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The share of consumers who say that they eat plant-based meat regularly has grown over
time (though declined slightly q/q).
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Awareness of Beyond and Impossible jumped higher q/q and have been increasingly steadily
over time. The same is true of the % of consumers who say they have tried food from Beyond
and Impossible. Consumption frequency among those who have consumed Beyond and
Impossible is slightly worse q/q but improved y/y.

BYND AND IMPOSSIBLE ENGAGEMENT

Consumer satisfaction with these products remains elevated and positive, though satisfaction
did dip sequentially in our trackers.

BYND AND IMPOSSIBLE SATISFACTION



BESPOKE MARKET INTELLIGENCE

Meat Alternatives | February 2022 Audience: 1,250 US Consumers

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE

PLANT BASED PROTEIN – MARKET SIZING

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com
Meat Alternatives

PAGE 3

http://www.bespokeintel.com


BESPOKE MARKET INTELLIGENCE

Meat Alternatives | February 2022 Audience: 1,250 US Consumers

WHAT IS YOUR EXPERIENCE WITH PLANT BASED MEAT SUBSTITUTES (IE. BURGERS THAT ARE MADE WITH 
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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…
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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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