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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.’
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.?
With plant-based shoppers spending 61% more than the average shopper,®
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.

+ZR ©TT6 dTT6 arkTi AROTIKENTorO#RE nd 7R e TT6 dTT6 aikkgKRERT TRy TKRIZ
KZRKTO |, p.@ UTT6 iRKTHRut: TNNTiGkay KT OUTEYNK TUUTiKo R TUWRIK Tz
oRINZTqéktqy Tad o TiyRiay TV OfTakanTURS oRTK RyyTad 6146 OUTEYNKI_+ZR?
UTT® URKTHRIG UROUIRURGKRS 3aj K30 tROTUK NTo’OTUR o TUR KZTq), , © TV KZR o TuyRKz
UZTIR VTl oRTUYURG p_&_URKTH UTTO UTIRU_+ZJUKZ80 nRaNZor Tiysay RUKTNitGZRUZ
KZR URKTHRUG KZTK TUR (RT6ay KZR™T 16 bq OfTaikonTURG UTTOU™T NTKRYTUO WKZZ
yiTTiay SoORNTKSTal UTU NTqUy Rl RTKqy ZTniKiGZiksay GyO0K6 NZTqlZyorTal
ZRTKZ Ra i TqoRaf Tk GFUKT3a Indsko~Tq6 _ 3orOTuKT a6 _ KZR nTkKTo BaR ZZ

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

Plant-based reduce their meat consumption.® A new segment
shoppers spend has emerged—flexitarians, defined as those who try
61% more than to eat less conventional meat but don’t restrict

the average themselves to a vegetarian or vegan diet.

consumer. Flexitarians represent about one-third of the U.S.

population. Millennials and Gen Z are over-indexed
on purchase intent—42% and 46%, respectively,

! SPINSscan Natural and Specialty Gourmet (proprietary), SPINSscan Conventional Multi Outlet (powered by
IRI), 52 weeks ending 12-29-19.

2RI 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.

* The super 50. (2018). RIZGIRUUIAR el=nRIuRetrieved from
https://progressivegrocer.com/top-50-grocers-2018-ranked?from=gate

® 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

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

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
Plant-based greater than $100,000.° On the supply side, meat
food investments companies are taking notice and participating. The top six
in 2019 amounted U.S. meat companies, including Tyson, JBS, Cargill, and
to more than $690 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.®

million.

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

” The Food Industry Association & The Foundation for Meat & Poultry Education & Research. (2019). RZaRI =1
WRTzgArlington, VA: The Food Industry Association.

8 Datassential. (2018). Inspiration from the garden. d=>6<T#RUpezu4. Retrieved from
https://c.datassential.com/eml/TrendSpotting/Datassential%20-%20FoodBytes%20-%20March%202018.pdf
° Nielsen custom defined dataset, household panel, total U.S., 52 weeks ending 07-28-18.

0 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
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Plant-Based Meal Plant-Based Cheese Plant-Based Spread

Retailers Included in the Report

+Z780 GROTUK UTIYURG T kKZRKTO | p.@ UTT6 URKTHRIG TONTiday KT . . WUNTK
URTRJR: aTKiqul TUR SqFERE UTu T GRIRNK UFndRK T nTaaqRIGTkz . ¢
TR TaU_RTiRak NTorOTapRl TUR oK RTTFFTKRG 3a) TyytiRYTKR_+T OUTI36RL
NToOTBITql ToTay nTaaqRil Sq NTaistKRaK NToORKIGIR GRKITR ZTIR qTk
3qNFBRE Badhayl UTU NP T TURZTJUR* Ry “=TUKNT EZTIRUTIR @ Toll =fn—<;liz
EZTIRUTIR =’ Taé Go T JTior TKXRy ~=IiT6RI TR _ I THRIRITTR T HZ

VVVVV
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1 The super 50. (2018). RTZGIRUUIAR eT=nRIuRetrieved from
https://progressivegrocer.com/top-50-grocers-2018-ranked?from=gate
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How to Read the Report
I
=780 URKTS UROTUK OUTT6RA TIRUTH UTKauyll UTU RTNZ ‘nTaqRii BUKRE_+ZR UROTUK 8Lz
UJUKZRU 65136RE Sak T OUTEFNK TUUTioRak orRINZTaéhltayTad o TuyRKqu URNKBTaUT
“WZ0Z dqRF6R KZR UTHT TRy L
5 Aalkqul_EBitRIUoRakl Ta T BITRaUKTY GNTIR Z
<06 KZR ayornRiil @R6 ORI TUo TaNR GKTKBUKENG Z
IV TI6U GRNTYaiTa TV IRKTHRIG T HKZ@T 6qy GKITKRYSRG UTU yi T qul
OfTakanTURS UTT6 UTIRUZ
0 Ebqaqiqy TK OXTaKkanTURE_@RIK OUTNRINRGU Iy Siaquy NTUR GKyGIRG@
SR TURay OTakanTURS UTT6 UTHRGZ
I

O« O¢ O
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Overall Results: Conventional Grocery Retailers

Banner ()S\:;rl?ell ASPS':’::::IC:M Merchandising Marketing
Whole Foods aaaaa aaaaa aagaada
King Soopers aaaaa aaaaa agoaaoaaoa
Ralphs aagaoaaa
Giant Food
ShopRite agoaaoaaoa
Wegmans
Target agaaoaaoa
Fred Meyer ada
Publix aa
Kroger agoaaoaaoa
Safeway
Hy-Vee a
Stop & Shop agoaaoaaoa
Harris Teeter
H-E-B
Albertsons a
Meijer a
Winn-Dixie aa
Vons a
Food Lion aa a
BI-LO aa a aa
Walmart aa aa aa
GIANT Food Stores a a a aa

]
qn &R NTUR 20 &R0y nTNRIU TIR ZTGTNIPRS NT 2YR onnjontiUYRE TTa UNZIR0:
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