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“	As we steer our grocery carts down the aisles
of our supermarkets, the choices we make will
help decide the future.”
—Jonathan Foley1 (source)

Avoiding climate change and protecting vital natural resources for future generations require
we all eat less meat and dairy. This is especially true for Americans, who on average eat three
times more meat per capita than the rest of the world.2 (source) Yet, change is afoot.

Consumer Food Choice is Shifting
“No longer relegated to a humble side dish or natural food stores, plant protein options are
in abundance, sought out and enjoyed by consumers regardless of diet.” 3 (source)

In 2015, 26% of consumers said they ate less animal meat in the past 12 months.4 (source)
The global plant-based meat market is projected to reach $5 billion by 2020.5 (source)
Plant-based protein could represent one-third of overall protein by 2054.6 (source)
Consumption of meatless alternatives is particularly
high among households with children.7 (source)
87% of Americans eat plant protein, with nearly twothirds (62%) doing so once a week or more often.3
(source)

Almost a third of Millennials (30%)—who make up a

quarter of the U.S. population—indicate they consume
a meat alternative product (other than eggs) every
day, with 50% consuming these at least a few times
a week.7 (source)
More than one third (35%) of Americans are eating
protein more from sources other than red meat.8
(source)
More than one quarter of consumers say they eat
protein alternatives at restaurants.8 (source)

A Helping Hand
Among those who consume meat
alternatives, more than two thirds
(66%) say they would eat more
protein alternatives if they knew
how best to prepare them.8 (source)
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The Taste Factor
72% of Americans agree that plants can be a complete source of protein and 54% agree that
recipes made with plant protein are just as, if not more, delicious than recipes based with
animal protein.3 (source)
83% of Americans are open to making meatless dishes, particularly if they have a similar taste
or texture to meat-centric dishes.9 (source)
Majority of Americans (65%) believe that plant protein can be just as hearty and satisfying as
animal protein.3 (source)

Health Matters
Nearly half (46%) of those who buy vegetables are actively trying to eat more, and more than
a third say they are eating more this year than last year, motivated largely by the nutritional
benefits of vegetables and an interest in a plant-based diet.7 (source)
35% of all consumers see a link between exclusively plant-based eating and health.4 (source)
30% of meat alternative consumers eat the products because they are watching their
cholesterol; 29% are worried about their consumption of saturated fat; and 28% are trying
to lose weight.7 (source)
74% of meat alternative consumers agree it is worth it to pay more for products that they
think are good for their health.7 (source)

Younger Generations Making Different Food Choices
Millennials (60%) and Generation X (55%) are more likely than baby boomers (46%) to
agree that they worry about potentially harmful ingredients in the food they buy.9 (source)
Millennials are more likely to reduce the amount of animal protein they consume than
Generation X or Baby Boomers.3 (source)
Millennials are significantly more likely to cite food and environmental sustainability
concerns as their top consumption driver.3 (source)
Millennials are also more than twice as likely as Baby Boomers to cite environmental benefits
and animal rights as their motivation for incorporating plant protein into their diets.3 (source)

Plant-based solutions to address climate change.
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