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Dennis van Dun, can you tell us a bit about 
your business?
We have had a family business for 135 years, 
which is now in its sixth generation. In 1997, 
we were voted ‘Butcher of the Year’, and for a 
second time in 2010. We impressed the expert 
jury with our ‘one-stop shopping’ concept.

What is the idea behind ‘one-stop shopping’? 
Of course, our focus is on meat, but we offer 
more – bread, a fresh-food counter with red 
meat, sausages and barbecue products, also 
cheese, fresh ready meals, convenience prod-
ucts, delicatessen food, and wine. ‘One-stop 
shopping’ offers customers with high standards 
everything they need for a meal, from a single 
source. That is very much appreciated, especial-
ly as highly trained staff provide expert advice 
in each department. We train young people and 
provide additional training for our staff on a reg-
ular basis. That way, we are always growing.

Does that not put you in even greater com-
petition with supermarkets?
No. What we offer is specialised; super-
markets are no competition. We do not offer 
mass-produced goods, but rather the best

 quality – and professional advice instead of 
hectic shopping. We always want to be among 
the best and are continually coming up with 
new ideas: new spices, new flavours, new 
products. We want to surprise and impress. 
Our customers can tell from the packaging of 
our goods alone that they are holding quality 
in their hands. And they value that.

What role does sustainability play for you?
A central role. Our beef, Maas-RijnIjssel-Vieh, 
has come from a local farmer for years. We 
process from nose to tail. Whether it is beef, 
pork, veal, lamb or poultry – we only accept the 
best quality from local businesses. In addition, 
we offer Italian, Spanish and German sausage 
products from our own importers, whom we 
trust. Transparency is important to us. Our 
customers know who supplies us. Anyone look-
ing for cheap meat doesn’t come to us. Slagerij 
van Roessel stands for quality and freshness. 

Slagerij van Roessel, in Waalwijk, the 
Netherlands, is a family business in its 
sixth generation and has twice been 
named ‘Butcher of the Year’ (1997, 
2010) and ‘Best Training Company’ 
(1996, 2012). The secret of  success of 
the purveyor to the royal court is the 
‘one-stop shopping’ concept. 

Who appreciates your range more: younger 
or older customers?
Both. Older people appreciate our fresh 
ready meals: top-quality ingredients, with 
no E-numbers, allergens or preservatives. 
But young people, too, increasingly value 
quality and want to know exactly what ends 
up on their plate. Both young and old trust us, 
because we only provide the best.

How long have you been working together 
with RAPS?
We have been loyal RAPS customers for 25 
years. The marinades play an important role 
for us. We do great barbecue specials all year 
round. Our Black Forest steak – in a spicy 
marinade and featuring ‘Knoblauchpfeffer 
SVS’ from RAPS – is a big seller. But RAPS 
products are also an important part of our 
production. 

Thank you for the interesting and inspiring 
discussion. We look forward to more news 
from the Netherlands in the near future.

AN IDEA WITH A BRIGHT FUTURE: 
SLAGERIJ VAN ROESSEL

TRENDREPORT 2017

This year, many trends continue unabated: 
for example, clean labelling or plant-based 
‘meat’ products are still hugely popular. 
However, the focus is on exotic spices. Con-
sumers not only want a greater selection of 
ethnic cuisines, but also authentic flavour – 
and that is best generated with the spices 
typical of the culture in question. 

We always try to bear these and all other cur-
rent trends in mind during our product de-
velopment: regardless of whether it is clean 

products to enhance flavour (see page 9) or 
international and vegetarian product concepts 
with a particularly authentic flavour profile 
(see pages 6 to 8). In 2017, the food market 
is still in a period of transition. At RAPS, we 
have picked up on future trends and once 
again summarised them for you in our current 
TRENDREPORT on www.raps.com.

AUTHENTIC & INTERNATIONAL –  
THE NEW RAPS TRENDREPORT 2017

In our connected world, consumers of all ages can get to know 
other cultures more easily and, in this way, acquire a taste for many 
international dishes. A globalised world is increasingly open to 
more exotic trends, and consumers in Germany today are very willing 
to be inspired.

In our RAPS Trendreport 2017, we studied the latest developments 
very closely and identified where the culinary journey is heading in the 
future. Vegetarian cuisine is increasing in importance, with the varied 
cuisine of Asia, playing a growing role in this (p. 6). There is no doubt 
that consumers still value authentic flavour very highly when it comes 
to international cooking. The upcoming barbecue season offers the 
perfect opportunity to enrich our own range of inspiration from all 
over the world (p. 4).

Convenience products with an authentic and natural taste are devel
oping into a top trend. In particular, the demand among craft produ
cers is growing in this regard. The RAPS FRESH LINE is responding 
to this development with a new convenience concept (p. 10). 

You can find interesting information and suggestions on these and 
other topics in this issue.

We hope you enjoy the read.

Sascha Thaens
Director Sales Management & Strategy
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COUNTER 
OF IDEAS

Over 200,000 metric tons of charcoal is burned 
on German barbecues each year. The classics 
are bratwurst and pork steaks. But lighter 
fare on the grill is also in fashion, so Germans 
are increasingly marinating and barbecuing 
vegetables, fish, seafood and cheese. The 
appetite for new and surprising flavour com-
binations is growing. Whether it is oriental, 
Mediterranean or even more exotic – RAPS 
Magic Marinades from Oriental to Inferno 
create authentic taste experiences from 
faraway lands and ensure an attractive, even 
appearance with special herbs and coated 
spices. Our products release their full flavour 
the right moment: when heated. Join us on a 
small expedition around the barbecuing globe.

Germans love to barbecue. International specialities  
bring the desired variety to the barbecue at home.

MAGIC ORIENTAL
PROD. NO. 1694591-001/003 

A spicily oriental oil marinade with garlic, caraway,  
onion, fennel and a light chili note. 

In my experience, more and more consumers want to try new 
things on the barbecue. That could include surprising spice 
compositions or fruity-spicy marinades such as our MAGIC 
MANGO-CHILI. The desire for adventure often begins with the 
choice of meat, so why not offer your customers exotic meat 
varieties such as ostrich, bison or Japanese Wagyu beef?

COUNTER 
OF IDEAS

BARBECUES AROUND  
THE WORLD.

AFRICAN BARBECUES
At a ‘braai’, using beef, lamb, fish and 
 poultry. Ostrich and antelope can also 
be found on the barbecue. Garlic, ginger, 
cloves, cinnamon, cardamom, chili and 
 turmeric are used in the marinades.

ASIAN BARBECUES
Meat, fish, poultry, fruit and vegetables 
are cooked together with aromatic lem-
ongrass over an open fire on bamboo or 
banana leaves. Coconut milk, chili, ginger 
and curry are used to marinade.

CARIBBEAN BARBECUES
Caribbeans love ‘jerk’. Marinades 
contain chili, curry, allspice, cloves, 
cinnamon, thyme, rum and fruit juices. 
The dishes are cooked gently beside the 
embers in a jerk barrel. 

MEDITERRANEAN BARBECUES
In Spain, they barbecue king prawns, crab 
and vegetables such as courgette on a cast-
iron flat-top barbecue – a la plancha.

OUR  
BEST  

RECIPES

ORIENTAL CHICKEN ON  
VEGETABLE COUSCOUS WITH  

ORANGE AND ONION JUS

PREPARATION:
Marinate the chicken legs with MAGIC ORIENTAL. Cut the 
celery, carrots and leeks into cubes and blanch. Cook the 
couscous with GARDEN VEGETABLE STOCK and water and 
add the vegetable cubes. Roast the chicken legs in a preheated 
convection oven for approx. 20 minutes at 180°C. Sweat the 
onion cubes and pour in water and orange juice. Stir in the 
GRAVY, bring to the boil and add the orange segments. Place 
the couscous on plates, top with the chicken legs and cover 
with the orange and onion jus. 

MAGIC MANGO-CHILI 
PROD. NO.  1695343-001/002 

Fruity spicy oil marinade with chili and mango pieces.  

FRENCH-STYLE GRILL SAUSAGE/MERGUEZ
PROD. NO. 1000533-007 

Aromatic-hot spice preparation for bratwurst with paprika, 
onions, chili and marjoram.

NEW

JENS BUDDECKE,  
DELICO NORD TEAM LEADER

TIPS FROM THE EXPERT

3,6 kg chicken legs 
330 g  MAGIC ORIENTAL  

(1694591)
FOR THE COUSCOUS
1,3 kg couscous
1,3 l stock  /  water
40 g  GARDEN VEGETABLE 

STOCK OZG
 (1000970)
300 g carrots

300 g leeks
300 g celery
FOR THE JUS
1,8 l stock  /  water
180 g  GRAVY OZG  

(1000436)
300 g orange juice
50 g orange segments
200 g fine onion cubes

Recipe number: 5506112
(total quantity 10 kg)

AMERICAN BARBECUES
Beefburgers, rib-eye steaks, spare ribs, 
chicken wings – that is ‘American BBQ’. 
Barbecuing and smoking take place over 
wood in a smoker. Sweet honey mari-
nades and spicy chili sauces are popular.
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CREATIVE CUISINE

Asian cooking impresses with a wide variety of exciting flavour 
combinations. Rich in vegetables and refined with tasty sauces, it is 
hearty and light at the same time. That means it fits perfectly with 
current nutritional trends and is also very well received among 
the growing number of vegetarians and vegans. As dairy products 
only play a marginal role in Asia, this cuisine is ideal for those who 
consciously want to avoid such products or are sensitive to lactose.

Extraordinary flavours, exotic fruity notes, Asian spiciness – young 
people in particular are more excited than ever about the Asian 
cuisine to be found beyond the classics such as stir-fry and sweet-
and-sour duck. Above all, flavourings made with special curry 
mixtures are extremely popular. 

The THAI 7 SPICE composition from RAPS, for example, is especially 
good for flavouring Thai food and other hot and spicy wok dishes.
Asian cuisine also earns points with its gentle preparation. The 

all-purpose wok protects heat-sensitive vitamins and nutrients 
during cooking, because the temperature decreases as it rises 
through the pan and the ingredients are only briefly sautéed. These 
are refined with creative wok and dipping sauces. Beginning with 
the classic and indispensable ‘sweet and sour’, and moving on to 
‘ginger and pineapple’, exotic ‘lime and coconut’ and spicy ‘thai 
red’, the breadth of RAPS flavourings for vegetarian stir-fries, as 
well as meat and fish dishes, reaches all corners of Asia. 

TIP: Wok dishes are ideal for open-kitchen cooking events in front 
of guests, turning eating into an experience with authentic street-
food flair. 

PRODUCTION: 
Preheat wok, place PEANUT, ROASTED in it. Add Asian 
vegetables, boiled rice and eggs to the wok and fry briefly.  
Combine with the smoked tofu and season to taste with 
WOK-SAUCE SOYA-PLUM. 

PREPARATION: 
Serve straight from the hot pan on a plate. Garnish with 
fresh coriander.

INGREDIENTS:
10  eggs
390 g   WOK-SAUCE SOYA-PLUM 

(1000450-004)
1.200 g  rice, boiled
1.300 g   Asian vegetables 

700 g smoked tofu
A little   PEANUT, ROASTED  

(1093210-007)
A little   coriander, fresh

OUR  
BEST  

RECIPES

SOY AND PLUM EGG-FRIED  
RICE WITH WOK VEGETABLES  

AND SMOKED TOFU
Recipe number: 7000674

(for 10 people)

You will find more delicious recipes in our recipe  
database at www.raps.com

CREATIVE CUISINE

An instant wok sauce with three different kinds of pepper, pink 
peppercorns and real natural honey. Also suitable for use as a 
dipping sauce.

WOK-SAUCE HONEY PEPPER 
PROD. NO. 1691938-001

A typical Asian spice mix with curry, garlic, salt, coriander, gin-
ger and a hint of lemongrass. 

ASIA SEASONING 
PROD. NO. 1000479-001       

INSIDE

WOK-SAUCE SWEET & SOUR
PROD. NO. 1000447-006        

An instant wok sauce with typical sweet-and-sour flavour.  
Also suitable for use as a dipping sauce.

INSIDE

Asian cuisine offers a lot more variety in flavour than just  
‘sweet and sour’ – and serves current nutritional trends at the same time.

A PINCH OF  
WANDERLUST

DID YOU KNOW …

The meat substitute tofu has been known in 
Asia since ancient times and is now becoming 
increasingly popular in Europe. 100 g of tofu 
contains 5.38 mg of iron and 105 g each of  
calcium and magnesium, making it an ideal 
source of minerals. 
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Spices frequently used in  
Asian cuisine are ginger,  
coriander, turmeric and  
chili-based sambals

Many Asian people lack the 
enzyme lactase to break down 

lactose. 90 per cent of the 
Asian population are therefore 
 considered lactose-intolerant. 

PRODUCTION: 
Season duck breasts with DUCK AND GOOSE SEASONING, fry 
briefly at high heat skin-side down and cook in oven at 140°C until 
done. Fry vegetables in PEANUT, ROASTED. Add the mie noodles 
and WOK-SAUCE HONEY PEPPER, mix through and bring to the 
boil briefly.

PREPARATION: 
Arrange the vegetable and noodle mix on a plate, slice the duck 
breast and place it on top, and cover with sauce.

INGREDIENTS:
1.200 g  Barbary duck breast
20 g   DUCK AND GOOSE  

SEASONING  
(1000484-001) 

160 g  carrots, in thin strips
160 g   parsnips, in thin strips
160 g    sweet peppers,  

in thin strips 
160 g   shallots, in slices
160 g  mushrooms, in slices

160 g mangetout
or 
960 g  Asian vegetables
A little  PEANUT,  

ROASTED  
(1093210-007) 

1.200 g mie noodles, cooked
500 ml  WOK-SAUCE  

HONEY PEPPER  
(1691938-001)

OUR  
BEST  

RECIPES

DUCK BREAST ON WOK  
VEGETABLES WITH FINE  

HONEY-PEPPER MIE NOODLES
Recipe number: 7000672

(for 10 people)
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MINCE  
WORLDWIDE

Ground meat, minced meat, tartare, haché – mince has many 
names and is an essential element on menus all over the world, 
with good reason. It is quick to process and offers endless 
possibilities in terms of preparation, ranging from boiled, 
through oven-cooked or fried to raw. The variety of recipes in 
Germany alone is enormous – from dumplings to meatballs and 
meatloaf. But international cuisine can also provide inspiration 
to take local offerings beyond classic fare. In this regard, the 
cultural range of mince specialities offers diverse ideas for new 
variations. 

With authentic seasonings and ready-made products to further 
reduce effort, RAPS offers a wide-ranging basis for many tasty 
mince dishes. Why not explore the RAPS recipe database  
and try something new? Be inspired by ideas that go beyond the 
German classics. 

OUR  
BEST  

RECIPES

KIBBEH – DEEP-FRIED  
MINCE ROLLS

PREPARATION: 
Soak the bulgur overnight and allow it to soak up the water.  
Then drain and mix into the mince together with the onion  
cubes, coarsely chopped garlic slices and herbs. Season  
with salt and pepper to taste. Form the dough into rolls  
(or balls) and fry in hot fat.  
TIP: Serve with salad, yogurt and flatbread.

INGREDIENTS:
500 g mince, mixed
125 g bulgur 
100 g onion cubes
5 g garlic slices

1 g  PARSLEY FREEZE-DRIED 
(1004657)

1 g CHIVES FREEZE-DRIED
 (1004658)
1 g CORIANDER GROUND
 (1000823)

You will find more delicious recipes in our recipe  
database at www.raps.com

Recipe number: 7000162
(for 10 people)

INTERNATIONAL RECIPES WITH MINCE
KIBBEH 
These dumplings made 
from bulgar, mince and 
onions are of Arabian 
origin.

KOFTA  
Small rolls made from 
beef or lamb mince with 
oriental spices.

ĆEVAPČIĆI
Typical Balkan rolls 
from the barbecue, 
made of pure mince.

MOUSSAKA
A Greek dish,  
originally from  
Arabia. 

CHILI CON CARNE
This spicy stew originat-
ed in the southern states 
of the USA.

THE BENEFITS OF GLUTACLEAN
· Free from added glutamate and yeast extracts

· Without palm fats

· Without flavouring

·  Clean label: completely free from E-numbers and allergens 
that require 

GLUTACLEAN
PROD. NO. 1000389

Flavour enhancer with seasoning substances for raw cured 
goods, cooked cured goods, meat products and catering dishes. 

PURELY A  
MATTER OF TASTE

Very few people realise how long flavour enhancers have played 
a role in our food. Over a thousand years ago, Asian cooks were 
aware that kelp – kombu – adds a very special note to meals. 
Much later, this flavour was recognised as ‘umami’, the savoury 
taste. Even back then, the secret of kombu was sodium gluta-
mate, which remains one of the best-known flavour enhancers, 
having been industrially manufactured for the first time in the 
early 20th century at the University of Tokyo. 

Taste is constantly changing, consumer eating habits are moving 
in a new direction, and the market demands ‘free-from’ alterna-
tives. As market leader in matters of flavour, RAPS is meeting the 
desire for products that do not contain any substances requiring 
declaration with ‘clean label’ alternatives like GLUTACLEAN for 
the production of food. This composition is particularly useful 
for adding flavour to foods, as it makes use of specific functional 
characteristics found naturally in spices. You, too, can achieve 
top results with a pure, natural flavour, without glutamate, yeast 
extract, EU allergens, aromas or palm fats, with the RAPS ‘Clean 
Label’ products and ‘PURELINE’ seasonings. 

Of course, the proven classics to provide extra flavour are still 
available. RAPS began its success story with GLUTALIN, the first 
flavour enhancer for sausage production containing glutamate 
as long ago as 1953.

Whether classic or ‘clean’ – with our broad portfolio, we at RAPS 
offer the right product for every type of flavour enhancement.

Eating habits are in a constant state of change, even when it comes to flavour  
enhancers. The importance of natural ‘free-from’ alternatives is growing.

Mince forms the basis of numerous speciality dishes – worldwide.  
It’s all about the right seasoning.
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The RAPS FRESH LINE stands for fresh convenience products with an 
authentic taste. In a production area of 35,000 square metres in Versmold, 
new ideas for very special products are born. Consisting of fresh compo-
nents, chunky consistency and recipes that contain no preservatives at 
these are truly impressive products. 

The RAPS FRESH LINE has been an established partner in the food pro-
cessing industry for a long time, especially in the delicatessen sector. This 
special expertise has been developed in a targeted manner, creating a new 
product line to meet the high demand for fresh convenience products in the 
food trade. 

Thanks to additional small packaging and optimised logistics, craft produc-
ers can now also benefit from the natural compositions that bring authen-
tic flavour to the fresh-food counter in no time. Products range from pastes 
and sauces to toppings, fillings, pestos, chutneys and dips, for use in all 
areas. Consumers are becoming more demanding and want products that 

are fresh and taste homemade, but also quick and easy to prepare – which 
are the exact strengths of the RAPS FRESH LINE. With diverse creations, 
the newly developed product portfolio meets this need and simply brings 
variety to the counter: with base sauces, pestos and chutneys, for example, 
gourmet salads are quick and easy to produce. That ensures a particularly 
natural flavour. Fillings with an incomparable ‘homemade’ character are 
ideal for filling pastry pockets and roasts. New combinations of various 
exotic flavours make for attractive chutneys and dips. They are perfect 
for dipping, but can also be used as spreads or as a special ingredient in 
gourmet salads.

‘Our new production line is a completely new approach and was a real 
challenge in terms of storage life and logistics. We were able to master 
it because all the employees involved, from product development, quality 
assurance, production, logistics and sales, were pulling in the same direc-
tion,’ explains Daniel Franco Padin, Product Development Team Leader for 
the RAPS FRESH LINE.

RAPS INSIDE spoke to Sascha Dröge, an 
employee in Product Development, about his 
work on the RAPS FRESH LINE.

Mr Dröge, what exactly is your role in  
Product Development?
I was actually a chef, and did that job for a long 
time before I came to Product Development at 
RAPS Fresh in 2006. Of course, customer desires 
are top priority for us – meeting these is one 
of our main areas of expertise. However, we 
always have the opportunity to add our own ideas 
and try out new things. I really appreciate that 
freedom. I was recently partly responsible for the 
development of the new product portfolio, which 
we can now also offer to craft producers thanks 
to packaging suitable for different batch sizes. 

What is special about what the  
RAPS FRESH LINE offers?
We are not the only ones on the market doing 
what we do, but I think we have unique selling 
points that go way beyond our flavour profile. 

In addition, with our new production line we 
can supply a wide range of customers with 
the authentic and reliable flavour of the RAPS 
FRESH LINE – with amounts that now range 
from individual craft producers to big industry. 

What direction do you think the market  
is moving in and what are the new trends  
that will grow in significance?
Of course, convenience products with authen-
tic flavour are playing an ever greater role. 
GM-free is also a topic that is increasingly 
important to customers. Naturally, we react to 
this in development with appropriate products. 
The positive feedback from customers shows 
us that we are on the right path in that regard – 
which makes us all the more motivated. 

CONVENIENCE IN 
EVERY FORMAT

From craft producers to industry:
the extended range of the RAPS FRESH LINE.
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PEOPLE
INSIDE

The Adalbert-Raps-Stiftung is known for 
its involvement in society. With initiatives 
such as the ‘Blue Eyed’ workshop, 
the foundation wants to contribute to 
finding solutions to social challenges 
and encourage positive interaction 
between people. How does it feel, for 
example, to be excluded on the basis of 
supposedly inconsequential personal 
features?

To have to deal with hostilities and inequal-
ities? The workshop invited participants 

to learn about discrimination and 
racism the hard way – experien cing 
it for themselves – and thus taught a 
valuable lesson about tolerance and 
empathy. What did the participants 
take away from the training? That 
everyone can do something against 
discrimination.  

On 3 October 2016 it was ‘Open-Door Day’, and  
RAPS was one of the places where fans of ‘Die Maus’  

from German TV were warmly welcomed.

ADALBERT RAPS FOUNDATION

A DAY WITH  
THE MOUSE

In cooperation with WDR TV show ‘Sendung mit 
der Maus’ (‘Programme with the Mouse’), once 
a year over 600 companies across Germany in-
vite children and families to take a look behind 
the scenes at their work. Lead by our trainees 
more than 40 families took the opportunity to 
be taken into the exciting 
world of spices for a day.

Almost entirely on  
their own initiative,  
our trainees conceived, 
organised and supervised a RAPS world of 
experiences for knowledge-hungry visitors 
on the 2016 ‘Mouse Day’, in cooperation with 
the Adalbert-Raps-Stiftung (Adalbert Raps 
foundation). The individual stations within it 
were as varied as the work at RAPS: there 
were no taste limits to the childish creativity 
displayed in the composition of ‘Dips for Kids’ 
under professional supervision. The ‘Mousy 
mousse’ station, producing delicious vanilla 
and chocolate mousse, turned out to be the 
right place for those with a sweet tooth, while 
‘Sour happy hour’ had the children wide-
eyed in amazement. There, the kids had the 

chance to make their own sour gummy bears 
and discover the RAPS coating process for 
different levels of acidity in a fun way. The day 
also offered all sorts of interesting insights 
into the work at RAPS for more mature 
guests. On the ‘Journey of Pepper’, they 

embarked on an exotic 
expedition through an 
enormous pepper 
cosmos. Many families 
took the opportunity to 
put together their own 

pepper mix and put their own family label on 
it. The association of local youth groups held 
various mouse promotions in the canteen. 
The company Kleinheinz provided hungry 
guests with delicious bratwurst.

Our trainees also answered numerous queries 
about RAPS from curious visitors at an infor-
mation booth. To round off a successful day, 
the visiting families could also browse around 
the trainees’ ‘RAPSODY OF SPICES’ shop.  
There was one thing that everyone – RAPS  
trainees and the guests – were agreed on:  
the Mouse Day was a complete success.

‘BLUE EYED’ – IN FAVOUR OF MORE 
TOLERANCE AND EMPATHY
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PLASTIC  
IS NOT  

OUR BAG
Environmentally responsible action and sustainable 

treatment of plastic and disposable  
packaging are becoming increasingly important.

Consumers today are often very conscious of sustainability and 
environmental topics. With this in mind, many have already made a 
deliberate choice to go without plastic bags entirely. Companies that 
are aware of this development can benefit from it with some very 
simple methods. After all, sending a signal in terms of avoiding plastic 
differentiates them from the competition and contributes to a positive 
image. Those companies that position themselves as environmentally 
conscious now are not just following a trend, but contributing to a 
sustainable and responsible future.

A big step in the right direction: in mid-2016, many companies in the 
German trade association (Handelsverband Deutschland) decided to 
stop giving out plastic bags for free. That is an important measure, 
because 140 million metric tons of plastic end up in the oceans and 
endanger the environment. Other countries have taken bans on plastic 
bags even further: Italy, China and South Africa have already dispensed 
entirely with disposable plastic bags. 

But even more action is needed, and environmental awareness is also 
taking small steps in the food sector. Just going without disposable packa-
ging and plastic cutlery helps to drastically reduce waste. And those who 
change to reusable or compostable alternatives such as bags made from 
corn starch or cardboard boxes are not only protecting the environment, 
but also giving the customer the opportunity to do some good.

There are even establishments that go a step further and set themselves 
the goal of avoiding waste completely – with unpackaged food products in 
the style of old-fashioned corner shops. In these stores, known as ‘bulk 
shops’, customers can fill up their own containers or those borrowed 
against a deposit with the amount of ‘open’ goods they require.

Use the trend towards waste reduction as inspiration for your business – 
even small changes can have a big effect. Being more aware of your 
usage of packaging and food is not only economical, but also protects 
the environment and sends a positive message to customers who hold 
sustainability close to their heart.

PANORAMA


