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Our asks of 
food companies
The food sector as a whole has an 
enormous role to play in helping its 
customers shift to eating less and 
better meat and more plant-based 
foods. It can do this by making it easy, 
affordable and desirable, with quality 
tasty products, and by collaborating 
with civil society and governments 
to drive change in dietary norms. 
While there is growing interest in 
less & better meat/more plant-based 
eating, there is unmet demand for 
new products, ingredients and menu 
options. Our YouGov survey found 
the public wanting to see companies 
offer many more meat-free and lower 
meat choices.

Overleaf we outline our top 
suggestions for the best ways 
companies can take advantage of 
these burgeoning opportunities. 
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3.	Engaging consumers 

Brands and retailers can encourage 
consumers to eat more diverse, plant-rich 
diets through: 

•	 Brand-led campaigns, highlighting the 
nutrition and sustainability benefits of 
a plant-based diet with less and better 
meat.

•	 Collaborations with related brands or 
retailers. 

•	 Promoting campaigns e.g. Meat Free 
Monday, World Meat Free Day, veg 
sandwiches during British Sandwich 
Week.

•	 Promoting cuisines and recipes where 
the veg is the ‘star’ of the meal.

•	 Helping people to make the transition 
from meat to plants through accessible 
recipes and suggestions. Collaborations 
with chefs could be particularly effective. 

4.	Achieving broader impact

Food companies can achieve broader 
impact by aligning with government and 
NGO-led initiatives. This could include: 

•	 Supporting and implementing national 
health guidelines (e.g. Eatwell Guide) in 
product ranges and through marketing. 

•	 Involvement in campaigns such as Meat 
Free Monday, National Vegetarian Week 
and World Meat Free Day.

•	 Promoting plant-based diets and cooking 
via schools programmes. 

•	 Commissioning and promoting academic 
research that makes the case for plant-
based diets. 

•	 Retailers and food manufacturers can 
influence demand for plant-based 
ingredients through buying practices 
– via supplier requirements. Where 
supply is not available or sufficient, new 
partnerships and collaborations with 
retailers or manufacturers can be formed 
to develop new solutions at scale.

2.	Food product manufacturers 
	 and retailers

•	 Reformulate existing products to provide 
a greater ratio of plant protein (e.g. using 
pulse-based or mushroom ingredients).

•	 Invest in or collaborate with companies 
offering plant-based meat substitutes. 

•	 Introduce more exciting flavours and 
ingredients within existing plant-based 
products to attract a larger number of 
consumers. 

•	 Make plant-rich products available 
to purchase at an affordable price for 
customers. 

•	 Consider price promotions and 
placement within store to encourage 
trials and repeat purchasing.

1. 	Restaurants, fast food chains and 
	 the food service sector

•	 Develop menus to provide a greater 
choice of less meat/more plant based 
dishes that taste great.

•	 Introduce more exciting flavours and 
ingredients within existing plant-based 
products to attract a larger number of 
customers. 

•	 Consider describing plant-based dishes 
without using the words vegetarian/
vegan, as our insight shows this can 
substantially increase uptake of dishes/
products. Suitable alternatives include 
‘fresh, ‘lighter’ or ‘delicious’. 

•	 Position lower meat and meat-free 
options at the top of menu (not as an 
add-on) or at beginning/front of self-
service counters.

•	 Serve small portions of ‘better meat’, 
e.g. free-range, organic, pasture-reared, 
locally sourced meat, and market as a 
distinctive specialty.

•	 Ensure chefs are trained in plant-based 
cooking and recipe development.

•	 Price plant rich dishes/menu items at 
a comparatively affordable price for 
customers.
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Organisations that work with food businesses for sustainable diets

The following organisations, including many that are part 
of the Eating Better alliance, provide support, inspiration 
and practical resources for food businesses looking to 
make their offer healthier and more sustainable. 

Behaviour Change works with partners across the food 
industry to encourage families to eat more vegetables, 
with projects including Dabble with your Dinner and Eat 
Seasonably.  

Compassion in World Farming works with companies to 
improve their animal welfare-friendly sourcing. CiWF’s Food 
Business Awards acknowledge companies or brands that are 
committed to raising farm animals in higher welfare systems. 

Carbon Trust provides services to companies and the 
public sector to help reduce their environmental footprint. 

Eaternity’s software allows restaurants to track and measure 
the carbon footprint of all their meals and purchases.

Food for Life partnership works with schools, nurseries, 
hospitals and care homes to provide healthy, tasty and 
sustainable food.

Peas Please from the Food Foundation engages 
producers and food businesses to increase vegetable 
consumption in a sustainable manner. 

Protein Challenge 2040 from Forum for the Future works 
with a coalition of business partners to explore how to 
increase consumption of plant-based protein. 

Hubbub works with communities and companies to create 
positive campaigns that inspire people to make healthier, 
greener food and lifestyle choices.

Humane Society International UK runs Forward Food 
culinary training sessions, teaching chefs how to create and 
present delicious plant-based dishes. 

IntoLife’s software allows food service businesses 
to integrate sustainability into their menus, sales and 
procurement, leading to healthier meals, more profitable 
food service and lower environmental impacts.

The LEAF marque is an assurance system recognising 
sustainably farmed products based on LEAF’s Integrated 
Farm Management principles.  

Meat Free Monday encourages people to skip meat for 
at least one day a week. MFM’s school programme 
includes catering recipes, meat free nutrition advice 
and marketing ideas. 

ShareAction, in partnership with the FAIRR Initiative and 
a coalition of institutional investors, encourages food 
companies to adopt and promote plant-based proteins 
and the responsible use of antibiotics in livestock.

Soil Association certification inspects and awards organic 
certification to farms and businesses that meet Soil 
Association’s organic standards.

The Sustainable Restaurant Association’s Food Made Good 
programme is building a community of chefs, restaurateurs, 
marketers, foodies and social changers working together to 
make food good for people and the planet. 

Vegetarian Society certifies vegetarian and vegan products, 
runs National Vegetarian Week and provides training for 
professional chefs at its Cordon Vert Cookery School.

The World Resources Institute’s Better Buying Lab 
partners with major companies, including Sodexo, Unilever 
and Sainsbury’s, to help shift consumer behaviour toward 
more sustainable, plant-based foods. 

WWF-UK works internationally to safeguard the natural 
world. Its partnerships with businesses include developing 
solutions for sustainable diets.

Resources

Shaping the future of protein: the Protein Challenge 
2040: Accelerating Innovation and Action (2017) 
Forum for the Future. 

Designed with health in mind: A psychological 
approach to helping consumers make healthier 
choices in foodservice (2017) Amy Fetzer, Footprint 
Intelligence & Compass Group.

Shifting Diets for a Sustainable Food Future (2016) 
World Resources Institute.

‘We will live as we will eat: Anticipating the future 
power of sustainability and our shifting food culture’ 
(2016), James Murphy & Martin Thomas, Dissident.

Catering for Sustainability: Making the Case for 
Sustainable Diets in Foodservice (2016) WWF-UK, 
Sodexo UK & Ireland & the Food Ethics Council.

What is the role of plant-based foods in future diets? 
(2016) Forum for the Future.

The Future of Food: The investment case for a Protein 
Shake Up (2016) FAIRR & ShareAction.

The Case for Protein Diversity: Accelerating the 
adoption of more sustainable eating patterns (2015) 
Carbon Trust.

Principles of Health and Sustainable Eating Patterns 
(2015) Global Food Security Programme.

Let’s Talk About Meat: Changing dietary behaviour for 
the 21st century (2014) Sue Dibb & Dr Ian Fitzpatrick, 
Eating Better.

Foodsource, Food Climate Research Network. 
A free and evolving resource on food systems and 
sustainability.

http://www.dabblewithyourdinner.co.uk
http://eatseasonably.co.uk
http://eatseasonably.co.uk
https://www.ciwf.org.uk/our-impact/food-business-programme/
https://www.ciwf.org.uk/our-impact/food-business-programme/
https://www.carbontrust.com/home/
http://www.eaternity.org
https://www.soilassociation.org/certification/catering/
http://foodfoundation.org.uk/about-peas-please/
https://www.forumforthefuture.org/protein-challenge-2040-increasing-proportion-plant-based-protein-consumption-with-consumers
http://www.hubbub.org.uk
http://www.hsi.org/ForwardFood
http://www.intolife.no
http://www.leafuk.org/leaf/consumers/theLEAFmarquecons.eb
http://www.meatfreemondays.com/schools/
https://shareaction.org/food-systems/
https://shareaction.org/food-systems/
https://www.soilassociation.org/certification/
https://www.foodmadegood.org/s/
https://www.vegsoc.org
http://www.eating-better.org/blog/119/Better-Buying-Lab-Aims-to-Accelerate-Demand-for-Sustainable-Food.html
https://www.wwf.org.uk/what-we-do/area-of-work/making-food-sustainable
https://www.forumforthefuture.org/sites/default/files/Shaping_the_Future_of_Protein_2017.pdf
https://www.forumforthefuture.org/sites/default/files/Shaping_the_Future_of_Protein_2017.pdf
https://www.compass-group.co.uk/media/2843/designed-with-health-in-mind-may-2017.pdf
https://www.compass-group.co.uk/media/2843/designed-with-health-in-mind-may-2017.pdf
https://www.compass-group.co.uk/media/2843/designed-with-health-in-mind-may-2017.pdf
http://www.wri.org/blog/2016/04/sustainable-diets-what-you-need-know-12-charts
https://www.slideshare.net/DissidentBiz/we-will-live-as-we-will-eat-62766219
https://www.slideshare.net/DissidentBiz/we-will-live-as-we-will-eat-62766219
http://assets.wwf.org.uk/downloads/wwf_catering_full_report.pdf?_ga=1.218529049.1414195058.1404815893
http://assets.wwf.org.uk/downloads/wwf_catering_full_report.pdf?_ga=1.218529049.1414195058.1404815893
https://www.forumforthefuture.org/sites/default/files/files/Role_of_plant_based_diets_Oct16_FINAL_2(1).pdf
http://www.fairr.org/wp-content/uploads/FAIRR-and-ShareAction-Protein-Briefing-September-2016.pdf
http://www.fairr.org/wp-content/uploads/FAIRR-and-ShareAction-Protein-Briefing-September-2016.pdf
https://www.carbontrust.com/media/671648/the-case-for-protein-diversity.pdf
https://www.carbontrust.com/media/671648/the-case-for-protein-diversity.pdf
http://www.foodsecurity.ac.uk/assets/pdfs/healthy-sustainable-eating-patterns-report.pdf
http://www.eating-better.org/uploads/Documents/Let'sTalkAboutMeat.pdf
http://www.eating-better.org/uploads/Documents/Let'sTalkAboutMeat.pdf
http://foodsource.org.uk
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Eating Better is an alliance of over 
50 civil society organisations working to 
build consensus and develop collaborative 
practical approaches to engage policy 
makers, food businesses and civil society 
to catalyse shifts towards healthy and 
sustainable eating patterns. Eating Better 
encourages a culture where we place 
greater value on the food we eat, the 
animals that provide it and the people who 
produce it. Eating Better supports farmers 
who produce meat in a sustainable way.

Moderating our meat consumption – 
whether red, white or processed meats 
– while also choosing ‘better’ meat that 
is naturally fed, has a known provenance 
and is produced to high animal welfare, 
environmental and quality standards 
can help support farmers without being 
more expensive for consumers. A 
‘less but better’ approach to meat with 
meals based around a greater variety of 
plant-based foods will ensure healthy, 
balanced diets that are better for the 
planet and for fairer food systems too. 

www.eating-better.org

info@eating-better.org

Twitter: @eating_better

Facebook • LinkedIn

Keep in touch with our news, sign up to 
our monthly newsletter.

This briefing was written by Sue Dibb and Elena Salazar 
de Llaguno at Eating Better, with input from organisations 
in the Eating Better alliance. Published May 2017.

Eating Better receives core funding from the Esmée 
Fairbairn Foundation. The YouGov survey for Eating 
Better 2017 was funded by The Vegetarian Society. 
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