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Comment

I
f there's a lesson this past year has taught us, it's that exiting one crisis 
doesn't necessarily mean having clear skies ahead. Just as the industry 
was getting back to business after the pandemic, a new conflict brought 
additional hurdles for the supply chain, especially in Europe. 
Manufacturers, distributors, retailers, and generally speaking all those 

involved in the frozen food industry managed the crisis well, avoiding 
eventual shortages that would have hurt the consumer. As this crisis still 
unfolds, we are now threatened by economic uncertainty and rising inflation. 
The world doesn’t seem to be getting a break. While faced will all these 
issues, I still firmly believe that the food industry — not just frozen — will have 
a good 2023. And I say this because the last three years have pushed the 
need to create fail-safe mechanisms at a 
rate never seen before. And it's 
precisely these mechanisms that will 
ensure that no matter what happens, 
there’s a scenario on the shelf that 
tells you what your next move should 
be; so let’s look ahead with 
confidence and high expectations. 
The industry we’re all involved in is 
moving at a high pace and 
innovations abound, and with the 
trade fair schedule returning to full 
strength, there are a lot of things to 
keep an eye on. I won't venture to 
talk about next year’s trends, but I 
am sure that they will provide plenty 
of topics for our next conversations. 
What are your expectations for 
2023? Let me know at 
bogdan.angheluta@trade.media. 
Enjoy the holidays and have a great 
New Year! n

By Bogdan Angheluta, 
Editor in Chief 

While faced will all 
these issues, I still 
firmly believe that 

the food industry – 
not just frozen – will 

have a good 2023. And 
I say this because the 
last three years have 
pushed the need to 

create fail-safe 
mechanisms at a rate 

never seen before. And 
it's precisely these 

mechanisms that will 
ensure that no matter 

what happens, there’s a 
scenario on the shelf 

that tells you what your 
next move should be.
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News

GLOBAL

French company SAALTO, which 
specializes in the automatic 
management of boxes for complete 
tracking of the potato supply chain, is 
being acquired by the DUBRULLE 
group. The professionalization and 
digitization of farms, the labor shortage, 
the adherence to codes of good 

agricultural practices, as well as the 
upgrading of the industry, are some of 
the current issues that potato farmers 
must overcome. In this situation, an 
autonomous management solution for 
the potato supply chain is ideal to deal 
with these changes. Thanks to a 
proprietary, effective, and efficient 
approach, SAALTO is a pioneer in 
managing, monitoring, and automatically 
tracking potato boxes. The producer 
can obtain real-time information on the 
stock situation and location as well as 
the many daily motions thanks to this 
logical and user-friendly solution.

The market for lab-grown meat and 
cultured meat is anticipated to reach 
USD1.99 billion by 2035, growing at a 
CAGR of 21.4% between 2025 and 
2035. One of the most environmentally 
friendly and sustainable alternatives to 
conventional meat production is lab-
grown beef, which uses 7—45% less 
energy, 78—96% less greenhouse gas 
emissions, 99% less land, and 82—96% less 
water. The increasing concern for animal 
welfare, the rising demand for processed 
goods derived from animals, and the 
rising popularity of allergen-free foods all 
support the expansion of this sector.

GLOBAL

US

Whether suffering from rising operation 
costs due to escalating liquid nitrogen 
prices or looking for cost-effective 
alternatives to cryogenic freezing, 
mechanical freezing is now more 
favorable than ever for start-ups and new 
production lines thanks to its low running 
cost, quicker return on investment, and 
technological advantages, according to 
JBT. Cryogenic freezing has historically 
been seen as the freezing method of 
choice for new or small food producers 
due to its lower initial investment start-up 
cost, but this is no longer the case. With 
the prices of liquid nitrogen soaring — 
some estimates put increases as high as 
266% over the past two years — 
producers are suffering from extremely 
high running costs and are now looking 
for cost-effective alternatives to cryogenic 
freezing. For customers looking to take 
advantage of the cost and technological 
benefits of mechanic freezing, JBT 
Frigoscandia offers a number of leading 
and innovative options. The JBT 
Frigoscandia ADVANTEC™ 
Impingement Freezer brings together the 
running cost advantages of the best 
mechanical freezers with significant quality 
and appearance benefits. For customers 
seeking to preserve product quality 
during freezing, the ADVANTEC is ideal. 

Making use of impingement technology 
(high-pressure air jets blown through a 
series of small holes), the system employs 
a faster freezing time to conserve the 
quality and assure taste and mouthfeel. In 
the process, dehydration is drastically 
minimized and yield is maximized, while 
shelf-life is increased. Another system that 
delivers a winning Return on Investment 
for start-ups or smaller producers is the 
JBT Frigoscandia GYRoCOMPACT® 40 
(GC40), JBT´s most compact, hygienic, 
and efficient spiral freezer ever made. 
Crucially, the GC40 is a system that 
comes with all the same innovative JBT 
features of a larger machine. Capable of 
freezing capacities of up to 1,000 kg/hour, 
the GC40 is aimed at start-ups or 
companies moving from using cryogenics 
for freezing. “Energy has crept up in most 
parts of the world, and liquid nitrogen is 
now really expensive to produce and 
use,” Persson adds. 

US

DR. SCHÄR NORTH 
AMERICA COMPLETES 
PLANT EXPANSION
Dr. Schär USA, Inc. finished the 
expansion of its manufacturing facility 
located at 305 Heron Drive in Logan 
Township, New Jersey. The business has 
grown +70% since 2019, prompting a 
USD18m investment to expand the US 
facility to double the capacity to 
produce. The expanded facility features 
highly sophisticated, state-of-the-art 
baking and packaging equipment - a 
necessary investment to handle current 
and future growth, as well as to alleviate 
stress for our employees on the line.

INGREDION CONTINUES 
INVESTMENT IN NEW 
STARCHES

FRANCE

One-third of the USD160m in capital 
expenditures made by Ingredion to 
considerably increase capacity for clean-
label modified and clean-label specialty 
starches throughout its worldwide supply 
chain has been completed. In order to 
meet the growing demand from 
customers for specialty starches that 
provide texture for taste as well as 
formulating and label-friendly options for 
food and beverages, the company’s 
leadership team announced USD160m in 
capital investments through 2024. These 
investments will be made to expand the 
production capacity.

LAB-GROWN MEAT 
MARKET TO EXPAND

DUBRULLE GROUP TO ACQUIRE SAALTO, 
EXTEND ITS RANGE OF PRODUCTS

THE RIGHT METHOD 
OF FREEZING TO BEAT 
RISING COSTS



EXPANSION OF NEWFORREST 
IN GERMANY 

 
 
 
     

NewForrest Spreads Its Wings; 
2nd Production Site Opening in Germany

NewForrest Fingerfood is a dynamic company that 
has grown from a finger food specialist in the 
Benelux to an international player since 2017 after 

becoming independent. 
"We have done this by relying on our belief that we can 
produce and deliver delicious and honest products for 
(international) customers based on innovation, quality and 
flexible/scalable production. Complemented by our brands 
Kwekkeboom Oven & Airfryer, Buitenhuis, Yumz 
(international label) and a strong and enthusiastic team, we 
want to expand this great company even further" said 
Marcel de Backer, CEO of NewForrest.  
By 2020, production capacity and storage capacity had 

expanded by 50%. In 2018, NewForrest bought an 
additional site next to the main building in Wijk bij 
Duurstede and built an Innovation Centre, development 
laboratory and a pilot plant, which opened in 2021. This 
approach has brought growth in turnover and staff numbers 
in recent years and has also resulted in several expansions.  
"This year has seen another expansion and we are proud to 
have launched a 2nd production location in Bad Iburg, 
Germany, which is to go into operation as of October 
2022. Our new production site provides additional capacity 
and flexibility to grow further with our innovations to 
become THE Finger Food Specialist of Europe" said Marcel 
de Backer. n

KRONEN upgraded its solar power 
facility in Kehl for its manufacturing 
operations. Sustainability has been firmly 
incorporated as one of the key values of 
the corporate philosophy of the family-run 
medium-sized business from the 
Goldscheuer neighborhood of the 
German town of Kehl. The factory hall, 
where KRONEN makes food equipment 
that are distributed all over the world, has 
solar panels put on its roof. The facility 

was extended this year, namely in August 
2022, after it had previously been installed 
back in 2016. With the extension, 
KRONEN GmbH is now able to supply 
a sizable percentage of the energy needs 
for both its locations in Kehl-Goldscheuer 
and Achern. The company’s facility in 
Kehl had the new extra panels installed 
on the roof throughout the summer. The 
structure is a part of the KRONEN 
corporate headquarters.

GERMANY

KRONEN EXPANDS SOLAR PLANT 
FOR ITS PRODUCTION IN KEHL

US

FRESH DEL MONTE 
ACQUIRES DAIKIN 
ZESTIA UNITS
Fresh Del Monte, one of the world’s 
leading and pre-eminent vertically 
integrated producers, distributors and 
marketers of fresh and fresh-cut fruits 
and vegetables, has ordered 2,200 
Daikin ZeSTIA units, of which 10 are 
fitted with Daikin’s CA (controlled 
atmosphere) technology. Daikin 
Reefer is a leading supplier of 
refrigeration and climate control 
solutions for freight containers. 
Headquartered in Japan, Daikin Reefer 
is a business unit of the refrigeration 
division of global refrigeration, air 
conditioning and climate control 
provider Daikin Industries, Ltd.

MESSER TO PRESENT LATEST FREEZING 
SOLUTIONS AT IPPE
At the 2023 International Production and Processing Expo, Messer will also present an 
unrivaled array of freeze application technologies using augmented reality (IPPE). 
Processors can accomplish a step change in quality, traceability, and productivity with the 
help of the new Messer Digital Freezer monitoring system, which allows more precise 
process control. the most recent tunnel freezing technologies created to increase output 
on a new or existing line for hot products, crust-freezing, or individually quick frozen 
(IQF) products. To achieve production targets, Messer’s range of spiral freezers, the 
industry’s tried-and-true workhorse, boost throughput in a compact linear footprint.

GLOBAL
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News

US

KODIAK APPOINTS 
VALERIE OSWALT 
AS CEO

British Frozen 
Food 
Federation 
(BFFF) 
President Ian 
Stone said 
prolonged 
shelf-life, 
reduced 
wastage, and 

competitive pricing mean frozen food 
can help consumers and foodservice 
operators cope with the pressures of 
double-digit food inflation. “I believe 
that we, the frozen food industry, are 

perfectly placed to be part of the 
solution, not the problem. But only if 
we act as one and be stronger 
together,” Ian Stone said. “Surely, we 
can garner the newfound enthusiasm 
for frozen food gained during the 
pandemic. An enthusiasm that saw 
retail sales increase by GBP1bn and 
sales of freezers rise by nearly 50%. 
For the consumer we must constantly 
strive to offer the highest quality, best 
value nutritional food that provides 
the longest shelf life, reduces waste, 
and allows consumers to only cook 
what they want when they want it.”

A compound annual growth rate 
(CAGR) of 11.0% is anticipated for the 
worldwide seafood market, which is 
projected to increase from 
USD236.81bn in 2021 to USD262.81bn 
in 2022. With a compound annual 
growth rate (CAGR) of 10.2%, the 
market is anticipated to reach 
USD387.75bn in 2026. High-pressure 
processing (HPP) technology is being 
used by fish processing businesses to 
boost productivity. In place of boiling fish 
produce, high-pressure processing and 
chemical preservation are used.

GLOBAL

Kodiak, the fast-growing food company 
renowned for its high-protein, whole 
grain breakfast and snacking products, 
announced the appointment of the 
company’s new chief executive officer, 
Valerie Oswalt. She will succeed co-
founder and incumbent CEO, Joel Clark, 
and co-founder and President, Cameron 
Smith, who will both transition into roles 
on Kodiak’s board of directors. This 
appointment charts a new chapter of 
growth for the company and builds on a 
number of exciting developments for 
Kodiak over the past 18 months.

THAILAND

STRONG RETURN 
FOR ASIA FRUIT 
LOGISTICA
High-level trade visitors from all over the 
world converged on Bangkok’s Queen 
Sirikit National Convention Center on 
November 2-4, 2022 for the first in-
person edition of ASIA FRUIT 
LOGISTICA since 2019. Exhibitors and 
visitors seized the opportunity to meet 
again with customers and colleagues, 
make new connections and contacts, 
and gain expert insights on the latest 
industry trends and innovations. Many 
exhibitors reported back-to-back 
meetings for all three days and 
remarked on the high quality of buyers 
and trade visitors coming to their stands.

BFFF: FROZEN FOOD PERFECTLY PLACED 
TO HELP OFFSET COST OF LIVING CRISIS

UK

SEAFOOD MARKET 
TO REGISTER 
A CAGR OF 11%

GLOBAL

OctoFrost Group, a globally recognized 
manufacturer of food processing 
equipment and a leading industry 
innovator, is known to continuously offer 
value-adding and sustainable solutions to 
food processors worldwide. 
Over the years, OctoFrost realized 
the need to improve the existing 
traditional impingement freezing 
technologies and offer a more cost- 
and space-efficient solution. 
Therefore, at the beginning of 2022, 
the Swedish manufacturer launched 
the Multi-Level Impingement Freezer. 
 
INNOVATING  
MPINGEMENT FREEZER 
Impingement freezing is a rapid freezing 
method suited for thin food products, 
such as  hamburgers, chicken fillets, 
dumplings and more. The  fundamental 
principle of this freezing method consist 
of using a high-speed, cold airstream that 
hits the product from above and below, 
quickly freezing each product piece.   
The OctoFrost Multi-Level Impingement 
Freezer offers some unique features. 
Designed for a small footprint, it uses 
three conveyor belts that double 
production capacity per square meter of 
factory space. In contrast to cryogenic 
freezing, it eliminates the need for liquid 

nitrogen, reducing significantly the running 
costs for food processors.  
Other advantages include a higher load 
capacity, preserved product shape, crust-
freezing prior to cutting large products, 
and the flexibility to run different 
products on each level.  
 
A UNIQUE 
OPPORTUNITY FOR 
SEAFOOD PROCESSORS  
For seafood processing, the OctoFrost 
Multi-Level Impingement Freezer offers a 
significant competitive advantage: the 
possibility to install glazers at both ends. 
This revolutionary and profitable setup 
allows for glazing three times and 
hardening the glaze in one freezer. Scan 
the QR code to learn more. 

OCTOFROST LAUNCHES  
NEW MULTI-LEVEL 
IMPINGEMENT FREEZER



Lutosa officially inaugurated its new 
flakes factory in Leuze-en-Hainaut. This 
new, fully integrated facility represents a 
EUR45m investment by McCain in this 
strategic segment. This move meets the 
growing global demand for dehydrated 
products, a field in which the group has 
specialized for more than 30 years. 
Furthermore, it will significantly improve 
working conditions for the company’s 

employees and increase its product 
range. According to a company 
statement, 10% of the total investment 
is dedicated to improving the 
environmental impact. This new unit will 
allow for a 15% improvement in energy 
efficiency, a 40% reduction in water 
consumption, and a reduction in truck 
traffic. This is part of Lutosa’s CSR 
strategy; “Pledge to the World”.

BELGIUM

LUTOSA OPENS NEW FLAKES FACTORY 
IN LEUZE-EN-HAINAUT

GLOBAL

COLD CHAIN MARKET 
TO REACH OVER 
USD400BN
The global cold chain market was 
estimated at USD247.9bn in 2020 and 
is projected to reach a revised size of 
USD407.2bn by 2027, growing at a 
CAGR of 7.3% over the analysis 
period. Frozen, one of the segments 
analyzed in the report is projected to 
record 7.6% CAGR and reach 
USD287bn by the end of the analysis 
period. Taking into account the 
ongoing post-pandemic recovery, 
growth in the Chilled segment is 
readjusted to a revised 6.8% CAGR 
for the next 7-year period.

BONDUELLE AMERICAS LONG LIFE 
REBRANDS AS NORTERA
North American leader in canned and frozen vegetable processing Nortera 
launches its new brand image after 65% of Bonduelle Americas Long Life’s 
shares were acquired by Fonds de solidarité FTQ and Caisse de dépôt et 
placement du Québec. With annual sales of USD1.15bn, Nortera operates 13 
processing plants in Canada and the United States, dedicated to preparing 
canned and frozen vegetables. In addition to producing major private labels and 
retail brands, Nortera also markets its own brands, including Arctic Gardens and 
Del Monte in Canada, and employs about 3,000 people in North America.

US
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T
he global frozen food market 
size is expected to reach 
USD278.47bn by 2030, 
according to a new report by 
Grand View Research, Inc. The 

market is anticipated to expand at a 
CAGR of 5.2% from 2022 to 2030. The 
rising consumer preference for ready-to-
eat food products that need the least 
preparation and cooking time is the key 
growth driver. The fruits & vegetable 
segment is projected to register the 
fastest growth over the forecast period, 
as the products offer a wide range of 
advantages over the fresh produce. The 
online channel segment is anticipated to 
register rapid growth during the forecast 
period, owing to the promising growth 
exhibited by e-commerce platforms, 
including Amazon, Walmart, and other 

The demand for frozen foods has 
traditionally been driven in large part by 
consumers' desire for convenience. Because 
many people appear less inclined to spend a 
significant amount of time in the kitchen, it is 
likely that consumer demand for products 
that can be cooked or heated up with the 
minimum of preparation will remain high for 
the foreseeable future. This is especially true 
given that many people prefer to spend less 
time in the kitchen. As a result of shifting 
eating patterns among consumers and the 
development of the market, convenience 
meals have expanded their application to 
include a larger variety of settings.

FOR EACH AND 
EVERY CONSUMER 
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such service providers. Geographically, 
Asia Pacific is expected to register the 
fastest growth during the forecast 
period, with brands rolling out frozen 
foods due to the rising number of 
working-class consumers in countries 
including China and India. Major food 
manufacturers have been ramping up 
their production capacity as well as 
improvising supply change strategies to 
cater to the unprecedented demand for 
frozen food among consumers 
worldwide. For instance, in August 
2020, Marks & Spencer launched a 
frozen food brand Picard in France. The 
product line includes brioche, crepes 
and mini croque monsieur in flavors of 
raspberry and macarons. The initiative 
was taken due to the growing inclination 
for the abovementioned products 
among consumers. The ready meals 
segment held the largest revenue share 
in 2021 and is expected to maintain its 
dominance over the forecast period. 
Changing food consumption patterns, 
due to increasing urbanization, is one of 
the prevalent factors driving the growth 
of this segment. According to an article 
published in foodprocessing.com, in 
January 2020, 61% of consumers in the 
region prefer ready meals while 63% of 
them actively purchase time and effort-
saving products. These trends are 

expected to promote the scope of 
these products and thus, in turn, will fuel 
the growth of the frozen food industry. 
 
FROZEN ENTRÉE TO PUSH 
GROWTH FOR FROZEN 
READY MEALS MARKET 
From 2021 to 2026, the market for 
frozen ready meals is projected to 
increase by USD37.98 billion. Technavio 
predicts that the market’s growth 
velocity would slow down during the 
projected period at a CAGR of 5.78%. 
During the projection period, the frozen 
entree category will significantly 
contribute to market growth. This 
market is expanding because of the 
increased demand for frozen entrees 
from major suppliers like Nestle, Tyson 
Foods Inc. (Tyson Foods), Conagra 
Brands Inc. (Conagra Brands), The Kraft 
Heinz Company (Kraft Heinz), Nomad 
Foods, and Sigma Alimentos. Due to 
the vast number of small and major 
sellers, the frozen ready meal market is 
fragmented. To compete in the market, 
the vendors are implementing growth 
methods include the introduction of 
new products. Changes in customer 
wants and preferences impact the 

market. Consumer living standards are 
impacted by shifting economic situations, 
which has an impact on vendors’ 
companies. Based on factors including 
quality, pricing, reputation, innovation, 
and distribution, the vendors compete. 
The increasing level of manufacturer 
rivalry may force businesses to reduce 
the price of their goods, which would 
have a detrimental effect on vendors’ 
profit margins and the expansion of the 
market throughout the projection 
period. According to his report, one of 
the key factors driving the market 
growth for frozen ready meals over the 
coming few years would be the rising 
popularity of private-label frozen 
prepared meals. The market’s expansion 
has been significantly aided by the 
introduction of new products. However, 
issues with frozen food warehousing 
could limit market expansion. 
 
PRODUCTS FOR 
A GLOBAL AUDIENCE 
SVILA is the first company to have put 
on the market a product called Pinsa in 
the frozen sector, and it kept on 
developing onto that line, increasing 
toppings to give its consumers 

We're trying to increase our presence everywhere 
because the frozen pizza market has grown in the 

past years and it keeps on growing, so there is 
place for everybody, there's place for innovation 

and new products. 
Mauro Parretti, CEO of Svila

”

278.47  
bn USD is the 

estimated value of the 
global frozen food 

market by 2030.

#



difference experiences, according to 
Mauro Parretti, CEO of Svila. “When 
coming out with a Pinsa, which is not a 
pizza, for us it was creating a new trend, 
creating a new product, because we are 
a pizza-based company, we only 
produce 100% pizzas. So, coming up 
with a new product, a little bit different 
was something interesting and helped us 
improve the other pizza products that 
we were making. That type of product 
has exploded on the market, lots of 
producers have come into the market 
with that kind of product. Big players 
like Dr. Oetker came with those kinds 
of products which for us meant we 
created a trend, so something 
important. Competing with them is 
always something different and hard to 
do, but it's kind of nice that you do 
something and then the big players 
follow you onto the trend, so we are 
happy because of that.” Mauro Parretti 
goes on to explain the differences 
between markets when it comes to 
toppings: “In Italy we're very classic, 
margaritas will be the queen of the 
market, but it's funny how when go 
outside of Italy then the world really 
gets interesting. Having mixes of 

different salamis, different uses of meats, 
different uses of vegetables, using 
cheeses to give us an edge over other 
producers is something which is 
interesting. United States represents our 
biggest market, and we are trying to 
grow over there because there's lots to 
do, we're just a small player. In a 
nutshell, we're trying to increase our 
presence everywhere because the 
frozen pizza market has grown in the 
past years and it keeps on growing, so 
there is place for everybody, there's 
place for innovation and new products. 
Our products are available 
everywhere, but every single country 
has its peculiarities, for example truffle 
pizza goes big in the US, it goes less in 
Italy which is kind of weird because 
truffle is Italian. It's more of a seasonal 
product in Italy, it's more seen as a 
winter product. Israel for example is 

one of the biggest markets, and 
margaritas are the main product in any 
type, shape, or form,” he adds. 
 
PLANT-BASED 
IS IN DEMAND 
"In terms of plant-based meat we do 
everything, we do nuggets, we do 
breaded chicken, we do sausages, 
chorizo, burgers, everything you expect 
to find as meat alternatives," explains 
Laurent Gubbels, Comms manager 
France & Benelux at Heura. "We 
obviously look at the size of the market 
to see if there is a need for the for 
plant-based replacement, there are 
some countries where the market is 
niche and even the meat market is so 
small that it doesn't make sense to 
enter. We try to find what are the best 
sold products and what we can replace." 
Gubbels acknowledges the challenges 
ahead: "Everything is increasing, that's 
inflation, we don't know yet if it will 
affect the consumer, we're still trying to 
figure it out. Obviously, we are trying to 
reduce our costs, this is just the 
beginning for us but when we get to 
scale, when we develop new 
technologies, and when we learn from 

5.78% 
is the projected 

CAGR of the market 
for frozen ready meals 

until 2026.

#
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past mistakes, I think we will be able to 
also improve the costs. I love 
competition, I think it's motivating and if 
there's no competition you don't want 
to be the best, so your competition just 
makes you want to improve. I think it's 
super healthy to have competition and 
we get along with most of the other 
companies on the market," he 
concludes. Another company capitalizing 
on the healthy trend is FLM Food 
Ingredients. "We started in the 
Netherlands but that was new for us, 
because in the past we did more 
business to business and now we're 
doing more with retailers but also 
foodservice. After Netherlands we're 
now present in Germany and France," 
says Inge Knijnenburg - Boon, managing 
director QA-R&D at FLM Food 
Ingredients. "We make snacks that are 
actually made out of vegetables, and not 
only vegetables because vegetable is not 
a very new thing but the combination of 
vegetables and herbs, the fact that it's 
vegan and the fact that it's over 50% 
biological make the difference. It is like a 
snack or a side dish, it has a very light 
frying step and then if you put it in the 
air fryer it's really a way to get children 
to eat more vegetables. We use all of 
the of the raw material, for example for 
the broccoli we use the stems to make 
rice and the rice is going to be of a 
higher added value in the snack. The 
idea is that we don't lose any food, we 
try to make as much as possible to 
avoid any waste. We started by hiring a 
food technologist and a product 
developer two years ago, and we 
changed our vision on how we wanted 
to work on the snack or on the 
products. We wanted to have added 

value, we wanted to have a 
contribution to avoiding waste and we 
wanted to have it as healthy as 
possible, as vegan as possible, as low 
on calories as possible." 
 
WHAT THE 
FUTURE HOLDS 
In research for the global convenience 
market, IGD indicates that 70% of the 
top 10 global convenience merchants 
for sales per square meter are 
headquartered in Europe.  These are 
expected to achieve a compound 
annual growth rate of 3% until 2026, 
which would result in an increase in 
sales of EUR3.5bn. “Unlike other 
regions, the ‘top-up’ shop plays a 
significant role in European shopper 
habits and demand has increased 
because of the pandemic. 
Consequently, basket sizes are larger, 
which means stores need to carry a 

wider range of goods,” Charles Chan, 
senior Retail analyst and author of the 
report, explains. “Moving forward, the 
sector will need to maintain and grow 
its market share by focusing on 
neighborhood stores and expanding 
its ranges. Convenience retailers have 
benefited from shoppers supporting 
local businesses, so focusing on long-
term loyalty is a priority. Brands need 

to go beyond price, looking at 
engagement and customer 
experience, both of which are 
returning to the forefront as COVID-
19 restrictions continue to ease.” It is 
projected that convenience store sales 
will increase by 12.5% (+GBP5.5bn) 
by the year 2026 in the United 
Kingdom alone. This growth will be 
driven by a sustained concentration 
on neighborhood outlets, which will in 
turn be supported by increased levels 
of working from home and suburban 
living. The market for convenience 
stores is continuing to expand at a 
rapid pace around the globe, led 
mostly by the United States of 
America, China, and Russia, with 7-
Eleven holding a strong lead globally. 
A compound annual growth rate of 
3.7% will be achieved by the top 10 
players in terms of revenue by the 
year 2026. n

I love competition, I think it's motivating and if 
there's no competition you don't want to be the best, 
so your competition just makes you want to improve. 
Laurent Gubbels, Comms manager France & Benelux at Heura

”

70% 
of the top 10 global 

convenience merchants 
for sales per square 

meter are headquartered 
in Europe.

#
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A
ccording to Technavio, the size 
of the bakery products market 
in Europe is projected to 
increase at a compound annual 
growth rate of 3.28% until 

2026 The expansion of the bakery 
products market in Europe is being 
driven in large part by the increasing 
prevalence of in-store bakeries in 
supermarkets. However, the impact of 
the conflict between Russia and 
Ukraine is posing a challenge to the 
expansion of the bread products 
market in Europe. The bread and rolls 
category of the bakery products 

market in Europe is expected to see a 
considerable gain in market share over 
the course of the forecast period. The 
majority of the products that fall under 
this category are bread made with whole 

wheat flour, sourdough, 
rye, pita, 

focaccia, 

multigrain, white, and multigrain rolls, as 
well as rolls for hot dogs and subs. Bread 
consumption habits throughout the EU 
are extremely diverse; yet, on an annual 
basis, the average person in most nations 
consumes fifty kilograms (kgs) of bread. 
Wheat's gluten content has been linked 
to a variety of health issues, including 
wheat allergy and celiac disease, as well 
as symptoms including bloating, cramping, 
diarrhea, and illness. As a result, 
consumers who are sensitive to gluten 

are increasingly selecting bread that is 
produced using raw materials that 
do not include gluten. The 
expansion of the industry is being 
driven by the rising demand for 
organic and gluten-free bread and 
rolls, which is a direct result of the 

growing health consciousness among 
consumers in the region. 

The market for ready-to-bake and pre-baked items is characterized 
by a progressive trend toward high-quality and premium products, 
but freshness, taste, flavor, price, and the health advantages offered 
are the primary factors that influence the purchasing decisions of 
customers in the bakery market segment.  Because the preferences 
of consumers tend to shift over time, there is an ongoing demand 
for innovative solutions to ensure customer satisfaction.

EXTENDING 
THE PRODUCT 
RANGE IS KEY 

By Bogdan Angheluta Ready to Bake & Pre-baked Foods
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MAJOR PRODUCERS 
HAVE THEIR SIGHTS 
ON INNOVATION 
At SIAL earlier this year, Ditsch 
presented a new pretzel, a handmade 
artisanal product that looks " really 
attractive to consumers. It can be used 
for half snacks, or to build up snacks. It's 
fully baked, so it's highly convenient. You 
just need to defrost them, but they also 
have a long shelf life before defrosting, 
360 days. The product has 85 grams so 
it's not too much, not too big, we think it 
is a perfect size," Christian Maier, head of 
Product Management and Innovations at 
Ditsch explains. Free-from and organic 
aren't the main categories at Ditsch, but 
the company introduced pretzels to 
cover this segment two years ago. " It's 
quite successful it's a really good quality, 
we use special flour for it, which is, of 
course, organic flour, it’s a really nice 
recipe, and it’s an added value for the 
customers." Regarding sweet pretzels, 
Christian Maier says the company 
entered this segment recently. " We have 
started last year with a range of sweet 
products, we have the salted caramel 
pretzel, we have the chocolate-filled 
pretzel and this year we came out with 
these sweet pretzels. This is something to 
add to our assortment, to extend it, and 
also give our customers the possibility to 
extend their range. We do private label 
products as well as our Ditsch print 
products, so we have a lot of tailor-made 
recipes, and we are quite flexible and 

customer-oriented. The already baked 
products are more important in our 
export business because in some outlets 
they are not able to bake," he adds. 
Talking about trends, Christian Maier says 
that "clean label is a trend, to have fewer 
E numbers in a recipe, and the artisanal 
look is also more important." 
 

EXPECT STEADY GROWTH 
FOR THE FROZEN 
BAKERY MARKET 

Between 2021 and 2026, the 
market for frozen bakery 
products is anticipated to 
expand to a size of 
USD10.03bn, with a CAGR of 

4.61%. According to Technavio, 
which released the data as part 

of a recent report, during the 
projection period, Europe will account 

for 27% of market growth. The two 
biggest markets in Europe for frozen 
bread goods are Germany and France. 
Additionally, due to the rapid rise in the 
vegan population, there will be a 
considerable increase in demand for 
vegan-compliant frozen bakery products, 
which will support the expansion of the 
frozen bakery products market in Europe 
throughout the forecast period. The 
COVID-19 pandemic outbreak in 2020 
had an influence on the market for 
frozen bread items in Europe since it 
negatively affected the region's major 
economies. The largest economies in the 
European Union (EU), Spain, the UK, 
Italy, France, and Germany, were the 
most impacted nations in the area. Due 
to the necessary lockdowns that were 
implemented for several months in 2020 
to stop the spread of COVID-19 in the 
area, the supply chain for frozen baked 
items was hampered. However, since the 
European Union (EU) immunized 70% of 
the population in 2021, nations have 
begun easing the lockdown limitations. 
This will result in the supply chain for 
frozen bakery items being restored, 
which will have a beneficial knock-on 
effect on the local market over the 
forecast period. During the anticipated 

period, the frozen cake segment will 
significantly increase its market share of 
frozen bakery items. Due to the easy 
availability of healthy options in the 
market, there is a strong demand for 
frozen cakes, including frozen soft cakes, 
pancakes, and cakes, which will fuel the 
segment's rise in the upcoming years. 
Additionally, there are vegan frozen cake 
options on the market, like plant-based 
frozen cakes, to draw in vegan 
customers. The introduction of new 
goods is one of the main reasons fueling 
the growth of the global markets, the 
Technavio report shows. For instance, in 
March 2021, Unilever Plc's brand Ben 
and Jerry's Homemade Holdings Inc (Ben 
and Jerry's), which produces frozen 
cookie dough on a stick with pasteurized 
eggs and heat-treated flour, introduced 
the product. In a similar vein, Dawn Food 
Products Inc. unveiled a new non-sticky, 
highly freeze or thaw-stable doughnut 
glaze in December 2021. This will enable 
bakers to offer longer-lasting donuts that 
do not result in a sticky mess inside shelf-
ready packaging. As mentioned earlier, 
one of the major market trends for 
frozen bakery products that is anticipated 
to have a favorable effect on the sector 
in the coming years is the rising demand 
for frozen vegan bakery goods. Vegan 
diets will rise in several nations, including 
the US and the UK, in 2021 as the 
demand for plant-based foods and dairy 
substitutes grows among health-
conscious consumers worldwide. For 
instance, Dawn Foods Products Inc. 
introduced a full ingredient line in 
September 2020 that includes mixes, 
icings, glazes, and toppings as well as 
ready-to-serve vegan assortments. Young 
people are becoming more vegan, 
mostly as a result of consumer worries 
about the health and food safety of 
animal-based foods. Fiber, healthy plant 
components, antioxidants, magnesium, 
folate, potassium, vitamin A, vitamin C, 
and vitamin E are all included in a vegan 
diet. These elements will help the 
market's expansion even more in the 
years to come. n

We do private label products as well as our Ditsch 
print products, so we have a lot of tailor-made 

recipes, and we are quite flexible and customer-
oriented. The already baked products are more 

important in our export business because in some 
outlets they are not able to bake. 

Christian Maier, head of Product Management and Innovations at Ditsch

”

3.28%  
is the expected 

CAGR for the 
European bakery 
products market.

#
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T
he category not only fulfills the 
requirements that operators 
have for quality, taste, and 
consistency, but it also 
provides several other 

advantages, such as a long shelf life, 
availability throughout the year, 
convenience, ease of preparation, 
product consistency, reduced 
preparation time, and affordability. And 
now, after a few difficult years, the 
value that is added by frozen meals 
appears to be even more significant. 

STATE OF THE 
FOODSERVICE IN EUROPE 
The number of transactions in consumer 
foodservice experienced a moderate 
recovery in 2021 after seeing substantial 
decreases in 2020 because of outlet 
closures during the early months of the 
COVID-19 pandemic, according to 
Euromonitor's Foodservice Report for 
Germany. Consumer foodservice 
establishments that heavily rely on dine-in 
business continued to modify their 
menus and offerings by focusing more on 

takeout and home delivery. Following a 
disastrous 2020 for the business, German 
consumers were ready to return to 
restaurants in 2021. However, the 
ongoing restrictions brought on by the 
spread of COVID-19 hampered 
recovery. Numerous foodservice 
providers' strategies have been influenced 
by the trend away from eat-in 
consumption and toward home delivery. 
International chains McDonald's, Burger 
King, and Domino's Pizza, the top three 
consumer foodservice providers in 
Germany, all saw increases in value share 
in 2020 and 2021. Since the restrictions 
continued to have a greater negative 
impact on the operations of full-service 
restaurants, these businesses profited 
from German consumers returning to 
limited-service restaurants in some 
capacity. At the end of the assessment 

Because frozen meals have evolved into such 
an integral component of the day-to-day 
operations of foodservice businesses, 
meeting the ever-increasing demand for 
these products may provide difficulties for 
both manufacturers and distributors. 

ADDING VALUE 
TO A RECOVERING 
INDUSTRY  

By Bogdan Angheluta Frozen Products for Catering & Foodservice
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period, most independent foodservice 
businesses were still unsure about their 
capacity to stay in business. Many 
independent businesses lacked the 
capacity and resources necessary to 
concentrate on home delivery and 
takeaway services to preserve income in 
2020 and 2021. Despite projections for 
more vivacious growth in 2022—2023, 
the recovery of German consumer 
foodservice is projected to be slow and 
uneven. Even though this recovery was 
insufficient to make up for the loss in 
sales in 2020, most players in France's 
consumer foodservice industry reported 
an improvement in both transactional 
volume and value sales. Foodservice 
businesses were required to close for 
nearly five months starting in November 
2020 as part of the second lockdown 
following the start of the COVID-19 
pandemic. The consumer foodservice 
industry's transition to e-commerce was 
expedited by the COVID-19 pandemic. 
The bulk of consumer foodservice 
providers rapidly adjusted and started  

 
providing home delivery and takeout to 
reduce their losses throughout 2020 and 
advance in 2021. Chained restaurants 
fared better during the COVID-19 
outbreak than independent restaurants. 
Most players immediately adjusted to 
providing click-and-collect and home 
delivery/takeaway options to attempt to 
limit their losses during the year. When 
the COVID-19 pandemic hit France, 
independent businesses were already in 
decline, largely because of the structural 
decline of cafés and bars (which annually 
lose hundreds of locations), the impact of 
social movements on city centers, such as 
the "Gilets Jaunes" (Yellow Vests) 
movement in 2018—2019, and rising 
consumer demand for restaurants with 
limited service, such as pizza and burger 
concepts, and their affordable prices. As 
the COVID-19 outbreak is contained, 
2022 might be even better than 2021 
because of a potential return of inbound 
travelers and a more evenly distributed 

tourist flow across the entire region. 
Consumer foodservice should have a 
two-to-three-year recovery, with double-
digit value growth predicted for 2022 
and moderate growth rates for 2023 to 
2026. In Italy, consumer foodservice had 
a terrible and dramatic year in 2020, 
according to research by Euromonitor. 
However, the decline in annual revenues 
in 2020 was caused by the outbreak of 
the coronavirus (COVID-19) and the 
subsequent measures put in place to 
slow the virus' spread throughout the 
nation. During the review period, many 
categories struggled to 

generate foodservice value growth or 
saw declines. In 2021, Italian customers 
paid more attention to cleanliness and 
safety precautions. The space required to 
avoid crowds and observe social distance 
regulations was one of the most 
problematic challenges associated with 
the new ways of using foodservice 
outlets. An increase in consumer 
polarization was brought to light by the 
Italian economic crisis. In this line, an 
increasing percentage of Italian customers 
choose a foodservice establishment 
based on pricing, and an increasing 
number of them pay attention to 
restaurants that are running specials or 
discounts. Across socioeconomic 
categories, there was a growing interest 
in health and wellness to maintain good 
physical and mental health and a strong 
immune system to provide resistance to 
the virus. However, the menu items for 
health and wellness tended to draw in 
more affluent customers first due to their 
frequently higher pricing. 

2,540  
bn USD was the 

estimated value of the 
worldwide foodservice 

market in 2022.

#





ESTABLISHED PLAYERS 
AND START-UPS COMPETE 
FOR MARKET SHARE 
One of the major potato processors in 
Europe is Aviko, and the company is 
now experimenting with different ranges 
of healthy products. "Aviko is a company 
of Holland, and we are mainly producing 
French fries, but also a lot of specialties, 
frozen specialties, also fresh specialties 
and also a new kind of vegan tapas, it's a 
new hype and we have to be there. We 
have some base of a chicken but inside 
there is no chicken, it's plant-based and 
something new," Didier Verschueren, 
Global Aviko Chef explains. "We have to 
develop looking at what's new, what's 
good, small portions, so quick service 
restaurants will be very interested, and 
vegan is now a hype. We are in 
foodservice, we are in retail, we have 
industry, so we have everything. We are 
worldwide, I am from Belgium and there 
we are number one in foodservice, we 
are also very known in Holland, in 
Germany, in Europe, North and South 
America, the whole world basically." 
Barba Stathis is a Greek company mostly 
active in the frozen vegetables category. 
"Besides operating in the single typical 
vegetables that we have, we have 
products with added value, ready recipes 
which are based on vegetables which 
means pasta with vegetable, rice with 
vegetables, we have our `Let's cook 

Greek` range which is Greek recipes 
based on vegetable ready to be 
produced within fifteen minutes," 
according to Dimitrios Alepakis, 
International Business director of Barba 
Stathis. "We have a new healthy range, a 
five-minute ready microwavable 
packaging that you can put there and in 
five minutes it’s going to be ready to be 
eaten. It's made of quinoa with bulgur 
with lentils, tells so additional it's side 
dishes but also vegan means that 
everybody can have. So, our intention is 
outside of the typical single vegetables 
that we must also enter the market with 
added value products and ready meals. 
We are going to keep our core business 
with a single vegetable, we are market 
leader in Greece, everybody knows us 
there. Eating healthy, convenience, 
sustainable and everything is going to that 
direction, and we will also follow, not 
follow the trend but create the trend and 
so supply the trend with products which 
are going to cover all the needs that we 
believe the future will bring." Barba Stathis 
is currently present for export in all 
continents but mainly through the ethnic 
market, so now it aims to further explore 
the retail business in general. "We are 
targeting of course Europe which is very 
is close to us and it's a good target 
logistics-wise, but we are not putting any 
constraint, we are open to discussions 
worldwide for the new thinking and the 

new supply that we can offer. We have a 
cooperation already worldwide, but this 
is a new thing in a new channel that we 
are going to implement in our portfolio 
and our distribution, so this is what we 
are going to plan," Dimitrios Alepakis 
adds. Monkeys by the Sea is a Dutch 
start-up focusing on plant-based Seafood 
who began its operations two years ago 
and launched its platform at Anuga 2021. 
The company was founded by people 
who have worked in seafood as well and 
now have made the change to "a better 
alternative" to seafood. Monkeys by the 
Sea sells its products in the Netherlands 
and is preparing to launch in the German 
retail. “We’ve got our fish fingers, we 
have a new rice puff coding that we 
differentiate ourselves with, we use no 
soy in our products, no palm oil. We also 
have our new cod bites now, regular 
coding, in a seaweed coding, and in all 
our products we try to use purified 
seawater to get like the real sea taste. 
Another frozen product is the chunky 
tuna, like the real big tuna chunks ready to 
eat and ready to heat for pizza toppings," 
says Rik Wullems, business development, 
Monkeys by the Sea at an interview held 
earlier this year at SIAL. "I think the fact 
that we use no soy at all, that we don't 
use palm oil, I think those are quite some 
things that make us different from our 
competitors. Other than that, we've got 
quite a big R&D department." 
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31.5%   
was the decline 

registered by 
foodservice in 2020 

compared to 2019.

#



THE GLOBAL PICTURE 
The value of the worldwide foodservice 
market was estimated to be 
USD2,540bn in 2022, and it is anticipated 
that it will increase to USD5,149bn by 
2029, exhibiting a CAGR of 10.76% 
during the duration of the forecast. The 
global COVID-19 epidemic has been 
unusual, and as a result, the food service 
industry has seen demand that is lower 
than expected across all regions in 
comparison to levels seen before the 
pandemic. According to research 
conducted by Fortune Business Insights, 
the global foodservice market had a 
decline of 31.5% in the year 2020 in 
comparison to the year 2019. 
Foodservice is the act of selling food and 
beverages that have been prepared for 
immediate consumption, as well as for 
takeout, home delivery, or other off-site 
use. There are two distinct categories for 
establishments that provide foodservice: 
commercial establishments, which include 
fast-food restaurants, catering, nightclubs, 
and recreational outlets; and residential 
establishments. places that serve food but 
are not for profit, such as hospitals, 
schools, military posts, and other types of 

establishments like these. Non-
commercial outlets include food 
operations. The food service market may 
also be segmented based on the types of 
operation systems that are used. One 
type of system is known as the 
conventional system. In this type of 
system, the components are assembled, 
processed, and served all within the same 
location. A system that is centralized, in 
which the manufacturing of food is 
centralized, and then it is transported to 
the kitchens that are in various areas. A 
ready-prepared system is one in which 
the food is produced at the location 
where it will be served and then held in a 
cold or frozen state until it is needed, 
whereas an assembly-serve system is one 
in which pre-prepared meals are 
purchased, stored, assembled, and then 
provided to the customer. The 
worldwide foodservice market is being 
driven by several significant factors, one 
of the most important of which is an 
increasing desire for customized and 
innovative food menu alternatives. 
Consumers have access to many meals’ 
customization options, allowing them to 
tailor their meals to their individual tastes 

regarding flavor, dietary restrictions, and 
cost. Because of their growing desire for 
food that is easy to prepare, healthy, and 
hygienic, the market's primary target 
consumers are millennials and working 
professionals. This is because of these 
groups' increasing demand for food that is 
readily available. In addition, commercial 
restaurants and cafes have developed into 
a convenient place for young people, 
families, and young professionals to 
congregate for socializing and unwinding, 
which has contributed to the expansion 
of the market. Additionally, the rise of e-
commerce and online platforms, as well 
as on-the-go food services, along with 
improvements in packaging, the 
introduction of low-fat beverages and 
gluten-free items, and other factors, are all 
contributing considerably to the 
expansion of the industry. In addition, the 
expansion of the market is being fueled 
by several additional factors, some of 
which include an increasing proportion of 
women in the labor force, a decline in the 
prevalence of the practice of preparing 
meals at home, rising levels of disposable 
income, and enhanced distribution 
channels, amongst other developments. n

Why is Ebrofrost one of the 
leading market players in 
Europe for IQF ingredients 

and compounds — pre-cooked, frozen, 
chilled and RTE? Stephan Keck, founder 
and CEO of the company, cites four 
strategic positions that the company 
holds and embodies for its customers. 
 
VERSATILE 
PREMIUM RANGE 
Primarily, we serve two discerning 
groups of customers. One group 
produces industrial frozen and chilled 
ready meals, bowls, delicatessen, and 
prepared salads. Our second group is 
culinary professionals from the food 
service industry. Both value our versatile 
pasta products and Asian noodles, not 
least because we make them exclusively 
from fresh dough. To help with accurate 
portion control, we shape our long 
pasta and Asian noodles into nests of 
standard sizes. Further specialities in our 
range include a wide variety of different 

types of rice (also for preparing sushi), 
chickpeas, hummus, quinoa, couscous, 
grains and lentils.  
 
TECHNOLOGICAL 
EXCELLENCE 
Our customers can come to us to 
discuss specific recipes with set cooking 
temperatures so that we can adjust our 
products precisely to their industrial and 
gastronomic processing methods. This 
requires close collaboration, which 
frequently develops into long-standing, 
loyal relationships. Similarly, our 
customers trust our ready-to-eat 
products with their demanding high-
care, ready-to-eat plant certification. 
These products are suitable 
for consumption once defrosted, 
without any heating. 
 
LOGISTICAL PRECISION 
Turmoil in the global markets have 
made supply chains extremely volatile. 
Irrespective of this, our customers can 

arrange prompt deliveries from 
Ebrofrost and rely entirely on the 
confirmed delivery dates. 
 
COST CERTAINTY 
We are self-sufficient in terms of our 
energy supply. And we manufacture 
exclusively in Europe. For this reason, 
and because our processes are 
extremely efficient, our customers can 
also count on largely stable, competitive 
prices even in these challenging times. n 

 
www.ebrofrost.com 

MARKET-LEADING 
INGREDIENTS & COMPOUNDS

www.frozenfoodeurope.com 25
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B
urgers continue to have a 
broad appeal to consumers, as 
figures show they generate a 
total value of GBP2.5bn inside 
the foodservice channel alone 

in Great Britain, while 63% of the 
population buys them on a monthly 
basis, on average, according to Kantar 
data quoted by the British Frozen 

Food Federation (BFFF). Burgers 
made with beef continue to be the 
most popular option, even when 
compared to chicken and vegetarian 
patties. In the food service industry, 
beef-based burgers account for an 
astounding 65% of all burger sales, 
which is worth an additional 
GBP1.6bn. Because of new product 
launches, retailers now have an 
opportunity to present customers 
with a selection of goods that they 
are confident will fulfill the 
ever-increasing demand for 
these goods. 

CONSUMERS LOVE 
THEIR MEAT 
The Food and Agriculture 
Organization of the United Nations 
(FAO) reports that between the 
years 1990 and 2009, global 
aggregate consumption of meat 
climbed by almost 60%, while 
consumption on a per capita basis 
increased by approximately 25%. 

Through the year 2022, it 
was anticipated that the 

consumption of meat 
would continue to rise 

by 1.7% annually. 

While burgers have been (and will continue to be) a favorite among 
consumers of all ages, defining the product might have just become 
a tougher challenge. Meat burgers are still leading the way, but 
veggie patties are making their way into each and every outlet. Not 
a surprising development, as it’s part of the larger plant-based 
revolution, but one which might just change the way consumers 
view these products.

ARE BURGERS 
ENTERING 
A NEW ERA?  

By Bogdan Angheluta Meat & Veggie Burgers





Currently, Argentina is the country 
that consumes the most beef and 
veal, with an average of 39.9 
kilograms per person per year. The 
average consumption of pork in 
China and the 27 member states of 
the European Union is around 35.4 
and 30.4 kilos per person, 
respectively. The average annual 
consumption of chicken and turkey in 
Israel is 64.9 kg per person. The 
average annual consumption of sheep 
in Kazakhstan is 8.5 kg, making it the 
world leader in this category. 
Meanwhile, in 2021, plant-based food 
sales grew three times faster than 
total sales, with a 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 — a bellwether 
signaling consumer demand is 
headed toward non-GMO plant-

based options. In a new case study 
of the growth of sales from 2019-
2021, SPINS data found that Non-
GMO Project Verified frozen plant-
based meat alternatives rose 
+71.7%, as opposed to only 
+10.4% for unlabeled products in 
the same category. 
 
DEMAND FOR PACKAGED 
BURGERS IS RISING, 
BUT SLOWLY 
During the period 2022-2027, the 
market for packaged burgers should 
expand at a compound annual 
growth rate of 6.84%. The cooked 
patties of ground pork, beef, or 
vegetables that are used to make 
packaged burgers are placed into cut 
buns along with a variety of sauces 
once the burgers have been 
prepared. When compared to 
freshly produced burgers, they have 
a longer shelf life since they are kept 
at cooler temperatures while being 
stored. At this time, the expanding 
food and beverage (F&B) industry, in 
conjunction with the growing 
popularity of eating out among 
customers, is having a favorable 
influence on the consumption of 
pre-packaged burgers at quick-
service restaurants and diners all 
over the world, according to a 
report by research company IMARC. 
One of the key aspects that is 
providing a good outlook for the 
market is the rising demand for 
convenience food products. In 
addition, a number of businesses are 
also providing pre-made burgers in 
environmentally friendly packaging 
and in single-serve formats. They are 
also coming out with unique goods 
that make use of additives such as 
salt, phosphates, spices, and taste 
enhancers. These businesses are 
introducing gluten-free, frozen 
products that are high in protein 
content, and they are establishing 
their operations online in order to 
broaden the scope of their already 
established customer base. This, in 
conjunction with the rapidly 
expanding e-commerce industry, is 
having an effect on the expansion of 
the market. Other factors, such as 
the convenience of using pre-
packaged food goods and the 
proliferation of different types of 
retail shops selling fast food, are also 

2.5 
bn GBP is the value 

generated by burgers 
inside the foodservice 

channel alone in 
Great Britain.
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There is room for many players and there is the 
traditional meat industry which is still growing 

worldwide, but in Europe and certain countries 
there is a decline and the plant-based basically is 

very competitive. 
Alon Bar-Shany, executive chairman of Redefine Meat
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contributing to the increase in the 
market. It is anticipated that the 
growing popularity of plant-based 
packed burgers that contain extracts 
of carrot, beetroot, bell pepper, and 
other protein-rich components will 
boost the market. This trend is 
expected to be driven by the 
growing number of people who 
follow vegan diets. 
 
NEW TECHNOLOGIES 
OFFER DIVERSE 
EXPERIENCES 
Redefine Meat, one of the more 
active companies in the alt-protein 
segment has managed to obtain 
plant-based meat that can be served 
and sold by a diverse range of 
restaurants and wholesalers. In the 
UK, wholesalers include high-end 
specialists Classic Fine Foods, and 
diners can now enjoy New-Meat 
dishes at top London restaurants, 
such as German Gymnasium, Chotto 
Matte (Soho & Marylebone), 
Powerplant, and Mr. White’s. 
Redefine Meat commercially launched 
its range of premium plant-based 
meat for the first time across 

Germany, the UK, and the 
Netherlands in November 2021. 
New-Meat provides chefs with the 
opportunity to incorporate plant-
based, cholesterol-free meat that 
looks, cooks, and tastes like animal 
meat, into their menus. Another of 
the company’s products is Redefine 
Premium Burger, a new-meat burger 
created with a meaty flavor and 
coarse ground texture. The Premium 
Burger allows vegans, as well as meat 
lovers, to enjoy a great meat-eating 
experience, without compromising on 
taste. Redefine Meat has been selling 
for just a bit over a year, after starting 
in Israel, its home market, and then 
expanding into a few key European 
countries like Germany, UK, Holland, 
and recently also Austria and Finland. 
"What we have discovered is there is 
always a need to work very closely 

with the local Chefs, with the local 
system in order to understand the 
specific tastes which are very different 
from country to country," Alon Bar-
Shany, executive chairman of 
Redefine Meat explained during an 
interview we had at SIAL in October. 
"There is room for many players and 
there is the traditional meat industry 
which is still growing worldwide, but 
in Europe and certain countries there 
is a decline and the plant-based 
basically is very competitive. I think 
we start out with the fact that we as 
a company love meat, we think meat 
is a fantastic product and our goal is 
to be able to deliver a high-quality 
product where the consumer will say 
<I love it, it's delicious>. We are not 
going after the vegan market or the 
vegetarian one, we're not positioning 
ourselves as a vegetarian product, 
we're positioning ourselves as a new 
meat company. At this point in time, 
we are ready to start delivering the 
products from our new factory in the 
Netherlands. So initially when we 
were in start-up mode we were 
producing in Israel and shipping over, 
but we realized that over time for 

65% 
of all burger sales in 

the UK are 
beef-based burgers.

#



economic and for environmental 
reasons you want to produce close 
to the final product and it was also 
very important for us to be able to 
expose the products here and to try 
to start prioritizing our reach into 
additional countries." How does the 
technology used by Redefine Meat 
work? "We start by trying to analyze 
why people love meat so much, and 
realized it's a combination of taste 
but also of texture, of smell, of how 
it sizzles when you put it on the grill. 
There are many elements so when 
you miss one of them, in the end 
somehow the brain and the whole 
system convert it into <it's a 
delicious part> or <it's not>. Now 
once we have that, our technology 
is a combination of material and 
chemical science because at the end 
you have materials, and we try to 
replicate the final taste by having the 
blood, the muscle, and the fat," Alon 
Bar-Shany concludes. 
 
PLANT-BASED PATTIES 
KEEP GAINING GROUND 
In the global market for plant-based 
burgers, which is expected to be 
worth USD16.689bn in 2032, sales of 
plant-based chicken burgers are 
estimated to account for 
approximately 33% of the demand, 
according to a 2022 report by 
Future Market Insights. 
Diets consisting primarily 
of plant foods are 
quickly gaining 
popularity in 
wealthy nations. It 
has been 
reported by the 
Plant-Based 
Food Association 
that the rate 

of growth in retail sales of plant-based 
foods in the United States has greatly 
outpaced the overall rate of growth 
in grocery store sales. The market for 
plant-based burgers is seeing 
tremendous growth thanks to shifting 
customer preferences as well as 
growing interest in environmentally 
conscious and health-conscious dining 
options. More people are ready to 
make the leap to plant-based meat 
alternatives, which should drive more 
businesses to develop novel culinary 
options. It is anticipated that the 
market will continue to be amazing as 
businesses continue to introduce a 
variety of items without 
compromising flavor. Their efforts to 
replicate the authentic consistency of 
meat-based hamburger patties ought 
to be a good precursor to entering 
the international market. Some plant-
based food and beverage startups are 
aggressively driving investment, which 
is a promising indicator for the global 
market for plant-based products as 
demand from consumers all over the 
world continues to rise. One of the 
primary factors contributing to the 
expansion of the market is the 
proliferation of popular restaurant 

chains that offer plant-based burgers 
on their menus. The number of 
people who buy and recognize 
different herbal goods increases in 
tandem with the product's expanding 
market reach. Because of this, the 
market as a whole will expand in the 
years to come. Some of the most 
successful businesses in the food and 
beverage sector are expanding their 
footprints through strategic alliances 
with companies that focus on plant-
based foods. For instance, the well-
known plant-based burger brand 
Impossible Burgers can be found on 
the menus of 17,000 different 
restaurants and fast food 
establishments in the United States 
alone. This list features well-
known restaurants including 
Burger King, The 
Cheesecake Factory, and 

16.68 
bn USD is the expected 

value for the plant-
based burgers market 

in 2032.
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Little Caesars, among others. In the 
past year, there was a notable rise in 
the number of plant-based burgers 
that were ordered at quick-service 
restaurants. It is anticipated that this 
pattern will carry on. In addition, well-
known fast food brands such as 
McDonald's have entered the plant-
based burger market by purchasing 
already-established competitors in 
order to broaden the range of 
products they provide. The market 
for plant-based burgers across the 
globe originated as a specialized 
sector of the food business that 
catered solely to vegan and 
vegetarian groups. 
 
SOY REMAINS A 
FAVORITE BASE FOR 
ALT-PROTEINS 
According to a study conducted by 
Grand View Research, in the coming 
years, the demand for soy in plant-
based meat products is projected to 
be driven by its potential to improve 

the water absorption, 
solubility, 

emulsification, viscosity, anti-oxidation, 
and texture of the final product. The 
category is being broadened and 
diversified as a result of the continued 
rise in popularity of various types of 
plant-based meat. In addition, there 
has been an increase in the demand 
for plant-based alternatives to poultry, 
pork, and fish, in addition to plant-
based alternatives to beef. It is very 
likely that the exponential expansion 
of chilled plant-based meat will 
continue throughout the time of the 
forecast. In 2021, the segment of the 
market that dealt in plant-based 
burgers was the leader and 
accounted for the biggest revenue 
share of 29.2%. These burgers are 
made with ingredients that try to 
simulate the aroma and taste of real 
meat. The plant-based sausages are 
made to resemble traditional pork 
sausages in terms of their appearance, 
texture, and sound, as well as the 
satisfaction they provide. Beyond 
Meat and Lightlife Foods, Inc. are 
two examples of companies that 
produce alternatives to traditional 
sausage that are not only juicy and 
meaty, but also free of hormones,  
 

nitrates, genetically modified 
organisms (GMOs), nitrites, gluten, 
and soy. It is anticipated that the 
increased investments made by 
businesses to provide new and novel 
tastes to their plant-based sausages, 
such as hot Italian, sweet Italian, and 
spinach pesto, will stimulate the 
demand for the product. Marlow 
Foods Ltd., Impossible Foods 
Inc., and Moving Mountains are 
examples of some of the most well-
known companies competing in the 
market for plant-based sausages. 
Veggie bacon, also known as 
vegetarian bacon or vacon, is a plant-
based alternative to traditional pork 
bacon that is sold commercially. 
These goods, which are made from 
soy and pea protein, have a high 
concentration of fiber and protein, are 
cholesterol-free, and include a relatively 
low amount of fat. Some of the most 
well-known names in the industry that 
produce these goods include 
Morningstar Farms, Vegetarian Butcher, 
Yves Veggie Cuisine, and Smart Bacon, 
to name just a few. New products are 
being introduced into the market by a 

variety of businesses, both those 
just beginning their operations 

and those that have 
already established 

themselves as 
leaders in the 

industry. 
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6.84% 
is the estimated 

CAGR for the packaged 
burgers market 

up until 2027.
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THE MARKET SEES 
PLENTY OF INNOVATION 
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. It's important to state 
though that not only start-ups are 
involved with bringing plant-based 
burgers to the forefront; major 
players have also experimented with 
these types of products. Belgian-
based Ardo has recently extended 
its product line with the addition of 
the Beetroot Burger. "The pre-fried 
Beetroot burger immediately brings 
color to your plate. This crispy 
vegetable burger with beetroot and 
kidney beans is delicious on a burger 
bun, as a side dish, or as a vegan or 
veggie burger. The red color, the 
round shape, and the fiber-rich 
texture are perfect as an alternative 
to the traditional burger," the 
company says. Ardo also recently 
brought a new product to its plant-
based product line, Beet Bacon. The 
beetroot bacon is gluten-free and 
great in salads or pasta, on a pizza, 
or with goat cheese. Rollover, 
which is a part of Pilgrim's Food 
Masters, has launched a 
Cheeseburger as well as a Double 
Cheeseburger, thereby expanding 
the broad burger choice that it 
offers. The beef patties that are 
used in both the Cheeseburger and 
the Double Cheeseburger at 
Rollover are quarter pounders 
(113g), and they are served 
alongside slices of cheese in artisanal 
buns that have been hand-finished. 
Because the beef patties are sold in 
a format that is already cooked and 
frozen, it is possible to prepare 
them in a short amount of time. The 
cheeseburgers will be served in 
packaging that is completely 
recyclable, biodegradable, and 
compostable. This packaging will be 
created from a combination of 
wrapping paper and a cardboard 
tray, and it will be ideal for keeping 
the temperature of the burgers 
while eating on the go. n
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T
he individual quick freezing 
(IQF) market across the globe 
was estimated to be worth 
approximately USD18.59 
billion. In the period between 

2023 and 2028, it is anticipated that the 
market would expand at a compound 
annual growth rate of 5.60%, bringing 
the total value to USD25.78bn by 2027. 
The spiral freezer category is responsible 
for a sizeable portion of the market 
share when broken down by types of 
equipment. Because they can preserve 
the product's quality, texture, and flavor 
throughout the entirety of the freezing 
process, spiral freezers are an excellent 
choice for freezing a large quantity of 
food items such as frozen pizzas, baked 
goods, or ready-made meals. Because of 
their space-saving and streamlined form, 
spiral freezers are widely utilized in the 
food processing industry. An additional 
benefit of this segment is that it is simple 
to clean, and it also has a 
straightforward installation process. The 
presence of the leading IQF producers 
in both the United States and Canada is 
the primary factor driving growth in the 
individual quick-freezing business 
across North America. 
 
HOW SELF-STACKING 
FREEZERS CAN BECOME 
YOUR NUMBER ONE 
INFLATION-FIGHTER 
Food processors across Europe are 
facing cost pressures arguably as never 
before and making savings are now 
essential to the survival of many 
businesses. Investing in a JBT 
Frigoscandia GYRoCOMPACT® 
self-stacking spiral freezer is one of the 
quickest ways of making significant 

savings in energy, water and manpower 
while at the same time becoming more 
efficient. In fact, customer data indicates 
that a self-stacking spiral freezer can save 

up to 60% in energy compared with 
traditional drum freezers. For Europe’s 
food companies, 2022 to date has 
delivered a perfect storm. Soaring 

The frozen food industry has traditionally relied heavily on 
technology, and recent advancements in this area have increased 
the sector's value for all parties involved. Freezing is obviously one 
of the more important steps on a product's journey, and today's 
manufacturers have a wide variety of machines to select from thanks 
to the existence of different methods that may be implemented to 
achieve the optimal balance between costs and production.

AN ESSENTIAL STEP 
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inflation and utilities costs have put 
many processors under huge pressure 
in an industry where margins are 
often tight, and retailers continue to 
demand low prices. In such an 
environment, the ability to make 
savings whenever possible is crucial, 
and one of the simplest ways is 
replacing inefficient freezer units with 
alternatives that enable companies to 
substantially reduce costs. JBT 
Frigoscandia’s GYRoCOMPACT 
self-stacking spiral freezer comes with 
some significant advantages. As Jan 
Grundmann, sales manager at JBT, 
explains, the GYRoCOMPACT 
straight away delivers energy savings 
once installed, thanks to its effective, 
efficient design. “In a recent meeting 
with a customer who runs both 
systems, the customer’s data-records 
uncovered that their 
GYRoCOMPACT-freezers consume 
up to 60% less electrical power 
compared to their drum freezer at a 
comparable product-throughput,” he 
says. “This example equated to an 
annual saving potential of more than 
EUR300.000. This might sound too 
good to be true, but it was the 

customer’s daily operation figures that 
provided the proof and reason 
enough to approve a freezer-
replacement because of the fast 
return of investment.” However, JBT 
self-stacking freezers don’t just make 
a difference when it comes to energy 
savings, they also make a positive 
impact on other utilities — such as 
water consumption — as well as 
factors as basic as manpower and 
time. Due to its minimal design, the 
GYRoCOMPACT has up to 12 tons 
less installed material compared to a 
traditional freezer system, meaning 
there is significantly less area to clean. 
“On traditional freezers, many of our 
customers suffer from product 
residues remaining on the belt-
support-frames that requires a lot of 

additional cleaning,” Grundmann 
continues. “As we simply have less 
material, fewer corners and surfaces, 
we ensure a 100% cleanable product-
zone on the GYRoCOMPACT, which 
requires far less time and far fewer 
people to maintain optimal hygiene.” 
In fact, a GYRoCOMPACT typically 
only requires about 20% of the 
manual cleaning resource that’s 
needed for a traditional system, 
leading to significant savings on 
manpower, time, and water 
consumption. “There are customers 
reporting up to double the cleaning 
time, three times the water 
consumption and three-five times the 
number of cleaning staff for their 
drum-freezers compared to their 
GYRoCOMPACTs,” says Grundmann. 

On traditional freezers, many of our customers suffer 
from product residues remaining on the belt-support-

frames that requires a lot of additional cleaning. As we 
simply have less material, fewer corners and surfaces, 

we ensure a 100% cleanable product-zone on the 
GYRoCOMPACT, which requires far less time and far 

fewer people to maintain optimal hygiene. 
Jan Grundmann, sales manager, JBT
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HELPING FIGHT 
AGAINST INFLATION 
JBT engineers’ understanding of the 
advantages of the self-stacking freezer 
versus a traditional drum system were 
reinforced by the experience of one 
major European customer over recent 
months. The customer, as Grundmann 
explains, previously had JBT freezers 
only, but took a decision to invest in a 
competitor drum unit several years ago. 
However, product related and technical 
issues soon became apparent and 
forced the customer to review this 
decision. The final “GO” to replace the 
freezer with a GYRoCOMPACT again 
was taken based on the substantial 
cost-saving potential found in the 
freezer, which turned out to be the 
largest across the entire processing line, 
leading to it becoming an integral part of 
the customer’s fight against inflation. “In 

many cases, customers don’t replace JBT 
freezers even after 30 years. This gives 
you an idea of the situation if a customer 
felt compelled to replace a drum freezer 
after only five years,” Grundmann adds. 
The GYRoCOMPACT can be 
complemented by the LVS (Low Volume 
System), an add-on unit developed to 
improve refrigerator efficiency, which is up 
to 20% more efficient than traditional 
pumped refrigerant systems. The LVS’s 
patented dry suction system delivers 
more capacity from the compressor and 
enhanced evaporator performance, all 
of which adds up to greater freezer 
performance. In a traditional pumped 
refrigeration system, pressure drops 
cause temperature losses of between 
3-5°C; with an LVS, customers only 
lose 0.5°C, even over long piping 
distances. Adding to the savings 
generated by the GYRoCOMPACT, 

the LVS can deliver a further 15% 
in energy savings in refrigeration 
compared with traditional systems. 
 
A CRITICAL FACTOR 
TO PRODUCING 
HIGHER OUTPUT 
Emerging technologies and customer 
expectations for safe, hygienic solutions 
in food production have consistently 
pushed FPS Food Process 
Solutions to go over and beyond. FPS’ 
recirculating Clean-in-Place (CIP) 
systems with pasteurization mitigate the 
risk of contamination before packaging. 
Furthermore, the company's Spiral 
Immersion SystemTM (SISTM) can 
cook, chill, and freeze products within 
sealed vacuum bags to ensure no 
exposure to the environment 
throughout the processing cycle. FPS 
explores innovative technologies to 
meet customer needs, and among these 
innovations are the first of its kind, 1.8m 
Spiral Freezer and the Spiral Immersion 
SystemTM (SISTM). In collaboration 
with Intralox, FPS developed the 1.8m 
wide belt spiral freezer to match larger 
processing lines. For food processors, 
this is a critical factor in being able to 
produce higher output. The SISTM was 
developed to not only produce better 
quality food products but could also 
save on cost, time, and energy. 
Additionally, FPS uses mechanical 
freezing, which is a system where the air 
is passed through a tube and fin 
evaporator inside the equipment. 
Refrigerants such as ammonia, freon, or 
CO2 can be used depending on 
customer preference, explains Greg 
Sheridan, sales manager, FPS. “We 
especially circuit each evaporator to the 
required refrigeration load to maximize 
efficiency. Various methods of feeding 
the refrigerant are utilized depending on 
application and temperature 
requirements as well as overall 
refrigeration plant design. We can use 
recirculated systems in the bottom or 
top-fed liquid, flooded systems, and 
direct expansion. We discuss the 
various options with our customer and 
refrigeration contractor to ensure they 
know the operational requirements and 
efficiency of each system.” When it 
comes to improving performance and 
efficiency, the ability to condition the 
product appropriately in the most 
efficient process is the company’s goal. 
“We look at each application to 

We look at each application to determine which type 
of freezing equipment is right for the job. All our 

equipment is designed to provide even airflow at 
optimum velocity across all product zones. This 

ensures we remove heat consistently for all belt widths 
and freezer sizes, to give consistent output and quality. 

Greg Sheridan, sales manager, FPS Food Process Solutions
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determine which type of freezing 
equipment is right for the job. All our 
equipment is designed to provide even 
airflow at optimum velocity across all 
product zones. This ensures we remove 
heat consistently for all belt widths and 
freezer sizes, to give consistent output 
and quality. We design the equipment 
to minimize airflow restriction through 
product zones, internal structure, and 
through the coil and fan assemblies. 
Using external motors, plug fans, 
eliminating coil defrost louvers, and using 
square tube patterns in our coils all 
contribute to substantial reductions in 
energy. Reducing restrictions while 
ensuring airflow across all product zones 
power consumption. Freezing faster 
reduces yield loss improving product 
quality and improves throughput. 
Reduced freezer power consumption 
reduces energy costs and reduces the 
refrigeration power which offers further 
energy savings.” Each freezer is custom 
engineered and built to specific 
customer site requirements. This allows 
FPS to tailor the delivery to facilitate the 
installation appropriate to each site and 
to match up with existing equipment. 

 

ENSURING GREATER 
PRODUCTIVITY 
System customization, hygiene, ease of 
maintenance, operation in a continuous 
cycle, and high-quality freezing - these 
are the five winning assets of 
Tecnopool’s spiral freezing systems, 
according to company representatives. 
Tecnopool’s patented T-Worth 
technology ensures greater productivity 
and increased customer satisfaction in 
the field of frozen foods, and in the 
growing ready-meals sector. Unlike 
conventional drum-based spirals, the 
T-Worth belt installed in Tecnopool’s 
freezing systems is driven externally by a 
motor that is smaller in size and needs 
less power. This does not affect the 
system’s performance, as friction is 
reduced and the belt is driven instead of 
being pushed, offering considerable 
advantages right from the design stage. 
In terms of ready meals, every producer 
has a specific set of requirements, 
depending on the type of product, 
volumes, and logistics. By eliminating the 
need for a central pivot, T-Worth 
technology increases the system’s 
flexibility, enabling it to combine two 
separate lines with same-level entry and 

exit. “The customer can study and 
test this system 

directly in the Test Room set up in our 
facilities in San Giorgio in Bosco (Padua). 
Here, Tecnopool's specialized 
technicians and technologists will explain 
the characteristics of our freezing spirals 
and tailor them to the customer's 
needs,” representatives add. Another 
distinctive feature of Tecnopool’s 
freezing systems is the use of horizontal 
airflows that guarantee excellent freezing 
quality. The T-Worth system allows 
cold air to flow over the product, under 
the product, and throughout the spiral 
at a rate of up to 3 meters per second. 
With ready meals, this characteristic is 
essential as it ensures excellent, rapid 
freezing while preserving the ingredients’ 
flavor and organoleptic properties. Once 
in operation, every system must then be 
kept clean and in good repair. 
Tecnopool’s technology offers further 
substantial advantages in these two 
strategic aspects of food processing. The 
entry of humid external air is limited by 
air cutting tools placed at the inlet and 
outlet ends of the belt to reduce 
frosting and maintain the high efficiency 
of the evaporators. “Moreover, for 
more than ten years now, Tecnopool 
has been using sequential defrosting 
evaporators that can be defrosted 
individually while the others continue 
operating, thus preserving the internal 
temperature of the cabinet and the 
effectiveness of the freezing process. 
This method allows the system to run 
in a continuous cycle, 24/7. The 

absence of a drum-based drive 
system for the T-Worth belt 

also allows easy access to every 
part of the freezing system, thus 

facilitating sanitization and achievement 
of the hygiene standards required by 
law for the food industry. Finally, easy 
access to internal spaces also 
guarantees another important 
competitive advantage, that is, simpler 
and faster maintenance, without the 
need to disassemble parts to access 
the area required. Every maintenance 
operation can be carried out from the 
outside of the spiral, thus also 
facilitating visual inspections." n

25.78 
bn USD is the 

estimated value that 
the IQF market will 

reach by 2028.

#

The absence of a drum-based drive system for the 
T-Worth belt also allows easy access to every part 

of the freezing system, thus facilitating sanitization 
and achievement of the hygiene standards required 

by law for the food industry. 
Tecnopool
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T
he global frozen food 
market is projected to reach 
a valuation of 
USD602,257bn by 2032, 
with sales growing at a 

CAGR of 6.7% during the next 10 
years. Europe’s frozen food market 
accounts for a 40.9% share of the 
total global market. North America is 
expected to be the most 
opportunistic with a 33.4% share of 
the total frozen food market. The 
data comes from the latest report by 
Future Market Insights, and while it 
doesn't cover just the retail channel, 
it shows a very clear upward 
trajectory for the European market. 
The Frozen Food Report released by 
the British Frozen Food Federation 
(BFFF) this year shows that retail 
frozen food sales have grown by 
13.5%, compared to pre-pandemic 
levels, suggesting that consumers 
have truly fallen back in love with 
their freezers. The data shows that 
frozen sales have kept up their 
speed despite restaurants, cafes, and 
pubs reopening in April 2021 after 
more than a year of restrictions. The 
research states that the increase in 
eating out has resulted in fewer 
purchases being made at stores and 
smaller shopping carts, which has 
caused the frozen food market's 
value growth to drop to 1.2% 
annually. The retail industry is now 
back to pre-pandemic levels after 
two years of upheaval, but frozen 
has seen over 400,000 extra 
customers in that time. The retail 
frozen food sector is now valued at 
GBP7.1bn and has had an increase in 

sales of around GBP850 million since 
2019 - a value rise of +13.5% and 
volume growth of +9.2%, 
respectively. Frozen sales have 
greatly exceeded the market, which 
has seen a general flattening of the 
overall grocery industry. According 
to the BFFF survey, consumers may 
have sought to freeze out of a need 
in 2020, but they have returned 
through choice in 2021. Ice cream is 
the largest single frozen food 
category, according to Kantar, 
accounting for GBP1.3bn in retail 
sales and 18.6% of all frozen food 
sales, up from 17.3% in 2019. Sales 
of frozen fish surpassed the GBP1bn 
mark in 2020, and in just two years, 
they increased by 16.4% (GBP141.2 
million). Vegetarian and vegan 
products have grown by 16.8% since 
2019, BFFF reports, and this rise has 
helped savory food sales increase by 
GBP237.4 million (19.8%) during the 
same time period. 
 
SOME SEGMENTS 
FARE BETTER 
From 2021 to 2026, the market for 
frozen-ready meals is projected to 
increase by USD 37.98 billion. 
Technavio predicts that the market’s 
growth velocity would slow down 
during the projected period at a 
CAGR of 5.78%. During the 
projection period, the frozen entree 
category will significantly contribute 
to market growth. This market is 
expanding as a result of the 
increased demand for frozen entrees 
from major suppliers like Nestle, 
Tyson Foods Inc. (Tyson Foods), 

Conagra Brands Inc. (Conagra 
Brands), The Kraft Heinz Company 
(Kraft Heinz), Nomad Foods, and 
Sigma Alimentos. According to his 
report, one of the key factors driving 
the market growth for frozen ready 
meals over the coming few years 
would be the rising popularity of 
private-label frozen prepared meals. 
The market’s expansion has been 
significantly aided by the introduction 
of new products. However, issues 
with frozen food warehousing could 
limit market expansion. Another 
interesting piece of information is 
that over the next four years, the 
market for frozen breakfast goods 
will experience accelerated growth 
at a CAGR of 7.69%. The global 
market for packaged meals and 
meats includes the global market for 
frozen breakfast foods, according to 
Technavio analysts. One of the 
factors fueling the market 
expansion for frozen breakfast 
meals is the rising number of 
new items being introduced. 
Vendors now provide a 
variety of frozen breakfast 
food products, supported by 
a number of new product 
launches, in an effort to 
draw in more customers 
and boost market 
exposure. Plant-based frozen 
bites, nuggets, and strips were 
introduced at first. During the 
projection period, Europe will 
account for 40% of market growth. 
The biggest markets in Europe for 
frozen breakfast goods are Germany, 
the UK, and France. This region's 

As we move away from the spikes in sales that we saw due to 
unexpected events and towards more “regular” market trends, 
frozen foods still show good performance in terms of sales, 
especially when it comes to the retail channel. Europe remains the 
largest market overall, and with the level of interest shown by 
consumers in recent years, figures can only go up.

A GOOD YEAR FOR 
By Bogdan Angheluta European Retail Market
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40.9% 
is Europe’s share 

of the global frozen 
food market.
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market will expand more quickly 
than those in other areas. Over the 
projection period, the market for 
frozen breakfast items in Europe will 
rise thanks to rising consumer food 
spending per capita. During the 
projected period, the offline 
segment will significantly increase its 
market share of frozen breakfast 
goods. The sales of goods through 
department stores, specialty shops, 
hypermarkets, supermarkets, and 
convenience stores generate 
revenue for the offline distribution 
channel. Even if the internet 
distribution route is stealing market 
share from the offline distribution 
channel, aggressive marketing will 
continue to drive sales through the 
roof. Vendors are employing cutting-
edge marketing techniques to draw 
clients in order to succeed in the 
offline retail environment. 
 
MILLENNIALS HAVE 
A SIGNIFICANT IMPACT 
ON THE MARKET 
According to the Institute's Power 
of Frozen in Retail 2021 report, 
older millennials now account for 
the largest section of frozen food 
purchasers at 48% thanks to the 
rapidly expanding options in 
clean-label frozen meals and a 
discriminating appetite for ethnically 
authentic cuisine. Frozen food sales 
totaled USD66.4bn in the 52-week 
period ending on December 26, 
2021, according to IRI, a rapidly 
expanding global leader in innovative 
solutions and services for consumer, 
retail, and media industries. This 
represents an increase of 1% over 
the previous year. When compared 

to the COVID-19 pandemic's peak, 
that rise is noteworthy. Sales of 
frozen food climbed by 23% over 
the same time period in 2018 and 
2019. “A 94% surge in frozen foods 
came in mid-March 2020 for 
obvious pandemic-related reasons: 
convenience, shelf life, single-serving 
options, and ease in preparation,” 
said Saffron Road Foods founder 
and CEO Adnan Durrani. “But what 
consumers new to frozen entrees 
discovered was the evolution of 
frozen foods, the abundance of 
better-for-you options, and the 
plethora of innovation and ethnic 
flavors, equating to sustainable 
category growth.” While Indian and 
Asian flavors top the trends, Durrani 
also forecasts growth in ethnically 
authentic Mediterranean, South 
American, Peruvian, and Vietnamese 

frozen cuisines. Durrani says that 
natural, organic, and high-quality 
ingredients are the future of frozen. 
Durrani adds that forward-looking 
retailers will opt for new frozen 
challenger brands offering diverse 
ethnic, premium, and healthy 
options. Today's frozen meals rival 
fresh, according to recent surveys, 
with online frozen sales growing by 
75%. More than 50% of millennials 
claim that frozen food is just as 
healthy as fresh food or even 
healthier because it comes with 
clean labels. During the 2020 
pandemic shopping season, frozen 
category sales climbed to a record 
23% increase, 200% above fresh, 
according to a recent Deloitte 
report. Because frozen foods are 
convenient, have a long shelf life, 
can be made into single servings, 
and reduce food waste from 
unused ingredients, evolving 
shopping habits reveal that 57% of 
consumers continue to buy more 
frozen foods than they did before 
the pandemic, 58% buy different 
kinds of frozen foods, and 57% buy 
different brands. n

602.3 
bn EUR is the 

projected size of the 
global frozen food 

market by 2032.

#
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DFS Gıda was founded in 2011 in 
Manisa, Turkey's Aegean Region, by 

Hami Özer and Irfan Ertekin. The 
company's name comes from the 

abbreviation for 'Dried Food Solutions', 
reflecting that it specializes in processing dried 

tomatoes and semi-dried frozen tomatoes. 

USING TOMRA'S BLIZZARD 
SORTING MACHINE, DFS 
GIDA SATISFIES EXPORT-
MARKET REQUIREMENTS 
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D
FS Gida exports its 
products to 13 countries 
around the globe, including 
the USA, some Asian 
countries, and Australia, 

with some 60 percent of its output 
going to Europe. To meet the high 
product standards demanded by 
these markets, the company uses 
TOMRA Food's sorting solutions.  
Turkey is the leader in exporting 
dried and frozen semi-dried 
tomatoes, with some 15 companies 
here selling to export markets. DFS 
Gıda is one of the biggest companies, 
with a 10,000-square-meter indoor 
facility dedicated solely to the 
production of semi-dried frozen 
tomatoes. These are grown locally, as 
are the tomatoes the company 
sources for dried products. DFS Gida 
began using TOMRA's Blizzard sorting 
machine in November 2021, investing 
in this technology to maintain and 
strengthen its competitiveness.   
"Depending on the harvest, we 
produce about 3,000 tons of semi-
dried frozen tomatoes annually, and 
between 500 and 700 tons of sun-
dried tomatoes. The Turkish domestic 
market seldom buys dried tomatoes 
and never buys semi-dried frozen 
tomatoes dried in ovens. Therefore, 
we export all of our production. All 
the countries we export to expect 
the highest food safety and quality 
standards. This is why we rely on 
TOMRA's sorting technology, to 
achieve standards not possible with 
hand-sorting," explained DFS co-
founder Hami Özer.  
 
TURKEY LEADS THE WAY   
Sun-dried tomato production began 
in Turkey 30 years ago and semi-
dried frozen tomato production dates 
back to 2000.  
"For example, in 2021, Turkey's total 
exports of dried processed tomatoes 
is around 40,000 tons. Some 17,000-
18,000 tons are semi-dried frozen, 
and some 22,000-23,000 tons are 
dried and processed tomatoes. No 
country other than Turkey exports 
these products. This is because 
producers in other nations sell 
exclusively to their domestic 
markets,” according to DFS co-
founder Irfan Ertekin. “Although 
export volumes are not so big, our 
country needs to maintain its 

leadership position for quality. 
This is why it is crucial for us to use 
high technology in production, and 
why DFS is exceptional in this 
industry for its commitment to 
investing in technology." 
This technology helps achieve high 
standards despite the time pressures 
imposed by the harvesting season. 
"We are completely tied to the land 
and its cycles," says Hami Özer. 
"Harvesting starts in July and, 
depending on the weather, continues 
only until the end of September or 
the beginning of October. We have 
to process these products with no 
margin for error and in high volumes 
in such a short time. We know that 
the Blizzard optical sorting machine 
will offer high performance in a busy 

season, even during long shifts. What 
we process, though it is 100% 
natural and comes directly from the 
fields, is a zero-error product. 
Thanks to TOMRA's Blizzard sorting 
machine, we can achieve this. The 
Blizzard ensures that plant-based 
foreign materials are eliminated 
during the sorting phase. The 
Blizzard also detects and ejects color 
defects in the tomatoes. All of our 
product goes through this machine 
to ensure high quality and food 
safety for our customers." 
DFS's investments in automation, 
including TOMRA's sorting solutions, 
indicate the importance the 
company places on food safety, Irfan 

Ertekin adds. "We are leaders in 
growing and monitoring products, 
and we need to ensure they contain 
no foreign materials or defects. We 
purchased TOMRA's machine 
because it offers benefits in 
operating costs and eliminates 
defects that cannot be seen while 
sorting by hand. This is how we 
provide high quality and food safety 
while also improving productivity."  
TOMRA Food designs and 
manufactures sensor-based sorting 
machines and integrated post-harvest 
solutions transforming global food 
production to maximize food safety 
and minimize food loss, by making 
sure Every Resource Counts. The 
company has more than 12,800 units 
installed at food growers, packers, 

and processors around the world for 
Confectionery, Fruit, Dried fruit, 
Grains and Seeds, Potatoes, Proteins, 
Nuts, and Vegetables. These solutions 
include advanced grading, sorting, 
peeling, and analytical technology to 
help businesses improve returns, gain 
operational efficiencies, and ensure a 
safe food supply. TOMRA Food 
operates centers of excellence, 
regional offices, and manufacturing 
locations within the United States, 
Europe, South America, Asia, Africa, 
and Australasia. TOMRA has 
approximately 100,000 installations in 
over 80 markets worldwide and had 
total revenues of cca NOK10.9bn in 
2021. The Group employs about 
4,600 staff globally and is publicly 
listed on the Oslo Stock Exchange. 
The company headquarters are in 
Asker, Norway. n

40k 
tons is Turkey's total 

exports of dried 
processed tomatoes.

#



November/December 202244

G
oing green was initially 
based on the idea of 
handling all types of fossil 
energy with care. But 
forward-thinking people 

expanded their views early on to 
include the responsible handling of 
not only raw materials but all types of 
finite resources wherever they are 
being used. The report about a study 

from the Club of Rome in 1972 
delivered an important impulse for 
this. The book became a bestseller 
(since 2022 there is a new report 
“Earth for All”). 
 
GOING GREEN - 
GROWING COMPLEXITY 
Going Green was becoming ever 
more complex in the following 

period. Soon, it wasn’t only about 
finite resources. The changes in the 
atmosphere due to greenhouse gases 
and their climatic ramifications on the 
living environment of many of the 
earth’s inhabitants have moved 
seriously into the center of 
consciousness. This came across to 
the wide public in the recent 2000s. 
Then in 2007, The Intergovernmental 
Panel on Climate Change (IPCC) 
published its fourth assessment 
report. Aside from notorious 
ignoramuses, large parts of the world 
population are recognizing ever since 
the correlations between climatic 
change, melting glaciers, catastrophic 
droughts, hurricanes, tornadoes, and 
cyclones. Most recently the summer 
of 2022, the warmest in Europe since 
the beginning of climatic records, 
showed how strong climate-induced 
forest fires, drought periods, low 
water levels of rivers, or heavy rains 
challenge us Europeans. 
The challenges in other parts of the 
world, in which more and more 
people live, are even bigger. 
According to the recently published 
report by the United Nations on the 
development of the world’s 
population, there are now 8 billion 
people. This is what makes the careful 
handling of all goods that are not 
finite so in-finitely important. 

Reducing the consumption of energy has always been an essential 
part of going green. But in the meantime, this term is associated 
with much more and includes all of the finite resources, the 
consumption of electricity as well as the use of human labor.

THE ECONOMIC 
AND CLIMATIC 
PERENNIAL 
FAVORITE 

Going Green 
By Dieter Mailänder, mailänder marketing
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GOING GREEN – 
WASHING GREEN 
Measured by other economic sectors, 
gastronomy and community catering 
tend to be among the smaller 
emitters of greenhouse gases. But in 
face of the gravity of the situation, 
every contribution — no matter how 
small — is important for keeping our 
planet habitable and livable with 
regard to clean air, vegetation-
appropriate temperatures, or 
moderate precipitation. That’s why 
the amount of the emissions of an 
operation is a serious parameter in 
order to judge how seriously the 
people responsible take their “going 
green” seriously. Regardless of which 
type of operation someone owns or 
leads, the following applies: whoever 
makes tidy profits, but doesn’t invest 
any financial means in the avoidance 
of emissions, is less on the path of 

“going green” but rather on the 
path of “washing green”, 
therefore “greenwashing”. 
 
THE ROLE OF 
RENEWABLE ENERGY 
It is the order of the day to handle all 
resources, human labor as well as 
with energy even when it is 
generated regeneratively, carefully. In 
this context, one of the longstanding 
favorites is saving energy, especially 
electricity. The blatant price increases 
triggered by Putin’s offensive war, 
have given this topic a new boost. 
This applies especially to countries in 
which renewable energies still don’t 
play the role that they could and 
must play. Germany is an example of 
how this shouldn’t be done. On the 
contrary, Portugal has done their 
homework very well; up to 80% of its 
energy comes from renewable 

sources. In Europe, only Norway 
produces even more green electricity. 
 
SAVING ELECTRICITY – 
A LONGTIME 
PERENNIAL FAVORITE 
The central energy source for many 
gastronomical operations is electricity. 
It drives ventilation, refrigeration, 
deep-freezing, and frequently all of 
the thermal equipment. That’s why it 
makes sense to put the consumption 
levels of the equipment time and 
again to the test. Using less electricity 
is economically vital in times of 
exorbitantly rising prices. The fact that 
we are also reducing our emissions of 
greenhouse gases is vital for the 
survival of the planet. 
GastroSuisse, the Swiss Hotel and 
Restaurant Industry Association, 
estimates the savings potential at 10 
to 15%. This scale may be different 

<80% 
of Portugal’s energy 

comes from 
renewable sources.

#
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from country to country but in any 
case, it serves as a first orientation for 
those, who want to deal with this 
topic. Last August, the organization 
published a checklist of 12 ways to 
save energy for its 20,000 members. 
  
• Groundwork 
- Document the meter readings at 

short intervals — for instance, weekly. 
- Look for and discover electricity 

guzzlers with ammeters. 
• Demand-based use of 

equipment and systems 
- Turn on the devices only when 

it is necessary. 
- Stickers with the heating-up times of 

the equipment are helpful in order to 
have them ready for operation in time. 

- Turn on high ventilation levels only 
when cooking, otherwise, choose 
lower levels. Check if the airflow 
can be lowered without changing 
the quality of the air. 

• Dishwashing 
- Check if the dishwasher or 

dishwashing system can be 
connected to a hot water supply. 

- Run only fully loaded devices and if 
possible outside of the time when 
peak loads occur. One can often 
use lower tariffs at night than during 
the day. 

• Refrigeration units 
- Check the temperature settings. 

The cooling shouldn’t be colder 

than 7° C; Deepfreeze not under - 
18° C. 

- Half-empty refrigeration devices or 
cold stores and overfilled ones 
consume an above-average amount 
of energy in equal measure. 
Therefore, it makes sense 
energetically to pay attention to 
suitable equipment.  

- If the cold store or deep-freeze cells 
are opened frequently, one should 
think about air curtain systems for 
the doors. They effectively separate 
the warm air flowing in from the 
outside from the cold air flowing 
out from the inside with air 
currents. Manufacturers talk about 
the fact that such air curtains save 
up to 80% of energy. 

- Heat exchangers of cooling devices 
should be cleaned of dust at least 
twice a year because this has an 
insulating effect. 

• Small tips for everyday use 
- Cook with lids whenever possible. 

Open pots require four times as 
much energy as closed ones. 

- Tap warm to hot water and then 
heat it up. 

- Flow restrictors on faucets reduce 
water consumption by up to 50%. 

- Use residual heat on the stove tops 
and in the ovens. 

- Check for which dishes an appliance 
has to be pre-heated for and when 
one can do without.  

No question about it; many kitchen 
professionals implement these 
suggestions fully or to a large extent 
into their daily routines. Nevertheless, 
we like to let things sometimes slide 
too. For these cases, our examples 
are intended as suggestions — stop for 
a moment, think and then go back to 
the usual level of energetic attention. 
In this spirit, the appeal goes out to 
all of us: Stay tuned! n

<15% 
is the savings 

estimate made by 
the Swiss Hotel and 
Restaurant Industry 

Association if 
certain measures 
are implemented.

#
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T
he immediate prospects for 
the global market for ethnic 
foods are positive, with 
annual growth forecast to 
average more than 9% for 

the period between 2022 and 2026. 
The market is recovering from the 
effects of the pandemic (which shut 
down most of Europe’s foodservice 
industry), with ethnic foods now 
used for a widening range of meal 
occasions. Although international 
travel has yet to return to pre-
pandemic levels, consumer tastes — 
especially in the younger age groups 
— continue to evolve and become 
more cosmopolitan.  
For many European consumers, 
ethnic foods have become an 
essential part of the diet, challenging 
some of the more indigenous dishes. 
In many instances, this has been 
driven by cultural heritage — for 
example, Indian food has long been 
a staple within the UK, dating back 
to the days of the British Raj. For 
similar reasons, North African food 
such as Moroccan is popular with 
French consumers, while Indonesian 
dishes are commonplace in the 
Netherlands. In contrast, ethnic 
cuisine has been a little slower to 
catch on in Mediterranean countries 
such as Italy.  
Oriental cuisine continues to account 
for a sizeable percentage of the 
European ethnic foods market since 
many dishes from countries such as 
China, Japan, and Thailand are widely 
known and appreciated. In the large UK 
market for Oriental foods, data from B 
& F Services indicates that Chinese is 
the favorite by some distance.  
As can be seen, 87% of UK 

consumers expressed a liking for 
Chinese cuisine, well ahead of Thai 
(39%) and Japanese (20%). Across 
parts of Europe, Chinese cuisine is 
undergoing something of a 
renaissance, with menus becoming 
increasingly creative and 
contemporary. More consumers now 
appreciate the subtle differences 
between China’s regional dishes, 
such as the spicy flavors associated 
with recipes from Sichuan province 
compared with the milder 
Cantonese cuisine.  
Japanese cuisine also appears to be 
increasing in popularity, broadening 

out from its traditional base of sushi. 
Katsu curry is becoming one of the 
most popular ethnic dishes in the UK, 
challenging the established Indian 
favorites due to its sweeter and 
milder flavor. Leading chain 
Wagamama claims to sell over 5 
million katsu curries in the UK per 
annum and has recently introduced a 
vegan version.  
More region-specific dishes are also 
emerging within the market for Indian 
foods. Lighter and more authentic 
styles have come to the fore, 
influenced to some degree by health 

concerns and the street foods 
phenomenon. The Mexican foods 
sector is also performing well at 
present, due in part to its versatility in 
that it is suitable for a range of meal 
occasions. Mexican food has also 
derived some benefits from the 
vegetarian/meat-free trend since 
many of the plant-based proteins 
used instead of meat and fish are 
especially effective at absorbing flavor 
from Mexican spice blends.  
 
FOODSERVICE TRENDS 
For most consumers in western 
regions such as Europe, the 
foodservice industry is where they 
first experience ethnic foods. As such, 
it remains an important market driver, 
with a clear link existing between the 
presence of various cuisines within 
the foodservice industry (e.g. Indian, 
Chinese, etc.) and demand for ethnic 
foods at the retail level.  
The European foodservice was badly 
hit by the pandemic, which resulted in 
the closure of most outlets, either on 
a temporary or permanent basis. The 
recovery is being hampered by issues 
such as the rising cost of living (which 
in turn impacts upon consumer 
spending), the drop in global tourism 
levels, and difficulties in attracting staff. 
Ethnic restaurants are also under 
greater pressure from food delivery 
firms such as Deliveroo and Uber 
Eats, the popularity of which was 
boosted during periods of lockdown.  
As the market recovers in the post-
pandemic world, growth has been 
uneven across the foodservice 
industry. In the UK — where 
penetration rates of ethnic restaurants 
are amongst the highest in Western 

Increasingly knowledgeable consumers are demanding greater 
authenticity in ethnic foods.

THE REAL 
DEAL

Nutrition & Ingredients By Jonathan Thomas

UK’S MOST POPULAR 
ORIENTAL FOODS (%), 

2021
Cuisine                       Liked
              (% of consumers) 
Chinese                           87 
Thai                                 39 
Japanese                         20 
Malaysian                          8 
Indonesian                         7 
Korean                               7 

Source: B & F Services
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Europe — recent growth in demand 
has been highest for cuisines such as 
Japanese, Mexican, and Thai. 
Nevertheless, the numbers of outlets 
remain highest for the more 
established sectors. At present, the 
UK has over 11,000 Chinese and East 
Asian restaurants and takeaways, a 
figure which compares with around 
8,500 for Indian outlets. This drops to 
around 7,000 outlets within the 
Mexican/Tex-Mex sector and around 
2,000 Thai restaurants.  
Some of the UK’s leading ethnic 
restaurant chains are listed in the table 
below, many of which are expanding. 
This list is not meant to be exhaustive, 
given that new names are now 
springing up on a regular basis.  
Leading chain operators include 
Wagamamas, Taco Bell, and 
Chopstix Noodle Bar, the latter of 
which operates outlets in venues 
such as motorway service stations. 
Many of the newer chains have 
ambitious expansion plans — 

examples from the Thai sector 
include Giggling Squid and Rosa’s 
Thai. In instances such as these, 
newer operators have frequently tried 
to attract diners by offering more 
specific cuisines and dishes, such as 

those sourced from particular regions. 
One brand with an expanding 
presence is Tortilla Mexican Grill, one 
of the UK’s fastest-growing casual 
Mexican/Tex-Mex dining chains. In 
2022, it strengthened its position by 

LEADING UK ETHNIC RESTAURANT CHAINS (NUMBER OF 
OUTLETS), 2022

Chain/Brand                       Ethnic cuisine          Nr of outlets 
Wagamamas                           Japanese                      164 
Taco Bell                          Mexican/Tex-Mex                115 
Chopstix Noodle Bar               Oriental                        86 
Tortilla Mexican Grill                Mexican                        84 
Yo!                                           Japanese                       71 
Giggling Squid                            Thai                           46 
Rosa’s Thai                                  Thai                           33 
Chiquito                                    Mexican                        22 
Wok & Go                                 Oriental                         18 
Wok to Walk                            Oriental                         17 
Mowgli                                       Indian                          13 
Chipotle Mexican Grill              Mexican                        13 
Wahaca                                    Mexican                        13 
Channai Dosa                            Indian                           11 

Source: Company websites
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acquiring rival operator Chilango 
Group (which it is now rebranding 
under its own name), as well as 
forming a franchise partnership with 
Compass Group. Tortilla plans to 
open 45 more outlets across the UK 
within the next few years and is 
targeting locations such as motorway 
service stations, airports, and 
leisure/theme parks.  
Sectors of the foodservice industry 
such as Indian and Mexican should 
benefit from revived interest in 
street foods, a sector in which 
growth stalled during the pandemic. 
Prior to the arrival of COVID-19, 
annual growth within the UK market 
was estimated at 7%, with value 
sales forecast to reach GBP1.3bn 
within a few years. The sector was 
also attracting investment from 
private equity firms. However, there 
were many casualties during 
lockdown periods, especially 
amongst smaller self-employed 
vendors who received only limited 
government support. The demand 
for street food has been one of the 
reasons behind the emergence of 
the Mowgli within the Indian sector. 
This chain, which now has 13 
outlets in the UK, is slightly unusual 
in that its presence is concentrated 

outside London and its dishes are 
promoted as more authentic 
than most contemporary 
Indian restaurants.  
Many of the UK’s leading street food 
venues are in major cities such as 
London, with Borough Street Market 
and Market Halls in Oxford Street as 
two of the better-known examples. 
Younger age groups such as 
millennials represent a key target 
market, while the immediate 
prospects for the sector appear 
promising — according to research 
from Bidfood, 60% of UK consumers 
like to try venues offering new and 
interesting cuisines. While ethnic 
cuisines such as Indian, Chinese, and 
Mexican continue to have a strong 
influence on the type of street foods 
served up, the sector is also 
witnessing the emergence of other 
varieties as consumer tastes become 
ever more cosmopolitan. Potential 
growth areas for the next couple of 
years within the street foods market 
include Japanese, Caribbean, 
Venezuelan, African, Burmese, and 
Filipino. The Bidfood research also 
found that over half (53%) of UK 
consumers would be willing to try a 
new cuisine if they saw it on a menu 
and had not experienced it before. 

 
ETHNIC FOODS 
Traditionally, ethnic foods sold in the 
frozen or chilled form at the retail 
level have been most prevalent within 
sectors such as ready meals, coated 
(i.e. battered or breaded foods), and 
side dishes and meal 
accompaniments. The remainder of 
the market is largely made up of 
products such as cooking sauces and 
pastes, snack foods, and 
spices/cooking powders.  
Sales of frozen and chilled ethnic 
recipe ready meals are heavily 
skewed towards Western Europe’s 
more northerly countries, where 
penetration of convenience foods is 
highest. In markets such as the UK, 
the pandemic witnessed a rise in the 
number of people cooking dishes 
from scratch, because they had more 
time to prepare meals. However, 
more recent data indicate that the 
amount of preparation time for the 
average meal amongst UK consumers 
is now declining again, suggesting that 
ready meals are gaining some of the 
ground lost during the pandemic. 

60% 
of UK consumers like to 
try venues offering new 
and interesting cuisines.
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According to data from Kantar, the 
number of UK consumers opting for 
convenient meals (i.e. those requiring 
little or no preparation time) is now 
at its highest in five years.  
Two of the most popular proteins 
within the UK market for prepared 
meals are beef (which accounts for 
over a third of total sales) and pork, 
which is one of the fastest growing. In 
both sectors, the presence of meals 
based on Asian and Mexican cuisine 
remains limited, which suggests that 
plenty of scopes exist for further 
development of the ethnic dishes 
sector. Meanwhile, Indian dishes 
continue to account for a sizeable 
percentage of the frozen and chilled 
ready meals sectors, due to the UK’s 
enduring affection for curry in its 
various guises and flavours. Much of 
the recent NPD within the sector has 
attempted to more closely replicating 
the restaurant experience — Bakkavor, 
for example, supplies own-label 
chilled ready meals to Tesco which 
are marketed as offering a takeaway 
experience within the home. The 
range includes ethnic dishes such as 
Chicken Chow Mein, Sweet & Sour 
Chicken Balls, Chipshop Chicken 
Curry and Chicken Tikka Masala.  
Elsewhere in Western Europe, France 
has a sizeable market for ready meals, 
although frozen and chilled dishes 
continue to face strong competition 
from canned varieties. Frozen ethnic 
ready meals also command a 
relatively strong position in Germany 
and the Benelux nations. One of the 
market’s leading suppliers in these 
countries is Nomad Foods, owner of 
the Birds Eye and Iglo brands. Ethnic 
recipes are well to the fore in Iglo’s 

Dutch portfolio — examples include 
the range of Ping & Ready microwave 
meals (which includes the Indonesian 
dishes Nasi Goreng and Bami 
Goreng), as well as Chilli Con Carne 
with Rice and Chicken Teriyaki.  
The influence of ethnic cuisine is also 
readily apparent within the market for 
coated foods, which enjoy 
considerable popularity throughout 
much of Europe. The market is wide 
and diverse, encompassing products 
such as chicken nuggets, fish fingers, 
scampi, chicken burgers, battered fish 
fillets, chicken kievs, and breaded 
cheese and vegetable products. The 
ethnic influence tends to be strongest 

in the use of coatings, especially for 
meat and poultry (since this is better 
paired with bolder flavors). In recent 
years, coatings such as tempura batter 
and panko breadcrumbs have gained 
traction, as consumers seek out more 
innovative tastes and textures.  
Elsewhere, many European countries 
also have sizeable markets for chilled 
and frozen ethnic accompaniment 
products. Although these have 
traditionally been eaten as starters or 
side dishes, many have found 
increasing favor as party or buffet 
options for people entertaining in the 
home. It is possible that as the cost of 
living for many people increases, 
consumers may turn towards in-
home entertainment, rather than 
going out. This was a trend observed 
during the last recession just over a 
decade ago. 
Asian and Oriental products such as 
spring rolls account for a sizeable 
percentage of sales within this sector. 
Other popular ethnic party foods 
include tempura king prawns, 
samosas, falafel, and onion bhajis. 
Own-label sales are strong within this 
sector — in the UK, for example, 
Tesco’s range of frozen party foods 
includes more specialized ethnic 
products such as Nacho Chicken 
Bites, Mini Lamb Kofkas, Bao Buns, 
and Korean BBQ Beef Gyoza, which 
are steamed Asian-style wheat parcels 
filled with beef and vegetables. n
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A
ccording to the Try Swedish 
Export Programme, which 
helps Swedish food and 
beverage companies identify 
new markets and expand 

globally, Sweden is witnessing a real 
plant-based revolution. 22% of Swedes 
plan to eat less meat in the coming year, 
and 26% of them choose to eat 
vegetarian 2—6 times each week. The 
same trend is being seen in the US, 
where 23% of people are switching to a 
flexitarian diet. Quoting a study by EAT, 
a science-based global platform for food 
system transformation, Try Swedish 
shows that for the benefit of health and 
the environment, the need to switch to 
a diet that is more plant-based is 
becoming more and more obvious. 
Swedish food producers are leading the 
way in this transition and creating 
sustainable foods for the entire world 
utilizing plant-based protein. Eat lagom, 
or the "just right" amount of meat, as 
the Swedes do. The institute also points 
out that a 100-gram beef burger has 
almost as much protein (24.8 grams) as 
a 100-gram serving of grey peas and 
that the flavorings in the newest 
generation of plant-based foods made in 
Sweden ensure that you never again 
miss the taste of meat. A growing 
number of people in Europe and North 
America are adopting a more plant-
based or flexitarian diet and making 
more ethical and environmentally 
conscious food decisions for their health 
and well-being. Due to this change in 
eating habits, the global food industry 

has made investments in cutting-edge 
vegetarian and vegan goods to keep up 
with the rising demand. For the first 
time in 30 years, Sweden saw a 
decrease in meat consumption in 2017, 
and that trend has persisted ever since. 
One-third of Swedes choose to eat 
vegetarian meals two to six times a 
week, and 22% plan to eat less meat in 
2020, according to a new report by the 
Swedish retail company Axfood. 
According to a Herbalife Nutrition 
report, a similar trend is being seen in 
the US, where 23 percent of people are 
embracing a flexitarian diet. 
 
INVESTMENTS ABOUND 
Earlier this year, International Flavors & 
Fragrances (IFF) announced the opening 
of its new Culinary Design Center, 
which provides specialized plant-based 
expertise to global cuisine creators, and 
allows for the co-creation of new 
product experiences to satiate rapidly 
growing consumer demand for novel 
plant-based foods. Designed to shorten 
the time from ideation to 
commercialization, the new Culinary 
Design Center features a high-end pilot 
manufacturing site for plant-based foods 
and a studio for live streaming and 
performing remote sensory evaluations. 
“The new facility connects customers 
from around the world with IFF’s team 
of experts, providing them direct access 
to our broad expertise and capabilities, 
ranging from texture to taste, allowing 
us to deliver new plant-based solutions 
faster,” said Marcus Pesch, vice president 

Looking at the number of start-ups involved in the research and 
development of alternative proteins, it becomes quite apparent that 
the food industry will have a different appearance in a few years.  
Interestingly enough, while it is a worldwide phenomenon, it appears 
that Europe has the upper hand in this race for the perfect plant-
based product. And Scandinavia is one of the regions that seem to 
have everything set in motion.

JOINING THE 
PLANT-BASED 
REVOLUTION 

By Bogdan Angheluta Frozen Food in Scandinavia

26% 
of Swedes choose to 

eat vegetarian 2–6 
times each week.
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of the IFF RE-
IMAGINE programs. 
“The Culinary Design 
Center is part of a global 
network of IFF’s RE-IMAGINE 
PROTEIN® Innovation Program.” The 
opening of the Culinary Design Center 
is timely with Euromonitor’s projection 
of double-digit growth in the plant-
based food and beverages segment in 
Europe in the years ahead, as 
consumers seek healthier, more 
sustainable diets. At the facility, the IFF 
team of scientists and culinary experts 
will leverage live streaming capabilities, 
bringing customers along for every stage 
of the development process from the 
pilot plant, to the top of the line 
demonstration kitchen. After 
experiencing how IFF’s deep scientific 
expertise will perform in real-world 
kitchens, customers will receive product 

samples 
to taste during 
expert-led remote 
sensory sessions. 
 
NORWAY IS STILL A 
SEAFOOD SPECIALIST 
This isn’t to say that traditional frozen 
food, such as seafood, has been heavily 
impacted by the rise of alternative 
proteins. Norway exported fish worth 
NOK39bn in the third quarter of 2022, 
the most ever for a 3-months period. 
The previous record, which was 
achieved in the fourth quarter of 2021, 
was NOK36.1bn. Salmon continues to 
be the species with the most exports. 
In the third quarter, it represented 49% 
of all export volume and 72% of all 
export value. Export value climbed by 
NOK6.5bn, or 30%, over the previous 
year. Mackerel and the whitefish family 
both have the potential for rapid 
expansion. While there was a value 
record for pelagic species in 
September, the third quarter saw the 
highest export value ever for frozen 
cod and rockfish. With an export value 
of NOK15.1bn, September was the 
biggest single month ever for 
Norwegian seafood exports. A rise of 
27%, or NOK3.2bn, from September  

 
of the previous year. The 
previous high for a single month was 
NOK12.5bn in March of this year. “The 
growth in value for Norwegian seafood 
exports has been impressive this year, 
and in September, we passed the NOK 
100 billion mark. Historically high prices 
are one of the reasons why the third 
quarter produced the highest-ever 
export value for Norwegian seafood, 
says Christian Chramer, the CEO of the 
Norwegian Seafood Council. “The 
record-breaking value for the first nine 
months of the year confirms the 
seafood industry’s position as the 
country’s second most important export 
industry. The whole of Norway can 
benefit from the activity and value 
created along our coastline. The 
government has set a target of at least a 
50% increase in Norwegian exports, 
excluding oil and gas, by 2030. This 
year’s export figures show that the 
seafood industry will be an important 
contributor to achieving this target”, 
added Bjørnar Skjæran, Fisheries, and 
Oceans minister. n
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Jimmy Dean is launching Egg Bites, a protein-packed 
breakfast that’s ready in minutes. The fully cooked bites 
combine fluffy whole eggs, premium Jimmy Dean 
Sausage or Bacon, and real cheese baked for a warm 
convenient meal at home or on the go. You can prepare 
the new Egg Bites from the comfort of your home and 
eat on the go, ensuring you can get out of the door on 
time. Jimmy Dean Egg Bites deliver 17g of protein per 
serving, 270 calories per serving, and are available in two 
varieties: Meat Lovers and Sausage & Three Cheese.  

https://www.jimmydean.com/

Frozen food distributor Central Foods has teamed up with 
sauces and stocks specialist Essential Cuisine to launch a 
range of individual frozen sauce sachets for the food service 
sector. The Premium Frozen Range sauce selection will 
feature seven different gluten-free flavors that are suitable 
for a host of culinary applications. The seven sauces 
available in the Premium Frozen Range are peppercorn, 
Diane, Hollandaise, Béarnaise, red wine, shallot gravy, blue 
cheese, and smoked bacon and mushroom.  

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

ZIMI PSACHNON FROM EVOIKI ZIMI
Evoiki Zimi S.A. has been in the export business for more 
than 20 years and every year expands its geographical 
distribution. One of our major products is baklava filo 
made with fine flour and the particular recipe of Zimi 
Psachnon. Resilient and soft, it is easy to use. Ideal for 

cooking and pastry making. Zimi Psachnon can be used for 
both sweet and savory creations such as baklava, lemon 
pie, orange pie, minced meat pie, cheese pie, mini triangle 
pies, roll pies, etc. Baklava filo of Zimi Psachon is a chilled 
product( 0-4 C) with a shelf-life of 45 days. Last but not 

least, consumers can 
use this special and 
totally tasteful 
product with no 
need of defrost.  

www.evoiki-zimi.gr

JIMMY DEAN INTRODUCES 
EGG BITES

Cappello’s debuted its newest perspective on 
pizza, Low Carb Lifestyle Uncured Pepperoni 
Pizza. This low carb, high-nutrition option is the 
ultimate find for Keto enthusiasts, Keto diet 
dabblers, and general low-carb seekers. This 
type of frozen pizza has yet to be thoughtfully 
developed, until now. Cappello’s has discovered 
the breakthrough for creating a low-carb option 
that delivers real pizza taste and texture without 
compromising on convenience or nutrition. 

https://cappellos.com/

NEW LOW CARB PIZZA 
FROM CAPPELLO’S

CENTRAL FOODS, ESSENTIAL 
CUISINE LAUNCH FROZEN 
SAUCE SACHETS
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White Castle is presenting a new stuffing recipe: the 
Kickin’ Southwest Stuffin’ Muffins. This spicy take on 
the holiday staple continues White Castle’s long-
standing tradition of providing unique and delicious 
stuffing recipes using world-famous Sliders. The Kickin’ 
Southwest Stuffin’ Muffins are packed with corn, green 
onions, chili powder, a variety of peppers, and the 
main ingredient - Jalapeño Cheese Sliders, which can 
be purchased fresh from White Castle restaurants or 
frozen from retail stores across the US. 

https://www.whitecastle.com/

FROZEN PIES COMING TO MARKS & SPENCER IN UK

A food-tech business called ChickP Protein, Ltd. 
has unveiled chickpea protein isolate for use in 
vegan ice cream. This ancient crop’s protein 
concentrates on the non-dairy category to 
produce a delightful plant-based frozen dessert 
with a mouthfeel that is creamy and similar to 
that of dairy ice cream. Due to lactose 
intolerance or sensitivity, as well as dairy allergies, 
many consumers are unable to enjoy eating ice 
cream. Although there are plant-based ice creams 
available, they don’t have the same smooth, 
authentic texture as dairy ice cream. 

https://www.chickp-protein.com/

WHITE CASTLE SHOWCASES 
STUFFIN’ MUFFINS

Cold Stone Creamery is introducing two new flavors, 
Snickerdoodle Cookie Ice Cream and Frozen Hot 
Chocolate Ice Cream. These flavors are featured in 
new Creations and an ice cream cake. The Whole 
Snickerdoodle Caboodle is a riff on the traditional 
cookie recipe and includes Snickerdoodle Cookie Ice 
Cream, Cookie Dough, Sugar Crystals, Cinnamon, 
and Caramel. Frozen hot chocolate ice cream, OREO 
cookies, little marshmallows, and fudge are the 
ingredients in Cookies ‘n’ Hot Cocoa. 

https://www.coldstonecreamery.com/

NEW FLAVORS FROM 
COLD STONE CREAMERY

Wrights Food Group and Marks & Spencer debut a year-
round collection of bakery specials, as well as seasonal 
items. The pie line-up consists of Ratatouille Galette — an 
all butter, puff pastry open pie topped with vegetables; 
Chicken, Ham Hock & Leek Pie (frozen) — this pie 
features British chicken, shredded ham hock and sliced 
leeks in a creamy white wine sauce, in puff pastry and 
topped with breadcrumbs and herbs; Three Cheese & 
Potato Pie (frozen) — thinly sliced potatoes are layered 
with mature cheddar, mozzarella & Regato sauce in puff 
pastry topped with breadcrumbs and herbs; and more. 

http://www.wrightsfoodgroup.com/

CHICKP SHOWCASES DAIRY-FREE ICE CREAM





November/December 202258

PINKBERRY INTRODUCES 
CHOCOLATE CHIP 
COOKIE FROYO

ALPHA FOODS EXTENDS BREAKFAST RANGE
Alpha Foods is thrilled to announce it is expanding its 
winning breakfast sandwich line-up with the Chik’n & 
Maple Waffle Breakfast Sandwich, a plant-based twist 
on the classic weekend brunch favorite. The Alpha 
Chik’n & Maple Waffle Breakfast Sandwich is a super-
convenient grab ‘n go, ready-in-minutes version of the 
brunch cult-classic. Created using Alpha’s famous 
crispy plant-based Chik’n Patty nestled between two 
maple syrup-infused Belgian style waffles — Alpha’s 
new Chik’n & Maple Waffle Breakfast Sandwich 
delivers the best brunch has to offer.  

https://www.eatalphafoods.com/

FROZEN GUACAMOLE RECIPES BY GLOBAL HACIENDA

CREAMISTRY DEBUTS SWEET POTATO PIE

New Products

For its Guacamole frozen product, Global Hacienda is 
releasing two new recipes. The mild formulation, 
which promises the same natural flavor, contains 92% 
Hass avocado. While the classic version with more 
audacity calls for 90% fresh avocado in the chili. Both 
products have a unique flavor and texture since they 
are prepared with actual avocado bits, which is only 
possible because of the company’s traditional method 
of combining ingredients. For customers seeking a 
guacamole that keeps for a long time and contains a 
lot of avocado. 

https://www.globalfoodlink.eu/

Pinkberry recently presented its Chocolate Chip Cookie 
frozen yogurt, available in participating stores nationwide 
for a limited time. “We are excited to introduce our 
chocolate chip cookie frozen yogurt that is always a fan 
favorite,” said Melissa Hubbell, vice president of marketing 
for Kahala Brands, parent company of Pinkberry. The 
yogurt will also be featured in combination with chocolate 
chip cookie crumbles. For an extra festive spin, guests can 
also top any swirl with peppermint bark. 

https://www.pinkberry.com/

Creamistry, a California-based concept specializing in 
customizable made-to-order liquid nitrogen ice cream and 
other frozen treats, has launched a new Sweet Potato ice 
cream alongside a Sweet Potato Pie Creation, both featuring 
sweet potatoes with brown sugar, and a hint of vanilla, 
cinnamon, and nutmeg. Customers can customize their Sweet 
Potato ice cream with their favorite mix-ins, toppings, and 
sauces or op for the Signature Sweet Potato Pie Creation. 
The Sweet Potato Pie Creation takes inspiration from a 
holiday classic featuring graham cracker crumbles, roasted 
pecans, and a drizzle of praline sauce made in-house. 

https://creamistry.com/
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