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THE
REVOLUTIONARY
CONSUMER

THE BALANCED
CONSUMER

Mushrooms aren’t a new addition to the
superfood category, but as one of the bestperforming and best-value ingredients of 2021,
they are having a moment.

MUSHROOM CONSUMPTION IS ON THE
RISE. THE MIGHTY FUNGI DOUBLED
THEIR ONLINE VALUE YEAR-ON-YEAR
TO APRIL 2021, ADDING £34M AND
2.2M SHOPPERS.
Source: Kantar
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WHY ARE THEY
MUSHROOMING?
Mushrooms are incredibly versatile. Whether you’re
enjoying them with your eggs in the morning, or in
your stir fry at night, this fridge staple ticks three
major consumer needs:

1.

Vegetable / plant-based

Case Study:
Tesco

Case Study:
Marks & Spencer

In 2016 Tesco launched the
first UK range of vitamin
D-enriched mushrooms.

In 2021 Marks & Spencer introduced
chestnut mushrooms enriched
with vitamin D and B6.

2. Immune health
3. Sustainability
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PLANT-BASED EATING

As well as being high in protein, the plump texture of mushrooms
makes them a healthy and satisfying substitute for meat.
Using ground mushroom powder in cooking adds
a deep, savoury flavour and extra nutrition.
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IMMUNE HEALTH

Mushrooms contain vitamin B, zinc,
potassium and selenium.
They also contain a soluble fibre called beta glucan, a
compound that activates parts of the immune system
and can boost the body’s ability to fight infection.
Mushrooms grown in the dark contain less
vitamin D, but the use of UV lamps in production
has bumped up their content and health appeal.
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SUSTAINABILITY
Mushrooms can be grown
efficiently and sustainably in
vertical farms or by utilising
waste coffee grounds.

They could also offer a solution to plastic
pollution, as scientists have discovered
strains of fungi strong enough to breakdown
polyurethane – the plastic found
in packing foam.
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SAVOURY ALES
After the excess of Christmas an
estimated 6.5 million attempted
dry January in 2022.
In recent years the no- and lowalcohol market market has continued
to grow, engaging consumers with
innovative, alternative launches.

KING OF THE
SHROOMS

As the market develops, attention
is turning to more experimental
ingredients and flavour profiles.

King Oyster mushrooms
have a thick, meaty stem
that can be sliced, griddled,
and fried like meat.

Source: Diageo

Case Study:
Fungtn
Fungtn claims to be the
first alcohol-free beer range
brewed from adaptogenic
functional mushrooms.
The premium brew company
wanted to move beyond
being hangover free to
creating ‘positive wellness’
with a more ‘mindful beer’.
Fungtn claims that although its
beer doesn’t taste like mushrooms,
the magic ingredient will help
keep our bodies on good form.
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Case Study:
Wicked Kitchen

Their product range uses micro
adaptogens which are included
in a unique class of functional
mushrooms, including Chaga,
Lion’s Mane and Reishi.

In September 2021, UK’s Wicked
Kitchen launched a first-tomarket ‘no-lamb’ roast product.
Featuring a pea and wheat
protein blend, its star ingredient
is king oyster mushrooms.

The Lion’s Mane IPA won bronze
at the World Beer Awards in 2021
and was the winner at the 2021
Natural & Organic Awards Europe.

Sold exclusively in Tesco, the
whole cut vegan lamb has a
pomegranate glaze taking inspiration
from Middle Eastern flavours.
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MUSHROOM COUTURE
From the vegetable aisle to the catwalk,
fashion is high on mushrooms.
Inspiring everything from fairytale toadstools to
psychedelic 70s retro prints, mushrooms have
been sprouting up everywhere in designer
collections for Spring/Summer 22.

Case Study:
Stella
McCartney
Presented on the catwalk
against a soundtrack
containing the amplified
sounds of funghi growing
in the wild, Stella
McCartney’s latest collection
featured mushrooms
as its surprise muse.
McCartney – who has long been
a pioneer of sustainable fashion –
introduced vegan-leather pieces
made from mycelium, which
is derived from mushrooms,
making a bold statement
about the role of mushrooms
in the future of fashion.

THE
‘SO WHAT’
s

Mushrooms are a great
substitute for meat and a
fantastic canvas for flavour.

s

From the common closed cup
to the lesser known enoki, the
vast variety of mushrooms
offers excellent opportunities
for exploration, both in cooking
and product development.

s

The health and sustainability
credentials of mushrooms should
be communicated at the point of
purchase to engage consumers.

s

From cooking to the catwalk,
mushrooms are being
experimented with far
beyond the kitchen.

“What you see on the runway
today is the conscious fashion
industry of tomorrow”
Stella McCartney
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Insights within this report are gathered from proprietary
Linney research, third party resources and materials in
the public domain. If you’d like to know more about the
source of an item, please contact katieoliver@linney.com

