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The percentage of consumers who say that they eat plant-based meat regularly is tracking
lower relative to a year ago.
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Awareness of Beyond Meat continues to be higher than that of Impossible (though
Impossible is top 3 in terms of overall consumer awareness).

BYND AND IMPOSSIBLE AWARENESS

Consumer satisfaction with both Beyond and Impossible has been relatively stable of late.
That said, satisfaction has declined over our time series for both.

BYND AND IMPOSSIBLE OPINIONS
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WHAT IS YOUR EXPERIENCE WITH PLANT BASED MEAT SUBSTITUTES (IE. BURGERS THAT ARE MADE WITH 
PLANT PROTEIN AND DON’T CONTAIN ANY BEEF). QUARTERLY SURVEY FEEDBACK
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WHICH OF THE FOLLOWING BEST DESCRIBES YOUR POSITION TOWARD PLANT BASED MEAT SUBSTITUTES 
(IE, BEYOND MEAT BURGER, IMPOSSIBLE BURGER, ETC)? MONTHLY SURVEY FEEDBACK
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GOING FORWARD, HOW OFTEN DO YOU THINK YOU WILL GET PLANT-BASED MEAT ALTERNATIVES…

Posed to all respondents
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IN YOUR OPINION, ARE PLANT-BASED MEAT ALTERNATIVES…

Posed to all respondents
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Posed to respondents who have tried food from each of the following.
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Posed to respondents who have tried food from each of the following.
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HOW LIKELY ARE YOU TO EAT FOOD FROM THIS BRAND IN THE NEXT MONTH?
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WHICH OF THE FOLLOWING WOULD BEST DESCRIBE YOUR RESPONSE IF A CASUAL DINING ESTABLISHMENT THAT 
YOU FREQUENT ADDS PLANT-BASED MEAT ALTERNATIVES LIKE BEYOND MEAT OR IMPOSSIBLE BURGERS TO THEIR 
MENU?
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