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Presentation Notes
https://www.nytimes.com/2017/02/13/well/eat/got-almond-milk-dairy-farms-protest-milk-label-on-nondairy-drinks.html
https://www.adamsmith.org/blog/miscellaneous/farmers-are-milking-it-through-state-subsidies

In 5 years – we can see how quickly supermarket aisles are being transformed. Here we can see photos of milk aisles from the US (note this is two different supermarkets). 
2014 – cow’s milk takes up the bulk of shelf space, non-dairy milks and other FF milks feature on the top shelf, fewer brands
2019 – it is a much more colourful array of brands, cow’s milk being replaced by younger non-dairy brands like Silk, Danone’s So Delicious and products now appearing at eye level

It’s impressive how quickly this plant-based turnaround is happening.


Year-on-year growth
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Cow’s Milk vs. Milk Alternatives: EU Total Volume
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Milk Alternatives y-o-y growth

2023

2024

29 billion

Litres of cow’s milk sold in the
EU in 2019

-1 billion

Litres of cows milk expected to
be sold between 2019-2024

+488 million

Litres of milk alternatives
expected to be sold between
2019-2024
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Presentation Notes
Key points:
Focus on cow’s milk as one of the biggest categories in dairy
It continues to underperform vs. milk alternatives
Milk alt have benefited from a high level of innovation with many new products coming into the market but over the forecast period growth is expected to slowdown  it is still solid category growth but fierce competition and the growing question around the level of processing/sustainability of these types of products is expected to limit growth
Can see where growth peaks in 2016, subsequent decline in cow’s milk





Milk alt (2019): 1.3bn sold in the EU, forecast CAGR 19/24 (7%)
Milk atl (2009): just over 500 million litres

Cow’s milk accounts for xx% of the total market for milk products in the EU vs, milk alternatives which accounts for xx% in 2019 and expected 

Forecast growth of milk altnernatives between 2019 and 2024

Cow’s milk growth between 2019 and 2024 = -3.5%
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Western European markets shape dairy
preferences

Largest forecast volume declines in cow’s Largest forecast volume growth in milk
milk 2019-24 alternatives 2019-24
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Presentation Notes
Key points:
When comparing which are the biggest markets for milk vs. fastest growing markets for milk alternatives.
4 out of 5 markets showing milk alt growth are also showing cow’s milk decline
There is correlation with the growth of milk alt and the decline of cow’s milk

Italy ranks 10th in terms of largest absolute vol growth between 2019-2024
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Presentation Notes
Source image: https://uk.veganuary.com/blog/vegan-meat-aisle/

Key points
Meat alt. now positioned alongside meat
They look more appealing
Winning over meat eaters 

Plant-based vs. dairy look more appealing

Find a better picture



Year-on-year growth

30

25

20

15

10

-10

Processed Meat vs. Meat Substitutes: EU Total
Volume and Growth 2009-2024
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- Processed Meat y-0-y

— Meat Substitutes y-o-y

2024

7.3 million

Tonnes of processed meat sold
in the EU in 2019

+28,100

Tonnes of processed meat
forecast to be sold between
2019-2024, EU

+62,900

Tonnes of meat alternatives
forecast to be sold between
2019-2024, EU
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Key points: 
We are comparing processed meat to meat subs where the bulk of meat subs products are competing against burgers/sausages that fit largely within the processed meat segment.
Meat substitutes have outperformed processed meat. 
Meat subs have benefited from a high level of innovation with many new products coming into the market but over the forecast period growth is expected to slowdown  it is still solid category growth but fierce competition and the growing question around the level of processing of these types of products is expected to limit growth

Processed = 24% of total volume of meat sold in Western Europe (2019)

Negligible growth in processed meat consumption in the EU

Meat subs growth between 2009/19 = 140%
Meat subs are only 2% the size of processed meat in 2019 (2019 value = 143,100 tonnes)
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UK unrivalled in meat substitutes market

Largest forecast volume declines in Largest forecast volume growth in meat
processed meat 2019-24 substitutes 2019-24
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Key points:
It is still hard to make a correlation between the decline of processed meat and the rise of meat alternatives.
UK is unrivalled in meat substitutes and the only market where we can see some correlation between decline in processed meat and rise in meat alt.
Cultural preference, consumer habit, environmental/animal welfare/health concerns have varying impacts on meat reduction


Italy ranks 10th in terms of largest absolute vol growth between 2019-2024

UK expected to grow by 26 thousand tonnes in meat subs vs. 7 of France and NL between 2019 and 2024



More plant-based Better, but less
food meat
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So where are we heading to in the meat and dairy industry? More plant-based food and better but less meat. It goes back to food writer Michael Pollan’s rule for eating he published in his book titled ‘In Defense of Food’ in 2009: ‘eat food, not too much, mostly plants’. A quote that goes back 10 years but pretty much sums up the way consumers today are thinking about eating.



Health and sustainability drivers
Better products across more categories
Increased availability across more channels
OOH growth boosting retail growth

Organic
Higher Welfare
Locally sourced
Low impact alternatives i.e. cultured meat, insects, 3D printed




Avoiding meat and dairy is ‘single
biggest way' to reduce your impact on
Earth

Biggest analysis to date reveals huge footprint of livestock - it
provides just 18% of calories but takes up 83% of farmland

Source image: Live-Kind ' € — Source image: Mirror W
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Key Points:
Environmental messages are headlining media
New plant-based products that mimick meat on every front
Plant-based food as associated with heathier food
OOH offering new opportunity to commericialise plant-based products


The Rebel Whopper burger has launched in over 2,500 Burger King restaurants across 25 countries in Europe, 
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Lessons from the leader: US

US: Volume growth in types of milk Changing landscape of proteins in the US 2009-2023
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We can look to the US to understand for future innovations in Europe.

As product availability and consumer awareness increases, consumers are not accepting all plant-based products as readily as they used to be. In the case of milk alternatives, ingredients like soy which now are labelled as not sustainable and unhealthy are facing consumer backlash. Ingredients like oat, almond, quinoa, hemp are now winning shelf space in the dairy aisle.


And secondly, we can see that plant-based products have an impact beyond traditional categories. Here we can see the volume growth of non-animal derived proteins continues to grow rapidly. Especially in dairy.


1)\\"3: FROM GR4 ¢ S~;€
0

Carrefour

iy

2 Steaks hacheés

Pur boeuf - 100% Muscle
Viande fraiche protégée sous vide

Absolute value growth of organic
chilled processed meat and seafood
in Western Europe 2015-19

TR

HOW RIS

:: mespect dr ey '|||.|||
Source imq‘{ggr-


Presenter
Presentation Notes
Key points
Consumers are no completely abandoning meat and dairy but looking to higher welfare and better quality products. 
For manufacturers, marketing has become an important tool of communicating to consumers looking for such products 
Organic becoming more of a feature in chilled processed meat and seafood

318%
Increase in marketing of grass-fed/pasture-raised claims on dairy products in Western Europe between 2015-19 equating to a growth of EUR289 million. That is 1% in 2015 of all dairy products carrying a grassfed/pasture raised or free range claims to 2% by 2019. Combination of free range and grass fed in 2015 = 940 million EUR to 2019 = 2.1 bn EUR. Markets like NL and IT where marketing of these claims is important to consumers.

Organic – this translates to 31% growth between 2015-19 in organic chilled processed meat and seafood and it markets like France and Germany really driving this growth.


o ©®
00" °,
A final thought....
°

PROCESSED ))


Presenter
Presentation Notes
- But ultimately, they question that has come up again and again throughout this presentation is that of the future viability of plant-based products. On the one hand, plant-based diets are perceived as more healthy and on the other hand the growing array of products are increasingly processed.
- With 1 in 3 European consumers searching for ‘all natural’ claims when they shop, it is clear that ‘clean’ products are important to consumers and even more clear when you examine the ingredients list of plant-based products that they are ultra-processed. 
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So which product is a consumer likely to choose in the future? The answer is not clear but there is more and more research around the unhealthiness of plant-based diets based on processed foods. Will flexitarian consumers go back to meat? Or can the meat-free industry reformulate their products to be both healthy and meat-like? 

I’ll leave you with a final example from Brazil. They have developed a food classification system called the NOVA guidelines which categorises food not their nutritients but their processing level. There are 4 level of processing that generally go from a scale of minimally processed (fresh meat, nuts, fruit and veg) to ultra processed (confectionery, carbonates, meat substitutes). The Beyond Burger would be labelled as 4. 

The concept of healthy in food is changing. Consumers perceiving products like RX bar with simpler ingredients lists, familiar ingredients. Suspicion of unfamiliar ingredients We expect the livestock industries to continue to drive the message that plant-based foods are ultraprocessed.

Plant-based is used to mean anything not-meat. Bread, water being marketed as vegan/plant-based.



Thank you

Trishna Shah, Consultant: Food and Nutrition

=« Trishna.Shah@Euromonitor.com
in



https://www.linkedin.com/in/trishna-milan-shah/

o Fork

PN

mrm



	The EU agricultural outlook for meat and dairy
	Trishna Shah
	The impact of plant-based products on meat & dairy in the EU
	Slide Number 4
	Slide Number 5
	Western European markets shape dairy preferences
	Slide Number 7
	Slide Number 8
	UK unrivalled in meat substitutes market
	Slide Number 10
	Slide Number 11
	Lessons from the leader: US
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Thank you 
	The EU agricultural outlook for meat and dairy

