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KAMPFFMEYER Food Innovation GmbH, Hamburg

Hamburg
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Hamburg – Harbour City at the River Elbe
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VK Mühlen AG: Key Figures 2004

Turnover: 460 Mio. €

Sales: 1,8 million tons

Employees: 1.033

Companies:
-14 grain mills
-1 rice-/pulse mill
-1 food ingredient producer

Location of Plants

  Holding                 Mills        Food
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Market position of the VK Group in Germany

• The branded flours of the group are leading in the
German consumer business.

• Leading German supplier of innovative grain grinding
products

• Biggest German producer of rice and pulses

• Biggest milling enterprise in Germany
and Europe
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KFI: Location close to the Diamant Mill, Hamburg

Hamburg Wilhelmsburg:
Greatest European river

island (River Elbe)
 Harbour of Hamburg

KFI: Aerial view:
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to be recommended

nutritionally 

not to be recommended-

+*) DGE: German Nutrition Society

Germany‘s new pyramid (DGE*, 2005)
Sides of the pyramid:
Provide information on quality;
Based mainly on energy and nutrient
content

Circle underneath the pyramid:
Provides information on quantity of the
different food groups

whole grain products,

unpolished rice

plant based foods
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WG: Governmental recommendations

10 guidelines of the German Nutrition Society (DGE)
for a wholesome diet

1. Choose from among a great many different foods
2. Plenty of cereal products – and potatoes

Bread, pasta, rice, grain flakes preferably made of whole grain, and potatoes
contain nearly no fat, but plenty of vitamins, minerals, trace elements as well
as dietary fibre and phytochemicals. Combine these products with low-fat food
items.

3. Fruit and vegetable – take „5 a day“
4. Milk and dairy products daily, fish once to twice a week; meat, sausages

and eggs in moderation
5. Moderate fat
6. Sugar and salt in moderation
7. Plenty of liquid
8. Make sure your dishes are prepared gently and taste well
9. Take your time and enjoy eating
10. Watch your weight and stay active
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Erscheinungsdatum: 20.09.07

Issued: 
20th september 2007

Grains
Quality standards for
school food.

Grains:
- basically whole grain products are used: 50%

of bread offered is whole grain; for doughs
(for example for pizza) flour of type 550 or
higher is used

- rice (parboiled), preferably whole grain rice
- pasta preferably made with hard wheat grits

and whole grain

Foods for Lunchtime
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Private efforts to promote whole grains
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• Greatest barriers to
whole grain
consumption

• What attitudes to whole
grain
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50% in Germany love whole grain products1

Basis: n = 1.110 Befragte (haushaltsführende Personen ab 14 Jahre in Deutschland)
Frage: Wie oft stehen in Ihrem Haushalt Vollkorn-Lebensmittel auf dem Speiseplan? 

several times a day daily/almost daily 3-5 times per week 1-2 times per week

1-3 times per month less often never/almost never

TOP BOX: 50,1 %
(min. 3 times per week)

LOW BOX: 49,9 %
max. 2 timea per week)

0 % 100 %

• „Whole grain products“ are eaten very often: 50% of the Germans say they
eat whole grain very often.

• Discrepancy: according to production statistics only 3% of all milling
products are whole grain (Federal statistical office)

• Quality of real whole grain products are worse than their reputation!
– Consumers cannot distinguish real from false wholegrain (e.g. multigrain bread

with funny names)

– Real whole grain does not taste good: If it would taste better, producer would
use it more often.
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• Lovers of „whole grain“ (= grains,
malt, grits...) especially like heath
aspects and taste. They get
cheated by colour and grains,
that pretend whole grain
character.

•  Potential for

real whole grain
products

Reasons for eating whole grain

Why  do you or people living with you eat whole
grain products?

88,0
65,6

34,7

4,7

they are
healthy

they
taste
good

they
satiate

other

n = 556
Mehrfachnennungen

möglich

several times a day daily/almost daily 3-5 times per week 1-2 times per week

1-3 times per month less often never/almost never

TOP BOX: 50,1 %
(min. 3 times per week)

LOW BOX: 49,9 %
max. 2 times per week)

0 % 100 %
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Reasons for not eating whole grain
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Deficiency in taste!

• People do not like whole
grain mainly due to the
taste, in part due to the
look

•  Potential for better
tasting wholegrain flour

n = 554
Mehrfachnennungen möglich

several times a day daily/almost daily 3-5 times per week 1-2 times per week

1-3 times per month less often never/almost never

TOP BOX: 50,1 %
(min. 3 times per week)

LOW BOX: 49,9 %
max. 2 timea per week)

0 % 100 %

Why  do you or people living with you eat whole
grain products less often or never?
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Production of Wheat Flour in Germany

Conclusion  Consumer priority: Taste is King!

1006.219.360TOTAL

7,0022,41.392.345Feedk.A.  (6,2g
Min.)

Bran (wheat
feed)

21,201,276.925
Whole meal

bread
k.A.  (1,8g

Min.)

Whole-wheat
meal

-0,850.594Coarse bread<2,1%
Fine break
middling 1700

-1,168.418Bread flour<1,8%1600

19,504,4270.657Mixed grain-bread< 1,2%Type 1050

23,002127.082Mixed grain-bread< 0,9 %Type 812

23,10
27,70

57,83.592.414
Sweet (yeasted)

dough
< 0,63%

Type 550
and 630

29,109,5590.708Family-type flour< 0,5%Type 405

Price
€/100kg

%Production in
tons

Be used inWheat
minerals

Wheat flour
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Nestlé, Germany

with whole grain

29% whole grain

whole grain

Fitness Chocolat contain 38%
whole grain
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Product

of the year

2007
(food journal:

Lebensmittel Praxis)

Whole Grain Pasta
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Whole grain products

                                                                      

Whole grain products
in bakery shops
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SNOW®WHEAT vs. common wholemeal flour

Implication on volume and colour
(100 % wholemeal):

Less depression in
volume with

SNOW®WHEAT!

Mill 1                    Mill 2                 SNOW®WHEAT       Mill 3                Mill 4
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Batter cake: SNOW®WHEAT vs. Standard

100 % wholemeal

(Standard wheat,

i.e. Red Wheat)

100 % wholemeal

SNOW®WHEAT

50 % wholemeal

SNOW®WHEAT
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Wholemeal Biscuits

SNOW WHEAT 100%           SNOW WHEAT 50%           SNOW WHEAT 30%  

 

RED WHEAT 100%                 RED WHEAT 50%                RED WHEAT 30%  
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50 % 50 % wholemeal wholemeal 

SNOWSNOW®®WHEATWHEAT

100 % 100 % wholemeal wholemeal 

SNOWSNOW®®WHEATWHEAT

100 % 100 % wholemeal wholemeal 

StandardStandard

Wholemeal Pasta
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SNOW®WHEAT: seal

• Benefit
– Focus:

mild taste

– Not white,
not sweet

• Reason why
– SNOW

WHEAT (=
White Wheat)
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PR: Advertising SNOW WHEAT with the consumer
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SNOW®WHEAT: Poster „Mild Wholemeal Flour - Seal“
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Thank you for your attention!

KAMPFFMEYER Food Innovation GmbH
Trettaustraße 32-34
D-21107 Hamburg
GERMANY

www.kampffmeyer.de
Phone:+49.40.75 109-646
Fax: +49.40.75 109-680

Copyright © 2006 KAMPFFMEYER. All rights reserved.
Reproduction of graphical or text contents is prohibited by law.
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KFI: Figures and Business Profile
• Focus

– Processing of vegetable based products
with emphasis on grain

– Innovative ingredient systems
– Future oriented product concepts
– Application oriented problem solutions

for the food industry and the baking
industry

• Market position of the divisions
– Food industry

• Sales Area: Europe
• Market leading in innovative processing

of vegetable based products
• Supplier to market leading food comp.

– Bakers / craftsmen
• Sales area: Germany,

No. 5 on the market
• As well: Austria, Italy

Figures 2005/06
Employees    92
Turnover    28 Mio €
e. g. special flours, baking improvers, lean-
production-compounds, extrusion products,
functional food premixes and ingredients
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Woran erkennen Verbraucher Vollkorn?

• Orientierung bieten
– bei abgepackten Produkten im LEH: Siegel / Störer,

Zutatenliste
– in Bäckereien / Snackbars (belegte Brötchen): Farbe

und Körnerdekore (keine Deklarationspflicht,
Verbraucher werden allein gelassen)

• Viele Verbraucher gehen davon aus, dass je
dunkler beispielsweise eine Backware ist, desto
gesünder sie ist. Farbe wird mit mehr Wert
assoziiert. Aber was wollen die Verbraucher
wirklich? Dunkle Backwaren oder gesunde,
vollwertige Backwaren, die schmecken?


