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Meat/fish meals were up 24% in August compared to the
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In September, Asda hit headlines by they want to increase annual sales of
announcing they will become the first UK vegan meai' and dairy alternatives.
supermarket to launch an ambient vegan aisle. five-fold within seven years — reaching
€1bn (£900m) by 2027,

In the same month, Applewood vegan cheese
became the second most searched for vegan In December, research by Applewood found
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In October, Veganuary sign-ups
hit the milestone achievement of

one million
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