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 2025

TOP-VIEWED NEW
CONSUMER PRODUCTS:

1. Taco Bell Crispy Chicken Nuggets coming back

2. Vermont Smoke & Cure expands beef stick distribution

3. ButcherBox launches on Target website

4. Subway introduces Doritos Footlong Nachos

5. Whataburger brings back Mushroom Swiss Burger

MOST-POPULAR FEATURES:

2. Consumers demand more animal proteins

3. Majority of US beef production ineligible for China

4. Dietz & Watson CEO shares importance of industry
transparency

5. 2024 Top 100 Meat and Poultry Processors: Navigating
High Prices and Consumer Shifts

1. Flavor supplier opens Ohio manufacturing facility

MOST-RECENT PODCAST
EPISODES:

1. Episode 199: Wild Alaska Sole Association's Pat Shanahan on
new market opportunities

2. Episode 198: Midan Marketing's Michael Uetz shares market
outlook during AMC 2025

3. Episode 197: Evolution of the better-for-you beef category

4. Episode 196: Power of Meat celebrates 20 years of meat retail
insights

5. Episode 195: Animal welfare issues and trends
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COMMENTARYEDITOR’S NOTE
BY FRED WILKINSON

2025 TOP 100 MEAT
& POULTRY PROCESSORS

Coming off a record year this past year, according to the annual Power of Meat survey unveiled at

the 2025 Annual Meat Conference in March, the 2025 Top 100 Meat & Poultry Processors sees a

general trend of incremental change in the rankings. Check out this year’s listing, and see where

they rank.

Flavor and formulation trends are constantly innovating the meat snack category. See our 2025

Meat Snacks Report and learn how meat snack producers are remaining up to date on the latest

consumer demands for this grab-and-go go-to.

And make sure to take a look at our Natural & Organic Special Report and discover how today’s

consumer sees wellness as much more than just high protein content and strong nutritional

value; encapsulating animal-raising practices, production techniques and the entire supply chain

from farm to fork.

 

FRED WILKINSON

Opening image courtesy: Sasha Vasyliuk / Getty Images Plus

EMAIL FRED WILKINSON
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DEMAND FOR HIGH PROTEIN, LOW SUGAR AND CLEAN LABELS SPUR PRODUCT INNOVATION.

ASSOCIATE GROUP EDITOR

BY SAMMY BREDAR

Flavor and formulation trends are quickly evolving, and meat snack producers must be up to date on the latest consumer demands

to stay competitive. As demand for processed products continues to decline, the industry might expect similar decreased interest in

meat snacks. The opposite is true, though, as the meat snack category is currently booming; according to Research and Markets,

the meat snacks market is expected to reach $16.57 billion in 2033 from $9.56 billion in 2024, almost doubling the market size in

less than 10 years. The Research and Markets report noted that some main drivers for the meat snacks market include unique

flavor formats, increasing interest in high protein and clean eating, as well as the rise of meat snacks in e-commerce channels.

GLP-1 medications continue to shape food innovation; consumers not using these medications still desire high protein and a

recognizable ingredients panel as the health and wellness movement continues to gain traction. In addition to high protein, the

health and wellness movement is driving strong demand for low-sugar meat snacks.

 

“Today’s consumers are label-conscious—they’re looking for snacks with simple, recognizable ingredients and nutritional value that

supports their fitness and wellness goals,” said Robert O’Leary, chief marketing officer for Old Trapper Smoked Meats.

As the world continues to get busier and more connected through technological capabilities, schedules are more jam-packed than

ever before. To accommodate today’s busy consumer, meat snack producers are focusing on portability, convenience and to-go

formats. Meat snack sticks and jerky are the most traditional on-the-go offerings in this category.

 

Meat snacks offer a long shelf life and portability, appealing to today’s busy

consumer. Mary Byers, head of marketing at Hickory Nut Gap, said, “At the

same time, interest in functional foods and regenerative agriculture is

growing. People want to know not just what’s in their food, but how it was

raised.”

As consumers continue to prioritize convenience without compromising on

nutrition, meat snacks are uniquely positioned to deliver both attributes.

Old Trapper is seeing consistent opportunities in expanding product

formats, flavors, and packaging to support value and convenience. Aside

from innovating product flavors and formulations and packaging varieties,

producers and retailers alike have an opportunity to strengthen customer

education and awareness of the meat snack category. “There’s … room to

continue to grow audiences, from fitness-focused consumers to families

seeking better-for-you snack alternatives,” O’Leary said.

  Old Trapper, all jerky flavors, 18 ounce.

Jerky demand is on a steady growth trajectory across retail channels.

“Consumers are increasingly looking for healthier protein-based snacks that are

both convenient and satisfying—and beef jerky checks all those boxes,” O’Leary

said.

Traditional flavor profiles are not going away, but globally inspired and creative

flavor combinations are driving innovation in the meat snack category right now.

Byers noted that Hickory Nut Gap is witnessing particular demand for bold,

international flavors, as well as sweet-meets-heat flavors. “While our best-selling

product is still the original 100% grassfed beef flavor, we’re seeing and hearing

about increased interest in globally inspired and sweet-and-spicy flavor profiles,”

Byers said.

Vermont Smoke & Cure is seeing a strong surge in demand for poultry-based

protein snack options. The company responded to climbing demand with its new

turkey sticks and turkey pepperoni. “In fact recent Harris Poll data underscores

the need for more poultry-based snack options: 75% of poultry snack shoppers

agree that the lack of available poultry-based options adds time and effort to

grocery shopping,” said Michael Schafer, commercial business lead at Vermont

Smoke & Cure.

 

Vermont Smoke & Cure full line.

Photo courtesy of Hickory Nut Gap. Meat sticks.

Flavor and formulation innovations are propelling the meat snack category to new heights. Producers also have an opportunity to

innovate in their package sizes; as economic uncertainty remains and consumer sentiment lags, price-conscious shoppers are

looking for snacks focused on value. By offering a variety of package sizes, meat producers can cater to consumers with different

needs.

 

Photo courtesy of Hickory Nut Gap. Cattle grazing.

Partnership and co-branding present a major opportunity for meat snack producers. Vermont Smoke & Cure recently leveraged a

collaboration with WhistlePig Whiskey to not only capitalize on flavor trends, but capture consumers in other categories. "This is an

effective way to leverage brands/tastes consumers love to speed along the innovation process and make the path to market quicker,"

Schafer said.

The meat snack category has completely changed over the last few years—once perceived as a gas station snack, meat snacks are now

available in a variety of elevated formats. “Whether it's a parent packing snacks, an athlete recovering from a workout, or a traveler

wanting something clean and satisfying, meat snacks have wide appeal,” Byers said. “As demand grows for nutrient-dense, shelf-stable

food with a story behind it, the category will keep expanding—especially for mission-driven brands with responsible sourcing.”

 

Opening image credit: Vermont Smoke
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NATURAL AND ORGANIC PRODUCTS IN PARTICULAR ARE IN A
POSITION TO CAPITALIZE ON THE FARM-TO-FORK MOVEMENT. ASSOCIATE GROUP EDITOR

BY SAMMY BREDAR

Today’s consumer is more discerning than ever before. As shopper interest in food production practices rises, the natural and

organic meat categories are in a position to grow. The health and wellness movement continues to gain interest, particularly with

the rise of GLP-1 medications. To today’s consumer, wellness means much more than high protein content and strong nutritional

value; wellness encapsulates animal-raising practices, production techniques and the entire supply chain from farm to fork.

Natural and organic products in particular are in a position to capitalize on the farm to fork movement, as their production

practices already align with consumer values. According to Research and Markets, the organic meat products market will grow

from $17.65 billion in 2024 to $18.85 billion this year, helped by increasing availability and accessibility for consumers. Once

perceived more as luxury categories, natural and organic meat products are now everyday purchases for consumers.

By 2033, the organic meat market is projected to grow to $54.87 by 2033, according to Business Research Insights. The report

noted that COVID particularly served as a catalyst for the natural and organic meat categories, driving consumer interest in the

nutritional benefits for a product, overall consumer health, as well as environmental and production concerns in the food supply

chain. These consumer interests have strongly propelled the natural and organic categories.

Organic beef producer Verde Farms is specifically seeing strong growth in organic, grass-fed and humanely raised beef, mostly

driven by shoppers wanting clean ingredient labels, better-for-you options and sustainability attributes. To get a deeper insight on

the natural and organic category, we consulted with Verde Farms Senior Director of Marketing, Kirstyn Lipson.

 

Verde Farms burgers in the package.

The National Provisioner: As consumers prioritize health and wellness, are you seeing increased demand for natural and organic

meat products?

Kirstyn Lipson: Absolutely. Health-conscious shoppers are looking beyond calories and fat content—they want to know how their

food was raised and what’s in it. We’ve seen consistent growth in demand for organic, 100% grass-fed, and humanely raised beef,

driven by consumers seeking clean labels, sustainability, and better-for-you options. Organic, in particular, is resonating with

families looking to reduce exposure to pesticides, forever chemicals, hormones, and antibiotics.

 

Verde Farms sirloin steak.

The National Provisioner: How is consumer sentiment changing regarding natural and organic meat products?

Kirstyn Lipson: There’s a growing shift in consumer expectations around meat quality. Organic was once niche, but now it’s become

baseline expectations for a large and growing better-for-you segment. Consumers are increasingly associating organic with better

health, higher quality, and environmental responsibility. While "natural" still appeals, many shoppers are now asking deeper

questions, seeking out products that are not only minimally processed, but also have more robust qualifications and are certified,

verified, and ethically sourced.

The National Provisioner: Why should consumers understand the difference between natural and organic? What does that

difference mean for consumers?

Kirstyn Lipson: It’s an important distinction. “Natural” means a product is minimally processed with no artificial ingredients, but it

doesn’t speak to how the animal was raised. “Organic” goes much further. It means the animal was raised on organic land (farmed

without pesticides); never given antibiotics, GMOs, or added hormones; and was fed a 100% organic diet. Both the farm and the

manufacturing facility have to be USDA-certified organic for a product to be labeled organic. For consumers, this difference

matters. Choosing organic means greater peace of mind. It’s a more holistic commitment to health, environment, and ethical

practices.

 

Verde Farms ribeye.

The National Provisioner: How can the industry further engage consumers to get them into the natural and organic categories?

Kirstyn Lipson: Education and transparency are key. Consumers need help understanding what these claims mean and why they

matter. Storytelling through packaging, social media, and in-store communication can make a big difference. Highlighting the

benefits of organic beef, the nutritional value of 100% grass-fed beef, and the positive impact on animal welfare and the planet

helps bring these values to life.

The National Provisioner: What future do you see for natural and organic meat products — next two to five years?

Kirstyn Lipson: The future is bright and accelerating. We anticipate continued growth in the organic segment, driven by younger

consumers who are deeply invested in health, sustainability, and ethical food systems. As more shoppers connect food choices with

broader impact, we expect organic and even regenerative beef to move further into the mainstream. Brands that offer

transparency, purpose, and a consistent quality product like Verde Farms are well positioned to lead that evolution.

 
All images credit: Verde Farms
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COMMENTARY
FIGHT FOR FOOD SAFETY

A SINGLE QA FAILURE
COULD COST YOU MILLIONS

FOOD INDUSTRY COUNSEL LLC

BY SHAWN K. STEVENS

THERE ARE AN AVERAGE OF MORE THAN 600 RECALLS OF FOOD AND BEVERAGE PRODUCTS EACH YEAR.

Each year, there are an average of more than 600 recalls of food and beverage products. In the vast majority of those recalls, the

companies involved had purchased recall insurance. And, as a result, most, if not all, of their losses were insured. Indeed, most recall

insurance policies will provide complete coverage for any accidental contamination (i.e., from harmful pathogens), so when

contaminated ready-to-eat products are discovered and then recalled, the insurance policies will typically respond favorably.

But, that’s presuming that there is no underlying excuse for the insurance companies to deny coverage. In the high-stakes world of

food safety, the failure of just one Quality Assurance employee to follow company policy can have far-reaching consequences –

especially when it comes to insurance coverage for food recalls. Most food companies carry recall insurance to protect themselves

financially in the event of a pathogen-related incident. But, what many don’t realize is that the fine print in these policies often

requires strict adherence to the company’s own food safety protocols.

Take a common scenario: a company’s environmental monitoring program detects Listeria in a non-food-contact zone. The

company’s policy requires a documented root cause investigation and precise corrective actions. But, what happens if a single QA

employee fails to appropriately initiate or document that investigation, or the corrective actions which follow?

This kind of deviation could trigger more than regulatory scrutiny — it could potentially trigger a denial of insurance coverage. Most

recall insurance policies contain exclusions for “failure to follow known protocols” or “negligent acts” that could have prevented the

contamination. In this case, the insurance carrier might argue that the company failed to appropriately mitigate a known risk or

adhere to its own policies, thereby invalidating the claim.

Worse yet, if the failure ultimately leads to a widespread contamination issue, the financial exposure for the ensuing product

retrieval, destruction, customer reimbursements, public relations costs, and even litigation, could be devastating. Without

insurance coverage, the company would be forced to bear the full weight of the fallout.

Thus, companies should make certain that (1) they have recall insurance, and (2) their employees are strictly following company

policies when managing food safety issues. One missed step, one ignored policy, or one incomplete investigation, could easily

become the company’s Achilles’ heel that adversely impacts not just a potential insurance claim, but a company’s reputation and

bottom line.

Ultimately, in food safety, there is no such thing as small mistakes – just expensive ones. Thus, make sure you have the right

insurance, the right programs, and the right employees managing your food safety systems.

Opening image credit: GettyImages / Funtap / Getty Images Plus
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SOURCEBOOK PREMIUM SPONSORSHIPS

SOURCEBOOK PREMIUM SPONSORSHIPS
Our SourceBook is the meat processing industry exclusive directory and guide to suppliers of equipment and materials for the

meat, poultry and seafood marketplace. It includes resources for conveyors, mixers, processing and packaging systems as well as

information on consultants. The National Provisioner Sourcebook is designed to provide you with sources for these important

products & resources.  Below is a sampling of some of the companies featured in this year’s directory. We invite you to reference the

supplier logos below and click on them to learn more about each company’s offerings. Plus, be sure to visit (and bookmark!) our

easy-to-use online directory here. link to www.provisioneronline.com/sourcebook

*Distributor and Supplier logos represent paid advertising. If you are a distributor or supplier and would like to receive information
regarding your company’s inclusion online and in future editions, contact Stacey Hurley at hurleys@bnpmedia.com  or (248) 786-1662.
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AD INDEX

AAMP CLICK HERE TO SEE ADWWW.AAMP.COM

AMSA WWW.MEATSCIENCE.ORG CLICK HERE TO SEE AD

FRAMARX WWW.FRAMARX.COM CLICK HERE TO SEE AD

FUSION TECH CLICK HERE TO SEE ADWWW.FTIINC.ORG

HEAT AND CONTROL CLICK HERE TO SEE ADWWW.HEATANDCONTROL.COM

JARVIS PRODUCTS WWW.JARVISPRODUCTS.COM
CLICK HERE TO SEE AD
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Zoom In and Out: Use your browser’s zoom
commands: (Control + on PC or Command + on Mac)

Menu brings up
page tile menu at
the bottom of the
screen.

Page Tile Menu of all stories are displayed here.
You can navigate to all stories by sliding the bar left
and right. The Table of Contents is also listed here
for a summary of the issue, where you can find
links to each article.

You can also
navigate 
between pages by
clicking the arrows
on the sides of each
page.

Scroll down to read
articles

At the bottom of
each editorial page
is a Back to
Contents button
that will take to you
to the Table of
Contents.
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