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Introduction

Establishing a new market category is a complex process, and raising awareness is the
foundational step towards success. In India, plant-based meat is still in its infancy,
with only 27% of early adopters familiar with the concept and just 11% having tried
these products, according to recent data from GFI India. Penetrating the Indian
market presents unique challenges—cultural factors, limited consumer demand,
and perceptions around processed foods—that contribute to slower adoption rates.

In many international markets, plant-based meats have gained momentum through food
service outlets before entering home kitchens. The food service industry in India—expected
to grow at a compound annual rate of 8.1% through 2028—offers an invaluable platform to
introduce and popularise plant-based meat in a similar fashion. To unlock this potential, GFI
India conducted a qualitative study, interacting with key stakeholders in India’s food service
sector, from chefs and restaurant founders to marketers and industry leaders. Through in-
depth interviews, this study explores levels of awareness, individual experiences, and future
expectations of plant-based meats and provides actionable insights to foster effective
collaborations with food service brands.

Findings from this study underscore the importance of positioning plant-based meat
as a compelling, indulgent, and resonant menu option tailored to each food service
establishment’s culinary style. This report aims to guide manufacturers and brands of
plant-based meat looking to build lasting partnerships within the food service industry,
paving the way for greater consumer adoption and a more sustainable food future.

RESEARCH METHODOLOGY
What are the key information areas covered?

Awareness and perception of plant-based meats within the food service industry.

Experiences of and challenges faced by food service establishments currently offering
plant-based options.

Barriers and reservations preventing food service establishments from offering plant-
based options, including factors like consumer demand, cost, and brand alignment.

Expectations from plant-based meat brands including product quality, pricing, sourcing
reliability, and marketing support.

Collaboration opportunities for incorporating plant-based meat into diverse menus,
highlighting potential benefits for chefs and business owners.

By gathering insights from both ends of the spectrum of food service establishments—those
with and without plant-based options—this study aims to provide actionable recommendations
for plant-based meat brands looking to build stronger partnerships with the food service sector
and wider consumer adoption of these products by the Indian market.
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What was the methodology used?

This study was structured in two phases, beginning with identifying a diverse set of food
service establishments, followed by conducting in-depth interviews with the food service
establishments identified.

Phase 1: Creating the database of food service establishments

It was important to understand the experience and challenges faced by food service
establishments that offer plant-based meats and barriers to trying plant-based meat for those
who don’t. To meet this objective, this database development was done in 2 steps:

1. Identify food service establishments that currently serve plant-based
meat on their menu

Secondary research was conducted using web scraping tools to identify the food service
establishments that serve plant-based meat in the top eight metros. Restaurant menus across
Google, Zomato, Swiggy, and the websites of plant-based meat brand manufacturers were
scanned forthis purpose. This exerciseresultedinadatabase thatincludesamixof Quick Service
Restaurants (QSRs), casual and speciality dine-in locations, and fine dining establishments in
the top metros in India. Along with the details of the food service establishment, information
about the types of plant-based meat options on the menu, their average pricing, and positioning
were also captured in this database.

2. Identify significant food service establishments where plant-based meat is
currently not served but has the potential to create impact

Food service establishments that attract the cohort of early adopters but are not serving plant-
based meat were identified. Secondary research with filters like “restaurants with a national

presence,” “a chain of restaurants in a city or across cities,” “big QSRs,” and “food service
players with diverse cuisines” was conducted.

Phase 2: Conducting in-depth qualitative interviews with the
identified food service establishments

Inthesecond phase, in-depth qualitative interviews were conducted with selected respondents
from the compiled database. A discussion guide covering the key information areas mentioned
above was used for capturing insights. The sample consisted of 20 respondents, including
chefs, restaurant founders, and marketers across different regions and restaurant types. The
study also engaged with plant-based meat brands to capture their experience working with the
food service industry.
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Key Insights

Food service industry overview

The Indian food service industry is estimated to be the third biggest in the world by 2028,
trailing only the US and China. Dining out has become an integral part of the modern Indian
lifestyle, with the frequency growing from 6.6 times a month in 2019 to 7.9 times in 2024. This
growth is fuelled by lifestyle change, increased urbanisation, and the demand for convenience.
On the back of this increase in the frequency of eating out, which includes both dining out
and ordering in, the food service industry is poised to grow at an average CAGR of 8.1%
to reach INR 7.6 ftrillion by 2028 from INR 5.7 trillion in 2024. In this growth path, the
unorganised segment will shrink while the organised segment continues to grow. Contributing
43.8% in 2024, the organised segment is projected to reach 52.8% of sales by 2028.

The top nine cities (Figure 1) account for 60% of the total revenue, showcasing the
opportunity for plant-based meat brands to focus their efforts. All the key segments within
the food service industry are estimated to grow at a healthy pace, with cloud kitchens growing
the fastest. This highlights significant potential for plant-based meat brands to experiment
with different cuisines and expand their presence at food service establishments.
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Findings from GFI India’s food service database

Note: The primary objective of this exercise was to identify a sample of food service establishments
serving plant-based meat items on their menu for the qualitative interviews. Hence the data
represented here is not an exhaustive analysis of all the food service establishments in the
market, but a sample of 50+ outlets. Some of the key insights from the mapping exercise we
have done are: NN\
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I The top 3 metros accounted for the majority of the food service establishments that are
currently serving plant-based meat. Of the top 8 metros mapped as part of the exercise,
Mumbai, followed by Bangalore and Delhi, accounted for 75% of the food service
establishments serving plant-based meat at this point.
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Source: GFI India’s food service database

II  Ofallthe segments mapped, casual dining and cloud kitchens had higher penetration of
plant-based meat products. With the rise in food delivery services, cloud kitchens offer
enormous potential for the plant-based meat category.
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Source: GFI India’s food service database
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III On average, most food service establishments were serving four items of plant-based
meat on their menu. Cloud kitchens, casual dining, and cafes have a higher number of
plant-based meat items on the menu compared to fine dining, resto-bars, and QSRs.
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Source: GFI India’s food service database

IV Theaverage pricing of plant-based meat items on the menu is estimated to be around INR
399. A wide variation is seen in the average pricing of plant-based meat items depending
on the segment in which it is being served—ranging from INR 357 in the cloud kitchens to
INR 665 in fine dining establishments.
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Source: GFI India’s food service database
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V  Western formats and finger foods dominate the menus. Burgers, wraps, hot dogs, and
pizzas are the most common plant-based meat dishes at food service establishments.
Food service establishments can expand theirappeal by integrating plant-based meatinto
local and regional Indian cuisines and dishes, thereby tapping into a broader consumer

base.
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Source: GFI India’s food service database

VI Over half of the food service establishments have positioned their dishes as vegan,
followed by nearly a fourth that use plant-based terminology. Multiple consumer studies
by GFI India and others have shown that using plant-based has a wider appeal than the
vegan terminology. Increasingly, positioning dishes as high-protein and plant-based
protein is resonating with consumers. Taking the route of deprivation with terms like
meatless doesn’t appeal to consumers, particularly meat eaters who are seeking taste

and indulgence when dining out.
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Source: GFI India’s food service database
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Insights from the qualitative interviews

Key barriers to adoption in food service

I. Awareness and relevance of plant-based meat in consumer lives

A key reason cited by the majority of the food service establishments for not exploring
plant-based meat options in their menu is the lack of consumer demand. Few consumers
enquire or request for plant-based meat options when dining out. Consumer awareness
for plant-based meat as a category is low and among consumers who are familiar with the
category, there are questions raised on the relevance of the category in their lives. Meat eaters
choose their regular and favourite meat dishes, which are indulgent, filling, and satiating;
vegetarians and vegans also have sufficient options available on Indian restaurant menus.
Most food service establishments do not see adequate incentive in educating the consumers
and adding new plant-based meat items to the menu. The lack of consumer demand, along
with a diverse range of vegetarian, vegan, and meat options available on existing menus,
leads food service establishments to question the relevance of the category as a whole.

An increase in consumer demand is bound to encourage the food service industry to try
and experiment with plant-based meat dishes in their menus. In order to elevate this
demand, targeted education and strategic menu integration are crucial.

II. Educating chefs and the food service industry on plant-based meat
production and its health benefits

Over the last few years, awareness of plant-based meat among the food service industry has
improved. Most chefs are familiar with the category, but not everyone has adequate knowledge
about the process of making plant-based meat. A few of the chefs had questions like, “What
goes behind making plant-based meat?” “Is it too processed?” “Is it good for our consumers?”.
Brands that believe in using local, seasonal, and organic food ingredients consider plant-based
meats processed and not fit for their establishment’s ethos and target consumers.

Busting myths around the processed nature of plant-based meat along with creating
awareness about the ingredients, processes, and health benefits can help dispel some of
the misconceptions. Tying up with culinary schools or chef forums can also help educate
and create more awareness among chefs. Actively sharing information about ingredients,
allergens, etc. can further add to their education.
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Best practices for pitching to the food service industry

I. Conduct due diligence on the restaurant. Each one is different.

The core concept and target market for each food service establishment are different, and they
will always ensure that the new products they use on their menu are on brand. When pitching
or positioning your products, provide examples of how they would work in a dish that can
seamlessly fit into their menu and appeal to their core target market.

II. Understand the chef’s and business needs.

A majority of the chefs have busy schedules, and they don’t have adequate incentives to explore
wholly new categories like plant-based meat. Understanding the business needs of chefs
by researching the target audience they are catering to, their preferences, existing menus,
and tailoring your pitch accordingly has a higher probability of success than a generic pitch.
Customising products, recipes, pricing, and positioning to align with the unique needs of each
establishment and cuisine will maximise impact and adoption.

III. Prioritise taste.

Dining decisions are often driven by taste and indulgence rather than health benefits. While
features like protein and fibre are valued, they should complement—rather than replace—taste
as the primary selling point. While developing recipes for the food service industry, it is important
to prioritise taste, texture, and flavours over health and nutrition.

IV. Co-create recipes with chefs.

Chefs have extensive knowledge when it comes to creating recipes. A few chefs mentioned
experimenting and creating plant-based meat products at the restaurant level, as they weren’t
satisfied with the taste and texture of products available in the market. Collaborating with chefs
can help plant-based meat brands with inputs on improving the existing products and also to
co-create menu ideas and recipes for the food service industry. During the pitch process, co-
creating with chefs and tweaking the product based on their feedback can yield better results
and convince chefs to try the category.
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V. Leverage versatility to drive success.

Chefs prefer products that they can use as ingredients and create their own recipes rather than
ready-to-eat or cook formats. Base products that are neutral and versatile allow for creativity
and can be adapted to fit the chef’s style and menu design. Creating multiple menu items using
one base product also helps them with efficient operations. For example, conventional minced
meat as a format is neutral and can be used to create multiple recipes like keema, kofta, burger
patties, and momos. Among the products in the market, chunks and minced meat (keema) are
the preferred formats of plant-based meat. According to chefs, these two products can be used
nearly as efficiently as their animal-derived counterparts in creating multiple menu items. Some
chefs also prefer shelf-stable products due to limited refrigerator space.

Opportunities for effective collaboration

I. Look for segments where there is a higher probability of success.

In the current landscape, plant-based meat has a higher probability of success in fine dining
and specialty restaurants compared to QSRs. The price premium of plant-based meat is not
a huge barrier here, as most of the other conventional meat and vegetarian products are also
priced high. Compared to the QSRs, these segments also provide more flexibility to play around
with diverse ingredients, recipes, and cooking times to get the taste closer to conventional meat
options.

II. Price products to meet the gross margins of the restaurant.

In India, prices of meat items on restaurant menus are always higher than vegetarian dishes.
While this is largely driven by the cost of ingredients, consumers also attribute higher value
to meat items, allowing food service establishments to place a premium on these dishes.
Pricing plant-based meat options at a premium to traditional meat is, therefore, a big barrier for
offtakes. Most food service establishments are comfortable pricing plant-based meat options at
par with other vegetarian dishes on the menu and expect similar pricing and margins from the
manufacturers.

III. Be flexible to negotiate MOQs and payment terms.

Due to the slow movement of plant-based meat items, restaurants often hold the products for
a longer time, which impacts their profitability. Openness to negotiate on the minimum order
guantities and payment terms by plant-based meat brands will encourage more food service
establishments to trial and experiment with plant-based meat products.
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IV. Ensure consistent and quality supply.

Food service establishments that have included or trialled plant-based meat options in their
menus have stated consistency in product sourcing as one of the challenges. There have
been instances where plant-based meat brands stopped supplying products without much
notice. Providing restaurants with adequate notice if shortages are expected and helping them
with alternative sources or contingency plans goes a long way in creating trust and efficient
partnerships with the food service industry.

V. Work together to market the products.

A lot of restaurants are promoting plant-based meat options as Chef specials on their menus
with indulgent descriptions. Besides the primary menus, working together with the restaurants
toadd some more marketing collateral to display on the tables and other spaces in the restaurant
helps with more visibility. Including these items in suggestions by the service staff while taking
orders can also encourage consumer trials.

VI. Be patient with the pitches. They take time to materialise.

Both plant-based meat brands and food service establishments agree that the journey from lead
generation to closing the pitch takes anywhere from 6 months to ayear. This includes the process
of getting in touch with multiple stakeholders (chefs, management, procurement), conducting
product and recipe trials, making multiple iterations to the product based on chef’s feedback to
suit the requirement of the food service establishment, and negotiating costs and margins. Most
plant-based meat brands that have seen success with food service establishments have been
persuasive and patient.
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\ooking Ahead

As the plant-based meat category finds its footing with Indian consumers, there is significant
potential for growth within the food service industry. Our research highlights that to succeed
in this market, plant-based meat brands must address a range of industry-specific needs to
overcome barriers. These include creating products that meet the high taste expectations of
diners, aligning price points with vegetarian menu items, and providing consistent supply. By
educating chefs on the health benefits and production processes of plant-based meat, plant-
based meat brands operating in the market can dispel common misconceptions and foster
greater acceptance.

Targeting fine dining and specialty restaurants that are more open to experimenting with
plant-based options may yield faster results. Additionally, co-creating recipes with chefs and
designing versatile base products—like minced meat and chunks that adapt well to different
cuisines—have higher chances of success, thereby encouraging wider adoption.

Looking ahead, a strategic, collaborative approach focused on building consumer demand and
educating stakeholders can unlock new avenues for plant-based meat in India’s food service
sector. With perseverance and strategic collaboration, food service establishments can become
catalysts for transforming consumer preferences and accelerating the adoption of plant-based
meat in the wider Indian retail market.



\\cknowledgements

We extend our heartfelt gratitude to everyone who contributed to the development of this
report, The Next Course: Reimagining Smart Protein. This project would not have been possible
without the invaluable support and insights from key stakeholders across India’s smart protein
and food service industries.

We are deeply thankful to the chefs, restaurant founders, plant-based manufacturers, and
industry leaders who generously shared their experiences, challenges, and aspirations. Your
input has been instrumental in uncovering actionable strategies for advancing plant-based
meats within India’s dynamic food service sector.

We would also like to thank our readers for engaging with this critical conversation about
sustainability and innovation in the food industry. We hope this report serves as a catalyst for
transformative collaborations and impactful change.



ﬁ Good Food
8 Institute India

About the authors

Rajvalakshmi G.
Market and Consumer Insights Advisor

Rajyalakshmi focuses on creating and executing consumer research that can meaningfully
drive the smart protein market forward. She brings over 16 years of experience working with
stalwart Indian and international consumer brands and F&B giants. Rajyalakshmi works on
identifying the market potential of alternative proteins in India. She expertly curates insights
on consumer trends, perceptions, and behaviours to guide product development, positioning,
labelling, and go-to market strategies for brands across plant-based meat, dairy, and eggs.

Divya Saravana
Corporate Engagement Specialist

Divya leads our corporate engagement work and supports the ecosystem with product
development, go-to-market strategy, and consumer adoption. As a trained chef and a food
systems economist, she brings a unique lens to stakeholder analysis and engagement. Divya
works to synthesise and disseminate crucial consumer insights, leads the writing of the State of
the Industry Reports, and advises brands on positioning and messaging. Divya also convenes
food corporations and the food service industry to solve bottlenecks as smart protein rises to

become a mainstream food category. \

About GFI India

The Good Food Institute India (GFI India) is the central expert organisation, thought leader,
and convening body in the Indian alternative protein or smart protein sector. As part of an
international network of organisations with partners in the U.S., Brazil, Europe, Israel, Asia
Pacific, and Japan, GFI India is on a mission to build a secure, sustainable, and just global
food future. With unique insights across science, business, and policy, we are using the power
of food innovation and markets to accelerate the transition of our food system toward smart
proteins. In building the sector from the ground up in India, we’re aiming to establish a model
for its growth in the developing world.

The Next Course: Reimagining Protein 16


https://gfi-india.org/team/rajyalakshmi-g/
https://gfi-india.org/team/divya-saravana/




