
Protein powers onwards
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• New Nutrition Business is a specialist provider of strategic and market insights into the business of food, 

nutrition and health.

• Based in the UK, we do 90% of our business in mainland Europe, Asia and USA. 

• We interview more than 600 senior executives, worldwide, in foods, beverages and ingredients every year, 

giving us an informed, first-hand, global view of what works, what doesn’t work -  and why.

About New Nutrition Business
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5 MEGA-TRENDS & 10 KEY TRENDS 2025
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1. Some mega-trends

2. Animal protein

3. Plant protein

4. Emergent opportunities: “new proteins”, GLP-1, blood glucose management

Content
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Mega-trends
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The growing diversity of consumers’ beliefs about food, nutrition & 

health is one of the most far-reaching Mega-Trends

For younger consumers, social media is mainstream media

“When you want to know more about food and health, which of the following have you used in the 

past 6 months?”
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Source: NNB 5-country survey
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Declining faith in experts thanks to changing and often contradictory 

messages has helped drive fragmentation of beliefs
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“The guidelines maintain an unfounded hostility towards 

saturated fats, ignoring the last decade’s worth of 

evidence challenging their link to heart disease.

“Failure to update this science has meant the continued 

unjustified demonization of nutrient-dense foods such 

as eggs, meat and full-fat dairy, which together play a 

crucial role in a healthy diet.”

Source: Janet C. King, PhD, Professor Emeritus of Nutritional Sciences at Berkeley University, 

Chair of the 2005 Dietary Guidelines Committee

Experts change their minds…
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Taste and price consistently outrank sustainability as purchase drivers of foods & 

beverages

Source: IFIC survey

Mega-Trend: sustainability is part of every company’s strategy.

2024 survey of 19,642 

consumers in 18 European 

countries by the European 

Institute of Innovation and 

Technology (EIT), found only 

around 50% of Europeans 

claim to consider the 

sustainability of what they 

eat. 

EIT’s Report shows a 

significant decline in 

consumers’ intention to eat 

sustainably from 2020 to 

2024 

EU
USA
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Key trends
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DAIRY HAS BEEN THE LEADER IN CONSUMER INTEREST IN “MORE PROTEIN”
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Protein Power Up

✓ 2024 cottage cheese sales in Sweden, UK up by 30%.

✓ Quark up 30% in Europe. Arla building a new factory to handle 

demand.

US supermarket chain Whole Foods Markets says:

"Consumers are looking to incorporate more protein in their diet…with an emphasis on ramping up protein 

consumption at meal-times and with 'whole food' snacking…with consumers now prioritising animal 

protein.”

Fage biggest Greek yogurt brand in 

Europe. 

2024 sales up 40% in UK to $130 

million 

Spain: biggest white 

cheese brand adds a 

protein message and gets 

12% growth in 2024

Europe: Ehrmann puddings 

became an €600 million 

brand with high protein+low 

sugar+ great taste
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Source: NNB 5-country consumer survey

$36,600
(€35.19)

$1,119
(€1.08)

$40,100
(€38.93)

$1,069
(€1.04)

$0

$5

$10

$15

$20

$25

$30

$35

$40

$45

Beef Meat  alternatives

USD,
billions

Beef grew 9.7% by value & 4.5% by 

volume in 2024, adding $350 million 

of retail sales. 

Meat alternatives sales fell for the 

4th year:

• -6.8% by value

• -8.8% by volume

The meat alternative category has 

fallen by 40%, measured in dollars, 

since 2020.

Source: Circana supermarket data

Red meat is back, driven by Gen Z

Beef sales up in US

Animal protein quietly gaining among younger 

consumers.

Meat consumption among young men 

increasing in most countries: Spain (8%) and 

Sweden (20%).
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Source: NNB 5-country consumer survey

The diversity of beliefs is illustrated by the shifting approach to 

meat consumption
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Launched in 2013, by 2023 the Chomps brand had hit $245m in sales and was expected to reach $400m in 

2024. 

7th fastest-growing consumer brand in America in 2023. Grass-fed meat snacks, free from nitrates and sugar, 

the brand’s main market is women aged 25-45 – who accounted for 70% of sales until recently.

Consumers’ increasingly seek convenient animal protein
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So strong is the desire for protein…
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Traditional food reinvented

With tofu consumption declining in 

Japan, leading maker Asahico 

created the tofu bar.  

Simple ingredients, extreme 

convenience, interesting flavours to 

meets the needs of younger 

consumers. 

Tofu Bar is in almost every store in 

Japan with annual sales of over 

$200 million.
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Rügenwalder Mühle introduced its first vegetarian products on the German market in 2014 and today 

has a range of more than 50 vegetarian and vegan meat alternatives. They now account for around 

60% of the company’s sales.

Germany is the biggest market for meat substitutes in Europe, worth around €650 million (up 4% vs 2023). 

A 4% share of protein market.

Some meat substitute markets niche but growing
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US meals and sauces brand A Dozen Cousins has grown 

rapidly by focusing on whole foods and authentic flavours. 

Products are centred on beans and pulses, vegetables and 

avocado oil.

“Real” plant proteins made convenient

Australian brand Fable Foods uses shiitake mushrooms as 

the basis of its dishes. The flagship ingredient is easy to 

understand and the ingredient list is short.

Recently launched in US, already on 700 restaurant menus in 

Australia as well as Singapore and the UK. 
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In the US Actual Veggies brand delivers a meat-free burger made with real vegetables. 

Actual Veggies: growth through taste, texture, “realness” and consumer trend connections
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Emergent
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New proteins becoming a reality
2024 Singapore, Ajinomoto launched ice 

creams made with Solein – the presence of the 

protein is for function (taste, texture) not nutrition.

2025 widening the range.

Finland-based Solar Foods makes Solein and is 

supplying Ajinomoto and a US company
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GLP-1a (weight-loss drugs). A driver of protein demand.
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This also 

connects to 

the GLP-1a 

frenzy.
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Some take-aways

Consumer beliefs about food & health have become 
more diverse. There are many more “tribes” you can 

aim at than in the past – and many more opportunities.

Connecting a product to multiple consumer needs & 
health interests = greater chance of success

Consumer interest in protein shows no sign of slowing 
down. 
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Thank you!

www.new-nutrition.com

For more information contact: miranda.mills@new-

nutrition.com

Follow us

http://www.new-nutrition.com/
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