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Foreword

Mr. Sudip Saha
Co-founder and MD

Future Market Insights

The Global meat and dairy sector is presently 
going through an unmatched level of 
disruption and competition! The growing 
turmoil in these sectors is driven by the 
evolution of plant-based alternatives across 
various segments. Gone are the days when 
consumers' sought plant-based alternative as 
niche products. Companies across the horizon 
are investing heavily in R&D, new product 
development to bring out revolutionary 
plant-based products and creating a food 
system that is healthier, sustainable and 
affordable. 
By the coming decade, ~20% of meat, eggs, 
and dairy eaten around the world is expected 
to be plant based. The shift towards plant 
based diet is evident and inevitable!

At Future Market Insights, we are passionate 
about our planet and what makes it more 
sustainable, and we are delighted to 
collaborate with Plant Based Foods Industry 
Association India (PBFIA) to bring you the 2022 
edition of “The Plant Based Revolution: Growth 
Opportunities and Winning Strategies in the 
Global and Indian Plant based market” as a 
next step to the recently launched PBFIA 
position paper “The Dawn of a Plant based 
Age”. 
Through this report, we will not only throw light 
upon the plant-based food & beverage growth 
opportunities and investments made in the 
Global and Indian markets, but also will look 
at the ingredients scenario and key 
developments therein, key challenges this 
industry is facing and what could be the 
winning strategy for players in this ecosystem 
for transformative and sustained growth.



Foreword

The Plant Based Foods Industry Association 
(PBFIA) supports the publication ‘The Plant 
Based Revolution - Growth Opportunities and 
Winning Strategies in the Global and Indian 
Plant Based Market’ which presents up-to-date 
and reliable information about Global and 
Indian plant based food business. This report 
is a follow-up to our previous release, "Dawn of 
a Plant-Based Age: India to Lead the Way to 
World Food Security and Nutrition".  I am 
delighted to collaborate with Future Market 
Insights and keen to witness impactful chang-
es in this industry.
Today, plant-based foods are attracting lot of 
investments, scientific focus, and media atten-
tion as a way to meet the nutritional needs 
and food requirements of a population of 10 
billion people by the year 2050 in a healthy 
and sustainable way. They come with big 
promises – from reducing environmental 
impact to transforming nutrition and health.
To successfully accelerate and speed the 
transition to a more sustainable, cruelty-free 
food system, it is important to pool resources 
and efforts. These two report materials will 
help everyone better comprehend the current 
scenarios and prospects in the plant-based 
foods area. Furthermore, the research will 
assist all stakeholders in better understand-

ing multitude of challenges and developing 
plans for the expansion of the sector in both 
domestic and international markets by 
enhancing existing processes. It also identifies 
knowledge gaps that will require further inves-
tigation.
As retailers and customers become increas-
ingly interested in sustainable brands, envi-
ronmental criteria are being used more 
frequently for investment decisions in the food 
industry. As a result, plant-based consumption 
continues to gain popularity globally and in 
the country and there has been a significant 
surge in the launch of plant-based products. 
With the coordinated cooperation of govern-
ment departments and agencies, I am confi-
dent that the  plat-based foods industry will 
contribute to the recovery of the economy by 
removing hurdles to this sector's growth. Also, 
only by working together will we be able to 
realize the potential and opportunity that 
plant-based diets give for a better future. 
Hence, we must join forces together to ride the 
wave and be vital global contributors. 
I want to congratulate Future Market Insights 
on achieving the delicate balance between 
consumer insights, market trends and indus-
trial enablement. My best wishes to them and 
all stakeholders in the business.

Mr Sanjay Sethi
Executive Director

Plant Based Foods Industry Association



Introduction

The concept of altruistic health and wellness 
is no longer in its infancy. Today for 
consumers around the world, their baseline 
expectations are for products to have clean, 
simple and sustainable ingredients and is 
driven by heightened consumer awareness of 
how their individual product consumption 
ladders towards living in a healthy world. This 
is strongly reflected in the double-digit growth 
in number of searches for vegan, plant based 
and cruelty free products, and in the swift 
pace of sales among clean ingredients. 
Outside of countries and cultures where 
abstaining from animal products was part of 
spiritual or moral beliefs, diets that limited or 
excluded meat, dairy products, and eggs were 
often seen as fads. Even as little as less than a 

decade ago, those identifying as vegetarian, 
vegan, or plant-based were often termed 
unconventional— more the domain of 
activists. References to veganism and other 
plant-based diets in the mainstream media 
were also often negative, perceived to be 
nutrient deficient. Additionally, meat-free food 
options used to be difficult to find outside of 
certain stores. Now, all that is changing 
quickly, and in a big way.

Much of the world is trending toward 
plant-based eating — and this global shift is 
here to stay. Millennials seem to be central 
drivers of this worldwide shift away from 
consuming animal products and normalizing 
plant-based eating. However, the plant-based 
movement is bigger than any one generation. 
Everyone, from celebrities to athletes, to entire 
companies, including Google, and countries 
as big as China, are supporting the movement 
to eat more plant-based foods. 



Why is the world 
moving to plant based? 



Recent buzz around transitioning toward a 
more vegan or plant-based diet goes beyond 
being just a trend or a fad. It is being touted 
as the next revolution towards creating a 
healthier, sustainable and affordable food 
system. With almost 700 million people under-
nourished, while over 2/5th of the global pop-
ulation obese, the world needs to produce 
healthier and affordable food. Therefore, a 
sustainable global food system benefits not 
only human health, but also our global eco-
system. 
It is well-known that mainstream meat and 
dairy industries have a massive impact on the 

environment, through emissions of green-
house gases. As per statistics, it is responsible 
for 14.5% of global greenhouse gas emissions. 
Plant-based alternatives, in contrast, generate 
much smaller footprints and has the potential 
to reduce greenhouse gases by as much as 
70% until 2050. Moreover, these alternatives 
also take up 47% lesser land compared to 
conventional meat production. Therefore it is 
evident that a shift towards a more 
plant-based diet appears inevitable, if the 
global food system is to become more sustain-
able and healthier!

Sustainable 
Food System for 
Human Health and the Planet 

 

**measured in grams of 
phosphate (PO43) equivalent/kg 

of meat

Plant-based meat causes 
51-91%** 

less aquatic nutrient pollution 
than conventional meat

Plant-based meat emits 
30-90%* 

less greenhouse gases than 
conventional meat

*in terms of kg-CO2 
equivalent/kg of meat. 
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Whitepaper - Vegan / Plant based Food

A Burgeoning 
Health Conscious and 
Ethical Society 



As environmental concerns take precedence, 
consumers are gravitating toward food, which 
are comparatively less polluting during their 
production. Currently, nearly 70% of global 
consumers opine that environmental health 
and how their choices influence the planet, 
are among the primary reasons why they 
would want to try plant based foods. It is 
therefore easy to see why plant based foods is 
set to become mainstream across all 
continents.  Today, almost 1/3rd of all 

A Burgeoning 
Health Conscious 
and Ethical Society 

Americans have reduced their meat and dairy 
consumption, and consider themselves 
flexitarians. Flexitarians deliberately aim to 
reduce animal products in their diet, while not 
specifically excluding any food group. 
Consumers adopting flexitarian diets is only 
set to increase, with the overall consumer base 
expected to grow by 44% over the next 
half-a-decade- reinforcing the fact that it is 
the next big food revolution!

Consumer motivations of turning to plant based

Source: Future Market Insights
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16% 47%Environmental Impact of 
Meat Production

Food Security/Sustainability

Attractiveness of Vegan 
Products as Alternative

Concern About Health

Price of Food

Concern About Accuracy of 
Dairy, Meat and Fish Labelling

Most Important All Reasons

Flexitarianism and Veganism on the Rise: 

At least 17% of 
consumers 

aged 18-24 identify 
as �exitarians, 

consuming meat or 
poultry, as well as vegan 

or vegetarian meals

This number increases to 
20% 

within the demographic 
aged 45-54, 

and 25% for 65 or older

Flexitarian households are 
more likely to be child-free 

(59% vs. 53%). 
However, parents are 

more likely to consume a 
variety of plant-based 

protein sources such as 
nuts, seeds and quinoa

Between 2020 and 2021, 
the number of vegans 

worldwide doubled from 
0.5% of the global 
population to 3%. 
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An Investment Hotspot: 
Plant based industry 
witnessed a record 
rise in Investments 
since 2019!



As the world increasingly moves towards a more 
sustainable diet, the scope for plant based 
foods is increasing exponentially. As of 2020 
and 2021, the alternative protein industry raised 
US$ 4 billion in investments. This is three times 
more than in any single year in the industry’s 
history. Furthermore, more than 50% of global 
food and beverage brand owners are likely to 
invest their new product development and R&D 
budgets in plant-based products. Several 
global retailers are already en-route to 
incorporate their commitment towards plant 
based. For instance, Tesco committed to 
increasing sales of meat alternatives by 300%, 
while Amazon Foods promised to widen its 
plant-based food portfolio sales in the years to 
come. 

Vegan investments are at an all-time high 
year-over-year, although market penetration 
rate may be limited yet, the overall growth trend 
appears bullish. Vegan principles are gaining 
importance on financial and stock markets, as 
investors concerned about climate change and 
animal suffering will invest towards vegan listed 
companies and stocks. A look at the stock 
market would also reflect the bullish trend with 
vegan stocks offering excellent profit outlooks. 
Apart from individual vegan stocks, vegan 
mutual funds or exchange traded funds offer 
promising returns on investment.

The Rise of Plant Based Initial Public Offerings 
(IPOs)

Along with a rising number of vegan stock 
indexes, plant based companies increasingly 
turn into publicly traded companies, either by 
directly being listed at different stock 
exchanges or by going through a special 
purpose acquisition company. In 2021, several 
companies announced to prepare for an IPO 
than ever before, and at the same time, the 
tally of public listings is growing. The most 
notable includes world’s first publicly listed US 
plant-based company Beyond Meat, and 
Canadian player The Very Good Food 
Company with its leading plant-based meat 

More Vegans Means More Vegan Investors

Plant based start ups looking for 
vegan-friendly investment funds can choose 
between several options. For instance, 
Switzerland’s Blue Horizon is an impact 
investor shaping the alternative protein 
sector and has raised more than US$ 850 
Million and invested in over 50 companies in 
the alternative protein sector, aiming to 
supercharge their portfolio in the alternative 
protein sector and expand into the global 
market.
U.K’s specialist private family fund Veg Capital 
is providing early-stage capital to companies 
developing meat, dairy, eggs, and seafood 
replacements with plant-based, recombinant, 
and cultivated ingredients. Tech moguls such 
as Jeff Bezos, Bill Gates, Jack Dorsey as well 
as celebrities are also heavily invested. Global 
Governments notably Canada, Denmark, 
Australia, Germany, UK, Japan are also 
investing in the form of direct grants or 
through public-private partnership.

Alternative Seafood to be a Prolific 
Investment Category

According to the Good Foods Institute’s (GFI) 
State of the Industry Report global 
investments in alternative seafood soared 
nearly 2x in 2021, compared to 2020. By far, the 
greatest concentration of investment and 
research activity took place in the APAC 
region, where the majority of the world’s fish is 
consumed. Alternative seafood market 
witnessed almost 30% of all plant based 
investments in 2021. 

Recent notable investments in different 
countries 

Canadian Firms secure US$ 200 Million to 
expand Country’s Plant-based Protein Industry

Plant-based protein is being touted as a 
massive economic opportunity for Canada, 
and as of February 2022, a consortium of 
Canadian investment and protein firms looked 
to raise US$ 200 Million in equity capital to 
finance the next generation of plant-based 
food processors. Led by Bellwood Partners and 
Champlin Advisory, it aims to build a pool of 
capital exclusively for the domestic processing 
sector. 

CULT Food Science Investment in Umami Meat 
to Spell Wonders for Asia Pacific market

CULT Food Science Corp. completed a 
strategic investment into Singapore cultivated 
seafood startup Umami Meats, in December 
2021. The partnership aims to make cultivated 
seafood much less expensive to produce, and 
therefore easier for companies to bring to 
markets. Umami will first focus on improving 
the process for cultivating Japanese Eel, 
Yellowfin Tuna, and Red Snapper. The startup 
also intends to work with Halibut, Grouper, and 
Mahi-Mahi as future projects.  

Colorado-based MycoTechnology deepens 
Pockets with Series E Funding Round

Colorado-based MycoTechnology has raised 
more than US$ 200 Million to date - attracting 
funds from the likes of Tyson Foods, the Muller 
family, Kellogg’s and Bunge. As on April 2022, 
they raised US$85 Million of Series E funding, in 
conjunction with an affiliate of the Omani 
sovereign wealth fund, the Oman Investment 
Authority. The main objective is to expand 
production and distribution of its FERMENTIQ 
protein product, a blend of pea and rice 
protein, which is blended with shiitake 
mushroom mycelia and can be used in meat, 
and dairy alternatives as well as snacks and 
baked goods.

India in the Spotlight- Overview of 
Plant-based Food Investments

In May 2021, the U.S Department of Agriculture 
published a report that described India as “a 
burgeoning market for plant-based meat 
substitutes”. The report said consumers in 
India have a long history of consuming 
soybeans, jackfruit, dairy, and pulses for 
protein and added they view plant-based 
meat substitutes as “highly innovative, trendy, 
healthy and environmentally friendly”. With 
these promising trends in place, it is no 
surprise that the Indian market is replete with 
significant growth opportunities in the 
plant-based and vegan food landscape. 
With an average age of 29, India’s 1.4 billion 
population has been steadily increasing its 
meat consumption. According to an OECD 
report published in November 2021, India 
consumed six million tons of meat in 2020, or 
4.6 kilograms a person. Nearly half of India’s 
population now consumes non-vegetarian 
meals once a week. However, at the same time, 
there is growing interest in the country for 
modern-style plant-based meat products. 
A number of domestic specialists have carved 
out a foothold. Udaipur-based GoodDot 
Enterprises, set up in 2013, has built a 
nationwide presence for its shelf-stable meat 
alternatives. Blue Tribe Foods is another, set 
up in Mumbai in 2020 and offers a range of 
alternatives to chicken and mutton products. 
There are Indian firms, meanwhile, working 
with foreign players. Imagine Foods, the 
company behind the Imagine Meats brand, 
has partnered with U.S agri-business major 
ADM to offer plant-based meat versions of 
biryani, kebabs and curries to India’s 
consumers. 

Venture Capital to Celebrity Funding and 
Endorsement: The key to Ensuring Sustained 
Growth of Key Indian plant based brands

Becoming a thriving plant-based food 
company is no easy task. With the presence of 
stiff competition, courtesy the presence of a 
plethora of market players, there is 
heightened need to sustain growth by 

An Investment Hotspot: 
Plant based industry 
witnessed a record rise in 
Investments since 2019!

Investments per region in 2021
Region Investment Value # Deals
North America
Latin America
Europe
Asia Pacific
Middle East

US$ 1.2 Billion
US$ 310 Million
US$ 248 Million
US$ 220 Million
US$ 35 Million

63
7
42
25
3

Source: 2022 PBFIA Position Paper ‘The Dawn of Plant based Age’

brand The Very Good Butchers. In terms of new 
vegan stock, plant-based dairy brand The 
Planting Hope Co., producer of the world’s first 
commercially available sesame milk, recently 
completed its IPO in Canada, selling 22.5 
Million shares at a price of US$ 0.40 each.
Another vegan giant entering the stock 
market is Swedish oat pioneer Oatly. After 
securing US$ 2.12 Billion in its IPO, the now 
publicly owned oat milk company will be 
furthering its growth in the fastest-growing 
market for milk alternatives, expectedly 
outperforming almond milk and soy milk.

providing consistent financial incentives. This 
is where venture capital comes in, especially 
when it comes to funding fledgling businesses. 
Investors are becoming increasingly interested, 
given the potential of wide outreach of the 
plant-based food industry in India. Although in 
its nascent stages, India is soon likely to 
emerge as one of the largest hubs of the 
plant-based food industry and the sector’s 
success is exactly what’s piqued the interest of 
investors. 
• In August 2021, GoodDot Enterprises- one of 

India’s earliest vegan meat players- raised 
new funding from Sixth Sense, the country’s 
first home grown consumer focused venture 
capital. The funding comes ahead of the 
organizations planned expansion into the 
U.S. and European markets. 

• Proeon, a startup raised U$2.4 Million in 
seed funding. Angel investors involved 
restaurant management platform Petpooja, 
MD of OmniActive Health Technologies, VC 
firms such as Flowstate Ventures, Peak 
Sustainability Ventures, and Waoo Partners

•  Celebrity endorsements have provided a 
massive nudge to investments in the 
businesses. The latest to hop on this 
bandwagon are power duo, Anushka 
Sharma and Virat Kohli, who have invested 
in the plant-based meat brand, Blue Tribe. 
With a range of products like chicken 
nuggets, mutton keema, chicken momos, 
and sausages, Blue Tribe aims at 
accurately replicating the taste, texture, 
and nutrition of conventional meat 
products. Featured ingredients include 
peas, soybeans, and lentils.

• Bollywood couple Ritesh and Genelia 
Deshmukh have founded Imagine Meats, 
with the help of The Good Food Institute 
and US-based global ingredients 
manufacturer Archer Daniels Midland. On 
offer are ready-to-prepare meals featuring 
seekh kebabs, keemas, biryanis, nuggets, 
and sausages. They started with sales in 
Mumbai and have expanded to Delhi.

• Wakao Foods founded in 2020 uses jackfruit 
as a key ingredient for plant based meat 
and has raised investments worth US$ 100K 
in Shark Tank India
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incorporate their commitment towards plant 
based. For instance, Tesco committed to 
increasing sales of meat alternatives by 300%, 
while Amazon Foods promised to widen its 
plant-based food portfolio sales in the years to 
come. 

Vegan investments are at an all-time high 
year-over-year, although market penetration 
rate may be limited yet, the overall growth trend 
appears bullish. Vegan principles are gaining 
importance on financial and stock markets, as 
investors concerned about climate change and 
animal suffering will invest towards vegan listed 
companies and stocks. A look at the stock 
market would also reflect the bullish trend with 
vegan stocks offering excellent profit outlooks. 
Apart from individual vegan stocks, vegan 
mutual funds or exchange traded funds offer 
promising returns on investment.

The Rise of Plant Based Initial Public Offerings 
(IPOs)

Along with a rising number of vegan stock 
indexes, plant based companies increasingly 
turn into publicly traded companies, either by 
directly being listed at different stock 
exchanges or by going through a special 
purpose acquisition company. In 2021, several 
companies announced to prepare for an IPO 
than ever before, and at the same time, the 
tally of public listings is growing. The most 
notable includes world’s first publicly listed US 
plant-based company Beyond Meat, and 
Canadian player The Very Good Food 
Company with its leading plant-based meat 

More Vegans Means More Vegan Investors

Plant based start ups looking for 
vegan-friendly investment funds can choose 
between several options. For instance, 
Switzerland’s Blue Horizon is an impact 
investor shaping the alternative protein 
sector and has raised more than US$ 850 
Million and invested in over 50 companies in 
the alternative protein sector, aiming to 
supercharge their portfolio in the alternative 
protein sector and expand into the global 
market.
U.K’s specialist private family fund Veg Capital 
is providing early-stage capital to companies 
developing meat, dairy, eggs, and seafood 
replacements with plant-based, recombinant, 
and cultivated ingredients. Tech moguls such 
as Jeff Bezos, Bill Gates, Jack Dorsey as well 
as celebrities are also heavily invested. Global 
Governments notably Canada, Denmark, 
Australia, Germany, UK, Japan are also 
investing in the form of direct grants or 
through public-private partnership.

Alternative Seafood to be a Prolific 
Investment Category

According to the Good Foods Institute’s (GFI) 
State of the Industry Report global 
investments in alternative seafood soared 
nearly 2x in 2021, compared to 2020. By far, the 
greatest concentration of investment and 
research activity took place in the APAC 
region, where the majority of the world’s fish is 
consumed. Alternative seafood market 
witnessed almost 30% of all plant based 
investments in 2021. 

Recent notable investments in different 
countries 

Canadian Firms secure US$ 200 Million to 
expand Country’s Plant-based Protein Industry

Plant-based protein is being touted as a 
massive economic opportunity for Canada, 
and as of February 2022, a consortium of 
Canadian investment and protein firms looked 
to raise US$ 200 Million in equity capital to 
finance the next generation of plant-based 
food processors. Led by Bellwood Partners and 
Champlin Advisory, it aims to build a pool of 
capital exclusively for the domestic processing 
sector. 

CULT Food Science Investment in Umami Meat 
to Spell Wonders for Asia Pacific market

CULT Food Science Corp. completed a 
strategic investment into Singapore cultivated 
seafood startup Umami Meats, in December 
2021. The partnership aims to make cultivated 
seafood much less expensive to produce, and 
therefore easier for companies to bring to 
markets. Umami will first focus on improving 
the process for cultivating Japanese Eel, 
Yellowfin Tuna, and Red Snapper. The startup 
also intends to work with Halibut, Grouper, and 
Mahi-Mahi as future projects.  

Colorado-based MycoTechnology deepens 
Pockets with Series E Funding Round

Colorado-based MycoTechnology has raised 
more than US$ 200 Million to date - attracting 
funds from the likes of Tyson Foods, the Muller 
family, Kellogg’s and Bunge. As on April 2022, 
they raised US$85 Million of Series E funding, in 
conjunction with an affiliate of the Omani 
sovereign wealth fund, the Oman Investment 
Authority. The main objective is to expand 
production and distribution of its FERMENTIQ 
protein product, a blend of pea and rice 
protein, which is blended with shiitake 
mushroom mycelia and can be used in meat, 
and dairy alternatives as well as snacks and 
baked goods.

India in the Spotlight- Overview of 
Plant-based Food Investments

In May 2021, the U.S Department of Agriculture 
published a report that described India as “a 
burgeoning market for plant-based meat 
substitutes”. The report said consumers in 
India have a long history of consuming 
soybeans, jackfruit, dairy, and pulses for 
protein and added they view plant-based 
meat substitutes as “highly innovative, trendy, 
healthy and environmentally friendly”. With 
these promising trends in place, it is no 
surprise that the Indian market is replete with 
significant growth opportunities in the 
plant-based and vegan food landscape. 
With an average age of 29, India’s 1.4 billion 
population has been steadily increasing its 
meat consumption. According to an OECD 
report published in November 2021, India 
consumed six million tons of meat in 2020, or 
4.6 kilograms a person. Nearly half of India’s 
population now consumes non-vegetarian 
meals once a week. However, at the same time, 
there is growing interest in the country for 
modern-style plant-based meat products. 
A number of domestic specialists have carved 
out a foothold. Udaipur-based GoodDot 
Enterprises, set up in 2013, has built a 
nationwide presence for its shelf-stable meat 
alternatives. Blue Tribe Foods is another, set 
up in Mumbai in 2020 and offers a range of 
alternatives to chicken and mutton products. 
There are Indian firms, meanwhile, working 
with foreign players. Imagine Foods, the 
company behind the Imagine Meats brand, 
has partnered with U.S agri-business major 
ADM to offer plant-based meat versions of 
biryani, kebabs and curries to India’s 
consumers. 

Venture Capital to Celebrity Funding and 
Endorsement: The key to Ensuring Sustained 
Growth of Key Indian plant based brands

Becoming a thriving plant-based food 
company is no easy task. With the presence of 
stiff competition, courtesy the presence of a 
plethora of market players, there is 
heightened need to sustain growth by 

brand The Very Good Butchers. In terms of new 
vegan stock, plant-based dairy brand The 
Planting Hope Co., producer of the world’s first 
commercially available sesame milk, recently 
completed its IPO in Canada, selling 22.5 
Million shares at a price of US$ 0.40 each.
Another vegan giant entering the stock 
market is Swedish oat pioneer Oatly. After 
securing US$ 2.12 Billion in its IPO, the now 
publicly owned oat milk company will be 
furthering its growth in the fastest-growing 
market for milk alternatives, expectedly 
outperforming almond milk and soy milk.

providing consistent financial incentives. This 
is where venture capital comes in, especially 
when it comes to funding fledgling businesses. 
Investors are becoming increasingly interested, 
given the potential of wide outreach of the 
plant-based food industry in India. Although in 
its nascent stages, India is soon likely to 
emerge as one of the largest hubs of the 
plant-based food industry and the sector’s 
success is exactly what’s piqued the interest of 
investors. 
• In August 2021, GoodDot Enterprises- one of 

India’s earliest vegan meat players- raised 
new funding from Sixth Sense, the country’s 
first home grown consumer focused venture 
capital. The funding comes ahead of the 
organizations planned expansion into the 
U.S. and European markets. 

• Proeon, a startup raised U$2.4 Million in 
seed funding. Angel investors involved 
restaurant management platform Petpooja, 
MD of OmniActive Health Technologies, VC 
firms such as Flowstate Ventures, Peak 
Sustainability Ventures, and Waoo Partners

•  Celebrity endorsements have provided a 
massive nudge to investments in the 
businesses. The latest to hop on this 
bandwagon are power duo, Anushka 
Sharma and Virat Kohli, who have invested 
in the plant-based meat brand, Blue Tribe. 
With a range of products like chicken 
nuggets, mutton keema, chicken momos, 
and sausages, Blue Tribe aims at 
accurately replicating the taste, texture, 
and nutrition of conventional meat 
products. Featured ingredients include 
peas, soybeans, and lentils.

• Bollywood couple Ritesh and Genelia 
Deshmukh have founded Imagine Meats, 
with the help of The Good Food Institute 
and US-based global ingredients 
manufacturer Archer Daniels Midland. On 
offer are ready-to-prepare meals featuring 
seekh kebabs, keemas, biryanis, nuggets, 
and sausages. They started with sales in 
Mumbai and have expanded to Delhi.

• Wakao Foods founded in 2020 uses jackfruit 
as a key ingredient for plant based meat 
and has raised investments worth US$ 100K 
in Shark Tank India
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Key Statistics on the 
Plant-based Food 
Industry

Valued at US$ 5.6 Billion in FY 2021, the global market for the plant-based meat industry is likely 
to surpass US$ 34 Billion by 2030, experiencing an incline of over 22% in terms of value CAGR. 
With immense investment opportunities presenting themselves with each passing day, these 
figures are quite realizable. 

Prominent Plant-based Meat Categories and Demand Forecast, 
2021-2030, in US$ Million

Globally prospects for plant-based beef is expected to surge massively. As of 2021, the 
category accounted for over 2/5th of the global market share, and is expected to sustain its 
dominance, with its share increasing over the next 10 years.

This is followed by plant-based chicken, at 30.7% market share in 2021. However, its share is 
likely to diminish as it reaches maturity and other categories picking up. Plant-based pork 
and plant based fish likely to see strong sustained growth over the years.
Although meat substitutes together make less than 5% of their conventional counterpart, the 
market is growing 4-7 times as fast as the traditional market. This increases the growth 
opportunity for the new players as well as existing players. 
Regionally, The US remains the largest consumption market for plant based products followed 
by Europe. As of 2030, the U.S plant-based meat industry is forecasted to experience >20% 

Source: Future Market Insights
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Plant-based Meat Format Types and Demand Assessment in US$ Million, 2021

Plant-based Fish Format Types, 2021

value CAGR, reaching US$ 12.9 Billion. Though beef and chicken alternatives are predicted to be 
the largest markets, there remains a significant ongoing opportunity for plant-based seafood, 
with an anticipated CAGR of 31.3% from 2022 to 2032

Asia-Pacific though a comparatively nascent market has already seen steady growth. As of 2021, 
the plant-based meat category in APAC was valued at over US$ 1 Billion, projected to surpass 
US$ 5 Billion by 2030. China is a leading contributor to this growth and is making waves globally 
for its drive to reduce meat consumption.

Amongst all the formats mentioned, burger patty is expected to retain their dominance across 
all the aforementioned food categories, given the ease of availability across retail and food 
outlets. Furthermore, plant-based burgers are the most widely consumed. 

Source: Future Market Insights

Source: Future Market Insights
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Plant based meat v/s Dairy Alternatives: 
Price v/s Growth Assessment 2017-2021

Plant based meat v/s Dairy Alternatives: 
Growth projections 2022-2032

Source: Future Market Insights

Source: Future Market Insights
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New Product launches across regions, 2021

2030 % Split

Product development has played an important role in the growth of the meat substitutes 
market. Innovative offerings provided by the companies are generating interest among the 
consumers. Product launches are increasing year-by-year in double digits. Rising consumer 
demand, company investments in R&D, and new product launches being the key growth 
drivers.

Europe
The U.K. had the highest 
number of product launches 
in the vegan segment in the 
year 2018, globally, 
outperforming Germany 
from the last year. Between 
the year 2014-2018, Germany, 
France, Italy and Sweden 
have been leading the way in 
the NPD in the meat 
substitutes market. 

Asia Pacific
Product launches in Asia 
Pacific are not very high in 
the meat substitutes market. 
The market share of Asia in 
the meat substitutes is 
around 12-15% which is very 
low compared to the overall 
population. Product 
launches in Oceania region 
are also not much. 

Middle East and Africa
The demand for meat 
substitutes in the Middle 
East and Africa is very less. 
This has resulted in the 
lesser number of product 
launches in the region in the 
last couple of years.

Latin America
The major product launch 

in Latin America in the 
meat substitute segment 

was that of Del Tacos, 
which in collaboration 

with Beyond Meat 
launched tacos which 

were plant-based. There 
were many other launches 

but the number was 
considerably less and 

mainly concentrated in 
Brazil and Mexico.

North America
North America ranked 

7th in the market in 
terms of product 

launches in the meat 
substitute market. 

Food giants such as 
Nestlé and Tyson 

Foods were part of this 
launch.

Source: Future Market Insights

The plant-based industry in India is in its nascent stage with plant based milk occupying the 
maximum share (16% of total milk sales) and awareness. India seems to be in early stages for 
plant-based meat substitutes, however, the market is opening up with significant opportunities 
for growth led by new product launches by homegrown companies. Several start-ups have 
mushroomed in the plant based market such as GoodDot Enterprises, BlueTribe, Ahimsa Food, 
Vegeta Gold, Vezlay, Vegitein Vegan Eatery, EVO who are predominantly using the foodservice 
and ecommerce channels in India. Entry of large ingredient companies such as ADM, Kerry in 
the Indian plant based space is a welcoming signal of the rapid innovations expected in the 
ingredients front. Additionally celebrity endorsements is giving this market significant boost 
and the market is expected to take off in a couple of years.  

According to Future Market Insights, the Indian plant based market is likely to reach 
US$400-450 Million in next 5 years. Though the meat alternative market is at the beginning of 
its growth curve, the plant based milk and beverages market is likely to be the main fulcrum of 
growth with plant based meat picking up in places among flexitarians. 

Indian Outlook
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Consumptions patterns in India for plant based food: Based on PBFIA Position “The 
Dawn of a Plant Based Age”

Awareness among consumers who did not consume plant based foods

The Plant Based Revolution

Consumer Awarness of Plant - Based foods in India
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Consumed 
plant based milk 

Awareness

Any 
Plant-based milk 

Vegan
Cheese

Packaged 
Tofu 

Vegan
yoghurt

Use in Last 
12 Months

0%

20%

40%

60%

80%

100%

91% 
of respondents were 

aware of plant-based milk 

53% 
aware of 

plant-based cheese 

50% 
aware of 

packaged tofu

43% 
aware of 

 plant-based yoghurt

1
Soy milk 

2
Almond Milk 

Consumed 
plant based cheese

Consumed 
packaged tofu

Consumed plant 
based yoghurt



Innovation in 
Ingredients: 
the key recipe for success



While some ingredients are mainstream and 
mature in their applications such as soy and 
peas owing to their availability, digestibility 
and protein density and neutral taste profile, 
plant based brand owners are under pressure 
to increase diversity of their ingredients.  
Ingredient suppliers on the other hand are 
fast expanding their plant protein portfolio to 
include novel plant protein ingredients that 
include additional claims such as aller-
gen-free, organic, non GMO, high fiber, high 
protein among others. So what is the key 
criteria for selection? A lot of considerations 
goes into choosing the right fit ingredient 
which includes supply chain and sourcing 
ease, taste, formulation flexibility, nutrition, 
protein content, safety, sustainability, and, 
consumer perception.

According to Future Market Insights, soy, 
wheat and pea based protein comprise 95% of 
the overall plant protein market. Demand for 

fava, lentil, chia and corn is expected to rise 
even though they have a smaller market share 
today. 

Not all Alternatives are created equal: 
Plant-based proteins still tops the list!

Despite a rising interest in insect protein and 
cultured meat, these markets will need more 
than a decade to grow into a fully commercial-
ized market. Thus, plant-based proteins 
remain the most attractive with low production 
cost, high market penetration and strong in 
innovation.

Today AI is being used to screen plant sources 
for properties that can help mimic texture and 
behavior of dairy/meat based proteins. Also 
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Production of Plant Proteins in India (2020)

The most important winning factors for 
the ingredients market today are

• Innovations on the protein itself: Focus on 
R&D is on the proteins themselves, their 
diverse and novel sources, also the way 
they are manufactured and perform under 
high temperatures. Ingredient suppliers 
are using various forms of extrusions, for 
example high moisture extrusion to arrive 
at that

• Demand for clean label ingredients: These 
are essentially ingredients tag with very 
recognizable names that are sourced 
naturally. Ingredient providers and food 

brands are trying to replace ingredients 
such as methyl cellulose, or titanium 
dioxide with more natural variants

• Maintaining macro and micronutrients: 
Plant-based dairy or meat alternatives that 
do not deliver similar amounts of protein, 
calcium or vitamin D, could be perceived 
as less healthy for a consumer than the 
animal-based version. As a result, the main 
protein is to be fortified with the right 
macro and micronutrients to provide the 
right balance

• Low on salt: High content of salt (in 
plant-based meat) and sugar 
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 (in plant-based dairy products) can give 
an unfavorable front of pack rating and 
can be a major nutrition concern for 
consumers. Therefore ingredient providers 
are taking extra care in lowering the salt 
and sugar quantity without impacting 
taste

• Vegetable oils and fats to produce meat 
like succulence: Plant-based meat 
producers often use coconut or palm oil 
and derived fats in an attempt to mimic 
the succulence and juiciness of animal 
meat, however these ingredients need to 
be used with care so as to maintain the 
nutritional level

• Usage of multi-functional ingredients for 
nutrition as well as taste and texture : 
Brands are experimenting with fibers that 
offer nutrition benefits as well as act as a 
binder for ingredients thus maximizing the 
effectiveness of all ingredients

Key developments in the ingredients front

• Kerry expanded its plant protein offerings 
under its ProDiem and Hyprol ranges. The 
new additions are all plant-based and 
allergen-free, with organic options. 
Containing protein from pea, rice, and 
sunflower, they address the need for 
organic, vegan, and traditional choices 
while at the same time offering great 
solubility, dispersibility, and neutral taste

• Cargill is using soy flour, textured soy flour, 
pea extract, wheat and corn protein. The 
company’s joint venture with PURIS Foods 
has made it the largest producer of pea 
protein in North America

• Rouquette’s NUTRALYS® pea protein is 
isolated from yellow pea through a 
patented water-based process for 
applications such as meat products, 
snacks and cereals. Additionally the 
company also derives from sources like 
wheat, corn and potato

• Glanbia Nutritionals portfolio includes an 
array of pea, flax, and chia proteins and 

uses Glanbia’s unique heat treatment 
systems to ensure the safety and longer 
shelf life in RTE products

• Applied Food Sciences offers plant protein 
sourced sustainably from green coffee 
beans and is considered as a ‘whole food 
protein,’ that provides other valuable 
phytonutrients, like antioxidants and fiber. 
Additionally their V-70 Hemp Heart Protein 
contains 70% protein including all 9 
essential amino acids

• Axiom Foods also has a diverse plant 
protein line. Oryzatein Rice Protein from 
whole rice grain, that is fortified with 
essential minerals like iron, magnesium, 
and phosphorous, and is claimed to be as 
beneficial as whey at building muscles and 
strength. The company also uses other 
sources such as pea, protein, hemp

• PLT Health Solutions, in collaboration with 
its manufacturing and technology partner 
Nutriati, announced the launch of Artesa 
Textured Pulse Protein. It is a proprietary 
combination of Nutriati’s Artesa Chickpea 
Flour, yellow pea protein and is being used 
in applications such as hamburgers, 
meatballs, and pizza toppings 

• Hormel Ingredient Solutions launched a 
plant-based ingredient powered by pea 
protein, that can be used in fully cooked 
crumbles and uncooked ground products

• Corbion collaborated with Nestlé to 
develop microalgae-based ingredients for 
plant-based products. 

• Royal DSM and Avril, a French 
agro-industrial group, are in agreement to 
produce canola proteins. This alliance will 
benefit from DSM’s patented technology 
for extracting quality protein from canola 
and Avril’s long term association with the 
oilseed and protein crop production 
industry

• Adani Wilmar, Ruchi soya industries, Shakti 
soy, are some of the key producers of 
texturized soy protein in India

India is well positioned to be a leading supplier in the plant based ingredients space

India is a leading producer of crops rich in protein and well positioned to supply both the national and 
international plant-based foods sector. 
• The country ranks as one of the top �ve producers for ingredients: chickpeas, lentils, millet, peas, rice, 
 soybeans, and wheat.
• Collectively for pulses, India is the largest producer accounting for 24% of global production
• India also stands alone in millet production, accounting for 41% of global production,
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Suitable distribution 
channels for 
plant-based products



The key to entering a new market is to apply a 
suitable business channel or route that is not 
only profitable but is easy to manage and cost 
optimized. The choice of the right channel and 
distribution strategy is key to scaling faster, 
quick customer acquisition and increasing 
sales by accessing a larger audience of 
potential customers. This needs detailed 
analysis of the needs, buying behavior of the 
consumers and through what channels are 
they willing to buy plant based foods. Most of 
the plant based organizations we interviewed 
are opting for food service, industrial catering, 
D2C models, e-commerce and retail shelves.  

D2C models adopted by brands to enter 
the plant-based market

In the plant based segment and food and 
beverage industry in general, 
direct-to-consumer (D2C) marketing is 
becoming increasingly significant, enabling 
processors to gain valuable insight into 
consumers' behavior and develop more 
targeted strategies for marketing and 
differentiation. When executed well, this model 
can also result in higher margins for 
plant-based brands. Moreover, the increase in 
D2C has been driven by consumers' demands 
for a better experience, as well as tailored and 
personalized service. However, switching to a 
D2C is always not a very feasible option 
because it requires manpower, logistics set up, 
an increase in liability, operative costs but 
with integration of advanced technologies 
several plant based brands have shown 
efficient management of inventory, logistics 
and workforce, lower consumer acquisition 
costs, as well as heightened sales & market 
penetration. 

• Allplants, a UK meal kit delivery service, 
raised US$ 9 Million in Series A venture 
capital funding for their healthy, 
plant-based, frozen, and ready-to-eat 
meals. Through their website, consumers 
can build up their customized box of 
plant-based meals and get them delivered 
to their doorstep within a few minutes. 

• Aloha, a plant-based protein brand, used 
the D2C model to personalize services for 
their consumers, increase shipping speed 
and generate more demand. They used 
machine learning and AI to pinpoint where 
its warehouses should be located to 
improve the speed of delivery. To serve 
their customers with 1 to 2-day ground 
shipping, ALOHA determined where their 
consumers reside geographically and 
where they should stock inventory. This 
helped in faster deliveries, solved the 
transportation issues, and increased 
customer satisfaction, thus increasing 
sales manifold.  

• Daily Harvest, provides plant-based 
smoothies, bowls, and dishes that can be 
prepared in just one step. A person can 
build their box with 9–24 items per week, 
which include options like soups, 
flatbreads, harvest bowls, oat bowls, and 
chia bowls and get it delivered in no time. 

• In the wake of the pandemic, Minus 30, a 
Delhi-based plant-based ice cream brand, 
saw a 300% increase in revenue with 80% 
repeat business through their online 
presence and now plans to expand its 
retail business through social media and 
television advertising. 

Suitable distribution 
channels for 
plant-based products

Food service remains the most profitable 
distribution channel for plant based 
brands

One of the key imperatives to target a 
flexitarian consumer with plant based is to 
make them try the product and give them 
assurance of quality and texture and a retail 
or a D2C model will not suffice. Many brands 
are therefore catering to consumers through 
the foodservice market, fine dining, QSR, 
industrial catering, special events, corporate 
cafeterias, etc. Food service remains one of 
the most profitable channels for all plant 
based brands today, and is cost effective 
especially for a start up with limited funding

• Plant Sumo, a London-based, plant-based 
meal prep company, offers innovative, 
exciting, and flavorsome plant-based 
meals. This brand is gaining traction in this 
market for several reasons – precooked 
meal, special discounts, quick delivery and 
attractive consumer loyalty programs. 

• Amy's Kitchen, based in the United States 
launched the first plant-based fast food 
restaurant, "Amy's Drive Thru". In terms of 
pricing, it is comparable to animal-based 
foods. The restaurant also offers repeat 
consumers a discount for repeat 
purchases

• Established players like Beyond Meat is 
also using the foodservice model through 
partnerships with QSR – a strategy that has 
been very effective to increase sales and 
consumer base 

• Food service product range is also being 
dominated by Before the Butcher, USA that 
offers 12 plant-based products for 
distribution across 1,500 restaurants

• v2food, Australia, has also entered the 
foodservice model of business. 
Additionally, their strategy is that they are 
providing the consumers with samples of 
the products, to try first and then order

• In India, predominantly plant based milk is 
being offered via QSR and food service 
channels such as Starbucks, several other 
QSR brands are opening up to exploring 
options of plant based taking cue from 
their international counterparts 

Retail service to help brands gain 
prominence

Retail & Grocery outlets will be lucrative for 
plant based brands owing to the shelf 
visibility and market exposure their products 
can garner through optimum shelf space. 
Though not the most used distribution 
channel yet because of limited shelf space, 
many global retailers are showing their 
commitment towards plant based either 
through redesigning their shelf formats to 
accommodate plant based, or through 
partnerships with food processors to launch 
their own private labels.  
 
• Morrisons has been best-in-class in 

terms of store formats that appeal to 
plant-based shoppers. Their redesigned 
format stores offer a dedicated 'free from' 
aisle that displays a variety of 
plant-based alternatives to dairy 
products and meat substitute. Their 
plant-based ranges are dominated by 
brands like Arla, Alpro, and Quorn, all of 
which are more expensive than 
non-plant-based alternatives

• Tesco was found to offer the largest 
selection of plant-based products. With 
76 vegan options, Tesco has a wide 
variety of ready meals, meat substitutes, 
dairy alternatives, and desserts

E-commerce channels aid brands to 
widen their customer reach

The eCommerce movement is accelerating, 
making it easier than ever before for 
consumers to find these transcending 
product categories. It is possible for brands 
to create their own consumer experience or 
list their products on preexisting channels 
and control every phase of the online 
customer journey and scale each of the 
plant-based brands accordingly. Brands that 
adopt these sustainable practices will stand 
out in the eCommerce marketplace among 
their competitors.

• Vejii is a fast-growing online plant-based 
marketplace that provides a targeted, 
affordable, easy-to-use platform for 
plant-based brands to sell. Vejii uses low 
shipping cost to lure online shoppers 
complete their purchase process. In 
addition to food and personal care, they 
also stock plant based supplements, pet 
supplies, vitamins, and items for children 
and youth. Having added over 3,000 
products to their site since launch in 
November 2020, they are working with over 
70 brands to onboard into the marketplace

• Delicious Frozen Desserts, a plant-based 
dessert brand is working with Trellis using 
Shopify Plus along with the Etailer 
integration and in the process building 
the right ecommerce team for the right 
infrastructure that strengthens the 
brand's grip on a rising market without 
putting huge budgets at risk

• Beyond Meat’s products is being 
e-retailed in urban India through Urban 
Platter in collaboration with IFFCO

.
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been very effective to increase sales and 
consumer base 

• Food service product range is also being 
dominated by Before the Butcher, USA that 
offers 12 plant-based products for 
distribution across 1,500 restaurants

• v2food, Australia, has also entered the 
foodservice model of business. 
Additionally, their strategy is that they are 
providing the consumers with samples of 
the products, to try first and then order

• In India, predominantly plant based milk is 
being offered via QSR and food service 
channels such as Starbucks, several other 
QSR brands are opening up to exploring 
options of plant based taking cue from 
their international counterparts 

Retail service to help brands gain 
prominence

Retail & Grocery outlets will be lucrative for 
plant based brands owing to the shelf 
visibility and market exposure their products 
can garner through optimum shelf space. 
Though not the most used distribution 
channel yet because of limited shelf space, 
many global retailers are showing their 
commitment towards plant based either 
through redesigning their shelf formats to 
accommodate plant based, or through 
partnerships with food processors to launch 
their own private labels.  
 
• Morrisons has been best-in-class in 

terms of store formats that appeal to 
plant-based shoppers. Their redesigned 
format stores offer a dedicated 'free from' 
aisle that displays a variety of 
plant-based alternatives to dairy 
products and meat substitute. Their 
plant-based ranges are dominated by 
brands like Arla, Alpro, and Quorn, all of 
which are more expensive than 
non-plant-based alternatives

• Tesco was found to offer the largest 
selection of plant-based products. With 
76 vegan options, Tesco has a wide 
variety of ready meals, meat substitutes, 
dairy alternatives, and desserts

E-commerce channels aid brands to 
widen their customer reach

The eCommerce movement is accelerating, 
making it easier than ever before for 
consumers to find these transcending 
product categories. It is possible for brands 
to create their own consumer experience or 
list their products on preexisting channels 
and control every phase of the online 
customer journey and scale each of the 
plant-based brands accordingly. Brands that 
adopt these sustainable practices will stand 
out in the eCommerce marketplace among 
their competitors.

• Vejii is a fast-growing online plant-based 
marketplace that provides a targeted, 
affordable, easy-to-use platform for 
plant-based brands to sell. Vejii uses low 
shipping cost to lure online shoppers 
complete their purchase process. In 
addition to food and personal care, they 
also stock plant based supplements, pet 
supplies, vitamins, and items for children 
and youth. Having added over 3,000 
products to their site since launch in 
November 2020, they are working with over 
70 brands to onboard into the marketplace

• Delicious Frozen Desserts, a plant-based 
dessert brand is working with Trellis using 
Shopify Plus along with the Etailer 
integration and in the process building 
the right ecommerce team for the right 
infrastructure that strengthens the 
brand's grip on a rising market without 
putting huge budgets at risk

• Beyond Meat’s products is being 
e-retailed in urban India through Urban 
Platter in collaboration with IFFCO

.

Category

Food Service channels

• Reduced operating cost when 
 compared to retail and D2C models
• Greater flexibility in making readymade 
 products
• Opportunity to create more innovation 
 in formats through inclusion in 
 processed  foods

• Sales might not be consistent  
• Dependency on the right network 
 and partner 

Pros Cons

D2C business channels

• Direct channel to market
• No middle costs
• Enables access to valuable insight into 
 consumers' behavior and helps in 
 developing targeted strategies for 
 marketing and differentiation

• Increased liability as this channel 
 requires more manpower to look 
 after shipments and customers 
 satisfaction
• Increased cost which can be optimized 
 with the right technology integration

Retail channels

• More visibility and market exposure • Limited products on the shelves 
 and thus new brands have little 
 chance to be on the shelves
• Most retailers don’t have a defined 
 corner for plant based
• Price comparisons with meat/
 dairy products come into play

E-commerce channels
• No constraints of shelf space • Needs to update the internet 

 marketing strategies consistently 
 to pace up in the market. 
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The Plant based 
battlefield!

Given the ever widening outreach, the global 
market is characterized by spawning new 
business ventures. The past two years have 
experienced an explosion of numerous 
manufacturers and ingredient companies 
offering diverse portfolios capitalizing on this 
growth trend.

As manufacturers strive to consolidate their 
presence, emphasis is being laid on 
introducing new product lines, strengthening 
their supply chains, distribution networks and 
presence across traditional and online retail 
channels. But the most important competing 
factors are taste, texture that mimics or is 
even better than animal meat, price parity with 
the animal industry as well as availability. The 
winning brands would be the ones who are 
able to show fierce competitiveness on the 
above-mentioned factors.

The major market disruptors are undoubtedly 

organizations like Beyond Meat, Impossible 
Foods who started way back in 2009 and 
2011. Several others fast caught up notably 
Planterra foods, Amy’s Kitchen, Memphis 
Meat, Ojah, Finless Foods, Sunfed Meats, 
ChickP, Quorn Foods, Before the Butcher, 
v2food, Aspire Food Group, Aleph Farms 
among others. Today several global 
enterprises are eyeing this market and their 
entry would soon change the dynamic of 
this industry raising awareness among 
consumers manifold! Especially interesting 
is the entry of large ingredient companies 
with improvised, fortified and continually 
improved versions of ingredients.
In India, plant based milk & dairy is a 
relatively mature market with several 
leading players, in plant based meat and 
egg; the notable enterprises to watch are 
GoodDot, Blue Tribe Foods, EVO, Evolved 
Foods, Imagine Meats, Lets Vez!, Plant 
Made, Wakao foods, Veggie Champ among 
others.

The Plant Based Revolution



Hear from the Industry: 
Future Market Insights and PBFIA spoke to the industry 
about the market lifecycle, competitive factors, what it 
takes to win in this market and how to achieve scale. 
Here are some excerpts from the interviews.

The most interesting emerging 
trend is the inclusion of plant 
based meat in processed foods. 
Whether a pizza or a burrito, 
consumers will visit the grocery store, 
and seek out plant-based options in 
these processed foods. For ‘Before the 
Butcher’ the main goal is to remain 
prominent in a niche market by 
researching and analyzing what the 
consumer truly wants and providing 
the desired product with enhanced 
nutritional value and taste. Another 
important strategy is to achieve price 
parity with existing animal-based 
products. A major part of achieving 
this price economy is also optimizing 
on certification costs, by clearly 
stating the source of said clean-labels

The market is really evolving from an 
initial focus that was just on taste and 
indulgence. Now the focus is shifting to 
nutrition, and less on processed 
ingredients. Until now a lot of the focus 
on plant-based has been on 
macronutrients. As consumers start to 
replace more of their meals with 
plant-based meat, they are going to 
start focusing on micronutrients as well! 
The bar is set very high for plant based 
foods. 

The future will eventually start to include 
some of the technologies that are 
included in all proteins, beside just 
plant-based. More and more companies 
can be seen in the precision 
fermentation space who are making 
ingredients to help solve some of the 
challenges such as succulence and 
authenticity. Cultivated meat is in its 
early days and it will be interesting to 
watch how this industry can potentially 
work with some of the plant based 
companies to sell hybrid products that 
are a mix of both of these technologies.”Our ability to scale has been by 

working with partners, local 
co-manufacturers. We are able to 
turn on capability in the form where 
supply chains are already existing 
and plug into those supply chains. 
For ingredient sourcing, soy is our 
primary ingredient in our plant 
based meat product and we are 
very cognizant of our sourcing. We 
are collaborating with Australian 
farmers so that we are able to grow 
an industry where we can extract 
from our own soil locally.”

Danny O’ Malley, 
Founder and President, 
Before the Butcher

Anna Turvoll, 
Head of Investor Relations, 
v2food

Alison Rabschnuk, 
Business Development Director, 
Kerry
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Minimizing the compliance requirements, we 
can quickly develop the vegan/plant based 
industry in India. We need to develop the 
scientific parameters and supply chains that 
will allow us to showcase the Indian cuisine 
culture that has represented us for centuries

Sonal White Club 

The Asian market has a different life cycle 
than in the US and Europe. But the borders 
blurry when it comes to the ultra-connected 
millennial generation. The industry looks for 
scalability. In other words, you need to reach 
the everyday consumer and not specific 
groups. companies need to win over 
flexitarian consumers with quality and 
culinary experience. Inoshi Sharma

Director, FSSAI

Plant based meat is environmentally 
sustainable, it’s healthier than meat, it’s 
cruelty- free, it’s cool, it’s innovative, it’s 
foodtech, it’s a solution to global protein 
malnutrition. Different players in the 
space have vivid strategies, however we 
are focusing on the fundamentals of 
taste and price in India. Usage of 
regularly available agri resources for 
food safety, consumer acceptance, & 
uninterrupted supply. 

Abhishek Sinha, CEO, GoodDot 

As the market moves from 
conventional to 
plant-based, the ecological 
footprint of our food supply 
could shrink by an order of 
magnitude. In this 
transition, we have a 
chance not only to 
massively reduce land use 
but to free up labor, 
research funding, and 
resources to dedicate to 
cultivating a regenerative, 
soil-building farming 
economy

~ (The Good Food 
   Institute India) 
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What constrains this 
industry and top 
strategies to succeed



Despite the promising growth prospects the 
Global and Indian market is riddled with 
several deterrents. In this section we highlight 
some of the prominent challenges and 
strategies to overcome those to achieve 
transformative and sustained growth. 

Risk of market volatility and therefore future 
proofing plant based manufacturing is the 
need of the hour

Both start-ups and established market players 
must anticipate future supply or demand 
shocks, price fluctuations and other market 
uncertainties. Future-proofing is all about 
using flexible and scalable design strategies 
to protect against volatility and embracing 
new technologies and opportunities with 
minimal capital investment. Those who 
successfully future-proof their operations with 
flexible, innovation-friendly designs and 
processes will find this transition easier, faster, 
and more cost-effective.

Voluminous capital requirement and longer 
waits for financial returns could be a 
deterrent to getting the right investments

Due to the novelty of the plant based market, 
it is investment intensive especially for 
product development, R&D, ingredient 
sourcing. Without investment flowing in, it 
would be difficult to develop products that 
can compete with the animal market in terms 
of taste, texture, quality, shelf life or price 
parity. Especially for start-up companies in 

What constrains this 
industry and top 
strategies to succeed

the plant-based industry, financing is a major 
challenge. Nevertheless, since the pandemic, a 
sudden shift has been seen in the flow of 
investments towards more sustainable and 
healthier foods. Investors are taking 
advantage of the trend to replace meat with 
sustainable alternatives or eliminate food 
waste. Venture capital firms are handling 
much of the investment in buildng ‘food of the 
future’. Investors are attracted by success of 
brands, such as Beyond Meat Inc., which has 
surged fivefold since its 2019 IPO. 
The lack of access to capital is a major issue 
in the Indian plant-based market scenario and 
it remains largely underfunded, preventing 
most brands from improving quality of their 
products, scale productions, or be price 
competitive. This is a major barrier to growth 
since Indian consumers are price-sensitive. 
However, in 2021 and 2022 various funds are 
emerging to solve these challenges 
• Ahimsa VC, India's first venture capital 

fund, launched funds targeting pre-seed 
and seed-stage brands in the plant-based 
sector. The aim is to accelerate the growth 
of local startup brands that are using 
advanced technology to build better 
solutions for the industry.

• The Lever VC Fund, a venture capital fund 
whose partners include Beyond Meat, has 
invested in early-stage plant-based and 
cell-cultivated meat startups around the 
world and has a portfolio of ten global 
companies. As of 2021, the Fund had 
capital commitments of around US$ 20 
Million and aims to generate around US$ 
42.4 Million by 2022.

• With support from GFI India, BIV and 
Ashika Group have launched a new 
focused investment fund and accelerator 
program. The funding will support and 
backup startups producing plant-based 
products, cultivated meats, and dairy 
alternatives.   

  
Product formulations to mimic the right taste 
and texture of meat and dairy products

Vegan consumers have few complaints about 
the appearance or texture of plant-based 
foods. As for flexitarians, who consume both 
animal-based and plant-based products, they 
will draw a comparison before deciding to 
switch to a plant-based burger over a chicken 
burger. 

Flexitarians evaluate plant-based products by 
focusing on taste, appearance, and texture 
and the bar is set high for plant based brands 
to produce products that can mimic animal 
products. This requires strong focus on novel 
techniques towards product development, 
improving functionality of ingredients, 
fortifying products with macro and micro 
nutrients to provide the same if not more 
nutritional value like animal products. 
One successful example of plant-based 
brands living up to the expectations of 
flexitarians is mock meat. The final texture of 
the product depends on how it's processed. 
Two of the most common technologies for 
turning vegetable protein into a layered and 
fibrous structure that closely resembles meat 
are "shear-cell" and "high-moisture extrusion." 
The result is a meaty bite.

There are now brands that can simulate meat 
colors before, during, and after cooking. The 
red color of fresh or rare beef can be 
replicated by using beet extract, soy 
leghemoglobin, and pomegranate powder. In 
terms of taste and texture, soy protein still 

ranks as the most meat-like protein. Pea 
protein, which has been popularized by 
Beyond Meat, is being used to simulate meat. 

A mouth-coating fat promotes juiciness, flavor 
release, and mouth-coating richness. Brands 
have been substituting coconut oil for animal 
fat. Coconut oil, however, melts at 
temperatures much lower than animal fat. A 
bite starts rich and juicy but quickly wears off. 
To address this problem, sunflower oil, water 
emulsions, and cultivated animal fats are 
being developed as replacements for animal 
fats.
• Beyond Meat was the first to introduce a 

plant-based, mock meat burger that 
bleeds. Beetroot juice imparts a meaty red 
color to the burgers, which contain 20g of 
pea protein per patty, potato starch, and 
coconut oil. 

• Wakao Foods is the latest company to 
enter the mock meat market in India. With 
jackfruits from Goa, the brand was able to 
replicate meat to the best of its ability. 

• ITC group in India has launched a host of 
plant-based meat products like nuggets 
and burger patties in the beginning of 
2022. These products mimic the taste of 
meat and are made using soya, pea and 
legumes.

Sourcing challenges

Currently, plant-based brands are concerned 
about sourcing issues regarding raw 
ingredients. In addition to farm production 
bottlenecks, demand fluctuations, labor 
shortages, and logistical issues with 
processing and transportation, many brand 
owners are afflicted by pandemic-related 
sourcing issues. For emerging Plant-based 
concepts, this presented a serious challenge 
since ingredient sourcing is highly customized 
and inherently more challenging.

Environmental conditions, such as drought or 
flooding, can destroy crops and lead to a 
shortage of raw ingredients. For plant-based 
brands, this can be a big loss. For example, 
drought conditions in 2021 caused oat 
harvests in North America to reach 
near-record lows, jeopardizing the supply of 
an ingredient used in plant-based milk brand, 
Oatly. The supply crisis has also been 
exacerbated by issues with railroad shipping. 
As a result, Oatly has expanded its sourcing 
options after poor harvest conditions limited 
oat production. The plant-based milk 
producer has increased its prices to offset 
higher raw material costs worldwide. This 
might be challenging for the brand in a price 
competitive market.

To offset such challenges, brand owners need 
to diversify their ingredient profile, at the same 
time form cooperatives with farmers in order 
to source sustainably.

• Odd Burger, which uses ingredients such 
as wheat, soybeans, beans, lentils, and 
oats, is another example of an ingredient 
profile that is "simple and abundant." This 
company never had any issues with 
sourcing even during the pandemic as it 
sources all its non-GMO ingredients from 
Canadian organic farmers, which include 
coconut milk, chickpeas, and organic soy 
or oat milk for its sauces.

• Evo Foods, in India, has recently moved 
towards using widely available ingredients 
like legumes for their plant-based liquid 
egg.

Supply chain/logistics challenges

IIn the organic supply chain, regulations have 
long been in place for handling produce, such 
as cargo tracking, temperature controls, and 
supply and demand planning software. In such 
a case, the product can be tracked from farm 
to table and, in the event of a recall, tracked 

back to the source. However, meat 
alternatives, combining plant-based 
ingredients, have raised new food safety 
concerns for supply chain organizations 
handling these products. There are critical 
considerations regarding the storage and 
processing of meat alternatives. These 
considerations include how to handle each 
ingredient in the products, and how to identify 
contamination or temperature control of the 
products, which lead to waste and spoilage. 

The lack of cold chain logistics is one of the 
most important factors hindering the growth 
of Indian plant-based brands. The Indian 
market is still warming up to a variety of 
products that require temperature-controlled 
environments. There are no low-cost 
temperature-controlled transport options for 
alternative dairy products, particularly 
plant-based ice creams. As a result, 
companies find it difficult to expand into new 
states and retail outlets.

Turning to intelligent packaging options and 
innovative technologies is one way to improve 
logistics. Tracking and tracing, temperature 
control and spoilage alerts can be 
accomplished with various intelligent labels 
and tags. In addition, digitized containers 
equipped with AI can help to keep food cold 
and preserve it for a long time.

• In India, Superplum, a provider of 
supply-chain solutions for plant-based 
brands, offers an innovative solution for 
cold storage of fruits and vegetables 
called the Fresherator, which has proven to 
be very effective in the cold storage of 
fresh produce. Powered by AI and IoT, the 
container can be attached to any 24-foot 
truck. It can transport up to seven tonnes 
of farm products and keep them fresh for 
up to four weeks at a time. 

• GoodDot from India improved their 
logistics by shifting to full truck loads from 

partial truck loads. The stocks in their 
regional warehouses in different states 
were taken care of by the central 
warehouse. A spoke model was also 
implemented to fulfill the stocks in the 
regional warehouse directly from the 
factories, to reduce costs and meet the 
excess demand.

• By using RFID labels, brands can track 
products down the supply chain 
automatically, preventing counterfeit 
goods, improving food safety and security, 
and adding traceability to plant-based 
products. 

High production/operations cost, limited
infrastructure leading to premium pricing

Operational and production costs are quite
high for plant-based products. These factors
directly affect the price of the product.
Plant-based meat companies also have limited
infrastructure due to their current size. They
lack equipment, facility design, manufacturing
capabilities, and other technologies.
Compared to the size of the manufacturing
facilities for animal-based meat products,
plant-based meat players' facilities resemble
boutiques. As a result, plant-based meat will
remain a premium product until costs are
reduced, and this will also hinder brands from
achieving economies of scale.

Plant-based meat is believed to be more
expensive due to the costs associated with
R&D, ingredient sourcing and so far, most
companies in this field have relied on venture
capital to finance their operations, which
further increases their costs. Adopting
innovative technology that reduces work time
and workload with increased efficiency is the
most effective way to deal with these
difficulties. Also scaling up productions is a
way to optimize on costs which would mean
finding the right demand markets as well.
Furthermore, enhanced R&D can lead to newer

options in the production cycle, which can
reduce production costs.

• Two of the world's most popular
 plant-based products, Impossible Foods,
 and Beyond Meat, have announced official
 plans to lower their prices. To achieve this
 goal, the company planned to open more
 manufacturing facilities and optimize 
 production. Impossible even to offer a 15
 percent price reduction.
• Plant & Bean. based out of the UK,
 partners with Griffith Foods, Gushen, and
 Wageningen University, as well as
 Singapore Institute of Technology and two
 elite research institutes. Currently, they are
 developing innovative technology to
 reduce the price of plant-based meat
 ingredients and the production of
 plant-based proteins by almost 50 percent.
 • Rebellious Foods has been selling a single
 product for years, a plant-based chicken
 nugget, while streamlining its production
 processes. As a result, they eliminate a
 variety of off-the-shelf equipment,
 improving quality and speed, and cutting
 repair costs as well.

Cultural barriers and market perception of
plant based meat hinders growth

Aside from the above threats and challenges,
plant-based brands also face a few minor
concerns. It is restricted to a particular group
of people due to cultural barriers, so it is not
available to the whole world.
There may be perception issues in Asia that
hinder the growth of plant-based meat.
Chinese Buddhist followers tended to
consume plant-based meat or mock meat in
the past. Consumers are therefore led to
believe that it is a religious dish and cannot
be consumed by everyone. The appeal of
these traditional products is seen as limited to
a certain group of people because they serve
a specific purpose.

There is no relation between traditional mock meat and the current plant-based meat. The
plant-based meat sector in Asia needs to break free of the association with traditional
mock meats that are expected to be sold at low prices and carry historical baggage to
reach its full market potential. Brands should educate people about this fact and help
them learn about how plant-based meat is produced. Also going into partnerships with
prominent brands like Burger King and KFC can eradicate these barriers as foods from
these brands are already considered socially normal
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Despite the promising growth prospects the 
Global and Indian market is riddled with 
several deterrents. In this section we highlight 
some of the prominent challenges and 
strategies to overcome those to achieve 
transformative and sustained growth. 

Risk of market volatility and therefore future 
proofing plant based manufacturing is the 
need of the hour

Both start-ups and established market players 
must anticipate future supply or demand 
shocks, price fluctuations and other market 
uncertainties. Future-proofing is all about 
using flexible and scalable design strategies 
to protect against volatility and embracing 
new technologies and opportunities with 
minimal capital investment. Those who 
successfully future-proof their operations with 
flexible, innovation-friendly designs and 
processes will find this transition easier, faster, 
and more cost-effective.

Voluminous capital requirement and longer 
waits for financial returns could be a 
deterrent to getting the right investments

Due to the novelty of the plant based market, 
it is investment intensive especially for 
product development, R&D, ingredient 
sourcing. Without investment flowing in, it 
would be difficult to develop products that 
can compete with the animal market in terms 
of taste, texture, quality, shelf life or price 
parity. Especially for start-up companies in 

the plant-based industry, financing is a major 
challenge. Nevertheless, since the pandemic, a 
sudden shift has been seen in the flow of 
investments towards more sustainable and 
healthier foods. Investors are taking 
advantage of the trend to replace meat with 
sustainable alternatives or eliminate food 
waste. Venture capital firms are handling 
much of the investment in buildng ‘food of the 
future’. Investors are attracted by success of 
brands, such as Beyond Meat Inc., which has 
surged fivefold since its 2019 IPO. 
The lack of access to capital is a major issue 
in the Indian plant-based market scenario and 
it remains largely underfunded, preventing 
most brands from improving quality of their 
products, scale productions, or be price 
competitive. This is a major barrier to growth 
since Indian consumers are price-sensitive. 
However, in 2021 and 2022 various funds are 
emerging to solve these challenges 
• Ahimsa VC, India's first venture capital 

fund, launched funds targeting pre-seed 
and seed-stage brands in the plant-based 
sector. The aim is to accelerate the growth 
of local startup brands that are using 
advanced technology to build better 
solutions for the industry.

• The Lever VC Fund, a venture capital fund 
whose partners include Beyond Meat, has 
invested in early-stage plant-based and 
cell-cultivated meat startups around the 
world and has a portfolio of ten global 
companies. As of 2021, the Fund had 
capital commitments of around US$ 20 
Million and aims to generate around US$ 
42.4 Million by 2022.

• With support from GFI India, BIV and 
Ashika Group have launched a new 
focused investment fund and accelerator 
program. The funding will support and 
backup startups producing plant-based 
products, cultivated meats, and dairy 
alternatives.   

  
Product formulations to mimic the right taste 
and texture of meat and dairy products

Vegan consumers have few complaints about 
the appearance or texture of plant-based 
foods. As for flexitarians, who consume both 
animal-based and plant-based products, they 
will draw a comparison before deciding to 
switch to a plant-based burger over a chicken 
burger. 

Flexitarians evaluate plant-based products by 
focusing on taste, appearance, and texture 
and the bar is set high for plant based brands 
to produce products that can mimic animal 
products. This requires strong focus on novel 
techniques towards product development, 
improving functionality of ingredients, 
fortifying products with macro and micro 
nutrients to provide the same if not more 
nutritional value like animal products. 
One successful example of plant-based 
brands living up to the expectations of 
flexitarians is mock meat. The final texture of 
the product depends on how it's processed. 
Two of the most common technologies for 
turning vegetable protein into a layered and 
fibrous structure that closely resembles meat 
are "shear-cell" and "high-moisture extrusion." 
The result is a meaty bite.

There are now brands that can simulate meat 
colors before, during, and after cooking. The 
red color of fresh or rare beef can be 
replicated by using beet extract, soy 
leghemoglobin, and pomegranate powder. In 
terms of taste and texture, soy protein still 

ranks as the most meat-like protein. Pea 
protein, which has been popularized by 
Beyond Meat, is being used to simulate meat. 

A mouth-coating fat promotes juiciness, flavor 
release, and mouth-coating richness. Brands 
have been substituting coconut oil for animal 
fat. Coconut oil, however, melts at 
temperatures much lower than animal fat. A 
bite starts rich and juicy but quickly wears off. 
To address this problem, sunflower oil, water 
emulsions, and cultivated animal fats are 
being developed as replacements for animal 
fats.
• Beyond Meat was the first to introduce a 

plant-based, mock meat burger that 
bleeds. Beetroot juice imparts a meaty red 
color to the burgers, which contain 20g of 
pea protein per patty, potato starch, and 
coconut oil. 

• Wakao Foods is the latest company to 
enter the mock meat market in India. With 
jackfruits from Goa, the brand was able to 
replicate meat to the best of its ability. 

• ITC group in India has launched a host of 
plant-based meat products like nuggets 
and burger patties in the beginning of 
2022. These products mimic the taste of 
meat and are made using soya, pea and 
legumes.

Sourcing challenges

Currently, plant-based brands are concerned 
about sourcing issues regarding raw 
ingredients. In addition to farm production 
bottlenecks, demand fluctuations, labor 
shortages, and logistical issues with 
processing and transportation, many brand 
owners are afflicted by pandemic-related 
sourcing issues. For emerging Plant-based 
concepts, this presented a serious challenge 
since ingredient sourcing is highly customized 
and inherently more challenging.

Environmental conditions, such as drought or 
flooding, can destroy crops and lead to a 
shortage of raw ingredients. For plant-based 
brands, this can be a big loss. For example, 
drought conditions in 2021 caused oat 
harvests in North America to reach 
near-record lows, jeopardizing the supply of 
an ingredient used in plant-based milk brand, 
Oatly. The supply crisis has also been 
exacerbated by issues with railroad shipping. 
As a result, Oatly has expanded its sourcing 
options after poor harvest conditions limited 
oat production. The plant-based milk 
producer has increased its prices to offset 
higher raw material costs worldwide. This 
might be challenging for the brand in a price 
competitive market.

To offset such challenges, brand owners need 
to diversify their ingredient profile, at the same 
time form cooperatives with farmers in order 
to source sustainably.

• Odd Burger, which uses ingredients such 
as wheat, soybeans, beans, lentils, and 
oats, is another example of an ingredient 
profile that is "simple and abundant." This 
company never had any issues with 
sourcing even during the pandemic as it 
sources all its non-GMO ingredients from 
Canadian organic farmers, which include 
coconut milk, chickpeas, and organic soy 
or oat milk for its sauces.

• Evo Foods, in India, has recently moved 
towards using widely available ingredients 
like legumes for their plant-based liquid 
egg.

Supply chain/logistics challenges

IIn the organic supply chain, regulations have 
long been in place for handling produce, such 
as cargo tracking, temperature controls, and 
supply and demand planning software. In such 
a case, the product can be tracked from farm 
to table and, in the event of a recall, tracked 

back to the source. However, meat 
alternatives, combining plant-based 
ingredients, have raised new food safety 
concerns for supply chain organizations 
handling these products. There are critical 
considerations regarding the storage and 
processing of meat alternatives. These 
considerations include how to handle each 
ingredient in the products, and how to identify 
contamination or temperature control of the 
products, which lead to waste and spoilage. 

The lack of cold chain logistics is one of the 
most important factors hindering the growth 
of Indian plant-based brands. The Indian 
market is still warming up to a variety of 
products that require temperature-controlled 
environments. There are no low-cost 
temperature-controlled transport options for 
alternative dairy products, particularly 
plant-based ice creams. As a result, 
companies find it difficult to expand into new 
states and retail outlets.

Turning to intelligent packaging options and 
innovative technologies is one way to improve 
logistics. Tracking and tracing, temperature 
control and spoilage alerts can be 
accomplished with various intelligent labels 
and tags. In addition, digitized containers 
equipped with AI can help to keep food cold 
and preserve it for a long time.

• In India, Superplum, a provider of 
supply-chain solutions for plant-based 
brands, offers an innovative solution for 
cold storage of fruits and vegetables 
called the Fresherator, which has proven to 
be very effective in the cold storage of 
fresh produce. Powered by AI and IoT, the 
container can be attached to any 24-foot 
truck. It can transport up to seven tonnes 
of farm products and keep them fresh for 
up to four weeks at a time. 

• GoodDot from India improved their 
logistics by shifting to full truck loads from 

partial truck loads. The stocks in their 
regional warehouses in different states 
were taken care of by the central 
warehouse. A spoke model was also 
implemented to fulfill the stocks in the 
regional warehouse directly from the 
factories, to reduce costs and meet the 
excess demand.

• By using RFID labels, brands can track 
products down the supply chain 
automatically, preventing counterfeit 
goods, improving food safety and security, 
and adding traceability to plant-based 
products. 

High production/operations cost, limited
infrastructure leading to premium pricing

Operational and production costs are quite
high for plant-based products. These factors
directly affect the price of the product.
Plant-based meat companies also have limited
infrastructure due to their current size. They
lack equipment, facility design, manufacturing
capabilities, and other technologies.
Compared to the size of the manufacturing
facilities for animal-based meat products,
plant-based meat players' facilities resemble
boutiques. As a result, plant-based meat will
remain a premium product until costs are
reduced, and this will also hinder brands from
achieving economies of scale.

Plant-based meat is believed to be more
expensive due to the costs associated with
R&D, ingredient sourcing and so far, most
companies in this field have relied on venture
capital to finance their operations, which
further increases their costs. Adopting
innovative technology that reduces work time
and workload with increased efficiency is the
most effective way to deal with these
difficulties. Also scaling up productions is a
way to optimize on costs which would mean
finding the right demand markets as well.
Furthermore, enhanced R&D can lead to newer

options in the production cycle, which can
reduce production costs.

• Two of the world's most popular
 plant-based products, Impossible Foods,
 and Beyond Meat, have announced official
 plans to lower their prices. To achieve this
 goal, the company planned to open more
 manufacturing facilities and optimize 
 production. Impossible even to offer a 15
 percent price reduction.
• Plant & Bean. based out of the UK,
 partners with Griffith Foods, Gushen, and
 Wageningen University, as well as
 Singapore Institute of Technology and two
 elite research institutes. Currently, they are
 developing innovative technology to
 reduce the price of plant-based meat
 ingredients and the production of
 plant-based proteins by almost 50 percent.
 • Rebellious Foods has been selling a single
 product for years, a plant-based chicken
 nugget, while streamlining its production
 processes. As a result, they eliminate a
 variety of off-the-shelf equipment,
 improving quality and speed, and cutting
 repair costs as well.

Cultural barriers and market perception of
plant based meat hinders growth

Aside from the above threats and challenges,
plant-based brands also face a few minor
concerns. It is restricted to a particular group
of people due to cultural barriers, so it is not
available to the whole world.
There may be perception issues in Asia that
hinder the growth of plant-based meat.
Chinese Buddhist followers tended to
consume plant-based meat or mock meat in
the past. Consumers are therefore led to
believe that it is a religious dish and cannot
be consumed by everyone. The appeal of
these traditional products is seen as limited to
a certain group of people because they serve
a specific purpose.

There is no relation between traditional mock meat and the current plant-based meat. The
plant-based meat sector in Asia needs to break free of the association with traditional
mock meats that are expected to be sold at low prices and carry historical baggage to
reach its full market potential. Brands should educate people about this fact and help
them learn about how plant-based meat is produced. Also going into partnerships with
prominent brands like Burger King and KFC can eradicate these barriers as foods from
these brands are already considered socially normal
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Despite the promising growth prospects the 
Global and Indian market is riddled with 
several deterrents. In this section we highlight 
some of the prominent challenges and 
strategies to overcome those to achieve 
transformative and sustained growth. 

Risk of market volatility and therefore future 
proofing plant based manufacturing is the 
need of the hour

Both start-ups and established market players 
must anticipate future supply or demand 
shocks, price fluctuations and other market 
uncertainties. Future-proofing is all about 
using flexible and scalable design strategies 
to protect against volatility and embracing 
new technologies and opportunities with 
minimal capital investment. Those who 
successfully future-proof their operations with 
flexible, innovation-friendly designs and 
processes will find this transition easier, faster, 
and more cost-effective.

Voluminous capital requirement and longer 
waits for financial returns could be a 
deterrent to getting the right investments

Due to the novelty of the plant based market, 
it is investment intensive especially for 
product development, R&D, ingredient 
sourcing. Without investment flowing in, it 
would be difficult to develop products that 
can compete with the animal market in terms 
of taste, texture, quality, shelf life or price 
parity. Especially for start-up companies in 

the plant-based industry, financing is a major 
challenge. Nevertheless, since the pandemic, a 
sudden shift has been seen in the flow of 
investments towards more sustainable and 
healthier foods. Investors are taking 
advantage of the trend to replace meat with 
sustainable alternatives or eliminate food 
waste. Venture capital firms are handling 
much of the investment in buildng ‘food of the 
future’. Investors are attracted by success of 
brands, such as Beyond Meat Inc., which has 
surged fivefold since its 2019 IPO. 
The lack of access to capital is a major issue 
in the Indian plant-based market scenario and 
it remains largely underfunded, preventing 
most brands from improving quality of their 
products, scale productions, or be price 
competitive. This is a major barrier to growth 
since Indian consumers are price-sensitive. 
However, in 2021 and 2022 various funds are 
emerging to solve these challenges 
• Ahimsa VC, India's first venture capital 

fund, launched funds targeting pre-seed 
and seed-stage brands in the plant-based 
sector. The aim is to accelerate the growth 
of local startup brands that are using 
advanced technology to build better 
solutions for the industry.

• The Lever VC Fund, a venture capital fund 
whose partners include Beyond Meat, has 
invested in early-stage plant-based and 
cell-cultivated meat startups around the 
world and has a portfolio of ten global 
companies. As of 2021, the Fund had 
capital commitments of around US$ 20 
Million and aims to generate around US$ 
42.4 Million by 2022.

• With support from GFI India, BIV and 
Ashika Group have launched a new 
focused investment fund and accelerator 
program. The funding will support and 
backup startups producing plant-based 
products, cultivated meats, and dairy 
alternatives.   

  
Product formulations to mimic the right taste 
and texture of meat and dairy products

Vegan consumers have few complaints about 
the appearance or texture of plant-based 
foods. As for flexitarians, who consume both 
animal-based and plant-based products, they 
will draw a comparison before deciding to 
switch to a plant-based burger over a chicken 
burger. 

Flexitarians evaluate plant-based products by 
focusing on taste, appearance, and texture 
and the bar is set high for plant based brands 
to produce products that can mimic animal 
products. This requires strong focus on novel 
techniques towards product development, 
improving functionality of ingredients, 
fortifying products with macro and micro 
nutrients to provide the same if not more 
nutritional value like animal products. 
One successful example of plant-based 
brands living up to the expectations of 
flexitarians is mock meat. The final texture of 
the product depends on how it's processed. 
Two of the most common technologies for 
turning vegetable protein into a layered and 
fibrous structure that closely resembles meat 
are "shear-cell" and "high-moisture extrusion." 
The result is a meaty bite.

There are now brands that can simulate meat 
colors before, during, and after cooking. The 
red color of fresh or rare beef can be 
replicated by using beet extract, soy 
leghemoglobin, and pomegranate powder. In 
terms of taste and texture, soy protein still 

ranks as the most meat-like protein. Pea 
protein, which has been popularized by 
Beyond Meat, is being used to simulate meat. 

A mouth-coating fat promotes juiciness, flavor 
release, and mouth-coating richness. Brands 
have been substituting coconut oil for animal 
fat. Coconut oil, however, melts at 
temperatures much lower than animal fat. A 
bite starts rich and juicy but quickly wears off. 
To address this problem, sunflower oil, water 
emulsions, and cultivated animal fats are 
being developed as replacements for animal 
fats.
• Beyond Meat was the first to introduce a 

plant-based, mock meat burger that 
bleeds. Beetroot juice imparts a meaty red 
color to the burgers, which contain 20g of 
pea protein per patty, potato starch, and 
coconut oil. 

• Wakao Foods is the latest company to 
enter the mock meat market in India. With 
jackfruits from Goa, the brand was able to 
replicate meat to the best of its ability. 

• ITC group in India has launched a host of 
plant-based meat products like nuggets 
and burger patties in the beginning of 
2022. These products mimic the taste of 
meat and are made using soya, pea and 
legumes.

Sourcing challenges

Currently, plant-based brands are concerned 
about sourcing issues regarding raw 
ingredients. In addition to farm production 
bottlenecks, demand fluctuations, labor 
shortages, and logistical issues with 
processing and transportation, many brand 
owners are afflicted by pandemic-related 
sourcing issues. For emerging Plant-based 
concepts, this presented a serious challenge 
since ingredient sourcing is highly customized 
and inherently more challenging.

Environmental conditions, such as drought or 
flooding, can destroy crops and lead to a 
shortage of raw ingredients. For plant-based 
brands, this can be a big loss. For example, 
drought conditions in 2021 caused oat 
harvests in North America to reach 
near-record lows, jeopardizing the supply of 
an ingredient used in plant-based milk brand, 
Oatly. The supply crisis has also been 
exacerbated by issues with railroad shipping. 
As a result, Oatly has expanded its sourcing 
options after poor harvest conditions limited 
oat production. The plant-based milk 
producer has increased its prices to offset 
higher raw material costs worldwide. This 
might be challenging for the brand in a price 
competitive market.

To offset such challenges, brand owners need 
to diversify their ingredient profile, at the same 
time form cooperatives with farmers in order 
to source sustainably.

• Odd Burger, which uses ingredients such 
as wheat, soybeans, beans, lentils, and 
oats, is another example of an ingredient 
profile that is "simple and abundant." This 
company never had any issues with 
sourcing even during the pandemic as it 
sources all its non-GMO ingredients from 
Canadian organic farmers, which include 
coconut milk, chickpeas, and organic soy 
or oat milk for its sauces.

• Evo Foods, in India, has recently moved 
towards using widely available ingredients 
like legumes for their plant-based liquid 
egg.

Supply chain/logistics challenges

IIn the organic supply chain, regulations have 
long been in place for handling produce, such 
as cargo tracking, temperature controls, and 
supply and demand planning software. In such 
a case, the product can be tracked from farm 
to table and, in the event of a recall, tracked 

back to the source. However, meat 
alternatives, combining plant-based 
ingredients, have raised new food safety 
concerns for supply chain organizations 
handling these products. There are critical 
considerations regarding the storage and 
processing of meat alternatives. These 
considerations include how to handle each 
ingredient in the products, and how to identify 
contamination or temperature control of the 
products, which lead to waste and spoilage. 

The lack of cold chain logistics is one of the 
most important factors hindering the growth 
of Indian plant-based brands. The Indian 
market is still warming up to a variety of 
products that require temperature-controlled 
environments. There are no low-cost 
temperature-controlled transport options for 
alternative dairy products, particularly 
plant-based ice creams. As a result, 
companies find it difficult to expand into new 
states and retail outlets.

Turning to intelligent packaging options and 
innovative technologies is one way to improve 
logistics. Tracking and tracing, temperature 
control and spoilage alerts can be 
accomplished with various intelligent labels 
and tags. In addition, digitized containers 
equipped with AI can help to keep food cold 
and preserve it for a long time.

• In India, Superplum, a provider of 
supply-chain solutions for plant-based 
brands, offers an innovative solution for 
cold storage of fruits and vegetables 
called the Fresherator, which has proven to 
be very effective in the cold storage of 
fresh produce. Powered by AI and IoT, the 
container can be attached to any 24-foot 
truck. It can transport up to seven tonnes 
of farm products and keep them fresh for 
up to four weeks at a time. 

• GoodDot from India improved their 
logistics by shifting to full truck loads from 

partial truck loads. The stocks in their 
regional warehouses in different states 
were taken care of by the central 
warehouse. A spoke model was also 
implemented to fulfill the stocks in the 
regional warehouse directly from the 
factories, to reduce costs and meet the 
excess demand.

• By using RFID labels, brands can track 
products down the supply chain 
automatically, preventing counterfeit 
goods, improving food safety and security, 
and adding traceability to plant-based 
products. 

High production/operations cost, limited
infrastructure leading to premium pricing

Operational and production costs are quite
high for plant-based products. These factors
directly affect the price of the product.
Plant-based meat companies also have limited
infrastructure due to their current size. They
lack equipment, facility design, manufacturing
capabilities, and other technologies.
Compared to the size of the manufacturing
facilities for animal-based meat products,
plant-based meat players' facilities resemble
boutiques. As a result, plant-based meat will
remain a premium product until costs are
reduced, and this will also hinder brands from
achieving economies of scale.

Plant-based meat is believed to be more
expensive due to the costs associated with
R&D, ingredient sourcing and so far, most
companies in this field have relied on venture
capital to finance their operations, which
further increases their costs. Adopting
innovative technology that reduces work time
and workload with increased efficiency is the
most effective way to deal with these
difficulties. Also scaling up productions is a
way to optimize on costs which would mean
finding the right demand markets as well.
Furthermore, enhanced R&D can lead to newer

options in the production cycle, which can
reduce production costs.

• Two of the world's most popular
 plant-based products, Impossible Foods,
 and Beyond Meat, have announced official
 plans to lower their prices. To achieve this
 goal, the company planned to open more
 manufacturing facilities and optimize 
 production. Impossible even to offer a 15
 percent price reduction.
• Plant & Bean. based out of the UK,
 partners with Griffith Foods, Gushen, and
 Wageningen University, as well as
 Singapore Institute of Technology and two
 elite research institutes. Currently, they are
 developing innovative technology to
 reduce the price of plant-based meat
 ingredients and the production of
 plant-based proteins by almost 50 percent.
 • Rebellious Foods has been selling a single
 product for years, a plant-based chicken
 nugget, while streamlining its production
 processes. As a result, they eliminate a
 variety of off-the-shelf equipment,
 improving quality and speed, and cutting
 repair costs as well.

Cultural barriers and market perception of
plant based meat hinders growth

Aside from the above threats and challenges,
plant-based brands also face a few minor
concerns. It is restricted to a particular group
of people due to cultural barriers, so it is not
available to the whole world.
There may be perception issues in Asia that
hinder the growth of plant-based meat.
Chinese Buddhist followers tended to
consume plant-based meat or mock meat in
the past. Consumers are therefore led to
believe that it is a religious dish and cannot
be consumed by everyone. The appeal of
these traditional products is seen as limited to
a certain group of people because they serve
a specific purpose.

There is no relation between traditional mock meat and the current plant-based meat. The
plant-based meat sector in Asia needs to break free of the association with traditional
mock meats that are expected to be sold at low prices and carry historical baggage to
reach its full market potential. Brands should educate people about this fact and help
them learn about how plant-based meat is produced. Also going into partnerships with
prominent brands like Burger King and KFC can eradicate these barriers as foods from
these brands are already considered socially normal
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Despite the promising growth prospects the 
Global and Indian market is riddled with 
several deterrents. In this section we highlight 
some of the prominent challenges and 
strategies to overcome those to achieve 
transformative and sustained growth. 

Risk of market volatility and therefore future 
proofing plant based manufacturing is the 
need of the hour

Both start-ups and established market players 
must anticipate future supply or demand 
shocks, price fluctuations and other market 
uncertainties. Future-proofing is all about 
using flexible and scalable design strategies 
to protect against volatility and embracing 
new technologies and opportunities with 
minimal capital investment. Those who 
successfully future-proof their operations with 
flexible, innovation-friendly designs and 
processes will find this transition easier, faster, 
and more cost-effective.

Voluminous capital requirement and longer 
waits for financial returns could be a 
deterrent to getting the right investments

Due to the novelty of the plant based market, 
it is investment intensive especially for 
product development, R&D, ingredient 
sourcing. Without investment flowing in, it 
would be difficult to develop products that 
can compete with the animal market in terms 
of taste, texture, quality, shelf life or price 
parity. Especially for start-up companies in 

the plant-based industry, financing is a major 
challenge. Nevertheless, since the pandemic, a 
sudden shift has been seen in the flow of 
investments towards more sustainable and 
healthier foods. Investors are taking 
advantage of the trend to replace meat with 
sustainable alternatives or eliminate food 
waste. Venture capital firms are handling 
much of the investment in buildng ‘food of the 
future’. Investors are attracted by success of 
brands, such as Beyond Meat Inc., which has 
surged fivefold since its 2019 IPO. 
The lack of access to capital is a major issue 
in the Indian plant-based market scenario and 
it remains largely underfunded, preventing 
most brands from improving quality of their 
products, scale productions, or be price 
competitive. This is a major barrier to growth 
since Indian consumers are price-sensitive. 
However, in 2021 and 2022 various funds are 
emerging to solve these challenges 
• Ahimsa VC, India's first venture capital 

fund, launched funds targeting pre-seed 
and seed-stage brands in the plant-based 
sector. The aim is to accelerate the growth 
of local startup brands that are using 
advanced technology to build better 
solutions for the industry.

• The Lever VC Fund, a venture capital fund 
whose partners include Beyond Meat, has 
invested in early-stage plant-based and 
cell-cultivated meat startups around the 
world and has a portfolio of ten global 
companies. As of 2021, the Fund had 
capital commitments of around US$ 20 
Million and aims to generate around US$ 
42.4 Million by 2022.

• With support from GFI India, BIV and 
Ashika Group have launched a new 
focused investment fund and accelerator 
program. The funding will support and 
backup startups producing plant-based 
products, cultivated meats, and dairy 
alternatives.   

  
Product formulations to mimic the right taste 
and texture of meat and dairy products

Vegan consumers have few complaints about 
the appearance or texture of plant-based 
foods. As for flexitarians, who consume both 
animal-based and plant-based products, they 
will draw a comparison before deciding to 
switch to a plant-based burger over a chicken 
burger. 

Flexitarians evaluate plant-based products by 
focusing on taste, appearance, and texture 
and the bar is set high for plant based brands 
to produce products that can mimic animal 
products. This requires strong focus on novel 
techniques towards product development, 
improving functionality of ingredients, 
fortifying products with macro and micro 
nutrients to provide the same if not more 
nutritional value like animal products. 
One successful example of plant-based 
brands living up to the expectations of 
flexitarians is mock meat. The final texture of 
the product depends on how it's processed. 
Two of the most common technologies for 
turning vegetable protein into a layered and 
fibrous structure that closely resembles meat 
are "shear-cell" and "high-moisture extrusion." 
The result is a meaty bite.

There are now brands that can simulate meat 
colors before, during, and after cooking. The 
red color of fresh or rare beef can be 
replicated by using beet extract, soy 
leghemoglobin, and pomegranate powder. In 
terms of taste and texture, soy protein still 

ranks as the most meat-like protein. Pea 
protein, which has been popularized by 
Beyond Meat, is being used to simulate meat. 

A mouth-coating fat promotes juiciness, flavor 
release, and mouth-coating richness. Brands 
have been substituting coconut oil for animal 
fat. Coconut oil, however, melts at 
temperatures much lower than animal fat. A 
bite starts rich and juicy but quickly wears off. 
To address this problem, sunflower oil, water 
emulsions, and cultivated animal fats are 
being developed as replacements for animal 
fats.
• Beyond Meat was the first to introduce a 

plant-based, mock meat burger that 
bleeds. Beetroot juice imparts a meaty red 
color to the burgers, which contain 20g of 
pea protein per patty, potato starch, and 
coconut oil. 

• Wakao Foods is the latest company to 
enter the mock meat market in India. With 
jackfruits from Goa, the brand was able to 
replicate meat to the best of its ability. 

• ITC group in India has launched a host of 
plant-based meat products like nuggets 
and burger patties in the beginning of 
2022. These products mimic the taste of 
meat and are made using soya, pea and 
legumes.

Sourcing challenges

Currently, plant-based brands are concerned 
about sourcing issues regarding raw 
ingredients. In addition to farm production 
bottlenecks, demand fluctuations, labor 
shortages, and logistical issues with 
processing and transportation, many brand 
owners are afflicted by pandemic-related 
sourcing issues. For emerging Plant-based 
concepts, this presented a serious challenge 
since ingredient sourcing is highly customized 
and inherently more challenging.

Environmental conditions, such as drought or 
flooding, can destroy crops and lead to a 
shortage of raw ingredients. For plant-based 
brands, this can be a big loss. For example, 
drought conditions in 2021 caused oat 
harvests in North America to reach 
near-record lows, jeopardizing the supply of 
an ingredient used in plant-based milk brand, 
Oatly. The supply crisis has also been 
exacerbated by issues with railroad shipping. 
As a result, Oatly has expanded its sourcing 
options after poor harvest conditions limited 
oat production. The plant-based milk 
producer has increased its prices to offset 
higher raw material costs worldwide. This 
might be challenging for the brand in a price 
competitive market.

To offset such challenges, brand owners need 
to diversify their ingredient profile, at the same 
time form cooperatives with farmers in order 
to source sustainably.

• Odd Burger, which uses ingredients such 
as wheat, soybeans, beans, lentils, and 
oats, is another example of an ingredient 
profile that is "simple and abundant." This 
company never had any issues with 
sourcing even during the pandemic as it 
sources all its non-GMO ingredients from 
Canadian organic farmers, which include 
coconut milk, chickpeas, and organic soy 
or oat milk for its sauces.

• Evo Foods, in India, has recently moved 
towards using widely available ingredients 
like legumes for their plant-based liquid 
egg.

Supply chain/logistics challenges

IIn the organic supply chain, regulations have 
long been in place for handling produce, such 
as cargo tracking, temperature controls, and 
supply and demand planning software. In such 
a case, the product can be tracked from farm 
to table and, in the event of a recall, tracked 

back to the source. However, meat 
alternatives, combining plant-based 
ingredients, have raised new food safety 
concerns for supply chain organizations 
handling these products. There are critical 
considerations regarding the storage and 
processing of meat alternatives. These 
considerations include how to handle each 
ingredient in the products, and how to identify 
contamination or temperature control of the 
products, which lead to waste and spoilage. 

The lack of cold chain logistics is one of the 
most important factors hindering the growth 
of Indian plant-based brands. The Indian 
market is still warming up to a variety of 
products that require temperature-controlled 
environments. There are no low-cost 
temperature-controlled transport options for 
alternative dairy products, particularly 
plant-based ice creams. As a result, 
companies find it difficult to expand into new 
states and retail outlets.

Turning to intelligent packaging options and 
innovative technologies is one way to improve 
logistics. Tracking and tracing, temperature 
control and spoilage alerts can be 
accomplished with various intelligent labels 
and tags. In addition, digitized containers 
equipped with AI can help to keep food cold 
and preserve it for a long time.

• In India, Superplum, a provider of 
supply-chain solutions for plant-based 
brands, offers an innovative solution for 
cold storage of fruits and vegetables 
called the Fresherator, which has proven to 
be very effective in the cold storage of 
fresh produce. Powered by AI and IoT, the 
container can be attached to any 24-foot 
truck. It can transport up to seven tonnes 
of farm products and keep them fresh for 
up to four weeks at a time. 

• GoodDot from India improved their 
logistics by shifting to full truck loads from 

partial truck loads. The stocks in their 
regional warehouses in different states 
were taken care of by the central 
warehouse. A spoke model was also 
implemented to fulfill the stocks in the 
regional warehouse directly from the 
factories, to reduce costs and meet the 
excess demand.

• By using RFID labels, brands can track 
products down the supply chain 
automatically, preventing counterfeit 
goods, improving food safety and security, 
and adding traceability to plant-based 
products. 

High production/operations cost, limited
infrastructure leading to premium pricing

Operational and production costs are quite
high for plant-based products. These factors
directly affect the price of the product.
Plant-based meat companies also have limited
infrastructure due to their current size. They
lack equipment, facility design, manufacturing
capabilities, and other technologies.
Compared to the size of the manufacturing
facilities for animal-based meat products,
plant-based meat players' facilities resemble
boutiques. As a result, plant-based meat will
remain a premium product until costs are
reduced, and this will also hinder brands from
achieving economies of scale.

Plant-based meat is believed to be more
expensive due to the costs associated with
R&D, ingredient sourcing and so far, most
companies in this field have relied on venture
capital to finance their operations, which
further increases their costs. Adopting
innovative technology that reduces work time
and workload with increased efficiency is the
most effective way to deal with these
difficulties. Also scaling up productions is a
way to optimize on costs which would mean
finding the right demand markets as well.
Furthermore, enhanced R&D can lead to newer

options in the production cycle, which can
reduce production costs.

• Two of the world's most popular
 plant-based products, Impossible Foods,
 and Beyond Meat, have announced official
 plans to lower their prices. To achieve this
 goal, the company planned to open more
 manufacturing facilities and optimize 
 production. Impossible even to offer a 15
 percent price reduction.
• Plant & Bean. based out of the UK,
 partners with Griffith Foods, Gushen, and
 Wageningen University, as well as
 Singapore Institute of Technology and two
 elite research institutes. Currently, they are
 developing innovative technology to
 reduce the price of plant-based meat
 ingredients and the production of
 plant-based proteins by almost 50 percent.
 • Rebellious Foods has been selling a single
 product for years, a plant-based chicken
 nugget, while streamlining its production
 processes. As a result, they eliminate a
 variety of off-the-shelf equipment,
 improving quality and speed, and cutting
 repair costs as well.

Cultural barriers and market perception of
plant based meat hinders growth

Aside from the above threats and challenges,
plant-based brands also face a few minor
concerns. It is restricted to a particular group
of people due to cultural barriers, so it is not
available to the whole world.
There may be perception issues in Asia that
hinder the growth of plant-based meat.
Chinese Buddhist followers tended to
consume plant-based meat or mock meat in
the past. Consumers are therefore led to
believe that it is a religious dish and cannot
be consumed by everyone. The appeal of
these traditional products is seen as limited to
a certain group of people because they serve
a specific purpose.

There is no relation between traditional mock meat and the current plant-based meat. The
plant-based meat sector in Asia needs to break free of the association with traditional
mock meats that are expected to be sold at low prices and carry historical baggage to
reach its full market potential. Brands should educate people about this fact and help
them learn about how plant-based meat is produced. Also going into partnerships with
prominent brands like Burger King and KFC can eradicate these barriers as foods from
these brands are already considered socially normal

 

The Plant Based Revolution



Despite the promising growth prospects the 
Global and Indian market is riddled with 
several deterrents. In this section we highlight 
some of the prominent challenges and 
strategies to overcome those to achieve 
transformative and sustained growth. 

Risk of market volatility and therefore future 
proofing plant based manufacturing is the 
need of the hour

Both start-ups and established market players 
must anticipate future supply or demand 
shocks, price fluctuations and other market 
uncertainties. Future-proofing is all about 
using flexible and scalable design strategies 
to protect against volatility and embracing 
new technologies and opportunities with 
minimal capital investment. Those who 
successfully future-proof their operations with 
flexible, innovation-friendly designs and 
processes will find this transition easier, faster, 
and more cost-effective.

Voluminous capital requirement and longer 
waits for financial returns could be a 
deterrent to getting the right investments

Due to the novelty of the plant based market, 
it is investment intensive especially for 
product development, R&D, ingredient 
sourcing. Without investment flowing in, it 
would be difficult to develop products that 
can compete with the animal market in terms 
of taste, texture, quality, shelf life or price 
parity. Especially for start-up companies in 

the plant-based industry, financing is a major 
challenge. Nevertheless, since the pandemic, a 
sudden shift has been seen in the flow of 
investments towards more sustainable and 
healthier foods. Investors are taking 
advantage of the trend to replace meat with 
sustainable alternatives or eliminate food 
waste. Venture capital firms are handling 
much of the investment in buildng ‘food of the 
future’. Investors are attracted by success of 
brands, such as Beyond Meat Inc., which has 
surged fivefold since its 2019 IPO. 
The lack of access to capital is a major issue 
in the Indian plant-based market scenario and 
it remains largely underfunded, preventing 
most brands from improving quality of their 
products, scale productions, or be price 
competitive. This is a major barrier to growth 
since Indian consumers are price-sensitive. 
However, in 2021 and 2022 various funds are 
emerging to solve these challenges 
• Ahimsa VC, India's first venture capital 

fund, launched funds targeting pre-seed 
and seed-stage brands in the plant-based 
sector. The aim is to accelerate the growth 
of local startup brands that are using 
advanced technology to build better 
solutions for the industry.

• The Lever VC Fund, a venture capital fund 
whose partners include Beyond Meat, has 
invested in early-stage plant-based and 
cell-cultivated meat startups around the 
world and has a portfolio of ten global 
companies. As of 2021, the Fund had 
capital commitments of around US$ 20 
Million and aims to generate around US$ 
42.4 Million by 2022.

• With support from GFI India, BIV and 
Ashika Group have launched a new 
focused investment fund and accelerator 
program. The funding will support and 
backup startups producing plant-based 
products, cultivated meats, and dairy 
alternatives.   

  
Product formulations to mimic the right taste 
and texture of meat and dairy products

Vegan consumers have few complaints about 
the appearance or texture of plant-based 
foods. As for flexitarians, who consume both 
animal-based and plant-based products, they 
will draw a comparison before deciding to 
switch to a plant-based burger over a chicken 
burger. 

Flexitarians evaluate plant-based products by 
focusing on taste, appearance, and texture 
and the bar is set high for plant based brands 
to produce products that can mimic animal 
products. This requires strong focus on novel 
techniques towards product development, 
improving functionality of ingredients, 
fortifying products with macro and micro 
nutrients to provide the same if not more 
nutritional value like animal products. 
One successful example of plant-based 
brands living up to the expectations of 
flexitarians is mock meat. The final texture of 
the product depends on how it's processed. 
Two of the most common technologies for 
turning vegetable protein into a layered and 
fibrous structure that closely resembles meat 
are "shear-cell" and "high-moisture extrusion." 
The result is a meaty bite.

There are now brands that can simulate meat 
colors before, during, and after cooking. The 
red color of fresh or rare beef can be 
replicated by using beet extract, soy 
leghemoglobin, and pomegranate powder. In 
terms of taste and texture, soy protein still 

ranks as the most meat-like protein. Pea 
protein, which has been popularized by 
Beyond Meat, is being used to simulate meat. 

A mouth-coating fat promotes juiciness, flavor 
release, and mouth-coating richness. Brands 
have been substituting coconut oil for animal 
fat. Coconut oil, however, melts at 
temperatures much lower than animal fat. A 
bite starts rich and juicy but quickly wears off. 
To address this problem, sunflower oil, water 
emulsions, and cultivated animal fats are 
being developed as replacements for animal 
fats.
• Beyond Meat was the first to introduce a 

plant-based, mock meat burger that 
bleeds. Beetroot juice imparts a meaty red 
color to the burgers, which contain 20g of 
pea protein per patty, potato starch, and 
coconut oil. 

• Wakao Foods is the latest company to 
enter the mock meat market in India. With 
jackfruits from Goa, the brand was able to 
replicate meat to the best of its ability. 

• ITC group in India has launched a host of 
plant-based meat products like nuggets 
and burger patties in the beginning of 
2022. These products mimic the taste of 
meat and are made using soya, pea and 
legumes.

Sourcing challenges

Currently, plant-based brands are concerned 
about sourcing issues regarding raw 
ingredients. In addition to farm production 
bottlenecks, demand fluctuations, labor 
shortages, and logistical issues with 
processing and transportation, many brand 
owners are afflicted by pandemic-related 
sourcing issues. For emerging Plant-based 
concepts, this presented a serious challenge 
since ingredient sourcing is highly customized 
and inherently more challenging.

Environmental conditions, such as drought or 
flooding, can destroy crops and lead to a 
shortage of raw ingredients. For plant-based 
brands, this can be a big loss. For example, 
drought conditions in 2021 caused oat 
harvests in North America to reach 
near-record lows, jeopardizing the supply of 
an ingredient used in plant-based milk brand, 
Oatly. The supply crisis has also been 
exacerbated by issues with railroad shipping. 
As a result, Oatly has expanded its sourcing 
options after poor harvest conditions limited 
oat production. The plant-based milk 
producer has increased its prices to offset 
higher raw material costs worldwide. This 
might be challenging for the brand in a price 
competitive market.

To offset such challenges, brand owners need 
to diversify their ingredient profile, at the same 
time form cooperatives with farmers in order 
to source sustainably.

• Odd Burger, which uses ingredients such 
as wheat, soybeans, beans, lentils, and 
oats, is another example of an ingredient 
profile that is "simple and abundant." This 
company never had any issues with 
sourcing even during the pandemic as it 
sources all its non-GMO ingredients from 
Canadian organic farmers, which include 
coconut milk, chickpeas, and organic soy 
or oat milk for its sauces.

• Evo Foods, in India, has recently moved 
towards using widely available ingredients 
like legumes for their plant-based liquid 
egg.

Supply chain/logistics challenges

IIn the organic supply chain, regulations have 
long been in place for handling produce, such 
as cargo tracking, temperature controls, and 
supply and demand planning software. In such 
a case, the product can be tracked from farm 
to table and, in the event of a recall, tracked 

back to the source. However, meat 
alternatives, combining plant-based 
ingredients, have raised new food safety 
concerns for supply chain organizations 
handling these products. There are critical 
considerations regarding the storage and 
processing of meat alternatives. These 
considerations include how to handle each 
ingredient in the products, and how to identify 
contamination or temperature control of the 
products, which lead to waste and spoilage. 

The lack of cold chain logistics is one of the 
most important factors hindering the growth 
of Indian plant-based brands. The Indian 
market is still warming up to a variety of 
products that require temperature-controlled 
environments. There are no low-cost 
temperature-controlled transport options for 
alternative dairy products, particularly 
plant-based ice creams. As a result, 
companies find it difficult to expand into new 
states and retail outlets.

Turning to intelligent packaging options and 
innovative technologies is one way to improve 
logistics. Tracking and tracing, temperature 
control and spoilage alerts can be 
accomplished with various intelligent labels 
and tags. In addition, digitized containers 
equipped with AI can help to keep food cold 
and preserve it for a long time.

• In India, Superplum, a provider of 
supply-chain solutions for plant-based 
brands, offers an innovative solution for 
cold storage of fruits and vegetables 
called the Fresherator, which has proven to 
be very effective in the cold storage of 
fresh produce. Powered by AI and IoT, the 
container can be attached to any 24-foot 
truck. It can transport up to seven tonnes 
of farm products and keep them fresh for 
up to four weeks at a time. 

• GoodDot from India improved their 
logistics by shifting to full truck loads from 

partial truck loads. The stocks in their 
regional warehouses in different states 
were taken care of by the central 
warehouse. A spoke model was also 
implemented to fulfill the stocks in the 
regional warehouse directly from the 
factories, to reduce costs and meet the 
excess demand.

• By using RFID labels, brands can track 
products down the supply chain 
automatically, preventing counterfeit 
goods, improving food safety and security, 
and adding traceability to plant-based 
products. 

High production/operations cost, limited
infrastructure leading to premium pricing

Operational and production costs are quite
high for plant-based products. These factors
directly affect the price of the product.
Plant-based meat companies also have limited
infrastructure due to their current size. They
lack equipment, facility design, manufacturing
capabilities, and other technologies.
Compared to the size of the manufacturing
facilities for animal-based meat products,
plant-based meat players' facilities resemble
boutiques. As a result, plant-based meat will
remain a premium product until costs are
reduced, and this will also hinder brands from
achieving economies of scale.

Plant-based meat is believed to be more
expensive due to the costs associated with
R&D, ingredient sourcing and so far, most
companies in this field have relied on venture
capital to finance their operations, which
further increases their costs. Adopting
innovative technology that reduces work time
and workload with increased efficiency is the
most effective way to deal with these
difficulties. Also scaling up productions is a
way to optimize on costs which would mean
finding the right demand markets as well.
Furthermore, enhanced R&D can lead to newer

options in the production cycle, which can
reduce production costs.

• Two of the world's most popular
 plant-based products, Impossible Foods,
 and Beyond Meat, have announced official
 plans to lower their prices. To achieve this
 goal, the company planned to open more
 manufacturing facilities and optimize 
 production. Impossible even to offer a 15
 percent price reduction.
• Plant & Bean. based out of the UK,
 partners with Griffith Foods, Gushen, and
 Wageningen University, as well as
 Singapore Institute of Technology and two
 elite research institutes. Currently, they are
 developing innovative technology to
 reduce the price of plant-based meat
 ingredients and the production of
 plant-based proteins by almost 50 percent.
 • Rebellious Foods has been selling a single
 product for years, a plant-based chicken
 nugget, while streamlining its production
 processes. As a result, they eliminate a
 variety of off-the-shelf equipment,
 improving quality and speed, and cutting
 repair costs as well.

Cultural barriers and market perception of
plant based meat hinders growth

Aside from the above threats and challenges,
plant-based brands also face a few minor
concerns. It is restricted to a particular group
of people due to cultural barriers, so it is not
available to the whole world.
There may be perception issues in Asia that
hinder the growth of plant-based meat.
Chinese Buddhist followers tended to
consume plant-based meat or mock meat in
the past. Consumers are therefore led to
believe that it is a religious dish and cannot
be consumed by everyone. The appeal of
these traditional products is seen as limited to
a certain group of people because they serve
a specific purpose.

There is no relation between traditional mock meat and the current plant-based meat. The
plant-based meat sector in Asia needs to break free of the association with traditional
mock meats that are expected to be sold at low prices and carry historical baggage to
reach its full market potential. Brands should educate people about this fact and help
them learn about how plant-based meat is produced. Also going into partnerships with
prominent brands like Burger King and KFC can eradicate these barriers as foods from
these brands are already considered socially normal

 

The Plant Based Revolution



Concluding 
Statement

Transformation of the Global food system is underway to become more sustainable and the 
plant based industry is the fulcrum. This industry will see a breakthrough with innovation in 
categories and product formats, and as production processes and technologies are scaled up. 
Market players and disruptors will be the main catalyst of this change driving and almost 
inspiring consumers towards a shifting diet based on plant derived food.  The socially responsi-
ble consumer of today is also inspired by the social, and economic impact this industry has on 
the future of our planet and are shifting to a flexitarian diet faster than we can imagine. This is 
just the beginning of the strong and sustained growth forecast for this industry! However, 
growth can be a difficult process and like any industry it is important to understand the hurdles 
and how to successfully overcome those for transformative growth. 
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• Vegan Yogurt Market
• Vegan Pasta Market
• Plant Based Ice-Creams Market
• Plant Based Pork Market
• Vegan Protein Bars Market
• Vegan Supplements Market
• Plant-based Milk Market
• Plant Based Beef Market
• Plant Based Tuna Market
• Plant Based Burger Market
• Plant-based Eggs Market
• Plant based packaging Market
• Plant based protein beverages Market
• Plant based food colours Market

Future Market Insights Research 
Publications on Plant Based Market

The Plant Based Revolution

https://www.futuremarketinsights.com/reports/vegan-yogurt-market
https://www.futuremarketinsights.com/reports/vegan-pasta-market
https://www.futuremarketinsights.com/reports/plant-based-ice-creams-market
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https://www.futuremarketinsights.com/reports/plant-based-food-colors-market
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Sanjay Sethi

Sudip Saha

Executive Director, 
Plant Based Foods Industry Association

“The Indian plant-based industry will see explosive 
growth with a significant surge foreseen in fresh 
investments, new product development, and ingredient 
innovation.  We can work together to ride the wave 
and be vital global contributors”

Chief Executive Officer
FMI

“By 2035, ~20% of meat, eggs, and dairy eaten around the world 
is expected to be plant based. The shift towards plant based diet 
is evident and inevitable to create a smarter and sustainable 
global food system”
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