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Our Vision:

Every household enjoys the
benefits of plant-rich food.
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We can see innovation is ripe and ready to go
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Collective Action for Growth

Established in 2021, we house the largest
collective group of plant-rich businesses in the
UK. Working in collaboration, we collectively

unlock opportunities to drive category growth.

1. Provide insight and clarity
2. Build category solutions

3. Launch world-first initiatives
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New Audience for Growth

Open omnivores
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In 2024 we found there is d new consumer group, 6
open omnivores — the future flexitarians.

Flexitarian

Over 30% of the UK I
population are open to I )
eating plant-based I
meats in addition to Less open to More open to

QQtlng plqnt- eqt““g plant— I‘H’agnturlnn Pecatarian
flexitarians based meats based meats i 3

I Vegan
36% 30% 34%
of the population of the population Iof the population

Source: EU Smart Protein Project, 2021 new analysis of UK raw respondent level data n=751. PBM = Plant Based Meat
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But they are stuck and believe both lots of meat and dairy
Is nutritionally necessary, and too much can be harmful.

>

1?

[
Top belief is lots of

High amounts of Stuck and need
meqt IS nutritionall
meat might cause more information necessary Y

health problems
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Source: EU Smart Protein Project, 2021 new analysis of UK raw respondent level data n=751. PBM = Plant Based Meat
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Unlocking the next

wave of demand
75 QZJ
As we start to understand %

motivations and preferences of

50

25
open-omnivores, we are creadting | é

0

. Innovators Early Early Late Laggards
new ways to engage with them. 25%  AdopteriMajority  Majority  16%
13.5% 34 % 34 %

@)

Flexitarian
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And create a new cultural norm, lots of plants are
nutritionally necessary — because they are!

Lifestyle
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Plant-Based

Plant-based is a lifestyle
and/or ethical choice

Higher welfare meat,
grass-fed, organic

Plant-based diets
are nutritionally
necessary and tasty

Lots of meat is
nutritionally necessary

» High fibre

* Low cholesterol

* Diverse proteins

« Vitamins, minerals

..and more!

Necessar
Y

(+ tasty)

Likely also dairy, more
insights pending
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We are taking a systems change
approach, all move together, in the
same direction, at the same pace



The COM-B model of behaviour change has given us a
new level of understanding to consumer barriers

Essential components that must be present for any
lbehaviour to occur:

Capability (C): The individual's physical and

psychological ability to perform the behaviour in Capability

- Opportunity (0): The social and physical external

question.
factors that make the behaviour in question possible. (

- Motivation (M): The internal processes that direct and
encourage the behaviour, including both reflective
(conscious) and automatic (unconscious) motivations.
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There are far greater ”
levels of capability when

Plant-based/animal-based capabilities

it comes tO a nimql meqt Among the total UK adult population
and dally vs planthased
(<)) & Dairy (AB) (PB-AB %)

% who are confident about
cooking/preparing a tasty meal

I confidence & KnOWhow using [plant-based foods/animal-

| based meat and dairy]

% who find it easy to judge the
quality of [plant-based
foods/animal-based meat and dairy

% who thinkit's important to eat
[plant—based foods/animal-based
meat and dairy] for a nutritionally
balanced diet

% who know some/a lot about the

N Utrition & Heq Ith nutritional value of [plant-based

foods/animal-based meat and dairy]

% who think it's important to eat
[plont—bosed foods/animal-based
meat and dairy] for specific health
issues or fithess goals

|
I
|
|
I
-25% |
|
I
|
|
I
|
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The opportunity for UK
adults to consume plant-
based foods is limited vs
animal meat and dairy.

Plant-based/animal-based opportunities
Among the total UK adult population

13

%-point difference
(PB-AB %)

I % who have some/lots of friends and

(]
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family who eat [plant-based foods/
animal-based meat and dairy]

% who think the availability of [plant-
based foods/animal-based meat

and dairy] is good

% who think [plant-based
foods/animal-based meat and dairy]
are good value for money

-28%

% who often see adverts, news or
content about [plant-based
foods/animal-based meat and dairy]

-13%

Unweighted N= 2,394
NETs calculated on Top 4 Box of a 9-point scale.
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Motivations are a strong
d”ver Of pOSItlve pldnt_ Plant-based/animal-based motivations
based pe rce ptionS. Among the total UK adult population

Plant-based foods Animal-based meat

& Dairy (AB)

% who often choose [plant-based

| o : |
| Ha bltua I foods/animal-based meat and dairy| out of

habit

% who enjoy the taste of [plant-based
foods/animal-based meat and dairy]

% who feel good about themselves after
eating [plant-based foods/animal-based
meat and dairy]

% who trust the [plant-based
foods/animal-based meat and dairy]

industry

% who think [plant-based foods/animal-
based meat and dairy| are natural

% who are influenced by animal welfare
when considering [plant-based
foods/animal-based meat and dairy]

% who are influenced by
environment/sustainability when
considering [plant-based foods/
animal-based meat and dairy]

uuuuuuuuuuuuuuuu

A\ YV 4 F Unweighted N= 2,394
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Applying behaviour change theory and design

Trigger Moment
Make it easy & Social Proof +

Repetition

- "%, Richard Shotton
¢ Jo. Behavioural scientist & author
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Confidence & Capability

Collective Action and Campaign
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Introducing a World-First,
Unifying Campaign to Grow
the Meat-Free Category.

- Boosting consumer confidence &
capability by showcasing meat-
free meals are simple, achievable,
and delicious!

« One simple message that
empowers every brand, business,
and organisation to get behind.

- Measure, monitor, and grow with a
test-and-learn approach to drive
category penetration and growth.

plantfutures.
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this.uk and meatfreemadeeasy

@ HIS™ is #MeatFreeMadeEasy...

We're suuuper excited to be teaming up with over 40 UK brands t
spread the word about how tasty, nutritious and easy it is to go
meat-free!

It's all about simple swaps and having fun with your food - we can s
easy swaps, tips and tricks with you over the coming weeks.

So grab your chopping boards and get inspired to meat-free up

day twit !
eeMonaay W your mealtimes.

ky Tofu and R‘_

bio link )

thr
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ion the tofu wi e S Stic
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e 1l Get the recipe in our

Sharing simple ways to go meat-free, alongside:
@bosh.tv

@planetorganic

@gosh_food

@mildredsrestaurants

|
m emadeeasy.
iration check out @ catfre

je-inspir ,
e our fr'\ends at

#THIS™ #easymeals #quickmeals #meatfreerecipes #plant protein ®
ine and @cauldronfo ) q eredpes =plantp

alongsid
atfree #plantbasedmeals

e .
ays 0 9° 11 J7a, @explorecus

Sharing simple W

etpi
awildlytasty_uk, @NPANEE
4 | ¥ o% ) gosh_food We can’t wait either! Let's show just how easy the
swap really is! & &
. Commer\ts
View a\\ 4 4d 1like Reply

Add a comment..
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What's next:

«  New engagement opportunities with Open

Omnivores and drive penetration

« Timely opportunity for scalable collaboration

across markets and drive growth

« Collective activations will deliver

transformative change, and we know how!

plantfutures.

© Plant Futures Collective 2025



21

Get involved!

Indy Kaur
iIndy@plant-futures.com
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