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Over the last decade we have helped over 100 

clients across 25 countries. 

From gaining shopper insights, understanding 

the competition and the category better to 

improving product branding and optimizing 

supply chains – we are the food & drink 

experts.

Delivering Growth Through Actionable Solutions Built on 
Real FMCG Insight & Expertise



The FMCG 

Experts

We have 4 core values that define who we 

are, how we work and what we believe in. 

They form the essence of how we work with 

our clients, our trusted partners and each 

other. 

OUR SUSTAINABILITY COMMITMENT 

Our Values



STRATEGIC CONSULTING
Big decisions shape companies, careers and markets and are amongst the toughest calls in 

business to get right. With our finger on the pulse of the industry and our ability to combine 

strategic insights with our research and commercial expertise we can provide a tailored 

approach to every project.

MARKET RESEARCH

With backgrounds in retail, food manufacturing and consulting, nobody else has a grasp on 

food & drink as encompassing and unique as ours. We offer bespoke qualitative, quantitative 

and mixed method research solutions, delivering tailor made projects designed to solve your 
personal business problems and kick-start your growth. 

COMMERCIAL SOLUTIONS
No brand or product proposition, however well-strategised or founded in insight, will reach its 

full potential without the right commercial expertise, relationships and knowledge. With our 

unrivalled industry connections coupled with FMCG market expertise, we are the perfect 

solution to open doors for your brand - be it international or UK based. 

Our Services



• Typically, the Western diet has been high in protein, particularly that from animal sources, with Dairy, fish 
and eggs playing a major role. In the UK protein provides on average 17% of dietary energy. 2

• Recently, the rise of the plant-based movement is flipping this on its head somewhat, with the most 
significant innovations occurring in the plant-based sphere.

• Despite the growing popularity of alternative protein and the huge boost in flexitarianism, surprisingly the UK 
today only consumes 6% less meat per capita in the home since 1974.1

• Alternative proteins have still seen huge growth from the meat reduction movement however, with a 
continual stream of innovation in the sector. 

• As technology advances, we’re seeing a huge increase in hybrid plant and animal proteins. 

So, what does the future of protein look like, as our population continues to grow and sustainability concerns 
amplify, whilst diet trends continue to shift?

Answering that question allows us to see what the future may hold for the category. 

1. SMF Social Market Foundation
2. British Nutrition Foundation 

Proteins: a Background



Consumers and protein

• Protein consumption has gradually increased in 
Western countries across the last two centuries, 
consumers are now thought to be consuming 
between 150-200% of recommended values.

• Most adults need around 0.75g of protein per kilo of 
bodyweight per day, however this increases 
depending on physical activity levels – with athletes 
and those with higher activity levels consuming 
more 

• Consumers are looking more towards alternative
protein sources such as plant protein for reasons 
such as health and sustainability

• Innovation is high in this area, and also within 
snacking, sports nutrition and elderly nutrition. 



• Sales value up by 49% since 20181, 

reaching a total sales value of  €3.9 bn

• Almost 1/3 of Europeans no longer consider 

themselves full ‘meat eaters’ anymore2

• Sales of plant-based milk lead the sector in 

most countries, closely followed by plant-based 

meat – up 226% in Germany1 (with plant-

based fish up a huge 623%!)

• No longer within the confines of the premium tier, 

discounters globally have seen huge growth in 

the sector, +100% in France for example.1

Sustainability

Health

Ethics Flexitarianism

Covid-19

1. Nielsen MarketTrack 2020
2. Veganz 2021
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• Ready meals & 

RTC foods

• Snack 

products

• Deli products

• Milk 

alternatives & 

RTDs

• Cheese & 

butter 

alternatives

• Sauces

• Egg 

alternatives

• Bakery 

products & 

Snacks

• Ready meals

The Plant-Based Revolution?

Meat Eggs



• With increasing choices available, consumers are far less willing to compromise – particularly Flexitarians.

• Producing products close to meat, or even superior, in terms of nutritionals, taste, texture, quality and 

following trends is how companies will win over the more reluctant consumer. 

Nutritionals

• Innovation in the sector is 

producing products which are 

as close to meat as nutritionally 

possible. 

• Important as it can be difficult 

for plant-based products to 

match the exact amino acid 

profile of meat and dairy, as 

well as the biological value.

Taste & Texture

• With innovation leading to an 

overwhelming amount of 

choice, taste & texture which 

matches meat is becoming 

increasingly important – not 

just in standalone ‘meat’ 

products but where it is an 

ingredient. 

Trends

• As the market grows, it’s 

important that trends in 

standard products are 

matched.

• Growth in ‘indulgent’ plant-

based products. 

• Convenience trend also key in 

the sector. 

Meat 2.0?



New Bases…

Algae
Walnuts

Chickpea

Fava 

Bean
Fungi

Oats

Pea Protein
Prolamin 

Technology

…& New Technologies

Fermentation

Extrudable Fat 

Technology

‘Bleeding’ 

burgers

Recombinant 

DNA 

technology

Big companies & Big 

Investments

• Huge increase in large-

scale acquisitions, for 

example JBS’ takeover 

of Vivera in 2021.

• US plant-based 

companies raised $741m 

in the first three months of 

2020 alone. 



Future Meat Technologies have opened the world’s 

first industrial facility producing lab-grown meat at 

scale, having raised $347m in its latest funding round, 

and it could even be on shelf by 2022.

Whilst cost was previously a barrier, the 

manufacturing facilities could bring the cost of 

production of a cell-made steak down to $10 per steak, 

or $4 if combined with plant-based alternatives.

• ‘Lab-grown meat’ is meat grown in a lab from 

humanely sourced animal cells.

• A third of UK consumers are willing to try lab-grown 

meat1.

• The environmental impact of meat is the key driver 

behind support in the UK and US.2

1. Food.gov.uk 2022
2. Food Industry Executive 2021

The Future of Meat Protein?



Insects as food…

• Insects have been hailed as the future of protein-consumption, having been shown to be a 

sustainable protein source, grown with less environmental and physical footprint than soya 

and an array of other alternative protein sources – and more sustainable than meat.

• 25% of UK consumers would be willing to eat insects, with sustainability being the key driver 

for 31%2.

…vs Insects as Feed

• Whilst the prospect directly consuming insects may remain unpalatable for some 

consumers, insects as feed is a somewhat less controversial topic.

• Another possible use for insect protein is in feeding animals. One of the major concerns 

with animal agriculture is the use of huge amounts of crops, such as soy.

• Insects can be grown on food waste, saving waste from going to landfill.

Norway is one of the 

countries at the forefront 

of the ‘insect revolution’, 

with Nasekomo kicking 

off a  €433k project to 

scale up the insect 

industry’s green impact.

Protein from Insects

1. Food Standards Agency



• With one foot in plant protein and one foot in animal 

protein, hybrid products consist of a blend of meat 

and vegetable-based protein and have the potential 

to significantly reduce meat consumption. 

• Typical protein sources could come from plant cells, 

animal cells, algae, conventional meat, 

mycoprotein, or plant molecular farming. 

• However, whilst some hybrid products thrive, others 

have yet to take off. 

60% of UK consumers would try plant-based meat 

products1, so why do only some succeed? 

It remains to be seen whether or not the issue lies in 

product formulation, or in marketing. 

1. IGD, 2021

‘Half ‘n’ Half’: Hybrid meat products



• Having faced a barrage of criticism, and seen a significant 

slowdown in consumption, growth and therefore investment 

over the last few years, the Dairy industry is fighting back.

• Sustainability is now top of the agenda across the whole dairy 

supply chain, with animal welfare and carbon emissions top 

of the agenda. 

• Dairy companies are also highlighting the superior amino-

acid profile vs many alternatives.

• Companies also argue Dairy Milk is greener than many plant-

based alternatives – such as nut milks.

Arla are one of several global dairies publicising 

grand climate ambitions – such as Net Zero carbon 

emissions by 2050 (in line with UK retailer 

requirements). They highlight a 63% reduction in 

production, owned logistics and energy usage, and a 

30% reduction in production, owned logistics and 

energy usage. 

Is Dairy fighting back?



• 'Word of the moment’ Sustainability is high on 

everybody’s agenda. 

• Led by the UK, retailers globally are sharpening 

their sustainability criteria, with retailers such as 

Tesco demanding that all suppliers achieve Net 

Zero emissions by 2050, and outline their plan by 

2023.

• A key driving factor behind the alternative proteins 

market, as well as behind the shift in animal protein 

towards sustainable and even cultivated meat & 

dairy.

Sustainability: not so black & white?

• However, is it as simple as ‘animal = bad and plant = 

good’?

• Is the plant-based protein industry on the brink of a 

sustainability crisis, as concerns amplify around palm oil 

usage, soy monocropping, water usage in nut milks?

• Whilst some have hailed self-sufficiency as solving the 

sustainability crisis, the Dasgupta report presented to 

the UK government argue that where geographical 

areas lend themselves to certain types of protein, 

leaning into this is potentially the most sustainable 

option.



Thank you for listening!

Let’s chat about your protein project!

Email me at Roseanna@hra-global.com

mailto:Roseanna@hra-global.com

