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New survey finds slim pickings for a #MeatFreeLunch in supermarkets & high street sandwich chains
Snapshot survey of over 500 sandwiches from supermarkets & high street sandwich chains reveals only 19 plant-based choices without meat, fish, cheese or egg in British Sandwich Week.
Survey finds Pret A Manger and M&S offer more plant-based choices, Asda and Greggs provided none.
Eating Better launches #MeatFreeLunch campaign to encourage all retailers to offer a better balance of sandwich choices – with more vegetables and pulses and less meat and dairy ingredients – in line with new official healthy sustainable eating advice.
A snapshot survey of 535 sandwiches and wraps from eight supermarkets and four high street sandwich chains (1) by Eating Better (2) has found that consumers trying to eat healthily and reduce their impact on the environment (3) will struggle to find a choice of sandwiches that fits the bill. Only 19 out of 535 (4%) were plant-based (ie did not contain meat, fish, cheese or eggs as main ingredients) – a slight increase on last year’s survey (4). The vast majority (77%) were meat or fish based. This is despite the growing trend for flexitarianism – people reducing the amount of meat in their diets. 
How the companies ranked:

· Better choice: We found Pret a Manger, and M&S provided the most plant-based choices (5 or 6 plant-based options)

· Limited choice: Boots and EAT (3 or 4 plant-based options)

· Poor choice: Waitrose, Subway, Morrison, Co-Op, Tesco and Sainsbury’s. (only 1 or 2 plant-based options). 
· No choice: We found no plant-based options in Asda and Greggs. 
According to the British Sandwich Association, UK consumers spent £7.85bn on 3.5bn sandwiches last year. In British Sandwich Week (5), Eating Better is calling on companies to provide a better balance within their sandwich, wrap and flatbread range in line with new Government advice on eating healthily and sustainably (Eatwell Guide) which advises reducing consumption of animal products (particularly red & processed meat & dairy) and adding more pulses & vegetables to our diets. 
The survey also identified companies that are improving their range. Pret a Manger is increasing its vegetarian and plant-based offering as part of its 'Not just for veggies' range currently being promoted across its stores, including trialling over 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 say they will be introducing new vegetarian and vegan products to menus over the coming months. And M&S says it has identified flexitarianism as an important customer trend and is looking to better cater for them. Waitrose welcomes the campaign as an excellent way of getting people to think more about diversifying their protein consumption.
“It’s great news that some companies are responding to the growth in the flexitarian eating market and have plans to expand their ranges,” says Sue Dibb of Eating Better. “But on the whole customers seeking healthier sandwiches with a lower environmental impact are being let down by slim pickings. We’re calling on all food businesses to step up to the plate and offer a better range of delicious plant-based sandwiches made with vegetables and pulses.”
Eating Better’s #MeatFreeLunch campaign is encouraging people to swap their lunchtime meat, fish, cheese or egg sandwich for a vegetable-based option, or try making their own. 
Notes for Editors:
(1) Eating Better surveyed 535 sandwich, wrap, flatbread and baguette 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) between January and April 2016.  We also invited all companies to provide details of their plant-based sandwich range, and this information was used to inform the ranking. For further details of the survey download Eating Better’s #MeatFreeLunch Briefing here. 
(2) Eating Better: for a fair, green, healthy future (www.eating-better.org) is a broad alliance, to help people move towards eating less meat and more food that’s better for people and the planet, as part of the vital task of creating sustainable food and farming systems. The alliance brings together 50 national supporting organisations and partner networks, from health, environment, international development, animal welfare, responsible producer, professional and faith interests (see full list: http://www.eating-better.org/about.html). 
(3) With farm animals responsible for around 15% of global greenhouse gases (GHGs) (equivalent to the amount of GHGs from cars), reducing meat and other animal products 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 heart disease, obesity and cancer.  For further information on why eating less meat is greener, healthier and fairer see here.
(4) In 2015 Eating Better found 17 out of 620 (<3%) of sandwiches surveyed from the same retailers were plant-based.
(5) British Sandwich Week (8-14 May) is run by the British Sandwich Association. According to the British Sandwich Association, UK consumers spent £7.85bn on 3.5bn sandwiches last year.
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