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FRESH FOOD IN GERMANY - 
INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Fresh food in 2023: The big picture 

As the effects of the pandemic gradually waned and had little impact on consumers and their 

purchasing patterns in 2023, inflation and price increases took the lead as the main 

socioeconomic factors shaping demand for fresh food in Germany. Despite inflationary 

pressures marginally weakening compared to 2022, consumers still kept in mind budgeting and 

tried to save money when buying basic products such as meat and vegetables. 

With an increasing assortment of different cooking ingredients and staples, consumers were 

also curious to try substitutes such as plant-based meat and fish options due to health or 

environmental concerns, or canned fruits and vegetables as they demanded greater 

convenience as a result of busier lifestyles; greater mobility outside of the home meant 

consumers had less time available to prepare meals using fresh food from scratch. 

 

2023 key trends 

The ongoing trend of consumers willing to reduce their meat intake affected retail demand for 

fresh meat in 2023, along with fish and seafood categories. The number of vegetarians in 

Germany is growing, in addition to consumers who want to reduce their general intake of animal 

products and explore different ways of obtaining protein from their diets. 

On the other hand, associations and companies within the meat industry have continued to 

campaign and highlight the benefits of meat, along with trust in culinary traditions in the country, 

to be obstacles for further decline. At the same time, health-centred trends can benefit other 

categories such as nuts and pulses, which are perceived by customers as clean foods, 

alternative sources of protein, and versatility while cooking at home. 

 

Retailing developments 

The fresh food industry in Germany has witnessed a certain expansion of e-commerce and 

delivery services. Online grocery platforms and delivery apps have gained popularity, offering 

consumers the convenience of ordering fresh produce including meat, fruit and vegetables from 

the comfort of their homes. Retailers have invested in e-commerce infrastructure and logistics to 

meet growing online demand, offering a wide assortment of products with flexible delivery 

options to cater for diverse consumer needs. They have also innovated in packaging and 

presentation to enhance the appeal and freshness of fresh food products. 

Sustainable packaging solutions are gaining traction, aligning with consumer expectations for 

eco-friendly options. Supermarkets and discounters remain the leading distribution channels for 

fresh food in Germany, offering a wide assortment of meat, fish, fruit and vegetables with 

options for different consumer segments. 

 

What next for fresh food? 

While the purchasing patterns for fresh food in Germany will always depend on a variety of 

factors, from inflation and price fluctuations to consumer behaviour influenced by their lifestyles, 

certain trends are expected to remain relevant over the forecast period and in some cases grow. 
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Meat is not expected to recover from the ongoing trend that is encouraging consumers to shift 

to plant-based substitutes or other vegetable sources of protein. Driven by the increasing 

number of vegetarians, vegans and flexitarians in Germany each year, total demand for meat is 

expected to continue declining. Nevertheless, certain dynamics within the category will mean a 

varied performance, with poultry set to maintain its strong presence due to affordable prices, 

and versatility when cooking. 

Health concerns and their impact on consumers’ lifestyles are expected to be key in the way 

specific value offered by fresh food interplays with consumption patterns, such as organic 

options. While organic fresh food was particularly impacted by inflation and price increases 

towards the end of the review period, consumer interest will remain and is expected to play a 

pivotal role in the coming years once there is greater economic and financial stability. 

 

 

MARKET DATA 
 

Table 1 Total Sales of Fresh Food by Category: Total Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Fresh Food 16,427.0 16,307.7 16,351.7 15,878.9 16,047.0 16,048.3 
Eggs 827.6 828.3 843.0 833.1 828.0 825.0 
Fish and Seafood 383.6 385.2 355.8 355.0 313.1 313.2 
Fruits 4,483.9 4,495.9 4,529.5 4,448.2 4,575.7 4,575.2 
Meat 3,134.0 3,133.4 3,061.9 3,032.8 2,879.1 2,846.2 
Nuts 95.2 98.4 93.2 94.6 97.1 97.2 
Pulses 56.6 55.5 53.7 53.5 57.4 57.5 
Starchy Roots 2,037.4 1,872.8 1,824.3 1,788.5 1,847.4 1,855.3 
Sugar and Sweeteners 868.4 857.5 794.0 787.8 818.6 833.9 
Vegetables 4,540.4 4,580.6 4,796.4 4,485.3 4,630.6 4,644.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 2 Total Sales of Fresh Food by Category: % Total Volume Growth 2018-2023 

 

% total volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Fresh Food 0.0 -0.5 -2.3 
Eggs -0.4 -0.1 -0.3 
Fish and Seafood 0.0 -4.0 -18.3 
Fruits 0.0 0.4 2.0 
Meat -1.1 -1.9 -9.2 
Nuts 0.1 0.4 2.2 
Pulses 0.1 0.3 1.5 
Starchy Roots 0.4 -1.9 -8.9 
Sugar and Sweeteners 1.9 -0.8 -4.0 
Vegetables 0.3 0.5 2.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 3 Retail Sales of Fresh Food by Category: Volume 2018-2023 
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'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Fresh Food 12,928.8 12,841.7 13,691.0 13,156.9 12,939.2 12,818.2 
Eggs 626.4 624.8 684.8 671.1 662.4 657.5 
Fish and Seafood 196.0 200.3 226.3 222.1 193.7 183.2 
Fruits 3,845.3 3,844.2 4,041.2 3,946.7 3,974.3 3,950.5 
Meat 2,689.9 2,682.6 2,733.0 2,695.5 2,490.9 2,440.0 
Nuts 57.6 59.5 63.3 63.9 61.4 60.1 
Pulses 34.0 33.0 36.3 35.7 36.2 35.6 
Starchy Roots 1,119.4 1,007.6 1,100.9 1,053.1 1,021.3 999.5 
Sugar and Sweeteners 531.9 526.4 533.1 522.5 520.2 520.8 
Vegetables 3,828.3 3,863.2 4,272.1 3,946.4 3,978.9 3,971.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 Retail Sales of Fresh Food by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Fresh Food -0.9 -0.2 -0.9 
Eggs -0.8 1.0 5.0 
Fish and Seafood -5.4 -1.3 -6.5 
Fruits -0.6 0.5 2.7 
Meat -2.0 -1.9 -9.3 
Nuts -2.1 0.9 4.4 
Pulses -1.8 0.9 4.7 
Starchy Roots -2.1 -2.2 -10.7 
Sugar and Sweeteners 0.1 -0.4 -2.1 
Vegetables -0.2 0.7 3.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 Retail Sales of Fresh Food by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Fresh Food 56,921.1 59,545.8 62,432.9 62,280.0 66,946.3 71,305.1 
Eggs 1,584.8 1,617.9 1,810.4 1,911.9 2,344.4 2,576.5 
Fish and Seafood 3,628.4 3,759.3 4,297.2 4,328.4 4,231.4 4,360.0 
Fruits 16,179.7 16,829.6 17,386.3 17,305.2 17,987.7 18,943.1 
Meat 24,316.8 25,043.7 25,512.4 25,813.0 27,809.6 29,165.3 
Nuts 561.4 590.7 625.9 640.9 645.4 699.2 
Pulses 99.5 100.1 109.4 110.0 121.1 124.5 
Starchy Roots 991.4 1,080.6 1,133.0 1,095.0 1,213.8 1,427.4 
Sugar and Sweeteners 718.1 753.5 776.4 773.2 869.9 974.4 
Vegetables 8,841.0 9,770.4 10,781.8 10,302.6 11,723.0 13,034.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 6 Retail Sales of Fresh Food by Category: % Value Growth 2018-2023 

 

% current value growth 
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 2022/23 2018-23 CAGR 2018/23 Total 
 
Fresh Food 6.5 4.6 25.3 
Eggs 9.9 10.2 62.6 
Fish and Seafood 3.0 3.7 20.2 
Fruits 5.3 3.2 17.1 
Meat 4.9 3.7 19.9 
Nuts 8.3 4.5 24.6 
Pulses 2.8 4.6 25.1 
Starchy Roots 17.6 7.6 44.0 
Sugar and Sweeteners 12.0 6.3 35.7 
Vegetables 11.2 8.1 47.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 7 Retail Sales of Fresh Food by Packaged vs Unpackaged: % Volume 2018-2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Packaged 68.2 67.5 68.3 67.9 67.8 63.5 
Unpackaged 31.8 32.5 31.7 32.1 32.2 36.5 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 8 Retail Distribution of Fresh Food by Format: % Volume 2018-2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 99.2 99.1 98.8 98.6 98.5 98.4 
-- Grocery Retailers 99.1 99.0 98.7 98.6 98.4 98.3 
--- Convenience Retail 2.0 2.2 2.1 2.1 2.2 2.2 
---- Convenience Stores 1.6 1.8 1.7 1.7 1.8 1.8 
---- Forecourt Retailers 0.4 0.5 0.4 0.4 0.4 0.4 
--- Discounters 46.6 46.2 46.3 46.2 46.0 46.0 
--- Hypermarkets 12.5 12.3 12.2 12.0 11.7 11.6 
--- Supermarkets 19.1 19.2 19.6 19.6 19.9 20.1 
--- Warehouse Clubs - - - - - - 
--- Food/drink/tobacco 15.6 15.6 15.1 15.2 15.1 15.1 
    specialists       
--- Small Local Grocers 3.3 3.6 3.4 3.4 3.4 3.4 
-- Non-Grocery Retailers - - - 0.0 0.0 - 
--- General Merchandise - - - - - - 
    Stores       
--- Apparel and - - - - - - 
    Footwear Specialists       
--- Appliances and - - - - - - 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty - - - - - - 
    Specialists       
--- Leisure and - - - - - - 
    Personal Goods       
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    Specialists       
--- Other Non-Grocery - - - 0.0 0.0 - 
    Retailers       
-- Direct Selling - - - - - - 
-- Vending 0.1 0.1 0.1 0.1 0.1 0.1 
- Retail E-Commerce 0.8 0.9 1.2 1.4 1.5 1.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 9 Forecast Total Sales of Fresh Food by Category: Total Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Fresh Food 16,048.3 16,175.3 16,248.1 16,302.3 16,349.6 16,399.4 
Eggs 825.0 876.9 886.5 893.9 898.8 904.6 
Fish and Seafood 313.2 315.1 316.3 316.7 316.8 316.6 
Fruits 4,575.2 4,617.6 4,658.3 4,696.5 4,733.9 4,772.1 
Meat 2,846.2 2,831.4 2,815.6 2,798.7 2,781.8 2,766.7 
Nuts 97.2 99.5 101.7 103.8 105.8 108.0 
Pulses 57.5 58.3 59.0 59.7 60.5 61.3 
Starchy Roots 1,855.3 1,854.9 1,850.9 1,842.3 1,832.8 1,823.6 
Sugar and Sweeteners 833.9 838.4 841.4 842.3 842.4 842.4 
Vegetables 4,644.9 4,683.2 4,718.2 4,748.4 4,776.8 4,804.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 10 Forecast Total Sales of Fresh Food by Category: % Total Volume Growth 2023-
2028 

 

% total volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Fresh Food 0.8 0.4 2.2 
Eggs 6.3 1.9 9.6 
Fish and Seafood 0.6 0.2 1.1 
Fruits 0.9 0.8 4.3 
Meat -0.5 -0.6 -2.8 
Nuts 2.4 2.1 11.1 
Pulses 1.4 1.3 6.7 
Starchy Roots 0.0 -0.3 -1.7 
Sugar and Sweeteners 0.5 0.2 1.0 
Vegetables 0.8 0.7 3.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 11 Forecast Retail Sales of Fresh Food by Category: Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Fresh Food 12,818.2 12,886.0 12,914.2 12,941.6 12,967.8 12,996.5 
Eggs 657.5 703.8 708.7 712.2 713.7 715.8 
Fish and Seafood 183.2 183.1 182.9 182.8 182.6 182.4 
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Fruits 3,950.5 3,977.2 4,004.5 4,032.5 4,061.1 4,090.2 
Meat 2,440.0 2,421.1 2,402.9 2,385.9 2,369.5 2,354.9 
Nuts 60.1 61.2 62.4 63.6 64.9 66.2 
Pulses 35.6 35.9 36.2 36.6 36.9 37.3 
Starchy Roots 999.5 991.9 984.8 978.2 972.1 966.6 
Sugar and Sweeteners 520.8 518.4 515.9 513.1 510.2 507.0 
Vegetables 3,971.0 3,993.5 4,015.7 4,036.7 4,056.8 4,076.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 12 Forecast Retail Sales of Fresh Food by Category: % Volume Growth 2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Fresh Food 0.5 0.3 1.4 
Eggs 7.0 1.7 8.9 
Fish and Seafood -0.1 -0.1 -0.4 
Fruits 0.7 0.7 3.5 
Meat -0.8 -0.7 -3.5 
Nuts 1.9 2.0 10.2 
Pulses 0.9 0.9 4.8 
Starchy Roots -0.8 -0.7 -3.3 
Sugar and Sweeteners -0.5 -0.5 -2.6 
Vegetables 0.6 0.5 2.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 13 Forecast Retail Sales of Fresh Food by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Fresh Food 71,305.1 68,468.7 68,546.2 69,072.1 69,542.4 69,973.1 
Eggs 2,576.5 2,419.9 2,475.6 2,547.1 2,602.6 2,654.2 
Fish and Seafood 4,360.0 4,197.2 4,181.4 4,192.3 4,199.5 4,203.7 
Fruits 18,943.1 19,483.3 19,911.2 20,209.5 20,522.1 20,835.5 
Meat 29,165.3 27,074.5 26,668.7 26,610.9 26,519.6 26,406.1 
Nuts 699.2 699.9 715.3 729.9 745.5 761.9 
Pulses 124.5 125.1 127.4 129.4 131.1 132.9 
Starchy Roots 1,427.4 1,258.7 1,256.3 1,276.7 1,292.7 1,305.5 
Sugar and Sweeteners 974.4 968.7 929.3 935.3 939.5 942.5 
Vegetables 13,034.6 12,241.4 12,281.0 12,441.0 12,589.7 12,730.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 14 Forecast Retail Sales of Fresh Food by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Fresh Food -4.0 -0.4 -1.9 
Eggs -6.1 0.6 3.0 
Fish and Seafood -3.7 -0.7 -3.6 
Fruits 2.9 1.9 10.0 
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Meat -7.2 -2.0 -9.5 
Nuts 0.1 1.7 9.0 
Pulses 0.5 1.3 6.7 
Starchy Roots -11.8 -1.8 -8.5 
Sugar and Sweeteners -0.6 -0.7 -3.3 
Vegetables -6.1 -0.5 -2.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 6 November 2023 

Report closing date: 22 March 2024 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2023 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources Bayerische Landesanstalt für Landwirtschaft 

(LFL) 

 Bayerisches Staatsministerium für Ernährung, 

Landwirtschaft & Forsten 

 Bundesanstalt für Landwirtschaft & Ernährung 

 Bundesministerium für Ernährung, 

Landwirtschaft & Verbraucherschutz (BMELV) 

 Bundeszentrum für Ernährung 

 Centrale Marketing-Gesellschaft der 

Deutschen Agrarwirtschaft mbH (CMA) 

 Deutsche Gesellschaft für Ernährung eV 

 Ernährungs Dienst 

 Eurostat 

 Food & Agriculture Organization (FAO) 

 Global Argicultural Information Network 

 Landesanstalt für Entwicklung der 

Landwirtschaft &d der Ländlichen Räume 

(LEL) 

 Ministerium für Ernährung & Ländlichen 

Raum/ Baden-Württemberg (MLR) 
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 Ministerium für Ländlichen Raum & 

Verbraucherschutz 

 Ökomarkt Verbraucher & Agrarberatung eV 

 Statistisches Bundesamt (Destatis) 

 ZMP Zentrale Markt-Preisberichtstelle GmbH 

Trade Associations AID 

 Animal Health Online 

 Biologische Bundesanstalt für Land-

Forstwirtschaft 

 Bund Ökologische Lebensmittelwirtschaft 

(BOLW) 

 Bundesverband der Deutschen Fischindustrie 

& des Fischgroßhandels eV 

 Bundesverband der Deutschen 

Fleischwarenindustrie (BVDF) 

 Bundesverband der Deutschen 

Süßwarenindustrie eV (BDSI) 

 Bundesverband des Deutschen 

Lebensmittelhandels eV (BVL) 

 Bundesverband Deutsches Ei eV 

 Bundesvereinigung der Erzeugerorganisation 

Obst u Gemüse eV (BVEO) 

 Der Verband Der Deutschen Großmärkte 

 Deutscher Bauernverband 

 Deutscher Fleischerverband eV 

 Deutscher Fruchthandelsverband eV 

 Deutscher Vieh-Fleischhandelsbund eV 

(DVFB) 

 Deutsches Maiskomitee eV (DMK) 

 Deutsches Tiefkühlinstitut eV 

 Fachverband Deutsche Speisezwiebel eV 

 Fairtrade Deutschland 

 Gewerkschaft Nahrung-Genuss-Gaststätten 

(NGG) 

 Honig-Verband eV 

 International Nut & Dried Fruit Council (INC) 

 konsumo GmbH 
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 Landvolk Niedersachsen - 

Landesbauernverband eV 

 MSC (Marine Stewardship Council) 

 Süßstoff-Verband eV 

 Union der deutschen Kartoffelwirtschaft eV 

 Veband der Fleischwirtschaft (VDF) 

 Waren Verein Hamburger Börse 

 Wirtschaftliche Vereinigung Zucker eV (WVZ) 

 Zentralverband der Deutschen 

Geflügelwirtschaft eV 

Trade Press Agrar Heute 

 Bayerischer Rundfunk 24 

 Deutscher Landwirtschaftsverlag GmbH 

 ESM Magazine 

 Focus 

 FokusBio 

 Food-service.de 

 Foodwatch eV 

 Frankfurter Allgemeine Zeitung 

 Fruchthandel Online 

 GVNET Infodienst 

 Hannoversche Allgemeine 

 Hotelling 

 Lebensmittel Zeitung 

 Naturkost.de 

Source: Euromonitor International 
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EGGS IN GERMANY - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Total volume sales fall by 0.4% in 2023 to 825,000 tonnes 

▪ Total volume sales are set to increase at a CAGR of 2% over the forecast period to 905,000 

tonnes 

 

 

2023 DEVELOPMENTS 
 

Egg consumption remains strong due to versatility and affordability 

In 2023, as food prices remained high, some consumers in Germany turned to eggs as a 

cheap alternative to meat due to their perception as a healthy food choice. Therefore, despite a 

marginal retail volume decline in 2023, demand for eggs remained higher than pre-pandemic 

levels. Eggs are high in protein and low in carbohydrates, making them suitable for weight 

management and healthy eating plans. They can also help consumers feel fuller for longer, 

helping to control one’s appetite. However, shortages in animal feed and rising inflation have 

also affected the production of eggs in Germany and their end prices. 

Eggs are a staple food because of their health benefits, and are both affordable and easy to 

find in stores, as they are readily available nationwide and in various distribution channels such 

as supermarkets. Eggs are also commonly used as an ingredient for baking and cooking, and it 

is this versatility that supports their strong demand. 

 

Eggs are a vital and cost-effective protein source amid inflation 

In response to increasing meat prices, eggs are becoming a healthy and nutritious protein 

source, particularly appealing to vegetarians. Additionally, the foodservice industry is gradually 

recovering to pre-pandemic levels, boosting the demand for eggs. In this channel, eggs are 

positioned as a cost-effective protein source that does not require cold chain transportation. As 

meat prices rise, eggs offer a healthy alternative for consumers, especially vegetarians. Eggs 

are likely to continue to play a crucial role in providing affordable and nutritious protein to a 

broad range of consumers and channels in Germany. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Stable growth for eggs as consumers become aware of their nutrient-
rich benefits 

In Germany, eggs are perceived as a nutritious food packed with high-quality protein, and 

amino acids. As consumers focus more on eating healthy and adopting a balanced diet, eggs' 

reputation as a natural and budget-friendly protein source is expected to support greater uptake 

in the coming years. 

Consumers are also becoming increasingly aware of the health benefits of eggs, including 

feeling full for longer and helping with weight management. Besides being versatile in the 
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kitchen, eggs suit many popular diets such as keto, while they are also suitable for vegetarians 

and flexitarians. Therefore, eggs are likely to remain a popular choice for a variety of dietary 

preferences, and are likely to be increasingly included in many consumers’ meals. 

 

Organic eggs reflect consumers’ emphasis on health and sustainability 

In Germany, many consumers remain interested in buying organic foods, despite the impact 

of inflation and higher prices. This is because an increasing number of consumers are worried 

about their health and the environment, so they prefer to buy foods which are produced using 

sustainable and eco-friendly methods. Organic eggs, which are produced without synthetic 

pesticides, genetically modified organisms, or antibiotics, appeal to those looking for healthier 

and more natural food choices. 

Germany has a strong organic farming industry and a reliable certification system. Organic 

farming practices focus on animal welfare, using organic feed, and allowing hens access to 

outdoor spaces, which aligns with the values of consumers who care about ethical and 

sustainable production. By choosing organic eggs, consumers aim to support a more 

sustainable farming system and reduce their impact on the environment. An increase in the 

number of organic retailers, along with expanded organic sections in regular supermarkets, 

make it easier for consumers to find and buy organic eggs, a factor that is likely to lead to 

greater uptake in the coming years. 

 

Summary 2 Major Processors of Eggs 2023 

Company name Product type Rank 

Deutsche Frühstücksei GmbH 

& Co KG 

Eggs 1 

Heidegold Holding GmbH & 

Co KG 

Eggs 2 

Gutenberger Landei GmbH Eggs 3 

Source: Euromonitor International from company reports, company research, trade press, trade sources 

 

 

 

CATEGORY DATA 
 

Table 15 Total Sales of Eggs: Total Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Eggs 827.6 828.3 843.0 833.1 828.0 825.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 16 Total Sales of Eggs: % Total Volume Growth 2018-2023 

 

% total volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Eggs -0.4 -0.1 -0.3 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 17 Retail Sales of Eggs: Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Eggs 626.4 624.8 684.8 671.1 662.4 657.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 18 Retail Sales of Eggs: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Eggs -0.8 1.0 5.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 19 Retail Sales of Eggs: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Eggs 1,584.8 1,617.9 1,810.4 1,911.9 2,344.4 2,576.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 20 Retail Sales of Eggs: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Eggs 9.9 10.2 62.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 21 Retail Sales of Eggs by Packaged vs Unpackaged: % Volume 2018-2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Packaged 90.2 90.0 90.4 90.5 90.4 9.4 
Unpackaged 9.8 10.0 9.6 9.5 9.6 90.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 22 Forecast Total Sales of Eggs: Total Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Eggs 825.0 876.9 886.5 893.9 898.8 904.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 23 Forecast Total Sales of Eggs: % Total Volume Growth 2023-2028 

 

% total volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Eggs 6.3 1.9 9.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 24 Forecast Retail Sales of Eggs: Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Eggs 657.5 703.8 708.7 712.2 713.7 715.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 25 Forecast Retail Sales of Eggs: % Volume Growth 2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Eggs 7.0 1.7 8.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 26 Forecast Retail Sales of Eggs: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Eggs 2,576.5 2,419.9 2,475.6 2,547.1 2,602.6 2,654.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 27 Forecast Retail Sales of Eggs: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Eggs -6.1 0.6 3.0 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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FISH AND SEAFOOD IN GERMANY - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Total volume sales increase by 0% in 2023 to 313,000 tonnes 

▪ Molluscs and cephalopods is the best performing category in 2023, with total volume sales 

growing by 10% to 27,000 tonnes 

▪ Total volume sales are set to grow at a CAGR of 0.2% over the forecast period to 317,000 

tonnes 

 

 

2023 DEVELOPMENTS 
 

Multiple factors contribute to decline of fish and seafood consumption in 
germany 

The increasing awareness of sustainability issues and environmental concerns associated 

with fish and seafood production have contributed to the decline in the consumption of these 

fresh foods in Germany. Health considerations have also played a role. While fish is often touted 

for its nutritional benefits, including omega-3 fatty acids and lean protein, concerns over 

contaminants such as mercury and microplastics have raised questions about its safety. 

In addition, the general trend in the food industry in terms of reducing consumption of animal 

products is a clear contributor to the decline. Furthermore, economic factors, such as rising 

prices and fluctuations in supply, may have also influenced consumption patterns over the 

review period. As the cost of fish and seafood increases or availability becomes more limited, 

consumers may opt for more affordable protein options. 

 

Discounters remains most popular channel for buying fish 

Discounters retained its leading position in terms of distributing fish and seafood in Germany 

at the end of the review period. Leading sales with a widespread presence, competitive pricing 

and convenience, discounters such as Aldi, Lidl and Netto have successfully capitalised on 

consumers´ demand for affordable seafood options while offering a diverse range of fish 

products to cater for varying tastes and preferences. 

Known for competitive pricing strategies, discounters offer more affordable fish products 

compared to supermarkets and specialty seafood retailers. This greater variety allows 

consumers to choose from a wide assortment of fish species, cuts and preparations, enhancing 

their shopping experience and satisfaction. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Sustainability and ethical sourcing can be a way to increase future fish 
consumption 

Future trends in sustainable fish and seafood consumption in Germany are expected to be 

driven by a growing emphasis on ethical fish sourcing and responsible seafood practices. As 
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consumers become increasingly aware of the environmental and social impacts of fishing and 

aquaculture, there is expected to be heightened demand for seafood products that are sourced 

sustainably. 

Consumers are increasingly seeking transparency and traceability in the seafood supply 

chain, from boat to plate. Ethical fish sourcing involves providing information about where and 

how the fish was caught or farmed. This transparency allows consumers to make informed 

choices and support fish and seafood that aligns with their values. The adoption of certification 

programmes and labels that verify sustainable sourcing of fish and seafood will be key to 

supporting these consumption patterns. 

 

Seafood to see varied development 

Demand for crustaceans, and molluscs and cephalopods in Germany declined in 2023, but 

over the forecast period they are likely to see different development patterns. While crustaceans 

such as shrimp, lobster and crab are considered delicacies and enjoyed by many, there is 

growing awareness of sustainability issues and ethical concerns associated with their production 

and harvesting. This also applies to molluscs and cephalopods such as oysters, mussels and 

clams. 

Economic factors may also contribute to the stagnation of these categories. Fluctuations in 

supply, changes in pricing and shifts in consumer spending are expected to impact demand. 

However, while retail volumes of crustaceans are expected to gradually recover over the 

forecast period, molluscs and cephalopods are not poised for the same development, due 

mainly to prices and consumption patterns. 

 

Summary 3 Major Processors of Fish and Seafood 2023 

Company name Product type Rank 

Deutsche See GmbH Fresh and processed fish and 

seafood 

1 

Frosta AG Fresh and processed fish and 

seafood 

2 

Iglo GmbH Fresh and processed fish and 

seafood 

3 

Source: Euromonitor International from company reports, company research, trade press, trade sources 

 

 

 

CATEGORY DATA 
 

Table 28 Total Sales of Fish and Seafood by Category: Total Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Fish and Seafood 383.6 385.2 355.8 355.0 313.1 313.2 
Crustaceans 37.3 38.1 35.6 35.6 35.4 37.1 
Fish 315.3 318.8 296.4 295.6 253.1 249.0 
Molluscs and Cephalopods 31.0 28.4 23.8 23.8 24.6 27.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 29 Total Sales of Fish and Seafood by Category: % Total Volume Growth 2018-
2023 

 

% total volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Fish and Seafood 0.0 -4.0 -18.3 
Crustaceans 4.5 -0.1 -0.7 
Fish -1.6 -4.6 -21.0 
Molluscs and Cephalopods 10.0 -2.7 -12.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 30 Retail Sales of Fish and Seafood by Category: Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Fish and Seafood 196.0 200.3 226.3 222.1 193.7 183.2 
Crustaceans 19.6 20.5 23.1 22.8 21.3 20.4 
Fish 160.5 166.5 188.1 184.7 158.1 149.1 
Molluscs and Cephalopods 15.9 13.4 15.1 14.6 14.3 13.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 31 Retail Sales of Fish and Seafood by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Fish and Seafood -5.4 -1.3 -6.5 
Crustaceans -4.4 0.8 3.9 
Fish -5.7 -1.5 -7.1 
Molluscs and Cephalopods -4.3 -3.0 -14.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 32 Retail Sales of Fish and Seafood by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Fish and Seafood 3,628.4 3,759.3 4,297.2 4,328.4 4,231.4 4,360.0 
Crustaceans 698.4 749.8 877.3 871.2 862.8 875.4 
Fish 2,373.4 2,528.4 2,857.1 2,902.7 2,798.2 2,902.5 
Molluscs and Cephalopods 556.6 481.1 562.9 554.5 570.4 582.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 33 Retail Sales of Fish and Seafood by Category: % Value Growth 2018-2023 

 

% current value growth 
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 2022/23 2018-23 CAGR 2018/23 Total 
 
Fish and Seafood 3.0 3.7 20.2 
Crustaceans 1.5 4.6 25.3 
Fish 3.7 4.1 22.3 
Molluscs and Cephalopods 2.1 0.9 4.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 34 Retail Sales of Fish and Seafood by Packaged vs Unpackaged: % Volume 
2018-2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Packaged 73.6 73.7 73.9 74.0 74.1 73.9 
Unpackaged 26.4 26.3 26.0 26.0 25.9 26.1 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 35 Forecast Total Sales of Fish and Seafood by Category: Total Volume 2023-
2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Fish and Seafood 313.2 315.1 316.3 316.7 316.8 316.6 
Crustaceans 37.1 37.5 37.9 38.1 38.3 38.4 
Fish 249.0 250.8 252.1 252.7 253.1 253.3 
Molluscs and Cephalopods 27.1 26.7 26.4 25.9 25.4 24.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 36 Forecast Total Sales of Fish and Seafood by Category: % Total Volume Growth 
2023-2028 

 

% total volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Fish and Seafood 0.6 0.2 1.1 
Crustaceans 1.2 0.7 3.7 
Fish 0.7 0.3 1.7 
Molluscs and Cephalopods -1.2 -1.6 -7.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 37 Forecast Retail Sales of Fish and Seafood by Category: Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Fish and Seafood 183.2 183.1 182.9 182.8 182.6 182.4 
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Crustaceans 20.4 20.6 20.8 21.0 21.2 21.4 
Fish 149.1 149.3 149.5 149.6 149.7 149.8 
Molluscs and Cephalopods 13.7 13.2 12.7 12.2 11.7 11.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 38 Forecast Retail Sales of Fish and Seafood by Category: % Volume Growth 
2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Fish and Seafood -0.1 -0.1 -0.4 
Crustaceans 0.9 0.9 4.8 
Fish 0.1 0.1 0.4 
Molluscs and Cephalopods -3.9 -3.8 -17.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 39 Forecast Retail Sales of Fish and Seafood by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Fish and Seafood 4,360.0 4,197.2 4,181.4 4,192.3 4,199.5 4,203.7 
Crustaceans 875.4 884.7 895.8 904.6 912.5 919.5 
Fish 2,902.5 2,752.2 2,743.4 2,759.6 2,773.5 2,785.8 
Molluscs and Cephalopods 582.1 560.3 542.1 528.1 513.5 498.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 40 Forecast Retail Sales of Fish and Seafood by Category: % Value Growth 2023-
2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Fish and Seafood -3.7 -0.7 -3.6 
Crustaceans 1.1 1.0 5.0 
Fish -5.2 -0.8 -4.0 
Molluscs and Cephalopods -3.7 -3.1 -14.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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FRUITS IN GERMANY - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Total volume sales decrease by 0% in 2023 to 4.6 million tonnes 

▪ Peaches/nectarines is the best performing category in 2023, with total volume sales 

increasing by 1% to 222,000 tonnes 

▪ Total volume sales are set to increase at a CAGR of 1% over the forecast period to 4.8 million 

tonnes 

 

 

2023 DEVELOPMENTS 
 

Retail volumes of fruits fall in 2023 due to different socioeconomic 
factors 

While not dramatically, retail volume sales of fruits in Germany declined in 2023. Economic 

factors such as rising prices and inflation are likely to have contributed to the decline; higher 

food costs and reduced purchasing power among consumers reduced spending on 

discretionary items, including fresh fruits. Due to economic strain, some Germans opted for 

more affordable alternatives or reduced their overall consumption. 

While fruits are generally perceived as healthy and nutritious, dietary fads or preferences for 

alternative snack options have played a role in consumer demand. Concerns over sugar content 

and carbohydrate intake of certain types of fruits also influenced some individuals to limit their 

consumption. 

 

Bananas, apples and oranges remain most popular fruits in germany 

Maintaining their status as popular choices among local consumers in Germany are bananas, 

apples and oranges. These fruits have long been staples in the German diet, appreciated for 

their taste, versatility and nutritional benefits. 

Apples remain a top choice among consumers in Germany, valued for their crisp texture, 

sweet-tart flavour and versatility in culinary applications. Germany has a rich tradition of apple 

cultivation, with a wide variety of apples grown across the country. Banana retains its position as 

the second most popular fruit due to its affordability and convenience as a snack on-the-go. 

Oranges rank third, commonly enjoyed fresh as a snack or used to make orange juice, 

particularly during the colder months. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Organic fruit consumption to remain of interest despite inflationary 
concerns 

In the midst of inflationary pressures, organic fruit consumption experienced a decline in 

Germany, reflecting shifting consumer spending patterns. The rise in prices, including for 

organic produce, led some consumers to prioritise cost-saving measures. As a result, organic 
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fruit, which typically commands a higher price compared to standard counterparts, experienced 

a decline in demand as consumers sought more affordable alternatives. 

Despite this, organic fruit remains of significant interest to consumers in Germany. This is 

attributed to different factors that underscore the continued appeal and perceived value of 

organic produce. Often associated with higher quality, superior taste and nutritional benefits 

compared to standard varieties, consumers who prioritise health and wellness are expected to 

remain willing to pay a premium for organic fruits. 

 

Sustainable concerns and regionality goals expected to favour fruits 

Sustainability and regional produce are projected to influence fruit consumption in Germany 

over the forecast period. Heightened awareness among consumers regarding the environmental 

impact of food production, combined with a desire to support regional economies and local 

growers, is behind this shift. 

Local consumers increasingly seek fruits that are cultivated using eco-conscious methods, 

from organic production to biodiversity preservation. These are approaches that prioritise 

ecosystem health and reduce reliance on artificial and environmentally aggressive methods, 

which inspire rejection as consumers have greater access to information about food production 

and the potential impacts on their health and the nature. Furthermore, the notion of regional 

sourcing is expected to further play a very interesting role in shaping purchasing decisions when 

choosing fruits. Perceived as fresher and more flavoursome as they are harvested at optimal 

ripeness and travel shorter distances, local fruits will be a source of growth for the category in 

the future. 

 

Summary 4 Major Processors of Fruits 2023 

Company name Product type Rank 

Cobana Fruchtring GmbH & 

Co KG 

Fruits and vegetables 1 

Edeka Fruchtkontor BV Fruits, vegetables and flowers 2 

Greenyard Fresh Germany 

GmbH 

Fruits and vegetables 3 

Source: Euromonitor International from company reports, company research, trade press, trade sources 

 

 

 

CATEGORY DATA 
 

Table 41 Total Sales of Fruits by Category: Total Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Fruits 4,483.9 4,495.9 4,529.5 4,448.2 4,575.7 4,575.2 
Apples 1,210.7 1,168.8 1,204.8 1,185.4 1,252.8 1,245.4 
Banana 907.5 915.0 907.2 895.7 914.4 917.8 
Cherries 76.0 77.4 72.3 73.4 78.4 78.9 
Cranberries/Blueberries 22.8 24.2 24.6 24.0 24.6 24.7 
Grapefruit/Pomelo 36.8 35.3 34.1 33.9 34.6 34.7 
Grapes 214.5 216.7 243.0 222.7 220.3 213.1 
Kiwi Fruit 105.2 107.0 106.0 105.6 107.3 107.3 
Lemon and Limes 132.7 136.1 136.1 134.9 136.9 137.0 

 
 

 
Content removed from sample 

 

 
 

 
 
 
 

Content removed from sample 
 

 

 

Data removed from sample 

 

 

 

 

Data removed from sample 

 



F R E S H  F O O D  I N  G E R M A N Y  P a s s p o r t  22 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Oranges, Tangerines and 467.5 475.8 480.6 473.2 479.2 480.8 
    Mandarins       
Peaches/Nectarines 216.9 221.3 220.7 212.1 219.6 222.2 
Pears/Quinces 140.3 140.6 140.0 137.5 139.6 139.8 
Pineapple 77.6 79.6 78.8 78.8 79.4 78.7 
Plums/Sloes 67.3 66.5 67.6 66.9 70.7 70.5 
Strawberries 175.5 179.9 178.6 171.7 165.6 166.7 
Other Fruits 632.7 651.8 635.2 632.5 652.1 657.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 42 Total Sales of Fruits by Category: % Total Volume Growth 2018-2023 

 

% total volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Fruits 0.0 0.4 2.0 
Apples -0.6 0.6 2.9 
Banana 0.4 0.2 1.1 
Cherries 0.6 0.7 3.8 
Cranberries/Blueberries 0.2 1.7 8.5 
Grapefruit/Pomelo 0.2 -1.2 -5.9 
Grapes -3.2 -0.1 -0.6 
Kiwi Fruit 0.0 0.4 2.1 
Lemon and Limes 0.1 0.6 3.2 
Oranges, Tangerines and Mandarins 0.3 0.6 2.8 
Peaches/Nectarines 1.2 0.5 2.4 
Pears/Quinces 0.2 -0.1 -0.3 
Pineapple -0.9 0.3 1.4 
Plums/Sloes -0.3 0.9 4.6 
Strawberries 0.7 -1.0 -5.0 
Other Fruits 0.9 0.8 3.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 43 Retail Sales of Fruits by Category: Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Fruits 3,845.3 3,844.2 4,041.2 3,946.7 3,974.3 3,950.5 
Apples 1,073.2 1,026.7 1,098.5 1,076.8 1,126.5 1,113.1 
Banana 776.3 783.3 809.3 795.4 792.2 790.7 
Cherries 63.1 64.1 62.8 63.6 66.8 66.6 
Cranberries/Blueberries 19.1 20.2 21.6 21.0 20.9 20.9 
Grapefruit/Pomelo 31.6 30.1 30.3 30.1 29.9 29.6 
Grapes 175.1 177.2 216.2 194.6 183.8 175.5 
Kiwi Fruit 88.8 90.3 93.6 92.7 91.6 91.3 
Lemon and Limes 111.1 113.9 119.0 117.2 115.9 115.4 
Oranges, Tangerines and 394.2 400.5 423.3 414.0 408.2 407.4 
    Mandarins       
Peaches/Nectarines 182.0 185.3 192.1 182.5 185.2 186.5 
Pears/Quinces 120.0 120.1 124.5 121.8 120.6 120.2 
Pineapple 65.0 66.4 67.9 67.6 66.7 65.2 
Plums/Sloes 63.2 62.6 64.6 63.9 68.0 67.8 
Strawberries 149.2 153.6 156.7 149.5 140.5 140.6 
Other Fruits 533.4 549.9 560.8 555.9 557.5 559.8 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 44 Retail Sales of Fruits by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Fruits -0.6 0.5 2.7 
Apples -1.2 0.7 3.7 
Banana -0.2 0.4 1.8 
Cherries -0.3 1.1 5.7 
Cranberries/Blueberries 0.1 1.8 9.3 
Grapefruit/Pomelo -0.9 -1.3 -6.3 
Grapes -4.5 0.0 0.2 
Kiwi Fruit -0.3 0.6 2.8 
Lemon and Limes -0.4 0.8 3.9 
Oranges, Tangerines and Mandarins -0.2 0.7 3.3 
Peaches/Nectarines 0.7 0.5 2.4 
Pears/Quinces -0.3 0.0 0.2 
Pineapple -2.2 0.1 0.3 
Plums/Sloes -0.3 1.4 7.3 
Strawberries 0.1 -1.2 -5.7 
Other Fruits 0.4 1.0 4.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 45 Retail Sales of Fruits by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Fruits 16,179.7 16,829.6 17,386.3 17,305.2 17,987.7 18,943.1 
Apples 2,072.9 2,066.7 2,230.8 2,216.5 2,330.7 2,293.9 
Banana 1,040.3 1,101.3 1,113.4 1,100.1 1,154.7 1,287.3 
Cherries 481.1 501.3 498.5 499.5 518.2 541.2 
Cranberries/Blueberries 242.1 252.1 268.1 278.0 278.2 295.4 
Grapefruit/Pomelo 60.9 62.4 63.4 62.1 63.1 67.8 
Grapes 642.8 660.3 739.6 669.3 668.9 667.9 
Kiwi Fruit 375.7 391.3 410.0 402.6 426.6 441.1 
Lemon and Limes 620.0 640.1 665.4 652.2 673.3 718.5 
Oranges, Tangerines and 891.0 976.4 1,028.1 1,017.2 1,052.8 1,173.9 
    Mandarins       
Peaches/Nectarines 453.3 478.3 501.4 469.2 491.2 529.1 
Pears/Quinces 358.7 370.4 380.4 383.7 398.1 425.1 
Pineapple 109.2 117.1 122.5 120.0 123.5 131.3 
Plums/Sloes 337.9 337.4 343.9 344.2 366.3 397.8 
Strawberries 583.3 631.4 640.7 650.3 641.8 662.6 
Other Fruits 7,910.6 8,242.9 8,380.0 8,440.5 8,800.4 9,310.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 46 Retail Sales of Fruits by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
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Fruits 5.3 3.2 17.1 
Apples -1.6 2.0 10.7 
Banana 11.5 4.4 23.7 
Cherries 4.4 2.4 12.5 
Cranberries/Blueberries 6.2 4.1 22.0 
Grapefruit/Pomelo 7.5 2.1 11.2 
Grapes -0.2 0.8 3.9 
Kiwi Fruit 3.4 3.3 17.4 
Lemon and Limes 6.7 3.0 15.9 
Oranges, Tangerines and Mandarins 11.5 5.7 31.8 
Peaches/Nectarines 7.7 3.1 16.7 
Pears/Quinces 6.8 3.5 18.5 
Pineapple 6.3 3.7 20.2 
Plums/Sloes 8.6 3.3 17.7 
Strawberries 3.2 2.6 13.6 
Other Fruits 5.8 3.3 17.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 47 Retail Sales of Fruits by Packaged vs Unpackaged: % Volume 2018-2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Packaged 56.0 56.0 56.5 56.4 56.3 56.1 
Unpackaged 44.0 44.0 43.5 43.6 43.7 43.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 48 Forecast Total Sales of Fruits by Category: Total Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Fruits 4,575.2 4,617.6 4,658.3 4,696.5 4,733.9 4,772.1 
Apples 1,245.4 1,240.8 1,235.8 1,230.7 1,225.6 1,220.8 
Banana 917.8 931.9 945.5 958.3 970.7 983.0 
Cherries 78.9 77.5 76.1 74.6 72.8 71.4 
Cranberries/Blueberries 24.7 25.8 27.1 28.3 29.6 30.9 
Grapefruit/Pomelo 34.7 34.2 33.6 33.1 32.6 32.1 
Grapes 213.1 212.3 211.5 210.6 209.6 208.7 
Kiwi Fruit 107.3 109.2 111.0 112.9 114.8 116.6 
Lemon and Limes 137.0 139.6 142.1 144.4 146.7 149.0 
Oranges, Tangerines and 480.8 490.7 500.5 509.9 519.2 528.6 
    Mandarins       
Peaches/Nectarines 222.2 224.9 227.5 229.7 231.9 234.0 
Pears/Quinces 139.8 140.2 140.5 140.6 140.7 140.7 
Pineapple 78.7 77.6 76.5 75.4 74.3 73.2 
Plums/Sloes 70.5 69.0 67.6 66.3 65.0 63.7 
Strawberries 166.7 168.7 170.6 172.3 173.9 175.5 
Other Fruits 657.7 675.2 692.5 709.5 726.6 743.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

 

 

 

 

Data removed from sample 

 

Data removed from sample 

 

 

 

 

 

 

 

Data removed from sample 

 



F R E S H  F O O D  I N  G E R M A N Y  P a s s p o r t  25 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

 

Table 49 Forecast Total Sales of Fruits by Category: % Total Volume Growth 2023-2028 

 

% total volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Fruits 0.9 0.8 4.3 
Apples -0.4 -0.4 -2.0 
Banana 1.5 1.4 7.1 
Cherries -1.8 -2.0 -9.5 
Cranberries/Blueberries 4.6 4.6 25.1 
Grapefruit/Pomelo -1.5 -1.5 -7.4 
Grapes -0.4 -0.4 -2.1 
Kiwi Fruit 1.7 1.7 8.7 
Lemon and Limes 1.9 1.7 8.7 
Oranges, Tangerines and Mandarins 2.1 1.9 9.9 
Peaches/Nectarines 1.2 1.0 5.4 
Pears/Quinces 0.2 0.1 0.6 
Pineapple -1.4 -1.4 -7.0 
Plums/Sloes -2.0 -2.0 -9.6 
Strawberries 1.2 1.0 5.2 
Other Fruits 2.7 2.5 13.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 50 Forecast Retail Sales of Fruits by Category: Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Fruits 3,950.5 3,977.2 4,004.5 4,032.5 4,061.1 4,090.2 
Apples 1,113.1 1,106.5 1,100.0 1,094.1 1,088.5 1,083.2 
Banana 790.7 800.7 810.7 820.6 830.3 839.8 
Cherries 66.6 64.9 63.1 61.5 59.8 58.3 
Cranberries/Blueberries 20.9 21.8 22.7 23.7 24.7 25.8 
Grapefruit/Pomelo 29.6 29.0 28.4 27.9 27.3 26.8 
Grapes 175.5 173.9 172.4 170.9 169.5 168.2 
Kiwi Fruit 91.3 92.6 93.9 95.4 96.8 98.2 
Lemon and Limes 115.4 117.3 119.2 121.0 122.8 124.7 
Oranges, Tangerines and 407.4 415.5 423.6 431.8 440.1 448.4 
    Mandarins       
Peaches/Nectarines 186.5 188.4 190.3 192.0 193.8 195.5 
Pears/Quinces 120.2 120.1 119.9 119.7 119.4 119.1 
Pineapple 65.2 64.3 63.3 62.4 61.5 60.7 
Plums/Sloes 67.8 66.3 64.9 63.5 62.2 60.9 
Strawberries 140.6 141.9 143.2 144.5 145.8 147.0 
Other Fruits 559.8 574.2 588.8 603.6 618.5 633.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 51 Forecast Retail Sales of Fruits by Category: % Volume Growth 2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Fruits 0.7 0.7 3.5 
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Apples -0.6 -0.5 -2.7 
Banana 1.3 1.2 6.2 
Cherries -2.7 -2.6 -12.6 
Cranberries/Blueberries 4.1 4.3 23.3 
Grapefruit/Pomelo -2.0 -2.0 -9.5 
Grapes -0.9 -0.8 -4.2 
Kiwi Fruit 1.4 1.5 7.6 
Lemon and Limes 1.6 1.5 8.0 
Oranges, Tangerines and Mandarins 2.0 1.9 10.1 
Peaches/Nectarines 1.0 1.0 4.8 
Pears/Quinces -0.1 -0.2 -0.9 
Pineapple -1.5 -1.4 -6.9 
Plums/Sloes -2.2 -2.1 -10.1 
Strawberries 0.9 0.9 4.5 
Other Fruits 2.6 2.5 13.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 52 Forecast Retail Sales of Fruits by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Fruits 18,943.1 19,483.3 19,911.2 20,209.5 20,522.1 20,835.5 
Apples 2,293.9 2,415.6 2,421.9 2,401.7 2,383.0 2,365.2 
Banana 1,287.3 1,270.4 1,287.5 1,306.6 1,325.4 1,344.0 
Cherries 541.2 549.0 543.2 535.1 526.1 516.6 
Cranberries/Blueberries 295.4 316.5 332.9 345.2 358.1 371.9 
Grapefruit/Pomelo 67.8 66.8 66.3 65.8 65.1 64.4 
Grapes 667.9 667.1 666.5 665.2 663.0 660.3 
Kiwi Fruit 441.1 449.9 459.5 466.8 474.1 481.4 
Lemon and Limes 718.5 731.8 746.8 758.7 770.6 782.5 
Oranges, Tangerines and 1,173.9 1,169.1 1,191.2 1,213.2 1,234.7 1,256.0 
    Mandarins       
Peaches/Nectarines 529.1 539.4 552.0 561.5 570.5 579.0 
Pears/Quinces 425.1 424.7 428.1 430.9 433.0 434.8 
Pineapple 131.3 128.7 127.5 126.7 125.8 124.7 
Plums/Sloes 397.8 395.1 390.4 385.8 380.7 375.2 
Strawberries 662.6 681.7 698.8 710.8 721.9 732.6 
Other Fruits 9,310.3 9,677.7 9,998.6 10,235.5 10,490.0 10,746.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 53 Forecast Retail Sales of Fruits by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Fruits 2.9 1.9 10.0 
Apples 5.3 0.6 3.1 
Banana -1.3 0.9 4.4 
Cherries 1.5 -0.9 -4.5 
Cranberries/Blueberries 7.1 4.7 25.9 
Grapefruit/Pomelo -1.4 -1.0 -5.0 
Grapes -0.1 -0.2 -1.1 
Kiwi Fruit 2.0 1.8 9.2 
Lemon and Limes 1.9 1.7 8.9 
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Oranges, Tangerines and Mandarins -0.4 1.4 7.0 
Peaches/Nectarines 1.9 1.8 9.4 
Pears/Quinces -0.1 0.5 2.3 
Pineapple -2.0 -1.0 -5.0 
Plums/Sloes -0.7 -1.2 -5.7 
Strawberries 2.9 2.0 10.6 
Other Fruits 3.9 2.9 15.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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MEAT IN GERMANY - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Total volume sales decrease by 1% in 2023 to 2.8 million tonnes 

▪ Lamb, mutton and goat is the best performing category in 2023, with total volume sales rising 

by 0.2% to 40,000 tonnes 

▪ Total volume sales are set to fall at a CAGR of 1% over the forecast period to 2.8 million 

tonnes 

 

 

2023 DEVELOPMENTS 
 

Meat consumption continues to decline in 2023 

Retail demand for meat in Germany experienced another decline in 2023, influenced by 

several factors that reshaped dietary habits and consumer preferences, such as concerns about 

the health impacts associated with meat consumption, sustainability and animal welfare. Many 

consumers are opting to reduce their meat intake or adopt flexitarian, vegetarian or vegan diets. 

Greater access to information through websites and social media have made it easier and more 

common for consumers to make informed purchasing decisions. 

Medical studies highlighting the health risks associated with excessive meat consumption, 

such as heart disease, obesity and certain types of cancer, have been prompting individuals to 

re-evaluate their dietary choices. At the same time, there has been a shift towards plant-based 

protein sources, such as legumes, tofu and plant-based alternatives, which offer comparable 

taste and texture to traditional meat products. Furthermore, growing awareness of animal rights 

and ethical concerns surrounding factory farming practices are also influencing consumption 

patterns. 

 

Pork remains most popular meat in germany 

Despite evolving dietary trends and increasing awareness of health and environmental 

concerns in 2023, pork retained its prominent place on German dinner tables and menus, 

reflecting its status as a beloved and integral part of the country’s culinary heritage. With iconic 

dishes such as schnitzel or pork knuckle being beloved staples in the national culinary 

repertoire, pork holds a central place in traditional German cuisine. 

Furthermore, pork’s versatility and affordability make it a preferred choice for many 

consumers. Pork can be prepared in various ways, including grilling, roasting, frying and curing, 

offering a wide range of culinary possibilities to suit different tastes and preferences. Its 

relatively low cost compared to other types of meat makes it accessible to a broad segment of 

the population, including budget-conscious consumers. 

 

 

PROSPECTS AND OPPORTUNITIES 
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Further decline in meat consumption over forecast period with greater 
focus on quality over quantity 

Meat consumption in Germany is expected to continue its downward trajectory over the 

forecast period. Concerns over health, animal welfare and environmental sustainability have led 

many individuals to reduce their meat intake or explore alternative protein sources and this trend 

is only expected to grow in the future. This shift towards plant-centric diets aligns with broader 

health and wellness trends and reflects a desire for balanced and nutritious eating habits. 

In addition, Germans are placing a greater emphasis on quality over quantity when it comes 

to meat consumption. Instead of focusing solely on the quantity of meat consumed, they are 

prioritising the quality of the meat they purchase, seeking products that are not only ethically 

and sustainably produced but also of higher nutritional value. 

 

Ethical farming methods and meat production expected to shape 
demand 

The increasing role of ethical farming methods and sustainable ethical keeping is expected to 

reshape meat consumption in Germany. This shift reflects a broader trend towards conscious 

consumption and ethical considerations in food production. An example of this is the promotion 

by retailers of the “Haltungsform” scale which makes it easy for consumers to assess which 

degree of animal welfare corresponds to the meat they are buying. 

Concerns over factory farming practices, such as overcrowding, confinement and routine use 

of antibiotics, have prompted consumers to seek meat from farms that prioritise animal welfare. 

This has led to a greater interest in products labelled as free range, pasture-raised or organic, 

which signify higher standards of animal care and welfare. Although the higher price of this 

quality level of meat remains an obstacle to some consumers, the growth of the trend is poised 

to attract more diverse consumer profiles across channels. 

 

Summary 5 Major Processors of Meat 2023 

Company name Product type Rank 

Tönnies Lebensmittel Fresh and processed meat 1 

Vion Food Group Fresh and processed pork 

and beef 

2 

Westfleisch SCE Fresh and processed meat, 

pet food 

3 

Source: Euromonitor International from company reports, company research, trade press, trade sources 

 

 

 

CATEGORY DATA 
 

Table 54 Total Sales of Meat by Category: Total Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Meat 3,134.0 3,133.4 3,061.9 3,032.8 2,879.1 2,846.2 
Beef and Veal 487.8 483.0 478.9 476.5 456.7 450.1 
Lamb, Mutton and Goat 38.4 39.6 38.6 39.1 39.8 39.9 
Pork 1,897.6 1,879.4 1,815.4 1,779.7 1,640.8 1,624.5 
Poultry 667.1 689.5 688.5 697.5 701.2 691.3 
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Other Meat 43.1 41.9 40.5 40.0 40.6 40.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 55 Total Sales of Meat by Category: % Total Volume Growth 2018-2023 

 

% total volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Meat -1.1 -1.9 -9.2 
Beef and Veal -1.5 -1.6 -7.7 
Lamb, Mutton and Goat 0.2 0.8 3.8 
Pork -1.0 -3.1 -14.4 
Poultry -1.4 0.7 3.6 
Other Meat -0.5 -1.3 -6.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 56 Retail Sales of Meat by Category: Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Meat 2,689.9 2,682.6 2,733.0 2,695.5 2,490.9 2,440.0 
Beef and Veal 416.8 412.0 425.3 421.5 390.3 381.1 
Lamb, Mutton and Goat 33.1 34.2 34.4 34.8 34.6 34.6 
Pork 1,632.1 1,611.2 1,620.9 1,580.9 1,422.8 1,395.2 
Poultry 571.3 589.6 616.2 622.6 608.1 594.7 
Other Meat 36.6 35.6 36.2 35.7 35.0 34.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 57 Retail Sales of Meat by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Meat -2.0 -1.9 -9.3 
Beef and Veal -2.4 -1.8 -8.6 
Lamb, Mutton and Goat -0.3 0.9 4.4 
Pork -1.9 -3.1 -14.5 
Poultry -2.2 0.8 4.1 
Other Meat -1.4 -1.2 -5.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 58 Retail Sales of Meat by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Meat 24,316.8 25,043.7 25,512.4 25,813.0 27,809.6 29,165.3 
Beef and Veal 5,581.0 5,639.2 5,781.5 5,896.5 6,503.3 6,656.1 
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Lamb, Mutton and Goat 777.5 802.5 815.7 856.3 984.0 1,066.5 
Pork 14,950.0 15,538.9 15,726.9 15,740.8 16,461.6 17,267.1 
Poultry 2,296.6 2,370.4 2,483.9 2,617.6 3,142.7 3,393.9 
Other Meat 711.6 692.8 704.5 701.8 718.0 781.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 59 Retail Sales of Meat by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Meat 4.9 3.7 19.9 
Beef and Veal 2.3 3.6 19.3 
Lamb, Mutton and Goat 8.4 6.5 37.2 
Pork 4.9 2.9 15.5 
Poultry 8.0 8.1 47.8 
Other Meat 8.9 1.9 9.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 60 Retail Sales of Meat by Packaged vs Unpackaged: % Volume 2018-2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Packaged 68.1 68.2 69.5 69.2 69.3 69.4 
Unpackaged 31.9 31.8 30.5 30.8 30.7 30.5 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 61 Forecast Sales of Meat by Category: Total Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Meat 2,846.2 2,831.4 2,815.6 2,798.7 2,781.8 2,766.7 
Beef and Veal 450.1 448.6 446.8 444.5 441.8 439.1 
Lamb, Mutton and Goat 39.9 40.7 41.6 42.4 43.2 44.1 
Pork 1,624.5 1,600.8 1,576.9 1,552.8 1,529.2 1,507.5 
Poultry 691.3 701.9 712.2 721.9 731.5 741.1 
Other Meat 40.4 39.3 38.2 37.1 36.0 35.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 62 Forecast Sales of Meat by Category: % Total Volume Growth 2023-2028 

 

% total volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Meat -0.5 -0.6 -2.8 
Beef and Veal -0.3 -0.5 -2.4 
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Lamb, Mutton and Goat 2.2 2.0 10.5 
Pork -1.5 -1.5 -7.2 
Poultry 1.5 1.4 7.2 
Other Meat -2.8 -2.9 -13.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 63 Forecast Retail Sales of Meat by Category: Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Meat 2,440.0 2,421.1 2,402.9 2,385.9 2,369.5 2,354.9 
Beef and Veal 381.1 378.8 376.4 373.9 371.2 368.4 
Lamb, Mutton and Goat 34.6 35.3 36.1 36.9 37.7 38.5 
Pork 1,395.2 1,369.8 1,345.1 1,321.6 1,298.8 1,277.9 
Poultry 594.7 604.0 613.2 622.5 631.9 641.1 
Other Meat 34.5 33.3 32.1 31.0 29.9 28.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 64 Forecast Retail Sales of Meat by Category: % Volume Growth 2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Meat -0.8 -0.7 -3.5 
Beef and Veal -0.6 -0.7 -3.3 
Lamb, Mutton and Goat 2.3 2.2 11.6 
Pork -1.8 -1.7 -8.4 
Poultry 1.6 1.5 7.8 
Other Meat -3.6 -3.5 -16.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 65 Forecast Retail Sales of Meat by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Meat 29,165.3 27,074.5 26,668.7 26,610.9 26,519.6 26,406.1 
Beef and Veal 6,656.1 6,221.6 6,152.8 6,156.4 6,152.7 6,143.7 
Lamb, Mutton and Goat 1,066.5 1,025.6 1,041.0 1,063.6 1,087.1 1,111.5 
Pork 17,267.1 16,005.6 15,686.8 15,575.0 15,434.8 15,274.7 
Poultry 3,393.9 3,078.5 3,071.0 3,117.1 3,165.3 3,215.6 
Other Meat 781.7 743.1 717.2 698.8 679.8 660.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 66 Forecast Retail Sales of Meat by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
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Meat -7.2 -2.0 -9.5 
Beef and Veal -6.5 -1.6 -7.7 
Lamb, Mutton and Goat -3.8 0.8 4.2 
Pork -7.3 -2.4 -11.5 
Poultry -9.3 -1.1 -5.3 
Other Meat -4.9 -3.3 -15.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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NUTS IN GERMANY - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Total volume sales rise by 0.1% in 2023 to 97,000 tonnes 

▪ Coconuts is the best performing category in 2023, with total volume sales rising by 2% to 

2,000 tonnes 

▪ Total volume sales are set to grow at a CAGR of 2% over the forecast period to 108,000 

tonnes 

 

 

2023 DEVELOPMENTS 
 

Inflation poses challenges for nut availability and affordability 

Nuts in Germany, usually seen as a healthy and appetising snack, became increasingly 

expensive in 2023 because of rising inflation. This has impacted consumers’ food choices and 

how they spend their money. Since nuts are often considered a treat, higher prices mean that 

some consumers, especially those on lower incomes, cannot afford to purchase them regularly, 

or at all. If nut prices continue to rise, it would make it more difficult for consumers to set aside 

money in their budgets for these popular snacks. 

The problems caused by inflation go beyond just higher prices. The availability and different 

kinds of nuts are also being impacted by these economic changes. Rising prices can impact the 

entire process, from growing and preparing nuts to distribution. When nut producers and 

retailers are forced to address higher costs, they often adjust their prices to end customers or 

even the types of nuts they offer. This could mean that there are fewer choices in stores or 

foodservice outlets. 

 

Peanuts remain most popular nut type in germany 

In 2023, peanuts remained the most popular choice of nut in Germany, outselling almonds 

and hazelnuts in terms of total sales volumes. Germans appreciate peanuts as they are 

considered easy to eat and they do not usually need further preparation before consumption. 

They are often consumed as snacks, used for cooking, or even for making peanut butter and 

spreads. They have also gained a strong following among vegetarians and vegans in the 

country as an alternative protein source to animal products. 

This trend has some important implications. Peanuts are affordable compared to other types 

of nuts, making them popular among consumers searching for a healthy and budget-friendly 

snack or ingredient. They are also readily available to purchase, from supermarkets to small 

local grocers. Furthermore, the perception that these nuts are a healthy choice alongside the 

popularity of certain Asian cuisine such as Vietnamese and Thai in Germany, have also 

contributed to demand for peanuts, despite a marginal retail volume decline in 2023. 

 

 

PROSPECTS AND OPPORTUNITIES 
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Health trends will drive greater nut consumption over forecast period 

Health trends are expected to continue encouraging some consumers in Germany to 

purchase nuts over the forecast period. Nuts are known to have many health benefits, which will 

appeal to those who care about staying healthy and could lead to them demanding more of 

these perceived nutritious snacks. 

One important property connected to nuts is heart health. Nuts such as almonds, walnuts, and 

pistachios contain good fats such as omega-3, which have been found to lower the risk of heart 

disease by reducing bad cholesterol. Since heart disease is still a common health problem in 

Germany, an increasing number of consumers might consider regularly including nuts in their 

diets to support their heart health. Another health reason is managing weight. Although nuts are 

considered high in calories, they can leave consumers feeling satiated, which can ultimately 

help them control their weight by feeling fuller for longer. 

 

Climate change accelerates nut farming in germany 

Rising temperatures due to climate change are making it easier for farmers in Germany to 

grow nuts, and many have already started planting. As a result, nut prices are expected to 

gradually ease over the forecast period (at constant 2023 prices), and there will likely be more 

nuts available, particularly walnuts, which are being widely tested in various regions. 

Increased nut production, with the potential to lower prices, will likely lead to greater 

consumption. This shift towards more affordable nuts produced locally can help create a more 

efficient supply chain, ultimately reducing the carbon footprint associated with nut manufacturing 

and distribution. 

 

Summary 6 Major Processors of Nuts 2023 

Company name Product type Rank 

Felix GmbH & Co KG 

(Intersnack Group)  

Nuts and nut products 1 

Seeberger GmbH & Co KG  Nuts, dried fruits, coffee 2 

Max Kiene GmbH  Nuts and nut products 3 

Source: Euromonitor International from company reports, company research, trade press, trade sources 

 

 

 

CATEGORY DATA 
 

Table 67 Total Sales of Nuts by Category: Total Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Nuts 95.2 98.4 93.2 94.6 97.1 97.2 
Almonds 16.7 18.0 17.3 17.6 18.1 17.9 
Coconuts 2.1 2.3 2.2 2.2 2.3 2.3 
Peanuts (Groundnuts) 29.4 30.3 29.0 28.8 29.7 29.8 
Pistachio 3.4 3.6 3.4 3.4 3.5 3.5 
Walnuts 13.6 13.9 13.2 13.4 13.7 13.8 
Other Nuts 29.8 30.3 28.2 29.2 29.9 29.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 68 Total Sales of Nuts by Category: % Total Volume Growth 2018-2023 

 

% total volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Nuts 0.1 0.4 2.2 
Almonds -0.8 1.4 7.1 
Coconuts 1.8 1.4 6.9 
Peanuts (Groundnuts) 0.4 0.3 1.3 
Pistachio 1.2 0.9 4.5 
Walnuts 0.6 0.2 1.1 
Other Nuts -0.1 0.0 0.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 69 Retail Sales of Nuts by Category: Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Nuts 57.6 59.5 63.3 63.9 61.4 60.1 
Almonds 10.2 11.2 12.3 12.4 11.8 11.4 
Coconuts 1.3 1.4 1.4 1.5 1.4 1.4 
Peanuts (Groundnuts) 17.7 18.1 19.4 19.0 18.4 18.0 
Pistachio 2.1 2.2 2.3 2.3 2.2 2.2 
Walnuts 8.4 8.5 8.9 9.0 8.7 8.7 
Other Nuts 17.9 18.2 19.0 19.7 18.8 18.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 70 Retail Sales of Nuts by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Nuts -2.1 0.9 4.4 
Almonds -3.5 2.2 11.6 
Coconuts 0.7 1.9 10.1 
Peanuts (Groundnuts) -2.0 0.4 1.9 
Pistachio -1.0 1.3 6.6 
Walnuts -0.7 0.7 3.4 
Other Nuts -2.1 0.5 2.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 71 Retail Sales of Nuts by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Nuts 561.4 590.7 625.9 640.9 645.4 699.2 
Almonds 147.1 163.2 183.0 187.3 175.7 183.1 
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Coconuts 10.5 11.2 11.7 12.2 11.5 12.6 
Peanuts (Groundnuts) 100.4 101.4 104.8 103.7 108.2 119.9 
Pistachio 32.0 34.0 34.7 34.3 36.5 40.8 
Walnuts 79.2 81.1 84.3 86.4 90.3 99.3 
Other Nuts 192.1 199.8 207.5 217.0 223.3 243.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 72 Retail Sales of Nuts by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Nuts 8.3 4.5 24.6 
Almonds 4.2 4.5 24.4 
Coconuts 9.7 3.8 20.7 
Peanuts (Groundnuts) 10.8 3.6 19.5 
Pistachio 11.9 5.0 27.4 
Walnuts 10.0 4.6 25.3 
Other Nuts 9.1 4.9 26.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 73 Retail Sales of Nuts by Packaged vs Unpackaged: % Volume 2018-2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Packaged 80.0 80.0 81.0 80.0 80.2 80.1 
Unpackaged 20.0 20.0 19.0 20.0 19.8 19.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 74 Forecast Total Sales of Nuts by Category: Total Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Nuts 97.2 99.5 101.7 103.8 105.8 108.0 
Almonds 17.9 18.5 19.1 19.7 20.3 20.9 
Coconuts 2.3 2.3 2.4 2.4 2.5 2.5 
Peanuts (Groundnuts) 29.8 30.4 30.9 31.3 31.7 32.1 
Pistachio 3.5 3.7 3.8 3.9 4.1 4.2 
Walnuts 13.8 14.1 14.4 14.7 15.1 15.4 
Other Nuts 29.8 30.5 31.1 31.7 32.3 32.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 75 Forecast Total Sales of Nuts by Category: % Total Volume Growth 2023-2028 

 

% total volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
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Nuts 2.4 2.1 11.1 
Almonds 3.4 3.1 16.5 
Coconuts 1.8 1.8 9.2 
Peanuts (Groundnuts) 1.9 1.5 7.7 
Pistachio 4.0 3.5 18.6 
Walnuts 2.1 2.3 11.9 
Other Nuts 2.2 2.0 10.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 76 Forecast Retail Sales of Nuts by Category: Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Nuts 60.1 61.2 62.4 63.6 64.9 66.2 
Almonds 11.4 11.8 12.2 12.6 13.1 13.5 
Coconuts 1.4 1.4 1.5 1.5 1.5 1.6 
Peanuts (Groundnuts) 18.0 18.2 18.4 18.5 18.6 18.8 
Pistachio 2.2 2.3 2.3 2.4 2.4 2.4 
Walnuts 8.7 8.7 8.9 9.1 9.3 9.5 
Other Nuts 18.4 18.8 19.2 19.6 20.0 20.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 77 Forecast Retail Sales of Nuts by Category: % Volume Growth 2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Nuts 1.9 2.0 10.2 
Almonds 3.4 3.4 18.4 
Coconuts 1.5 1.8 9.6 
Peanuts (Groundnuts) 0.9 0.8 4.3 
Pistachio 2.3 2.0 10.4 
Walnuts 1.1 1.9 10.1 
Other Nuts 2.2 2.1 10.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 78 Forecast Retail Sales of Nuts by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Nuts 699.2 699.9 715.3 729.9 745.5 761.9 
Almonds 183.1 194.4 202.9 209.0 215.4 222.1 
Coconuts 12.6 13.1 13.5 13.7 14.0 14.3 
Peanuts (Groundnuts) 119.9 115.7 115.9 116.7 117.6 118.6 
Pistachio 40.8 39.9 40.5 41.2 41.8 42.5 
Walnuts 99.3 97.1 98.2 99.9 102.0 104.3 
Other Nuts 243.5 239.8 244.4 249.5 254.7 260.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 79 Forecast Retail Sales of Nuts by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Nuts 0.1 1.7 9.0 
Almonds 6.1 3.9 21.3 
Coconuts 3.8 2.5 13.1 
Peanuts (Groundnuts) -3.6 -0.2 -1.1 
Pistachio -2.3 0.8 4.1 
Walnuts -2.1 1.0 5.1 
Other Nuts -1.5 1.3 6.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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PULSES IN GERMANY - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Total volume sales grow by 0.1% in 2023 to 57,000 tonnes 

▪ Other pulses is the best performing category in 2023, with total volume sales increasing by 

1% to 20,000 tonnes 

▪ Total volume sales are set to rise at a CAGR of 1% over the forecast period to 61,000 tonnes 

 

 

2023 DEVELOPMENTS 
 

Peas remain one of the most popular pulses for germans 

In 2023, peas generally remained popular in Germany because they are deemed easy to use, 

have a mild taste, and are budget-friendly, which matters when prices are rising. Germans tend 

to eat peas in salads during the summer and in soups and stews in the colder months, so they 

enjoy consumption throughout the year in different ways. 

This means that peas remaining popular is important because they are affordable and can be 

used in many dishes. Consumers who watch their spending will continue to purchase peas, 

especially as they are a staple in German cooking. It also means that peas need to be available 

in stores to address consistent demand. 

 

Beans are gaining popularity in foodservice and institutions 

Beans are often sold in a dry, uncooked state, and preparing them can be quite time-

consuming and effort-intensive. This has led to a decline in their popularity through retail, as an 

increasing number of consumers prefer dining out rather than spending extended periods 

cooking beans at home. Consequently, beans have witnessed a surge in demand within 

foodservice, enabling consumers to enjoy the convenience of beans used in restaurant meals. 

Beans are also used in institutional settings. They offer a cost-effective source of protein and 

are rich in dietary fibre, making them a healthy choice. This has led to beans being increasingly 

incorporated into various dishes as a nutritious dietary option. While peas have gained ground in 

home kitchens, beans offer further potential in institutional and restaurant settings as a budget-

friendly and healthy ingredient. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Germany explores global flavours and culinary diversity 

An increasing number of Germans are discovering new types of food from around the world. 

They are exploring global dishes at restaurants and when cooking at home. For example, 

Middle Eastern and Indian cuisines have become popular, driving up in an interest in chickpeas 

used in dishes such as falafel and curry. Mexican food is also gaining popularity, boosting the 

demand for beans in burritos, chili, and other dishes. 
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This trend is driven by Germany's increasing diversity due to immigration and increasing 

exposure on social media, and this trend is expected to continue. As consumers in Germany 

become more open to trying different foods, pulses such as chickpeas and beans are gaining 

greater attention. With Germany continuing to embrace a more multicultural society, exploring 

diverse and flavourful pulse-based dishes is likely to gain momentum. 

 

Protein crop strategy aims to enhance local production 

There is a plan to grow more legumes and pulses such as beans and peas in Germany and 

the EU in general. These products are mostly imported, but they continue to gain popularity as 

an alternative to meat protein, and are also considered better for the environment. Agriculture is 

facing new challenges because of climate change and consumers’ changing food needs. 

The Protein Crop Strategy (EPS) is a plan by Germany's Ministry of Agriculture to grow more 

legumes in the country. This will lead to the greater supply of local protein sources, and help 

protect the environment, fight climate change, and to keep the soil healthy. At the end of the 

review period, most of the plant-based protein such as pulses was imported from markets such 

as Argentina, Brazil, and the US. 

 

Summary 7 Major Processors of Pulses 2023 

Company name Product type Rank 

Müller's Mühle GmbH Pulses 1 

Bohlsener Mühle GmbH & Co 

KG 

Organic corn, baked goods, 

pulses and other food 

products 

2 

Rickmers Reismühle GmbH Pulses 3 

Source: Euromonitor International from company reports, company research, trade press, trade sources 

 

 

 

CATEGORY DATA 
 

Table 80 Total Sales of Pulses by Category: Total Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Pulses 56.6 55.5 53.7 53.5 57.4 57.5 
Beans 18.4 17.0 17.2 16.8 18.1 17.9 
Peas 18.8 18.8 18.0 18.2 19.5 19.5 
Other Pulses 19.5 19.7 18.5 18.4 19.8 20.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 81 Total Sales of Pulses by Category: % Total Volume Growth 2018-2023 

 

% total volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Pulses 0.1 0.3 1.5 
Beans -0.9 -0.5 -2.4 
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Peas 0.0 0.7 3.7 
Other Pulses 1.1 0.6 2.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 82 Retail Sales of Pulses by Category: Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Pulses 34.0 33.0 36.3 35.7 36.2 35.6 
Beans 11.0 9.8 11.6 11.1 11.3 11.0 
Peas 11.2 11.1 12.2 12.3 12.4 12.0 
Other Pulses 11.7 12.0 12.5 12.3 12.5 12.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 83 Retail Sales of Pulses by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Pulses -1.8 0.9 4.7 
Beans -2.8 0.0 0.0 
Peas -3.0 1.3 6.6 
Other Pulses 0.3 1.4 7.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 84 Retail Sales of Pulses by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Pulses 99.5 100.1 109.4 110.0 121.1 124.5 
Beans 35.0 32.9 38.4 37.6 43.7 44.4 
Peas 25.0 26.0 27.8 29.1 30.3 31.2 
Other Pulses 39.6 41.2 43.2 43.4 47.0 48.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 85 Retail Sales of Pulses by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Pulses 2.8 4.6 25.1 
Beans 1.5 4.9 26.8 
Peas 3.0 4.6 25.1 
Other Pulses 4.0 4.3 23.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 86 Retail Sales of Pulses by Packaged vs Unpackaged: % Volume 2018-2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Packaged 98.7 98.0 98.2 98.0 98.1 97.8 
Unpackaged 1.3 2.0 1.8 2.0 1.9 2.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 87 Forecast Total Sales of Pulses by Category: Total Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Pulses 57.5 58.3 59.0 59.7 60.5 61.3 
Beans 17.9 18.2 18.5 18.7 18.9 19.1 
Peas 19.5 19.8 20.1 20.3 20.5 20.8 
Other Pulses 20.0 20.3 20.5 20.8 21.1 21.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 88 Forecast Total Sales of Pulses by Category: % Total Volume Growth 2023-2028 

 

% total volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Pulses 1.4 1.3 6.7 
Beans 1.6 1.3 6.8 
Peas 1.6 1.2 6.4 
Other Pulses 1.1 1.3 6.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 89 Forecast Retail Sales of Pulses by Category: Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Pulses 35.6 35.9 36.2 36.6 36.9 37.3 
Beans 11.0 11.1 11.1 11.1 11.2 11.2 
Peas 12.0 12.1 12.2 12.3 12.4 12.5 
Other Pulses 12.6 12.8 13.0 13.2 13.4 13.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 90 Forecast Retail Sales of Pulses by Category: % Volume Growth 2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
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Pulses 0.9 0.9 4.8 
Beans 0.5 0.4 1.8 
Peas 0.6 0.8 3.9 
Other Pulses 1.6 1.6 8.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 91 Forecast Retail Sales of Pulses by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Pulses 124.5 125.1 127.4 129.4 131.1 132.9 
Beans 44.4 43.1 43.5 44.0 44.5 44.9 
Peas 31.2 31.8 32.5 33.1 33.6 34.1 
Other Pulses 48.9 50.2 51.3 52.2 53.0 53.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 92 Forecast Retail Sales of Pulses by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Pulses 0.5 1.3 6.7 
Beans -2.8 0.2 1.1 
Peas 1.8 1.8 9.2 
Other Pulses 2.6 2.0 10.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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STARCHY ROOTS IN GERMANY - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Total volume sales grow by 0.4% in 2023 to 1.9 million tonnes 

▪ Cassava is the best performing category in 2023, with total volume sales rising by 8% to 

0,000 tonnes 

▪ Total volume sales are set to fall at a CAGR of 0.3% over the forecast period to 1.8 million 

tonnes 

 

 

2023 DEVELOPMENTS 
 

Retail demand for starchy roots continues to decline in 2023 

Starchy root consumption in Germany experienced another year of decline in 2023, reflecting 

market dynamics and dietary trends affecting the category. The evolving dietary habits of 

consumers in Germany were one of the factors influencing this shift. As lifestyles become 

increasingly fast-paced and convenience-oriented, there is an evolution towards convenient, 

ready-to-eat meals and processed food options, which may not always include starchy roots as 

prominent ingredients. 

Consumers, particularly younger demographics, are increasingly drawn to alternative 

carbohydrates, such as rice, pasta and grains, which offer versatility and convenience in meal 

preparation. At the same time, while nutrient-rich and providing essential vitamins and fibre, they 

are also relatively high in carbohydrates and calories. As consumers seek to manage their 

weight or improve their dietary habits, they may opt for lower-carbohydrate alternatives or 

reduce their overall intake of starchy foods. 

 

Potato consumption decreases but maintains its status in germany 

While potato consumption through retail experienced a decline in 2023 due to dietary habits, 

potatoes remain a fundamental staple in German cuisine and culture, deeply ingrained in 

culinary traditions and cherished as a versatile and iconic ingredient. Potatoes hold a revered 

status in German cuisine, with a rich culinary heritage dating back centuries. 

From traditional dishes such as potato salad and potato pancakes among others, potatoes 

have been central to German cooking for generations. Despite their decline, potatoes remain 

deeply rooted in German culture and are celebrated for their nutritional value, affordability, and 

long shelf life, making them a practical choice for households of all income levels. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Further growth for sweet potatoes due to foodservice channel 

Despite being relatively new to German cuisine, sweet potatoes have gained popularity in 

recent years, offering a versatile and nutritious alternative to traditional starches. Sweet 

potatoes have become popular for their vibrant colour and sweet flavour, making them an 
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attractive choice for health-conscious individuals seeking nutrient-rich alternatives to white 

potatoes. 

The foodservice channel is expected to play a pivotal role in driving the growth of sweet 

potato consumption in Germany over the forecast period. Restaurants, cafés and catering 

establishments are increasingly featuring meals incorporating sweet potatoes, capitalising on 

consumer demand for diverse and flavourful dishes. Sweet potato fries, bowls or desserts are 

just a few examples of the enticing offering that can be found on menus across the country. 

 

Other roots to gain relevance as culinary cultures diversify 

There is significant potential for the growth of other roots beyond potatoes and sweet 

potatoes, as there are several lesser-known roots that offer unique flavours, textures and 

nutritional profiles, presenting opportunities for expansion in the local market. The increasing 

popularity of global cuisines is expected to be a driver relevant enough to push this category 

further. 

Yuca or cassava is a staple crop in many tropical regions, valued for its dense texture and 

mild, slightly sweet flavour. The growing popularity of Latin American cuisine in Germany could 

drive demand for yuca-based dishes in restaurants, food trucks and home kitchens, further 

contributing to its growth. Other roots such as taro, yam or lotus root could also find growth 

opportunities in Germany, particularly as consumers embrace more diverse and globally-

inspired recipes and diets. 

 

Summary 8 Major Processors of Starchy Roots 2023 

Company name Product type Rank 

Raiffeisen Waren-Zentrale 

Rhein-Main eG 

Agricultural goods, including 

potatoes 

1 

Hans Willi Böhmer 

Verpackung und Vertrieb 

GmbH & Co KG 

Potatoes and onions 2 

Agrata GmbH & Co KG Potatoes and onions 3 

Source: Euromonitor International from company reports, company research, trade press, trade sources 

 

 

 

CATEGORY DATA 
 

Table 93 Total Sales of Starchy Roots by Category: Total Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Starchy Roots 2,037.4 1,872.8 1,824.3 1,788.5 1,847.4 1,855.3 
Cassava 0.1 0.1 0.1 0.1 0.1 0.1 
Potatoes 2,023.4 1,858.0 1,809.5 1,773.8 1,831.8 1,839.7 
Sweet Potatoes 13.0 13.9 13.9 13.9 14.7 14.6 
Other Roots 0.8 0.8 0.8 0.8 0.8 0.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 94 Total Sales of Starchy Roots by Category: % Total Volume Growth 2018-2023 
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% total volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Starchy Roots 0.4 -1.9 -8.9 
Cassava 8.1 -1.6 -7.6 
Potatoes 0.4 -1.9 -9.1 
Sweet Potatoes -0.3 2.3 12.0 
Other Roots 2.2 0.6 3.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 95 Retail Sales of Starchy Roots by Category: Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Starchy Roots 1,119.4 1,007.6 1,100.9 1,053.1 1,021.3 999.5 
Cassava 0.1 0.1 0.1 0.1 0.1 0.1 
Potatoes 1,111.5 999.1 1,091.0 1,043.5 1,011.7 990.0 
Sweet Potatoes 7.4 8.0 9.3 9.1 9.0 9.0 
Other Roots 0.4 0.5 0.5 0.5 0.5 0.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 96 Retail Sales of Starchy Roots by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Starchy Roots -2.1 -2.2 -10.7 
Cassava 8.6 -1.8 -8.9 
Potatoes -2.1 -2.3 -10.9 
Sweet Potatoes -0.7 4.1 22.0 
Other Roots 0.6 1.0 4.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 97 Retail Sales of Starchy Roots by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Starchy Roots 991.4 1,080.6 1,133.0 1,095.0 1,213.8 1,427.4 
Cassava 0.2 0.2 0.2 0.2 0.2 0.2 
Potatoes 967.0 1,054.4 1,102.7 1,065.4 1,182.7 1,396.3 
Sweet Potatoes 23.3 25.1 29.0 28.4 29.8 29.8 
Other Roots 0.9 0.9 1.1 1.0 1.1 1.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 98 Retail Sales of Starchy Roots by Category: % Value Growth 2018-2023 
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% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Starchy Roots 17.6 7.6 44.0 
Cassava 22.2 4.7 25.6 
Potatoes 18.1 7.6 44.4 
Sweet Potatoes -0.3 5.0 27.6 
Other Roots 5.7 4.9 27.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 99 Retail Sales of Starchy Roots by Packaged vs Unpackaged: % Volume 2018-
2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Packaged 81.8 78.0 78.5 78.0 77.9 77.7 
Unpackaged 18.3 22.0 21.5 22.0 22.1 22.4 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 100 Forecast Total Sales of Starchy Roots by Category: Total Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Starchy Roots 1,855.3 1,854.9 1,850.9 1,842.3 1,832.8 1,823.6 
Cassava 0.1 0.1 0.1 0.1 0.1 0.1 
Potatoes 1,839.7 1,838.0 1,832.4 1,822.1 1,810.9 1,799.8 
Sweet Potatoes 14.6 16.0 17.5 19.1 20.9 22.8 
Other Roots 0.8 0.9 0.9 0.9 0.9 0.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 101 Forecast Total Sales of Starchy Roots by Category: % Total Volume Growth 
2023-2028 

 

% total volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Starchy Roots 0.0 -0.3 -1.7 
Cassava 1.7 1.4 7.1 
Potatoes -0.1 -0.4 -2.2 
Sweet Potatoes 9.5 9.3 55.8 
Other Roots 2.4 2.3 11.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 102 Forecast Retail Sales of Starchy Roots by Category: Volume 2023-2028 

 

'000 tonnes 
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 2023 2024 2025 2026 2027 2028 
 
Starchy Roots 999.5 991.9 984.8 978.2 972.1 966.6 
Cassava 0.1 0.1 0.1 0.1 0.1 0.1 
Potatoes 990.0 981.7 973.8 966.3 959.4 952.8 
Sweet Potatoes 9.0 9.7 10.5 11.3 12.2 13.1 
Other Roots 0.5 0.5 0.5 0.5 0.5 0.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 103 Forecast Retail Sales of Starchy Roots by Category: % Volume Growth 2023-
2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Starchy Roots -0.8 -0.7 -3.3 
Cassava 1.7 1.2 6.3 
Potatoes -0.8 -0.8 -3.8 
Sweet Potatoes 8.0 7.9 46.5 
Other Roots 2.1 2.0 10.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 104 Forecast Retail Sales of Starchy Roots by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Starchy Roots 1,427.4 1,258.7 1,256.3 1,276.7 1,292.7 1,305.5 
Cassava 0.2 0.2 0.2 0.2 0.2 0.2 
Potatoes 1,396.3 1,224.4 1,219.0 1,237.0 1,250.4 1,260.3 
Sweet Potatoes 29.8 33.0 35.9 38.3 40.9 43.7 
Other Roots 1.1 1.1 1.2 1.2 1.3 1.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 105 Forecast Retail Sales of Starchy Roots by Category: % Value Growth 2023-
2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Starchy Roots -11.8 -1.8 -8.5 
Cassava -4.5 -5.0 -22.7 
Potatoes -12.3 -2.0 -9.7 
Sweet Potatoes 11.0 8.0 47.0 
Other Roots 2.7 3.2 17.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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SUGAR AND SWEETENERS IN 
GERMANY - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Total volume sales increase by 2% in 2023 to 834,000 tonnes 

▪ Total volume sales are set to grow at a CAGR of 0.2% over the forecast period to 842,000 

tonnes 

 

 

2023 DEVELOPMENTS 
 

Following declines, retail demand for sugar stagnates in 2023 

In 2023, retail volume sales of sugar in Germany ceased their declining trajectory and 

stagnated. Since the at-home baking trend peaked in 2020 and supported category growth 

following previous declines, 2023 witnessed sugar consumption levels stabilising rather than 

expecting further development. 

While there is growing awareness of the health risks associated with excessive sugar intake, 

entrenched cultural and culinary traditions continue to influence consumer preferences. Sugar 

remains a staple ingredient in many traditional German recipes and baked goods, contributing to 

its continued presence in the market despite health concerns. 

 

Sweeteners diversify and gain share value from sugar as substitutes 

Sweeteners in Germany have undergone significant development in recent years. As sugar 

has been losing relevance as the primary sweetening agent, the category has diversified to 

include a wide range of alternative sweeteners catering for various dietary needs and 

preferences. These sweeteners offer a sugar-like taste without the calories, making them more 

attractive options for individuals looking to manage their weight or control their blood sugar 

levels. 

The growing demand for natural and low-calorie sweeteners has been a key driver of this 

development. As consumers become increasingly health-conscious and seek to reduce their 

sugar intake, there has been a surge in popularity for natural sweeteners such as stevia, 

erythrol or other fruit extracts. The rise of sugar substitutes also aligns with the growing trend in 

the food industry towards plant-based diets and clean label products. Consumers are drawn to 

sweeteners sourced from natural ingredients, considering them healthier alternatives to artificial 

sweeteners such as aspartame and saccharin. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Lifestyle and culinary habits to be an obstacle for sugar and sweeteners 

The expected development of culinary trends in Germany is not anticipated to lead a recovery 

of sugar over the forecast period, as consumers increasingly prioritise health-conscious choices 

and seek alternatives to traditional high-sugar products. Germans are becoming increasingly 

aware of their sugar intake and are therefore better informed to avoid the health risks associated 

with it. 
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Changing culinary preferences and cultural shifts towards lighter, more balanced meals 

further contribute to the decreased demand for sugary foods and beverages. Consumers are 

embracing a diverse range of flavours and ingredients, including natural sweetness from fruits, 

spices and alternative sweeteners in their cooking and meal choices. This shift away from overly 

sweet and indulgent foods signals a broader cultural shift towards moderation and wellness-

oriented lifestyles. 

 

Alternative sugars to shape consumption trends over the forecast period 

In Germany, the future development of alternative sugars is poised to play a significant role in 

shaping purchasing decisions between similar products, as consumers relinquish traditional 

white refined sugar in favour of more innovative options perceived as healthier and more 

sustainable. Alternatives, such as coconut or date sugar, are gaining traction as they are 

marketed as more natural and less processed. 

The availability of these natural sweeteners is expected to expand as consumers become 

increasingly aware of their benefits, and different distribution channels offer these products to 

adjust to changing demands. As other food products from baked goods to desserts also start to 

advertise the contents of these alternative products, consumer knowledge will broaden and 

Germans will become increasingly used to including them in their baskets. 

 

Summary 9 Major Processors of Sugar and Sweeteners 2023 

Company name Product type Rank 

Südzucker AG  Sugar 1 

Nordzucker AG  Sugar 2 

Pfeifer & Langen GmbH & Co 

KG  

Sugar 3 

Source: Euromonitor International from company reports, company research, trade press, trade sources 

 

 

 

CATEGORY DATA 
 

Table 106 Total Sales of Sugar and Sweeteners: Total Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Sugar and Sweeteners 868.4 857.5 794.0 787.8 818.6 833.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 107 Total Sales of Sugar and Sweeteners: % Total Volume Growth 2018-2023 

 

% total volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Sugar and Sweeteners 1.9 -0.8 -4.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 108 Retail Sales of Sugar and Sweeteners: Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Sugar and Sweeteners 531.9 526.4 533.1 522.5 520.2 520.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 109 Retail Sales of Sugar and Sweeteners: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Sugar and Sweeteners 0.1 -0.4 -2.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 110 Retail Sales of Sugar and Sweeteners: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Sugar and Sweeteners 718.1 753.5 776.4 773.2 869.9 974.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 111 Retail Sales of Sugar and Sweeteners: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Sugar and Sweeteners 12.0 6.3 35.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 112 Retail Sales of Sugar and Sweeteners by Packaged vs Unpackaged: % Volume 
2018-2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Packaged 100.0 100.0 100.0 100.0 100.0 100.0 
Unpackaged - - - - - - 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 113 Forecast Total Sales of Sugar and Sweeteners: Total Volume 2023-2028 
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'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Sugar and Sweeteners 833.9 838.4 841.4 842.3 842.4 842.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 114 Forecast Total Sales of Sugar and Sweeteners: % Total Volume Growth 2023-
2028 

 

% total volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Sugar and Sweeteners 0.5 0.2 1.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 115 Forecast Retail Sales of Sugar and Sweeteners: Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Sugar and Sweeteners 520.8 518.4 515.9 513.1 510.2 507.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 116 Forecast Retail Sales of Sugar and Sweeteners: % Volume Growth 2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Sugar and Sweeteners -0.5 -0.5 -2.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 117 Forecast Retail Sales of Sugar and Sweeteners: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Sugar and Sweeteners 974.4 968.7 929.3 935.3 939.5 942.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 118 Forecast Retail Sales of Sugar and Sweeteners: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Sugar and Sweeteners -0.6 -0.7 -3.3 

Data removed from sample 

 

Data removed from sample 

 

Data removed from sample 

 

Data removed from sample 

 

Data removed from sample 

 

Data removed from sample 

 



F R E S H  F O O D  I N  G E R M A N Y  P a s s p o r t  54 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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VEGETABLES IN GERMANY - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Total volume sales increase by 0.3% in 2023 to 4.6 million tonnes 

▪ Other vegetables is the best performing category in 2023, with total volume sales increasing 

by 1% to 3.2 million tonnes 

▪ Total volume sales are set to grow at a CAGR of 1% over the forecast period to 4.8 million 

tonnes 

 

 

2023 DEVELOPMENTS 
 

Retail volumes of vegetables marginally decline in 2023 

Marking a notable shift in consumption patterns, retail demand for vegetables in Germany 

declined in 2023. Ongoing economic challenges and inflationary pressures remained an 

obstacle for many consumers when it came to purchasing fresh produce at the same levels than 

before the price increases. In such circumstances, Germans may have opted for more 

affordable food options, potentially reducing their consumption of fresh vegetables, which are 

sometimes perceived as premium or discretionary items. 

In addition, changes in lifestyles and eating habits, exacerbated by the pandemic, also 

contributed to this decline. With disruptions to daily routines, remote work arrangements, and 

restrictions on dining out, consumers gravitated towards convenience foods or certain staples 

that offered longer shelf life and required less preparation; trends, now that some level of 

normality, including busy lifestyles, has resumed, remain relevant. 

 

The most consumed vegetables in germany remain stable 

Tomatoes and onions retained their positions as the most consumed vegetables in Germany 

in 2023, highlighting their enduring popularity among consumers. Tomatoes, renowned for their 

versatility, flavour and nutritional value, remained a staple in German households. Whether 

consumed fresh in salads and sandwiches or cooked in sauces and soups, tomatoes are valued 

for their ability to enhance a wide range of dishes. A favourite ingredient in many cuisines, their 

demand is consistent throughout the year and they benefit from availability. 

Onions also maintained their status as a top choice among consumers in Germany, 

appreciated for their pungent flavour, culinary versatility and long shelf life. Used as a 

foundational ingredient in countless recipes and culinary traditions, onions add depth and 

complexity to savoury dishes and are essential components of cuisines around the world. 

Whether sauteed, caramelised or raw, onions lend their distinctive flavour profile to soups, 

stews and salads, making them indispensable in home cooking and foodservice establishments 

alike. 

 

 

PROSPECTS AND OPPORTUNITIES 
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Organic vegetables set to regain consumers’ interest once inflation 
eases 

The consumption of organic vegetables declined in Germany towards the end of the review 

period, reflecting shifting consumer spending patterns and economic constraints amid 

inflationary pressures. Organic vegetables, which typically command a higher price compared to 

standard counterparts, witnessed a decrease in demand as consumers sought more budget-

friendly options to manage their household expenses. 

However, organic vegetables remain a persistent interest for consumers in Germany. They 

are often associated with superior quality, enhanced flavour and nutritional benefits compared to 

non-organic counterparts. As trusted as organic certification standards in Germany are, organic 

produce inspires consumer perceptions of a superior product worth paying marginally more for. 

 

Appeal of sustainability expected to be key for vegetables in germany 

Sustainability and regionality are expected to continue growing as prominent trends and are 

set to shape future vegetable consumption in Germany. The awareness and concern among 

consumers regarding the environmental impact of food production, as well as a desire to 

support local farmers and economies, is reflected in these trends. 

Consumers increasingly seek vegetables that are grown using environmentally-friendly 

methods beyond organic farming, such as regenerative agriculture and integrated pest 

management. These practices prioritise natural resource conservation and soil health, 

minimising the use of synthetic inputs. Additionally, regionality is playing a significant role in 

shaping consumer preferences when it comes to vegetables. There is a growing preference for 

domestic and seasonal vegetables, as consumers seek to support local famers and reduce the 

carbon footprint associated with food transportation. 

 

Summary 10 Major Processors of Vegetables 2023 

Company name Product type Rank 

Cobana Fruchtring GmbH & 

Co KG 

Fruits and vegetables 1 

Edeka Fruchtkontor BV Fruits, vegetables and flowers 2 

Greenyard Fresh Germany 

GmbH 

Fruits, vegetables, nuts and 

flowers 

3 

Source: Euromonitor International from company reports, company research, trade press, trade sources 

 

 

 

CATEGORY DATA 
 

Table 119 Total Sales of Vegetables by Category: Total Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Vegetables 4,540.4 4,580.6 4,796.4 4,485.3 4,630.6 4,644.9 
Cauliflowers and broccoli 103.1 105.0 105.1 103.2 109.2 109.7 
Maize 12.5 12.7 12.7 12.5 12.9 13.0 
Onion 506.5 499.4 539.4 511.4 553.3 550.9 
Tomatoes 717.0 723.0 738.2 728.7 737.1 731.9 
Other Vegetables 3,201.3 3,240.4 3,401.1 3,129.4 3,218.0 3,239.6 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 120 Total Sales of Vegetables by Category: % Total Volume Growth 2018-2023 

 

% total volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Vegetables 0.3 0.5 2.3 
Cauliflowers and broccoli 0.4 1.3 6.4 
Maize 0.6 0.7 3.8 
Onion -0.4 1.7 8.8 
Tomatoes -0.7 0.4 2.1 
Other Vegetables 0.7 0.2 1.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 121 Retail Sales of Vegetables by Category: Volume 2018-2023 

 

'000 tonnes 
 2018 2019 2020 2021 2022 2023 
 
Vegetables 3,828.3 3,863.2 4,272.1 3,946.4 3,978.9 3,971.0 
Cauliflowers and broccoli 86.7 87.5 92.6 90.3 94.1 94.0 
Maize 10.4 10.6 11.0 10.8 11.0 11.0 
Onion 425.5 420.8 483.9 454.9 486.3 481.3 
Tomatoes 598.6 604.5 648.1 636.5 634.0 625.4 
Other Vegetables 2,706.9 2,739.7 3,036.4 2,753.9 2,753.5 2,759.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 122 Retail Sales of Vegetables by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Vegetables -0.2 0.7 3.7 
Cauliflowers and broccoli -0.1 1.6 8.4 
Maize 0.2 1.1 5.7 
Onion -1.0 2.5 13.1 
Tomatoes -1.4 0.9 4.5 
Other Vegetables 0.2 0.4 1.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 123 Retail Sales of Vegetables by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Vegetables 8,841.0 9,770.4 10,781.8 10,302.6 11,723.0 13,034.6 
Cauliflowers and broccoli 121.4 125.4 133.2 131.6 145.8 177.4 
Maize 36.2 37.5 38.5 37.5 43.0 41.8 
Onion 421.3 457.9 525.7 498.9 579.4 847.3 
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Tomatoes 1,251.2 1,336.5 1,431.5 1,502.1 1,741.6 1,640.7 
Other Vegetables 7,011.0 7,813.0 8,652.9 8,132.5 9,213.2 10,327.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 124 Retail Sales of Vegetables by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Vegetables 11.2 8.1 47.4 
Cauliflowers and broccoli 21.7 7.9 46.1 
Maize -2.8 2.9 15.4 
Onion 46.2 15.0 101.1 
Tomatoes -5.8 5.6 31.1 
Other Vegetables 12.1 8.1 47.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 125 Retail Sales of Vegetables by Packaged vs Unpackaged: % Volume 2018-2023 

 

% retail volume 
 2018 2019 2020 2021 2022 2023 
 
Packaged 68.0 67.0 67.8 67.0 67.1 66.8 
Unpackaged 32.0 33.0 32.2 33.0 32.9 33.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 126 Forecast Total Sales of Vegetables by Category: Total Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Vegetables 4,644.9 4,683.2 4,718.2 4,748.4 4,776.8 4,804.0 
Cauliflowers and broccoli 109.7 110.5 111.2 111.8 112.3 112.8 
Maize 13.0 13.2 13.4 13.6 13.8 14.0 
Onion 550.9 545.9 540.6 534.8 528.9 522.9 
Tomatoes 731.9 739.9 747.4 754.2 760.6 767.0 
Other Vegetables 3,239.6 3,273.7 3,305.7 3,334.0 3,361.1 3,387.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 127 Forecast Total Sales of Vegetables by Category: % Total Volume Growth 2023-
2028 

 

% total volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Vegetables 0.8 0.7 3.4 
Cauliflowers and broccoli 0.7 0.6 2.9 
Maize 1.7 1.6 8.1 
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Onion -0.9 -1.0 -5.1 
Tomatoes 1.1 0.9 4.8 
Other Vegetables 1.1 0.9 4.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 128 Forecast Retail Sales of Vegetables by Category: Volume 2023-2028 

 

'000 tonnes 
 2023 2024 2025 2026 2027 2028 
 
Vegetables 3,971.0 3,993.5 4,015.7 4,036.7 4,056.8 4,076.1 
Cauliflowers and broccoli 94.0 94.5 94.9 95.3 95.6 95.9 
Maize 11.0 11.2 11.3 11.5 11.6 11.8 
Onion 481.3 474.8 468.4 461.8 455.2 448.5 
Tomatoes 625.4 630.1 634.7 639.2 643.4 647.5 
Other Vegetables 2,759.3 2,782.9 2,806.4 2,828.9 2,850.9 2,872.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 129 Forecast Retail Sales of Vegetables by Category: % Volume Growth 2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Vegetables 0.6 0.5 2.6 
Cauliflowers and broccoli 0.5 0.4 2.1 
Maize 1.4 1.3 6.9 
Onion -1.3 -1.4 -6.8 
Tomatoes 0.8 0.7 3.5 
Other Vegetables 0.9 0.8 4.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 130 Forecast Retail Sales of Vegetables by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Vegetables 13,034.6 12,241.4 12,281.0 12,441.0 12,589.7 12,730.9 
Cauliflowers and broccoli 177.4 163.9 162.9 164.2 165.3 166.3 
Maize 41.8 42.8 43.7 44.3 44.9 45.5 
Onion 847.3 650.4 620.3 619.2 616.7 613.4 
Tomatoes 1,640.7 1,653.9 1,678.7 1,698.6 1,717.4 1,735.4 
Other Vegetables 10,327.4 9,730.3 9,775.4 9,914.7 10,045.3 10,170.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 131 Forecast Retail Sales of Vegetables by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 

Data removed from sample 

 

 

 

Data removed from sample 

 

 

Data removed from sample 

 

 

 

Data removed from sample 

 



F R E S H  F O O D  I N  G E R M A N Y  P a s s p o r t  60 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Vegetables -6.1 -0.5 -2.3 
Cauliflowers and broccoli -7.6 -1.3 -6.3 
Maize 2.5 1.7 8.9 
Onion -23.2 -6.3 -27.6 
Tomatoes 0.8 1.1 5.8 
Other Vegetables -5.8 -0.3 -1.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

 

Data removed from sample 

 


