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The plant-based industry is growing at an exponential 
rate but with Veganuary gone, supermarkets are trying to 
maintain the sales momentum 

upermarkets saw a boom in the 
demand and supply of plant-
based foods in January, as 
they do every year. January is 

celebrated as ‘Veganuary’, an annual 
challenge organised by a UK-based 
non-pro!t organisation of the same 
name. According to their website, in 
2019, only 250,000 people participated 
in Veganuary. In 2022, however, that 
number grew to 629,000 participants 
from 228 countries. 

Veganuary encourages people 
worldwide to try a vegan diet in the 
!rst month of the new year and to 
continue with these food habits the 
rest of the year. UK supermarkets try to 
keep up with the increased demand, 
as Aldi itself reported that there was 
a 500% increase in the sale of plant-
based foods this January. Similarly, 
Tesco reported a 100% increase in the 
sale of its alternative milk drinks. 

The Vegan Society, a charity 
dedicated to promoting veganism, 
believes that the increased availability 
of plant-based products in the market 
in January encourages people to make 
a permanent switch. Sabrina Ahmed, 
senior campaigns and policy o"cer, 
said, “A lot of people realise that 
switching to a vegan diet is easier than 
they thought it would be. The increase 
in product and menu launches 
enables people to feel like they aren’t 
having to compromise on familiar 

comforts.” According to market 
research !rm Mintel, 65% of Brits ate 
meat alternatives in 2019. 

However, what happens when 
February comes? The Guardian reports 
that two-thirds of meals in the UK 
involve meat or !sh. Veganuary’s 2021 
report states that 85% of the 582,000 
participants wanted to “permanently 
change their diet either by staying 
vegan or at least halving their intake 
of animal products.” Food delivery 
company Deliveroo experienced a 
117% increase in demand for vegan 
food over the last year, ascertaining 
that there is a consumer base for 
plant-based foods. 

Supermarkets have been setting 
themselves targets, predicting 
increases in sales, and introducing 
new products this year.

Tesco’s ambition
Tesco’s inclusion of a vegan BLT 
under Plant Chef in January was a 
welcome addition for plant-based 
consumers. In January 2021, Tesco 
reported a 90% increase in sales 
of Plant Chef’s vegan Christmas 
range. The retailer has set itself an 
ambitious sales target, stating that 
it wants to boost the sale of plant-
based alternatives by 300% by 2025. 
Tesco has noted a 140% increase 
in sales of vegan pasta and a 40% 
increase in sales of cooked meat 
alternatives this year. 

However, the supermarket 
recently came under !re for 
increasing the price of its popular 
meal deal from £3 to £3.50, unless 
a shopper owns a club card. A 2018 
survey by loan provider Wonga 
revealed that 30% of respondents 
opted for a Tesco meal deal as it 
had the best value for money. 
Reacting to this, Tesco introduced 
the Wicked Kitchen vegan meal deal 
earlier in January, and the demand 
has since doubled.

“It’s really up 
to consumers to 
dictate what there’s 
an appetite for”

Waitrose’s innovation
In February, Waitrose began stocking DUG’s 
Potato Milk in 220 stores. The product was 
originally announced in October 2021 to keep 
up with an increased demand for plant-based 
dairy substitutes. DUG’s Potato Milk is the only 
product of its kind and is enjoying a monopoly 
in the market. Its sales rose by 49.9% to £146.8m 
last year. The milk has been described as having a 
neutral taste that makes it an ideal replacement for 
cow’s milk. In its 2021-22 Food and Drink Report, 
Waitrose ranked potato milk !#h in future trends 
for being “low in sugar and saturated fat.” Sabrina 
from The Vegan Society said, “Veganuary presents 
an opportunity to test out new and innovative 
vegan products and see how consumers respond to 
them.” Waitrose seems to be testing the waters as 
it will also be stocking Bi$’s Plant Shack’s vegan 
chicken wing with ‘bone’.
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Morrisons’ ambiguity
Launched in January of this year, Morrisons’ 
Plant Revolution introduced 50 plant-based 
products in response to a higher demand 
from customers looking to adopt a vegan diet. 
In a !rst, Morrisons’ prices start at just £1, 
o$ering budget-friendly options compared 
to its competitors. From Caesar dressing and 
garlic and herb dips to vegetable paella and 
pumpkin falafels, Twitter users seem to be 
enjoying Morrisons’ new range. However, while 
other stores have posted their sales statistics for 
January, Morrisons hasn’t. As reported at the end 
of January, Morrisons’ sales are down by 8.5% 
from last year. It is therefore unclear how well 
any of their ranges are doing. 

SPAR’s spearheading
SPAR became the !rst retailer in the UK to 
launch a 100% vegan wine range in January, 
ful!lling the pledge it made in 2019. Prior to 
the announcement, its wines garnered 190 
awards over three years. However, with this 
announcement, SPAR will be taking its existing 
award-winning wines o$ the shelf. These will be 
replaced by a completely vegan range. The move 
has been called “controversial” by Yorkshire 
Live. But Adam Georgiou, brand manager for 
Own Label Beers, Wines and Spirits at SPAR, is 
con!dent about this decision. He said, “There is 
now something for everyone—whether they are 
vegan, %exitarian or meat eaters who just love a 
glass of wine.” 

Sainsbury’s predictions
Sainsbury’s has predicted a 400% rise in the 
number of people giving up meat by 2025. In its 
2019 Future of Food Report, the retailer noted a 
24% increase in customers searching for vegan 
food on their website, and a 65% increase 
in sales of plant-based products. The same 
year, its move to include its plant-based meat 
alternatives in the meat, !sh and poultry aisle 
was hailed as “industry-leading” by Sainsbury’s 
itself. Kent Live described the superstore as 
the gold standard for meat substitutes as the 
retailer introduced Plant Pioneers, a vegan range 
consisting of 31 products in 2019. Two years later, 
Sainsbury’s also pioneered the !rst alternative to 
salmon.
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Many of the products have been introduced only 
this year. With statistics unavailable, it is yet to 
be seen how well these will do with the public. 
Whether supermarkets will be able to keep up with 
the increased demand is uncertain. “It’s really up to 
consumers to dictate what there’s an appetite for as 
the market will respond accordingly,” Sabrina said, 
“but the booming growth of the market seems to 
suggest that there’s great demand for innovative vegan 
products.”

Pilgrim’s Food Masters, owner of Richmond, is 
convinced that the plant-based sector will be worth 
£1bn by 2026. Perhaps Tesco’s sales target is not overly 
ambitious a#er all. However, for a struggling store like 
Morrisons, meeting any target will be di"cult.


