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Our Concepts -
Product portfolio
Healthy and responsible products

As every day is different, we have based our 

range on four strong concepts.

1. Poultry

2. Meals and salads

3. Meal ingredients

4. Alternative proteins

We are constantly working on healthy and 

sustainable product innovations. To achieve this, 

we are using more and more responsibly 

produced raw materials. 



Retail



Foodservice and Business-to-Business 
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Consumer behavior (GFK) – Influence of younger generations



Quality/price orientation, agreement in % 
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Source: DE YouGov FMCG

Von der Dystopie zur Utopie - Mit den jungen Generationen in die Zukunft | 43. Unternehmergespräch Kronberg | Consumer Panel Services
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… still focus on price!

50

50

2019

51

49

2020

51

49

2021

47

53

2022

46

54

2023

45

55

2024

P
o
la

ri
ty

p
ro

fi
le

When shopping

I mainly 

pay attention

to quality

When shopping

I mainly

pay attention 

to price

YouGov CP Germany



Discounters were able to set themselves apart from the competition in 2022 & 
2023 – in 2024 they continued to increase their sales dynamically

FMCG total | Market share (sales) & sales development | Distribution channels

14

Quelle: DE YouGov FMCG

Plukon | Januar 2025

*Hypermarkets with „real“ effect

VAE value (%)
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DE YouGov FMCG Fresh Food

Total Meat

Total Meat Animal Type Germany Total

Pork

Beef

Pork & Beef (mixed)

Red Meat others

Chicken

Turkey

Poultry others

Value (000 EUR) Volume (to.)

Value % Volume %

Anmerkung YouGov:

Aktualisierung mit YTD Sep 

2024

After a small intermediate high in 2022, pork loses market shares again. Beef also 
continues to decline. Other red meat increases.
Poultry, especially chicken, wins market shares. Turkey also with positive development.



YouGov CP Germany

Six generations – the generations are shaped by different political, economical
and cultural developments. At the end, this shows also in their dietary styles.

Generations in Germany according to character and in coordination with international studies
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In the following empirical analyses, only people who run a household (i.e. iBrains aged 18 and over)
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YouGov CP Germany

They are significantly more price oriented, but also willing to pay
more money for sustainable products

Plukon | Januar 202517

Source: DE YouGov FMCG; 2023; survey september 2023
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The younger generations buy disproportionately Chicken and 
mixed Pork & Beef, pork is bought primarily by older generations.

Total Meat; Volume Share %; Jan-Sep 2023

Plukon | Januar 202518

Source: DE YouGov FMCG Fresh Food; MAT Jan-Sep 2023

All households Reconstructors Babyboomer Generation X Millennials iBrains
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The Top 4 Meat products are also Top 4 in nearly all generations. But there are
differences, too. Younger households are cleary convenience-oriented.

Plukon | Januar 202519

Source: DE YouGov FMCG Fresh Food; MAT Jan-Sep 2023

Total Meat Top Products; Volume ranking based on individual products per generation; Jan-Sep 2023



YouGov CP Germany

Summary

Plukon | Januar 202520

Inflation changes the attitudes of

shoppers
Young generations think

differently

Meat and meat products

currently with bright spots

• Almost 1/4 of households can afford almost 

nothing

• Price orientation continues to increase, at the 

expense of quality orientation

• Importance of Promotions and Private Labels 

increases

• The younger generation wants to enjoy life to

the full (despite the ongoing crisis) and has a 

differnt attitude to price

• The younger generation wants to eat

differently

• The plant-based trend is determined by the

younger generation, but the share of meat

eaters is also high

• Red Meat is still under pressure, Poultry 

increases and Processed Meat is stable

• Younger generations buy less meat on 

average

• … but have a clear volume increase

• The generations show clear differences in 

their purchase behaviour of meat and meat

products

The younger generations open up challenges and opportunities at the same time. Especially convenience offers potential for meat and poultry. 

The younger generations are open minded… examples could be Cultured/Cultivated Meat or special cuts, new recipes and new offer forms (pork

bowl instead of poke bowl or sushi with meat and/or processed meat). Animal wellfare and sustainability are still important. 



Consumption of poultry meat continues to rise



Consumption of poultry meat continues to rise



Consumption of poultry meat continues to rise



Animal Welfare Concepts
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The well-being of the chickens is crucial. 
That is why we pay attention to good nutrition,
healthy chickens and strive for a living
environment that leaves room for
natural behavior. 

Plukon is a pioneer in husbandry concepts



TODAY:
approx. 20% of the fresh meat range in retail* 
already comes from farming systems 3 and 4.

BY 2025:
No more supply of fresh meat from farming 
method 1

BY 2026:
Approx. 33% of the fresh meat range is to 
come from farming systems 3, 4 and 5.

BY 2030:
Complete switch to fresh meat from farming 
systems 3, 4 and 5.

* Eigene publizierte Ziele großer Lebensmitteleinzelhändler

Long-term developments in the food retail sector



Restructuring HF 2 to HF 3

Requires HF 2 HF 3

2022

2030

98.300.000 animals p.a.

675.000 qm² barn area p.a.

3.800.000 animals p.a.

50.000 qm² barn area p.a.

51.630.000 animals p.a. 

355.000 qm² barn area p.a.

54.300.000 animals p.a.

523.000 qm² barn area p.a.

320.000 qm²
Restructuring HF 2 to HF 3

Farmers must build an extension of 20% of 
the covered area

70.000 qm²
New barn area

Approx. 40 new barns á 1.800 qm²

Conversion of 40 stables
Acquire 10 new stables



Regionality



• Definition: Regional foods are raw materials or foods that originate from 
the specified region and are also processed, packaged and distributed 
there.

• Short distances are essential for the supply chains of fresh food.

Regionality - from farmer to customer



Regionality using the example of a food retailer



Further demands



• Rising commodity and energy prices (volatile markets/feed costs (70%))

• Global supply chain disruptions (trade restrictions, Brexit)

• Volatility in supply and demand

• Lack of automation / technology

• Changing consumer preferences

• Availability of employees and skills shortages

• Compliance with constantly changing legal requirements

• Planning security due to legislation 

• Food quality / quality standards 

• Sustainability and climate change

Further challenges in the food industry



Questions & Answers

33



THANK YOU!
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