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Germany’s butchers supply the country’s population with 
around 1500 types of sausage: from grilled, scalded, dry 
and pre-cooked sausage through to brawn and pâté. Each 
 German consumes around 30 kilograms per year of this 
traditional but constantly changing variety on average – a 
 figure which has remained relatively stable for over 20 years. 
The successful preservation of canned sausages brought 
 prosperity to Halberstädter at the turn of the  previous  century, 
and the introduction of a vegetarian range is  currently putting 
the traditional brand Rügenwalder Mühle at the forefront of 
a seemingly unstoppable trend towards meat-free sausage. 
Over the years there have been a number of encounters 
been the worlds of sausage and politics. Reichskanzler Otto 
von Bismarck is purported to have stated: “The less people 
know about how sausages and laws are made, the better they 
sleep!” And ex-Chancellor Gerhard Schröder, too, vented his 
anger on LinkedIn recently: “Nothing like this would have 
happened if I were still on the supervisory board of Volks-
wagen.”  What he was referring to was the announcement 
that the Volkswagen Group was planning to remove “curry-
wurst” from the menu in one of its canteens and switch to 
a vegetarian alternative. For Schröder, however, a meal of 
 currywurst and fries is “a primary source of energy for pro-
duction workers”. 
The German Meat Industry Association (BDVF) takes a  similar 
view. The BVDF asked politicians in Germany about their 
 favourite sausage and any memories associated with it – and 
how important the meat industry is for their constituencies. 
The result was a food map showing the wide variety of meat 
and sausage produced in Germany – a tribute to a traditional 
range of products that will continue to feature on the nation’s 
menus well into the future. 

Gerd Abeln
Editor-in-chief
FLEISCHWIRTSCHAFT international

Tradition and constant change 
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                         germany‘s 
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            poultry sausage!
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GUTFRIED – the leading poultry sausage  
brand – first saw the light of day at “Gut 
Friedrichsruh” in 1971. Bought by Heinrich 
Nölke GmbH & Co, this estate in  Steinhagen, 
Westphalia, provided the  inspiration for the 
GUTFRIED brand name. By choosing its 
 trademark orange colour, it set  itself apart 
from other types of sausage. Advertising 
for the sausage started right away – initially 
with a print campaign, followed by TV com-
mercials from 1972 onwards.  GUTFRIED was 
the very first  sausage brand to advertise on 
television. Today, GUTFRIED is  Germany’s 
top poultry sausage brand.

On everyone’s lips
Poultry products are all the rage; they are a 
light, fresh ingredient in any sensible diet. 
Thanks to its steady market presence and 
con stant innovations, GUTFRIED enjoys an 
excellent image with many consumers, as its 
most recent awards testify. 
In a survey conducted by the news channel 
n-tv, GUTFRIED won the “Germany’s Con- 
 sumer Winner 2019” award and was named 
“Brand of the Year 2021” in the German Lebens- 
mittelzeitung food magazine.

GUTFRIED is a strong brand!
GUTFRIED attributes these results not only 
to the brand’s widespread fame and good 
reputation but also to its consistently high 
quality. This popular ity is further promoted 
over the long term by extensive marketing in 
the form of TV commercials, a social media 
presence and cooperation with influencers.

Gutfried 
HN Produktion GmbH & Co. KG 

Ziegeleistraße 5 
33775 Versmold 
Germany 

+49 (0) 5423 969-219

www.gutfried.de 

Managing Director: 
Axel Knau

For 50 years ...
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The consumer index published by GfK (Ge-
sellschaft für Konsumforschung) in Nurem-
berg shows higher growth in household 
 demand for meat products than for meat 
itself. The overall consumption pattern is 
therefore likely to have shifted further to-
wards processed meat products. The  German 
Butchers’ Association (DFV) calculates that 

half the total quantity of meat available for 
consumption was used to make processed 
products in 2019. The  figures show that meat 
products accounted for a total of 2.447 mil-
lion tonnes of consumption in 2019, repre-
senting an average of 29.4 kilograms per 
head of the German population. Assuming 
that the quantities purchased by private →

Remaining stable at  
around 30 kilograms 
There was a slight fall in the consumption of sausage and other meat products such as  
ham and pâtés in 2019 compared to the previous year, but at 29.4 kilograms per  capita,  
the figure has remained stable at around the 30-kilo mark over the last 20 years or so. 

Per capita consumption of sausage and meat products over time in Germany
kilos

Source: BVDF





Small sausages 4.3

Scalded sausage 7.1

Dry sausage 5.3

Ham 4.7

Aspic / brawn 0.7

Cold cuts 0.7

Bratwurst 2.7

Pre-cooked sausage 2.4

Roast meat cold / sliced 0.3

Bacon 0.8

Pâté / roulade 0.4
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→ households  reflect consumers’  actual 
preferences, then scalded sausages have 
traditionally been at the top of the  popularity 
scale. Of the total 29.4 kilograms of sau-
sage and meat products consumed last 
year, 7.1 kilograms were scalded  sausages. 
The most popular type is “Fleischwurst” 
or “ Lyoner”, followed by varieties such as 
“Schinkenwurst”, “Jagdwurst”, “ Bierschinken” 
and meat loaf (“Fleischkäse” or “Leber-
käse”). The consumption of scalded sausage 
is highest in southern Germany.
Technically speaking, scalded sausages 
also belong to the category of small sau-
sages, meaning that frankfurters, wieners, 
beef sausage and bockwurst can also be in-
cluded here. Accordingly, scalded sausage 

types alone accounted for a third of German 
sausage and meat product consumption in 
2019. Such a strong preference for a single 
group of sausages is unique in Europe.
The second highest per capita  consumption, 
at 5.3 kilos, was again accounted for by 
dry sausage types (such as salami and 
“Mett wurst”), followed by ham at 4.7 kilos. 
 According to the Agricultural Market Infor-
mation Company (AMI), salami was once 
again the most popular sausage purchased 
for home consumption last year, followed 
by boiled ham, fleischwurst, dry-cured ham 
and liver sausage. There was little change 
in the order of the most popular varieties in 
2019, although overall consumption of the 
top varieties was down slightly. 

Per capita consumption of sausage and meat products in Germany
2019, kilograms

Source: DFV
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Source: Top 100 meat industry companies, afz 46/2020

In 2019, pig prices rose from EUR 1.36 in 
January to EUR 2.03 by the end of the year. 
However, the higher consumer prices did not 
even come close to offsetting the price in-
creases, putting even more pressure on mar-

gins, especially in the processing sector – a 
pressure which not all businesses were able 
to withstand. Some companies left the mar-
ket completely (e.g. Hermes), others  suffered 
financial difficulties but were able to →  

Top 20 German sausage producers 
2019 sales revenue, EUR million

Sausage market evolving
Pressure remains high on meat and sausage producers. Business consultants predict  
that only 35 of the 150 sausage producers with a turnover of EUR 15 million or more will  
survive.

Zur Mühlen Group
                        1,000
The Family Butchers 
 733
Bell 338
Wolf 310
Sutter 296.4
Ponnath 284.3
Stockmeyer 266.7
Rügenwalder 242
Vinzenzmurr 198
Sauels  195.8
Kupfer & Sohn  192
Herta 175 2
R&S Spezialitäten  165 3
Wiltmann 160
Abbelen 159
Steinhaus  140
Egetürk  130.5
Schwarz Cranz  130 2
Rudolf u. Robert Houdek 122
Metten 119

1)  Calculated from founding of 
Kemper und Reinert in 9/2019

2) Estimated
3) Group turnover
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AVO has been closely associated with the 
meat-processing trade and the food industry. 
The company’s range of services includes both 
the refinement and the processing of natural 
seasonings and seasoning mixtures, as well as 
the development and production of liquid sea-
sonings such as marinades and sauces. Addi-
tives for food production and the production of 
high-quality convenience foods are other  areas 
forming part of the AVO portfolio. The wide 
range of innovative and customised products 
is reflected in an assortment comprising more 
than 8000 articles. 
Changing expectations of consumers regard-
ing food, with a view to a more conscious diet, 
was a development to which AVO responded at 
an early stage. This is evidenced not only by its 
Clean Label range, but also by its leading po-
sition in the field of organic seasonings. AVO 
also has its sights set on the future in terms 
of sustainable business management and is 
hoping for qualification this year according to 
the standard set by the Centre for Sustaina-
ble Corporate Management at the University of 
Witten / Herdecke.
With economical solutions and practical con-
sulting services, the Belm-based company re-
mains an innovative partner to the meat indus-
try and continues to contribute its expertise to 
customer-specific developments. 

Founded on 15 September 1921, the  company 
transformed itself after just a few years into a 
producer of seasoning mixtures for the manu-
facture of sausage products. Ever since then, 

AVO-Werke August Beisse GmbH

Industriestr. 7 
49191 Belm 
Germany 

+49 (0) 5406-508-0 
info@avo.de 

www.avo.de

AVO – your partner  
since 100 years  
for taste and technology



AVO – your partner  
since 100 years  
for taste and technology
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→ survive with the help of various investors  
(e.g. Gmyrek, Schlemmermeyer,  Fleischwaren 
Bautzen). Consultants predict that of the 150  
sausage producers on the German market 
with a turnover of more than EUR 15 million, 
only 35 will remain in business. 
However, the industry is now responding. A 
good example is the merger between Rein-
ert and Kemper to form The Family Butch-
ers, now the second largest supplier of meat 
products for the German market. And it is 
expected that the group – like zur Mühlen – 
will continue to grow. Cross-level partner-
ships are also forming: Reinert, Brand and 
their farmer suppliers have joined forces to 

create the Willms group of companies un-
der the umbrella of “Reinerts Genussgenos-
senschaft”. This now combines slaughtering, 
cutting and sausage production.
Bell, on the other hand, has long since with-
drawn from the fierce competition of the 
German sausage market. Others, such as 
the Spanish group Casa Tarradellas (Herta) 
and the Dutch Group of Butchers (Hartmann, 
Gmyrek) have recently entered the market. 
For some, the German sausage market evi-
dently still represents a lucrative proposition. 
It will therefore be interesting to observe how 
the different companies deal with the chal-
lenges and to see what moves they make. 

Top 20 German sausage producers 

Schwarz Cranz

The Family Butchers
Wiltmann

Vinzenzmurr

Metten

Kupfer & Sohn

Ponnath

Bell Deutschland

Wolf

Egetürk

Rügenwalder

Stockmeyer
Herta

R&S Spezialitäten
Sauels

Zur-Mühlen-Gruppe

Sutter

Abbelen

Steinhaus

Rudolf u. Robert Houdek
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Automated line solutions require conti-
nuous product infeed, a constant vacuum 
and careful transport of the product  during 
the stuffing process to produce a first-
class product. Sausage meat, meat masses, 
chunks, plant-based products or other  pasty 
raw materials, cold or heated to 60 degrees: 
regardless of what is being processed, it 

is crucial to guarantee high product qua-
lity and weight accuracy, to prevent air in-
clusions and smearing, to minimise residu-
al quantities and to meet the highest hygie-
ne standards. All of which apply equally for 
synthetic, collagen and natural casings.
Dry sausage applications require machi-
nes with high power and output levels that  

Flexibility – the key factor
The stuffing process represents an important stage in the production of sausage  products.  
From the hopper to the discharge point, machine parameters such as geometry,  component  
size and function influence the chief product characteristics. Good machine solutions can be  
carefully adapted to create the desired end-product properties.

Ph
ot

o:
 H

an
dt

m
an

n

Synthetic, collagen or natural cas-
ings, tied or clipped – each sausage 
has its own individual casing needs.
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The company emphasises that the production 
of clip-portioned goods is one of its primary 
strengths.
Sliced products, such as fine scalded sausa-
ge or cooked salami, can be precisely porti-
oned and clipped in portions of up to sever-
al kilos. In addition, weights that are consis-
tently accurate to the gram are guaranteed in 
clipping applications for small calibres, even 
at maximum production output.
Users can supplement their product portfo-
lio at any time with the  flexible and modu - 
lar  range of machines and attachments from  
Vemag Maschinenbau. “Stuffing, mincing, 
sepa rating, casing up and changing, portio- 
ning and twisting off, separating, depositing →

can handle the processing of cold, solid 
masses. Separating/portioning by twisting 
off, on the other hand, only produces satis-
factory results in thin types of sausage, such 
as frankfurters. For larger calibres, clipping 
 ensures reliable closure.
Clipping machines that are coupled to the 
filler offer significant added value. An inte-
grated casing brake in Poly-clip System 
machines ensures that the casing is  tightly 
stuffed. The portion is then sealed and the 
finished product ejected and transported 
away. If a double clipper is used, two seals 
are made simultaneously, with the end of 
one stuffed packaging unit and the begin-
ning of the next (as yet unfilled) unit being 
sealed all at the same time. 
In addition to industrial vacuum fillers, 
Handtmann Maschinenfabrik also offers 
stuffing and portioning machines for the 
medium-output segment.
They can be used for stuffing, porti-
oning and clipping classic scalded 
and pre-cooked sausage, dry sau-
sage, ham, low-viscosity masses 
and chunk-based products. Semi 
and fully automatic clipping 
machines from all manufac-
turers can be used for this. 

The FCA 160 double clipper from  
Poly-clip seals collagen  casing 
 calibres of up to 90 mm,  fibrous  
casings up to 120 mm and  synthetic  
casings up to 160 mm.
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→ or hanging: from Wieners and modern dry 
sausage snack products to sausages in algi- 
nate casing” – the company from Verden (Aller)  
provides everything from a single  source, as 
Product Manager Sausage Lines Björn Fech-
ner describes his company’s portfolio.
The special features include the Vemag sau-
sage grinder technology for direct grinding 
and separation during the stuffing process; a 
unique selling point is the straight guidance 

of the product through the blades and perfo-
rated discs of the grinder attachment, which 
prevents dead spaces and transport losses. 
The sausage grinder technology can be ex-
tended by adding a separator for the preci-
se separation of unwanted particles such as 

cartilage or bone splinters from the product 
flow immediately before insertion into the 
sausage casing. A newly developed cutting 
knife reduces the unwanted separation of red 
meat parts by up to 60 per cent.
Another advantage of the Vemag vacuum 
filling machines is the position of the con-
trol electronics. They are protected  inside 
the machine in a steam- and dust-tight 
housing (box-in-box system). The ability to 

 store pro grams for the production of indivi-
dual specialities makes it possible to chan-
ge  products in no time. Vemag claims that 
its XP1 and XP2 units are currently the wor-
ld’s most powerful vacuum filling machines, 
with  outputs of 25 and 12 tonnes per hour 
respectively. Despite this high power, the 
 curved conveyor technology ensures careful 
transport of the product at all times. 
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Synthetic sausage casings  
are available in all sizes.
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Round, oval, linear – sliced products can be 
arranged in different configurations in the 
pack. Sometimes there are sheets of paper 
or film between the individual slices to make 
it easier to remove a slice from the stack. 
Sometimes the slices are arranged in a zig-
zag, which makes it easier to separate the 
slices without an intermediate layer – and 

reduces the amount of packaging materials 
required.
Irregular-shaped natural products have 
correspondingly irregular contours and 
no  homogeneous structure, which makes 
it difficult to cut them to a fixed weight for 
standardised pre-packs. Precise slicing of 
cold cuts to a fixed weight requires a high →

Cutting to fixed weights –  
No problem with high tech 
solutions
Fixed-weight cold cut packs are very much in demand at present. The appearance of a sliced 
and pre-packaged product in the chiller cabinet plays a major part in whether consumers 
will decide to buy or not. The sales market for sliced goods is growing – as are the demands 
on the machines.
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increase productivity and reduce accidents 
thanks to fatigue-free, energy-saving work.

MAXIMUM HYGIENE
Thanks to the polished surface, less residue 
can adhere to the blade, making it corrosion- 
resistant and easier to clean. There is no 
gap at the blade exit from the handle, and 
the handle absorbs neither grease nor dirt. 
Furthermore, it is easy to clean and resist-
ant to heat, shocks and abrasion. The series 
includes various handle colours for different 
areas or purposes of use. The colour  coding 
can improve and facilitate hygiene even fur-
ther. This is just one of the reasons why the 
knives have been awarded the American NSF 
seal for hygiene and quality.

SAFETY FEATURES
For your safety, the handle is shaped with an 
extra-wide thumb rest and pronounced  finger 
guard, and the back of the blade is  rounded. 
The finger guard on the handle  prevents 
your hand from accidentally slipping off and 
 coming into contact with the  knife blade. 
The ergonomic handle shape and top  quality 
 plastic make the knife sit comfortably and 
non-slip in your hand for precise  guidance 
and improved efficiency. Our  ErgoGrip  series 
has just the right knife for almost all tasks 
encountered in industry and crafts. The 
 series includes 39 different blade shapes, 
not including the different blade lengths per 
 blade shape and handle colours. If you’re 
looking for a special knife, you’re sure to find 
it here.

Are you looking for a reliable, robust butch-
er’s knife for everyday use? Whether in the 
industry, in crafts or for home  slaughter, 
Ergo Gripknives are absolutely hygienic 
butcher’s knives in top professional quality 
for fatigue-free work.

BALANCED HARDNESS
The blade’s hardness of 56° HRC signifi-
cantly reduces material consumption and 
 ensures that the cutting edge has a long life 
time. For you, this means less sharpening. In 
our  special hardening process, each blade is  
individually case-hardened and monitored –
with optimum results in terms of hardness 
and structure. Each cutting edge is given a 
polishing finish: even sharper, even faster, 
even better –also thanks to the knife’s cutting 
edge and blade geometry. With sharp knives 
at all times, you can save material and time, 

Friedr. Dick GmbH & Co. KG

Esslinger Str. 4 – 10 
73779 Deizisau 
Germany 

+49 (0) 7153 817-103 
s.ratzkowski@dick.de 

www.dick.de

100 % FOR PROFESSIONAL USE
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slicing of two calibrated product blocks, such 
as round sausage or dry-cured ham. Before 
slicing, the GEA Opti Scan simultaneously 
scans the density and shape of two logs. This 
ensures accurate weight control of each pack 
and achieves high yields with minimal give-
away. 
The slicer has two separate film drives, al-
lowing each block to be processed inde-
pendently, even when different products are 
being handled. The interleaver film is insert-
ed between each slice in the product cutting 
process for convenient separation of the por-
tions.
The GEA OptiSlicer 6000 has a cutting chute 
with a maximum width of 500 mm and height 
of 200 mm; it allows several products of up 
to 1850 mm in length to be processed si-
multaneously. The machine works at a cut-
ting angle of 40 degrees, and the maximum 
blade speed is 1500 revolutions per minute. 
According to GEA, even critical products can 
be cut without any need to shock freeze the 
surface. 

→ degree of automation as well as the intelli- 
gent networking of machines, systems and 
processes. More and more manufacturers 
are offering fully integrated line solutions for 
this kind of packaging. At the heart of Multi-
vac Sepp Haggenmüller’s automated slicing 
and packaging line is the S 1600 slicer, fea-
turing an automatic central product loading 
system that can achieve up to 1600 cuts per 
minute. The goods are transferred to the RX 
4.0 thermoforming packaging machine by 
the SB 625 transfer conveyor. According to 
Multivac, slicers from other manufacturers 
can also be connected.
Weber Maschinenbau has developed a line 
for packing ham in folding packs in which 
the dry-cured ham is first measured with 
an LED scanner. The Weber Slicer 804 MCS 
then calculates how to cut the slices in order 
to achieve the optimum weight. At the end 
of the process, the weight of the cold cuts 
is checked, as is the precise position of the 
portion in the packaging. GEA has developed 
the Dual Slicer II 1200 for the simultaneous 

The S 1600 slicer from Multivac  
can make up to 1600 cuts/minute.
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Accounting for 64 per cent of the total volu-
me, the EU is the most important market for 
the German companies in the Central Asso-
ciation of Natural Casings (ZVN). In terms of 
value, the EU’s share was 50.8 per cent.
The flow of goods has shifted significant-
ly within Europe in recent years. Countries 
like France and Spain are major buyers, but 
they also play an increasingly important role 
as suppliers of raw materials. As in previous 

years, the list of partner countries is hea-
ded by the Netherlands with its transit port 
 Rotterdam, and Poland as a location for con-
tract processing.
The No. 1 trading partner by far is the Peop-
le’s Republic of China. Business was strong 
in 2019, despite the delivery delays caused 
by the pandemic. The “star” sausage  casing 
at present is the Saitling sheep casing, 
the most tender and thinnest natural →

Natural casings:  
Global demand remains steady
Despite the pandemic, trade in German natural casings remained strong in 2020.  
The  volume of global trade increased by 2744 to 227,832 tonnes compared to 2019,  
but  remained below the 2018 volume of 229,182 tonnes. Total turnover amounted to  
EUR 892.5 million in 2020.
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→ casing, which gives German classics such  
as the Thüringer, Nürnberger and Wiener 
their characteristic “crunch”. Key sources of 
supply are Australia, New Zealand, Iran and 
the Middle Eastern countries. The latter can 
now also supply their goods to the European 
domestic market under new EU legislation. 
Small-calibre (diameter) sheep casings 
are increasingly sought after in China for 
high-quality European-style sausages, which 
is putting pressure on supplies in the world 
market. Turkey also buys large quantities of 
sheep gut; the traditional “kokoreç” is made 
exclusively from lamb gut.
There are further important trade rela-
tions: with Brazil as the country of origin 
of high-quality beef casings, with Egypt for 
contract processing, and with South Africa, 
which imports natural casings from Germa-
ny to make its “Braai” barbecue sausages. 
Demand remains high on the German 
 market, and natural casings are regarded 
here as a sign of high-quality, handcrafted 
sausage products.

“No synthetics, no elaborate production – 
just nature. Even after more than 2000  years, 
 natural casings have lost none of their rele-
vance as raw materials,” emphasises Heike 
Molkenthin, Chair of the Board of the Cent-
ral Association of Natural Casings (ZVN), in 
afz journal.
The only cause for concern to the ZVN is the 
rising costs. The 40-foot refrigerated con-
tainers commonly used for shipments from 
China now cost up to 20,000 US dollars, 
about four times the normal price before the 
pandemic. This explains why turnover in 2020 
was 7.4 per cent down on the previous year’s 
figure, despite the 1.2 per cent increase in 
volume. 
At the same time, commodity prices are cur-
rently rising. Most recently, the Food Index 
of the United Nations Agricultural Organi-
sation FAO posted an annualised increase of 
33.9 per cent. 
The good news, however, is that the  demand 
for natural casings remains unchanged 
 globally. 

Natural casings from beef, pork 
and especially sheep are part of 
many traditional sausage recipes.
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In the summer, Rewe was the first German 
supermarket to offer classic meat prod-
ucts with 50 % vegetable content (including 
 peppers, carrots, onions and pea protein). 
“Better Half” is aimed primarily at consum-
ers interested in reducing their meat con-
sumption and eating a more balanced diet. 
Initially, the products – minced beef and 

coarse pork sausages – will be available in 
around 1800 Rewe stores in North Rhine- 
Westphalia, Hesse, Rhineland-Palatinate, 
Baden- Württemberg and Saarland. In au-
tumn, they will then be rolled out nationwide 
and the sausage range will also be expanded. 
This idea is not entirely new: in 2010, Vion  
experimented with a hybrid product called →

Sausage, half and half 
Bratwurst, minced beef and other meat products with 50 per cent vegetable content – 
Rewe, Migros and Netto are offering new product ranges. 

...Starts with GEA slice-pack lines, the perfect way to maximize yield

You want perfect slices, we provide the means. Achieve a high percentage of on-weight portions, 

consistent slice thickness and high degree of � exibility with GEA MegaSlicer thanks to its wide 

choice of features ranging from interleaver to folding unit or from circular or involute blade. 

Our patented idle-cut rotor enables constant slice thickness even with soft products such as 

bolied sausage. For you, this means low give-away and high yield, without compromising on 

the slice quality. Add a GEA Check 4000 weigher, GEA ShingleLoader and GEA PowerPak PLUS 

thermoformer, and you have a perfect slicing and packaging solution for your products.

GEA Food Solutions Germany GmbH, Kempten        +49 831 512 840         gea.com/contact

The perfect slice...

GEA1019360228_Advertisement_MegaSlicer_Fleischwirtschaft_International_148x210_v4.indd   1 06-11-19   13:46



Ph
ot

o:
 R

ew
e

...Starts with GEA slice-pack lines, the perfect way to maximize yield

You want perfect slices, we provide the means. Achieve a high percentage of on-weight portions, 

consistent slice thickness and high degree of � exibility with GEA MegaSlicer thanks to its wide 

choice of features ranging from interleaver to folding unit or from circular or involute blade. 

Our patented idle-cut rotor enables constant slice thickness even with soft products such as 

bolied sausage. For you, this means low give-away and high yield, without compromising on 

the slice quality. Add a GEA Check 4000 weigher, GEA ShingleLoader and GEA PowerPak PLUS 

thermoformer, and you have a perfect slicing and packaging solution for your products.

GEA Food Solutions Germany GmbH, Kempten        +49 831 512 840         gea.com/contact

The perfect slice...

GEA1019360228_Advertisement_MegaSlicer_Fleischwirtschaft_International_148x210_v4.indd   1 06-11-19   13:46



  36 SAUSAGE REPORT 2021

→ “Hackplus”, but  
was ini t ial ly  un- 
success ful.  More 
consumers might 
well have been inter-
ested in moving away 
from a high-meat diet. 
“But  consumer aspi ra - 
tions with regard to 
animal welfare, cli-
mate protection and  
nutritional awareness 
were not yet translat-
ing into actual purchas-
ing behaviour,” writes 
Professor Otto  Strecker,  
Chairman of the AFC 
Consulting Group and 
Honorary Professor of Ag-
ricultural Economics, in 
F L E I S C H W I R T S C H A F T 
(9/2021, p. 10). “On the con-
trary, the product gave some 
retailers and customers the 
impression that the minced meat was being 
‘bulked out’”. In the meantime, however, a 
great deal of progress has been made thanks 
to the enhanced texture and process prop-
erties of the ingredients. So what was per-
ceived as ‘bulking out’ just ten years ago is 
now regarded as upgrading, both in terms of 
the ingredients used and ecological aspects. 
Vion was evidently ahead of its time back 
then – but now the time would finally appear 
ripe. Migros, for example, put five “The Mix” 
products with only roughly 50% meat con-
tent onto its shelves in Switzerland in the 
spring, including grilled sausages and  burger 
patties; poultry-based sausages are now 
available, too. 

In Germany, Netto (Edeka) has followed 
suit and is offering hybrid minced meat 
with vegetable ingredients under the name 
“Less Meat” in its 4,000+ outlets; bratwursts 
and meatballs are also planned. It is rela-
tively problem-free for consumers and pro-
ducers to switch to lower levels of meat 
content, Strecker emphasises: “It is much 
easier to adapt the recipe of a bratwurst or 
fleischwurst so that it consists of a given 
proportion of plant-based components than 
to replace the meat entirely.”  It remains 
to be seen whether consumers will accept 
the new products, but Strecker is certain: 
“’ Hybrid’ is the next big thing for the meat 
industry!” 

“The Mix” minced meat sold 
by Migros consists of around 
40 per cent vegetables.
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According to the Federal Statistics Office, 
Germany produced almost 39 per cent more 
meat substitutes in 2020 than in the previous 
year. Production rose from just under 60,400 t  
to just over 83,700 t, and turnover increa-
sed by EUR 102.1 million to EUR 374.9 mil-
lion. According to NielsenIQ, the market for 
pre-packaged meat and sausage products 
is worth around EUR 10.8 billion. Vegan and 
vegetarian sausage products still represent 

niche products within this segment, accoun-
ting for a sales share of just under 4 per cent, 
but the forecasts are for strong growth. 
The consulting agency Kearney predicts 
that whole food plant-based (WFPB) and 
plant-based meat alternatives will account 
for ten per cent of the global meat  market by 
2025. They are forecasting 33 per cent  global 
market growth to 1,600 billion US  dollars in 
the coming decade, of which WFPB and →

Meat consumption without 
meat: The growing market for 
alternative products
According to the Nutrition Report 2020 issued by the Federal Ministry of Food and 
 Agriculture, 55 per cent of the German population are seeking to reduce the amount of meat 
they consume. And they are succeeding: in 2019, only 26 per cent of Germans  consumed 
meat daily, down from 34 per cent in 2015. Sausage and meat alternatives  represent trend 
products.
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→ plant-based meat alternatives will take a 
23 per cent and cultured meat a 25 per cent 
share. By 2045, meat will account for only 
40 per cent of the market.
Plant-based and WFPB products currently 
constitute the majority of meat and  sausage 
alternatives. One way is to imitate meat as 
closely as possible by extracting proteins, 
minerals, oils and fibres from plants and 
recomposing them. There are also products 
in which the nutrients and vitamins found 
in meat are replaced by processing whole 

fruits, seeds and other plant-based ingre-
dients. 
McDonald’s is following the trend here by 
offering a vegetarian burger in Austria: De-
veloped exclusively in conjunction with 
Beyond Meat, McPlant consists of a  patty 
which is based on pea protein and cont-
ains no artificial colours or preservatives. 
In Germany, the meat processor Rügen-

wälder Mühle relies on alternative proteins. 
The company saw a 72.9 per cent increase in 
sales of meat alternatives in 2020.
The meat alternatives also include cultured 
(or cultivated) meat. Cells are taken from 
living animals in a biopsy. Growth of the 
cells is then stimulated by the use of calf or 
plant serum. The meat obtained from such 
 pioneering technical production processes 
is not a meat alternative in the true sense 
of the word, but it could form an alternati-
ve market to conventional livestock farming. 

The top poultry meat production company, 
the PHW Group with its well-known Wiesen-
hof brand, is also planning to make use of 
alternative proteins. “Cultivated meat will 
occupy a firm place in the nutrition mix of 
the future alongside conventional meat and 
plant-based alternatives,” Marcus Keitzer, 
CEO of Alternative Protein Sources at the 
PHW Group, is convinced. →

Minced meat,  burger 
patties, sausages – 
meat alternatives 
are used in a diverse 
range of products.
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→ A representative study conducted in  April  
by the Forsa opinion research institute on 
the acceptance of this meat alternative  
showed that more than half those surveyed 
(54 per cent) would be willing to try cultivated 
meat. Among the prospective buyers, 47 per 
cent would generally be willing to pay more 
for such products, 18 per cent even  double 
the price. At 72 per cent, vegetarians and 
vegans are most willing to pay extra, followed 
by  flexitarians at 51 per cent.
When respondents were asked to select 
from a list of attributes that they associate 
with cultivated meat, the vast majority chose 
sustainability and conservation of resources: 
81 per cent of the respondents agreed that 
cultivated meat involves “less animal suffer-
ing” and 75 per cent that it requires “less 

land use”. The statements “is better for the 
climate and the environment” (60 per cent) 
and “generates fewer CO2 emissions during 
production” (58 per cent) received similar 
responses. 
Insects are unlikely to enjoy this level of 
approval in Europe. They constitute an effec-
tive source of protein with similar properties 
to those of other animal proteins, but are less 
resource-intensive to produce. “New Meat 
– Potential of Meat Alternatives”,  published 
by afz – allgemeine fleischer  zeitung and  
FLEISCHWIRTSCHAFT, reports that  insect 
 species are part of the traditional diet of an 
estimated two billion people in over 130 coun-
tries. In Europe, seven insect species have 
been approved for precisely defined uses in 
the European food market since 2018. 
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