
T h e  P l a n t - B a s e d  E v o l u t i o n :  



www.cga.co.uk  

T h e  P l a n t - B a s e d  E v o l u t i o n

T h e  C h a n g i n g  M a r k e t

K e y  T r e n d s

M e a t - F r e e  C o n s u m e r  S e n t i m e n t

S u m m a r y

f i o n a . s p e a k m a n @ c g a . c o . u k

#1 

#2 

#3 

#4 



CGA provide strategic insight and consultancy to major 
suppliers & operators in multiple markets

Ground-breaking data measuring 
food sales in the total out of home 

market, CGA foodservice work with 
food wholesalers and manufacturers 

alike 

Food

Working with pubs, restaurants and 
bars to help retailers understand core 
market dynamics - consumer, supply 

and demand

Hospitality Operators

Strategic work with all leading drinks 
suppliers in the GB market to provide 

industry leading data, insight and 
consultancy to understand the 
market, sales and consumer

Drinks

In a joint venture with AC Nielsen 
CGA has taken our world-class on 
premise measurement service into 

the U.S. and France 

International

www.cga.co.uk  



Consumer research at CGA links demand and supply to 

give a holistic 360° view of the market

CGA

www.cga.co.uk  

BRANDTRACK & BESPOKE

Nationally representative sample of 

20,000 consumers to measure consumer 

perception of all major eating and 

drinking brands. Bespoke consumer 

projects incorporating online surveys, 

focus groups, intercepts

Demand

Supply OUTLET INDEX

Out of Home database, including the 

licensed trade’s most accurate outlet 

database, used by all major retailers and 

suppliers for location and sales planning.

OUT OF HOME MEASUREMENT 

SERVICES

Provides complete and accurate 

view of the on premise and wider 

out of home market and 

category/brand performance.

Delivers key insight to help plan 

long-term business strategy.

Consumer

People



T h e  C h a n g i n g  M a r k e t



Across the total market, pubs re-opened their sites the quickest since the 
Coronavirus outbreak with restaurants and bars opening at a slightly slower rate

The Changing Market

CGA Market Recovery Monitor

Pubs

91% of sites 

open
80% of sites 

open

79% of sites 

open

36,275
Total sites trading

20,329
Total sites trading

6,491
Total sites trading

Pubs Restaurants Bars

Total re-openings across all outlets by the end of September 2020



Proportion who have visited a pub, bar, restaurant, cafe or other similar venue since restrictions were lifted:

By the 23rd September  

68%
Of GB consumers had returned 

55% 
12th August

45% 
29th July

35%
15th July

(of English consumers)

65% 
5th September

CGA BrandTrack August 2020, CGA Consumer Pulse Surveys 1-3 BT Aug: 5004, Pulse 3: 742, Pulse 2: 747, Pulse 1: 500

The Changing Market

Prior to the current lockdown, 68% of GB’s on trade consumers had returned, 

which had been steadily increasing



How optimistic are you about the prospects for the eating and drinking out market as a whole over 

the next 12 months? Proportion of leaders “very” or “fairly” optimistic

Feb-
14

Feb-
15

Feb-
16

Jul-16
Nov-

16
Feb-
17

May-
17

Aug-
17

Nov-
17

Feb-
18

May-
18

Aug-
18

Nov-
18

Feb-
19

May-
19

Aug-
19

Nov-
19

Feb-
20

Apr-
20

Jun-
20

Sep-
20

General market 86% 93% 74% 15% 36% 47% 43% 34% 30% 34% 47% 36% 39% 39% 41% 30% 44% 60% 5% 16% 9%

Own business 90% 91% 83% 24% 61% 68% 66% 66% 52% 64% 75% 67% 63% 68% 65% 58% 64% 83% 15% 32% 37%

0%

20%

40%

60%

80%

100%

The Changing Market

Confidence in leaders’ own businesses remains slightly higher than their 
confidence in the general market

CGA Business Confidence Q3 2020 



K e y  T r e n d s



C G A  B u s i n e s s  L e a d e r s  S u r v e y  2 0 2 0

Key food trends predicted by Business Leaders correlate with the trend of consumers 
choosing increasingly meat free diets

Here’s our round up of some of the key food trends for 2020. Please select those you believe

will continue, or emerge as a key trend this year (Top 10 vs 2019):

57%
55%

47%

33% 33%
31% 30%

19%
17% 16%

46%

67%

45%

38%

45%

32%

22%
24%

20%

Flexitarianism Vegan Food waste/
sustainability

Clean eating Free-from
options

Vegan
junkfood

Vegetarian Small plates Super-foods Indian
streetfood

2020

2019

CGA Business Leaders Survey 2020 



Whether consumers follow meat free diets 

or not,

25% 
of all consumers believe it is important 

(15%) or very important (10%) that the meal 

they eat in the Out-Of-Home does not 

contain much meat as they are trying to 

reduce their meat consumption
Sample size: 4987 CGA BrandTrack April 2020 



Driven by consumer macro trends, leaders see the importance of sustainability 
increasing for the sector

C G A  B u s i n e s s  L e a d e r s  S u r v e y  2 0 2 0

Sustainability Plastic & Packaging
Sustainable food 

sourcing

2020 34% 31% 20%

2019 30% 29% 15%

% of leaders who cite the following as “very significant” for the sector in 2020

CGA Business Leaders Survey 2020 



69% 
of all GB consumers somewhat agree (48%) 

or strongly agree (21%) to trying to lead an 

environmentally friendly lifestyle 

Sample size: 5000 CGA BrandTrack April 2020 



M e a t - F r e e  C o n s u m e r  S e n t i m e n t



Why do you follow a vegan diet?

Ethical Reasons Health Reasons Environmental Reasons
I don’t like the taste or 

texture of animal products

1st 2nd 3rd 4th

48% 43% 22%64%

C G A  B u s i n e s s  L e a d e r s  S u r v e y  2 0 2 0

Vegan and vegetarian diets are linked to wider sustainability, ethics and health trends

CGA Food Insights19



Of vegan consumers believe it is important 
that there is a specially created vegan dish on 

the menu, rather than something which has been 

adapted from a non-vegan dish

86%
CGA Food Insights19

When Vegan’s are eating Out-Of-Home, 
they are frustrated by the lack of variety 
and innovative vegan dishes on offer



43% 40% 38%

“Lack of imagination”
“Not enough food 

options”
“Lack of understanding”

CGA Food Insights19

“Thinking about following a vegan diet, what are the biggest frustrations when eating out?”

This lack of choice frustrates plant based consumers in a 
number of ways



20%
of all consumers are likely to choose a vegan dish when

eating out of home 

CGA Food Insights19

Interestingly, 20% of all consumers are likely to choose a 
vegan dish when eating out of home meaning the potential 
customer base for an expanded plant based offering is not 
just limited to strict vegans



Meat-Free Innovation in the Out-Of-Home



Animal-free Innovation drives new customer 
markets for brands



Future of the Plant-Based Revolution 

Lab Grown Meat Edible Flowers Nut Butter



• Ethics, Health and Sustainability are all considered key trends that can lead consumers towards plant-based foods.  

Operators and Suppliers must be aware of these trends that are here to stay.

• A quarter of GB consumers see the importance of reducing their meat intake with two thirds trying to lead an 

environmentally friendly lifestyle.  When consumers are consciously thinking this, the Out-Of-Home must be 

prepared to meet this need by providing sustainable and meat-free options.

• 40% of Vegans are frustrated by the lack of variety of vegan options available in the Out-Of-Home.  Operators and 

Suppliers collaboration to ensure a wide-range of innovative and exciting menu offerings are available to 

consumers will drive uptake of this offer.

• Vegan innovation drives further engagement with products.  Catering for this demand will create opportunities to 

not only attract this ethically consuming group but to drive new first-time experiences from other consumers also.

• Operators and Suppliers must identify plant-based products that have headroom for growth.  Consumers’ 

understanding of these products and demand will continue to grow - the increase in demand needs to be 

considered in future planning.

Actionable Insights: The Plant Based Revolution


