
1Appetite for disruption: The last serving

Appetite for 
disruption

T H E  L A S T  S E R V I N G

www.FAIRR.org @FAIRRInitiative#AppetiteForDisruption

S E P T E M B E R  202 1

P U B L I C  R E P O R T



2 Appetite for disruption: The last serving

About this report
This report is a progress 
update on FAIRR’s collaborative 
investor engagement on 
sustainable proteins with 
25 global food companies, 
supported by 104 investors with 
$17.7 trillion in combined assets.

As we approach COP26, the impact of agriculture 
and the largest food companies must be centre 
stage. 23% of emissions come from agriculture, 
forestry and associated land use - but plans to 
address this footprint are notably absent from most 
national emission reduction plans. Food retailers 
and manufacturers have a vital role to play in the 
transition to a low-carbon economy, but FAIRR’s 
report shows that the majority of leading food 
companies still lack concrete targets to address 
climate risks in their protein supply chains or to meet 
booming consumer demand for alternative meat 
and dairy products. Whilst many companies are 
lagging, we are pleased that FAIRR has seen visible 
leadership from 28% of the largest food retailers and 
manufacturers, including leading UK supermarkets, 
as well as remarkable innovation in sustainable 
protein. This has been the year of cultivated meat 
with a record $506 million invested in lab-grown meat 
alternatives, which is now taking its place alongside 
plant-based protein on investment agendas.

Jeremy Coller 
Chair of the FAIRR Initiative and Chief Investment Officer 
Coller Capital
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The pandemic has been a stress 
test for the animal protein industry, 
exposing the vulnerabilities of today’s 
intensive centralised production 
system. It has brought urgent focus 
on the need for resilience in the face 
of growing sustainability challenges in 
an increasingly resource-constrained 
world. It has also been a catalyst 
for accelerating innovation in food 
technology and driving government-
level action – with a focus on 
healthier, more sustainable diets and 
long-term food security.

Introduction
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INTRODUCTION

We must reduce the amount of 
meat we eat by 20–50% for the 
UK to reach net zero by 2050. 
We have set a 30% reduction 
goal over ten years. We believe 
the Government would be better 
off nudging consumers into 
changing their habits while 
investing in methane-reduction 
projects and the development of 
alternative proteins.”

UK National Food Strategy 
July 2021

Figure 1 
Changes needed to the UK national diet by 2032 (vs. 2019) 
to meet health, climate and nature commitments

Source: National Food Strategy (2021)
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The recent IPCC report is a sobering assessment, predicting a 
1.5˚C global temperature increase will be reached by 2040 if 
global emissions are not halved by 2030 and cut to zero by the 
middle of this century.1 The global food system is responsible 
for nearly a third of all greenhouse gas emissions and threatens 
the habitat of almost a quarter of all remaining mammal species. 
Tackling the environmental impact of food production and 
consumption is, therefore, crucial to limiting warming and 
protecting global ecosystems.2,3 

The current pace of decarbonisation in the global food 
system is simply not enough. From 2008-2018, food emissions 
fell at less than half the rate of those from the UK-wide 
economy, mainly because agricultural emissions have not 
reduced in the last decade.4 In the US, food accounts for 10-30% 
of an average household’s carbon footprint, with animal-derived 
products (beef, pork, chicken and dairy) contributing nearly 75% 
of these emissions.5

Dietary choices are key determinants of environmental 
sustainability and human health. Urgent change is needed to 
ensure more balanced and diversified eating habits, with a 
greater focus on plant-based foods (fruits, vegetables, grains, 
legumes, meat analogues, nuts & seeds). 

Policymakers are beginning to take note. For example, 
Denmark’s new dietary guidelines recommend a 30% reduction 
in meat alongside increased consumption of pulses, legumes 
and vegetables.6 Although not yet formally embedded into 
national guidelines, the UK National Food Strategy also 
recommends a 30% reduction in meat consumption.7 In Spain, 
the consumer affairs’ minister launched a campaign in Summer 
2021 encouraging lower meat consumption, while in France, 
meat has been taken off the school menu in Lyon.8,9 And in 
the US, the Dietary Guidelines Advisory Committee last year 
recommended a reduction in red and processed meat and an 
increase in plant-based food consumption.10
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Protein diversification is now a key component of commercial and climate-mitigation strategies

Shifting from a reliance upon animal-derived protein towards 
diversified portfolios including plant- and alternative proteins 
is essential – both to meet shifting consumer and regulatory 
requirements, and to achieve ambitious climate targets. 

Over the past five years, FAIRR has undertaken extensive 
engagement with companies and investors on this topic, helping 
to catalyse this shift.

Today, all 25 companies in FAIRR’s engagement recognise the 
importance of protein diversification as a material issue for their 
business. This is in sharp contrast to 2016, when no company was 
talking about protein, let alone thinking around the commercial 
and climate opportunities associated with alternative proteins.  

Companies are now looking to build resilience in their protein 
value chains and portfolios through a dual-approach that 
utilises supply and demand-side interventions. This includes:

 • Investing in innovation and product development. 
Currently, all companies in the engagement are investing 
in the development of plant-based products – deemed 
to be one of the fastest-growing categories. 80% of the 
manufacturers in the engagement have allocated internal 
capital and/or human resources to support research and 
development (R&D) in alternative proteins.

 • Customer-focused initiatives. 53% of retailers in the 
engagement have formal merchandising strategies in place 
aimed at normalising plant-based consumption by integrating 
these products in the meat aisle or giving them dedicated 
space for increased visibility. 

 • Re-aligning product portfolios. Companies are committing 
to transform the composition of portfolios towards lower-
impact protein ingredients and products. Seven companies 
have now set targets to increase the volume and sales of meat 
and dairy alternatives and/or reduce brand-level emissions.

 • Improved disclosure. This year five companies have 
established formal metrics in this area. Although there is 
variation in the type of metrics being used to measure 
exposure to animal-derived and alternative proteins, 
companies now recognise the need to track and disclose 
their changing exposure to investors and wider stakeholders.

 • Sustainable sourcing practices. These have evolved 
beyond animal welfare and social impact to address 
broader environmental impact. Today, all companies in the 
engagement have some form of sustainable sourcing policy, 
programme or commitment for at least one type of animal 
protein in order to address environmental impacts.

 • Scope 3 emissions targets are increasing. Companies are 
increasingly formalising climate ambitions through Scope 3 
targets – an important step given Scope 3 emissions account 
for an average of 92% of total emissions for the companies 
assessed. Currently, 56% of these companies have Scope 3 
targets approved by the Science Based Targets initiative – up 
from 32% last year. 

INTRODUCTION

Companies are also changing their use of language, 
with an increasing use of terms previously 
considered niche, such as ‘plant-based’ or ‘vegan’. 
92% of the 25 companies in FAIRR’s engagement 
referred to these terms in their quarterly and 
annual reports to investors and other stakeholders.



7Appetite for disruption: The last serving

INTRODUCTION

Figure 2 
Frequency and number of 
companies using plant-based 
and plant-powered terminology 
in annual reporting, since 2019.

Source: FAIRR 2021 2019 2020 2021
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Market update

2021 has been hailed as “the year of 
cultivated meat” as private investment 
in technology hits $506 million in 
the first six months of the year, with 
growing investment and interest from 
major food companies. However, much 
more is needed to achieve significant 
transformation within the protein industry.

8 Appetite for disruption: The last serving
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Despite the uncertainty caused by the pandemic, and the 
shift from restaurant-eating to largely home-based meals, the 
global market for alternative proteins has continued to grow. 

United States

In the US, plant-based food sales grew 27% to reach $7 billion 
in 2020, outpacing retail food sales, which grew at 15% during 
the same period. Plant-based milk remains the most developed 
and largest category, accounting for over 15% of all retail milk 
sales in the US. Plant-based eggs and meat alternatives remain 
the fastest-growing categories.11

MARKET UPDATE

Figure 3 
Total US plant-based sales and growth by category in 2020.

Source: SPINS Natural Enhances Channel, SPINS Conventional Multi Outlet Channel (powered by IRI). 
52 weeks ending 27-12-2020. The Good Food Institute 2021

Europe

In Europe, plant-based food sales grew 28% to reach $4.3 billion 
in 2020. Germany is the largest European market with a sales 
value of $967 million. Plant-based milk represents the largest 
category (48% of total sales), followed by plant-based meat 
alternatives (22% of total sales).12

The UK is the second-largest market with a sales value of $887 
million. Plant-based meat alternatives represent the largest 
category (67% of total sales) followed by plant-based milk (31% 
of total sales). Growth in plant-based meat alternatives across 
Europe is being driven by refrigerated products like mince, 
sausages, nuggets and burger patties, while oat milk is driving 
growth within the plant-based milk category.  France is the only 
country in Europe where almond milk continues to dominate.13

Figure 4 
Size of plant-based food markets in Europe

Source: Smart Protein project (2021)

Germany

UK

Spain

Italy

France

Netherlands

Belgium

Austria

Poland

Denmark

Romania

 2019

 2020

1,0008006002000 400

MILLION USD

Plant-based milk

Other plant-based dairy

Plant-based meat

Plant-based meals

Plant-based protein 
liquids and powders

Tofu and tempeh

Plant-based baked goods

Plant-based protein 
condiments & dressings

Plant-based eggs

% 
CHANGE 

YoY

20%

28%

45%

29%

10%

41%

-1%

23%

168%

$2.5bn

$1.9bn

$1.4bn

$520m

$292m

$175m

$152m

$81m

$27m



10 Appetite for disruption: The last serving

Asia

Veganism and vegetarianism in Asia are widespread given 
cultural and religious beliefs, which is why dairy and meat-
free alternatives such as tofu, tempeh and soy milk have been 
popular amongst consumers for centuries. The region, which is 
the largest plant-based meat market in the world when including 
tofu, was valued at over $16 billion in 2020,14 and it is estimated 
to reach $65 billion by 2030.15 China is the largest market in 
the region making up 70% of the total market for plant-based 
meat (including tofu) – valued at just under $12 billion. However, 
excluding tofu, the market is relatively small compared to Europe 
and the US at $116 million – but growing rapidly as companies 
view Asia as the next frontier of growth.16 For example, Oatly has 
signed a $30 million deal with Singapore-based Yeo’s Group to 
produce Oatly products outside of Europe and North America 
for the first time.17 Eat Just, at the end of last year, signed a deal 
with Proterra Investment Partners Asia to build a $120 million 
production facility in Singapore to access Asian markets.18

An emerging focus is on developing products that fit local cultural 
tastes. The majority of popular plant-based meat products such as 
sausages, burgers and nuggets are based on Western diets. There 
is demand for products that can be used in – or that replicate – 
traditional dishes and these also serve as easy introductions for 
Asian consumers new to plant-based foods, which help to increase 

uptake. Pork products in particular are a focus for companies given 
that it is the most widely consumed meat in the region. China is 
the world’s largest consumer of pork, with the average person 
eating 22.7kg a year, more than double the international average 
of 10.7kg.19 OmniFoods released its OmniPork Luncheon meat in 
2020 as a vegan alternative to SPAM – a very popular product in 
Asia. The company has also seen strong demand in the region for 
its other plant-based pork products such as its pork mince – retail 
grocery sales of its OmniPork brand grew 120% between April 2019 
and January 2020.20

Forecasting growth for alternative proteins

As the market for alternative proteins continues to grow and 
develop rapidly, estimates on the future growth and size of the 
market have accelerated.

FAIRR has modelled different growth scenarios within the 
alternative protein market. In FAIRR’s low growth scenario, 
the alternative protein tracks the slower adoption of electric 
vehicles to achieve a 16-22% share of the total global protein 
market by 2050 (the range is explained by possible carbon taxes 
on meat affecting customer substitution). In FAIRR’s high growth 
scenario, the alternative protein market rises to a 62-64% share 
of the total global protein market in 2050. These estimates are 
in line with analysis performed by other institutions. 

Figure 5 
Growth scenarios for 
the global alternative 
protein market

Source: FAIRR (2021)

MARKET UPDATE
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Key market dynamics and drivers

Innovation in food technology has accelerated exponentially 
over the last twelve months, with already growing levels of 
private investment in alternative protein accelerating during 
the pandemic. 2020 was a record year for private investment 
in this space, with a total of $3.1 billion invested in plant-based, 
fermentation-based and cultivated meat and dairy technologies. 
This is an increase of more than 300% compared to 2019,21 and 
included investment growths of:

Figure 6 
Growth in private investment into alternative proteins, cumulative 
between 2010 – 2021 by technology type as at 13 August 2021.

Source: FAIRR (2021)

Initial Public Offering (IPO) activity has also increased, with two 
public listings in the first half of 2021 alone: 

• Cultivated meat company MeaTech (Nasdaq: MITC) listed on 
the US stock market in March 2021.

• Cultivated milk company Biomilk (TASE: BMLK) listed on the 
Tel Aviv Stock Exchange in April 2021. 

These companies are the first publicly listed cultivated protein 
companies and join other publicly listed alternative protein 
companies such as Beyond Meat (Nasdaq: BYND), The Very 
Good Food Company (CVE: VERY), and the newly listed Oatly 
(Nasdaq: OTLY). 

Plant-based egg maker EAT Just is another company considering 
a public listing, with a potential valuation of at least $3 billion.22 
Similarly, Impossible Foods is exploring going public through an 
IPO or a special acquisition company (SPAC), which could value 
the company at around $10 billion.23
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Defining alternative protein technologies

Plant-based: protein produced directly from plant 
sources. As well as established products such as 
tofu, tempeh and seitan, this includes more recent 
“biomimicry” products made to taste and feel like 
animal-based meat – composed of protein, fat, vitamins, 
minerals and water.

Cultivated or cell-based: genuine animal protein 
produced by culturing animal cells directly in a lab. The 
process uses a bioreactor (or “cultivator”) to enable 
cell growth that replicates the cell tissue structure of 
different cuts of meat or other animal proteins accurately. 
Cell-based start-ups specialise in different elements of 
the process, including producing the scaffolding that 
determines the texture and 3D structure of the end 
product, the cell culture medium to feed the cells, and 
the cell lines from which the end products are cultivated.

Fermented: protein produced via the cultivation of 
microbial organisms. The purpose is either to produce a 
whole foodstuff that mimics animal protein, or to create 
specialised ingredients such as flavourings, enzymes, 
proteins and fats for incorporation into plant-based 
products or cultivated meat. The alternative protein 
industry uses fermentation in three primary ways: 

• Traditional fermentation (the process used for cheese 
or wine production) – microbial anaerobic digestion, 
mainly used to improve the function or flavour of 
alternative proteins.

• Biomass fermentation (used, for example, by Quorn 
to grow fungi) – uses microorganisms with high-
protein content and rapid reproduction capabilities to 
produce protein in large volumes. 

• Precision fermentation (the process used to produce 
insulin for diabetics) – uses microorganisms to produce 
specific ingredients, such as proteins, enzymes, flavour 
molecules, vitamins, pigments, and fats.24

Increasingly, rather than being viewed as three distinct 
categories, plant-based, fermentation-derived, and 
cultivated products overlap. 

MARKET UPDATE

Private investment growth is continuing. Up to mid-August 2021, 
$2.7 billion has been invested across the three technologies. This 
includes investments into cultivated meat and dairy companies of 
$506 million so far, already exceeding the 2020 full-year total for this 
technology. Three-quarters of these investments have been in US-
based companies like GOOD Meat, Blue Nalu and Mission Barns, as 
well as Israeli-based Aleph Farms and Future Meat Technologies. 

The rapid growth in investment in alternative proteins is 
promising, but considerably more is needed to achieve 
significant transformation within the protein industry. For 
example, electric vehicles represent just 2% of global automotive 
sales and the global investment in the electric vehicle (EV) 
industry reached $28 billion in 2020.25 EVs displace fossil-fuel 
vehicles and reduce GHG emissions. Alternative proteins also 
replace carbon-intensive animal-derived proteins. But despite 
the significant carbon abatement potential, investments in EVs 
are over nine times greater than the level of funding received by 
alternative proteins companies in 2020.

FAIRR members can access the database of 
investments into the alternative protein space at 
fairr.org/sustainable-proteins 

http://fairr.org/sustainable-proteins
http://fairr.org/sustainable-proteins
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MARKET UPDATE

Conventional poultry is the most consumed meat globally26 
– accounting for 37% of the global consumption – and it 
is also the most rapidly growing.27 In the US, poultry is the 
most consumed meat, with 51.4 kg consumed per capita in 
2020, 86% of which was chicken.28 From the second half of 
2018 to the second quarter of 2020, the price of animal-
based chicken fell dramatically – touching its lowest at $1.3/
kg in April 2020 (see Figure 7). This contributed to the value 
of the US broiler chicken market dropping by 23% from $28 
billion in 2019 to $21.6 billion in 2020, despite production 
activity increasing.29

This trend has since been in reverse, with poultry prices 
rising globally. For example, the average cost of a whole 
chicken in the US reached $2.4/kg in May 2021.30 Reasons for 
this include:

• Increased demand from foodservice companies like 
McDonald’s, KFC and Burger King. Since lockdowns have 
eased, many of these companies continue to develop 
and promote chicken-based products over other meat 
including alternative protein options.31

• Rising corn prices – the main component of poultry feed. 
In 2021 feed costs are expected to rise by 12% in the US 
following price increases for corn and soybean meal as a 
result of China’s hog herd recovery from African Swine 
Fever (ASF). China looks set to triple its corn imports in 
the 2020-2021 year, predominantly from US exports.32

• Labour shortage due to COVID-19 related absenteeism, 
preventing meat suppliers from staffing their plants at 
100% capacity.33

• Harsh winter weather in the Southern states of the US, linked 
to reductions in supply as chicken hatcheries lost flocks. This 
is also demonstration of the potential physical risks climate 
change presents for animal protein supply chains.34

These supply and demand shocks present an opportunity for 
disruption in the conventional chicken market. The 
prices of alternative chicken – including plant-based and 
cultivated options – are less reliant on broader industry trends 
like changing commodity prices or labour market dynamics. 
They require fewer production inputs, have shorter supply 
chains, are less exposed to climate change, and the production 
process is less labour intensive.

Figure 7 
Monthly price of poultry (chicken) in US vs global 
monthly price of poultry for last five years

Note: for USA price the data is for poultry 
(chicken) broiler/fryer, whole birds, 2-1/2 to 3 
pounds, USDA grade “A”, ice-packed, Georgia 
Dock preliminary weighted average, wholesale. 
For global prices, the data is for poultry.

CHICKENSPECIES SPOTLIGHT

The stability and resilience of the alternative chicken market 
therefore presents an opportunity for investors, particularly 
during unstable macroeconomic times, such as in a pandemic.

Investment in plant-based and cultivated 
chicken is accelerating  

Alternatives to meat-based chicken products have become an 
important focus as consumers look for greater variety beyond 
plant-based burgers and sausages. Since 2020, alternative 
chicken has received $2 billion in investment – more than any 
other variety of animal protein. Around 72% of this went to 
plant-based companies, with cultivated and fermentation-
based companies receiving 20% and 8%, respectively.
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Figure 8 
Of the top funded plant-
based and cultivated meat 
companies, half offer 
chicken products. NotCo 
announced the launch 
of a plant-based chicken 
product by the end of 2021.

MARKET UPDATE

Notes: 
*Plan to enter plant-based chicken 
market later in 2021, 
**This only includes Beyond Meat’s private 
funding prior to its public listing on NASDAQ, 
***GOOD MEAT is the cultivated meat 
subsidiary of Eat Just. This figure only reflects 
the funding for GOOD MEAT

Company
Amount Raised 

(USD million)
Plant-Based / 

Cultivated
Chicken Product 

Offered?

Impossible Foods 1,500

LIVEKINDLY 535

NotCo* 350

Beyond Meat** 122

Green Monday 70

GOOD Meat*** 170

Upside Foods 211

Aleph Farms 118

Mosa Meat 95

Meatable 60

CHICKEN (CONTINUED)SPECIES SPOTLIGHT
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MARKET UPDATE

Plant-based chicken

The plant-based industry is responsible for much of 
the increased activity in chicken alternatives. In the US, 
sales of plant-based chicken grew by 18% to a total of 
$272 million in 2020.35

Plant-based chicken nuggets have seen the greatest 
growth, with sales rising over 48% across the year to mid-
May 2021.36 Ease of production and high level of consumer 
acceptance make this a popular product choice for plant-
based meat companies.

Impossible Foods launched its meatless chicken nugget 
product across US restaurants early September this year, 
following publicly listed rival Beyond Meat’s launch of 
the ‘Chicken Tender’ product across North America earlier 
in the year.

Other plant-based companies have also decided to focus 
much of their product development on chicken nuggets. 
For example, Simulate raised $50 million in its series B 
funding round in June 2021, with the company valued at over 
$250 million. In 2019 Simulate and McCain Foods37 formed 
a strategic partnership to produce plant-based nuggets – 
NUGGS – with McCain manufacturing Simulate’s products 
and investing in the company. South American plant-based 
company NotCo also announced its plan to launch a plant-
based chicken product following a $235 million funding 
round in July 2021.38

Some established meat companies are also launching 
plant-based chicken alternatives. For example, Tyson’s 
Raised and Rooted product line-up includes chicken 
nuggets.39 In May 2021, Nestlé’s Sweet Earth brand also 
launched three new flavours of its ‘Mindful Chik’n Strips’,40 
and Maple Leaf Food’s subsidiary Lightlife launched plant-
based chicken tenders and fillets.41

Companies continue funding research and development 
to accommodate consumer demand and preferences. This 
includes reducing the ingredient list in chicken alternatives 
and integrating ingredients perceived as being more 
nutritious or natural, such as organic and non-GMO foods.

Cultivated chicken

Chicken alternatives are also a focus for cultivated meat 
companies. Last year, Eat Just’s subsidiary brand, GOOD 
MEAT, received the world’s first approval to sell its 
cultivated chicken product to consumers in Singapore late 
last year.42 Upside Foods has announced its first product 
launch will be chicken,43 and Future Meat Technologies, 
which announced a partnership with Nestlé in July 2021, is 
also focusing on chicken. The company also announced a 
47% decrease in the cost per 110g chicken breast.44 

Publicly listed cultivated meat company, MeaTech, purchased 
Dutch cultivated avian fat company, Peace of Meat, in 
December 2020 for €15 million (around $17.5 million) to help 
accelerate production and release a hybrid product (combining 
plant-based proteins with cultured animal fat) in 2022.45

CHICKEN (CONTINUED)SPECIES SPOTLIGHT
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Production costs continue to decrease for alternative proteins 

While the prices of alternative protein options have not yet 
reached parity with traditional meat, plant-based protein 
companies have slashed their costs over the past year. 
Impossible Foods has reduced the cost of its products twice 
in the past 18 months, by 20% each time, resulting in the price 
of two patties changing from $7 in 2020 to $5.5 in 2021. Price 
reductions have resulted from economies of scale as consumer 
demand has increased.46 The company has indicated it wants 
to reduce costs further and achieve price parity with animal-
derived meats by 2022.47 Beyond Meat is aiming to under-price 
at least one type of traditional meat by 2024.48

The price of egg substitutes is also going down. Eat Just reduced 
its egg prices from $8 in 2020 to $4 in 2021, bringing it in line with 
free-range eggs for the first time.49

As well as lowering production costs, plant-based companies 
are giving away free samples or offering heavy discounts to 
attract new customers and increase demand. For example, 
Alpha Foods offered a 30% discount coupon for its vegan 
chicken nuggets on National Chicken Wing Day.50 UK-based 
retailer, Co-op Group has reduced the retail prices of its own 
plant-based range, Gro, as part of its net-zero plan.51

The cost of cultivated meat is also decreasing (see Figure 
9) as a result of standardised and reproducible stem cell-
cultivation, which is now possible thanks to the development 
of bioreactors.52 And Future Meat has reduced production costs 
by creating a waste removal and recycling process for its cell 
growth medium. The same medium can now be used numerous 
times, reducing costs significantly as the medium is the most 
expensive part of the process and previously could only be used 
once for a short period of time.53 This enabled the company 
to reduce prices per 110g chicken breast in 2021 from $7.5 to 
$4.54 The company aims to achieve $2 per 110g by 2022.55 In 2020, 
Mosa Meats reduced its total production costs by nearly 80% 
– simultaneously lowering the cost of their growth medium by 
88% and removing fetal bovine serum from its medium.56

Reaching price parity for cultivated meats lies within companies’ 
ability to significantly scale up stem-cell production and gain 
regulatory approval.57 In particular, regulatory approval has been 
slower than expected in the US, preventing companies from 
bringing their products to market. Cultivated meat producers, 
Upside Foods (formerly Memphis Meats), Mosa Meat and CUBIQ 
Foods have not achieved their previous targets of $10/kg by 2021

For every cent the chicken wings 
increase our Chik’n Nugget 
prices will go down.”

Alpha Foods 
as part of their ‘Chickenflation’ marketing campaign

MARKET UPDATE

Figure 9 
Actual production costs of cultivated meat and cultivated 
seafood from 2013 to the second half of 2021, and forecast of 
cultivated meat cost in 2022 ($/Kg)

Note: The continuous line represents actual production costs. 
The dotted line is a forecast of $18/kg in the next 12-18 months.

Source: FAIRR (2021)
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THE FULL INTERVIEW IS AVAILABLE 
TO FAIRR INVESTOR MEMBERS. 

LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS
TO ACCESS FULL REPORT.
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Mosa Meat

Founder(s)/CEO 
Maarten Bosch (CEO); 
Peter Verstrate and Mark Post 
(co-founders)

Headquarters 
Maastricht, Netherlands

Number of employees 
100

Stage 
Series B

Total capital raised (USD) 
Approx. USD 100million

INTERVIEW WITH MAARTEN BOSCH

1. What are the main drivers of cost?

The main drivers of cost today in the industry are the cell culture media that we 
grow the cells in, the conversion rate and capital expenditure on bioreactor systems.

2. How and when do you expect to achieve price parity 
with the conventional counterpart protein? 

Though it will take some time to get there, we have a clear path to reach price 
parity with meat.  To do this, we need to both bring down the cost of media 
components, and increase the efficiency of our consumables and hardware.

In terms of bringing down the price of media components, we are pursuing 
various strategies such as negotiating better terms with suppliers, or switching 
from pharma-grade to food-grade ingredients. We’ve already reduced the per-
litre cost of our media by over 80 times and it continues to fall.

With respect to efficiency, this is about making each litre of media go further 
(for example, through utilising recycling strategies) and getting higher yields from 
our bioreactors.

3. How are you working with the conventional 
meat, seafood and dairy industry? 

One of our founding beliefs is that we should work with partners, including in 
the meat industry. That is how we can scale up as fast as possible and have the 
largest possible impact for animals and the environment. The Bell Food Group, 
Switzerland’s largest meat processor, is one of our investors, as is Nutreco (a leading 
global animal feed company). We are working with them and other partners to 
reduce our costs and bring our products to market as soon as possible.

FEATURE

ABOUT

We are Mosa Meat, a food technology company that’s helping everyone take a 
bite out of a better future – starting with the world’s kindest beef burger. Our 
motivation is to find a new method to make real meat to feed our fast-growing 
population in a sustainable, healthy and animal-friendly way.

In 2013, our Chief Scientific Officer Professor Mark Post unveiled the world’s first 
cultured meat hamburger to a packed press conference in London. The burger 
was harvested directly from cow cells, rather than raising and slaughtering a whole 
animal. It was the result of years of research at Maastricht University, and cost 
€250,000 to make. The effort was funded by Sergey Brin, the co-founder of Google.

Following the success of the first hamburger, we created Mosa Meat to further 
develop and commercialise cultured meat (also known as clean meat, cultivated 
meat or cell-based meat) and bring it to plates everywhere and for everyone.

MOSA MEAT

THE FULL INTERVIEW IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS TO ACCESS FULL REPORT.
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FEATUREMOSA MEAT

4. Food safety is a key area of concern for consumers, how are you 
addressing this in your processes and ultimately product? 

Food safety is also hugely important to us. As a novel food, our product must 
undergo rigorous safety testing by government authorities. The authorities 
will only allow our products to be sold to consumers if we can demonstrate 
to them beyond any doubt that our process and product are safe to consume. 
One of the benefits of cultivated meat is that we can produce it in a completely 
sterile environment, without using antibiotics. This greatly reduces a major food 
safety risk, namely bacterial contamination. Furthermore, it helps mitigate the 
emergence of antibiotic-resistant “superbugs”, which are a major risk to public 
health coming from our current meat production.

5. What is the biggest driver of your environmental footprint 
(especially at scale), and how are you working to reduce it? 

The primary reason that our founders established Mosa Meat was to reduce 
the environmental impact of meat production, and that’s why we decided to 
first focus on beef (which has by far the largest footprint). At scale, the biggest 
environmental impact could potentially be global warming associated with 
energy generation, with emissions driven by the energy requirements of running 
factories. However, we can largely, or perhaps even completely, avoid this 
outcome if we power our factories with decarbonised energy. So, we are working 
closely on this as we grow from pilot scale to our first industrial production units. 

6. How can the sector support a just transition through the 
creation of new opportunities to absorb displaced workers and 
farmers from the conventional meat sector?  

Together with a group of partners, including Wageningen University, we are 
participating in a project to look at exactly this – how can we create a blueprint 
for the transformation of the sector where farmers benefit too. If cultivated 
meat is a success, it will create all sorts of new lucrative opportunities such as 
supplying feed for cells, and it will be farmers that have the capabilities to take 
up these opportunities. We also need this supply chain to scale up – so we’re 
very keen to work together with farmers to make this happen. 

Though it will take 
some time to get there, 
we have a clear path 
to reach price parity 
with meat.To do this, 
we need to both bring 
down the cost of media 
components, and 
increase the efficiency 
of our consumables 
and hardware.”

Mosa Meat donor cow; © Mosa Meat

Mosa Meat burger © Mosa Meat

http://meat.To
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Policy & 
regulation

The shift towards sustainable proteins will prove 
an essential tool for addressing serious climate risk, 
whilst also meeting the demand for nutritious food 
in a resource-scarce world. We’re seeing increased 
regulation to facilitate that shift: Canada, Israel, 
and Singapore have positioned themselves as first-
movers in alternative protein development and 
investment, with Singapore this year becoming 
the first country in the world to approve cultured 
meat for sale. With other countries poised to follow 
suit, investors should be aware of the impacts and 
opportunities within this shift and food companies 
should be innovating at pace. Fidelity has engaged 
with a number of food companies on their plans 
for diversification, and we continue to promote 
innovative solutions to drive transformation and build 
resilience against climate change.

Jenn-Hui Tan 
Head of Stewardship and Sustainable Investing 
Fidelity International 

20 Appetite for disruption: The last serving
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Increased government support for innovation

Governments around the world are beginning to recognise 
alternative protein innovation as a strategic investment area, and 
are looking to accelerate research and development through 
innovation clusters or hubs, as well as direct investment in start-
up alternative protein companies. Regulatory mechanisms for 
novel proteins, including cultivated meat, are also being updated 
and new regulatory frameworks are being introduced.

Despite accelerated funding levels for alternative protein 
companies, more is needed. In April 2021, Rosa DeLauro, the 
Chair of the United States House Appropriations Committee 

(HAC), called for parity in research funding for alternative protein 
companies to combat climate change.58 The HAC controls 
over $1.5 trillion in discretionary funding per year, and this 
acknowledgement highlights the need for additional capital to be 
spent on developing the alternative protein industry.

From 2018 to 2021, governments around the world have invested 
around $0.5 billion into alternative proteins. This figure is 
insignificant compared to the Biden administration’s commitment 
to invest $350 billion into clean energy,59 of which around $174 
billion would fund electric vehicles (EV) initiatives.60

POLICY & REGULATION

Figure 10 
Total government investments in alternative 
proteins based on public information

Note: This is a non-exhaustive list. Data collected is based on publicly disclosed investments supporting the alternative protein 
ecosystem. This means the total investments made by countries may be higher as not all investments are disclosed in the public domain.
Source: FAIRR (2021)

Canada 
$252.6m

Singapore 
$144.0m

European Union 
$49.7m

Spain 
$6.4m

US
$3.6m

Japan 
$2.7m

Germany 
$0.8m

Finland 
$14.2m

UK
$14.7m

France 
$10.0m

India 
$0.6m
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Australia-New Zealand

The Food Standards Code, overseen 
by Food Standards Australia New 
Zealand (FSANZ), currently contains 
no specific reference to cultivated 
meat and seafood products. FSANZ 
plans to address cultivated products 
within existing standards in the Code 
and these products will require pre-
market approval. This process will vary 
depending on the composition of the 
cultivated products and may include 
standards for novel foods, processing 
aids, food additives, food safety and 
definition of cultivated meat.61 FSANZ 
has not yet been approached by a 
business seeking regulatory approval, 
but companies can apply if they wish, 
with the process expected to take 
around 14 months.62

POLICY & REGULATION

REGULATORY STATUS UPDATE: CULTIVATED MEAT

Canada

Canada’s climate is suited towards 
growing legumes, which are 
used frequently in plant-based 
meat alternatives. Since 2018, the 
Canadian Government has invested 
approximately $250 million into 
plant-based protein production 
and innovation. This included an 
investment of $150 million63 in a 
‘protein super cluster’ in the Prairies. 
The cluster is expected to create 
4,500 jobs by 2028 and contribute 
$4.5 billion to the Canadian economy 
– a 3,000% return on the initial 
investment. A further $100 million64 in 
government financing funded a canola 
and pea processing plant, enabling the 
production of high protein powders 
for the food industry.

Canada classifies cultivated meat and 
seafood as ’novel foods’ and encourages 
companies to engage with Health 
Canada’s Food Directorate if they wish 
to apply for approval. The process for 
pre-market approval currently follows 
the same three-part process as for 
novel foods. This includes a letter of no 
objection for human food use through 
the novel food assessment process, a 
premarket assessment for new animal 
feed, and an environmental assessment 
under the New Substances Notification 
regulations.65 Canada does not currently 
have any regulations in relation to 
nutrition for cultivated meat.66

China

China currently has no regulatory 
framework specific to cultivated 
meat and is not yet considering 
applications for pre-market approval. 
However, the National People’s 
Congress is considering creating a 
legislative framework similar to the 
European Union (EU), categorising 
cultivated meat as a ‘novel food’ 
regulated under existing legislation. 
These recommendations have not yet 
been officially implemented, but the 
country also aims to begin providing 
investments to start-ups for future 
research and developments.67

Status: Open to applications, 
no approval so far

Latest regulatory update 2018

Status: Open to applications, 
no approval so far

Latest regulatory update 2019

Status: Not open to applications

Latest regulatory update 2020

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS TO ACCESS FULL REPORT.
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European Union

The EU set-up the Smart Protein 
project in 2019, which is focused on 
future-proofing the protein supply 
chain through the development of 
alternative proteins.68 The project 
is funded by the EU’s Horizon 
2020 research and innovation 
programme, which last year invested 
$3.2 million into an additional 
cultivated meat programme.69 The 
Horizon programme made its largest 
investment to date this year ($37.4 
million), to support the development 
of the alternative protein ecosystem.70

Cultivated meat companies can 
apply to the Novel Foods Regulation, 
addressing their application to 
the European Commission and its 
Directorate-General for Health 
and Food Safety.71 Following 
application, the European Food 
Safety Authority will conduct 
a risk assessment to determine 
product safety. This assessment 
considers the production process, 
nutrition, composition, toxicological 
and allergenic properties of the 
product. If the product is deemed 
safe, the European Commission 
will draft an implementing act that 
details conditions of use, such as 
labelling requirements.72 This must 
be approved by all EU member 
state representatives.73 This 
application process is lengthy, taking 
approximately 18 months to 3 years, 
and in some cases even longer. 

POLICY & REGULATION

Israel

The Israeli Government has taken 
a proactive and world-leading role 
in supporting alternative protein 
innovation. Many of Israel’s seven food 
tech incubators and accelerators are 
partially funded by the government. 
This has helped create a rapidly 
growing ecosystem for the start-up 
community. There are now around 40 
alternative protein start-ups in Israel, 
with 5 companies looking at cultivated 
meat and milk products and 10 at 
fermentation processes, as well as 28 
academic labs researching alternative 
proteins. Despite being a relatively 
small country, Israel ranks second in 
the world – only below the US – in its 
number of dedicated fermentation 
and cultivated meat companies.74

Israel has a pre-market authorization 
process for cultivated meat. Products 
are assessed by the Novel Food 
Regulation Framework, under the 
2015 Article 18 Public Health (Food) 
Protection Law. Applications can 
be made online, and the process 
is modelled on the EU assessment. 
Approval is granted by the National 
Food Service and Ministry of Health. 
The country accepts the sale of 
cultivated products from the US, 
Canada, Japan, EU, Australia, and New 
Zealand.75 The Prime Minister recently 
endorsed the sale of cultivated meat 
after a visit to Aleph Farms, indicating 
products will be ready for sale in the 
near future.76

Japan

Current Japanese regulation does not 
include an assessment for cultivated 
products, but the government is 
developing a specific regulatory 
framework to assess these products. 
In April 2020, the Ministry of 
Agriculture, Forestry, and Fisheries 
launched the Food Tech Research 
Group, which is for information 
sharing, to understand start-up 
challenges, and develop appropriate 
policies. Additionally, in October 2020 
the Japan Association for Cellular 
Agriculture – a collaboration between 
industry, government, and academia 
– was created to design legislation 
for cultivated meat, egg, and dairy 
products. The group is currently 
working towards formalized guidance 
for cultivated meat within the existing 
regulatory framework.77

Status: Open to applications, 
no approval so far

Latest regulatory update 2019

Status: Open to applications, 
no approval so far

Latest regulatory update 2015

Status: Open to applications, 
no approval so far

Latest regulatory update 2020

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS TO ACCESS FULL REPORT.
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Singapore

The Government of Singapore has set 
a target to produce 30% of its own 
food by 2030, due to worries about 
national food security. The government 
and the nation’s food community 
view cultivated meat as a key enabler 
to achieving this. Through A*STAR78 
– Singapore’s Agency for Science, 
Technology and Research– $144 million 
has been invested in research to 
enhance food security. This includes 
new cell-cultured meat technology 
aimed at driving down production 
costs,79 and fermentation processes to 
produce protein. 

In November 2020, the Singapore 
Food Agency (SFA) published a robust 
framework detailing the requirements 
for the safety assessment of novel 
foods, with a section dedicated to 
cultivated meat and seafood. This 
assessment considers the overall 
manufacturing process, including  
cell lines, media culture, scaffolding 
materials, and potential hazards.80 The 
SFA currently assesses applications on 
a case-by-case basis and encourages 
local cultivated meat and seafood 
companies to work with them to 
develop products. Safety approval for 
new products is set to take between 3 
and 6 months. Access to technology, 
expertise, and a predefined favourable 
regulatory framework provides a clear 
route to market. In December 2020, the 
SFA approved the sale of Eat Just Inc.’s 
cultivated chicken bites - a world first.81

POLICY & REGULATION

Qatar

The government of Qatar is the latest country seeking to establish a hub to support 
development and expansion of novel protein sources. At the end of August 2021, the 
Qatar Free Zones Authority (QFZA) and Doha Venture Capital (DVC) announced a 
partnership with GOOD Meat (Eat Just’s cultivated meat subsidiary) to build the first 
cultivated meat facility in the Middle East and Northern Africa (MENA) region.82,83The 
QFZA and the Ministry of Public Health have indicated their intention to grant 
regulatory approval for Good Meat’s cultivated chicken product in the near term.84

Status: Open to applications, 
approval granted

Latest regulatory update 2020

Status: Open to applications, 
no approval so far

Latest regulatory update 2021

United Kingdom

Since the UK’s departure from the 
EU, it no longer participates in the 
EU’s common food authorisation 
procedures. From May, cultivated 
meat companies can apply for 
approval from the UK Food Standards 
Agency (FSA). The FSA models its 
approval process on the EU’s novel 
food assessment criteria, but the final 
approval is determined by ministers, 
which differs from EU.85

In terms of funding for sustainable 
protein, an independent review by 
the National Food Strategy in July 
2021 recommended that the UK’s 
innovation strategy should invest 
£75m in alternative proteins.86 The 
Government’s White Paper in response 
to this has not yet been published.

Status: Open to applications, 
no approval so far

Latest regulatory update 2021

US

In November 2018, the US Department 
of Agriculture (USDA) and the Food and 
Drug Administration (FDA) committed 
to implementing a joint regulatory 
framework for cultivated meat, with 
the FDA having sole responsibility 
for seafood. The formal agreement 
detailing roles under the framework 
confirms the FDA oversees the process 
from cell growth and differentiation 
to harvesting from the bioreactors, 
while the USDA is responsible for 
subsequent processing and labelling of 
meat. The USDA and FDA have since 
formed three interagency working 
groups on cultivated meat and held 
a joint webinar in July 2020 to give 
interested stakeholders insights 
into roles and regulatory points of 
contact.87,88 The FDA is currently 
drafting guidelines for the pre-market 
consultation process, but there is no 
published timeline for publication. 
The USDA has issued an advanced 
notice of proposed rulemaking to ask 
for comments on the approach to 
labelling for cultivated products.89

Status: Not open to applications

Latest regulatory update 2021

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS TO ACCESS FULL REPORT.



25Appetite for disruption: The last serving

POLICY & REGULATION

AMENDMENT/REJECTION

• EU, Amendment 171, aiming to further the EU’s 
existing 2013 regulation by restricting labelling of plant-
based products as ‘creamy’ and ‘buttery’. In May 2021, 
it was rejected due to campaigning from consumers, 
NGOs and food companies.90

• EU, legislation proposal by the Committee on 
Agriculture and Rural Development limiting descriptors 
for meat alternatives. In October 2020, it was rejected, 
which means plant-based meats can continue to be 
referred to as ‘burgers’ and ‘sausages’.91

• US, Arkansas’ 2019 law, which prohibits the use of 
meat-related terminology for planted-based products. 
In November 2020, it was rejected after the American 
Liberties Union, the Good Food Institute and Tofurky 
won the legal case against it on the grounds of free 
commercial speech.92

• US, Georgia meat bill (SB 211) amendment enables 
plant-based products to be named after meat 
products so long as it is stated in the title, such as 
‘vegan burger’.93

• US, Miyoko’s Creamery case against the California 
Department of Food and Agriculture. The vegan 
cheese and butter company won a permanent 
injunction against the state, who tried to prevent the 
company using the words ‘milk’ and ‘butter’.94

APPROVAL

• US, Oklahoma’s bill (HB 3806), banning meat relating 
terminology for plant-based products. It was approved 
in May 2020, following rejection of a lawsuit filed 
by Uptons Naturals and the Institute of Justice to 
challenge the legislation.95

• US, Louisiana’s label censorship placing restrictions on 
dairy and meat-related labelling for plant-based product. 
The law took effect in October 2020 – the Good Food 
Institute and ALDF have since filed a lawsuit on behalf of 
Tofurky to challenge this legislation.96

LIMITED REGULATORY SUCCESS IN 
RESTRICTING PLANT-BASED LABELLING 
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Changing dietary guidelines

Globally, more than 100 countries have developed 
recommendations to promote healthier eating.97 These national 
dietary guidelines are primary evidence of shifting attitudes to 
meat consumption in relation to individual and public health, as 
well as substitutability. 

Updates to national dietary guidelines since 2016 overall show 
reduced emphasis on meat consumption and greater emphasis 
on plant-rich or predominantly plant-based diets.98 Drivers 
include emerging evidence on the links between high red meat 
and processed meat consumption with cancer – in particular 
colorectal cancer – 99,100 and recognition of the environmental 
impacts of high meat consumption.101

Of the nine developing and developed economies examined, 
six now recommend lower meat consumption, while the 
others are sticking with the status quo. Adherence to national 
dietary guidelines would reduce meat consumption in national 
populations – in many cases significantly102,103 – and considerably 
lower the emissions footprint of national diets.104

POLICY & REGULATION

Figure 11 
Changes in recommended meat consumption between editions of national dietary guidelines, 2016-21

Source: FAIRR 2021

Country Year Updated Metric Previous Updated
Percentage 
Reduction 

Range
Outcome

United Kingdom 2016 Meat, g/week 700-1470 490 30 to 67%

France 2017 Meat, exc. poultry, g/week 700-1050 500 29% to 52%

Denmark 2021 Meat and poultry, g/week 500 350 30%

Canada 2019 Not quantified105

Argentina 2016 Meat, g/week 1050 910 13%

China 2016 Meat and poultry, g/week 350-525 280-525 Up to 20%

Germany 2017 Meat, g/week 300-600 300-600 0%

Ireland 2019 Meat, g/week 700-1050 700-1050 0%

United States 2020 Meat, g/week 737 737 0%
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GOOD Meat
(a division of Eat Just, Inc.)

Founder(s)/CEO 
Josh Tetrick

Headquarters 
San Francisco

Total capital raised (USD) 
$276M

FEATURE

ABOUT

GOOD Meat is real meat, made without tearing down a forest or taking a life. 
We are the first and only company in the world to sell cultivated meat, a process 
of making sustainable, safe meat from animal cells instead of slaughtered animals. 
Our first product is GOOD Meat cultivated chicken, which Singapore has 
approved for sale, and is currently available at select restaurants. GOOD Meat is 
a division of Eat Just, Inc., a food technology company with a mission to build a 
healthier, safer and more sustainable food system in our lifetimes. Our company 
also makes plant-based egg products under the JUST Egg brand, which millions of 
families enjoy today from San Francisco to Shanghai.

GOOD MEAT

INTERVIEW WITH JOSH TETRICK

1. What are the main drivers of cost? How and when do you expect to 
achieve price parity with the conventional counterpart protein?

The main drivers are: cultured media, scaling infrastructure and production yields. 
Scaling to larger manufacturing plants will help reduce cost over time, not only 
in the cost of operations and facilities but also in the cost of sourcing nutrients 
needed for our cultured media. The more cells we can concentrate in culture, the 
higher our yields will be, and our process will become more cost efficient.

Improving cell densities in our manufacturing while simultaneously reducing the 
cost of the culture media that we use to achieve these high cell densities is the core 
activity and goal of our R+D program for our cultivated chicken upstream process.   

The economy of scale and building larger facilities with larger bioreactor tanks will 
be essential in achieving cost parity. Our current projection to reach price parity 
with conventional meat products is 2025 if we can realize our KPIs around cost 
evolution and continue to grow our manufacturing capabilities.

2. How are you working with the conventional 
meat, seafood and dairy industry?

Currently, our biggest partnership with conventional meat industries is in the 
sourcing of cells from conventional producers and ranchers. We work with Toriyama 
in Japan, a renowned wagyu beef purveyor, to produce cultivated Wagyu beef 
products from the Toriyama cells. 

This partnership doesn’t require Toriyama to change any of their own traditional 
methods or production, but instead allows them to expand their distribution while 
democratizing the consumption of wagyu globally because we can scale their 
product and produce it at lower costs down the line. This unique partnership will 
continue to grow with the evolution of this wagyu product as Toriyama are experts 
in meat and understand the quality traits of premium wagyu meat and the Eat Just 
team can learn from their expertise as to what it takes to build a great cultivated 
wagyu product. This type of partnership can be translated to other species and the 
development of other meat products in the future. 
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FEATUREGOOD MEAT

The biggest driver 
for environmental 
impact and energy 
requirements will be 
the energy associated 
with the bioreactors 
as we scale capacity.”

Photo: © GOOD Meat

3. Food safety is a key area of concern for consumers, how are you 
addressing this in your processes and ultimately product?

GOOD Meat cultivated chicken is manufactured under controlled conditions which 
are assured by working with organizations such as the Food Innovation and Resource 
Centre (FIRC) in Singapore, that has years of experience in food manufacturing. 
Our cultivated chicken has undergone an extensive and thorough evaluation 
process by the regulatory authorities in Singapore, which included evaluation of a 
safety package by a panel of scientific experts. Our cultivated chicken product and 
manufacturing processes were found to meet these safety requirements.

When compared to conventional chicken, cultivated chicken has much lower 
microbiological content because the chicken cells are grown in a safe, sterile, and 
controlled environment.

4. What is the biggest driver of your environmental footprint 
(especially at scale), and how are you working to reduce it?

A preliminary study published in Environmental Science & Technology examined 
the environmental impacts of cultivated meat production using a life cycle 
assessment method. The research found cultivated meat requires 78 to 96 
percent lower greenhouse gas emissions, 99 percent lower land use, and 82 to 
96 percent lower water use than conventionally produced meat. In addition, it’s 
well documented that major public health crises have been linked to patterns 
of conventional meat production and consumption, hence, safer, more efficient 
and less environmentally harmful ways of producing meat like this are urgently 
required to satisfy a growing consumer demand.

The biggest driver for environmental impact and energy requirements will be 
the energy associated with the bioreactors as we scale capacity. Ultimately, in 
comparison to industrialized meat production, cultivated meat is a much more 
efficient process in terms of water usage, land, and CO2e. Cultivating meat is also 
a much faster process than raising livestock for slaughter.

5. How can the sector support a just transition through 
the creation of new opportunities to absorb displaced workers 
and farmers from the conventional meat sector?  

As with any other industry, business and workers will evolve over time to adapt 
their professions and skills to market demand. Cultivated meat isn’t going to fully 
replace or eliminate these conventional systems in the near future but will run 
parallel to industrial meat production. 

The industry will continue to move forward with partnerships like Toriyama, 
where ranchers can focus their attention on growing high quality animals/breeds 
that can become excellent sources of conventional meat and cell candidates for 
cultivated meat. 

In terms of downstream supply chain, we’ll produce meat that needs to be 
distributed around the world so that process won’t require drastic change. 
Regulations, quality control, and storage will also be needed. The slaughtering 
process will evolve as we are decoupling this step as a requirement in the 
production of meat. In terms of crops and agriculture, the generation of nutrient-
dense ingredients for our cultured media will be required so this output will likely 
shift to accommodate cell growth outside of animal feed.

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS TO ACCESS FULL REPORT.
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INVESTOR ENGAGEMENT ON PROTEIN DIVERSIFICATION 

Investor 
engagement 
on protein 
diversification 

FAIRR’s sustainable proteins engagement 
is the first and largest global investor 
engagement focused on encouraging global 
food companies to systematically transition 
product portfolios to facilitate healthier, more 
sustainable diets. A key area of focus for the 
engagement has been to ask companies to set 
a time-bound commitment to increase the 
share of nutritious, plant-based and alternative 
proteins in their portfolios.

Since it was first launched in September 2016, 
investor support for the engagement has 
grown significantly – Phase 5 is supported by 
104 investors with combined assets of $17.7 
trillion. The number of companies in the 
engagement increased from 16 in Phase 2 to 25 
in Phase 3 and has since remained stable.

30 Appetite for disruption: The last serving
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INVESTOR ENGAGEMENT ON PROTEIN DIVERSIFICATION 

Source: FAIRR 2021

Figure 12 
Growth in sustainable proteins 
engagement, Phase 1 to Phase 5

Company universe by 
type and geography
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INVESTOR ENGAGEMENT ON PROTEIN DIVERSIFICATION INVESTOR ENGAGEMENT ON PROTEIN DIVERSIFICATION 

Table 1 
Summary of 
company engagement

16 companies

Objective 
Raise awareness of the issues with companies and assess 
their current thinking.

Process 
Companies contacted by post and email in September 2016, 
with follow-up calls as needed.

Investor support 
40 investors representing $1.25 trillion in combined assets.

Outcome
During the exploratory phase there were no meetings with 
companies. 13 of 16 companies sent meaningful responses. 
Kroger and Whole Foods did not respond. Costco’s response 
was inadequate.

PHASE 1: 2016-17 EXPLORATION

16 companies

Objective
Clarify companies’ strategic approach, including whether a risk 
assessment of their portfolios’ current protein mix had been 
conducted, the level of  metric development for monitoring 
protein exposure, and the size of their R&D budgets.

Process
Companies contacted by post and email in July 2017, and company 
meetings/calls August-November 2017.

Investor support
57 investors representing $2.3 trillion in combined assets.

Outcome
50% of the companies met with FAIRR and/or investors.
14 of 16 companies sent meaningful responses. Amazon did not 
respond. Costco’s and Morrisons’ responses were inadequate.

PHASE 2: 2017-18 INFORMATION GATHERING

25 companies

Objective
Assess company progress towards developing a protein 
diversification strategy, including metrics.

Process
Companies contacted by post and email in August 2018, and 
company meetings/calls November 2018 – April 2019.

Investor support
74 investors representing $5.3 trillion in combined assets.

Outcome
75% of the companies met with FAIRR and/or investors.
22 of 25 companies sent meaningful responses. 
Costco did not respond. ICA Gruppen’s and Woolworth’s 
responses were inadequate.

PHASE 3: 2018-19 ASSESSING COMPANY PROGRESS

25 companies*

Objective
Publicly disclose information relating to a company’s 
long-term approach, including Board-level support, to 
transition protein portfolios.

Process
Companies contacted by post and email in January 2020, and 
company calls April – May 2020.

Investor support
88 investors representing $13.2 trillion in combined assets.

Outcome
84% of the companies met with FAIRR and/or investors.
23 of 25 companies sent meaningful responses. Costco did 
not respond. Kraft Heinz provided limited information after 
release of its new strategy was delayed.

PHASE 4: 2019-20 IMPROVING DISCLOSURE

25 companies

Objective
Set time-bound commitments to support and enable a dietary 
transition towards less, higher quality animal-proteins; and 
more plant-based and alternative proteins consumption.

Process
Companies contacted by post and email in January 2021, and 
company calls April –July 2021.

Investor support
104 investors representing $17.7 trillion in combined assets.

Outcome
88% of the companies met with FAIRR and/or investors.
19 of 25 companies sent meaningful responses. Costco and 
Kraft Heinz were the only unresponsive companies.

PHASE 5: 2020-21 PUBLIC COMMITMENTS

Note: *Ocado was removed from the engagement, and replaced with Colombian food manufacturer Grupo Nutresa 
whose business model is more closely aligned with the rest of the companies in the engagement. Source: FAIRR 2021
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Evaluating company progress with the FAIRR framework

FAIRR’s evaluation framework assesses companies on six 
categories: Materiality, Strategy, Product Expansion, Consumer 
Engagement, Tracking & Reporting, and Investor Engagement. 
The categories are designed to assess each company’s approach 
to mitigating supply chain risks in animal protein commodities, 
and track changing portfolio compositions towards less resource 
intensive and more nutritious ingredients and products. 

Each assessment category is supported by five key performance 
indicators (KPIs), customised for retailers and manufacturers. 
FAIRR further refined the framework in 2020/21 to:

• Provide more detailed scoring guidance 
across assessment categories

• Increase the focus on health and nutrition in product 
development and consumer engagement, alongside the 
existing focus on sustainability

• Differentiate between wholefood proteins,i

vegetables and meat alternatives

• Place a greater emphasis on explicit examples of consumer 
interventions that support behavioural change 

Companies are scored based on their performance against 
each of the six assessment categories. Five of the categories are 
equally weighted at 18%: Materiality, Strategy, Product Portfolio, 
Consumer Engagement, and Tracking & Reporting. Investor 
Engagement has a lower weighting at 10%. Final company scores 
are calculated as the total sum of scores for each assessment 
category up to a maximum score of 100 points. Based on these 
scores, companies are categorised across five levels to indicate 
how prepared they are to undertake a protein diversification 
strategy: Inactive; Reactive; Active; Proactive; and Pioneer. 

During this fifth phase of engagement, all companies received 
a detailed qualitative assessment of their performance against 
the evaluation framework and were given the opportunity 
to provide feedback. We referred to each company’s annual 
report, quarterly earnings calls, sustainability reports, websites, 
CDP responses (if publicly available) and any other publicly 
available source, including media reports. We also incorporated 
information from company responses to the investor letter and 
notes from company/investor meetings, where available.

i Refers to non-animal foods rich in protein and not, or, minimally processed – 
e.g. pulses (beans, legumes), nuts, seeds and grains.

INVESTOR ENGAGEMENT ON PROTEIN DIVERSIFICATION 

CORPORATE PATHWAY TO IMPLEMENT 
AND MEASURE PROTEIN DIVERSIFICATION

FAIRR is asking the largest public food 
retailers and manufacturers to: 

Evaluate their current exposure to animal proteins 
(meat, poultry, dairy, eggs, fish and seafood) and the 
risk profile of these supply chains.

Assess the strategic implications of growth plans that 
are predicated on a higher reliance on animal proteins 
(through scenario analysis).

Commit at the highest level to transitioning their 
global business model to less resource-intensive 
ingredients and products.

Develop a cross-functional strategy (involving R&D, 
marketing, consumer engagement, sustainable 
sourcing) to undertake this transition.

Set clear goals and timelines to support a clear 
pathway for action. 

Report on the right metrics to evaluate and 
measure progress and impacts.

FAIRR members can access individual 
company assessments and meeting notes at 
fairr.org/sustainable-proteins 

http://fairr.org/sustainable-proteins
http://fairr.org/sustainable-proteins
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MATERIALITY STRATEGY PRODUCT PORTFOLIO

Company acknowledges high animal 
protein exposure as a material risk, 
and recognises its role in supporting a 
transition to healthy and sustainable diets.

Scenario analysis on soft commodity 
supply chains, including protein, 
completed, with clear understanding of 
impacts and adaptation requirements.

Time-bound commitment(s) in place to 
transition all relevant segments to lower-
impact ingredients and product options.

Percentage based absolute emission 
or science-based target for Scope 3 
greenhouse gas emissions.

Evidence demonstrating:

• Dedicated human and economic 
resourcing to support innovation.

• Portfolio expansion across categories.

• Reformulation efforts across categories.

INVESTOR ENGAGEMENT ON PROTEIN DIVERSIFICATION INVESTOR ENGAGEMENT ON PROTEIN DIVERSIFICATION 

FAIRR members can access the detailed evaluation 
framework for retailers and manufacturers at 
fairr.org/sustainable-proteins 

OVERVIEW OF FAIRR’S SIX-PART EVALUATION FRAMEWORK

CONSUMER ENGAGEMENT TRACKING & REPORTING INVESTOR ENGAGEMENT

Evidence demonstrating: 

• Campaigns and promotion of health and 
sustainability dimensions of product 
choice.

• Product placement, signage, 
merchandising strategies.

Company discloses formal metrics in 
annual public reporting on:

• Protein exposure.

• Scope 3 greenhouse gas emissions 
linked to animal agriculture.

Company demonstrates high level of 
engagement with investor coalition on the 
issue of sustainable proteins.

http://fairr.org/sustainable-proteins
http://fairr.org/sustainable-proteins
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INVESTOR ENGAGEMENT ON PROTEIN DIVERSIFICATION 

Companies are categorised across five levels to indicate how prepared they are to undertake a protein transition

LEVEL SCORE RANGE WHAT THIS TYPICALLY MEANS

INACTIVE 0 The company shows no evidence that it is expanding its portfolio to include plant-based and alternative 
protein sources. Further, the company has not undertaken any supply chain initiatives to mitigate the 
environmental impacts of its animal protein commodities.

REACTIVE 1-29 The company is reacting to increased consumer demand for alternative and plant-based protein products. It 
has launched or added some products to meet this demand.

The company has some health/nutrition goals to increase the consumption of whole grains and vegetables 
through its products, and has some sustainable sourcing initiatives. These are, however, mostly focused on 
animal welfare and/or third-party certification for some key commodities. 

ACTIVE 30-51 The company acknowledges the environmental and health impacts associated with diets heavy in animal 
proteins.

The company is working actively to expand its plant-based and alternative protein portfolio and has ad-hoc 
initiatives to engage consumers on the benefits of plant-based diets.

On the supply chain side, the company has committed to setting science-based greenhouse gas emissions 
targets, including for its agricultural supply chain. It also has some initiatives in place to address the 
environmental impacts of its animal protein commodities.

PROACTIVE 52-72 The company explicitly acknowledges the environmental and health impacts associated with diets heavy in 
animal proteins and accepts the materiality of this issue for its business. It does not, however, demonstrate 
explicit board-level support to undertake such a transition.

The company has conducted some type of risk or scenario analysis to understand how its growth will be 
impacted by animal protein commodities.

The company has an active R&D or product development programme on plant-based and alternative 
proteins. It demonstrates evidence of using multiple strategies to expand its product portfolio and engage 
consumers on the benefits of plant-based diets.

The company has established internal metrics to track progress but does not share these externally.

PIONEER 73-100 The company has modelled the implications of growing animal protein consumption (in line with anticipated 
trends) on its business and sustainability strategy.

The company demonstrates explicit board-level support to undertake a protein transition. This is supported 
by a publicly available quantitative target that provides the roadmap for how it will transition to a healthier, 
more sustainable protein portfolio.

The company has a sourcing programme in place to reduce the sustainability impacts of its animal and 
alternative protein sourcing, including through a science-based target to reduce greenhouse gas emissions.

The company has an active R&D or product development programme on plant-based and alternative 
proteins. It demonstrates evidence of using multiple strategies to expand its product portfolio and engage 
consumers on the benefits of plant-based diets. This is supported by a growing category share of alternative/
plant-based foods and protein products across its business.

The company establishes formal, standardised metrics to track its protein portfolio transition in line with its 
protein transition target, and discloses this data in its annual reporting. 
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MEASURING COMPANY PROGRESS

Measuring 
company 
progress 

For the first time, leading food companies are 
making concrete commitments on protein 
diversification and innovation. FAIRR’s findings that 
seven companies in their engagement have now 
set such targets will come as encouraging news to 
investors concerned about increasingly material 
animal agriculture risks within the food system. 
Newton Investment Management Ltd has engaged 
with both food retailers and manufacturers where 
we have fixed-income and equity investments on 
corporate strategies around alternative proteins 
and product portfolios. But there is still work to 
do. Companies must continue to mitigate climate 
risk and meet consumer demand expectations 
through protein diversification.

Rebecca White 
Responsible Investment Analyst 
Newton IM 
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MEASURING COMPANY PROGRESS

Figure 13 
2021 total scores and ranking

Source: FAIRR 2021
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Recognising the need for a protein transition 

The role of protein diversification as a climate-mitigation 
tool and/or driver of growth has become a key agenda item 
in corporate board-level discussions. All 25 companies in the 
engagement now recognise protein diversification as a material 
issue for their business.  

Six companies – ICA Gruppen, Kerry Group, Nestlé, 
Sainsbury’s, Tesco and Unilever – have publicly disclosed 
explicit board-level commitments and plans to integrate 
portfolio transition into their climate strategies. This is in stark 
contrast to five years ago, when none of the companies in the 
engagement recognised the need for a protein transition. 

Four companies – Conagra, Groupe Casino, Marks & Spencer 
(“M&S” from here on) and Woolworths – publicly recognise 
the link between animal protein exposure and environmental 
impacts, such as climate change and deforestation, in their 
annual reporting. These companies have yet to disclose their 
strategic approach to protein transition.

Other companies – including Amazon, Costco, Kraft Heinz and 
Walmart – have accelerated their exposure to alternative proteins, 
but their efforts remain driven solely by consumer demand.

MEASURING COMPANY PROGRESS MEASURING COMPANY PROGRESS

DISCUSSION OF RESULTS FOR PHASE 5

Figure 14* 
Recognition of the material risks associated 
with animal protein portfolio

  Explicit board-level support for a protein transition

 High animal protein exposure recognised as material risk

 Environmental impacts of animal proteins acknowledged

 Alternative protein expansion driven by consumer demand only

 No information found

2019 2020 2021

44%

12%

24%

20%

48%

24%

8%

16%

4%
13%

38%

29%

21%

Note: *2019 n=24, 2020 and 2021 n =25. Grupo Nutresa replaced Ocado 
in 2020. Ocado has been omitted from 2019 data for consistency. 

Source: FAIRR 2021

All 25
companies in FAIRR’s 
engagement now recognise 
the importance of protein 
diversification as a material 
issue for their business. 
This is in sharp contrast 
to 2016, when no company 
was talking about protein, 
let alone thinking around 
the commercial and climate 
opportunities associated with 
alternative proteins.
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MEASURING COMPANY PROGRESS

Table 2 
Corporate recognition of the materiality of protein diversification on business strategy has evolved in the last three years.

Source: FAIRR 2021

Unilever

Lack of clear board 
endorsement supporting 
protein diversification

Growth of plant-based 
portfolio driven by consumer 
preferences only

Force for Good Strategy updated: 
plant-based brands become part of 
“better for me and the planet” category, 
which is seen as growth driver

New Climate Transition Action Plan incorporates 
supply and demand side actions as part of a 
long-term growth strategy, including “developing 
new lower emission ingredient substitutes”

The Plan is publicly endorsed by shareholders, 
with 99% voting in its favour

Tesco

High animal exposure 
acknowledged as a material 
business issue

No strategic plans to 
transition to a low-carbon 
protein portfolio

Integration of health and 
sustainability within a single strategy

CEO outlines need for 
transformational change across food 
industry – including eating less meat 
and dairy – and recognises Tesco can 
play a role in driving this change

Demand and supply side targets incorporated in 
climate strategy, including reduction of agricultural 
GHG emissions, commitment to halve the 
environmental impacts of average UK basket, and 
target to increase plant-based meat sales 

Endorsed by board with oversight by Corporate 
Responsibility Committee

Sainsbury’s

Public acknowledgement 
of  company’s role in 
dietary transition

Future of Food Report 
highlights shift towards plant-
based protein, insects and 
cultivated meat

Healthy and sustainable eating is one of 
seven pillars supporting commitment to 
become a net zero business by 2040

Disclose long-term approach and strategy to protein 
diversification during ESG Investor Day

CEO endorses need to realign diets to reduce emissions 
through supply chain emissions reduction initiatives

Healthy and sustainable diets are a strategic pillar

Nestlé

Recognise growing 
consumer demand for 
plant-based proteins 

Expansion of product 
portfolio driven by consumer 
demand, while acknowledging 
some sustainability impacts

Commitment to becoming 
climate neutral by 2050 

Acknowledges need to lower 
product portfolio environmental 
footprint by increasing plant-
based food and beverage options

Disclosure of Net Zero Roadmap explicitly 
identifies the need to transform product 
portfolio in line with climate science, as well 
as decarbonisation of supply chain

Publicly endorsed by CEO and Chairman

Kerry 
Group

Company statements reflect 
that alternative protein 
expansion is driven by 
consumer demand only

Recognise the need to address 
supply chain sustainability and 
portfolio transition

2030 Strategy is focused on 
improving nutrition and lowering 
environmental footprint, with 
sustainable proteins playing a key role

CEO publicly acknowledges the commercial 
opportunities associated with alternative proteins 

Approach to climate mitigation includes 
supply and demand side interventions 

New sustainability strategy, Beyond the Horizon 2030, 
focuses on addressing sustainability and nutrition 
concerns, and is fully endorsed by the board

ICA 
Gruppen

Annual report acknowledges 
the need for sustainable 
meat consumption

Publicly supports increased 
sale of vegetarian meals, fruit 
and vegetables to reduce 
climate impact

New climate target aims to halve 
the climate impact of customers’ 
grocery purchases and achieve at least 
net zero by 2030

Launch of Växa (Grow) Initiative, focused 
on increasing the proportion of plant-
based foods in company portfolio

Växa Initiative includes a protein 
diversification strategy focused on increasing 
plant-based assortment and local sourcing to 
support dietary transition

CEO publicly discusses ICA’s role in enabling 
consumers to make low-carbon food choices 
Strategy is endorsed at board level
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Stress testing protein supply chains through 
TCFD-aligned scenario analysis

Scenario analysis is an important tool for stress testing the 
resilience of company operations and supply chains, and for 
informing the development of strategic plans to account 
for a range of plausible climate future states. It is one of the 
key recommendations of the Task Force on Climate-related 
Financial Disclosures (TCFD), which are rapidly becoming a part 
of national mandatory climate reporting frameworks. New 
Zealand was the first country to introduce mandatory TCFD 
disclosure for the financial sector, and Hong Kong will require it 
from listed companies and financial institutions by 2025. In the 
UK, the Financial Conduct Authority (FCA) requires premium 
listed companies to disclose against TCFD recommendations, 
and there is an ongoing consultation to expand this next year to 
all UK-registered companies and standard listed companies.  

During the past three years, the number of companies conducting 
scenario analysis has steadily increased. In 2021, fifteen companies 
completed scenario analysis, of which 80% were conducted in 
alignment with TCFD. A further eight companies have confirmed 
their ongoing or planned work on scenario analysis or climate-risk 
assessment. However, despite this progress, there remains a lack of 
meaningful disclosure around findings and how scenario analysis is 
being used to inform decision-making. 

Incomplete scenario analysis neglects 
the materiality of animal agriculture

The value of outputs from scenario analysis is dictated by 
the quality of inputs and the scope of analysis. Animal 
agriculture is highly exposed to climate change risks making 
it one of the most vulnerable parts of  food retailers’ 
and manufacturers’ supply chains.  

Out of the 15 companies that have carried out scenario analysis, 
11 include animal agriculture in their analysis – up from nine 
in 2020 and seven in 2019. Walmart, the largest retailer in the 
world, completed TCFD-aligned scenario analysis, but does 
not include animal agriculture. Based on public disclosure from 
Walmart’s peers, FAIRR estimates animal agriculture to be 
responsible for 15% to 60% of total GHG emissions. 

The Coller FAIRR Climate Risk Tool has assessed potential 
profitability impacts on the EBITDA (Earnings Before Interest, 
Taxes, Depreciation, and Amortization) of worldwide protein 
producers. Findings show plausible risks under a 2˚C scenario 
are particularly impactful to animal agriculture. These include a 
carbon tax on meat, and increased costs of animal feed, energy, 
livestock mortality, and veterinary services. Excluding one of the 
most impactful and vulnerable parts of the supply chain from 
scenario analysis may result in overlooking potential climate risks 
in the medium to long-term and present an inaccurate evaluation 
of the supply chain risk profile.  Such partial analysis could give 
investors a false sense of security in the effectiveness of climate 
change mitigation and adaptation actions across the supply chain.

Increase in use of scenario analysis is 
not matched by quality of discussion

As the number of companies conducting scenario analysis 
grows, the discussion of results with respect to the vulnerability 
and resilience of animal protein supply chains remains poor. 

FAIRR and investors ask companies in the engagement to 
integrate scenario analysis results into their climate adaptation 
and mitigation strategies, and to publicly discuss implications 
for their business. Here is where the largest gap exists. Investors 
require a level of detail comparable with financial disclosures 
to thoroughly understand the risk and resilience of vulnerable 
supply chains; companies are not yet providing this level of 
information. Detailed public discussion of the impacts revealed 
through scenario analysis is key for investors to assess the 
implications of growth plans heavily reliant on animal proteins.

In 2021, 13 companies discussed the overall results of their 
scenario analysis or risk assessment publicly (e.g., in annual 
reports), up from nine in 2020. These disclosures focus on 
general operational and supply chain impacts, without 
an in-depth analysis of climate impacts on agricultural 
commodities. Only five of these companies – Ahold Delhaize, 
Conagra, Nestlé, Tesco and Unilever – demonstrate a clear 
understanding of animal agriculture impacts. 

MEASURING COMPANY PROGRESS MEASURING COMPANY PROGRESS

https://www.fairr.org/research/climate-risk-tool/
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MEASURING COMPANY PROGRESS

Even among these best performers, the discussion of impacts 
and outcomes is neither robust nor thorough. No company 
examines impacts across all their primary protein supply chains, 
nor explicitly details outputs from their main geographies and 
the climate-risks associated with each region. There is also a lack 
of discussion on probable extreme weather events and their 
impacts on animal protein supply chains.

Only Tesco discloses the financial impacts of the most 
impactful transition risks it found, which are those related to 
a carbon tax on livestock and carbon pricing policies on its 
beef supply chain. Its analysis shows that a carbon tax could 
potentially impact operating profit by $208–$278 million 
annually by 2030, under a 2˚C scenario.

Tesco is also the only company that points to its scenario 
outputs as a driver for the decision to reduce animal-derived 
meat exposure. The British retailer is adapting its product 
portfolio to manage climate-related beef supply chain risks. 
It has also set climate mitigation and adaptation actions in 
motion, including diversifying its protein offer by committing to 
increase plant-based meat sales. 

Amazon and ICA Gruppen are the only two companies 
that do not appear to have immediate plans to carry 
out scenario analysis that includes animal proteins.
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Scenario analysis/ 
climate-risk 

assessment status TCFD alignment
Animal agriculture 

coverage
Public disclosure 

of outputs

Adaptation and 
mitigation actions in 
response to outputs

 completed

 planned/ongoing

 not carried out any 
type of scenario 
analysis or planning 
to do so in future

 aligned

 not aligned

 not applicable

 covers impacts in 
animal ag supply 
chain

 does not cover

 not applicable

 impact results on 
animal agriculture

 general impact 
results  

 no result disclosure

 not applicable

 actions driven by 
findings

 actions taken but 
not in response to 
results

 no actions taken

Ahold Delhaize

Amazon

Carrefour

Coles

Conagra

Costco

General Mills

Groupe Casino

Grupo Nutresa

Hershey

ICA Gruppen

Kerry Group

Kraft Heinz

Kroger

Loblaw

Marks & Spencer

Mondelez

Morrisons

Nestlé

Sainsbury’s

Saputo

Tesco

Unilever

Walmart

Woolworths

Table 3 
Summary of companies’ approach to conducting scenario analysis

MEASURING COMPANY PROGRESS MEASURING COMPANY PROGRESS

Source: FAIRR 2021

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS TO ACCESS FULL REPORT.
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Assessing corporate climate ambitions

Animal agriculture is a significant contributor to global GHG 
emissions, particularly methane (CH4), nitrous oxide (N2O) and 
carbon dioxide (CO2). The IPCC estimates deforestation and 
land-use change contribute 13% of anthropogenic emissions. 
Its latest report, published in August 2021, adds urgency to 
the need for greater climate ambition from food companies, 
as well as the need for more accurate tracking of emissions 
to understand progress. The report singles out CH4 – a GHG 
more potent than CO2 in its warming potential – which reached 
record highs last year. 

Nearly 44% of CH4 emissions are caused by agriculture, forestry 
and other land use (AFOLU) activities, with livestock as the 
largest emissions source. The findings of the IPCC report 
shine a spotlight on animal agriculture and will drive more 
regulatory and investor scrutiny for food companies. The report 
also confirms nitrogen flows have been disrupted by animal 
agriculture supply chains. Global anthropologic emissions linked 
to livestock are responsible for two-thirds of the global N2O 
increase in 1980–2016. This gas, used for manure management 
and feed production fertilisers, has significant warming potential. 

FAIRR and investors ask food retailers and manufacturers 
in the engagement to quantify GHG emissions and set science-
based targets to reduce Scope 3 emissions in line with a 1.5˚C 
warming trajectory.

For retailers and manufacturers, value chain or Scope 3 emissions 
represent up to 98% of total GHG emissions, with an average of 
92%. One of the main contributors to these emissions tends to 
be animal protein supply chains, both at the farm level and feed 
production level. For example, beef makes up 45% of Morrisons’ 
emissions, but only generates 5% of its revenue. Addressing these 
emissions is critical for companies to limit their contribution to 
climate change. Companies that do not yet disclose Scope 3 
emissions or have a Scope 3 target are leaving themselves highly 
exposed to climate risk. 

Since 2019, disclosure of Scope 3 emissions has increased. This 
includes more detailed emissions breakdowns linked to animal 
agriculture, as companies work to measure and understand their 
own supply chains. Of all companies in the engagement, 68% 
now track emissions from animal agriculture, and 48% share this 
information either with the investor coalition or publicly (see 
Table 15 for emissions figures). 

MEASURING COMPANY PROGRESS

Quantifying exposure to Scope 3 emissions from 
animal agriculture and measuring progress

Figure 15*
Does the company track and disclose data on 
Scope 3 emissions from animal agriculture?

2019 2020 2021

20%

20%

28%

16%

32%

24%

12%

16%

16%
21%

38%

21%

21%

3%

16%

  Clear metrics and systems formally established and are disclosed

  Tracking ongoing, and data is being collected; data has been shared

  Tracking ongoing, and relevant data is being collected but has not been shared

 Plans in place to collect data

 No tracking system or plans to collect data

Note: *2019 n=24, 2020 and 2021 n =25. Grupo Nutresa replaced Ocado 
in 2020. Ocado has been omitted from 2019 data for consistency. 

Source: FAIRR 2021
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Performance benchmarking is hindered by a lack of standardised 
reporting for emissions from animal agriculture. Companies often 
lack transparency regarding data collection and categorisation 
of emissions by protein. Some companies provide a total figure 
across all animal proteins, whereas others disclose data only for 
their main protein categories (e.g. Hershey discloses emissions 
from dairy only). FAIRR’s view is that no company is consistently 
and transparently disclosing both overall emissions from animal 
agriculture and the relevant protein category breakdowns.

Amazon, Costco, Kroger, Kraft Heinz and Loblaw 
report no information about their Scope 3 emissions 
related to animal agriculture and do not appear to 
have plans in place to do so in the near future.

Presence and coverage of Scope 3 emissions targets

In 2021, 68% of companies in the engagement state a 
commitment to reducing emissions across their animal agriculture 
value chain, this is an increase from 48% from last year and 29% 
in 2019. Of these, nine retailers and seven manufacturers have 
targets approved by the Science-Based Targets Initiative (SBTi), 
which is considered industry best practice. Morrisons and 
Loblaw are the only companies to have set a Scope 3 target that 
is not approved by the SBTi. Loblaw’s does not include animal 
agriculture (see Table 4).

MEASURING COMPANY PROGRESS MEASURING COMPANY PROGRESS

Figure 16* 
Does the company have Scope 3 emissions targets?

2019 2020 2021

12%

56%

8%

24%

16%

32%

4%

24%
33%

5%

33%

8%

21%

24%

  Scope 3 target approved by SBTi and includes agriculture

  Absolute/intensity/supplier engagement Scope 3 target 
 established; includes emissions from agriculture

  Scope 3 target on agriculture under development

  Scope 3 target in place, but does not address agriculture

  No targets in place, or only targets for Scope 1 and 2

Note: *2019 n=24, 2020 and 2021 n =25. Grupo Nutresa replaced Ocado 
in 2020. Ocado has been omitted from 2019 data for consistency. 

Source: FAIRR 2021
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Emissions 
categorised as 

Scope 3 (%)

Scope 3 Target
Target covers 
X% of Scope 3 

emissions

Total emissions 
derived 

from animal 
agriculture (%)SBTi Approval Target Year Baseline year Reduction target

Ahold Delhaize 91%
Approved by the SBTi 

Aug–2020
2030 2018 15% 90% 42%

Amazon 75% Committed to SBTi – – – – Not disclosed

Carrefour 97%
Approved by the SBTi 

Jun–2020
2030 2019 29% 90% Not disclosed

Conagra 91%
Approved by the SBTi 

Oct–2018
2030 2020

20% per t. of 
material sourced

55% 40%

General Mills 94%
Approved by the SBTi 

Jan–2021
2030 2020 30% Not disclosed 40%

Groupe Casino 94%
Approved by the SBTi 

Sep–2019
2025 2018 10% 72% 27%

Hershey 95%
Approved by the SBTi 

Jan–2019
2030 2018 30% >90% 16%

ICA Gruppen 79%
Approved by the SBTi 

Sep–2018
2025 2006 70% per m2 Not disclosed Not disclosed

Kerry Group 90%
Approved by the SBTi 

Jul–2020
2030 2017

30% per t. of 
finished product

Not disclosed
50% of upstream 

Scope 3 emissions

Kraft Heinz 94%
Committed to SBTi since 

2018
– – – – Not disclosed

Loblaw* N/A
Not approved by the 

SBTi
2030 2011 50%

Not included
only considers business 

travel and waste
Not disclosed

Marks & Spencer 95%
Approved by the SBTi 

Jun–2017
2030 2017 13.3 MtCO2e Not disclosed 18%

Mondelez 94%
Approved by the SBTi 

Jan–2020
2025 2018 10% 79% 15%

Morrisons 97%
Not approved by the 

SBTi
2030 Not disclosed

Net–Zero ag. 
Emissions

Not disclosed Not disclosed

Nestlé 95%
Approved by the SBTi 

Dec–2020
2030 2018 50% 81% 19%

Sainsbury’s 97%
Approved by the SBTi 

Nov–2020
2030 2019 30% 97% 18%

Tesco 90%
Approved by the SBTi 

Jun–2017
2030 2015 17% 71% 60%

Unilever 98%
Approved by the SBTi 

Jun–2017
2030 2010

50% per consumer 
use of product

70% of products Not disclosed

Walmart 91%
Approved by the SBTi 

Nov–2016
2030 2015 1 billion t. Not disclosed Not disclosed

Woolworths 94%
Approved by the SBTi 

Sep–2020
2030 2015 19% Not disclosed Not disclosed

Table 4 
Comparison of Scope 3 targets and Scope 3 emissions from animal agriculture

Note: Coles, Costco, Grupo Nutresa, Kroger and Saputo are not included as they have neither set nor indicated to be  
in the process of setting Scope 3 targets. These companies do not disclose information on their Scope 3 emissions. 
*Loblaw does not include animal agriculture in its Scope 3 target.

Source: FAIRR 2021

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS TO ACCESS FULL REPORT.
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Key factors to consider when comparing Scope 3 targets

 • % of Scope 3 emissions included within target: 
The greater percentage of Scope 3 emissions included 
within the target, the greater the level of ambition. 
Under the latest SBTi target-setting criteria, targets 
set from April 2021 have to cover at least two thirds 
of total Scope 3 emissions.106 Companies will usually 
prioritise the three categories which account for the 
majority of Scope 3 emissions as this is where the 
most impact can be had.107 

 • Intended % emissions reduction: The greater 
the intended reduction, the more ambitious the 
target. Yet without clarification of the proportion 
of Scope 3 emissions included, targets cannot be 
accurately compared.

 • Target year and baseline year: The target year must 
be in line with the Paris Agreement, and the earlier the 
better. Companies with more ambitious targets will 
aim for greater year-over-year emissions reductions 
than peers. This must also be considered when 
comparing targets. 

 • Temperature pathway alignment: The most ambitious 
targets would be aligned with a warming of less than 
1.5˚C by 2100. Currently, SBTi-approved targets can 
align with pathways that include 2˚C, well-below 2˚C, 
and 1.5˚C. The SBTi has announced its intention to stop 
approving targets that align with a trajectory greater 
than 1.5˚C and will seek to transition already-approved 
targets to this more challenging pathway.

Comparing the ambition of Scope 3 targets

FAIRR analysis found that on average, 92% of Scope 3 emissions 
are included within the boundaries of current Scope 3 targets. 
Sometimes this percentage is lower, or companies simply do 
not disclose this information, making it difficult to gauge the 
full scope of individual company targets and engage in accurate 
peer comparison which is increasingly important for investors 
(see Table 5 above).

To tackle the issue of comparability for investors, the SBTi is 
producing a temperature rating system based on companies’ 
interim reduction targets as an indicator of ambition level. 
Companies with lower temperature ratings are considered 
to have stronger climate commitments. The SBTi calculates 
temperature ratings for individual targets and the company as 
a whole. For example, a company’s Scope 1 + 2 target will have a 
temperature rating that is different to the temperature rating of 
its Scope 3 target. It will also have a combined temperature rating 
that takes into account all the company’s targets. No company 
within the engagement has a temperature rating covering all 
their emissions at or below 1.5˚C. To meet the 1.5˚C trajectory, 
companies must set science-based targets that address the 
impact of their entire supply chain.

To compare the company ambition, Table 5 presents companies’ 
Scope 3 targets as a percentage reduction of their total 
emissions. This takes into account the percentage of Scope 3 
emissions covered by their target as well as the percentage of 
emissions categorised as Scope 3. For example, Hershey and 
Sainsbury’s are both targeting a 30% reduction in emissions, but 
as Sainsbury’s includes more of its Scope 3 emissions within its 
target, its effective reduction (28%) in total emissions is more 
ambitious than Hershey’s (26%). However, given the lack of 
available data, this analysis was only possible for seven of the 17 
companies that have targets.

Table 5 
Assessing the ambition of 
Scope 3 targets using intended 
% emissions reductions

Emissions 
categorised as 

Scope 3 (%)

Scope 3 
reduction 

target

Target covers 
X% of Scope 3 

emissions

Effective 
reduction in 

total emissions 
if Scope 3 

target is met*

Nestlé 95% 50% 81% 39%

Sainsbury’s 97% 30% 97% 28%

Hershey 95% 30% >90% 26%

Carrefour 97% 29% 90% 25%

Ahold Delhaize 91% 15% 90% 12%

Groupe Casino 94% 10% 72% 7%

Mondelez 94% 10% 79% 7%Note: *This does not include Scope 1 and 2 targets. 
Source: FAIRR (2021)

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS TO ACCESS FULL REPORT.
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SHIFTING TO NET-ZERO TARGETSFAIRR VIEW

Shifting to Net-Zero Targets

Target-setting to achieve net-zero GHG emissions is 
increasing rapidly and is receiving growing attention 
from investors, civil society and governments. 52% of 
the companies in the engagement now have a net-zero 
ambition compared to just 8% (Nestlé and Amazon) in 
2019. While net-zero is not assessed directly through 
the FAIRR framework, the pace at which companies are 
adopting targets warrants a closer look. 

Net-zero as a concept is still relatively new, and there 
is ongoing discussion about whether it constitutes 
genuine climate ambition. The lack of a standardised 
approach to target-setting has led to a broad 
interpretation by corporates around the world, and a 
landscape that is difficult to navigate. Targets vary in 
three main ways:

• Where the boundary of emissions is set;

• Whether a clear pathway of action is 
demonstrated; and 

• The extent of reliance on carbon offsetting.

This doesn’t mean that net-zero should be abandoned. 
When approached correctly, net-zero can and should 
be more ambitious than science-based targets.

A corporate standard for net-zero target-setting

The SBTi has begun to develop a Net-Zero Standard, 
which companies can sign up to from January 2022. 28% 
of companies in the engagement have already stated that 
they will sign up to this when it becomes available: General 
Mills, Kerry Group, Sainsbury’s, Nestlé, Tesco, Unilever 
and Walmart (see Table 6). 

Under the SBTi’s upcoming Net-Zero Standard, a science-
based net-zero target would look as follows: 

• Interim science-based targets in line with a 1.5˚C 
trajectory are incorporated into a longer-term 
net-zero commitment.

• To be considered net-zero, the longer-term commitment 
must include a target of 90-95% emissions reduction by 
no later than 2050.108 This ensures alignment with climate 
science at a global level.109

• Companies must permanently remove carbon from the 
atmosphere as they reach their target year, to neutralise 
any remaining emissions. Net-zero is only achieved once 
a company has met its interim and long-term science-
based targets and neutralised remaining emissions. 

• While companies continue to reduce their emissions, 
they should compensate for the emissions they still 
produce. This ensures contribution to broader social and 
environmental agenda, for example by financing climate 
protection activities.

Figure 17 
Pathway to a science-based net-zero

1

2

43

Value chain emission reductions:
1. Near-term science-based targets: 
Companies must set 5-10 year targets 
to reduce value chain emissions in 
line with limiting warming to 1.5°C. 
2. Long-term science-based targets: 
Companies must set targets to 
reduce emissions to a level consistent 
a state of global net-zero. If target is 
achieved in less than 10 years, near-
term SBTs are not required.

Compensation* & neutralisation:
3. In the transition to net-zero: Companies are encouraged to 
compensate for remaining emissions. 
4. At net-zero: Companies should move from compensation to removals 
as they get closer to net-zero to neutralise any residual emissions that 
cannot be eliminated. Companies cannot claim netzero until their long-
term SBT is reached and residual emissions are neutralised.

Source: SBTi 2021 *The term compensation is currently under review and is being used as a placeholder

SCIENCE-BASED
EMISSION
REDUCTION
TARGETS

NET-ZERO
COMMITMENT
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Comparing net-zero targets

Guided by the SBTi’s Net-Zero Standard work, FAIRR 
has assessed the 13 net-zero targets of companies in the 
engagement to understand which demonstrate genuine 
climate ambition and which fall short.

Interim (SBTi-approved) reduction targets were evaluated 
according to whether they include a Scope 3 target, the 
relevant warming trajectory, target year and the disclosure 
of mitigation actions to reach these interim targets. Net-zero 
targets were evaluated based on scope, target year, carbon 
offset strategy and plans to commit to a science-based net-
zero target. The highest-ranking companies have set a net-zero 
target aligned with best practice standards, have interim 
targets and demonstrate a clear mitigation pathway (linked to 
specific reductions) to reach their interim targets.

Ranked first in the analysis, Nestlé has interim 2030 targets 
accompanied by a clear pathway of action in the form 
of its “net-zero roadmap”. The roadmap demonstrates a 
level of transparency not seen from any other company. It 
includes a range of mitigation plans and quantifies expected 
supply chain emissions reductions – including an expected 
reduction of around 1.5 million tonnes of CO2e from shifting 
to alternative proteins.110

Unilever and Tesco follow behind. Both have a dual demand 
and supply-side approach to climate mitigation, including 
setting time-bound targets to increase sales of plant-based 
foods. Unilever performs better than Tesco as its net-zero 
target covers its whole value chain and is accompanied by 
a Climate Transition Action Plan.111 The document gives a 
detailed breakdown of the company’s emissions and identifies 
planned mitigation activities, including increasing consumption 
of plant-based products. In contrast to Nestlé, however, the 
company does not outline expected emissions reductions 
from these activities, or segment-specific emissions reduction 
targets across the value chain.

Companies that incorporate demand-side interventions into 
mitigation plans have stronger climate ambition, as seen in 
Table 6. M&S, ICA Gruppen, Nestlé, Tesco and Unilever’s 
targets are supported by their commitments to diversify 
through increasing sales of alternative proteins.

The worst performers in the net-zero assessment 
are Amazon and Coles. Neither company has 
interim science-based targets and their current 

net-zero targets exclude Scope 3 supply chain emissions. 
Amazon is currently focused on some reduction activities 
such as renewables investment as it looks to set its first 
science-based interim targets in 2022. However, public 
information suggests that the company allows for carbon 
offsetting beyond residual emissions, and is investing in 
programs such as the Family Forest Carbon Program and 

Forest Offsets through its Climate Pledge Fund to allow the 
purchase of carbon credits from owners of small forests in 
the Appalachians.112 Ideally, net-zero activities should prioritise 
reducing emissions and look to only offset residual emissions.

Analysis of the above net-zero targets makes it clear that 
quantifying potential emissions abatement from mitigation 
actions should be an area of focus for companies setting 
net-zero targets. This helps to drive accountability across the 
organisation and supply chain, as well as ensuring performance 
can be accurately tracked. Planned mitigation actions should 
also be socially and environmentally responsible, as well as 
take consideration of a just transition for farmers within the 
animal agriculture supply chain.

The role of offsetting in net-zero targets

Offsetting, also referred to as compensation, has come under 
considerable scrutiny in recent years as companies have used 
it in place of actual GHG reductions. SBTi standards state 
that the amount of offsetting in the immediate term will be 
the peak level. Investments in offsetting and the rollout of 
neutralisation and compensation should continuously reduce, 
so that only residual emissions are offset after all reduction 
measures have been exhausted (refer to “Key criteria for 
responsible offsetting” box for detail).

To assess offsetting strategies, it is important to understand 
if companies prioritise abatement over neutralisation and 
compensation. For example, General Mills, Nestlé, Tesco, 
Unilever, Woolworths and Walmart have publicly stated they 
prioritise carbon reductions for their net-zero pathway. Food 
retailers and manufacturers are not categorised in the “hard 
to decarbonise” industries that have no choice but to offset 
emissions.113 Yet in general, overuse of offsetting is being seen 
across food companies. For example, Amazon, ICA Gruppen, 
M&S and Morrisons do not have a strategy to use offsetting 
only as a last resort. Morrisons received negative media 
attention as its target to be supplied wholly by ‘net-zero’ British 
farms by 2030 relies on large amounts of offsetting to balance 
its expected increase in meat sales. The level of offsetting 
mapped by Morrisons would not be feasible if all UK retailers 
decided to take the same approach.114

It is also important to understand which carbon-offsetting 
measures the companies are adopting. Offsetting must result 
in permanence and additionality, and there are questions over 
certain methods, such as tree-planting, and their long-term 
efficacy. The limited capacity for afforestation, alongside the 
current cost of carbon capture and other carbon removal 
technology, means these methods should be reserved as a 
last resort for the emissions that are hardest to avoid. The 
2018 IPCC report made clear the need to transition away from 
current high-carbon lifestyles, including eating less meat.115

SHIFTING TO NET-ZERO TARGETSFAIRR VIEW

THE FULL REPORT IS AVAILABLE TO 
FAIRR INVESTOR MEMBERS. 

LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS  
TO ACCESS FULL REPORT.
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Key criteria for responsible offsetting

Permanence: To compensate for GHG emissions and their effects, offsetting and mitigation activities that remove an 
equivalent amount of GHG from the atmosphere should have a longevity equivalent to the timescale of the effects of the 
given emissions. This means offsetting and mitigation activities should be able to store carbon for 1,000s of years.116

Additionality: Offsetting activities must demonstrate that without the possibility for the purchase of carbon credits a 
carbon reduction or carbon capture activity would not have been able to take place.

MEASURING COMPANY PROGRESS

Interim Science-based targets Net-Zero targets

Rank Company 
Date
Set

Emissions 
reduction for 
operations in 
line with 1.5 

degrees

Scope 3 target 
including 

animal 
agriculture 

approved by 
SBTi

Interim SBTi 
Target year

Mitigation 
actions and 
emissions 

reductions to 
reach interim 
SBTi targets

Current Scope 
of Net-Zero 

target Target Year

Allows 
offsetting 
in place of 
reductions

Committed 
to joining 

SBTi Net-Zero 
Standard

1 Nestlé 2019 2030
Operations & 
Supply chain

2050

2 Unilever 2020 2030
Operations & 
Supply chain

2039

3 Tesco 2020 2030
Operations 

only
2050**

4 ICA Gruppen 2020 2025
Operations 

only
2030

5 General Mills 2020 2030
Operations & 
Supply chain

2050
Do not 
disclose

6 Walmart 2020 2030
Operations 

only
2040

Do not 
disclose

7
Marks & 
Spencer

2021 2030
Operations & 
Supply chain

2040

8 Sainsbury’s 2020 2030
Operations 

only
2040

Do not 
disclose

9 Woolworths* 2020 2030
Operations 

only
2050

Do not 
disclose

10 Kerry Group 2020 2030
Operations & 
Supply chain

2050
Do not 
disclose

11 Morrisons 2020 N/A
Operations & 
Supply chain

2030

12 Amazon 2019 N/A
Operations 

only
2040

13 Coles 2021 N/A
Operations 

only
2050

Do not 
disclose

Notes: *Woolworths has committed to becoming carbon positive, not net-zero, by 2030 in their operations 
only. Given that carbon positive means going beyond net-zero we have included them here. **Tesco is targetting 
net-zero across the UK by 2035 and across the whole group by 2050. Data last updated 6th September 2021

Source: FAIRR 2021

Table 6 
Summary of assessment of net-zero targets

SHIFTING TO NET-ZERO TARGETSFAIRR VIEW

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS  TO ACCESS FULL REPORT.
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Adopting commitments to improve protein sustainability and accelerate the protein transition

Clear time bound commitments are crucial to measure progress 
and ensure accountability. After five years of engaging with the 
largest publicly listed food retailers and manufacturers, FAIRR 
and the investor signatories have achieved a milestone. For 
the first time, companies are making formal commitments to 
increase volume and sales of meat and dairy alternatives and/

or reduce brand-level emissions; in 2021, seven companies set 
such a target (see Table 7). While these targets are not perfect, 
they demonstrate a significant evolution in recognising the 
materiality of protein diversification as a crucial aspect of 
growth and carbon mitigation strategies.

Internal or 
public target Type and Coverage Baseline

Target 
year(s) Detail

Ahold Delhaize Number of items at brand-level (Albert Heijn) 2020 2021 Double plant-base assortment

ICA Gruppen Average emissions of volume sold 
at brand level (ICA Sweden)

2020 2030 Reduce by half the amount of carbon 
emissions from food sold, achieve 0.895 kg 
CO2e per kg of food sold through selling 
protein alternatives

Loblaw Number of items and sales target at 
brand-level (President’s Choice)

2019 2023 150 items under President Choice brand 
generating CAD 100 million

M&S Sales target at brand-level (Plant Kitchen) 2020 2024 Increase from GBP 39 million 
to GBP 75 million

Nestlé Switching to plant-based ingredients at 
category-level (frozen meals, pizza, and dairy)

2018 2030 Forms part of Nestlé’s Net Zero Roadmap

Tesco Sales target on meat alternatives 2018 2025 Increase by 300%

Unilever Sales target on meat and dairy alternatives 
(ice-cream, mayonnaise and alternative meat)

2020 2025-2027 EUR 1 billion (representing an increase 
of approx. 500%)

Portfolio composition at category-level 
(ice-cream business)

2020 2030 20% of ice-cream portfolio as non-dairy

Table 7 
Summary of companies that have set formal targets to grow 
their exposure to meat and/or dairy alternatives

Source: FAIRR 2021

  Internal target   Public target

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS  TO ACCESS FULL REPORT.
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Figure 18* 
Does the company have targets to shift 
to diversified protein portfolios?

WHAT DOES AN IDEAL TARGET FOR PROTEIN DIVERSIFICATION LOOK LIKE?

Note: *2019 n=24, 2020 and 2021 n =25. Grupo Nutresa replaced Ocado 
in 2020. Ocado has been omitted from 2019 data for consistency. 

Source: FAIRR 2021 2019 2020 2021

48%

20%

32%

52%

4%

32%

12%8%

54%

29%

8%

  Time-bound commitment(s) to transition multiple 
 categories/brands to more sustainable product choices

 Time-bound commitment(s) to increase choice or sales of plant-based foods

 Commitments supporting a healthy and sustainable diet

 Sustainable sourcing programme(s) on meat, dairy and seafood

 No information

Protein diversification targets remain limited in scope and 
present a continuing engagement priority for investors. 
Investors should look for the following:

Scope and coverage: Targets should be set business-wide 
to enable integration into company strategy and drive all 
aspects of product development and consumer engagement. 
Most targets continue to be at category- or brand-level. For 
example, Nestlé’s commitment to switch animal-derived 
ingredients to plant-based is specific to frozen meals, pizza 
and dairy categories. The company has not disclosed whether 
this will be a total or partial switch, or how progress will be 
measured. Tesco’s target excludes dairy products as well as 
its subsidiary Booker. Similarly, Unilever’s target does not 
cover the whole business and is a stand-alone target rather 
than focusing on long-term transition of overall product 
portfolio composition and procurement strategy.

Time limited: Targets should consider timeframes that 
support planetary boundaries and the achievement of the 
Sustainable Development Goals (SDG). They should be 
science-based and aligned to a well-below 2˚C warming 
trajectory by 2100. These targets should ultimately shift the 
long-term composition of the company’s overall product 
portfolio and procurement strategy.

Public commitments: Companies should set public 
commitments to signal their strategic priorities. Of the 
companies assessed, 63% of targets are public and have been 
published in annual strategies, public reporting or investor 
communication. For example, M&S and Loblaw have internal 
targets that are not reflected in their annual strategy or 
public reporting.

Increasing alternative proteins while decreasing reliance on 
animal-derived ingredients: Targets must enable customers to 
transition to healthy and sustainable diets through the uptake 
of nutritious plant-based products (vegetables, wholegrains, 
pulses, legumes and protein alternatives) as well as moderate 
consumption of animal proteins – especially in high-income 
countries where most of the consumption of animal-derived 
fats and products is expected over the next decade.117

Sustainable sourcing: Targets must be accompanied by 
robust sustainable sourcing programmes for any remaining 
animal-derived ingredients and products, as well as for the 
supply chains of alternative proteins and dairy.

Publish key terms: Targets should reference definitions 
of key terms, demonstrating the company is clear about 
what constitutes “plant based”, “healthy” or “nutritious”, 
as well as confirming which products are included or 
excluded in commitments.

Progress disclosure: Targets should be interwoven with long-
term strategy and presented in investor communications, 
reporting progress using relevant metrics.
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Measuring a protein transition through the development of relevant metrics 

A key aspect of target-setting is the building of internal capabilities and systems to track relevant, meaningful metrics. It is encouraging 
that the number of companies establishing formal metrics in this area has increased to five in 2021, from zero in 2019.

Metrics Latest figure Disclosure

Conagra
% of total ingredient purchase 
classed as plant-based

78%
Public formal 

metric

ICA Gruppen

Average carbon intensity of food volumes 
sold measured in kg CO2e/kg

1.78 kg CO2e/kg
Public formal 

metricDaily average consumption of fruit 
and vegetables measured in grams

357 gr.

Kerry Group

% exposure of ingredient portfolio oriented 
towards animal-based applications

35-40%
Internal 
metric

% of ingredient’s business revenue generated 
from plant-based solutions

2%
Public ad-hoc 

metric

Kroger

Sales growth (%) of plant-based products 
under own-brand Simple Truth

30%
Internal formal 

metric
Customer penetration data Not disclosed

Nestlé Revenue from plant-based protein products
$778 million 

(FY20)
Public ad-hoc 

metric

Sainsbury’s

% of plant-based protein and dairy sales volume 
(tonnage) from external and own-brands

10% Public ad-
hoc metric, 

released at ESG 
Investor Day

% of meat-free and plant-based (as per Eat-well 
categories) sales volume (tonnage)

73%

Tesco

% of animal and non-animal derived sales volume 
(tonnage) of protein from own-brands

12% non-animal
88% animal Public formal 

metric% of dairy and non-dairy sales volume (tonnage) 
from external and own-brands

95% dairy
5% non-dairy

Unilever

% of ice-cream portfolio that is plant-based 10%

Public 
commitment 
to disclose

Sales growth (%) of plant-based products under 
own-brand The Vegetarian Butcher

70%

Total sales of products containing plant-based 
meat and dairy alternatives

Not disclosed

Table 8 
Summary of metrics 
being developed and 
reported by companies 
(some of these metrics 
are internal only and 
others have been formally 
established and reported)

Source: FAIRR 2021

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS  TO ACCESS FULL REPORT.



53Appetite for disruption: The last serving

MEASURING COMPANY PROGRESS

Metrics vary in their focus, with different companies tracking 
volume of sales, revenues, growth rate, product carbon intensity, 
plant-based proportion of assortment, and other relevant 
figures. For example, Tesco and Sainsbury’s focus on volume of 
sales. Unilever tracks the proportion of plant-based products in 
specific portfolios such as ice-creams. Kroger and Unilever are 
also measuring total revenues generated by plant-based products 
in certain brands and categories. Both companies disclose 
revenue growth year-over-year for brands that offer alternative 
proteins – Simple Truth and The Vegetarian Butcher respectively.

The best metrics should provide a clear picture of how the 
entire product portfolio is shifting, by tracking changes to 
protein composition across relevant categories and/or brands – 
including fresh and frozen meat, seafood, ready meals, as well 
as dairy and eggs as ingredients. Companies should formally 
report these in their annual or quarterly documentation, 
enabling year-over-year comparison. Clear definition of 
underlying criteria and methodology is also essential. Metrics 
should ideally reflect the evolution in revenue exposure to 
animal-based and plant-based foods.

Figure 19* 
Is the company tracking and measuring its protein portfolio?

• % of sales from animal-derived protein/dairy products 
vs. products that are plant-based or alternative

• % of proteins sourced that are animal-based vs. plant-
based or alternative for the entire business or within 
specific and relevant brands/business lines/categories

• % of products within each relevant brand/business line/
category that are plant-based or alternative proteins

• % of sales within each relevant brand/business line/
category derived from products that are plant-based 
or alternative proteins

EXAMPLES OF IDEAL METRICS

Note: *2019 n=24, 2020 and 2021 n =25. Grupo Nutresa replaced Ocado 
in 2020. Ocado has been omitted from 2019 data for consistency. 

Source: FAIRR 2021

32%

20%

20%

36%

16%

40%
50%

17%

33%

4%

32%

2019 2020 2021

  Formal metrics disclosed in annual public reporting

  Metrics to track progress formally established; data shared but not reported

 Tracking some data but no formal metrics; data shared

 Plans in place to collect data, including development of tracking system

 No tracking system or plans to collect data

THE FULL REPORT IS AVAILABLE TO 
FAIRR INVESTOR MEMBERS. 

LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS  
TO ACCESS FULL REPORT.
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SASB 
Standards 
Profile

Featuring the work of Sustainability 
Accounting Standards Board (SASB) 
on Alternative Products in the 
Food & Beverage sector

SASB Standards are designed to 
help companies more effectively 
communicate to investors how they are 
managing the subset of environmental, 
social, and governance (ESG) factors 
most likely to affect the creation 
of enterprise value over the short, 
medium, and long term.

The Value Reporting Foundation 
is a global non-profit organisation 
that offers a comprehensive suite of 
resources designed to help businesses 
and investors develop a shared 
understanding of enterprise value – how 
it is created, preserved, and eroded – 
through Integrated Thinking Principles, 
the Integrated Reporting Framework, and 
the SASB Standards.

The Value Reporting Foundation’s 
Sustainability Accounting Standards 
Board began conducting research related 
to alternative meat and dairy products 
in early 2020. The project was driven 
in large part by the rise in consumer 
demand and clear evidence of both 
environmental and financial impacts 
related to the shift toward alternatives.

Through our research and market 
consultation, we have learnt that 
companies and investors believe this 
evolution in consumer demand is here to 
stay, and companies in certain industries 
will likely need to adapt in order to mitigate 
risk and capture market share. As our work 
has continued over the past year and a 
half, market interest in this issue has only 
intensified, which is not surprising given 
how quickly these products are growing 
and becoming mainstream. Investors have 
indicated that, for many companies, an 
alternative meat or dairy strategy can have 
significant implications not only for the 
environment but for the firm’s financial 
statements and market valuation.

PROFILE SUSTAINABILITY ACCOUNTING STANDARDS BOARD

Investors have 
indicated that, for 
many companies, 
an alternative meat 
or dairy strategy 
can have significant 
implications 
not only for the 
environment but for 
the firm’s financial 
statements and 
market valuation.

Therefore, our research and consultation 
efforts have suggested that there may be 
a way to enhance certain SASB industry 
Standards by adding disclosure topics 
and metrics associated with alternative 
meat and dairy products. In response, in 
May 2021, the Standards Board initiated 
a project to explore possible updates 
to its Standards for the Meat, Poultry & 
Dairy, Food Retailers & Distributors, and 
Processed Foods industries, which our 
research identified as the most likely to 
be significantly affected by the rise of 
alternative products.

As markets evolve, so do the strategies 
used by management and the information 
needs of investors. Standard-setting must 
keep pace. A fundamental component 
of the SASB Standards is that they are 
developed using a market-informed 
process. As such, we welcome your 
engagement as we evaluate approaches to 
standardised disclosure on this important 
and rapidly developing issue.

MEASURING COMPANY PROGRESS
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Sustainable sourcing initiatives are evolving 
to address farm-level climate impacts 

FAIRR’s assessment considers whether companies have 
commitments, policies and programmes in place to ensure key 
animal protein commodities are being sourced sustainably. 
Sustainable sourcing of animal proteins reduces environmental 
footprints and helps to address key issues such as GHG emissions, 
deforestation, biodiversity, soil health, and water quality. Scenario 
analysis, climate risk assessments and more accurate emissions 
calculations provide companies with a better understanding of 
the impacts associated with their animal protein supply chains. 

Many companies have long included sustainable sourcing in their 
sustainability strategies. Over the past three years, the range of 
commitments, policies and programmes has evolved, as Figure 
20 illustrates. Traditionally, sustainable sourcing has focused on 
animal welfare and producer livelihoods rather than addressing 
environmental impacts, but this is changing. For the first time, all 
companies assessed now have some form of sustainable sourcing 
policy, programme or commitment that addresses environmental 
impacts for at least one type of animal protein.  

Increasingly, companies are looking to address the impacts of 
their supply chains at the farm level. Focusing on local sourcing 
and direct engagement with suppliers catalyses on-the-ground 
action, provides greater transparency, and improves the accuracy 
of progress monitoring. 

Beef and dairy are the main focus of companies’ on-farm 
sustainable sourcing initiatives, given the high contribution of these 
products to GHG emissions – cattle farming accounts for 65% of 
the emissions from livestock production and 9.4% of global GHG 
emissions. Most emissions from beef and dairy farming result from 
enteric fermentation – a primary focus for companies alongside 
manure management and sustainable feed alternatives.118

More companies are now acting to enhance their dairy sourcing. 
In November 2020, Woolworths – in consultation with Australian 
Dairy Farmers, Dairy Australia, National Farmers’ Federation 
and other industry organisations – launched a $3.7 million dairy 
fund to help farmers introduce on-farm sustainability measures. 
Hershey has invested in collaborative projects to help improve 
on-farm sustainability in Pennsylvania (where the company 
sources nearly all its dairy from) and has established a cross-
functional Dairy Sustainability team, tasked with developing a 
formal dairy sustainable sourcing strategy. Loblaw is the only 
company with high exposure to dairy and without a specific 
sustainable sourcing commitment, policy or programme.

Regenerative agriculture is a growing area of focus

The shift towards on-farm interventions is reflected in the 
increased focus on regenerative agriculture. Ten companies in 
the engagement now explicitly state that they are committing 
to regenerative agriculture or looking to source more 
commodities from suppliers adopting regenerative practices. 
While there is no commonly agreed definition or framework for 
regenerative agriculture, it is broadly understood as measures 
that can improve soil health, biodiversity and water quality 
while reducing deforestation and enteric fermentation. These 
measures include, for example, manure management and feed 
innovation. The lack of a defined set of practices that can be 
considered ‘regenerative’ makes it hard to assess how effective 
specific activities might be. Companies are still working with 
external partners to develop practices and approaches, and in 
some cases have not disclosed what these will be.

COMPANY COMMITMENTS AND PROGRAMMES 
ON REGENERATIVE AGRICULTURE

General Mills has a commitment to advance 
regenerative agriculture on 1 million acres of 
farmland by 2030. Five key supporting goals include 
one focused on improving cow and herd well-being.119

Nestlé is working with 500,000 farmers and 150,000 
suppliers to implement regenerative agriculture 
practices. It has committed to sourcing 20% of its key 
agricultural raw materials from regenerative agricultural 
practices by 2025, increasing to 50% by 2030. A $3.5 
billion investment in regenerative agriculture by 2025 
will support projects such as innovation in rumen 
modification to reduce enteric emissions in cattle and 
regenerative agricultural practices for feed production.120

Unilever launched its Regenerative Agriculture 
Principles in 2021, which outline how the company 
will “deliver positive outcomes in terms of nourishing 
the soil, increasing biodiversity, improving water 
quality and climate resilience, capturing carbon and 
restoring and regenerating the land.”121

Walmart committed to manage and restore at least 
50 million acres of land and one million square miles 
of ocean by 2040, as part of its goal to become a 
“Regenerative Company”.122

THE FULL REPORT IS AVAILABLE TO 
FAIRR INVESTOR MEMBERS. 

LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS  
TO ACCESS FULL REPORT.
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Questions remain around the efficacy of regenerative 
agriculture as a whole, particularly regarding the permanence 
and feasibility of carbon sequestration. For example, one 
year of bad land management can release stored carbon 
reversing progress towards climate goals. As more companies 
implement measures, a clearer picture of the effectiveness and 
comparability of different actions will emerge. And as the shift 
to more sustainable proteins accelerates, companies will need 
to start looking at how they source their main plant-based 
proteins alongside existing animal proteins. 

Supply-side interventions alone will not deliver the emissions 
reductions necessary to reach science-based targets, so companies 
are increasingly reliant upon demand-side interventions too. 

Figure 20 
Pathway demonstrating the development of 
sustainable sourcing commitments, policies, and 
programmes of companies over the past 3 years.

Focus on animal welfare and 
socially responsible initiatives

Improving traceability 
of animal proteins and 

data collection 

Greater emphasis on 
local sourcing

Sustainable sourcing 
of plant proteins

Stricter policies 
on environmental 
non-compliance

Supporting the just 
transition of the animal 

agriculture sector

Ad-hoc 
sustainable sourcing 

policies covering some certain 
species/commodities 

and geographies

Focus on third-party certification 
and preventing deforestation 

linked to soy (feed) 
and beef

Expanded policies 
and commitments to 

address nearly all protein types 
(including poultry and pork)

Focus on reducing the 
environmental impact of 
commodities, including 

through regenerative 
agriculture

LOOKIN G AH E AD

Source: FAIRR 2021.
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Just Transition

Throughout the essential transformation to sustainable 
proteins, it is important that the principles of a Just 
Transition are maintained.123 

According to the International Trade Union Confederation 
(ITUC), the Just Transition encompasses the notion that 
workers/farmers must be involved in the design of their 
future – through dialogue, consultation and collective 
bargaining. The ITUC asserts that, under a Just Transition, 
“carbon dependent communities and workers must not be 
forced to bear the costs of change.”124

A sustainable food transition is already underway in some 
regions. Changes towards regenerative agriculture, protein 
diversification, and blending alternative and animal proteins 
will impact companies, producers, suppliers, workers, and 
their communities. A Just Transition approach requires 
that these groups are not left behind in the process of 
determining how the protein shift will take place, and are 
not left to bear the cost of change – such as funding their 
own retraining, new equipment, land transformations, and 
any other necessary actions.

Several companies in the engagement are collaborating with 
suppliers and producers to implement regenerative agriculture 
practices and reduce farm-level carbon emissions – suggesting 
certain producers are not bearing the burden of change 
alone. For example, Morrisons is setting up the School of 
Sustainable Food and Farming with Harper Adams University, 
to educate farmers on sustainable agriculture practices and 
net zero targets. Nestlé is investing $1.3 billion in regenerative 
agriculture, including funding ‘agripreneurship’ programmes that 
upskill farmers to mitigate climate change impacts. Nestlé also 
mentions Just Transition in its 2020 Net Zero Roadmap.125

While some retailers and producers assessed in this 
engagement are taking actions that reflect some principles 
of the Just Transition, a joined-up approach is required across 
each company’s sustainability strategy. Rather than standalone 
initiatives, companies should integrate Just Transition 
principles across their supply chains to ensure suppliers, 
producers, and workers are not left to bear the cost or suffer 
job losses. The protein transition is in its early stages, and it is 
important to integrate this approach as soon as possible to 
ensure workers and employers have key roles in this change.126
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Evolving product portfolios

Integrating health and nutrition into plant-based foods

Plant-based food options began with an emphasis on indulgent 
and convenient options, such as burgers, sausages, nuggets and 
HFSS (high in fat, sugar and/or salt) foods. Over the past few years, 
consumer food trends have turned in the direction of health and 
wellness. Consumer expectations have evolved and the shift to 
plant-based meat 2.0 is underway, with companies focused on 
improving the nutritional profile of meat and dairy alternatives.

Food retailers and manufacturers are taking a range of 
approaches to integrate nutrition and sustainability into 
alternative food development, with many choosing to limit 
the fat, salt, sugar, and calorie contents of products. Health 
concerns relating to alternative meat and dairy also include 
the number of ingredients, nutrient density, and the processed 
nature of plant-based analogues. Companies in the engagement 
have taken an active approach to address such concerns 
through clean labelling and the development of new products 
with fewer ingredients. For example, Nestlé’s new plant-based 
tuna, Vuna, only uses six ingredients. 

Overall, however, the health strategies of most companies in 
this engagement do not include a focus on plant-based and 
alternative proteins. Food retailers and manufacturers need to 
accelerate the development of the next generation of plant-
based foods by increasing their nutritional density to be similar 
or better than their animal-derived counterparts. Companies 
developing or reformulating alternative proteins should consider 
nutrition as a key focus area alongside taste, texture and format. 
They should avoid mostly offering HFSS foods or products 
that lack the micronutrients, vitamins and minerals prevalent in 
animal-derived ingredients. For example, Unilever’s principle is to 
be “boldly healthier”. Every new product, including plant-based 
foods, must comply with the company’s nutrition criteria (limiting 
salt, sugar and fat levels) to be approved for launch. Also, every 
product in the existing portfolio has a reformulation pathway to 
retroactively comply with the nutrition criteria.

Companies are commonly fortifying their plant-based foods 
through the addition of micronutrients prevalent in animal-
derived foods – including vitamin B12, calcium, potassium, 
magnesium and zinc.127 For example, Hershey fortifies its 
plant-based milk for children, M&S fortifies products in its 
Plant Kitchen range, and Unilever has developed a fortified soy 
for the South African market that is more nutritious than the 
conventional mincemeat it replaces. 

Companies are expanding alternative proteins 
across categories & technology platforms

Consumers are hungry for innovation, particularly in 
underserved categories where the taste, affordability and 
nutrition of current product offerings does not yet meet their 
expectations. As Figure 21 shows, chicken, cheese and seafood 
alternatives are the rising categories receiving focus from 
retailers and manufacturers over the last year. FAIRR found 
evidence that 24% of companies in the engagement are open to 
cultivated and fermented alternative protein technologies.

Retailers are picking up on emerging categories with a growing 
product offering – specifically novel and blended proteins. 
Novel proteins tend to be less widely used ingredients with 
preferential sustainability performance such as lower water 
usage or deforestation risk, and that promote diversification of 
plant-based protein ingredients – for example, sources beyond 
high risk soy. Blended protein products are those where more 
than one plant-based protein or a mixture of animal-derived 
and plant-derived proteins are used. 

Manufacturers are required to think further ahead in terms of 
consumer trends and develop products accordingly. The rising 
categories targeted by manufacturers revolve around food 
technologies such as cultivated and fermented protein and the 
emerging categories of dressings, soups, sauces, and pet food.

24%
of companies in the 
engagement were found 
to be open to cultivated 
and fermented alternative 
protein technologies
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Figure 21 
Current and emerging product category focus areas  for retailers and manufacturers in the engagement

Source: FAIRR 2021

Reformulating existing products to limit or eliminate animal-
derived ingredients could be considered low hanging fruit, yet this 
is an area of continuous underperformance for both retailers and 
manufacturers in the engagement. There is robust evidence of the 
GHG emission reduction potential from ingredient substitution, 
measured by CO2e per gram of protein. For example, switching a 
proportion of beef to soy, or partially substituting pork for peas.128 In 
2021, only one retailer and one manufacturer provided evidence 
of reformulation activities. Tesco substituted a small amount of 
meat for vegetables in the frozen ready meals category. Unilever 
reformulated vegetarian meat alternatives by removing eggs to make 
them vegan and replaced chicken fat with vegetable fat in soups. 

Retailers and manufacturers alike have accelerated their time 
to market. Some recognise that although products might not 
be perfect at the time of launch, they can be continuously 
improved by seeking customer insights and feedback. 

Companies lagging in the plant-based product 
portfolio are Amazon, Coles, Kraft Heinz, Morrisons 
and Walmart. The worst performer is Costco.
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Retailer product innovation and expansion 

To meet increasing consumer demand, retailers are actively 
juggling a range of initiatives to remain competitive and 
innovative in the growing space of alternative proteins. In 2021, 
14 of the 15 retailers assessed launched new products under 
own-brands and leveraged health and nutrition as key drivers 
of product improvement or development. Only Costco lacked 
evidence in both aspects. Additionally, 13 of the retailers 
demonstrated growth in their plant-based offering through 
external brands in the last twelve months.

80% of the retailers are involved in cross-sectoral collaborations 
on alternative proteins, food or feed. And 53% of those 
undertaking collaboration demonstrated progress on these 
collaborations year-over-year. Most of these partnerships focus 
on protein innovation – for example, M&S has partnered with 
ENOUGH, a mycoprotein start-up. The number of companies 
collaborating on developing and scaling alternative animal feed 
has also increased – for example, Tesco is starting work with 
Entocycle and Woolworths with FutureFeed. 

Although there is year-on-year growth in alternative proteins, 
most of the retailers are not yet able to demonstrate that plant-
based food and alternative proteins make up at least 10% of a key 
category, brand or all protein sold. Only Sainsbury’s and Tesco 
disclose information on the proportion of plant-based items in 
their portfolio. For example, 10% of Sainsbury’s total protein and 
dairy tonnage sold in 2019/20 was from plant-based choices – 
including branded and own-brand products.

Manufacturer product innovation and expansion

Changing consumer behaviour along with COVID-19 restrictions 
have decreased the demand for convenience meals and food-
on-the-go. Manufacturing companies are therefore focusing on 
developing ingredients, as consumers switch to cooking at home. 

All manufacturers assessed have expanded their alternative 
protein product portfolio in the last 12 months. To accelerate 
this shift, 80% have allocated internal capital and/or human 
resources to R&D and innovation. Manufacturers have tended 
to dedicate resources more frequently and prominently than 
retailers, given they must maintain a competitive product 
assortment to vie for shelf-space.

60% of the manufacturers have been active in venture 
investments or acquisitions of alternative or plant-based protein 
businesses. Acquisitions in support of protein diversification 
include Saputo’s purchase of UK-based plant-based cheese 
maker Bute Island Foods. Unilever acquired The Vegetarian 
Butcher in 2018, which reported a 70% sales growth in FY20. 
Recent venture investments include Nestlé’s investment in 
Powerplant Ventures– an emerging plant-based foodservice 
company offering a pea-based dairy alternative under the brand 
Ripple. Kerry Group, on the other hand, announced the sale of 
its Meats and Meals business – divesting the business unit with 
the largest exposure to meat (pork and chicken). 

In contrast, some manufacturers have continued to heavily 
invest in animal-derived proteins, signalling that a growing the 
alternative protein business does not necessarily translate into a 
slowdown of conventional protein. For example, General Mills 
continues to be bullish with its animal-based pet food platform, 
announcing the purchase of Tyson’s pet treats business for $1.2 
billion. Saputo acquired an animal-based dairy manufacturing 
facility and UK-based Wensleydale Dairy Products.

80% of food manufacturers have cross-sectoral collaborations 
on alternative proteins. They are most frequently 
collaborating with academia and start-ups on sustainable 
proteins and food technology.

In July 2021, Nestlé announced it is working together 
with Future Meat Technologies to explore the 
cultivated meat technology. This is the first time 
a company in the engagement – a large food 
manufacturer – has been seen to partner with a new 
entrant start-up in the field of cultivated meat.

14
of the 15 retailers 
launched new 
products under own-
brands in 2021



61Appetite for disruption: The last serving

MEASURING COMPANY PROGRESS

The market for plant-based cheese is growing rapidly

Since 2000, dairy milk consumption in the US has 
been decreasing year-on-year.129,130 In contrast, cheese 
consumption has been steadily growing during the same 
period – US per capita consumption has increased 25% since 
2000.131,132 This is not an isolated trend. The global cheese 
market is projected to continue growing steadily from $72 
billion in 2020 to $100 billion in 2025.133

Cheese is the third highest carbon intensive sub-category of 
all animal food products,134 price and taste are the primary 
purchase divers. Non-dairy producers of cheese have 
struggled to match their traditional dairy counterparts and 
compete on price, nutrition and taste.135

Some vegan cheese brands such as Miyoko’s utilise legumes, 
but most use water, coconut oil and starch as the main three 
ingredients. This results in products low in protein, high in 
saturated fat, and lacking the taste, texture and meltability 
of dairy-based cheese.136 This may explain why plant-based 
cheese makes up such a small part of the overall market. The 
US plant-based cheese category is worth $270 million and 
has experienced 42% growth over the past year.137 Yet plant-
based cheese still currently represents only about 3% of the 
$34.3 billion US cheese space,138 whereas plant-based milk 
accounts for 15% of total milk sales.139

The global plant-based cheese market, however, was worth 
$2.5 billion at the end of 2020 and is projected to reach $7 
billion in 2030 – a compound annual growth rate (CAGR) 
of approximately 11%.140 Europe has the largest share of the 
market141 – plant-based cheese sales in the Netherlands, for 
example, grew 400% from 2018-2000.142 Asia is expected to 
see the greatest growth in this market over the period 2020-
2027,143 due to factors including high lactose-intolerance 
rates and increasing wealth fuelling R&D and the adoption of 
Western-style foods.

Innovation in plant-based cheese

Plant-based cheese that matches the taste and texture 
profile of the ‘real’ thing is vital to help shift mainstream 
consumers to a more sustainable plant-based diet. 
The casein and whey milk proteins in dairy cheese are 
integral to its unique texture, taste, and mechanical 
properties such as meltability. Start-ups are working with 
new technologies to emulate these properties in non-dairy 
products. For example:

• Perfect Day, which recently raised a total of 
$300 million in series C funding144, is using precision 
fermentation to make whey milk protein without animals.145

• New Culture is also using precision fermentation to 
successfully produce large quantities of casein protein 
and aims to launch its mozzarella in collaboration with 
pizzerias by 2023.146

• Nobell Foods, which recently raised $75 million, 
produces casein through genetic modification of 
soybeans and aims to release a cheese alternative 
by 2022.147

Other companies such as BioMilk –which became the first 
publicly traded cell-based milk company last year– produced 
cultivated cow’s milk.148 This lab-produced dairy milk could 
be used to create cheese using traditional fermentation 
methods. These innovative alternative milk and cheese 
production methods open new possibilities for meeting 
consumer taste and texture preferences.

PLANT-BASED CHEESECASE STUDY

FAIRR members can access the database of FAIRR 
members can access the list of private investments 
into alternative proteins and dairy, including 
alternative cheese, at fairr.org/sustainable-proteins 

13
retailers in FAIRR’s 
engagement now sell 
plant-based cheese 
products, compared 
to 6 in 2020

http://fairr.org/sustainable-proteins
http://fairr.org/sustainable-proteins
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PLANT-BASED CHEESE (CONTINUED)CASE STUDY

Global food companies are also looking to expand into 
the plant-based cheese space. 13 retailers in FAIRR’s 
engagement now sell plant-based cheese products 
(compared to 6 in 2020). For example, Canadian retailer 
Loblaw expanded its internal plant-based cheese offering 
with several new products, in addition to now providing 
plant-based cheese at its deli counters. UK retailer M&S 
expanded its plant-based range for Veganuary 2021, launching 
new feta- and cheddar-style plant-based cheeses, while 
Tesco launched new Applewood vegan cheese, Mexicana 
vegan cheese, and vegan halloumi. 

For large manufacturers, expansion into plant-based 
alternatives can be enabled via internal R&D or through 
the acquisition of plant-based brands. Canadian dairy giant 
Saputo is the latest manufacturer to enter the plant-based 
cheese market following the acquisition of Bute Island Foods 
in May 2021, and the introduction of a new plant-based 
mozzarella to some foodservice partners in the US.  

Mozzarella-style cheese is a popular choice perhaps due to 
its food service applications as well as being a key ingredient 
in many popular dishes. Woolworths and Morrisons both 
introduced plant-based mac’n’cheese offerings, while Nestlé 
introduced the plant-based bacon cheeseburger – Triple Play – 
under its Sweet Earth brand.

Source: FAIRR 2021

Figure 22
Number of companies in 
the engagement offering 
plant-based cheese 
products in 2020 vs 2021
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Engaging consumers on the 
need for a protein transition

This engagement includes the largest public food retailers and 
manufacturers globally, which play a key role in facilitating the 
transition to more nutritious and sustainable diets through 
consumer engagement. Initiatives that inform consumers of 
benefits and incentivise dietary shifts through discounts or 
promotions can accelerate such transition. Yet the consumer 
engagement criteria is the one in which, on average, companies 
performed the worse.

This year companies have focused on normalising the dietary 
shift. The pack is divided into two, however, those working to 
lead consumers and those responding to consumer demand. 
Retailers and manufacturers alike have mostly relied on 
initiatives that promote consumer uptake of whole grains, 
fruits and vegetables, as well as alternative proteins. Some also 
promote whole food proteins.

The largest gap in this area is in the tracking and reporting 
of metrics for plant-based and alternative protein products, 
including marketing spend (relative to overall marketing spend) 
and other relevant consumer engagement metrics within specific 
brands or business lines. Some data is being tracked; M&S reports 
the average basket size of someone buying products from Plant 
Kitchen ($43 compared to $23 for the average M&S shopper) and 
the number of customers who shopped the Plant Kitchen range 
during Veganuary (480,000), but does not report the success of 
individual consumer engagement campaigns.

Increased efforts to promote the sustainability credentials of 
products has invited scrutiny from third-parties – fuelled by 
concerns that companies are greenwashing or capitalising on 
growing consumer demand for sustainable and healthy products 
without supporting evidence. In recent years, particularly in 
the United States, misleading labelling by food companies has 
come under fire from advocacy groups filing lawsuits against 
companies and pushing for better regulation of labelling terms 
such as ‘natural’, ‘healthy’ and ‘sustainable’.  

The worst performer in this category is Costco, 
followed by Hershey, Kraft Heinz, Mondelez, 
Morrisons, Saputo and Walmart.

Manufacturers 

Consumer-focused actions from the 10 manufacturers in the 
engagement tend to focus on campaigns and communications 
to encourage dietary transition, as well as product positioning.

• 70% are actively engaging with consumers on the need for a 
dietary transition, mainly through promotion of alternative 
proteins. 50% of manufacturers have dedicated campaigns 
to promote uptake of whole grains, fruits and vegetables. 
Further, only 30% of manufactures are promoting whole 
food protein consumption.

• To a lesser extent than retailers, 70% of the manufacturers 
have dedicated campaigns focused on the health or 
sustainability angle of plant-proteins. For example, Grupo 
Nutresa supported recent launches under the Pietrán range 
and the Kibo brand with online and label-based messaging 
to communicate the environmental and health benefits of 
alternative proteins. 

• 50% of the manufacturers assessed – Conagra, Kerry Group, 
Kraft Heinz, Nestlé and Unilever – are taking action to 
understand and nudge consumer behaviour by working with 
customers (e.g. retailers, foodservice providers) to promote 
uptake of alternative and plant-based proteins. For example, 
Kraft Heinz launched a partnership with Deliveroo to set up 
a temporary “Beanz Station by Heinz” in London – offering 
discounts on a menu of vegetarian and vegan Beanz burgers. 
Conagra partnered with Purple Carrot to launch plant-based 
meals using Gardein alternative meat as an ingredient, as well 
as establishing a product positioning strategy to place plant-
based products adjacent to animal-derived proteins. And 
Unilever’s Vegetarian Butcher partnered with Burger King to 
open the first meatless outlet offering plant-based meats as 
well as vegan mayonnaise and non-dairy ice-cream. 

This year companies have 
focused on normalising 
the dietary shift. The pack 
is divided into two, those 
working to lead consumers 
and those responding to 
consumer demand. 

THE FULL REPORT IS AVAILABLE TO 
FAIRR INVESTOR MEMBERS. 

LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS  
TO ACCESS FULL REPORT.
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Retailers 

Consumer-focused actions from the 15 retailers in the engagement 
tend to focus on product placement, promotional messaging or 
campaigns, and incentives such as discounts.

• 53% of retailers have a formal merchandising strategy for 
the placement of alternative proteins in-store. For example, 
Kroger will begin to place alternative proteins in a dedicated 
area on the meat self-service aisle, following a successful trial 
with the Plant Based Foods Association. The company will 
continue to merchandise other specific products – such as 
plant-based cheese – alongside traditional animal products 
where it says consumers may expect to find them or use 
designated areas for new plant-based products.

• In the last twelve months, 93% of retailers have used ad hoc 
promotion of plant-based proteins to encourage consumer 
uptake. 87% of retailers are promoting fruits, vegetables 
and whole grains to increase consumer uptake, and 67% are 
promoting whole food proteins. 

• Ahold Delhaize leads the pack in using promotions and 
discounts to increase plant-based uptake. Through its Albert 
Heijn brand, the company works with Unilever and the 
Postcode Lottery in the Netherlands to raise awareness of 
plant-based foods. In 2020, nearly 3 million participants in 
the Postcode Lottery received a vegetarian recipe booklet 
and gift card worth $15. The company reported an increase 
of 30% in sales of vegetarian product compared to the same 
period outside the campaign.

• All retailers except for Costco, Morrisons and Walmart 
actively promote the health and sustainability dimensions of 
product choice, including proteins.

• 80% of retailers have dedicated campaigns focused on either 
the health or the sustainability angle of plant proteins.

• Eco-labelling efforts increase the prominence of 
sustainability information on plant-based foods packaging, 
yet this is still in early stages and only six retailers are working 
on it. Four companies – M&S, Nestlé, Sainsbury’s and Tesco 
– are partners of Foundation Earth’s workstream on front-
of-pack environmental scores. Conagra uses a smart-label 
to communicate the environmental and nutritional values 
of products and Amazon is developing its ‘Climate Pledge 
Friendly’ badge to indicate products which have third party 
sustainability certification.

53%
of retailers have a formal 
merchandising strategy for 
the placement of alternative 
proteins in-store. For 
example, Kroger will begin 
to place alternative proteins 
in a dedicated area on the 
meat self-service aisle, 
following a successful trial 
this with the Plant Based 
Foods Association.

THE FULL REPORT IS AVAILABLE TO 
FAIRR INVESTOR MEMBERS. 

LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS  
TO ACCESS FULL REPORT.
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BlueNalu

Founder(s)/CEO 
Lou Cooperhouse

Headquarters 
San Diego, CA

Number of employees 
40

Stage 
Startup

Total capital raised (USD) 
$84.5M USD

INTERVIEW WITH LOU COOPERHOUSE

1. What are the main drivers of cost?

As has been widely reported, a significant contributor to costs is the nutrient- 
rich media which serves as feed for our cells. However, the shift from pharma-
grade to food-grade raw materials, together with price reductions resulting 
from economies of scale, will bring down costs considerably and enable price 
parity to become attainable. The realisation of this cost reduction is happening 
much quicker than what was anticipated just a few years ago and is rapidly 
accelerating, as industry supply chain partners have shown great interest in 
the cell-cultured industry. We are also starting to see considerable interest 
in the cell-cultured industry by the conventional food industry and national 
governments, and a strong willingness to partner with companies like BlueNalu 
in bringing these products to the market.   

Whereas cost is a very important consideration, scale of production is 
arguably of the greatest importance.  From the onset of the company, BlueNalu 
established a business and technology focused on the greatest potential for 
consumer adoption and regulatory approval worldwide, and a multi-stage 
commercialisation strategy that would lead to large-scale production and 
profitability. BlueNalu’s stage-gate process will transition the company to 
increasingly larger volumes of production over time, while also transitioning to 
continual reductions in product cost, the most continuous process, and the 
greatest potential volume that can be attained in a factory with the least amount 
of CapEx and OpEx.

Value creation is also of tremendous importance in our industry. BlueNalu is 
focused on the creation of “whole muscle” center-of-the-plate product forms 
(and not ground and formed or blended products) that result in premium 
value, premium benefits, and the greatest potential for profitability in the cell-
cultured protein sector.

ABOUT

BlueNalu’s mission is to develop great-tasting, healthy, safe and trusted cell-
cultured seafood products that support the sustainability and diversity of our 
ocean. With a culinary-centric approach and team of experts in a number of 
technology and business disciplines, BlueNalu will produce a wide array of seafood 
products to meet consumer demand. We will provide a consistent, predictable, 
traceable, and year-round supply of seafood that will be nutritionally equivalent 
and perform the same as conventional seafood but will not contain mercury, 
microplastics or other environmental contaminants. BlueNalu is aligned with ten 
of the United Nations’ Sustainable Development Goals.

FEATURE BLUENALU



67Appetite for disruption: The last serving
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2. How and when do you expect to achieve price parity 
with the conventional counterpart protein?

Today, the seafood market is supply-restricted, which makes market pricing 
variable, and unpredictable, and extremely vulnerable to climate change and 
other supply chain disruptions. A consumer is also paying for the parts of the 
fish that you don’t typically eat, like heads, tails, skin, and bones, as fish typically 
yields 40-60% edible portion. With BlueNalu seafood, our products will have 
100% yield, and we are focused on commercialising prized species like bluefin 
tuna that not only command premium pricing, but also are challenged by 
declining populations. It is our goal to achieve price parity to these products over 
time, while providing a steady supply that is predictable, safe, and consistent to 
meet demand.  We believe that we will be able to achieve price parity with our 
first large-scale commercial production facility.

3. How are you working with the conventional 
meat, seafood and dairy industry? 

Global demand for seafood is at an all-time high and is anticipated to increase 
significantly in the decades ahead, particularly in Asia. Our global supply of 
seafood is not able to keep up with this increasing demand, and is highly insecure, 
variable, and vulnerable. Seafood is the largest traded animal protein on the 
planet, and the only major source of animal protein that continues to rely on 
wide-scale harvesting of wild animals. It is also a very fragmented industry that 
has multiple layers of the value-chain that each can introduce unacceptable levels 
of food safety risk, food waste and potential for supply chain disruption. 

Many organizations involved in the seafood industry recognize that the future 
supply of seafood will be unable to keep up with demand, as the UN Food and 
Agriculture Organization projects there will be a supply chain gap of seafood of 
28 million tons by 2030. We need a new solution, and BlueNalu seafood is one of 
these solutions that can complement existing supply to meet growing demand. 
Working with the leading seafood companies expedites our ability to scale 
production and distribution of our products globally, with the quickest pathway 
possible, at the least possible cost.  Doing so benefits all of us by providing fresh, 
nutritious seafood as quickly as possible without taking fish from our ocean.  

Our cell-culture technology only produces the meat that people love, without 
having to spend time, money and precious resources on growing the parts of fish 
that people don’t eat, all without antibiotics, genetic modification or depleting 
our ocean. This will happen in a tightly controlled food production facility that is 
overseen by the appropriate regulatory authority in each nation where we operate 
to meet all quality and food safety standards. This means we can manage the 
entire process, from upstream inputs to downstream production and packaging. 
This technology presents a radical shift in the efficiency and sustainability of 
seafood production and the potential to increase the value of the seafood industry 
through job creation and improved safety, security, traceability, consistency, and 
predictability of the product.

BlueNalu’s whole-muscle, cell-cultured yellowtail 
prepared in a poke bowl. Photo: © BlueNalu 

Our cell-culture 
technology only 
produces the meat that 
people love, without 
having to spend time, 
money and precious 
resources on growing 
the parts of fish that 
people don’t eat, all 
without antibiotics, 
genetic modification or 
depleting our ocean.”

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS TO ACCESS FULL REPORT.
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Because of the unique value proposition that BlueNalu provides, we have seen 
tremendous interest and support from some of the world’s leading producers, 
buyers, marketers and promoters of sustainable seafood. For example, Nutreco, 
one of the largest aquaculture feed production and sourcing operations, invested 
in BlueNalu. We also received investment from Rich Products based in the 
U.S., which has Morey’s Seafood and Sea-Pak CPG brands, as well as Sumitomo 
Corporation in Japan. Earlier this year, we announced two memoranda of 
understanding (MOUs) to accelerate our market development strategy in Asia 
with Mitsubishi Corporation in Japan, and separately with Thai Union in Thailand, 
which also invested in our recent financing. And just this month, we announced 
a collaboration with Nomad Foods, the leading frozen foods supplier and 
sustainable seafood buyer in Europe.  We will be excited to announce additional 
collaborations in the future with leading seafood producers, marketers and 
buyers in each market we will operate. 

Our collaborations with some of the world’s leading producers, buyers and 
marketers of seafood represents a tidal shift in how the industry is operating and 
thinking about sustainable development.

BlueNalu has also collaborated with the National Fisheries Institute (NFI) in the 
United States on selecting the most appropriate terminology to describe our new 
method of production with the following requirements for the term:

• Be truthful, non-misleading, descriptive, and clear, communicating to the 
consumer what the product is and how it is produced, in line with FDA’s 
regulatory requirements,

• Signal potential allergenicity and nutrition for consumer safety and 
transparency,

• Be non-disparaging to either cell-cultured or conventional seafood products, and

• Be differentiated from conventionally produced wild or farmed seafood 
products through a qualifier that modifies the market name of the product.

Based on independent, academic, and peer-reviewed consumer research 
conducted by Dr. Bill Hallman at Rutgers University, which was sponsored by 
BlueNalu, the term that NFI and a super-majority of AMPS Innovation member 
companies selected was “cell-cultured seafood.” This position was described 
in detail in a joint letter to the U.S. FDA, in response to their Request for 
Information about nomenclature.

FEATURE BLUENALU

Our collaborations with some of the world’s 
leading producers, buyers and marketers of 
seafood represents a tidal shift in how the 
industry is operating and thinking about 
sustainable development.”

BlueNalu’s whole-muscle, cell-cultured yellowtail 
prepared in acidified form in a kimchi recipe. 
Photo: © BlueNalu 

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS TO ACCESS FULL REPORT.
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4. Food safety is a key area of concern for consumers, how are you 
addressing this in your processes and ultimately product? 

BlueNalu is committed to a premium quality product, and we are taking the 
necessary steps to prioritize this critical area by pursuing internationally recognized, 
third-party food safety certifications in addition to requirements for FDA or 
other regulatory agencies internationally. Our commitment to Global Food Safety 
Initiative (GFSI) standards will not only strengthen consumer trust but also enable 
market access to foodservice providers and retailers through validated certification 
programs. Furthermore, by implementing a robust food safety and quality 
assurance plan, we can quickly and safely replicate these systems as we scale up.  

It is our goal that when consumers select BlueNalu products, they know they are 
getting the very best seafood, without compromise. By committing to the highest 
standards of food safety, we hope that the cell-cultured foods space will adopt a 
similar comprehensive approach and that we can emerge as one that is consistently 
certified and verified by leading, internationally recognized food safety standards.

5. What is the biggest driver of your environmental footprint 
(especially at scale), and how are you working to reduce it? 

In our business model, we will be providing a finished product with close to 
100% yield, that will originate from a food facility that is located closer to the 
end customer to minimize transport time. Processes will be tightly controlled to 
maximize efficiency and minimize waste and spoilage. This production method 
offers significant opportunity to improve the environmental and sustainability 
footprint of the seafood system. BlueNalu is committed to responsible, ethical, 
and sustainable ingredient sourcing, processing, packaging, and distribution of 
our seafood products. In doing so, we will bring about a new way to produce 
high-quality seafood that is healthy for humans, humane for animals and 
sustainable for the planet. As we expand production into our pilot-scale food 
production facility in San Diego, CA, and ultimately to large-scale production in 
the coming years, we will work with third-party organizations to establish a life 
cycle assessment of our production method, which will allow BlueNalu to further 
identify, evaluate and improve our environmental impact. 

6. How can the sector support a just transition through the 
creation of new opportunities to absorb displaced workers and 
farmers from the conventional meat sector?  

At BlueNalu, we are specifically targeting species that are overfished at industrial 
scale, primarily imported in each market and difficult to farm raise. BlueNalu’s mindful 
species selection strategy aims to complement wild-caught and farm raised seafood 
by alleviating unsustainable stresses on vital fish stocks that have compromised 
small-scale fisheries and local fishing grounds needed by subsistence fishers to 
survive, economically and nutritionally. We believe that “a rising tide lifts all boats”, 
and cell-cultured seafood will allow global production to meet growing demand 
by building factories, creating jobs, and improving food and economic security for 
millions of people. BlueNalu can also provide ethically sound and well-paying jobs for 
local economies.  It is our goal, as a result of this strategy, to reduce fishery pressure, 
displace the need for imports, create jobs, enhance food security, and redefine local 
seafood in each region we go to market.

FEATUREBLUENALU

We believe that “a 
rising tide lifts all 
boats”, and cell-
cultured seafood 
will allow global 
production to meet 
growing demand by 
building factories, 
creating jobs, and 
improving food and 
economic security for 
millions of people.”

BlueNalu team members holding four menu items that 
demonstrate BlueNalu’s whole-muscle, cell-cultured 
yellowtail prepared three ways including raw, acidified 
and cooked. Pictured clockwise from top left: roasted 
butternut squash & yellowtail bisque, yellowtail fish 
taco, yellowtail kimchi and yellowtail poke bowl. 
Photo: © BlueNalu 
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Assessing 
company actions 
to transition 
portfolio relative 
to animal protein 
exposure

This analysis section goes beyond 
FAIRR’s Sustainable Proteins 
benchmark. It reviews company 
actions to address ESG risks related 
to animal agriculture and their efforts 
to capture opportunities, relative to 
current animal protein exposure and 
the size of the business.

ASSESSING COMPANY ACTIONS TO TRANSITION PORTFOLIO RELATIVE TO ANIMAL PROTEIN EXPOSURE

70 Appetite for disruption: The last serving
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For food retailers and manufacturers – especially those with 
a high exposure to animal-derived ingredients and products 
– protein diversification is key to building climate-resilient 
portfolios. Evaluating risk-mitigation actions relative to animal 
protein exposure discerns those companies which are lagging 
and who need to accelerate their pace of action. 

Size of food and grocery business: FAIRR recognises that 
amongst sustainable protein companies, there are variations in 
company size, business models, and thus ability to drive change. 
FAIRR has taken total revenue generated from food and grocery 
to denote a company’s level of influence. The assumption is 
that the larger the company’s food business, the greater its 
influence in enabling a dietary transition. In Figures 23 and 24 
this is reflected by the size of the bubbles.

Animal protein exposure: Animal protein exposure, used as 
one of the axes in Figures 23 and 24, is taken as the proportion 
of revenue linked to animal-derived ingredients and products 
(i.e. meat, dairy, eggs, fish and seafood). Disclosure of this 
information is poor, as only 24% of companies in the engagement 
disclose relevant revenue data and no company provides data 
across all protein types. Where this data is not available, FAIRR 
has estimated using publicly available data. This has mainly come 
from CDP reports or revenue split by segments as disclosed in 
annual reports to identify the segments most exposed to animal-
derived ingredients and products. For example:

• Hershey discloses in its CDP report that 80% of revenue is 
reliant upon dairy. FAIRR has, therefore, assumed the company’s 
revenue exposure to animal-derived ingredients and products 
to be around 80%, given dairy is a dominant ingredient category 
following the sale of Hershey’s meat snacking brand, Krave.

• Walmart does not provide any breakdown of protein 
composition, so FAIRR used segment composition to estimate 
its protein exposure at 58% – based on the size of its groceries 
and consumables segment as well as its Sam’s Club business.

ASSESSING COMPANY ACTIONS TO TRANSITION PORTFOLIO RELATIVE TO ANIMAL PROTEIN EXPOSURE

Adjusted sustainable proteins score: the other axis in the 
mapping is calculated using a combination of FAIRR’s 2021 
Sustainable Proteins score and the revenue share from 
alternative proteins.

• Composite sustainable proteins score = revenue from 
alternative proteins (%) × FAIRR sustainable proteins score

By adjustment for revenue share from alternative proteins the 
score takes into account both the efforts companies are taking 
to transition their portfolios away from animal-derived proteins 
and their current progress towards achieving this. 

Again, availability of data is an issue; only 20% of companies 
disclose some type of revenue data, so FAIRR has estimated 
revenue exposure for the majority of companies using category 
segment data from annual reports, informed by data from 
closest peers and knowledge of the broader sector including 
regional and country-level market data. On average, alternative 
proteins represent less than 1% of total revenues. The exceptions 
are Unilever (~2%), Kerry Group (~2%) and Conagra (~10%).

Evaluating risk-mitigation 
actions relative to animal 
protein exposure discerns 
those companies which are 
lagging and who need to 
accelerate their pace of action
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Figure 23 
Assessing individual retailer actions to address ESG risks and transition 
portfolios relative to their animal protein exposure levels

WALMART

As the largest food retailer in the world, Walmart has 
a significant role to play in the transition to a more 
sustainable food sector. Animal-derived products and 
ingredients account for nearly 60% of the company’s 
revenue, yet efforts to transform this are limited to 
supply-side interventions – including the Project Gigaton 
initiative to reduce Scope 3 emissions. This initiative mainly 
relies on regenerative agriculture, and there is controversy 
around scale, potential and permanence of these 
practices. The company has not yet engaged in strategic 
demand-side interventions. In 2021, Walmart introduced 
plant-based meats into its own-brand product offering for 
the first time, driven by consumer demand.

AMAZON

Amazon has the smallest exposure to animal-derived 
proteins and ingredients, estimated at 14% of its total 
revenue. Although Amazon is mainly a technology 
company, the size of its food business – following the 
global expansion of Amazon Fresh stores and ownership of 
Whole Foods – makes it one of the largest food retailers 
globally. This – alongside Whole Foods leading selection 
of plant-based and alternative proteins in North America 
– gives the company an increasingly important role to play 
in the global dietary transition. Despite this, the company 
is not comprehensively engaging consumers on the health 
and environmental benefits of these products, beyond 
some resources on its US Whole Foods website. Supply-
side interventions are also absent: Amazon does not 
have a Scope 3 target or sustainable sourcing initiatives 
– beyond seafood or animal welfare – to address the 
environmental impact of animal proteins.
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AMAZON

GROUPE CASINO

TESCO

COSTCO

As the worst performer, since 2020, Costco’s meat footprint 
has increased significantly. Beef sales grew 34% in FY20 and 
since becoming fully operational, the company’s poultry 
processing facility in Nebraska is now meeting 40% of its 
broiler chicken demand. Costco’s increasingly meat-intensive 
footprint leaves the company exposed to reputational and 
transition risks linked to the carbon intensity of its portfolio. 
Despite this, there is limited evidence that Costco is engaging 
in demand- or supply-side interventions to reduce risk in its 
animal protein supply chain. It has no science-based targets 
to reduce emissions and its alternative protein product 
expansion is driven mainly by external brands. Costco has been 
unresponsive to FAIRR and investors since 2016.

TESCO

UK-based Tesco has undergone strategic changes towards a 
more holistic climate and health strategy. Its approach includes 
science-based targets to reduce GHG emissions across its 
agricultural supply chains and a time-bound commitment to 
increase sales of plant-based meat by 300% by 2025. These 
actions have not yet been translated into a significant material 
shift in its portfolio composition, with sales of plant-based 
products contributing less than 1% of total revenue. 

GROUPE CASINO & CARREFOUR

The two French retailers assessed – Carrefour and Groupe 
Casino – provide some regional comparison. Compared 
to their European counterparts both companies are not 
effectively capturing the opportunities of plant-based 
alternatives and addressing supply chain ESG risks. Carrefour 
has the higher exposure to animal proteins and the company 
is addressing this by encouraging more sustainable farming 
practices through its “Food Transition” strategy. The company 
also has its own growing plant-based range, but this only 
accounts for approximately 0.3% of revenue. Fellow French 
retailer Groupe Casino is slightly better placed, it has a similar 
exposure to alternative proteins, but a comparatively lower 
exposure to animal proteins. Groupe Casino has identified 
alternative proteins as one of two key levers to reduce Scope 
3 emissions and expanded its Casino Veggie and Monoprix 
le Végétal ranges in 2021. It is also improving the quality and 
sourcing of animal-derived ingredients and products.

60% 80% 100%

WALLMART

COSTCO

CARREFOUR

LOBLAW

MORRISON’S

WOOLWORTHS

ICA GRUPPEN

MARKS & SPENCER KROGER

AHOLD DELHAIZE

SAINSBURY’S

COLES GROUP

TOTAL FOOD REVENUE FY2020

400bn

100bn

ASSESSING COMPANY ACTIONS TO TRANSITION PORTFOLIO RELATIVE TO ANIMAL PROTEIN EXPOSURE ASSESSING COMPANY ACTIONS TO TRANSITION PORTFOLIO RELATIVE TO ANIMAL PROTEIN EXPOSURE

Mapping retailers exposure

Retailers remain highly exposed to 
animal proteins and demand-side 
interventions are needed to increase 
sales of plant-based foods. Currently, 
with the exception of Tesco and 
Amazon, retailers generate at least 50% 
or more of their total revenue from 
animal-derived ingredients and products. 

Source: FAIRR 2021

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS  TO ACCESS FULL REPORT.
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Figure 24 
Assessing individual retailer actions to address ESG risks and transition 
portfolios relative to their animal protein exposure levels

Mapping manufacturers exposure

Manufacturers generally perform much better 
than retailers on account of a higher proportion 
of revenue from alternative proteins.

CONAGRA

Conagra reached Pioneer status in the assessment this year. 
Its Gardein brand accounts for just under 10% of revenue 
– significantly higher than its peers. Conagra is relatively 
small compared to other manufacturers such as Unilever 
and Nestlé, but has been more successful at developing its 
capacity for portfolio transition. However, despite leading 
among peers, questions do remain over the company’s 
long-term strategy for protein diversification and how 
significant the expansion of its plant-based portfolio will 
be. For example, in FY20 Conagra invested more than $100 
million (over a quarter of total capital expenditure for the 
year) in its meat snacking business. 

KRAFT HEINZ

Leading US-brand manufacturer Kraft Heinz lags behind its 
peers in terms of both supply chain mitigation efforts and 
product innovation. Kraft Heinz does not have emissions 
reductions targets, and current sustainable sourcing 
programmes for animal proteins focus on animal welfare 
only. The company’s main plant-based meat brand Boca 
Foods – acquired in 2002 – has struggled to maintain market 
share. It lags behind other big brands such as Conagra’s 
Gardein brand (10.8%) and Kellogg’s Morningstar Farms 
(16.9%) with only 3.8% share of the market. Kraft Heinz 
needs to accelerate its pace of action to stay competitive in 
a rapidly growing market, and to address the risks posed by 
its high exposure to animal proteins. The company did not 
meet with FAIRR and investors.

NESTLÉ

Nestlé has the largest food business, yet its efforts to capture 
the growing opportunities are modest when compared to 
peers such as Conagra, Kerry Group and Unilever. Nestlé has 
a lower share of revenue derived from alternative proteins, at 
0.8%. The company is investing in its plant-based portfolio, 
focusing on increasing speed to market for products. In its 
Net Zero Roadmap, increased sales of alternative proteins 
are estimated to reduce emissions by 2030, but these equate 
to only 3.5% of total planned reductions.159 The success of 
this strategy will become clearer in the next few years, as will 
Nestlé’s ability to overtake its peers and successfully transition 
the company’s portfolio away from animal-derived proteins.

NESTLÉ

CONAGRA

KERRY GROUP

HERSHEY

SAPUTO

UNILEVER

GRUPO 
NUTRESA

GROUPE CASINO

KRAFT HEINZMONDELEZ

TOTAL FOOD REVENUE FY2020

90bn

10bn
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SAPUTO AND HERSHEY

Saputo and Hershey are outliers with very high exposure to 
animal proteins compared to peers, 80% and 90% of revenue 
respectively is reliant upon dairy. This reliance cannot be 
addressed solely through supply-side interventions. Product 
innovation to increase consumer uptake is especially critical 
since plant-based dairy alternatives beyond milk lag behind 
other alternatives such as plant-based meat. Saputo sees 
plant-based alternatives as a key growth area for the business 
and is investing to expand its range of dairy alternative 
products – for example acquiring brand Sheese, from Bute 
Island Foods, in May.160 On the other hand, Hershey’s only 
plant-based products are in its ONE Brands portfolio, 
although the company is looking to introduce a vegan 
chocolate bar in the near future.i 

i Hershey launched its first plant-based chocolate bar, an oat-based chocolate bar – 
‘Oat Made Chocolate’ – in September 2021, this has not been included as it is outside 
of the assessment time-frame. 
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Source: FAIRR 2021 ANIMAL PROTEIN EXPOSURE

THE FULL REPORT IS AVAILABLE TO FAIRR INVESTOR MEMBERS. 
LOGIN AT FAIRR.ORG/SUSTAINABLE-PROTEINS  TO ACCESS FULL REPORT.
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content is provided with the understanding that JCF is not 
providing advice on legal, economic, investment or other 
professional issues and services. 

No representation or warranty (express or implied) is given by 
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number 1163970 and a company limited by guarantee, registered 
in England number 9696841.
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Foundation.
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Established by the Jeremy Coller Foundation, the FAIRR Initiative is a 
collaborative investor network that raises awareness of the material ESG 
risks and opportunities caused by intensive animal production. FAIRR helps 
investors to identify and prioritise these factors through cutting-edge 
research that investors can then integrate into their investment decision-
making and active stewardship processes. FAIRR also runs collaborative 
investor engagements with global food companies to improve performance 
on selected ESG issues in intensive animal production.

www.FAIRR.org @FAIRRInitiative#AppetiteForDisruption
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