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HELLO

3 Trademarks granted EU & US

3 Patents pending

40+ Employees

FOAK production plant
46  Million € capital raised

Randi Wahlsten
CEO & co - founder of MATR Foods

Prev. Arla Foods, McKinsey , Dalberg
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Why do we have this major say-do gap in plantbased
foods?

5 out of 10 wants to reduce meat
comsumption

1-1,5 out of 10 buys plant based
alternatives
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Chefs and restaurateurs consistently point out the 
same 

I haven ’t been able to 
find a plant - based 
product, which lives up 
to the quality 
standards I keep. 

Klaus Wittrup
Owner and chef of Gasoline Grill



Consumers say it differently

Why is it trying so hard 
to be something it is 
not?



Consumers are demanding new answers
Values/ 

Ideology

Everyday
utility

Early
adopters

Niche
audience

Todays’ winning 
products

Meat mimicry and taste 
fidelity is key

Long ingredient lists and engineered 
products tolerated if sustainability 
claims are strong

Moral messaging drives interest
missing everyday usefulness

Simple, functional ingredients

Food -first taste: umami, texture and 
satisfaction

Local raw materials, resource efficiency, 
transparency = concrete sustainability 

Health credibility without overclaiming on 
protein, fiber and digestibility

Functionality and everyday cooking 
robustness

Open 
omnivores *

* Conscious, main -stream eaters

4%
of the population

60%
of the population



Consumers desire to eat healthier: Naturalness 
instead of meat mimicry is king
What still matters What has changed What wins today

Health remains a top food driver

Sustainability still matters

Most consumers still try to eat healthier, 

even under inflation pressure

Environmental impact hasn’t disappeared. 

But ranks below price and health in daily 

choices

Meat reduction ≠ plant-based 
substitution
Consumers cut meat, but don’t automatically 
replace it with plant-based meat

Perfect mimicry is no longer expected

2/3 of consumers are not looking for 

products that mimic meat. Taste and 

transparent ingredient lists matters

Flexitarian dominates
Moderation over elimination; fewer rules, 

more flexibility

Food-first taste and familiarity

Naturalness and simple ingredients

Fits everyday cooking and 
households

Sources: YouGov , ProVeg
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The category codes are dominated by three ideals
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WHAT WE MAKE
Real good food.

MATR uses fungi fermentation to unify vegetables and legumes into food that is healthy, 
sustainable, ethical, and tasty — with no buts.

Our flagship product, the 

MATR Burger , brings clean and craveable together on one plate.



PRESENTATION TITLE

Each has merit but not enough meaning on it’s own



TRUST

ATTRACTION

AVAILABILITY
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What is this?
Water , Pea 
Protein isolate, 
Expeller -Pressed 
Canola Oil, 
Refined Coconut 
Oil, Rice Protein, 
Natural Flavors, 
Cocoa Butter, 
Mung Bean 
Protein, 
Methylcellulose, 
Potato Starch, 
Apple Extract, 
Pomegranate 
Extract, Salt, 
Potassium 
Chloride, 
Vinegar, Lemon 
Juice 
Concentrate, 
Sunflower 
Lecithin, Beet 
Juice Extract



TRUST

Origin Trusted process History
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ATTRACTION
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ATTRACTION I Why do we eat meat?
Nutrition and satiety
• Proteins in with  good amino -

acid composition
• Iron, vitamin B12

Tradition
• Food is culture, memories and love 
• Meat is a status symbol and thereby 

gesture of generosity too
• Butchery is a production method we 

trust (implicitly)

Umami flavours
• One of the five basic flavours

that we biologically crave to 
experience true satisfaction from 
our meals

Texture and bite
• The filamentous texture of meat 

offers juiciness and bouncy 
resistance in the bite

• Makes meals interesting and releases 
signals to our gut to unlock satiety 
response



AVAILABILITY

Right products

Right price

Conflict free mental 
availabilit y
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MATR Fermented greens



Fermentation is 
human history



Fermentation is natural transformation



MATR is a new category of foods based on natural
fermentation, modern precision and local organic
ingredients

All organic
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MATR’s one-step approach with more efficient 
production, better taste & texture and clean label

Step 1:
Fermentation of 

mycelium protein as 
an ingredient

Step 2:
Formulation of myco -
protein into a ready-

to-eat product

Current market two -step 
myco -protein process

Ingredients directly 
fermented into a 

ready -to-eat product 
in one step

New One -step waste free 
process

Two types of mycelium -protein players

>

Benefits of one -step process

Umami taste and juicy bite
texture developed in one step 
during fermentation

No need to add flavor
enhancers and texturizers 
enabling a clean label

Up and downstream process 
in one step allows for highly 
efficient production
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Superior juicy texture

Deep natural umami flavours

Clean label

Local organic ingredients

Minimal footprint (scope 3)

Strong health profile

Competitive cost levels

NO - GMO or novel foods

NO Additives

NO Texturizers

NO Heavy processing, no waste

NO Protein isolates

NO soy, coconut oil, palm oil

MATR – fermented greens
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VERSATILE BASICS ALLOWS OWNERSHIP AND TRADITION
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Consumer reactions

It's great to still be able to make 
moussaka, lasagna, and all the 
other dishes we love without 
using meat , and we use Matr 
several times a week for all kinds 
of things !

Absolutely perfect. Not ultra -
processed. Juicy, lots of 
umami . So much flavor!



What is it the chefs are asking for?

I haven ’t been able to find a 
plant -based product, which 
lives up to the quality standards 
I keep. 
It has to be an organic, ”clean 
label ” product without any 
added rubbish . 
But most importantly, it has to
be juicy, satisfying and umami -
rich when you bite into it – just 
like when I bite into a beef 
patty . With MATR I have now 
found what I was looking for 
and I am highly impressed .

Klaus Wittrup
Owner and chef of Gasoline Grill
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What’s next

Clean trustworthy products 

New category language



THANKS
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