
How can we feed the world without harming the planet?

The future of food

Three big takeaways

 – By 2050, global meat demand will be 70% 
higher than today’s level. Our planet simply 
doesn’t have enough land and water to 
produce this much meat using animals. 
Slaughter-free cultured-meat products may be 
on the market in as little as two years, with 
prices continuing to fall as companies 
scale production

 – Over the recent years an increased awareness 
about the environmental costs associated with 
food has developed and this has been coming 
through more and more clearly in terms of 
consumer spending patterns

 – There will always be an environmental impact 
from feeding the global population. We can 
reduce that impact by ensuring the entire food 
chain is environmentally robust

How can we feed a growing global 
population without exhausting the 
world’s resources? 

Michaela Seimen Howat from UBS spoke to 
Professor Mark Post, Chief Scientific Officer 
from cultured-meat pioneers, Mosa Meat, and 
Paul Donovan, Chief Economist from UBS. 

Mark, in 2013, you presented the world’s first 
lab‑grown burger. It cost $250,000 to make. 
How much do your burgers cost now?  
And who are your funders?

Mark Post: We’re scaling production, and estimate they 
will soon cost around 10 to 15 euro each. That’s still 
expensive. But we know how to reduce the price. Our 
funders are mission-driven investors, focusing mostly on 
animal welfare and the environment. We also have 
strategic investors – such as a food group and meat 
processor – biotech investors, and feed-industry investors.

How soon do you think you’ll be able to take your 
product to market?

Mark Post: It depends on the speed of regulatory 
approval. In Europe, it must be qualified as safe for 
consumers. Assessing this takes around a year and a half. 
But I don’t think there will be anything on the market 
within the next two years. After that, it will be distributed 
small scale, most likely to restaurants.

How have attitudes to food changed in recent 
years? 

Paul Donovan: More people now know about the 
environmental cost of food. There’s more focus on 
packaging and its adverse impacts, such as plastic waste. 
And there’s a trend towards vegetarianism in several 
developed countries. The bad news is we still have a 
fragmented approach to food. For example, by reducing 
plastic packaging, we may also reduce shelf life and 
increase food waste. 

What’s your view on people’s attitudes to food, 
from an economic perspective?

Paul Donovan: Food is disproportionately important 
economically. We buy food frequently, so we’re sensitive 
to the price. If it costs more, people think inflation is out 
of control and harming their income, so they cut back on 
other spending. But in reality, we only spend around 10% 
of our income on food. This makes food prices a 
politically sensitive issue in developed economies. 

In emerging markets, food prices are important politically 
because eating meat daily is seen as being part of a 
privileged middle class. Governments are reluctant to lead 
people to believe their living standards are being eroded.

Mark, how has the cultured‑meat sector changed 
since you started your business? 

Mark Post: In 2013, we were the only ones doing this. 
There was a lot of skepticism but not much funding. 
We were lucky to find an investor who was willing to 
fund a crazily expensive hamburger. 

Today, there are around 50 to 60 companies worldwide 
adopting the same technology. Funding has increased 
tremendously, although it’s still mostly privately funded. 



Now at least four companies are starting to scale their 
production, and intending to bring their products 
to market.

Do different countries view your product 
differently? And who’s driving demand?

Mark Post: Indeed, the product is differently perceived 
based on various cultural aspects. 

In most northern European countries, for example, food 
and its quality isn’t as big a deal as it is in other European 
countries. People in southern European countries view 
our product much more skeptically. In Asia, such as 
South Korea and Japan, there’s more of a government-
driven push towards these technologies. But in Europe, 
consumers are driving demand.

How should governments be looking at their 
food policies?

Paul Donovan: If economists ran everything, we would 
push for integrated policies across the entire food chain. 
We need to accept that, when feeding seven billion 
people, there will always be an impact on the 
environment. We need to minimise that impact and 
ensure it’s not permanent.

The problem today is the rise of single-issue politics on 
social media. For example, there’s been a focus on plastic 
drinking straws, which I have no problem with. However, 
other issues are often overlooked. We need a broad 
approach, and to ensure the whole food chain is as 
environmentally robust as it can possibly be.

What do you think?

How can we feed people worldwide without 
destroying the environment? And what future food 
trends interest you as an individual and investor? 

We’d love to hear from you!   ›
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