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BACKGROUND

This 2019 report from HealthFocus International takes 

a deeper look at the topic of plant-based eating and 

drinking globally, regionally and across 22 individual 

countries to help companies better understand 

shopper motivations & attitudes—allowing them to 

connect more powerfully with their targets and bring 

market solutions faster and more profitably.
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A quarter of global shoppers say plant-based foods/beverages have become more important 

in their diet over the past year, and a quarter are willing to pay a premium for plant. While this 

trend is still developing and currently falls behind other macro trends like sugar reduction, 

natural and clean eating—the connection with health, sustainability and clean eating has 

positioned plant as a trend that will continue to grow and change the industry. 

PLANT-BASED EATING IS ON THE RISE

24% 24%

Plant-based foods/beverages
have become more important in

their diet over the last year

Willing to pay up to 10%
more for foods or beverages

that are plant-based

Global Total



2019 Global Plant Report |  5HealthFocus® International

The core motivations for this shift towards more 

plant-based eating & drinking are broad and 

compelling: health for today, health for 

tomorrow, and health for the world in which live. 

PLANT PROVIDES A WIDE-RANGE OF BENEFITS

Extremely/very important in driving 

plant-based food/beverage choices

Promotes long-term health 63%

Promotes daily health 62%

Helps prevent disease 60%

Eating clean 58%

More energy 57%

It's a lifestyle preference 52%

Environmental/sustainability reasons 49%

Better treatment of animals 48%
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PLANT-BASED EATING HAS UNIVERSAL APPEAL—ACROSS ALL MARKETS

41%

55%

68%

58%

54%

72%

71%

72%

57%

45%

81%

68%

78%

72%

51%

62%

47%

71%
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69%

63%
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Uses meatless meals once a week or more
There is a global migration towards more plant-

based eating—across all markets. Over 60% of 

shoppers globally are using meatless meals 

once a week or more, and over 45% always or 

usually choose plant-based foods/beverages.

63%
GLOBAL TOTAL
Uses meatless meals 
once a week or more
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While there are younger concentrations seeking out 

plant-based foods and beverages, this is not exclusively 

a youth market that is fueling the growing plant trend. 

Plant reaches across all age cohorts. 

PLANT-BASED EATING HAS UNIVERSAL APPEAL—ACROSS ALL AGE GROUPS

24% 24% 24% 24% 25%24% 25%
23% 24% 23%

Global Total 18-29 30-39 40-49 50+

Plant-based foods/beverages have become more important in their diet over the last year

Willing to pay up to 10% more for foods or beverages that are plant-based
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Based on high costs and environmental impact, 

many futurists long-term projections include a 

world without meat. However, this is not the 

core driver behind the plant-based eating trend 

today. Shoppers’ primary motivations are less 

about the avoidance of meat or animal 

products, but rather to provide healthier 

alternatives and a path for improving their diets. 

They want healthier options, which is why their 

top reason for limiting meat is to increase plant. 

WHAT IS FUELING THE PLANT TREND?

Why do you limit or avoid meat consumption?
*Global Total

To eat more vegetables and grains 42%

It's just generally better for me 36%

It's better for the environment 20%

It's less expensive to not eat meat 18%

To avoid harming animals 18%

Health reasons - I'm managing a disease 16%

I don't like the taste of meat that much 12%

I don't like handling or cooking meat 9%

*Base: Those who do not eat meat almost daily
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Shopper are more focused on choosing plant rather 

than avoiding animal products such as red meat or 

dairy products. However, at the macro level, this trend 

is not about meat alternatives or vegetarianism. These 

are well-established niche markets, but the larger trend 

of plant-based eating and drinking is fueled by health, 

environment and social drivers and understanding the 

desire for healthier, cleaner products.

CHOOSING PLANT, RATHER THAN AVOIDING ANIMAL

Always/Usually

Choose foods/beverages because they 
are made with fruits and/or vegetables

61%

Choose plant-based foods/beverages 46%

Avoid red meats 29%

Avoid dairy products
(e.g., cheese, milk, yogurt)

21%
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ANIMAL IS NOT THE ENEMY

Plant-based foods/beverages are:
Global Total

Healthier overall* 41%

Safer to eat* 31%

Safer for the environment* 31%

Fresher* 30%

More nutritious* 28%

Better quality* 27%

Better tasting* 19%

*than animal-based foods/beverages

While shoppers clearly want to increase plant, 

they are not strongly negative about animal-

based products. Shoppers were asked how plant-

based foods/beverages compare to animal-

based and the majority of shoppers did not feel 

plant-based foods/beverages were healthier, 

safer, fresher, more nutritious, better quality or 

better taste compared to animal products. 

Most shoppers still want meat, perhaps in 

moderation. There may be a reduction in some 

meats or animal-based products to make room 

for more plant, but for most, eliminating animal 

products altogether is not the goal.  
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Over 55% of global shoppers describe their diet as 

including some meals without meat or fish, but say they 

are not vegetarian or vegan. While this flexitarian style 

diet is the norm globally, diets vary by market. 

Shoppers in North America stand out with 47% saying 

they eat meat almost daily—and South Asia has 

dramatically higher rates of vegetarian shoppers (36%). 

FLEXITARIAN DIETS ARE THE NORM

Which best describes your diet?
Global Total

My diet includes some meals without meat 
or fish but I'm not vegetarian or vegan

56%

I eat meat almost daily 31%

Vegetarian (no meat or fish) 7%

Vegan (no meat, fish, eggs or dairy) 3%

Other 2%
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Regularly consuming meatless meals and 

vegetarian foods is common globally, yet 

very few shoppers actually label themselves 

as vegetarian or vegan. In fact, close to 30% 

of global shoppers say they always or usually 

maintain a vegetarian diet but only 7% self-

identify as vegetarians. 

FEW SHOPPERS LABEL THEMSELVES “VEGETARIAN” OR “VEGAN”

63%

52%

28%

23%

7%

3%

Use meatless meals (Once a week or more)

Use vegetarian foods (Once a week or more)

Maintain a vegetarian diet (Always/Usually)

Maintain a vegan diet (Always/Usually)

Self-identify as vegetarian

Self-identify as vegan

Maintaining plant-based diets vs. 

self-identifying as vegetarian or vegan
Global Total
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Increased consumption of plant-based proteins, 

foods and beverages is a trend gaining momentum 

broadly, geographically and demographically. For 

many established brands we see this as an 

opportunity to reinvigorate older users while 

bringing in younger prospects. With the media 

attention on plant, people are becoming more 

aware of the benefits and believe it has intrinsic 

value to their diet.  With plant, a key barrier is taste, 

so there are opportunities to educate on good-

tasting products that are already plant based, or 

incorporate plant in a way that consumers enjoy.  

OPPORTUNITY: KEY TARGETS AND IMPROVED COMMUNICATIONS
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Shoppers are heavier users of plant-based meals with 60% using 

once a week or more, compared to plant-based beverages with 

less than 40% using this often. Yet, plant beverages stand out with 

significantly heavier users in certain target groups including 

younger shoppers and households with children—highlighting a 

strong opportunity for engaging these key demographics. 

OPPORTUNITY: PLANT-BASED BEVERAGES

37%

46%
42%

37%

26%

46%

27%

Global Total 18-29 30-39 40-49 50+ HH with
Children

HH without
Children

Uses plant-based beverages once a week or more
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OPPORTUNITY: PLANT PROTEIN

Plant Protein
Global Total

Extremely interested/
Interested in plant protein

61%

Aware of plant protein 48%

Willing to pay up to 10% more for 
products that include plant protein

(Base: Extremely Interested/Interested in plant protein)

29%

There is a strong opportunity for plant protein sources. 

Plant-based ingredients and protein are both 

associated with health and many shoppers want more 

of both in their diet, so there is a natural connection for 

adding protein to the diet from plant-based sources. 
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COMMUNICATING THE BENFITS OF PLANT PROTEIN

Despite high interest in plant protein, being 

from a plant-based source is not a top factor 

for identifying a “good” source of protein. This 

highlights the need for strong communications 

around the benefits of plant protein. 

56%

38%

37%

32%

30%

27%

Natural source

Complete source of protein

Clean source

Free from artificial ingredients

Nutrient dense

From a plant-based source

What helps to determine a "good source" of protein?
Global Total
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PLANT PROTEIN

Strong interest in plant protein doesn’t 

mean shoppers are opposed to animal-

based protein sources. In fact, fish ranks as 

the #1 protein source shoppers are 

interested in using more of in their diet. It is 

critical to provide healthy protein options, 

whether plant or animal based. 

54%

33%

31%

27%

23%

23%

23%

22%

17%

11%

1%

Fish

Milk

Nuts

Lean meats

Beans

Cheese

Vegetable protein (e.g., peas)

Grains

Soy

Seeds (e.g., chia)

Insect protein (e.g., cricket)

Which, if any of the following proteins are you most 

interested in using more of in your diet? (Select up to 3)  
Global Total

Animal-Based Plant-Based
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PLANT PROTEIN

There is strong opportunity among many plant-

based sources with the majority of shoppers 

rating most as “good” proteins—especially 

beans/ legumes, nuts and lentils. 

Animal-Based Plant-Based

Rating: “Good” protein
Global Total

78%

77%

72%

69%

68%

68%

66%

62%

61%

56%

44%

41%

36%

33%

19%

Beans/legumes

Eggs

Seafood

Nuts/nut based spreads

Yogurt

Milk

Lentils

Chicken/poultry

Soy

Cheese

Quinoa

Red meat

Whey protein

Hummus

Pork/sausage
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OVERCOMING BARRIERS TO PLANT CONSUMPTION

*Which of the following are the main things 

that keep you from using plant-based 

foods/beverages more often?

Taste and enjoyment 42%

Maintaining that diet would be too expensive 32%

Availability or variety of products where I shop/eat 32%

Need to change eating habits 26%

Convenience 25%

Concerns about nutritional sufficiency 24%

Not sure how to cook plant-based meals 17%

Allergies 8%

*Source: Data is from the HealthFocus International 2017 Global Plant Study: Consumer Entry Points in Plant-Based Eating and Drinking 
(Limited Markets Included: USA, Mexico, Brazil, UK, Sweden, Russia, India, China, and Australia

A 2017 HealthFocus Global Plant Study 

revealed the key barriers to increased 

consumption which are relatively easy to 

overcome and appear grounded in 

perception as much as reality: taste, price, 

availability, variety, convenience and 

nutritional content. The perceived 

shortage of selection availability speaks 

highly to the opportunity and need for 

aggressive new products.
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