
The share of consumers who say that they eat plant-based meat regularly is flat q/q (but
grown over time).
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Consumer satisfaction with these products remains elevated and positive, though mostly
unchanged relative to feedback last quarter.
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GOING FORWARD, HOW OFTEN DO YOU THINK YOU WILL GET PLANT-BASED MEAT ALTERNATIVES…

Posed to all respondents
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IN YOUR OPINION, ARE PLANT-BASED MEAT ALTERNATIVES…

Posed to all respondents
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Posed to respondents who have tried food from each of the following.
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Posed to respondents who have tried food from each of the following.
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HOW LIKELY ARE YOU TO EAT FOOD FROM THIS BRAND IN THE NEXT MONTH?
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