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LETTER FROM OUR CED,
Chief Executive Dreamer

MM represents years and years of study, 
hardwork, sleepless nights, sacrifices, joy 
and pain, endless trips around the world, 
a constant drive, a permanent curiosity, 
a never-ending search towards accom-
plishment of my perfect space, a space 
which could represent the whole world I 
have in my mind and in my heart.

A world made of smiles, good food, 
community, inclusion, respect, hospital-
ity, hugs, trust, elegance, details, beauty 
and harmony, but also efficiency, profes-
sionalism and achievements.

We, together, made this vision a reality.

This year we have delivered a resilient 
operating performance despite the un-
certainty around the UK economy. We 
have worked hard to demonstrate how 
our unique blend of experience, belief 
and commercial strength create winning 
destinations.

We are Mercato Metropolitano and we’re 
excited about the future.

It was an exciting year and many 
amazing things have happened.

Andrea Rasca
Founder and CED
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IL MANIFESTO
A people’s movement at the heart of food
In 2018, we developed the MManifesto, to define ourselves as a movement, establish what we 
advocate for and determine how we work towards common goals for our community.
The MManifesto promotes shared values and collective actions towards a more sustainable 
future for all.

By joining MM, you are joining the MMovement and agreeing 
to adhere to the values of our MManifesto.

Right to Food
As a huMMan, you have an absolute 
Right to Food. We believe in provid-
ing economically accessible food that 
is nutritionally adequate, culturally 
inclusive and dignified.

1 educating &
empowering
hummans
In MM, we invest in educating huM-
Mans like you, your family and your 
close friends on all things food. From 
children to the elderly, we focus our 
educational activities on the cultiva-
tion, the preparation and finally, the 
consumption of food. For MM, one 
educated huMMan equals one eM-
Mpowered human participating in an 
improved food system.

4

food as it 
should be
In MM, we advocate authentic, 
nutritious and straightforward food. 
We hold food to the highest stand-
ard from seed to plate, resulting in 
truly good food.  Our standards are 
safeguarded through our provenance 
and traceability practices which 
respect food as it should be — natu-
ral, seasonal and as locally-sourced 
as possible whilst upholding farming 
and livestock standards. 

2

supporting
wellbeing
We support your wellbeing, through 
our food, whether you want to eat 
your chicken wings with a beer on a 
Friday night, or you want to watch 
your daily salt intake. Even better 
than a varied food offering, your food 
habits at MM will effortlessly support 
the wellbeing of our planet.  Our food 
adheres to our Healthy Sustainable 
Eating standards, which endorse 
healthy eating choices and public 
health aims while honouring our sus-
tainability standards. Healthier lives, 
healthier planet.

3
fighting the
climate crisis
We work to ensure a healthy and sus-
tainable supply of natural food that 
goes on your plate. From tracing recipe 
ingredients to promoting a wide range 
of activities that help our planet, we 
continue to push for positive change. By 
reducing our waste and partnering with 
sustainable traders, we aim to improve 
the natural environment for future gen-
erations.  This is how MM is making a 
lasting difference. 

5
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SMALL IS BEAUTIFUL
We protect and nurture small-scale 
artisanal food production by helping 
producers earn a dignified living from 
their craft when selling in MM. We see 
this partnership with artisans as the 
fundamental pillar for delivering ade-
quate food to you and are proud to help 
our coMMunities flourish and support 
treasured craftsmanship. In turn, future 
generations are preserving their crafts 
and can continue to enjoy a rich variety 
of soulful food.

6

advocating
circularity
We value doing the right thing. We are 
responsibly reducing and reversing our 
impact on the environment
as a business through our Circularity 
programme.
We are advocating change in practice 
and have been leading the circular 
economy movement in the food and 
beverage industry since the MMove-
ment began four years ago. By mir-
roring natural cycles in nature, we 
are achieving a cleaner future; where 
limited materials, time and resources 
are wasted.

7 dreamming and
incubating
We incubate and create opportunities 
for entrepreneurs with a passion for 
developing innovative and sustainable 
business concepts; including com-
munity initiatives or service-focused 
projects with MM.   
With these programmes, we are proud 
to provide the perfect testing ground to 
make a positive impact in our coMMu-
nities, while helping our 
entrepreneurs thrive.  

9

Building Stronger 
Communities and 
Partnerships
Our coMMunity is built by people, 
just like you, that share a passion 
for food as a catalyst for change. We 
believe that sharing good food creates 
social cohesion and stronger commu-
nities; which is why we bring you and 
your friends together, with our food.   
In turn, our ever-expanding commu-
nity network and sustainable efforts 
are helping urban and rural commu-
nities grow stronger together while 
helping mother nature thrive. 

8
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WE ARE MM
Bread together. The meaning of a 
company is to break bread together.
I do not mean this metaphorically. The 
Latin origin of the word ‘company’ is 
from companis; literally translated, it 
means ‘bread together’.
The etymology of this word is so beauti-
ful, so powerful. It tells us that a company 
should be about people — people being 
together and sharing their goods with 
one another.
Yet I look around and I find that so many 
companies are as far from this definition 
as it is possible to be. It is not about the 
collective but the individual. Individu-
al shareholders and CEOs who care far 
more for the money they make than their 
people — their employees, their custom-
ers and their local communities.
It is why I chose to start a very different 
type of company in 2015. One where 
breaking bread together would not just 
be the inspiration for what we do, but the 
physical action of our customers. I want-
ed to start a food market unlike any other 
— in fact, a food movement, grounded 
in an ethos of bringing nutritious food 
to communities in a way that brings the 
best outcomes for people and our planet. 
Perhaps most importantly, doing this in a 
way that brought people together.
Five years on, we have fed millions of 
people, regenerated a community — with 
our eyes set on many more — and giv-
en opportunities to previously excluded 
members of society; to work, to learn 
new skills, to eat and to be a part of 
something much bigger than the individ-
ual.
We are Mercato Metropolitano and we 
are a company in the truest sense of the 
word.

The right to food
Everyone has the right to food. We all 
know this, it is an absolute human right. 
But it is a human right that has been 
exploited by businesses who are far more 
inclined to feed cheap, chemical-filled, 
processed food to the population to boost 
their profit margins, rather than give 
them natural and healthy ingredients.
The price of this moral sacrifice is far 
higher than the economic cost of using 
the right ingredients in the first place. 
There is of course the environmental cost 
of battery farm animals and mass-pro-
duced processed food, but there is also 
the human cost; unhealthy citizens, obese 
and at risk of dying of heart disease, can-
cer. Our mission is not to make money, it 
is to open people’s eyes to what they eat 
and why we should expect better from 
the corporations who feed us on a daily 
basis. And by feeding people in the right 
way ourselves, we are showing that there 
is a better way.
The health of our people and our planet: 
from the right to good food that for 70 
years has been undermined by supermar-
kets and fast food corporations to the role 
of poorly-sourced and unhealthy food 
in the pandemic we are currently living 
through.
The supportive development of commu-
nities: from how we combat food poverty 
in our society to finding new ways of 
embracing all people and creating social 
inclusion and cohesion.
The future of our cities: from how we 
connect our urban centres with nature 
and consumers with producers by re-es-
tablishing physical connections to help-
ing communities regenerate in a way that 
is sustainable and allows areas to keep 
their unique characteristics.

Let’s break bread together!
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KEY EVENTS/Community 
Collaboration

Sustainable 
Successes

• 633,320kgs of waste recycled last year
• 0 waste sent to landfill 
• That’s 243.6kg of recycled waste per employee which means we saved 283,570kg of - 

CO2 from being produced 
• Saved 22 trees by recycling paper 
• 62% of our waste was glass which is 100% recyclable 
• We donated 95 meals to FareShare

Community
Collaborations

• Over 850 adults and children attended a free cookery class at MM 
• Our Holiday Club engaged 530 attendees over 10 sessions, providing over 1500 hours 

of activities and over 600 meals, an increase of 66% on 2018 
• Over 560 people attended cookery classes run by 51 refugee chefs via the Migrateful 

programme 
• Oshpaz, the first business being incubated by our Founders Without Borders pro-

gramme, sold over 4000 dishes in the first 5 months of trading 
• MM welcomed over 300 people via Hestia and Age UK for community lunches

Standout
Performers

• MM hosts over 60 Trading Partners 
across our Elephant and Castle and 
Mayfair locations and is proud to have 
a diverse range of cultures from all over 
the world.  

• This year MM’S customers enjoyed: 
• Favourite pizza- over 33,000 margheri-

tas 
• Top coffee- over 14,000 espressos  
• Top tipple- over 668,000 pints sold 

• Favourite sweet treat- over 33, 000 Gela-
to Medium cups sold 

• Top performers: 2018-2019 
• German Kraft  
• Butcher’s Grill  
• That’s Food  
• Gelato  
• Argentinean Grill

Educating
Communities

Over 5000 people attended 99 events run by MM. 
These events included cookery classes, zero waste workshops, yoga, cheese 
and wine evenings, painting classes and pumpkin carving sessions, to name 
but a few.
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OUR BUSINESS MODEL
We look for opportunities in disused/structurally sound buildings that are either 
in ‘meanwhile use’ or in partnership with the land owner. Business mix by availa-
ble surface is approximately as follows:

CAPEX for an MM site of 3,000 sq.mt. (excluding property restructuring 
work) is approx. £500,000.  
For food offering, we charge a non-refundable entry fee of £5,000 to £10,000 as 
contribution to our CAPEX plus a refundable deposit. For ongoing revenues, 
we charge an admin fee, which roughly covers business rates and operational 
costs, plus a commission as profit-sharing of 18% on gross sales of food and 
25% on other sales. The profit-sharing element covers the site rent and gener-
ates profits.  We will explore alternatives to our fee structure (e.g. including all 
fees in the profit-sharing element, applying higher minimum fees).  
For other businesses, such as co-working, gym, etc., we charge a fixed periodic 
license fee.

10%
15%

15%

60%

Healthy

DRINK
CIAK

MM
MERCATO

METROPOLITANO

Hot food, beverages
and produce

Vertical farming and 
pop-up accommodation

Health & fitness
and cinema

Co-working 
space
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PASSIONATE ABOUT
COMMUNITIES

Community build-
ing lies at the heart of 
everything we do at 
MM, from cookery 
classes for local school 
children, to business 
incubation opportu-
nities for refugees. We 
work hard to ensure 
our markets address 
the needs of a broad 
range of residents and 
our rich community 
programmes provide 
many opportunities 
for local people to get 
involved.
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PASSIONATE ABOUT
SUSTAINABLE BUSINESS
We are facing a global environmental crisis. Global warming 
is threatening our planet, non-renewable energies remain our 
most-used resource and our air, soils and oceans are increas-
ingly polluted. Meanwhile, the global population continues to 
grow, and is expected to reach nine billion by 2050. By creat-
ing responsible approaches to producing and consuming food, 
we can lower our environmental impact, reduce our car-
bon footprint and focus on reducing, reusing and recycling. 
Achieving these objectives in an era of globalisation, in grow-
ing cities like London, is challenging but possible. At MM, we 
believe that through increasingly focusing on the provenance 
and traceability of our food, balanced diets, and waste man-
agement, we can transform today’s large metropolises into 
sustainable communities that contribute to food autonomy.
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During 2019, Mercato Metropolitano continued to deliver on my vision to create a MMovement; a revolution 
in the relationship between the city, its citizens and the entire food supply chain. There have been many highlights as 
MM continues to be a trailblazer in demonstrating a new sustainable model for food businesses, where community and 
sustainability are at the core. 
  
The year started on a high with MM becoming a signatory member of the United Nations Global Compact (UNGC), 
enabling us to further support the UN’s Sustainable Development Goal’s (SDG’s). 
  
MM continues to deliver on its commitment to build resilient communities. During the year, over 800 adults and chil-
dren attended a free cookery class at MM and 530 children and their parents enjoyed an activity-packed Holiday Club; 
which, at its core, was focussed on providing good quality, nutritious food to families who require support during the 
school holidays. 
  
We launched our Founders Without Borders business incubation programme, in partnership with The Entrepreneurial 
Refugee Network (TERN), with the aim of helping refugee food entrepreneurs access opportunities in the UK market. 
The first business, Oshpaz, opened in MM in Elephant and Castle in September and we continue to support the devel-
opment and growth of this business 
  
It’s been an equally busy year implementing sustainable practices across the market. The MM Sourcing Policy sets 
standards in terms of food quality and enables us to educate and engage our internal and external stakeholders, ex-
plaining why these standards are essential in the era of a climate crisis. 
  
We’ve consolidated our supplier base and are working with those who share our values and are ready to scale up as MM 
grows. MM has eliminated waste going to landfill and has been focusing on the local recycling of food, glass, composta-
ble items, mixed recycling, general waste, cardboard, paper, coffee and spent grains from our onsite brewery.  
  
We launched the MM Bakery, focusing on providing the community with bread and bakery products, freshly made 
daily in the heart of the market. We are reducing food waste via our Circular Kitchen, which produces fresh meals each 
day using perfectly good food that would have otherwise gone to waste. We focus on seasonality and showcase Trading 
Partner’s dishes that embrace this concept. 
  
In November, we were accredited as a London Living Wage employer across both sites; a hugely important step which 
supports our employees in their lives. 
  
I was delighted to be invited to speak, alongside the Mayor of London, Sadiq Khan, in June at the Opening Plenary of 
the International Public Markets Conference, about the role of markets in creating social impact. MM also hosted the 
closing event for the conference on behalf of Project for Public Spaces (PPS) and the Greater London Authority (GLA); 
a beautiful afternoon attended by 300 conference delegates which celebrated all that the conference had achieved and 
the new connections that had been made. 
  
We celebrated MM’s third anniversary in London in September with our WE Sustain event; a weekend of talks, round 
table discussions, a community lunch and a host of other activities focussed on sustainability and community.
  
But the highlight…the absolute highlight, was the opening of our second site in London, Mercato Mayfair, in a beauti-
ful disused church in the heart of the West End. MM has created a bustling food hub and has the Mayfair Community 
Space housed in the basement which is available for local residents and associations to use, free of charge, for com-
munity focussed events.  MM has been working closely with the local community on curating a programme of events, 
including art and music, in the space focussing on community building, addressing social isolation and loneliness and 
the integration of the community.

Introduction and Welcome

Andrea Rasca
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In 2018, MM became a mem-
ber of the United Nations 
Global Compact.

The UNGC requires members 
to embrace, support and enact, 
a set of core values in the areas 
of human rights, labour stand-
ards, the environment, and 
anti-corruption. These core 
values make up the Ten Princi-
ples of the UNGC.

We have submitted our first 
Communication on Progress 

(COP), highlighting the broad 
set of programmes that MM 
delivered during 2019 which 
support the UNGC. 
 
Alignment to the United Na-
tions Sustainable Development 
Goal’s underpins
Mercato Metropolitano’s mis-
sion and we deliver on many 
of the goals via our Commu-
nity and Sustainability pro-
grammes.

UN Global Compact &
Sustainable Development 
Goals
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Awards
UNITED NATIONS GLOBAL COMPACT

Mercato Metropolitano was admitted as signatory member of 
the United Nation Global Compact in 2018.

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 hu-
man 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 prin-
ciples via our sustainable business practices and file an annual 
report detailing how we achieve that.



-19-



-20-

633,320kg
 of waste was

recycled last year

0 waste sent to 
landfill 

That’s 243.6kg 
of recycled waste 

per employee 

By recycling all 
waste, we saved 
283,570kg 

of CO2 from being 
produced 

Saved 22 trees by 
recycling paper 

62% of our waste 
was glass which is 
100% recyclable

We donated 95 
meals to FareShare

Sustainable
Successes

MM hosts over 60 
Trading Partners 

across our
Elephant and

Castle and
Mayfair locations and 

is proud to have a 
diverse range of cul-

tures from all over the 
world.  

 
This year MM’SThis year MM’S

customers enjoyed: customers enjoyed: 

over 33,000
margheritas

pizzas
 

over 14,000
espressos

  
over 668,000

pints 

over 33,000 gelato 
Medium cups 

 
Top performers: 

2018-2019 

• German Kraft  
• Butcher’s Grill  
• That’s Food  
• Gelato  
• Argentinean 

Grill

Standout
Performers

Snapshot 
of 2019 
by
numbers
If you 
only 
read this 
page

2019
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Over 5.000
people attended 
99 events run 

by MM. 

These events 
included

cookery classes, 
zero waste
workshops, 

yoga, cheese and 
wine tastings, 

painting classes 
and pumpkin 

carving sessions, 
to name a few.

Educating 
Community

Community
Collaboration

Over 850 adults and 
children attended a free 
cookery class at MM

Our Holiday Club
engaged 530 attend-
ees over 10 sessions, 
providing over 1500 
hours of activities and 
over 600 meals, an
increase of 66% from 
2018 

Over 560 people
attended cookery classes

run by 51 refugee chefs 
via the Migrateful pro-
gramme 

Oshpaz, the first business 
being incubated by our
Founders Without
Borders programme, sold 

over 4000 dishes 
in the first 5 months of 
trading 

MM welcomed over 
300 people via Hestia 
and Age UK forcommu-
nity lunches

We Sustain 
Social media reach:
12 Instagram posts and 71 Ins-
tagram stories reaching 69,236 
people. 
 

Day 1: 
5 panels 
1. The City We Want to Live 

In 
2. Smart Regeneration: MM 

case 
3. Where does all the waste 

end up? 
4. A woman’s view of the city 
5. In support of entrepre-

neurs 
 
Day 2: 
• Community lunch for 300 

people 
• Crafty Fox Market 
• Bottega Zero Waste work-

shop 
• Make your own botanical 

ink workshop 
• Bread making workshop 
• The art of French patisserie 

workshop 
• Art exhibition- Life after 

waste  

320 portions of soup served to 
the community 
8 workshops and classes
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SUSTAINABILITY
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We are facing a global envi-
ronmental crisis. Global warming is 
threatening our planet, non-renew-
able 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 9 billion 
by 2050. By creating responsible ap-
proaches to producing and consuming 
food, we can lower our environmental 
impact, reduce our carbon footprint 
and focus on reducing, reusing and re-
cycling. Achieving these objectives in 
an era of globalisation, in growing cit-
ies like London, is challenging but pos-
sible. At MM, we believe that through 
increasingly focusing on the prove-
nance and traceability of our food, bal-
anced diets waste management we can 
transform today’s large metropolises 
into sustainable communities that con-
tribute to food autonomy.
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1. Provenance and Traceability
Unsustainable budget food impacts com-
munities in several ways. It takes 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 comes from to 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. How-
ever, this knowledge comes with socio-eco-
nomic privilege, especially in urban areas 
where healthier options come at a higher 
price than readily available, budget foods. 
At MM, we work with our Trading Partners 
(TPs) to make sure we can trace back the 
ingredients used in every dish and under-
stand their nutritional value. By using more 
traceable products, MM strives to provide a 
responsible and health-informed market.

MM Sourcing PolicyMM Sourcing Policy
  
• MM’s Sustainable Policy was created in 

2019. To enhance this, a Sourcing Policy 
was introduced, focusing on ingredients 
standards and selection. 

• The principal aim is to translate MM’s 
values and expectations in terms of food 
quality and sustainability. 

• By agreeing to our Sustainable Policy, 
TPs use it as a tool to build their supply 
chains. 

• The Policy is not only a list of standards 
to respect but is also a means of educat-
ing and engaging stakeholders about the 
importance of sourcing produce to peo-
ple, animals and the planet. 

• Emphasizes working with local, UK 
farmers and suppliers to reduce environ-
mental impact

Supplier ConsolidationSupplier Consolidation
  
• Long term objective for MM is to work 

exclusively partners and suppliers we 
have approved so our vendors can select 
their supply chains confidently. 

• In 2019, we started to consolidate orders 
with several suppliers for several reasons: 

1. We know our suppliers – suppliers 
that share MM’s values and are ready 
to work with us on a larger scale. 
Solid guarantees about the traceability 
of the ingredients, production meth-
ods and benefits to environment and 
animal welfare. 

2. Carbon footprint – reducing our en-
vironmental impact. All products are 
being delivered at the same time, once 
or twice a week. It means less trucks 
and vans in the loading bay, and a 
reduced amount of packaging

3. Purchasing power – by involving 
several or all the vendors, we guar-
antee suppliers consistent volume 
and orders. In return, it allows us to 
negotiate better prices, and give our 
vendors opportunities to work with 
very high-quality suppliers at a fair 
price, which is sometimes a struggle 
to achieve for a small business 

4. Long-term relationships – we bring 
a significant business volume to our 
centralised suppliers, which opens 
possibilities. Bespoke platform for 
the vendors, exclusive range of prod-
ucts, end-year rebates, there is always 
a benefit that strengthen the part-
nership. They are also encouraged 
to meet our vendors in person and 
present them their services, which 
contributes to good individual rela-
tionships.
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AND INTERVIEWS
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Located in North 
Yorkshire, Taste 
Tradition handles 
the journey of their 
animals from pas-
tures to delivery all 
around UK. 
Their story began in 
2004 with the Ash-
bridge family, farm-
ing in Cold Kirby 
for generations. 
Growing from one 
farm fifteen years 
ago, Taste Tradition 
is now a network of 
local farmers who 
provide them with 
traditional and rare breeds of the highest quality.
Angus and Hereford beef, Kerry Hill lambs or Gloucester 
Old Spot pork are among their top animals. 
To get the best out of these breeds, Taste Tradition and its 
partners focus on animal welfare, letting them roam in 
open-air fields and feeding them with natural diets. 
Taste Tradition also invested in their own butchery. This 
allows them to have full control over the complete process 
and to guarantee traceability from farm to plate for their 
customers.
Taste Tradition is commitment to adapt to their custom-
ers really stands out. They are extremely enthusiastic 
about creating an exclusive product or recipe, dry ageing, 
brining or curing their own meats.

TASTE TRADITION

In the past months, they created a special 
German sausage for Ze Spatzle Club in 

MM E&C.

FACTS
Taste Tradition 
works with 14 
MM vendors 
across both sites 

150kg of boneless 
chicken thighs 
are delivered each 
week 

Taste Tradition 
delivers fresh 
produce to MM 
three times a 
week
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Interview with 
Sam Mahoney, 
Meat Executive at 
Taste Tradition 
When did you start working for Taste Tradition 
and what made you want to jump in? 
I got involved in October 2018, so I’ve been 
there for just over a year, and I’m having a 
great time so far. My motivation has always 
been to further the cause of sustainable farm-
ing, making ethical eating choices and to 
increase knowledge and transparency in the 
meat industry. The more people know about 
what they’re eating, the more they will be 
compelled to make the right choices! If we 
choose not to look at where our meat comes 
from and only really look at price, then there’s 
no incentive for anybody to do the right 
thing.  
What makes Taste Tradition unique compared 
to your traditional butcher? 
At Taste we are most proud of what we call 
“gate to plate” traceability. We are uniquely 
both a butcher and farmer, and I’d like to 
think that we’re pretty good at both. Instead 
of talking to a supplier and then leaving them 
to talk to their customers, we as farmers can 
talk in absolute confidence about our prod-
uct. The other unique part of this system 
is our grasp on carcass balance. Because so 
much of our meat gets to us in whole bodies, 
we have to ensure that we sell the whole thing 
and don’t accidentally stockpile cuts. This is 
one of the trickier parts of my job but is also 
very rewarding, knowing that the animal is 
being appreciated to its fullest. This is also 
a good way to excite chefs by moving them 
around the animal, using the cuts that they 
wouldn’t normally get hold of. 

As a traditional butcher myself, I can whole-
heartedly say that a customer’s relationship 
with a good butcher is as fruitful and reward-
ing as any relationship a customer could have 
with a shopman. Knowing and reserving cuts 
for regulars, speaking to suppliers about what 
could be retrieved for certain orders, and 
ringing them in advance when something 
very special is coming in. All of this mar-
ried with the responsibility of most people’s 
Christmas dinner centrepiece can create a 
friendship that goes much further than the 
counter! I implore everyone reading to go out 
and forge relationships with high street food 
vendors, it’s something that our generation’s 
grandchildren might not have the opportuni-
ty to experience!
Which breeds are you most proud of? How do 
you select them?
Every butcher tends to end up picking fa-
vourites over the years, whether that’s be-
cause the best body you’ve ever broken is a 
certain type, or one has the most characterful 
traits – mine’s either Dexter, Belted Galloway 
or Highland Cows. The reason these are so 
special is because they’ve retained so many of 
their instinctive traits – Charles has stories of 
getting too close to a Belty when she was with 
her calf and she chased him all the way over 
a stone wall! They’re naturally good mothers, 
instinctive feeders working through roughage 
as well as lush grass, and can’t stand being 
kept indoors. I guess you could say they’re 
‘real animals’ still, and while this sounds 
obvious, these instinctive traits are being bred 
out of a lot of industrially raised animals, and 
it’s very hard to re-teach an animal its own 
instincts. That’s why creating a market for 
these rare breeds is so important in ensuring 
their survival. 
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What do you think of the current UK butchery 
sector, including farmers and butchers? How do 
you see it evolving in the coming years?
I think butchery is facing a PR problem in 
that the farmers doing it right in terms of 
ecology and environment haven’t got a loud 
enough voice to stand up against the docu-
mentaries coming out on Netflix and even 
the BBC, mainly focusing on large-scale 
industrial farming systems in the United 
States. It’s worth pointing out that grass-rear-
ing and grass-finishing cattle is a much more 
environmentally conservative method than 
these massive feedlots in the US, exclusively 
feeding cattle grain and soy to fatten them as 
quickly as possible against their natural im-
pulses. 
I think that we will see more work with trans-
parency and environmentalism in the coming 
years. At Taste we’re looking to “rewild” a 
section of the farm, increasing our diversity 
of flora and fauna, helping home endangered 
species who would be otherwise dwelling in 
long destroyed hedgerows. Individual farms 
and farmers tak-
ing responsibility 
for their own 
patch is key to 
proving the differ-
ence between us 
and them. With 
nutrition densi-
ty in the soils of 

Britain waning by the year, this is the only 
sustainable way to farm long into the future, 
and case studies of mavericks going out and 
doing it themselves are yielding the kind of 
rewards that can turn heads and start a real 
movement.
What is the most exciting thing about working 
with a MMovement like MM? 
The diversity of menus to balance and work 
with means that there’s never a dull moment. 
Moving from Italian butchery cuts at La 
Trattoria to Baba G’s amazing Bhangra Burg-
ers, Your Mum’s Truck’s wraps and Leggero’s 
beautiful pasta dishes mean that we have 
several opportunities to balance carcasses in 
ways that other companies might struggle 
to do. I’m sure it’s an overworked expression 
but MM is a real melting pot of cultures and 
cuisines; there’s always something different 
going on every time you visit, a real pleasure 
to be a part of.

Sam Mahoney 
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James Knight is the number 1 independent sustainable fish/seafood sup-
plier in London, operating as a fishmonger since 1908, and Royal War-
rant holder as Fishmongers to Her Majesty The Queen. 

There is an important focus on sustainability over the whole supply 
chain: 

Fisheries (working with them to ensure durability of marine
species)

Transport and facilities (vans powered by cleaner diesel engines, 
carbon audit, water management program, green energy use)  
Packaging (recycle all boxes they receive, their distribution boxes 
are all made from recycled and compostable cardboard)

They are a fully accredited supplier (ASC, MSC, RSPCA), listed in the 
Sustainable Restaurant Association supplier directory, offer various 
products depending on season and market and also support local small 
businesses such as:

Carlingford Oysters, located 50 miles north of Dublin in a
medieval village.

Whitelink Seafood, located in Fraserburgh port, north of
Aberdeen. 

James Knight of mayfair
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Interview with 
Dario Oliveri, 
James Knight of
Mayfair 
James Knight has been operating in London 
for more than a hundred years. Can you tell us 
about your history?  Tradition and what made 
you want to jump in? 
Our story began in 1908 in a humble shop in 
Shepherds Market, and we are now one of the 
London’s largest independent seafood whole-
salers, and still based in central London, 
for daily delivery, and emergency support 
for chefs, from our Lambeth base. We have 
grown bigger, wiser and more efficient but 
our passion and dedication is still the same of 
once upon a time only with new challenges in 
front of us. 
With Worldwide overfishing issues, how does 
James Knight ensure its supply chains are 
sustainable? 
Making sure all species delivered into us 
come from a sustainable source is a challenge 
we relish — in many cases our suppliers are 
certified, such as all our seafood farmers. 
Regarding wild seafood; apart from accredi-
tations, we constantly refer to MSC sustaina-
bility ratings (the ones we publish on our reg-
ular market reports). In the rare occurrence 
of endangered species that can be disguised 
as or mistaken for sustainable, we rely very 
much on our trusted connections with fisher-
men, divers and local agents.
What can we do today to ensure future
generations can enjoy fish and seafood? 
The answer is very simple: as players of this 
market, we should always behave according 
to a good ethic. A more sustainable approach 

to fishing and farming is in everybody’s inter-
est and we know we work with sensible and 
highly professional partners, but what really 
could make a difference is customer educa-
tion. We are communicating massively to our 
customers the value of sustainable fishing and 
our eco-friendly delivery service and we be-
lieve our customers should do the same with 
theirs: the end-users. If the mass knows about 
the potential threat of extinction to their 
favourite seafood, they will more than likely 
choose sustainable options and simply reject 
products that are not meeting their require-
ments. That alone would be the accomplish-
ment of the mission itself. 
Fish and seafood are often perceived as luxury 
products. How do you ensure to bring the best 
quality at a fair price to businesses such as MM 
vendors?
Again, the best quality price is achieved only 
when a product is in season. If the season is 
right, there will be plenty of fish therefore 
it will be both sustainable and economical 
whilst carrying the best of its flavour. So, we 
advise our customers about when they should 
buy or discontinue the use of a species. Hav-
ing said that, one should always keep in mind 
that good things come at a price and always 
seeking the best possible deal could lead to 
accepting unwanted compromises
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The supplier process with Proper Oils was finalised in March 2019.

All of MM’s TPs using cooking oils source them from Proper Oils.

Used oil is collected in tanks which are then emptied by Proper 
Oils. 

Proper Oils recycle the used cooking oils to make biofuel. 

Proper Oils 

FACTS
Proper Oils 
operate on 100% 
renewable energy

They have a Zero 
Waste to Landfill 
Policy 

100% of the used 
oil Proper Oils 
collect is recycled 
and refined into 
biodiesel

1
2

3

4

• Used oil is collected and recycled.

• Proper Oils deliver only once a week 
to reduce carbon footprint.

• TPs recycling their oils are given a 
rebate at the end of each month de-
pending on the recycled volume.

impact
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2. Packaging
MM has a zero-waste-to-landfill approach. 
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 im-
provements and best practice. 

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 October 2019, Paper Round became the exclusive packaging 
and disposable supplier for Mercato Mayfair.
In December, London Bio Packaging became the exclusive packaging 
and disposable supplier for MM in Elephant & Castle. According to our 
Sustainable Policy standards, both companies have been working on a 
compostable-only range of items (Vegware for Paper Round, Sustain for 
LBP). 
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9 Trading Partners are 
working with Paper Round
in Mercato Mayfair.

28 Trading Partners are
working with LBP in MM
Elephant & Castle.

Tailored platforms have 
been created by both
suppliers for MM TPs, with
an  exclusive range of 
items. 

TPs are benefiting from 
very competitive prices 
due to the large volumes 
ordered.All packaging 
and disposable items go 
into our own compostable 
waste stream. 

Products are delivered at 
the same time to reduce 
global carbon footprint
and overpackaging.
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Supplier
SpotlightS
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Sybron is a family-run, London based cleaning products company with 
more than 40 years of experience.

Their products are chemical-free e.g. the InnuScience range uses
enzymes for cleaning surfaces and is completely environmentally
friendly.  

MM implemented a dispensary station in the MM Grocery for TPs to re-
fill their bottles at competitive prices to avoid multiplying deliveries and 
usage of plastic bottles. 

SYBRON

• 10 TPs work with Sybron in MM 
Mayfair 

• No additional plastic bottles are     
delivered for cleaning products 

• Reduced costs and environmental 
benefits at the same time

impact
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Interview with 
George Mason, 
Head of Business
Development at 
Sybron  
Can you tell us more about Sybron, its history 
and what makes the company stand out? ? 
Founded in 2003, Sybron prides itself on be-
ing a family run business centred around our 
customers. Through strong working-partner 
relationships with our clients, we have grown 
into a well-established nationwide supplier to 
the HORECA (Hotels, Restaurants, Catering) 
sector. As we have grown, so has our portfo-
lio, which now covers cleaning, ancillaries, 
disposables, washrooms, equipment, and 
packaging. We are a member of a privately 
formed buying group, bringing together a se-
lection of similar sized businesses across the 
UK. Through this private group, we benefit 
from a large combined buying power, with-
out losing our individuality. With a yearly 
retention rate of 98.8%, service has always 
been a stand-out factor of Sybron, but our 
eco-friendly and sustainable initiatives have 
really helped to differentiate us in the mar-
ket. From eco-friendly cleaning products to 
plastic free packaged products, at Sybron we 
are committed to reducing our impact on the 
planet
Can you explain to us how your chemical-free 
cleaning products are working?  
Through improved performance, reduced 
costs, safer applications, and a focus on be-
ing environmentally friendly, InnuScience’s 
biotechnology products offer a huge array of 
benefits to our clients. InnuScience are the 
global leader in the production of biotech-
nology cleaning products. It took the Cana-
dian-based founders 12 years to harness the 
natural cleaning power contained in bacteria 
and enzymes, but their hard work has cer-
tainly paid off with InnuScience products 
now available in 54 countries around the 
world. Cleverly manufacturing the biotech-
nology cleaning actives, InnuScience have 
engineered the enzymes to carry out an ini-
tial clean, while the bacteria remains on the 
surface for 28 days, continuing to clean and 
preventing bad odour. 

In summary, the more you use the product 
the better results you will see! InnuScience 
have revolutionised the hygiene industry, 
delivering high-performing products with-
out compromising on cost, and ticking all 
the green boxes through their Ecolabel and 
Ecologo accreditations.
Sustainability is often linked to food, energy or
materials. Do you feel more and more people 
are interested in your services due to your
sustainable operations?  
Absolutely, and I think it’s helped strength-
en the client-partnerships we have whilst 
reducing our impact on the planet. In this 
age, we feel it is more important than ever 
to operate consciously when it comes to our 
environmental footprint. More often than 
not, we find our sustainability goals are en-
twined with those of our customers, giving 
us a mutual objective to work towards. Fur-
thermore, we place a high importance on 
sharing knowledge across the industry, re-
searching the latest sustainable innovations, 
and cascading supplier sustainability reports 
to our entire network to help others drive 
change. Our mindset has always been to lead 
by example, and I believe a lot of our clients 
admire this and want to be a part of that jour-
ney. 
How do you envision MM and Sybron
working together in the future? What does it 
mean for you to be the exclusive supplier of a 
market like MM Mayfair? 
At the heart of what we do at Sybron is build-
ing strong, long-lasting working partnerships 
by surpassing expectations and having the 
customer at the forefront of our decisions, 
and this is certainly the future I see with MM 
Mayfair. Yes, we are a very new supplier to 
MM, but there is a lot more we can offer to 
support all aspects of the business. We have 
strong open communication channels, and I 
believe this will help strengthen our partner-
ship. As Sybron continue to search for inno-
vations, focused around sustainability, I’m 
confident we can further support your CSR 
objectives. From a personal point, I hugely 
admire the MM brand, and I am very excited 
about the future of the company. On behalf of 
us all at Sybron, we are very thankful for the 
opportunity to be a small part of the journey, 
and we will do everything we can to sup-
port the entire MM team! 
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3. WASTE MANAGEMENT
 
According to IPCC reports, the world’s average temperature has in-
creased by 2 degrees Fahrenheit during the 20th century alone. Waste 
is a key area where immediate impact can be taken in the face of cli-
mate change. Consumers and businesses in urban spaces have a crucial 
part to play and can help to acknowledge waste management as a pri-
ority. By doing more with less (i.e. using resources efficiently), avoida-
ble waste can be prevented and altogether reduced. 

This year, we recognised that waste matters, through the introduction 
of our Waste Policy, partnerships and operations. We are proving that 
waste management is significant in fighting the climate crisis, offsetting 
global warming and securing a sustainable future.

Waste Policy 
MM Waste Policy summarises all the actions 
and operations that have been implemented 
at MM throughout 2019. 

The policy addresses all the waste streams we 
are dealing with, how to segregate the waste, 
where to dispose of it and a presentation of 
the main external partners helping us manage 
it. 
All of the materials we use in our markets 
including disposables and packaging are plas-
tic-free — we switched towards composta-
ble-only items during summer 2019. 

We explain the purpose of waste manage-
ment, the outcome of our waste streams, and 
underline the environmental benefits of using 
a particular type of material over another. 
We develop future actions and next steps to 
be taken in terms of waste management and 
materials.
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Paper Round Partnership 
• Paper Round is a zero-to-landfill organisation. Our partnership 

with them started in September 2018. MM works closely with 
them to manage waste.

• Collects, empties, and returns all bins.
• Recycles and anaerobically digests our waste and even makes our 

waste into energy to be fed back into the national grid. 
• Currently manages all of MM’s waste streams: food, glass, com-

postable items, mixed recycling, general waste, carboard, paper, 
coffee and spent grains from our onsite brewery.

• Traces all streams, including details about the facility, its location 
and process. 

Except for the paper being recycled in France, no other stream 
leaves the UK – most facilities are based in London and Essex – 
and most importantly, no waste is going to landfill.

• Helps us track our waste and works with us to reduce it.
• Improves our recycling rate. From our initial 50% recycling rate in 

2018, which was already 20% higher than the UK average, Paper 
Round helped us to reach a steady 60% of recycling by the end of 
2019.  

• Provides quarterly training sessions and site visits to ensure staff 
are comfortable, providing any support needed. 

Topics covered in sessions include: where waste items should be 
put, which machinery and bins to use, signage and colour cod-
ing, or where our streams end up.

• Provides annual site audits. 
General audits of all vendors are undertaken annually to better 
understand how to reduce contamination and improve recy-
cling.

• Sends a monthly report including a breakdown of all materials, 
their weight and recycling rates. 

The MM Team meets monthly to 
discuss these. 
The report includes detailed figures, 
explains any significant trends over 
time and suggests quick actions to 
take.

Paper Round:
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ORCA Food Waste Digester 
In November 2019, we installed an 
ORCA food digester provided by 
the company Iugis.
This machine runs on food waste.
Iugis has come to train both our 
staff and TPs on what the ORCA 
can and cannot digest.
The machine, with the help of mi-
croorganisms, breaks down all 
food waste into a liquid
residue.

This thin liquid, filtered through a 
0.5mm screen, is released into the 
water pipes and sent to treatment 
plants. It can even be reused as a 
land fertiliser or to produce biogas. 
Managing the food waste on site 
was a great opportunity to further 
reduce our carbon footprint.

No trucks are needed to transport 
food waste to an external anaero-
bic digestion plant.
The food waste volume at MM was 
approximately 4 tonnes a month 
and was collected twice a week — a 
time, labour and financial expense. 
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4. Healthy Eating
MM is a pioneering and leading force 
for change in the sustainable food and 
beverage markets, visible through our 
scalability and demand.

We are in a position of advantageous 
responsibility, where we hold the key to 
create impact by setting an example in 
terms of food in our coMMunities.
Our proactive actions to meet our MM 
standards, that go above and beyond 
what the government wishes to imple-
ment as a minimum, continue to pro-
duce results.
Our Nutrition Department aims to 
set a high standard for food quality; 
advocate and support healthy eating 
and wellbeing to its consumers; and 
ultimately make a positive impact on 
our community, planet and circularity 
through our catering practices.
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MM Nutrition Research 

We work closely with TPs to provide recommendations/tweaks 
to make their offer healthier while respecting our MM Food 
standards:

• Through nutritionally balanced meals: on a macro- and mi-
cro-nutrient level, for each recipe.

• By balancing the food offering on a macro-scale, per venue; 
and a micro-scale, per menu.

• By increasing our dietary inclusivity options, when appropri-
ate: vegan, vegetarian, gluten-free, low-sugar, low-salt.

In addition to sustainable sourcing, MM realises the impor-
tance of having well-balanced and healthy dishes on offer.
This year, we have been working with all TPs to obtain detailed 
information about their recipes, ingredients, portions and 
cooking styles.
We are in the process of establishing a nutritional profile of 
every recipe using data collected. 

MM Seasonality
This year, we have been working to facilitate a more seasonal food 
offer for our visitors. 
Our TPs create a rich, diverse pool of cuisines and cultures. Com-
bining seasonality with food from all around the world is a real 
challenge and the programme has involved careful planning and 
implementation.
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The initiative has involved: 
• Rethinking and redesigning menus and signature dishes de-

pending on produce that is widely available and seasonal in the 
UK.

• Selecting one or two main seasonal dishes each month to be 
promoted.

• Having our Executive Chef Gabriele work closely with TPs to 
create bespoke recipes, respecting their culture and identity.

In October, pumpkin was selected as a seasonal ingredient and 
in November, chestnuts and mushrooms. 6 new seasonal dishes 
were offered in October, including: 
• Handmade Pasta - Pumpkin ravioli with cheese sauce and sage  
• Burghero (gourmet burgers) - Goloso burger with beef patty, 

roasted pumpkin, bacon mayonnaise and spicy sauce 
• Ze Spatzle Club (German cuisine): Pumpkin spatzle with 

creamy mushroom sauce and spek 
• Badiani (Italian gelato): Pumpkin Gelato

11 new seasonal dishes were offered in November
Little Sicily (Sicilian street food) – chestnut and mushroom 
arancini

Japanese – mushroom ramen

Leggero  – chestnust casarecce 
with mushrooms

Osphaz (Uzbek dumplings) – 
mushroom mantis 

MM Bakery – chestnut choux 
buns 

Our objective for 2020 is to get all of 
our TPs involved in the project to offer 
a seasonal dish. 
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Circular Kitchen 

Our Circular Kitchen launched in November 2019 within our 
MM Grocery. In line with our Waste Policy, MM is always look-
ing for innovative ways of reducing waste — before considering 
composting or anaerobic digestion, the best solution is to find a 
new usage for leftovers. Surplus products from the MM Grocery 
are recovered before reaching their sell by date (vegetables, meat, 
dairy products) and used by our Circular Kitchen Chefs to create 
dishes. Original recipes are cooked fresh every day and the food 
varies depending on the products available.

The Circular Kitchen has a plethora of benefits, 
including: 

Offering a seasonal, healthy offer for customers at a reduced 
price of £5.

Being inclusive and cater a range of dietary requirements 
(vegetarian and vegan options are available). 
Saving over 200 meals a week (all MM staff members are 
now eating from the Circular Kitchen).

Preventing food waste. 

A

b
c
d
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MM
DEVELOPMENT
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2019 was a landmark year for our MM Grocery 
space. The Grocery and Sustainability teams are 
working closely to improve the range of products 
on offer. The fruit and vegetable offer has been a 
main focus of development. 
The space has been completely redesigned, going 
from a small wooden display at the entrance to an 
entire wall and fridges with over 30 product lines.  
Outlined details about provenance are widely dis-
played and a huge, visual seasonality chart has 
been created. 
Working partnerships have been built with ade-
quate suppliers sharing our ethos. 
Our main supplier of fruit and vegetables is now 
Riverford Organic, located in Buckfastleigh,
Devon.
Every season, a core range of products matching 
our definition of good food is selected (organic, 
seasonal and local).
Food is being reused by our Chefs in the Circular 
Kitchen to avoid any wastage of the outstanding 
products. 
Vegetables are being distributed in the market to 
our TPs to be included in recipes. 

mm grocery
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MM Bakery 

When exploring the possibility of opening an MM Bakery, the MM 
Team went to France to participate in a breadmaking course at a bakery 
school. The course leader, Emilie Krzeminski, was immediately taken 
by the concept of MM and decided to join the MMovement. She moved 
to London and now runs the MM Bakery, leading a talented team of 
French bakers and pastry chefs who have all come to London to Join the 
MMovement. A new space was built in June 2019 at the entrance of MM 
Grocery and MM Bakery was born.
The bakery: 
• Combines French savoir-faire and high-quality ingredients (flours, 

butter) with local products. 
• Adapts traditional French recipes to create new takes on classic British 

cakes. 
• Offers fresh, nutritious breads and gourmet pastries to MM visitors 

every day.
• Delivers fresh bread and pastries to MM Grocery in Mercato Mayfair.
• Supplies baked goods to our Trading Partners. For example Caffe    

Latino source their croissants and pastries from MM Bakery. 

By supplying to our TPs, not only does the bakery cut transport and de-
livery emissions but also helps to eliminate food waste. The talented MM 
Bakery team find inspiration in what the Grocery has to offer — they use 
leftover fruits and vegetables to create new recipes, create variations of 
their pastries, and bake daily delicious focaccias. The Bakery will soon 
move to the upcoming MM Factory at Elephant Park. MM Factory will 
showcase a mill where the Bakery team will be able to produce their own 
flours from heritage grains, bake breads & pastries for our visitors and 
supply our Trading Partners with baked goods.
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Interview 
with Emilie 
Krzeminsk,
Head of bakery
Can you tell us a bit about your background? 
When did your passion for bread start?
I’ve always been interested in cooking and 
pastry, but I truly got into bread when I 
moved to Scotland to work as an au pair at 
age 20. I spent hours making different types 
of loaves and pastries at home for fun. Then 
I went back to France and joined the Com-
pagnons du Devoir (a traditional mentoring 
network that allows you to learn a trade while 
developing character by experiencing com-
munity life and traveling) for several years. I 
had lived in many places including Germany, 
and I also worked as a teacher in a bakery 
school for two years, where I first met the 
MM Team. 

What encouraged you to leave France, often 
considered the homeland of bread and bakeries, 
to join MM in London? 
I do not consider France as a “homeland 
of bread and pastries”. Bread making is a 
complex universe, and I feel like I have only 
scratched the surface in France. Even in the 
UK, there are so many good breads and pas-
tries. I joined MM because I really fell in love 
with the place, its values and the community 
spirit. Making bread is not only about stirring 
the ingredients all together and make a good 
loaf. It is also a philosophy: A philosophy of 
using sustainable ingredients, a philosophy of 
sharing the process of baking with the cus-
tomers... All of this can be found in Mercato 
Metropolitano, and that is why I love this 
place.
 

What are the main differences and challenges 
when opening a bakery in London?
I would say the challenges are pretty much 
the same everywhere, though, I could defi-
nitely say there are many differences starting 
with the products themselves! We really had 
to adapt and change some recipes and pres-
entations for the customers. Also, while in 
France, we tend to produce a lot of bread. 
Here we only make a small batch but a lot of 
croissants instead. I guess this comes from 
the differences in consumption habits be-
tween France and the UK. In France, we go 
to the boulangerie very early to get bread and 
share it at home, while here in London, peo-
ple like to enjoy a pastry or biscuit in a coffee 
shop or on their way to work. 
 
Do you feel there is a growing consideration for 
quality, artisanal bread in the UK? How do 
you see it evolving in the future?
I feel like people are more aware of what 
they eat, especially now that they understand 
every consumption has an impact on health 
and the environment. We can now see an-
cient grains and small mills popping up in 
some bakeries throughout the UK, and this 
is good news. I’m very optimistic about the 
future, and I think if bakers are inclined to 
bake with sustainable ingredients and respect 
the customers, artisanal bread has a long life 
ahead!
 
What are you working on just now at MM? 
For now, we are using ancient skills to make 
some of our bread (very little kneading, only 
sourdough, long fermentation at room tem-
perature...). We would like to go deeper in 
this knowledge and keep providing the best 
for our customers. We are also looking for-
ward to opening MM Factory at Elephant 
Park, where we will have a mill to create our 
own flour, and more opportunities for our 
amazing pastry team to shine. MM Factory 
will be set as an amphitheatre, and I can’t wait 
to share the making of bread and pas-
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GROWING SPACES
Mainstream agriculture currently uses tons 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, pesti-
cides, 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. 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. 

Ranald Schulz, in charge of green spaces and
gardening at MM, worked to create new spaces within 
the market in 2019. 
• An urban growing space was created in the main entrance alley of 

MM at Elephant and Castle, with multiple herbs (basil, sage, rose-
mary) and others (peppers). This created a natural atmosphere for our 
visitors and provided high quality herbs to be used by some of our 
Trading Partners. 

• Plants and trees have been introduced to the office and our market-
places, providing fresh lemons, grapes and other fruits. 

• Ranald has worked alongside trading partners German Kraft and Jim 
and Tonic to develop bamboo and Mediterranean gardens. 

• A hydroponic wall was created for Jim and Tonic, MM’s on-site gin 
distillers. 

• A path was created in the courtyard of MM made entirely from re-
claimed bricks from Battersea Power Station. 
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Interview with 
Ranald Schulz, 
founder of Circuloop
Can you tell us more about Circuloop and your 
services?
Circuloop creates green spaces using circular 
economy and regenerative principles. With a 
focus on urban areas, we try to replicate na-
ture, promote biodiversity and enrich the soil 
with surplus organic matter. 

What are the biggest obstacles to overcome 
when creating gardens and green spaces in an 
urban environment?
Urban planning and hard surfaces. More and 
more urban planning is incorporating green 
space into design which is great, however 
hard surfaces naturally limit growing options 
and cause storm water issues. At a macro 
level, biodiversity is in decline which has a 
devastating impact when trying to create 
ecosystems. We need to return pollinators 
and insects to cities and all urban buildings 
should have green spaces. 

Why do you think it ’s important to develop 
urban farming in cities such as London? How 
do you see it evolving in the coming years?
Anywhere with a large audience is an impor-
tant place to grow plants. Globally, we have 
a soil and water crisis and millions of plant 
species are extinct. The more green spaces 
that people are exposed to, the more that the 
health and happiness of society will improve. 
It will set them on the path to understanding 
more about nature and the food/agricultural 
system that is causing enormous environ-
mental problems.

At Circuloop, we try to incorporate a produc-
tive element into all the gardens we design, 
and I think businesses should be focusing on 
replacing their turf and hedges with produc-
tive gardens and wildflower meadows. On 
a practical level, green spaces significantly 
reduce the pressure on a city’s storm water 
system. 

You have been creating green spaces at MM for 
one year now. How do you see it working in the 
future and what ideas do you have in mind?
The obvious objective is to try to grow as 
much as possible in the garden that can be 
used in some capacity in the kitchen. Last 
year, I was able to grow a decent amount of 
basil, peppers, rosemary, chives and lemons 
with various flowers. In the future, it would 
be good to go up the walls and onto the roofs 
of the various sites. This season, I will begin 
to source and propagate seeds and start plants 
on site to create a circular growing system. 
I would like to make the MM garden into a 
model urban garden showing native perenni-
als, nutrient-rich food, biodiversity and herit-
age varieties. MM is in a great position to be 
an education resource for communities. 
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COMMUNITY
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Community
building lies at the heart of 
everything we do at MM, 
from cookery classes for lo-
cal school children, to busi-
ness incubation opportuni-
ties for refugees. We work 
hard to ensure our mar-
kets address the needs of a 
broad range of residents and 
our rich community pro-
grammes provide many op-
portunities for local people 
to get involved.
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Examples of our Community
programme are:

 
• Cookery classes for local children to inspire and en-

courage healthy eating habits:  approximately 2500 
children have attended a free cookery class at MM 
Elephant and Castle since 2016

• Addressing food insecurity and lack of access to 
healthy food through MM’s free Summer Holiday 
programme, which provided free activities and meals 
to local families struggling with food insecurity

• Programmes that help to address gender inequality 
in the food sector

• Projects that help refugee food entrepreneurs access 
opportunities in the UK market, including Founders 
Without Borders, our refugee focused business incu-
bation pro-
gramme.

• Activities and 
events for 
members of 
the commu-
nity who are 
experiencing 
isolation or 
loneliness
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1. Access to Healthy Eating Education

Healthy eating education is fundamental to addressing the multidimen-
sional, public health issues that the UK faces related to food related non 
communicable disease. Cookery classes have proven to be an effective 
way of increasing knowledge about food and health, increasing confi-
dence around healthy eating, improving cooking skills, and changing 
behaviour to improve nutrition. 

Surrey Square School
COOKERY CLASSES
During 2019, over 800 children at-
tended free cookery classes at MM. 
The classes, designed to inspire and empower children and their families 
to adopt healthier diets, were delivered by MM Executive Chef, Gabriele 
Bagni, in our Community Kitchen. The classes are created to align to the 
school’s curriculum by educating the children in food preparation skills, 
safety in the kitchen, the science behind cookery, the history and culture 
of the food being prepared, transferable maths skills are from the kitch-
en and in social cohesion through food. Increasing children’s self-confi-
dence by providing a real sense of achievement. 

We partnered with Surrey Square Primary School to deliver the class-
es, with every child from Nursery to Year 6 coming to MM to have fun 
kneading, chopping and, most importantly, eating the delicious meal 
they created. The children made fresh pasta, a tomato sauce and a
vegetable burger with freshly baked focaccia. 
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Interview With 
Carol Shone,
Deputy Headteacher, 
Surrey Square
Primary School 
How do the cookery classes help support the 
school curriculum?
Cooking falls within the Design and Tech-
nology element of the curriculum.  Cookery 
is not the school’s strength so it’s great the 
children are taught these skills at MM. One of 
the projects for this year is a focus on STEAM 
(science, technology, engineering, art, and 
mathematics). The teachers’ imagination has 
been sparked by the trip to MM and seeing 
how much the children gain from coming

One outcome of our trips to MM is that a 
teacher has set up an after-school cookery 
club; we haven’t offered this before. The cook-
ery classes at MM have helped create this- it’s 
shown the teachers how inspired the children 
are and how they love to cook. 

What do the children enjoy most about
attending classes at MM?
They enjoy being taught by Gabriele, a pro-
fessional chef. He engages very well with 
the children and they enjoy the responsibil-
ity that comes with being able to use all the 
equipment. They enjoy experiencing new 
foods; not all of them would choose a vege-
table burger but they have been inspired by 
seeing how easy it is to prepare and cook and 
delicious to eat. They especially love the expe-
rience of working with dough.

Are there any particularly favourite moments
the children/ teachers have of the classes?
In the last assembly of each term, we ask the 
children to tell us about their “Magic Mo-
ments”- these are stand out moments for the 
children. All three classes who had been to 
MM during the term (Autumn 2019) said 
that this was their standout moment.

How do you see the partnership with MM
developing? 
Surrey Square School is focussed on life skills. 
Cooking is one of these. We’d love Gabriele to 
do a demonstration at one of our Community 
Evenings to help educate the parents too, pos-
sibly creating parent ambassadors who can 
challenge the other parents to cook at home.

Here’s what the
children thought:
I wasn’t sure I’d like the 
bread we made but I tried it 
and I did! (Y6)
 
Making the bread was fun. It 
was delicious! (Y4) 
 
I liked cutting up the veggies 
and putting them in
the mould. Getting to use the 
knife was really cool! (Y4)
 
I liked being told what was 
good about the ingredients. 
When we were making the 
pizza, we got to discuss the 
best cheese to use. It was 
mozzarella. I didn’t know this 
before. (Y5)
 
I don’t like onions so I didn’t 
think I would like the veggie 
burger. We only put a little 
bit of onion in. I loved it! (Y5)
 
Making the dough and knead-
ing it was fun. It was sticky! 
(Y3)
 
I liked getting to put the 
pizza toppings on the pizza 
and then eating them. (Y3)
 
I loved seeing so many of the 
children eat up the food at 
the end of the session. 3 of 
the boys wolfed down their 
veggie burgers. (Y4 teacher)
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Rainbow Food Explorers Educator’s Programme 
The younger children from Surrey Square School were able to participate in a Rainbow Food 
Explorers Educator’s programme that MM adapted earlier in the year. Developed in Toronto, 
the early years’ sensory based food literacy programme encourages younger children to try a 
wide variety of fruit and vegetables.
 
The objectives of the programme are as follows:

• to promote the use of all children’s 
senses and explore different fruit 
and vegetables. 

• to teach children to enjoy and be 
inspired by the sensory properties 
of food, e.g. shape, colour, texture, 
sound etc. 

• to support the repeated exposure 
of children to a variety of fruit and 
vegetables, which has been proven 
to improve the willingness to eat 
them in the future. 

• to encourage the use of positive 
vocabulary associated with fruit 
and vegetables.  
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Interview with 
Janet Rozen, 
Rainbow Food
Explorers
Please can you tell us about what inspired you 
to create the Rainbow Food Explorers Educator 
Toolkit?  
The toolkit is part of the evolution and story 
of Rainbow Plate. Rainbow Plate (RP) was 
launched in 2012 after I had an “aha” moment 
at a clinical nutrition conference in NYC - I 
like to say that I launched with a mission to 
change the world. The basis of my approach 
is this: people don’t need more “nutrition” 
information - we’re surrounded by it - it’s 
overwhelming and it doesn’t change the way 
people eat. We eat with our SENSES! Not 
because food is “good for us” — focusing on 
that often deters people. 
 
It’s important to focus on children - like 
planting seeds for the future - because if you 
start when they’re young, you give them the 
opportunity to cultivate connections to all 
the beautiful sensory properties of food. You 
build lifelong habits that promote health and 
healthy behaviours that impact on Individual, 
local, & global levels.  
 
The goal was to shift the conversation slow 
down and support children in exploring, 
discovering and connecting with food. We 
aimed to harness the magical power of food 
as a means to positively impact the health of 
individuals and the future health of our plan-
et. Food connects everything! 
 
Our research gave clear evidence of the im-
pact of this approach. It showed that we 
changed children’s attitude towards food and 
their consumption of fruit and vegetables: af-
ter RP programs, children selected 40% more 
fruit and veg and ate 50% more! But a busi-
ness built on delivering workshops is hard 
to scale — the toolkit was created as a way 
to capture all the elements that have made 
our programs impactful and share them with 
a wider audience. This has led to a greater 
reach and greater positive impact. 
 
We believe that the focus should be on chil-
dren in early years — this is a time of critical 

impact and has the potential to influence 
their lifelong behaviour. The toolkit was 
created to make our approach accessible and 
adaptable across a wide variety of settings. 
 
Please can you tell us a little bit about you and 
your background? 
I have degrees in both Nutritional Science 
and Health Promotion, have had a long ca-
reer as an educator and have recently made 
the switch to become a social entrepreneur. 
Also, as a parent of three children, I have ex-
perience with navigating the world of feeding 
and raising kids and an increased awareness 
of the future that our children will inherit — 
we have an obligation to make things better, 
and to support them in navigating and im-
proving the world. 
 
What has the programmes’ impact been to 
date? How has Rainbow Food Explorers 
expanded?  
Since launching RP in 2012, the Toolkit has 
been implemented in 16 different organisa-
tions in Canada; reaching over 2000 children 
in schools, childcare, public health and com-
munity settings. It’s gathering momentum 
globally — it’s been implemented in the UK 
(via MM), USA, Ireland, Australia and Peru. 
We are reaching thousands of children and 
families!
 
What are the next steps for this programme? 
My aims are to expand our reach and im-
pact: the vision is to ensure that all children 
have access to sensory-based food education 
in their early year’s experiences. We want to 
increase awareness of what we’re doing and 
connect with others who can benefit from 
it. Getting the first funder onboard will help 
us to leverage recent success to reach more 
adults and impact more children. We are 
exploring the capacity to offer online work-
shops and resources for educators. Another 
area of focus will be adding resources/pro-
gramme materials for parents, increasing the 
sustainability of impacts and supporting par-
ents in the challenge of feeding their families. 

The goal is to engage additional funders/sup-
porters to ensure the future sustainability of 
RP, expand the reach and form partnerships/
collaborations with other like-minded organ-
izations 
 
We established a not-for-profit organization 
“Rainbow Food Education”, which is a key 
part of our platform for growth.
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PE & School Sports Network 
MM partnered with the PE and Schools Sports 
Network to deliver cookery classes for two groups 
of school children. The first group who attended, 
were competition winners who had designed their 
perfect, balanced meal and written about why it is 
healthy. The children attending were selected from 
a large number of entries. The workshops were an 
opportunity for children to experience cooking in a 
kitchen using fresh ingredients.

The second group had attended health and wellbeing programmes, which encouraged stu-
dents and their parents to improve health knowledge, showing them ways to lead a healthier 
and more active lifestyle, in and out of school. Attending the cookery classes at MM was a 
completely new experience for children and helped educate them on the importance of fresh, 
healthy cooking. It also raised aspirations for children who may have had a challenging start 
to life.

Interview with 
Jessica Mark, 
PE & School Sports 
Network 
Please can you tell us about yourself and the 
project you run in Southwark? Who is the 
target group?
The PE & School Sports Network has its home at 
Bacon’s College in Southwark and is a progressive 
organisation which works with over 135 primary, 
secondary and special schools to develop physical 
education and school sport.

All our full member schools receive health provision 
and support for children and their families. Although 
we work with all children, we also offer targeted 
programmes to children and families who we feel 
will benefit the most; collaborating with teachers and 
home support staff to find the best fit.  

What does this programme aim to deliver?
As a Network, we are committed to ensuring that all 
children and young people have a clear understand-

ing of what it means to lead a healthy life. We achieve 
this through a range of interventions including our 
own bespoke Health & Wellbeing programme which, 
through curriculum delivery at a targeted primary 
age group, builds an understanding of why it is im-
portant to be healthy and fit.

The children who attended made fresh pasta with 
a fresh tomato sauce. How did these classes help 
support the objectives of your programme?
The classes introduced MM as somewhere local 
and accessible that the children can visit again with 
family and friends. The experience of cooking in a 
kitchen was new and exciting for many in the group. 
Food provenance is a very important topic and Chef 
Gabriele touches on this, getting children to think 
about where the everyday foods they consume come 
from. The children developed new skills and knowl-
edge that can be used for life and shared. 

What are the priorities for your programme 

over the next 12/18 months?
 We hope to increase parental engagement, focus 
on mental health & wellbeing, and increase levels of 
physical activity, moving children away from physical 
inactivity.
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Parents and Communities Together (PACT)
MM works closely with PACT, a Southwark-based charity 
designed to empower parents and improve the health and 
development outcomes for young children in Walworth and 
Camberwell.

MM partnered with PACT to deliver a series of cookery class-
es to the families. In order to further support the families 
towards adopting a healthier lifestyle, at the end of each class 
they were each given a bag with the ingredients used in order 

to recreate the dishes at home and serve them to their families. We asked them to send us 
photographs of the results — they looked delicious!
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2. Food Insecurity
Over 2 million Londoners are currently living below the poverty line and many boroughs are 
seeing that an increasing number of residents are struggling to afford basic food items. Na-
tional figures suggest that one in five over-16-year olds in England is food insecure to some 
degree; a shocking statistic which impacts both physical and mental health. Children living in 
food insecure households are at greater risk of suffering from chronic diseases, poor mental 
health and lower educational achievements.

Holiday Food and Activity Provision
Mercato Metropolitano believes passionately in the right of all to sufficient, adequate food 
and works towards a goal of enabling physical and economic access to food. In 2018, MM 
partnered with key South London-based stakeholders to trial a programme that addressed 
the issue of children’s lack of access to food during the school holidays.

The objectives of the programme were as follows:
• To support low income families to feed their children nutritious food over the summer 

holidays in absence of free school meal provision.
• To provide children with educational and fun activities to support their continued learn-

ing and social development, including changing their attitude, knowledge and behaviour 
around healthy eating via cooking and growing activities.

• To provide families with access to wider support e.g. benefits and employment, commu-
nity services, legal advice, health and social care via personalised advice being provided 
during the events

In 2019, MM further developed this programme by partnering with the charity, Hestia, which 
gave children and their families access to a broader range of activities including martial arts, 
circus and acrobatic skills workshops, gymnastics, football and the highlight of the pro-
gramme, the summer party! 

Over 530 children and parents attended MM’s free Holiday Club in 2019, up from 350 at-
tendees in 2018. 650 free meals were served to the children and their parents, as each child 
and parent who attended was provided with a healthy two-course lunch with additional food 
available for the families to take home for their evening meal.

 Morning and afternoon activities sessions provided children with the opportunity to partic-
ipate in a range of sports and creative activities, addressing physical and mental wellbeing. In 
total, participants attended over 1500 hours of free activities. The children were also treated to 
a matinee theatre performance, kindly gifted by our friends at Southwark Playhouse.

MM’s Holiday Club was identified as an example of good practice in Beyond the Foodbank’s 2019 report by 
Lodon Food Link. 
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From left, clockwise: Physical activity leaders from Hestia and Southwark Council, Holiday Club planting workshop, Chef 
Gabriele with pasta to serve to attendees, A “healthy eating robot” from the Holiday Club’s junk modelling workshop, A 
balanced meal for Holiday Club attendees, Holiday Club’s yoga session, Holiday Club’s summer party. 
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Interview with 
Jess Harrison 
Family Fitness
Programme Manager, 
Hestia 
 
Please can you tell me about Hestia and your 
role? 
 Hestia supports adults and children in crisis across 
London and the South East and campaigns and 
advocates nationally on the issues that affect them. 
My role is Family Fitness Programme manager and I 
run a project that aims to provide opportunities for 
children and families to be active together.  
 
MM MM and Hestia partnered to deliver the Holiday 
Food and Activity Programme this summer. 
What were your main objectives for the
partnership and the programme? 
Hestia’s role was to encourage families to attend, 
refer families supported by our service, provide a 
range of physical activity sessions for the morning 
and help to facilitate the afternoon activities. Hestia 
staff and volunteers were involved in the delivery of 
the programme. MM’s programme also enabled us to 
link Hestia services users with external community 
focussed activities. 
 
What were the highlights of the Holiday Club 
for you? 
My favourite moment was the bubble challenge; 
the families had to pop bubbles with a part of their 
body — I remember there was a mum doing it with 
her young daughter, the mum was lifting the child 
to pop the bubbles and they were both just laughing 
together! It was great to see so many adults getting 
involved: mums, dads and grandmas joined in with 
martial arts and circus skills workshops! From the 
perspective of our service users, it was amazing for 
the children to see their mums participate and for 
them to create fun memories together. It was a very 
inclusive club, which catered to the needs of a broad 
spectrum of children.
 

How did the project help support your service users? 
Some of our families chose to come to MM instead of 
doing activities more locally to their home because of 
the relaxed, fun environment we created. It reduced 
the isolation they feel, which is sometimes more pro-
found during the school holidays. 
 
What feedback did the Hestia families who 
attended give you? 
 We got some great feedback:
“I liked everything at Holiday Club and the yoga. I 
loved the food!”
 “I loved the gymnastics and the ribbon game.”
“Quality time focussing on health and wellbeing, art 
and teamwork. Even I (mum) had a great time!”
 
How do you see your partnership with MM MM 
evolving?
 We have already agreed with MM to host a 
programme for the 2020 summer programme, which 
will fall during the Olympics, so expect of lot of 
physical activity challenges!
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Launch of Southwark Food Security Plan
In 2018, MM became a member of Southwark Food Action Alliance (SFAA) which aims to 
ensure improved access for food insecure people to pathways of support, improved education 
and learning about sustainable food and improved access to healthy and affordable food for 
all.

The Alliance comprises of over 65 organisations which include statutory services, health 
organisations, food growing projects, food banks, food distributors, groups running cooking 
education classes & teaching meal planning skills, holiday clubs, activities in tenants and resi-
dents’ associations, older people’s services, researchers, and many more.

MM was a part of the creation of the Southwark Food Security Plan, which was created in 
order to help residents to thrive, to tackle the problems that make people food-insecure in the 
first place and to create a food-resilient borough with a strong community food network. The 
plan also focused on developing networks where surplus food is used wisely, and where peo-
ple are supported in developing their skills in healthy eating, cooking and food growing.
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3. Inequalities and Integration

Integrating the most disadvantaged and isolated people and improving opportuni-
ties for them helps to build resilient communities. Tackling inequalities and poten-
tial barriers to opportunities are important in the promotion of an inclusive society. 

Founders Without Borders
Founders Without Borders is a business incubation program created by MM in partnership 
with The Entrepreneurial Refugee Network (TERN) and supported by Peabody.
Its mission is to help refugee food entrepreneurs access opportunities in the UK market. Partic-
ipants of the programme receive six months of mentoring and fast-track learning sessions on 
how to set up, manage, and scale a food business

The programme is based upon the following:

Food as a common language across borders
Across cultures, food is about coming together, sharing and a sense of community. MM is 
proof of food’s power to help create a more cohesive society – a place where people from all 
walks of life break bread together and share new cuisines, cultures and ideas. 

Opportunity, not charity is key for integration 
Refugees are often skilled, talented and determined to make a positive contribution to the 
economy. Mercato Metropolitano, together with its partners TERN, is empowering and sup-
porting refugees in the community by providing much needed education, resources, facili-
ties, and connections. 

 

Muzaffar Sadyvok is an entrepreneur 
chef who came to London in 2006 and was initially 
supported in the setting up of his business by The 
Entrepreneurial Refugee Network (TERN). In ad-
dition to providing a trading space in Elephant & 
Castle, MM are supporting his business by provid-
ing mentoring sessions on sourcing, sustainability 
and customer service from MM’s Executive Chef, 
Gabriele Bagni.
 
MM’s Founder’s Without Borders has been covered 
by a number of publications including the Evening 
Standard and The Big Issue.
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Migrateful’s mission is to empower and celebrate refugees and vulnerable mi-
grants on their journey to integration by supporting them to run their own cook-
ery classes.

Migrateful has run 51 cookery classes at MM since April 2018, with 21 different 
chefs, attended by 560 participants.

We know from feedback from the chefs that Migrateful provides:

• Wider social networks and a support network, which is much appreciated by 
many, particularly by those who have come to the UK alone. 

• Improved English language and communication skills.
• Increased confidence — running the classes makes chefs feel more empowered 

and self-confident. 
• A source of income.
• Opportunities to celebrate and share their culture.

All of the above benefits contribute to overall well-being. In the chefs’ own words: 

“Migrateful gives us the feeling of being part of a family, which we’ve 
been missing while living in the UK.” 

“Teaching my first Migrateful cookery class I felt I was passing the
love of my country to others.” 

“It feels that in coming to this group we are not called a refugee or
asylum seeker. We are called a person which means we get respect, 
love and care.’’

Migrateful: Refugee-led Cookery Classes
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4. Gender Equality
 
Female business founders face increasing challenges. Access to funding via the male domi-
nated 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 break-
down these barriers and contribute towards thriving economies

Female Food Founders 

In April 2018, MM launched a programme to address gender inequality in the food sector, via 
an online competition offering the following prize:

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

• Capital start up grant, 
• Assistance with PR, marketing and design
• Assistance with financial planning, financial management systems and the creation of a 

business plan
 
Nancy Nosel, the founder of Ze Spätzle Club, won with her traditional south-west German 
dish, spätzle. During 2019, Mercato Metropolitano has continued to support this business to 
grow, including moving to a larger trading space and an expanded menu representing a move 
from incubation to acceleration mode.

MM, Hatch and Peabody
announcing the launch of 
a competition to support
a fledgeling female-led

food business.

Founders in London!
Female Food
Calling

HOW TO ENTER:

http://tinyurl.com/ybzzkry4

Competition opens: Tuesday 8th May 9 am 
and closes Friday 25th May at 6 pm

MERCATO
METROPOLITANO
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30
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5. Isolation and loneliness

Isolation and loneliness are hidden but serious problems in 
cities Worldwide.
Urban loneliness stems from population mobility,
declining community participation and a growth in 
single-occupant  households. 
This threatens the viability of our cities be-
cause it damages  the social networks 
they rely on.

Older people are especially vulner-
able to loneliness and social isola-
tion and the impact on physical 
and mental well-being is well 
documented. According to 
Age UK, more than 2 mil-
lion people in England over 
the age of 75 live alone, and 
more than a million older 
people say they go for over 
a month without speaking 
to a friend, neighbour or 
family member.
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Community Lunches with Age UK
As health outcomes may be improved by promoting social engagement, MM has partnered 
with Age UK to address the isolation and loneliness experienced by older members of the 
community. We run regular community lunches which give “Young at Hearts” in the commu-
nity the opportunity to get together, get to know each other and share a meal.

We also held a cinema screening at the beginning of 2019, where a group supported by Age 
UK enjoyed a private screening of a film followed by lunch provided by MM.
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Interview with 
Amy Haworth-
Johns,
Corporate Part
nership Coordinator, 
Hestia
 
Tell us about the programme that MM
delivered for Hestia?
MM arranged a cinema trip and lunch which was a 
fun activity during half term for mums and children 
in refuge. This provided the families with the oppor-
tunity to experience some normality.  The women 
we support are forced to survive on benefits due to 
the actions of the perpetrators of domestic violence. 
Events like this provide them with the chance to 
meet other women who have been through the same 
experience. They knew MM was a safe space, where 
they can attend as a group. We are very grateful to 
MM for making the families feel special. This was 
a self-esteem building experience, even travelling 
there. Some of the families will feel daunted by going 
to town centres for the cinema, MM provided a safe 
space for them to be.

What were your objectives for the programme?
We wanted to provide a day out for as many people 
as possible within our services. It was an opportunity 
to engage with the Hestia team and discuss wider 
support opportunities.  We also wanted to further 
forge our relationship with MM, with whom we de-
liver the Holiday Club.

What was the impact of the trip for your service 
users?
It was the chance to feel special again in a safe envi-
ronment and have a day out during school holidays. 
New friendships were made which was great to see. 

What was the feedback from the families who 
attended?
It was positive and they really enjoyed having the 
cinema to themselves and eating delicious pizza and 
gelato!

Community Event for Hestia
During February school half-term holiday, MM hosted a private screening of The 
Lego Movie 2 and provided lunch for families being supported by Hestia. These 
families are amongst the most vulnerable in society and are at high risk of isola-
tion.

 Over 50 mothers and children attended this event, which provided well deserved 
respite for the families and the opportunity to meet others experiencing similar 
hardship.
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Good Grief Cafe
MM supports the Good Grief Trust (GGT) and was a part of its pilot launch of 
the Good Grief Café initiative, providing support to bereaved people in the com-
munity. 

MM also provided our Community Kitchen for a fund-raising event that GGT 
held, as part of National Grief Awareness 
Week. This Christmas baking class was run 
by Suzy Pelta and MM donated all funds 
raised from the class to GGT. 

We have also provided free cookery classes 
for bereaved families to help create an um-
brella of support and provided GGT with 
free use of the cinema for a fund-raising 
evening.

Men’s Beer Club
MM welcomed members of the local community from South London Cares for a 
tour of our onsite brewery run by German Kraft Brewery. The tour included the 

opportunity to taste four beers brewed 
on site in E&C and was complemented 
with German food from Ze Spätzle Club. 
South London Cares is a community 
network which brings older people to-
gether with volunteers in South London.
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6. Partnerships 

MM works to create partnerships with a broad network of organisations 
and groups that share our vision fto build resilient communities and sus-
tainable cities. Some examples of these are outlined below.

Launch of London Living Wage

In November 2019, Mercato Metropolitano was proud to be accredited 
as an official Living Wage employer across both of our markets. This has 
had a positive effect and uplift on pay. Our goal is to support and involve 
the people in our local communities.  We want to provide jobs to local 
people and opportunities for career progression across any area of the 
business.
  
The Living Wage also shows a
commitment to our Trading 
Partners, that we are 
serious about our work, it 
allows people 
to join the MM Team on 
a good wage which sup-
ports their lives. 
In the hospitality indus-
try, where turnover can 
be naturally high, there is 
an opportunity to invest in 
real 
talent and nurture skills.
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Interview with 
Lucy Bannister
Living Wage
Foundation (LWF)
  
Please can you tell us about the history of the of 
the London Living Wage?  
The campaign for a living wage began in 2001 and 
was started by Citizens UK, a community organising 
charity. At the time, Citizens UK was operating in 
East London, bringing together churches, mosques 
etc to discuss the challenges that the community 
faced. A major issue that came up was that of low 
pay. At the time the minimum wage was just over 
£3. People wanted a wage they could live off and the 
campaigners came together to demand a wage that 
was enough to live on. Local employers took notice 
and they started winning. In 2004, they won the sup-
port of the London Mayor who agreed to calculate 
the London Living Wage. In 2011, the Living Wage 
Foundation was born with the aim of accrediting and 
celebrating employers who paid the Living Wage to 
all of their staff. At this stage, we started calculating 
both a UK and London rate. Since 2011, we have 
accredited 6000 Living Wage Employers across the 
country and the campaign has put £1bn back into 
workers pockets. The LWF supports employers in 
the process towards paying the real Living Wage and 
celebrates those that do.  
 
The real Living Wage is different from the Govern-
ment’s national living wage, which is the legal min-
imum for over 25s. Our rate is based on the cost of 
living and what people need to get by. We announce 
the new real Living Wage rates, both for the UK and 
in London, each year in November based on the best 
available research into living standards and costs. 
 

  

Please can you tell us about the benefits of the 
Living Wage? 
Most employers pay the real Living Wage because 
they know it is the right thing to do, but our research 
shows that 93% of Living Wage Employers have 
reported benefits, including greater productivity, and 
staff employment/ retention. Sectors where low pay 
is the norm and with high levels of staff turnover will 
often see the most benefit, but pretty much every 
business can benefit from paying the real Living 
Wage. It’s not rocket science, by ensuring staff earn 
a wage that they can make ends meet on, reduc-
ing their stress levels and improving their standard 
of living will mean staff are more motivated, have 
increased productivity, reduce absenteeism and less 
turnover. Many employers see paying the Living 
Wage as an investment rather than a cost.
 
Further, by gaining the Living Wage Employer ac-
creditation, this shows both employees, the public 
and clients that you are a good employer and that 
you value your staff which leads to better reputation.  
  
What else can MM do to support the LLW 
campaign?
 MM needs to promote the real Living Wage to its 
trading partners and support them to move to the 
LLW, talking to them about the benefits. The aim 
should be that consumers can choose to come to 
MM for a fully Living Wage evening out.
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GLAGLAInternational Markets Conference
On 6-8th June 2019, London hosted the International Public Markets Conference. 
Organised by New York-based Project for Public Spaces (PPS). The conference 
was an opportunity for market operators to learn from each other and in particu-
lar, from the London-based markets.

The conference focused on the following themes: 

A. Managing social, economic and cultural change 

B. Supporting rejuvenation and diversification 

C. Managing the impact of tourism 

D. The role of the historic market in the context of wider regeneration 

E. Expanding a market through public-private partnership

F. Enhancing local independent retail through a Business Improvement 
District

G. New forms of wholesale 

H. Launching new entrepreneurs 

I. Refurbishing an historic market 

J. The market as a place of leisure, culture and interaction 

K. Place-based regeneration strategies and the role of the market 

MM’s Chief Executive Dreamer, Andrea Rasca, 
was invited to address the
Opening Plenary in Southwark Cathedral, 
focusing on the role of markets in
creating social impact. 

We were also delighted to host the conference’s 
closing event, where 300 delegates enjoyed a 
selection of MM’s sustainably produced food and 
drink, all topped off with a delicious gelato made 
by Badiani, using locally sourced raspberries, 
highlighting the “London is Open” theme of the 
conference.
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Lendlease
Prior to the opening of MM’s new market in Elephant Park in 2020, MM has been work-
ing closely with Lendlease on designing an apprenticeship programme which will provide 
people with hospitality-based skills, enabling them to find employment at one of MM’s 
markets. The programme will work with a number of local education institutions, provid-
ing training for hospitality member, chefs and supervisors. 

Grosvenor
MM are working with Grosvenor on the curation of a set of community-focused activities 
for local adults and children in the Mayfair area, including cookery classes, planting work-
shops, and music and art focussed events held in the Mayfair Community Space. 

Peabody
We continue to collaborate with Peabody on a number of community focused ventures 
including the incubation and support of local entrepreneurs.  Peabody also supported the 
launch of MM’s Founders Without Borders programme via capital investment.  

Kings College
MM partnered with King’s College London’s Business School on a Social Media project 
from January to March, involving around 80 Digital Marketing Masters students. The 
students visited MM E&C where Andrea Rasca gave an introduction to MM and launched 
the project itself. The groups came up with social media strategies in response to different 
challenges. Mentors from the MM Team were appointed and supported students through-
out the process, working closely with them and answering queries. Students presented 
their strategies to the MM Team and five top groups were selected and congratulated by 
Andrea Rasca. Following positive feedback, preparations are already in place to run a simi-
lar project with KCL next year. 

Imperial College
In 2019, MM worked with MBA students from Imperial College with the aim of de-
veloping a repeatable, transferable methodology that evaluates the change in children’s 
awareness, attitude and behaviour towards healthy eating after attending a cookery class at 
MM. The aims were to support MM in improving the quality of the classes, quantitatively 
showcase impact and value for those who participate in the programme and to apply this 
methodology to other programmes run by MM to ensure they are effective.
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Redbridge Museum “Eat It” Exhibition
Ahead of Mercato Ilford opening in 2020, MM participated in Redbridge Museum’s “Eat It” 
exhibition which explored the history of food in Redbridge. MM represented the future of 
food in the borough and how food is a key part of the Council’s strategy for integrating the 
community. The exhibition attracted over 4000 visitors over the school summer holiday
period.

Goodgym
MM formed a partnership with GoodGym, a community of runners that combine getting fit 
with doing good. They stop off on runs to do tasks for community organisations. 

GoodGym volunteers supported MM in preparing and serving a Community lunch during 
the WE Sustain weekend in September. We were delighted to welcome a committed group of 
runners, all sporting GoodGym t-shirts. The group helped Chef Gabriele peeling, chopping 
and cooking vegetables to create a delicious “minestra di pane”, a traditional Italian vegetable 
and bread soup. 

Volunteers from GoodGym also helped out with our free Pumpkin Carving afternoon for 
local children in October. A great time for all!

World Indigenous Business Forum 
Mercato Metropolitano was at the 2019 World Indigenous Business Forum (WIBF) to discuss 
ways in which MM can contribute to the development of a sustainable and inclusive market 
for the 370 million indigenous peoples living in over 90 countries, who are particularly vul-
nerable to the impacts of commercial development and business activities. 
The aim of the WIBF is to increase participation in the global economy by providing opportu-
nities to broaden markets, improve access to business potential, increase Indigenous economic 
benefits from major resource development and energy investments, and increase Indigenous 
prosperity through economic growth. 
  
Andrea Rasca and Amedeo Claris were invited to meet with the President and CEO of the 
Indigenous Leadership Development Institute, Rosa Walker, and discuss ways in which MM’s 
current and future markets can represent a tangible opportunity to bring the vast biodiversity 
harvested by indigenous communities around the world to the market, through a close coop-
eration and MM’s approach to supportive development.
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Internship Programme with Pollenzo
University 
MM hosted students from Pollenzo University, known as The University of Gastronomic 
Sciences, which was born and promoted in 2004 by the Slow Food association in collabo-
ration with the Piedmont and Emilia-Romagna regional authorities. We provided intern-
ships to 10 students working across a broad range of MM’s operations.
 

Smart Cities
Smart Cities New York is North America’s leading global conference for innovators and 
decision-makers who are improving life in the cities of tomorrow, including city leaders, 
CEOs, and startups. The conference takes a holistic look at the innovations in technology 
and infrastructure that are making cities more liveable, equitable, and sustainable. Andrea 
Rasca, MM’s Chief Executive Dreamer, presented at the conference on the theme of “The 
City I Want to Live In”.   

 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. MM hosted 5 interns via FIE throughout 2019, 
across the fields of HR, finance and communications. 
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MM celebrated its third anniversary on 14th 
and 15th September 2019.
During this weekend, the market hosted in-
teresting activities and panels to celebrate 
the community and sustainability.

The theme of WE Sustain 2019 was “The 
City We Want to Live In”, tackled by 23 
speakers who gave an analysis of current en-
vironmental and social issues. 
The panellists explored the different causes, 
consequences and possible solutions of the 
city’s main controversies. Sunday 15th was 
focused on community, with a free lunch 
cooked and served by local volunteers to an-
yone who needed it. A huge range of work-
shops and classes, from bread making to 
terrarium making, took place across both 
days. 

WE SUSTAIN
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We Sustain is our annual sustainability event where we 
gather with our friends, aMMbassadors and supporters 
from around the world.

This year’s theme is “The city we want to live in”, with 
the participation of the local community and experts 
from the academic, business and not-for-pro� t sectors, 
who will present ideas to improve the sustainability 
and resilience of modern cities.

MM will also host workshops and cookery classes to 
learn, share and spend happy moments together.
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Saturday 14th 

11:00 - 18:0011:00 - 18:00
Contemporary art exhibitionContemporary art exhibition
“Life After Rubbish” “Life After Rubbish” 

12:00 – 13:3012:00 – 13:30
Discussion panel “The City We Want to Discussion panel “The City We Want to 
Live in” - Moderator James Hurley (The Live in” - Moderator James Hurley (The 
Times)Times)
The panel will see Rachel Kyte (Special Rep-
resentative of the UN Secretary General for 
Sustainable Energy for All) and Andrea Rasca 
(MM Founder and Chief Executive Dreamer) 
explore urban themes such as smart regener-
ation, food sovereignty and inclusive econo-
my, as the key aspects for more sustainable 
cities. Simon Sylvester Chaudhuri (Smart 
Cities) and Iqbal Wahhab (Founder of Roast 
and The Cinnamon Club) will also be part of 
the panel.

13:45 – 15:1513:45 – 15:15
Discussion panel “Smart Urban Regen-Discussion panel “Smart Urban Regen-
eration: the MM case”  - Moderator eration: the MM case”  - Moderator 
Alex McDonaldAlex McDonald
A case study of how a completely 
self-funded private business like Merca-
to Metropolitano has transformed an 
area of London in need of regenera-
tion into a vibrant community destina-
tion, which brings as much economic 
growth as it delivers important social 
programmes to the local community. 
Amedeo Claris (Managing Director 
f Mercato Metropolitano), Paolo 

Lucchetta (Architect and founder of 
Retail Design in Venice), Scott Metzner 
(visionary developer from West Har-
lem – New York), Lucia Jane Beltrame 
(Permablitz), Toon Haverals (CEO of 
Life) and Elise John Lewis (Social and 
Economic Development Manager of 
Lendlease) will lead this interactive 
panel.

15:30 – 16:3015:30 – 16:30
““WWherhere does all we does all wastaste re really end up? -eally end up? -
MModeroderaattor Aor Alelex Mx McDcDonaldonald
Alessio Giorgetti, MM Head of Tech-
nical and Sustainable Development, 
Richard Murray, FoodChain CEO, Mat-
thew Golding, ORCA Enviro System, 
Tom Mockridge, Paper Round Com-
mercial Director analyse the current 
approach to waste management in 
city centres. 

16:45 – 17:4516:45 – 17:45
AAll-ll-wwomen panel omen panel ““A wA womanoman’’s vision of thes vision of the  
citcityy”” - M - Moderoderaattor Mor Mararian Rian Rivmanivman
Rachel Kyte, CEO (Special Represent-
ative of the UN Secretary General for 
Sustainable Energy for All), Vicki Exall 
(MM Head of Cmmunity Partnerships) 
Ellie Cosgrave (Co-Director of UCL Ur-
ban Innovation Policy Lab), Annie and 
Jemma Charma (Green Rooms Market 
founders), and Alessia Sannazzaro (Di-
rector at Code & Wander) will discuss 
the current imbalances in urban plan-
ning, from a woman’s perspective and 
what public policy measures, regula-
tion, technology, and basic infrastruc-
ture should be used in our future cities 
to address the imbalance.

18:00 – 19:0018:00 – 19:00
MMMMTTalk alk “I“In supporn support of ent of entrtreprepreneurseneurs””,, 
Ernesto Sirolli (International Enterprise 
Facilitator) interviews Andrea Rasca, 
moderated by Paolo Taticchi, Director 
of the Global Online MBA and Global 
Initiatives at Imperial College.

19:30 – 22:30 S19:30 – 22:30 Startart of MMt of MMusicusic..
22:30 – 23:30 MM cake and �22:30 – 23:30 MM cake and �  rrewewororksks..

12:00 – 19:00 MM - Feast Fearly12:00 – 19:00 MM - Feast Fearly
Online aggregator of small producers, Food 
Chain, and Mercato Metropolitano’s  traders 
will prepare food and treats using ‘wonky’ 
ingredients from small local farmers. A dona-
tion of £1 from each dish sold will be donat-
ed to the Food Cycle charity.

ofof
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Sunday 15th 

11:00 - 17:0011:00 - 17:00
Crafty Fox MarketCrafty Fox Market
Artisans’ aggregator of emerging 
designers and artists to showcase and 
trade unique handcrafted items.

11:00 - 18:0011:00 - 18:00
Contemporary art exhibitionContemporary art exhibition
“Life After Rubbish”“Life After Rubbish”

11:30 – 14:3011:30 – 14:30
Eat with the CommunityEat with the Community
A healthy lunch cooked on-premises 
for our amazing Community.

11:45 – 12:3011:45 – 12:30
Yoga class. Yoga class. 
In collaboration with Kanga Studio. 

12:00 – 13:3012:00 – 13:30
“Go Green, Go Sustainable: a journey “Go Green, Go Sustainable: a journey 
towards natual vines” Wine Tastingtowards natual vines” Wine Tasting
Discoving the genuine and authentic 
wine from sustainable farms, in collabo-
ration with MM Grocery wine experts.

14:30 – 16:3014:30 – 16:30
“Make Botanical Inks and handmade “Make Botanical Inks and handmade 
brushes, sketch with Nature Journal  brushes, sketch with Nature Journal  
Workshop”Workshop”
organised by Crafty Fox Market.

14:30 – 16:0014:30 – 16:00
“An introduction to bread-making with “An introduction to bread-making with 
ancient wheat”ancient wheat”

Thanks to:Thanks to:

WWW.MERCATOMETROPOLITANO.COM

MM
MERCATO

METROPOLITANO

14:30 – 16:3014:30 – 16:30
“Painting Workshop”“Painting Workshop”
Participants will explore their creativity in 
this painting session focused on this year’s 
theme, “The city we want to live in”, with 
Riccardo Gerardi.

15:30 – 17:0015:30 – 17:00
“Make your own zero waste products” “Make your own zero waste products” 
WorkshopWorkshop
Participants will learn how natural beau-
ty and skin care products may be made 
using everyday organic ingredients, with 
the help of Bottega Zero-Waste.

15:30 – 16:1515:30 – 16:15
“Terrarium” Workshop“Terrarium” Workshop
Participants will build their very own little 
garden in a jar to take home, by Little 
Drop of Green.

16:30 - 17:1516:30 - 17:15
“Bonsai Terrarium” Workshop“Bonsai Terrarium” Workshop
Learn how to design your own ginseng 
bonsai terrarium, by Little Drop of Green.

16:30 – 17:3016:30 – 17:30
“The art of French Pâtisserie”“The art of French Pâtisserie”
A sweet class by French professionals 
Claire and Emilie.

*22:00 End of We Sustain 2019.*22:00 End of We Sustain 2019.
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See you in 2020.

MM

www.mercatometropolitano.com


