More than 40 UK brands unite for Meat Free Made Easy campaign to boost plant-based eating by 2025

[image: ]
In a groundbreaking initiative, more than 40 prominent meatless brands and organisations in the UK are collaborating to launch a comprehensive campaign aimed at transforming dietary habits across the nation. Known as Meat Free Made Easy!, this campaign targets the significant portion of the UK population—51% of adults—who express intentions to shift towards more plant-based options or reduce meat and dairy consumption. The initiative stems from research involving a nationally representative sample of 2,394 adults, commissioned by Plant Futures, the Good Food Institute Europe, and HarrisX. 
This campaign, set to begin as a large-scale activation in the second quarter of 2025, will leverage modern marketing strategies across various platforms, including Instagram, traditional press, and influencer networks. The goal is to prepare for a more expansive launch in the fourth quarter of the same year, featuring in-store activations and promotional efforts to encourage trial and habitual meat-free meals. Indy Kaur, CEO of Plant Futures, emphasised the unprecedented nature of this collective action: “This is the first time the plant-based sector has come together at scale to actively drive category penetration through the power of collective action and coordination.”
Research identified key barriers consumers face in adopting plant-based diets. Notably, only 45% of UK adults feel confident cooking with plant-based ingredients, compared to a remarkable 83% confidence level for traditional meat and dairy products. This highlights an urgent need for inspiration and guidance in cooking with plant-based foods. Additionally, while 50% of adults acknowledge the nutritional importance of plant-based diets, there is still significant room for improvement in communicating their health benefits. 
Societal norms also present challenges; a mere 24% of individuals report having friends or family who consume plant-based diets, contrasting sharply with the 86% who regularly consume meat and dairy. This calls for a cultural shift that normalises and normalises meat-free eating. Currently, only 27% of UK adults habitually incorporate plant-based meals into their diets, compared to 64% who routinely consume animal products, indicating an urgent need for consistent behaviours and support systems that facilitate this transition.
Experts suggest that this initial campaign phase should focus on encouraging consumers to visualise themselves trying new, meat-free dishes, portraying these options as both normal and accessible. “We need fewer rules, and more real-world solutions,” Henry Dimbleby MBE, author of the National Food Strategy, stated, advocating for collaborative leadership that can drive consumer behaviour and expand the market for plant-based eating.
Allying with organisations like the Plant-based Food Alliance UK, which supports the burgeoning plant-based food scene, offers a robust framework for this campaign. Formed in October 2021, the Alliance aims to make the UK a leading global hub for plant-based food and drink. This coalition, which includes high-profile members such as Alpro, Oatly, and The Vegan Society, is committed to initiatives like transparent environmental labelling and supporting farmers in transitioning to meet the rising demand for plant-based options.
The recent partnership with Meat Free Monday—a campaign encouraging the public to forego meat at least once a week—adds notable political influence to the Alliance, thereby bolstering its message about the feasibility and benefits of incorporating more plant-based foods into daily diets. Such initiatives exemplify a growing consensus among both consumers and policymakers on the critical need for a shift in dietary norms. 
As the momentum behind plant-based eating intensifies, the Meat Free Made Easy! campaign represents a pivotal moment for both the industry and consumers. With the backing of a diverse coalition, including healthcare professionals advocating for a shift towards plant-based diets for health and environmental sustainability, this campaign could mark a significant turning point in the UK’s dietary landscape. By promoting ease and accessibility in plant-based eating, the initiative aims not just to increase sales but to foster a deeper cultural acceptance of meat-free lifestyles.
As consumers become more engaged with these new dietary options, tools like daily meat-free recipes and expert tips will be essential in guiding their journeys. The confluence of awareness, support, and consumer confidence could well drive the UK towards a healthier, more sustainable culinary future.
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