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Trend analysis of meat substitutes

August 2024




In this update:

* Based on the top 10 trends that
our partner Innova Market
Insights published at the
beginning of this year, we

investigate how these trends are
reflected worldwide in new
products in the meat substitute
\ 4 4 4 4

category.
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What top trends are we looking at?

3. Plant-based: the rise of
applied offerings

Familiar flavors and concepts
help consumers make plant-
based choices more often.

Consumers are increasingly
paying attention to the
ingredients of a product.
Positively highlighted
ingredients with positive
associations positively influence
the purchasing process.

4. Local Goes Global
Consumers like to try
authentic products with a
clear origin from a certain
cuisine or country.

2. Nurturing Nature

Consumers find protecting

nature and the environment \
increasingly important in their

food choices.
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" A study by Innova shows that a third of
B consumers are interested in ingredients on
packaging.

g

Healthy ingredients, such as superfoods and
probiotics, are promoted through
storytelling, labels and influencers.

This helps consumers make conscious
choices based on popular ingredients.




1. Ingrediénts taking the spotlight

Some examples of introductions to this trend

VEMONDO

=
Falafel

Broccoli Boost Veggie Grounds Chickpea Falafel Jackfruit Pepperoni
Canada - July 2024 Lidl Austria - July 2024 Canada - July 2024
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1. Ingrediénts taking the spotlight

Vegetables and legumes in partlcular are highlighted

S —

ACTUAL

READY TOEAT |

VEGGIES Yo LV spinacH

MADE WITH CHICKPEA AND CARROT

FALAFEL

Super Greens burger with kale, "Green Goddess Burgers" Falafel with spinach and pine
beans and spinach with spinach, zucchini and nuts; made with chickpeas
USA - July 2024 garden peas and carrot
Australia - July 2024 Aldi, Ireland - July 2024
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1. Ingrediénts taking the spotlight

This often concerns non-meat analogues

At Schouten we call these Variations

* READY 10 EAT
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Pumpkin, Tomato and Falafel Zucchini Broccoli and Cauliflower steak
Basil Falafel Albert Heijn, The Netherlands - June 2024 ICA, Sweden - May 2024
Aldi, United Kingdom - July 2024
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Source: Innova Market Insights
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2. Nurturing Nature

Innova's research shows that consumers are
more concerned about the planet.

They expect companies to take actions for
nature conservation, regenerative agriculture
and environmentally friendly packaging.

Brands are expanding their efforts into forest
protection and water conservation and are
increasingly communicating their sustainability
measures through packaging labels.




2. Nurturing Nature

Producers respond to this in different ways

Focused on animal welfare,
minimal processing and local protein

REE

+ DAIRY-FREE -

il Q
MyBACON L

Animal-free MyBacon
Farm-grown Meatless Mycelium

made with minimal ingredients.
USA - July 2024
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Focused on organic 'nature-friendly’
cultivation of ingredients and a minimum
number of food miles.

Certified Organic Vegetable

Schnitzels 'Made in France'
USA - July 2024

Focused on the feeling of doing good for
the planet and one's own health.
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360 G | TACOKRYDDAD VEGOFARS

Organic
Oh Mungood
Taco Mince
En 100% vixtbaserad taco-
fars. Karleksfulle keyddad

och snabb are tillaga - helt

utan sof. ghuten och tillatser. |8
Skamldst god. For dig
och planeten.

Taco Mince "'Good for you

and for the planet"
Germany and Sweden - May 2024
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Only 45% of consumers see meat substitutes Planppe==
as more sustainable than meat i

Communication about environmental benefits remains important with meat substitutes

of consumers worldwide think meat =X
alternatives are better/much better
than regular meat products in terms of
sustainability.

Plant-Based Sea Sticks
Delhaize, Belgium - June 2024

Indexed number of new fish substitute launches worldwide
(Index: 2019=100, 2019-2023)
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2. Nurturing Nature

Dutch retailer Albert Heijn introduced 'carbon labelling’

CO2 labeling on own brand products to help consumers make informed choices.
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of consumers worldwide say: “The
CO2 emissions associated with a
product are the most important factor

in determining how sustainable a
product is."”
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3. Plant-based: the rise of
applied offerings

Half of the consumers interviewed by
. Innova indicate that recognizable dishes
" and concepts are important for them to
consume plant-based products more
often.

Manufacturers are responding to this with
well-known dishes such as ready-made
meals or finger food concepts.
Convenience plays an important role
here.

We also regularly see introductions that
do not imitate meat, but rather focus on
the vegetable character and emphasize
| its positive properties.



4. Plant-Based: the rise of applied offerings

Familiar concepts, but plant- based
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Vegan '‘Meat’ Balls in Tomato Sauce Vegan Lasagne
Delhaize, Belgium - July 2024

Vegan Curryworst
Aldi Nord, Germany - July 2024 Consum, Spain - July 2024
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4. Plant-Based: the rise of applied offerings

Often focused on convenience

HARI&CG

LA CUISINE VEGETALE A TROUVE SON CHEF

(OUS(OUS
Falafele de pois chichee

(] High in protein
%g Legab\ec aux éPlce‘. Heat & Eat -gNoar(iﬁE)ial preservatives
§ : Dairy Free + Egg Free
E e wirs B )0 2803 | KEEP FROZEN ©©-&
Chili sin Carne Couscous met Falafel Vegan Bolognese Mince
Lidl Germany - July 2024 France - July 2024 South-Africa - July 2024
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4. Plant-Based: the rise of applied offerings

Recognizability leads to trust

Quorn® -
VEGAN &
TAKEAWAY sl
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Vegan Chicken Kiev BBQ Skewer VesgandBuffan %2'295
Megamarket, Ukraine - July 2024 Billa, Austria - July 2024 weden - June
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4, Local Goes Global

This trend shows that consumers are loyal to
their own local dishes as well as to world
dishes that use local ingredients.

Two-thirds of global consumers surveyed by
» Innova are open to trying new international
cuisines.

& These can be authentic, adventurous foreign
-..: dishes, but also globally influenced dishes
made with local ingredients.

Companies and brands can spark consumer
interest in trying international dishes and taking
pride in local ingredients.




3. Local goes global

Lots of interest in new dining experlences

Consumers worldwide: “I am open to trying
new global cuisines”
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Arabisch

rljk aan eiwit
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Korean Style - Burgers Arabic Minced ‘Meat' Sticks No Lamb Kofta Kebabs
Sainsbury's, United Kingdom - July 2024 Albert Heijn, The Netherlands - June 2024 Sainsbury's, United Kingdom - June 2024
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3. Local goes global

Plenty of introductions that respond to this

| 4

T;fu gri((é

a la Mexicaine
Riche v
t,ﬂi'\w*

B 200g Bio/Organic

Tofu Mexican with

Argentina - July 2024 French SOy France - July 2024
France - July 2024

Black Forest Tofu

Thai Croquettes
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3. Local goes global

With very different flavors and product types
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Polish "Kielbasa" sausage Moroccan Style Patties
Australia - July 2024

Korean-Style . :
BBQ Slices made with proteins from peas

Indonesia - July 2024 and fava beans
Hungary - July 2024
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3. Local goes global

Asian and Central European products are popular

Indian Snack Balls ‘Massala’

France - July 2024
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ORGANIC
ASIAN FALAFEL

HOKKAIDO PUMPKIN & ALMOND
PLANT-BASED * VEGAN

Asian Falafel with Hokkaido

Pumpkin & Almond
United Kingdom - July 2024
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"Bernese Style”

Sausages
Germany - July 2024






What's next for meat substitutes?

0 Although consumers like to make CO2 emission calculations will
environmentally friendly choices, a g also increasingly appear on the

large proportion of them are not yet packaging of meat substitutes. It

(sufficiently aware) of the offers consumers an important

environmental benefits of plant- tool for a more environmentally

based compared to animal-based. friendly choice.

. There remains room for both
This will encourage manufacturers

.. classics (meat-like) and
to take an even more critical look at -

: : : variations (non-meat-like), but
raw materials and ingredients and ( )

. . . with less and less processing
their sourcing, production

: . and more and more local raw
techniques, packaging and

materials.
transport.
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https://www.schoutenfood.com/vegetarian-products/?filter=schoutens-classics
https://www.schoutenfood.com/vegetarian-products/?filter=schoutens-variations
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Questions? Please feel free to contact us:

Mark van Noorloos

Marketing Manager

T: +31(0) 183 44 63 73
mvnoorloos@schoutenfood.com
www.schoutenfood.com
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Disclaimer

The information in this trend analysis has been compiled with the utmost care by Schouten Europe B.V. based on
available data and reliable sources. While we strive to provide accurate and up-to-date information, we cannot
guarantee that all information is completely correct or up to date. The insights and forecasts presented are based
on the interpretation of the information available at the time of publication and may be subject to change.

Schouten Europe B.V. accepts no responsibility for any damage or loss resulting directly or indirectly from the
use of the information contained in this trend analysis. The content is for informational purposes only and does
not constitute advice or a recommendation for specific decisions or actions.

Use of this Trend Analysis is at your own risk. Schouten Europe B.V. reserves the right to make changes to the
contents of this publication at any time without prior notice.
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