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APPETITE FOR CHANGE
Social and consumer attitudes have shifted dramatically – with many of us rethinking
our priorities. Our Spotlight on Sustainability focuses on ‘the Greta effect’ and how diets
are changing to be more mindful of the choices we make and how these correlate to
the impact on the planet with new products and behaviours developing at pace.

WELCOME
TO EAT 2022
OUR REVIEW OF WHAT’S HOT – AND NOT –
IN THE WORLD OF FOOD AND BEVERAGES.
After two years of a global pandemic and three lockdowns,
2022 brings hope that the end of COVID-19 is near.
During this time, food and drink have been a source of comfort and a way to
unite conversations – from the early days of banana bread and sourdough
challenges to food shortages. However, this new year’s hope is met with economic
uncertainty, as soaring inflation has resulted in increased energy and food prices
while supply chain issues continue to impact everyday choices and lifestyles.
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EASY ACCESS
It’s not just about what we eat but how we shop. Amazon’s roll-out of checkout free grocery stores across London has seen grocery mainstays Tesco and
Aldi move into this format. The rise of ghost kitchens is also seeing brands
reach new audiences bucking the traditional dining experience.

HEALTH IS WEALTH
A renewed focus on our health continues to gain traction. In April, a new law
requiring restaurants to display calorie content of food items across menus,
menu boards and online will come into effect. Tesco has also announced a
ban on junk food in its new Southport store, ahead of the high fat, salt or sugar
foods (HFSS) promotions legislation coming into force in October.
Each year the food and beverage industry is presented with the latest developments
and hero ingredients for us to get excited about. While the sector will continue to
be a source of conversation, there is an undercurrent of pace which is changing
how we will be forced to think about what and how we consume. It’s unsurprising
just how much the food and drinks industry has changed during the pandemic and
will continue to evolve, challenge and inspire the food and beverage industry.
Get in touch: Katieoliver@linney.com
Katie Oliver
Linney Insight
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The Future Food Consumer

FOOD
HUNTERS

2022 UPDATE
•

Increases to food prices will present a new approach
to shopping and cooking with a renewed focus on
batch cooking and being creative with leftovers

•

Conscious consumption will see increased evaluation
of ingredients and their impact on the planet with
shoppers making more considered choices

FIVE FOOD TYPES THAT REPRESENT THE FOREFRONT
OF HOW, WHAT, WHERE AND WHEN CONSUMERS EAT.
While these foodies have key behavioural traits and food preferences, it’s
not a one-size-fits-all. Many of us will share different elements of all the
Food Hunters’ characteristics at some point depending on life stage and
occasion as well as cultural and social impacts. These behaviours are
actively challenging and inspiring the food and beverage industry.
The Food Hunter typologies were defined pre-pandemic and 2021 saw
shifts and renewed focuses with behaviour changed, exacerbated
and reinforced by COVID-19. For 2022 there are new traits to add to
their profiles as they move towards a post-pandemic way of life.

THE MINDFUL CONSUMER
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•

Evaluates food and beverage decisions based
on their health and also the environment

•

Prioritises natural, whole foods and
tries to avoid processed products

•

Seeks more control over what they consume
so clear product information is key

•

Will consider products that have additional
benefits to mental health and wellbeing

EAT 2022
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THE BALANCED CONSUMER
•

Keen to cut back on meat, with plant-based
dishes a focus of their shopping basket

•

Tries to lead an active and healthy lifestyle,
well versed in RDAs and the importance of
reducing their sugar, salt and fat intake

•

Doesn’t want food and beverage choices
to compromise on flavour

•

While fad dieting is not on their radar, they
look for products that offer documented health
benefits – so credible claims will be scrutinised

2022 UPDATE
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•

The legislation of calorie information
on menus will be embraced as
informed decisions can be made
across daypart and occasion

•

Will seek out alternative sources of
protein and approach eating less meat
with a reduce not exempt mindset
EAT 2022
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THE REVOLUTIONARY CONSUMER
•

Always on the go, seeking out new things in the
form of interesting flavours and formats

•

Doesn’t conform to traditional mealtimes and
therefore prepared formats are essential

•

Wants healthy meals that are convenient and tasty
whilst still fulfilling nutritional requirements

•

Keen to understand the impact food consumption is
having on the environment, and so innovative products
which utilise surplus waste will be of interest

2022 UPDATE
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•

Looking to incorporate new plant‑based
products into their diets beyond
campaigns such as Veganuary

•

Will expect ethical practices in the production
of food and therefore will make choices about
products from committed, transparent brands that
are fulfilling beyond simple energy consumption
EAT 2022
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THE ADVENTUROUS CONSUMER
•

Seeks inspiration and culinary experiences from
global cuisine, with flavours that can satisfy their
appetite for something new and different

•

Has high expectations of familiar products
and brands doing something different

•

Wants dining occasions based on flavour pairings,
novel formats or unusual sensory experiences

•

Capturing attention is key – choices are often
impulsive and they will try lots of different
products, making them less brand loyal

2022 UPDATE
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•

With travel restrictions relaxing there is
an increased appetite for new flavour
horizons from lesser-known cuisines

•

Reinventing traditional mealtimes
and formats with new ingredient
combinations will pique curious appetites

EAT 2022
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THE CONNECTED CONSUMER
•

Always on the lookout for the latest food trends via social
media and keen to try unusual products and flavours

•

Food must have high visual appeal and even
better if they are gram-worthy

•

Uses social media as a source of information following
Influencers such as Joe Wicks to show how to make delicious
quick recipes which tap into convenience and health

•

Seeks out products with a niche quirk that they
can talk about and share with friends

2022 UPDATE
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•

There is still a desire to experience eating and dining out
at different venues but access to food delivery will have an
increased focus with it being important for brands to provide
reach and seamless interaction across digital journeys

•

Food and drinks that offer the opportunity to be interactive
with friends and family will be a priority with sharing formats
a great way to create and capture moments of fun and joy
EAT 2022

15

SUSTAINABILITY SPOTLIGHT
Back to contents
Despite seismic shifts in attitudes and behaviours, the
world of sustainability is not always smooth sailing.

APPETITE
FOR
CHANGE

Climate change deniers continue to push back.
The vastness of internet opinion still makes it
hard to get right to the truth. And as cleverly
demonstrated in Adam McKay’s comedy, Don’t
Look Up, even when we’re presented with the
facts we don’t always want to hear them.

In 2021, Seaspiracy - the Netflix documentary
about the fishing industry’s impact on sea life
and the oceans – divided opinion. While many
viewers expressed shock at the industrial scale
of fishing and said they would no longer eat fish,
others argued it oversimplified a complex issue.
Sometimes, getting the sustainable message out
there means opening up the floor to different vantage
points so we can work towards a solution together.

We saw COVID and climate change force food production
even higher up the global agenda in 2021.
With the headline-grabbing COP26 and a historic UN Food Systems Summit,
world leaders should be in no doubt that to ensure the safety and survival of
humanity, the time to transform words and ideas into decisive action is now.

ENVIRONMENTAL AWARENESS AMONGST UK
CONSUMERS HAS SURGED IN THE PAST YEAR
85% OF CONSUMERS ARE MAKING MORE
SUSTAINABLE LIFE CHOICES, ADOPTING AT LEAST
ONE SUSTAINABLE CHANGE
30% OF CONSUMERS LOOK FOR BRANDS WITH
STRONG SUSTAINABLE CREDENTIALS
Source: Deloitte
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OUR SPOTLIGHT ON
SUSTAINABILITY HAS
REVEALED HEIGHTENED
AWARENESS AND
RENEWED APPETITE
FOR CHANGE.

In this issue, we look at how consumer
habits are changing, the diet choices we’re
making to improve our own health and
the health of the planet, and how brands
are working hard to create, innovate and
meet the new standards of sustainability.

EAT 2022
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Chapter 1

CLIMATE
DIETS
AS CONCERN ABOUT THE GLOBAL
THREAT OF CLIMATE CHANGE
CONTINUES TO RISE, SO DOES THE
AWARENESS OF WHAT WE PUT ON
OUR PLATES AND THE IMPACT FOOD
HAS ON OUR CARBON FOOTPRINT.
We know climate change is happening and is largely
caused by human activity. For many years now,
the focus has been on clean energy solutions.
But with food systems and food production responsible
for a third of the world’s greenhouse gas emissions,
what we choose to eat is quite rightly gaining real
traction as a key area of environmental focus.
Source: Crippa at al, 2021

20% OF THE UK’S GREENHOUSE
GAS EMISSIONS ARE
ATTRIBUTED TO FEEDING
THE POPULATION

FOOD SUPPLY CHAIN STAGES

THE MINDFUL
CONSUMER

The food supply chain is complex and nuanced. Although the steps for
individual foods can vary considerably, each typically has seven stages:
1. Land Use Change

3. Animal Feed

5. Transport

2. Farm

4. Processing

6. Retail

7. Packaging

FOUR STEPS TO REDUCING THE
FOOTPRINT OF OUR PLATES

1
2

EAT LESS MEAT AND DAIRY
Livestock is one of the biggest contributors to the global agricultural
carbon footprint. Animals need land, food and water, so vast amounts of
energy and resource are used up to rear them for meat and dairy.

AVOID AIR-FREIGHT
Importing food from overseas represents a very small portion of overall greenhouse gas
emissions, but we should still be mindful of the types of transport used and the amount
of food miles incurred. Wherever possible, it’s good practice to source food more locally.

3

EAT SEASONALLY

4

REDUCE FOOD WASTE

Growing fruit and veg out of season requires more energy than traditional
production, because the correct conditions have to be re-created artificially. Food
that’s in season is not only tastier, but better quality and higher in nutrients.

Cutting food waste isn’t just about throwing less in the bin. It’s about
considering the time and energy things take to produce. Whilst the odd bit
of waste might not seem like much, taking care to plan meals and use up
leftovers can have a cumulative impact on greenhouse gas savings.

Source: WWF
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CLIMATE CULPRITS
It is not just meat and dairy that
come with a heavy environmental
impact. As our awareness grows
under the ever-expanding spotlight
of climate change, other foods in the
supply chain are being highlighted
as climate change contributors.
In terms of greenhouse gas emissions
across the supply chain, coffee
has been named the sixth most
polluting food product, beaten only
by meat, dairy and chocolate.
Source: Poore & Nemecek 2021

Around 98million cups of coffee are
drunk in the UK every single day. And
now we’re thinking about more than
just the caffeine fix, we’re seeing
brands go above and beyond to make
positive changes to their supply chains.

CARBON NEUTRAL COFFEE
At the end of 2021, coffee chain Benugo introduced
a carbon neutral coffee menu across its estate of
cafés, restaurants and grab-and-go formats.
Created in partnership with ClimatePartner, the range
is billed as carbon neutral from cradle to grave. From
the raw ingredients and how they’re transported,
to the grinding, the milk added and the takeaway
Benugo cup – all have been measured and offset.

“WE HOPE THAT BEING TOTALLY
TRANSPARENT WITH OUR
CUSTOMERS ON THIS CARBON
COST WILL HELP THEM MAKE
AN INFORMED CHOICE TO
REDUCE THE CARBON EMISSIONS
ASSOCIATED WITH EACH
CUP OF BENUGO COFFEE.
“WE HAVE AN ONGOING CARBON
REDUCTION PROGRAM WHICH
WE WILL KEEP CHALLENGING
AND DEVELOPING. WE HAVE
CHOSEN TO OFFSET ALL OF THE
CARBON EMISSIONS ASSOCIATED
WITH OUR COFFEE MENU INTO
HIGH QUALITY CERTIFIED
PROJECTS WHICH ALSO
SUPPORT LOCAL COMMUNITIES
IN COFFEE-GROWING AREAS.”
Shane Kavanagh – Benugo Commercial Director

At point of sale, illustrated menus show customers
the carbon footprint highlighted in kg CO2
equivalent greenhouse gases, so they can
make a more informed choice from the
range of flat whites, lattes, cappuccinos,
macchiatos and hot chocolates.
Customers are also encouraged to
scan a QR code to understand more
about the footprint measurement,
reduction measures being
implemented, and the offset
projects being supported.
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Case Study:
The Collective

Case Study:
Gousto

THE COLLECTIVE CLAIMS A
CARBON NEUTRAL FIRST

GOUSTO TO TRIAL
CARBON LABELLING

Yoghurt brand The Collective is on a
mission to become a fully carbon‑neutral
business by 2025 and has already
made headway by launching the UK’s
first carbon-neutral dairy yogurt.

Meal box provider Gousto is trialling
carbon labelling on its recipes ‘to empower
customers to make more environmentally
conscious dinner choices’.

Championing the mantra ‘eat better,
do better’, The Collective achieved
carbon‑neutral status for its new Blended
range via partnership with sustainability
consultancy Climate Partner.
The credentials of the
Blended products are:
•

All carbon emissions generated
in production are offset

•

11% less sugar than Public Health
England (PHE) recommendations and
12.2% below the category average

•

Packaging is 100% recyclable and
made from 100% recycled material

To support and promote education, The
Collective has also announced a year’s
funding for pilot scheme Grow – a London
charity that teaches children about the
environment, sustainability and mental
wellbeing as part of their curriculum.
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A selection of Gousto’s 50+ recipes will display
the total carbon impact of the dish, with the
option to swap out ingredients that have a
higher carbon footprint when placing an order.
The brand will also be introducing more
seasonality to its menus, using food that
requires less energy to produce.
The initiative follows research conducted by
environmental services company Foodsteps,
which compared the environmental impact
of an average Gousto box to the equivalent
meals bought from a supermarket store.
The study swung in Gousto’s favour,
with dinners from the recipe box
producing 23% less carbon emissions
than the supermarket equivalents.
Another win for the meal box delivery model
was its impact on food waste. By sending fresh,
precise ingredients for weekly dinners, food
waste in the home was down to almost zero.

Case Study:
Atomo
BEANLESS COFFEE
Could the future of coffee be beanless? The team at Atomo believes so.
A brand built on the growing need for a viable and sustainable alternative
to traditional coffee, Atomo began as a Kickstarter in 2019.
Since then, the Seattle-based company has been perfecting and scaling the
reverse engineering of the coffee bean, eliminating it from the process entirely
and replacing it with naturally sustainable, upcycled waste ingredients.
The first-of-a-kind molecular cold brew in a can was launched by
Atomo. It’s made without coffee beans and using fewer resources.
By the end of 2021, Atomo had created its first run of 1,000
units, with additional flavour launches planned for 2022.

The brand claims that
its innovative product:
•

Uses 94% less water

•

Produces 93% less
carbon emissions

•

Is made up of 98%
upcycled ingredients
from farmers’
plant waste

EAT 2022
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KNOWLEDGE IS POWER

CALCULATING CARBON

There is currently no legislation in place
for brands to reveal what the production of
their goods costs the planet, so any company
using carbon labelling is doing so voluntarily,
to meet growing consumer awareness.

Calculating the carbon footprint of
food items is not simple either.
In 2007, Tesco chief executive Sir Terry
Leahy made a bold promise to cut carbon
levels on all 70,000 of Tesco’s products. But
the amount of work needed to collect and
analyse the data was too much, and five
years later the pledge was abandoned.

Basic food labelling is nothing new, with calorie
value, nutritional breakdown and – more
recently – allergen information already part of
UK guidelines. Labels highlighting a product’s
ethical virtues have also been in place for some
time, with brands such as Fairtrade, Rainforest
Alliance, the Soil Association and organic labelling
informing consumers of their food’s provenance.

Pepsico, Walkers and Tropicana
launched similar schemes. None of
them were able to go the distance.

Labels outlining carbon footprint are the next logical
step to help empower conscious consumers.

COMMON LABELLING

80% OF PEOPLE CLAIM
THEY OFTEN LOOK
AT NUTRITIONAL
INFORMATION
20% OF PEOPLE
ALWAYS READ
NUTRITIONAL
INFORMATION
Source: The International Food
Information Council Foundation

CARBON EMISSIONS LABELLING

53% OF PEOPLE AGREED
THAT CARBON EMISSIONS
OF A PRODUCT ARE
A FACTOR IN THEIR
PURCHASING DECISION
40% OF PEOPLE
RECOGNISED THE LABEL AS
AN INDICATION THAT THE
COMPANY RESPONSIBLE
FOR THE PRODUCT IS
UNDERTAKING BROADER
ACTIVITIES TO COMBAT
AND MITIGATE THEIR
CLIMATE IMPACT

CARBON CLARITY
Carbon communication across food and
drink is a huge job and more needs to be done
to ensure it’s transparent and effective.
One of the major obstacles to diet change is consumers
understanding the environmental impact of food, with
many being either unaware or misinformed.
The factors contributing to a carbon footprint are
varied and include many different elements, making
it a challenge to understand the language.

Source: Climate Partner
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PERFECT PARTNERSHIPS
Whilst calculating carbon emissions is an evolving piece of work, more brands are trying to
tackle the challenge and recognising that – in this instance – doing something is better than
nothing, and collaborating with independent bodies and consultancies is the key to success.

BUILDING FOUNDATIONS
WITH FOUNDATION EARTH

Foundation Earth says it is dedicated to development,
with continued research that will shape and
inform the future of carbon impact labelling.

Foundation Earth is a non-profit organisation,
driving front-of-pack environmental
scores on food products so consumers
can make more sustainable choices.

The mission is to create an optimum global
method that will be ready to roll out in 2022.

Led by a team of expert scientists and leading
figures from food production and retail across
the UK and EU, the brand’s vision is a food
industry that doesn’t destroy the planet.
In the autumn of 2021, Foundation Earth launched
a pilot scheme traffic-light system, developed using
data from the academic paper Poore & Nemecek.
The pilot will test consumer response and run parallel
to an intensive nine-month development programme
supported by Nestlé, that allows two products of
the same type to be compared on their individual
merits via a complete product life cycle analysis, as
opposed to using secondary data to estimate the
environmental impact of an entire product group.

THE
‘SO WHAT’
s

Reducing emissions from food production
will be one of the greatest challenges
in the upcoming decades, both in the
short and long term. A range of solutions
from changes to diets, reducing food
waste and making improvements to
agriculture, to food source alternatives and
development in technologies, will need
to evolve hand in hand with incremental
changes to mindset and behaviour.

s

Avoid carbon jargon. The landscape is
riddled with terminology such as ‘net
zero’, ‘carbon neutral’ ‘offsetting’, ‘carbon
negative and active’ which can cloud
communication and understanding.

s

Calories continue to be a focus for dietary
and health reasons, but will carbon counting
become a predominant feature on food
products and menus as we become more
aware of our impact on climate change?

s

Quantifying the carbon bill of food
and drink is complex, and brand
transparency and consumer education
will be necessary to support better, more
informed consumer decisions.

A range of brands has signed up to the pilot,
including Finnebrogue, White’s Instant Oats,
and Original Mighty plant-based milks. Once
graded, each product receives a 12-month
Foundation Earth certificate containing detailed
information on the impact of the food.

Pilot One
Assess a product’s environmental impact
using four key criteria: water usage, water
pollution, biodiversity and carbon.
Gather information about the product and conduct
a ‘Life Cycle Assessment’ to put numbers to the
impacts and award a score for the front of packaging.
Pilot Two
Produce a simple five-scale label (A-E) to
communicate the environmental impact of
food and beverage products based on the
Product Environmental Footprint (PEF).
This method was developed by an EUfunded EIT Food consortium of AZTI and
Leauven University, called Enviroscore.
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Chapter 2

A REDUCETARIAN
REVOLUTION

THE BALANCED
CONSUMER

THE NUMBER OF US EVALUATING
OUR MEAT CONSUMPTION
CONTINUES TO RISE, AND HOW
WE IDENTIFY WITH OUR DAILY
FOOD CHOICES IS EVOLVING.
Not everyone wants to be categorised as simply
meat-eater, vegetarian or vegan. When it comes
to food, people are paving their own way.

Some are happy committing to meatfree Mondays. Others like the broader
approach of a flexitarian lifestyle.
This year, we’re seeing the rise
of the reducetarian.

FLEXITARIAN VS REDUCETARIAN
There’s plenty of common ground between flexitarians and
reducetarians, with not much off the menu.
The key difference is that a flexitarian diet is primarily plant-based, with meat, eggs and
dairy classed as an occasional treat. Reducetarians, meanwhile, aren’t ready to go full veggie
or vegan, but are proactively reducing the amount of animal products they consume.
Whether you’re team flexi or flying the flag for the reducetarian lifestyle, the drivers for
this type of dietary change are about balance. And we’re seeing a much more mindful
approach, not just to our health, but to animal welfare and the environment.

REDUCING MEAT CONSUMPTION BY JUST
10% HAS BEEN SHOWN TO HAVE SIGNIFICANT
BENEFITS FOR HEALTH AND THE ENVIRONMENT.
Source: RSPCA
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Case Study:
Meat me Halfway
ITS NOT ALL OR NOTHING

PLANT CURIOUS

Fronted by Brian Kateman, the leader
of the reducetarian movement, 2021
documentary Meat Me Halfway
explores why meat can be such
an emotive and divisive subject.

With retailers still working hard to
launch and expand their plant-based
offering, there’s never been a better time
to test meat and dairy-free options.

As president and co-founder of the
Reducetarian Foundation, Brian
knows first-hand the challenges
associated with getting people to
change their eating habits.
A reducetarian himself, Brian presents wellrounded arguments from both ends of the
spectrum, ultimately hitting on the need for
an inclusive, non-judgemental space where
we’re all open to a better way forward, for
the sake of our health and the planet.

FO
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Reducetarianism is ideal for plant-curious eaters
who aren’t quite ready to give up the chicken or
cheese entirely. And current data is reflecting this.

of Britons made New
Year’s resolutions
linked to their diet

There’s a perception that veggies, vegans and
pescatarians consume the most plant-based
alternatives. And yet because they still make up the
lion’s share of shoppers, it’s mostly plant-curious meateaters and flexitarians taking advantage of the healthier,
more sustainable options on supermarket shelves.

EATING LESS MEAT IS
A TOP-THREE DIETARY
RESOLUTION FOR MALES
AND FEMALES IN 2022,
BEHIND CONSUMING LESS
SUGAR AND CARBS – 43%
FOR MEN AND 28% WOMEN

6%

29%

4%

aim to
go vegan

16%

want to eat
less dairy

of people said their
planned diet change
included going
vegetarian

34%

hope to eat less meat

Source: The New Statesman – Redfield and Wilton
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Case Study:
Sainsbury’s

THE
‘SO WHAT’

EATING THE WORLD BETTER ONE PLATE AT A TIME
In the spring of 2021, one of the UK’s biggest supermarkets launched a direct response to
Government research that revealed just 27% of adults manage five pieces of fruit and veg per day.

SIMPLY THE BEST

Help Everyone Eat Better, an exciting and colourful campaign from Sainsbury’s
featuring a motivational voiceover from actor Stephen Fry, marked out a commitment
to making a healthy and sustainable diet accessible to everyone.

The flip side of current consumer attitudes
to animal-based products is demand for
the highest-grade meat, dairy and eggs.

Like many of the UK’s supermarkets, Sainsbury’s recognises that more and more customers are
shopping with their health and the planet in mind. As a retailer it wants to be proactive, supporting
consumers in reducing carbon emissions, tackling food waste, and making healthy choices.
Following on from the exciting, fruit and veg-packed launch, phase two of Help Everyone Eat
Better featured recipes for classic dishes with half the meat swapped for vegetable alternatives.

32 EAT 2022

When buying these products, there’s
been a shift in preference to quality
over quantity, with customers happy to
pay more for an occasional treat.

s

We have an opportunity
to explore our eating
habits and choices
without being confined
to one particular label.

s

Reducetarianism is a great
option when eliminating
meat and dairy feels
too big a challenge.

s

Meat consumption doesn’t
have to be all or nothing.
Shaking things up with
more plant-based foods
has never been easier.

s

To keep audiences
informed and engaged, new
product development and
impactful campaigns will
continue to be important.

EAT 2022
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Chapter 3

THE WAR
ON WASTE

THE TOP

FIVE MOST WASTED
FOODS IN THE UK:

THE MINDFUL
CONSUMER

1

2

3

WASTE GENERATED BY
FOOD AND PACKAGING HAS
DOMINATED SUSTAINABILITY
HEADLINES FOR A NUMBER
OF YEARS, AND THE
SPACE FOR INNOVATION
IS STILL WIDE OPEN.
Manufacturers, brands, restaurants and retailers
are working hard to push the boundaries of
sustainable solutions, with delicious by‑products,
and reusable and edible packaging.

4

5

In 2022, the end-to-end impact of a product will
be just as important as the product itself.

OVER A THIRD OF ALL FOOD
PRODUCED GLOBALLY GOES
TO WASTE
Source: River Cottage

THE UK PRODUCES THE
HIGHEST AMOUNT OF
WASTE IN EUROPE
Source: Business Waste
34 EAT 2022
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RETHINK

Case Study:
Morrisons

REPURPOSE

REUSE

We’ve all seen the images – our oceans
are drowning in plastic and we need
to do everything we can to stop
packaging polluting the planet.

With more of us wanting to waste
less, demand for a way of shopping
where we have the choice to buy
exactly what we need is growing.
Supermarkets are going back in time with
trials of various refill stations continuing
to take place across the UK.

SCRAP AND SNIFF
MILK IS THE THIRD
MOST‑WASTED FOOD AND
DRINK PRODUCT IN THE UK.
AROUND 490 MILLION PINTS
ARE WASTED EVERY YEAR –
85 MILLION OF THEM DUE TO
CUSTOMERS ADHERING TOO
STRICTLY TO USE-BY DATES.
Source: Wrap

At the start of 2022 Morrisons
announced it was scrapping use-by
dates on 90% of its own-brand milk,
and replacing with best before.
The advice to customers?
Don’t chuck it, sniff it.
Yes, to help curb the millions of pints
going down the drain, Morrisons
brought back the sniff test.

Case Study:
Gousto

80% OF UK ADULTS
ARE TAKING STEPS
TO REDUCE THEIR
CONSUMPTION
OF SINGLE-USE
PLASTIC.
Source: Friends of the Earth

Aldi was the first discounter to add zero waste
refills in Spring 2021, and we expect more
grocers to try and incorporate this more
traditional way of shopping on the shop floor.

PASS ON PLASTIC
With the help of UK developer Xampla,
recipe box brand Gousto is trialling the
world’s first edible pea-protein packaging.
Created by drying pea protein into
sheets, it not only packages stock
ready for cooking but dissolves with it,
without affecting safety or flavour.
If permanently adopted, it could save
Gousto 17 tonnes of plastic waste
annually – a significant contribution
to the brand’s sustainability goals.

Case Study:
World Refill Day
A REFILL REVOLUTION
On June 16th 2021, World Refill
Day promoted awareness about
choosing to reuse and taking action
to reduce plastic pollution.

“WASTED MILK MEANS
WASTED EFFORT BY OUR
FARMERS AND UNNECESSARY
CARBON BEING RELEASED
INTO THE ATMOSPHERE”
Ian Goode – Senior Milk Buyer

A sour smell or curdled consistency
are reliable indicators of milk that’s
gone off, and Morrisons is leading
the charge by championing a simple,
common-sense approach as a more
sensible and sustainable solution.
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SUSTAINABLE INCENTIVES

Case Study:
Costa

Coffee shops and brands are rewarding
customers for making more sustainable
choices by offering money off products
or embedding it within loyalty schemes.
•

Wimpy launched a nationwide ‘Drink, Rinse,
Repeat’ reusable hot cup scheme. For £2.50
customers get their own Wimpy-branded
reusable cup, and 25p off any regular drink

•

As part of the loyalty scheme at Costa (1),
customers who use a reusable cup earn double
reward beans and get to their free coffee quicker

•

Throughout December 2021, Pure (2,3) doubled
their discount on hot drinks in a reusable
cup, increasing the saving from 50p to £1

MEET ‘BURT’
On 30 September 2021 – the day before
National Coffee Day – Costa announced
plans to trial an innovative reusable
cup scheme, powered by blockchain.
BURT: Borrow, Use, Reuse, Take Back

THE
‘SO WHAT’

As part of the trial, Costa customers will
be encouraged to set up an account
with BURT by scanning a QR code and
making a one-off £5 payment to join.
Cups with QR codes will be available
in store, with the customer choosing
and paying for their drink as normal.

s

Changing the perceptions
of waste is key to
changing behaviour.

s

There are opportunities to get
creative with waste across the
food and packaging landscape.

s

Refill and reuse solutions need
to be accessible and affordable
to engage consumers.

s

Utilise the power of incentive and
reward to encourage change.

2

After enjoying their latte, customers will return
the cup to a participating store where it will be
re-scanned and delinked from their account.
All cups will then be hygienically machinewashed in store, ready to be reused.
The six-month trial will be used to gather
feedback and learn about thoughts,
feelings and behaviour around reusable
cups. The findings will allow the brand to
optimise and develop the scheme before
rolling it out across the Costa estate.

1
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SUSTAINABILITY SPOTLIGHT
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Chapter 4

THE
REVOLUTIONARY
CONSUMER

IN-VITRO
CUISINE

1. Time for innovation

WORKING WITH NATURE
When crops are grown on farmland repeatedly
without a break, the quality of the soil and its nutrients
declines, risking not only the long-term health of
the land but also the ability to grow food at all.
To safeguard the future of farming, industrial agriculture,
and the food chain, efforts to combat over-farming, restore
ecosystems and protect wildlife must be stepped up.
The idea is that a focus on regenerative agriculture,
working in tandem with traditional farming
practices, will work towards an equilibrium.
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THE ALTERNATIVE
PROTEIN MARKET
IS ESTIMATED
TO REACH OVER
$27BILLION BY 2027
Source: GlobalNewswire

2. Cost of creation
and production
3. Consumer perception
of ‘unnatural’ food
4. Maintaining true
end‑to‑end sustainability

Case Study:
Zeastar

THE BENEFITS OF ALTERNATIVE AND
SUSTAINABLE PROTEINS ARE WELL
ESTABLISHED, WITH SEVERAL YEARS
OF INNOVATION AND DEVELOPMENT
ALREADY IN THE BAG.
Today, we are seeing the fruits of this time and
knowledge gather momentum, along with the
recognition that there are opportunities to go
back to basics and slash the environmental
impact of food production even further.

THE MAIN CHALLENGES
FACING THE FUTURE
OF ALTERNATIVE
PROTEINS AND FOOD
SOURCES ARE:

THE END OF THE
LINE FOR FISH?
Funky vegan brand Zeastar have got
their hooks into the faux-fish market
with uncanny salmon and tuna
sashimi that is 100% plant-based.

BEYOND IMPOSSIBLE
Plant-based pioneers are
going mainstream, making
their mark on the menus of
some of the UK’s most popular
fast-food restaurants.

Made from tapioca starch, the sashimi is
completely allergen- and gluten-free, and
holds flavour just like the raw fish equivalent.

Impossible Foods supply the key
ingredient of Burger King’s Impossible
Whopper, and Beyond Meat
collaborated with McDonald’s to create
the long-awaited McPlant, which
went nationwide in January 2022.
With demand for tasty meat
substitutes at an all-time high,
other players are keen to get a
slice of this growing market.
EAT 2022
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THE TECH TOOLKIT IS EXPANDING

THE RED TAPE

NEXT-GEN FARMING

The future of alternative proteins lies in the
development of technology that can either reduce
or replace the production of animal protein.

One of the hurdles facing innovators
like New Age Meats is global regulation.

The vast majority of commercial crops
are annual, providing only one harvest
which must be replanted every year.

MAN-MADE MEAT
The next step in the meat replacement
market could be slaughter-free meat.
Also known as cell-based or lab-grown, this technology
has already seen investment top £257million. .
A survey by the Food Standards Agency found
34% of respondents were willing to try lab-grown
meat, with a further 27% saying they could
be persuaded if they knew it was safe.

NEW AGE MEATS
Meat and veg hybrid New Age Meats believes
it can cultivate meat at scale from the
cells of livestock, without harm to the
animal, our health or the planet.
In 2021 the brand secured funding of
$25million, enabling production of
a variety of pork sausage to take
them to market for 2022.
Utilising technology and creativity,
with a deep understanding for
why consumers enjoy eating
meat, the New Age Meats
ethos is that everyone should
have access to real meat,
without the ethical or
environmental cost.

As of January 2022, the only
nation to approve the production
and sale of cultivated meat was
Singapore, where it granted approval
for manufacturer Esco Aster.
However, 2022 could be the
year more consumers get to try
cultivated meat and seafood.
Since 2018, the U.S. Department of
Agriculture and U.S. Food and Drug
Administration have been working
in partnership for a joint regulatory
framework for cultivated meat.
Waiting in the wings are companies
like UPSIDE Foods, and Wild
Type, who are ready to go with
cultivated meat products as soon
as they get the green light.

Because growing these foods on an industrial
scale requires so much water, fertilizer and
energy, agriculture is a major source of carbon
and other pollutants, destroying soil and vital
habitats, and contributing to global warming.

So, what’s on the cards for
the future of farming?

Case Study:
Land Institute
AGAINST THE GRAIN
A new type of wheatgrass that mimics
the way natural ecosystems work
has been developed by scientists at
the non-profit Land Institute.
Kernza helps keep soil healthy by forming
deep roots that store carbon and prevent
erosion. It can be planted alongside other
crops to reduce the need for fertilizer
and provide habitat for wildlife, and a
single seed will grow into a plant that
provides grain year after year after year.
Boasting a sweet, nutty flavour that’s perfect
for bread, cereals, and snacks, Kernza contains
less gluten than wheat and can be used
as whole grain, ground into flour, malted,
or directly added to beer and whiskey.

No pain no grain
As exciting as it sounds, Kernza still has a
long road from the lab to the kitchen table.
Transforming the traditional farming practices
humans have relied on for centuries is a slow
process. But if the scientists, farmers and
processors are successful, perennial foods
might make it onto grocery store shelves.
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PAVING THE WHEY
We’ve heard of lab-grown meat and now the
same concept is being applied in the dairy
sector, with processes including microbial and
precision fermentation for milk and cheese.

Case Study:
Brave Robot

THE
‘SO WHAT’

AGAINST THE GRAIN
In 2021 Brave Robot launched a vegan
imitation ice cream using synthesised
milk proteins which are molecularly
identical to dairy from cows.

s

The plant-based and alternative
meat category continues to
diversify and reach higher
fidelity to animal products

s

Cell-cultured meat could be part
of the future of food production,
but there are regulatory
and consumer perception
challenges to overcome

s

The positioning of lab-created
products will need to be clear
and reassuring, with a focus
on safety and sustainability

s

Grains and dairy could support
consumer adoption

s

Carbon concerns continue to
be raised over cultivation of
food sources at mass scale.

The process
1.

2.

3.
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To produce real milk protein, the
genetic blueprint from a female
cow is added to tiny organisms
called microflora (flora)
Fermentation techniques
are used to convert plant
sugars into milk protein
The result is an animal-free milk
protein – identical to the protein
in cow’s milk – that can be used
to make any dairy product
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Chapter 5

NOCOWINCIDENCE

THE BALANCED
CONSUMER

THE MINDFUL
CONSUMER

PLANT-BASED MILK IS GOING MAINSTREAM WITH
1 IN 3 BRITONS NOW OPTING FOR DAIRY-FREE
MORE MILK DRINKERS THAN EVER
ARE ON THE TURN.
With dairy allergies becoming more common and
so many of us considering the environmental
impact of traditional dairy, what we splash
in tea and pour on cereal is changing.

The alternative milk market is big business and
growing. Predictions indicate sales of milk
alternatives could almost double over the next
five years, as more consumers swap cow’s
milk for plant-based, and brands clamour
to expand their product offering.
Source: Waitrose & Partners

ALT-MILK IS A HIT WITH YOUNGER CONSUMERS –
44% OF BRITS AGED 24-44 USE PLANT-BASED MILK
GROWING AWARENESS OF OUR PERSONAL
CARBON FOOTPRINT HAS INSPIRED MORE PEOPLE
TO CHOOSE NON-DAIRY MILK SUBSTITUTES
23% OF ADULTS BELIEVE PLANT-BASED MILK
IS BETTER FOR THEM THAN COW’S MILK
52% OF ADULTS AGREE THEIR MILK CHOICES
MAKE A DIFFERENCE TO THE ENVIRONMENT
Source: RSPCA
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Spud Fun

Grown and eaten all over
the world, what the potato
lacks in health credentials, it
makes up for in versatility.
But did you know…
•

Potatoes are rich in antioxidants.
Some contain as many
as superfood staples like
blueberries and blackberries

•

They’re not just fast carbs.
The glycaemic index (GI) value
varies from potato to potato.
Asterix, Gala, Inova, Cerisa, and
Amadine, for example, have lower
GI’s which drop even further
as they cool after cooking
They’re one of the most efficient,
low-maintenance, and sustainable
foods in the world. One hectare
can yield more than a quarter
of a million portions of food

•

OAT IS THE CREAM OF THE CROP
Oat milk has overtaken almond milk as the
most popular plant-based milk alternative.

BUT POTATO IS THE MASH‑UP
WE NEED FOR 2022

Despite having a bad rep with low-carb lovers,
the unassuming potato is being hailed for its
sustainability and surprisingly creamy flavour.

POWER TO THE POTATO
DUG is the Swedish alt-milk
brand already harnessing
the power of potatoes.
Rooted in science and the research of
Professor Eva Tornberg, DUG original,
DUG Unsweetened, and the creamy
DUG Barista are made using patented
emulsion technology and will be available
at Waitrose from February 2022.
DUG product credentials:
•

Twice as land efficient

•

75% lower carbon footprint

•

56 times less water

Source: DUG

Produced by heating and emulsifying batches of
potatoes and adding rapeseed oil to the water they’re
cooked in, potato milk is naturally kinder to the
environment than soya or almond milk production,
which require vast amounts of land and water.

Believe it or not, the humble spud is
the latest in alt-milk innovation.

Potato milk is low in saturated fat and sugar
and cholesterol-free. It’s also free of the
allergens typically associated with traditional
milk, such as lactose and gluten.

Already popular in Sweden, potato milk is gaining
attention globally and looks set to be the next big
thing to disrupt the alternative sector, hit supermarket
shelves and shake up coffee shop menus.

Perhaps most interestingly of all, however;
when it comes to calcium, it’s said to match
cow’s milk pretty much drop for drop.
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Case Study:
DUG
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NON-DAIRY GOES FREE

3

For a while now, non-dairy customers have typically incurred a surcharge for
swapping out regular milk for a plant-based alternative when ordering their coffee.

THE
‘SO WHAT’

Is this practice coming to the end of its shelf life?
Costa (1, 2) has a new plant-based milk supplier and is encouraging
customers to avoid the 45p charge by ordering via their app.
And recent activity from Starbucks (3) and Pret (4) suggests the additional cost has been scrapped.
To see if it’s a permanent move or a temporary perk to coincide with Veganuary, watch this space.

1

2

4
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s

Alternative milk is more
accessible than ever
with a steady flow of
new products coming to
market to meet demand.

s

Soya, coconut, almond
and oat were early
pioneers, but vegetables
like peas and potatoes
are gaining traction.

s

Alt-milk audiences
are extremely likely to
engage with messaging
around health and
environmental credentials.

s

Tolerance of coffee
shop surcharges for
dairy-free milk could
be turning sour.
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Chapter 6

MAGIC
MUSHROOMS

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

1

		

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.

2

		

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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3

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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Chapter 7

DISH YOU
WERE HERE
WHEN PASSPORTS WERE GATHERING
DUST THANKS TO COVID, THE APPETITE
FOR CLASSIC HOME COMFORTS AND
FLAVOURS FROM THE FAR-FLUNG PLACES
WE LONG TO VISIT WENT SKYWARDS.

6 IN 10 PEOPLE ARE MORE LIKELY
TO TRY VENUES THAT OFFER NEW
AND INTERESTING CUISINES
53% OF PEOPLE SAY WHEN THEY
SEE A NEW CUISINE THAT THEY
HAVEN’T HAD BEFORE ON THE
MENU, THEY ARE LIKELY TO TRY IT
THE APPEAL OF BRITISH CUISINE
IS ALSO ON THE RISE WITH
7 IN 10 PEOPLE TYPICALLY
CHOOSING CLASSIC BRITISH
DISHES WHEN EATING OUT

MINDS AND MOUTHS ARE
OPENING TO NEW DISHES,
COOKING TECHNIQUES
AND FLAVOUR PROFILES.
THE
ADVENTUROUS
CONSUMER

PERUVIAN &
LEBANESE
These Middle-Eastern
cuisines share similarities as
well as unique features.
Lebanese food is heavily
influenced by Turkish cuisine,
known for rich spices like
cumin, coriander and paprika,
and dishes served with rice,
bread and fresh salads.
Peruvian dishes take their cues
from India, with more fragrant
flavour profiles that utilise fresh
herbs, dried fruits and nuts.
Small dishes and sharing plates
are typical of these cuisines –
and when red meat is eaten,
it’s usually lamb or goat.

SCANDINAVIAN
Known for keeping it simple
and fresh, the Scandinavians
invest time in preserving,
pickling and fermenting
vegetables and fish.
From hearty meals to lighter
bites, bakery treats are
also a key feature, thanks
to the Scandinavians’ fun
philosophy of ‘fika’, which
means drink coffee, munch
sweet treats and chat.

FILIPINO
There are more than 300,000
Filipinos living in the UK
with a growing number
of specialist restaurants
popping up in major cities.
A hybrid of Spanish, South
American and Asian heritage,
its characteristics include salty,
sweet and sour combinations
with tamarind and a purple
yam called ube featuring
heavily in classic dishes.

JAPANESE
TV programmes and sporting
events are a great opportunity
to open up the playing
field for global cuisines.
Following the Tokyo Olympics,
Japanese flavours piqued
consumer interest. Umami –
also known as the fifth taste
and translating to ‘essence
of deliciousness’ – gained
attention for its rich, savoury
flavour and versatility.

KOREAN
When Squid Game blew up
and became the most-watched
programme on Netflix, Korean
food also got its moment
in the spotlight. Move over
sriracha – gochujang paste
is the new cool condiment.

Source: Bidfood & CGA
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BEST OF BRITISH
The Platinum Jubilee in June 2022 will be a huge
cultural moment, with consumers expected to lean
into homegrown seasonal produce and classic dishes.
And not just because they taste good; with
attitudes changing on the coat-tails of COVID,
more and more of us are looking to support local
farmers, producers and the British economy.

49% OF PEOPLE FEEL USING
BRITISH INGREDIENTS
IS MORE IMPORTANT TO
THEM NOW THAN IT WAS
LAST YEAR
44% BELIEVE BRITISH
INGREDIENTS AND
PRODUCE IS FRESHER

THE
‘SO WHAT’
STEP UP TO THE PLATE
s

When it comes to dreaming up
new products and developing
menus, there’s space for it all –
new ideas, foreign flavours and
home-cooked familiarity.

s

Hero key dishes as an entry
level to new cuisines

s

Adapt unusual ingredients and
flavour combinations to wellknown formats to broaden appeal

s

Keep tradition alive –
classics done well should
always be a focus

s

Utilise events and entertainment
to raise awareness of cuisines.

Source: Bidfood & CGA
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Chapter 8

JOINING THE
DARK SIDE

Deliveroo has continued expansion with
three new delivery-only kitchens opening
in London. The Editions locations have
launched with 10 restaurant partners
who will use the facilities, including Five
Guys, Dishoom, Shake Shack, Rosa’s
Thai, Bleeker, Chilango and Tortilla.

THE CONNECTED
CONSUMER

FEW INDUSTRIES EXPERIENCED THE
RAPID AND FUNDAMENTAL CHANGES
THAT RESTAURANTS FACED IN 2020.
Known under a few terms, the ‘dark’, ‘ghost’ or
‘cloud’ kitchen concept began to rise in popularity
in 2019. This is where a kitchen operates with no
public dining space and its sole focus is delivery.
The pandemic fuelled the need for more ways to deliver;
as a result, restaurants have changed their formats
beyond their traditional set-ups to manage the demand,
as well as a new opportunity to extend their reach.

GHOSTLY GROWTH

GHOST KITCHENS ARE PREDICTED
TO BE A TRILLION-DOLLAR
INDUSTRY IN 10 YEARS’ TIME. US
FAST FOOD MAINSTAY WENDY’S
HAS ANNOUNCED PLANS TO OPEN
700 OF THESE FORMATS OVER
THE NEXT FIVE YEARS ACROSS
THE US, CANADA AND UK.
Source: Euromonitor
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CASHLESS CUISINE
The boom in demand for food deliveries
has proved the economic viability of ghost
kitchens. The national lockdowns over
the past two years saw the demand for
takeaway and delivery evolve through
delivery apps, and the stay-at-home
behaviour has now become habitual.
People are now ordering and paying
digitally more than ever before.

93% OF PEOPLE ARE
ORDERING FOOD
DELIVERIES AS OFTEN AS
OR MORE THAN THEY DID
BEFORE THE PANDEMIC.
43% OF PEOPLE SAY
THEY’RE NOW MORE
LIKELY TO ORDER FROM
A DARK KITCHEN, WHICH
FEW HAD HEARD OF UNTIL
RECENTLY.
Source: Bidfood & CGA

Ghost kitchen formats can vary, with opportunities
for established restaurants to add their own
take on the concept. A negative perception of
the concept is that these kitchens operate in
converted shipping containers off the beaten
track. Other executions have seen food trucks
in outdoor spaces, or others partnering with
third-party ordering and delivery platforms
such as Uber Eats or DoorDash in America.
One of the key benefits to ghost kitchens is their
flexibility to be located anywhere without having
to contend with high rent. Lower cost, quicker to
market and reaching new customer audiences,
they strip down the traditional dining experience.
What’s more, numerous restaurants can operate out
of the same ghost kitchen, either working in the same
facility or splitting the space, while other restaurants
prefer to host their own virtual kitchens and use
third-party delivery companies to streamline logistics.

OPPORTUNITIES

WATCH OUTS

With restaurants recognising the future
of online delivery, there will be continued
development to become more efficient
and technology-driven in the context
of menu development, supply chain
efficiency, direct-to-consumer distribution
solutions and kitchen automation.

The right tech is vital for ghost kitchens
to operate efficiently and reliably. It’s
particularly crucial when engaging
with customers for taking their orders
and communicating delivery times.

1
2
3
4

DIRECT-TO-CONSUMER
Many ghost kitchens rely on third-party food
delivery platforms like Deliveroo to connect
with customers. The future will see them go
direct to connect with their diners, cutting
out the middleman in lieu of dining-in.

HARNESSING DATA AND AI
Much like traditional restaurants, ghost
kitchens can make the most of collecting
customer order data to help inform
demand patterns and preferences to
menu items and test new dishes.

It is important for restaurants to consider the
digital journey for customers when ordering,
the transition of menu items to take-out friendly
formats and what the dining experience means
beyond the restaurant and into people’s homes.

Case Study:
Burger King
THE STARS ALIGN

SUSTAINABILITY FOCUS

In May 2021, Burger King launched
its first ever ‘dark kitchen’ location
in partnership with FoodStars in
response to a pandemic-related
surge in home delivery requests.

With the ongoing challenges of food
waste, ghost kitchens have the ability
to analyse delivery data to manage
future demand and supply.

FoodStars specialises in the management of
commercial kitchen spaces for food businesses
and the new format allows customers to place
orders via Deliveroo, Just Eat and Uber Eats.

FORMAT FLEXIBILITY

The initiative was part of a trial at a kitchen
in Kentish Town, London, with the potential
to serve and reach approximately 400,000
customers across the North London area.

Technology developments in cooking
technologies will provide automated
services from cooking to packaging
resulting in the need for less space to
operate. Modular kitchens that can flex in
size dependent on location and demand
will provide more efficient solutions.

“We know consumers have found food
delivery services to be a real help during
these challenging times – and takeaways
have offered some much-needed joy up
and down the country. The opening of
the first delivery-only Burger King kitchen
marks an expansion of this valued service,
which we believe will drive growth.”
Alasdair Murdoch – Chief
Executive, Burger King
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Case Study:
TikTok
TIKTOK TAKEOVER
The surge in TikTok’s popularity has
partly been attributed to the pandemic,
where food and recipe videos are a
key part of the platform’s growth.
The social media platform will soon serve
up a new ghost kitchen concept allowing
people to order dishes originally created in
viral videos, such as the baked feta pasta,
and have them delivered at home. Menus
will change quickly as the concept adapts
to shifting food trends, while proceeds
from sales will go towards supporting the
creators who inspired the menu items.

THE
‘SO WHAT’
s

Ghost/dark kitchen formats allow
restaurants to increase reach of
sales and reduce operating costs.

s

For 2022, the space will
become highly competitive as
ghost kitchens continue their
expansion and brands look to
this new format. It will create
restaurants without seats and
seats without restaurants. Will
there be a saturation point
and what will the future of
traditional dining look like?

s

How will consumers feel when
new restaurants found online
don’t exist in the real world?
This will present challenges
for brands and restaurants
operating within this space to
engage with customers, with
brand trust and loyalty being
reliant on external factors.

Marketed as TikTok Kitchens, the new
delivery food service in the US launches in
March 2022, with 300 locations planned
across the country for the launch and more
than 1,000 planned by the end of 2022.
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BUTTER THAT SHINES

MORE MORINGA

YAY TO YUZU

BRING ON BREAKFAST

Budge up, peanut and almond. Sunflower
butter is stepping out of the shade.

Billed as the next big superfood, the market for moringa
products is expected to hit £2.85billion by 2025.

Made from sunflower seed and safe for people with
nut allergies, just one tablespoon of this golden
spread provides a healthy dose of protein, iron
and nearly a quarter of your daily vitamin E.

Also known as the drumstick or horseradish tree, moringa
is native to India and widely grown across Africa and Asia.

This lesser-known tangerine-sized fruit hailing
from East Asia is both tart and sour with a unique
lemon-lime-grapefruit flavour profile.

With hybrid working models causing a shift
in commuter pattens, the most important
meal of the day is getting a rethink.

Gaining attention for its versatility, yuzu provides a tasty
accent to soups, dressings, dips, fish and vegetable dishes.

From vegan bacon butties to breakfast burritos
and beyond, look out for breakfast menus being
revamped and reframed as an all-day event.

Ice cream giants Ben and Jerry’s are already
fans – four of their non-dairy flavours are
made with sunflower seed butter.

Almost all of the tree can be eaten, but its leaves are
said to have seven more times vitamin C than oranges
and fifteen times more potassium than bananas.
Expect to see it as an alternative to
matcha in smoothies and snacks.
Source: Technavio
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HIBISCUS IS HAPPENING

A CELEBRITY APPETITE

SIMPLIFIED MENUS

POPPING OFF

It has a long, colourful history in the world of tea and now
hibiscus is set to take root in even more food and drink.

Fast food brands remain hungry for celebrity partnerships
as they work hard to reach younger audiences, drive
engagement and promote products and app downloads.

The combination of COVID-19 and Brexit continue
to cause supply chain issues, rising food costs
and labour shortages, so don’t be surprised to
see more of the trend for reduced menus.

No longer just a cinema staple, popcorn has
been a star in the snacking market for several
years now, with attractive low-calorie options
and more indulgent product developments.

Food retailers worth their salt will be getting creative
with simple and reliable ingredients, with plenty of room
at the table to pioneer new products and hero dishes.

The rise in at-home entertainment has increased the
popularity of shop-bought popcorn, and we’ve seen the
moreish snack come into its own as a versatile canvas
for all sorts of imaginative flavour combinations.

The calyx of the hibiscus plant is high in vitamin C
and antioxidants, making it a welcome ingredient
in an increasingly health-conscious world.
Expect the sweet, tart flavour to start blossoming in
a range of spreads, dairy products and snacks.
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Celebrity endorsement is a tried and tested marketing
technique but getting the right fit is essential.
From Megan Thee Stallion Hottie sauce at Popeyes,
to rapper Nelly’s Keep It Real Meal at Burger King, the
right celeb profile can be big business for brands.
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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

