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ANDREA
RASCA
FOUNDER AND ‘CHIEF EXECUTIVE DREAMER’,
M E R C AT O M E T R O P O L I TA N O

Never before in this epoch, has humanity been faced with such
complex and disrupting forces that threaten the long-term
survival of our planet. We are challenged to find ecological
solutions that are life-sustaining, in spheres ranging from the
effects of plastics on the oceans to food sustainability, and
from climate change to building more socially inclusive cities.
The challenges facing cities are multidimensional and the
fostering of better, more supportive and nature-friendly
dwelling spaces require the collective effort and will of all
stakeholders, such as governments, the public and private
sectors, academic institutions, and every person living in the
community. Thus, the importance of community cohesion in
tackling this challenge for the Third Millennium needs a strong
catalyst; a catalyst that is universally recognised. Good, natural
and adequate food is one such universal catalyst, it transcends
all boundaries, all classes and all groups of people.
My vision for Mercato Metropolitano was to create a
movement; a true revolution in the relationship between the
city, its citizens and the entire food supply chain. It is in this
sense that the food-centric MMovement knows no boundaries
and becomes an important socio-economic project for people
with people.
A majority of sustainable food movements rest on the
foundation of interdependent and overlapping social,
ecological and economic considerations. However, the
production and consumption of food have historically
excluded the dimension of social relations that the process
necessarily entails.
I embarked on a path less travelled – one that hinges on
the tenet that the future of humanity is inextricably reliant
on urban resilience, adequate food supplies and inclusive
community impact.
In 2018, Mercato Metropolitano has taken great strides to
deliver on this vision. We have broadened our network and
increased our engagement with the local community, delivering
a considerable number of programmes including free cookery
classes for approximately 1,000 local people, a competition to
select and incubate a female food entrepreneur, a 6-week long

summer holiday programme for 350 children affected by food
insecurity and a number of projects to support the integration
of refugees into host communities.
In the same year, we have also implemented a number
of circular economy initiatives, including a zero-to-landfill
waste management system through our partnership with
Paper Round and a circular economy brewery. This relies on
a proprietary water purification technology where we use
mineralised water partly for the brewing process and partly as
drinking water served in glass bottles, thus removing single
use plastics from our site completely and saving over 50,000
plastic bottles and containers in 2018.
2019 will be an equally an exciting year for us as we continue
developing three new sites in London Mayfair, Elephant
Park and Ilford – each with a different focus but with one
single, common thread underpinning the principles of the
MManifesto.
I am also proud to announce that in 2019 Mercato
Metropolitano has become a signatory member of the United
Nations Global Compact (UNCG). This enables us to support
the advancement of the UN’s Sustainable Development Goals
(SDG’s).
A clear understanding and mastery of the complexity of a
food system within a populous city, as well as the central
importance of a circular system that recycles and reuses
energy and resources, will enable cities to sustain themselves
over time.
Focusing on people’s physical, psychological and spiritual
wellbeing should and must have a place in our future
development, to avoid at all costs, the pursuit of profits that
continues to harm social and environmental systems, and
compromise our very existence on Earth.
For this to be truly effective and to spread throughout
the world, we need a new approach that will augment the
objectives of sustainability but with a clear ‘people-first’
approach: we call this ‘Supportive Development’.
5
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The MM Community
It is a sad irony of the modern age that as we’ve
grown more connected virtually, we’ve become less
connected to the people around us. At Mercato
Metropolitano (MM) we’re on a mission to change
this. Our inclusive community market encourages
people to eat together, and in doing so make new
friends and create lasting bonds. All while enjoying
delicious, healthy, sustainably-produced food.
From free cooking classes and urban gardening, to
dance and yoga sessions, we celebrate community
life through a raft of social activities at MM – all
designed to bring people together and foster
integration.
Sustainability and craftsmanship is championed
throughout the market, with our products sourced
from local farmers and artisans wherever possible.
Uniting these activities is a quest to build and
maintain London’s first socially and environmentally
sustainable food market.

MM Outreach
Born from Italian roots, our vision may be global but
our focus is entirely local. We’re convinced that to
improve a person’s life, you must first improve the
community they live in. By working in partnership
with local residents, businesses and charities,
MM gives back to the community by supporting
programmes that address pressing social issues
such as loneliness, obesity and support for refugees.
At the most basic level, community is about people
coming together. Beyond that, it’s about connecting
with your neighbours, bonding over shared interests,
and looking out for one another. This is the
community we’re building at Mercato Metropolitano.
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The Farmm
The FarMM Ltd is an independent, not-for-profit
organisation that supports the social, communitydriven and charitable purposes of Mercato
Metropolitano.
The FarMM’s community engagement
programme provides:
•

Communal cooking classes designed to
promote healthy eating, combat obesity
and encourage social cohesion

•

Urban gardening classes that teach food
sustainability while educating residents on the
value of eating natural, locally sourced foods

•

Artisanal workshops that cultivate cultural
exchanges and apprenticeships

By educating residents about the benefits of eating
natural foods from local farmers and artisans, The
FarMM promotes the importance of personal health
but also the health of rural communities and the
environment at large.
Across the market, The FarMM is responsible for
implementing circular economy principles and has:
•

Grown a mushroom farm using spent coffee
grounds

•

Built a hydroponics container to grow lettuce with
up to 80% less water

•

Supported the build of a new micro-brewery that
uses London tap water to make fresh beer
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MEET THE TEAM
Vicki Exall,
Head of Community
Partnerships

Charlotte Whiting,
Head of Sustainability

“I believe that the whole is greater than the
sum of its parts. So by working together in a
sustainable way, our market community can
achieve a greater impact. By working with
nature and not against it, we strive to offer the
best quality food and lower our environmental
impact in a green, cultural space for all.”

“Community is at the core of Mercato
Metropolitano. We’re focussed on delivering
community programmes that inspire,
educate and empower local people – that
is what drives us every day and is the only
future we see for supporting empowered
individuals for generations to come.”

Charlotte
Droulers,
Commercial
Partnerships
Manager

Alessio Giorgetti,
Head of technical
Development

“My aim is to make the vision happen by
bringing everything to life in a practical sense
– through sustainable practices and food
education. The MM vision is to regenerate
communities by creating social spaces in
metropolitan areas. As well as foster stronger
communities, we try to tackle social issues
and positively impact behaviour in cities.”

“MM is a community of values that
brings together artisans, producers and
restaurateurs around a more responsible
approach to food consumption, that
champions the simple pleasure of eating
healthily and well. Faced with the challenge
of climate change and malnutrition, we
incubate and help our partners to adopt an
ethical model of food production which is
also economically sustainable.”
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AN INTERVIEW WITH

ANN GRANT
AMMBASSADOR

Ann Grant has enjoyed an extensive diplomatic
career with the British Foreign and Commonwealth
Office, including over four years as British High
Commissioner to South Africa. She has worked
for the UK Delegation to the EU in Brussels,
the UK Mission to the UN in New York, and as
Communications Director for Oxfam.
We’re delighted to count Ann as a supporter
of MM. In this interview she explains why she
advocates our approach to community building
and sustainable practices.

MM: Can you tell us about your involvement
in the local communities across London?
Last year I volunteered at the Citizens Advice
Bureau in Peckham, which really opened my eyes
to the inequalities in this city. It is so tough for
many people – it was a sobering experience.
Due to my international and local experience,
I was very interested in Andrea Rasca’s vision for
Mercato Metropolitano as a way of bringing the
community together.

MM: What do you see as the main challenges
facing communities in Elephant and Castle?
In this part of London, it’s the social division and
inequality. Public sector workers like teachers,
nurses and police officers could once live and work
in the same place. The development of Elephant
and Castle, and the gentrification of the area,
alongside its closeness to the city, has made the
divisions even sharper. The abolition of the Elephant
and Castle market and the closure of some of the
Latino cafes and eating places, will be the end of it
for many people who have lived and worked in the
area all their lives.
MM: From your experience of working in the
local community, do you feel that MM’s
programmes can reach a wide demographic of
people with different needs and address these
needs through food?
I think it’s all about continuing to develop
partnerships and raise awareness as not everyone
knows about MM. It’s great to see MM developing
specific programmes for schools. I think the vision
around cookery and eating is wonderful. I feel there
is a huge potential to continue with this.

I think mm’s vision
around cookery and
eating is wonderful
10
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MM: What are the main community benefits
you see MM providing?
Somewhere to go – a safe space inside where
people can sit, and where children can play in
safety. And where people can have meetings
– I think this is an important resource, there’s
nowhere else like this in the area. The space is
very valuable. And it’s great that you are linking
up the food with the community. Your growing
projects are also great; a big issue in cities is that
people don’t know where their food comes from.
There are lots of local music groups and bands
around Elephant and Castle who struggle to find
somewhere to perform, it would be great to see
some of them here! There is huge potential as you
have a safe, warm space.
MM: From an outsider’s perspective, what do you
think differentiates MM from other businesses?
“I like the fact that MM isn’t just a food court,
which is what people might think when they first
walk in. There are so many things that MM cares
about, and the diversity of the stall holders is a big
plus. There are some great stories here of people
who have worked hard to make their businesses
a success. It would be great to see MM’s traders
reaching out more to their communities, and to
see more cookery classes or music events run
by such a diverse group of traders. Diversity

is something that you’ve got that not all other
markets have, both in terms of your traders and
the community you serve.
Also, I like the fact that MM provides programmes,
such as cookery classes, etc., for people who
may traditionally be unable to access this type of
environment – you’re trying to link different parts
of the community and that’s very positive.
MM: MM delivers projects focussed on healthy
eating, food insecurity, social isolation and
loneliness, refugee support and gender
inequalities in the food business. How do you
feel we could expand the programme?
You’ve already got a great programme. I think it’s
a case of developing the local partnerships and
raising awareness of the programmes already
run by MM. Also, lets continue the conversation
with the community and identify the talents they
have, and how MM could be used as a platform to
showcase them. Continue running your cookery
classes! Healthy eating is a huge challenge and
there are now three generations of people who
aren’t cooking from scratch. MM should keep
developing these programmes while harnessing
the rich cookery heritage in this local community
– and why not link it with different cultures’
fashions and music too?

11
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United Nations Global
Compact & Sustainable
Development Goals
Launched in 2000, the United Nations Global Compact
is a call to companies around the world to align their
operations and strategies with 10 universal principles.
The principles cover human rights, labour, environment
and anti-corruption.
With over 9,500 companies, 70 local networks and
3,000 non-business signatories, the UN Global
Compact is the world’s largest corporate sustainability
initiative – and MM is now a member. As part of the
programme, we support the UN’s principles via our
sustainable business practices and will file an annual
report detailing how.

The UN Sustainable Development Goals
The United Nations 2030 Agenda for Sustainable
Development was agreed in September 2015 by 193
countries, and continues the work of the UN Millennium
Development Goals (MDGs).
The Agenda sets out a plan to eradicate poverty
by 2030 by putting all countries – developed and
developing – on a path to sustainable development
through the global implementation of 17 Sustainable
Development Goals (SDGs).

The five principles of the SDGs:

1
2
3
4
5

People: end poverty and hunger and
safeguard equality
Planet: address climate change to protect
the planet through sustainable consumption
and production
Prosperity: promote prosperity in a
sustainable environment, through economic,
social and technical progress
Peace: peaceful societies must be nurtured
to achieve sustainable development
Partnership: a strengthened global
partnership is required for all countries and
all people to sustainably prosper

In the UK, the Government has published a UK-wide
strategy for implementating the SDGs, with the aim
that Britain takes a lead position in implementing the
goals and becomes a model for other countries to
follow. This is a collaborative model for Government,
civil society organisations, businesses and
individuals to engage with.
At MM we use the UN Sustainability Development
Goals as a framework to help us understand how
we can make positive differences to our local
communities from a city market setting.

13

The MManifesto
A people’s movement
at the heart of food
A people’s movement at the heart of food
MM brings together natural, sustainable and
unadulterated food, and serves it using organic,
recycled materials. Rather than luxurious settings,
our focus is on quality products, artisan producers
and the local community.
We are building a new type of food market. One
that combines community events, music, innovative
farming practices, circular economy models and dishes
from around the world. We are much more than a
food market: we an urban destination and community
space.
With the support of our not-for-profit arm, we are
developing a sustainable business model that aims to:
•

Shorten the food supply chain

•

Make quality food more affordable

•

Promote the importance of communal eating as
a catalyst for social cohesion

In order to feed the world’s growing population,
scientist predict that food production will need to
double by 2015. To avoid a catastrophic impact on
our climate, we urgently need to improve sustainable
farming methods and reduce waste. Food insecurity is
no longer a phenomenon unique to developing nations,
but is increasingly relevant in countries like the UK
and USA.
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Our ultimate mission at MM is to create a movement
that guarantees everyone access to nutritious and
affordable food, while promoting unsophisticated and
sustainable produce.
One of the undesirable aspects of the ‘green revolution’
of the 1960s, is the over-processing of food and
hybridisation of staple ingredients, which has
contributed to the proliferation of non-communicable
diseases to epidemic proportions. Reversing this trend
and returning to truly sustainable practices is at the
core of the MMovement.
The MMovement is a movement for artisans,
producers, farmers, conscious shoppers and those
who wish to see a resurgence of dying trades, such as
butchery, fishmongers and bakery. These trades have
played a fundamental part in human evolution – and
we champion their return.
The MMovement is colour-blind, religious-neutral
and above any form of party politics. The right to
accessible and adequate food – sanctioned by Article
11 of the International Covenant on Economic, Social
and Cultural Rights – is sacrosanct.
In September 2018, to mark our second birthday and
help define ourselves as a movement, we developed
the MManifesto. These are the seven principles we
live by:
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1. RIGHT TO FOOD

5. CREATING COMMUNITY

Food is a right for all, not a privilege for some.

We believe in bringing people together over
good food.

Not just any food, either. It must be sufficient
and nutritious. It must satisfy individual and
cultural requirements and choices, and it must
be produced and consumed in a way that
respects the right of future generations to
access the same adequate food.

2. FOOD SOVEREIGNTY
Food belongs to all people, not faceless
corporations.
Everyone should have ultimate control over
what they eat, how food is made, and how it is
shared in the community. We believe that a more
democratic and inclusive approach will improve
access to high-quality, locally-produced food –
benefiting consumers and producers alike.

3. PROTECTING THE
ENVIRONMENT
We must work with the environment,
not against it.
This means simpler practices, such as following
the seasons, using local ingredients, and fostering
urban farming. It means innovative solutions that
maximise natural resources, such as converting
organic waste to electricity through anaerobic
digestion. It means reducing emissions, cutting
out plastic, and recycling/upcycling/repurposing
everything we can.

4. FOOD AS IT SHOULD BE
We advocate healthy, balanced diets based on
natural and minimally-processed ingredients.
For us, the best food products are those made
from five ingredients or fewer. If these are wellsourced and natural, then no additives or overprocessed ingredients are needed for food to
be adequate – particularly if a science degree is
needed to identify them...

Throughout history, food has been a focal
point of social gatherings, from the everyday to
the once-in-a-lifetime. By providing a space in
which local people can gather to eat and drink,
we aim to foster social cohesion and resilient
community spirit.

6. SMALL IS
BEAUTIFUL
We must support and protect smallscale, artisanal food producers.
Such producers are the backbone of
what we do, producing the highestquality ingredients in a sustainable
manner, while helping rural
communities to prosper. We want
future generations to continue to be
able to enjoy food produced this way.
7. EDUCATING AND
EMPOWERING CITIZENS
Education helps us to value and take pleasure
in food.
We empower people, of all ages and all walks of
life, by teaching them where food comes from,
how to prepare it, and what are the tenets of
ethical consumption. With this knowledge, we give
them the ability to help shape the future of food.
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SNAPSHOT OF 2018: MM BY NUMBERS

Direction
and Aims
of the
2018 Impact
Report
This impact report gives an overview of the social
and environmental impact created by Mercato
Metropolitano in 2018. It covers the community and
sustainable work across the market, using the United
Nations’ 17 Sustainable Development Goals (SDGs)
as a framework for activities.
The SDGs are a universal call to action to end
poverty, work with nature, and ensure all people enjoy
peace and prosperity. Each goal is interconnected
and provides a framework for global policy and
development.
MM supports the SDGs by running activities and
initiatives that address issues locally and beyond.
Our work addresses Goal 11 specifically: ‘Make cities
inclusive, safe, resilient and sustainable’, but we strive
to work towards all 17 goals where possible.

48

trading
partners and 15
nationalities

We secured
3 new MM
London sites
in Mayfair,
Elephant Park
& Ilford

3M turnover generated
by 3 top selling vendors
– in-house brewery,
pizzeria & Badiani
gelateria
Standout star performers:

80,891
gelato cups + cones enjoyed

This report casts an eye over all our activities and
initiatives, explaining why they are a focus, how they
have been delivered, and what impact was realised.
It concludes by looking ahead to our commitments
for 2019.

MM diners ate

32,210
margherita pizzas

16

IMPACT REPORT 2018-2019

SUSTAINABLE SUCCESSES

Too Good to Go partnership
created - 1,077 meals saved,
diverting 2,154kg of CO2
Two urban farms nurtured
with 44 classes and events
with 429 attendees

We removed
all plastic
straws and
bottles,
saving over
50,000
single-use
plastic
bottles from
being used

84 ticketed MM
events taught and
3,000 attendees
entertained

Crafty Fox partnership
created - 11 craft markets
hosted over 9 months,
with 11 free workshops,
350 traders and 22,000
customers

German Kraft onsite brewery
launched – 180,000 litres
brewed / 25 jobs created and
7,500kg of plastic saved

Small Change Big Difference
hosted at MM with 1,000
attendees, 5 trading partners,
5 organisations, one
TV presenter and a
celebrity chef

Jim & Tonic micro gin
distillery created with the
first MM gin made with
botanicals grown at MM!
6 batches in total – 305
litres of gin distilled

COMMUNITY COLLABORATIONS
700 adults and children
attended MM’s Cookery Class
programme – all for free
Holiday Hunger programme engaged
352 attendees across 12 sessions,
providing 1,000 hours of activities, eating
and socialising – all for free
18 refugee chefs took part in the
Refugee Programme delivering
classes to over 200 people
Free community lunches for
200 Age UK residents
Winner of the MM Female Food Founders
competition set up a business generating
£25k sales in the first 3 months, selling
a total of 3,800 dishes
Pop-up trading space launched with 12
traders operating sustainably across 2018

OUR SECOND BIRTHDAY DAY PARTY, ‘WE SUSTAIN’

24,449
Venezuelan
arepas eaten

Most popular
veggies – falafel
& halloumi wrap,
arancina norma &
vegetarian miso
ramen
Top tipple goes to
Heidi Blond,

149,866
pints poured

Being Italian, the
top coffee was
the espresso, with
12,538 sipped

2 roundtables
with 73 people,
discussing
empowerment in
the community
and sustainable
living
60 people enjoyed a
free community lunch
and free soup was
made for everyone
at MM
24 community lunch volunteers
engaged with us to make
it all happen.

23,500
people reached on Facebook

13 events
held across
36 hours
with 25,000
attendees
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Educating communities:
Events & workshops
We host a diverse range of classes, events and
workshops throughout the year at MM. Using
different spaces across the market, we connect
with the diverse demographics of our local and
wider community.
These events involve our customers, trading partners
and external partners, and bring people together
around food, drinks, crafts and growing projects.
We believe our events and workshops demonstrate
the rich culture and resources available to us locally,
while helping us build a more robust community.

MM anniversary: ‘
We Sustain
MM celebrated its second birthday in September
2018 and hosted a weekend long series of events
to celebrate community and sustainability.
The events included:
•

Cookery classes covering Iranian cuisine,
pasta-making and focaccia-baking

•

Urban gardening workshops, with a ‘Kids’
Corner’ hosting creative sessions for children

our impact

•

A community lunch for our stakeholders
and previous programmes attendees

•

Over the course of 2018, we held 84
events and reached 3,000 people.

•

Roundtables on empowerment
and sustainable lifestyles

•

Events included cookery classes,
craft workshops, urban growing
sessions, stall launches, tasting events,
‘Meet the Producer’ events, music
evenings, and the MM anniversary
weekend, which featured a numberof
workshops, classes and events.

•

5% of our workshops and classes
were specifically aimed at children
and families.
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Roundtable 1:

Unleash human potential:
the benefits of empowering
people and the community
28 attendees
Expert panel included:
Paolo Taticchi, Director Weekend MBA
and Global Online MBA Imperial College
Jan Mulhfeit, Author and Ex-Chairman
Europe of the Microsoft Corporatio
Marian Rivman, Communications Expert
Andrea Rasca, Founder, Mercato Metropolitano
Vicki Exall, Head of Community Partnerships,
Mercato Metropolitano
Roundtable 2:

Sustainable Eating
and Living: how to
embrace zero waste?
45 attendees
Expert panel included:
Federico di Penta, Programme Manager,
Sustainable Waste System, C40
Andrew Garden, Partnerships Executive,
Too Good to Go
Rebecca Maskrey, Senior Account Manager,
Paper Round
Alessio Giorgetti, New Development Projects,
Mercato Metropolitano
Michele Tieghi, Co-Founder, German Kraft
Alessio Lucattelli, Doctor and Founder of Veragon
Amedeo Claris, Chief Operating Manager,
Mercato Metropolitano
Moderator: Alex MacDonald, Former Journalist
and MM Ambassador
20

Moderator: Alex MacDonald, Former Journalist
and MM Ambassador
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Kids’ Corner
30 children dropped into our Saturday Kids’ Corner
and enjoyed:
•

Gardening workshops where they planted
seedings and learnt about food growing

•

Getting creative by taking part in a giant
illustration

•

A pop-up garden where they learnt about
protecting birds, bees and butterflies with
Bill Reilly from Pop Up Garden

Community Lunch
60 people from across Southwark joined
us for a free community Sunday lunch on.
Vegetables were donated by Solstice, City
Harvest London and chef Angela GrayEjiou, and the food was prepared, cooked
and served by 24 volunteers as well as
two paellas donated by one of our trading
partners, Abel.

our impact

13
events

15k 23.5k
total attendees
across the weekend

people reached
on Facebook

Overall, the most noticeable and satisfying
aspect of the weekend was how engaged
and interested people were while taking part
in events. It’s our belief that the WE Sustain
weekend genuinely contributed to a stronger
local community.
Another positive aspect was the network of
volunteers created. We found a group of highly
committed people, in perfect alignment with our
movement, willing to help with future events.

21
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THE URGENT CALL
FOR SUSTAINABILITY
We are facing an environmental crisis. Global
warming is threatening our planet, non-renewable
energies remain our most-used resource – and
our air, soils and oceans are increasingly polluted.
Meanwhile, the global population continues to grow,
and is expected to reach nine billion by 2050.
By creating responsible approaches to producing and
consuming food, we can lower our environmental
impact, reduce our carbon footprint and focus on
reducing, reusing and recycling. Achieving these
objectives in an era of globalisation, in growing cities
like London, is challenging but possible.
At MM, we believe that through urban renewal,
balanced diets and natural crop growth, we can
transform today’s large metropolises into sustainable
communities that contribute to food autonomy.
With this is mind, MM focuses on nature’s primary
product, food.

1

We believe food should remain in its
simplest form. We promote seasonal,
locally-produced food by small-scale
artisans. Our Sustainability Policy
supports our traders to operate in an
environmentally conscious way.

2

We encourage urban agriculture and
gardening initiatives. For us, urban food
production will have a major role in the
creation of tomorrow’s sustainable cities.

3

Producing, cooking and servicing food
requires energy. The recycling of this
energy is a key objective for MM, which we
are addressing through our use of smart
circular systems. The same approach
applies to plastic and we operate a zero
single-use plastic policy.

23

The Importance of
Provenance & Traceability
Unsustainable budget food impacts communities in
several ways. They take business away from local
producers, frequently pay low wages and provide
consumers with unhealthy options. However,
consumers are becoming more aware of these
issues. Many consumers are now concerned about
the provenance of their food; they want to know
where their food has come from and make informed
choices. This includes a greater understanding of
animal welfare, chemicals and additives, organic
production, fair trade principles, food miles and
whether a food has been produced in season or
not. This new focus is on a more environmentallyoriented, socially inclusive approach to farming and
biodiversity, and it advocates a fairer system for all.
As a result, an increasing number of London
boroughs and organisations are advocating a more
sustainable approach to producing, procuring and
consuming food in a bid to create more sustainable
cities for the future. This new approach to
sustainable consumption requires both policy change
and societal change.

Sustain, London’s alliance for better food and
farming, defines a sustainable approach to
food as:

24

1.

Aim to be waste free

2.

Eat better, and less meat and dairy

3.

Buy local, seasonal and environmentally
friendly food

4.

Choose Fairtrade-certified products

5.

Select fish only from sustainable sources

6.

Get the balance right

7.

Grow our own; buy the rest from a wide
range of outlets

The 2019 Mayor’s London Food Strategy has been
released with a focus on ‘food that is good for people
and the planet’ and MM will work alongside the
strategy to align our goals with the wider London
objectives. We want to evolve from a price-oriented,
supply chain to a more holistic ‘food network’ system:
one where those who grow the food also eat it and
transport it. We see MM as standing in the middle of
all this; as a social community and sustainable hub for
all groups of people.

Our sustainable
initiatives: Provenance
We work with our trading partners to make sure we
understand the provenance of the all ingredients
used across the market, while prioritising produce
that’s healthy and environmentally friendly. We aim to
continuously improve our operations by introducing
more sustainable products and new production
methods.
MM aims to partner with certified central suppliers
for different types of products, such as fruits and
vegetables, which would help us guarantee the
traceability, quality and health benefits of every
available food item across the market. Throughout
2018 we built up our sustainable network to ensure all
our suppliers met our standards, and partnered with
visionary organisations like Foodchain.
Foodchain is building a global, transparent food
marketplace that provides restaurants and chefs
access to high quality, sustainable food by aggregating
small, local producers. Since meeting Foodchain at
a networking event in 2018, five MM traders are now
purchasing from the network.
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OUR IMPACT
We created the MM Sustainable Policy, which translates our philosophy into a written
policy that our trading partners can follow. The policy focuses on standards, sourcing,
sustainability, social change and smart systems. Each point is developed with practical
tools for trading partners to use.
We removed all frozen chips from the market, working with suppliers to provide fresh
potatoes from UK farms instead. We found a cost-effective ‘wonky veg’ option for three
traders who now purchase potato ends, which make a great chip and would otherwise go
to waste.
We are exploring ancient grains with a French miller, as well as flours from UK mills. In 2019
we plan to launch an in-house bakery project and begin supplying our London sites with
baked goods made from nutritious, ancient grain flours.
We met Proper Oils, a sustainable oil provider who filter and recycle oil across Southall.
We aim for all of our traders to be using Proper Oils by the close of 2019, consolidating oil
deliveries and collections to once a week, and bringing the number of oil suppliers down
from 13 to one.
The MM Sustainable Policy helps us engage with all 48 of our trading partners in a way
that’s accessible to everyone.
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The Circular
Economy
& Waste
Management
The global population has more than doubled over the last 50
years – while our consumption of food and water has more
than tripled, and our use of fossil fuels more than quadrupled.
Our success at extracting fossil fuels has made us complacent
in finding sustainable alternatives, yet we’ve based modern
living on these finite resources. We simply cannot sustain this
rate of consumption.
Circular practices aim to use the planet’s finite resources
in a more sustainable way. This approach means that food,
packaging, energy and materials are considered part of a
system – a closed loop. The recovery and reuse of resources
are accounted for and put into practice. Ultimately, circular
practices aim for zero wastage.
The main barriers to the circular economy stem from cultural
barriers, including a lack of consumer awareness and interest,
with company cultures often reluctant to change. Reduce, reuse
and recycle are our aims as a market and as individuals.
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Our sustainable initiatives:
Circular Economy
& Waste Management
MM has a zero-waste-to-landfill approach. Most
of the biodegradable serving packaging (bowls,
plates, cups and cutlery) are collected alongside
the food waste and sent for anaerobic digestion.
Other non-plant-based packaging (i.e. cardboard,
glass) are recycled.
In September 2018 our waste management was
taken over by Paper Round, an organisation
originally established by Friends of the Earth.
Paper Round operates a zero-to-landfill service
that covers total waste management, closed-loop
recycling and office supplies.
MM’s retail space enables customers to buy
healthy, sustainably-sourced products to take
home to cook, eat and share. Customers can now
bulk-buy foods to reduce food and packaging
waste in-store and at home. Another aim of the
retail space is to help traders improve sales and
offer customers the opportunity to take MM trader
products home.
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Paper Round has helped us:
1.

Gain full transparency of where our recycling
goes, while providing us with extensive
resources and expertise. In the first three
months of working with Paper Round, MM
recycled 50% of its waste, significantly
higher than the UK average of 39%.

2.

Redesign our loading bay to include better
signage and positioning of equipment,
which has improved communication and
boosted our recycling.

3.

Reduce collections. By adding a cardboard
baler to our process we immediately
reduced daily collections of cardboard from
seven to two collections per week.

4.

Use sustainable vehicles that weigh all
waste and provide accurate reporting,
dramatically cutting the distance the waste
travels.

5.

Close the loop on our paper recycling, by
switching our stationary supplier to Paper
Round.

6.

Schedule training for 93 traders and staff
members.

7.

Eliminate single-use plastic and reduce food
waste by educating MM on the value of bulkbuying produce. As of 2019, MM customers
can purchase pasta, rice, pulses, dried fruits
and nuts by weight.

8.

Two trading partners; Leggero and Pala e
Mattarello are supplying the Drogheria with
fresh pasta and sauces so that customers
can buy to eat and share at home.
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A conversation
with Paper Round
MM: Where does Paper Round fit into
the waste and recycling industry?

MM: After working with MM in 2018, how do you
think we made an impact in our local community?

Paper Round was founded by Friends of the Earth
in 1988 and is now a standalone company. Our
services are based around the circular economy
and include; food recycling, WEEE recycling,
energy-from-waste collections, secure data
destruction and office supplies. We offer insight
to forward-thinking, environmentally-aware
companies of all sizes. Additionally, having started
out as a charity, Paper Round is dedicated to
helping several charities, including The Children’s
Literacy Charity, FareShare, Friends of the Earth,
Trees for Cities, ZSL London Zoo.

MM and Paper Round have been able to share
knowledge with the local community on where
Mercato’s recycling goes. We’ve done this by
presenting at Mercato’s “We Sustain” event in
August. Together, through the training of vendors,
we will continue to maintain a presence within
the local community and people to care about
our environment.

MM: What do you see as the main challenges that
communities face in becoming more sustainable
when it comes to waste?
It’s still necessary for us to encourage people
to ask the difficult questions and educate them
accordingly. We must then in turn do our part in
offering services that meet their expectations. It is
important that we demonstrate the value in doing
the right thing, so recycling isn’t seen as a luxury.

MM: How do you see MM and PR working together
in the future to achieve positive change?
We must continue to create positive changes with
MM and understand how the market operates
and what inspires its staff and vendors to recycle
successfully. To do this, we will continue to audit
the vendors and assess how recycling fits in to
their operations, whilst ensuring they’re doing it
in line with Mercato’s waste policy. This year, we
have ambitions to look to improve recycling for
the public and promote innovation across Mercato
Metropolitano to push further positive change.

MM: How do you see behaviour changing?
The trajectory for the issues surrounding waste is
clear in that they will, for the foreseeable future,
get worse before getting better. Although everyone
now understands the importance of recycling, we
still have a long road ahead of us. It’s up to us to
educate people to prioritise quality above quantity.
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Sustainable initiative:
A Zero Waste Brewery
In February 2018, we launched the German Kraft Beer
Brewery onsite at Mercato Metropolitano in Elephant
& Castle. The brewery adopts circular economy
principles by reusing and recycling resources to
minimise waste and recuperate energy.
Water is distilled on site using the energy generated
by yeast and mineralised to perfection. Beer is then
produced using this quality water, specialty hops
and malts. The beer is sold straight out of the tank,
unfiltered and unpasteurised for a very special
fresh beer experience. This creates a balanced beer
that’s deeply rooted in German tradition, but with a
modern twist.
Throughout 2018 we produced 10 different beer
types from 140 brews, and increased our tank
capacity by 50%.
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OUR IMPACT
•

180,000 litres of beer produced
at the market using local water.

•

Environmental impact reduced by
minimising beer miles.

•

Job creation: 25 jobs created across
the summer.

•

Water reuse: The brewery recycles waste
water by supplying the pizzeria with
warm water to use in their dough, and by
supplying the market with redistributable
warm water.

•

Steam reuse: Brewery steam is reused
in our micro gin distillery process.

•

Grain reuse: Waste grain from the brewing
process is used for anaerobic digestion
offsite, which is turned into energy and a
rich fertiliser.

•

Energy reuse: 63,000 kWh of thermal
energy was recovered from brewing and
used to distil tap water for future brewing
and drinking.

•

Plastic-free: 7,500kg of plastic saved
by only using refillable steel kegs.
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AN INTERVIEW WITH

German Kraft
FRIEND OF MM

MM: Tell us about German Kraft, when did you
start thinking about the brewery?
We started thinking about the project in the summer
of 2016, sitting in Franconian villages. Their local
breweries were of great inspiration.
MM: Your project is a circular economy one.
Can you explain how?
We reuse as much energy as we can. We use waste
heat from the fermentation cooling unit to distil
the London tap water for brewing purposes, while
also producing mineralised water for the market
community and supplying traders with our warm
waste water for cleaning purposes.
MM: Can you tell us more about your water
distillation process?
We reuse energy to be as efficient as possible.
The water distillation unit runs only on waste heat,
providing mineralised brewing water, hot washing
water for the market and mineralised drinking
water for the community. We are copying the
natural water cycle in a module that creates a huge
evaporation and condensation surface through
thousands of frames, but improves its energy
efficiency by reusing the same thermal energy six
times. It is driven by the waste energy coming from
the brewing and fermentation process. Through this
process, we create the purest distilled water, which
we then mineralise to create perfect drinking water.

MM: Why is it so important to produce locally?
This way the money stays in the community and
doesn’t go to big businesses or abroad. Producing
and selling locally helps other local businesses.
Products are fresh and from trusted members of
the community.

We use waste heat from the fermentation cooling unit to
distil the London tap water for brewing purposes, while also
producing mineralised water for the market community
31
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Sustainable Initiative:
Our partnership with
the Small Change Big
Difference campaign
In June 2018 we partnered with Small Change, Big
Difference, an EU-funded campaign designed to help
people eat better, waste less and recycle more food.
Most of the food used during the event was donated
by the Felix Project, an organisation that collects
surplus food and delivers it to charities.
We hosted a series of events across the market,
engaging circa 1,000 people in the process. These
events included:

1

Cooking demonstrations: Five MM traders
took part in the event by cooking with the
top 10 most wasted ingredients in the UK,
educating visitors on how to cook with
these ingredients.

2

A cooking demo by chef Cyrus Todiwala
and TV presenter Angelica Bell. Cyrus used
the 10 ingredients to cook four dishes, and
provided attendees with tips to reuse food
in a creative way.

3
4
5

Educational, interactive tables with games
run by Groundwork, WRAP and Veolia.
An educational and informative tip ‘tree’
created by market visitors to share food
waste saving tips.
London Evening Standard - Learn
sustainability
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Sustainable initiative:
Too good To Go
In April 2018, we joined forces with Too
Good To Go: a Danish food waste start-up
that provides a platform to help traders sell
surplus food at the end of the day – a model
that helps traders, customers and the planet.
As 40% of MM food traders are Too Good
To Go members, we ran a social campaign
to highlight the start-up’s mission and draw
attention to our diverse trading partners.

our impact
Our partnership with Too Good To Go saved:

1,077 2,154kg 9,262
Meals

of CO2

minutes of
driving

1.

501 customers have collected surplus food from Mercato

2.

983 users have listed vendors in Mercato as their favourite store

We also collaborated with Too Good To Go as part of our anniversary
weekend celebration, ‘WE Sustain’. TGTG joined us for our roundtable
on sustainable lifestyle, Sustainable Eating and Living: how to embrace
zero waste, to discuss food waste and how we can value and reduce it
as individuals and businesses.
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AN INTERVIEW WITH

Too Good To Go
FRIEND OF MM

MM: Tell us about TGTG and your aims?
In the local community, the aim is to empower
independent businesses and the community
around them to take action against food waste, and
connect like-minded individuals together through
our platform. In the wider community, we see our
movement as much more than just a tech solution
to a global challenge: our aim is to raise awareness
and educate people on best practice regarding
sustainability. About 50% of all food waste comes
from the household. To make a real impact we must
educate our partners and consumers alike.
MM: What do you see as the main challenges?
The biggest challenge is the attitude that our
culture has developed towards food. We have
become so disconnected from the source; it’s
somehow become the norm for everything to be
so disposable. We’re used to everything being so
available that the value and respect for food has
sadly fallen by the wayside. By highlighting the
damage this behaviour has on our environment,
hopefully, more and more people will continue to
wake up to the harsh reality and respect food and
its source again!
MM: How do you see the issue of food waste
developing – is behaviour changing?
The shift is happening, we have the Government’s
recent commitment to invest £15m into eliminating
food waste sent to landfill by 2030, and other
wonderful organisations such as WRAP and
Fareshare championing the importance of reducing
and redistributing surplus food. However, in order
to really change behaviour, more focus needs to
be put into educating the youth of today about
the importance of food, where it comes from,
and the damage wasteful behaviour has on the
environment.

MM: How do you see MM and TGTG working
together in the future?
We are very excited to strengthen our partnership
with MM as it launches its new sites in 2019. We
endeavour to collaborate more on more events and
educational workshops in the future.

The biggest challenge is
the attitude that our
culture has developed
towards food. We have
become so disconnected
from the source
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Sustainable initiatives:
Removing Single-use Plastic
In 2018, we aimed for no single-use plastic across
the market and replaced all plastic straws and water
bottles with compostable or paper straws and glass
bottles. We continue to explore packaging materials
further down the supply chain to understand the
potential for future improvements and best practice.
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OUR IMPACT
•

Switching to recycled glass water bottles
means we are saving over 50,000 singleuse plastic water bottles per year.

•

We identified Belu as a sustainable water
partner, bottled at source in Wales, in
lightweight glass bottles made from the
highest percentage possible of recycled
glass. 30% of our food and drink traders
work with Belu and all other traders use
UK-based alternatives.

•

At the end of 2018 we applied for joint
funding with Borough Market and the
London Waste and Recycling Board
(LWARB) to collaborate on an innovative
research project to dispose of all possible
waste at markets.
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AN INTERVIEW WITH

LWARB
FRIEND OF MM

MM: How does LWARB and Advance London
work within the local and wider community?
LWARB brings together London’s waste
stakeholders and a range of partners to transform
the management of waste in the capital. Our
objectives, are:
•

The production of less waste;

•

An increase in the proportion of waste that is
re-used or recycled; and

•

The use of methods of collection, treatment
and disposal of waste that are more beneficial
to the environment in London.

LWARB’s Advance London programme offers
businesses bespoke support to overcome the
barriers they face in accessing the advantages
the circular economy provides.
MM: What do you see as the main challenges in
helping communities become more sustainable
and adopt a more circular practice approach?
MM faces several challenges to becoming more
circular. These are: influencing both visitors
and traders to do the right thing; sourcing more
environmentally friendly food; getting rid of singleuse packaging (both transit and food containers);
and sourcing more energy and water efficient
equipment.

MM: How do you think MM made an impact in our
local community?
From our perspective, the impact of Mercato
Metropolitano is focussed on four key areas:
education, there’s been a great effort supporting
visitors and traders to reduce their impact;
exemplarity, showing that a low impact operation is
possible; awareness, being vocal about your values
and organising a lot of events around sustainability
and food has had an impact; and curiosity, your
openness to change and constant search for
solutions to improve what MM is doing in terms of
sustainability is impacting the community.
MM: How do you see MM and LWARB working
together in the future?
MM and LWARB could collaborate on events and
awareness raising campaigns. One opportunity for
that is the London Circular Economy week in June
2019. LWARB is also currently putting together
an application for London to become one of the
flagship cities of the Ellen MacArthur Foundation
Circular Economy for Food programme.
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Good Water
for All
There is nothing more precious than water. We can’t
live without it, and our ecosystem cannot survive
in polluted waters. Nevertheless, we continue to
pollute our waters and jeopardise water scarcity.
Perhaps we don’t think of water as a finite resource,
but it is, and we are exploiting it.
Green water, which accounts for the rainwater in
our soils, is our main source of water for food,
animal feed, timber, and bioenergy. Around 70%
of the world’s water is used for irrigating crops –
producing food for the entire population – so water
scarcity could constrain sustainable production
of our global resources and impact food security.
Minimising water pollution and conserving water
through technology and closed loop systems is of
paramount importance.
As well as water scarcity, the availability of
healthy drinking water and the sourcing of
sustainable bottled water, is another significant
challenge we face.

Sustainable initiatives:
Water
At MM, we’ve made it a primary goal to provide healthy
water with minimal food miles – instead of water
contained in plastic bottling that goes unrecycled and
transmits plastic fibres into our systems. By adding
water refill points across the market, we joined the
London Refill Campaign in fighting plastic waste and
providing our customers with access to water.
We are now trialling the free distribution of remineralised water produced by the German Kraft
Brewery, by offering this water to MM staff and all our
trading partners. The aim is to expand this offer to
customers in 2019 once we’re confident we can meet
the demand.

OUR IMPACT
•

All profits from water sales go to the
Aquiva Foundation towards sustainable
water projects.

•

By moving to in-house water production,
we will move to zero water miles, and a
reduction in the use of glass bottles.
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AN INTERVIEW WITH

the London
RefiFIll Campaign
FRIEND OF MM

MM: Can you tell us what the Refill London
campaign is?
Launched in 2015 by City to Sea in Bristol, Refill
is now a nationwide campaign. Refill London, a
collaboration between Refill and Thames Water,
reached our buzzing Capital in March 2018. This
practical tap water campaign aims to make refilling
your bottle as easy, convenient and cheap as
possible by introducing refill points on every street.
MM: There’s a lot of talk about the safety of tap
water, can you tell us more?
London tap water, mostly supplied by Thames
Water, is incredibly safe. It undergoes strict daily
testing and is highly regulated to ensure its safety
for the consumers – the tests run by Thames
Water are actually stricter than some bottled
water brands. London tap water contains naturally
occurring minerals, including calcium, potassium
and magnesium, which may give it the reputation of
being ‘hard water’ but it actually won a blind taste
test up against some premium bottled water brands
– we’ll drink to that!
MM: Plastic pollution is becoming one of the
most urgent environmental topics that needs to be
addressed. How does Refill help?
Plastic pollution is damaging the health of our
oceans. It’s even found in the seafood we eat.
It’s been dubbed as ‘one of the most serious
emerging threats to marine biodiversity’, by the
Convention on Biological Diversity and between 8
and 12 million metric tons of plastic end up in our
oceans each year – over 80% of it coming from
land-based sources.
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Here in the UK, the average household uses 480
plastic bottles a year, but only recycles 270 of them
– which means nearly half (44%) are not recycled.
This means that nationally, of the over 35 million
plastic bottles being used every day in the UK,
nearly 16 million plastic bottles aren’t being put out
for recycling. If just one in ten Brits refilled once a
week, we’d have 340 million less plastic bottles a
year in circulation!
MM: How can the public help?
It’s easy to feel overwhelmed by the problem, but
don’t forget, small changes make a big difference.
If you have yet to do so, buy yourself a reusable
bottle (ideally stainless steel or glass) and get
refilling with tap water! Both individuals and
businesses can join the Refill London campaign
and help bring about change.
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AN INTERVIEW WITH

Belu
FRIEND OF MM

MM: Tell us about the story of Belu
Belu began with a simple idea: there must be
a better way to do business. With water, our
mission is to show that a business can deliver
an environmentally improved and sustainable
proposition in the market, and use its profits to
help transform lives in developing countries by
providing access to clean drinking water. Belu is
Social Enterprise, meaning that we exist for a social
and environmental mission. We’re committed to
supporting the achievement of Goal 6 of the UN
Sustainable Development Goals, ‘Clean water and
sanitation for all’
MM: Could you tell us a bit more about what it
means to be a social enterprise?
Social enterprises are businesses that change the
world for the better. We aim to make a profit, but
it’s what we do with our profits that sets us apart
– as we either reinvest or donate them to create
positive social change. By selling goods in the open
market, social enterprises create employment and
reinvest their profits back into their business or
the community.

Social enterprises
are businesses that
change the world
for the better
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Go Green Urban Growing
Mainstream agriculture currently uses masses of
water and produces huge volumes of greenhouse
gases that negatively impact our environment. What’s
more, the system is reliant on fossil fuel-derived
fertilisers, pesticides, herbicides, picking, packaging
and transporting.
Once harvested, the nutritional value and flavour of
most produce reduces with time. So if produce is
picked early and transported thousands of miles, by
the time it is consumed much of the nutritional value
has been lost, and roughly 50% of everything we grow
is not consumed.
Consumers don’t understand where their food comes
from or its impact on their health as they are often so
far removed from production.
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We need to grow more food in cities. Evidence shows
that urban growing projects have social, health
and environmental benefits, but access to land and
water, and questions over soil contamination present
challenges.
In London, Sustain’s Capital Growth campaign offers
practical and financial support to communities across
the city, to help more people grow food, and increase
community access to land and growing spaces.
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Sustainable initiative:
Rootlabs & Farmbus
Rootlabs is the urban agriculture consultancy behind
Farmbus, a double-decker London bus converted
into a pick-your-own farm and plant shop parked
at Mercato since April 2018. The Rootlabs model
is based on hydroponic and aeroponic systems
designed to grow sustainable produce all year
round. The team behind Rootlabs believe innovative
horticultural technologies can directly address some
of the world’s most challenging issues surrounding
climate change, food security and quality of life for
people living in cities.

our impact
•

Rootlabs’ innovative growing systems
conserve 90% of the water used, and all
water is supplied from a single 45 litre
water tank.

•

The UK relies on importing produce such
as strawberries in the winter. Growing
strawberries across the year in a climatecontrolled system reduces refrigeration
and transportation.

Since arriving in
Elephant & Castle,
MM visitors have:

•

Rootlabs vertical growing systems can
hold six times as many plants per square
metre than conventional soil-based
farming.

•

•

Absolutely no pesticides or herbicides are
used in any process.

•
•

•

Followed the fascinating, innovative processes
behind hydroponic growing and small-space
high-intensity farming.
Enjoyed free educational sessions put on
by Rootlabs for local school pupils.
Discovered and purchased edible and decorative
plants, orchids, cacti and other houseplants sold
from the lower deck of the bus.
Discovered and purchased growing systems
for cultivating plants at home.

Free Houseplant Advice: 4 Sessions
/ 44 people (44 adults)
Free School Sessions: 13 Sessions
/ 277 people (248 children, 29 adults)
Miniature Landscape Workshops: 4 Sessions
/ 18 people (18 adults)
Growing Club: 4 Sessions / 23 people
(23 adults)
Houseplant Workshops: 3 sessions
/ 27 people (27 adults)
Urban Farming Tours: 4 Sessions
/ 30 people (30 adults)
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AN INTERVIEW WITH

Rootlabs
FRIEND OF MM

MM: Can you tell us a bit about Rootlabs is?
We’re a team of designers and plant scientists
who started Rootlabs to create sustainable
growing systems that transform spaces into
socially productive places. We work with
communities, businesses and individuals to
produce food and plants that address global
environmental challenges.
MM: Can you explain what Aeroponic
technology is?
Aeroponics is a fantastic way of growing lots of
plants using a minimal amount of resources. The
system doesn’t use any soil, instead plant roots
are suspended in the air and regularly misted
with a nutrient solution. This presents numerous
advantages: we can stack plants vertically and fit
more in a small space, we can retain up to 95%
of the water we use in the system, and our plants
yield a lot more produce as there is more oxygen
available to the roots.
MM: What’s the Farmbus project?
The Farmbus is a pick-your-own farm and plant
shop made from an upcycled double-decker bus.
We designed the project to demonstrate the many
sustainable ways that food and plants can be
grown, whilst providing educational workshops and
activities to help the public grow plants at home.
MM: Is this a solution to the pressing problems
of food production in urban areas?
Yes, we believe so. This technology can be used in
such a large range of areas within an urban setting
due to it not relying on the soil in the ground. The
systems can be stacked to produce vast amounts
of produce without taking up lots of space.
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MM: What will the future of farming look like?
Emerging technologies are going to have a huge
contribution role in the way we grow food in the
future, with automation and data allowing us to
grow more, quicker, and at a lower cost. All this will
be happening in places that we previously couldn’t
grow, thereby reducing transportation, refrigeration,
storage and the impact our food systems have on
the environment.
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Sustainable initiatives:
Green Projects
Uprooted Farms, our vertical farm at MM,
grows crops to supply London chefs, using
80% less water than traditional farming
and no pesticides. Collaborating with the
Palm Centre in South West London, MM
built green outdoor spaces across the
market, planting palm and ancient olive
trees. In February, MM worked with a group
of London based corporate volunteers to
create a hop-growing project in the garden,
to be used to produce fresh beer in our
sustainable brewery.

OUR IMPACT
In 2018, Uprooted Farms delivered:
•

200kg of mixed leaves

•

30 different varieties of salad leaves
grown

•

Produce to five restaurants and
20 chefs across London

•

Site visits to 10 chefs, two workshops,
and over 100 “MM guest” tours

•

Volunteering opportunities for
24 volunteers
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AN INTERVIEW WITH

Uprooted
FRIEND OF MM

MM: Can you tell us what Uprooted is and why you
chose to work with Mercato Metropolitano?
Uprooted is an indoor, vertical farm at Mercato
Metropolitano. Our produce is sustainably grown
within the city limits with a strong focus on
consistent quality, taste and pricing. Mercato is the
perfect place for us to start our business, it has
helped us set-up a prototype of the farm and allows
us to grow. The community and concept behind
Mercato gives us great energy and inspiration to
drive this further. It is a true ecosystem for food and
sustainability, bringing together chefs, growers and
customers.
MM: You have an urban hydroponic farm that
grows salads and herbs… what are the best
features of this method?
Using hydroponics means we are not using any
soil but a growing medium that allows the roots
to be in direct contact with our nutrient solution.
This means we do not have to deal with soil-based
diseases and our clean environment allows us to
avoid using any pesticides at all. What’s more is that
we operate a closed loop water system recycling all
the water that touches our plants. The only water
that is used is the water taken up by our plants or
evaporated into the air.
MM: The Hydroponic system saves a lot more
water than the traditional farming method, can
you give us some stats?
Typically, hydroponics uses around 20 times less
water than soil-based farming.
MM: What are the challenges to farming in
relation to water?
“While water is one of the most abundant resources
on the planet, only a small amount is considered
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safe for human consumption. The WWF estimate
that of the 2,500 trillion litres of water used in
agriculture, 1,500 trillion litres is wasted. We believe
the farming industry has a role to play to limit water
wastage and ensure pollution is kept to a minimum.
MM: What will the future of farming look like?
We’ll hopefully see a great ecosystem of traditional
farming done sustainably, with the help of
technology, urban farms feeding the cities and
new technologies allowing everyone on the planet
access to great tasting and nutritious food on their
doorstep.
MM: How can the public help?
Encourage sustainable farming practices and
minimise your personal water wastage. To go even
further we should encourage capturing more water
at home, harvesting it and storing rainwater for
irrigation.
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AN INTERVIEW WITH

Lamlash Gardens
FRIEND OF MM

MM: What is the Lamlash Garden
Project and when did it start?
Lamlash Garden is a community garden in Elephant
and Castle created by the local community, which
opened in 2015.
MM: Can you tell us, in simple terms,
what urban farming and gardening is?
At its simplest level, urban farming makes us think
creatively and constructively about the connections
between food growing, health and the environment.
It’s also going to be increasingly important for
sustainable cities in the future. Urban gardening is
one of the best ways to galvanise a community and
create something green and pleasant in our local
neighbourhoods. It’s also the most terrific fun!
MM: Is this a solution to the pressing problems
of food production in urban areas?
It’s an intelligent part of the solution, but lots of
different initiatives need to be joined up – including
cutting down on food waste.
MM: Community is a word used very often
nowadays, can you give us your definition of it?
Community is about feeling part of something
valuable.

MM: What will the future of farming look like?
“Vertical? That’s a big question. I hope we get to a
point soon where animals reared to eat are treated
as animals and less like products. We’ll need to
grow more food in cities. More hedgerows and
rewilding in rural areas.

MM: Why did you reach out to Mercato
Metropolitano?
MM is a great spot and I never fail to have a good
time there. We’re currently bidding to create Castle
Place, a new community hub in Elephant and Castle,
so it made sense to link up as we’re both kind of
doing the same thing!
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Beyond Food
Towards the end of 2017 we established a
relationship with Crafty Fox Market, that became
a long-term partnership from March 2018.
Crafty Fox Market supports talented emerging
designers, makers and artists in the London design
community, and provides opportunities for them to
showcase and sell their work across London.
MM hosted a monthly market throughout 2018
with more than 30 Crafty Fox traders at each event.
The market included a free craft workshop for
children and adults.

“I just wanted to thank you for a great day on
Saturday. It’s one of the best markets I’ve done,
and I really enjoyed it! Thank you for all the hard
work (and the gelato token, it’s was brilliant). I’d
love to do it again in the future and I’m sure I’ll
come down as a customer!”
Joey Ruthers, Crafty Fox trader

OUR IMPACT
•

We hosted 11 craft markets and around
350 unique traders; all small designermaker businesses selling products that
were either handmade by the stall holder
or produced on a small scale within the
UK.

•

We offered 11 free workshops alongside
the craft market and three paid-for
workshops.

•

We provided all Crafty Fox traders with a
free lunch at each market, allowing them
to further engage with the MM traders
and community.

“I moved to Southwark in April and the monthly
market is something I SO look forward to.
Thank you for making me even more proud
to call this area my home. And to allow me
to fill my home with beautiful things made by
genuine people.” @libertytuliptwo

Crafty Fox Market:
A case study
My name is Sinead Koehler and I am the founder of
Crafty Fox Market, which I started in 2010.
Crafty Fox is a modern craft market, hosting artists
and makers selling a desirable range of products
which takes place in a variety of London venues.
Community is very much at the heart of Crafty Fox
Market, and we have affordable stalls, support
schemes for new makers, business talks, an
informative blog and an online shopping directory as
all part of the offering.
Running the markets monthly at Mercato is a big
step. We’ve always run seasonal markets up to this
point, so I’ll be working extra hard to make sure the
monthly model is a success. It’s really exciting to
have a venue like Mercato to work with, as it’s such a
great fit for what we do.
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I was very proud to have been invited to 10 Downing
Street to represent the craft sector as part of a
roundtable discussion on small business. That was a
day to remember! I am passionate about supporting
talented creatives to do what they love.
The first time I walked into Mercato Metropolitano
I was taken by the warm, friendly atmosphere and
the amazing space. That was before I had even
tasted the food! The more I got to know about the
sustainability credentials and strong values of Mercato
Metropolitano, the more I could see that it was a great
fit for Crafty Fox Market.
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COMMUNITY BUILDING
Community building lies at the heart of everything
we do at Mercato Metropolitano. We do our best
to ensure the market serves all members of the
Elephant and Castle community, and our rich
community programme provides many opportunities
for local people to get involved.
The community programme was developed after, and
alongside, a period of intense community research.
We needed to get to grips with the community –
to understand its strengths, priorities and issues –
before putting together a roster of events.
It quickly became clear that the challenges facing
the community were diverse, and included concerns
relating to: health and wellbeing, education and
learning, lack of opportunity for minority groups,
lack of opportunity for children to play, isolation
among the elderly, employment, poverty and
inequality issues.

In response, we developed a programme that
aims to address these challenges by offering:
1.

fun, free cookery classes for children

2.

projects that address gender barriers in
the food sector

3.

holiday food and activity programmes for
families at risk of food insecurity

4.

lunches and social activities for elderly
members of the community

5.

programmes that provide education and
social opportunities for refugees
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Food Access
The proliferation of unhealthy fast food restaurants
in Southwark, especially in the more deprived parts
of the borough, remains a key challenge for the
community. Meanwhile, access to fresh produce
is often difficult, with those on the lowest incomes
consuming more salt, sugar and saturated fat, and
fewer fruit and vegetables. This is driving a key public
health issue: rising levels of obesity. According to the
Southwark Healthy Weight Strategy 2016-2021, the
borough of Elephant and Castle has the highest rate
of child obesity in the country, with 43% of children in
Year 6 classified as overweight or obese.
At MM we’re trying to address this through our
cookery classes for children and families. It’s our
hope that by providing nutritional information and
teaching people how to cook, we can empower and
upskill people, building resilience in the process.
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Research shows that people who can cook are more
likely to eat a healthier diet, and that
cookery classes for children can inspire families
towards healthier diets. As well as improving
cookery skills, cookery classes can increase a child’s
knowledge of food and nutrition and build their
confidence around healthy eating. They’ve also been
shown to contribute towards behaviour change: with
children eating more fruit and vegetables and trying
new foods as a result.
Cookery classes can also have a broader impact on
children’s learning, including: language development,
fine motor skills, and reading and maths skills.
Children also gain social skills by working together and
communicating in the kitchen, which is linked to an
increase in confidence.
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Community initiative:
MM Cookery Programmes
our impact

Throughout 2018, MM partnered with the NHS and
London South Bank University to deliver a series
of healthy eating cookery classes for people with
pre-existing health conditions in the borough. The
sessions also focussed on portion control and how
the body metabolises different nutrients.
At the end of 2017, MM formed an alliance with
the neighbouring school, Charles Dickens Primary
School. Located in an area with multiple food-related
issues – including a lack of access to affordable
fresh produce and the proliferation of fast food
businesses – the aim was to teach children about
healthy eating, show how much fun cooking can be,
increase confidence in the kitchen, and use food as a
vehicle for socialising and breaking down barriers.

FOCUS ON CHILDREN’S
EDUCATION
•

free cookery classes for groups of 15 children,
run by one of the market’s executive chefs

•

learning specific cooking skills, such as how to
cook fresh pasta and tomato sauce

•

personalised certificates with recipes for each
attendee

•

opportunities for children to record their
thoughts and reflections on Post it notes at the
end of the session

•

425 children engaged with the
programme.

•

Participating children and accompanying
staff reported a change in habits, with
children becoming more willing to try new
foods at school and at home.

•

According to parents, participating
children recreated the recipes at home
and became more engaged with food
preparation in the home.

•

The programme changed the perception
of MM from a place for adults in the
evening to a welcoming and accessible
environment for families.

What they said…
•

“A significant number of the children described
the cookery class at MM as ‘the best experience
of the school year’ or their ‘favourite memory of
the school year’” – Headteacher

•

“The tasting was my favourite part. It was one of
my favourite school trips.” – Year 3 student

•

“The best part was when we were making the
pasta and we got to crack the eggs and mix
them up with the flour in the bowl. I also loved
the eating part. I Ioved the trip so much!” –
Year 4 student

•

“Every child from nursery to Year 6 that I have
spoken to about the pasta workshops has been
amazed by the experience. It has been really
special” – Teacher
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Food Poverty
& Insecurity
The US Department of Agriculture defines food
insecurity as “the limited or uncertain availability of
nutritionally adequate and safe foods” or “the limited
or uncertain ability to acquire acceptable food in
socially acceptable ways.”
Food insecurity is a significant issue across
Southwark – and vulnerable, marginalised groups
are at a greater risk of food insecurity and the health
inequalities associated with it. As a result, local
authorities, including those in Southwark, are looking
to implement structural and policy changes to the
local food environment to offer more affordable
healthy options.

Reliance on food banks also increases during the
school holiday, while parents report skipping meals
to ensure their children have sufficient food supply –
therefore potentially impacting parental health.
In the context of the above, more and more of
these families are becoming reliant on “holiday
hunger” provision, where local charities, social
enterprises, religious institutions, community groups
and even businesses step in to provide free or very
low-cost meals and activities for families during the
school holidays.

Issues associated with food insecurity in families
are often magnified during the school holidays. The
London Food Poverty Profile released by Sustain in
2015, stated that approximately 1.5 million children in
the UK qualify for free school meals (FSM), but during
the school holidays (170 days of the year), these
children lose the security of FSM. Research shows
that children who return to school malnourished
after holidays, may not realise their full potential due
to the long-term health and learning disadvantages
associated with this issue.
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Community initiative:
Holiday Hunger
In London, approximately 400,000 of the 700,000
children living in poverty go hungry during the school
holidays unless an organisation or charity provides
provisions.
In May 2018, Southwark Council, Guy’s and
St Thomas’ NHS Foundation Trust, Mercato
Metropolitano and the Central Southwark Community
Hub formed a partnership to pilot a programme that
addresses the very real issue of “holiday hunger”
across Southwark.
Mercato Metropolitano ran 12 sessions during the
six-week summer holidays, with two sessions per
week. Each session included a fun, educational
activity and a nutritious meal. The programme was
delivered in conjunction with 16 businesses that
operate at MM, including 13 food traders, two leisure
providers and our sustainable urban farm.
Families were mostly referred to the programme
towards the end of the school summer term via
schools and food banks. Southwark Council attended
two sessions and signposted families to further
support services available.
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OUR IMPACT
•

During the course of the programme,
MM provided free meals and activities
for 352 attendees for three hours per
session, providing a total of over 1,000
hours of activities across the summer
for local families.

•

The impact of the programme was much
broader than food. It brought about new
friendships for the children and their
parents, and the new activities inspired
the children.

•

The programme inspired a new
community, one that MM is continuing
to develop via our Holiday Food and
Activities programmes that includes many
of the same families that took part in
previous events.

•

Parents and children said the cookery
classes were informative, fun and
educational, and that they learn new
skills and felt more confident in preparing
healthy meals and eating a healthy,
balanced diet.

•

The pilot project helped demonstrate the
role that businesses can play in national
and local issues, and MM is now in
discussions with key stakeholders about
the delivery of a larger programme during
the school holidays of 2019.
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TALKING WITH

Rosie Dalton-Lucas
about Holiday
Hunger
R O S I E D A LT O N - L U C A S I S T H E H E A LT H I M P R O V E M E N T
PA RT N E R S H I P M A N A G E R AT S O U T H W A R K C O U N C I L
MM: Food insecurity is a growing issue across
London. Please can you summarise the current
situation in Southwark?
“Over the last 10 years, food insecurity has become
more of an issue. We have been using proxy
indicators until this point. There are about 50,000
people who are food insecure in the borough;
20,000 of whom are moderately to severely food
insecure. Food bank usage in Southwark has
increased by about 30% in recent years.”
MM: What was the motivation for running the
Holiday Hunger pilot last summer?
“It was very early on in the Public Health’s team
journey. We had just started working with the
Southwark Food Action Alliance and were learning
about the realities of ‘holiday hunger’. There were
a couple of voices that were helping us understand
this issue, including Mercato Metropolitano’s.
Southwark Council’s free healthy school meal
programme is held in high esteem and it seemed
like a good opportunity to address the gap, given
that it’s been such a priority for Southwark to meet
the needs of these children. The pilot felt like a
practical thing that could be done early on to test
the waters.”

MM: What would you say are the key learnings
from last summer?
“It was amazing to see such a collaboration
between the partners across different parts of
Southwark. It was great to see Central Southwark
Community Hub charity and MM working together
for the benefit of the community. There was lots
of cross pollination of both programmes. Mostly
it gave us the opportunity to see how it would run
and, if it were to be replicated, what sort of things
would need to be in place to show what works
and what doesn’t. The evaluation was positive. We
learnt we could help these families with meals and
taking food home, and that they were learning new
skills and having positive social experiences. In
turn, this made them feel more connected to their
community, while providing play opportunities for
their as well as the opportunity to enjoy quality time
with their children.
MM: What is your vision for food insecurity
projects in 2019?
“The priority has been setting up a Food Security
Action Plan (FSAP), however Guys’ and St Thomas’
Charity are aware that we want to put in a bid
to support coordination of provision of holiday
programmes across the borough and help the
network to continue to learn from each other.
We have put aside a small amount of funding to
support MM and Central Southwark Community
Hub again. We want to see a more coordinated
approach across the borough.”
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Supporting
Entrepreneurs
The UK is a nation of small business owners. Small
businesses account for over 99% of all private sector
businesses and 99.9% of small or medium-sized
enterprises, providing 16 million jobs.
Providing support to entrepreneurs is paramount
to the success of businesses at Mercato. Key
challenges for founders include: access to funding,
creation of business plans, expansion to new
markets and business growth. Business and financial
mentoring helps support entrepreneurs with cash
flow, recruitment and HR, time management, funding
opportunities and confidence. For all entrepreneurs,
finding a premise to trade from can be a daunting
process. Whether it be office or retail premises,
founders must factor in business rates, insurance
and utilities – all of which can be prohibitively
expensive, especially in cities like London.

our impact
•

From April 2018 we supported 12
traders to join the market for two to four
weeks. Employment opportunities were
generated with an average of 24 new
positions across the year created within
the pop-up space.

•

The Florence project has brought 26
Tuscan food traders and artisanal craft
products to London, creating partnerships
and networks for independent traders
from Tuscany.

•

A number of trading partners flourished
and grew their businesses inside and
outside of MM.

Female founders face additional challenges too.
Access to funding via the male dominated world of
business and finance is problematic. According to the
British Business Bank’s UK VC and Female Founders
Report, for every £1 of investment, all-female founder
teams receive just 1p, while all male teams receive
89p. Women also experience greater challenges
when trying to access mentoring and support,
building a network of support and coping with the
fear of failure. Programmes that support women in
setting up businesses can help breakdown these
barriers and contribute towards thriving economies.

Community initiatives:
Breaking down barriers
to entry
For businesses looking to trial new products and
services, barriers to entry come in all shapes and
sizes. We launched a pop-up trading space in April
2018 to allow potential new traders the opportunity
to trial concepts and ideas at the market on a
short-term basis. We support the new businesses
by providing economically viable spaces, electricity,
existing expertise in the market and a communication
platform.
We also created a five-month cultural exchange
between MM and the Florence Council so that
we could enhance the talents and opportunities
of international artisans. The exchange connects
customers to producers and showcases regional
and seasonal foods and crafts in London.
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From pop-up to
pop stars our
new traders
Bottles
N Battles
Oprha’s
Dogs
Ariana Lopez Torralba is the founder of
Orpha’s Dogs, a South American-inspired
gourmet hotdogs stand. Ariana moved from
being an employee of one our trading partners
to running her own business at the market and
now has a permanent space at MM.

Since launching its products at MM,
our enoteca (wine bar) and trattoria
partner, Bottles & Battles, has opened
a brand-new space in Shoreditch.
Bottles & Battles is now a permanent
trader at MM.

Uprooted
Our onsite hydroponic farm, Uprooted,
is exploring the opportunity to scale
up and partner with MM Ilford to grow
food hydroponically for traders and
customers in Ilford.

Badiani
Since launching its products at MM,
Artisan gelato producer, Badiani, has
opened a new gelato laboratory and a
retail shop in west London. Badiani is now
a permanent trader at MM.n.

German Kraft
Beer Brewery
Our sustainable brewery, German Kraft, is
expanding its partnership with MM to develop
zero waste breweries at three new MM sites
across 2019.
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Simply Pavlova:
A Case Study
My name is Eleanor Watkins and I’m from Louisville,
Kentucky. When I moved over to the UK to pursue
an MSc in Food Science, I had actually never heard
of pavlova! I ate pavlova for the first time when my
mother-in-law made it for me, and I was in love. I love
the simplicity of meringue, cream, and fruit. After
several years of eating pavlovas, I finally thought
about creating a make your own pavlova bar, and
so Simply Pavlova was born and I became a food
entrepreneur.
My passion isn’t specifically about patisserie or
desserts, but rather cooking in general. Prior to
moving to the UK, I worked as a chef in restaurants
for five years. With my culinary and scientific
background, I experimented to find the best way to
make the perfect meringue for a pavlova.

The perfect meringue is the secret to any pavlova. I
like them snow white in colour, crisp on the outside
and chewy in the middle. I also think a great sauce,
like salted caramel or berry coulis, sets it apart and
makes it a special dessert. The origin of pavlova is a
bit of a contentious subject – with both Australia and
New Zealand claiming to be the birthplace of pavlova.
We love Mercato Metropolitano because it isn’t just
a food market, but a dedicated social enterprise
committed to teaching the importance of how to
create great food. Our first goal with Simply Pavlova
is to create high-quality desserts, but we too are
committed to educating people on how to make
quality food. This is why we jumped at the chance to
host a Make your own Pavlova class with Mercato
Metropolitano, as well as do a three-weekend pop up.
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Community initiative:
Female Food Founders
In April 2018, Mercato Metropolitano, Peabody and
Hatch – three Southwark organisations – teamed
up to support female food entrepreneurs to help
turn one enthusiastic foodie’s dream into a thriving
business. MM launched an online competition
inviting entries from across South London to bid for
the following prizes:
•

Use of a refurbished trading stand at Mercato
Metropolitano, Elephant and Castle, with no
entry fee or monthly rates and low commission
rates.

Ze SpAtzle Club’s threemonth residency ran
from 6 September until
7 December and delivered:
•

£21,000 revenue in a 1.5 square-meter
trading space, selling 3,023 dishes.

•

Food, business and management
mentoring resulting in improved menu
creation & production.

•

£1,000 capital start up grant, courtesy of
Peabody.

•

•

Assistance with PR, marketing and design,
courtesy of the MM team.

Employment of three part-time
members of staff.

•

•

Assistance with financial planning, financial
management systems and the creation of a
business plan, courtesy of Hatch Enterprises.

On and off-line marketing focused on
storytelling and a business launch.

•

•

Support establishing a sustainable supply chain,
courtesy of the MM team.

Local and international press interest in the
programme, including a documentary for ZDF
German TV.

•

Brand management and visuals including
MM and Female Food Founders branding.

•

Developed partnership with Too Good To Go,
to fight food waste.

The competition started in May 2018, with entrants
asked about their concept and inspiration. We
received 40 entries, of which seven were shortlisted
and invited back to a Masterchef-style final.
Nancy Nosel, the founder of Ze Spätzle Club, won
with her traditional south-west German dish, spätzle.
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Nancy Nosel, winner of the Female
Food Founders competition
Winning the Female Food Founders Competition has been a life-changing experience,
and the support from MM has been incredible. I’ve been able to go from cooking for
friends as a break from my office job, to running my own stall with my own team and
an exciting product.
MM gave me unbelievable financial support. The executive chef taught me how to
run a busy kitchen and develop new products, and the MM community of vendors is
a valuable support network. I’m proud of what I’ve been able to achieve, proud of how
popular spätzle is, proud that all of my ingredients are sustainably sourced and proud
to be part of MM.
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Isolation & Integration
Integration of minority groups into new communities
is a complex and gradual process with legal,
economic, social and cultural dimensions. Refugees,
for example, may find integration especially difficult
due to language barriers, limited recognition of
qualifications, lack of networks, physical and mental
health issues and discrimination.
Activities, including cookery classes run by refugee
chefs, provide host communities with the opportunity
to have social contact with refugees. This is
proven to have a major impact on how people view
immigration. Where people have social contact,
opinions are based on those interactions rather than
on narratives drawn from the media and their peer
group, which helps to break down barriers.

our impact
•

•

Nine women from six nationalities
participated in the Refugee Cooking
Collective pilot, coming from Eritrea, Iran,
Sudan, Algeria, Georgia and Sri Lanka.
The course helped to increase their
social confidence, reduce isolation and
map a pathway into food-related career
opportunities.
Four cookery classes taught by Iranian,
Ethiopian, Pakistani, Ecuadorian and
Nigerian cooks were hosted. Going
forward, we will host a class with
Migrateful chefs across three Tuesdays
per month. In total we are engaging with
18 refugee chefs and cooks.

Cookery classes also provide refugees with the
opportunity to share their stories and journey with
their new communities, and educate people about the
history and culture of their food. These experiences
also help to support migrants on the road to
employment in their host countries.

Community initiative:
Creating opportunities
for refugees
MM is working with the Refugee Council on a pilot
project that uses food and cooking as a way of
reducing isolation amongst refugee women. The
Cooking Collective training provides refugee women
with the chance to meet new people, learn new
skills and explore cooking as a possible route to
employment, through ethnically inspired recipes that
tell the stories of their creators.
MM is also working with Migrateful, an organisation
that helps the UK’s migrant community on their
journey to employment and independence. Migrateful
is running a cookery class programme that seeks
to address the lack of support provided to asylum
seekers, refugees and migrants, whom may have
fled their home countries and feel disconnected from
their new ones.
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A letter from
Andrew Lawton,
Head of Integration
at Refugee Council
Dear all,
A big thank you to everyone at Mercato Metropolitano for
your generous support. You enthusiastically embraced the
opportunity to work with the Refugee Council for which we are
incredibly grateful.
As you know, the Refugee Cooking Collective programme
was designed to support refugee women who are new to
the country, unemployed and socially isolated. With your
wonderful support we were able to offer a safe and supportive
environment where the women could meet others, share
experiences and make new friends. The training programme
also provided participants with exciting new cooking skills and
an invaluable insight into the food and hospitality sectors as a
pathway to employment.
Thanks to you we’ve learnt a lot about food quality and the
sustainability and sourcing of local ingredients. The Refugee
Council and Mercato Metropolitano share a strong sense of the
importance of creating communities, and food is certainly a
fabulous medium for bringing people together. We do hope this
will be a long and positive relationship where together we can
support some of London’s newest and often most vulnerable
community members.
Regards,
Andrew
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Talking With Majeda Khoury
about Migrateful
My name is Majeda Khoury and I come
from Syria. I arrived in the UK in July
2017 and took part in the ‘Association for
the Defence of Human Rights: Women
in Conflict’. When I was in Syria, I was
responsible for a coaching programme
that focused on reducing violence against
children and women. It was called “How to
talk so the children listen”, and consisted
of educating women and their children
around communication and respecting
other people.
Cooking has always been my passion and
I have always prepared food for my friends
and family to express my love. Food is
also a way for me to integrate into British
society and bring the tradition of the Syrian
food here. Syrian recipes are colourful and
healthy and what makes them special and
unique is the long preparation. Every dish
can be cooked in different ways and can be
made suitable for all tastes.

My favourite dish is harrak isbaoo. It is
a vegetarian Damascus dish made with
lentils, pasta dough, garlic, pomegranate
molasses and tamarind, garnished with
pomegranate seeds, fried bread, fried onion
and fresh coriander. All these ingredients
create an extraordinary combination of
sweet and sour flavours, furthermore, the
recipe contains all the nutrients one needs,
plus it is very tasty.
The dishes that I teach at Mercato
Metropolitano are makloube and harrak
isbaoo. Makloube comes from the
Palestinian tradition, but the original version
is made with many different vegetables and
rice. The Syrian variant is slightly different: it
has rice with aubergine, meat, and almonds.
I would like to have my own business one
day – a place where I can give cooking
lessons on Syrian food. I want to show how
the Syrians eat, and how our recipes are
delicious and healthy, because it is part of
our culture and I am proud of it.
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ISOLATION
& LONELINESS
Being lonely or socially isolated is proven to have a
significant impact on a person’s physical and mental
health. This is especially true for older people who
are particularly vulnerable. Increasing participation
in social and leisure activities helps older people
stay connected to their communities and maintain
supportive relationships.
In areas undergoing significant regeneration,
like Elephant and Castle, older residents can feel
disconnected from the changes going on around
them. As areas regenerate, new homes, residents
and facilities can bring dramatic changes to an area
and cause disruption to social ties and the sense
of community. Families and neighbours are often
rehoused in different locations, with older people
lamenting the loss of the close-knit community they
were once part of.

By developing projects in conjunction with charities
like Age UK, community-focussed businesses can
make a genuine, positive difference to the wellbeing
and quality of life of older people. Community lunches,
music events and dance classes, for example, can
help to nurture old friendships and support new ones.
Creating safe, warm spaces where people can meet
facilitates regular opportunities older people to get
together, and increases their connection to the
local community.
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Community initiative:
Lunches With AgeUK
MM works closely with local charities like Age UK,
to provide social activities for older local residents.
The programme was designed to provide a healthy,
nutritious lunch for members of the community,
whilst also addressing the social isolation and
loneliness this group often experiences. We provided
free cookery classes for the group, to try and give
them the confidence to prepare simple meals
at home.
MM is now working on an extended programme,
which will include targeting men’s social activities,
lunch clubs and cookery lessons.
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OUR IMPACT
•

During 2018, MM provided a free lunch
for approximately 200 people via our
partnership with Age UK.

•

In December, MM hosted a Christmas
lunch for the ‘young at hearts’ in our
community. 45 people were treated to
a culinary journey through MM, as an
alternative to a traditional Christmas
lunch. The afternoon ended with a
wonderful Christmas Carol concert given
by the very talented children from Surrey
Square Primary School. A great example
of intergenerational community activities!
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TALKING WITH
AGEUK
Age UK Lewisham and Southwark are delighted that
older Southwark residents have benefitted from
Mercato Metropolitano’s community initiatives over
the past year. These included:
•

Weekday and weekend community lunches

•

Christmas lunch

•

Cinema showing of Casablanca

The provision of free community lunches has been of
particular benefit as poverty and malnutrition remain
rife amongst our local older population. These events
saw older people enjoy a nutritious, freshly cooked hot
meal (considered a luxury to many) in the company of
their local community and facilitated the forming of
new friendships.

The cinema showing of Casablanca was a huge hit
with those in attendance reporting that they felt they
had stepped back in time. Many had not been to the
cinema for several years as a result of mainstream
cinemas not being accessible for them, or due to a lack
of confidence having lost companions they would have
previously gone with. This opportunity enabled them
to once again enjoy the past-times they had loved and
lost over the years.

Sustain, London’s alliance for better food
and farming, defines a sustainable approach
to food as:
Collectively, MM’s community programmes
have resulted in older people experiencing:
1.

Reduced social isolation and feelings of
loneliness

2.

Improved mental and physical wellbeing

3.

Increased community connections

MM have created an inclusive space in
the heart of Elephant and Castle; an area
undergoing massive regeneration, where many
older residents feel disconnected and isolated
from the change going on around them.
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INSPIRING FUTURE
DEsICION-MAKERS
Imperial College London
In 2017, MM published its first sustainability report.
The report was the result of a collaboration between
MM, and MBA students from Imperial College
London. We continued our relationship with Imperial
College London into 2018, as we explored further
how we can measure community impact, so as to
understand how business models can contribute to
sustainable development.
This does not focus only on the environmental
impact but on well-being of the market stakeholders,
developing communities and protecting values
around craftsmanship.
In 2017, MM started collaborating with Dr Paolo
Taticchi, Principal Teaching Fellow in Management
and Sustainability at Imperial College Business
School (IB), with the goal of developing a number
of initiatives to support business education through
experiential learning at Mercato Metropolitano.
As reported in the first sustainability report, the first
outcome of this collaboration was the publication
by IB of a teaching case study on Mer- cato
Metropolitano. This case study, authored by Dr
Taticchi, is today regularly used in sustainability/
strategy classes at Imperial College Business School.
As of the date of this publication, the case has also
been used in Universities in France, Peru and Spain.
With the goal of offering experiential learning
opportunities to IB stu- dents, MM has also hosted
7 study-visits (undergraduate, MSc and MBA
students – for a total of 300+ students), sourced
consulting projects for students (e.g. in 2018 a group
of IB Management students developed a plan for
optimising operations at MM) and internship/work
opportunities (more than 5 graduates benefitted
of that).
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Our CED Andrea Rasca was featured in online
materials developed by Imperial for the development
of a Sustainability MOOC. In 2018, he also joined
the Advisory Board of the Weekend MBA programme
at IB.
Since 2017, Dr Taticchi is an Advisor of MM and has
helped us to shape our sustainability agenda and
maximise the impact of our work.

OUR IMPACT
•

The outcome will be a triple bottom line
business model and report at the end
of 2019.

•

MM MBA case study

•

Over the course of 2018 X number of
students visited MM to attend a talk
with the MM founder, a tour of the
market and to enjoy the food and drink
that MM has to offer, giving them an
insight into the sustainable community
business model.
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Dr Paolo
Taticchi
DIRECTOR GLOBAL ONLINE MBA AND
WEEKEND MBA, DIRECTOR GLOBAL
I N I T I AT I V E S , P R I N C I PA L T E A C H I N G
FELLOW IN M AN AGEMENT & SUSTAIN ABILIT Y

Sustainability is one of the key issues of today
society as confirmed by increasing attention of
governments, media, academics and industry. In
the context of sustainable development, businesses
that are often referred as part of the problem, can be
part of the solution. As a consequence of that, policy
makers, industry leaders, society and academics
with different backgrounds are today dealing with
sustainability trying to understand how this affects
traditional way of doing business, and, as well, how
traditional businesses are affected by sustainability.
In this context, innovative business models such
as the one of Mercato Metropolitano offer great
potential for innovation. In this research, performed
by Alessandro Moro (Imperial College Business
School, MSc Management, Class 2017) under my
supervision, we developed an innovative framework
to measure the economic and social impact created
by MM. The key findings of this research are
presented in this Sustainability Report, which is the
first one published by the firm.
Sustainability reporting is critical for two reasons:
1. You can’t manage what you can’t measure;
2. Transparency is a key goal of any sustainable
business.
This first Sustainability Report represents an
important achievement for Mercato Metropolitano.
In fact, MM shows great elements of supportive
development and this is a critical for a business
who aspires to go globally.

FIE INTERNSHIP
PROGRAMME
The Foundation for International Education (FIE) is
an international educational organisation working
in partnership with universities and colleges in the
US to provide immersive study abroad programs
for undergraduate students in London, Dublin, and
Amman.
“Mercato Metropolitano has been an FIE partner
since 2016 and hosted 9 of our international students
on placement. They have each been welcomed
by Mercato’s enthusiastic team and enjoyed the
opportunities to develop their professional skills
across the operations, marketing, branding, finance
and HR departments. Many of these students are still
in touch with their Mercato colleagues and benefitting
from their mentorship and encouragement. It is our
pleasure to partner with a company which shares so
many of our articulated values, from sustainability to
community engagement, and we look forward to our
continued work together”
Rebecca Claris, Director of Experiential Education at
the Foundation for International Education
73

SHARED VALUE THOUGHTS
FROM PEABODY, OUR LANDLORD
“In 2016, Peabody signed a lease with Mercato Metropolitano for 42, Newington Causeway on a
meanwhile usage basis, whilst we continued to develop our plans for the Borough Triangle site.
Peabody selected MM as tenants as their community focussed ethos is very much in line with
ours and we felt that their programmes would bring real value to the community in Elephant and
Castle.
MM promised to create a sustainable, community market that would drive the regeneration of
the site (and area). We are delighted to confirm that MM have over delivered on this promise.
They have created a community focussed space that is drawing significant numbers of people
into the area, by providing delicious food and community events in a safe, sociable environment.
MM continues to provide innovation to the site by incubating a wide variety of small businesses;
from a sustainable brewery who are distributing remineralised waste water across the site, to the
support of start-ups that are focussed on creating sustainable urban agriculture solutions, as well
as a significant number of food artisans.
MM has a strong community programme, which has brought huge benefits to the area and
Peabody residents alike, including the cookery classes for local children, community lunches for
older people to address social isolation and loneliness and the “holiday hunger” project it ran last
summer, addressing food insecurity in Southwark.
Peabody has extended its commercial relationship with MM to include delivering communityfocussed projects. This includes a partnership in 2018 for their Female Food Founders
competition; the winner of which won a trading stand at MM, capital start-up funding and
business and financial mentoring. We continue to explore further projects like this that we can
partner with them on, which will benefit the local community.
We are delighted that MM are working to find a new home in Elephant and Castle, so that they
can continue to deliver community benefits as and when the time comes to move on from the
Borough triangle site to allow for its redevelopment.”
Head of Delivery, Development
Peabody
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mercato mayfair
In Summer 2019, Mercato Mayfair will open in the
newly restored, Grade I listed, St Mark’s in North
Mayfair and will turn the building into an inclusive
retail and dining destination, with a considerable space
dedicated exclusively to educational and
social activities.
The site went through a £5-million restoration led by
Grosvenor Estates, the Duke of Westminster’s property
company. When the venture launches, it will be the first
time since 1974 that the former St. Mark’s Church (now
deconsecrated) will be open to the public.
When Mercato Mayfair opens, it will showcase a
community- focused variety of artisan food stalls, a
deli, retail space, a cheese and wine shop, coffee and
gelato offerings, a craft brewery, and a flower shop –
to name just a few.
Educational and cultural activities will place an
emphasis on natural food, nutrition, upskilling,
performing arts and social responsibility, as well
as grassroot education on the fighting of noncommunicable diseases, which are often the result of
poor diets and sedentary lifestyle.

The Project
•

Inclusive, community-focused
retail and dining destination, with
strong emphasis on educational and
cultural activities on natural food,
nutrition, upskilling, performing arts
and social responsibility.

Expected Launch
•

Early summer 2019 (currently
subject to planning and heritage
permissions)

Total Investment
•

Expected cost of the infrastructural,
fit out and decorative intervention in
the region of £1.5 million.

Tenure
•

Lease from Grosvenor Estate
of an initial 15-year term.

•

Number of Traders

•

In the region of 25 to 28.
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Elephant Park
The MM Factory project is due to launch in early
summer 2019 and is is the result of a partnership
between Mercato Metropolitano and Lendlease, a
leading developer of infrastructure and real estate
across four continents: Australia, Asia, America and
Europe. The aim of the project is to create a new
concept of food retail and dining market with real
production laboratories within an urban context.
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The Project
•

Urban production, retail and dining
venue, with emphasis on food shortvalue chains, craftmanship, great
and natural food.

Food education and attention to basic, natural
ingredients originating from sustainable crops will be
at the centre of the MM Factory ambitious project,
with emphasis on the traceability of ingredients, the
importance of rotational cultures, and traditional
artisan trades such as bakery, butchery, confectionery
and craft brewery, which Mercato Metropolitano is
promoting through a real ‘movement’ of environmental,
social and economic values and sustainability.

Expected Launch

Inside MM Factory, there will be a production of flour
derived from heritage and organic grains, seeds
and cereals, a bakery, a pastry shop, a fresh pasta
production and a craft brewery, together with a retail
space and a selection of strictly artisan restauranteurs.

Tenure

•

Early summer 2019

Total Investment
•

Expected cost of the infrastructural,
fit out and decorative intervention in
the region of £1.3 million.

•

Lease from Lendlease of an initial
15-year term.

•

In the region of 25 to 30 traders.

Ilford
Mercato Ilford will be the first UK sustainable urban
circular- economy project of the kind. The market is
being built thanks to the collaboration of the Redbridge
Council and a £ 1.4 million grant awarded by the
Council to Mercato Ilford via the London development
fund known as the ‘Good Growth Fund’, an investment
program worth £70 million and dedicated to urban
regeneration projects made available by the Mayor of
London, Sidiq Khan. The non-repayable loan, which
today represents the largest investment provided by
the Good Growth Fund for a single project, will be used
for the construction of a covered market in the town
of Ilford, East London, which will aggregate about 35
artisan restaurant concepts, educational and cultural
spaces and a craft beer production.
However, the main theme of Mercato Ilford will one
of sustainable circular economy, with hydroponic
greenhouses throughout the entire length of the roof
for the production of vegetables for the market, as
well as an anaerobic digester where organic waste
produced by the market will be decomposed by
microorganisms in anaerobic conditions. The purpose
of the plant will be to generate sufficient electricity and
heat or the rooftop greenhouses, as well as compost to
be used as soil improver for crops.
The market is being build designed and build natural
and sustainable materials, which will be capable of
being relocated at the end of the lease term.

The Project
•

Community market focused on
urban circular economy, with
artisan traders, educational and
training initiatives, a hydroponic
farm and an anaerobic digester
for the production of energy and
agricultural compost.

Expected Launch
•

Winter 2019

Total Investment
•

Expected cost of the construction,
fit out and decorative intervention in
the region of £1.8 million.

Tenure
•

Lease from Redbridge Council
of an initial 5-year term.

•

In the region of 35 traders.

mercatometropolitano.com

