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Key ﬁndings

KEY FINDINGS
Market worth

Consumer insights

The global plant-based foods market is supposed to reach
$74 billion by 2027, growing at a CAGR of 12%.

Approximately 3% of the global population are vegan.

The global plant-based meat market is predicted to achieve
sales values of US$ 28 billion in 2025.

Older and high income households are globally more likely to
be omnivorous.

$

The global market for plant-based dairy alternatives is
expected to reach US$ 37 billion in 2025, growing at a CAGR
of 11%(3), with plant-based milk being the leading segment.

Flexitarians drive the market for plant-based products.

Especially the global markets for plant-based eggs, cultured
meat, ﬁsh and seafood are still in its infancy, with enormous
potential for growth.

Taste and price are the most important drivers of purchase.
Other drivers like health, environment and animal welfare
motivate consumers to buy plant-based products as well.
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How much is the
market worth?

2

Cross-category

CROSS-CATEGORY
●
●
●
●

The global plant-based food market is supposed to reach $74 billion by 2027, growing at a CAGR of
12%.(1)
Germany (15%), UK (14%) and the US (12%) are the top three countries having the highest share in
global plant-based product launches in June 2018 vs py.(2)
Global plant-based product launches more than doubled in the past ﬁve years, growing by 175% from
July 2013 to June 2018.(3)
The global plant-based food and beverage will reach over US$ 480 billion in 2024, growing at a CAGR of
14%.(4)

1: Meticulous Research (2020): Plant-based food market - Global opportunity analysis and industry forecast (2020-2027).
2,3: Mintel (2018): Mintel global news products database.
4: BIS Research cited from Food News International/Wan,Sheila (2020): Europe: Taste is key in ﬁsh derived meat substitutes, says Givaudan.
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CROSS-CATEGORY
191.7%

SPINS, GFI (2020): Plant-based market overview.
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CROSS-CATEGORY

Own representation based on data from Plant Based Foods Association (2020): Fancy Food Show Presentation.

9

CROSS-CATEGORY

Own representation based on data from Plant Based Foods Association (2020): Fancy Food Show Presentation.
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CROSS-CATEGORY

Own representation based on data from GfK (2020): Milchreduzierer bieten Alternativen für Wachstum.

11

CROSS-CATEGORY
Plant-based adoption curve

Spreads, sauces, dips
and snacks

Cheese

Coffee Creamer

Meat

Yogurt

Milk

Ice cream

Emerging

Up & Coming

Key

Mainstream

Own representation based on Kerry Proprietary Consumer Research (2019-2020): Reinventing indulgence. Winning with plant-based ice cream & frozen desserts.
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Plant-based meat

THE PLANT-BASED MEAT* MARKET CONTINUES TO GROW

Global sales
value

Global market, sales values, pb meat, 2019 vs 2025

$28 billion
$12
billion

CAGR 15%

2019

2025

*By source: soy, wheat, pea, quinoa, oats, beans, nuts; By product: burger patties, sausages, strips & nuggets, meatballs; By product: pork, beef, chicken, ﬁsh.
Own representation based on Markets and Markets (2019): Plant-based meat market.
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THE MEAT ALTERNATIVE MARKET CONTINUES TO GROW
Global market, consumption, in billion US $, meat, forecast 2025 to 2040

t

t

Own representation based on AT Kearney (2019): How will cultured meat and meat alternatives disrupt the agricultural and food industry?

Around
60% of
the global
meat
supply
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THE ALTERNATIVE MEAT MARKET CONTINUES TO GROW
German market, production volume, vegan and vegetarian meat, Q1 2019 vs Q1 2020

%
37

t

+
t

Own representation based on Statistisches Bundesamt (Destatis, 2020): Vegetarische und vegane Lebensmittel: Produktion steigt im 1. Quartal 2020 um 37%.
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PLANT-BASED MEAT ALTERNATIVES
●

●
●
●

The global market for plant-based meat alternatives is predicted to double within the next
ﬁve years. The market is valued at US$ 12 billion in 2019 and is predicted to grow at CAGR of 15%,
reaching almost US$ 28 billion by 2025.(1)
In fact, Barclays analysts predict the global meat alternative industry will soar to a value of US$ 140
billion, while capturing 10% of the US$ 1.4 trillion global meat industry by 2029.(2)
The global plant-based meat market size by revenue is likely to cross US$ 12 billion by 2025, growing at
a CAGR of more than 18% from 2020 to 2025.(3)
The global plant-based meat market is expected to reach US$ 8 billion by 2026, registering a CAGR of
8% from 2019 to 2026. (4)

1: Markets and Markets (2019): Plant-based meat market.
2: Barclays (2019): I can’t believe it’s not meat.
3: Arizton (2020): Plant-based meat market - Global outlook and forecast 2020-2025.
4: Allied Market Research: Meat substitute market by product, source, and category: Global opportunity analysis and industry forecast, 2019-2026.
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PLANT-BASED MEAT ALTERNATIVES
MORE DETAILED INFORMATION:
●
●
●
●
●

The US plant-based meat market has reached US$ 939 million in US sales in 2019, with a sales growth
of 38% between 2017 and 2019.(1)
Western European sales of plant-based meat is forecast to pass € 300 million in 2022.(2)
Europe dominated the global meat substitute market in 2017, accounting for 39% of the total
revenue.(3)

●

●

Sales for vegetarian and vegan meat products by Rügenwalder Mühle increased by 50% during the
ﬁrst half of 2020, with monthly growth rates peaking at 100%. Sales in the convenience segment rose
by 300%.(4)
1: SPINS, GFI (2020): Plant-based market overview. 2: Statista (2020): Retail sales value of plant-based meat substitutes in Western Europe 2015-2022.
3: Allied Analytics LLP (2018): Meat substitute market by product type, source, category - Global opportunity analysis and industry forecast, 2018-2025. 4: Vegconomist
(2020): Germany: Rügenwalder Mühle Sees 50% Increase in Meat-Free Sales.
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PLANT-BASED MEAT ALTERNATIVES
MORE DETAILED INFORMATION:
●
●

The Asian Paciﬁc pb meat market is predicted to grow with a CAGR of 9% from 2019 to 2026.(5)
The market size of the Chinese plant-based meat industry was about US$ 910 million (6 billion yuan) in
2018, reﬂecting a year-on-year increase of 14%.(1)

●
●
●
●
●

The Latin American meat substitute market is projected to grow with a CAGR of 9% between 2019 and
2027.(2)
South American meat substitute market is forecasted to value at US$ 328 million in 2025 growing at a
CAGR 12%. Brazil holds by far the largest revenue share.(3)
1: GFI aspac (2018): China plant-based meat: Industry report 2018.
2: Triton Market Research: Latin America meat substitute market . Market by category, source, product and geography. Forecast 2019-2027.
3: Mordor Intelligence: South American meat substitute market - Growth, trends and forecast 2020 - 2025.
. 5: Allied Market Research: Meat substitute market by product, source, and category: Global opportunity analysis and industry forecast, 2019-2026.
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THE CULTURED MEAT MARKET CONTINUES TO GROW

Global Market
size

Global market, values, cultured meat, 2020 vs 2025

US$
$17.3
206
Mrd.
million
2020

CAGR 15%

US$ 572
million

2025

Own representation based on Market Data Forecast (2020):
Global cultured meat market analysis by source, end-use, and by regional analysis - Global industry analysis, size, share, growth, trends, and forecast 2020-2025.
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CULTURED MEAT
●
●
●

●
●

The global cultured meat market size was estimated to be US$ 206 million in 2020 and
is forecast to reach US$ 572 million in 2025 at a CAGR of 15%.(1)
The global cultured meat market is estimated to be valued at US$ 15 million by 2021 and to reach a
value of US$ 19 million by the year 2026.(2)
The global cultivated meat industry received US$ 166 million total venture capital investment from
2016 to 2019, US$ 77 million alone in 2019.(3)
According to Kearney, cultured meat will outgrow novel vegan meat replacements between 2025 and
2040 with an annual growth rate of 41%.(4)
Cultured meat tech funding (disclosed deals and equity funding) increased from US$ 82 million in
2019 to US$ 275 million in 2020 ytd.(5)

1: Market Data Forecast (2020): Global cultured meat market analysis by source, end-use, and by regional analysis - Global industry analysis, size, share, growth, trends,
and forecast 2020-2025. 2: Reports and Data (2019): Cultured meat market analysis by source, by application, forecasts to 2032.
3: GFI (2020): 2019 state of the industry report. Cultivated meat. 4: AT Kearney (2019): How will cultured meat and meat alternatives disrupt the agricultural and food
industry? 5: CBInsights (2020): ‘Clean meat’ Is gaining momentum as Covid-19 squeezes traditional supply chains.
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Plant-based dairy

THE PLANT-BASED DAIRY ALTERNATIVES* MARKET
CONTINUES TO GROW

Global market
worth

Global market, market worth, pb dairy products, 2020 vs 2025

US$
$17.3
21
billion
Mrd.
2020

CAGR 11%

US$ 37
billion

2025
*By source: Soy, almond, rice, oats, hemp; by application: Milk, cheese, yogurt, ice cream,
creamers

Own representation based on Markets and Markets (2020): Dairy alternatives market by source (Soy, almond, coconut, rice, oats, hemp), application (Milk, cheese, yogurt,
ice creams, creamers), distribution channel (Supermarkets, health stores, pharmacies), formulation and region – Global forecast to 2025.
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PLANT-BASED MILK
●
●

●
●

Revenue from the global non-dairy milk market is set to reach more than US$ 38
billion by 2024, growing at a CAGR of more than 14% between 2018 and 2024.(1)
The global plant-based milk market will surpass 10 billion litres by 2024.(2)

Plant-based milk has entered mainstream, holding a US market worth of $ 1.9 billion and increasing
in US retail sales by 6% in April 2019 vs py (while cow milk’s decline by 3%).(3)
The plant-based milk market reached more than $ 2 billion in US sales in 2019, growing 14% between
2017 and 2019.(4)

1: Arizton (ReportBuyer, 2019): Non-dairy milk market - Global outlook and forecast 2019-2024. 2: Global Market Insights (2017): Plant milk market size by source, by sales channel, by
formulation, by packaging, regional outlook, growth potential, price trend, competitive market share & forecast 2017 – 2024. 3: SPINS, Plant Based Foods Association (2019): Dollar
sales of plant-based foods market U.S. 2017-2019. 4: SPINS, GFI (2020): Plant-based market overview.
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PLANT-BASED MILK
MORE DETAILED INFORMATION (US, growth in the year to September 2020):
FLAVOR

RETAIL SALES

REFRIGERATED

SHELF-STABLE

overall

US$ 2.4 billion

17%
US$ 2 billion

17%
US$ 274 million

Almond

US$ 1.5 billion

+13%

+10%

Oat

US$ 213 million

+351%

+106%

Soy

US$ 202 million

-5%

-2%

Coconut

US$ 125 million

+3%

+51%

Rice

US$ 45 million

-8%

+4%

Pea

US$ 43 million

+12%

+19%

1: SPINS/IRI cited from Foodnavigator USA (2020): Oatmilk edges past soymilk for #2 slot in US plant-based milk retail market.
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THE PLANT-BASED CHEESE MARKET CONTINUES TO GROW

Global Market
Value

Global market, market value, pb cheese, forecast 2020 vs 2030

US$
$17.3
2.5
Mrd.
billion

CAGR 10%

2020
Own representations based on Transparency Market Research (2020): Vegan cheese market.

US$ 7.0
billion

2030
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PLANT-BASED CHEESE
●
●

●
●
●
●

The global plant-based cheese market is likely to grow at a CAGR of over 15% during the
period of 2018 and 2024, estimated to surpass a global revenue of US$ 2.5 billion by 2024.(1)
Another study suggests the global vegan cheese market to reach US$ 2.5 billion by the end of 2020,
climbing towards US$ 7 billion by 2030 at a CAGR 10%.(2)

The US plant-based cheese market has reached US$ 189 million in US sales in 2019, with a sales
growth of 51% between 2017 and 2019.(3)
Plant-based cheese has grown by 19% in US retail sales in April 2019 vs py.(4)
Europe leads the global vegan cheese market followed by North America. The European market is
expected to continue leading the global vegan cheese market. By the end of 2030, it is expected to
hold nearly 40% of the overall market.(5)
1,3,6: Arizton (2019): Plant-based cheese market
- Global outlook and forecast 2019-2024.
p
2,5,6,7,8: Transparency Market Research (2020): Vegan cheese market.
3: GFI (2020): Plant-based market overview.
4: SPINS, Plant Based Foods Association (2019): Dollar sales of plant based foods market U.S. 2017-2019.
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PLANT-BASED CHEESE
MORE DETAILED INFORMATION (Global):
●
●
●
●
●
●
●

The mozzarella type comprised 34% of the global vegan cheese market share, followed by
parmesan making up 25% in terms of value.(1)
By form, the block segment leads the global market with a share of 30% while the sliced segment is
the fastest growing category with a CAGR of 12% from 2019 to 2024.(2)
Based on protein source, the almond segment is leading the vegan cheese market with a share of 37%
and coconut segment has a market share 23% in terms of value.(3)
Based on end use, the household segment is leading the vegan cheese market with a share of 59% and
food industry segment has a market share 23% in terms of value.(4)
The ﬂavored segment is leading the vegan cheese market with a share of 61% and regular segment
has a market share 39% in terms of value.(5)
In terms of sales channel, the B2C segment is leading the vegan cheese market with a share of 84%
and B2B is fastest growing segment with CAGR of 11% during the forecast period.(6)
p
1,2,3,4,5,6: Transparency Market Research (2020): Vegan cheese market.
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THE PLANT-BASED ICE-CREAM MARKET CONTINUES TO
GROW

Global Market
Value

Global market, market value, pb ice-cream, 2017 vs 2027

US
$17.3
$1
billion
Mrd.

CAGR 9%

2017
Own representation based on Future Market Insights (2017): Plant-based ice cream market.

US $ 2.5
billion

2027
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PLANT-BASED ICE CREAM
●

●
●
●
●

The global plant-based ice cream market is expected to grow to $2.5 billion by 2027,
increasing at a CAGR of 9%. By the end of 2017, the dairy-free ice cream industry is valued at
US$ 1 billion.(1)

Plant-based ice cream and frozen desserts hit US$ 407 million worth of retail sales in the US in 2019
with a retail growth of 28% and 88 new product launches within 2017 and 2019.(2)
The plant-based ice cream and novelty market has grown 27% in US retail sales in April 2019 vs py,
while conventional ice cream and frozen novelty has grown just 1%.(3)
The plant-based ice cream and frozen novelty market has reached US$ 336 million in US sales in 2019,
with a sales growth of 34% between 2017 and 2019.(4)
1: Future Market Insights (2017): Plant-based ice cream market.
2: Kerry Proprietary Consumer Research (2019-2020): Reinventing indulgence. Winning with plant-based ice cream & frozen desserts.
3: SPINS, Plant Based Foods Association (2019): Dollar sales of plant-based foods market U.S. 2017-2019.
4: SPINS, GFI (2020): Plant-based market overview.
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PLANT-BASED YOGURT
●

The global plant-based yogurt market is expected to reach US$ 10 billion by 2029.(1)

●

The global plant-based yogurt market witnessed a growth of 55% and retail sales of $162
million in 2018, growing at a CAGR of 16% between 2019 and 2024.(2)

●
●

The global demand for coconut yogurt will increase at a CAGR of 5% during the forecast period from
2019 to 2029.(3)
Demand for global soy non-dairy yogurt in global market roughly equates the value of US$ 2 billion and
will account for a share of 40% in total market revenue in the near future.(4)

●
●
●

The plant-based yogurt market has reached US$ 283 million in US sales in 2019, with a sales growth of
95% between 2017 and 2019.(5)

●

US retail value sales of plant-based yogurt has increased by 39% in April 2019 vs py.(6)
1,3,4: Future Market Insights (2019): Non-dairy yogurt market.
2: Arizton (2019): Non-dairy milk market - Global outlook and forecast 2019-2024.
5: SPINS, GFI (2020): Plant-based market overview.
64: SPINS, Plant Based Foods Association (2019): Dollar sales of plant based foods market U.S. 2017-2019.
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Plant-based ﬁsh and
seafood

PLANT-BASED FISH AND SEAFOOD
●

US plant-based seafood accounts for US$ 9.5 million of total US plant-based meat dollar
sales, equating 1%.(1)

… MORE TO COME...

1: GFI (2020): Plant-based market overview.
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Plant-based egg
alternatives

THE EGG ALTERNATIVE* MARKET CONTINUES TO GROW

Global Market
value

Global market, market value, egg alternative, 2018 vs 2025

$17.3
US$
1.4
Mrd.
million

US$ 1.6
million

CAGR 6%

2018

2025
*by type: Dairy Protein, Starch, Algae Flour, Soy-Based Products, and Others

Own representation based on Zion Market Research (2019): Egg replacement ingredients market.
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PLANT-BASED EGG ALTERNATIVES
●
●
●
●
●
●
●
●
●
●

The global egg alternative market had a value of US$ 1.4 million in 2018 and is
expected to exceed a value of US$ 1.6 million by 2025 with a CAGR of 6%.(1)
US sales of plant-based eggs was valued at $ 10 million with a growth of 228% from 2017 to 2019. (2)
The US market of plant-based eggs has grown by $ 6 million, equalling 38%, in April 2019 vs py.(3)

JUSTEgg has sold the equivalent of 40 million eggs by May 2020 and 50 million by August.(4)
According to JUST, egg is the fastest-growing plant-based category by far, with dollar sales surging
192% in the last year. The global egg replacement market was worth $966 million in 2016 and is
estimated to reach $1373 million by 2023, this being a conservative ﬁgure projected back at the
end of 2018 before the category surged. North America is leading the market.(5)
1: Zion Market Research (2019): Egg replacement ingredients market.
2: SPINS, GFI (2020): Plant-based market overview.
3: SPINS, Plant Based Foods Association (2019): Dollar sales of plant based foods market U.S. 2017-2019.
4: Vegconomist (2020): Vegan egg product segment is fastest growing plant-based category, outperforming Beyond Meat & Oatly.
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Plant-based baked goods

THE PLANT-BASED BAKING INGREDIENTS* MARKET
CONTINUES TO GROW

Global Market
worth

Global market, revenue, pb baking ingredients, 2020 vs 2025

$17.31.2
US$
Mrd.
billion

CAGR 6%

2020

US$ 1.6
billion
2025

*by product: ﬂour, oils, sweeteners, ﬂavoring agents, and others; by end product: cakes and pastries, bread and rolls, biscuits and cookies, and others
Own representation based on Grand View Research (2019): Vegan baking ingredients market.
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PLANT-BASED BAKED GOODS
●

The global vegan baking ingredients market size was valued at US$ 1.2 billion in 2020 and
is expected to reach a revenue of US$ 1.6 billion in 2025, growing at a CAGR of 6% from
2019 to 2025.(1)
○
○

By end product in 2018 bread and rolls held the largest share of more than 40%, followed by
biscuits and cookies, and cakes and pastries.
Cakes and pastries is expected to expand at the highest CAGR of 7% from 2019 to 2025.

●
●

Europe held the largest share of 34% in 2018.(1)

●

In the UK, vegan NPD has doubled over the past four year, rising from just 7% of all bakery launch
activity in 2016 to over 15% in 2019/2020.(2)
1: Grand View Research (2019): Vegan baking ingredients market.
2: Innova Market Insights cited from bakeryandsnacks.com/Hyslop, Gill (2020):
Ulrick & Short takes ‘big jump forward’ in improving vegan bakery with new functional egg replacer.
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Plant-based snacks and
ready meals

THE PLANT-BASED SNACK* MARKET CONTINUES TO
GROW

Global market
worth

Global market, market value, pb snacks, 2019 vs 2029

US$
$17.3
35
billion
Mrd.

CAGR 9%

2019

US$ 80
billion

2029
*Meat alternative, cereal-/grain-based, pb salted snack,pb snack bars, fruit and nut snacks, others
Future Market Insights (2020): Plant-based snacks market.
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PLANT-BASED SNACKS + READY MEALS
●

●
●
●

The global value of the plant-based snack market is expected to grow from a value of
US$ 35 billion in 2019 to US$ 80 billion by 2029, at a CAGR of 9%.(1)
○ Meat alternative snacks make up 22% of the global plant-based snack market and
are supposed to grow at a CAGR of 10% between 2019 and 2029.
○ Plant-based salted snacks make up 30% of the global plant-based snack market and are
supposed to grow at a CAGR of 8% between 2019 and 2029.
○ Plant-based snack bars make up 25% of the global plant-based snack market and are supposed
to grow at a CAGR of 9% between 2019 and 2029.
○ Fruit and nut snacks make up 18% of the global plant-based snack market and are supposed to
grow at a CAGR of 6% between 2019 and 2029.
○ Cereal/Grain based snacks make up 3% of the global plant-based snack market and are
supposed to grow at a CAGR of 7% between 2019 and 2029.(1)
The plant-based meal1)market holds a US market worth $ 387 million, increasing by 6% in 2019.(2)
1) no clear information on deﬁnition of “meal”
1: Future Market Insights (2020): Plant-based snacks market.
2: SPINS, Plant Based Foods Association (2019): Dollar sales of plant based foods market U.S. 2017-2019.
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3
Who is the consumer?

PLEASE NOTE:
There is no single deﬁnition of
“ﬂexitarians”, “vegetarians”, etc.
Please check the source for each
deﬁnition and method of data collection!

3% OF THE GLOBAL POPULATION ARE VEGAN
IPSOS(1)

FMCG
GURUS(2)

Vegan

3%

3%

Vegetarian

5%
4%m/6%f

11%

Flexitarian

14%

20%

Prescatarian

3%

Omnivore

73%
74%m/72%f

1: IPSOS (2018): An exploration into diets around the world.
2: FMCG GURUS cited from Vegconomist (2020): Study shows a 3rd of world population follow a diet based on reduction or elimination of meat.
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MEAT EATERS ARE MOST LIKELY TO BE 35-64 Y.O. WITH A
HIGH INCOME
●
●
●
●

Under 35 y.o. are signiﬁcantly more likely to be vegetarian (6%)compared to 35-64 y.o (3%). (1)
35-64 y.o. are signiﬁcantly more likely to be omnivorous (75%) compared to under 35 y.o (70%). (2)
Low income households are signiﬁcantly more likely to be ﬂexitarian (17% vs 13%) compared to
medium/high income households.(3)
High income households are signiﬁcantly more likely to be omnivorous (75%) compared to low income
households (67%).(4)

1,2,3,4: IPSOS (2018): An exploration into diets around the world.
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16% OF US-AMERICANS ARE FLEXITARIANS
GALLUP(1),(2) Quantilope(3)
Vegan

3%(1)

Vegetarian

5%(1)

1%

KERRY(4)
8%

4%

13%

Flexitarian

16%

16%

Prescatarian

4%

5%

Omnivore

75%

55%

4%m/6%f(2)

US

90%
of plant-based
consumers
are neither
vegan nor
vegetarian.(5)

1: GALLUP/Reinhart, RJ (2018): Snapshot: Few Americans vegetarian or vegan. 2: GALLUP/Hrynowsi, Zach (2019): What percentage of Americans are vegetarian?
3: Quantilope (2019): Winning the market with the perfect product portfolio. 4: Kerry (2019): Winning with plant-based. Unlocking the keys to success for a growing
market. 5: The NPD Group (2019): The Future of Plant-Based Snapshot.
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US-AMERICAN PB DIET FOLLOWERS ARE MOST LIKELY TO BE
YOUNG, NON-WHITE AND LIBERAL
●
●
●
●
●

US

Nonwhite Americans (9%) are three times as likely as white Americans (3%) to describe themselves as
vegetarian.(1)
11% of self-identiﬁed liberals identify as vegetarian, compared with 2% of conservatives and 3% of
moderates.(2)
Vegetarianism is less prevalent among older Americans: 2% of adults aged 55 and older say they adhere to
a vegetarian diet, compared with 8% of 18- to 34-year-olds and 7% of 35- to 54-year-olds.(3)
Signiﬁcantly more 40-69 year-olds make up potential buyers of plant-based meat products (61% vs 39%
18-39 y.o.).(4)
Current buyers of plant-based meat products are about evenly distributed across older and younger age
groups.(5)

1,2,3: GALLUP/Hrynowsi, Zach (2019): What percentage of Americans are vegetarian?
4,5: Quantilope (2019): Winning the market with the perfect product portfolio.

48

FLEXITARIANS DRIVE THE MARKET FOR PLANT-BASED FOODS

Vegan

BMEL/
FORSA(1)

YouGov(2)

1%

2%m/2%f

Vegetarian

5%

3%m/5%f

Flexitarian

55%

20%m/34%f

GfK(3)

IfD(4)

MDPI(5)

2%

2%

9%*
*Vegetarians or people that mostly avoid
meat

37%

Pescatarian
Omnivore

Germany

5%
31%
5%

57%
66%m/49%f
1: Forsa (2020): Forsa-Befragung des Bundeslandwirtschaftsministeriums zu Fleischkonsum / Ernährungsverhalten.
2: YouGov (2019): Wie veggie ist Deutschland? 3: GfK (2016): Immer schön ﬂexibel bleiben.
4: IfD Allensbach (2020): Auszug. AW A 2020. Allensbacher Marktanalyse, Werbeträgeranalyse. Codebuch.
5: MDPI/ Bryant, C.; van Nek, L.; Rolland, N.C.M. (2020) :European markets for cultured meat: A comparison of Germany and France. Foods, 9, 1152.

45%
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FLEXITARIANS DRIVE THE MARKET FOR PLANT-BASED FOODS
●
●
●
●
●
●
●
●

Germany

18% of all German households are consciously reducing certain conventional milk products. (1)
28% of German households have the potential to become milk reducers or to set a stronger focus on the
topic.(2)
61% of 14-29 y.o. and 64% of 30-44 y.o. have brought vegetarian or vegan alternatives before (49 %
overall).(3)
26% eat meat every day ( 34% in 2015).(4)
Frequent meat consumption is most common among men with 66% (w: 49%), whereas women are most
likely to be ﬂexitarian with 34% (m: 20%).(5)
Households over 70 y.o. Are most likely to be ﬂexitarians (52%), but less likely to be vegetarian (3%). (6)
Flexitarians buy compared to non-ﬂexitarians 386% more pb alternatives, 20% less meat and 18% less
sausages and spreads (“Wurst”).(7)
47% of German consumers are reducing their meat consumption due to environmental concerns. (8)

1,2: GfK (2020): Milchreduzierer bieten Alternativen für Wachstum. 3,4: Forsa (2020): Forsa-Befragung des Bundeslandwirtschaftsministeriums zu Fleischkonsum /
Ernährungsverhalten. 5: YouGov (2019): Wie veggie ist Deutschland? 6,7: GfK (2016): Immer schön ﬂexibel bleiben. 8: Beneo (2019): Consumer survey on health and
nutrition.
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FLEXITARIANS AND REDUCERS ARE MORE COMMON IN NORTH-WEST
EUROPE
Country

France

France

Belgium

Netherlands

UK

Souce

Beneo(1)

MDPI(2)

Beneo(3)

Beneo(4)

YouGov(5)

Vegan

2-3%

1%

2-3%

2-3%

1%

Vegetarian

3-4%

2%

3-5%

3-5%

3%

Flexitarian
Reducer

26%
36%

EUROPE

14%
38%

32%

Pescatarian

1%

3%

Omnivore

69%

73%

1,3,4: Beneo (2019): Consumer survey on health and nutrition.
2: MDPI/ Bryant, C.; van Nek, L.; Rolland, N.C.M. (2020): European markets for cultured meat: A comparison of Germany and France. Foods, 9, 1152.
5: YouGov(2019): Is the future of food ﬂexitarian? YouGov analysis of Brit's.

51

FLEXITARIANS DRIVE THE MARKET FOR PLANT-BASED FOODS
●
●
●
●

●

UK

35-64 y.o.(78%) are signiﬁcantly more likely to follow an omnivorous diet vs. under 35 y.o. (67%). (1)
Medium and High income households (76%) are signiﬁcantly more likely to follow an omnivorous diet vs.
Low income households (63%).(2)
Low income households are signiﬁcantly more likely to follow ﬂexitarian (14%) and vegetarian (12%) diets
vs. high income households (8%, 6%).(3)
In the UK, health is the number one motivation for those limiting or reducing meat consumption (49%).
Weight management is the second most popular reason (29%), followed by concern over animal welfare
(24%) and the environment (24%) are equal motivators.(4)
Flexitarians(19%), vegetarians(6%), vegans(4%) and pescatarians(4%) are most common in inner
London.(5)

1,2,3,4: IPSOS (2018): An exploration into diets around the world. 5: YouGov(2019): Is the future of food ﬂexitarian? YouGov analysis of Brit's.
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THE SHARE OF FLEXITARIANS I LOWER IN SOUTH EUROPE
Country

Spain

EUROPE

Portugal

Souce

Lantern(1)

Lantern(2)

Vegan

1%

1%

Vegetarian

2%

1%

Flexitarian

8%

7%

Reducer
Pescatarian

Omnivore

88%

1: Lantern Papers (2019): The green revolution. Entendiendo la expansión de la ola veggie.
2: Lantern Papers (2019): The green revolution Portugal.
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FLEXITARIANS DRIVE THE MARKET FOR PLANT-BASED FOODS
●
●
●

45% of Portuguese are reducing or have eliminated completely their consumption of red meat. (1)
54% are reducing or have eliminated other meats such as sausages and cold cuts.(2)
A third of ﬂexitarians, vegetarians and vegan have made the decision to change their diet in the last 2
years.(3)

●

55% of Spanish consumers are reducing their meat intake due to health concerns.(4)

1,2,3: Lantern Papers (2019): The green revolution Portugal. 4: Beneo (2019): Consumer survey on health and nutrition.

EUROPE
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THERE ARE LESS VEGANS/ VEGETARIANS IN EAST EUROPE
Country

Poland

Czech
Republic

Souce

Panel Ariadna(1)

Ipsos(2)

Vegan

2%

1%

Vegetarian

7%

3%

Flexitarian

EUROPE

4%

Reducer
Pescatarian

Omnivore

4%

0.4%
90%

1: Panel Ariadna cited from Roslinnejemy (2020): Plant-based meat and dairy landscape in Poland. Trends, products and consumer insights for 2020.
2: Ipsos for Association of Social Responsibility (2020): Trendy ve Stravování. Vybrané výsledky.
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FLEXITARIANS DRIVE THE MARKET FOR PLANT-BASED FOODS
Country

India

Souce

IPSOS(1)

GFI apac/CEVSN(2)

Vegan

19%

1%

Vegetarian

22%

4%

China

Flexitarian
Reducer

Japan

FMCG GURUS(3)

Singapore

YouGov proﬁles(4)
7%*
*including vegetarians

7%*

9%

*including vegans

32%

39%

4%

Pescatarian
Omnivore

ASIA

3%
90%
1: IPSOS (2018): An exploration into diets around the world.
2: GFI apac (2018): China plant-based meat: Industry report 2018.
3: MCG cited from Vegconomist (2020): Japanese consumers are reducing meat, prefer vegetables to meat substitute.
4: YouGov proﬁles (2020): The future is ﬂexitarian.

42%
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FLEXITARIANS DRIVE THE MARKET FOR PLANT-BASED FOODS
●

●

ASIA

India is the market which is most different to all other markets. 22% follow a vegetarian diet (second most
common diet in India), and 19% are vegan. Both diets are signiﬁcantly higher than all other markets. (1)
Only 32% of Indians regularly eat meat, and is the market with the lowest level of meat consumption. (2)
India

●
●
●

●

Plant-based meat is mostly consumed in ﬁrst tier cities - Beijing, Shanghai, Guangzhou, and Shenzhen - with
a share of 44%.(3)
48% of Chinese plant-based meat consumers are between 18 and 35 years old, and 26% are under 18. (4)
55% of plant-based meat sales occurred online in ﬁrst tier cities, compared to 36% of plant-based meat
sales occurring oﬄine in ﬁrst tier cities. Online sales are less relevant in other cities.(5)
China
Vegetarians or Vegans are most likely to be 35-44 y.o. (28%).(6)
Singapore
1,2: IPSOS (2018): An exploration into diets around the world.
3,4,5: GFI apac (2018): China plant-based meat: Industry report 2018.
6: YouGov proﬁles (2020): The future is ﬂexitarian.
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What does the consumer’s
purchase decision drive?

4

CONSUMER RESEARCH CROSS CATEGORY
●

●

US shoppers choose plant-based foods primarily to be healthier (56%) and because it tastes good
(42%), followed by the search for variety (41%). Sustainability (15%) and animal welfare (13%) rank
rather low. (1)
A US study by The GFI identiﬁed taste as most inﬂuential in motivating consumers to by plant-based
foods, followed by familiarity and tradition, freshness, health and nutrition and price. Altruistic
beneﬁts such as animal welfare ranked low.(2)

1: Mintel/Lightspeed cited from Plant based Foods Association (2020): Fancy Food Show presentation. 2: Parry und Szejda (2019): How to drive plant-based food
purchasing. Key ﬁndings from a Mindlab study into implicit perceptions of the plant-based category.
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CONSUMER RESEARCH CROSS CATEGORY

1: Mintel/Lightspeed cited from Plant based Foods Association (2020): Fancy Food Show presentation.
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CONSUMER RESEARCH PLANT-BASED MEAT ALTERNATIVES

1: Forsa (2020): Forsa-Befragung des Bundeslandwirtschaftsministeriums zu Fleischkonsum / Ernährungsverhalten.

61

CONSUMER RESEARCH PLANT-BASED MEAT ALTERNATIVES
●

●

●
●

Among those, who are reducing or excluding their meat consumption or want to do so in France,
Germany, UK and Netherlands, more than 40% state health, environment or animal welfare as a
reason.(1)
In France, Germany and Italy, among those, who are reducing their meat consumption, but are not
willing to give it up completely (ﬂexitarians), health is the most dominant motivation. Health is less
relevant in the Netherlands. (2)
For those who have already given up meat, environmental and animal welfare concerns are the key
drivers.(3)
Those who are tempted, but have not yet taken any steps to reduce their meat intake perceive the
price to be to high and have concerns about the environmental beneﬁts and nutritional aspects. (4)

1,2,3,4: Griﬃth Foods (2020): White Paper. The Lost Millions. New Consumer Insights & Perspectives on Meat Reduction & Alternative Proteins.
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CONSUMER RESEARCH PLANT-BASED MEAT ALTERNATIVES
●
●
●
●
●

●
●

In the US, 52% consume pb meat at least one a week at home.(1)
The greatest purchase driver is to try something new (34%), followed by the avoidance of red meat
(28%) and health reasons (reducing high cholesterol) (28%).(2)
Taste is by far the most important attribute (41%), followed by high protein (24%) and naturalness
(20%).(3)
Beans and legumes are the preferred protein sources (63%) followed by nuts (53%) and lentils (51%). (4)

In the UK, health is the number one motivation for those limiting or reducing meat consumption (49%).
Weight management is the second most popular reason (29%), followed by concern over animal
welfare (24%) and the environment (24%) are equal motivators.(5)

1,2,3,4: Kerry (2019): Winning with plant-based. Unlocking the keys to success for a growing market.
5: IPSOS, Game Changers (2018:) An exploration into diets around the world.
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CONSUMER RESEARCH PLANT-BASED DAIRY ALTERNATIVES
●
●
●

●

●
●
●

Almost half of all US plant-based dairy alternative consumers also buy conventional dairy products.
Only 12% of US plant-based dairy alternative consumers are true dairy avoiders.(1)
Taste is the most important criterion regarding plant based ice-cream and frozen desserts for US
consumers.(2)
Among milk, yogurt, frozen desserts and ice-cream, US shoppers tend to use brands as a ﬁlter and rely
on trusted brands to use healthy ingredients.(3)
Plant-based cheese and yoghurts are still underdeveloped offering huge growth chances. According to
a recent study conducted in several European countries only 30% of people have already purchased
and tried plant-based cheese. This same study which was conducted by ProVeg also revealed that the
consumption rate of plant-based yoghurt is 56%.(4)

18% of German households are deliberately reducing certain dairy products.(5)
1,2,3: Cargill (2018): The shifting global dairy market. Ushering in a new era of dairy products.
4: ProVeg International (2019): European consumer survey on plant-based foods. Describing the product landscape and uncovering priorities for product development
and improvement. 5: GfK (2020): Milchreduzierer bieten Alternativen für Wachstum.
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CONSUMER RESEARCH PLANT-BASED CHEESE ALTERNATIVES
●
●
●
●
●
●
●

In the US 52% consume pb cheese at least once a week at home, 70% plan to do so in the nect three
months.(1)
51% of plant-based cheese respondents also consume traditional cheese.(2)
The top purchase driver for US consumers is health ( lowering cholesterol) (32%), followed by
nutritional beneﬁts (less fat) (25%).(3)
The most important attribute for US consumers is taste (28%), followed by dairy-free (25%) and ability
to melt (19%).(4)
The preferred ingredient in the US is almond (41%) followed by cashew (35%).(5)
Cheddar (40%) and Mozzarella (36%) have the greatest appeal of variety. Sliced (48%) and shredded
(47%) cheeses have the greatest appeal in format.(6)
71% of US consumers state that pb cheese should mimic conventional cheese. (7)

1,2,3,4,5,6,7: Kerry (2019): Winning with plant-based. Unlocking the keys to success for a growing market.
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CONSUMER RESEARCH PLANT-BASED YOGURT ALTERNATIVES
●
●
●
●

In the US, 60% consume pb yogurt at least one a week at home. 78% are likely to buy it in the next
three months.(1)
The greatest purchase driver is nutritional beneﬁts (high in protein, less fat) (26%), followed by health
reasons (makes me physically feel better) (24%).(2)
Taste and dairy-free are the most important attributes.(3)
Almond, followed by coconut, are the preferred ingredients.(4)

1,2,3,4: Kerry (2019): Winning with plant-based. Unlocking the keys to success for a growing market.
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About us

PRO
HEALTH

PRO
ANIMALS

PRO
ENVIRONMENT

ProVeg is an international food awareness
organisation working to transform the global food
system by replacing conventional animal products
with plant-based and cultivated alternatives.

PRO
JUSTICE

PRO
TASTE

ProVeg helps food producers, retailers, and
caterers to develop more plant-based products
and make them more accessible. In turn, this
allows organisations to ﬁnancially beneﬁt from the
growing demand for plant-based options.
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Senior Consumer Research Scientist
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