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INTRODUCTION Meat - beef/veal, pork, poultry, sheep meat - has always been the "centre of the plate" in the 
west and perceived as the key source of protein. Vegetarianism was known, but was never 
considered as a serious alternative to general meat-based food and was practised by a small 
minority. Meatless foods were considered to be “niche” products but are gaining popularity 
recently due to many factors. These include high meat prices, green movement, poor animal 
handling, transport and abattoir issues, scandals related to meat safety (salmonella, BSE, foot 
& mouth, dioxin, "pink slime", etc). The current project covers meatless foods (alternatives, 
analogues and extensions) and the ingredients used in their manufacture. 

Products such as Quorn from Marlow Foods (now part of Premier Foods) and Seitan 
(texturized wheat protein – see http://www.amazon.com/Cooking-Seitan-Complete-
Vegetarian-Wheat-Meat/dp/0757003044) are popular in the West. In addition, standard 
texturized soy protein in the form of granules, chunks or flakes are important meat extender 
ingredients and may be used in processed meat products which are not totally protected by 
legislation, in order to increase profit margins. These are all used in the production of meat 
analogues which have extended shelf life (ambient, chilled or frozen) and consumed either in 
the food service industry or directly by consumers. 

Giract has studied the meat alternative markets in the West in the past, and more recently, in 
Malaysia. It also has a good understanding of meat markets which is a MUST for any study on 
meatless foods. In addition, its wide experience with ingredients enables Giract to provide a 
sound techno-economic evaluation of the ingredients for the meatless foods market. 

OBJECTIVES The key objectives of the study are to understand the end of the value chain for meatless 
products focusing on consumer products, as well as the ingredients going into the 
manufacture of these products at the beginning of the value chain.  

 The sub-objectives of part 1 of the study are:  
 To estimate current demand for meatless foods (split by texturized proteins, analogues 

and RTE/RTC products) in volume and value terms in North America and Europe 
 To understand the legislation and positioning (customer and consumer) around meatless 

foods in the two regions 
 To establish the supply scenario of meatless foods in North America and Europe 
 To understand the drivers and restraints of meatless foods use in the two regions 

The sub-objectives of part 2 of the study are: 
 To estimate the volume demand of proteins, flavors and texturizers used in meatless 

foods 
 To understand the “why” and “why not” in the choice of ingredients for creating meatless 

foods 
 To assess the key trends and therefore provide demand forecasts for meatless foods and 

the ingredients thereof in the two regions 

PRODUCTS  Part 1: Meatless foods - raw material (texturized proteins), meat analogues (formed 
products/cuts) and RTE/RTC products (consumer products) 

 Part 2: Ingredients - protein ingredients, texturizers, flavors/seasonings - used in the 
manufacture of meatless foods 

GEOGRAPHY  North America (USA/Canada/Mexico), Europe (UK, Germany, Netherlands, France, Spain, 
Switzerland, Other EU28) 

TIMESCALE 2017-2022 

PUBLICATION Summer 2018 
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