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Methodology

One thousand and one interviews were conducted among adults
ages 18-80 from August 26 to August 30, 2021 and were
weighted to ensure proportional results.

The Bayesian confidence level for 1,000 interviews is 3.5, which is
roughly equivalent to a margin of error £3.1 at the
95% confidence level.

Statistical Significance

Something is statistically significant if the result cannot
be attributed to random chance. Statistical significance in
this presentation should be compared within each
demographic (e.g., age, race, gender).

This research was supported by funding from the Soy Nutrition Institute
and United Soybean Board.
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Key Findings

Most Americans have consumed plant-based
meat alternatives in the past year

Americans who consume plant-based meat products
reported a variety of eating frequency habits, with 2 out of 5
eating them daily or weekly, and 1 out of 4 eating them
monthly or less often. Most consume plant-based meat
products at home.

Consumers are open to a variety of plant-based
proteins and seek clarity in their descriptions

The term “plant-based” is a top descriptor across
demographics. Consumers identified straightforward
product naming as clear and accurate, including terms like
“100% plant-based patty” and “meatless patty.”
Transparency of primary ingredients is important, such as
“soy” or “soy-based” for products made primarily from soy
protein.

Consumers value health benefits associated
with plant-based meat alternatives

Across demographics, healthfulness and high-quality protein
are top reasons for choosing plant-based meat alternatives, in
addition to liking the taste of the products. Heart health as
well as protein content and quality are top health-related
reasons for consuming plant-based meat.

Health websites, food packages and food
company websites are top sources of information
about plant-based meat alternatives

Of those who are interested in more information about plant-
based meat alternatives, the top cited sources included health
websites, product packaging and food company websites,
followed by government websites and dietitians. Additionally,
consumers who identified reasons for consuming plant-based
meat alternatives use the Nutrition Facts label and ingredient
list as top sources of information. o\ YO‘
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Half of respondents indicated that they do not follow a specific eating pattern or diet. Of
those who do follow a specific diet, low-carb, clean eating, calorie counting, and plant-
based were the most common diets tried over the past year.

Eating pattern and/or specific diet over the past year

|

| do not follow a specific eating pattern or diet

Low-carb
Clean eating

Calorie counting
Plant-based
Intermittent fasting
Gluten-free
Flexitarian

High-fat

Vegetarian
Mediterranean
Cleanse

Ketogenic

Vegan

Carb-cycling

Other

Paleo

DASH

Whole 30
Personalized based on DNA test results
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Q4: Which of the following best represents your eating pattern and/or specific diet over the past year? Select all that apply. Base = 1,001



65% of Americans have consumed plant-based meat alternatives in the past year,
with 2 in 5 eating them daily or weekly. Most indicated they had consumed them at

home.

Consumption of plant-based meat alternatives

At your Other
worksite

I consumed them daily _
Of those who have consumed or would consider trying plant-based

meat alternatives, locations where they have (or would) consume them
I consumed them weekly _ 100%
90%
80%
70%
I consumed them monthly or less often 60%
()
50%
40%

I did not consume them over the past year, - 20% 40%
but would like to try them in the future 32%
i 20% 25%
10%
0,
| have not consumed them over the past year, 0% .
. . . . At your home Ina In a quick  In someone
and | am not interested in trying them in the future restaurant  service or  else’s home
fast-food
restaurant

0% 10% 20% 30% 40% 50%

Q2: Thinking about the types of food products you've consumed over the past year, which of the following is true about your consumption of plant-based meat alternatives? Examples of foods in this category are burgers, chicken, fish, sausages and other products that
attempt to mimic the flavor and texture of animal protein but are made with only plant products. Some companies that make these products and sell them i|7grocery stores, restaurants and other eating establishments include Beyond Meat®, Impossible™, Lightlife™ and

MorningStar Farms®, etc. Base = 1,001;
Q3: Thinking about eating locations, where have you (or would you) consume plant-based meat alternatives? Select all that apply. [Excluding “I have not consumed them over the past year, and | am not interested in trying them in the future” from Q2] Base = 776
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Impressions of Plant-Based
Meat Alternatives




To elicit unaided descriptions of plant-based meat products, respondents
were shown the following images and asked what they would call each
product

Then, respondents were shown lists of statements or terms and asked to
identify the ones that best describe each product (aided descriptions).

? Information
Council
Q5: The images above show pictures of foods made without animal meat. If you described the food shown in the image above to a friend, what name would you call it? [open end] NOTE: n = 46 (5%) of respondents indicated “don’t know,” “nothing,” or other equivalent

nondescript response and were excluded; the remaining n = 955 respondents indicated 1+ words: n = 965 words included in the summary



The image of the plant-based burger alternative elicited
mainly descriptive or informative word associations

v/
90,6

Plant-based cheeseburgermb(,,

Veggle burger

Ty Q Plant based

The most common
words include:
“burger” (n=218),

“hamburger” (n=93), v,g,

“veggie burger” (n=76), ‘O&QS& & Q oFaaneg ,Ql;lgrger
“cheeseburger” (n=49), , 5 Hea.my /’ DD g
“plant-based burger” (n=39), Pl Nt bu 9 0@ “%xé’o
“plant burger” (n=31), §’ Nohllwevg}gg%gger F""ge;’g,g ' /:W f

‘ » deidentified (n=26), s P W b ! e &
“meatless burger” (n=21), 2 Heanhyburgerpake meat *

“fake burger” (n=19), g C h eese b g e r'

“vegan burger” (n=18),

Plant-based burger
Meatless burger

Key:

- Descriptive/Informative words

[]

- Positive sentiment
10

- Negative sentiment
‘ ing,” or other equivalent

f foods made without animal meat. If you described the food shown in the image above to a friend, what name would you call it? [open end] NOTE: n = 46 (5%) of respondents indicated “don’t know,” “nothing,

Q5: The images above show pictures of foods made without ani
nondescript response and were excluded; the remaining n = 955 respondents indicated 1+ words: n = 965 words included in the summary. Brand names de-identified per IFIC policy.
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The image of the plant-based burger alternative elicited
mainly descriptive or informative word associations

The most common words include:

Plant based cheeseburger”’bg,

Descriptive: Brand: g R
Veggie.burger
+ “hamburger” (n=93) c " (n=9) % uicy DUNEL ...
+ “veggie burger” (n=76) . " (n=2) et P Plant-baséd
« “cheeseburger” (n=49) . " (h=1) \) Dé‘c&;'ﬁee‘z,\ »
* “plant-based burger” (n=39) - * " (n=1) \0 . ....“f?.@e) Pt Fa k’Qegethlb:!g!‘r.ger
@S\ ) E7A Juicys 0. %, &
QQQPI bVegg - Healthy ¥ £ w g{m((g q%%% $Q
Positive sentiment: Negative sentiment: sl a t U g @—hm; e zx(é@
° “good» (n=13) N udry” (n=4) g - N I:nehfa:fegtjuéztger FakeDry Tasty @iﬁ%‘;‘ fgq?
e “delicious” (n=11) e “bad” (n=3) g % e Meafreebuger Nunaa e ICIOUS Mest ateratves -
* ‘“great” (n=5) * “crap” (n=3) & e r“
* ‘“healthy” (n=5) * ‘“boring” (n=2) L Healthy burger Fake eat
* “healthy burger” (h=5) * “fake food” (n=2) @ h b
* “junk” (n=2) 3 C eese rg e r
* “nasty” (n=2) P I Looks like real meat
| mloss (=2 ant based burger

- Descriptive/Informative words
- Positive sentiment
- Negative sentiment

Q5: The images above show pictures of foods made without animal meat. If you described the food shown in the image above to a friend, what name would you call it? [open end] NOTE: n = 46 (5%) of respondents indicated “don’t know,” “nothing,” or other equivalent
nondescript response and were excluded; the remaining n = 955 respondents indicated 1+ words: n = 965 words included in the summary. Brand names de-identified per IFIC policy.
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Similarly, the image of the plant-based chicken alternative
elicited mainly descriptive or informative word associations

Plant"cvh‘icken

\\QT

ender
"0 Plant- based chlcken

q}f Nuggetss

The most common
words include:

“chicken” (n=120),
“chicken tenders” (n=72),

Frled flsh

\l~ i °i Chicken f,nger “chicken strips” (n=48),
\ Delicious{ / 3 h Fale Frled chicken “nuggets” (n=43),
Q Meatless Health Vegan nuggets FlShPIant nugget 4 “ . ” —
O chicken nuggets” (n=28),
h | Cke D te n ‘ e lg:S,,k i “fake chicken” (n=27),

“crispy” (n=17),

“plant-based chicken” (n=17),
“fish” (n=14),

“tender” (n=14)

Looks like: chlcken
Chlcken f|IIet

Cmpy Ch'Cke Plant based
“Chicken fry Veggie tenders

Plant-based chlcken tenderso 6FISh et e

Veggle Ch\C en

Plant-ba icken sf ps@ O
Non-chicken tend 9 ﬁ;,
e Somase oo Num
o
o o e;%ﬁ
ort Fake nugges . S
+nne e IMitation chicken
Non-meatchicken

Veggle nuggetS Crl F |ed gMeatIess chicken

vvvvvvvvvvv

Key:

- Descriptive/Informative words

[l Positive sentiment Food YO‘

Il Negative sentiment 12 Information
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Q5: The images above show pictures of foods made without animal meat. If you described the food shown in the image above to a friend, what name would you call it? [open end] NOTE: n = 64 (6%) of respondents indicated “don’t know,” “nothing,” or other equivalent
nondescript response and were excluded; the remaining n = 937 respondents indicated 1+ words: n = 943 words included in the summary. Brand names de-identified per IFIC policy.



Similarly, the image of the plant-based chicken alternative
elicited mainly descriptive or informative word associations

The most common words include:
Plant chlcken

oz I Descriptive: Brand:
. Q F”ed e * “chicken” (n=120) o " (n=10)
,\ﬂs\ Te deré 23 « “chicken tenders” (n=72) + *“ ” (n=6)
* “chicken strips” (n=48) o © 7 (n=3)

P ant- based chlcken

Q lon-meat : ¢ “nuggets” (n=43) ° “ ! (n=1)

....... e N g g etS Y - “chicken nuggets” (n=28) - * " (n=1)

’ c\)b S~ sammyChicken fmger N _ © “BrandI"(n=1
palicious 7 = hi C k nFrned chicken Positive sentiment: Negative sentiment:
Meatless Y F|sh“"“"” e * “healthy” (n=8) « “pbad” (n=3)

“disgusting” (n=3)
“dry” (n=3)
“boring” (n=2)
“foul” (n=2)
“inedible” (n=2)
“lab meat” (n=2)
“not real” (n=2)
“processed” (n=2)
“tasteless” (n=2)
“tastes bad” (n=2)
“yucky” (n=2)
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*  “tasty” (n=8)

* “delicious” (n=6)

« “good” (n=4)

* ‘“great” (n=3)

* “healthier choice” (n=3)
* “nice” (h=3)

Iant based nuggetNon-chlcken o

hIC gget
Frled

Veggle nuggets C Meatless chlcken

Plant-based chlcken nugget@ pyéﬁ?k'gi H,I.(e? Ch'Cken
Crlspy chlcken

@P's‘gg.tg%%gd ?.
Plant-based chicken tenderso /5F'3h il 5o

Veggle Cth en

- or WDisgusting Healthyn t\/egan nuggets Plant nugget
g l l k Flllet ‘ e

Soy chicken

Pla (baedhkentps@

Key:

- Descriptive/Informative words
- Positive sentiment
- Negative sentiment

Q5: The images above show pictures of foods made without animal meat. If you described the food shown in the image above to a friend, what name would you call it? [open end] NOTE: n = 64 (6%) of respondents indicated “don’t know,” “nothing,” or other equivalent
nondescript response and were excluded; the remaining n = 937 respondents indicated 1+ words: n = 943 words included in the summary. Brand names de-identified per IFIC policy.



Nearly 6 out of 7 of the word associations for each image were descriptive
in nature (e.g., burger, chicken)

Comparison of words for plant-based meat alternatives

100%
90%
80%
70%
60%
50%
40%
30%

20%

e | - o
I I

Descriptive/ Positive Negative Brand/
Informative words sentiment sentiment Product names
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Q5: The images above show pictures of foods made without animal meat. If you described the food shown in the image above to a friend, what name would you call it? [open end] NOTE: some respondents indicated “don’t know” or an equivalent and were excluded; others
indicated multiple words: burger n = 965 words; chicken n = 943 words



When shown a list of terms, “plant-based burger,” “veggie
burger,” and “meatless burger’ were the most-commonly
selected descriptions respondents chose for the plant-based
burger shown in the image

Which of the following best describes the food in this image? (Top 3)
IlllllmMIllllIIIIIIIIIIIIIIIIIIIIIIII:m%]

[ 13% L e e
TS 35%
T o0 29%
o7 N 25%
TS0 24%
SO 22%
EECo N 21%
I 16%
| 5% L
IR 11%
NG 0%
29

Meat analogue 5%
Soy meat analogue 5%

Other B 1%

Veggie burger
Meatless burger
Plant-based meat
Vegetarian burger
Meat alternative
Vegan burger
Meat substitute
Imitation meat
Plant-based alternative protein product
Soy burger
Soy-based burger
Soy patty

{ Plant-based burger

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
B#1 E#20r3
International 101
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Q6: Which of the following best describes the food in this image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3] Base = 1,001



Knowing the burger was made primarily from soy protein, the
terms “soy burger,” “soy-based burger,” and “soy patty” were
the top descriptions chosen for the plant-based burger shown
in the image

Descriptions if product made primarily from soy protein (Top 3)
[ Soy burger 42% ]

Soy-based burger 39%
Soy patty 34%
Veggie burger 23%
Plant-based burger 22%
Meatless burger 22%
Plant-based meat 19%
Vegetarian burger 18%
Vegan burger 16%
Meat substitute 13%
Meat alternative 13%
Soy meat analogue 11%
Plant-based alternative protein product 11%
Imitation meat 10%
Meat analogue 6%

Other | 0.2%
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

H#1 B#2o0r3
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Food
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Q8: If you knew that the food product in this image was made primarily from soy protein, which of the following best describes the food in the image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3] Base =
1,001



Soy-specific descriptions were used less frequently initially. A
significantly higher proportion of soy-specific terms (soy burger,
soy-based burger, soy patty, soy meat analogue) were used when
respondents knew the product was made primarily made from soy protein.

Comparison of descriptions, sorted by frequency of top 3 general description

Plant-based burger

Veggie burger

Meatless burger

Plant-based meat

Vegetarian burger

Meat alternative

Vegan burger

Meat substitute

Imitation meat

Plant-based alternative protein product

Soy burger
Soy-based burger

Soy patty
Meat analogue
[ Soy meat analogue

Other
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
ETop 3 description B Top 3 description if knew soy-based
International 101
f Statistical significance indicated by arrow 17 Food o
Iinformation
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Q6: Which of the following best describes the food in this image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3]; Q8: If you knew that the food product in this image was made primarily from soy protein,
which of the following best describes the food in the image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3] Base = 1,001



When shown a list of terms, “plant-based chicken” and
“meatless chicken” were the most-commonly selected
descriptions respondents chose for the plant-based product
shown in the image

Which of the following best describes the food in this image? (Top 3)

Meatless chicken 13%
Vegan chicken 12%
Plant-based strips
Vegetarian chicken
Veggie strips
Meat alternative
Meat substitute
Imitation meat
Plant-based alternative protein product
Soy strips
Soy-based strips
Meat analogue
Soy meat analogue

[ Plant-based chicken 17%

NS 5%
220 3%

Other I 1%
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
B#1 B#20r3
International fo‘
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Q7: Which of the following best describes the food in this image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3] Base = 1,001



Knowing the product was made primarily from soy protein,
the terms “soy strips” and “soy-based strips” were the top _
descriptions chosen for the plant-based product shown in the
iImage

Descriptions if product made primarily from soy protein (Top 3)

[ Soy strips 19%
Soy-based strips 16%
Plant-based chicken 10%
Meatless chicken 9%
Vegan chicken 7%
Plant-based strips 6%

Vegetarian chicken 5%
Veggie strips 7%
Soy meat analogue 16%
Meat substitute 4% 15%
Meat alternative 13%
Plant-based alternative protein product 12%
Imitation meat 10%

Meat analogue 6%
Other P 1%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
B#1 E#2o0r3
International 101
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QO9: If you knew that the food product in this image was made primarily from soy protein, which of the following best describes the food in the image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3] Base =
1,001



Similar to the burger, soy-specific descriptions were used less frequently
initially for the plant-based chicken product. A significantly higher . ; : '

proportion of soy-specific terms (soy strips, soy-based strips, soy meat
analogue) were used when respondents knew the product was made
primarily made from soy protein.

Comparison of descriptions, sorted by frequency of top 3 general description

Plant-based chicken
Meatless chicken

Vegan chicken
Plant-based strips

Vegetarin cicken ————s &
Vegie strps

Meat alternative f

Meat substiute T &
Imitation meat f
Plant-based alternative protein product f

Soy strips hﬂl f
Soy-based strips

40%

Meat analogue

6%

| Soy meat analogue _ piin— ]

Other !’

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
ETop 3 description B Top 3 description if knew soy-based
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Q7: Which of the following best describes the food in this image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3]; Q8Q9: If you knew that the food product in this image was made primarily from soy protein,
which of the following best describes the food in the image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3] Base = 1,001



Roughly 7 out of 10 respondents indicated “100% plant-based patty” and
“plant-based patty” are accurate and clear statements about plant-based
meat alternatives.

Accuracy of plant-based meat alternative statements

Meatless Patty 7% | 23% 30% 36%
Non-meat Patty 9% | 23% 30% 32%
Chik’n Patty 16% | 239% 14% 13%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
B 1 (Inaccurate and Misleading) o2 O3 m4 B 5 (Accurate and Clear)
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Q10: On a scale from 1 to 5 where 1 means inaccurate and/or misleading and 5 means accurate and/or clear, how accurately does each statement describe plant-based meat alternatives? Base = 1,001
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The most common reasons for consuming plant-based meat alternatives
include healthfulness, high quality protein, and liking the taste.

Reasons for consuming plant-based meat alternatives (Top 3)

Healthfulness 14% 39%
High quality protein 11%
Like the taste 11% 33%
Environmental/sustainability benefits 7%
Health claims/certifications 9%
Meets my dietary needs 6%
The price 6%
Heard or read that it's good for me 7%
Doctor/health professional advised me to eat them 6%

Like the texture 4%
Other members in my household like them K}

Religious or moral reasons [ 8%
other [l 1%

N/A (I'm not interested in consuming plant-based meat... | GTczczIEGINGIGzG 13>
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Q11: Thinking about the reasons you may choose to consume plant-based meat alternatives, which of the following are (or would be) your top reasons for choosing these products? Please select your top 3 reasons, and rank them as 1 (top reason), 2 (second reason) and 3 (third reason). [Top 3] Base = 1,001



Half of the respondents indicated they would use the Nutrition Facts
label or ingredient list as information sources when choosing a plant-
based meat product.

Location or sources of information that is important for
choosing plant-based meat alternative products (Top 2)

Nutrition Facts label 25% 26% 52%

Ingredient list 24% 25% 49%

By searching for the

. . . 15% 14% 29%
information online

Front-of-package claims 10% 15% 26%

Familiarity with product 14% 11% 25%

Front-of-package
symbols/icons

10% 9% 19%

Other I 1%
0% 10% 20% 30% 40% 50% 60%
B#1 m#2
International wo‘
04 Food ">~
Iinformation
Council

Q12: You mentioned that [top reason from Q11] is the top reason you consume (or would consume) plant-based meat alternatives. How would you know this information when choosing a plant-based meat alternative product? Please indicate and rank your top 2 sources
and/or ways you find accurate information, using a rank of 1 for your primary source and 2 for your secondary source. [Top 2; excluding “Not applicable (I'm not interested in consuming plant-based meat alternatives)” from Q11] Base = 873



Of those who would consume plant-based meat because of
healthfulness, high quality/complete protein, heart health, and protein
content were the top reasons.

Health benefits important to you when considering plant-based alternatives (Top 3)

High quality/complete protein 15% 28% 43%

Heart health 14% 27% 41%

Protein content 17% 23% 40%

Vitamins and minerals 31%

Weight management
Cholesterol content
Longevity/healthy aging 26%
Fat content 7% 22%
Fiber content
Sodium content 16%
Muscle health 4% 7% 11%
Other . 1%
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
m#1 E#2o0r3
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Q13: You mentioned “Healthfulness” is a reason you may consume plant-based meat alternatives. Which of the following health benefits, if any, would be most important to you, personally, when considering plant-based meat alternatives? Please select your top 3 health

benefits, and rank them as 1 (top benefit), 2 (second benefit) and 3 (third benefit). [Top 3; must select “Healthfulness” on Q11] Base = 395



More than half of the respondents would be interested in vegetable-, grain-,
nut-, seed-, bean-, and lentil-based alternative protein sources. Fermented
food products and cellular/lab grown protein sources had the lowest interest.

Interest in plant-based meat alternative protein sources

Vegetables (mushrooms, potatoes, and others) 8% 22% 24% 32%
i
g Grains (rice, quinoa, wheat, oat, and others) 10% 24% 25% 28%
?
©
S Nuts and Seeds 8% 24% 25% 27%
o
Beans and/or Lentils 10% 23% 25% 26%
=
S L
O S
Q O
n o Pea 12% 26% 23% 19%
— S A~
s § °73 Fermented food products 16% 25% 15% 12%
E4S 8
s g 22
5EE% Cellular/Lab Grown 1% 2%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
B 1 (Not at all interested) m2 =3 m4 B 5 (Very interested)
International wo’
26 Food ">~
Information
Q14: On a scale from 1 to 5 where 1 is not at all interested and 5 is very interested, please rate your interest in trying the following plant-based meat alternative protein sources. [4 or 5 out of 5] Base = 1,001 Council

*Note that some percentages include rounding



Compared to fermented food products or cellular/lab grown alternative
protein sources, a significantly higher proportion of respondents would be
interested in any of the other protein sources.

Interest in plant-based meat alternative protein sources (4 or 5 out of 5)

ol
(9}
X

Vegetables (mushrooms, potatoes, and others)

[7)]
[}
?
©
S Nuts and Seeds 52%
o
e & Soy 42% ﬁ
S L
QO S
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§2°73 Fermented food products 27%
= ©c 0
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Q14: On a scale from 1 to 5 where 1 is not at all interested and 5 is very interested, please rate your interest in trying the following plant-based meat alternative protein sources. [4 or 5 out of 5] Base = 1,001



A significantly higher proportion of respondents rated taste and price for animal protein
higher than plant- and soy-based meat, and rated healthfulness and environmental
sustainability for plant- and soy-based meat higher than animal protein. Plant-based meat
had higher taste and healthfulness ratings than soy-based meat alternatives.

4 or 5 out of 5 for taste of: 4 or 5 out of 5 for price of:

Plant-based meat alternative f Plant-based meat alternative 43%

Soy-based meat alternative _ Soy-based meat alternative _

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%

4 or 5 out of 5 for healthfulness of: 4 or 5 out of 5 for environmental sustainability of:

Plant-based meat alternative ‘ Plant-based meat alternative f
Soy-based meat alternative _ f Soy-based meat alternative _ f

Meat/animal protein 53% Meat/animal protein 46%
0% 20%  40%  60%  80%  100% 0% 20%  40%  60%  80%  100%
International fo‘
. Statistical significance indicated by arrow 28 Food

!nff)rmation

Q15: Please use the slider scales below to rate your opinion of qualities (taste, price, healthfulness, environmental sustainability) of plant-based meat alternatives, soy-based meat alternatives, and meat/animal protein. Base = 1,001



!nfgrmation

Information Sources about Plant-
Based Meat Alternatives

29



Overall, 9 out of 10 respondents would seek information about plant-based meat from one
of the listed sources (only 9% indicated they didn’t want more information (or hadn’t heard)
about plant-based meat alternatives). Health websites and food packaging were the most
common sources respondents would look to for information about plant-based meat.

If you wanted more information about plant-based meat alternatives, which of the sources below would you look to?
[ Health websites 36% ]

On a food package 29%
A food company website 21%
Government website 20%
Dietitians 19%
While shopping at the grocery store 18%
Doctor’s office/health care providers 18%
Friends and family 17%
Cooking television shows 13%
Traditional news sources 12%
While shopping online 11%
Academic institution websites 10%
Social media platforms 10%
Independent trade organization website 9%
Cooking blogs 9%
In a restaurant 8%
Diet companies 7%
Celebrities 4%
Other [ 1%
| don't want (or haven't heard) info about plant-based meat IIIIIN ©%

0% 10% 20% 30% 40% 50%
m#1 E#20r3
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Q16: If you wanted more information about plant-based meat alternatives, which of the sources below would you look to? Please select your top 3 reasons, and rank them as 1 (top reason), 2 (second reason) and 3 (third reason). Base = 1,001
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Demographics

White | 67%

@18-24 (7%) Black or :I 15%

@ Female (51% African American ?
emale (51%) BYes (2%) M 2534 (21%) e
W Male (49%) B No (97% B 35-44 (18%) Pacific Islander :I 14%
. of 0) o Hispanic/Latino/
B Non-Binary (0.2%) B45-54 (19%) Spanish descent :I 7%
B Choose not to o . .
@ Prefer not identify (1%) | 5564 (18%) ﬁ:‘n Aei;:s; ,an;ﬂ'i?,g :I 3%
to say (0.1%) B 65+ (18%)

Native Hawaiian ‘ 5%

Other ‘ 3%

B Less than high school (1%) B Northeast (18%)

B South (37%)
B Midwest (23%)
O West (21%)

B Single, never married (29%)
B Graduated high school (21%) W Married (48%)

B Some college (no degree) (20%) B Living with a partner (7%)
@ Divorced or separated (12%)

B Widowed (4%)

International VO 1
32 Food

Information

Council

O Associate’s degree or technical
or vocational school (13%)

Q17: Which of the following best represents your gender identity?; Q18: Do you identify as a Transgender Person?; Q19: What year were you born?; Q20: What is the highest level of education you have completed?; Q21: Which best describes your race or ethnicity? Please
select all that apply (*Respondents can select multiple categories); Q22: What is your marital status?; Q23: In what state do you currently live? (condensed to 4 US census regions)
Base n=1,001



Consumers with no role in decision-making or shopping
for food products were excluded from the study

Role as a decision maker and shopper

Decision maker about food products

1%

= | am the primary person with
this role in my household

| share role with spouse,
partner, roommates, and/or
others living in household

= | have no role - someone else
in my household is the primary
person with this role

33

Shopper for food products
2%

International VO 1
Food

Information
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Q1: Thinking about choosing and shopping for food-related products (including groceries, foods prepared outside of the home, etc.), which of the following best describes your role as the decision maker and/or shopper?

[Respondents who indicated “I have no role” as a decision maker AND shopper were terminated from the study] Base = 1,001
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@FoodInsight
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Q1.: Thinking about choosing and shopping for food-related products (including groceries, foods prepared
outside of the home, etc.), which of the following best describes your role as the decision maker and/or

shopper?

Decision maker about food products Shopper for food products
| am the primary person with| | share role with spouse, | have no role - someone |l am the primary person with| | share role with spouse, | have no role - someone

this role in my household |partner, roommates, and/or| else in my household is the | this role in my household |partner, roommates, and/or | else in my household is the

others living in household |primary person with this role others living in household |primary person with this role
Gender Female 74.2% 25.8% 0.0% 75.0% f 23.5% ‘ 1.6%
Male 68.0% 30.3% 1.6% 65.8% ; 32.4% f 1.8%
18-34 years old [A] 75.4% f 23.9% ! 0.7% 69.6% 27.5% 2.9%
Age 3554 years old [B] 75.6% 1 23.8% § 0.5% 75.1% 4 23.6% ¥ 1.4%
55+ years old [C] 62.8% ¥ 36.1% 1 1.1% 66.2% § 32.7% 4 1.1%
Education Non-college 69.4% 29.7% 1.0% 68.6% 28.7% 2.6%
College 72.2% 27.1% 0.7% 71.7% 27.2% 1.0%
Northeast [A] 74.2% 25.8% 0.0% 73.6% 25.3% 1.1%
Region South [B] 70.6% 28.9% 0.5% 70.3% 27.0% 2.7%
Midwest [C] 70.0% 28.8% 1.3% 68.7% 30.5% 0.9%
West [D] 70.3% 28.3% 1.4% 69.8% 28.8% 1.4%
Consumed plant-based 78.4% 1 20.9% ¥ 0.8% 75.6% 4 22.9% § 1.5%

FarerTE : meat in past year
Did not consume plant- 57.3% ¥ a18% 1 0.9% 60.7% ¥ 37.2% 1 2.0%
based meat in past year

* A statistically significantly higher proportion of women than men are the primary shopper; a significantly higher proportion of men than women have a shared role for shopping for food products

* A statistically significantly higher proportion of respondents between 18-34 years old and 35-54 years old than 55+ years old identified themselves as primary decision maker for food products; a
significantly higher proportion of respondents 55+ than 18-34 and 35-54 years old identified themselves as having a shared role as decision maker; a significantly higher proportion of respondents
between 35-54 years old than 55+ years old identified themselves as the primary shopper; a significantly higher proportion of respondents 55+ than 35-54 years old have a shared role in shopping

* There were no significant differences for decision making or shopping for food products based on level of education or region

* A statistically significantly higher proportion of respondents who have consumed plant-based meat in the past year identified themselves as primary decision maker about food products and primary
shopper for food products; a significantly higher proportion of respondents who have not consumed plant-based meat in the past year identified themselves as having a shared role in decision making and

shopping for food products
SIGNIFICANCE: w 01
International

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same

demographic category (green arrow next to a value for men indicates that value is significantly higher than women, FOOd
O
for example) Information
Q1: Thinking about choosing and shopping for food-related products (including groceries, foods prepared outside of the home, etc.), which of the following best describes your role as the decision maker and/or shopper? [Respondents who indicated “I have no role” as a Council

decision maker AND shopper were terminated from the study] Base = 1,001; Gender: Female = 507, Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352; Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212;
Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 349



Q2 + Q3: Plant-based meat consumption habits

2. Thinking about the types of food products you’ve consumed over the past year, 3. Thinking about eating locations, where have you (or would you)
which of the following is true about your consumption of plant-based meat alternatives? consume plant-based meat alternatives? Select all that apply.
(sorted based on overall frequency)
| consumed | | consumed | | consumed |l consumed them | I did not consume |l have not consumed| At your Ina In a quick In someone At your Other
them daily | them weekly |them monthly| at least once over [them over the past| them over the past home restaurant |service or fast-| else’s home | worksite
the past year, but |year, but would like| year, and | am not food
not every month | to try them in the | interested in trying restaurant
future them in the future
Gender Female 18.1% 17.8% 9.5% 17.4% I 14.0% 23.3% 76.6% 35.7% 28.8% 25.2% 11.6 1.3%
Male 25.7% 21.8% 9.2% 10.8% 10.8% 21.8% 73.7% 44.5% 35.9% 25.0% 19.8% | 1.6%
18-34 years old [A] 32.9% 21.1% 13.6%1‘ 13.2% 11.4% 7.9% 70.2 48.1% 36.8% 32.9%1‘ 20.5%0| 1.2%
Age 35-54 years old [B] 27.9% 24.4%1‘ 6.2% ; 14.1% 8.1% 19.2% 79.2% 41.6% 35.6% 24.5% 19.5%8 | 0.0%
55+ years old [C] 6.8% §| 13.9% 9.4% 14.8% 17.6% 37.5% 75.5% | 28.6% 22.7% 16.8% ¥ | 4.5% %] 3.6%
Education Non-college 20.9% 15.4% 9.3% 16.9% f 13.3% 24.2% 74.0% 37.0% 31.3% 25.1% 12.5% | 1.6%
College 22.6% 22.9% 9.5% 12.1% ‘ 11.7% 21.2% 75.9% 42.2% 33.0% 25.2% 17.7% | 1.3%
Northeast [A] 22.0% 25.3% 6.6% 12.6% 8.8% 24.7% 81.8%f 38.0% 31.4% 21.9% 13.1% | 0.7%
Region South [B] 23.3% 20.6% 9.1% 15.5% 14.2% 17.4% 73.5% 40.1% 33.3% 24.3% 14.6% | 1.6%
Midwest [C] 23.2% 14.6%‘ 11.6% 10.3% 13.7% 26.6% 82.5%" 40.4% 30.4% 28.1% 18.1% | 1.2%
West [D] 17.9% 19.3% 9.9% 17.0% 10.8% 25.0% 64.8%‘ 41.5% 33.3% 26.4% 17.0% | 1.9%
Consumed plant-based | 55 5o, 30.4% 14.4% 21.6% 0.0% 0.0% 75.9% | 402% | 33.6% 253% | 17.8%% 1.1%
. meat in past year
Consumption Did not consume plant-
. 0.0% 0.0% 0.0% 0.0% 35.5% 64.5% 71.0% 39.5% 25.8% 24.2% 4.0%‘ 3.2%
based meat in past year

* A statistically significantly higher proportion of men than women consume plant-based meat daily, and would be open to consuming in a restaurant or at their worksite; a significantly higher proportion of women than men have consumed
plant-based meat in the past year but not in the past month
*  Younger respondents consume plant-based meat more regularly and are open to consuming in a variety of locations
* A statistically significantly higher proportion of respondents between 18-34 years old and 35-54 years old than 55+ years old consume plant-based meat daily; more 35-54 year-olds than 55+ consume plant-based meat weekly; more
18-34 year-olds than 35-54 year-olds consume plant-based meat monthly; more 55+ than both other age groups and more 35-54 than 18-34 year-olds have not consumed in the past year and are not interested in trying
* A statistically significantly higher proportion of 35-54 year-olds than 18-34 year-olds have/would consume plant-based meat at their home; a significantly higher proportion of 18-34 and 35-54 year-olds than 55+ have/would consume
plant-based meat in a restaurant, in a fast-food restaurant, or at their worksite; more 18-34 year-olds than 55+ would consume plant-based meat in someone else’s home
* Asignificantly higher proportion of respondents with a college degree consume plant-based meat weekly; more respondents with no college degree consume over the past year but not in the past month
¢ Asignificantly higher proportion of respondents from the Northeast than Midwest consume plant-based meat weekly; more respondents from the Midwest than the South indicated they have not consumed in the past year and are not
interested in trying; more respondents in the Northeast and Midwest than the West indicated that they have/would consume plant-based meat in their home
* Astatistically significantly higher proportion of respondents who have consumed plant-based meat in the past year indicated they have/would consume plant-based meat at their worksite

SIGNIFICANCE:
Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same International V 1
demographic category (green arrow next to a value for men indicates that value is significantly higher than women, F°°d
for example) I fo t.
Q2: Thinking about the types of food products you've consumed over the past year, which of the following is true about your consumption of plant-based meat alternatives? Base = 1,001; Gender: Female = 507, Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352; Education: Non-college = 421, College = 580; Cc“uncil rma Ion

Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 349
Q3: Thinking about eating locations, where have you (or would you) consume plant-based meat alternatives? Select all that apply. [Excluding “I have not consumed them over the past year, and | am not interested in trying them in the future” from Q2] Base = 776; Gender: Female = 389, Male = 384; Age: 18-34 = 258,

35-54 = 298, 55+ = 220; Education: Non-college = 319, College = 457; Region: Northeast = 137, South = 309, Midwest = 171, West = 159; Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 124



Q4: Which of the following best represents your eating pattern and/or specific diet over
the past year? Select all that apply. (sorted based on overall frequency)

C 0p + '°=” - [= <
xS | e £ E 3 S | 8 g - g § | e o ® o 822
585 3 g 3 8 g2 | < = g = 5 5 2 5 S| 8| 8 | 5|9 |=5c3
o e ? o o 2 €% c S = S = o ] o0 oy < = g 2 £ 00
SE = z < o £ = 8 2 = 0 & L 2 o o & & & a 2 o5 -
S O = = © Y= = ) I S (&) = =
g £ S 3 5 s £ > 2 © 5 S = 5 z 538
838 ° g = | 5 R = 2 8 eE”
Gender Female 51.5% | 14.8% | 12.8% | 13.2% | 10.7% | 8.1% | 7.5% | 7.7% | 6.3% | 5.1% | 4.1%0 6.1% | 4.5% | 3.6% |2.6% |2.8% | 1.6% | 1.6% | 1.2% | 0.8
Male 48.3% | 16.7% | 13.0% | 11.2% | 12.2% | 9.2% | 9.4% | 8.6% | 7.5% | 7.7% | 7.5%0| 4.7% | 6.1% | 6.7% | 2.6% | 2.0% | 3.1% | 2.6% | 2.6% | 2.4%
-o4 years o . .07 £7/0 ) 07 -£70| . 470 . D08 ©.0% | /. . . L7 | 2170 | S. . D70 | S5.07%
1834 Id[A] | 36.1%0 18.6% | 18.2%W] 14.3% | 14.6%W 13.2%0 11.8%K 10.4%W 10.4%K 7.9%W 8.6% | 7.998 11.19% 10.09% 3.2% | 2.1% | 3.2%W 3.9%0 2.9% | 3.6%
Age 35-54 yearsold [B] | 48.5 14.6% | 13.6% | 12.2% | 13.0%8 8.4% | 8.7% | 95% | 7.6% | 8.7%8 51% | 5.7% | 4.3%0 5.1%% 3.5% | 1.9% | 3.3%8 2.4% | 2.2% | 1.6%
55+ years old [C] 62.2% 0 14.8% | 8.2% ¥ 105% | 7.1% Y 5.1%f 57 5.1%8 3.7%8 2.8%8 4.3% | 3.15%0 2.0%8 1.4%8 1.1% [3.1%| 0.6%¥ 0.6%8 0.9% | 0.0%
Education Non-college 53.4% | 15.7% | 11.9% | 10.7% | 10.9% | 7.8% | 8.3% | 7.1% | 7.4% | 3.1%8 5.0% | 6.4% | 5.7% | 4.3% | 2.9% |2.4% | 1.9% | 2.1% | 1.7% | 1.0%
College 47.2% | 15.9% | 13.8% | 13.3% | 11.7% | 9.1% | 8.6% | 9.0% | 6.7% | 8.8%0| 6.4% | 4.7% | 5.2% | 5.9% |2.4% |2.4% | 2.6% | 2.2% | 2.1% | 2.1%
Northeast [A] 55.5% | 13.7% | 9.9% | 12.1% | 9.9% | 9.3% | 55% | 9.3% | 5.5% | 7.7% | 3.3% | 2.2% | 4.4% | 4.4% | 1.1% |1.1%| 2.7% | 0.5% | 1.6% | 1.1%
Region South [B] 44.9% | 20.3%0 15.8% | 13.4% | 13.4% | 7.0% | 9.6% | 6.7% | 8.0% | 5.1% | 4.8% | 7.2% | 7.0% | 5.3% |2.7% | 2.7% | 1.1% | 2.4% | 1.6% | 0.8%
g Midwest [C] 49.8% | 15.5% | 13.3% | 12.0% | 11.2% | 9.0% | 9.9% | 7.3% | 6.4% | 9.0% | 8.6% | 5.6% | 5.2% | 5.6% |3.9% |2.6% | 4.3% | 2.6% | 3.0% | 1.3%
West [D] 53.8% | 9.9%§ 10.4% | 10.4% | 9.4% | 10.4% | 7.5% | 10.8% | 7.1% | 4.7% | 6.6% | 4.7% | 3.8% | 5.2% |2.4% |2.8% | 1.9% | 2.8% | 1.4% | 3.8%
C°’r‘§:;'t‘?: pp;"’;’t‘t;z:fed 37.3%Q)| 19.3%8 17.6%HK| 15598 17.0%8 11298 11.3%1‘ 11.2%8 9.2%f 9.2%8 8.4%h 6.7%1[ 7.8%1[ 7.4%8 3.798 2.3% 3.1%1[ 3.29@2.9% 2.3%4
Consumption—
g:e’;°;‘;2';si‘r‘]“;:s‘:';‘2;'r 73.4%% 92%¥ 43%Y 6.o0%l 0.9%Y 3.7%P 3.2%# 2.6% Y 2.9%§ 1.1%]} °'9%.f 2.9%]} 0.9%# 1.1%§ 0.642.6% 0.9%# 0.3940.0% 0.3%§

* A statistically significantly higher proportion of men than women follow the Mediterranean diet or personalized diet based on DNA test results

* A statistically significantly higher proportion of respondents 55+ years old than 18-34 or 35-54 years old do not follow a specific eating pattern or diet; more 35-54 year-olds than 18-34 year-olds do not
follow a specific diet; more 18-34 year-olds than 55+ follow clean eating, intermittent fasting, gluten-free, flexitarian, high-fat, ketogenic, or DASH diets; more 18-34 year-olds and 35-54 year-olds than 55+
year-olds follow plant-based, vegetarian, vegan, or Paleo diets; more 18-34 year-olds than both other age groups follow a cleanse diet

* Asignificantly higher proportion of respondents with a college degree follow a vegetarian diet

e Asignificantly higher proportion of respondents from the South than from the West follow a low-carb diet

* Asignificantly higher proportion of respondents who have not consumed plant-based meat in the past year indicated they do not follow a specific eating pattern or diet; a statistically significantly higher

proportion of respondents who have consumed plant-based meat in the past year than those who haven’t indicated they have tried nearly every listed diet in the past year (excluding Whole 30 and other)

SIGNIFICANC

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same
demographic category (green arrow next to a value for men indicates that value is significantly higher than women,

for example)

Q4: Which of the following best represents your eating pattern and/or specific diet over the past year? Select all that apply. Base = 1,001; Gender: Female = 507, Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352; Education: Non-college = 421, College = 580;
Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 349
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Q6: Which of the following best describes the food in this image?
(Top 3, sorted based on overall frequency)

Plant-based| Veggie | Meatless | Plant- |Vegetarian Meat Vegan Meat |Imitation |Plant-based| Soy Soy- | Soy patty |Soy meat| Meat Other
burger burger burger | based burger |alternative | burger |substitute| meat |alternative | burger | based analogue | analogue
meat protein burger
product

Gender Female 39.3% 39.8%' 37.5% |27.8%| 24.9% 25.6% 21.3% 21.7% 15.4% 16.0% 10.1% 5.9%‘ 6.9% 3.6% 3.9% 0.4%

Male 38.5% 31.0%; 33.2% |30.3%| 24.8% 21.6% 23.8% 19.8% 17.7% 14.7% 12.4% 11.49@ 9.0% 5.7% 5.3% 0.8%

18-34 years old [A] 35.7%; 31.4% 27.9% |27.5%| 23.6% 25.0% 27.5% 24.3% 17.9% 12.1% 13.2 12.59& 10.4%' 5.7%1‘ 5.0% 0.4%

Age 35-54 years old [B] 31.7%; 33.3% 344% |32.0%| 27.4% 23.8% 21.1% 19.0% 15.2% 16.8% 13.6 9.2% 10.0%i 6.8%i 5.7% 0.0%

55+ years old [C] 49.1%1 40.6% 42.0% |27.3%| 23.3% 22.2% 19.9% 19.9% 16.8% 16.5% 7.1% 5.4%‘ 4.0%‘ 1.4%‘ 3.1% 1.4%

Educati Non-college 38.2% 34.7% 37.5% |285%| 21.9% 27.8%1 20.4% 21.4% 16.6% 16.4% 10.7% | 7.1% 9.5% 4.0% 4.8% 0.5%
ucation

College 39.5% 35.9% 33.6% |29.5%| 27.1% 20.5%‘ 24.0% 20.3% 16.4% 14.7% 11.6% | 10.0% 6.9% 5.0% 4.5% 0.7%

Northeast [A] 41.8% 33.0% 36.8% |30.8%| 28.0% 20.9% 14.8%' 24.7% 15.9% 18.7% 7.7% | 10.4% 7.1% 3.8% 4.4% 1.1%

Resi South [B] 35.6% 36.4% 31.6% |26.5%| 24.3% 26.2% 27.3%1 20.6% 15.8% 13.4% 14.2% | 9.6% 9.1% 5.1% 4.5% 0.0%

egion
g Midwest [C] 39.9% 37.3% 37.3% |28.8%| 21.9% 24.5% 19.7% 21.5% 20.6% 13.3% 11.2% | 6.4% 8.6% 3.9% 4.3% 0.9%
West [D] 41.5% 33.5% 382% |32.5%| 26.4% 20.3% 23.6% 17.0% 13.7% 18.4% 9.0% | 8.5% 6.1% 5.2% 5.2% 0.9%
C°':::;‘:?: s:"s't‘t;:fed 37.0% | 359% | 32.8%% 301%| 26.8%%| 235% | 235% | 19.6% | 13.0%§ 14.9% |11.8% | 10678 s86% | 6.3%H| 55% | 0.2%¥
Consumption
p Did not consume plant- o o 1 o %‘ o o o ‘yf o o o o o %t
eE TR I R e 42.7% 34.4% 39.8% M| 27.2% | 21.2 23.8% 20.6% 22.9% | 22.9% 16.3% 10.0% 5.4%‘ 6.9% 1.4/6‘ 2.9% 1.4

» A statistically significantly higher proportion of women than men identified the image as a veggie burger; a significantly higher proportion of men than women identified the image as soy-based burger
* A statistically significantly higher proportion of respondents who are 55+ than those between 18-34 years old and 35-54 years old identified the image as a plant-based burger; more respondents between
18-34 and 35-54 years old than 55+ years old identified the image as a soy burger, soy patty, or soy analogue meat; more 18-34 year-olds than 55+ identified the image as a soy-based burger

* A significantly higher proportion of respondents with no college degree identified the image as meat alternative

* A significantly higher proportion of respondents from the South than the Northeast identified the image as a vegan burger
* A significantly higher proportion of respondents who have not consumed plant-based meat in the past year identified the image as a meatless burger, imitation meat, or other; a statistically significantly
higher proportion of respondents who have consumed plant-based meat in the past year identified the image as a vegetarian burger, soy-based burger, or soy meat analogue

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same
demographic category (green arrow next to a value for men indicates that value is significantly higher than women,

for example)
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Q6: Which of the following best describes the food in this image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3] Base = 1,001; Gender: Female = 507, Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352;
Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 349




Q8: If you knew that the food product in this image was made primarily from soy protein, which of
the following best describes the food in the image? (Top 3, sorted based on overall frequency)

Soy |Soy-based| Soy patty | Veggie Plant- | Meatless | Plant- |Vegetarian| Vegan Meat Meat |Soy meat |Plant-based|Imitation| Meat Other
burger burger burger based burger based burger burger |[substitute|alternativ|analogue | alternative | meat | analogue

burger meat e protein

product
P Female 47.5:/:% 44.4%f 38.7%1 20.7% 20.9% 21.3% 19.1% 17.0% 14.6% 9.9%‘ 11.6% 8.9%‘ 11.0% 10.1% 4.3% 0.0%
Male 35.8 34.0%‘ 30.3%‘ 25.1% 23.4% 22.8% 18.9% 18.1% 17.1% 16.3%' 14.3% 14.1%f 11.2% 10.8% 7.3% 0.4%
18-34 years old [A] 37.9% 34.6%' 32.5% 22.5% 22.5% 20.0% 22.5% 22.1%' 18.6%8 12.9% 12.9% 14.3% 8.6% 10.4% 7.9%1 0.0%
Age 35-54 years old [B] 35.0% 35.8%‘ 32.0% 23.0% 19.5% 25.2% 22.0% 17.1% 17.9%8 13.3% 15.7% 10.6% 14.1% 11.4% 7.6%f 0.0%
55+ years old [C] 51.7% 46.6%f 38.6% 22.7% 24.4% 20.2% 13.4 14.5%‘ 11.4 13.4% 9.9% 10.2% 10.2% 9.7% 2.6%‘ 0.6%
SR, Non-college 46.1% 40.6% 38.0%' 20.4% 20.2% 21.9% 18.1% 17.1% 14.0% | 13.8% 13.5% 11.2% 9.0% 10.5% 5.7% 0.0%
College 38.4% 38.3% 31.9%‘ 24.5% 23.4% 22.1% 19.8% 17.9% 17.1% | 12.8% 12.4% 11.7% 12.8% 10.5% 6.0% 0.3%
Northeast [A] 39.6% 41.2% 30.8% 25.3% 27.5% 24.2% 12.1% 15.4% 16.5% | 17.6% 14.3% 10.4% 9.3% 9.9% 6.0% 0.0%
Region South [B] 43.0% 36.6% 36.1% 21.4% 20.6% 19.3% 20.6% 20.6% 16.3% | 12.3% 13.6% 11.0% 9.9% ‘ 11.2% 7.5% 0.0%
Midwest [C] 44.6% 42.1% 35.6% 21.0% 20.6% 20.6% 19.7% 16.3% 155% | 12.9% 14.6% 11.2% 8.6% ‘ 12.9% 3.4% 0.4%
West [D] 37.7% 39.2% 33.5% 25.0% 21.7% 26.4% 21.7% 15.6% 14.6% | 11.3% 8.5% 13.7% 17.9%f 7.1% 5.7% 0.5%
Gonsumad s;as’t't;;:“fed 35.3% 35.1%§ 20.9% 25.0%f8 23.8% | 22.4% | 19.9% | 202%%| 17.2% | 135% | 15.2%f 132%% 117% | 95% | s8.1%%| 0.0%

Consumption -

p lz:er;o; c;c;l:si:rzst:g;‘r 53.6%# 47-0%" 43.0%' 18.6%‘ 18.9% 21.2% 17.5% 12.6%‘ 13.2% | 12.6% 8.6%‘ 8.3%‘ 10.3% 12.3% 1.7%‘ 0.6%

If they knew the food product pictured was primarily made from soy protein:

* A statistically significantly higher proportion of women than men identified the image as a soy burger, soy-based burger, or soy patty; a significantly higher proportion of men than women identified the image as meat substitute
or soy meat analogue

* A statistically significantly higher proportion of respondents who are 55+ than those between 18-34 years old and 35-54 years old identified the image as a soy burger or soy-based burger; more respondents between 18-34 and
35-54 years old than 55+ years old identified the image as plant-based meat, vegan burger, or meat analogue; more 18-34 year-olds than 55+ identified the image as a vegetarian burger

* Asignificantly higher proportion of respondents with no college degree identified the image as a soy burger or soy patty

* Asignificantly higher proportion of respondents from the West than the South or Midwest identified the image as plant-based alternative protein product

* Asignificantly higher proportion of respondents who have not consumed plant-based meat in the past year identified the image as a soy burger, soy-based burger, or soy patty; a statistically significantly higher proportion of
respondents who have consumed plant-based meat in the past year identified the image as a veggie burger, vegetarian burger, meat alternative, soy meat analogue, or meat analogue

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same International

demographic category (green arrow next to a value for men indicates that value is significantly higher than women, F°°d

for example) Information
Q8: If you knew that the food product in this image was made primarily from soy protein, which of the following best describes the food in the image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3] Base = Council

1,001; Gender: Female = 507, Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352; Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not
consume plant-based meat in past year = 349



Q7: Which of the following best describes the food in this image?
(Top 3, sorted based on overall frequency)

Plant- | Meatless | Vegan Plant- |Vegetaria| Veggie Meat Meat | Imitation |Plant-based| Soy Soy- Meat |Soy meat| Other
based chicken | chicken based |n chicken| strips |alternativ|substitute| meat alternative | strips based |analogue | analogue
chicken strips e protein strips
product

Gender Female 47.1% 44.6% 32.9% 29.4% 29.8% 24.9% 20.1% 16.6% 15.0% 16.8% 10.3% | 7.1% 3.2%‘ 1.8%‘ 0.6%

Male 42.2% 40.1% 30.8% 29.5% 27.9% 24.2% 18.7% 19.1% 18.1% 15.5% 10.8% | 10.2% 6.7%' 4.7%' 1.4%

18-34 years old [A] 43.6% 30.0% 32.1% 31.4% 27.5% 28.2% 19.6% 17.5% 16.8% 18.2% 13.9%% 9.6% 8.2%i 2.5% 0.7%

Age 35-54 years old [B] 39.6%‘ 40.4 31.4% 27.6% 27.6% 24.7% 23.3%1[ 18.4% 17.1% 16.5% 13.3% 0 8.7% 5.7%‘ 5.1%"‘ 0.5%

55+ years old [C] 50.6%1 54.0% 31.8% 29.5% 31.3% 21.3% 15.3%‘} 18.2% 15.6% 14.5% 5.1% 7.7% 1.7%‘ 1.7%‘ 1.7%

Edlication Non-college 42.3% 39.7% 30.4% 31.6% 26.1% 26.4% 24.2‘;/2% 18.8% 18.8% 15.4% 11.2% | 7.6% 5.0% 2.1% 0.5%

College 46.2% 44.1% 32.8% 27.8% 30.9% 23.1% 16.0 17.6% 14.8% 16.9% 10.2% | 9.3% 5.0% 4.0% 1.4%

Northeast [A] 45.1% 44.5% 32.4% 26.4% 31.3% 19.8% 18.1% 20.3% 15.9% 17.6% 9.3% 7.7% 6.0% 4.4% 1.1%

Region South [B] 44.1% 39.8% 34.2% 28.6% 29.4% 25.7% 21.9% 16.6% 17.4% 15.0% 10.7% | 8.8% 4.5% 2.4% 0.8%

Midwest [C] 42.1% 44.6% 27.5% 32.6% 23.6% 27.5% 20.6% 18.9% 19.3% 16.3% 8.6% 8.6% 4.7% 4.3% 0.9%

West [D] 47.6% 42.0% 31.6% 29.7% 31.6% 23.1% 15.1% 17.9% 12.3% 17.5% 13.7% | 9.0% 5.2% 2.4% 1.4%
C°’::2t‘ei: 521?;22?“ 446% | 383%8 31.0% | 298% | 302% | 252% | 19.9% | 17.9% 14.6%‘} 18.3% | 107% | 89% | ce%®| 3.7% | 03%)

Consumption -

’ g:e’r;‘;’:siﬂ“;:s‘;':;:r a4.4% | 49.6%W 332% | 287% | 26.4% | 23.2% | 18.6% | 18.3% 20.1%1* 12.6%§| 103% | 80% | 2.0%P 23% | 2.3%%

* A statistically significantly higher proportion of men than women identified the image as meat analogue or soy meat analogue

* A statistically significantly higher proportion of respondents who are 55+ than 35-54 year-olds identified the image as plant-based chicken; a significantly higher proportion of respondents who are 55+ than 18-34 and 35-54
identified the image as meatless chicken; more respondents between 35-54 than 18-34 years old identified the image as meatless chicken; more respondents between 35-54 than 55+ identified the image as meat alternative
or soy meat analogue; a significantly higher proportion of respondents who are between 18-34 and 35-54 than 55+ years old identified the image as soy strips or meat analogue

* Asignificantly higher proportion of respondents with no college degree identified the image as meat alternative

* There are no statistically significant differences between regions for the description of the image

* Asignificantly higher proportion of respondents who have not consumed plant-based meat in the past year identified the image as meatless chicken, imitation meat, or other; a statistically significantly higher proportion of
respondents who have consumed plant-based meat in the past year identified the image as a plant-based alternative protein product or meat analogue

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same International V 1

demographic category (green arrow next to a value for men indicates that value is significantly higher than women, F°°d

for example) Information
Council

Q7: Which of the following best describes the food in this image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3] Base = 1,001; Gender: Female = 507, Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352;
Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 349



Q9: If you knew that the food product in this image was made primarily from soy protein, which of b

the following best describes the food in the image? (Top 3, sorted based on overall frequency)

Soy strips |Soy-based| Plant- | Meatless | Vegan Plant- |Vegetaria| Veggie |Soy meat| Meat Meat |Plant-based|Imitation| Meat Other
strips based chicken | chicken based |nchicken| strips |analogue |substitute|alternativ| alternative | meat | analogue

chicken strips e protein

product
Gender Female 44.8% 42.4% 30.2% 28.2% 24.5% 21.9% 21.7% 17.8% 16.4% 13.0% 11.6% 13.2% 9.7% 4.3% 0.4%
Male 41.1% 37.5% 28.9% 29.5% 23.2% 20.6% 19.1% 20.6% 16.1% 16.3% 15.3% 11.8% 11.0% 7.7% 1.2%
18-34 years old [A] 42.5% 40.7% 28.2% 24.6% 26.1% 19.6% 18.6% 16.8% 18.9% 14.6% 16.1% 10.7% 13.2% 8.2%1 1.1%
Age 35-54 years old [B] 38.8%‘ 35.2%‘ 27.6% 30.4% 24.7% 22.2% 20.3% 23.6% 14.6% 17.6% 12.5% 14.9% 8.9% 8.1%f 0.5%
55+ years old [C] 47.7%1 44.3%' 32.4% 30.7% 21.3% 21.3% 21.9% 16.5% 15.6% 11.9% 12.5% 11.4% 9.4% 2.3%‘ 0.9%
Education Non-college 49.9%i 43.5% 24.5%‘ 27.6% 22.3% 20.4% 20.0% 18.1% 19.5%} 11.2%‘ 13.5% 13.8% 10.2% 5.5% 0.2%
College 37.9%‘ 37.4% 33.1%1 29.8% 25.0% 21.7% 20.7% 20.0% 13.8% 17.4%1 13.4% 11.6% 10.3% 6.6% 1.2%
Northeast [A] 38.5% 38.5% 33.5% 28.6% 29.7% 14.8:’j 20.9% 22.0% 11.5% 13.2% 14.3% 14.8% 13.7% 5.5% 0.5%
Region South [B] 45.2% 41.2% 26.5% 26.7% 22.5% 17.9 22.5% 19.5% 19.5% 15.0% 14.2% 11.8% 10.7% 6.4% 0.5%
Midwest [C] 44.6% 42.1% 30.9% 29.6% 21.0% 24.9% 17.6% 19.7% 13.7% 14.6% 14.2% 9.9% 9.0% 6.9% 1.3%
West [D] 41.0% 36.8% 29.7% 32.1% 24.5% 28.3%' 19.3% 15.6% 17.0% 16.0% 10.8% 14.6% 8.0% 5.2% 0.9%
°°:f:::‘i’: pp;as't“;zzfed 37.1%)| 359%) 30.7% | 288% | 26.7%W| 21.0% | 21.3% | 20.9% | 16.4% | 156% | 14.1% | 132% | 95% | 8.3%H%| 05%

Consumption :

i l:a':e';°r;°;’:si:";:s':'32:r 53.9% 0 a7.6%8 27.2% | 289% | 18.6%§| 215% | 186% | 16.0% | 158% | 13.2% | 123% | 11.2% | 11.7% | 2.0%8 1.4%

If they knew the food product pictured was primarily made from soy protein:
* There were no significant difference between men and women for description of the image

* A statistically significantly higher proportion of respondents who are 55+ than those between 35-54 years old identified the image as a soy strips or soy-based strips; more respondents between 18-34 and 35-54 years old than

55+ years old identified the image as meat analogue
* Asignificantly higher proportion of respondents with no college degree identified the image as a soy strips or soy meat analogue; a significantly higher proportion of respondents with a college degree identified the image as

plant-based chicken or meat substitute

* Asignificantly higher proportion of respondents from the West than the Northeast or South identified the image as plant-based strips

* A statistically significantly higher proportion of respondents who have not consumed plant-based meat in the past year identified the image as soy strips or soy-based strips; a significantly higher proportion of respondents who

have consumed plant-based meat in the past year identified the image as vegan chicken or meat analogue

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same
demographic category (green arrow next to a value for men indicates that value is significantly higher than women,

for example)

QO: If you knew that the food product in this image was made primarily from soy protein, which of the following best describes the food in the image? Please select your top 3 options, and rank them as 1 (top option), 2 (second option) and 3 (third option). [Top 3] Base =

1,001; Gender: Female = 507, Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352; Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not

consume plant-based meat in past year = 349
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Q10: On a scale from 1 to 5 where 1 means inaccurate and/or misleading and 5 means accurate and/or
clear, how accurately does each statement describe plant-based meat alternatives? (4 or 5 out of 5,
sorted based on overall frequency)

100% Plant- | Plant-based Meatless Vegetarian | Vegan Patty | Non-meat |Meat Imitator|Fish-free Patty| Chik’'n Patty
based Patty Patty Patty Patty Patty Patty
Gender Female 70.0% 68.0% 67.7% 66.3% 64.9% 62.1% 49.7% 35.9% 22.5%‘_
Male 71.7% 71.1% 63.3% 61.9% 60.5% 62.9% 50.7% 40.1% 31.8%'
18-34 years old [A] 68.6% 66.1% 58.9%‘ 65.0% 60.4% 64.3% 52.5% 47.9% 1‘ 33.6%f
Age 35-54 years old [B] 68.6% 68.8% 65.3% 61.0% 62.3% 62.3% 48.8% 37.4% ‘ 32.8%f
55+ years old [C] 74.4% 72.4% 70.7%1‘ 66.5% 64.5% 60.8% 49.7% 30.4% ‘v 15.6%r
i Non-college 67.5% 66.3% 63.4% 60.8% 59.1% 61.8% 44.2%# 36.6% 23.8%
College 72.9% 71.6% 66.9% 66.4% 65.0% 62.8% 54.5% 38.8% 29.3%
Northeast [A] 69.2% 66.5% 63.7% 63.7% 55.5%‘ 57.1% 44.5% 36.3% 24.2%
. South [B] 71.7% 71.1% 67.9% 68.4% 68.2% 66.0% 50.3% 40.4% 27.8%
Region
g Midwest [C] 70.8% 72.1% 66.5% 61.4% 59.2% 63.1% 55.4% 40.8% 33.0%'
West [D] 69.8% 65.6% 61.3% 59.4% 62.3% 59.4% 49.1% 31.6% 21.2%‘
Consumed plant-hased | 7, go, 70.7% 68.1% 1| 675%®| 64.7% 65.5% 1| 52.0% 44.0% 1| 347%%
8 " meat in past year
onsumption
P Did not consume plant-
SR TR 7 PR e 70.2% 66.8% 60.5% ‘ 57.6% ‘ 58.5% 56.4% ‘ 46.7% 26.4% ‘ 12.6%‘

* A statistically significantly higher proportion of men than women indicated that chik’n patty is accurate and clear

* A significantly higher proportion of 55+ than 18-34 year-olds indicated meatless patty is accurate and clear; a statistically significantly higher proportion of respondents between 18-34 years old than 35-54
and 55+ years old indicated that fish-free patty is accurate and clear; more respondents who are 18-34 or 35-54 than 55+ years old indicated that chik’n patty is accurate and clear

* A significantly higher proportion of respondents with a college degree indicated that meat imitator patty is accurate and clear

* A significantly higher proportion of respondents from the South than the Northeast indicated that vegan patty is accurate and clear; a significantly higher proportion of respondents from the Midwest than the
West indicated that chik’n patty is accurate and clear

* A statistically significantly higher proportion of respondents who have consumed plant-based meat in the past year indicated that meatless patty, vegetarian patty, non-meat patty, fish-free patty, or chik’n
patty is accurate and clear

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same International w01
demographic category (green arrow next to a value for men indicates that value is significantly higher than women, F°°d .

for example) Information

Council
Q10: On a scale from 1 to 5 where 1 means inaccurate and/or misleading and 5 means accurate and/or clear, how accurately does each statement describe plant-based meat alternatives? [4 or 5 out of 5] Base = 1,001; Gender: Female = 507, Male = 491; Age: 18-34 =
280, 35-54 = 396, 55+ = 352; Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 349



Q11.: Thinking about the reasons you may choose to consume plant-based meat alternatives, which of
the following are (or would be) your top reasons for choosing these products? (Top 3, sorted based on
overall frequency with not applicable anchored)

Healthful- High Like the |[Environmental/|Health claims/|Meets my| The | Heard or [Doctor/health| Like the Other Religious | Other | Not applicable
ness quality taste sustainability | certifications | dietary | price |read that | professional | texture | members in | or moral (I'm not interested in
protein benefits needs it's good | advised me my household| reasons consuming plant-
forme | to eat them like them based meat
alternatives)
Gender Female 39.8% 34.1% 33.9% 22.5% 23.7% 20.7% |16.4% | 15.8% 17.9% 14.4% 10.8% 6.3% | 1.0% 14.2%
Male 39.1% 33.0% 31.6% 24.2% 22.4% 18.3% | 22.0% | 20.4% 16.1% 14.5% 13.4% 9.4% 1.4% 11.4%
18-34 years old [A] 37.9% 30.0% 35.4% 29.6%f 25.7% 20.4% |20.4% | 18.6% 17.1% 18.69 16.8%f 11.4“/1 1.1% 5.7%
Age 35-54 years old [B] 38.5% 35.2% 35.5% 22.2% 23.0% 19.5% |20.6% | 17.9% 15.2% 16.39 12.5% 8.7% | 0.8% 11.4%
55+ years old [C] 41.8% 34.7% 27.8% 19.3%i 21.0% 18.8% |16.8% | 17.6% 19.0% 9.4% 8.2% l 4.3%‘ 1.7% 19.9%
Education Non-college 37.1% 32.1% 33.7% 18.5% 21.4% 18.5% |20.4% 21.1%1 17.6% 14.5% 14.5% 6.7% | 1.2% 14.3%
College 41.2% 34.7% 32.1% 26.7% t 24.3% 20.2% | 18.3% 15.7%‘ 16.7% 14.5% 10.5% 8.8% 1.2% 11.7%
Northeast [A] 39.6% 32.4% 33.5% 24.2% 24.7% 14.3% |20.9% | 17.0% 14.8% 15.9% 9.9% 7.7% | 0.5% 14.8%
Region South [B] 43.0% 35.0% 31.8% 21.1% 23.5% 20.3% |16.8% | 20.3% 16.3% 15.8% 12.8% 83% |1.1% 11.2%
Midwest [C] 38.2% 32.6% 33.5% 24.9% 23.2% 21.5% |20.6% | 15.0% 20.2% 13.3% 13.7% 7.7% 0.9% 11.6%
West [D] 34.4% 33.0% 33.0% 24.5% 20.8% 20.3% |20.3% | 17.9% 17.0% 12.3% 11.3% 7.5% 2.4% 15.1%
C°':::;’t'°i’: S;as':tgzgfed 433% | 37.79%8| 37.4%® 276% % | 261%% 21.6%1[ 19.2% | 19.5% | 15.2% % 17.3°/.1‘ 12.9% 9.4% 4| 1.4% 3.8% ¥
Consumption -
gge'f:n‘:’a':siﬂr::s':':g; 32.4%4| 258%8 241%8 152% % | 17.5% 8 15.5%# 19.2% | 15.2% | 20.6% % 9.2%# 10.9% 5.2%8| 0.9% 29.5% 1

* There were no significant differences between men and women or among regions for reasons to consume plant-based meat alternatives
* A statistically significantly higher proportion of respondents between 18-34 than 55+ years old consume plant-based meat alternatives for environmental/sustainability benefits or because other members in their household like them; more
18-34 and 35-54 year-olds than 55+ consume plant-based meat because they like the texture or for religious or moral reasons; a significantly higher proportion of respondents 55+ than 18-34 and 35-54 aren’t interested in consuming
plant-based meat; more 35-54 than 18-34 aren’t interested in consuming plant-based meat
* Asignificantly higher proportion of respondents with a college degree consume plant-based meat alternatives for environmental/sustainability benefits; a significantly higher proportion of respondents with no college degree consume plant-
based meat alternatives because they heard or read it’s good for them
* Astatistically significantly higher proportion of respondents who have consumed plant-based meat in the past year cited healthfulness, high quality protein, like the taste, environmental/sustainability benefits, health claims/certifications,
meets dietary needs, like the texture, or religious or moral reasons; a significantly higher proportion of respondents who have not consumed plant-based meat in the past year indicated they may consume plant-based meat because
doctor/health professional advised them to or that they aren’t interested in consuming plant-based meat

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same

demographic category (green arrow next to a value for men indicates that value is significantly higher than women,

for example)

Q11: Thinking about the reasons you may choose to consume plant-based meat alternatives, which of the following are (or would be) your top reasons for choosing these products? Please select your top 3 reasons, and rank them as 1 (top reason), 2 (second reason) and 3
(third reason). [Top 3] Base = 1,001; Gender: Female = 507, Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352; Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based

meat in past year = 652, Did not consume plant-based meat in past year = 349

International WO 1
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Q12: How would you know [top reason from Q11] information when choosing a plant-based meat
alternative product? (Top 2, sorted based on overall frequency)

Nutrition Facts Ingredient By searching for Front-of- Familiarity Front-of- Other
label list the information package with product package
online claims symbols/icons
cender Female 52.2% 55.6% 1 27.1% 20.5%§ 24.1% 18.6% 1.8%
Male 50.8% 41.8% 4 31.0% 30.8% % 26.0% 18.9% 0.7%
1834 years old [A] 43.2% § 38.6%i 352% % 30.3% 27.7% % 242% % | 0.8%
Age 35-54 years old [B] 51.1% 46.5% 31.2% % 23.2% 28.7% 1 18.3% 0.9%
55+ years old [C] 59.9% 4 60.6% 4 21.3%# 23.8% 18.1%4 142% 8 | 21%
Education Non-college 51.0% 42.4%‘ 34.3% 24.4% 24.9% 21.6% 1.4%
College 52.0% 53.1% % 25.6% ¥ 26.4% 25.0% 16.8% 1.2%
Northeast [A] 49.7% 52.9% 27.1% 27.7% 24.5% 15.5% 2.6%
Region South [B] 53.0% 48.8% 27.4% 26.2% 24.1% 20.2% 0.3%
Midwest [C] 51.5% 46.6% 31.6% 23.8% 28.2% 17.5% 1.0%
West [D] 50.6% 47.2% 31.7% 24.4% 23.3% 20.6% 2.2%
Consumed plant-based 49.1% § 46.3% § 27.9% 27.8%% | 26.5% 21.7% % | 0.8%
. meat in past year
Consumption Did not consume plant-
e T ST 57.7% 4 54.9% 4 32.5% 10.9% 4 21.1% 11.4% 4 | 24%

* A statistically significantly higher proportion of women than men indicated that the ingredient list would be their source for finding accurate information about plant-based meat; a significantly higher
proportion of men than women indicated front-of-package claims would be their source

* A statistically significantly higher proportion of respondents 55+ than 18-34 years old indicated the nutrition facts label would be a source for finding accurate information; a significantly higher proportion
of 55+ than 18-34 and 35-54 years old identified ingredient list as a source they’'d go to; more 18-34 and 35-54 than 55+ year-olds indicated they would search for information online or they have
familiarity with the product; a significantly higher proportion of respondents 18-34 years old than 55+ indicated front-of-package symbols/icons are an accurate source of information

* A significantly higher proportion of respondents with a college degree indicated that ingredient list would be their source; a significantly higher proportion of respondents with no college degree indicated
they would search for information online

* There were no significant differences for sources of information by region

* A statistically significantly higher proportion of respondents who have not consumed plant-based meat in the past year identified nutrition facts label or ingredient list; a significantly higher proportion of
respondents who have consumed plant-based meat in the past year identified front-of-package claims or front-of-package symbols/icons

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same

demographic category (green arrow next to a value for men indicates that value is significantly higher than women, International w 1
for example) Food
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Q12: You mentioned that [top reason from Q11] is the top reason you consume (or would consume) plant-based meat alternatives. How would you know this information when choosing a plant-based meat alternative product? Please indicate and rank your top 2 sources and/o&cunc”
ways you find accurate information, using a rank of 1 for your primary source and 2 for your secondary source. [Top 2; excluding “Not applicable (I'm not interested in consuming plant-based meat alternatives)” from Q11] Base = 873; Gender: Female = 435, Male = 435;
Age: 18-34 = 264, 35-54 = 327, 55+ = 282; Education: Non-college = 361, College = 512; Region: Northeast = 155, South = 332, Midwest = 206, West = 180; Consumption: Consumed plant-based meat in past year = 627, Did not consume plant-based meat in past year = 246



Q13: You mentioned “Healthfulness” is a reason you may consume plant-based meat alternatives. Which
of the following health benefits, if any, would be most important to you, personally, when considering
plant-based meat alternatives? (Top 3, sorted based on overall frequency)

High Heart Protein Vitamins Weight Longevity/ | Cholesterol Fat Fiber Sodium Muscle Other
quality/ health content and management | healthy content content | content content health
complete minerals aging
protein
Gender Female 46.0% 37.6% 43.6% 36.1%f 29.2% 22.3% 19.8%‘ 21.8% 20.8% 13.9% 7.4% 1.5%
Male 39.1% 43.8% 35.4% 25.0%‘ 24.5% 29.2% 31.8%' 21.9% 16.1% 17.7% 14.6% 1.0%
18-34 years old [A] 43.4% 29.2%‘ 41.5% 42.5%1‘ 37.7%1‘ 32.1% 14.2%‘ 14.2% 17.0% 12.3% 16.0% 0.0%
Age 35-54 years old [B] 34.5%‘ 39.4% 38.0% 33.8%1‘ 23.2%‘ 25.4% 28.2%f 22.5% 21.8% 16.9% 14.1%1 2.1%
55+ years old [C] 49.7%f 50.3%1‘ 40.1% 19.0%‘ 23.1%; 21.1% 31.3%1 26.5% 16.3% 17.0% 4.1% l 1.4%
Education Non-college 42.3% 44.2% 38.5% 37.2%f 26.9% 30.1% 21.2% 17.3% 16.7% 12.8% 11.5% 1.3%
College 42.7% 38.5% 40.6% 26.4%; 27.2% 22.6% 28.5% 24.7% 19.7% 17.6% 10.5% 1.3%
Northeast [A] 38.9% 37.5% 38.9% 40.3% 34.7% 22.2% 22.2% 25.0% 16.7% 16.7% 6.9% 0.0%
Region South [B] 44.1% 44.1% 41.6% 29.2% 23.6% 28.6% 21.1% 17.4% 19.3% 14.3% 14.3% 2.5%
Midwest [C] 40.4% 37.1% 38.2% 28.1% 31.5% 28.1% 32.6% 25.8% 14.6% 12.4% 10.1% 1.1%
West [D] 45.2% 41.1% 38.4% 27.4% 21.9% 19.2% 30.1% 23.3% 23.3% 21.9% 8.2% 0.0%
Consumedplantbased | )60, | 397% | 39.7% | 30.9% 28.0% 27.3% | 213%Q| 223% | 19.9% | 145% | 11.0% | 1.4%
meat in past year
Consumption ]

Did not consume plant- | = 30 g0 | 4349, | 39.8% | 30.1% 24.8% 212% | 36.3%%| 204% | 150% | 18.6% | 10.6% 0.9%

based meat in past year

* A statistically significantly higher proportion of women than men identified vitamins and minerals as important health benefits when considering plant-based meat alternatives; a significantly higher
proportion of men than women indicated cholesterol or muscle health as important considerations
* A statistically significantly higher proportion of respondents who are 55+ than 35-54 years old indicated high quality/complete protein as an important health benefit when considering plant-based meat; a
significantly higher proportion of 55+ than 18-34 year-olds identified heart health as an important consideration; a significantly higher proportion of respondents between 18-34 years old and 35-54 years
old than 55+ years old identified vitamins and minerals or muscle health as important health benefits; a significantly higher proportion of 18-34 year-olds than 35-54 and 55+ indicated weight
management as a health benefit
* A significantly higher proportion of respondents with no college degree indicated vitamins and minerals are an important health benefit
* There were no significant differences between regions for health benefits when considering plant-based meat alternatives
e A statistically significantly higher proportion of respondents who have not consumed plant-based meat in the past year indicated that cholesterol content would be an important health benefit

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same
demographic category (green arrow next to a value for men indicates that value is significantly higher than women,

for example)

Q13: You mentioned “Healthfulness” is a reason you may consume plant-based meat alternatives. Which of the following health benefits, if any, would be most important to you, personally, when considering plant-based meat alternatives? Please select your top 3 health
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benefits, and rank them as 1 (top benefit), 2 (second benefit) and 3 (third benefit). [Top 3; must select “Healthfulness” on Q11] Base = 395; Gender: Female = 202, Male = 192; Age: 18-34 = 106, 35-54 = 142, 55+ = 147; Education: Non-college = 156, College = 239; Region:
Northeast = 72, South = 161, Midwest = 89, West = 73; Consumption: Consumed plant-based meat in past year = 282, Did not consume plant-based meat in past year = 113



Q14: On a scale from 1 to 5 where 1 is not at all interested and 5 is very interested, please rate your
interest in trying the following plant-based meat alternative protein sources. (4 or 5 out of 5)

Vegetables Grains (rice, Nuts and Beans Soy Pea Fermented | Cellular/Lab

(mushrooms, quinoa, wheat, Seeds and/or food products Grown

potatoes, and oat, and others) Lentils
others)
cond Female 54.4% 50.7% 50.3% 485% | 383%Y 383%8| 229%8 | 189%y
enaer
Male 58.7% 55.0% 54.6% 54.6% 47.0% % 448%%| 312%% | 301%f
18-34 years old [A] 57.9% 57.9% 4 51.4% 56.1% 525% % 45.0%%| 354%% | 36.4%%
Age 35-54 years old [B] 61.0% 4 55.8% % 55.8% 53.4% 44.4% R 26.1%% 301%% | 287%%
55+ years old [C] 50.6% ¥ 455% 4 49.1% 45.7% 4| 324%8 335%4| 168%f 10.2%§
_ Non-college 51.1% ¥ 47.5% ) 461% ¥ | 456%8| 354%y 349%¥| 226%¥ | 185%¥
Education

College 60.3% 1 56.6% % 56.7% 4 | 55.7% 4| 476%R| 46.0%%| 300%% | 286%%

Northeast [A] 64.3% 1 58.2% 55.5% 53.8% 46.7% | 47.3% 27.5% 22.5%

Roc South [B] 55.9% 51.1% 50.5% 52.9% 43.0% | 42.2% 28.1% 25.4%

egion

8 Midwest [C] 57.1% 55.8% 51.1% 50.2% 403% | 40.3% 28.8% 25.3%

West [D] 50.0% § 47.6% 53.8% 48.1% 401% | 35.8% 22.2% 23.1%
°°rr‘::gt“?: E';T;gifed 66.4% 1 64.3% 1 60.7% B | 629%%| 535%f% 532%%| 354%4| 34.2%%

Consumption -

Did not consume plant- 378% ¥ 31.2%¥ 36.4% ¥ | 302%¥| 218%P 192%¥| 109% Y| 60%¥

based meat in past year

* A statistically significantly higher proportion of men than women would consider soy, pre, fermented food products, or cellular/lab grown plant protein sources

* A statistically significantly higher proportion of respondents between 35-54 years old than 55+ years old would consider vegetables; a significantly higher proportion of 18-34 and 35-54 year-olds than 55+
would consider grains, soy, pea, fermented food products, or cellular/lab grown; a significantly higher proportion of 18-34 year-olds than 55+ would consider beans and/or lentils

* A statistically significantly higher proportion of respondents with college degrees would be interested in trying each of the listed alternative protein sources
* A significantly higher proportion of respondents from the Northeast than the West would be interested in vegetables as an alternative protein source
» A statistically significantly higher proportion of respondents who have consumed plant-based meat in the past year would be interested in trying each of the listed alternative plant protein sources

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same

demographic category (green arrow next to a value for men indicates that value is significantly higher than women,

for example)
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Q14: On a scale from 1 to 5 where 1 is not at all interested and 5 is very interested, please rate your interest in trying the following plant-based meat alternative protein sources. [4 or 5 out of 5] Base = 1,001; Gender: Female = 507, Male = 491; Age: 18-34 = 280, 35-54 =
396, 55+ = 352; Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 349
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Q15: Please use the slider scales below to rate your opinion of qualities (taste, price, healthfulness,
environmental sustainability) of plant-based meat alternatives, soy-based meat alternatives, and
meat/animal protein. (4 or 5 out of 5)

Taste of: Price of: Healthfulness of: Environmental sustainability of:
Plant-based | Soy-based Meat/ Plant-based | Soy-based Meat/ Plant-based | Soy-based Meat/ Plant-based | Soy-based Meat/
meat meat Animal meat meat Animal meat meat Animal meat meat Animal
alternative | alternative protein alternative | alternative protein alternative | alternative protein alternative | alternative protein
Gonder Female 52.9% 39.6%¥| 62.9% 30.1%¥ | 36.9%¥| 483%f| 64.3% 56.4% ¥ 51.3% 64.1% 59.8% 43.6%
Male 58.9% 50.5%f 68.0% 47.7%f 44.6%f 57.0%% 66.2% 64.0% f 54.0% 67.2% 64.8% 47.7%
18-34 years old [A] 71.1%f 56.1%i‘ 72.9%f 55.0%i 51.1%1‘ 63.9% 75.7%“ 72.1% 60.7%f 75.4%f 70.7%f 54.6% t
Age 35.54 years old [B] 60.2%00 49.6%%| 66.7% k| 518%R| 49.6%%| s6a%h| e7.5%%| 610% s6.4% %] es3%®| eca%®| 40.3%%
55+ years old [C] 39.2% | 315%¥| 58.0%y| 253%¥| 233%P| 398%y| s545%| 49.4% 42.0% ¥ 55.09 51.4% 34.4% 4
ST Non-college 52.7% 40.9%‘ 62.5% 42.8% 38.2% 50.8% 61.5%% 57.0% 53.4% 59.9 55.8% 47.3%
ucati
College 58.1% 48.1%f 67.4% 43.8% 42.6% 53.8% 67.9% 62.2% 51.9% 69.8%f 66.9%f 44.3%
Northeast [A] 54.9% 44.0% 61.0% 42.9% 39.0% 48.9% 59.3%‘ 56.6% 50.5% 65.4% 58.2% 44.5%
Resion South [B] 58.8% 46.8% 69.5% 46.3% 44.4% 55.3% 71.4%" 64.2% 53.7% 70.1% 65.8% 48.1%
g Midwest [C] 53.2% 43.3% 60.9% 41.2% 37.8% 51.9% 63.5% 58.4% 51.9% 61.4% 62.7% 42.9%
West [D] 54.2% 44.8% 66.5% 41.0% 39.2% 51.4% 61.3% 57.5% 52.8% 62.7% 59.0% 44.8%
Consumed plantbased | -, oo 4| goa%f| 75.0%%| 59.0% 55.7% 63.7% 79.0% 72.9% 61.8% 8| 79.4% 75.8% 54.6% 1
meat in past year
Consumption :
Did not consume plant-
PR — 203% 9| 163%Y| 47.3%4| 140%8| 120%¥| 318%8| 305%8| 36.1%8 | 352%8| 308%¥| 37.0%4| 287%4

* A statistically significantly higher proportion of men than women indicated they like the taste of soy-based meat alternatives, price of plant-based meat alternative, price of soy-bases meat alternative,
price of meat/animal protein, healthfulness of soy-based meat alternative

* A statistically significantly higher proportion of respondents between 18-34 years old and 35-54 years old than 55+ years indicated they like each of the qualities for each of the protein options (plant-
based meat alternative, soy-based meat alternative, and meat/animal protein); a statistically significantly higher proportion of 18-34 year-olds than 35-54 year-olds like the taste of plant-based meat
alternative and healthfulness of soy-based meat alternative

* A significantly higher proportion of respondents with a college degree like the taste of soy-based meat alternatives and healthfulness of plant-based meat alternatives

* A significantly higher proportion of respondents in the South than Northeast like the healthfulness of plant-based meat alternatives

* A statistically significantly higher proportion of respondents who have consumed plant-based meat in the past year indicated they like each of the qualities for each of the protein options

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same International

demographic category (green arrow next to a value for men indicates that value is significantly higher than women, F°°d

for example) 8 Information

Council
Q15: Please use the slider scales below to rate your opinion of qualities (taste, price, healthfulness, environmental sustainability) of plant-based meat alternatives, soy-based meat alternatives, and meat/animal protein. [4 or 5 out of 5] Base = 1,001; Gender: Female = 507,
Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352; Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 349



Q16: If you wanted more information about plant-based meat alternatives, which of the sources below
would you look to? (Top 3, sorted based on overall frequency with “I do not want more information”
anchored) SLIDE 1 OF 2

Health On a food A food Government | Dietitians While Doctor’s Friends and Cooking Traditional
websites package company website shopping at | office/health family television |news sources
website the grocery |care providers shows
store

Gender Female 36.5% 30.4% 22.1% 23.1% f 19.1% 16.8% 20.1% 16.4% 10.7% 9.7% ?
Male 35.8% 27.3% 19.8% 17.7% ! 18.5% 20.2% 15.9% 17.9% 15.1% 14.3%
18-34 years old [A] 32.1%i 225% % |  20.7% 15.0% §| 20.7% 19.3% 20.4% 15.4% 17.5% B 11.1%
Age 35-54 years old [B] 33.3% 30.4% 20.3% 19.0% 16.8% 20.6% 16.3% 18.2% 13.8% 11.4%
55+ years old [C] 423% % | 224%K | 21.6% 26.1% B | 19.6% 15.6% 18.2% 17.3% 82% ¥| 13.1%

Education Non-college 34.4% 27.1% 23.5% 17.1% # 18.8% 19.0% 20.9%f 17.8% 15.0% 9.3% ?
College 37.4% 30.0% 19.0% 22.8% 19.0% 18.1% 16.0%‘ 16.6% 11.4% 13.8%
Northeast [A] 33.5% 23.6% 15.9% 23.1% 17.6% 17.6% 17.0% 18.7% 16.5% 8.8%
Region South [B] 35.3% 29.7% 23.0% 19.5% 20.9% 19.0% 20.1% 15.2% 11.8% 11.0%
Midwest [C] 38.2% 33.9% 23.6% 21.0% 14.6% 22.3% 18.5% 19.7% 13.7% 15.0%
West [D] 37.7% 25.9% 18.4% 18.9% 21.2% 14.2% 15.1% 16.0% 10.8% 12.7%
C°’::2t‘?: p;i't‘t'z:fed 383% | 268% 21.5% 19.5% 16.9% 8 | 212%F| 17.2% 17.6% 16.0% 1| 12.1%

Consumption Did not conZum: plant-

e T 32.1%‘ 32.4% 19.8% 22.1% 22.6%f 13.5%‘ 19.8% 16.0% 7.2% ‘ 11.5%

* A statistically significantly higher proportion of women than men would look to government websites for information about plant-based meat alternatives; a significantly higher proportion of men than
women would look to traditional news sources

* A statistically significantly higher proportion of respondents who are 55+ than 18-34 years old and 35-54 years old would look to health websites; a significantly higher proportion of 55+ than 18-34 year-
olds would look to food packaging or government website; a significantly higher proportion of 18-34 year-olds than 55+ would look to cooking television shows for information

* A significantly higher proportion of respondents with a college degree would look to government websites or traditional news sources for information; a significantly higher proportion of respondents with
no college degree would look to doctor’s office or other health care providers

* There were no significant differences in the listed information sources between regions

» A statistically significantly higher proportion of respondents who have consumed plant-based meat in the past year would look to health websites, while shopping at the grocery store or cooking TV shows;
a significantly higher proportion of respondents who have not consumed plant-based meat in the past year would look to dieticians for information about plant-based meat alternatives

SIGNIFICANCE: International w 1
Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same F°°d

demographic category (green arrow next to a value for men indicates that value is significantly higher than women, -

for example) Information
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Q16: If you wanted more information about plant-based meat alternatives, which of the sources below would you look to? Please select your top 3 reasons, and rank them as 1 (top reason), 2 (second reason) and 3 (third reason). [Top 3] Base = 1,001; Gender: Female = 507,
Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352; Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 349



Q16: If you wanted more information about plant-based meat alternatives, which of the sources below
would you look to? (Top 3, sorted based on overall frequency with “I do not want more information”

anchored) SLIDE 2 OF 2

While Academic | Social media | Independent Cooking Ina Diet Celebrities Other I do not want more
shopping institution platforms trade blogs restaurant | companies information and/or have
online websites organization not heard information
website about plant-based meat
alternatives
Gender Female 9.5% 10.7% 10.3% 7.7% 10.1% 5.1% 7.1% 3.4% 0.8% 10.3%
Male 12.2% 9.4% 9.0% 11.2% 8.6% 11.0% 6.7% 4.7% 0.4% 8.1%
18-34 years old [A] 14.6% 11.8% 15.0% 10.7% 13.6%" 12.1% 12.1% 5.4% 0.4% 3.2%
Age 35-54 years old [B] 12.5% 9.2% 11.7% 10.6% 9.8% 9.5% 6.8% 6.5% 0.0% 7.9%
55+ years old [C] 6.3% 9.4% 3.1% l» 7.1% 5.4% ‘v 3.4% 3.1% ; 0.6% 1.4% 15.3%
Education Non-college 8.3% 9.0% 11.6% 6.7% 8.6% 8.6% 8.1% 3.6% 0.7% 10.7%
College 12.8% 10.7% 8.1% 11.4% 9.8% 7.8% 6.2% 4.5% 0.5% 8.1%
Northeast [A] 10.4% 6.0% 8.2% 9.9% 8.8% 9.3% 9.9% 4.9% 0.5% 13.2%
Region South [B] 11.8% 9.6% 11.0% 10.2% 11.2% 9.1% 6.7% 4.5% 0.5% 6.7%
Midwest [C] 9.4% 11.2% 8.2% 7.3% 7.7% 6.0% 6.0% 2.1% 0.9% 6.9%
West [D] 11.3% 12.7% 9.9% 9.9% 8.0% 7.5% 6.1% 4.7% 0.5% 12.7%
Consumed plant-based
Consumption. | meatin past year 13.0% 4| 10.4% 121% 4| 10.3% 11.2% 4| 10.6%f4| 94%4 | 55%4 | 03% 3.4% §
:a'ge'?fn ce:lr:s;:n;:;:':;;r 6.9% §| 9.2% 49% §| 7.7% 5.7% §| 34% | 26%F | 14% | 11% 20.1% 4

* A statistically significantly higher proportion of men than women would look for information about plant-based meat alternatives in a restaurant

A statistically significantly higher proportion of respondents between 18-34 years old and 35-54 years old than 55+ years old would look for information about plant-based meat alternatives while shopping
online, social media platforms, in a restaurant, or celebrities; a significantly higher proportion of 18-34 than 55+ year-olds would look to cooking blogs or diet companies; a significantly higher proportion of
55+ than 18-34 and 35-54 year-olds don’t want more information and/or have not heard information about plant-based meat alternatives; a significantly higher proportion of 34-54 year-olds than 18-34
year-olds don’t want more information and/or have not heard information about plant-based meat alternatives

A significantly higher proportion of respondents with a college degree would look for information about plant-based meat alternatives while shopping online or independent trade organization website
There were no significant differences in the listed information sources between regions

A statistically significantly higher proportion of respondents who have consumed plant-based meat in the past year would look for information about plant-based meat alternatives while shopping online,
social media platforms, cooking blogs, in a restaurant, diet companies, or celebrities; a significantly higher proportion of respondents who have not consumed plant-based meat in the past year don’t want
more

information and/or have not heard information about plant-based meat alternatives

SIGNIFICANCE:

Red “down arrow” indicates statistically significantly lower than variable with green “up arrow” in same
demographic category (green arrow next to a value for men indicates that value is significantly higher than women,

for example)
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Q16: If you wanted more information about plant-based meat alternatives, which of the sources below would you look to? Please select your top 3 reasons, and rank them as 1 (top reason), 2 (second reason) and 3 (third reason). [Top 3] Base = 1,001; Gender: Female = 507,
Male = 491; Age: 18-34 = 280, 35-54 = 396, 55+ = 352; Education: Non-college = 421, College = 580; Region: Northeast = 182, South = 374, Midwest = 233, West = 212; Consumption: Consumed plant-based meat in past year = 652, Did not consume plant-based meat in past year = 349
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The nutrition facts label was identified as a top source of accurate information
for respondents who cited healthfulness or high-quality protein as reasons to
consume plant-based meat (both reasons notably higher than the 52%
overall)

Nutrition facts label as top 2 sources or ways of finding accurate information
on the reasons for consuming plant-based meat alternatives (if top 3 from Q11)

Overall 52%

Healthfulness 73%
[ High quality protein |7 S 7o 17 B 63% ]
Doctor/health professional advised me to eat them | HIIIINEEEEEEE-TT R I 57
Health claims/certifications | HENGNGIGINININEEZZEEEEEEEENY->77 B 56%
Meets my dietary needs [ INEES -7 B 56
Like the taste 45%
Heard or read that it's good for me 42%
The price 37%
Like the texture 37%
Environmental/sustainability benefits 34%
Other members in my household like them 32%
Religious or moral reasons 21%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
H#1 B#2
e
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Q12: You mentioned that [top reason from Q11] is the top reason you consume (or would consume) plant-based meat alternatives. How would you know this information when choosing a plant-based meat alternative product? Please indicate and rank your top 2 sources

and/or ways you find accurate information, using a rank of 1 for your primary source and 2 for your secondary source. [Top 2; excluding “Not applicable (I'm not interested in consuming plant-based meat alternatives)” from Q11] Base = 873



The ingredient list was identified as a top source of accurate information for
respondents who cited healthfulness or other members in household liking
them as reasons to consume plant-based meat (both reasons notably higher
than the 49% overall)

Ingredient list as top 2 sources or ways of finding accurate information
on the reasons for consuming plant-based meat alternatives (if top 3 from Q11)

Overall 49%
Healthfulness  [INEEEET T3 B 60%
Other members in my household like them [ HEIEIIIIES7 YT B 57%
Doctor/health professional advised me to eat them B 52%
High quality protein [N B 51%
Meets my dietary needs |HIIEIEIINIFECEEEEEER 7| 49%
Health claims/certifications 46%
Religious or moral reasons 45%

Heard or read that it's good for me 44%

The price 44%
Like the taste 42%
Environmental/sustainability benefits 42%

Like the texture 39%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
m#1 m#2
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Q12: You mentioned that [top reason from Q11] is the top reason you consume (or would consume) plant-based meat alternatives. How would you know this information when choosing a plant-based meat alternative product? Please indicate and rank your top 2 sources
and/or ways you find accurate information, using a rank of 1 for your primary source and 2 for your secondary source. [Top 2; excluding “Not applicable (I'm not interested in consuming plant-based meat alternatives)” from Q11] Base = 873



Searching online was identified as a top source of accurate information for
respondents who cited doctor/health professional advising them, religious or
moral reasons, or heard or read that it’s good for me as reasons to consume
plant-based meat (each notably higher than the 29% overall)

Searching for the information online as top 2 sources or ways of finding accurate info
on the reasons for consuming plant-based meat alternatives (if top 3 from Q11)

Overall 29%

Doctor/health professional advised me to eat them 40%
Religious or moral reasons 38%
Heard or read that it's good for me 38%
Health claims/certifications T 36%
Environmental/sustainability benefits B 35%
Like the texture B 34%
Meets my dietary needs B 32%
The price 26%
Healthfulness 24%
Like the taste 23%
High quality protein 21%
Other members in my household like them 18%
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Q12: You mentioned that [top reason from Q11] is the top reason you consume (or would consume) plant-based meat alternatives. How would you know this information when choosing a plant-based meat alternative product? Please indicate and rank your top 2 sources
and/or ways you find accurate information, using a rank of 1 for your primary source and 2 for your secondary source. [Top 2; excluding “Not applicable (I'm not interested in consuming plant-based meat alternatives)” from Q11] Base = 873



The front-of-package claims were identified as a top source of accurate
information for respondents who cited that they like the texture, price, or
environmental/sustainability benefits as reasons to consume plant-
based meat (each notably higher than the 26% overall)

Front-of-package claims as top 2 sources or ways of finding accurate information
on the reasons for consuming plant-based meat alternatives (if top 3 from Q11)

Overall 26%
Like the texture 44%
The price 33%
Environmental/sustainability benefits B 32%
Religious or moral reasons B 31%
High quality protein B 29%
Heard or read that it's good for me B 27%
Other members in my household like them 25%
Doctor/health professional advised me to eat them 25%
Meets my dietary needs 24%
Like the taste 22%

Healthfulness 18%
Health claims/certifications 18%
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Q12: You mentioned that [top reason from Q11] is the top reason you consume (or would consume) plant-based meat alternatives. How would you know this information when choosing a plant-based meat alternative product? Please indicate and rank your top 2 sources
and/or ways you find accurate information, using a rank of 1 for your primary source and 2 for your secondary source. [Top 2; excluding “Not applicable (I'm not interested in consuming plant-based meat alternatives)” from Q11] Base = 873



Familiarity was identified as a top source of accurate information for
respondents who cited that they like the taste, the price, or other family
members liking them as reasons to consume plant-based meat (each
notably higher than the 25% overall)

Familiarity with product as top 2 sources or ways of finding accurate information
on the reasons for consuming plant-based meat alternatives (if top 3 from Q11)

Overall 25%
Like the taste 45%
The price 39%
Other members in my household like them 36%
Religious or moral reasons 31%
Environmental/sustainability benefits Bl 30%
Like the texture B 29%
Heard or read that it's good for me B 29%
Meets my dietary needs [IENIIEGCA| 25%
Health claims/cettifications 24%
High quality protein 17%
Doctor/health professional advised me to eat them 9%
Healthfulness 9%
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Q12: You mentioned that [top reason from Q11] is the top reason you consume (or would consume) plant-based meat alternatives. How would you know this information when choosing a plant-based meat alternative product? Please indicate and rank your top 2 sources
and/or ways you find accurate information, using a rank of 1 for your primary source and 2 for your secondary source. [Top 2; excluding “Not applicable (I'm not interested in consuming plant-based meat alternatives)” from Q11] Base = 873



The front-of-package symbols or icons were identified as a top source of accurate
information for respondents who cited religious or moral reasons, other family
members liking them, or environmental/sustainability benefits as reasons to
consume plant-based meat (each notably higher than the 19% overall)

Front-of-package symbols or icons as top 2 sources or ways of finding accurate info
on the reasons for consuming plant-based meat alternatives (if top 3 from Q11)

Overall 19%

Religious or moral reasons 34%
Other members in my household like them 32%
Environmental/sustainability benefits 27%
Health claims/certifications B 20%
The price IIEIERM| 19%
Heard or read that it's good for me 18%
High quality protein 17%
Like the texture 17%
Like the taste 17%
Healthfulness 15%

Doctor/health professional advised me to eat them 11% SVl 15%

Meets my dietary needs YRy 13%
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Q12: You mentioned that [top reason from Q11] is the top reason you consume (or would consume) plant-based meat alternatives. How would you know this information when choosing a plant-based meat alternative product? Please indicate and rank your top 2 sources
and/or ways you find accurate information, using a rank of 1 for your primary source and 2 for your secondary source. [Top 2; excluding “Not applicable (I'm not interested in consuming plant-based meat alternatives)” from Q11] Base = 873



