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What consumers want:
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with a focus on flexitarians /
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ProVeg International is a food awareness organisation

working to transform the global food system
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OUR MISSION

Reducing the global consumption of
animals by 50% by the year 2040.

OUR VISION

We strive for a world where everyone
chooses delicious and healthy food
that is good for all humans,

animals, and our planet.



Action areas

O

Advancing @ Institutional Policy Qﬁ Movement @ Public ©=
plant-based and and corporate and advocacy building education
cultured-food engagement and media
innovation
We support and We influence and We work with We build strong, We provide
connect startups and support businesses, governmental and collaborative inspiration and
global partners in decision-makers, and intergovernmental networks by support to reduce
advancing institutions in agencies, NGOs, empowering and and eliminate animal
plant-based and developing, providing, and researchers to supporting other products from
cultured-food and promoting create plant-forward NGOs, alliances, people’s diets.
innovation. healthy, policies and advocacy groups,

compassionate, and practices. and communities.

sustainable

plant-based options.




Working with companies across the value chain

RETAILERS &
FOOD SERVICE

INVESTORS STARTUPS FOOD PRODUCERS



Our network / /

OUR B2B COMMUNITY

12,058+ 400+

subscribers across Delegates at our New
our international Food Conference
newsletters 2021
OUR B2C COMMUNITY
45+ 14,258+
startups supported LinkedIn followers 23'000+ 88,000"'
by the ProVe
ylncubator g Onelere aeross followers across our

international
Instagram accounts

410,000+ 450,000+

subscribers across people signed up for
our international the Veggie Challenge
newsletters so far

our test community



Trusted by industry leaders
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Supporting companies / /

INFORM FUTURE PRODUCT-DEVELOPMENT STRATEGY
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'

;

~ AMPLIFY CSR ACTIVITIES




What is the Smart Protein Project?

One of the most
innovative
plant-based projects

A collaboration of 33
partners from more
than 20 countries

4 years in duration
(2020-2024)

An EU-funded
research project
(Horizon 2020) with a
€9+ million budget

Objective: innovative, cost-effective, and resource-efficient EU-produced plant proteins from:

chickpeas, lentils,
quinoa, and fava beans

Innovative protein
products from plants

yeast and fungi

New protein
ingredients

byproducts of
pasta, bread, and beer

A circular economy will
be created by upcycling

side streams




Presenters of today’s webinar

Dr Kai-Brit Stephanie

Bechtold Jaczniakowska-McGirr
Senior Consumer Research International Head of
Scientist at ProVeg Food Industry and Retail at ProVeg

. info@smartproteinproject.eu
B



Some examples of the exciting developments in the

plant-based sector in Europe

McDonalds

launches McPlant across
Austria in August 2021

Migros

launched the first plant-based
hard boiled egg V-Love The
Boiled in Switzerland in
November 2021

Source: www.vegconomist.com; www.migros.ch; www.livekindly.co.

Lindt

has launched an
oat-milk-based Santa
for this year’s holiday
season

Photo copyrights: Beyond Meat; Migros; Lindt.
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The Smart Protein project has received funding from the
European Union's Horizon 2020 research and innovation

ﬁﬁ ** * *'
JJ S m G rt p rote i n *** ® *: programme under grant agreement No 862957

1. Introduction

“European consumers’ appetite for plant-based foods is here to
stay, as shown by the number of Europeans who say they want
to eat more plant-based alternatives to dairy and meat in the

future.”

VINCIANE PATELOU
Director, ENSA-European Plant-based Foods Association

www.smartproteinproject.eu



Consumer survey

D Online survey conducted <212, INNOVA
-¢ ‘0 MARKET

by Innova Market Insights 43 INSIGHTS

@ 20-minute-long questionnaire
@ June 2021




Research objectives

Readiness to embrace a plant-based diet

Current habits

"o\

R

ﬁ Key drivers of food choices
Trust towards plant-based foods

Future shopping location and current online communication behaviour




10 countries in Europe

TOta| (7.590 respondents)

AUSLria (57 respondents) # The Netherlands so respondents)
:I: Denmark @73 respondents) ;I Poland ¢ respondents)
I France sorespondents) I Romania (54 respondents)
Germa NY (757 respondents) Spain (774 respondents)
l] ItaIy (759 respondents) ; % United Kingdom (759 respondents)




Age and gender

)
p

18-24 years old )

25-34 years old

®
0 .
w 35-44 years old > 2.0/0 of participants
in each age group
@

45-54 years old

w 55-70 years old
Female

Male

\

50% men and 50% women

— Only consumers who are responsible for household grocery shopping participated




Following a flexitarian or plant-based diet

is the new normal
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TOTAL

Austria
Denmark
France
Germany
Italy
Netherlands
Poland
Romania
Spain

UK

Dietary lifestyle by country
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Questions: Which category best describes your current dietary lifestyle? | Single selection

@ Omnivore

(I frequently eat meat,
such as beef, pork,
chicken, turkey, fish
and/or shellfish)

Flexitarian

(I sometimes eat meat,
but | am trying to reduce
my meat consumption
and often choose
plant-based foods
instead)

Pescetarian

(I eat fish and/or
shellfish, but no other
types of meat)

Vegetarian

(I don’t eat meat and
fish of any kind, but | do
eat eggs and/or dairy
products)

Vegan

(I don’t eat meat, fish,
eggs, dairy products,
or any other
animal-based
ingredients)
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programme under grant agreement No 862957
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2. Results

“The survey underlines one of the key trends of our time and
confirms us in defining plant-based foods as a relevant topic for
ALDI Nord.”

CHRISTOPH GEORGIUS
Business Unit Director Corporate Responsibility and Quality Assurance
International, ALDI Nord

www.smartproteinproject.eu
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Current consumption situation and
outlook

www.smartproteinproject.eu ’



Cheese, eggs, milk, and yoghurt are the most often

consumed. Poultry is the leading meat category

Consumption frequency of animal-based foods (total sample)
L/
=
> @ Never
v @ Lessthan
Pork 14 17 29 28 8 3§ once a month
Fish/seafood 12 19 3 28 6 31 @ 1-3times
a month
Milk 10 9 n 18 14 26 12
@ '-3times
voghur G ook
lce cream 6 26 30 22 9 5@ a week
Once a da
EQgs 22 8 2 @ Y
Pastries/ o B @ 2ormore
cakes, cookies times per day

Question: Which statement best describes how frequently you have consumed the following foods in the last 12 months? | Single choice



Plant-based milk is the most consumed plant-based food

product, followed by plant-based beef and yoghurt

Pulses!
Vegetables
Fruit
Quinoa

PB beef?
PB poultry?
PB pork#
Tofu/tempeh/seitan

PB fish/seafood®

PB milk®

PB yoghurt”

PB cheese®

PB ice cream/sorbet

PB patries/cookies/cakes

Consumption frequency of plant-based foods (total sample)
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Question: Which statement best describes how frequently you have consumed the following foods in the last 12 months? | Single selection
Examples: 1: lentils, beans 2: PB burger/mince 3: PB chicken strips/chunks 4: PB sausage/pulled pork 5: PB fish sticks/fish burger/tuna 6: soya almond/oat/coconut/rice/pea milk
7: soya/almond/oat/coconut yoghurt 8: PB cream cheese/cheese slices/grated cheese
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Never

Less than
once a month

1-3 times
a month

1-3 times
a week

4-6 times
a week

Once a day

2 or more
times per day



Poll: Meat consumption




46% have already reduced their meat consumption

Actual meat consumption vs a year ago (omnivores and flexitarians)

46% of

consumers are
eating less meat

A lot less 14% yégfggo.
Slightly less 32%

No change 48%

Slightly more 5%

A lot more 1%

Question: Compared to a year ago, how much meat (e.g. beef, pork, chicken) are you eating now? | Single choice



Almost 40% intend consuming fewer meat products and

almost 30% also plan to reduce their dairy consumption

Future consumption of animal-based products

Dairy products Meat products
(e.g. milk, yoghurt, cheese) (e.g. beef, pork, chicken)
| will consume less 10% 1%
| will consume a little less 18% 28%
| will consume about the same 64% 55%
| will consume a little more 6% 5%
| will consume more 2% 2%

Question: Do you intend increasing or reducing your consumption of the following food categories in the next 6 months? | Single choice




Almost 30% will consume more plant-based dairy and

meat products

Future consumption of plant-based products

PB dairy products PB meat products

(e.g. soya/oat milk, coconut yoghurt) (e.g. pb burgers/sausages)

| will consume less 11% 11%
| will consume a little less 11% 11%
| will consume about the same 52% 53%
| will consume a little more 20% 19%
| will consume more 6% 6%

Question: Do you intend increasing or reducing your consumption of the following plant-based food categories in the next 6 months? | Single choice
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Readiness to consume plant-based
foods: a country comparison with a
focus on plant-based meat,

cheese, and baked goods /

www.smartproteinproject.eu



Austrian consumers are most likely to

try plant-based meat

Likelihood of trying plant-based meat

Top country

Austria =

roraL
Austria [¢] 16 24 24 27
Denmoark | @ Notatal
France ikely
cermany IS ™Y ) @ Somewnhat
Italy 17 25 25 19 14 likely
Netherlands @ Moderately
. = ikely
Romania 7 19 28 32 14 . Very
Spain ikely
- - - - ® Excemely
0% 209 10% e — — likely

Question: Imagine that plant-based meat has become widely available, tasty and affordable at grocery stores, restaurants, butchers and markets. How likely are you to try plant-based meat? |
Single choice



They are also the most likely to replace animal-based

meat with plant-based meat

Likelihood of eating plant-based meat instead of animal-based meat

Top country

Austria =

tora. [ Y
ustric
Denmark 23 20 29 @ Notatall
France 21 19 20 likely
- ® Somewhat
Italy 7 21 30 18 likely
Netherlands 15 25 30 18 13 @ Moderately
Polond ikely
Romania @ \ery
Spain 9 15 33 26 17 likely
uc N Y e @ Extremely
likel
0% 20% 40% 60% 80% 100% y

Question: Imagine that you've has the opportunity to try a plant-based meat that has the identical taste and texture as animal-based meat. How likely are you to eat plant-based meat instead
of animal-based meat ? | Single choice



Spanish and German consumers reveal the highest

readiness to eat plant-based cheese instead of conventiones
cheese products

Likelihood of eating plant-based cheese instead of conventional cheese

Top countries

.
Germany E

tora. [ S
austic I Y
Denmark @ Notatall
France 33 20 27 14 6 |i|<e|\/
cermany [ T @ Somewnhat
caly A S S ) ikely
Netherlands 28 22 27 14 9 @ Moderately
polond I SR | ikely
Romanic I ™ S ® oy
Spain likely
Uk [ Y @ Extremely
likely
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0% 20% 40% 60%

Question: Imagine that you've had the opportunity to try plant-based cheese products, and the taste and texture were identical to conventional cheese products. How likely are you to eat
plant-based cheese products instead of conventional cheese products? | Single choice



In Spain and Romania especially, there is a large

potential demand for vegan baked goods

Importance of exclusion of animal-based ingredients in baked goods

Top countries

Romania -I
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Poland [ N Y important nor
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Question: How important is it for you that bakery products (e.g. bread or cookies) exclude animal-based ingredients such as eggs or butter? | Single choice



Spanish consumers also show the highest likelihood of

eating these products instead of the conventional
options

Likelihood of eating vegan bakery products instead of conventional bakery products

Top country

TOTAL

Austria
cenmerk I S R 1
France el
Germany sl
raly ) e
IKElY
Netherlands
Poland 26 25 - = @ Moderately
likely
Romanic N T ™ ]
. @ \ery
span I S ™ ] ikely
- T @® Extremely
likely

20 o SV7/0 QU770 =10 (‘; v

Question: Imagine that you've had the opportunity to try vegan bakery products (e.g. bread or cookies made without eggs or butter) with exactly the same taste and texture as conventional
bakery products. How likely are you to eat vegan bakery products instead of conventional bakery products? | Single choice



Country findings on readiness to consume meat/cheese

alternatives as well as vegan bakery products

Which countries show the most potential for each plant-based food category
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Spotlight on flexitarians

www.smartproteinproject.eu




Why are flexitarians so important?

90% of consumers of
plant-based foods
are neither vegetarian

Vegetarians
nor vegan

Flexitarians

Source: The NPD Group, cited from vegconomist.



Flexitarians mostly consume

plant-based milk, yoghurt, and beef products

Ranking of most consumed plant-based food products (flexitarians)

% of flexitarians consuming the respective
plant-based food at least 1-3 times a week

Plant-based milk’ 36%
Plant-based yoghurt? 28%
Plant-based beef products? 27%
Plant-based poultry products* 25%
Plant-based cheese® 23%
Tofu, tempeh, seitan 21%
Plant-based pork products® 20%
Plant-based fish/seafood products’ 20%
Plant-based pastries, cakes, and cookies 19%
Plant-based ice cream or sorbet 17%

Question: Which statement best describes how frequently you have consumed the following foods in the last 12 months? | Single selection

1: soya almond/oat/coconut/rice/pea milk 2: soya/almond/oat/coconut yoghurt 3: PB burger/mince 4: PB chicken strips/chunks 5: PB cream cheese/cheese slices/grated cheese 6: PB sausage/pulled pork 7: PB fish sticks/fish burger/tuna



Nearly three quarters of flexitarians have reduced their

meat consumption

Actual meat consumption vs a year ago (flexitarians) ®

A lot less

Slightly less

No change

Slightly more

A lot more

Question: Compared to a year ago, how much meat (e.g. beef, pork, chicken) are you eating now? | Single choice

26% 73% of
flexitarians are
0 eating less meat
47% than a
o year ago.
0
3%
1%



Flexitarians are extremely likely to eat plant-based meat

instead of animal-based meat

Likelihood of eating/purchasing/paying a higher price for plant-based meat (flexitarians)

Not at Somewhat ~ Moderately Very Extremely
all likely likely likely Iikely Iikely
Eat plant-based meat instead
of agimal-based meat? 6% 15% 26% 29% 24%
Purchase plant-based 6% 14% 31% 30% 19%

meat regularly?

Pay a higher price for
playnt-bagsed rlzeat than 15% 22% 38% 18% 7%

for animal-based meat?

Question: Imagine that you've had the opportunity to try a plant-based meat that has the identical taste and texture as animal-based meat. How likely are you to... | Single choice



The likelihood of eating plant-based cheese rather than

conventional options is slightly lower

Likelihood of eating/purchasing/paying a higher price for plant-based cheese (flexitarians)

Not at Somewhat ~ Moderately Very Extremely
all likely likely likely likely likely
Eat plant-based cheese
products instead of 14% 21% 27% 23% 15%
conventional cheese products?
Purchase plant-based cheese o o
products regularly? 13% 19% 31% 23% 14%
Pay a higher price for plant-
based cheese products than for 23% 21% 31% 18% 7%

conventional cheese products?

Question: Imagine that you've had the opportunity to try plant-based cheese products, and the taste and texture were identical to conventional cheese products.

How likely are you to... | Single choice



Similar results for vegan baked goods

Likelihood of eating/purchasing/paying a higher price for vegan baked goods (flexitarians)

Not at Somewhat ~ Moderately Very Extremely
all likely likely likely likely likely

Eat vegan bakery products

instead of conventional 1% 19% 290, 25% 16%

bakery products?

Purchase vegan bakery o o

products regularly? 1% 19% 31% 25% 14%

Pay a higher price for vegan

bakery products than for 22% 22% 31% 17% 7%

conventional bakery products?

Question: Imagine that you've had the opportunity to try vegan bakery products (e.g. bread or cookies made without eggs or butter) with exactly the same taste and texture as conventional

bakery products? How likely are you to...| Single choice



Poll: Main barriers towards eating plant-based food

" In your opinion, what is the main barrier for |
. European consumers towards eating new |

I
plant-based food products? |




Flexitarians complain about limited availability of

plant-based food (Barriers 1/3)

Barriers towards eating plant-based products (flexitarians) 1/3

| don’t want to change my eating habits or routine. n 34 34 17 4
Plant-based food products would not be filling enough. 17 34 30 15 4
| don't want people to think I'm being 22 28 30 16 4 @ Stongly disagree
difficult or too alternative. @ Disagree
| think humans are meant to
eat lots of animal-based meat. L <0 = . 4 @ Neutral
from plant-based ?ood products. b = 22 . ¢ @ Agree

| would need to eat a large quantity

of plant-based foods to feel full. 5 e 22 e

Plant-based food products look too unusuall. 17 35 28 16 5

There is not enough choice - 18 30 36 9

in plant-based food when | eat out.

Question: Please indicate how much you disagree or agree with each of the following statements with regards to barriers towards eating new plant-based food products and following a
plant-based diet? | Single choice



They also perceive social aspects as a barrier to eating

these products (Barriers 2/3)

Barriers towards eating plant-based products (flexitarians) 2/3

| don’t know what to eat

instead of lots of animal-based meat. s = =0 =
Plant-based food products are inconvenient. 13 35 29 18
My family/partner won’t eat plant-based food products. n 23 33 25
It takes too long to prepare plant-based meals. 15 34 31 16

Someone else decides on most of the food | eat.

The plant-based foods | would need
are not available where | shop or eat out.

| don’t know how to prepare plant-based meals.
There is not enough iron in plant-based food products.

There is not enough protein in plant-based food products.

o

w
w
)
O
N
o
W
N
N -
H
' s

w

w
o

N
0

N

@ Strongly disagree
@ Disagree

@ Neutral

@ Agree

@ strongly agree

Question: Please indicate how much you disagree or agree with each of the following statements with regards to barriers towards eating new plant-based food products and following a

plant-based diet? | Single choice



Prices and a lack of information are also indicated as

main obstacles (Barriers 3/3)

Barriers towards eating plant-based products (flexitarians) 3/3

| would be worried about my health (other than iron and
protein) if | was only eating plant-based food products.

| would get indigestion, bloating, gas, or flatulence

when eating plant-based food products. @ stongly disagree

Plant-based meals or snacks are @ Disagree
not available when | eat out.
@ Neutral
Plant-based food products are too expensive.
_ _ @ Agree
I need more information
about plant-based food products. @ strongly agree

®

| do not enjoy eating plant-based food products.

It is not masculine to eat plant-based food products.

Plant-based food products do not
look appetizing or appealing.

Question: Please indicate how much you disagree or agree with each of the following statements with regards to barriers towards eating new plant-based food products and following a
plant-based diet? | Single choice



Flexitarians trust plant-based foods

Trust towards foods based on plant protein (flexitarians)

| trust that a plant-based protein

food is of high quality. ® Strongly
disagree
A plant-based protein food is reliable.
@ Disagree
I trust that a plant-based protein pi =5 e o
food is safe.
Neutral
| trust that plant-based protein food is 5 s st 2 ‘
fully traceable back to its origin.
| trust that plant-based protein @ Agree
food is authentic. il o e 12
- Strongly
| trust that plant-based protein food .
is accurately labelied. Sl - i 13 glelisis

Plant-based protein food is trustworthy:.
Plant-based protein food is honest.
Plant-based protein food is truthful.

Plant-based protein food has integrity.

Question: Please indicate how much you disagree or agree with each of the following statements with regards to trust towards foods based on plant protein (e.g. based on soy protein, pea
protein etc.). | Single choice



Flexitarians trust plant-based proteins the most, followed / /
by fungi and algae-based proteins

Flexitarians' ranking of novel alternative proteins :
Plant-based @ @

protein
(including cereals, pulses) Fungi

(e.g. mushroom,
mycelium, yeast) Algae-based
protein
Cultured
protein
(e.g. cultured meat,

cultured dairy, etc.) Insect-based
protein

Question: Which of the following alternative proteins do you trust the most? Rank them from 1 (trust the most) to 5 (trust the least). | Single choice



Flexitarians favour of ingredients that they are fairly

familiar with (1/2)

Main ingredient in plant-based food (flexitarians) (1/2)
@ Potatoes
Rice
Lentils
Almonds

Chickpeas
Beans

Peas

Corn

Mushroom

Oats

Hazelnuts
Sunflower seeds
Cashews

Pumpkin seeds

Soya

Question: Which of the following would you like to have as a main ingredients in plant-based food? | Multiple choice



Flexitarians favour of ingredients that they are fairly

familiar with (2/2)

Main ingredient in plant-based food (flexitarians) (2/2)

Coconut
ouinocr [T

Wheat/Seitan
Buckwheat
Hemp seeds 478

Fava beans 475

veast
wilet | 7Y

Tapioca 357

Gluten-free options
of any of the above

Lupines

Amaranth

None

400 600 800

Question: Which of the following would you like to have as a main ingredients in plant-based food? | Multiple choice



Plant-based poultry and beef are the products that

flexitarians would most like to see in supermarkets

Plant-based meat that flexitarians most wanted to see more of in supermarkets

@

Question: What kind of plant-based meat do you wish you could buy in the supermarket? | Multiple choice




Plant-based burger patties and chicken breasts

are especially missed

Specific plant-based meat products that flexitarians most wanted to see more of in supermarkets

Plant-based
burger patties

. Plant-based
chicken breasts

A Plant-based
minced meat

0
Iy

N

Plant-based
sausages 208
meat balls 824
Plant-based
schnitzel 282

Plant-based
cold cuts*

. . Plant-based
chicken wings/nuggets

Plant-based
steak

Plant-based
bacon

Plant-based
pulled meat

Plant-based
goulash

*e.g. Salami, ham

571

None

Other

Question: Specifically, what kind of plant-based meat products do you wish you could buy in the supermarket? | Multiple choice



In terms of plant-based fish, flexitarians wished they could

buy much more salmon and tuna

Plant-based fish that flexitarians most wanted to see more of in supermarkets :

Question: What kind of plant-based fish do you wish you could buy in the supermarket? | Multiple choice




Especially plant-based smoked salmon and fish sticks

Specific plant-based fish products that flexitarians most wanted to see more of in supermarkets

Plant-based

smoked salmon I

‘

Plont—bgsed
fish sticks

738

. Plant-based
fish burgers

Plant-based
unbreaded fish fillet

Plant-based

canned fish* *eg. canned tuna

None

Plant-based

sushi 578

Plont—bgseol
fresh shellfish*

X X Plant-based
fish in ready-to-eat
meals*

Other

*e.g. lobster, scallop, shrimp

*e.g. pasta with clams

600

Question: Specifically, what kind of plant-based fish products do you wish you could buy in the supermarket? | Multiple choice



In the plant-based cheese category, flexitarians want many

more products e.g. mozzarella and sliced cheese

Specific plant-based cheese products that flexitarians most wanted to see more of in supermarkets

Plant-based
mozzarella

0
N
w

. Plant-based
sliced cheese

Plant-based
cream cheese

0

[+2]
o

Plant-based
grated cheese

Plant-based

*e.g. parmesan,
hard cheese*

cheddar

Plant-based
feta

N
S
(3]

Honbbosgd
camembert, brie

Plant-based
goat’s cheese

572

Plant-based
blue cheese*

*e.g. gorgonzola, roquefort

o

None 38

Other

Question: What kind of plant-based cheese products do you wish you could buy in the supermarket? | Multiple choice



For flexitarians, it's all about taste and health (1/2)

Important factors when choosing a plant-based/vegan food product (flexitarians) (1/2)

- s fresh [ 7>
S e et I -
no artificial ingredients
is checp | 520
.. 1s environmentally and climate friendly _ 533

.. 1S produced in a way that 524
Nno animals are harmed

.is organic [ GGG -2

.. has a pleasant texture _ 423
.is minimally processed ||| G 35
..is easy to prepare || G 300

30 400 600 800

Question: What are the most important factors when choosing a plant-based/vegan food products? It is important to me that the plant-based food product | choose... | Multiple choice



For flexitarians, it's all about taste and health (2/2)

Important factors when choosing a plant-based/vegan food product (flexitarians) (2/2)

..is low in calories || Gz 372
..makes me feel good [N 350
..is locally produced || | I 302

.. 1S produced in a way that promotes equal _ 279
opportunities, human rights, and fair trade

.. has a short ingredient list |Gz 2¢°
.is certified with a labe! [N 265
.. has the country of origin clearly marked _ 227
..is familiar [ 72
.. Is unique and innovative - 133
None [} 52
Other |21

L AV AV (SLV LV oUU oou 100U

Question: What are the most important factors when choosing a plant-based/vegan food products? It is important to me that the plant-based food product | choose... | Multiple choice



Flexitarians - summary

Most important Most-consumed Reduced meat
target group plant-based foods consumption
-73%
o 5
- R 7
—
Barriers Most-requested Purchase drivers

plant-based food products

" | @@ | & &
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Supermarkets and discount stores
are favoured shopping locations

www.smartproteinproject.eu ’



Availability in supermarkets and discount stores is key

European ranking of future shopping locations

Supermarkets 65%
Discount stores 43%
Speciality food shops’ 23%
Farmers markets 20%
Convenience stores 16%
Organic supermarkets 14%
Online grocery stores 13%
Speciality.food retail online stores 2%
for organic and health foods

Drug stores 7%
Other 2%

Question: Where are you likely to purchase food products most frequently from in the future? | Multiple choice
1 (e.g. butcher, bakery, cheese)



Discount stores drive the plant-based sector (1/2)

Lid|

Leading German supermarket chain
announced expansion of vegan
range Vemondo, with 17 new
products in 800 UK |ocations and
more than 1,500 French locations.

Source: Greenqueens.com; Photo copyright: Lidl UK.




Discount stores drive the plant-based sector (2/2)

@ Ll

Lidl offers 44 Vemondo \fEMUNDU
products in Germany. The rang
is available in more than 3,200
stores. In total, Lidl offers 450
certified vegan/vegetarian
products.

Photo copyright: Lidl.de.
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Search engines and health and
nutrition-society websites are the
leading channels for finding out

about plant-based foods

www.smartproteinproject.eu



Europeans are most likely to use search engines and

health/nutrition society websites

Likelihood of using different online communication channels to find out information about plant-based food products

Social networking sites! 26 18 25 21 very
Online videos? 18 15 26 28 13 @ unlikely
Oniine blogs & Ly
Oniine foruns?
Online collor?rg;gctzlé% 50 = e o 5 . Neutral

-
N
0
N
N
W
()]
N
w

Search engines®

News websites @ Likely

c o
s
© 8w
o
oflw
o
-t B o
Y]

IS
N
w
w

Food company websites

N
N
©
w
o
N
N
L]
%
@
<

Government websites

NGO° websites

Health and/or nutrition
society websites

N
o
W
¥
N
[V
©

Question: How likely would you be to use these online communication channels to find information about plant-based food products? | Single choice

1: e.g. Facebook, Twitter, Instagram, Pinterest 2; e.g. YouTube 3: e.g. Reddit 4: e.g. Wikipedia 5: e.g. Google 6: Non-Governmental Organization



They also trust these channels the most

Trust in information about plant-based food products from different online communication channels

Social networking sites' [l 19 19 31 20 8
| do not
Online videos? K 26 n . use this
. |
Online blogs 12 34 23 n chamne
' Not
Online forums? 7 13 15 34 22 10 @ trustful
onine el e I e
orojects? 5 10 n 32 28 15 o
: ot very
Search engines® g 7 8 31 33 17
g ® trustful
News wepstes N S
@® \eutral
Food company websites 5 9 10 30 29 17 )
® Fairly
Government websites trustful
NGO° websites 7 10 n 34 25 14 . Very
Health and/or nutrition trustful

o
N
N

society websites

Question: Hin general, how much would you trust the information about plant-based food products from ... | Single choice

1: e.g. Facebook, Twitter, Instagram, Pinterest 2; e.g. YouTube 3: e.g. Reddit 4: e.g. Wikipedia 5: e.g. Google 6: Non-Governmental Organization
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3. Eight key insights and the way
forward

“The survey suggests tremendous potential for plant-based
foods in Europe and gives a green light to all relevant players in
the field to develop more and better products.”

JASMIIN DE BOO
Vice President, ProVeg International

www.smartproteinproject.eu
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Huge potential due to flexitarians

Tremendous potential for plant-based foods in
Europe - especially when it comes to flexitarians.

I |

Dutch, Romanian, and German consumers
are especially lucrative target groups.




Key Takeaway #2:

Animal-based products are being replaced by
plant-based options

A fundamental shift in food consumption
from animal- to plant-based food is taking place.

I )

46% of meat-eating Europeans have decreased
@ their meat consumption. Around 30% intend
C

onsuming more plant-based meat and dairy products.




Key Takeaway #3:

Plant-based food products come with challenges

For flexitarians, availability, price, lack of
information, and social interactions are the main
obstacles to shifting towards plant-based eating.

-

‘ 45% of flexitarians think that there are not enough
plant-based options in supermarkets, restaurants, etc.
and 50% think that these products are too expensive.




Key Takeaway #4:

Trust in plant-based foods is a given

Flexitarians trust plant-based foods.

I )

< 61% of flexitarians trust that plant-based foods
are safe, and 60% think that they are accurately labelled.




Key Takeaway #5:

Plant-based poultry, beef, salmon, tuna, mozzarella,
and sliced cheese are the most missed products

Flexitarians would like to buy more plant-based
poultry and beef as well as salmon and tuna.
They also want many more cheese alternatives.

-

& Plant-based chicken breasts are especially needed,
N along with sliced cheese and mozzarella.




Key Takeaway #6:

For flexitarians, it is all about taste and health

@ Flexitarians rate taste and health
Ay as the top two drivers.
It is also important to them that a
plant-based food product is fresh, has no
additives or artificial ingredients, and is affordable.




Key Takeaway #7:

Availability in discounters is key

@ Discounters are one of the most important
" future-purchase channels for European consumers.

43% of Europeans stated that they will
o purchase their food most frequently
from discounters in the future.

(0]




Key Takeaway #8:

Search engines and health/nutrition-society websites
are used the most

Consumers reveal a high likelihood of using
search engines and health/nutrition society
websites for gathering info about plant-based foods.

I )

» Nearly 60% of respondents were likely or very likely
/' to use search engines, while 50% indicated a high
wwwi likelihood of using health/nutrition-society websites.




Key Takeaways

#1 Huge potential due to flexitarians

#2 Animal-based products are being replaced by plant-based options

#3 Plant-based food products come with challenges such as availability and price

#4 Trust in plant-based foods is a given

#5 Plant-based poultry, beef, salmon, t}Jna, mozzarella, and sliced cheese
are the most missed products

#6 For flexitarians, it's all about taste and health

#7 Availability of plant-based foods in discount stores is key

#8 Search engines and health/nutrition-society websites are used the most




Download here:
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“What consumers want: A survey on European consumer
attitudes towards plant-based foods,
with a focus on flexitarians.”

FREE

https://smartproteinproject.eu/consumer-attitudes-plant-based-food-

report/
.



https://smartproteinproject.eu/consumer-attitudes-plant-based-food-report/
https://smartproteinproject.eu/consumer-attitudes-plant-based-food-report/
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Download here:

“What consumers want: A survey on European consumer
attitudes towards plant-based foods.
Country-specific insights.”

FREE

https://smartproteinproject.eu/consumer-attitudes-plant-based-food-

report/
.



https://smartproteinproject.eu/consumer-attitudes-plant-based-food-report/
https://smartproteinproject.eu/consumer-attitudes-plant-based-food-report/
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Q&A

For more information on the Smart Protein Project and
to subscribe to the project newsletter, please visit:

www.smartproteinproject.eu

To stay informed about plant-based and cultured food developments, please visit:
www.proveg.com/corporate-updates

PLANT BASED AND FOOD INDUSTRY & RETAIL
CULTURED FOOD SECTOR NEWSLETTER

NEWS HIGHLIGHTS Receive the latest expertise
Monthly summary of the and insights from the ProVeg
latest developments in the Food Industry & Retail team.
plant-based food sector.


http://www.smartproteinproject.eu
https://proveg.com/corporate-updates/

Thank you for attending our webinar!

Dr Kai-Brit Stephanie

Bechtold Jaczniakowska-McGirr
Senior Consumer Research International Head of
Scientist at ProVeg Food Industry and Retail at ProVeg

. info@smartproteinproject.eu
B



