK, 
for example, the number of Indian 
restaurants in the country prior to the 
pandemic was estimated at between 
9,000 and 12,000. However, around a 
third of these are believed to have 
been lost due to the lockdown 
measures introduced — even though 
many introduced takeaway or delivery 
services, this was insufficient to remain 
profitable. Ethnic restaurants have also 
come under pressure from other 
factors, such as the drop in tourism 
caused by the pandemic and rising 
competition from food delivery firms 
(e.g. Deliveroo).  
Elsewhere, The Restaurant Group 
(TRG) announced it would 
permanently close 61 out of its 80 
Chiquito Mexican outlets during the 
first half of 2020, citing the pandemic as 
the main reason. Around the same 
time, the same company also 
announced the closure of two London-
based Wagamama outlets. However, 
the situation is not all negative — the 
Taco Bell chain has begun to expand in 
the UK to take advantage of the 
continued popularity of Mexican cuisine. 
It now has 29 outlets in the country, 
although this compares with more than 
7,000 in its home market of the US.  

POPULARITY 
OF ETHNIC CUISINE 
The popularity of ethnic cuisine 
continues to spread throughout 
Europe. For many of the region’s 
consumers, it has become an essential 
part of the diet, challenging some of 
the more indigenous dishes — in the 
UK, for example, Indian cuisine now 
represents the most popular form of 
home-cooked food, having overtaken 
traditional favourites such as the 
Sunday roast. Ethnic cuisine has been a 
little slower to catch on in 
Mediterranean countries such as Italy, 
although growth is now being driven 
by younger consumers with their more 
cosmopolitan tastes.  
A survey of more than 25,000 people 
across 24 countries carried out in 2019 
by YouGov gives some indication of 
how popular ethnic cuisine is 
throughout Western Europe. 
According to the survey, Chinese is the 
favoured ethnic food in most of the 
European countries covered — in the 
UK, for example, 86% of consumers 
said they had tried it and liked it. This 
figure decreases to 80% in France and 
74% in Sweden but drops to below 
60% in Italy.  
To a certain extent, the popularity of 
the various ethnic cuisines across 
Europe reflects a country’s history and 
heritage, as well as underlying socio-
demographic trends. It is largely for this 
reason that Indian food is liked by 84% 
of consumers in the UK but is 

Ethnic foods remain in vogue despite a challenging time 
in the foodservice industry.

POPULARITY OF VARIOUS ETHNIC CUISINES IN 
SELECTED WESTERN EUROPEAN COUNTRIES (%), 2019

Food             UK France Germany Italy Spain Sweden 
Chinese        86 80 73 57 71 74 
Indian           84 71 62 57 52 67 
Japanese      57 70 58 62 57 66 
Thai               75 70 68 52 56 78 
Mexican        76 78 71 77 72 77 
Moroccan     66 81 42 50 53 51 

Source: YouGov
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considerably less popular in countries 
such as Italy and Spain. The French 
presence in North Africa during 
colonial times partially explains why 
Moroccan food is liked by 81% of its 
consumers, whereas this figure shrinks 
to around half in Italy and Sweden and 
just 42% in Germany.  
Other popular ethnic cuisines covered 
by the survey include Japanese, Thai 
and Mexican. Japanese cuisine — one of 
the more recent entrants to the market 
— has been a growth area in recent 
years, especially in major cities such as 
London. Consumers are now moving 
beyond traditional favourites such as 
sushi to explore other options, with 
katsu curry one example. Thai food also 
continues to enjoy strong demand 
across much of Western Europe, with 
green curry one of the dishes most 
often ordered in foodservice outlets 
and cooked in the home.  

READY MEALS 
The ready meals sector continues to 
dominate the European market for 
frozen ethnic foods at the retail level. 
Although the number of people with 
the confidence to prepare dishes 
themselves in the home continues to 
increase, a sizeable demand still exists 
for ethnic ready meals amongst the 
more time-pressed consumers. The 
immediate prospects for the category 
appear favourable, even though the 
pandemic has increased in the 
number of people working regularly 
from home, with the result that 
consumers have more time to 
prepare meals from scratch.  
The UK has Western Europe’s largest 
market for ethnic ready meals, with 
88% of the country’s households 
buying ready meals. According to data 
from Kantar, 73% of UK shoppers buy 
into the frozen ready meals category, a 

figure that rises to 91% for chilled 
varieties. The market has continued to 
hold up despite the increase in the 
number of people working from home 
(and therefore having more time to 
cook in the evening) as well as the 
competition from takeaways and home 
delivered foods. Future areas of growth 
include premium products, as well as 
vegetarian and vegan dishes. 
UK sales of ready meals continue to 
benefit from demand for ethnic foods — 
according to a 2020 survey carried out 
by the Irish agency Bord Bia, 77% of UK 
consumers are attracted to ready meals 
by the variety the category offers. As far 
as ethnic cuisine is concerned, the same 
research found that 42% of people 
buying into the chilled ready meals 
category frequently opted for Indian 
dishes. This figure declined to 31% for 
Chinese dishes, 10% for Mexican and 
South American varieties, 9% for Thai 
ready meals and 5% for Japanese 
dishes. Future interest — i.e. the 
percentage of people expressing an 
interest in trying ethnic ready meals at 
some point in the future — was highest 
for Chinese and Thai.  
Elsewhere in Europe, France has a 
sizeable market for ready meals, 
although frozen and chilled dishes 
continue to face strong competition 
from canned varieties. Frozen ethnic 
ready meals also command a relatively 
strong position in Germany — the 
country’s leading supplier is Frosta, 
whose range includes Indonesian dishes 
such as Nasi Goreng and Bami Goreng, 
as well as chicken in both Thai and 
Indonesian styles and Chicken Curry.  
Nomad Foods is another of Europe’s 
leading suppliers of frozen ready meals 
positioned on an ethnic platform. Its 
Iglo range in Austria includes dishes co-
branded with the British chef Jamie 
Oliver, such as Fish Curry and Chilli 
con Carne. Ethnic recipes are well to 
the fore in Iglo’s Dutch portfolio — 
examples include stir-fry varieties such 
as South Indian Curry and Chicken 
Tandoori with Vegetables. The same 
company’s Ping & Ready range of 
microwave meals has recently been 
extended with two Indonesian dishes, 
namely Nasi Goreng and Bami Goreng.  
 
COATED FOODS 
The influence of ethnic cuisine is also 
readily apparent in the market for 
coated (i.e. breaded or battered) 

77% 
of UK consumers are 

attracted to ready 
meals by the variety the 

category offers.

#



foods. These enjoy considerable 
popularity throughout much of Europe, 
although sales tend to be highest in the 
more northerly parts of the region, 
such as the UK, Ireland, Germany and 
the Benelux and Scandinavian 
countries. Some of the more popular 
forms of coated foods in Europe 
include chicken nuggets, fish fingers, 
scampi, chicken burgers, battered fish 
fillets, chicken kievs and breaded 
cheese and vegetable products.  
As the market has developed, so has 
the range of coatings used for fish and 
poultry. Many of the newer varieties 
have their roots in ethnic cuisine — 
notable examples of late have included 
African (e.g. harissa), Asian (e.g. yuzu) 
and Middle Eastern (e.g. Aleppo 
pepper). Two ethnic-inspired coatings 
which have found favour with 
European consumers in recent years 
include the following two varieties: 
• Tempura batter — this was 

originally a Portuguese style of 
cooking, although it has largely been 
popularised by Asian cuisine such as 
Japanese and Korean. Flour is 
combined with very cold water to 
produce a lumpy batter with plenty 
of air bubbles — this gives the batter 
a crisp texture when fried. Foods are 
dipped into the batter to create a 
light, thin coating that fries rapidly. 
Although most often used with 
vegetables (e.g. shiitake mushrooms, 
onions and peppers), shrimps and 
chicken, its rising popularity has led 
to more experimentation with other 
foods such as fruits.  

• Panko breadcrumbs — this 
represents a lighter and flakier form 
of coating, where the food is 
dredged in flour, followed by beaten 
eggs and then coated in panko 
breadcrumbs. The extensive surface 
area gives the coating a very crispy 
nature, while panko is ideal for fried 
foods since it absorbs less oil and 
grease. Since panko breadcrumbs 
have little or no flavour, their main 
appeal lies in their texture. Typical 
applications from Japanese cuisine 
include tonkatsu (a fried pork cutlet) 
and kaki fry (fried oysters).  

Tempura coated products have been 
well to the fore within the UK market. 
The Birds Eye range owned by Nomad 
Foods contains Crispy Chicken in 
Tempura Batter, for example. In the 
frozen coated fish sector, Young’s 

Seafood (which was acquired by 
Karro Food Group in 2019) supplies 
a range of products using tempura 
batter under its premium Gastro 
brand — examples include Tempura 
Beer Battered Cod Fillets, Tempura 
Battered Chunky Cod Fish Fingers 
and Tempura Battered Lemon & 
Herb Basa Fillets. 
Traditionally, spicier coatings derived 
from ethnic cuisines such as Indian, 
Mexican and Chinese have been 
more prevalent within the coated 
meat and poultry sector, since this 
form of protein is more suitable for 
bolder flavours. In contrast, lighter 
coatings based on Mediterranean 
cuisine (e.g. garlic and various other 
herbs) have been preferred for 

coated fish and seafood. Robust 
flavours based on jalapeno peppers — 
a staple of Mexican cuisine — appear 
to be popular for breaded cheese 
and vegetable products, especially 
within the foodservice industry.  
 
OTHERS 
Many European countries also have 
growing markets for chilled and 
frozen ethnic accompaniment 
products. Traditionally, these have 
usually been consumed as starters or 
with main courses, although changes 
in eating patterns mean they have 
become popular as components for 
buffets and other social occasions.  
Asian and Oriental products such as 
spring rolls account for a sizeable 
percentage of sales within this sector, 
although the influence of Indian, 
Middle Eastern and Latin American 
cuisines remains strong. As is the case 
with ready meals, sales of these foods 
are heavily skewed towards the more 
northerly European countries. n

88% 
of UK households 

purchase ready meals.

#
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MAGNETS FOR 
CUSTOMERS 

By Dieter Mailänder, 
mailänder marketing

Equipment Innovation & Hygienic Requirements

B
aking stations have been an 
integral part of the food 
retail trade for a long time. In 
the meantime, display 
cooking stations have also 

established themselves in quite a few 
operations, partly even to satisfy the 
demand for take-away in the food 
retail trade. In shopping centers, 
gastronomical and gastro-like offers 

presented at special spaces by 
means of display cooking are 
extremely important too, as well as 
at central market places or 
relaxation oases. In ECE’s 200 
shopping centers, for instance, they 
occupy an average of 5% of the 
spaces throughout Europe: in some 
malls even up to 20% as the CEO of 
ECE Marketplaces, Johanna Fisher, 

has explained in an interview with 
the trade journal foodservice 11/2021. 
 
DISPLAY 
COOKING/BAKING 
STATIONS – 
SUCCESS FACTORS 
Without a doubt, the success of a 
display cooking or baking station 
depends to a high degree on the 

Display cooking and baking stations are magnets for guests and 
customers. The operators have to abide by the hygienic standards 
according to the HACCP. However, in addition to the offer and 
hygiene, further requirements are to be complied with in order to 
be accepted by guests and customers. Innovative technical 
solutions help here.
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GUESTS AND 

quality of the dishes and baked 
goods. It is an indispensible 
prerequisite but alone, it is not 
enough. In order for guests and 
customers to accept the offer, the 
operators have to insure some 
more key factors: 
• Short Waiting Times 
As a general rule: short waiting 
times motivate guests and 
customers to buy something. 
One is allowed to take more time 
if the communicative display cooker 
and baker provide variety, for 
instance, by engaging the ones 
waiting in a conversation. That’s 
how you shorten the “perceived” 
waiting time. 
• Active Communication 
Guests and customers like to be 
noticed. A facing body posture, an 
active, subtle eye contact as well as 
a situation-appropriate speech are 
particularly important for this. Then 
the ones waiting perceive “I’m going 
to be served shortly — that’s great”. 
Employees have to have pleasure in 
communication with customers and 
guests — and some talent. For these 
tasks, it makes sense to only 
schedule persons who complete the 
task enthusiastically. 

• Pleasant Air 
The aroma of fresh baked goods 
stimulates customers, but odors at 
the display cooking station repel 
them. Operators who invest in high-
performance exhaust systems will do 
considerably better business than 
those who emit their station odors 
into their surroundings. 
• Professional “mis en place” 
For most display bakers, mis en place 
is not relevant apart from exceptions, 
for instance, if they are producing 
sandwiches on site. On the other 
hand, this is of major importance for 
display cookers. They have to have all 
of the utensils and food that they 
need within easy reach. 
With food components, it makes 
sense to note one thing in particular: 
display cooking lives from the 
impression of fresh preparation. In 
order for the workflow to proceed 
expeditiously and the waiting time for 
the guests to be short, the display 
cooker has to use components that 
have been produced in advance 
either by himself or by the food 
industry. If he uses convenience 
products, it is useful to pay attention 
that they are standing in neutral 
containers at the station. Then the 

waiting guests associate the 
components as coming from the 
kitchen behind display cooking station. 
The Quieter, the More Relaxed 
Usually, modern equipment scarcely 
causes noise. For the players at the 
stations who handle with pans and 
plates, this doesn’t always apply. 
Sometimes they rumble very hard. 
That’s why they have to be aware time 
and again: low noise levels appear 
sovereign and promote the consumers’ 
and guests’ readiness to buy. 
 
UNCOMPROMISINGLY 
CLEAN 
Only there where everything is 
clean, do the guests and customers 
like to pick up something to eat on 
every occasion. If they have to wait 
briefly, then they scan the entire 
station (what else are they supposed 
to do?) from the work clothes of 
the display cooker to their hands 
and work tools up to their wiping 
cloths. Professional and clean work 
clothes (especially hats, aprons and 
gloves) are just as important as 
clean working surfaces and cooking 
utensils. The guests see whether 
there is a functioning hygiene 
concept or not at the station. 
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HYGIENE – 
A HOT POTATO 
Time and again there are 
gastronomes and display cooking and 
baking station operators who do not 
completely comply with the hygienic 
minimum requirements according to 
the HACCP. As a rule, the sanction 
mechanisms of the control authorities 
across Europe are not effective 
enough in order to solve the problem 
extensively. That’s why the question 
frequently comes up whether one 
should introduce a special hygiene 
labeling and make it public. Ten 
European countries (France, The 
United Kingdom, Belgium, Denmark, 
Finland, Ireland, Luxemburg, Norway, 
and The Netherlands) have chosen to 
do this. For example, in France, the 
detailed reports of the food 
inspection are admittedly not made 

public. But there is a system with four 
Smileys (very satisfying, satisfying, in 
need of improvement, urgent for 
improvement). This smiley rating scale 
of the food inspection is published in 
internet and remains  active there in 
principle for one year. How often an 
operation is controlled depends on 
the results of the last inspection. 
 
DISPLAY COOKING 
STATIONS – VERSATILE 
REQUIREMENTS 
Baking stations are usually equipped 
inflexibly. The need for flexible 
solutions is not very distinctive. 
Filtering the air is usually not an issue - 
just the opposite. The aroma of fresh 
baked goods has a buying effect. The 
situation with display cooking stations 
is entirely different. Considerable 
flexibility in connection to the base 

structures and inserts make different 
offers and operating places possible. 
Ideally, their air systems extract not 
only undesirable odors, but also clean, 
respectively filter the air, for instance 
with the help of plasma technology. 
Their generators neutralize not only 
odors, but also eliminate bacteria and 
microorganisms. Whoever combines 
such a system with a cough protector 
on his mobile station is efficiently 
prepared even in exceptional times 
like the present pandemic. System 
carriers, whose inserts or attachments 
can be exchanged quickly, are 
important for a smooth workflow in 
display cooking. So, the display cooker 
can switch between cooking, grilling, 
roasting, wok cooking, steam cooking, 
cooling, and keeping warm or deep-
frying without a considerable loss of 
time. Inserts made from high-quality 
material are not only very sturdy but 
can also be cleaned without time-
consuming pre-cleaning in the 
dishwashing system. 
Display cooking and baking stations 
are magnets for guests and customers. 
Something is going on at them and 
one can meet and communicate 
around them. Professionally prepared 
or better said a culinary art work is 
pure enjoyment. Dynamics and 
innovation are in demand in both 
areas — culinarily as well as technically. 
However, with hygiene it is about 
something else, namely consistency at 
a high level. n





By Bogdan Angheluta Frozen Food In Scandinavia

T
he Scandinavia frozen food 
market exhibited a moderate 
growth during 2015-2020, but 
is expected to grow at a CAGR 
of around 5% during 2021-

2026, according to a study conducted by 
IMARC. The growing consumer 
preferences towards convenient food 
options based on hectic work schedules 
and sedentary lifestyles are augmenting 
the market growth. The expanding food 
processing sector along with the wide 
availability of frozen food products, 
including fruits, meat, snacks, vegetables, 
etc., across numerous retail channels, is 
propelling the market in Scandinavia. 
Furthermore, the elevating levels of 

urbanization and the improving consumer 
living standards are also increasing the 
consumption of ready-to-eat food 
products in the region. Additionally, 
numerous foodservice companies rely 
upon frozen fruits and vegetables to 
reduce the need for washing, peeling, or 
chopping and minimizing the overall 
cooking time. Moreover, the emergence 
of e-commerce platforms is also driving 
the sales of frozen food products 
supported by numerous discount offers, 
doorstep delivery, secured payment 
gateways, etc. Besides this, the growing 
number of cold chain storage and 
transportation facilities in the region is also 
driving the market for frozen food products. 

MOVING ON FROM 
TRADITIONAL  

Scandinavia is one of the more regions in terms of product innovation, 
and this is mostly due to the country's culinary heritage. The fact that 
the first known recipe collection in a Scandinavian language dates back 
to the year 1300 shows the deep roots of gastronomy in the region. 
Frozen food has steadily made its way and presents some of the most 
sought-after products on the market. Weighing in the higher demand 
for healthy, plant-based alternatives, the image becomes one of a solid 
place for the frozen industry.
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WHAT THE 
NUMBERS 
TELL US 
In Sweden, 
Euromonitor 
International data 
shows that frozen 
processed fruits and 

vegetables remains 
the highest-grossing 

category with a market 
value of over EUR348m, 

an increase of 8% in 2020 
when compared to previous-year 

value. Next up are frozen pizza and 
frozen ready meals categories, standing at 
EUR284m and EUR220m, respectively. 
The former saw an even bigger increase 
of 10.7%, while advance in ready meals 
stood at just over 7%. The only other 
category to cross the EUR100m 
threshold in frozen processed meat, with 
a market value of EUR133m (+6.1% 
when compared to 2019). Frozen baked 
goods takes next place with a value of 
EUR83.7m. While it comes as no 
surprise that the highest year-on-year 
increase was seen by frozen meat and 
seafood substitutes segment (+16%), it is 
somewhat unexpected that the overall 
value is higher that one of a traditional 
category. Substitutes' values stood at 
EUR83.2m, while frozen processed 
seafood gathered only EUR71.9m 
(+6.9% vs. 2019). Moving on to Finland, 
to popularity of frozen meat and seafood 
substitutes becomes even clearer. In this 
instance, the category dominates by a 
wide margin, having advanced more than 
the next two categories combined. Meat 
and seafood substitutes grew by 28.5%, 
while processed fruit and vegetables and 
processed seafood recorded +13% each. 
In terms of value, Euromonitor 
International data shows that the highest-
grossing categories in Finland were frozen 
processed fruit and vegetables 
(EUR208m), frozen pizza (EUR109.5m), 
and frozen baked goods (EUR91.3m, 
+4.5% vs. 2019). Norway is the only 
Scandinavian country where the frozen 
pizza category rules, and does it by a 
distance: EUR283.8m, while second-
placed category, frozen processed fruit 
and vegetables, has a market value of 
only EUR166.1m. And while the 
pandemic did play a part in the 8.4% 
increase of the frozen pizza market, it 
should be noted that things looked quite 
similarly in 2019. Norway is also the only 
of the countries analyzed where the 

demand for traditional frozen processed 
meat was higher than that of frozen 
meat substitutes (25.3% vs. 21.8%). 
Value-wise, frozen baked goods and 
frozen processed seafood stood at 
around EUR70m, followed by frozen 
ready meals. 
 
THE MARKET PLAYERS 
One of the best-known Scandinavian 
frozen food manufacturers is Findus, 
which originated in 1941 in southern 
Sweden and quickly developed to 
become the number one Scandinavian 
frozen food manufacturer. Today it is a 
leading international frozen food 
business, operating in both retail and 
foodservice. Findus grows, develops, 
produces, and markets a complete range 
of frozen food products including 
vegetables, vegetable mixes, prepared 
meals, recipe dishes and seafood. Findus 
products are sold in at least 20 countries 
with own operations in all Nordic 
markets, France, Central and Eastern 
Europe, and Thailand. Lerøy Seafood 
Group is a world-leading seafood 
corporation with a history reaching back 
to 1899. The Group´s core business is 
the production of salmon and trout, 
catches of whitefish, processing, product 
development, marketing, sale, and 
distribution of seafood. Every single day, 
the company delivers seafood 
corresponding to five million meals in 
more than 80 countries. Kaskein Marja 
Oy was founded in Finland in 1981 and 
is still run by the founding family. 
Products made entirely from organic 
ingredients have the EU Organic Logo 
on the packaging, and the Hyvää 
Suomesta label in the company's 

packaging verifies that products do 
indeed come from Finland. Another 
great example of Scandinavian 
manufacturing is Polarica Group, one 
of the Europe’s major suppliers of frozen 
berries and fruits, operating since 1972. 
Over the years the company has grown 
into an international group, but its roots 
are firmly in the north — close to the 
source of many of its raw materials. Wild 
berries such as blueberries, lingonberries 
and cloudberries are the company's main 
berry products. 
 

GETTING 
THAT PLANT-
BASED GROOVE 
Oumph! is one the best examples of 
Scandinavian innovation. Since its launch 
in Sweden and the Nordic countries in 
2015 it has become a favourite with a 
wide audience, including families, 
millennials, foodies, chefs and fast-food 
loving flexitarians and vegans. Oumph! is 
available in Sweden, Norway, Denmark, 
Finland, Iceland, United Kingdom, Ireland, 
Germany, Netherlands, South Africa and 
Australia. Oumph! contains soya beans 
and organic herb and spice mixes. It’s free 
from gluten, dairy and nuts. It’s suitable to 
grill, boil, sauté, deep-fry or heat over an 
open fire. In addition it’s high in protein 
and fiber and a source of iron and folic 
acid, as well has having a low climate 
impact. The range has grown rapidly of 
the past three years, and the brand has 
won several prestigious awards, including 
both the ‘Food Product of the Year’ in 
both Sweden and Norway. The 
company is currently part of LIVEKINDLY 
Collective, which has recently announced 
the acquisition of No Meat, Iceland 
Foods’ vegan meat alternative company. n

5% 
the expected CAGR for 

the Scandinavian frozen 
food market between 

2021 and 2026.

#

>348 
million EUR is the 

market value of the 
frozen processed fruits 

and vegetables 
category in Sweden.

#



By Bogdan Angheluta European Retail Market
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PLANT-BASED  
ON THE RISE 

D
ata from Statista shows that 
frozen food sales in Europe 
totalled USD74.53bn, while 
frozen desserts gathered 
USD17.6bn. Germany has 

the largest frozen food sector at 
USD13.85bn, followed closely by the 
United Kingdom at USD12.3bn. Sales in 
France reached USD9.3bn, while the 
value stood at USD4.64bn in Spain. 
Sweden, Denmark, Norway, and Finland 
had a combined sales value of cca 
USD5.3bn. The rest of Europe 
accounted for USD19.39bn in frozen 
food sales. A telling image is that seen in 
the British market, where frozen food 
sales remained high despite consumers 
returning to pre-pandemic shopping 
habits - that is according to the latest 
52-week Kantar data (to September 5) 
from the British Frozen Food Federation 
(BFFF). The figures show that frozen 
sales are nearly GBP900m higher than 
the 52 weeks ended June 2019, with an 
additional 217 tonnes of volume since 
the pre-pandemic period. However, 
with the reopening of hospitality and 
shoppers reverting to smaller basket 
sizes and more frequent shopping trips, 
frozen sales have declined, a trend 
reflected across the whole of the 
grocery market. Over the 12-weeks 
ended 5 September total grocery sales 
were down 2.7%, fresh and chilled sales 
were down 1.2% and frozen fell by 
3.6%. Across the nine frozen categories 
monitored seven remain in value and 
volume growth with meat and poultry 
and frozen vegetables seeing small value 
declines. Since 2019 the frozen category 
has seen value growth of +14.2% and 

Europe is one the largest markets for frozen food products, and 
retail channel holds its place as a main selling point for 

manufacturers. While traditional categories such as frozen fruit and 
vegetables or frozen processed meat have a significant share of the 

market, plant-based products and generally alternative proteins 
products are rising high and fast.
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volume growth of +10.4%. When 
compared to 2019 value growth of 
frozen is ahead of both total grocery 
(+13.1%) and fresh and chilled 
(+12.4%) so the outlook remains 
positive. Frozen has always been 
recognized as a great value option, but 
value is now combined with innovation 
as companies work to develop high-
quality frozen free-from products, 
sustainable packaging solutions and 
plant-based meals, the BFFF states. 
Plant-based consumption is growing at 
record levels across Europe, according 
to Nielsen data gathered in a report 
published by the Smart Protein project. 
Produced in partnership with ProVeg 
International, the project analysed data 
in order to gain insight into European 
consumer habits. The report scanned 
supermarket data from 11 European 
countries over the past three years, and 

represents the biggest and most 
accurate overview of plant-based 
consumer habits in Europe to date. In 
terms of findings, every country in the 
survey has reported an increase in its 
plant-based consumption, with a 
staggering 49% growth across Europe. 
As such, the report found that the 
European plant-based food sector has 
reached a total sales value of USD3.6bn. 
The German plant-based meat sector 
has grown by 226%, reaching a total 
sales value of EUR181m (only vegan 
meat included). Austria has experienced 
incredible double-digit growth of 57% in 
terms of sales value over the past two 
annual periods, with growth even more 
pronounced in discount stores. Plant-
based meat has seen tremendous sales-
value growth, at 82%. In Belgium, all 
categories showed growth, but plant-
based yoghurt has spiked in discount  
 

 

stores, 
with triple-

digit growth over 
the past two annual 

periods (497%), according 
to the study. In Denmark, plant-

based meat showed 50% growth over 
the past two annual periods, while 
France showed an incredible growth 
rate for discount stores, at 90%, and 
was even stronger in terms of plant-
based meat (100%). In the Netherlands, 
the plant-based sector experienced 
strong double-digit growth, especially in 
discount stores. In UK, while plant-
based milk (107%) and plant-based 
cheese (165%) both showed triple-digit 
value-sales growth over the past two 
annual periods, plant-based meat 
(EUR502m) leads the alternative 
proteines market in the UK. 
 
THE GLOBAL VIEW 
The increasing consumer preference 
toward convenience foods indirectly 
favors the increasing demand for frozen 

products as they require less time and 
effort as compared to cooking from 
scratch. The processed food market is 
driven by the greater need for 
convenience due to the busy lifestyles of 
consumers. This, in turn, increases the 
demand for frozen products, according 
to a Marketsandmarket study. Increasing 
disposable income is also one such 
factor that has a huge influence on the 
growth of the frozen food market as it 
increases the buying power of 
consumers. There is however a notion 
that food processed a year or more 
before it is consumed could not be 
nutritious. However, statements such as 
“frozen produce can be just as good as 
the fresh in terms of nutrition” from the 
US Food and Drug Administration 
(FDA) and the International Food 
Information Council (IFIC) about the 
nutrient content of frozen food are 
changing the consumer perception. One 
of the latest trends driving the market is 

online grocery shopping and 
the introduction of new apps, 
making it convenient for 
consumers to pick their 
preferred products. 
According to Eurostat, in 
2018, almost 25% of the 

population bought food and 
groceries from online retail 

channels. With the growing 
penetration of the Internet and 
smartphone usage, retail grocery 
shopping is emerging as one of the 
platforms for companies to showcase 
and sell their food products. Cold chain 
logistics have also proved to be a vital 
requirement to increase the market 
share of frozen food in any country. By 
product, the convenient & ready meals 
segment is estimated to dominate the 
global market in 2020. Frozen food 
export business has also increased in 
recent times due to the high 
acceptance of these products among 
consumers and brand awareness 
among developing countries. By 
distribution channel, the offline 
segment is estimated to account for 
the largest share in the market in 2020. 
The infrastructure of the convenience 
stores and hypermarkets includes 
freezing and temperature-controlled 
facilities are driving the growth of this 
segment as a distribution channel for 
frozen products. By type, the ready-to-
cook segment is estimated to grow at 
the highest CAGR. n

SALES VALUE OF 
FROZEN FOOD IN 

EUROPEAN COUNTRIES 
(2020, BN USD)

Country                          bn 
Germany                     13.85 
UK                               12.34 
France                         9.36 
Italy                              7.52 
Spain                           4.64 
Sweden                         1.78 
Denmark                       1.43 
Norway                         1.29 
Finland                         0.87 
Rest of Europe           19.39 

Source: Statista
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The halls of Koelnmesse were a welcomed sight for an industry that 
has passed through some difficult times over the last couple of years. 
And while high interest was to be expected, the fair’s outcome was 
still an unknown in these uncertain months. But as Anuga opened its 
doors, it did look like things were once again back to normal.  

ANUGA ONCE 
AGAIN SHOWCASES 
TRENDS TO BE  
FOLLOWED 

H
alls 4, which presented the 
latest frozen food 
innovations, were in high 
demand. Major industry 
players split between the 

two options offered by Anuga this 
year: while most chose to attend the 
physical event in Cologne, a significant 
number of companies chose to 
present the latest innovations 
exclusively online, through via the 
newly introduced Anuga @ home 
platform, and this opened up room 
for smaller players to present their 

offers. Surely enough, there were a 
lot of business opportunities, which 
goes on to highlight just how 
important Anuga is for the entire 
industry. The interest in this fair was 
above the expectations of the 
organizers, as shown by the figures 
presented at the end: over 70,000 
visitors from 169 countries and over 
4,600 exhibitors from 98 states. An 
important aspect is that 97% of the 
exhibitors were companies from 
outside Germany, while the 
percentage of foreign visitors 

remained at the same level - 76% in 
2021 compared to 75% in 2019. 
 
MAIN TRENDS  
N FOOD PRODUCTS 
The main trends of Anuga 2021 were 
alternative meat proteins and clean 
labels. The importance of plant-based 
products was obvious right from the 
start, as most of the halls had 
numerous start-ups or established 
companies presenting their latest 
innovations. Frozen food products 
also followed this trend but also that 



www.frozenfoodeurope.com 47

of clean labels, underlying use of non-
GMO, origin-controlled ingredients. 
This, of course, shouldn't come as a 
surprise, as "healthier" became a 
staple of the industry. Vegan was 
another noticeably present theme, as 
a lot of frozen products showcased 
were aimed at consumers placing 
importance on the benefits of meat- 
and dairy-free meals. Even the key 
theme of the event was 
"Transformation", highlighting the fact 
that the international food industry is 
moving rapidly towards a global food 
system characterized by sustainability 
and efficiency. The novelty and 
curiosity certainly justify such an 
interest, but it is clear that alternative 
proteins have gone out of trend and 
are indeed the future. 
 
FOCUSING ON „ORGANIC” 
Directly proportional to the growing 
level of consumer awareness of topics 
such as "health" and "environment" 
has increased in recent years the 
interest in the topic "organic". Against 
the background of the pandemic, 
which amplified the inclination 
towards healthy, natural products, the 
global market for organic food and 
drink, as well as the adjacent 
innovations in this area experienced 
an additional boom. The list of 
exhibitors at Anuga included 
approximately 2,000 suppliers of 
organic products, Clean Label, and 
non-GMO. Of these, about 180 
exhibited directly at Anuga Organic. 

The offer of exhibitors was enhanced 
by the "Anuga Organic Market" event, 
organized since 2003. Regional 
products, fair trade certified products, 
and vegan food continue to represent 
the trends and engines of the 
industry. In addition, the focus is on 
fresh meat, milk and dairy products, 
organic delicacies, and organically 
grown wines. In parallel with the 
special event "Anuga Organic Market", 
in lectures and events held in digital 
format, keynote speakers discussed 
current and future topics of the 
organic industry at the "Anuga 
Organic Forum". In this case, the 
emphasis was on practical information 
and training, the aim being to 
promote and improve knowledge 
about organic products and their 
marketing. Another important 
moment of the fair was the third 
edition of the NEWTRITION X 
event, a forum dedicated to 
personalized nutrition. In it, the 
importance of the phenomenon as a 
central tool for the prevention of 
diet-related diseases was highlighted. 
Several representatives from the 
worlds of medicine, food, nutrition 
consulting and technology pointed 
out that the benefits of personalized 
nutrition for health have been verified 
and that innovative technologies are 
now available, practical examples 
proving that the implementation of 
this concept is feasible and all that 
remains to do is implementation. The 
Anuga key Innovation Show was also 

a barometer of trends and a source 
of inspiration. In total, 418 companies 
with more than 1,332 ideas applied 
for inclusion in the program. Of 
these, ten products have been noted 
for being highly innovative. 
 
BACK IN THE GAME 
German officials were extremely 
pleased with the results, expressing 
confidence that organizing such an 
event would relaunch the global trade 
fair. Christoph Minhoff, CEO of the 
German Food and Beverage 
Industries (BVE), emphasized that the 
fair was a step towards normalcy: 
“Koelnmesse has proven that the 
largest food fair in the world can be 
held safely under current regulations 
of safety. Professional exhibitors and 
visitors were finally allowed to meet 
face to face, present products, and 
conclude contracts. As such, this is 
the first trade fair to be held since the 
outbreak of COVID-19, a major 
stimulus to world trade. " The next 
edition of Anuga will take place in 
October 2023. n



Ardo has recently brought a new product to its 
plant-based product line, the Beet Bacon. These 
pre-fried crispy beetroot lardons are an ideal 
vegan alternative to bacon cubes thanks to their 
delicious smokey flavour, according to a press 
release. The beetroot bacon is gluten-free and 
delicious in salads or pasta, on a pizza or with 
goat cheese. Ardo's diverse product range 
meets the demands of any market and all our 
products are grown, harvested and processed 
with full care and dedication. 

https://ardo.com/en

New Products

November/December 202148

Global salmon company Multi X announced the 
launch of its new brand, Arka, the world’s first brand 
with a full line of antibiotic-free certified (ABF) fresh, 
frozen and smoked salmon products from the 
Magallanes Region of Chile, Region XII. Raised in the 
nutrient-rich Antarctic waters of Region XII, Arka 
Brand salmon products are ABF certified, Aquaculture 
Stewardship Council (ASC) certified, and Best 
Aquaculture Practices (BAP) 4 Star certified; making 
Arka ultra-premium salmon one of the world’s most 
responsible and conscious salmon brands available for 
retail and food service today. 

https://www.multi-xsalmon.com/en/

GOODFELLA’S ADDS 
MINI STONEBAKED PIZZAS 
TO RANGE

Colorado-based Planterra 
Foods is expanding its line of 
plant-based proteins with 
the first True Bite Plant-
Based Chicken Cutlet on the 
market from brand OZO, as 
well as their new Plant-
Based Chicken Shreds. 
These vegan and plant-
based protein options will hit grocery store shelves 
nationwide in early 2022 and can be found in the fresh 
meat aisle. Planterra True Bite Chicken Cutlets and Shreds 
are innovative as they have the same whole muscle look, 

texture, taste and feel as its meat counterpart while 
remaining 100% plant-based, vegan, and non-GMO, and 
can be found in the fresh meat aisle. 

https://planterrafoods.com/

PLANTERRA FOODS PRESENTS THE PLANT-BASED CHICKEN CUTLET

ARDO SHOWCASES 
THE NEW BEET BACON

MULTI X INTRODUCES 
ARKA, WORLD’S FIRST 
ULTRA-PREMIUM, 
ANTIBIOTIC-FREE SALMONGoodfella’s is tapping into the increased number of 

lunch occasions with new Goodfella’s Mini 
Stonebaked Pizzas. Available in two flavours (four 
cheese and Pepperoni), the new mini pizzas are 
ready to eat in 11 minutes — the fastest oven cooked 
pizza snack in the market. The launch will help the 
brand to continue to meet consumer demand for 
high-quality, tasty, yet quick lunchtime snacks, after 
strong growth from Goodfella’s Pizza Pockets range 
grew the brand’s market share up to 7.4%. 

https://www.goodfellaspizzas.com/
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Oatly Group AB announced the introduction of its 
latest product innovation, Oatly non-dairy frozen 
dessert bars. The products join a North American 
portfolio of Oatly frozen desserts that in less than 
two years, has become the number one oat-based 
ice cream brand. Consumers continue to make the 
shift to plant-based options, and desserts are no 
exception. The plant-based ice cream category 
continues to expand, and more specifically, the ice 
cream bar category is set to eclipse ice cream pint 
sales in 2022. 

https://www.oatly.com/

Iceland has recently introduced a whole array 
of mash up products — loaded waffle fries 
with buffalo chicken, cheeseburger spring 
rolls, and chicken doughnuts. Customer 
favorites have been given a revamp with the 
Iceland Bhaji Chicken Chunks (GBP3.00, 
500g), part of the chicken chunk range the 
cooked chicken breast fillet chunks are 
covered in a bhaji style coating; or the 
Chicken Doughnuts (GBP3.00, 720g), chicken 
breasts in a ring shape in a breaded coating. 

https://www.iceland.co.uk/

ICELAND LAUNCHES MASH-UP DISHES

NEW AIR FRIED CHICKEN BITES FROM TYSON

Tyson brand has recently presented the new 
Tyson Air Fried Chicken Bites, which have 
75% less fat and 35% less calories than fast 
food breaded chicken options, but with the 
same taste and crunch of traditionally fried 
chicken. According to a press release, Tyson 
Air Fried Chicken Bites are available in 20 oz 
packages providing seven servings per bag 
and the following protein count per flavor: 
13g for Spicy and 14g for Parmesan. 

https://www.tyson.com/

OATLY ADDS FROZEN NOVELTIES

Ardo has recently extended their product line with 
the addition of the Beetroot Burger. The pre-fried 
Beetroot burger immediately brings colour to your 
plate. This crispy vegetable burger with beetroot 
and kidney beans is delicious on a burger bun, as a 
side dish or as a vegan or veggie burger, a company 
statement reads. The red colour, the round shape 
and the fibre-rich texture are perfect as an 
alternative to the traditional burger. 

https://ardo.com/en

ARDO INTRODUCES 
THE BEETROOT BURGER
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Frozen Pasta for Catering and Foodservice 

product innovation, manufacturers, suppliers 

Bakery and Pastry 

key market players, producers, suppliers 

Bio and Organic Products for the Food Industry 

clean label and energy saving products 

Frozen Potato Market 

innovative products and European overview 

Frozen Potato Technology 

cutting, slicing, peeling, dicing 

Freezing Technology 

conveyor belts, spiral ovens, IQF freezers & chillers 

Transport & Logistics 

trends in pallet pooling, distribution, and cold storage 

Packaging Technology 

state-of-the-art equipment and solutions 

Artificial Intelligence

update on applications for automation & roboting  

Frozen Desserts

market dynamics, new product development 

Nutrition & Ingredients 

for frozen bakery and potato products 

Frozen Food in Germany 

recent developments, review, estimates 
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M.A.D.E., Alimentaria
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Coated/Breaded/Batter Foods 

new products, market evolution 
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product trends, producers, markets overview 

Potato Market Update 

frozen fries market overview in retail & foodservice 

Potato Technology Innovation 

new equipment for frying, cooking and seasoning 

Vegetarian and Vegan Food 

product trends, innovations 

Technology & Logistics 

trends in cold storage and warehousing 

Frozen Food in Spain and Portugal 

latest market developments 

Technology & Logistics 

industrial freezing equipment 

Dishwashing Machines for Professional Kitchens 

saving resources, networking of devices, hygiene optimization – 

what next? 

Nutrition & Ingredients 

trends for coated and breaded products 

Trade fairs: IBIE Las Vegas, SIAL

Appetizers, Snacks and Pies

high convenience, filo pastry products, pizza, ready meals 

Frozen Vegetables, Fruit, Mushrooms, Green Herbs

trends and market overview 

Technology Innovation for Frozen Vegetables & Fruit

cutting, slicing, peeling, dicing 

BeNeLux Market Review

major players and new products 

Cooked & Pre-Cooked IQF products for the Food Industry

rice, pasta, sauces, cereals, noodles, vegetables 

Technology and Equipment

industrial freezing, proofers, ovens, coolers, freezers 

Meat Alternative Products 

plant based substitutes 

Digitalization & Networking

smart solutions for the food industry 

Private Label Food

innovation, new products, producers, retailers 

Frozen Fish & Seafood

sustainable practices, market overview, major processors 

Nutrition & Ingredients

vegetables, fruit and herbs 

Frozen Food in the UK

market overview 
 

Trade fairs: PLMA, Anuga FoodTec, IFFA Frankfurt,

Seafood Expo & Processing Global
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Key Exhibitors Road Map and Event Agenda 

SIAL Trends 
special report 

Bakery & Pastry 
new product innovation, suppliers, producers 

Frozen Vegetables, Fruit, Mushrooms, Green Herbs 
solutions for retail and foodservice 

Technology Innovation for Frozen Vegetables and Fruit 
cutting, slicing, peeling, dicing 

Technology & Logistics 
trends and solutions in packaging equipment 

Blast Chilling and Shock Freezing 
versatile applications between shock freezing and pasteurizing 

Meat and Poultry Products 
market overview in EU vs USA 

Frozen Food in France 
key players, product innovation, suppliers 

Global Retail Market 
consumer behavior, new products, processors, suppliers 

Nutrition & Ingredients 
for pre-baked and ready to bake foods 

 
Trade fairs: SIAL, südback Stuttgart, INTERPOM Kortrijk 

Ready to bake & Pre-Baked Foods 

market innovation, producers, new products 

Convenience Food for Retail & Foodservice 

European market evolution, category breakdown 

Frozen Products for Catering & Foodservice 

suppliers, producers, processors 

Meat and Veggie Burgers

innovation and trends 

Technology & Logistics 

freezing and chilling equipment 

Quick Service Restaurants & Bar and Snack Channel 

market evolution, leading operators in Europe 

Going Green 

substantial contributions of equipment manufacturers 

Nutrition & Ingredients 

ethnic food innovation 

Frozen Food in Scandinavia 

producers, suppliers, consumer trends 

European Retail Market

suppliers, major retail categories, food trends 

 
Trade fairs: Sirha 2023, Marca Bologna 2023, Fruit Logistica 2023, 

Gulfood 2023
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Frozen Food from Italy

market overview for retail and foodservice 
Frozen Pasta & Sauces Market

trends, new product development, producers, suppliers 
Frozen Pizza Market

major producers, suppliers, country breakdown 
Technology and Innovation for Frozen Pizza

processing machines, toppings, portioning and forming 
Ingredients for the Food Industry

for pasta, pizza, ready meals (herbs, rice, vegetables, 
mushrooms, processed meat) 

Frozen Finger Food, Fried or Baked Mix Balls
trends and successful products 

Frozen Burgers
new products, producers and suppliers 

Frozen Snacks and Pastry
innovative products for retail and foodservice 

Optical Sorting Technology
innovation and latest equipment  

Deep Freezing Technologies, Proofing, Baking, Cooling
for bakery applications 

Multifunctional Cooking Devices
one device for different cooking processes 

Frozen Food in the US
evolution, challenges, opportunities & major players 

 
Trade fairs: Summer Fancy Food Show New York, SnackEx
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Like our page and join our online community: 
www.facebook.com/ 

FrozenFoodEuropeMagazine 
 
  
 
 
 
 
 
 
 
 
 

Follow us on Twitter: 

@FrozenFoodMag 
We will update regularly on our activities, 

upcoming features and show attendance. 

 
 
 
 
 
 
 
 
 
 
 
 

Join our group on LinkedIn search for:  
Frozen Food Europe
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