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Comment

T
hat people are more conscious regarding what they eat is 
something that this magazine and others have addressed 
constantly, so it comes as no surprise that recent studies point 
out "healthy" as the main factor when choosing what to eat. It's 
not just habits or trends; manufacturers have seen this incline 

towards better-for-you products and have adapted their ranges to cater to 
the most demanding consumers. This movement is closely tied to the rise of 
plant-based products and alternative proteins, as these aim to create a 
bridge between vegans, vegetarians, and flexitarians. According to SIAL's 
2022 insights, following health, individuals continue to place a high priority 
on consuming locally produced food 
(48%), paying attention to the 
ingredients they use (37%), and 
preserving the environment (36%). In 
Europe, the trend toward more 
conscientious purchasing is leveling 
off, a sign that consumer knowledge 
is developing and that product 
offerings are in line with consumer 
demands. The percentage of 
inventions that are ethical and 
environmentally responsible, which has increased globally over the previous 
five years (from 2.5% to 7.9%), stands out (10%). What I found staggering is 
the percentage of people around the world for which enjoyment drives food 
choices: 71%. That is a telling number, especially regarding the consumption 
habits developed during the past couple of years. And it’s one that once put 
into context shows that we truly reached the moment where anybody, 
regardless of meat or non-meat dietary preferences, can be satisfied with the 
products that are available to him. As always, let me know what you think at 
bogdan.angheluta@trade.media. n

By Bogdan Angheluta, 
Editor in Chief 

It's not just 
habits or trends; 

manufacturers have 
seen this incline 

towards better-for-you 
products and have 

adapted their ranges to 
cater to the most 

demanding consumers. 

”
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News

US

The global warehousing and storage 
market reached a value of USD451.9bn 
in 2021. Looking forward, research 
company IMARC Group expects the 
market to reach USD605.6bn by 2027, 
exhibiting a CAGR of 4.9% during 
2022-2027. A warehouse may be 
defined as a place that is used for the 

storage or accumulation of finished 
products, raw materials, semi-finished 
goods, goods that are imported or 
exported, etc. Storage ensures an 
organization carries on production in 
anticipation of demand in the future. 
Warehouses enable the organization to 
continue its production throughout the 
year and to sell its goods, whenever 
there is sufficient demand. In general, 
warehouses can be divided into three 
categories which include general 
warehousing and storage, farm product 
warehousing and storage, and 
refrigerated warehousing and storage.

Nomad Foods Limited reported financial 
results for the three and six month periods 
ended June 30, 2022. Key operating 
highlights and financial performance for the 
second quarter 2022, when compared to 
the second quarter 2021, include reported 
revenue increased 17.0% to EUR697m; 
organic revenue decline of 3.2%; reported 
profit for the period of EUR75m; and 
adjusted EBITDA increased 2.9% to 
EUR127m. Adjusted operating expenses 
increased 8.6% to EUR187m, driven by 
the inclusion of the Fortenova’s frozen 
food business acquisition.

EUROPE

GLOBAL

OctoFrost launched a new and 
unique product for the food 
processing industry — the Multi-
Level Impingement Freezer. 
Impingement freezing is a rapid 
freezing method that uses high 
velocity and volume of cold air 
streams from above and below 
to break the static layer of air 
surrounding the product. This 
method, suited for various flat 
food products up to 25 mm 
thick such as hamburgers, fish or 
chicken fillets, shrimps, and 
dumplings among others, 
achieves quick freezing while 
guaranteeing minimum 
dehydration. Additionally, it 
could also be used for crust freezing 
prior to slicing larger products. 
Designed for a small footprint, the 
OctoFrost Multi-Level Impingement 
Freezer provides benefits over 
cryogenic freezing as it eliminates the 
need for liquid nitrogen, which 
significantly reduces the running costs 
for food processors. The Multi-Level 
Impingement Freezer is also 
competitive in terms of capacity and 
footprint since instead of using a 
single belt as in most freezers, it uses 
three straight conveyor belts to 

double production capacity per m2. 
This provides increased load capacity, 
preserved product shape, and the 
flexibility to run different products 
simultaneously. When it comes to 
shrimp and fish fillets freezing, which 
require glazing, the OctoFrost Multi-
Level Impingement Freezer offers the 
possibility to install glazers at both 
ends. This setup allows glazing three 
times and hardening the glaze in the 
same freezer as the product travels 
from one belt layer to another — a 
space-efficient and lucrative solution.

OCTOFROST LAUNCHES  
NEW MULTI-LEVEL 
IMPINGEMENT FREEZER

GLOBAL

CHRISTIAN TRAUMANN 
TO BECOME MULTIVAC 
GROUP PRESIDENT
Guido Spix is leaving his position as 
joint Group President of MULTIVAC 
on 31 December 2022. From 1 January 
2023 Christian Traumann will preside 
over the company as Group President 
and Spokesman for the Management 
Team. “I am delighted, that we have 
been able to fill the new management 
po-sitions from our own ranks. This 
enables us to secure the continuity with 
our customers and business partners as 
the basis for further suc-cessful 
development of our business,” says 
Christian Traumann.

PLANT-BASED MEAT 
ALTERNATIVES GREW 
BY MORE THAN 70%

GLOBAL

Last year, plant-based food sales grew 
three times faster than total sales, with 
market value at an all-time high of 
USD7.4bn. One of the fastest growing 
product categories, plant-based foods is 
expected to reach USD162bn in the 
next decade. Eaters are drawn to plant-
based foods for reasons such as health, 
climate, and affordability. SPINS reports 
about 52% of overall plant-based sales 
are Non-GMO Project Verified. At the 
same time, new research shows the 
explosive growth of Verified products 
in the plant-based space.

NOMAD FOODS SEES 
REPORTED REVENUE 
INCREASE BY 17.0%

WAREHOUSING AND STORAGE MARKET TO 
REACH USD605.6BN
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News

GLOBAL

SEED COATING 
MATERIALS MARKET 
TO REACH USD3.41BN

More than 30% 
of Gen Z and 
Millennials in 
Europe buy 
more private 
brands now 
compared to 
before the 

pandemic, according to a new PLMA 
study. The research included 6.500 
consumers from 8 countries. The 
main finding of the survey is that 
private label is more popular now 
than ever, as one in three consumers 
buys more private label now than 

before the pandemic. Economic 
challenges and other disruptions were 
likely to have pushed consumers 
towards the private label, as it is often 
perceived as offering more value for 
money. The average percentage of 
consumers aiming to buy more 
private labels in the following two 
years stands at 40%, with UK leading 
(48%). The price of products has 
understandably gained significance: 
more than half of all interviewed 
consumers say the price is more 
important now than it was before the 
pandemic, PLMA’s data shows.

Planet Based Foods, producer of 
nutritious plant-based meat with 
sustainable hemp as its number-one 
ingredient, announced its first retail 
distribution at New Seasons Market and 
New Leaf Community Markets. Shoppers 
can now find Original Hemp Burger and 
Green Chili Southwest Burger in the 
frozen aisle at 26 stores across Northern 
California, the California Central Coast, 
Oregon, and Washington. The brand’s 
hemp-based burgers deliver high-
performance nutrition, including up to      
21g protein, 6g fiber, and omega 3-6-9 fats.

US

FRANCE

Expanding at a CAGR of 6.5%, the 
global seed coating materials market is 
projected to increase from a valuation 
of USD1.74bn in 2021 to USD3.41bn 
by the end of 2032. According to 
Fact.MR, a market research and 
competitive intelligence provider- the 
global seed coating materials market 
expanded at a CAGR of 5.1% from 
2017 to 2021. Increased demand for 
seed coating materials among food 
products in North America is 
predicted to be supported by higher 
consumption of packaged foods and 
beverages with health advantages.

The Frostkrone Food Group will be 
presenting a wide selection of delights 
in Paris from 15-19 October. Especially 
for the chilled cabinets, the company 
group will now also be offering an 
interesting selection at Stand 5 A R214: 
“Ready To Eat” comes to you straight 
off the refrigerated shelves. This range 
can be eaten hot or cold and boasts a 
huge choice of vegan and vegetarian 
flavors and variations with chicken. 
Every type of snack is wrapped in a 
luscious coating, created out of 
delicious spices, seeds, and grains. “We 
have been known and much 
appreciated on the international stage 
for a long time because of our 
extensive and varied ranges of deep-
frozen, quickly prepared finger food and 
snacks. For visitors to the SIAL, we will 
now also be showcasing our finger food 
and snack selections designed for the 
chilled cabinets. In the UK we are 
already well positioned in this line of 
business and that is our objective in 
other countries, too,” explains Frédéric 
Dervieux, CEO of the Frostkrone Food 
Group. The production process of this 
fresh produce is carried out in Great 
Britain, and it also takes place in 
Germany at the new plant in 
Paderborn, a facility that boasts state-of-
the-art technology. “We have increased 

our production capacities to such an 
extent that we can now reliably also 
turn out chilled fresh produce for the 
refrigerated shelves at any given time,” 
adds Frédéric Dervieux. At the SIAL, 
Frostkrone will demonstrate how finger 
food and snacks can, from now on, be 
made in a standardized form — the 
same size, the same weight. So in the 
future, no whole pods have to be used 
for Cream Cheese Jalapeños. They will 
be shaped from the prepared mixture, 
filled, and then wrapped in their coating. 
This process employs a technology that 
has been successfully used in other 
foodstuff preparation for years. “It 
allows us to develop and manufacture 
even more creative product ideas. We 
are able to use all kinds of different 
ingredients, fashion them in all kinds of 
different shapes and then fill them.” 
continues Frédéric Dervieux.

FROSTKRONE TO SHOWCASE  
NEW PRODUCTS AT SIAL

UK

PACKAGING MARKET 
TO GROW BY 1.3% IN 
THE UK
The UK packaging market is set to 
grow at a compound annual growth 
rate of 1.3% from 109.9 billion units 
in 2021 to 117.4 billion units in 2026, 
forecasts GlobalData. According to 
the data and analytics company, rigid 
plastics and rigid metal will be the 
winning packaging materials during 
the forecast period, with significant 
usage in the food industry. Their 
user-friendly features (convenience) 
and attractive shapes and labels will 
appeal to both comfort-seeking and 
experimental consumers.

YOUNGER SHOPPERS SEEK PRIVATE BRANDS, 
PLMA SURVEY SHOWS

EUROPE

PBF ANNOUNCES 
FIRST RETAIL 
DISTRIBUTION
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News

EUROPE

STEF GROUP REPORTS 
H1, 2022 RESULTS

The 
global 
frozen 
ready 
meals 
market 
and is 
poised 

to grow by USD37.98bn during 2022-
2026, while decelerating at a CAGR of 
5.78% during the forecast period. 
According to Technavio, the market is 
driven by new product launches, 
growing consumer inclination toward 
vegan frozen ready meals, and 

convenience factors related to the usage 
of frozen ready meals. The study 
identifies the growing popularity of 
private-label frozen ready meals as one 
of the prime reasons driving the frozen 
ready meals market growth during the 
next few years. Also, the rising demand 
for convenience food and the rising 
popularity and demand for vegan, 
gluten-free, and organic frozen ready 
meals will lead to sizable demand in the 
market. “The latest trend gaining 
momentum in the market is growing 
popularity of private-label frozen ready 
meal”, authors say. 

The global cultured meat market is 
estimated to be valued at USD119.3m 
by the year 2021, and reach a value of 
USD435.7m by the year 2030, at an 
estimated CAGR of 15.4%. With the 
increase in global demand for meat, 
there is also a strong lookout for meat 
substitutes and alternative sources of 
protein. This can be associated with 
environment sustainability concerns 
coupled with rising focus on animal 
welfare and benefits offered by cultured 
meat. Advancements in cellular 
agriculture is also pushing the growth of 
synthetic meat forward.

GLOBAL

GLOBAL

STEF posted solid results at the end of 
H1, despite a contraction in volumes in 
Q2. The group also recorded the positive 
impact of capital gains on disposals of 
assets for a total amount of EUR10m. 
The frozen products business posted a 
lower fill rate for its warehouses following 
the departure of a customer at the 
beginning of the year and suffered from 
the surge in electricity prices. Meanwhile, 
the out-of-home catering business 
recorded satisfactory levels of 
development thanks to the signing of 
new contracts and the initial effects of the 
finalization of its specialized network.

According to a significant study 
conducted for SIAL Paris, customers' 
top worry when choosing which foods 
to buy is still health. In order to better 
their health, 71% of consumers changed 
their diets, according to the Kantar 
Insights Food 360 Study 2022, the 
findings of which are presented in SIAL 
Insights. The study also revealed that 
37% of customers pay greater attention 
to components because they want to 
protect their health, while 67% of 
consumers now follow a better diet. 
Similar to this, 72% of respondents 
claim they prefer to purchase goods 
devoid of synthetic additives like 
colorants or preservatives. According to 
SIAL Insights, the food sector has 
altered ingredients or modified the 
makeup of products as a result of these 
consumer demands. Therefore, the 
industry has created products available 
that are produced from animals that 
have not regularly received antibiotics 
and are free of GMOs, colorings, and 
pesticides. According to SIAL Insights, 
"the withdrawal of specific chemicals or 
contentious compounds to reassure 
customers has become the standard." 
When comparing the results of this 
year's poll to those from 2020, the 
proportion of consumers who believe 

that businesses successfully ensure the 
safety of their products has increased 
by two percentage points, from 20% to 
22%. Nevertheless, despite some 
customers' increased confidence, 70% 
of consumers believe that food can be 
harmful to their health, with China 
experiencing a particularly high level of 
anxiety. During the pandemic, there 
was a five-point decline in the 
percentage of consumers who were 
committed to reduce their intake of fat, 
sugar, and salt, but SIAL Insights points 
out that many products make claims 
about lower levels helping customers 
improve their health. According to 
Kantar's research, while excitement for 
products without additives has 
decreased in Spain and the UK, it is still 
rising in Germany (where a four-point 
gain was reported) (down five points 
and four points respectively).

HEALTH REMAINS KEY 
CONCERN FOR CONSUMERS, 
SIAL STUDY REVEALS

GLOBAL

FPS ANNOUNCES 
SENIOR 
APPOINTMENTS
FPS Food Process Solutions announces 
internal senior appointments for 
continued growth expansion. Richard 
Quélo is promoted to General Manager, 
Europe to focus on the company’s 
growing business operations. This 
appointment is in addition to heading 
the European sales division, where he 
will be gaining new responsibilities, 
planning and executing growth strategies, 
bringing FPS’s stringent hygiene and food 
safety standards to European markets. 
Richard brings more than 25 years of 
food industry expertise including F&B, 
bakery, and potato products.

FROZEN READY MEALS MARKET TO GROW 
BY ALMOST USD38BN

GLOBAL

CULTURED MEAT 
MARKET ON THE RISE



GLOBAL

MEAT ALTERNATIVE MARKET SALES 
TO RISE AT A CAGR OF 33.6%

The global meat 
alternative market 
size is expected 
to be valued at 
USD13bn in 
2022. With the 
increasing sale of 
innovative goods 

and appealing marketing, coupled with the health benefits 
associated with meat alternatives, the overall demand for 
meat alternatives is projected to grow at a CAGR of 33.6% 
between 2022 and 2032, totaling around USD235bn by 
2032. According to a new report by Future Market Insights, 
the rising awareness regarding healthy and sustainable foods 
is one of the major factors that is expected to boost the 
growth of the meat alternative market. Moreover, 
government bodies across various countries are promoting 
the consumption of meat alternatives, owing to the health 
benefits offered by these products. This change in the 
eating patterns requires new products can replace the 
function of meat in a dish and contribute a similar high 
protein nutritional value.

UK

BIRDS EYE TO LAUNCH WORLD 
CUISINE-INSPIRED RANGE
Birds Eye is tapping into popular world flavors with the launch of 
its new Chicken range inspired by World Cuisine. The innovation 
is an exciting twist on the traditional filled chicken with the first 
two products in the range inspired by the tastes of Italy and 
Mexico. The Italian-style variant features a soft and creamy sauce 
made from sundried tomato & mozzarella on the inside, with red 
pepper and herb seasoned crumb coating the chicken, while the 
Mexican-inspired variant encompasses a light mild salsa sauce with 
a crunchy coating made with tortilla chips and seasoning.

GLOBAL

MCCAIN ACQUIRES 
SCELTA PRODUCTS
McCain Foods has finished buying Scelta Products, expanding its 
business in the frozen food industry. The Netherlands-based 
Scelta Products is a business that specializes in frozen, breaded 
snack foods. The two companies have been working together 
as business partners for 13 years, thus the acquisition does not 
mark the beginning of their collaboration. By fully acquiring Scelta 
Products, McCain Foods is now growing its business operations 
in the frozen vegetable appetizer market.
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B
y the end of 2032, it is 
anticipated that the size of the 
worldwide frozen bakery market 
would reach USD39bn. 
According to a study conducted 

by Future Market Insights, the market 
will demonstrate a consistent rise at a 
CAGR of over 7% between the years 
2022 and 2032. According to the 
findings of the survey, the expansion of 

the market would be fueled by the 
increased demand for foods that can be 
quickly prepared. In the year 2020, 
analysts predict that the market will 
continue to expand at a consistent rate 
market for the frozen bakery. Even if 
retail is still the most popular method of 
distribution, market participants are likely 
going to diversify their operations in the 
near future, which will likely cause them 

to shift their attention to catering and 
industrial distribution channels. In recent 
years, Germany has established itself as 
one of the most lucrative markets in 
Europe for frozen bakery products. The 
expansion that has been seen in Europe 
has been given a boost by the surge in 
activity seen in the tourism and catering 
industries. According to a senior 
research analyst at FMI, "These patterns 

The success of frozen pastries in the European market is impacted 
by consumer judgments based on flavor, convenience, value for 
money, health, and a decrease in waste. In addition, unusual tastes 
and an aesthetically pleasing look will continue to be the primary 
factors that contribute to the popularity of frozen pastries across 
the continent. Furthermore, one of the most important reasons that 
contribute to the expansion of the global market for frozen bakery 
products is the growing demand of customers for food products 
that offer a higher level of convenience.

HIGHER QUALITY  
AND MORE 
CONVENIENCE 

By Bogdan Angheluta Bakery & Pastry 
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are unlikely to change in the next years, 
which will turn favor expansion of the 
entire frozen bakery industry in Europe." 
The changing lifestyles of customers are 
largely responsible for the growth that 
has been seen in the global market for 
frozen bakery products in recent years. 
Consumers are finding it increasingly 
difficult to devote sufficient time to the 
preparation of meals at home as the 
pace of their lives continues to quicken 
and become more stressful. Because of 
this, the climate is perfect for the selling 
of frozen bakery products. Additionally, 
according to a recent analysis by Grand 
View Research, Inc., the size of the 
global gluten-free bakery market is 
anticipated to reach USD4.15bn by 
2030, showing a CAGR of 10.8% over 
the projected period. The market is 
primarily driven by an increase in the 
prevalence of celiac disease, non-celiac 
gluten sensitivity, and consumer demand 
for quick-to-prepare, nutritious foods. A 
rough estimate of 1 in 133 Americans 
(or roughly 1% of the population), 
according to information provided by 
the Celiac Disease Foundation, have 
celiac disease. In Europe, celiac illness is 
becoming more common among the 
populace, which fuels a further rise in 
demand for gluten-free bakery goods. 
Since the start of the coronavirus 
epidemic, there has been a significant 
increase in the public's awareness of 
health and wellbeing. 
 
NEW TRENDS IN THE 
BAKING INDUSTRY 
IBIE was the venue where Dawn 
Foods, a global manufacturer and 
distributor of baking ingredients, 
presented its brand new Global Bakery 
Trends Report. The report tracks the 

most significant shifts in consumer 
behavior, including the implementation 
of a global study to produce original, 
exclusive data and is the first of its type. 
In order to gain a better understanding 
of how these patterns manifest in the 
real world, researchers surveyed over 
3,000 customers and visited hundreds 
of bakeries, grocery stores, and other 
food service establishments all around 
the world. Among Dawn's predictions 
for global trends for 2023 is the fact that 
the consumer eating experience has 
been irrevocably altered by 
technological advancements, which have 
altered the ways in which we select, 
receive, and consume food - whether it 
is through the use of touch screens for 
the ordering process or through the 
virtual sharing of dining experiences. This 
pattern is only going to pick more steam 
in the years to come; 57% of 
consumers around the world anticipate 
placing a greater volume of food orders 
via the internet in 2023 than they have 
done so in the past. Secondly, Dawn 
Foods' report shows, consumers are 
interested in purchasing meals that not 
only help them relive fond memories 
but also offer them novel and exciting 
gastronomic experiences gleaned from 
various countries and cultures. For 
instance, whereas 56% of customers 
throughout the world have tasted 
baked goods from the United States, 
such as chocolate chip cookies and 
apple pie, just 30% of consumers 
actively want to 
sample 
traditional 
African baked 
products in the 
near future. 
Third, as 

consumers become more aware of the 
need of maintaining a healthy mental 
state, they are looking for methods to 
include brief periods of happiness into 
their day-to-day activities. Daily Delights 
are sweet treats that are of a higher 
quality yet come in more manageable 
portion sizes. In the years to come, this 
pattern will remain consistent; in the 
future, 77% of customers all over the 
world will continue to consume sweet 
baked goods on a regular basis. The last 
trend identified by Dawn Foods is that 
consumers are keenly aware of the 
ways in which the decisions they make 
influence not just their own health but 
also the health of their communities and 
the planet. As a result, they are seeking 
authenticity and are motivated to have a 
good effect on the world. Mindfulness 
Matters When it comes to protecting 
the environment, seventy-one percent 
of customers throughout the world are 
willing to pay more for sweet baked 
goods that are produced in an 
environmentally responsible manner. 
 
ETHNIC PRODUCTS 
DOMINATE THE MARKET 
Arabatzis is one of the leading 
producers of frozen dough products in 
Europe, and its consumer proposition is 
unique as it produces high-quality 
products with Greek and Mediterranean 
recipes — products like filo Rolls, 
bougatsa with cream or hazelnut Praline, 
traditional country-style pies with 





spinach and Feta cheese (P.D.O.), puff 
pastries sheets and many more. Today, 
Arabatzis Michael SA ‘Hellenic dough’ 
produces many deep-frozen products 
like Filo Rolls, Puff Pastry sheets, Filo 
dough, Croissants, Traditional Pies, 
Pizzas, etc. which can be found in food 
stores, bakeries, hotels, supermarkets, 
and other retail outlets as well as 
restaurants worldwide. Greek specialist 
Evoiki Zimi S.A. has been in the 
export business for more than 20 years 
and expands every year its geographical 
distribution. One of its major products is 
fillo kataifi which is distributed in Europe 
(Austria, Germany, Belgium, United 
Kingdom, Italy, Baltic States), Asia (Japan, 
China, Taiwan, Singapore), and the 
Middle East (Iraq, Saudi Arabia, Bahrain, 
United Arab Emirates, Qatar, Oman). 
Another Greek producer, IONIKI last 
year showcased the world’s first spiral 
yogurt pie. After several attempts, the 
company has discovered how to “bake” 
yogurt without changing its texture and 
rich flavor. Besides its 50% yogurt filling, 
this pie contains three other traditional 
products that complement its taste: 
Mediterranean olives, fresh oregano, and 
authentic Greek extra virgin olive oil. 
The spiral yogurt pie is available in three 
versions: Mini, Individual, and Pie. 
Companies can now offer it with their 
label on the packaging. Turning to 
innovation, CGM has brought values of 
customer service, innovation, product 
quality, and territoriality on the shelves 
of the best distribution brands, first with 

the fried line and now with a new oven 
line. The company says it is a unique 
project for a few reasons. First, it is 
digital: the packaging is “talking”. The QR 
code on the package will contain 
constantly updated and always different 
contents to allow the buyer to live a 
different experience every time. You will 
find recipes, tips for use, curiosities, and 
much more. It is also eco-sustainable; 
the packaging is compostable. It is also 
light, as the products that will be part of 
CGM’s line are original, new tastes to 
be tried, moreover, they are all bakery 
products, therefore, attentive to health 
without sacrificing taste. The products 
that are part of CGM’s Oven Line 
include Arancini with cheese and 
pepper, Bites of cod, Hearts with 
Parmigiano Reggiano, Stuffed olives 
all’ascolana, Green jalapenos, Breaded 
mini frankfurters, Mozzarella with truffles, 
and Breaded mozzarella. German-based 
Brezelbäckerei Ditsch has added 
further products to its range of filled 
snacks. Two new savory fillings — herb 
butter and garlic butter — have 
entered the range of filled 
pretzels. Another 
new filling is 
salted 
caramel, 
which is 
a very 
popular flavor 
now, including in 
the baked goods 
market, according to a 

company statement. Ditsch’s pretzels 
filled with sweet and salty butter 
caramel cream (81 g) appeal greatly to 
consumers, particularly the younger 
target group. This has been confirmed 
by a market research study 
commissioned by Ditsch. The filled 
pretzels not only offer consumers a 
wholesome snack but also a multi-
sensory taste experience through the 
combination of filling, topping, and 
pretzel products. Neuhauser, a 
company that develops, manufactures 
and distributes a wide range of bakery 
(frozen bread, tray part-baked bread, 
stone part-baked bread, and specialty 
bread), viennoiserie (ready to prove, 
pre-proved, frozen or fresh - milk rolls, 
brioche, beignet), and pastry products 
(frozen ready to prove or fully baked 
Pastel de Nata) has also expanded its 
range, introducing the Pastry Inspirations 
Shortbread tart with strawberries (a 
creamy recipe with a strawberry filling 
and a crunchy sugar topping and cookie 
pieces), Lemon Meringue (a lemon filling 

with a touch of Yuzu with a topping 
of crunchy meringue pieces), and 

Crème Brûlée (a gourmet 
recipe with vanilla filling 

and AOP Isigny 
salted butter 

caramel). n
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By Bogdan Angheluta Frozen Vegetables, Fruits, Mushrooms, and Green Herbs
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T
he Netherlands' Centre for 
the Promotion of Imports 
from developing countries 
(CBI) data shows that retail 
and foodservice make up the 

largest user base for Europe’s frozen 
vegetables. Retailers occasionally 
make direct purchases from exporters 
in developing nations, but most of the 
time they receive their supplies 
through middlemen, such as packing 
firms that put the products in their 
final packaging. Frozen vegetable 
combinations can either be made in 
the nation that is supplying them, or 
they can be blended by a packing 
company after importation. According 
to CBI, the retail industry has recently 

polarized, with a move toward either 
the bargain or high-end segments. 
The retail food sector in Europe is 
characterized by consolidation, 
market saturation, ferocious 
competition, and cheap prices. 
Although frozen vegetable retail sales 
over the internet currently represent 
a small portion of the market, this is 
expected to change soon. Specialized 
importers typically provide the 
foodservice channel (hotels, 
restaurants, and catering enterprises) 
(wholesalers). When it comes to the 
packaging of frozen vegetables, the 
foodservice industry frequently has 
distinct needs than bulk or retail 
packaging (e.g. weights ranging from 1 

kg to 5 kg). The frozen vegetables 
that are delivered to the food service 
industry also frequently go through 
additional preparation, such as 
roasting or grilling or the addition of 
spices or other additives. Some 
wholesale businesses, like the British 
Kiril Mischeff and the German Frosta 
Food Service, specialize in supplying 
the food service industries. 
Compared to the retail and 
restaurant categories, frozen 
vegetable sales are lower in the food 
processing sector. The prepared food 
industry is the primary consumer of 
frozen vegetables in the food 
processing sector. The primary 
market for frozen mushrooms is the 

While frozen fruit and vegetables have long been available in the 
frozen food market, they have recently witnessed a surge in 
popularity thanks to a number of factors. Frozen herbs have also 
seen a rise in demand, and this trend shows no signs of abating.

DEMAND 
FOR VEGGIES   
REMAINS STRONG 



frozen pizza sector. There is increasing potential for 
suppliers of frozen vegetables due to the range of frozen 
prepared foods available in Europe. The market of frozen 
prepared meals is seeing increased sales of frozen veggies 
as a result of the rising trend of vegan food consumption. 
Additionally, frozen purees of vegetables are being sold 
more frequently for use in soups, smoothies, and infant 
food. In smaller amounts, frozen veggies are also used in 
the food ingredient sector to make food additives. 
Innovative goods developed with frozen veggies include 
vegetable snacks like kale chips and sweet potato fries. 
 
BELGIUM LEADS THE WAY 
More than 25% of all frozen vegetable production in 
Europe comes from Belgium. Furthermore, over 90% of 
Belgium's entire production is exported. According to CBI, 
most of the East and West Flanders regions are home to 
the country's frozen vegetable growers, who mostly 
specialize in the production of carrots, beans, spinach, peas, 
cauliflower, and sprouts. Since 2014, Belgium's frozen 
vegetable exports have grown by more than 120,000 tons, 
reaching 1.4 million tons in 2018. This was sold to other 
European nations more than 80%. Around 40% of the 
frozen vegetables exported from Belgium are not 
domestically produced; rather, they are imported from 
other nations, primarily European ones. Belgium is a 
significant importer of frozen vegetables. However, since 
many major producers of frozen vegetables have 
subsidiaries in other European nations, a large portion of 
what is imported is produced by Belgian businesses. 
Germany and France, which import 50% of all Belgian 



exports to Europe, are the top two 
export destinations for frozen veggies 
to Europe. Frozen vegetable blends 
are Belgium's (the largest export in 
the world) forte. In Europe, these 
combinations are offered as own-
brand items or customized to the 
demands of the retail and restaurant 
sectors. The top export market 
outside of Europe is the United 
States, with frozen brussels sprouts as 
the primary export. Next in line, over 
the past five years, Spain has boosted 
its frozen vegetable exports by more 
than 160 tons. From 488 thousand 
tons in 2014 to 650 thousand tons in 
2018, exports grew. France is the top 
export destination for more than 80% 
of these frozen veggies, followed by 
other European nations. Frozen 
broccoli, sweet peppers, and peas are 
the top exports. The United States 
and Algeria are the top export 
destinations outside of Europe, with 
frozen broccoli being the primary 
export (mainly frozen peas). To 
promote the industry's interests in 
national and international 
organizations, the top eight Spanish 
manufacturers of frozen vegetables 
created the Spanish Association of 

Manufacturers of Frozen Vegetables 
(ASEVEC) in 1985. According to 
ASEVEC, the Spanish frozen 
vegetable business produced 786,000 
tons of frozen vegetables in 2018 -
nearly 11,000 tons more than in 2017 
- maintaining the current growth 
trend. 20% of the total volume of 
frozen veggies is made up of broccoli. 
In 2018, Spain exported 71% of its 
frozen broccoli, 80% of its frozen 
sweet peppers, and 50% of its frozen 

pea production. Although frozen 
veggies are produced throughout 
Spain, Navarre in the north leads the 
way with about 30% of the country's 
total production. Murcia in the 
southeast and Andalusia in the south 
follow with 20% and 12% of the total 
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production, respectively. The third-
largest exporter of frozen vegetables 
in Europe is Poland. From 420,000 
tons in 2014 to more than 500,000 
tons in 2018, frozen vegetable 
exports surged. Around 50% of all 
frozen vegetables produced in and 
exported from Poland are frozen 
onions, cauliflower, carrots, and 
leguminous vegetables. Frozen 
tomatoes, broccoli, sweet corn, and 
sweet peppers are the exports that 
are expanding the quickest. The 
majority of production - roughly 70% 
- is exported, with Germany 
accounting for 24% of those exports, 
followed by Belgium and Belarus. 
Despite being one of Europe's top 
producers of vegetables, the 
Netherlands primarily concentrates 
on the supply of fresh veggies. Even 
still, frozen vegetable exports 
increased and reached 300,000 tons 
in 2018. Germany is the top export 
destination, followed by Belgium. 
 
THE MAJOR 
EUROPEAN PLAYERS 
According to Ardo, one of the 
world's largest manufacturers of 

frozen vegetables, the health 
advantages of fresh-frozen fruits, 
vegetables, and herbs cannot be 
overstated. Because they have already 
been washed and cut, all that is 
required is to thaw them, bring them 
to the appropriate temperature, or 
prepare them. As such, fresh frozen 
vegetables, fruit, and herbs are a great 
time saver. Products that are fresh-
frozen are frozen as soon as possible 
after being harvested. This indicates 
that they have not lost any of their 
potential nutritional value. Their 
appearance, feel, and flavor are all 
noticeably more developed than 
those of fresh produce, and in 
addition, they contain a greater 
quantity of vitamin content. 
Throughout the year, you can get 
fruit, vegetables, and herbs that have 
been fresh-frozen. Products that are 
both fresh and frozen are very simple 
to portion out. Just the right amount 
should go into the pan, and the 
leftovers should be placed back in the 
freezer to help cut down on the 
amount of food that is wasted. 
Another example comes from 
Belgium, the main vegetable provider 

in Europe. Producing Field Fresh 
Frozen Vegetables is Crops' 
straightforward guiding principle. The 
company cleans and prepares its 
vegetables in the lush fields they were 
grown in after harvest. This is merely 
due to the widespread conviction 
that speed, proximity, and freshness 
are the secrets to the highest-quality 
frozen vegetables available elsewhere. 
Because of their taste, their "150-
minute peas," for example, which are 
collected, washed, cooked, and frozen 
in less than 150 minutes, surprise 
customers. Hesbayefrost (Geer, 
Belgium), where traditional vegetables 
are grown, Monliz Portugal (Alpiarça, 
Portugal), Monliz Spain (Badajoz, 
Spain), where Mediterranean 
vegetables are grown and grilled or 
fried, Agram (Lublin, Poland), where 
traditional vegetables are grown, and 
TriNature (Blaringhem, France), 
where traditional vegetables are 
grown, are the five cutting-edge 
vegetable processing facilities 
operated by Crops throughout the 
world (conventional and organic). 
Crops also collaborates with growers 
and farmers all around the world, 



from Chile to China, who provide 
them with specialty, one-of-a-kind 
vegetables. These partners are 
carefully chosen to ensure that they 
uphold the same standards of taste, 
quality, and sustainability. The 
vegetables sold by Nomad Foods 
brands Birds Eye are not subject to 
any processing. They are grown with 
care by real farmers, who carefully 
select only the very best vegetables 
available to ensure the highest 
possible quality. In contrast to the 
majority of fresh vegetables, those 
grown by this company are allowed 
to reach their full maturity in the field 
before being harvested, meaning they 
retain their full flavor and nutritional 
value. The products do not include 
any artificial coloring or flavoring of 
any kind. The vegetables sold by Birds 

Eye are flash frozen within hours of 
being harvested, which locks in the 
vegetables' natural nutrients. Because 
of the low temperature, their quality 
is maintained, and they remain in the 
same condition as when they were 
picked, without the addition of any 
artificial preservatives. When fresh 
vegetables are transported and 
stored, some of their nutrients are 
lost. In addition, unlike fresh 
vegetables, frozen vegetables are 
always available, which makes it much 
simpler to prepare balanced meals. 
Even better, the flavor of our flash-
frozen vegetables is the same as it 
was when they were picked right 
before they were frozen. Each year, 
Birds Eye throws away as much as 
forty percent of the food supply it has 
available. Because frozen foods keep 
for a longer period than fresh foods 
do, you can use only what you 
require and save the rest for a later 
time. There are also several examples 
of companies taking efforts to 
improve the collaboration with local 
providers. As such, a new price 
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increase agreement has been signed 
this year by the Bonduelle Group 
with green vegetable producers in the 
Hauts-de-France region. This marks 
the continuation of the Bonduelle 
Group's approach to supporting 
farmers for the third year in a row. It 
makes it possible to reaffirm the 
company's desire to support its 
agricultural partners by increasing the 
prices paid per hectare and by 
accelerating the transition to an 
agroecological system, both of which 
require significant investments from 
the agricultural partners in terms of 
both human capital and financial 
resources. In light of this, Bonduelle 
has entered into a new agreement 
with its producer partners in Hauts-
de-France regarding an increase in the 
price of vegetables for the year 2022. 
This makes it possible to cover a 
significant increase in production 
costs, among other things that can be 
covered by this. Additionally, the 
Bonduelle Group and its partner 
cooperative in the South-West, the 
Euralis Coop, have agreed to raise 
the price of leafy green vegetables. In 
addition to this upgrade, Bonduelle 

will continue its contributions to an 
agroecological transition fund. This 
fund will give farmers the resources 
they need to implement alternative 
farming practices, and it will be 
supported by the company. More 
than ever, producers need the 
support of everyone to continue 
growing the locally grown, healthy, 
and high-quality vegetables that 
consumers demand. 
 
ORGANIC FARMING 
GAINS IMPORTANCE 
According to Eurostat's "Key figures 
on the European food chain: 2021 
edition", along with root crops, 
green fodder, and industrial crops, 
cereals and fresh vegetables are 
some of the most important arable 
crops in Europe. In 2019, the EU's 
organic fresh vegetable farming 
covered 205 thousand hectares or 
0.1% of the total area used for 
agricultural production. In the EU, 
organic farming accounted for 
almost one-tenth (9.7%) of the land 
utilized to grow fresh vegetables. 
Within the total area of land utilized 
for growing fresh vegetables, organic 

farming was practiced at significantly 
greater rates in Luxembourg, 
Denmark, and Austria. Along with 
root crops, green fodder, and 
industrial crops, cereals and fresh 
vegetables are some of the most 
important arable crops. In 2019, the 
EU's organic fresh vegetable farming 
covered 205 thousand hectares or 
0.1% of the total area used for 
agricultural production. In the EU, 
organic farming accounted for 
almost one-tenth (9.7%) of the land 
utilized to grow fresh vegetables. 
Within the total area of land utilized 
for growing fresh vegetables, organic 
farming was practiced at significantly 
greater rates in Luxembourg, 
Denmark, and Austria. Common 
wheat and spelled (119.1 million 
tons), sugar beet (100.1 million 
tons), grain maize and corn-cob mix 
(67.8 million tons), fresh vegetables 
(62.9 million tons; note that this 
number does not include the 
harvested production of potatoes), 
barley (54.7 million tons), and 
potatoes were some of the major 
crops harvested in the EU in 2020. 
(54.0 million tons). n



September/October 202224

R
ecent innovations by Urschel in 
the fruit/vegetable sector include 
the TranSlicer®2520 Cutter 
(T2520), E TranSlicer®with 
discharge conveyor (ETRS-C), 

new DiversaCut®models (2110A and 
Sprint 2), the Affinity®CD-L Dicer, and 
additions to the MicroAdjustable®line of 
Model CC cutting heads. The T2520 is 
the latest evolution of the original 
TranSlicer that revolutionized the fresh 
salad industry. It excels in commercial 
food processing of fresh-cut salads, leafy 
vegetables, celery, leek, carrots, 

cucumbers, and fruits. The design 
concept encompasses the next 
generation of sanitation to greatly reduce 
cleaning times. To accommodate 
different types of products, the machine 
offers a choice between three feed belt 
configurations: primary and secondary 
belts, full-length primary belts, or the 
more compact machine version featuring 
shorter primary belts. HMI option is also 
available. The ETRS-C, DiversaCut 
2110A® (2110A) and Sprint 2® Dicers 
feature built-in discharge conveyors to 
facilitate dispensing cut product into 
totes. The built-in conveyors assist in 
effectively capturing slivered, small cuts of 
products such as leeks, onions, or 
peppers to promote complete discharge 
from each machine. Also new for the 
2110A, the DiversaCut 2110A equipped 
with a large product input. Urschel 
delivers a targeted solution to processing 
whole heads of leafy vegetables - the 
DiversaCut 2110A®Dicer specially 
equipped with a large feed hopper and a 
new type of impeller. Working with 
leading fresh-cut processors, this new 
development alleviates precutting and 
minimizes product handling. The new 
Affinity CD-L Dicer, the most recent 
addition to the Affinity series, combines 
new technology with the utility of 
previous Urschel Model CD-A and L-A 
machines. Processors replacing Model L-

A’s with the CD-L achieved more than 
twice the capacity. Feed spindle, feed 
drum, and 5 HP (3.7 kW) motor work 
effectively with the cutting components in 
the successful processing of dried fruits 
and other products. Optional integrated 
oil spray system lubricates circular knives 
to assist in the processing of sticky 
products. New addition to the Model 
CC MicroAdjustable®Cutting Heads, the 
14-station patented Julienne Head. The 
head provides up to twice the capacity of 
a standard 8-station head and provides a 
time-saving design that facilitates and 
expedites cleaning and changeovers. Also 
of note, the .212 V slice MicroAdjustable 
SL-14 head that features a new patented 
SlideLocc™design. Knives are changed 
out in three simple steps: slide, lock in 
place, and tighten. When making a capital 
purchase, processors need to identify the 
flow of their current system, according to 
Urschel representatives. If creating a new 
line, make sure each station will work 
seamlessly with the next. Safety and flow 
should be fully analyzed. Working with a 
line company offers an additional amount 
of security. ”In analyzing a new purchase, 
such as cutting machinery, a test cut of 
the supplied customer product may be 
highly advantageous. The customer 
should make sure the machine fits their 
needs and any future flexibility that may 
be foreseen. If replacing an existing 

By Bogdan Angheluta Technology Innovation For Frozen Vegetables And Fruit

Making a machine 
that is technologically 
up to date isn't always 
an easy task, and the 
amount of labor that 
goes into studying 
and designing each 
component may often 
be rather substantial. 
However, 
manufacturers' 
expectations continue 
to rise, and as a result, 
technology suppliers 
are required to come 
up with novel 
solutions daily. This 
transforms what was 
previously a selling 
feature into an 
essential prerequisite.

USING THE RIGHT 
MACHINES IS 
PARAMOUNT  
TO THE QUALITY 
OF THE OUTPUT 





machine with a different model, check to 
see if there may be a turnkey approach. 
In addition to choosing the proper 
cutting machine, ask about spare parts 
availability, maintenance, and determine 
the degree of support after the sale,” 
they add. Urschel offers support to every 
customer for long life of their cutting 
machinery. ”The growth of our company 
has exceeded our expectations. Urschel 
has been able to open new offices to 
fully assist local processors throughout 
our company's history,” according to 
company representatives. ”We have 
done this at a great company expense 
because it has always been a priority to 
offer the best customer support 
wherever food is commercially 
manufactured. We partner with our 
customers to increase their productivity 
and have been able to open direct offices 
staffing them with local residents. The 
ability to offer full support has led to a 
great working relationship with our 
Urschel customers. This has been critical 
during COVID times. Supplying parts and 
keeping customer lines up and running 
through their local, direct office has eased 
these troubling times.” Urschel offers 
complete support over-the-phone, in-
person plant visits, or live remotely. 
Urschel's significant ongoing investment in 
the global infrastructure of the company 
has resulted in clients receiving expedited 
parts and peace of mind knowing their 
local office is there for complete support 
in terms of maintenance and training for 
the long life of their cutting equipment. 
”Urschel speaks the language of food 
processing and the local language, so 
important details in customer 
expectations are met,” they add. Some of 
the key issues processors are facing 
include adequate labor and staffing and 
more in a machine design. By engineering 
and manufacturing improved technology 

in a machine, the processor saves time, 
reduces staffing requirements, and 
improves capacity and quality of product 
output. ”Customers are demanding more 
in a design than ever before. Cutting 
principles are more precise to produce 
tighter, increased in-spec results, 
dedicated to increasing usable product. 
Components are constructed with ease 
of use elements, such as built-in handles, 
while also being able to withstand rugged 
production environments. Tools that 
accompany machines are also designed 
to expedite routine procedures. It all 
relates to time savings and cost savings,” 
Urschel representatives argue. Customers 
are looking for a machine with 
components that work with their fast-
paced line. Small and large companies 
want a robust machine that will hold 
precision slice tolerances throughout 
production runs with guarantees of parts 
and service when they need them. The 
ability to make changes ‘on the fly’ to be 
responsive to the needs of their 
environment. ”Urschel is always improving 
on manufacturing methods and designs to 
introduce newer technology — from 
machines to components to knives, 
Urschel partners with processors all over 
the globe to continue to move forward 
and grow with the everchanging demands 
of the food industry,” company 
representatives conclude. 
 
SORTING FOR 
THE BEST OUTPUT 
TOMRA Food’s TOMRA 5C premium 
sorting machine, which incorporates the 
company’s unique biometric signature 
identification technology for frozen 
vegetables was shown for the first time 
at Fruit Logistica Berlin. By locating the 
TOMRA 5C on the processing line 
between the IQF tunnel and the packing 
station, final checks for food safety and 

product quality can be made with 
unrivaled accuracy. As the frozen product 
reaches the end of the line for bagging, 
the sorter recognizes and removes any 
remaining foreign material, extraneous 
vegetable matter (EVM), and hard-to-
detect product defects, such as stems 
and stalks with green beans and 
nightshade with peas. These detection 
capabilities greatly reduce the risks of 
consumer complaints or product recalls - 
already a vital requirement, and one that 
is harder to meet with organically-grown 
fruit and vegetables, which typically get 
delivered to processing lines containing 
more unwanted materials such as insects, 
rodents, and EVM. As well as protecting 
brand reputations, the TOMRA 5C's 
state-of-the-art technologies deliver other 
operational advantages, according to 
company representatives. Compared to 
its highly effective predecessor, the 
Nimbus BSI, this new machine further 
enhances sorting efficiency and yields; is 
easier to keep running in optimum 
condition; has a more hygienic design 
which reduces cleaning time by about 
35% compared to the Nimbus, and has a 
capacity that's greater by 5-10%. The 
TOMRA 5C was first introduced in 2020 
to sort Dried Fruit and Nuts but was 
designed from the outset for many 
different applications, including IQF 
Vegetables and Fruit. This machine is 
now being made available for IQF lines 
following tests with one major IQF 
Vegetables processor in the USA and 
another in Europe. Validation was 
conducted over an intensive six-week 
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period, with the machines working for 
two or more shifts per day and sorting 
four to five tons of product every hour. 
Sorting performance was assessed with 
more than 20 different types of 
Vegetables, mono and mixed. The trials 
showed consistently excellent results - 
even with Vegetables that are 
traditionally difficult to sort, such as white 
cauliflower, and even when looking for 
foreign materials that are difficult to 
detect, such as nightshade mixed in with 
peas. The TOMRA 5C's sorting accuracy 
is made possible by combining high-
resolution lasers with TOMRA's 
innovative Biometric Signature 
Identification (BSI) technology, which 
means that every object passing down 
the line is assessed not only for its color 
and shape but also for biological 
characteristics. This next-generation 
spectral imaging is able to look inside 
materials on the line by identifying their 
unique biometric characteristics or 
‘fingerprint’. BSI clearly contrasts good 
and bad materials and is able to detect 
even smaller defects than those 
recognized by conventional spectral 
technology. Efficiency is also improved by 
connectivity to the cloud-based data 
platform TOMRA Insight. By accessing 

live data from the sorter, 
operators can make almost 
instant improvements to 
line efficiencies. When 
frozen vegetable products 
are mixed, this facility can 
ensure that each bag is 
packed with the right mix. 
Moreover, accessing data 
retrospectively makes it 
possible to quantify the 
standards of raw materials 
from suppliers and to make 
better-informed business 
decisions. Keeping the 
TOMRA 5C running for 
optimum performance is aided 
by a Heartbeat feature, which gives 
one-click information about the 
machine's health status and automatically 
triggers alarms if their faults. Cleaning is 
made easier and uptime is increased by a 
hygienic machine design with minimal and 
curved surfaces and easy access. 
Operation is made easy with the well-
proven TOMRA ACT user interface. 
And this machine has proven that it can 
withstand the tough conditions found in 
IQF environments, with an ability to 
perform well in temperatures as hot as 
50°C or as cold as -30°C. 

As the frozen product 
reaches the end of the 

line for bagging, the 
sorter recognizes and 

removes any remaining 
foreign material, 

extraneous vegetable 
matter (EVM), and hard-

to-detect product 
defects, such as stems 
and stalks with green 

beans and nightshade 
with peas. 
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ENHANCING THE 
PORTFOLIO TO BEST MEET 
CUSTOMERS’ NEEDS 
FAM Stumabo has a range of 
innovative cutting solutions dedicated to 
fruit and vegetable food processors. Its 
cutting solutions are designed for even 
the most demanding production 
environments with the highest efficiency 
level at peak production volumes, with 
minimal downtime and the lowest TCO 
in mind. FAM launched the Volantis™, a 
V-belt slicer designed for the precision 
transverse slicing of a wide variety of 
elongated and oblong products such as 
green beans, carrots, zucchini, etc. The 
Volantis is the V-belt slicer of the future, 
designed to reduce your total cost of 
ownership while increasing productivity. 
The 2-meter-long V-belt will perfectly 
align/orientate the product towards the 
slicing wheel and bring it up to the 
required speed. “More recently we 
introduced the Tridis™ 240 HD, a 
heavy-duty version of our renowned 
Tridis drum dicer family. This HD version 
comes with a series of updates specifically 
catered toward the most demanding 
vegetable and fruit processing applications 
and offers an even higher level of 
reliability and user-friendliness. To cut fruit 
to perfection, one needs to take 
elements such as moisture and sugar 
content into consideration. Some of our 
cutting tools have been adjusted in order 
to meet the specific requirements for 
cutting fruits like melon, kiwi, strawberries, 
mango, peaches, etc. FAM Stumabo 
always looks to enhance its machine and 
cutting tools portfolio to best meet its 
customers’ needs. Adaptations and 
improvements are continuously made in 
close collaboration with our customers 

to help them lead new 
food-cutting trends and 
achieve the highest 
production efficiencies 
and yield,” according to 
FAM Stumabo 
representatives. The 
FAM Stumabo baseline 
is ‘together we cut your 
product to perfection’. 
Consistent cut quality is 
the first and most 
important element. 
Innovating food cutting 
equipment sits deeply 

embedded in the company’s DNA and is 
a never-ending process. ”We are striving 
to offer our customers always better and 
ever more efficient cutting solutions by 
focusing on continuous improvements 
and innovations related to cut quality, cut 
consistency, machine reliability, the total 
cost of ownership, sanitation, operator 
safety, and user-friendliness.” Using state-
of-the-art cutting equipment helps 
processors optimize their efficiency and 
yield. With typical mid- to high-capacity, 
continuous production environments, the 
(frozen) vegetables, and fruit industry put 
great importance on equipment 
performance and reliability. The choice of 
the right blade is also critical to the 
cutting process: at FAM Stumabo, blades 
are made in-house from the best food-
grade stainless steel materials. Modern 
fully automated production lines 
guarantee that the same quality is 
produced blade after blade. Expert 
selection of the proper blade will 
contribute to the blades’ efficient cutting 
and longer lifetime. “Seeing the 
importance of cutting equipment in a 

processing line, we at FAM Stumabo, are 
committed to driving innovation in the 
field of food cutting. We work closely 
with our customers to feel their pulse on 
new trends, needs, and requirements. 
Our in-house engineering, design, and 
manufacturing of precision blades, cutting 
tools, and machinery, combined with a 
highly qualified team of application 
experts has allowed us to launch a 
multitude of innovations that have set 
several new standards in industrial food 
cutting.” It often starts with ‘test before 
your invest’. Before a customer invests in 
FAM Stumabo’s food cutting machines, 
the company offers the advantage of our 
demonstration equipment and its expert 
advice to identify the ideal cutting 
equipment for the results he is looking 
for. ”Our customer care support team 
guarantees rapid, premium support for 
your business whenever necessary. To 
maximize your running time, we offer 
service support ranging from 
troubleshooting to engineering and 
application assistance. In addition, we 
stock a large inventory of commonly sold 
parts and provide sharpening equipment 
and services for your blades. FAM 
Stumabo has developed a Total Care 
Program which provides customers with 
a complete service range. It contributes 
to the best possible and most economic 
operation of our machines over their 
lifetime. It covers all services, which 
customers may want to use before, 
during, and after the purchase of each 
food cutting machine. Our expert advice 
ensures our customers that the 
equipment delivers optimal performance. 
To optimize setups, our team can 
suggest additional functions, for example, 
to boost machine capacity, meet certain 
requirements for certification, or facilitate 
setup changes. Free online live chats, 
integration assistance, and training courses 
are provided by our teams. In addition, 
we can propose feasibility tests and real-
life demonstrations, in order to optimize 
customer projects. Finally, by providing 
additional functions, our experts can help 
optimize the configuration of a 
customer’s application. Our investment in 
virtual tools has allowed us to stay close 
and connect with our customers for 
demonstrations, commissioning, training, 
and remote service interventions. FAM 
Stumabo is a strong knowledge-driven 
organization with a unique set of online 
platforms to share our knowledge 
broadly with partners and customers.”. n

FAM Stumabo always 
looks to enhance its 
machine and cutting 

tools portfolio to best 
meet its customers’ 

needs. Adaptations and 
improvements are 

continuously made in 
close collaboration with 

our customers to help 
them lead new food-

cutting trends and 
achieve the highest 

production efficiencies 
and yield. 

FAM Stumabo

”
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T
he bakery goods sector 
continues to represent one 
of the largest within the 
global food industry. The 
market has had to face 

several difficult challenges in recent 
years, not least the disruptions caused 
by the pandemic, as well as health 
concerns amongst large sections of 
the population. In the post-pandemic 
world, health perceptions appear to 
be changing — in the US, for example, 
the 2021 version of the Food & 
Health Survey undertaken every year 
by the International Food Information 
Council (IFIC) found that health 
concerns are leading people to focus 
upon what certain foods contain, 
rather than what ingredients had 
been taken out (as has been the case 
in the past). According to the 2021 
survey, 27% of respondents defined 
healthy by the presence of 
components such as fruit and 
vegetables, up from 17% five years 
previously. In contrast, the percentage 
of respondents that defined healthy 
foods by the absence of ingredients 
such as sugar, salt, saturated fats, etc. 
had fallen from 35% to 25% during 
the same period. One leading sector 
within the bakery goods market is 
that of part-baked and ready-to-bake 
foods. Often referred to as bake-off 
solutions, this category encompasses 
products such as bread, rolls, 
baguettes and certain types of sweet 
pastries (e.g. croissants). Bake-off 
solutions remain popular with 
consumers, manufacturers and 
retailers alike, since they offer 
numerous advantages. These include 

improved convenience and timescales 
compared with baking products from 
scratch (which can assist in reducing 
overheads such as labour and energy 
costs), greater efficiencies in 
production (since operators can turn 
out higher volumes of bakery goods 
at lower cost) and the ability to offer 
a wider range of products. Bake-off 
solutions can also help retailers and 
foodservice operators seeking to 
reformulate their products, a process 
which usually entails the addition or 
removal of certain ingredients. In 
Europe, bake-off solutions account for 
an estimated 20% of total production 
of bakery goods, a figure that 
increases to 30% for sweet pastries. 
Multinational food company Puratos 
expects the market to increase by 
around 3% per annum over the 
coming years, driven by the constant 
consumer desire for freshness and 
variety, as well as socio-demographic 
factors — examples include smaller 
household sizes, greater urbanisation 
of the population and busier lifestyles, 
which increase the appeal of 
convenience foods.  
 
HEALTHY INGREDIENTS 
IN BAKERY 
Health remains a major driver of 
consumer behaviour and hence new 
product activity within the market for 
bakery products such as bread. Well 
before the pandemic, many 
companies had already started on 
programmes of reformulation to 
improve the nutritional profile of their 
products, in response to consumer 
concerns that bakery goods were 

excessively high in sugar, salt, 
saturated fats, etc. Much of the 
health-related NPD which has taken 
place within the industry of late has 
taken the form of manufacturers 
incorporating ingredients into their 
products to address these fears. The 
global food additives and ingredients 
market was valued at almost 
USD38bn in 2021 
by Market 
Data 

Forecast. 
This figure is 
projected to increase 
to more than USD55bn by 2026, 
with much of the growth driven by 
reformulation of various food and 
beverages on health grounds. Fibre is 
strongly linked with bakery goods 
such as bread, especially varieties such 
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KEEP IT 
SIMPLE  

Nutrition & Ingredients By Jonathan Thomas

For bakery and bake-off products, consumers increasingly 
desire simple and straightforward ingredient lists.



as granary, wholemeal and 
pumpernickel. Its many benefits 
include its digestive health benefits, as 
well as the lower risk of conditions 
such as heart disease, bowel cancer, 
stroke, and type 2 diabetes. In the 
UK, government guidelines 
recommend a daily fibre intake of 
30g, although the average figure for 
adults (according to latest data) is just 
under 20g. Some recent studies have 
discovered ingredients capable of 
increasing the fibre content of bakery 
goods. In the summer of 2022, 
research carried out by the University 
of Munich (which had been 
commissioned by the food ingredients 
supplier Loryma) developed a new 
resistant wheat starch, which has 

been named Lory Starch Elara. This 
can potentially replace conventional 
starch or flour in bakery applications 
such as bread and biscuits, creating a 
higher fibre content. Around the 
same time, researchers at Aligarh 
Muslim University in India found that 
adding flour from banana peel to 
cookie batter could raise fibre levels, 
as well as resulting in a higher content 
of minerals such as potassium and 
magnesium. Wholemeal products 
account for a sizeable percentage of 
the global bread market, given that 
they offer flavour and texture in 
addition to health benefits. Within the 
bake-off market, the Allinson’s range 
in the UK was extended during the 
autumn of 2022 with two new Heat 

& Eat batch-baked rolls. These can be 
prepared in the oven within five 
minutes, resulting in a crispy crust and 
a soft and warm interior and 
appealing to consumers attracted to 
bakery items fresh from the oven. 
The rolls were launched in 
Wholemeal & Rye and Seeded 
Wholemeal, reflecting the fact that 
products fortified with ingredients 
such as seeds continue to appeal to 
many consumers. Seeds are 
recognised as a good source of fibre 
and protein and have been linked 
with lower blood pressure and 
cholesterol. Bakery products with 
enhanced protein levels have also 
become more commonplace in 
recent years. Protein offers health 
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90% 
of European consumers 

are seeking out products 
with simple and/or 
fewer ingredients.

#



September/October 202234

benefits such as lowering blood 
pressure and improving muscle and 
bone strength, while it has also been 
linked with weight management. 
Numerous bakery brands now 
feature the health claim ‘high in 
protein’ — in the UK market, for 
example, the Warburtons range now 
includes loaves, rolls and wraps 
marketed as a good source of 
protein. Staying in the UK, researchers 
from various academic institutions 
have been experimenting with faba 
beans. It has been suggested that 
flour made from faba beans could 
potentially replace soy flour in bread, 
thereby raising protein levels.  
 
THE CONTINUED TREND 
TOWARDS CLEAN LABEL 
The growth in consumer demand for 
bakery goods (both frozen and 
otherwise) shows little sign of abating. 
This has been partly driven by the 
pandemic, with more people now 
demonstrating greater awareness of 

the link between diet and health. 
Between 2021 and 2026, the global 
market for what might be termed 
‘clean label’ ingredients is forecast to 
increase by an annual average of 
almost 9% in value terms, as more 
consumers begin to expect complete 
transparency regarding food 
ingredients and additives. It is 
important to note, however, that 
relatively few food products are 
promoted using the term ‘clean label.’ 
Rather, companies prefer to 
emphasise the fact that only natural 
ingredients are used in the 
manufacture of their products, or that 
they are free from artificial additives 
and ingredients. Nevertheless, 
research carried out by C&R 
Research on behalf of Lesaffre Group 
towards the end of 2020 suggests 
that many people are becoming 
aware of clean label foods. The 
research, which took place in the US, 
found that 68% of adults were 
familiar with the term ‘clean eating’, 

while 64% had heard of the term 
‘clean label.’Much of the research 
undertaken recently indicates that 
reformulation according to clean label 
requirements represents a key aim for 
the global food and drink industry. 
According to food ingredient supplier 
Ingredion, almost 80% of the world’s 
food and drink manufacturers have 
reformulated their products according 
to clean label demands within the last 
two years, while 60% claimed to be 
in the process of doing so. Although 
the vast majority have reported 
various difficulties and challenges 
when undertaking these reformulation 
efforts, the rewards appear to be 
worth it — around 75% of North 
American manufacturers reported an 
increase in overall revenue following 
reformulation. The same study found 
that converting food and drinks to 
conform to clean label demands led 
to an average 15% increase in overall 
revenue, compared with an 11% 
average rise in margins. Another key 
finding from Ingredion’s research was 
the fact that worldwide demand for 
clean label solutions within the food 
and drink industry continues to 
increase. Over half of consumers 
desire a relatively short and simple list 
of ingredients, while 71% stated that 
it was important to recognise the 
ingredients within a product. A 
separate study carried out by Tate & 
Lyle in 2021 came to similar 
conclusions. This found that 90% of 
European consumers are now seeking 
out products with simple and/or 
fewer ingredients, while 80% claimed 
that the ingredients list represented a 
major purchase influencer. Almost a 
third (31%) regarded ethically or 
sustainably sourced ingredients as a 
priority, while 75% claimed they 
would pay a higher price for foods 
made with trusted or recognisable 
ingredients. Rather worryingly for the 
industry, 44% of European consumers 
believe food brands are in the habit 
of making misleading claims regarding 
the ingredients used in their products. 
Consumers of bread and other 
bakery goods also demonstrate an 
inclination towards products 
positioned on a clean label platform. 
According to the survey from Lesaffre 
and C&R Research mentioned 
previously, bread purchasers typically 
opt for products containing 





September/October 202236

ingredients with which they are 
familiar, examples of which include 
fibre, calcium and yeast. The same 
research found that 37% of bread 
consumers eschew bakery goods 
containing ingredients which are hard 
to pronounce. In many instances, 
product features such as reduced 
packaging or a handcrafted 
appearance can help to underscore 
the ‘clean’ attributes of bakery goods. 
Another leading supplier of clean label 
ingredients for bakery applications is 
Kerry Foods. According to research 
carried out by the company, 68% of 
consumers of bakery goods feel that 
understanding the provenance of 
ingredients is important to them, 
although most are unwilling to 
compromise on taste or texture for 
the purposes of clean label. 
Furthermore, most consumers of 
many varieties of bakery goods take 
the time to study the ingredients prior 
to purchase. This figure stands at 59% 
for purchasers of sliced bread, cakes, 
muffins, scones and doughnuts to 60% 
for pastries and croissants, 63% for 
cookies and sweet biscuits and 65% 
for breakfast and filled biscuits. 
 
DIFFERENT CHALLENGES 
FOR MANUFACTURERS 
As consumers have become 
increasingly demanding, levels of new 
product activity within the market for 
clean label bakery ingredients have 

been understandably high. In the past, 
development within the sector has 
been held back by the various 
challenges faced by manufacturers to 
produce clean label solutions for 
bakery applications. These have 
included the problem of preserving 
the quality of the finished product in 
areas such as crumb structure, as well 
as developing ingredients which can 
uphold dough strength and tolerance 
during the production process. One 
of the latest additions to the range of 
ingredients and additives supplied by 
Tate & Lyle is Claria Everlast, which is 
described as a functional clean label 
starch and which was launched in the 
first half of 2020. Made from corn 
and tapioca starch, this is used to 
perform functions such as thickening 
and gelling. Bakery goods represent 
one important area of application, 
alongside dairy foods, soups and 
sauces. Elsewhere, Cargill announced 
the development of a clean label 
alternative to maltodextrin during the 
second half of 2021. Based on rice 
flour, the new solution was described 
as a world first and exhibits similar 
taste, texture and functionality to 
maltodextrin. Potential applications 
include reduced-sugar bakery goods, 
as well as convenience foods, dairy 
products, cereals and sauces and 
dressings. Cargill is also a leading 
supplier of plant-based lecithins for 
bread and bakery applications, which 

can help to keep products fresher for 
longer periods. Also present in the 
market for clean label ingredients for 
bakery applications is IFF, via its 
Nutrition & Biosciences business unit. 
This incorporates the former DuPont 
Nutrition & Biosciences business, 
which merged with IFF towards the 
end of 2019. More recently in 2021, 
the company launched new clean 
label ingredients for the Americas 
market within the enzymes sector. In 
South America, the company’s 
Grinsted PowerBake Clean represents 
a blend of enzymes, soy lecithin and 
natural soluble fibre, which is 
positioned as an alternative to dough 
strengtheners in bread formulations. 
This reduces the need for oxidising 
agents. The same year saw IFF 
Nutrition & Biosciences introduce an 
ingredient named EnoveraTM 3001 in 
the North American market. This also 
acts as a dough strengthener and 
allows industrial bakers to formulate 
their products without compromising 
on taste or texture.. n

38bn 
USD was the value of the 
global food additives and 

ingredients market in 
2021, according to 

Market Data Forecast.

#





B
etter known than any 
summer hit is currently the 
dirge from employers in 
many sectors, who are 
looking for labor all across 

the European Union, but don’t find 
enough — not even in the restaurant 
and the hotel industry. According to 
overviews of the German Federal 
Statistical Office, 9.5 million people 
worked in this sector three years ago. 
However, there were fewer than 8 
million people working in the sector 
last year. That is a loss of 16%. This 
year, the number of employed will 
continue to decline in all probability. 
The development of the demographic 
pyramid of the Union suggests that 
this topic will still accompany us for 
quite some time: perhaps it will even 
develop into an ongoing topic. 
 
A RECIPE FOR STAFF 
SHORTAGES: TIME-
SHIFTED PRODUCTION 
But restaurateurs, chefs, and hoteliers 

can take measures in order to 
dampen these effects. For example, 
they can completely change their 
workflow and change from classic 
fresh cuisine over to a time-shifted 
partial or full production with blast 
chilling and shock freezing. But the 
prerequisite is that they invest in 
appropriate equipment and storage 
capacity as well as educating their 
personnel well. The investments will 
be paid off by lowering their costs for 
personnel, goods, and production. 
The processes of blast chilling and 
shock frosting (both usually run in 
one device) are known in their basic 
features. The production is planned 
several days in advance and then 
implemented exactly according to 
plan (short-term changes are difficult). 
The food or the components are 
cooked until done, whereby the 
regeneration (the remaining cooking 
time) must be taken into 
consideration. The storage time is 
usually up to five days. Immediately 

after cooking, therefore hot, the 
dishes or components are slid into 
the cooling device in GN containers 
or in portions. The higher the 
difference between the temperature 
of the dish and the cooling ambient 
air, the more effective the 
surrounding air of the dish extracts its 
warmth, which it emits to the 
vaporizer. The more powerful the 
refrigeration unit is and the more 
efficient the air is distributed in the 
device, the higher the cooling capacity 
is. In any case, it makes sense to pre-
cool the device. 
 
SPEED IS TRUMP 
If food is to be blast chilled, its core 
temperature must be lowered within 
90 minutes down to 3° C for hygienic 
as well as culinary reasons. It makes 
sense to use two different devices for 
this purpose. Fluid and pasty 
foodstuffs like stews, puddings, or 
purees have a high density. That’s 
why they keep their core 
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How can kitchen professionals manage their production volume with 
less manpower without compromising on quality? Does time-shifted 
cooking solve the problem? If yes, which requirements have to be 
met for this?

PERMANENTLY 
ALLEVIATING 

STAFF SHORTAGES 

Blast Chilling and Shock Freezing 
By Dieter Mailänder, mailänder marketing
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temperatures very long and form 
quickly a skim on their surfaces. In a 
cooking and recooling kettle, these 
foods are stirred continually and 
thereby cooled down more evenly 
and faster without forming skim in 
comparison to convection cooling. 
However, other dishes such as 
casseroles, stir-fry dishes, sliced roasts, 
or fish may not be stirred anymore 
after the cooking process. One uses 
the air circulation from the blast 
chillers in order to blast chill them. If 
the dishes are shock frosted, they 
must reach a temperature of -18° C 
within 240 minutes at the core. For 
this task, one uses the function “shock 
freezing” of the air circulation unit. 
This tight time frame is important for 
two reasons among others: With 
blast chilling and shock freezing, 
pathogenic microorganisms such as 
bacteria multiply between 65° and 
10° C very strongly, partly even 
exponential; above 65° C, one is in 
the temperature range of 
pasteurization which stops this 
growth. With shock freezing, the 
process temperature sinks down to 
minus 40° C and puts any germ 
activity into a cold deep sleep. The 
more efficient this process runs, the 
more actively the so-called 
microcrystals form. They don’t 
damage the cell structures of the 
food due to their small size. That has 
several positive effects: Moisture and 
liquid remain just as largely preserved 
as nutrients, especially vitamins. The 
dishes retain their color and keep 
their taste. Of course, one can’t beat 
this type of production of masterfully 
cooked dishes culinarily that are eaten 

fresh. This is also not the claim. But 
everywhere there, where à la minute 
isn’t possible, one can offer a culinary 
performance for his or her guests, 
patients, or residents, which pleasantly 
surprises most of them. Speed, 
temperature, and moisture are key 
parameters of both of these 
processes. No refrigerator, no freezer, 
and no cold store are able to deliver 
this accomplishment. That’s why they 
are totally unsuitable for blast chilling. 
 
GOOD TO KNOW 
What should a blast chiller/shock 
freezer do in addition to the points 
already named? The following 
checkpoints help to make a viable 
purchasing decision: 
• Is the refrigeration unit optimally 

tuned to the device? Does it 
provide the power to start the 
refrigeration process even at 
hot temperatures? 

• Does the temperature never drop 
below 0°C during the entire blast 
chilling process (soft chilling)? Is 
there a monitoring system that 
records and documents the 
temperature profile reliably 
and completely? 

• Does the device switch 
automatically to the function 
“cooling” as soon as the chilled 
goods have reached the core 
temperature of +3°C? 

• Are the trays Gastronorm 
compatible? Containers with a 
depth of 65 mm, which are filled up 
to a maximum of 50 mm, have 
proved to be the best (40 mm is 
better because of the faster 
cooling). The reference values 

named above were determined on 
the basis of these facts. But if 
required, one should have the 
possibility to use trays up to a depth 
of 100 mm, which one can fill up to 
80 mm, even when the re-cooling 
times are extended by this. By the 
function “hard chilling”, the food gets 
a cold power boost because the 
device lowers its temperature 
temporarily down to -3°C. 

• Is the distance between the trays 
dimensioned so that the air can 
circulate sufficiently well even when 
they are fully loaded? 

• Is the air guided so that it reaches 
the food on all of the trays evenly? 

• Which space in the operations is 
particularly suitable to set up a 
refrigeration unit? A direct 
connection to the cold store is the 
best solution. Then the distance is 
short and the risk of cross-
contamination is minimal or equal 
to zero. 

• Should one cover the containers or 
not? This question is relevant from 
a hygienic and qualitative point of 
view. Contaminations can occur 
when they are open. If covered, 
condense water can form on the 
underside of the lid, which drops 
on the food. Furthermore, an air 
cushion forms between the food 
and the lid that extends the 
processing time by up to 30%, 
which drives up the process costs. 
Some manufacturers have 
integrated hygienic systems into 
their blast chillers. They make the 
claim of keeping at least the entire 
internal space sterile as far as 
possible so that the food, according 
to the manufacturers, doesn’t have 
to be covered.  

• For many reasons, it makes sense 
to test devices from manufacturers, 
which are shortlisted, in your own 
operations and uninfluenced by 
personnel of the producers or 
dealers according to identical 
criteria. Then one also finds out a 
viable answer to the question 
“cover or not”. 

Cooking food partially or time-shifted 
can be an effective means in order to 
alleviate permanent staff shortages. 
The transition requires capital and 
know-how. However, the 
amortization succeeds often 
surprisingly faster than predicted. n
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VEGETABLE, PEA 
AND LENTIL LINGUINE.     

As delicious as pasta, as light as vegetables

The new product of Laboratorio 
Tortellini®is perfect to enrich 
contemporary menus that today 

neglect to offer plant-based dishes. 
 
The vegetable, pea and lentil linguine 
are a light alternative, healthy but full of the 
flavour of a traditional pasta dish. Their 
versatility enables you to create dishes that 
recall traditional recipes or as a component 
of original and modern creations. 
 
l Low in fat 
l Saturated Fat-Free 
l Source of fibre 
l Quick to prepare 

(4 min in the frying pan,
1 min in boiling water) 

l Always al dente - excellent 
cookability 

 
OUR COMMITMENT TO A 
MORE SUSTAINABLE WORLD 
The plant-based lifestyle comes from a 
choice of respect for personal health 
and for the environment, focusing on 
the protection of biodiversity, the 
enhancement of simple products, 
without additives, dyes, preservatives 
or flavors and the respect for the 
rhythms and times of nature.  
All values that we support and 
embrace. In Surgital, heritage and 
respect for tradition run indeed through 
the love for our land.  
We produce and buy raw materials directly 
in the original places of production, 
respecting their seasonality and we have 
adopted energy production systems to help 
minimize the environmental impact of all 
production activities. n

SURGITAL S.p.A. - via Bastia 16/1-48017 Lavezzola (RA) 
Emilia-Romagna - Italy; tel. +39 0545 80328 - fax +39 0545 80121 

surgital@surgital.it - www.surgital.it



S
ales of frozen pizza amounted 
to approximately USD5.47bn 
in the US in 2020 — a 
profitable business for 
manufacturers, albeit in a 

competitive environment. High-quality 
products and production efficiency 
are vital for economic survival in this 
challenging market. Against this 
background, a large frozen foods 

Technology & Logistics: Trends in Packaging 
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Frozen pizza is one of the most popular fast 
foods: it is delicious, convenient, and easy to 
prepare. Processing and packaging frozen 
pizzas with their delicate ingredients, on the 
other hand, is no easy task. To master this 
challenge, a major frozen foods manufacturer 
in the US relied on Syntegon’s system 
competence. Involving four international 
sites, Syntegon provided an integrated, 
highly automated production line for 
processing frozen pizzas – from product 
distribution to final case packing 
By Tobias Bruetsch, senior account manager, 
Syntegon Packaging Technology GmbH

USING HIGHLY 
AUTOMATED 
& INTEGRATED 
PACKAGING 
EQUIPMENT  
TO DELIVER 
HIGH-QUALITY 
PIZZAS 



manufacturer based in the US 
commissioned Syntegon to plan and 
install a highly efficient distribution and 
packaging line, including various 
automated processes needed to 
reduce costs and enhance productivity. 
“With the expert support from four 
international Syntegon sites, we 
designed a line that perfectly fits the 
current and future needs of our 

customers,” says Tobias Bruetsch, 
senior account manager. “Our 
combined expertise helped the 
customer leap more efficiency.” 
 
AUTOMATED 
DISTRIBUTION FOR 
OPTIMUM FOOD SAFETY 
In November 2020, Syntegon started 
with the design of a 4-leg distribution 

and packaging system with a capacity 
of more than 400,000 pizzas per day. 
After the frozen pizzas are delivered 
from a spiral freezer, they are 
transported to the Product 
Distribution System (PDS) from 
Syntegon. On their way, the pizzas 
pass the so-called “dump gate”: in 
case downstream processes need to 
be stopped, an integrated pull nose 
will automatically retract the conveyor 
belt and deposit the products on an 
evacuation conveyor. This dump gate 
can also be opened manually if an 
upstream problem such as 
contaminated ingredients or other 
quality issues is detected in the 
freezer. The products arrive at the 
Product Distribution System in 
random order, where they are 
arranged in regular lines and rows 
before being packaged on one of four 
packaging legs. The PDS from 
Syntegon’s site in Beringen, 
Switzerland, features individually 
controlled lanes and a sensor-based 
control system that detects missing 
products or wrong orders in the 
lanes. “The automated Phasing Unit 
stops single lanes when a product is 
missing to possibly create a complete 
row. This way, the other distribution 
lanes can refill to ensure perfectly 
lined up products and evenly filled 
rows without empty spaces,” explains 
Hans-Peter Kientz, technical sales 
manager at Syntegon in Beringen.  
 
EFFICIENCY ON 4 LEGS 
Once the pizzas are aligned, complete 
product rows are deposited onto a 
crossfeed belt and then fed into one 
of the shrink-wrapping legs. The pizza 
manufacturer wanted to integrate a 
backup to reduce downtimes and 
production losses to a minimum. The 
solution: a distribution system that 
automatically distributes the frozen 
goods into three packaging legs and 
detects any problems in the 
production process. As soon as an 
error occurs on one of the three legs, 
the system redirects the products to 
a fourth leg that is always on standby 
to avoid any downtime in production. 
If two legs are down, the system 
features a re-feed conveyor on the 
end to temporarily store the 
products, then automatically return 
them to the fourth leg once available. 
In the next step, the frozen pizzas are 
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The automated Phasing Unit stops single lanes 
when a product is missing to possibly create a 
complete row. This way, the other distribution 

lanes can refill to ensure perfectly lined up 
products and evenly filled rows without empty spaces. 

Hans-Peter Kientz, technical sales manager at Syntegon

”
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shrink-wrapped with a Pack 301 SK 
flow wrapper from the Syntegon site in 
New Richmond, WI, US. Shrink-
wrapping is not only important for 
product safety and to avoid 
contamination. It is also needed to keep 
the pizza toppings in place. What’s 
more, the machine features an 
integrated metal detector to make sure 
the pizzas do not contain any foreign 
objects. Before leaving the Pack 301 SK, 
a weight checker performs an accurate 
check to ensure the consumer receives 
the quantity guaranteed. Since the 
pizzas contain sensitive foods like 
cheese and meat, the machine fulfills 
the washdown requirements for 
optimal hygienic conditions. 
 
SECONDARY AND 
TERTIARY PACKAGING 
IN ONE LINE 
The shrink-wrapped pizzas then enter 
the downstream packaging area of 
the extensive line, where Syntegon 
installed not only the end load 
cartoning but also the case packing 
equipment. First, single pizzas are 
loaded into the typically thin 
cardboard boxes for frozen pizzas in 
the Kliklok Enterprise end load 
cartoner from the Syntegon site in 
Decatur, GA, US. The Kliklok 
Enterprise features one of the fastest 
rotary carton feeders in the industry 
and can package at speeds of up to 
340 cartons per minute. The final 
packaging step consists of packaging 

either 14 or 16 cartoned pizzas into 
one large transport case using the 
Elematic 3001 from the Syntegon site 
in Remshalden, Germany. The wrap-
around case packer offers a large 
pack style flexibility: the pizzas can 
either be wrapped in trays, trays with 
an inner hood, or full wrap-around. 
Considering the manufacturer’s high 
hygienic standards, both downstream 
machines meet the wipe-down 
requirements and ensure hygienic 
production conditions.  

COLLABORATION 
ACROSS THE GLOBE 
With this highly automated packaging 
line, the frozen food manufacturer was 
able to take its pizza production to the 
next level of efficiency. With an output 
of 340 pizzas per minute, the new line 
from Syntegon will outperform the 
existing packaging line by a wide 
margin. To make this possible, Syntegon 
brought experts and machines from 
four of its international sites together. 
“We coordinated technologies and 
team members from three different 
countries and every expert contributed 
with their expertise,” Brad Baker, senior 
sales director North America points 
out. “Together, we proved our system 
competence and provided the 
customer with a comprehensive 
integrated line.” Thanks to the joint 
team efforts, Syntegon was able to 
offer the project as a single-source 
solution. The team designated one 
contact person to funnel the 
communication from all four Syntegon 
sites with the customer. This proved to 
be an important advantage for the 
customer: not only did Syntegon deliver 
a turnkey system from product 
distribution to finished cases with high 
efficiency, but also maintained close 
contact throughout the entire 
project and holistic advice on the 
project implementation. n

5.47 
bn USD was the value 

of frozen pizza sales in 
the US in 2020.

#





By Bogdan Angheluta Meat & Poultry Products 

September/October 202246

 
 
 
 
 
 
 
 
 
 

T
he rise of the market for 
processed poultry and meat is 
complemented by the 
introduction of automated 
technology in the poultry 

processing industry. It is anticipated that 
the variety of packaging solutions that 
lengthen the product's shelf life will 
continue to drive the industry. The 
Asia-Pacific region is forecast to show a 
high growth rate because of the 
region's increasing demand for 
processed meat and poultry products. 
This demand is developing as a result of 
consumers' shifting lifestyles and rising 
disposable incomes, both of which are 
contributing factors. It is also important 
to consider the growing demand from 
customers for convenient and high-
quality processed foods. 
The expansion of the global 
processed poultry meat market is 
driven by an increase in health 

awareness about diets high in animal 
protein, growing demand for 
processed and convenient foods, and 
the availability of processed chicken 
meat products at prices that are 
affordable. In addition, unwavering 
backing from the government and 
unparalleled expansion in the retail 
industry is anticipated to create 
potential prospects for the market 
during the period covered by the 
forecast. The chicken sector held the 
largest market share in 2021, 
accounting for more than four-fifths 
of the overall market share, and it is 
anticipated that it would maintain its 
leadership status throughout the 
forecast period. In addition, it is 
anticipated that this particular 
segment would record the greatest 
CAGR of 7.8% between the years 
2022 and 2031. The study also 
provides an analysis of the various 
market segments, such as turkey, 
duck, and others. It is anticipated that 
the retail segment would maintain its 
leadership position during the forecast 
period, as it represented over three-
fifths of the total market share in 
2021 and held the biggest market 
share based on end user. On the 
other hand, it is anticipated that the 
food service sector will record the 

The global market for processed 
poultry and meat is propelled 

forward by a variety of factors, 
including a growing awareness 
about the need of consuming a 

diet high in animal protein and an 
increasing desire for convenience 

and processed items. 

DRIVING THE 
MARKET 

FORWARD 
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greatest CAGR of 7.9% between the 
years 2022 and 2031. It is anticipated 
that North America will maintain its 
dominant position of the market until 
2031, which will allow it to continue 
contributing the greatest proportion 
in terms of revenue in 2021. North 
America currently has more than 
two-fifths of the overall market share. 
Nevertheless, it is anticipated that the 
Asia-Pacific region would demonstrate 
the highest CAGR of 9.3% during the 
time covered by the forecast. 

A RAPIDLY 
EXPANDING SECTOR 
The international market for 
processed meat and poultry has been 
demonstrating a significant uptick in 
growth. The producers in this sector 
are engaged in the manufacturing of 
processed poultry and meat of a 
higher grade that is also produced 
more efficiently. At the same time, 
new competitors are entering the 
market with innovative production 
technologies for processed meat, 
which has led to greater rivalry in 
international markets. Despite the fact 
that North America has a bigger 
market share, the Asia Pacific area is 
experiencing a faster growth rate. 
When compared to the market 
segment for processed poultry, the 
market for processed meat has a 
much larger market share. The global 
market for processed poultry meat 
generated USD252.4 billion in 2020, 
according to the analysis that was 
published by Allied Market Research. 
This market is anticipated to reach 
USD592.7 billion by 2031, with a 
compound annual growth rate 
(CAGR) of 7.4% from 2022 to 2031. 

The research offers a comprehensive 
analysis of the shifting market 
dynamics, important investment 
pockets, value chains, top segments, 

regional environment, and 
competitive landscape. It is estimated 
that North America dominated the 
global market for processed poultry 
and meat in 2018 with a total market 
share of 38%. This is primarily 
attributable to the rising demand for 
low-calorie meat as well as the rise of 
research and development in the 
production industry for processed 
poultry and meat. The primary factors 
that are driving the growth of the 
global market for processed poultry 
and meat are the growing knowledge 
about the need of consuming a diet 
that is high in animal protein and the 
rising demand for processed and 
convenient items. 
 
EMPHASIS ON HEALTH 
Concern about health and shifts in 
people's lifestyles are additional 
factors that contribute to the rise in 
demand in the processed poultry and 
meat market, and numerous 
businesses are working hard to meet 
the requirements set forth by 
customers to meet these needs. The 
quality of the product as well as its 
storage life are both improved using 

automated processing and improved 
packaging techniques. The fear that 
processed poultry and meat 
consumers have of contracting 
infectious diseases like avian flu 
through their use of these products 
presents a hurdle for the industry. In 
some nations, the poultry business is 
being held back by a combination of 
factors, including high feed prices and 
poor domestic consumption, which in 
turn has an effect on the processed 
poultry industry. In addition to this 

obstacle, the market must contend 
with the decline of food quality as 
well as the contamination of food 
products. The rise in the number of 
laws concerning the food safety of 
poultry and meat is contributing to 
the overall increase in price while also 
stifling market activity. n

592.7 
billion USD is the 

anticipated value for 
the global market for 

processed poultry meat 
in 2031.
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T
he frozen food sector 
experienced its first year of 
positive sales volume increase 
in five years in 2018, and 
according to research 

conducted by the Information 
Research Institute (IRI) and the 
International Dairy Deli Bakery 

Association (IDBA), the growth in 
sales of frozen foods between 
November 2019 and November 
2020 was 17.4%, which was higher 
than the sales growth of the food 
category as a whole (IDDBA). Even if 
the growth of the frozen food 
category has slowed down since then, 

analysts believe that the market for 
frozen foods will continue to rise 
across the world. According to The 
Frozen Food Report 2021 published 
by the British Food Federation, the 
market for frozen food in the country 
expanded by 4.6% to reach 
approximately GBP9bn, adding 

It is common for consumers to view frozen food as an affordable 
option; however, consumers now also view frozen food as a 
solution that can deliver healthy, convenient, and simple to prepare 
meals in the comfort of their own homes. Although prices have 
increased, there is still robust demand for certain categories of 
food, including breakfast, entrees, and dinners.

FROZEN SECTOR 
MUST CONTINUE 
ITS UPWARD 
TRAJECTORY  
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GBP2.4bn in sales since 2005. This 
figure represents a growth of nearly 
GBP1bn annually. Through the year 
2030, it is anticipated that the market 
segment will continue to expand in 
the Asia-Pacific region at a compound 
yearly growth rate of 9.12%, 
ultimately reaching a value of 
USD145.22 billion. According to 
Verified Market Research, the market 
for frozen food in the United States is 
expected to expand to USD90.47bn 
by 2028, from USD62.39bn in 2020. 
 
MILLENNIALS LOVE 
FROZEN FOODS 
According to this year's State of 
Frozen Food by AFFI, going up against 
the biggest year in food retailing, 
frozen food 2021 sales in the 
traditional channels slowed to low 
single-digit growth in dollars and 
slightly below year-ago levels in units. 
However, dollars (+23.0%) and units 
(+18.0%) remained far ahead of 2019 
pre-pandemic normal. This is driven 
by above-average consumer demand 
and fueled by higher household 
penetration, more trips down the 
frozen food aisles, and higher 
spending per trip. E-commerce 
delivered an additional 12% boost, for 
an omnichannel frozen food category 
gain of 2% in dollars and -1.8% in 
units. Millennials, who represent 
about USD23 out of every USD100 
food and beverage dollars, had a far 
greater contribution to frozen foods, 
especially in categories such as frozen 
fruit where they account for USD31 
out of every USD100 spent. Plant-
based plays a role across the grocery 
store, representing 41% of general 
food dollars and 22% of frozen food. 
Unit sales of frozen plant-based items 
were down 3.5%. Frozen dinners, 
meat substitutes, and desserts 
account for 87% of all plant-based 
frozen sales. Dinners and desserts 
grew year on year, but demand for 
meat alternatives has softened. The 
strong growth in frozen fruit and 
vegetables in 2020 brought a rising 
share of total produce dollars across 
the store. The share remained 
elevated in 2021. Frozen fruit had a 
small dollar increase, at +0.7% but 
could not quite reach the prior year’s 
levels in units and pounds – affected 
by an average in-stock rate of 90%. 
Mixed fruit items stood out as sales 

winners, a trend that is expected to 
continue in 2022. Frozen fruit also 
found pockets of growth in a number 
of sustainability-related claims, with 
above-average growth for recyclable 
and water conservation. 
 
OPPORTUNITIES 
THROUGH DIFFERENT 
CHANNELS 
Because more people were eating 
their meals at home during the 
pandemic, sales of frozen foods saw 
significant growth in 2020 and into 
most of 2021. In contrast, sales of 
frozen items have slowed down in 
recent months, which has been 
accentuated by decreasing in-stock 
levels and increased prices across the 
business as a whole. According to IRI, 
even though the unit growth of 
frozen products has slowed down in 
recent months, demand has remained 
high since 2019, and the price is the 
primary factor driving the expansion 
in the current market. Even if price 
increases are not uniform across all 
frozen product categories, consumers 
believe prices have gone up. 
Promotions have not been turned up 
either by the merchants or the 
manufacturers. In spite of the fact that 
prices have gone up, there is still a 
strong demand for some types of 
food, such as breakfast items and 
entrees/dinners. It is essential to point 
out that the rate of frozen food 
purchases among Millennials, Gen 
Xers, and Boomers is comparable, 
however, the rate of frozen food 
purchases among seniors and retirees 
is lower. When it comes to the 
products themselves, private label is 
making headway inside the frozen 

sector, particularly with the robust 
rise of online sales; sales in brick and 
mortar are inconsistent. Only 22% of 
plant-based products can be found in 
the freezer case, ranking it second 
behind the general food case and first 
behind the case containing chilled 
food. IRI also identifies certain 
opportunities for the industry, such as 
the fact that different consumer 
groups shop for frozen in different 
ways across channels. For example, 
large households and Millennials over-
index on spending in the mass 
channel. This presents the industry 
with several potential business 
opportunities. Adventure seekers 
looking for new possibilities and quick 
comparisons are best served by 
traditional retailers with physical 
locations. The best place to get 
everyday necessities and components 
of standard meals is on the internet. 
From the perspective of the retailer, 
an increase in the number of 
promotions will help to compensate 
for higher pricing. The optimal retail 
selection for frozen goods, which 
includes both national and private 
label brands in the appropriate 
proportions, is where growth is 
occurring. It should also be 
mentioned that dinners and entrées, 
frozen desserts, and meat substitutes 
take up the lion's share of the market 
for frozen plant-based items. The 
management of meat replacements 
should be carefully considered to 
cater to specific demand areas 
without providing an excessive 
number of variations of the same 
product. To prevent customer 
dissatisfaction and missed revenue, in-
stock levels must be handled 
proactively, just as seasonal and 
holiday preferences ought to be 
managed. Additionally, innovation 
should target new usage situations of 
continuing, at-home meals that call 
for increased convenience, product 
benefits, and packaging. These meals 
may include things like breakfast, 
lunch, or dinner.n

87% 
of all plant-based 

frozen sales in 2021 
were frozen dinners, 

meat substitutes,  
and desserts.
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A
ccording to a study 
published by SIAL, the 
forward pace of change 
towards environmental 
concerns is maintained 

(buying in bulk, reducing plastic, and 
boycotting brands involved in 
environmental controversies). Europe 
is the primary driver of the rise in 
consumer interest in ethics (almost 
one innovation out of ten in 2021), 
followed by Latin America. Note that 
France is the country in Europe with 
the highest percentage of ethical 
expression (12.3% of the innovative 
offer), which can be attributed to the 
levers of "ecology" and "solidarity," 
both of which have seen minor 
increases. When it comes to overall 
sales, the British Frozen Food 
Federation (BFFF) estimates that retail 
sales of frozen food in the United 
Kingdom increased by GBP872m to 
more than GBP7bn in the year 2020. 
This represents an increase of more 

than 14%. Germany was the most 
important market in Europe for 
frozen food in the year 2020, with an 
expected market share of 19%, 
equivalent to a market value of 
EUR12bn. The United Kingdom 
market came in second, with a 
market share of 17%. The market for 
frozen food in France is the third 
most important in all of Europe, and 
France's share of that market is 13%. 
 
FRENCH CONSUMERS 
WANT “CLEANER” FOODS 
Taste France reports that consumers 
are devoting less and less time to the 
preparation of their own meals. Now, 
not only can you get meat, ice cream, 
and apple pie in the frozen food 
section of stores, but you can also 
find foie gras, smoked salmon, and 
even fruit salad in this section. The 
introduction of organic goods, the 
demand for which is skyrocketing at 
an astounding rate of +30% annually, 

was a significant driver of the market's 
expansion. Manufacturers in France 
are now producing frozen pizzas that 
are made entirely with organic 
ingredients. Certifications such as 
Nutriscore and marks like MSC for 
sustainable fishing are being obtained 
by these companies to satisfy the 
demands of consumers for 
transparency. Products that do not 
include any artificial flavors or 
preservatives are met with 
enthusiastic support from customers. 
Therefore, businesses are capitalizing 
on cold's inherent potential for 
preservation, which enables them to 
do away with those artificial 
components and provide customers 
with products that are more natural. 
In the not-too-distant future, the 
amount of time required to reheat 
frozen foods will be even shorter 
than it is today. According to Taste 
France, the food sector is working on 
developing new products, including 

Changes in consumption patterns in France that are related to 
health, attention paid to ingredients, and sourcing that is local or 
seasonal are slowing down. New routines are being created, and as a 
result, the offer has developed to accommodate these changes.

A STEADY PRESENCE  
IN THE EUROPEAN MA
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lettuce, strawberries, and even 
cocktails that can be stored in 
the freezer. The sector dealing 
with gourmet foods has been 
paying very close attention. And 
finally, the means of making 
sales will continue to develop. 
On university grounds and in 
workplaces, people will soon be 
able to purchase frozen foods 
from vending machines. 
Additionally, there will be an 
increase in the number of 
conventional points of sale that 
are fitted with freezers that are more 
environmentally friendly. 
 
THE DEMAND 
FOR DESSERTS 
AND ICE CREAM 
Recent research conducted by 
Euromonitor indicates that easing up 
on regulations led to an increase in 
demand for impulse ice cream in the 
year 2021. Following the 
transformative year of 2020, the 
demand for ice cream and frozen 
desserts has returned to more typical 
levels, which resulted in a slower 
increase in current value. The 
lockdown had a significant impact on 
the demand for ice cream, as 
evidenced by a decline in impulsive 
purchases of ice cream at this time. 
The continued trend toward e-
commerce and delivery services for 
frozen items in France has 
strengthened the performance of ice 
cream and frozen desserts in 2021, 
which led to increased distribution of 
these products. Ice cream is 
continuing to see growth thanks to 
innovations in terms of flavors, 
packaging forms, and brand names, 
while other frozen food categories, 
such as frozen desserts and frozen 
yogurt, are experiencing declines 
because of the lack of innovation in 
those categories. Outside of 
consumer foodservice establishments 

in France, frozen yogurt has not 
been able to achieve a great deal 
of commercial success. The 
current value of ice cream and 
frozen desserts is expected to return 
to stronger growth in the year 2022, 
and this trend is expected to be 
maintained throughout the forecast 
period. Ice cream manufacturers in 
France have responded to the belief 
held by French consumers that 
indulgence is the single most 
significant consideration when making 
a purchase of ice cream by 
developing products that are both 
more luxurious and more inventive. 
The optimistic outlook for some of 
the healthier ice cream products now 
on the market is attributable to the 
growing health consciousness that is 
prevalent in France. During the time 
under consideration, sales of dairy-

free frozen yogurt and desserts 
were experiencing a more dramatic 
increase than sales of water-based ice 
cream. It is possible that the rising 
premiumization trend, in conjunction 
with the rising health consciousness 
in France, may pave the way for an 
increase in the significance of 
organic ice cream. Already, more 
and more locations around the 
country are stocking organic ice 
cream in their freezers. n

RKET 

478 
million units of 

shelf-stable ready 
meals were sold in 

France in 2021-2022, 
according to Statista.

#
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Fair Preview

SIAL ONCE AGAIN 
READY TO WELCOME 
FOOD PROFESSIONALS 
FROM AROUND 
THE WORLD 

By Bogdan Angheluta 

The SIAL is the most important food trade event that takes place 
once a year in Paris and is accessible to professionals in the 
industry. Under one roof, food manufacturers, distributors, 
importers, wholesalers, and retailers, as well as representatives of 
institutional and commercial catering can all be found together at 
the trade show, which serves as a global business platform and 
serves as a showcase for innovations. 

Photos: SIAL
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I
At SIAL, which will be held in Paris 
for a total of 5 days, beginning on 
Saturday, October 15, and ending 
on Wednesday, October 19, 2022, 
exhibitors from every corner of 

the globe are converging to 
demonstrate their wares, innovations, 
and technologies while also providing 
an overarching perspective on the 
industry. The In-Food Centre is 
considered a part of the SIAL as well. 
In this section, in particular, semi-
finished products, ingredients, 
equipment, and systems for the 
processing of food are displayed. 
Additionally, the themes of 
sustainability and sustainable 
development regarding the 
environmental, economic, and social 
aspects are becoming an increasingly 
important focus area for the fair. To 
draw attention to this facet of the fair, 
particular emphasis is placed on 
businesses that take an 
environmentally conscious approach. 
In addition, SIAL features the area La 
Cuisine, which is the most important 
gathering place for those in the food 
service business. This area contains a 
VIP restaurant, live cooking demos, 
and a photo exhibition of culinary 
creations. In 2014, the organizers of 
SIAL in Paris welcomed about 6500 
exhibitors from 104 countries and 
1,55766 visitors from 194 countries 
throughout the course of the five 
days of the fair. 
 
MAJOR TRENDS SHAPING 
THE FOOD INDUSTRY 
Ahead of the trade fair, SIAL revealed 
the four major trends that are shaping 
the industry today. The first of these 
major directions is "More nature": 
when it comes to health, everything is 
decided on the plate. Even if the 
quest for performance can be a one-
off lever, health today is part of a 
holistic, preventive vision. How to 
achieve it? By opting for ever more 
natural products and ingredients and 
ever simpler recipes and processes. 
To nurture consumer confidence in 
the safety of their food consumption 
and reaffirm its benefits, less is often 
more. The second trend is "More 
environment and ethics", as a label or 
designation is no longer enough to 
guarantee that the product on your 
plate does not exert too much 
negative pressure. Ethics and 

responsibility are becoming more 
complex and are declined from 
upstream to downstream, as we are 
gradually accustomed to claims such 
as "from field to plate" or "from farm 
to fork". The consumer will 
increasingly demand clear and tangible 
proof of the steps taken, without 
however wanting to spend more. 
Another major direction taken by the 
food industry is "More pleasure": a 
safe haven in these uncertain times, 
food is a vector of comfort and 
pleasure for many of us. At the same 
time, the rise of societal commitment 
in food choices gives pleasure a new 
flavor, that of useful choice, both at 
home and in restaurants. In a context 
where the economic crisis is coming 
back to the table, it will be difficult to 
reserve the best part of it for a 
minority for reasons of purchasing 
power. And this does not mean that 
consumers will accept to be made 
guilty. On the contrary, the desire has 
never been so strong to be immersed 
in the positive emotion of new 
discoveries. Last but not least, "Digital 
transformations" is yet another trend 
in the industry. Including a pinch of 
creativity and fun, a generous dose of 
services, all sprinkled with relevant 
information, digital technology opens 
up new ways of accessing products, 
information and food advice/coaching. 
 
#OWNTHECHANGE 
SIAL Paris seeks to be the point of 
meetings and exchanges that 
stimulate the food ecosystem at a 
time when big transitions are taking 
place in the business. These 
transitions include reinventions and 

global social responsibility. The "Own 
the change" concept, which was 
introduced in 2020, is still being used, 
and the program is still concentrating 
on new advancements. It deciphers 
the need for a food transition on the 
scale of the entire planet, shifting 
consumption habits, initiatives in favor 
of agriculture and processing that are 
more respectful of the environment 
and animals, and the growth of start-
ups that establish new forms of 
business. Born from the observation 
of a society that is changing very 
quickly in its expectations and 
lifestyles and of an agri-food industry 
that is challenged by economic, 
environmental, and social issues, the 
theme #ownthechange is more than 
ever the strong signal of an obligation 
to change course profoundly, to 
imagine a viable food transition 
everywhere and for everyone. This 
theme was born from the 
observation of a society that is 
changing very quickly in its 
expectations and lifestyles.n
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Available in six different flavours, the Menuserve 
frozen quiches from Central Foods are offered whole 
or ready cut into 12 portions for convenience and to 
help reduce wastage. The 11inch diameter Menuserve 
quiches are available in the following flavors: cheese 
and onion, tomato and basil, Spanish style featuring 
red and green peppers, cheese and broccoli, 
Mediterranean style featuring red and yellow peppers 
and courgette, and Quiche Lorraine. All are suitable 
for vegetarians, apart from the Quiche Lorraine. 

https://www.centralfoods.co.uk/

Le Duc Fine Food launches a new, veggie fingerfood 
concept at SIAL in Paris: Nacho Cheese Bites. The spicy 
snacks filled with firm melted cheddar cheese are, like all 
Le Duc Cheese appetizers, made with vegetarian rennet. 
Fitting in the trend to go veggie, it also appeals to those 
who want to please flexitarians. In comparison to other Le 
Duc products, Nacho Bites contains less salt and less sugar. 
By using good spices and no flavors and adding a natural 
crispy coating, this product outperforms other products. 
The Nacho Cheese Bites weigh 20-25gr per piece and are 
packed in bags of 1 kg for the foodservice market. 

https://www.leduc-food.nl/en/

NEW VEGGIE PRODUCTS FROM LE DUC

IONIKI INTRODUCES CYPRIOT 
HALLOUMI SPIRALS
Greek manufacturer Ioniki has recently showcased its Mini Cypriot 
Halloumi Spirals, which are made of crispy filo with Cypriot halloumi 
& extra virgin olive oil. Ioniki has managed to preserve the singularity 
of crispy filo and expand it with a new thrilling filling of the authentic 
Cyprus Halloumi. The crispy filo with whole pieces of authentic 
Cyprus Halloumi, highlighted by the aroma of extra virgin olive oil is 
combined with fresh Greek herbs like the all-time favorite oregano. 
Each 100 gr portion contains 292kcal, 1.5 gr of sugars, 18 gr of fat, 
6.8 gr of saturates, and 0.98 gr of salt.  

https://www.ioniki.com/en/

CENTRAL FOODS LAUNCHES 
NEW RANGE OF QUICHES

ULTIMEAT has recently launched its all-new 
plant-based ‘chicken’ style burger patties, a 
game-changer for vegans in the Asian market. 
Moreover, the Malaysian-based food factory is 
Halal certified. The patties have zero cholesterol, 
making them ideal for health-concerning 
individuals. It’s vegan-friendly, high in protein and 
can be a daily source of nutrients. Eating with 
ULTIMEAT allows one to go green and play a 
part in saving the planet. 

https://ultimeat.co/

ULTIMEAT RELEASES THE PLANT-BASED 
‘CHICKEN’ STYLE BURGER PATTIES
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Arizona, US-based Cold Stone Creamery is bringing new 
products nationwide in the United States. The fall-
themed flavors are Brown Sugar Ice Cream and returning 
favorite Pumpkin Bread Batter Ice Cream. Brown Sugar 
Cookie Dough Sensation evokes the taste of freshly 
baked treats, made with Brown Sugar Ice Cream, Cookie 
Dough, Brown Sugar, and Caramel, while The Apple of 
my Pumpkin Pie is reminiscent of apple picking season, 
featuring Pumpkin Bread Batter Ice Cream, Pecans, 
Graham Cracker Pie Crust, Apple Pie Filling and Caramel. 

https://www.coldstonecreamery.com/

REAL GOOD FOODS INTRODUCES CHICKEN NUGGETS & STRIPS

Evoiki Zimi S.A. has been in the export business for more 
than 20 years and every year expands its geographical 
distribution. One of its major products is crust fillo pastry 
made with fine flour and the recipe of Zimi Psachnon. 

Resilient and soft, it is easy 
to use and ideal for 
cooking and pastry making. 
Fresh or Frozen packed 
crust fillo pastry because 
of its elasticity and 
flexibility, it can be used 
for both sweet and savory 
creations such as baklava, 

lemon pie, orange pie, mincemeat pie, cheese pie, mini 
triangle pies, roll pies, etc. Crust fillo pastry is distributed in 
Europe, Asia, the Middle East, and North America. 

http://www.evoiki-zimi.gr/

COLD STONE CREAMERY 
INTRODUCES FALL OFFERINGS

Redefine Meat commercially launched its first range 
of premium plant-based New-Meat products, 
including premium cuts — the uncracked holy grail of 
the plant-based industry — and minced meat 
products, in Germany, the UK, and the Netherlands.  
Introducing a whole new range of protein to its 
product portfolio, New-Meat pioneer Redefine Meat 
announced the launch of its first pork product — the 
New-Meat Bratwurst.  

https://www.redefinemeat.com/

REDEFINE MEAT BRINGS 
NEW-MEAT PORK TO EUROPE

The Real Good Food Company announced the 
launch of its most anticipated platform ever, 
nutritious Chicken Nuggets and Strips. The 
company is expanding into the largest frozen food 
category, frozen meat & poultry, with a nutritious 
twist on one of US consumers’ favorite foods. 
The Frozen Meat & Poultry category, an 
USD8.9bn categor, is ripe for real innovation, as 
most breaded chicken options today offer the 
same nutritional profile — 20 to 30g of carbs, and 
breading made from processed flours and grains. 

https://realgoodfoods.com/

NEW FILLO PASTRY FROM EVOIKI





In order to introduce five new types of Hot Ones Boneless 
Chicken Bites, frozen food manufacturer First We Feast has 

expanded its cooperation with John 
Soules Foods and FoodStory Brands. 
The line debuted this month at 
Walmart’s freezer section, and it will 
soon be available in additional stores 
across the nation. The new Hot Ones 
Boneless Chicken Bites are all-natural, 
white-meat boneless chicken bites that 
come with an approved Hot Ones 

sauce packet in 18.6 oz. resealable bags.  
https://firstwefeast.com/

September/October 202258

Canadian producer Daiya has announced its launch of the first-
ever plant-based and allergen-friendly flatbread. Inspired by an 
Italian trattoria experience, Daiya’s newest plant-based innovation 
line features three delicious flavors that are sure to delight new 
and existing customers. Bringing to the table complementary 
flavors that are sure to level up any at-home meal, the flavors 
include Mushroom, Caramelized Onion & Fig; Meatless Italian 
Sausage Style Crumbles, Roasted Pepper & Kale; and Tomato, 
Sunflower Seed Pesto & Arugula. 

https://daiyafoods.com/

DAIYA LAUNCHES PLANT-BASED & 
ALLERGEN-FRIENDLY FLATBREADS

GOODMILLS LAUNCHES VEGAN MEAT ALTERNATIVES
GoodMills Innovation launches VITATEX® 
Vegan-Snack-Mix — a novel premix for burgers 
and meatballs, as well as a savory bakery and 
snack fillings, based on wheat proteins. Products 
with the Vegan-Snack-Mix are characterized by a 
juicy bite and authentic meat flavor. With the 
VITATEX® Vegan-Snack-Mix, GoodMills 
Innovation offers an optimal solution: a wheat 
protein-based mix for the production of 
meatballs of all sizes and burgers, as well as 
bakery and snack fillings.  

https://www.goodmillsinnovation.com/en/

YOGURTLAND LAUNCHES PUMPKIN PIE CHEESECAKE SWIRL

FIRST WE FEAST TAKES BONELESS CHICKEN 
BITES TO THE FROZEN AISLE

New Products

Yogurtland is kicking off fall celebrations with its 
Pumpkin Pie Cheesecake Swirl, combining 
Yogurtland’s fan-favorite Pumpkin Pie and Cheesecake 
flavors. Yogurtland is also adding the online-exclusive 
Dirt Cup to its seasonal line-up, which is made with 
Dutch Chocolate Frozen Yogurt or Rich Chocolate 
Ice Cream and assorted toppings. In addition to 
Pumpkin Pie Cheesecake Swirl, Dirt Cup includes 
Dutch Chocolate Frozen Yogurt or Rich Chocolate 
Ice Cream (depending on availability), Cookies and 
Cream Crumbles, and Sour Gummy Worms. 

https://www.yogurt-land.com/
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Follow us on Twitter: 

@FrozenFoodMag 
We will update regularly on our activities, 

upcoming features and show attendance. 

 
 
 
 
 
 
 
 
 
 
 
 

Join our group on LinkedIn search for:  
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