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#MeatFreeLunch Campaign: Sandwiches Unwrapped 2016
We are being urged to reduce our consumption of meat and dairy foods – for our health and for the health of the planet
. New UK Government advice on eating healthily and sustainably (Eatwell Guide) advises reducing our consumption of animal products (particularly red and processed meat as well as dairy) and adding more pulses and vegetables to our diets. It’s a message that resonates with the growing ‘flexitarian’ market – people who are consciously looking for tasty plant-based alternatives for some of their meal choices. 
Going meat-free at lunchtime is a simple way to cut down. Sandwiches are a popular lunchtime choice and the sandwich market is growing. According to the British Sandwich Association, UK consumers spent £7.85bn on 3.5bn sandwiches last year
.

To find out how food companies are helping their customers go meat-free at lunchtime, Eating Better surveyed sandwich choices from eight retailers (Asda, Boots, Co-op, Marks & Spencer, Morrisons, Sainsbury’s, Tesco, Waitrose), and four high street sandwich chains (Pret a Manger, EAT, Subway, Greggs). 
In total 535 sandwiches, baguettes, rolls, wraps and flatbreads were surveyed for their main fillings. Where available, data was collected online (6 companies), otherwise in-store at large outlets in London. Data was collected between January and April 2016. Companies were also asked to provide a list of their plant-based sandwich range, plus details of any plans to extend their plant-based offer. Where this extra data was provided, it has been reflected in the ranking. 
Key findings:
Out of 535 sandwiches we surveyed from the 12 retailers: 
· The vast majority (414) contained meat or fish (77%)
· 70 were cheese based (13%)
· 32 were egg based (6%)
· only 19 were plant-based
 (4%) 
This is a very slight improvement on Eating Better’s 2015 Sandwiches Unwrapped survey when we found that 17 out of 620 sandwiches (<3% were plant-based).
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Examples of vegetable and pulse based fillings found in the survey include falafel, hummus, Mexican three bean, Moroccan vegetables, red pepper tapenade, Ancho squash & corn, chickpea & sweet potato; onion bhaji, cauliflower & mango chutney; and avocado & herb. 
Several companies told us of growing interest in flexitarian eating among their customers and have plans to improve their ranges: 

· Pret a Manger told us it plans to increase vegetarian and plant-based offering as part of its 'Not just for veggies' range, including 2 new vegetarian or vegan monthly chef specials during the summer, as well as trialling 40 newly developed products in an all-vegetarian pop-up shop in June. 

· Tesco: plans to launch 7 new veggie sandwiches (including 3 plant based) in June. 
· EAT told us: "We're committed to improving our vegetarian offering and will be introducing new vegetarian and vegan products to our menus over the coming months."
· M&S told us: “Vegetarian/flexitarian eating is a key trend and we will continue to maximise options for these customers across all our ranges, not just sandwiches." 
· Waitrose told us: “Waitrose continuously strives to offer customers choice, which is why nearly a quarter of our sandwiches are now vegetarian. We welcome the Meat Free Lunch campaign initiative, it's an excellent way of getting people to think more about diversifying their protein consumption.”
But Boots and the Co-operative supermarket told us they have no plans to extend their vegetarian ranges. 
Eating Better says:

· This snapshot survey finds a slight improvement on our 2015 survey – with some companies offering more plant-based and vegetarian choices than others. But overall, customers are still being let down by the limited range of plant-based choices available from most retailers. Only two stores (Pret and M&S) offer a different option for every weekday, and even that represents a very limited choice for customers wishing to eat a meat free sandwich for lunch on a regular basis. 
· We are pleased to see that a number of companies have plans to improve the vegetarian and plant-based ranges. Eating Better is calling on all retailers – regardless of their range size or customer demographic – to offer a good selection of varied, tasty, healthy and sustainable sandwich choices - with less meat, less dairy and more vegetables and pulses in their place. 
· Eating Better’s #MeatFreeLunch campaign is encouraging people to swap their lunchtime meat, fish or cheese sandwich for a vegetable-based option, or try making their own.
· Eating Better is encouraging food companies to see the business opportunities in helping shift the nation’s eating patterns to be healthier and more sustainable.
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� With farm animals responsible for around 15% of global greenhouse gases (GHGs) (� HYPERLINK "http://www.eating-better.org/blog/67/Cows-cars-and-climate-change.html" �equivalent to the amount of GHGs from cars�) reducing meat and other animal products (including � HYPERLINK "http://anthesisgroup.com/the-sandwich-counter-your-lunchtime-carbon-footprint/" �cheese�) in our diets is a simple way to eat smart for the planet. Evidence also shows a predominantly plant-based diet is healthier too; cutting the risk of heart disease, obesity and cancer. � HYPERLINK "http://www.eating-better.org/learn-more.html" �See here for more information�.


� � HYPERLINK "http://www.britishsandwichweek.com/index.php/facts-figures/3-how-many-sandwiches-do-we-eat" �British Sandwich Association� 


� For the purpose of the survey we defined ‘plant-based’ as fillings based primarily on vegetable and pulse ingredients, as listed in the title and front-of-pack descriptions. Animal products may be present in smaller quantities (eg mayonnaise, yogurt dressing or cheese).  


� Not all choices may be available in all stores at all times.
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