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Introduction 
 
In 2019, more than 700 new plant-based meat, egg, and dairy products hit the 
shelves at U.S. retailers as consumer demand continued to increase.  1

Plant-based is one of the biggest trends in food and a key driver of sales growth 
in retail. Plant-based sales are growing 14 times faster than total food sales.  2

With plant-based shoppers spending 61% more than the average shopper,  3

retailers should provide an array of great-tasting plant-based products to keep 
these valuable customers while attracting new customers looking for a broad 
product selection. 
 
÷ŻŘ ΘeƮƮő dƮƮő âŘǨĬƁƘ âŘǑƮǔǨΘ͝ ŊƮơǑƁƘŘő ŉȏ Θ÷ŻŘ eƮƮő dƮƮő qƣǜǨƁǨǰǨŘΘ͝ ŘȈĬƘǰĬǨŘǜΖ
ǨŻŘ ǨƮǑ ̧̣ þ͢ê͢ ŲƮƮő ǔŘǨĬƁƘŘǔǜ  ĬŊŊƮǔőƁƣų ǨƮ ǑǔƮőǰŊǨ ĬǜǜƮǔǨơŘƣǨ͝ Ĭǜ ȉŘƘƘ ĬǜΖ̦

ơŘǔŊŻĬƣőƁǜƁƣų Ĭƣő ơĬǔƔŘǨƁƣų ƮŲ ǑƘĬƣǨͽŉĬǜŘő ơŘĬǨ͝ Řųų͝ Ĭƣő őĬƁǔȏ ǑǔƮőǰŊǨǜ͢ ÷ŻŘΖ
ŲƮƮő ǔŘǨĬƁƘŘǔǜ ǔŘǑǔŘǜŘƣǨŘő Ɓƣ ǨŻƁǜ ǔŘǑƮǔǨ ŊƮơǑƮǜŘ ơƮǔŘ ǨŻĬƣ ̧̢ώ ƮŲ ǨŻŘ ơĬǔƔŘǨΖ
ǜŻĬǔŘ ŲƮǔ ơŘĬǜǰǔŘő þ͢ê͢ ǔŘǨĬƁƘ ŲƮƮő ǜĬƘŘǜ͢ ÷Żǰǜ͝ ǨŻƁǜ ŉŘƣŊŻơĬǔƔƁƣų ŘǜǨĬŉƘƁǜŻŘǜΖ
ǨŻŘ ǔŘǨĬƁƘŘǔǜ ǨŻĬǨ ĬǔŘ ƘŘĬőƁƣų ǨŻŘ ȉĬȏ Ɓƣ ǑƘĬƣǨͽŉĬǜŘő ŲƮƮőǜ͝ Ĭ ŊĬǨŘųƮǔȏ ȉƁǨŻΖ
ųǔƮȉƁƣų ƁơǑƘƁŊĬǨƁƮƣǜ ŲƮǔ ŊƮƣǜǰơŘǔ ŘĬǨƁƣų ŻĬŉƁǨǜ͝ ǜŻƁŲǨƁƣų ǜǰǑǑƘȏ ŊŻĬƁƣǜ͝ ŻǰơĬƣΖ
ŻŘĬƘǨŻ͝ ŘƣȈƁǔƮƣơŘƣǨĬƘ ǜǰǜǨĬƁƣĬŉƁƘƁǨȏ͝ Ĭƣő͵ƁơǑƮǔǨĬƣǨƘȏ͵ǨŻŘ ŉƮǨǨƮơ ƘƁƣŘ͢ΖΖ
 

The Business Case for Plant-Based Meat, Eggs, and Dairy 

Thirty-nine percent of Americans are actively trying 
to incorporate more plant-based foods into their 
diets.  Meanwhile, 60% of consumers want to 5

reduce their meat consumption.  A new segment 6

has emerged—flexitarians, defined as those who try 
to eat less conventional meat but don’t restrict 
themselves to a vegetarian or vegan diet. 
Flexitarians represent about one-third of the U.S. 
population. Millennials and Gen Z are over-indexed 
on purchase intent—42% and 46%, respectively, 

1 SPINSscan Natural and Specialty Gourmet (proprietary), SPINSscan Conventional Multi Outlet (powered by 
IRI), 52 weeks ending 12-29-19. 
2 IRI point of sale analysis, MULOC, 52 weeks ending 10-06-19, CAGR for CY 2015–CY 2018. 
3 SPINSscan plant-based total basket size in basket dollars per trip, total U.S., all outlets, 52 weeks ending 
12-31-17. 
4 The super 50. (2018). ​ßǏƩűǏŘǗǗŽȂŘ eǏƩŊŘǏʉ. Retrieved from 
https://progressivegrocer.com/top-50-grocers-2018-ranked?from=gate 
5 Shoup, M. E. (2017, June). Innovative plant-based food options outperform traditional staples, Nielsen says. 
Food Navigator-USA. Retrieved from 
https://www.foodnavigator-usa.com/Article/2018/06/20/Innovative-plant-based-food-options-outperform-tra
ditional-staples-Nielsen-finds  
6 Aramark. (2019, August). Plant-based Beyond Meat® products help Aramark drive climate-healthy culinary 
innovation. Retrieved from 
https://www.aramark.com/about-us/news/aramark-general/beyond-meat-products-help-aramark-drive-innova
tion 
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compared with 34% of the general population.  For many consumers, a main 7

consideration driving this shift is health—49% of consumers perceive 
plant-based foods as healthier.  8

  
Who is the plant-based consumer? In some ways, plant-based purchasers are 
the everyday consumer. Traditional meat eaters, for example, make up the vast 
majority of plant-based meat purchasers.  

“93% of the consumers in conventional grocery stores that 
are buying a Beyond Meat product are also putting animal 
meat in their basket.” 

—CNBC, IN A DISCUSSION WITH ETHAN BROWN, FOUNDER OF BEYOND MEAT  

No retailer wants to lose plant-based consumers to 
competitors with better plant-based assortments—37% 
of these consumers occupy households with incomes 
greater than $100,000.  On the supply side, meat 9

companies are taking notice and participating. The top six 
U.S. meat companies, including Tyson, JBS, Cargill, and 
Conagra, are all active in plant-based foods. On the 
investment front, plant-based meat, egg, and dairy 
companies drew more than $690 million in investments in 
2019 alone, and more than 340 unique investors were 
active in the space.  10

 
In sum, large consumer segments—traditional meat eaters and flexitarians—are 
seeking more plant-based products. This report, based on consumer and market 
research, evaluates and recommends strategies designed to appeal to these 
groups. By strengthening product assortments and developing compelling 
private-label lines, retailers can take advantage of the rapid democratization of 
plant-based foods and ensure that they have products positioned for every 
consumer segment. By merchandising plant-based meat, eggs, and dairy 
alongside their conventional counterparts, retailers can make plant-based 
options more accessible to the many shoppers who purchase both plant-based 
and conventional meat. Similarly, by shifting language from restrictive terms, 
such as “vegan” or “vegetarian,” to terms demonstrated to improve purchase 
intent, such as “plant-based” and “plant-protein,” retailers can better appeal to a 

7 The Food Industry Association & The Foundation for Meat & Poultry Education & Research. (2019). ​ßƩȃŘǏ ƩŰʇ
ƜŘĬǣʉ. Arlington, VA: The Food Industry Association. 
8 Datassential. (2018). Inspiration from the garden. ​dƩƩő<ȉǣŘǗʉ, ​ȩȥʉ, 4. Retrieved from 
https://c.datassential.com/eml/TrendSpotting/Datassential%20-%20FoodBytes%20-%20March%202018.pdf 
9 Nielsen custom defined dataset, household panel, total U.S., 52 weeks ending 07-28-18. 
10 GFI 2020 custom PitchBook analysis of plant-based (including fungi-based) food companies located or 
selling in the United States, excluding IPOs, mergers and acquisitions, and buyouts or LBOs. 
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wide range of customers with diverse reasons for purchasing plant-based meat, 
eggs, and dairy. 
 
Defining “Plant-Based Food” 

For the purposes of this report, the term “plant-based food” refers to products 
that are direct replacements for animal-based products, including meat (which 
includes seafood), eggs, and dairy, as well as meals that contain animal 
ingredient replacements. Inherently plant-based foods that do not have an 
animal-based counterpart, such as chickpeas and kale, are not included. Please 
note that, although fungi and algae are not biologically classified as plants, fungi- 
and algae-based products are included for these purposes.  

Product Examples     

 
Plant-Based Meat 

 
Plant-Based Milk 

 
Plant-Based Egg 

 
Plant-Based Meal 

 
Plant-Based Cheese 

 
Plant-Based Spread 

 
 
Retailers Included in the Report 
 
÷ŻƁǜ ǔŘǑƮǔǨ ŲƮŊǰǜŘǜ Ʈƣ ǨŻŘ ǨƮǑ ̧̣ þ͢ê͢ ŲƮƮő ǔŘǨĬƁƘŘǔǜ ĬŊŊƮǔőƁƣų ǨƮ ̢̤̣̪ ŲƁǜŊĬƘΖ
ǔŘȈŘƣǰŘ͢  âĬǨƁƣųǜ ĬǔŘ ƁƣŊƘǰőŘő ŲƮǔ Ĭ ǜŘƘŘŊǨ ǜǰŉǜŘǨ ƮŲ ŉĬƣƣŘǔǜ ȉƁǨŻ ̢̢̣ζΖ̣̣

ƘƮŊĬǨƁƮƣǜ͢ ßĬǔŘƣǨ ŊƮơǑĬƣƁŘǜ ĬǔŘ ƣƮǨ ŘȈĬƘǰĬǨŘő Ɓƣ ĬųųǔŘųĬǨŘ͢ ÷Ʈ ǑǔƮȈƁőŘΖ
ŊƮơǑĬǔƁǜƮƣǜ ĬơƮƣų ŉĬƣƣŘǔǜ Ɓƣ ŊƮƣǜƁǜǨŘƣǨ ŊƮơǑŘǨƁǨƁȈŘ ǜŘǨǜ͝ ȉŘ ŻĬȈŘ ƣƮǨΖ
ƁƣŊƘǰőŘő ŲƁƣőƁƣųǜ ŲƮǔ ŊƘǰŉ ȉĬǔŘŻƮǰǜŘ ͯŘ͢ų͢͝ =ƮǜǨŊƮ ĖŻƮƘŘǜĬƘŘ͝ êĬơΏǜ =Ƙǰŉ͝ <¡ΏǜΖ
ĖŻƮƘŘǜĬƘŘ =Ƙǰŉʹ Ĭƣő ǜơĬƘƘ ŲƮǔơĬǨ ͯŘ͢ų͢͝ ÷ǔĬőŘǔ ¡ƮŘΏǜ͝ !ƘőƁʹ͢ lƮȉŘȈŘǔ͝ ȉŘ ȉƁƘƘΖ
ǔŘƘŘĬǜŘ ǨŻŘơ Ɓƣ ŲǰǨǰǔŘ ǔŘǑƮǔǨǜ ŲƮŊǰǜŘő Ʈƣ ǨŻŘǜŘ ŲƮǔơĬǨǜ͢Ζ
Ζ

11 ​The super 50. (2018). ​ßǏƩűǏŘǗǗŽȂŘ eǏƩŊŘǏʉ. Retrieved from 
https://progressivegrocer.com/top-50-grocers-2018-ranked?from=gate 
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How to Read the Report 
Ζ
÷ŻƁǜ ǔŘǨĬƁƘ ǔŘǑƮǔǨ ǑǔƮȈƁőŘǜ ƮȈŘǔĬƘƘ ǔĬǨƁƣųǜ ŲƮǔ ŘĬŊŻ ŉĬƣƣŘǔ ƘƁǜǨŘő͢ ÷ŻŘ ǔŘǑƮǔǨ ƁǜΖ
ŲǰǔǨŻŘǔ őƁȈƁőŘő ƁƣǨƮ ǑǔƮőǰŊǨ ĬǜǜƮǔǨơŘƣǨ͝ ơŘǔŊŻĬƣőƁǜƁƣų͝ Ĭƣő ơĬǔƔŘǨƁƣų ǜŘŊǨƁƮƣǜ͝Ζ
ȉŻƁŊŻ ƁƣŊƘǰőŘ ǨŻŘ ŲƮƘƘƮȉƁƣų͜Ζ

ǒ âĬǨƁƣųǜ͜ ΘĬǜǜŘǜǜơŘƣǨǜ Ʈƣ Ĭ ŲƁȈŘͽǜǨĬǔ ǜŊĬƘŘ͢Ζ
ǒ <ȏ ǨŻŘ ƣǰơŉŘǔǜ Θ͜ ƔŘȏ ǑŘǔŲƮǔơĬƣŊŘ ǜǨĬǨƁǜǨƁŊǜ͢Ζ
ǒ !ȉĬǔőǜ Θ͜ ǔŘŊƮųƣƁǨƁƮƣ ƮŲ ǔŘǨĬƁƘŘǔǜ ȉƁǨŻΘ ΘƘŘĬőƁƣų ǜǨǔĬǨŘųƁŘǜ ŲƮǔ ųǔƮȉƁƣųΖ

ǑƘĬƣǨͽŉĬǜŘő ŲƮƮő ǜĬƘŘǜ͢Ζ
ǒ ĖƁƣƣƁƣų ĬǨ ǑƘĬƣǨͽŉĬǜŘő Θ͜ ŉŘǜǨ ǑǔĬŊǨƁŊŘǜ͝ ƁƣŊƘǰőƁƣų ŊĬǜŘ ǜǨǰőƁŘǜ Θ͝ ΘŲƮǔΖ

ƁƣŊǔŘĬǜƁƣų ǑƘĬƣǨͽŉĬǜŘő ŲƮƮő ǜĬƘŘǜ͢ΖΖ
Ζ
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Overall Results: Conventional Grocery Retailers 
 

Banner  Overall 
Score 

Product 
Assortment  Merchandising  Marketing 

Whole Foods�� �û �û �û �û �û  �û �û �û �û �û  �û �û �û �û  �û �û �û �û �û  

King Soopers�� �û �û �û �û �û  �û �û �û �û �û  �û �û �û �û  �û �û �û �û �û  

Ralphs�� �û �û �û �û  �û �û �û �û  �û �û �û �û  �û �û �û �û �û  

Giant Food�� �û �û �û �û  �û �û �û �û  �û �û �û �û  �û �û �û �û  

ShopRite�� �û �û �û �û  �û �û �û  �û �û �û �û  �û �û �û �û �û  

Wegmans�� �û �û �û �û  �û �û �û �û  �û �û �û  �û �û �û  

Target�� �û �û �û �û  �û �û �û  �û �û �û �û  �û �û �û �û �û  

Fred Meyer�� �û �û �û �û  �û �û �û �û  �û �û  �û �û �û �û  

Publix�� �û �û �û  �û �û �û �û  �û �û  �û �û �û �û  

Kroger�� �û �û �û  �û �û �û  �û �û �û  �û �û �û �û �û  

Safeway�� �û �û �û  �û �û �û  �û �û �û �û  �û �û �û �û  

Hy-Vee�� �û �û �û  �û �û �û �û  �û  �û �û �û  

Stop & Shop�� �û �û �û  �û �û �û  �û �û �û  �û �û �û �û �û  

Harris Teeter�� �û �û �û  �û �û �û  �û �û �û  �û �û �û  

H-E-B�� �û �û �û  �û �û �û  �û �û �û  �û �û �û  

Albertsons�� �û �û �û  �û �û �û  �û �û �û �û  �û  

Meijer�� �û �û �û  �û �û �û  �û �û �û �û  �û  

Winn-Dixie�� �û �û �û  �û �û  �û �û �û  �û �û �û �û  

Vons�� �û �û �û  �û �û �û  �û �û �û  �û  

Food Lion�� �û �û  �û  �û �û �û  �û �û �û  

BI-LO�� �û �û  �û  �û �û  �û �û �û �û  

Walmart�� �û �û  �û �û  �û �û �û  �û �û  

GIANT Food Stores�� �û �û  �û  �û �û  �û �û �û  
ʇ
qƞ ǣŸŘ ŊĬǗŘ ƩŰ ǣŽŘǗɟ ŉĬƞƞŘǏǗ ĬǏŘ ƩǏűĬƞŽȓŘő ŉȉ ǣŸŘ ǫƞǌǫŉƓŽǗŸŘő ǏĬȃ ǗŊƩǏŘǗɤ 
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