‘20
‘21

soMMario

M E R C AT O M E T R O P O L I TA N O | I M P A C T R E P O R T

03
19

Introduction

20
37

Sustainability

38
75

The FarMM

76
79

Equal Employment

80
88

MM Partners

89
91

What’s to come

Letter from our CED
Our MManifesto
Key Facts and Figures ‘20 ‘21
Our Markets
Covid 19

Provenance and Traceability
Circularity
Sustainable Education

AcadeMMy
Business Harvest
CoMMunity

The London Living Wage
Diversity and Inclusion
The Mayor’s Saddiq Khan visit to Mercato Metropolitano

Three Partnership to highlight
AMMbassadors

M E R C AT O M E T R O P O L I TA N O | I M P A C T R E P O R T

Letter from our CED
Founder and Chief Executive Dreamer

2020 and 2021 - What a time it has been!
COVID-19 was our biggest hurdle to date,
but we survived, more ambitious to spread the
MMovement and revolutionise the food system
as we know it. Despite the unprecedented
challenges we have faced over the past two
years, MM has experienced many highlights and
we want to share them with our community.
After all, YOU are central to our movement.
A healthy lifestyle begins with taking responsibility to eat high quality, nutritious
and seasonal products, that respect the environment. The restrictions imposed by
the Covid-19 virus in 2020 forced us to adapt and rise to the challenge of staying
connected to our community through alternative means.
I am proud to say that during this uncertain
period we have proven our resilience
and our strong, genuine bond to the MM
community. For Mercato Metropolitano,
sustainability and community are the
food we eat, and the air we breathe. The
pandemic has highlighted the fact that
our current food system is incompatible
with our environment. It is weak and
incapable of change and adaptation. It is
killing biodiversity and killing us, which is
why we must make a change. The Covid-19
pandemic has led to an increase in
vulnerable communities. To stay connected
to it, we have digitalised our activity and
created new programs and Live Music
Streams. The aim of these digital series is
Andrea Rasca
to stay connected to our community, even if
MM Founder
physically distanced.
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To feed those who need us most, we have distributed over 26,000 free meals to
the Age UK community, families from Surrey Square elementary school, and other
vulnerable members of our community with the help of our partners at the Mayor’s
Fund for London. 2021 began as the year to finally resume activities, rethinking,
and rebuilding. Whilst the hospitality sector has been hit hard by the pandemic it
has also been confronted with the urgent need to change its practices. We have
proven to have the strength to pick up again where we left of and we are ready to
take our message across the globe!
Here at MM, we believe in the importance of building sustainable projects that
begin with the community. 2020 showed us that no matter the challenges, our
community perseveres, and we remain loyal to it. When our doors opened again
to the public, I am proud to say that we welcomed more customers to Mercato
Metropolitano than ever before! We have proven that our unconventional business
model founded in sustainability and community is the way forward in this new
post-pandemic era.
Now that we have re-focused, we have resumed all our main activities such as the
MM Summer Camp and the ‘Founders Without Borders’ campaign. As we grow, we
want to welcome new and ingenious trading partners to become part of MM. In
April 2020, we launched our first DreaMM business incubation campaign online.
With over 40 applicants we have been able to expand our MMovement and share
our knowledge with aspiring entrepreneurs who share our values and vision. We as
a company have proven our resilience, adaptability, and compassion to change the
world.
I am hopeful for the end of the year and entering the new one. 2022 will
undoubtedly bring new challenges, which we are prepared to face, and prove our
resilience once more as we adapt to the new normal. I am excited to welcome our
community to our new sites opening and, together, spread the MMovement.
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Our MManifesto
A people’s movement at the heart of food
In 2018, we developed the MManifesto in advance of our second anniversary,
to define ourselves as a movement, what we advocate for and how we work
towards common goals for our community and for the environment.
In 2019, we signed the United Nations Global Compact, a call to companies
to align strategies and operations with principles surrounding human
rights, labour, environment, and anti-corruption. By joining the UNGC,
Mercato committed to the advancement of the 17 SDGs together with other
13,555 companies. The new MManifesto is therefore a merger of SDGs and
MM values and it captures the MMovement towards good food, building
communities and promoting sustainability.

01

The Right to Food
All humans have an absolute Right to Food.
We believe in providing economically
accessible food that is nutritionally
adequate, culturally inclusive and dignified.
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Food As It Should Be
In MM, we advocate authentic, nutritious and
straightforward food. We hold food to the highest
standard 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
- Natural, seasonal and as locally sourced as
possible, whilst upholding farming and livestock
standards.

4
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Supporting Well-Being
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. With varied food offerings,
your food habits at MM will effortlessly support
the wellbeing of our planet. Our food adheres to
our Health and Sustainable Eating standards,
which endorse healthy eating choices and public
health goals whilst honouring our sustainability
standards.
Healthier lives, healthier planet.

Educating
and Empowering Humans
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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 adequate
food to you and we are proud to help treasured
craftsmanship. In turn, future generations are
preserving their crafts and can continue to enjoy
a rich variety of soulful food.
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Fighting the Climate Crisis
We work to ensure a healthy and sustainable
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 food waste and partnering
with sustainable traders, we aim to improve
the natural environment for future generations.
This is how MM is making a lasting difference.
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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 MMovement began
6 years ago. By mirroring natural cycles in nature,
we are achieving a cleaner future; where limited
materials, time and resources are wasted.

In MM, we invest in educating humans like
you, your family and your close friends on all
things surrounding food. From children to the
elderly, we focus our educational activities on
the cultivation, the preparation and finally, the
consumption of food. For MM, one educated
human is equal to one empowered human
participating in an improved food system.
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Small is Beautiful
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Building Stronger Communities
and Partnerships
Our community is built by people, just like you,
who share a passion for food as a catalyst
for change. We believe that sharing good
food creates social cohesion and stronger
communities, which is why we bring you and your
friends together, with our food and incredible
food traders. In turn, our ever-expanding
community network and sustainable efforts
are helping urban and rural communities grow
stronger together while helping mother nature
thrive.

7
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Dreaming and Incubating
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 adequate
food to you and we are proud to help treasured
craftsmanship. In turn, future generations are
preserving their crafts and can continue to enjoy
a rich variety of soulful food.
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Inclusive and Sustainable
Economic Growth
At MM we prioritize empowering our own people.
We want our entire team to feel educated and
supported, and we want them to move up within
the company and succeed. We believe that
one educated and empowered employee will
consequently bring added value to the company
and to the world.
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Key Facts and Figures ‘20 ‘21

M E R C AT O M E T R O P O L I TA N O | I M P A C T R E P O R T

MM’s Impact during 2020’s lockdowns

2500+

food bags distributed

£ 822,288

£ 25,144

top product purchased

Baguette
Half dozens of fresh eggs
White French bread
Italian bread
Avocado
Ravioli

total revenue from our groceries

320

total revenue from Shopify

total pizza slices bought on Shopify

95

boxes of gelato sold

posts on social media

20+

messages
from Andrea

8

10

sustainability
talks

11

music
live streams

9

Key Facts and Figures ‘20 ‘21
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Standout performers
Standouts for championing sustainability and supporting independent and
sustainable producers and suppliers.

Ethika
For supporting fairtrade and independent producers.

German Kraft
For serving beer exclusively from tanks and refillable kegs, in turn
cutting their carbon footprint by

Badiani

75%

For using high quality, natural ingredients, whilst maintaining
recycled, biodegradable, and compostable packaging.

Santo Grill
For using high quality, higher welfare British meat consistently, using
local butcher O’Shea’s (in Bermondsey) as their main meat supplier.

Jim and Tonic
For teaming up with the grocery and using leftover orange peel as
an ingredient in their gin, and for consistently working with small
independent suppliers.

CoMMunity and Incubation

4

new traders incubated

50+

3 are of
a refugee background

applications received for our Incubation programmes

Elephant and Castle – The Circus

62 + 5000

The first and The Original. Mercato Elephant & Castle opened its
doors in 2016 and it is London’s first sustainable community market.
Housed in a formerly abandoned paper factory, it’s one of the city’s
largest undercover outdoor areas described as a vibrant space where
everyone, of any age, can come together and have good time.
You can discover over 40 independent stallholders serving up an
eclectic array of natural, nutritious, accessible food and drink,
alongside a micro-brewery, music, events and community projects.

hours of activities

60+

306

free meals distributed to
children and their families during
our SuMMer Camps 2020/2021

collaboration with partners for our Community Programmes,
including charities and non-profit organizations, schools,
local authorities and businesses.
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Our Markets

11
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Elephant Park – MMy Mercato & Factory

Mayfair – The Theatre

If you’re looking for a quiet and comfortable place to catch up with
friends while enjoying gelato and fresh produce—you’ve found it!
Mercato Elephant Park is the latest addition to the Mercato family
and is a hidden gem tucked away in a residential area. Close to
parks and playgrounds, it’s a trusty local hub that hits the spot for
families. The next MM project for the EP area is The Factory, an urban
production centre — a unique and immersive food experience where
locals and visitors can meet our producers and enjoy deliciously
fresh products.

Mercato Metropolitano’s second site, Mercato Mayfair, is a cultural hub
and sustainable community market in the regenerated St Mark’s Grade
1 listed church building on North Audley Street, Mayfair.
Deconsecrated in 1974, it now holds two levels of food stalls and bars,
accompanied by a rooftop terrace, wine cellar and community space.
It is the perfect place to experience authentic wine, fresh cuts and
world cheeses whilst visiting the on-site micro-brewery, and witnessing
the community space in action with classes and events for the locals.
In keeping with Mercato Metropolitano’s mission, ingredients are fresh,
artisanal, and sustainably sourced as far as possible.

13
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Wood Wharf – MMy Mercato

Ilford – The Circus

MMy Wood Wharf will occupy two levels of 10 George Street, the first
Vertus build-to-rent residence in the vibrant new Canary Wharf district,
Wood Wharf. MMy Wood Wharf will include 600 sqm of space and
follow the same approach to artisanal, natural and sustainable food for
which Mercato Metropolitano is known for in their community markets
in Elephant & Castle and Mayfair. Artisanal kitchens, a discerning
deli/grocery store, an extensive selection of fresh and healthy world
products, organic and biodynamic wines from small vineyards; local
and European cheeses, and a bakery, will be included in the new Wood
Wharf market space. On the lower level MMy Wood Wharf plans to
include a Mercato Metropolitano’s live jazz music venue.

Mercato Metropolitano’s newest site in Ilford is being built over a
disused carpark. It has been commissioned with the support of
Redbridge Council to develop a vibrant central hub for the community.
The ground floor will be home to artisanal kitchens, a discerning
deli/grocery store, an extensive selection of fresh and healthy world
products. We will work with local traders through the DreaMM project
to incorporate them within the market. The middle floor will contain
a community space and the roof top garden will produce herbs and
vegetables to be used in the market, as well as creating an educational
district for the community.

15
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Covid 19

Covid 19 - How has MM adapted to the new normal

How has MM adapted to the new normal

Social Distancing Measures

Due to the Covid-19 pandemic, the British
government installed necessary lockdown
measures to mitigate the spread of the virus.
These measures consisted of restricting all
non-essential travel and access to public
places such as restaurants.

Once the time came to re-open, we ensured our staff and our guests were
safe by installing necessary social distancing measures.
All our sites offered hand sanitizer from our friends at Jim and Tonic and
were available throughout our markets. The sites were also configured
to maintain social distancing in line with Government guidelines.
With the help of social distancing stewards, our guests complied with
the necessary measures, such as a reduced and limited number of guests
temporarily allowed in our markets and social distancing markings,
which are in place throughout the indoor and external areas.
In compliance with the NHS “Track and Trace” system, we kept a temporary
record of our visitors, to assist NHS with data requests if needed.
We also increased hygiene and cleansing frequency of surfaces and
bathrooms.

At MM, we did not let Covid-19 stop our activity and our ambition to fulfil our
mission to the community. Through this pandemic, we have shown our resilience
and our commitment to our staff whom we have kept safe, to our trading partners
whom we have incubated by keeping our business open, and to our community
and its vulnerable members. We have shown our ability to adapt by carrying out
our projects in a safe and socially responsible manner by moving as many of
our activities online as possible. When the time came to re-open, we provided a
wonderful worry-free experience for our guests by ensuring proper safe social
distancing whilst maintaining the warm community feeling we know and love.
We were convinced that just because we had to stay home, it did not mean that
we couldn’t connect to the arts. Since our music events have been popular for our
community, we decided to bring our Live
music to your home! Our music coordinator,
Davide Shorty, hosted a live session every
week with his guests, to help new artists find
a platform, promote their work, and bring our
followers some musical joy in lockdown.
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Covid-19 in 2021
MM was presented with new challenges, but after managing them
successfully in 2020, we continued to support our community in 2021
whilst shedding light to issues that the pandemic has made even more
pressing. Covid 19 has especially affected the vulnerable members
of our society, which is why we see it essential to continue carrying out
our projects in a safe and socially responsible manner.
In mid-2021, thankfully the measures have been relaxed allowing us to
re-open. Our aim was to give people a pleasant experience at our
locations, respecting the measures, but still making our community feel
welcomed and appreciated in a safe space.
Prior to our reopening, we expanded our online grocery service.
We offered weekly, as well as monthly, deliveries of fruits and vegetables
over Shopify, as well as personalized store bundles such as a romantic
evening box, or a sweet basket. By mid-February 2021, customers were
also welcomed to come to our MM groceries and we hosted a Valentine’s
Event for couples. As of the 12th of April, MM reopened at Elephant
& Castle followed by Mercato Mayfair on the 17th of May.
We kept encouraging guests to use face masks and to sanitize their hands
using the facilities available in our markets.

17
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Interview with

Interview with Alexander Zielonka

Alexander Zielonka

SITE MANAG ER OF ELEPH ANT & CASTLE

SI TE MAN AG E R O F E L E P H A N T & CASTL E
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How has MM managed its sites
during the pandemic and how
was the experience?

How do you think covid will
impact the future of indoor
dining in the UK?

When Covid-19 first arrived in March 2020
there was a lot of uncertainty because it
was something completely new. During the
first stage, the whole city of London seemed
very scared. We had roughly one week of
transition from cases going massively high
followed by the government announcing
a lockdown. With the restrictions, only
essential shops could remain open, so our
marketplace closed but our community
shop remained open because of our grocery
shops in Mayfair and E&C. In those months
we started to develop a strong relationship
with the neighbourhood and the community
in general. People were coming every day
at the same time because it was the only
moment for them to leave the house, and
we were happy to greet them. After we
were allowed to open for a while during
the summer, but with limited capacity,
track and trace and face masks which
was challenging. As we have a big site,
this required a lot of attention. As we were
compliant with regulations, our relationship
with the council intensified because
we asked for feedback and support for
respecting the guidelines.

I think we have seen that things are slowly
going back to normality. There are less
people in London currently, because there
are less students, less tourists and more
people doing home-office. However, after
the last lockdown we saw huge numbers of
people coming here also because we have
one of the largest outdoor eating areas
in London. It was nice to see that people
miss this place. Hopefully it will stay like
this especially because the continuous
exchange of people from all areas of
London is very important to MM and our
ethos.

Where do you see MM going in
this new reality and how does
it continue to deliver on its
sustainability and community
goals?
Since the restrictions have been lifted,
we have been able to reintroduce our
community events, which we could not host
whilst the restrictions were in place.
We currently have the MM Summer Camp
and last Friday we had South London Cares
on site, a charity organization that takes
care of elderly people. We find this an
important activity to fight loneliness and
isolation that the pandemic has brought
to a lot of people. We have also been
reintroducing our refugee cooking classes
which will start on the 17th of August.
Sustainability has always been a core goal
of ours, every product is sourced by our
sourcing department, and we complete
regular check-ups because we want to
deliver good and healthy food. Covid-19 or
no Covid-19, this has always been enforced.

Has Covid led to any
opportunities for MM to grow?
It really highlighted the importance of
being there for our neighbourhood, even for
simple things such as having a chat with
people. I have been lucky to be able to work
in the grocery to see people and contribute
to their happiness. We have now reopened
Elephant & Castle, we have just opened
Elephant Park and we are opening Canary
Wharf in 2022. We are excited about what
the future will bring to MM, we also have
Berlin and Ilford and many more things to
come!

19
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Sustainability
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Provenance
and traceability
We know that food is at the centre of a healthy
life, which is why we work closely with small
scale providers to shorten supply chains, reduce our carbon emissions and find the best tasting and most nutritious products. This way,
we can trace the ingredients we use and offer
our products in a responsible and health
informed manner.
At Mercato Metropolitano, we aim to offer the best quality food, which is
safe, sustainable and minimal in waste. Based on the fundamental values of
craftsmanship, MM focuses on high quality ingredients, sustainable practices
and simple delicacies, all made by people with passion: empowered artisans,
producers and farmers who adhere to our values and place nutrition at a crucial
level of importance. For us, sustainable sourcing means supporting farmers who
maintain high standards when producing whole, fresh, natural, local, seasonal
and unprocessed food from sustainable, fair-trade and efficient eco-friendly
agriculture. We choose to work with small producers and artisans to intently
avoid industrialized products. These are products that are widely available in
large retailers, with the goal of offering our community a healthy and sustainable
alternative. We promote short supply chains by closely working with our suppliers
to ensure full traceability. We want everybody to understand where their food
comes from. The fruits and vegetables we source are mainly spray-free, reflecting
sustainable farming practices that rebuild carbon in soils. The menus we offer at
MM aim to reflect the seasons, and where possible, serving fruits and vegetables
that are currently in season in the UK. That way, produce is nutritiously at its
best, which benefits the consumer and the environment all while minimizing the
energy needed in production due to the proximity of its sourcing. At MM we aim to
source from meat and poultry producers who respect animal welfare: animals who
have been raised naturally with non-GMO feed and in a stress-free environment.
We aim to choose British free-range chicken and poultry as well as outdoor bred
pork, grass-fed beef and lamb. Our dairy products come from sustainable British
dairy farms complying with the Assured Food Standards (AFS). We consider our
Sustainable Sourcing Policy as the foundation for choosing our Trading Partners.
We must all strive towards the goal of providing food that is accessible and
adequate for everyone.
21
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Our Selection Process

Interview with

Bethany Branigan

To select a product, we have set six rules:

SO UR CI N G C O O RD I NATO R

Tell us a bit about the sourcing
policy of MM.
We believe it’s important to be attached
to your food and knowledgeable about
where it comes from. We care about
what our customers are eating and the
quality of their food. We ensure that fruits
and vegetables are as much as possible
seasonal and where possible, organic.
In terms of dry goods, we try to ensure that
they are fair trade, and locally sourced
where possible. For meat, the minimum
we ask is that all the meat is from the UK,
unless it is a special, artisanal produce,
like prosciutto ham. This way we know that
they are red tractor standard and meet
the minimum requirement of safety and
welfare standards. In terms of eggs,
we ask for all eggs to be free range.

How is the policy enforced
or where do you come in?
The policy is enforced when the trading
partners come to the onboarding process.
They are asked to come up with a menu
and after that they need to have a sourcing
file. The sourcing file has categories of
different things: drinks, meat, fruit, dairy,
fish, veg. Beneath that, they must list what
the product is. The water is asked to be in
glass bottles. We encourage craft drinks
instead of larger branded drinks, which
often means that they pay more attention
to the ingredients they are putting in.
We think it’s key to know the ingredients
are good and that’s why we have a sourcing
coordinator.

22

I investigate whether the ingredients are
high quality.

01

The products we choose must have taste and
passion, something that we know our customers
will enjoy.

Why do you think it’s important
to have traceable food?
It is important to have traceable food
because you should be connected to the
food on your plate. The problem of the
industrialized food industry is that people
have become more disconnected. The
mentality we have here at MM is that if your
grandma would not recognize something
on a list of ingredients then you should
not eat it. Or if something has more than
5 ingredients and preservatives, then you
probably should not eat that either.

Do you feel that there is
a growing consideration
and interest from customers
to know where their food
is sourced from?
I think over the past few years people have
become more interested in where their
food is coming from, perhaps because of
the growing knowledge that we need to do
something about the way we are treating
the planet. The best thing is to be a mindful
eater and increase your understanding
of where food comes from. I don’t think
necessarily everyone thinks about that,
but it is becoming more prevalent.
Mercato encourages people to be more
connected to the food on their plate.

It Needs to Taste Good

02

It Needs to Be Natural
Relieved of any additives or chemical treatments
and with the fewest natural fertilizers.

03

It Needs to Be Artisanal
We want to work with small artisanal producers
who give passion and soul to what they produce.
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It Needs to Be Local
To its original place of sourcing. We do not expect
Sicilian oranges to be grown in the UK with the
same quality.

05

It Needs to Be Sustainable
We want to work with producers who care
about the environment and who care about
their employees.

06

Organic is Better
If the product is organic, it is even better.
This certification is never the first thing we seek
in products, but it will always be a bonus.
23

A sourcing highlight:
Libera Terra
Libera Terra, “Free Land”, is the agricultural
soul of the Libera association managing land
and structures confiscated from the mafia in
Sicily, Calabria, Puglia and Campania.
With the help of fellow organic farmers from southern Italy, the fundamental
mission of this non-profit consortium is the social re-use of properties
confiscated from mafia organizations.
These lands are now managed by agricultural cooperatives and promote organic
agriculture as well as a virtuous and sustainable economic system based on
legality, social justice and the market. Libera Terra created spaces
for self-sufficient, long-lasting cooperative companies to provide work for local
communities and produce excellent products, obtained with methods that respect
the environment and people.
Libera Terra’s products are the result of their great mission and project.
One of our favourite products are the organic whole grain penne, made in the south
of Italy with durum wheat, or the organic lentils sourced from the south of Italy
mixed with delicious olive oil ready to be served. We also love the organic extra
virgin olive oil made by young and passionate farmers working with determination
to develop the economy of their land.
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Circularity
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Circular Kitchen
The Circular Kitchen is our take on circularity, a crucial component
in the concept of sustainability. In our Circular Kitchen we use items
that are towards the end of their shelf life and cook them to avoid
food waste. Occasionally, some of our Trading Partners, who have
extra ingredients or items that are about to expire, bring these
to the circular kitchen instead of turning them into waste.
In addition, our staff members are invited every day to have a meal
from the circular kitchen.

4,500

meals distributed among our staff
through the Circular Kitchen in 2020

Circular Veggie Box
The Circular Veggie Box, our initiative to fight food waste in 2020,
was a fresh, organic and colourful assortment of our surplus
seasonal fruits and vegetables. We offered a box full of our surplus
items from our Grocery section, which every week represented about
7kg worth of fresh and organic produce. Through the Circular Veggie
Box, we shared the values of sustainability and community.
We want to educate our customers about circularity and what
is in season all while reducing waste.

24
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Case study: German Kraft
A perfect example of circularity
is our onsite German Kraft Beer
Brewery that opened in 2018 at
Mercato Metropolitano E&C. It is
a zero-waste brewery which has
saved over 17,000 kg of plastic by
serving beer exclusively from tanks
and refillable steel kegs. Through
its distillation technology that is
powered by the energy generated by
yeast, German Kraft transforms tap
water into pure, soft brewing water.
The beer is then produced by this
water, specialty hops and malts.
It is unfiltered, unpasteurized, and thus in accordance with the German Purity
Law. The beer is sold in reusable kegs directly to the customer and thus heavily
reduces its carbon emissions by not using plastic cups and not needing
packaging for transportation. The brewery minimizes waste and recycles
resources by using the heat from the brewing in the distillation process and
serving the surplus water as drinkable mineralized water in glass bottles.
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Zero-plastics policy
at MM
The average time for a thin plastic bag to decompose is 450 years,
that of a plastic bottle is 500 years and thicker plastics usually take
about 1000 years to disappear. The rate of plastic decomposition and
the amount of plastic we use in our everyday life are not compatible
with our environment. Reducing our use of plastics can have
a great impact on our environment, which is why three years ago we
launched our zero-plastics policy. All the cutlery and crockery used
at MM are made from a plastic alternative or plant-based materials
and is compostable or biodegradable.
It is not only our Trading Partners who don’t use plastic anymore,
our guests are asked not to bring plastic onto our sites.
Our Grocery section uses as little plastic as possible by offering
products package-free such as fresh produce or with plastic-free
packaging such as glass containers.

Waste Management
Landfills are the most common waste disposal method in the UK.
Approximately 57% of all waste produced in the UK is sent to those
facilities. This waste, which could have been properly sorted, recycled
and composted, is instead mixed and buried into the ground.
Poor waste management causes food scraps to improperly
decompose and create emissions of methane, one of the most
harmful greenhouse gases. At MM, we have a strict zero to landfill
policy, instead responsibly disposing of our waste. We want to do
more with less by efficiently using our resources and avoiding the
production of unnecessary waste. As a business, reducing our waste
and managing it responsibly is one of the most impactful measures
we can take to combat the climate crisis, offset global warming
and secure a sustainable future. We dispose of our waste through
anaerobic digestion, recycling, and incineration. Last year MM E&C
had a 45.5% average recycling rate and Mercato Mayfair had
a 75.57% recycling rate and 100% of waste was diverted
from landfill. We have a specific waste management
practice for food waste, cardboard and glass.
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Paper Round
Since 2018, to avoid sending our waste to landfills, we have partnered with
Paper Round. Paper Round is a zero-to-landfill organization who collects,
empties and returns our bins. They also recycle and anaerobically digest
our waste, transforming it into energy to feed back to the national grid.
All streams of waste are traceable, and except for paper being recycled in
French facilities, no other stream of waste leaves the UK.
Most importantly, no waste is going to the landfill.
Paper round helps us keep track of our waste and advises us on how to
reduce it by improving our recycling rate. To reduce the amount of waste we
produce in MM, we listen to our Trading Partners to understand their needs
when it comes to waste management. Our partnership with Paper Round
allows us to provide training sessions for our staff and trading partners to
ensure they properly understand where waste items should be put, which
machinery and bins to use, and where our waste streams end up. Together,
we want to find solutions to prevent waste such as spoilage, damaged
products or over-ordering, and find ways to properly dispose waste to
diminish its environmental impact.

ORCA
In 2019 we installed an ORCA food digester. This machine mimics the natural
digestion process by using the same mechanisms our bodies do. ORCA
provides an alternative to the traditional truck and bin collection system
and has made it possible for MM to strongly reduce its carbon footprint.
Prior to ORCA the food waste at MM was collected twice a week to an
external anaerobic digestion plant. Now we use ORCA, a machine that breaks
down most food waste into a liquid residue. The liquid is filtered through a
screen and then released into the water pipes and sent to treatment plants.
It can also be used as a land fertilizer or to produce biogas.
From December 2019 to July 2020, we could observe an increase of average
food waste fed to the digester showing that trading partners were making
more and more use of it.
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No food surplus
hierarchy
Case study: Too Good To Go
The term food waste is used for
food that is discarded along the
food chain although it may still be
fit for consumption. In 2013 food
wastage was estimated to make
up 1.3 billion tons. At the same
time 8.9% of the world population is
under nourished. There is enough
food to feed everyone on the planet,
however inefficient supply chains
waste food and therefore hunger
remains a global issue. On top of
that, environmental challenges such
as water scarcity are worsening
and could further threaten food security. To avoid food loss, MM has developed
a three-step strategy for its food surplus management. The first step is to
redistribute: MM has a partnership with Too good to go where its leftovers
are bought by Too good to go customers at a lower price. The second step of
the strategy is to donate to foodbanks or other charities. The food waste that
cannot be redistributed or donated (e.g. vegetable scraps) is given to ORCA.
ORCA is the machinery that can be used by vendors to digest the food waste
and turn it into fertilizer.
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Interview with Emily Walker Smith

Interview with

Danielle Kaidanow

LOND ON TEAM LEAD & WASTE WARRIOR AT TOO G OOD TO G O

LO N DO N T E A M L E A D & WAST E WA RRI OR AT TOO GOOD TO GO

Since 2018 MM has worked with
Too Good To Go, a Danish start up
focusing on reducing food waste by
offering an online platform for food
businesses to sell surplus food at the
end of the day. Over the years TGTG
has collaborated with over 75.000
businesses and is used worldwide
by 50 million people.
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2103 bags
SAV ED COLLECTIV ELY
BY RUDIE’S JERK
S HACK , THE MM
GROCERY AN D BADIAN I.

5.257

kg of CO2

ROUGH AMOUN T
OF CO 2 SAV ED.

Nearly 100%
(97-100% ) OF THE MM BAGS OFFERED ON TGTG
WERE SAV ED, MEAN IN G THAT THERE IS CLEAR
DEMAN D AN D APPETITE FOR RES CUIN G THE
LEFTOV ERS.

Tell us a bit about TGTG
and your mission.

How did the collaboration
with MM come about?

The TGTG mission is to inspire and
empower everyone to take action against
food waste. We do that through our four
pillars which are education, businesses,
public affairs, and households. We reach
food businesses with our app. In public
affairs we are talking to global leaders, and
we will be involved in COP26 which is very
exciting. Last but not least, we encourage
individual households to waste less at
home. Hopefully people get that mindset
of not wanting to waste food when using
the app. Prior to the pandemic, we were
engaging with schools and universities,
and we are excited to pick this up again
especially in September when everyone’s
coming back. The app is kind of a dooropener as it is not only helping businesses
reduce their waste but hopefully planting
that seed for the user to make that change
as well.

We reached out to the market management
team at MM, and they organized a walk
around with the traders and started getting
many of them on. As MM has grown,
TGTG has kind of grown with you. We have
followed you to your new site in Mayfair and
we hope to continue doing that for every
new Mercato! There is so much opportunity
to grow and save more food and we are
happy to continue this partnership.

How do you see the issue of food
waste developing- is behaviour
changing?
Yes, behaviour is changing. The IPCC report
that came out recently showed that food
and hospitality play a huge part. Thinking
about food waste is one of the biggest
things anyone can do on an individual level.
The behaviour is changing, and we are

saving about 20.000 bags a day.
Businesses like Costa, Greg’s, Café Nero,
and Starbucks are all starting to look at
TGTG as a real player. People are realizing
that food and what we eat is having
an impact, for example the number of
vegetarians in recent years has more than
tripled. I think people are really making
those small changes and that is a step in
the right direction already.

What do you think is most
important to consider when
fighting an issue as complex
as food waste?

Where do you see the
collaboration between MM
and TGTG going in the future?
As big as we can get! It would be amazing
if all the traders were on the app.
There is a variation between the type of
business, clearly Badiani and a ramen
place will not have the same leftovers,
but if we can reach most traders on TGTG,
then I think that would be a really great
achievement.

Thinking about food you eat and
considering the journey it has been on.
The impact from farm to fork, it’s the
energy, the water, the land, the crops you
feed to animals and then transporting it
to your plate- the whole journey of food is
considered when thinking of food waste.
Once people start thinking about farmers
in fields picking rice, then packaging it
and transporting it to here and then you
are cooking the rice - when people start
thinking about the impact of it, that will
make a difference. Over lockdown many
people have started growing their own
food for fun and seen how much water
and sun it takes to grow one tomato,
for instance. You then value that one
tomato much more compared to the
ones from the shop. Hopefully people
are reconnecting with nature.
The best thing to do to reduce the climate
catastrophe is to eat the food we are
producing.
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Sustainable
education
We invest in educating
humans on all things food.
For MM, one educated human equal one
empowered human participating in an
improved food system.
We want to teach people to value food
from a young age by involving them
in food cultivation, preparation and
consumption.
People from all walks of life should have
practical planting and cooking
skills, as well as the ability to make
informed decisions that improve the
food system.
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Sustainability talks
in 2020
The purpose of this series was to show how
everyone can make conscious choices for
a greener and healthier world.
During lockdown last year, we seized the opportunity to reach out to our
community through our social media platforms and share short educational
videos about sustainability, what it is and how we can implement it in our everyday
life. Our host Nico either shared a short video explaining a sustainability concept
or interviewed a guest who has already successfully integrated sustainability into
their business.
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Media activity
in 2021
Part of our MMovement
is also sharing that food
in its simplest form is
beautiful and anyone can
learn how to cook.
In January we shared recipes for vegan
drinks and soups and contributed to the
global one-month challenge of going
vegan called ‘Veganuary’.
In February we presented a video series
from our community kitchen such as
videos of Gabriele Bagni cooking classic
Italian pasta dishes and Andrea Rasca
making some delicious focaccia.
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The COP 26 UN Climate Change Conference
has been held in November 2021 in Glasgow
by the UK in partnership with Italy.
COP stands for ‘Conference of the parties’
and it is the decision-making body of the
United Nations framework convention
on climate change.
Targets of the conference are securing global net zero by mid-century and keeping
the 1.5 degrees within reach, protecting communities and natural habitats,
mobilising finance, and working together to deliver these goals.
To set 2021 as the year about climate ambition, the Italian Ministry for Ecological
Transition has also initiated the Pre-COP meeting ‘All4Climate’ in September.
This event aimed to foster proactive dialogue on the challenges of the climate
crisis and deliver on the objectives of the Paris Agreement.
To show that this topic is at the centre of all our hearts, All4Climate invites
everyone to get involved and propose an event that is then selected to be part of
the program. We saw this as a unique opportunity to share how we are addressing
the goals of the UNGC, so we decided to apply. MM’s submission has been selected
and we joined as the world’s first sustainable community market to explain our
‘no waste hierarchy’ model. We wanted to inspire other members of the food sector
by sharing our best practices on waste management and managing food surplus.
We talked about our

3-step
waste management strategy

And we invited some of our partners
(The German Kraft, Too Good To Go, The People’s Army)
to share with our audience some examples of successful
no-waste projects.
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The FarMM
At the heart of our MMovement stands the FarMM, that expands our vision
beyond our market operations by launching initiatives to change the way
cities produce, consume and experience food. As our non-profit engagement
arm, the FarMM is the circular engine of MM.
It uses MM’s resources to run a variety of initiatives at the markets.
These range from community initiatives to supporting up and coming
entrepreneurs and to creating a network of educators on the balanced
lifestyle we promote. MM goes full circle by using its resources to create
and realize activities to strengthen sustainability in the food industry,
in our cities and with our citizens. We increase our impact by engaging
academia, community, and small businesses through three separate
programmes dedicated to delivering lasting change via sustainable,
community-centred practices.
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Our Values
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At The FarMM, we are committed to tackling the challenges linked to health
and wellbeing, nutrition, education, integration of minority groups and
children, inclusion of the elderly, employment and upskilling, and reduction
of poverty and inequality. We nurture the development of collaborative
innovation at the intersection of research, policy, technology and enterprise.
This move towards strengthening our non-profit work is the next step we
take in strengthening our social impact business model. The red thread
connecting our three branches is our commitment to sustainability.
No matter what activity we are running we incorporate sustainability,
and we make sure that our trading partners and our activities adhere
to our standards.

Food for All
We believe that everyone has a right to nourishing
food. Our cities are in need of a holistic approach integrating quality, traceability, nutrition, behaviour
change, and sustainability - to tackle malnutrition
and food insecurity.

Our three programmes consist of:

01

The AcadeMMy
a platform for staff training, internships
and external education

02

Business Harvest
our own incubation programme

03

Our CoMMunity
which we support through activities linked to
health, wellbeing and integration.
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Climate Action
Climate change is already widening the gap
between who can and cannot access affordable,
nutritious food - and we want to eliminate this
gap entirely. By shortening supply chains, we can
reduce the emissions intensity of our meals and
increase connectivity to nature
in our neighbourhoods.

Agroecological Innovation
The only avenue to adequate food production is
by rethinking large-scale commercial farms and
supply chains. We are committed to supporting
both existing farmers and passionate food and
agriculture entrepreneurs to protect and develop
models of ethical and sustainable agriculture.
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Our MMovement
Includes
Everyone
Everyone is welcome here.
Through our work with a wide range of
partners - from entrepreneurs to elementary
schools - the FarMM has a unique capacity
to bring together stakeholders in our
communities. When it comes to improving
our communities’ quality of life, we leave no
stone unturned, collaborating with artists,
yoga studios, real estate developers, and
always keeping our door open to new ideas.
We believe that the way people connect with
one another is at the heart of every urban
sustainability challenge. By looking at the
issues we care about through a communitycentred lens, we come up with solutions
that are innovative, approachable,
and long lasting.
40
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AcadeMMy
The AcadeMMy was born out of our dream for
everyone to learn about the role food plays in
the world and share educational experiences.
Therefore, we created a platform for staff training, internships, and external
education. MM hosts tailored development programmes to local and international
students, employed staff and entrepreneurs. The topics centre around the area of
food & beverage, hospitality, community-building, and sustainability. We want this
to be a place where people can truly learn from one another. Thus, the AcadeMMy
is open for anyone to join as a teacher or student. We aim to create change by
cultivating ideas about better, shorter supply chains, fighting food insecurity and
discussing innovations for sustainable agriculture.
The MM staff is educated on food sector practices as well as sustainability
lessons and organizes activities for the local community. Over the course of the
year MM accepts four interns which are deeply involved in many activities and
have the opportunity to get to know work in the food sector, conduct independent
research and get a feeling for the MM environment.
We have two new sites opening soon where the AcadeMMy will play a key role:
Mercato Ilford and Canary Wharf and our focus is to recruit local staff as much as
possible. Our Human Resources department is building the AcadeMMy for locals
by organizing weekly trainings to become supervisors and security guards. After
completing the training, participants will be automatically invited to an interview
with our HR team.
Currently MM is working on an academic programme to offer in the future.
The program would offer a complete curriculum focusing on the meeting points
of philosophy, politics, economics,
and sustainability. We aim to provide
original courses, guest lectures and
joint research opportunities to be able
to face the challenges of tomorrow.
The programme would offer an
executive side of the education
as students would gain first-hand
experience through the case study
of MM.

41

M E R C AT O M E T R O P O L I TA N O | I M P A C T R E P O R T

AcadeMMy

“From the moment I started
Mercato Metropolitano,
I dreamed of creating an opportunity
for everyone to learn more about the
food we eat and the way we work in
this world. This dream has become
the MM Academy. We at MM aim to
provide educational opportunities
and learning resources around food,
sustainability, and personal
development for our community
of staff, interns, and followers.
I can’t wait to see you in our next
training, as an intern, or as a teacher
to us!”
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Our students:
AcadeMMy internships
Every year, MM enjoys working with university
or graduate student interns to contribute
to the MMovement. From sustainable operations, to graphics, to strategy, to development
and building, interns have the chance to
learn about the business and offer their skills
and recommendations to make us even
stronger than before.
With Covid-19, last year has been unique.
Just as we had shifted our business online, so did we with our summer internship
program, creating a virtual CaMMpus. Our four interns for 2020 had the
opportunity to learn about MM, deepen their knowledge into a specific area of
business and develop the ability to link the work we do here at MM to the wider
context of sustainability.
Last year our interns worked on food industry case studies, a trading partner
hiring playbook, an international expansion playbook, market research, operation
manuals, job descriptions, FarMM organization development, a refresh of our
aMMbassador network, and our
marketing strategy for our new
online grocery store.

Andrea Rasca
MM Founder

42

43

M E R C AT O M E T R O P O L I TA N O | I M P A C T R E P O R T

M E R C AT O M E T R O P O L I TA N O | I M P A C T R E P O R T

Interview with

Interview with Danielle Kaidanow

Danielle Kaidanow

LAST YEAR’ S STRATEGY AND OPERATIONS INTERN AT MM

LAST YE A R’S ST RAT EGY A ND OP E R AT ION S IN T E R N AT M M

How did you first learn
about MM?

What did you work on during
your internship?

How would you describe this
strategy?

Andrea is a Fletcher GMAP alumnus and
he is friends with the current dean, Rachel
Kyte, who invited him to speak to a group of
students. I went to see Andrea talk with a
few of the other teammates from MM, and
I was intrigued by the business model, so
I decided to learn more about it.

MM is considering opening a location in
Boston, so I produced a market research
report. It was my job to make sure MM had
the information and tools necessary to
start a thriving market in the neighborhood.
I began the report by looking at the history,
demographics, cultures, and other parts
of the local landscape. Then, I provided
analysis on the regional food system,
business environment, customers, and
competition. Lastly, I wrote a business
strategy based on my research that
comprised of a value proposition, market
design, urban farming program, market
prices, and a stakeholder contact list.
The business strategy was rooted in racial
and food justice principles based on my
research.
I also wrote five job descriptions, advised
on organizational structure, and helped
produce an onboarding manual for MM’s
new Trading Partners.

MM’s strategy is to open as many
sustainable community markets around
the world as possible. Within the markets,
the strategy is to procure natural food
farmed without synthetic chemicals,
herbicides, pesticides, or fungicides and
sell price-conscious meals in a diverse
and inclusive market setting.
The short-term strategy to source
ingredients and products with consumer’s
health and the Earth’s limits in mind and
create a space of belonging becomes an
entire ecosystem as more locations open
globally.

What impressed you about MM
in the meeting?
I study business for social impact and
food systems, which is what led me to the
meeting. What impressed me about MM
was the company’s business model.
MM is present in many parts of the value
chain: it is purchasing food from farmers
and also selling food in a market, so it
seemed like a great solution to empower
farmers and simultaneously create a
community around healthy and delicious
food. MM both supports natural food
production and promotes people to make
the right food choices when it comes to
consumption. It felt like MM’s energy was
focused in the right place: bringing the
consumers into food system sustainability
and not alienating them. It is crucial to
think about food innovation as peoplefocused with the right price-points, and it
is clear that MM values the health and the
happiness of the consumer.
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What surprised you the most
during this internship?
Even though MM has a start-up vibe,
everyone unites on the long-term strategy.
When I started interning at MM, it felt like
everyone understood MM’s people-focused
strategy, and the MM employees all had
eyes set on food and environmental policy
innovation. Everyone I worked with, whether
it was employees or my fellow interns,
wholeheartedly believed in the sustainable
community market concept.

What was your favourite part of
this internship?
Because my research focuses on food
systems and specifically in urban
agriculture as a climate resiliency and food
justice strategy, I loved the opportunity to
put my research to good use for the market
research report. It was fantastic to utilize
my work in graduate school, which fits
perfectly with MM’s mission.

What do you think you took
away from this internship?
I have seen that MM’s unorthodox business
model has a place and a purpose. It does
not follow a conventional business strategy
regarding real estate, marketing, food
sourcing, or partnerships.
Yet, it very aptly flips the corporate food

system on its head and puts the power
back in the farmer and consumer’s hands.
The takeaway is that conventional is not
always necessary in the food business.

How would you describe MM
for someone who would be
interested in working
at a MM or just visiting?
The first word I would use to describe an
MM candidate would be passionate.
While writing a few job descriptions for
MM, I would always add a “personal
qualities” section and include qualities that
I believe would be useful to work at MM like
optimistic, energetic, and collaborative.
The MM team seems to enjoy working at
MM and helping each other.

Lastly, and if you have not yet
gone to MM in person, what are
you most excited to see and why?
I have not visited, but I hear that it’s a great
atmosphere and even better food.
Today we live in an isolated world due
to many factors, like technology, not to
mention a pandemic. I know the idea of a
community market is not new, but what
I hear about MM is that the environment
is inviting and warm, and I look forward to
experiencing that!
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Business Harvest
The Business Harvest is MM’s mentorship programme for sustainable social enterprises.
While we cultivate big ideas at MM, we also encourage thinking small.
Business Harvest produces toolkits with guidance and actionable steps to help
small companies grow from a foundation of social impact. We want to help
companies and entrepreneurs who are interested in getting it right the first
time when it comes to their environmental and social impact. We are rethinking
business as usual to shrink our supply chains and create net-positive change in
our cities, no matter how small. Business Harvest creates, crowdsources, and
curates tips from our network, then brings them together in one place so member
companies can share lessons learned and build on each other’s knowledge. Our
network is growing constantly as we incubate new trading partners, we catalyse
sustainable businesses and we run campaigns to reach new people with our
MMovement.
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The Prince’s
Trust Workshop
In October 2020, we hosted a two-day
(free of charge) workshop in collaboration
with the Prince’s Trust.
For 11 aspiring entrepreneurs in the food and beverage sector to deepen
their understanding of MM, successful entrepreneurship, and sustainable
practices here at MM. We also gave them a chance to take part in a trial
test at our market, as well as participate in interactive conversations with
our Head of Operations and CED regarding their experiences and lessons
learned. The modules provided information about MM’s best practices for
food businesses, tips for high functioning operations in businesses and
most importantly, MM’s values of sustainability and community.
MM shared our experience of shifting our business and activities online
due to the sanitary measures needed to combat the Covid-19 pandemic
and the new sanitary regulations put in place.
This workshop also covered how to communicate an effective message
through PR and social media and provided top tricks we have gathered
over the years.
At the end of all modules, we gave the entrepreneurs an opportunity
to implement all the skills learned during the workshop by selling their
products as a pop-up for four weekends in our Grocery.
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Testimonials

W O R K S H O P S AT M E R C AT O M E T R O P O L I TA N O

“This workshop was by far the most helpful,
insightful and productive one I have ever been
to. Each speaker took time to answer questions
tailored specifically to each entrepreneur’s business and gave us all new ideas of how to keep our
business running throughout Covid-19 and how
to gain new clients. The tips and advice from the
graphic design students and the executive chef as
well as the passionate speech from the founder of
MM, were so helpful and gave me a newfound confidence and passion for my business.”

“Excellent- invaluable experience and confidence boosting!”

The TERN Workshop
in 2020
We hosted a one-day workshop free of charge
in collaboration with TERN – The Entrepreneurial Refugee Network – on October 13th,
2020, to seven young entrepreneurs in the food
and beverage sector.
We aimed to deliver a deeper understanding of MM and share best
practices for successful entrepreneurship. Modules included a “Meet the
CEO” session where our founder shared his history and vision for the food
system. He also offered advice on participants’ business ventures and
high functioning operation, in addition to a tour of the market and
an interactive session with our Head of Ops on how MM operates.
The session concluded with a round-robin session where participants
were divided into 3 groups for 30-minute sessions that covered website
design and branding, food production and menu review, and PR strategy
and communication. Each participant had the opportunity to receive
tailored feedback and mentorship.

“It was really nice to be around other
entrepreneurs in the food and drink industry and
to get lots of insights from them, but it was really
interesting to think about having a contingency
plan, especially in the era of Covid-19 and always
thinking about ways of adapting, innovating
and being the leader of innovation within your
industry, that's one of the most important
things I learnt today.”
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Testimonials
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“The biggest takeaway from the workshop was
TRUST WHAT YOU THINK!”
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Incubation projects at
Mercato Metropolitano
DreaMM 2020

“Talking to the head chef was very helpful,
it helped a lot about my idea!”

“The CEO’s speech helped me to make up my
mind about what I have been thinking about,
owning a restaurant and the cost of running
one, so I am leaving this workshop knowing
more what I really need to focus on.
Thank you!”

In April 2020, adapting to the circumstances
set by Covid-19, we launched a virtual application
programme for our online business incubation
programme, DreaMM. We received over 40
innovative and visionary applications.
The applicants ranged from young eWntrepreneurs
to more seasoned businesses looking for new
premises to trade, all matching our vision for healthier food and healthier cities.
We’ve come to realize that with tailored mentorship and a proper incubation
process, each have the potential to revolutionize the way we eat/consume, shop,
and produce. Through DreaMM, we sought to onboard new people and businesses
that aligned with our values. These businesses eventually will become part of our
MMarkets and our MMovement. DreaMM will be a recurring campaign to attract
new talents and businesses that will be part of our MMovement as we expand to
different locations in the UK and worldwide.

“I learnt that you must have a plan, be clear
about what you want and follow it with
passion. Implement the know-how and
elements of sustainability and quality
are essential.”
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Just a few of our
DreaMM applicants
with their own words:
Kisses & Cupcakes:
“Vegan baker with a strong desire to give back to homeless women
and families. Her values stand for Inclusivity & Positivity, and her offering
is something people can enjoy together no matter what diet, being also
a healthier alternative.”

TruthFood:
“A barcode scanning app which tells you the truth behind complicated
ingredients and hidden symbols, in order to make informed decisions.
With a customizable menu, sharing what’s important to consumers,
in a digestible format.”
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Holy Calzone
The winner of 2020’s DreaMM, on the opening day

“Hi, I am Daniel, a 33 years old and
the founder of Holy Calzone.
I like the idea of being in a community, being in a place where there’s passion,
where there are simple things, where there is creativity. I like doing things with all
my heart and passion. I started today and I feel really great, it has been a good day
and the sun is up and I have sold a lot of calzones.
They taste delicious and this whole experience has just honestly been a dream
come true. I did not want to enter a market and do it all by myself because
it can be quite difficult, it is a very steep learning curve and a very big risk to take.
With the help of MM, I have been able to learn about many things like accounting,
developing new skills, perfecting my recipes, finding what I want to add to my
menu. I was able to relax, take this project day by day and not get too ahead of
myself. There has just been an all-round optimism surrounding my project and its
future and the aspirations I have for it. I want to see how far I can take it and see
what I can do with Holy Calzone.
I would love to one day own my own shop and introduce more flavours. I want to
grow with Mercato Metropolitano and perhaps one day go out on my own and see
what I can do, see what I am made of.”

Go Vegan:
“A fast food social enterprise that sells delicious vegan burgers to feed
London’s homeless. For every burger we sell, we deliver a meal to someone
who really needs it. And on top of that, our ‘dreamm’ is to give 100% of our
profits, after costs, to projects protecting our planet.”

Future Food Technologies:
“A 3D printing and vertical farming to help educate the community and
develop their understanding of the future of technology and the potential
innovations in our food system.”
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Holy Calzone - 1st winner
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392

£ 2,5K
physical shack

dishes

£ 2K

£ 3148
revenue generated

in 4 weeks and 2 days

£ 3148
income earned

plumbing/electrics

maintenance 5 hrs

£ 800
100% of revenue

installing drainage
etc fabricate

£ 1200

1

donated equipment

£ 100

tastings

50

£ 500

pounds counter

total hours of consultation
of which

hours MM dedicated

20 hours with

Executive Chef
(menu development,
dough development,
efficient operations)

£ 500
signage

£ 200
uniforms

£ 7,800
money invested
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Coming Soon
The Ilford DreaMM and Urban Gardener Call

In the last months of 2021, we started
to design new DreaMM campaigns dedicated
to the Ilford Community, where we’ll soon
open a new market.
We are collaborating with the Economic Development Team from Redbridge
Council to launch a DreaMM edition dedicated to ambitious local food
entrepreneurs, who will bid for a shack in our new market, a full mentorship
package and £5000 capital to start their business.
Furthermore, we have created the “Urban Gardener Call” to assign five rooftop
garden plots to amateur or professional gardeners.
The right applicants will get one plot for the entire year and can execute
any creative and sustainable idea they have proposed. Aside from urban
requalification and cultivating the plot with organic farming styles,
the rooftop should also become a hub for local community engagement.
We are looking forward to seeing new community events such as workshops
for children or people with special needs and building a new supply source
of vegetables for local shelters and food banks.

M E R C AT O M E T R O P O L I TA N O | I M P A C T R E P O R T

TERN project
in 2021
On August 6th 2021 we hosted a new incubation project in partnership with
TERN. As one of our shacks was free, we wanted to give this opportunity to a
food entrepreneur with a refugee background. We organized a food tasting
where six entrepreneurs presented their dishes.
The food ranged from Nepal to Syria to Ethiopia and Namibia.
The passion, commitment and enthusiasm of the contestants were so strong
that we decided to award three winners, who started to trade at our E&C
venue in October 2021 with the first three months free of commission and
supported by our staff:

Arnabeet
Mouna Elkekhia

Syrian and Middle Eastern cuisine: Female Food
Founders Award Winner.

Kapanna
Raymond Amadhila

Namibian Style Rib Joint

Himalayan Dumpling
Bista and Kamala Singh Thakuri

Nepalese cuisine: Food Founders without
Borders Award winners.
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Testimonials
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“I think it is an amazing opportunity for me
as a trader and entrepreneur. It’s a great chance
to get feedback from people who have the experience
and know what they are doing.
Mercato is well-renowned, everyone knows about it,
and it is exciting just being here and having
the chance to get this feedback.”

“It was overwhelming because I did a lot of
preparation for the dishes. But it is a good foretaste
of what the industry will be like, and the feedback
was good on how to present the food, how to allow
your food to speak to the customer and explain
what it is without you saying anything.
It was a good experience, and it was also nice to see
other people and the variety of culture and food”.
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Interview with

Frédéric Kastner
CO-FOUND ER AND D IRECTOR OF SOCIAL INNOVATION OF TERN

Tell us about TERN and
your mission.
Tern is a non-profit social enterprise based
in London but with a global remit to help
entrepreneurial refugees to thrive through
the power of their own ideas. What we do
is we support people from many countries
and industries to start their own business
and to set it up so that customers and
communities in the country or city they live
in benefit from those solutions and that
they can build their livelihood and become
their fully actualized self. Part of that is
to work with food entrepreneurs and seek
partnerships to bring people out into the
world and our partnership with Mercato
is exactly made for that purpose.

What is your collaboration with
Mercato about?
Since we started the ‘founders without
borders’ program together, Mercato has
kindly created a space for one trader at a
time in its London operation in E&C, which
is a smaller shack in the wider Mercato
market available to a TERN entrepreneur
who goes through a competition to
compete against other entrepreneurs from
our community. The winner then has access
to that space and can start trading on a
level that they often would not have had
the opportunity to before.
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How do you believe do refugees
with ambitions for the food
industry benefit from working
in MM?
It’s an opportunity to become great at
customer service and the speed of serving
food and at adjusting the food to the
mainstream consumer audience in the
UK which is important so that it does not
remain a niche product that people would
only have on occasion. Mercato really
provides a platform for that, not just for
entrepreneurial refugees but people from
all sorts of backgrounds. What I like is that
it mixes people of different backgrounds
in the market space and gives people that
experience. Obviously Mercato has great
footfall and it’s an incredible opportunity
for the person involved. It’s also an
opportunity for them to up their game on
an operational level in terms of visibility for
their other trading operations if they are
not just in Mercato.

Where do you see
the collaboration between
TERN and MM going?
We have been exploring other opportunities
to communicate with the wider public and
have also talked about bringing some of the
entrepreneurs to Mercato’s grocery stores
and maybe even to bring entrepreneurs
onto new spaces that Mercato is setting
up in other parts of London. This is just
the beginning! We hope to keep having
entrepreneurs in Mercato every year and
hopefully, like Oshpaz, our first graduates
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Interview with Frédéric Kastner
CO - FOUN DE R A ND D I RECTO R O F S O C IA L IN N OVAT ION OF T E R N
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CoMMunity
At Mercato Metropolitano, our CoMMunity
is at the centre of all our projects

of the ‘Founders Without Borders’ program,
for them to progress into permanent
positions inside Mercato.
We hope that they continue to grow
together as a community both new joiners
and alumni entrepreneurs who have
already graduated into the wider Mercato
families. It is a pleasure to work with people
from Mercato always focused and always
able to make things happen and that so
quickly, rather than just talking about it.

How can food be a common
language across borders?

We work hard to address the needs of our community through activities like
cookery classes teaching nutrition, summer camps, and yoga classes.
To raise our community, we need to first think about the huMMan and what
is good for the huMMan: namely good food, education, exercise and comradery.
At Mercato, we came up with three missions on how to implement this: food
provision, wellbeing activities and community strengthening.
Our commitment to support the local community has been acknowledged by the
Southwark, Lewisham and Lambeth Councils in 2021: during the Tri-Borough
London Living Wage Week Celebration Event on the 16th of November, Mercato
Metropolitano received an award for “Supporting the Community”, for the work
we’ve done “to support local businesses and the residents throughout the
pandemic, supplying meals to those children on free school meals as well as
providing education on food, nutrition and culinary skills to the local community”.

A lot of people who come to new countries
have the desire to connect with the local
community and that is especially true
with people that have an asylum-seeking
or refugee status. In the case of food:
everybody eats, everybody enjoys good
food, and everybody likes a new experience.
Therefore, food can also be a message
of connection and of hope.
Food opens a lot of doors; it is like another
form of communicating. That is useful for
people who have the ambition to start a
food business in a new country and it is a
space to bring people together. Mercato
is a space where there are already many
nationalities. It is already an intercultural
space, but it is a casual space as well
where people experience it in a nonpressured way. I think it’s a great platform
to create more community and I know we
have barely scratched the surface.
If food could also be a language of raising
awareness to the talent and contributions
of refugees, then we could do so much.
I think there is still much to explore!
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Strengthening
the CoMMunity
in 2020 and 2021
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On Halloween day 2021 we invited local families and children to attend our
programme of activities and free meals, as part of our wider project
to fight food insecurity during school holidays. We designed activities for
all our venues: a pop-up craft desk and a face painting session in Elephant
Park, biscuit decoration and an art workshop in Mayfair, and a full day
of activities in Elephant & Castle, working side by side with The People’s
Army volunteers and the TAM team: pumpkin carving, biscuit decoration,
Halloween mask craft, an afternoon movie and a karaoke session with a
live band. Altogether, we delivered 13 hours of activities, and we distributed
32 portions of pasta, 90 focaccine, 25 portions of gelato and 90 vegetarian
takeaway meals kindly donated by Kitchen Social.

Cooking Classes
Throughout January and February 2020, MM hosted free cooking classes
twice a week for local primary and secondary schools in our Community
Kitchen. In total, 256 children attended the classes delivered by MM’s
Executive Chef, Gabriele, where they learnt how to make vegetarian burgers
and focaccia buns. In August 2021 we resumed our collaboration with
Migrateful, an organization that runs cookery classes led by migrant chefs
who are struggling to integrate and access employment, due to legal and
linguistic barriers. We offered our E&C Community Kitchen for free, and we
hosted cookery classes every Tuesday evening until the 21st of December.

Halloween 2020-2021
On October 31st, 2020, we hosted multiple
Halloween activities in both our sites,
Mayfair and Elephant & Castle.
Thanks to the help of the volunteers from
the Good Gym, we hosted pumpkin carving
sessions for over 58 children, all safely
distanced outdoors in our decorated glass
house in Elephant & Castle. Additionally, we
held a baking session with Annika Clinkett,
founder of Nika’s Kitchen and friend of MM,
with six children in our back garden using
our outdoor oven. Later in the afternoon,
Carrie Bowers volunteered to host a
Halloween biscuit decoration class for
five children. Lastly, one participant of our
Prince’s Trust workshop, Syma, volunteered
to help with the biscuit decoration session
in Mayfair for six children.
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Christmas 2020-2021
We like to help our community at any time of the year, but especially
during the holidays, when loneliness can be hard. Our Operations teams
volunteered to distribute a Christmas lunch on December 25th, 2020,
for over 60 people. Lunch consisted of a take-away bag containing
vegetable pasta and a slice of cake cooked by our Chef Angelo, as well
as a take-away recipe box for 4 people kindly donated by Kitchen Social.
Always in a festive spirit, in addition to decorating the Christmas trees in
our markets, we hosted a few free holiday activities for our community
to spend time together in a socially distanced way on December 12th.
With the support of three volunteers from the Good Gym, we hosted five
Christmas workshops for 48 children in our Mayfair and Elephant &
Castle sites. Clinkett led two baking sessions where children made and
decorated Gingerbread men cookies from scratch. Our Head Baker, Julien,
baked over 60 Christmas-shaped cookies which children gleefully and
creatively decorated at our site in Mayfair. Lastly, we hosted two Christmas
Ornaments Decoration
workshops, during which
children painted and
decorated wooden ornaments
to be hung on their Christmas
trees with all the colourful
and glittering art supplies we
purchased in a local shop.
In December 2021, supported
by the Southwark Council’s
HAF (Holiday Activities and
Food) program, we created our
first edition of the Winter
CaMMp, a programme of free
meals and activities where we
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welcomed 42 children over 4 days. The activities ranged from baking
classes to arts and crafts sessions to singing and acting workshops, which
we deliver thanks to the support of MM’s Community partners (Nika’s
Kitchen, LABTwnty4, BB Broadway) and The Good Gym volunteers.
We donated 42 hot meals that the children ate at our market, 100 Take &
Make boxes (that equal 400 meals) and 40 bags of seasonal fruit that we
received from the Southwark Council and Kitchen Social.

Covid-19 emergency food bags

In efforts to spread some holiday cheer and not let good food go to waste,
in mid-December 2020 MM donated surplus food to food banks and
charities across London, including City Harvest and Southwark Food Bank.
Surplus included 100 bottles of fresh milk, 30 loaves of freshly baked bread
and over 200 cans of beans, chickpeas, lentils and canned fruit.

The Covid-19 pandemic hit the community as a whole. Because of the
necessary safety measures installed, access to nutritious food and
essential products was restricted for vulnerable London families and
residents who could not leave their homes to buy groceries. We committed
to help our community by partnering with the Mayor’s Fund for London and
Lendlease to provide essential food during Covid-19 in efforts to show our
support and solidarity to persons in need. In 2020, over 2000 emergency
food bags were distributed to families from Surrey Square Primary
School, families from South Bank Academies and elder residents from
the Age UK organization. The food bags contained essential items such as
pasta, rice, fresh produce, in-house freshly baked bread and other Italian
specialties such as tomato sauce and Parmigiano Reggiano. We continued
to collaborate with our stakeholders to reach as many people as possible.
Together we are strong!

Lunch with Age UK 2020

Lunch with South London Cares 2021

Age UK is a charity that helps the elderly in our community to fight
loneliness and enjoy the best years of their later life. In January 2020,
MM was pleased to host a community lunch for the residents of an Age UK
nursing home at Elephant & Castle.

In 2021 we followed up on our initiatives of engaging the elder community
of London by organizing a day for South London Cares to visit MM at
Elephant & Castle. South London Cares is a community network of young
professionals and older neighbors of South London that aims to reduce
loneliness and bring people together. On the 30th of July we had 12 people
over to show them around our market and provided Pasta for lunch and
Gelato for afterwards.

Food Bank Donation
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Interview with

Interview with Katarina Jinadu

Katarina Jinadu

PROJECT COORD INATOR AT AG E UK LEW ISH AM & SOUTH WARK

P R O J ECT C O O RD I N ATO R AT AG E U K L EWIS HA M & S OU T HWA R K

Can you please tell me about
Age UK and your role in it?
Age UK Southwark is local to a community,
which is not the same as Age UK national.
We do not take care of policy matters,
but we respond to the needs of our local
community, work on the ground very
often and are tasked to raise the funds
for our own activities. I am part of Age UK
Southwark where we offer information and
advice. We have different projects such as
the Independent Living Project for which
we created a platform connecting people
to services within Southwark that helps the
members of our community to stay safely
independent. We also have a Healthy Living
service, which is the one I manage.
Here we help people stay socially
connected and we teach them skills that
they can use later in life such as crafts,
jewellery making, and exercise classes.
We host parties and are all about fun here!

In January, MM invited
residents from Age UK for a
community lunch at Elephant
and Castle. What are your fond
memories from this event?
It was nice because it brought together
members from the online community,
members from the center and members
from the nursing home. Everyone was
having a wonderful time as we rarely have
the occasion to gather so many members
from our community. Risotto was served
during this lunch, and it is a dish our
residents were not accustomed to.
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They kept saying “this is different, it is
different, but it is nice!”. There was lots of
laughter and many stories shared.
Even some of our residents diagnosed with
dementia who could not quite remember
the event as a whole still remembered
the feeling, which was wonderful.
When we spoke to them about it afterwards
and asked, “do you remember the
rice?”, they said yes. They may not have
remembered going to the event in itself
but they remembered the feeling, and
I think it is wonderful that they had the
occasion to meet people they would not
have met otherwise.

How did the partnership
between Age UK and Mercato
Metropolitano start?
It started because MM’s site of Elephant
and Castle is very close to one of our
centers. One of our staff members regularly
went to MM for lunch and soon became
aware of MM’s community initiatives with
local schools and charities. She inquired as
to how MM and Age UK could work together
and shortly after, we launched a project
called the My-Social project. It is an online
calendar of events for people to participate
in. We have collaborated with Mercato
Metropolitano on that, so that the people
who would not usually go to MM, however,
still enjoy making friends and staying
socially connected.

For you, what are the highlights
of this partnership?
The social interactions are really
nice because we can go to Mercato
Metropolitano to have lunch. What is
amazing is that during these occasions,
people who would never meet in traditional
settings meet during lunch and try new
foods and have a great time together. We
also went to the cinema over at MM, which
was really, really swanky because we
felt like VIPs having the whole cinema to
ourselves watching Casablanca.
During the pandemic, we figured out a way
to support our community within their
homes and provide healthy nutritious food
to them. MM provided the ingredients; we
created new recipes and started a “rate
your plate” competition to encourage
people to cook and show off their plates
of food. We are always encouraging them
to show all the different things they can
bring to the wider community. It is also
wonderful to show that places such as MM,
which don’t seem accessible to the people
from Age UK actually are, regardless of not
traditionally being considered a place for
their generation.

How do you believe that MM
supports Age UK’s projects and
objectives?
MM supports our projects by providing
social connection opportunities for people
within the community. We invited the
residents from our local nursing home,
a disadvantaged group who wouldn’t
normally be able to leave their traditional
setting, to Mercato Metropolitano to
try new foods and feel part of a wider
community.
Now our care homes have started having
different theme nights and introducing
new cultures. So far, we have hosted a
Chinese New Year, a Mexican night, and we
have had African and Caribbean food. Our
relationship with MM has greatly expanded
our resident’s repertoire in terms of food.
We are very grateful to MM for giving
our residents the opportunity to try new
things. We have expanded our menu and
our residents are asking for more than just
meat and vegetables. They now also ask
for pizza and pasta and even bigger salads.
This is all from going out and trying new
things at MM.
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Interview with Katarina Jinadu
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How do you see the partnership
between MM and Age UK
evolving?
I see it evolving to more online activities.
We now have got videos from MM’s chefs
with recipes, which we have included in
our calendar as well as activity packs. I
see the relationship evolving into not just
us coming and using MM’s facilities but
also engaging with the digital side and
encouraging people to try new recipes and
cultures.
When members of the Age UK community
received the food provided by MM, it
created a conversation piece. “What is
this? How do we use this? How do we
cook risotto?” They have been cooking a
hell of a lot of food and started wonderful
conversations about the ingredients that
were in the bags. Even just how to make a
salad with the beans that were provided
encouraged conversations and curiosity
to try new recipes and look for ingredients
they would not normally look for.
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Summer CaMMp 2020
Child food insecurity is a major issue in the city of London, particularly in
the neighborhoods of Lambeth and Southwark, which have the highest
rates of child poverty in the UK. 17.324 children in these neighborhoods
are eligible for free school meals and young people from low-income
families are gravely at risk of holiday food insecurity for the 42 days over
the summer holidays. Moreover, since 2020 these families have had to
suffer the financial and social consequences of the Covid-19 pandemic.
To combat this, the Mayor’s Fund for London and Kitchen Social funded
over 40 hubs to pilot and deliver a programme that addresses the very real
issue of “Holiday Hunger” in Southwark. Mercato Metropolitano, being one
of these hubs, launched an innovative summer camp aimed at providing
nutritious food and fun activities, all in a fun, safe and socially distanced
manner. Over the course of five weeks,
from July to August 2020, MM provided 4398
meals for our 58 participants and their families.
Two days a week for two hours, over Zoom, MM
hosted educational sessions “Around the World”
for the children to travel to Japan,
the Netherlands, Italy, France, Turkey and Russia
without leaving their homes. We ran sessions
on sustainability and planting with the host
of MM’s sustainability talks, Nico, and virtual
exercise activities including football workouts,
yoga, street dance and martial arts. We also
offered educational sessions on food and
nutrition, which the participants got to put into
practice with the ingredients provided by MM
in special food bags for the SuMMer CaMMp.
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Interview with

A special participant
OF O UR 2 0 2 0 S U M M E R CA M P

What has been your favourite
episode of the programme
so far?

Have you been cooking with the
products you found in the MM
bags?

It would be the episode about Turkey, but
I also really liked making origami!
Now I can make a wolf and a windmill!

Yes! I cook a lot. My dad teaches me.

Do you have something you
would like to share?
If you could be the project owner
of next year’s programme, what
would you do?

Testimonials

I would make the kids do origami and
football- because I am really good at it!
Also, I would teach them educational
things, like English because English
is my favourite subject.
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Thank you very much because what
you have taught us was very nice and
educational and not many children
get to do it!

2021
Since our reopening in April 2021, we have
been working hard to get our social activities
running again.
We were very happy to have the Summer Camp at our site in Elephant & Castle
running again and to have children enjoying themselves in our market from
morning until the afternoon. This has been possible thanks to the support of
the Southwark Council, that allocated fundings to local hubs as part of the HAF
Programme, aiming to fight child food insecurity and unhealthy lifestyle during
school holidays. From the 27th of July until the 19th of August, we delivered 12
days of fun activities with the support of professional educators and volunteers:
yoga, martial arts, dance, cooking classes, art sessions and planting workshops.
It has been great to engage the local community in Southwark and seeing the
children participating in our activities.
During the 12 days of Summer Camp, we distributed 696 nutritious meals in total,
of which 248 at our market, and 112 Take & Make boxes (that equal 448 meals)
provided by The Mayor’s Fund for
London, with fresh ingredients and
recipes to cook at home.

from one of the parents

“This has been a unique experience
especially around COVID19.
My daughter and I loved every bit of the
sessions. Very interactive and my daughter
learnt to use Zoom! Also, very lovely,
delicious lunches and health food pack”.
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Testimonials from the children
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“I like the art class and the yoga we do in the
morning; I had never done yoga before!”

“The activities were fun and interesting.
My favorite was the art class.
We also cooked with the products from the
bags. Yesterday it was rainbow Paella.

“I loved our martial arts teacher; she could
kick really high!”
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Food insecurity
CoMMunity Meals
In the second half of October 2020 the government stopped providing school
meals during half term break. Upon hearing the news, MM stepped in to support
our surrounding Community. From October 27th until November 4th, 2020, we
served 190 hot take-away lunches to vulnerable children under the age of 18
and their families. When we entered the second lockdown on November 4th, we
decided to extend the initiative until December 15th, replacing the take-away hot
lunches with take-away grocery food bags full of fresh fruit and veg, milk, pasta,
eggs, freshly baked bread and much more. Thanks to the generous donations we
received by Grosvenor, Mayor’s Fund for London, Sheringham’s and Kitchen Social
we were able to hand out 470 food bags to our community, that is 4700 meals.
This was also made possible thanks to the incredible support we received from
the Good Gym volunteers that each week helped us pack the food bags and hand
them out. A special thanks also goes to everyone who pledged to the Crowdfunding
Campaign we run through Space Hive that successfully raised over £6,000 to
finance our Community Meal Project.
Lockdowns continued into 2021 which is why we resumed the CoMMunity meals
from the 18th of January onwards. In partnership with the Mayor’s Fund for
London, we gave away 30 free food boxes, every Tuesday morning.
During Half-term break from the 15th to 19th of February, we gave away free
meals every day at lunch time. We relaunched the #freeschoolmeals campaign
in our grocery in Elephant & Castle in mid-April and end of May. In total we
provided over 25.000 free meals during lockdowns.
On the 15th of September 2021, MM celebrated its 5th birthday. We invited
our local communities to celebrate with us at all our venues, with free music,
entertainment and fireworks. In collaboration with The People’s Army’s volunteers,
and our traders Badiani and Pasta Lovers, we distributed 150 food bags with
pasta, vegetable soup and 150 portions of gelato to local children and families.

£ 5 Inclusion Menu
Supporting the community has always been the core of our business.
Therefore, we launched a £5 lunch menu in each of our shacks to make
sure that anyone can still have a balanced and nutritious lunch. All Trading
Partners that served food participated in our £5 menu programme in 2020
and 2021, and we are happy to be carrying forward this initiative into 2022.
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Equal employment
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Equal employment
The London Living wage
Mercato Metropolitano is proud to be accredited as an official Living
wage employer in all its markets. With this commitment, we show and will
continue to show our support to our community.
We provide jobs with a pay that is fair with no age discrimination because
young people have costs too. We want to offer opportunities for career
progression across all areas of business. The Living Wage initiative began
in 2001, with Citizen UK hosting talks in east London about the challenges
faced by the community. One of the major issues was low pay and the need
for a wage that citizens could actually live by.
This cause won the support of the London Mayor who calculated the
London Living Wage. The rate is based on the cost of living and what people
need to get by, which is re-calculated and updated every year.
The foundation was created in 2011 and now accredits employers who pay
the living wage to their employees.
We believe in paying the living wage because it is the right thing to do,
but this initiative also yields benefits such as greater productivity, happier
staff, and reduced stress levels, which overall increases that standard of
living. We support the LLW campaign by encouraging our trading partners
to employ their staff at the LLW rate because it brings many benefits like
the ones we have seen here at MM.
When customers come to MM, they can be sure that they chose a place
that supports their employees to thrive in London.
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Diversity and Inclusion
MM is more than just a business.
We are a movement of people committed
to creating a truly sustainable and natural
food value chain.
We want the employees of today to be our leaders of tomorrow: people of all ages,
ethnicities and backgrounds who embrace our ethos and values and are ready
to become the biggest advocates of our sustainable, inclusive, and supportive
business model. At MM, we are committed to the work of advancing diversity,
equity, and inclusion within our organization and in the world. At MM, 51%
of employees are women and 52% of employees are under 35 years old.
The average age of our employees is 34. Women occupy 52% of all management
and leadership roles.
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The Mayor
Sadiq Khan’s visit to
Mercato Metropolitano
On Wednesday 01st September 2021, Mercato Metropolitano E&C had the
pleasure to welcome the Mayor of London Sadiq Khan to launch his £11m
funding package which will directly help the most affected Londoners
access fully funded training, giving them the opportunity to retrain, learn
or upskill for the job they need. The funding supports Londoners into
industries like hospitality, digital, green jobs, and health. By working
closely with adult education providers and partners, to help support people
who need good, sustainable work and industries that are crying out for
passionate and newly skilled employees. Mercato Metropolitano was
chosen as the key employer to launch such programme due to us being a
leading provider of hospitality jobs in the capital.
During his visit, Mr Sadiq Khan was welcomed by our CED Andrea Rasca
and his Head of People Fernanda Antonio, and we discussed our current
initiatives to generate educational,
training and employment
opportunities locally, upskilling
our employees, incubating new
businesses and supporting the
local communities.
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MM partners

Partnerships
are what form
a community.
At MM we like to gather different
stakeholders from small businesses,
entrepreneurs, local governments,
customers, suppliers, schools, and
researchers who are all passionate about
MM’s mission and values. We want to
create meaningful partnerships to produce
networks, sustainable living guides and
projects that benefit the whole community.
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Interview with

Interview with Massimo Franchi

Massimo Franchi
DI RECTO R O F BA D I A NI

An inspiring story

Badiani is one of the ﬁrst artisanal gelato
makers and was founded in 1932 in Italy.
It started in Florence as a milk supplier and
then developed its expertise in gelato.
The company developed year by year
by creating new products, improving its
quality, and producing in large quantities.
At some point Badiani decided to develop
the business in London. MM appreciated
the idea and the product, so we began the
production on site which has been a great
success from day one.

What MM gave us was the chance to
open in a place like London which is
incredibly challenging for a small company
like Badiani. All the support MM gave,
the footfall and solving administrative
problems that small companies face in
another country, were a big help.
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equipment that wastes no water and uses
little electricity. The part of the MMovement
that impressed me, was when I realized
that MM was not a commercial centre.
They care about the people and product;
Therefore, it was the perfect match.
What MM gave us was the chance to open
in a place like London which is incredibly
challenging for a small company like
Badiani. All the support MM gave, the
footfall and solving administrative

What was the experience like of
joining Mercato Metropolitano?

What does it mean to you
to be part of MM and the
MMovement?
For Badiani to be part of the MMovement
is natural because Badiani is a community
space. In Florence it is open 7 days a week,
practically for 24 hours. We are sustainable,
we only use the best ingredients and
source them locally. We have modern
equipment that wastes no water and uses
little electricity. The part of the MMovement
that impressed me, was when I realized
that MM was not a commercial centre.
They care about the people and product;
Therefore, it was the perfect match.

D IRECTOR OF BAD IANI

Without Mercato Metropolitano we could
not be here. Badiani started with one small
shack, but next week we are opening our
8th location in London and our relationship
with MM is growing. This also makes
sustainability a key topic for us, and we
continuously discuss with MM how we can
improve our supply chain.

What does it mean to you
to be part of MM and the
MMovement?
For Badiani to be part of the MMovement
is natural because Badiani is a community
space. In Florence it is open 7 days a week,
practically for 24 hours. We are sustainable,
we only use the best ingredients and
source them locally. We have modern

Badiani started in a stand in Mercato that
was 9m by 4m with everything inside. MM
helped us because they took care of the
administrative side of the business which
allowed me to fully focus on producing the
best product for the customer.
All my work was dedicated to the
production and customer service.
We opened our first shop in 2019. I have
only been working here for 2 years and I
took the time to understand the market
and the customers, and there is no price I
can put on that market research.
Having this relationship and talking daily
to Mercato and the managers, helped me
make the right decisions.
Another benefit was the economic aspect.
Mercato has little cost compared to a
normal shop, which allowed me to save up
and expand much quicker. When I opened
my first shop, I learned the necessary tools
from Mercato and that was another great

advantage. Also, the customers that know
your shack at MM will recognize you at
a new location, so it also helped with our
recognition factor.

What were the key lessons you
learned as an entrepreneur?
To leave your country to go to another
one, even with a beautiful product, is very
difficult because you change the market
and the environment. It will probably need
some adaptation even if it’s not the product
but the service. The first lesson I learned
as an entrepreneur is that I must be at the
front line. When we started in MM, I was
the one producing the Gelato at 6 in the
morning and then serving it until closing.
I wanted to understand from my customers
whether the product was right and what
could be improved.
The second lesson is: trust your product
but talk to your customers. I did not want
to adapt my product because I thought it
is good. For instance, the signature flavour
of Badiani is Buontalenti, which is a simple
flavour: cream, milk, sugar and egg.
The colour is light yellow like vanilla.
Vanilla also happens to be the best-selling
gelato flavour in the UK. But if I was selling
Vanilla, it would cannibalise my Buontalenti
that I wanted to introduce. Therefore,
every time a customer approached me, I
gave them a spoon and said: ‘Try this, it’s
Buontalenti!’. This is what my employees
nowadays do as well, and we still do not
offer vanilla.
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Three partnerships
to highlight
UNGC
As the world’s largest global corporate citizenship
initiative, the Global Compact is concerned with
demonstrating and building the social legitimacy of business and
markets. Our commitment to the Global Compact is purely voluntary
as we aim to fulfil two objectives: mainstream corporate practices on
human rights, labour, the environment and anti-corruption.
We also aim to catalyse action in support of broader UN objectives
such supporting the Sustainable Development Goals.
Last year, our Chief Executive Dreamer hosted a webinar on Mercato
Metropolitano’s business model and shared our mission to provide
healthy, sustainable and accessible food for all. He highlighted the
specific projects we have engaged in to promote the UNGC mission
and align to the SDGs. Projects such as the community food bag
project during Covid-19, the DreaMM incubation programme, and
our AcadeMMy programme were highlighted in the aim to inspire
other businesses to strive towards better corporate citizenship.

University of the Arts
London (UAL)

The Mayor’s Fund
for London
The Mayor’s Fund for London is a social mobility charity, supporting
young Londoners from low-income backgrounds. It supports
businesses, other organizations and local initiatives aiming to
improve the wellbeing of young low-income Londoners by improving
their chances of employment. This is achieved by helping them to
develop new skills, increasing awareness of opportunities,
and giving them better access to employers.
Our partnership with the Mayor’s Fund is very important to us.
With their help, two years ago we started our SuMMer CaMMp
programme for children during the summer break where we
organized educational activities around food and nutrition
and provided meals.
One of the most important projects we have engaged in with the
Mayor’s Fund last year was the emergency Covid-19 food bags. With
their help, we distributed more than 1000 bags filled with essential
items to vulnerable populations in London. This project was just
the beginning; together we want this operation to reach a larger
audience and show our solidarity to the community.

Since 2016, MM has collaborated with UAL through
a wide range of formal and informal partnerships, to practice their
skills from filmmaking to design and find opportunities for work
experience through the MM internship program.
Through our DreaMM 2020 campaign, UAL students have had the
chance to pitch their dream project ideas with the possibility to
spend their “Year in Industry” at MM, applying their innovative ideas
and creativity to real-life projects. One UAL student was invited
last year on a live session of Sustainability Talks with our host Nico
Panayi to talk about sustainable fashion.
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Interview with

Interview with Clara Widdinson

Clara Widdison

H EAD OF SOCIAL INCLUSION AT MAYOR’ S FUND FOR LOND ON 2020

HE A D O F S O C I A L I NC LU S I O N AT M AYOR’S F U N D FOR LON DON 2020

Can you tell me about
the Mayor’s Fund for London
and your role in it?
The Mayor’s Fund for London is an
independent social mobility charity,
working to support fair and equal career
opportunities for young people in London.
Since inception in 2017, it has grown into
London’s largest holiday provision provider.
Working with a network of over 170
community groups, Kitchen Social provides
nutritious food and social activities to
children and young people from lowincome families. We operate in 22 London
boroughs each school holiday, supporting
children to access great quality food and
enriching activities. My role as Head of
Social inclusion is to oversee this area of
our work.

How did the partnership between
The Mayor’s Fund for London
and MM come about?
What sparked a partnership
between MM and The Mayor’s
Fund for London?
We have been supporting MM since
Summer 2019. The initial project was a
brilliant summer programme for local
children which focused on the wonderful
food producers onsite as well as engaging
activities such as yoga and arts and crafts.
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The summer camp hosted by MM
is made possible in part thanks
to The Mayor’s Fund for London,
how does this project contribute
to your objectives?
The Mayor’s Fund for London is focused
on ensuring that children from a
disadvantaged background have access
to brilliant, life-changing opportunities.
Our focus on holiday provision comes from
the knowledge that the school holidays
are often a very challenging time for
children. By providing high quality food
and activities, we know that children are
happier, healthier and more able to succeed
when they return to school in September.

During lockdown, MM and
the Mayor’s fund for London
partnered to provide over 1000
food bags to vulnerable citizens
in London, why do you think
it was important to engage
in this project?

What are some highlights of the
partnership between MM and
the Mayor’s fund for London?
We have been delighted by the high-quality
holiday provision that has been made
available to children in Southwark at MM.
We are particularly excited to see children
exposed to such a variety of high-quality
food.

How would you see this
partnership evolving?
We have been delighted to support MM
during summer 2020 to provide food
hampers and activities to children in the
local area through the Department of
Education Holiday Activities and Food
scheme. This has impacted over forty
children and their families. We hope to
continue this great work with MM.

The Mayor’s Fund for London funded and
supported thirty emergency hubs across
London with the intention of protecting the
most vulnerable children in the city from
the impact of Covid-19. Our research shows
us that 76% of families had less money for
food as a result of lockdown. This network
was invaluable when lockdown struck, and
thousands of families have been supported
since with both food and activity packs for
children.
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Our
AMMbassadors
Our ambassadors
are crucial to MM’s outreach
and movement.
They are community leaders who share our
values despite working in different sectors
around the world. Our aMMbassadors help
us generate excitement and help us to
expand to new locations. AMMbassadors
are also a great source of support for our
already existing locations through continued
engagement guidance to keep improving
our business. Becoming an ambassador
entail partnering with MM on a strategic
level by creating new relationships and
partnerships in locations MM aims to expand.
An aMMbassador must of course share our
values and ambitions.
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Our
aMMbassadors are:
Baroness AMOS
Diplomat, former UN Under-Secretary-General
for Humanitarian Affairs and Emergency Relief
Coordinator

Shingo SEKIYA
Founder, Place Solutions Group Tokyo

Tiziana ALAMPRESE
Knight of the Order of Merit of the Italian
Republic, Japan AMMbassador

Alex MACDONALD
Mercato Metropolitano, Lisbon aMMbassador

Haruo IWASAKI
Representative Director & COO of Human
Optimization Platform, Inc., former President & CEO
of Mitsui & Co (ITALIA) S.p.A., former President of
the Japanese Chamber of Commerce in Italy

Simon SYLVESTER
-CHAUDHURI
Founder and Executive Director, CIV: LAB
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Shujiro KUSUMOTO
CEO of Café Company Inc and Good Eat
Company Inc.

Iqbal WAHHAB OBE
Founder, The Cinnamon Club and Roast; High Sheriff
of Greater London

Paolo TATICCHI
Principal Teaching Fellow in Management and
Sustainability, Imperial College Business School

Sue NELSON
Founder, Breakthrough Group, Food and agriculture
author and broadcaster

Sean GILDEA
Partner, The Dartmouth Group

Jeff YANCEY
Founder, Bellfounder: CRE Development consultant,
Design Strategy and Place Branding

Ann GRANT
Former diplomat and British High
Commissioner to South Africa
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What’s to come
Founder and Chief Executive Dreamer

Cheers to closing 2020 and 2021,
two challenging, as well as instructive years.
We are looking forward to what 2022 will have
to offer and how we will rise to its challenges.
Many exciting things are coming up that we cannot wait to share with you!
We are expanding to new locations both within London and globally and we are
excited for the MM community to grow! Through our growth we hope to reach
more people and companies with our MMovement. Precisely for that, we are
planning and launching new projects in the FarMM to talk about reconnecting
urban centres with nature, building a community, and growing sustainably as an
organization. There is a lot of work to be done but we are ready for it, and we hope
to see you at one of our markets in the new year!
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Ilford
Opening in 2022, Mercato Ilford will be a community market focused
on urban circular economy. This new site will be hosting artisan
traders, educational and training initiatives but most importantly, a
functioning urban farm will run the length of the rooftop. Thanks to the
collaboration with the Redbridge council and its grant accorded to Mercato
Metropolitano as the Good Growth Fund, this new site will be able to host
new members from our community and a revolutionary space for urban
agriculture. During 2020, MM broke ground at the site and continues
to work on its development for a successful opening. As of 2022 we are
launching many new campaigns for our new site. The first one is our ‘Urban
Gardener Call’ where we are taking applications for ideas for the rooftop
garden plots. The second one is our collaboration with the Redbridge
Council to build three academies to train locals to become Mercato team
members, security guards and supervisors. Finally, we are also planning
on running the DreaMM campaign for Ilford food entrepreneurs to show
us their food related ideas and have the opportunity to set up a stand in
Mercato Ilford.

Canary Wharf
In May 2022, a new MMy will open in Canary Wharf. This site will be a goto market for the neighbourhood consisting of the MM grocery, artisan
traders and a seating area. The site will offer a concierge service that will
serve customers boxes to have the MM experience from home. We offer the
products that we produce in the factories. We are looking to recruit locally
to better the state of unemployment in Tower Hamlets.

MM Factory
By end of 2022, Mercato will launch its ‘MM Factory’ . A unique concept
that will bring together a selection of artisan micro-restaurants and
sustainable food concepts, and a production hub which includes pasta,
mozzarella and others, much of which will be distributed to the other
markets in London, reducing the markets’ carbon footprint through
importing fewer goods from further afield.
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Join Us!
IG @mercatometropolitano
TWITTER @mercatometropol
FB mercatometropolitano
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WWW.MERCATOMETROPOLITANO.COM

