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ONLY ALT-MEAT IS DEDICATED TO THE 
BUSINESS OF MEAT ALTERNATIVES
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2024 EDITORIAL SCHEDULE

Alt-Meat is the only multimedia brand focused  
exclusively on the meat alternatives market, including  
the producers of plant-based, cultivated, fermented  
and blended products. It is read by decision makers  
at mission driven brands, as well as divisions and brands 
at traditional meat and food processing companies. 

Our coverage of the meat alternatives industry  
includes business and financial updates, best practices,  
scientists, visionaries and entrepreneurs to watch,  
regulatory updates and more. Our award-winning team  
of journalists and highly respected contributors have  
the knowledge and experience to cover this emerging  
industry in depth, with perspective and strategic analysis.
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Plant-based Plant-based

When Michelle Wolf looks 
out across the water near 
her homebase in San 

Francisco, she sees something a bit 
different from the rest of us. 

“The ocean is vast. There’s so much 
space out there, it can feel like an 
endless resource that can’t be deplet-
ed,” she says, holding her arms wide 
to illustrate the expansiveness of the 
ocean, which covers about 70% of the 
earth’s surface. “But seafood consump-
tion has a devastating impact on our 
oceans — and they are being depleted.”

Driven by her passion for protect-
ing the oceans, Wolf co-founded New 
Wave Foods in 2015 with an eye to-
ward developing plant-based seafood. 
The team worked on a sharkfin ana-
logue as their first product, but soon 
pivoted to shrimp, the most consumed 
seafood in America.

“The market opportunity is huge,” 
Wolf says. “But that means the opportu-
nity to make a difference is also huge.” 

Her commitment to sustainability is 
no small part of why Wolf was named 
CEO of the startup in 2021 — but it’s 
not the only factor. 

Wolf is a savvy entrepreneur with 
a deep knowledge of biochemical 
sciences, experiences that guided New 
Wave through its initial product devel-
opment and continues to inform her 
leadership as the business grows into 
its next phase. 

But she knows she can’t take it all 
on her own: “It can be lonely at the 
top, so having a sounding board and a 
cheering squad is so important,” says 
Wolf, who has built a solid network of 
friends, family and colleagues who lift 
her up and keep her grounded. 

In a wide-ranging interview with 
Alt-Meat, Wolf discusses how New 
Wave developed its novel plant-based 
shrimp product, how her position has 
changed since taking on the role of 
CEO and what she sees in the future of 
the alt-meat industry. 

Alt-Meat: You’ve been CEO of New Wave 

Foods for about a year and a half now. 

How’s it going?

MICHELLE WOLF: It has been a 
thrilling time. I co-founded New Wave 
Foods right out of college, so I didn’t 
exactly know what it would entail. But 
I knew that there were going to be long 
hours and a lot of hard work.

Since becoming CEO, I use a bit more 
of my background in engineering. My 
day-to-day has changed — before, I was 
able to go really deep into the opera-
tions and R&D side, and now I have to 
know everything about every depart-
ment, and I have to trust my team to get 
me the information I need and make 
sure everything is getting done.

Doing some of the higher-level CEO 
things, like managing the board and 
fundraising, is all quite new. I was sup-
porting those parts of the business as a 
co-founder, but now it’s all on me.

Alt-Meat: What has been unexpected 

about being a CEO?

social network
BEFORE THE FIRST PLANT-BASED NEW WAVE SHRIMP EVER SIZZLED IN A PAN, COUNTLESS HUNDREDS 
OF HOURS WERE SPENT CREATING THE RIGHT TEXTURAL BOUNCE, KEEPING THE COLOR CORRECT AND 

DEVELOPING THAT ‘FRESH OCEAN’ FLAVOR. NEW WAVE FOODS CO-FOUNDER MICHELLE WOLF — NOW 
THE COMPANY’S CEO — HAS BEEN THERE FROM DAY ONE. BUT SHE’S NOT DOING IT ALONE.

By Melissa Sue Sorrells, managing editor  

TheMICHELLE 
WOLF

TITLE: 
 CEO, New Wave Foods

HOMETOWN: 
 Pittsburgh 

FORMERLY: 
Research/innovation 

intern, L’Oreal; research 
ass’t, UPMC Hillman 

Cancer Center

EDUCATION: 
M.S., biomedical eng’g; 
B.A., materials science, 

Carnegie Mellon 
University

CLAIM TO FAME: 
One of Forbes 

magazine’s 30 under 30  
in 2021

FAVORITE FORM OF 
SELF-CARE: 

Walking her five-month-
old puppy, Cooper 
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SOME OF OUR FAVORITE STORIES OF 2023

Oceans of Opportunity  Alt-Meat profiled materials  
science engineer, Michelle Wolf, who co-founded  
New Wave Foods in 2015, aiming to create  
sustainable, plant-based shrimp. This 29-year-old  
discussed what it will take to save the oceans and  
lead a team to create killer alt-seafood.

Breaking the Mold  Alt-Meat provided readers with an  
inside view of New School CEO: Serial entrepreneur  
Chris Bryson, whose first startup was bought by  
Instacart for millions. Bryson discusses a three  
year journey to find a new process that improves  
the texture of alternative meats: directional freezing.
In our interview with Bryson we discuss everything  
from product development to founding a company  
and investing in alternative proteins.

Coming Clean  Methylcellulose has grabbed its fair 
share of headlines — and inspired several ‘clean-label’ 
alternatives for the sector. In this article Alt-Meat  
explores this widely vilified ingredient and other  
common ingredients that pose a problem for  
consumers looking for a clean label. 

Hype & Hope  The market for plant-based meat has 
become crowded and noisy and growth has slowed.  
Alt-Meat talked with marketing and branding experts 
about what’s gone wrong — and how plant-based  
brands can turn things around. 

The Protein Puzzle  In this article, Alt-Meat revealed why 
big meat companies and big ag are betting on the future 
of alternative proteins. Readers get perspectives from 
Cargill, ADM and more. 

Solving for Structure  Scaffolding plays a variety of roles 
in the development of alt-meat products, from nurturing 
growing cells to providing structure for the final project. 
Alt-Meat continued its award-winning science coverage 
with this probe of industry experts to learn the benefits 
and negatives of this unique tool.

ALT-MEAT COVERS THE BUSINESS OF MAKING 
PLANT-BASED, CULTURED, FERMENTED AND 
BLENDED MEAT PRODUCTS
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Plant-based Plant-based

Consumer demand for clean label 
consumer packaged goods — that 
is, products made with recogniz-

able, if not completely whole, ingredi-
ents — has reached an apex. 

A recent Mintel report on plant-based 
proteins revealed that 75% of US con-
sumers say that a product’s ingredient 
content influences their purchasing 
decisions, and 63% reported wanting 
to see more alt-meat options made 
with whole food ingredients. Even big 
box retailers like Walmart and Target 
are getting into the clean label game, 
following Whole Foods Market’s lead by 
banning products that contain certain 
processed ingredients. 

This poses a frustrating quandary for 
alt-meat manufacturers. On one hand, 
companies want to meet consumer de-
mand; on the other hand, it takes some 
serious food chemistry wizardry to turn 
plant-based ingredients like soy and 
mung bean into a product that looks 
and tastes like meat — and that’s before 
the added challenge of doing so without 
any processed chemicals. 

“Plant-based products still enjoy 
a halo, regardless of what’s on the 
ingredient statement. Long ingredi-
ent lists and unfamiliar ingredients 
have not stopped the meat alternative 
space from attracting consumers,” 
notes Melissa Machen, principal 

technical account manager of protein 
ingredients at Cargill. 

“However, the industry isn’t stand-
ing still,” she continues. “We know 
many companies would like to reduce 
the number of ingredients in their 
formulas and replace less familiar 
ingredients with options that consum-
ers recognize.” 

Fortunately, there are plenty of 
promising new ingredients and strat-
egies that can help alternative meat 
companies reformulate their products 
with cleaner labels. 

“In some cases, something as simple 
as changing the name of certain ingre-
dients can help,” advises Lonica Kuf-
ner, founder and CEO of Clean Label 
Consulting. “Take tocopherol acetate. It 
sounds scary, but it’s vitamin E.” 

In that case, using a “less scientific” 
term that any layperson can under-
stand can make a label read cleaner — 
without a single ingredient change.

But if reformulation is necessary, it 
can take some trial and error based on 
a myriad of factors, including cooking 
temperature, pH balance and type of 
delivery format, Kufner adds. 

“For example, rosemary extract can 
work as a natural substitute for other 
chemical preservatives and it works in 
a lot of applications,” the consultant 
says. But not all of them. 

THE RACE IS ON TO DEVELOP ALL-NATURAL 
ALTERNATIVES FOR METHYLCELLULOSE, SODIUM 

PHOSPHATE AND OTHER ALT-MEAT ADDITIVES. 
By Jennifer Joseph, contributing editor
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Many of Beyond Meat’s products, including its 
popcorn chicken, contain methylcellulose

  and sodium phosphate.
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Strategy Strategy

T he global population hit a record 
high of 8 billion in mid-November 
2022. In the next 30 or so years, 

the world’s population is expected to 
soar to 9.7 billion.

Population growth is predicted 
to stress natural resources, and the 
“Asia-Pacific region is particularly vul-
nerable to limited food supply,” accord-
ing to a report from Bloomberg.

Meanwhile, the United Nations Food 
and Agriculture Organization reports 
that global consumption of meat has 
more than doubled since 1990. 

Faced with these impossible num-
bers, traditional food and meat power-
houses, such as Cargill, ADM and JBS, 
are investing in alternative proteins. 

SAY WHAT?
Simultaneously investing in both an-
imal meat and alt-proteins may seem 
contradictory, but these investments 
by legacy companies are a defensive 
move, a power play and an effort to 
realize their ultimate purpose of feed-
ing the world. Let’s just say they are 
covering their bases. 

“Traditional companies are investing 
in meat substitutes for growth and for 
defensive purposes,” says Phil Howard, 
professor of community sustainability 
at Michigan State University. “The 
firms may make some financial gains 
if alternatives grow rapidly, and their 
executives can also steer this growth in 
a way that will increase — rather than 
decrease — their power.” 

“Consumers want choices and tradi-
tional meat companies want to provide 
the best products for consumers,” adds 
Andrew Ive, founder and general manag-
ing partner of New York-based Big Idea 
Ventures, a venture capital firm that 
invests in food tech. “There is a growing 
demand for great-tasting protein with a 
much more sustainable footprint.” 

ANSWERING DEMAND 
The equation is simple: More peo-
ple = more demand for protein, says 
Elizabeth Gutschenritter, managing 
director of alternative protein at 
Cargill. The agricultural behemoth is 
tapping into its 157 years of meat and 
food industry expertise to help scale 
alternative proteins. 

“We live in a world where people need 
more protein,” she says. “Protein con-
sumption will double globally by 2050, 
largely driven by population growth 
and greater affluence.”

Cargill’s investments cover a variety 
of alternative proteins including inno-
vations that haven’t been introduced 
yet, Gutschenritter says. 

A roster of Cargill’s alt-protein 
investments includes cultivated 
meat pioneer Upside Foods; Wildtype 
Foods, a cultivated salmon producer; 
Aleph Foods, a cell-based protein 
company; PURIS, North America’s 
largest producer of pea protein; and 
Bflike, a Dutch firm that produces 
vegan blood and fat analogue ingre-
dients to create plant-based meat and 

seafood alternatives that look, feel 
and cook more like their animal-based 
counterparts. 

“Alternative protein is a growing 
part of the total protein puzzle and is 
emerging just in time to fill a protein 
gap,” Gutschenritter says.

KEYING IN ON CONSUMER TRENDS
Like Cargill, ADM also is investing 
in alternative proteins, not only due 
to population growth but because of 
shifting consumer desires. 

The company, best known for its pro-
duction of corn syrup and soybeans, 
views investing in alternative pro-
teins as key to tapping into consumer 
trends, including diners who are turn-
ing away from traditional animal meat 
on their dinner plates.   

In the “Route to Sustainability 
Report, 2022,” market research firm 
FMCG Gurus finds that 49% of global 
consumers claim to have changed their 
diet over the last two years to lead a 
more environmentally friendly life-
style. What’s more, 40% changed their 
diet by reducing or eliminating meat. 

In its own annual outlook on global 
consumer trends, ADM reports that 
52% of global consumers now consider 
themselves flexitarians, incorporat-
ing animal-based, plant-based and 
other alternative proteins into their 
diet regularly. Within that group, 
nearly two-thirds are defining their 
eating style as “trying to use more 
plant-based foods.”  

FACED WITH THE GROWING PROTEIN DEMANDS OF AN EXPANDING 
POPULATION, BIG MEAT AND BIG AG ARE BETTING ON THE FUTURE OF 
ALTERNATIVE PROTEINS, HOPING TO WIN BIG AND GUIDE THE MARKET.

By Annemarie Mannion, contributing editor

proteinpuzzle
The
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Plant-based

Chris Bryson isn’t your typical CEO.
As the head of Unata, a digital 

grocery company that was bought by 
Instacart in 2018, Bryson famously had 
one-on-one coffee appointments with 
every one of his employees at least once 
every four months. 

And when he decided he wanted to 
throw his time, brain power and money 
into the alt-meat sector, he didn’t hire 
a food scientist and produce more of 
the same plant-based products already 
flooding the market. 

Instead, he undertook an extensive 
(and expensive) three-year R&D process 
with multiple universities, searching 
for a breakthrough idea that would turn 
the industry on its head. 

“Everyone is so focused on taste. 
Taste is important, but there’s so much 
more to it,” Bryson said. “There’s price, 
of course. Today’s alternatives are two 
to three times more expensive, and 
people are, at the end of the day, driven 
by price more than anything else. But 
the thing not nearly enough people are 
thinking about is texture. And that’s 
where we focused a lot of our efforts.”

Focusing on texture is how his 
second startup venture, New School 
Foods, ended up homing in on a tech-
nique called “directional freezing,” 
which relies on a series of cold-based 
processes to recreate the muscle fibers 
of conventional meat. 

The science is surprisingly simple: In 
short, a seaweed-based gel with a high 
concentration of water is placed on an 
extremely cold surface. As the water 
in the gel freezes, ice crystals grow up 
through the gel, creating an arrange-
ment of tubes that are similar to the 
molecular structure of muscle fibers. 

Melting the ice leaves hollow tubes 
throughout the gel structure. New 
School Foods takes this empty scaffold 
and fills it with plant proteins, oils and 
other ingredients to create a whole cut 
protein product. 

The Toronto-based company says 
that, by using different temperatures 
and different gels, it can use its patent-
ed process to tune the diameter and 
length of the tubes to mimic different 
types of meat. So while Bryson and his 
team plan to go to market with a plant-
based salmon in 2024, he contends 
there’s no limit to the different types of 
products the company can produce. 

In a conversation with Alt-Meat, the 
serial founder talks about why he felt 
compelled to get into the alt-meat are-
na, his tenets of good product design 
and why Canada might just be the 
epicenter of future foods.  

 Alt-Meat: How did you get involved in the 

alt-protein space?

BRYSON: After the sale of my first 
company, I met a few people who 
opened my eyes to the realities of how 

SERIAL ENTREPRENEUR 
CHRIS BRYSON 

NOTICED THAT MOST 
PLANT-BASED MEAT 

ANALOGUES ARE 
PRODUCED USING THE 

SAME TECHNOLOGY. 
UNSATISFIED WITH THE 

RESULTS, HE WENT BACK 
TO THE DRAWING BOARD.

By Melissa Sue Sorrells, 

managing editor  

CHRIS BRYSON
HOMETOWN: 

 Toronto, Canada 

TITLE: 
Founder and CEO,  
New School Foods

FORMER TITLES: 
Adviser, Instacart; Founder and 

CEO, Unata; Senior Strategic 
Marketing Analyst,  

Warrillow & Co.

EDUCATION: 
Honours Bachelor of Commerce, 

Queen’s University,  
Ontario, Canada

CLAIM TO FAME: 
Bryson’s first startup, Unata, was 
bought by Instacart in 2018 for a 

reported $65 million

FOOD FOCUS: 
“My diet is entirely plant-based.”

HOBBY: 
“Fostering animals helps me 

connect with empathy.”

ROCKSTAR VIBES: 
“I like to play the drums. If I wasn’t 

running New School Foods, I’d 
probably be making music.” Breakingmoldthe
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Cultivated Cultivated

For most of the world’s population, to eat — 
or not eat — meat is a matter of personal 
choice. Not so the some 2.7 billion Jews, 

Muslims and Hindus for whom dietary laws are 
central to their worship.

For them, the technology that enables plants 
or mycoprotein to mimic animal products may 
pave the way to try dining options that have been 
off-limits for millennia. And with federal approval 
to serve cultivated proteins to U.S. consumers, 
conferred in June, myriad dietary rules could be 
out the window — or not. 

For now, many of the faithful are waiting for 
their religious leaders to weigh in.

“As forward-thinking scientists and food pro-
ducers, we recognize that determining the sta-
tus of cultivated meat within religious dietary 
frameworks requires careful consideration,” 
says Mor Glotter, vice president of marketing at 
Steakholder Foods, a cultivated meat company 
based in Rehovot, Israel. 

“The unique nature of the cultivation process 
and its ethical implications necessitate a compre-
hensive evaluation,” Glotter says. “Religious lead-
ers are crucial to defining the parameters for the 
compatibility of alt-meat with religious practices.”

FOOD AS WORSHIP
At the intersection of technology and religious 
practice, food becomes more than sustenance or 
an antidote to a climate problem. Muslims who 

don’t eat pork, Hindus who don’t eat beef or Jews 
who keep kosher — not mixing dairy and meat or 
eating shellfish — are living their personal and 
religious values. Food technology could sweep 
away generations of shared understanding.

For example, animal proteins are deemed 
halal for Muslims or kosher for Jews only if they 
are certain, approved beasts, and only if they’re 
slaughtered properly. If no animal is slaughtered, 
does cultivated beef — or fermentation-enabled 
alt-beef — still meet the definition of “kosher” or 
“halal”? Could an observant Jew who has never 
had a cheeseburger finally bite into one — or does 
dining on an iteration of an animal protein violate 
the letter and the spirit of law?

These questions are far from settled, and the 
degrees to which each religion’s leaders define 
the way forward differs. Getting to the future 
means looking back to ancient texts and a lot 
of interpretation — including in hot economic 
growth centers like Southeast Asia, where 42% of 
the population is Muslim. 

“We’ve heard from kosher and halal individu-
als who are excited and want to incorporate our 
products into their meals,” says Brooke Whitney, 
communications lead at cultivated meat com-
pany Upside Foods. “Israel’s chief rabbi recently 
affirmed that cultivated steak is kosher,” she 
continues. But, “ultimately, it’s up to third party 
certifying authorities to determine if a product 
can be labeled as kosher or halal.”

IN THE AGE OF 
CULTIVATED MEAT, 
NAVIGATING 
RELIGIOUS 
DIETARY 
TRADITIONS 
BECOMES A LOT 
MORE CONFUSING. 
By Francine Cohen, 

contributing editor  

faithful plateThe

Believer Meats’ cultivated 
chicken burrito bowl

Alt-Meat August 2023 31

Cultivated

Researchers and alternative meat compa-
nies racing to produce convincing whole 
meat cuts, like juicy marbled steaks and 

flaky fish filets, are finding that success often 
hinges on one key component: Scaffolding. 

Scaffolding is a widely used term for any 3D 
molecular structure that serves as a framework 
to give shape and texture to alternative meats. 
Without scaffolding, cultivated muscle and fat 
cells are simply mush. 

“Like wooden skeleton scaffolding you’d 
see on building, alt-meat scaffolding provides 
the bones of structure for alternative meats,” 
explains Stephanie Kawecki, lead scientist on a 
cultured marbled meat project at UCLA. 

Kawecki says that, in animals, muscle and 
fat tissues are bound together by a structure of 
collagen, water and other nutrients known as 
the extracellular matrix. Scaffolds are meant to 
mimic this extracellular matrix, giving alterna-

tive meats heft and structure that more closely 
resembles conventional animal protein.  

PUTTING SCAFFOLDS TO WORK 
Scaffolding is most commonly used in cultivat-
ed meat production. 

“There are different types of scaffolds, made 
from different materials and used for different 
purposes, such as enabling cell differentiation 
and maturation, facilitating cell suspension 
and allowing perfusion of media ingredients,” 
says Roee Nir, co-founder and CEO of cultivated 
seafood company Forsea Foods.

Most typically, scaffolding serves as a base 
upon which animal-derived cells can grow in 
bioreactors. “Muscle and fat are both adherent 
cells. They need to attach to something to grow 
and survive,” Kawecki explains. “We focus on 
developing scaffolds that can help improve the 
growth efficiency of our cells.” 

THE LATEST 
ADVANCES IN 
EDIBLE SCAFFOLDS 
PAVE THE WAY 
FOR THE NEXT 
GENERATION 
OF CULTIVATED 
STEAKS, FAUX 
SALMON FILETS  
AND MORE.

By Jennifer Joseph, 

contributing editor  

Solvingstructurefor
New School Foods’ 
alt-salmon is made with 
plant-based scaffolding.

031_AM2308_ScienceFeature.indd   31 7/18/23   4:27 PM

February 2023  |  www.alt-meat.net

OCEANSof opportunity
New Wave Foods co-founder Michelle Wolf 

on shrimp, ‘fresh ocean’ flavor — 
and leading a team to better the planet.
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Aleh Manchuliantsau 
and his company, 

Planetarians, have a 
two-ingredient secret 

for whole-cut alt-meat 
from food industry 

byproducts.

June 2023  |  www.alt-meat.net

trashONE MAN’S

0C1_AM2306_Cover_Final.indd   1 5/16/23   9:30 PM



Bill Kinross 
VP, Group Publisher 
Phone: +1 312-274-2214 
Email: bkinross@alt-meat.net

John McMillan 
Senior Account Executive 
Phone: +1 402-203-4585  

Karen Moriarty  
Senior Account Executive 
Phone: +1 630-877-4115 
Email: kmoriarty@alt-meat.net

Jeff Sutley  
Senior Account Executive 
Phone: +1 551-427-2263  
Email: jsutley@alt-meat.net

2024 ALT-MEAT EDITORIAL OVERVIEW	 4

Ask your account executive about building your brand with Alt-Meat 
as well as with Meatingplace and CarneTec in the North American 
and Latin American meat industries. 

Email: jmcmillian@alt-meat.net

mailto:jmcmillian%40alt-meat.net%20?subject=

