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Today, so many industries are more susceptible than ever to the passing whims of the 
consumer – the food and beverage sector is no exception. Like a weathervane that spins 
maddeningly in the breeze, shoppers are prone to switching preference with little or no 
advance warning. This erratic behaviour is nothing new for manufacturers and their product 
development teams. But the influence and speed of the digital information age, plus 
increasing industry regulation, have created a complex environment for food manufacture. 

Defining a long term strategy and investment plans for new product development (NPD) 
and recipe reformulation looks like an impossible task. How does a business cope if  
it aligns to one consumer trend, if this is then quickly replaced by another food trend?  
Meeting these changing needs is a long and expensive process, especially if there are 
lead times of up to two years to change processes, manage raw material supplies and 
commitments to future investments. A business has to make strategic choices. Is it best to 
wait and see what happens and potentially miss an opportunity? Or make a quick decision, 
but one that might be too soon?

SO, WHETHER YOUR NEXT PROJECT IS FOCUSED ON 

MAKING A “WITH THIS” OR “WITHOUT THAT” LABEL 

CLAIM, IT ALSO PAYS TO REMEMBER THAT – WITH 

OR WITHOUT YOUR PRODUCT – THE CONSUMER 

WILL FIND A WAY OF SATISFYING THEIR NEEDS.

INTRODUCTION

In response to this climate of unpredictability, manufacturers are responding with a range  
of tactics. The most practical is the approach that a general response is almost always  
better than no response at all. In the face of short term consumer trends, food producers 
must react swiftly and decisively. Being one of the first to market – albeit with more of an 
‘all-purpose’ product release – is seemingly becoming the best way for a business to have  
a presence in that food market. 

So, whether your next project is focused on making a “with this” or “without that” label 
claim, it also pays to remember that – with or without your product – the consumer will 
find a way of satisfying their needs. Diets and lifestyles are changing. A consumer may 
choose a product because of what it is, instead of choosing based on the brand. A new 
trend is now actually, the growth of trends.  

Read on to see which texture twists and flavour combinations, in our opinion, are most 
likely to stimulate consumer demand in the savoury sector over the next 12 months and 
beyond. From meat to coatings to soups and sauces, and everything in between, you  
want six ways to try and stay agile in the market in these uncertain times? No need to  
wait around.
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For the majority of European consumers, 
their primary source of protein is meat and 
poultry. Yet, the meat substitute market 
will reach global sales of £4billion by 2020, 
according to Allied Market Research1.

Questions over the ethics of the meat 
industry and its environmental impact 
– not to mention health concerns about 
heavy consumption of processed meats 
in particular2 – have given rise to a surge 
in popularity of meat-free diets. But the 
ubiquity of meat and poultry in the European 
diet means consumers are not necessarily 
abandoning it altogether. A middle ground 
has formed – flexible-vegetarianism. Flexible 
vegetarians – or flexitarians – still eat meat, 
but in reduced quantities. They want to 
minimise their impact on the environment, 
reduce animal cruelty and improve their  
diet while they’re at it. 

As fast-food chains like McDonald’s and  
KFC experiment with meat-free products; 
free-from aisles in supermarkets are 
becoming ever more prominent; it appears 
that the flexitarian lifestyle is becoming 
mainstream3. But eating less meat means  
a growing number of consumers need to 
look elsewhere for protein. 

Consequently, plant-based proteins are 
becoming increasingly important. Better-
for-you alternatives in the form of protein-
enriched snacks and meat substitutes are 
driving NPD and reformulation projects  
in most European markets.
 

But that’s not the only reason plant-based 
proteins are becoming more popular. In the 
UK and Spain, consumers’ busy lifestyles 
means that meal occasions are being 
abandoned in favour of on-the-go snacks. 
This trend has also spread to Germany, the 
Netherlands and Norway where demand for 
savoury snacks has risen rapidly. Shrewd 
manufacturers are capitalising on this 
movement and developing new products 
so that time-poor consumers can still be 
protein-rich. 

EATING LESS MEAT 

MEANS A GROWING 

NUMBER OF 

CONSUMERS NEED 

TO LOOK ELSEWHERE 

FOR PROTEIN.

SAVOURY WITH CONSCIENCE

OFF THE BONE

However, creating low moisture and flavour 
sensitive applications that tap into this trend 
present their own challenges. For instance, 
the likes of peas and faba beans provide 
manufacturers with an affordable source 
of protein-rich, nutritious ingredients, but 
their strong taste can be problematic in 
flavour sensitive applications. That’s why 
manufacturers need to work with partners 
that know exactly how to get the most out  
of these ingredients.
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The savoury market is seeing enormous 
growth potential from the general trend 
towards bolder, more adventurous flavours. 
Consumers want more exciting eats as 
evidenced by rising popular interest in 
artisan foods. 

However, it’s not only a desire for culinary 
stimulation that’s driving consumers, the 
broader mega-trend of health and wellness is 
also having an effect. Industry commentators 
believe the increased focus on supply chain 
transparency and a desire for natural claims 
on packaging is leading shoppers to seek 
products made with ingredients perceived 
as natural. 

Flavour trends are on the rise with natural 
seasonings, fermented and the use of 
superpowders such as turmeric, matcha and 
macca becoming more accepted. Tumeric’s 
popularity, for example, can be attributed 
not only to its rich, unique flavour, but to the 
fact that its beautiful colouring lends itself 
well to photographs, which will appeal to 
social media-savvy millennials.

Low- and slow-cooked barbecue meat is a 
trend that’s showing no signs of diminishing. 
But it’s not just the distinctive smoky taste 
that continues to win over consumers, 

it’s the unique texture too. It’s no surprise, 
then, that texture is impacting heavily in this 
segment. Along with the growing popularity 
of cured and pulled meat, puffed and popped 
snacks are also set to become one of this  
year’s hot trends. Shunning the conventional 
practices of using corn or potato, manufacturers 
are turning to ingredients such as lentils, 
parsnips and even seaweed in this new wave  
of nutritious and crunchy snacks. 

As well as providing a unique crunchy texture, 
these puffed and popped snacks are made 
with less oil than traditional potato crisps. 
Additionally, by virtue of using vegetables and 
legumes in the manufacturing process, this new 
wave of snack contains more protein and fibre – 
all qualities that will appeal to today’s health-
conscious consumer.

Even the industry-wide move towards waste 
reduction is impacting on texture, with stems 
and leaves being incorporated into fruit and 
vegetable based recipes, as manufacturers  
seek to drive down costs and reduce their 
carbon footprint.

CONSUMERS WANT MORE EXCITING EATS  

AS EVIDENCED BY RISING POPULAR INTEREST  

IN ARTISAN FOODS.

SAVOURY WITH BOLDNESS

SENSORY OVERLOAD
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SAVOURY WITH A COUNTERPART

GRASS FED
The meat sector is still one of the fastest growing and where we’re seeing one of the most 
interesting trends in the market today. Since 2013, the popularity of meat substitutes has 
soared, enjoying a growth rate of 451% in Europe. Products made up of grain legumes 
have also been hugely successful, with sales rising by 39%. 

The growth of flexitarian, vegetarian and 
vegan lifestyles – coupled with food fraud 
stories, animal welfare concerns and 
worries over long-term sustainability –  
is accelerating the adoption of plant- 
based substitutes to meat and poultry. 

Even with the rise of nose to tail butchery 
and the popularity of lesser cuts entering 
a certain corner of the ‘hipster’ market, 
the meat replacement trend is not about 
to dissipate anytime soon. The rising price 
of meat means that for manufacturers, 
one of the key advantages of switching 
to plant-based proteins are the significant 
cost savings.

SINCE 2013, THE 

POPULARITY OF MEAT 

SUBSTITUTES HAS 

SOARED, ENJOYING  

A GROWTH RATE OF 

451% IN EUROPE.

Taking advantage of this trend means 
looking into alternative ingredients 
that can hold their own against their 
traditional, meaty counterparts. Meat 
substitutes like seitan, tofu and tempeh 
are increasingly well-recognised and 
accepted by consumers, especially  
those committing to cruelty-free diets. 

With approximately 25g of protein per 
100g, seitan is a particularly good source 
of protein, while tofu and tempeh are 
whole sources of protein that contain  
all nine essential amino acids. As well as 
being rich sources of protein, plant-based 
alternatives offer numerous additional 
health benefits such as helping to reduce 
blood pressure and decreasing the risk of 
heart disease and cancer.

In 2016, the number of people in the UK 
who identified as vegan was 542,000 – 
an increase of 350% since 2006. With 
more and more people curious about 
the vegan lifestyle, this trend will only 
become more mainstream in the future. 
As this demographic grows, so will its 
spending power, making it a movement 
that food manufacturers simply cannot 
afford to ignore.
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INGREDION SAYS...
The idea of the disloyal brand consumer is perhaps at its most 
overt in the savoury market – especially with meat and meat-
free. The most expensive product category doesn’t just have 
to deal with a discerning customer in taste and texture terms, 
but from an ethical and sustainability perspective too. Here, 
manufacturers are largely driven by three factors: animal 
welfare, health claims and product quality. 
 
Innovation is no stranger to savoury, but when it comes to 
commercial success, luck (and effective cost management) also 
plays a role. Consumer satisfaction is highly elusive when it 
comes to meat replacement – particularly in texture terms –  
but manufacturers are willing to take the bet and invest given 
the size of the opportunity. 

Producers are looking to close the innovation gap by being more 
predictive and getting better at anticipating trends. The onus is 
on market research and ingredient suppliers to come up with the 
goods – whether that means sugar or fat reduction or protein 
enhancement / replacement. 

New production facilities and local food chains are necessary to 
boost transparency which is a win-win from a reputational and 
cost management point of view. The challenge is to maintain 
functionality and product quality while so much disruption is 
taking place within the recipe and the supply chain. 
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“ PRODUCERS ARE 
LOOKING TO CLOSE THE 
INNOVATION GAP   
BY BEING MORE PREDICTIVE 
AND GETTING BETTER AT 
ANTICIPATING TRENDS.”
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While savoury products and snacks are enjoying a fast-growth spurt – benefiting from  
the gloomier outlook in the confectionery sector – there are reasons to be cautious.  
The consumer’s rejection of sweetness may be great news for savoury products as a whole,  
but to avoid a similar backlash to sugar, manufacturers also need to mindful of the number  
of calories in their products.

The World Health Organization revealed 
that nearly 1-in-3 European 11-year olds are 
overweight or obese4, making childhood 
obesity a major public health concern in 
Europe. This has contributed to a resurgence 
of concern when it comes to calories with 
sugar taxes having had their time in the sun. 
In the UK, the NHS’ Change4Life initiative 
recently turned its attention to calorie 
control with its ‘100 calorie snacks, two a  
day max’ campaign, encouraging parents to 
pay more attention to the traffic light system 
of labels on the front of food packaging. 

Public health officials are also calling on 
manufacturers to cut calories in their 
products by 20% by 20245 in an effort  
to curb the soaring numbers of obese 
children in the UK. Public Health England 
says the target would prevent more than 
35,000 premature deaths. Will other 
countries follow? 

THE WORLD HEALTH ORGANIZATION REVEALED 

THAT NEARLY 1-IN-3 EUROPEAN 11-YEAR OLDS 

ARE OVERWEIGHT OR OBESE.

The obesity trend is by no means restricted 
to the UK. For instance, a study revealed 
that almost 70% of South African women are 
obese6, so tackling this must become a focus 
for manufacturers. They can get ahead of the 
game by cutting out the complex carbs (such 
as beans, whole grains and vegetables), 
introducing more fibre and protein content 
while reducing levels of fat, salt and sugar.   

As well as governments and health 
organisations turning to calorie control  
to tackle obesity, a more health conscious 
consumer is increasingly savvy about label 
claims, so cutting those calories while 
allowing other undesirable ingredients  
to sneak up isn’t an option. This will be  
an ongoing challenge for manufacturers as 
they seek to reformulate in ways that strike  
a consumer-sensitive balance between fat,  
salt and sugar.

SAVOURY WITHOUT UNDESIREABLES

SWEET GETAWAY
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Western diets are not just saturated with 
fat, salt, sugar – they are also deficient in 
calcium, magnesium and iron7. Many savoury 
recipes are devoid of these nutrients and 
others – such as dairy, cereal and soy – can 
interfere with the absorption of vitamins.

Taking potassium as an example, this is 
often added to foods for fortification or 
as a replacement for sodium. Nutrition 
guidelines in the US make it mandatory for 
manufacturers to clearly label products that 
contain potassium. And while it is currently 
mandatory for European manufacturers to 
list potassium on labels if it has been added 
for a particular purpose, this requirement 
may be extended to include potassium being 
listed whenever it’s used as an ingredient. 
This will have a knock on effect for clean 
label claims.

The food industry is also heavily regulated 
when it comes to protein value claims.  
For products to be marketed as “high in 
protein”, 20% of the food’s energy value  
must be provided by protein, while “source  
of protein” is still a relatively stringent 12%. 

In 2015, Marks and Spencer became the  
first retailer in the UK to add vitamin D to its 
packaged bread and rolls. This move proved 
so successful that in 2016 it decided to do  
the same to its range of takeout sandwiches. 

While some manufacturers are already 
increasing the nutritional value of their 
products, clearly the movement towards 
functional foods is difficult for a segment 
that is also busy removing legacy issues 
such as additives, sweeteners and 
artificial colourings. 

THE MOVEMENT 

TOWARDS 

FUNCTIONAL FOODS 

IS DIFFICULT FOR A 

SEGMENT THAT IS 

ALSO BUSY REMOVING 

LEGACY ISSUES.

Consumers are wising up and are scrutinising 
ingredients lists more closely than ever. 
The challenge for manufacturers is striking 
the delicate balance between increasing 
nutritional content and removing undesirable 
ingredients, while maintaining an enjoyable 
eating experience that consumers will come 
back to again and again.

SAVOURY WITHOUT DECEPTION

POWER UP
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While many are not yet prepared to go as far as a vegan or vegetarian lifestyle, when it 
comes to meat, consumers want comfort with none of the guilt. That means quality and 
affordability, but a conscience clearing back story in terms of humane animal treatment 
and meat processing. Shoppers are clearly more cognisant with many vastly reducing 
their meat consumption for economic, calorific, dietary or ecological reasons. 

‘Compassion in World Farming’ is a 
worldwide movement seeing increasing 
successes in its drive to make animal food 
production more ethical and as cruelty-
free as possible by, for example, rearing 
cattle on grass, outside, rather than in 
feedlots. The organisation recognises ethical 
companies through its ‘Good Farm Animal 
Welfare Awards’, and a number of major 
brands are working with them to drive 
towards cruelty-free. Household brand 
names such as McDonald's, Philadelphia 
and Ben and Jerry’s – to name just a 
few – are involved, highlighting the huge 
consumer demand for a clear conscience 
with their animal-based indulgence. 

Others are switching to ‘fake meat’ but 
demanding the same level of textural 
perfection they expect from the real 
thing. To make the transition easier 
for consumers that are on the fence, 
manufacturers are getting truly innovative. 
There are now a number of meat-free 
burgers available that brown on the 
outside when cooked, yet remain pink 
on the inside and ‘bleed’ when cut. 

MEAT PRODUCERS ARE REMOVING THE 

ANTIBIOTICS AND GROWTH HORMONES, WHILE 

BOOSTING ALL NATURAL AND ORGANIC CLAIMS.

However, with its market share under  
threat, meat producers are fighting back.  
In an attempt to enhance ethical credentials, 
meat producers are removing the antibiotics 
and growth hormones, while boosting 
all natural and organic claims. And in 
France, pressure from meat producers 
recently led to an update of the nation’s 
Agriculture Bill that prohibits any product 
mainly made up of non-animal ingredients 
to being labelled as a traditional meat 
product. Terminology such as ‘steak’ or 
‘sausage’ will be reserved for traditional 
meat-based products on the grounds that 
consumers may be misled into believing 
vegetable-based substitutes contain meat.

As consumers become more and more 
aware of the realities of factory farming 
and mass produced meat, we’re seeing a 
switch to premium meat snacks to cater 
to the ‘permissible indulgence’ crowd. 

SAVOURY WITHOUT REGRETS

GOOD INTENTIONS
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Get to market faster by working with Ingredion Idea Labs™ innovation centres, the 
interconnected global network dedicated to science-based problem solving. With a world  
of resources and expertise, our teams can collaborate on solutions that turn a glimmer of  
a thought into the latest must-have product.

Depending on your needs, you may choose close, confidential collaboration with our experts 
to meet that tight timeline. Or if expansive exploration is in order, you may select open 
innovation with partners from academia, research institutions and related industries.  
Work with us in the way that works best for you – on fundamental science or on creating 
products from insight to concept to launch. 

Work with Ingredion and benefit from:
• Application know-how
• Consumers insights & research
• Technical expertise
• Process technology & optimisation
• Rapid formulation & prototyping

INNOVATE FOR RESULTS
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