
‘Make it a Mushroom Moment’

United Kingdom
2025-2028



Over-Arching Objective

✓ To increase EU mushroom exports by a cumulative 20,200

tonnes

✓ To increase EU mushroom exports by a cumulative value of

€39m

✓ To providing the EU with a return of 16 to 1 on their €2,4

million investment.



Audience

Under 45’s are the target 

audience .The 28-34 year female 

bracket is the bullseye audience. Age demographic Household 
penetration

Frequency of 
purchase

18-27 66% 10.7

28-34 70% 13.6

35-44 76% 14.6

45-54 81% 17.8

UK Mushroom Demographic Behaviour

Source: Kantar



Sustainability

Sustainability is one of the cornerstones of 

the campaign as mushrooms have strong 

credentials here – compost is key input for 

production, and is made of  a waste material 

which is  in turn recycled



MUSHROOMS CAMPAIGN NARRATIVE

VITALITY VERSATILITY

VALUE SUSTAINABILITY

Four key pillars that 
Make It A Mushroom Moment…..



WP 2: 
Public Relations
Annual spend €32,000

• Recipe releases

• Influencer advocacy

• Radio day



WP 3: 
WEBSITE AND 
SOCIAL MEDIA
Annual spend €106,500

• Website creation

• Regular social media posting

• SEO



WP 4: 
digital 
advertising
Annual spend €663,355

• Digital advertising

• Influencer activity



WP 9: 
Evaluation

• Baseline Analysis

• Post-activity Surveys

• Yearly Reports 



GB Mushroom Performance by Age Bracket
 (Latest 12 week ending comparison) 

Source: Kantar Worldpanel
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In the latest 12-week period ending the 1st September, the penetration of 
mushroom shoppers aged between 28 to 34 rose by 0.3 to 53.2%. In the 
35-44 age bracket, it rose by 1.5 to 57.9%.



Market analysis

Read the guidelines “The proposal shall provide a 
relevant market analysis per target country. The 
market analysis shall be product- and market-
oriented. It shall focus on each target country and 
serve as a basis for the definition of action 
objectives and strategy. It should include 
information and assessment of macroeconomic 
indicators, market conjuncture and forecast, 
including recent sources of data.”



Top 10 market analysis tips: No 1

Read the feedback



Top 10 market analysis tips: No 2

Use Google



Top 10 market analysis tips: No 3

Market Data - Look for data supplied by organisations in the 
target country – in this case  the Department for 
Environment, Food & Rural Affairs (DEFRA)



Top 10 market analysis tips: No 4

Market Data -  you can also get market data from Eurostat, FAOstat, 
and from producer representative bodies, in this case the GEPC. 



Top 10 market analysis tips: No 5

Market Data -  purchase data – in this case Kantar



Top 10 market analysis tips: No 6

Economic outlook -  local business organisations in the target country 
provide commentary on economic performance – here the British 
Chamber of Commerce:



Top 10 market analysis tips: No 7
Market structure and distribution, tariffs, 

Brexit



Top 10 market analysis tips: No 8

Consumer trends - Information 
from the UK Food Safety Authority 
and Kantar



Top 10 market analysis tips: No 9

Consumer habits and situation – other consumer behaviour shows 
less eating out, more working and cooking from home, an opportunity 
for mushrooms



Top 10 market analysis tips: No 10

UK Healthy Eating Guidelines

The  National Health Service (NHS) is 
responsible for issuing healthy eating 
guidelines in the UK. 



Top 10 market analysis tips: No 10

UK Healthy Eating Guidelines

The  National Health Service (NHS) is 
responsible for issuing healthy eating 
guidelines in the UK. 



Thank You!
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