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INTRODUCTION

While the ranking report highlights
a few franchises that do have good
plant-based options, the biggest
take-away should be the numerous
opportunities available to those
franchises that don’t have any, as
well as opportunities for local food
manufacturers who can supply the
franchises with these plant-based
alternatives."
Donovan Will, Director, ProVeg South Africa

"

Worldwide, there hasbeenanotable positive shift
in consumer perception toward plant-based
eating. This has caused exciting responses from
all types of food producers and service providers
who are scrambling to innovate, produce and
serve plant-based foods to cater to the growing
plant-basedmarket. Drivenmainly by flexitarians,
these changes are not overlooked by the fast-
food industry that is readily embracing the
transformations in their consumer demands.

Guided by these advancements, big fast-food
brands are introducing affordable plant-based
meat substitutes such as meat alternative patties
for their burgers, aswell as chicken-style nuggets,
and non-dairy desserts. This market shift has
made an impact in the South African fast-food
industry as well, where popular chains are
including more plant-based options on their
menus, but at a somewhat slower rate than their
international counterparts and competitors.

As a result of these changes, ProVeg South Africa
recently assessed the plant-based offerings
available at South Africa’s top fast-food franchise
restaurants for the period ending February of
2022. In total, 23 fast-food franchise restaurants
were assessed based on varied criteria, centred

largely around the number of plant-based items
available on their menus. This assessment forms
a part of ProVeg International’s fast-food
franchise outlets ranking that recurs in Europe
and the United States of America.

This report unpacks the assessment and focuses
predominantly on the performance of the top six
plant-based friendly fast-food franchise
restaurants in South Africa. It highlights some of
their plant-basedmenu items and evaluates their
overall contribution to the plant-based space. It
also highlights brands that are lagging in their
plant-based offerings.

Ultimately, the findings of the report suggest that
the South African fast-food industry has made
some strides in the plant-based space, but there
is room for improvement to ensure South Africa
keeps up with surging customer demand for
kinder, healthier, and more sustainable options.
Big fast-food names in South Africa need to
rapidly adapt to the change their international
counterparts are waking up to, or potentially fall
short to the emergence of independent brands
which could take advantage of the increasing
demand for more plant-based options.
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METHODOLOGY
ProVeg South Africa determined the results
basedonadefinedmethodology,whichwasused
to help gather data, categorise, and score each of
the fast-food restaurants’ standard menu
offerings. The selection, as well as research

conducted, was also determined prior to the
evaluation and ranking. The following section
provides a breakdown of the methodology used
to assess and then rank the selected fast-food
restaurants.

DEFINITIONS, DISCLAIMER AND LIMITATIONS

Vegan food is made without animal meat or
animal by-products. Plant-based refers to the
ingredients of a product not consisting of any part
or by-product of an animal. Fast-food refers to
popular food and beverages rapidly supplied by
commercial enterprises, eaten immediately, and
sensibly priced to meet customers’ daily needs.
Vegan fast-foods include meat and dairy
alternative proteins, egg replacers and other non-
animal substitutes.

This report explicitly uses the term ‘plant-based’ to
cater for the fact that the assessment criteria did
not examine the foodmanufacturing, preparation,
and handling process to account for the
possibility of cross-contamination with animal
products. The assessment cannot thus be
qualified as an explicitly “vegan” ranking. As an
example, the ingredients of a burger that consist
of 100% plant-based ingredients, that would
otherwise be considered 'vegan', cannot be
certified as vegan if it is cooked on the same grill
as or deep-fried along with meat products.

Most people buying plant-based are not 100%
vegan, and for many of those consumers, cross-
contamination is not a determining factor when
ordering a plant-based option. For this reason,
ProVeg SA chose to base this survey on 'plant-
based' options, which appeal to vegetarians,
flexitarians, and omnivores rather than limit the
options to fully vegan,whichwouldhaveexcluded
most restaurants from being selected for this
assessment.

The survey also did not include accompanying
beverages. The rationale for excludingdrinks from
the survey was that most customers decide
where to order and eat basedon the foodoffering,
and drinks as secondary. Therefore, any drinks,
suchascoffeeor carbonatedsoft drinksofferedas
an accompanying option to a meal, except for
milkshakesor smoothies,were excluded from this
assessment. ProVegSouthAfricaplans to release
a separate survey ranking in the future for cafés,
coffee Shops, and other similar outlets that serve
drinks as their primary offering.

The assessment method included several areas
of inspection and formulation. The following

includes the timeline and steps undertaken:

TIMELINE & METHODOLOGY STAGES
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Selection & Research

Numeration

Ranking

Selecting restaurants and the collection and verification of data.

Scoring an outlet's menu items based on evaluation.

Tally of scores to achieve final ranking result.

November 2021

December 2021

January 2022

Evaluation
Evaluation and report of the fast-food franchises' performance.

February 2022

SELECTION

The selection criteriawasbasedona specific type
of outlet that serves fast-food cuisine, served to
customers in a packaged form for take-out/
takeaway,withminimal table service for sit-down.
Fast-food restaurants must have a minimum
number of owned or franchised operations

located nationwide with a standardised menu of
products and ingredients. After identifying and
analysing over 65 fast-food franchises with
multiple outlets, a total of 23were selected for our
survey, after meeting all five of the following
criteria:

Provide, as a minimum, full portion breakfast, lunch or dinner options.

Have outlets in more than one province in South Africa.

Have more than 50 outlets within South Africa at the time of data capturing.

Have a standardised national menu. Specials and store specific items were not permitted.

Offer a takeaway menu, either for collection or delivery, that comprises the majority of
their standard menu.

Selection Criteria

1

2

3

4

Timeline
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Reviewed multiple fast-food restaurants, Quick Service Restuarants (QSR) and fast-food
industry reports.

Reviewed the Franchise Association of South Africa (FASA) directory (www.fasa.co.za).

Reviewed the offerings on Mr D, Uber Eats and Bolt delivery apps.

Performed extensive Google searches for fast-food in South Africa.

Research Criteria

ProVeg South Africa conducted the research
required to perform the assessment using its
collection format and ranking tool. All research
was gathered and assessed by the ProVeg South
Africa team, andnostageof themethodologywas
outsourced to a third party. Research data
collected fromeach fast-food franchise is publicly
available, both online and in-restaurant.

We ensured compliance with the selection
criteria by referencing company websites, and by
email and telephonic communication with each

company. Websites provided standard menu
items, ingredient lists and allergen charts, while
any missing data was further investigated and
researched by our team.

Ingredients and cooking processes were verified
by the companies’ head office or by a restaurant
representative. Our analysis refers to the state of
menus up to February 2022, and, as such, is
subject to change. To compile a population of
outlets thatmet our criteria to rank, we performed
the following extensive research:

RESEARCH

NUMERATION

We awarded individual points to eachmenu item
that met our criteria of ‘plant-based’ in all the
various categories. Using a basic formula, points
were awarded on the ratio of the total number of
menu items to the number of plant-based items
offered in the food categories. The categories

carried a predefined weighted scoring system,
which allowed for fast-food restaurants that did
not have items in a particular food category to be
given an adjustment score rather than be
excluded from the category ranked.

RANKING

Once the numeration was complete, a final tally
was performed on the score of each restaurant
using a comparison and ranking formula. The
placement of each restaurant on the scale of 1-23
was generated and in the case of two or more

restaurants receiving the same score, a tie-
breaker condition or formula was applied,
allowing for categories with more weight, such a
‘main course’ to break the tie between similar
values.
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EVALUATION

Our evaluation basis includes the standardised
ranking criteria created by ProVeg International.
As shown below, the majority of points awarded
fall into the plant-based menu offerings category
divided by the standard sections offered on most
menus (main courses, side dishes, and dessert).
Out of the three options, more importance was

given to themain course where extra points were
given for the number of vegan main courses (not
only in relative terms). Smaller points were also
given for vegan/plant-based labelling, and for
marketing done to advertise their available plant-
based range. Based on this point system, the
following categories were assessed:

CATEGORY DESCRIPTOR POINTS AWARDED

The % share of Vegan/Plant-based Main Courses
compared to total number of main courses

Number of Vegan Main Courses

The % share of Vegan/Plant-based Side Dishes
compared to total number of Side Dishes

The % share of Vegan/Plant-based Desserts
compared to total number of Desserts

Vegan/Plant-Based Labelling

Consumer Marketing of Vegan/Plant-based menu
items

TOTAL POINTS AWARDED

MAIN COURSE

SIDE DISH

DESSERT

LABELLING

MARKETING

3

3

2

1.5

15

1.5

4

Formore information and insight into ProVegSouthAfrica's rankingmodel, evaluation basis and scoring formulas,
please contact the ProVeg South Africa team, here.

mailto:anusha.lakha@proveg.com
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MAINS, SIDES AND DESSERTS

The three food categories, Mains, Sides, and
Desserts, were identified as the common meal
groups across all restaurants. In the case of ‘main
course’, ‘starters’ were included in this category.
Starter menu items were included in the Main
Dishes category. The evaluation of menu items
excludes specials, promotional, combo-meals,
and seasonal menu items, rather focusing on the
standard meal groups and their products. The

chart below indicates what proportions of plant-
based meals contributed to each food category.
For themain course, plant-basedmeals made up
5,2% of the menu for quick service restaurants
altogether. For side dishes, 20,9% of the menu
consisted of plant-based dishes in total. Finally,
for desserts, 8,6% of the total options consisted of
plant-based dishes.

5.2% 20.9% 8.6%

Total Main Courses: 868
Total Plant-Based: 45

Total Main Courses: 307
Total Plant-Based: 64

Total Main Courses: 116
Total Plant-Based: 10

LABELLING

Scores were based on how well the plant-based
menu items were identified and visually
presented to the customer. Menu items had to be
clearly labelled with the word ‘vegan’ or ‘plant-
based’ or represented with a recognisable ‘V’ (or
similar) symbol to gain points in this category.
More points were awarded to restaurants that

published their ingredient lists and allergen
charts for each menu item and identified those
not containing animal products such as meat or
dairy. Top marks were given to companies that
had their menu items accredited and branded by
a vegan certification organisation, such as V-
Label.

MARKETING

Rankedona restaurant’s promotionof their plant-
based offering, scores were based on either ‘no’,
‘some’ or ‘good’ marketing and advertising. This
included, to a degree, how consistent the
messaging was, and how appealing the menu
items appeared to not only vegans but to all
customers. The extent to which the companies

went to highlight their plant-based offerings over
regular menu items was also included. Company
communication andmarketing channels, such as
online, in-restaurant, and across various media
platforms,were reviewed as part of the evaluation
criteria.



2022 Plant-Based Friendly Fast-Food Franchise Ranking (South Africa) | 8

The following chart indicates the points awarded
for the quality of vegan labelling and marketing.
Restaurants could earn between 0 - 1.5 points for
labelling and marketing. In total, only 21.7% of

vegan labelling occurred across all restaurants.
For marketing, only 10.9% of vegan marketing
occurred across all restaurants.

Labelling Total Score: 21.7
Total Achieved: 7.5

Marketing Total Score: 10.9
Total Achieved: 3.75

21.7% 10.9%

RESULTS
The results of our ranking are illustrated on the
following two pages, starting with the final
rankingof all 23 fast-food restaurants, followedby
a further detailed breakdown of scores used to
perform the final ranking. An overview of the top
six restaurants' endeavours into the plant-based

market follows. It provides insight into the
research undertaken to identify what items on
each standard menu have 100% plant-based
ingredients in the final product offered to the
customer.
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2022 PLANT-BASED FAST-FOOD
FRANCHISE RANKING RESULTS

1 KAUAI 10.5
(REAL FOOD COMPANY)

2 SPUR 8.5
(SPUR CORPORATION)

3 PANAROTTIS 8
(SPUR CORPORATION)

4 BURGER KING 7
(BURGER KING SA)

5 SIMPLY ASIA 7
(SIMPLY ASIA FRANCHISE
HOLDINGS)

6 STEERS 5.25
(FAMOUS BRANDS)

7 MCDONALD'S 4.5
(MCDONALDS CORPORATION)

8 WIMPY 4.5
(FAMOUS BRANDS)

9 BARCELOS 4
(CHICKEN BARCELOS)

10 GALITO'S 3
(GALITO'S HOLDINGS)

11 NANDO'S 2
(NANDO'S CHICKELAND)

12 MOCHACHOS 2(MOCHACHOS FRANCHISE
GROUP)

13 FISHAWAYS 2
(FAMOUS BRANDS)

14
SAUSAGE
SALOON 2
(TASTE HOLDINGS)

15 PIZZA HUT 2
(YUM! FOODS)

16 2

17 OCEAN BASKET 1.5
(OCEAN BASKET HOLDINGS)

18 1

19 HUNGRY LION 0
(HUNGRY LION)

20 ROCOMAMAS 0
(SPUR CORPORATION)

21 KFC 0
(YUM! FOODS)

22 ROMAN'S PIZZA 0
(ROMAN'S PIZZA)

23 DEBONAIRS 0
(FAMOUS BRANDS)

CHICKEN
LICKEN
(GOLDEN FRIED CHICKEN)

THE FISH &
CHIP CO
(FIAMME HOLDINGS)

RANK FAST-FOOD RESTAURANT SCORE RANK FAST-FOOD RESTAURANT SCORE
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MENU, LABELLING AND MARKETING EVALUATION RESULTS

The following shows further details of the
evaluation of each fast-food restaurant and
provides a comparison for the number of plant-

based options of the total menu items for each
category. Included is the score for the Labelling
and Marketing components of the survey.

RANK FAST-FOOD RESTAURANT TOTAL SCORE CATEGORIES

45 64 10
868 307 116

TOTAL PLANT-BASED DISHES
TOTAL NUMBER OF DISHES

's
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KAUAI

Kauai has been on a journey towards building a
healthy, sustainable offering for their customers,
and qualified as the highest in the ranking with a
total of 10.5 points out of 15. This indicates that
their delivery in menu offerings, labelling and
marketing contributed to Kauai being 70% plant-
based friendly. Kauai’s lead in the ranking is
supported by their wide selection of plant-based
options in their main courses, side dishes, and
items classified as desserts (consisting mostly of
smoothies). This is further supported by the fact
that Kauai is making a definite effort to cater to a
growing plant-based market with their
Veganuary specials, implementation of plant-
based smart meals and the general movement
towards sustainability.

What set Kauai apart from other fast-food
restaurants’ plant-based options, was that their
mainandsidedishesconsistedof ingredients that
are everyday food items, such as fresh produce,
lentils, mushrooms, and legumes. They also offer
easy ingredient substitute options to ‘veganise’
almost any standard meal. Kauai recently

launched their ‘No Bull’ burger patty, which is
made from black beans and mushrooms. The
burger patties are also available to consumers at
leading food retailers.

Kauai scored well in the Labelling andMarketing
categories by providing ample information to
consumers about their products, ingredients,
whether they were ‘vegan-friendly’, as well as on
the consumer-facing advertising and promotion
of their plant-based products, in some cases as
the ‘hero’ meal on the menu. Best known for their
smoothies and considered by many as a meal on
its own, these food items were scored in the
Dessert category, which, due to the number of
options, helped increaseKauai’s overall scoreand
secured them the number one spot in our 2022
Plant-Based Friendly Fast-Food Franchise
Ranking.

At the time of publishing this report, Kauai (The
Real Food Company Group) had been acquired
by the Virgin Active Group South Africa.

Plant Powered Wrap Avo Falafel Bowl No Bull Plant Burger

SPUR STEAK RANCHES

Spurhas taken steps to includemoreplant-based
options on their menu and become a more
sustainable brand and business, offering their
customers greater choice. Spur qualified second
in the ranking with a total of 8.5 points out of 15.

The restaurant offers a variety of plant-based
burger options which include soy, bean and
Beyond Meat™ Beyond Burger patties. They also
offer a variety of other keymenuoptions including
nachos, schnitzels (Fry’s), quesadillas, side

TOP SIX FAST-FOOD RESTAURANT REVIEW
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vegetablesandsalads. “Noone family is the same.
We have included options in ourmenu that make
it possible for a group of diverse people to get
together and enjoy a variety of meal options. It is
therefore important that the addition of the plant-
based options is well-thought-out and has
mouth-watering items to excite everyone,” said
Kevin Robertson, chief operating officer, Spur
Steak Ranches.

He went on to say, “While our plant-basedmeals
are prepared in a kitchen that handles animal
products, we urge our customers to walk the
journey with us as we evolve as a brand.”

With the additional plant-based items in both the
Main and Side Dish categories, Spur was able to
secure a high score based on the ratio of plant-
based to totalmenu items. They alsomanaged an

average score in the Labelling and Marketing
categories but failed to gain any points in the
Dessert category. Out of 12 available dessert
options, the restaurant offered its customers a
single plant-based option.

The Spur Corporation, along with the founder od
RocoMamas (ranked20th), whomSpur acquired,
recently co-ventured on a new plant-based fast-
food restaurant called ModRockers. in a bid to
attract younger consumers. With the Spur Steak
Ranches serving a wide selection of plant-based
options, and The Spur Corporation’s new venture
into the all-plant-based concept restaurant, the
group is making progressive strides in bringing
plant-based options to themasses. Shownbelow
is an image of a few plant-basedmeals offered by
Spur.

1

https://www.bizcommunity.com/Article/196/436/198078.html

Crumbed Veggie & Soya Burger Plant Burger ft Beyond Meat Chicken-style Schnitzel

PANAROTTIS

Panarottis, who are part of The Spur Corporation,
took the third spot in the rankings. The restaurant
has a variety of Italian inspired dishes that cater to
the plant-based market. The pizzas, pastas and
subs have plant-based swop-outs, including
vegan cheese, mince, steak, chicken, and
mayonnaise options. They also have a vegan
waffle made with almond milk for patrons
interested in dessert.

Startingwith a plant-basedbase, andbuilding up,
the key ingredients for most of their pizzas are in

fact vegan. The additional toppings that make up
their traditional pizzas can easily be replacedwith
veganproducts, likeFry’sChickenStrips, orViolife
Cheese.

Panarottis’ menu items are identifiable by diet
preference, with a ‘vegan-friendly’ logo across a
third of main pizza dishes. While they are still a
predominantly meat toppings pizza restaurant,
they appear to havemade their menu inclusive of
a variety of preferences, which include vegan,
vegetarian and for those with allergies.

1
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Vegan Bolognese Al-Capone Pizza with Vegan Strips Vegetarian Pizza with Vegan Cheese

BURGER KING

BurgerKingplaced fourth in the rankingwith7out
of 15 points. Late last year, Burger King became
the first fast-food chain in Africa to serve “vegan
meat”.

As stated during their launch last year by Ezelna
Jones, GroupMarketing Executive at Burger King
SouthAfrica: “Weunderstand that consumersare
looking to make healthier food choices which is
why Burger King is constantly looking for ways to
make eating out easier. We pledged our
commitment to developing an entire menu
containing 100% natural ingredients and now,
we’re introducing healthy plant-based and vegan
options. We very much support the idea of
balanced, healthy eating, which is why we are
excited for our guests to try our brand-new range
of products.”

The plant-based menu items, Vegan Royal, and

Vegan Nuggets, and the Plant-Based
WHOPPER. What is unique about Burger King’s
plant-based products is that the Royale and
Nuggets are certified by an internationally
recognised vegan label, V-label, which is gaining
traction in the plant-based market in South
Africa. Burger King South Africa is the first
restaurant with certified vegan products on their
menu and is leading the space in ensuring ethical
vegan quality checks throughout all levels of the
product cycle (from sourcing to service).

Shown below are Burger King South Africa’s
plant-based menu items. As of the publishing of
this report, Burger King South Africa has
endorsed two of their main course menu items,
Vegan Royale, and Vegan Nuggets, with
ingredients for both items sourced from the
Vegetarian Butcher (certified by V-Label,
Netherlands).

Plant-Based Whopper Vegan Royale Vegan Nuggets

The same applies to their limited range of plant-
based pastas and other main and side dishes.
Scoring high in the Main and Side Dish
categories, it was gaining a valuable point in the
Dessert category that helped them secure the

third spot. Boasting a veganwaffle, the restaurant
made sure not to exclude customers from this
portion of their menu, unlike their competitors.
ShownbelowaresomeofPanarottis' plant-based
menu items.

https://www.vlabel.com
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STEERS

Steers ranked sixth in the rankingwith 5.25 points
out of 15. They only have three plant-based
options available, including their original veggie
burger, a green salad, as well as their fries. The
franchise had previously offered a chicken-style
burger aswell, but it has since been discontinued.

After contacting the Steers Product Manager,
ProVeg SA were able to confirm that their buns
are dairy-free. This was believed to not be the
case, asSteers hadnot formally declaredwhether
their buns were vegan. The veggie burger is

therefore entirely plant-based and accounts for
the only item they currently have on offer as a
main dish. Like other fast-food restaurants that
appear below Steers in the rankings, most offer a
side dish of fries/chips. When looking at Steers’
marketing, there was little to no advertising of
their veggie burger, in comparison to their other
meat products.

Steers,which ispart of theFamousBrandsGroup,
has locations across South Africa and caters for a
market looking for a convenient and affordable

SIMPLY ASIA

SimplyAsiahasbeenmakingapronouncedeffort
in their inclusionof plant-basedofferings andwas
ranked fifth in the ranking with 7 points out of 15
points, tying with Burger King, but just losing the
spot based on a final tiebreaker. As noted on their
website, Simply Asia understands that “…the
world is witnessing a food revolution, as more
people choose to eat less meat or follow a fully
vegetarian or vegan diet”.

The restaurant boasts a variety of Thai-inspired
dishes that cater to the plant-based market,
including specialist Thai dishes, rice dishes and
noodledishes.Whenorderingaplant-baseddish,
patrons are required to request the vegan option,

which includes adding a tofu addition to the dish.
With 12 out of 53 main dishes being plant-based,
and 10 out of 63 side dishes, the restaurant
managed a strong average score, however, did
not score in the Dessert category. Even though
they identify menu items as ‘vegan’, they do not
promote ormarket the plant-based items on their
menus, leading to a lower score. In the case of
sushi, themenu itemswere treatedas sidedishes,
unless theywere grouped and offered as a platter
on the main dish menu.

Shown below are images of some of their plant-
based menu items.

Vegetable Spring Rolls Brinjal Stir Fry Vegetable Inside-out Roll

2

https://simplyasia.co.za/news/veg-out-simply-asia-has-vegans-and-vegetarians-covered/2
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MARKET REVIEW
MARKET SIZE

The Vegan Fast-FoodsMarket size was valued at
USD 17 Billion in 2020 and is projected to reach
USD 40.25 Billion by 2028, growing at a
Compound Annual Growth Rate (CAGR) of
11.40% from 2021 to 2028.

The rising awareness about the environmental
andhealthbenefits of followingaplant-baseddiet
is considered a crucial driving factor fuelling the
demand for more sustainable products by
consumers of fast-food products. In addition, the
growing consciousness about the inhumane
treatment of animals by the food industry has

inspired consumers to reduce their consumption
of animals and to try meat analogue proteins,
such as plant-based products. This shift in
consumer demands and the industry’s need to
continually innovate are accountable for the
market growth.

Globally, most leading fast-food restaurants have
responded to the increasing interest in adopting
vegan, vegetarian, and flexitarian lifestyles by
offeringmeat alternativeproducts, as either anew
menu item or product replacement of an existing
menu favourite.

positioned to attract a market of consumers
looking forhealthieroptions thatwill tasteasgood
as what they are accustomed to and fits within
their budget. By introducing a new plant-based
option, the chain could easily see itself moving up

the rank to become the largest franchise that
caters for all dietary requirements, including those
simply wishing to try something new, healthier,
and better for the planet.

Steers Veggie Burger Steers Chips

https://www.verifiedmarketresearch.com/product/vegan-fast-foods-market/3

3

LEADERS AND LAGGERS

Local:

In South Africa, the move to develop or introduce
new plant-based options among the fast-food
service brands has been slow to adopt. This could
be based on numerous factors, including a lack of

consumer insight, logistics or hesitation to
recognise the demand as more than a trend. The
misidentification of the target market is another
possible reason that fast-food chains are not
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adding plant-based options to theirmenus.While
the number of vegans and vegetarians might not
bolster confidence, fast-food chains
underestimate the number of flexitarians leading
the plant-based movement.

Understandably for a large fast-food operation,
the process of developing a new menu item and
introducing it consistently at all retail points can
be costly and require additional equipment,
training, and access to stock to meet demand.
Many fast-food companies have chosen to enter
the market with caution, testing at limited outlets
in just one or two territories and using alternative
meat analogue products that have already been
developed and are available to consumers at
retail outlets, while not investing in developing
their own products.

Meanwhile, a few international and local fast-food
companies have been making concerted efforts
to include a meat-free, plant-based, and vegan
option on their menus.

Leading the pack in the international fast-food
chains, Burger King quickly moved into the
plant-based space with the launch of its Veggie
Kings rangeof assortedmeatlessproducts. Key to
appealing to their entire customer base, Burger
King cost their vegan and plant-based options to
be the same as their meat equivalents, and while
price was a considerable deliverable, they did not
compromise on taste.

Through partnering with Unilever and The
VegetarianButcher, theproducerof chicken-style
patties, nuggets and WHOPPER-style patties,
Burger King launched their new vegan and plant-
based products ahead of their European
counterparts, sellingout in record time. Twoof the
products were certified as ‘vegan’, by the vegan
verification authority, V-Label.

"Byworkingwithpartners suchasTheVegetarian
Butcher and securing endorsements from
industry leaders like V-Label, which is

administered by ProVeg International, we know
we can create the industry's leading vegan and
vegetarian recipes to truly bring Burger King to
you your way," said Ezelna Jones.

Closer to home, Wimpy has yet to cater for a
segment of the market that could easily benefit
from amore affordable and accessible alternative
to their meat, dairy, and egg products. Although
the company, owned by Famous Brands, makes
a note on their website that they serve ‘vegan
offerings’, the menu is limited to one main course
item, a crumbed vegetable patty. Considering the
appeal of their menu amongst budget conscious
diners,whomaynotbeconcerned if their eggsare
free-range or not (they are), the inclusion of more
vegan items could move them ahead of their
international competitors who are currently
hesitant to launch.

Given the slow response by fast-food chains to
offer more plant-based options, smaller and
independent vegan fast-food style restaurants
are poised to fill this gap. These restaurantsmimic
the fast-food model, offering quick-service foods
that look, taste and are packaged like their fast-
food meat counterparts.

Quicker to innovate and reach the market, The
Spur Group and RocoMamas recently launched
ModRockers, a 100% plant-based quick-service
takeaway restaurant, specifically aimed at
environmentally conscious consumers.

The Spur Annual Report 2021 states: “The target
market will not only be people who already eat a
plant-based diet but will focus on enticing all
consumers with a conscious fast-food offering
that is tasty and nutritious. As plant-based
takeawaysareoftenmoreexpensive, the teamwill
offer a cost-effective quality product.”

Smaller local players, such as LekkerVegan
(franchise model), the Fussy Vegan, Lexi’s
Healthy Eatery and The Vegan Chef continue
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to offer great-tasting plant-based options, but
their scale and reach remain dwarfed by the fast-
food behemoths on every corner.What sets them
apart as the leaders in the local plant-based
sector, is their ability to innovate, develop and
quickly go to market with products that, in some
cases, surpass the international companieswhen
it comes to preparation, range and taste.

Outside of more than 20 fully vegan restaurants
located throughout South Africa’s major cities,
independent mainstream restaurant chains,
which normallywould cater for all diet types, have
begun to introduce more plant-based options.

Local restaurant chain Hudsons was one of the
first to open their menu up to include more than
one plant-based option for their specific target
market. The ability to incorporate more plant-

based options that are not delegated to the
bottom of a menu, but rather celebrated and
promoted as main menu attractions, is now
becomingmore accepted by both restaurant and
consumer. Restaurants that continue to inhibit
inclusive change, limit the number of customers
that may wish to dine out in groups with diverse
dietary needs and preferences. Lexi’s Healthy
Eatery, which is predominantly plant-based,
includes a meat, dairy, and egg option on their
menu to cater for the less adventurous die-hard
meat-eaters.

Later this year ProVeg South Africa, in
partnership with Humane Society International
(HSI) Africa, will be publishing maps showing 30
of the best places to get plant-based food inCape
Town, Johannesburg and Durban.

International:
Overseas, Pizza Hut has been praised for their
diverse inclusion of plant-based pizza options
including the Vegan Pepperphoni, Vegan
Virtuous Veg, and Vegan Margherita. The meat
alternative additions are primarily Beyond Meat
products, with Violife vegan cheese as an option
at select locations However, globally their
standard pizza base does contain whey-powder
and gelatine animal products, and their cheese
remains dairy-based.

In the USA, Burger King partnered with
Impossible Meat to produce their plant-based
WHOPPER, which contributed to a significant
sales spike of nearly 30% and increased their
unique customer base by 15%.

Fast-food giant KFC has recently introduced
vegan chicken options, albeit limited, in the USA,
UK and South-East Asia. Remarkably selling out
in a matter of hours across branches in the USA.

Developed in partnership with Beyond Meat for
the USA, and Lightlife and Mrs Brown’s in
Canada, the plant-based range now includes a
chicken-style burger and nuggets (poppers).

Beyond Meat CEO and founder, Ethan Brown,
said in a statement that the product “delivers the
delicious experience consumers expect from this
iconic chain, but also provides the added benefits
of plant-based meat.”

Yum! Brands, the international conglomerate of
leading fast-food brands has yet to comment on
expansion beyond just developed countries.

During Veganuary, Subway released a new
sandwich with tikka-inspired flavours and a
chicken alternative called T.L.C (Tastes Like
Chicken). This comes with vegan cheese and
sauces and is available in several countrieswhere
their brand is more established.

https://nypost.com/2022/01/11/kfc-introduces-plant-based-beyond-fried-chicken/4

4

https://nypost.com/2022/01/11/kfc-introduces-plant-based-beyond-fried-chicken/
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ingredients, namely their bun and some sauces,
are dairy-free. With a minimal presence in South
Africa, there does not appear to be any indication
that plant-based friendly options found abroad
will be available at any of their franchised
branches locally.

McDonald's, in partnership with Beyond Meat,
recently launched a plant-based, pea-protein-
pattywithspeciallymadevegancheesecalled the
McPlant. Although trailingbehind its competitors,
McDonald’s promises a quicker expansion into
more countries, but remains cautious with only
test restaurants while assessing the potential
longevity of consumer demand towards meat
substitutes.

At the time of this report, the McPlant is only
available in the USA, United Kingdom, Denmark,
Sweden, Netherlands, and Austria. There is no
indication whether the product will be served in
South Africa any time soon.

Notably, Nando’s released a plant-based Peri-
Peri chicken alternative, made from pea protein,
called the ‘Great Pretender’, in 2020 in Australia
and recently in New Zealand. Since then, the
South African-born fast-food chain has yet to
make any significant strides in expanding into
other countries or to develop their existingmenus
to be more inclusive of plant-based or vegan
options.

OPPORTUNITIES
The results of this ranking indicate that there has
beendefinitegrowthand inclusionofplant-based
options by some of South Africa’s top fast-food
chains. It must also be acknowledged that more
independent brands, such as Kauai and Simply
Asia, have done well in leading the movement
towards including plant-based friendly items on
their menu. Furthermore, the performance of
large chains like Spur, Panarottis andBurger King
indicate that fast-food restaurants do have the
capacity to successfully include plant-based
options on their menus in South Africa.

By far, the largest opportunity for plant-based
food adoption currently sits with the meat-eating
and flexitarian consumer, who may not be
motivated by animal ethics, but is interested in
trying these options for other benefits, such as
sustainability, health or even taste. For many of
the restaurants surveyed, simply replacing one of
two ingredients, likemeat or dairy, would result in
several of their menu items being considered as
either vegan or plant based. This would appeal to
a new market currently avoiding such

establishments based on a lack of choice options.
As the plant-based industry is continually
growing, and people are becoming accustomed
to meat alternatives, the fast-food industry in
South Africa should consider partnering with a
variety of South African food manufacturers and
retailers which are starting to expand in this
space.

There is a burgeoning number of small plant-
based meat alternative food manufacturers that
are establishing themselves in the South African
market. Large retailers across South Africa are
also rushing to produce quality plant-basedmeat
alternatives to establish footing in this market.
This period provides an excellent opportunity to
cement new relationships in the plant-based
industry and establish South Africa as a strong
plant-based fast-food player internationally.

Through the vehicle of theSouthAfrican fast-food
industry, this could also provide the opportunity
for South African foodmanufacturers to establish
their products on an international scale.
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As theauthority in theplant-basedsector, ProVeg
South Africa can assist companies that
currently have or are considering placing plant-
based options on their menus. In some cases, the
transition to being considered 100% plant-based
is just one ingredient switch away from being a

reality. For restaurants that are venturing into the
plant-based sector for the first time, having a food
awareness organisation that has the knowledge
and understands the territory and market is a
necessity.

Burger King's Vegan Cheese &
Bacon Royale

(not available in SA)

McDonald's McPlant
(not available in SA)

Subway's Tastes Like Chicken (TLC)
Tikka Sub

Pizza Hut's Beyond Pepperoni and
Sausage Pizza

KFC's Vegan Chicken Burger
(not available in SA)

(not available in SA) (not available in SA)

PROVEG SOUTH AFRICA
ABOUT US

ProVeg South Africa is a non-profit South African
chapter of ProVeg International, an international
food awareness organisation working to
transform the global food system by replacing
conventional animal products with plant-based
and cultivated alternatives.

ProVeg works with international decision-
making bodies, governments, food producers,
investors, the media, and the public to help the
world transition to a society andeconomy that are
less dependent on animal agriculture and more

sustainable for humans, animals, and our planet.

ProVeg has permanent observer status with
United Nations Framework Convention on
Climate Change (UNFCCC), is accredited for
United Nations Environment Assembly (UNEA)
and has received theUnitedNations’Momentum
for Change Award.

Most of our work in South Africa is focused on
public awareness campaigns, education,
community building, and corporate engagement.
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An increasingnumberof consumers are reducing
their meat consumption and aiming for more
sustainable lifestyle choices. ProVeg South Africa
encourages a shift towards sustainability in all
areas, including big restaurant chains. Any
attempt to increase the availability of plant-based
options by making them more accessible to the
broader public is in accordance with ProVeg’s
mission.

Our wide reach and numerous branches globally
put fast-food companies in an influential position
to be major contributors to the introduction of

healthier, more sustainable products.

With our extensive insights and knowledge of the
plant-based sector, we are uniquely positioned to
help those in the fast-food services kick-start their
journey into the plant-based space or expand
their existing portfolio of plant-based products.

Resources we offer include consumer insights,
market research and our ability to connect food
industry stakeholderswith innovative alternative-
protein players in the local and international
plant-based sector.

WHAT WE DO

As a leading NGO in the alternative-protein
space, we have no commercial agenda. This
allows us to provide objective expert advice and
support businesses successfully and effectively
by harnessing the power and profitability of the
shift to plant-based eating, in the most
appropriate way for your business. We work with
companies along the entire value chain, which
gives us unique insights into the key challenges,
and opportunities at every stage of the journey as
you take your product to market.

Whether you are an investor, startup, food
producer, retailer, or food services provider, we
believe that plant-base should be a key
component of your sustainability strategy.

Our range of services extend to:

Research
Trend Analysis & Market Sizing
Benchmarking
Ecosystem Mapping
Consumer Demand Analysis

Consulting
Customised Ingredient & Menu Review
Product Portfolio Analysis
V-Label
Advertising, Promotion,
Communications & Eventing
Kitchen Preparation and Training
Partner Networking

Test Community
Taste and Texture Evaluation
New Product Innovation
Surveys and Feedback

OUR FOOD SERVICES

When it comes to certifying products as ‘vegan’,
ProVeg has partnered with V-Label, an
internationally recognised, registered symbol for
labelling vegan products and services, that

promotes transparency and clarity. For
consumers, V-Label is a simple and reliable guide
to help them identify food products that have
been checked and approved by an authority, to

VEGAN CERTIFICATION
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ensure no animal or animal by-product was used
in the production of the product. For companies,
our certification helps instil trust and confidence
in the consumer that your brand has taken the

necessary steps tohave yourproducts authorised
and endorsed by a well-recognised and
respected global certification organisation.

As a result of our research, it became clear that
marketing sizing data in the plant-based sector,
both in retail and food services, is scarce. ProVeg
South Africa will be updating our fast-food
restaurant ranking annually and looking at ways
to constantly improve the way in which we

conduct our methodology. We also plan to
publish other rankings such as a Café/Coffee
shop ranking and a Retailer ranking. Any
companies or organisations that may be
interested in collaboration on research can
contact us.
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