MEAT
SUBSTITUTES
KEY INSIGHTS FROM OUR GREAT GREEN
SUSTAINABILITY STUDY

Impact launched a sustainability tracker in October 2019 and we
have recently completed the 4th wave of the study. The tracker
takes place twice a year in April and October and we speak to over
6,000 people, nationally representative of the UK 18+ population.
The study explores:
Consumer knowledge and awareness of environmental issues
Consumers' current behaviours and attitudes towards being ecofriendly
Influencers on consumers' attitudes and behaviours
Perceptions of some of the biggest brands (covering over 150
FMCG and retail brands) and familiarity with their initiatives
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INSIGHT

MEAT SUBSTITUTE BRANDS ARE AMONG THE BEST FOR SUSTAINABILITY IN
OUR STUDY
In our Great Green Sustainability Study, we have calculated a score out of 100 for each
brand, based on consumer perceptions of sustainability. The higher the score, the more
strongly the brand is perceived as being sustainable.

There are 4 key metrics that feed into each brand’s sustainability score:
Environmentally friendly, Socially responsible, Financially responsible, Ethical
All meat substitute brands in the study have
made it into the top 20 of the 162 brands and
retailers tested.
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This has been largely driven by the ingredients
and a perception that they are a healthier
alternative.
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INSIGHT

REDUCING MEAT CONSUMPTION IS NOT JUST FOR THE 18-34 AGE COHORT
Changing to more sustainable diets has been typically associated with younger
consumers, but our research shows that a quarter of consumers are looking to reduce
their meat consumption, and this is consistent across all age groups.

This shows there is an opportunity for meat substitute brands to appeal to a wider audience, but the
messaging will need to be optimised in order to convert the 55+ audience, who are less likely to
try new foods.
Any messaging around vegetarian or vegan alternatives will need to be carefully communicated, as
many consumers, especially in the 55+ age band, react negatively to veganism.
26% said they try new foods (e.g. vegetarian or vegan
alternatives)

18-34: 30%
35-54: 28%
55+: 21%

25% said they are reducing their meat consumption

18-34: 25%
35-54: 23%
55+: 27%

Veganism

When shown the word 'veganism', 23% claimed they felt
contempt, the strongest emotion by far

3

INSIGHT

PRICE IS THE MAIN BARRIER TO EATING A HEALTHIER AND MORE
SUSTAINABLE DIET
4 in 10 people claim price is stopping them from eating a healthier and more sustainable
diet, and this barrier is highest amongst the 18-24 age cohort (55%). In fact, the barrier
of price is less important the older consumers are, with only 26% of 65+ consumers
claiming price as their barrier.
When we look at the 55+ age
group, they are more likely than
average to say that nothing is
stopping them from changing
their diets. However, we also know
that many are reducing their meat
consumption due to health
reasons.
Therefore, it is important for meat
substitute brands to not only be
competitive on price, but to also
communicate the health benefits
to appeal to a broader audience.

Top reasons for reducing meat consumption by different age groups
18-34
To help the environment
49%

35-54
For health reasons
56%

To hear more about our study and how we can help
you with your sustainability goals, please contact
Tom Gould, Head of Consumer on:
tom.gould@impactmr.com

55+
For health reasons
66%
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