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2025 PLANT-FORWARD OPPORTUNITY

rhis Report

In partnership with The Culinary Institute of America, Food for Climate
League, and the Menus of Change University Research Collaborative, this
2025 Datassential Plant-Forward Opportunity Report is a follow-up to
similar reports in 2020-2024. In 2025, we're also dedicating this report to
investigating the buzz around protein. From social media feeds to
supermarket shelves, the word protein is everywhere, stamped on
everything from bottled water and coffee to snack bars and ice cream. But
when it comes to actual daily food choices, things get more complicated.

This year, we explored how consumers perceive protein within the broader
context of plant-forward dining. What types of protein —animal or plant-
based — are they incorporating into their daily diets? Which sources do they
consider “complete” or high-quality, and how well do those perceptions
align with nutritional science? Most importantly, how does protein
influence what they choose when dining out? What we found is that while
protein is top of mind — especially for younger consumers like Gen Z — actual

Methodology

food choices are shaped by a more complex mix of priorities, perceptions,
and tradeoffs. Core values like taste, familiarity, and value often outweigh
protein content when consumers decide what to order at restaurants. For
chefs and foodservice operators, this takeaway should hopefully be
reassuring: Despite shifting trends and cultural buzz, delivering delicious,
craveable dishes at a reasonable price remains the most effective strategy
to captivate and delight consumers.

The framing of “plant-forward” is an outgrowth of the CIA-Harvard T.H. Chan
School of Public Health—Department of Nutrition joint initiative, Menus of
Change. Join us as we explore consumers' eating habits and beliefs to
uncover opportunities to reduce reliance on meat, dairy, and other foods
from animal sources in ways that are approachable and appealing to diners.

Read on for insights to feed menu innovation and product development,
as we dive deeper into plant-forward opportunities.

The data populating this report was collected from an online survey conducted in March 2025 through Datassential’s 1

Omnibus platform, with 1,504 American consumers representative of the general population, ages 18 and above. \When

statistically appropriate, several figures from this report are compared with corresponding data from previous editions. 4 r
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Consumer attitudes don'’t always match their actions, so St )
what happens when we put plant-forward dishes to the b
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finitions

Plant-Forward:

A style of cooking and eating that emphasizes and celebrates, but is not limited to,
plant-based foods - including fruits and vegetables (produce); whole grains; beans,
other legumes (pulses), and soy foods; nuts and seeds; plant oils; and herbs and spices
- and that reflects evidence-based principles of health and sustainability. This
dietary pattern is also often referred to as plant-rich or flexitarian and may include
various foods from animal sources but in reduced quantities and/or less frequently.

Plant-Based:

Used to refer to ingredients and foods themselves, i.e., fruits and vegetables
(produce); whole grains; beans, other legumes (pulses), and soy foods; nuts and seeds;
plant oils; and herbs and spices. Can also be used to refer to dietary patterns made up
only of these foods.

Plant-Based Meat Alternatives:

Foods designed to mimic the taste, texture, and appearance of traditional meat
while being made entirely from plant ingredients like soy, pea protein, or
mycoprotein. Unlike whole plant-based protein sources (e.g., legumes, grains, nuts),
these products are typically more processed and engineered to replicate specific
meat products using binders, oils, and natural flavors. Examples include brands like
Beyond or Impossible Meat.

Meat:

Refers to red meat (e.g., beef, pork, lamb, etc.) and poultry
(e.g., chicken, turkey, etc.) but not fish or seafood.

Animal Protein:

Refers to all animal proteins, including red meat, poultry,
fish, seafood, dairy, eggs, etc.

Foodies:

Consumers who love learning about food and actively
try new things when they dine out.

Meat Limiters:

Consumers who limit meat in some way (vegan,
vegetarian, pescatarian, and flexitarian).




Key Takeaw

In 2025, nearly a quarter of the general population is actively
limiting meat in their diet. Women, Boomers, and lower- to
medium-income consumers are still leading the charge.

Foodies are significantly open to plant-forward dining but are
reluctant to limit meat entirely. Rather than framing plant-based
dishes as restrictions, foodservice operators should position them as
culinary adventures. Highlighting creativity, flavor, and quality will
help capture Foodies' enthusiasm and inspire greater plant-forward
exploration.

Poultry, fish, eggs, and dairy are consumed widely and regularly,
while red meat is losing ground among meat limiters. That said,
all animal protein sources - including red meat — are rated by most
consumers as the highest-quality sources of protein.

. Consumers overwhelmingly trust whole foods - nuts, legumes,
and grains - over processed plant-based meat alternatives. While
Millennials and Gen X consumers are most likely to rate plant-based
proteins — whether whole foods or process options — as good or
excellent sources, male consumers express a particularly strong
affinity for protein supplements (powders, shakes, etc.) and seitan.

PART A-D: PERSPECTIVES ON PLANT-FORWARD DINING AND PROTEIN

. Taste, satiety, and protein concerns are the some of the biggest barriers

to plant-forward dining at restaurants. Gen Z and Millennials are especially
concerned that plant-based dishes lack flavor or can't provide enough
energy for daily pursuits. To drive trial and loyalty, operators should lead

with bold flavors and thoughtfully optimize presentation and portion sizes.

. Cost sensitivity remains a major hurdle for plant-based dining, as many

consumers still worry about overpaying for what they perceive as “just
vegetables.” While providing value is about more than just numbers, you
simply can't ignore the power of price in today's economic climate. Offering
competitive prices, combos, and value deals can make plant-forward dishes
feel both exciting and accessible to value-conscious diners.

Familiarity and nostalgia are powerful tools to encourage plant-forward
exploration. Consumers are far more willing to try plant-based dishes that
echo familiar flavors, formats, or cherished memories. Operators should lean
into classic favorites — pizzas, sandwiches, bowls, etc. — while also tapping
into cultural traditions and comfort foods.

. Though Gen Z and Millennials express the most reservations about

ordering plant-based foods at restaurants, they are also the most open
to being convinced. Clear communication about flavor, nutrition, sourcing,
and value can easily turn hesitation into enthusiasm.

@ DATASSENTIAL




Consumer Perspectlves
on Plant-Forward Dining

In 2025, nearly one in four consumers is actively limiting meat. But which types of consumers are driving
this shift, and which are more resistant? In the coming year, how many consumers are planning on
adopting more plant-forward eating habits, such as reducing the portion sizes of meat in the meals they
Mmake at home or embracing whole foods and other plant ingredients when dining out?




In 2025, nearly a quarter of the general
population is actively limiting meat in their
diet, while the remaining three-quarters do
not limit their meat consumption in any way.

This balance is relatively unchanged from last year, though it reflects a slight decline in
meat limitation compared to 2022.
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O Meat Limiters O Meat Eaters

(e.g. vegetarian, vegan, (do not actively limit
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Q: Which best describes the way you eat today? @ DATASSENTIAL



DEMOGRAPHIC DETAIL « Women and Boomers lead the movement of meat limiting, with Boomers standing out as the

WhiCh Demog raphic generation most likely to identify as flexitarian or pescatarian, which suggests that for Boomers, reducing
. meat isn't necessarily about adopting strict diets or cutting out animal products completely, but about
Grou PS Are More leely to making balanced, mindful choices that align with long-term health goals.

While Foodies are generally more enthusiastic than non-Foodies about plant-forward ways of eating,
they're less likely to restrict meat from their diets, likely because their gastronomic pursuits compel
them to eat as openly and broadly as possible.

GENDER GENERATION m

Limit Meat Consumption?
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Q: Which best describes the way you eat today? DATASSENTIAL




DEMOGRAPHIC DETAIL « For many, reducing meat isn't just a health or environmental decision—it’s a financial one: Meat

WhiCh Demog raphic limiting is slightly more common among low- and middle-income consumers, perhaps due to rising
. costs of animal products. This presents a clear opportunity for foodservice operators to reframe plant-
Grou PS Are More leely to forward options as not only wholesome and flavorful, but also smart, value-driven choices.

+ Consumers based in coastal regions are more likely to limit their meat consumption than those in
the Midwest and South, likely due to greater access to fresh and local seafood or produce, as well as a
higher concentration of health- and environmentally conscious diners.

Limit Meat Consumption?

5 35%

o

S 30%

=

-

<

I-IZJ 25%

9

o 20%

Z

>

LL

= 15%

Z

1]

o

< 10%
5%
0%

Northeast Midwest South West Low-Income Medium-Income High-Income
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In the coming year, many consumers still plan o
adopting several plant-forward dining habits, th
enthusiasm has declined compared to 2023 data.

The only exception to this pattern lies with mixed-protein dishes: 40% of consumers plan to order
restaurant dishes with mixed protein options. One in five also intend to order more restaurant dishes
without animal products at all - especially Gen Z and Millennials. At home, nearly a third expect to re
the portion size of meat in the meals they make; this is significantly more likely among women than me

IN THE NEXT YEAR
Consumers Are Likely To...

3.70/ order dishes of meat mixed with grains or _
(o)

veggies from restaurants (i.e, stew with pork and lentils,
burger patties made from beef mixed with mushrooms, etc.)

reduce the portion size of meat -
° (o)

in meals they make at home

II 9% intentionally choose meals or dishes without animal -

proteins or products when dining out at restaurants

Q: How likely are you to do the following in the next year? (top 2 box; “Extremely” + “Very Likely") @ DATASSENTIAL



In the coming year, consumers are more likely to embrace
dishes built around whole ingredients - like legumes and
grains - than those designed to mimic dairy and meat.

Over a quarter plan to order more restaurant dishes that spotlight whole plants as the main protein, led by
Millennials, Gen X, Hispanic diners, and Foodies. While nearly 20% intend to order more restaurant dishes
utilizing plant-based meat and dairy alternatives, Boomers remain largely uninterested in making the switch.

IN THE NEXT YEAR
Consumers Are Likely To...

28%, === 21% ===

order more meals with beans, lentils, order more dishes that are
and/or legumes as the main protein inherently plant-based from
source in meals at restaurants restaurants (i.e, chana masala, falafel, etc))
189% =n 17% ==
(o) (0
order plant-based dairy to order dishes with plant-
replace animal dairy when based meat alternatives
dining at a restaurant from restaurants

Q: How likely are you to do the following in the next year? (top 2 box; “Extremely” + “Very Likely")

@ DATASSENTIAL



Consumer Perspectives

on Protein

Protein has long been a key nutritional priority, but over the past year, it's exploded across the cultural
landscape — from social media trends to restaurant menus and packaged foods. But in everyday life,
what protein sources are consumers eating? And how well do they understand the differences between
animal and plant-based proteins in both content and quality?




Poultry is the most commonly eaten source of
protein among all consumers, followed by
dairy products, eggs, and red meat.

What Protein Sources Do Consumers Eat?

Poultry (e.g., chicken, turkey, etc.) 90%
Dairy products (e.g., milk, yogurt, cottage cheese, etc.) 89%
Eggs or egg-based products 88%
Red meat (e.g., beef, pork, lamb, etc.) 86%
Fish (e.g. tuna, salmon, etc.) 79%
Nuts or seeds (e.g.,, almonds, sunflower seeds, etc.) 77%
Shellfish (e.g., shrimp, crab, clams, etc.) 70%
Whole grains (e.g,, quinoa, farro, oats, etc.) 62%
Legumes (e.g., lentils, chickpeas, black beans, etc)) 57%
Protein supplements (e.g., powders, bars, shakes, etc.) 42%
Plant-based meat alternatives (e.g., Impossible or Beyond Meat) 23%
Soy-based plant proteins (e.g, tofu, tempeh, etc.) 21%
Seitan or wheat gluten 12%

Q: Which of the following types or sources of protein do you eat? @ DATASSENTIAL



Meat eaters generally favor all types of animal
proteins, while meat limiters turn to eggs and
dairy as their most common protein sources.

While most meat limiters continue to include poultry and seafood in their diets, red meat
consumption is significantly lower by comparison. Consumers’ preferences for these
leaner animal proteins reflect broader nutritional research, which consistently shows
that poultry and seafood are associated with lower health risks than red meat.

What Protein Sources Do Consumers Eat?

Poultry 94% Eggs or egg-based products 80%

Red meat 94% Dairy products 80%

Dairy products 92% Poultry 78%

Eggs or egg-based products 91% Nuts or seeds 78%
Fish 79% Fish 77%

Nuts or seeds 77% Legumes 66%

Shellfish 73% Whole grains 63%

Whole grains 62% Shellfish 63%

Q: Which of the following types or sources of protein do you eat? @ DATASSENTIAL



DEMOGRAPHIC DETAIL + Men are significantly more likely than women to consume red meat, protein supplements, and processed

DO Diffe rent protein sources such as tofu, tempeh, and meat alternatives.

. « Millennials and Gen X lead the way in adopting the broadest range of protein sources, especially plant-based
Demog raphlc Grou PS options. Over a quarter of Millennials regularly consume soy-based proteins like tofu, nearly 70% include whole

. grains in their diets, and 80% of Gen X eat nuts and seeds. In contrast, Gen Z is the least likely generation to
Consume leferent regularly consume poultry, seafood, or plant-based proteins like legumes, nuts, or meat alternatives. Meanwhile,
Protein Sources? Boomers adopt a more limited but intentional approach to protein selection, over-indexing on leaner and more

health-forward choices such as poultry, seafood, legumes, and nuts or seeds compared to younger generations.

GENDER DIFFERENCES GENERATION DIFFERENCES

Men are significantly more likely GENZ  MILLENNIAL  GEN X BOOMER
than women to consume...

Poultry 82% 90% 94% 91%
e 90% Fish 62% 78% 82% 87%
82%
Nuts or seeds 64% 78% 83% 78%
Protein 49% Shellfish 58% 71% 74% 73% s:tatistically more
supplements 6% likely to eat
Whole grains 59% 69% 64% 54% statistically less
likely to eat
Plant-based meat 26% Legumes 42% 59% 59% 62%
alternatives 20%
Plant-based meat alternatives 18% 29% 27% 13%
Soy-based plant 24% Soy-based plant proteins 16% 27% 22% 15%
proteins 8% Seitan or wheat gluten 15% 15% M% 7%

@ DATASSENTIAL

Q: Which of the following types or sources of protein do you eat?




In practice, meat limiters are mostly red meat limiters - they consume
poultry, eggs, dairy, and seafood at similar rates as meat eaters, with
red meat being the only animal protein they significantly reduce.

In contrast, they're far more likely to consume soy-based proteins (like tofu and tempeh), plant-based meat alternatives, and legumes.
Interestingly, meat eaters are more likely than limiters to regularly consume seitan or wheat gluten.

MEAT EATERS

H Daily Weekly Monthly or Less
Poultry 6%
Red meat 9%
Fish J 38%
Shellfish B 51%
Eggs or egg-based products 1%
Dairy products 3%
Soy-based plant proteins 54%
Seitan or wheat gluten 20%
Plant-based meat alternatives &} 50%
Legumes %/ 30%
Nuts or seeds 21%
Whole grains [IEZ 17%
Protein supplements [IIIEEE 16%

Poultry

Red meat

Fish

Shellfish

Eggs or egg-based products
Dairy products

Soy-based plant proteins
Seitan or wheat gluten
Plant-based meat alternatives
Legumes

Nuts or seeds

Whole grains

Protein supplements

Q: How frequently do you eat the following foods? [among consumers who do eat these foods, n = varies]

Weekly

B Daily

@ DATASSENTIAL

37%

Monthly or Less

14%

34%

50%

42%
43%
38%

19%
9%

21%
20%
16%
13%




Animal proteins (like poultry, eggs, and red meat) are
viewed as the highest-quality, most complete sources.
However, when it comes to plant-based protein sources,
there is much room for consumer education.

Consumers generally view nuts, seeds, and legumes positively, with over two-thirds rating them as
“excellent” or “good” protein sources. However, many consumers harbor a misguided understanding of how
much protein fruits and vegetables contain, rating them more favorably than other plant-based sources
which are nutritionally more protein-rich, such as whole grains, seaweed, soy proteins like tofu or tempeh, or
even meat alternatives like Impossible or Beyond Meat.

Poultry (e.g., chicken, turkey, etc.) 90%
Eggs or egg-based products 85%
Red meat (e.g., beef, pork, lamb, etc.) 85%

Fish (e.g. tuna, salmon,

Dairy products (e.g., milk, yogurt, cottage cheese,
Nuts or seeds (e.g., almonds, hemp seeds,
Shellfish (e.g., shrimp, crab, clams,

Legumes (e.g., lentils, chickpeas, black beans,
Protein supplements (e.g., powders, bars, shakes,

etc))
etc))
etc))
etc.
etc.
etc.

82%
75%
75%
74%
67%
61%

)
)
)
Vegetables (e.g, brussels sprouts, asparagus, spinach, etc.) 58%
Whole grains (e.g, brown rice, farro, oats) 54%
Fruits (e.g., bananas, berries, raisins, etc.) 53%
)
)
)
)
)

Soy-based plant products (e.g, tofu, tempeh, etc. 41%
Mushrooms and other fungi (e.g., nutritional yeast, etc. 41%
Plant-based meat alternatives (e.g., Impossible or Beyond meat 36%
Refined grains (e.g., white flour, white bread, white rice, etc. 35%
Seaweed and algae (e.g., kelp, nori, spirulina, etc. 32%

Seitan or wheat gluten 24%

Q: How would you rate the following ingredients as a source of high-quality, complete protein? (top 2 box; “Excellent” + “Good”)

@ DATASSENTIAL



DEMOGRAPHIC DETAIL + Compared to women, men are more likely than women to view animal proteins (like poultry, red meat,
How Do Different and seafood) and processed sources (such as supplements and seitan) as high-quality. Conversely,
women have a much more favorable rating of vegetables as a protein source than men.

Demographlc Grou PS Rate - Millennials and Gen X, who regularly consume the widest variety of protein sources, are also the most likely to
. . ) view plant-based proteins — whether whole foods like legumes, nuts, and mushrooms, or processed
Various Protein Sources ° alternatives like tofu and seitan — as good or excellent. Meanwhile, Gen Z tends to rate non-traditional protein
sources such as supplements, refined grains, processed meat alternatives, and wheat-based proteins like
seitan more favorably than Boomers. This suggests younger consumers are more open to experimental or
functional food sources, even if those choices don’t always align with traditional nutritional guidance.

GENDER DIFFERENCES GENERATION DIFFERENCES

Men are significantly more likely GENZ MILLENNIAL GEN X BOOMER
than women to view these protein

sources as “excellent” or “good”: pouling > i ks %

Fish 76% 83% 83% 85%

91%
Poultry Essa% Nuts or seeds 68% 76% 79% 72%
Red meat E&S% Legumes  56% 66% 71% 7%

statistically

1 (o) 0, ) 0,
Shellfish - 78% Protein supplements 65% 70% 61% 46% more likely
70% Soy-based plant products 38% 46% 43% 34% statistically
Protein 68% | less likely
supplements 55% Mushrooms & other fungi 37% 45% 42% 35%
Seitan or wheat 26% Plant-based meat alternatives 36% 43% 36% 26%
gluten 22%
Refined grains 44% 42% 31% 23%
..with one exception:
Seaweed and algae 29% 39% 33% 24%
54%
Vegetables H 61% Seitan or wheat gluten 26% 32% 24% 13%

Q: How would you rate the following ingredients as a source of high-quality, complete protein? (top 2 box; “Excellent” + “Good") @ DATASSENTIAL




DEMOGRAPHIC DETAIL « Across the board, higher-income consumers report greater consumption of both animal and plant-

How Do Consumers AcCross based proteins compared to their lower-income counterparts, likely because of increased accessto a
wider variety of high-quality ingredients. High-income consumers are also more likely to view both
Income Brackets Consume animal proteins and whole plant-based sources - like legumes, grains, and nuts — as high-quality.
. . Interestingly, the one exception is fruits and vegetables, which are rated more highly as protein
2
and Perceive Protein? sources by low- and middle-income consumers, possibly due to greater reliance on these ingredients
in everyday meals or a broader, albeit scientifically less accurate, understanding of protein quality.
Protein Sources Consumed Protein Source Rating
(% of consumers who eat each protein source) (% of consumers rating each protein source as “excellent” or “good”)

Low- Medium- High-

Low- Medium- High-
Income Income Income Income _ Income _ Income

— J I; ;;;t};"";.;;/; 777777 é 1}%"""79;% ,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, Poultry — 86%  90% 94% __

e . Eggs or egg-based products 81% = 83%  9N%

Dairy products 84% 89% 94% . Redmeat 79% @ 84%  92%

Eggs or egg-based products 83% 89% OZ00h N e ame Fish __79% ¢ 81% ____88% _
********************************************************************* Dairy products 74% 74% 78%

D Redmeat’  81% = B6% @ 9% @@ 0o s T Nuts orseeds  71%  73% 80%

Fish  74%  79%  85% f,‘,‘;‘,‘,‘:‘,‘iﬁae',';’ o shelfish 9% __ 73% ___ 8% _

- Nutsorseeds  71%  76%  86% | gosighically = e . . =
it rotein supplements 54% 62% 68%

Shellfish  65% 70% 77% lesslikely oo e T 61%  60% B2

Q: Which of the following types or sources of protein do you eat? How would you rate the following
ingredients as a source of high-quality, complete protein? (top 2 box; “Excellent” + “Good”) @ DATASSENTIAL




Barriers to Plant-Forward

Restaurant Ordering

In 2025, many consumers still hesitate to order plant-forward meals at restaurants. This section delves
into the most salient roadblocks that prevent diners from choosing plant-forward options away from
home, from concerns about flavor and satiety to questions of value and protein content.




Taste satisfaction remains the most salient barrier
to eating less meat when dining at restaurants.

Roughly a third of Gen Z and Millennials are also concerned about being hungry shortly after
enjoying a plant-based restaurant meal, while a quarter of consumers overall are turned off by
the texture of vegetables and other plant-based ingredients.

CONCERNS ABOUT ORDERING PLANT-BASED RESTAURANT DISHES
Taste, Texture, and Satiety

Not being satisfied with

the taste of the meal 45%

Being hungry 2-3 hours later A

Not liking the texture of
vegetables and other
plant-based ingredients

25%

Q: What concerns do you have with ordering dishes with plant-based ingredients (more vegetables, legumes, etc.) at a restaurant instead of meat dishes?

@ DATASSENTIAL



Roughly a quarter of consumers are concerned about
not getting enough protein when consuming plant-
based meals away from home.

Protein concerns resonate the strongest among men, Gen Z, and Millennials, which are demographic
groups that typically are most conscious of their general protein intake. High- and medium-income
consumers are also more concerned about this issue than their lower-income peers.

CONCERNS ABOUT ORDERING PLANT-BASED RESTAURANT DISHES
Protein Content and Quality

Not getting enough protein 25%

Not getting enough complete protein 21%

@ DATASSENTIAL

Q: What concerns do you have with ordering dishes with plant-based ingredients (more vegetables, legumes, etc.) at a restaurant instead of meat dishes?



Some consumers worry about plant-based
dishes being too processed or failing to provide
sufficient energy for mental and physical tasks.

Boomers are particularly wary of processing, while Gen Z consumers are more concerned
about performance-based attributes like stamina and energy.

CONCERNS ABOUT ORDERING PLANT-BASED RESTAURANT DISHES
Health and Nutrition

Feeling that plant-based

foods are too processed 19%

Feeling that the meals are potentially carb- 12%
heavy and may contribute to weight gain

Not providing enough energy/stamina for

h . . 12%
physical pursuits (exercise, sports)

Not providing enough energy/stamina for 1%
mental pursuits (studying, long projects)

Q: What concerns do you have with ordering dishes with plant-based ingredients (more vegetables, legumes, etc.) at a restaurant instead of meat dishes? |@|) DATASSENTIAL



Financial concerns are also top of mind: over a quarter
of consumers worry about paying too much for plant-
based restaurant dishes, which are often perceived as
cheaper to prepare than meat-based meals.

Concerns about value are slightly less salient than concerns about ticket price, but nearly 20% of men
and Millennials also believe they get more value for the dollar by purchasing dishes with meat.

SOUT ORDERING PLANT-BASED RESTAURANT DISHES
)st and Value

Paying too much for vegetables and

(0)
other plant-based ingredients 20e

I get more value for the dollar by
purchasing dishes with meat

17%

Q: What concerns do you have with ordering dishes with plant-based ingredients (more vegetables, legumes, etc.) at a restaurant instead of meat dishes? @) DATASSENTIAL



One in four consumers don't find meatless
dishes exciting or appealing enough to
order - particularly Gen Z.

A notable proportion of consumers also say their local dining options lack enticing
plant-based choices, especially in the Midwest.

CONCERNS ABOUT ORDERING PLANT-BASED RESTAURANT DISHES

Appeal and Vibe

Dishes without meat don’t sound
exciting or appealing enough

|

23%

Restaurants near me don't have enough choices

for exciting meatless or plant-forward dishes 18%

”

Dishes without meat are often too “healthy,

. 12%
and | want to indulge at restaurants

Dishes without meat are unfamiliar

[0)
and not a part of my culture e

Not fitting the mood or occasion

1%
of the meal; not celebratory enough

il

Q: What concerns do you have with ordering dishes with plant-based ingredients (more vegetables, legumes, etc.) at a restaurant instead of meat dishes?

@ DATASSENTIAL



DEMOGRAPHIC DETAILS TOTAL Statistically higher among...

B.a rriers t.o Orderl ng Not being satisfied with the taste of the meal 45% Boomer (53%)
DlSheS Wlth p_lant- Being hungry 2-3 hours later 28% Gen Z (35%), Millennial (30%)
based Ing red ients Paying too much for vegetables and other plant-based ingredients 27%
On the broadest level, women Not getting enough protein  25%  Men (28%), Gen Z (34%), Millen. (27%)
and Boomers tend to have fewer T T T T T T T T m T T e Y T T

. Not liking the texture of vegetables and other plant-based ingredients 25% Gen Z (32%)
concernsaboutorderingplant- - - _____ . ___________ ____ ____ . o
based meals than their Dishes without meat don’t sound exciting or appealing enough 23% Gen Z (28%)
demographic counterparts. Not getting enough complete protein 21% Men (24%), Gen Z (24%), Millen. (23%)

Feeling that plant-based foods are too processed 19% Boomer (25%)
AFMBAG CONSUMEIS WIN® @&® @ & scmmememmeeeeeee e e R e
express some level of concern Restaurants near me don’t have enough choices 18% Gen Z (23%)
for exciting meatless or plant-forward dishes ? ?
about plant-based restaurant . o oo
dininag. Boomers are held back I get more value for my dollar by purchasing dishes with meat 17% Men (20%), Millennial (19%)
g,
primarily on the taste of plant- Dishes without meat are often too “healthy,” S
based offerings, while Gen Z and and | want to indulge at restaurants ?
Millennials z?re morg likely to Dishes without meat are unfamiliar and not a part of my culture 12% Men (14%)
express a wider variety of e e~ -~ % BISEEEEE 09090 ——
concerns, from protein content Feeling that the meals are pqtentlally ca.rb-hea\-/y 12%
A and may contribute to weight gain
ST ENENT POV AT COET AME e e R R
Not providing enough energy/stamina for physical pursuits (exercise, sports) 12% Gen Z (18%), Millennial (14%)

visual appeal.

Q: What concerns do you have with ordering dishes with plant-based ingredients (more vegetables, legumes, etc.) at a restaurant instead of meat dishes? @ DATASSENTIAL




HISTORICAL DATA CHANGES 2023 2024 2025 ‘24 vs. ‘2325 vs. ‘24

B.a rriers t.o Orderl ng Not being satisfied with the taste of the meal 43% 44% 45% 0% +1%
DlSheS Wlth p_lant- Being hungry 2-3 hours later 31% 34% 28% +2% -6%
based Ing red ients Paying too much for vegetables and other plant-based ingredients 36% 33% 27% -3% -6%
While concerns about plant-forward Not getting enough protein  32% 39% 25% +6% -14%
dining fluctuate, taste remainsthemost o A . P N L. A eSS o=
. ] . Not liking the texture of vegetables and other plant-based ingredients N/A  N/A  25% N/A N/A
consistent - and salient - barrier. T
Dishes without meat don’t sound exciting or appealing enough N/A N/A 23% N/A N/A
In 2024, concerns around protein content, Not getting enough complete protein  27% 31% 21% +4% -10%
satiety, and ener rovision gained T e
'y, gyp 9 Feeling that plant-based foods are too processed 21% 21% 19% 0% -2%
iracition aMmeng CONSUMETS, WO WEI® @ —ccccmeemeeee e e e e R R I S
grewing NErEEEnel SoEEIRLEE del o exciting meatless or prant forward dishes VA N/A18%  N/A - N/A
food and personal health. But by 2025, the ‘""" 7"°"°"°_ BN cSSOTRRIL TOTvaTo Ishes S
proportion of consumers who express I get more value for my dollar by purchasing dishes with meat  N/A N/A  17% N/A N/A
these concerns have declined. The one Dishes without meat are often too “healthy,” NA  NA 1% N/A N/A
factor that hasn't budged is taste: over and | want to indulge at restaurants ?

o . _ T T T T T I MMM e GaSSSSTSTSTSTSTSTSSSTESESESSEEEEE
40% Consgmers still doubt that plant Dishes without meat are unfamiliar and not a part of my culture N/A  N/A  12% N/A N/A
forward dishes at restaurants can be e N T
flavorful and exciting. Foodservice jeliighdusiat e el el pqtentlally ca.rb-hea\./y 19% 18%  12% -1% -6%

. and may contribute to weight gain
O Rl e e B E T R T
skeptical diners, lead with bold, craveable Not providing enough energy/stamina for physical pursuits (exercise, sports)  14%  18%  12% +4% -6%
and satisfying flavor profiles that make Not fitting the mood or occasion of the meal; not celebratory enough 1%  15%  11% +4% -4%
plant-forward menu offerings irresistible. " T T T e I 00000 |
Not providing enough energy/stamina for mental pursuits (studying, long projects)  14% 16% N% +2% -5%
Other 2% 1% 3% 0% +2%
*N/A - New survey option in 2025 None of the above 18% 14% 13% -4% -1%

Q: What concerns do you have with ordering dishes with plant-based ingredients (more vegetables, legumes, etc.) at a restaurant instead of meat dishes? @ DATASSENTIAL




Motivators to Plant-Forward

Restaurant Ordering

While barriers exist, there are also powerful incentives driving consumers to try more plant-forward
meals when dining out. From familiar flavors and nutrition transparency to value deals, finding the right
strategies can make all the difference for foodservice operators.




How do you motivate more consumers to try
plant-forward options at restaurants? Lean
into familiar dishes and flavors.

Over 40% consumers would be swayed by dishes featuring familiar flavor profiles, and
nearly a third would be more willing to try recognizable formats like pizzas, sandwiches,
and burritos. Sampling opportunities and nostalgic or culturally resonant dishes can also
boost trial appeal, particularly among Gen Z, Millennials, and Hispanic consumers.
MOTIVATORS FOR CHOOSING PLANT-FORWARD RESTAURANT DISHES

Flavors and Familiarity

If it used flavors that | love 44%

If | could try it first or have a sample

If it was in a dish | know, love, or have had before

If it was a familiar format
(like a pizza, sandwich, soup, burrito, etc.)

If it were a traditionally plant-forward dish
(wasn't modified to be plant-forward but already was)

If it used flavors and ingredients
from my culture and/or ethnicity

If it made me feel nostalgic or reminded me
of something | grew up eating as a child

Q: What would encourage you to choose a plant-forward option from the menu at a restaurant? |@|) DATASSENTIAL



One in four consumers - especially Gen Z- would be
encouraged to order plant-forward menu items as
appetizers or small plates, so that they can pair these
options with other foods they're planning to eat.

Eye-catching presentation also matters: Millennials and Gen Z are particularly drawn to photogenic dishes.
Millennials are also slightly more likely than older generations to be influenced by the people they dine with.

MOTIVATORS FOR CHOOSING PLANT-FORWARD RESTAURANT DISHES
Dish Design and Service Format

If it was an appetizer or small plate
(so it wasn't my only food of the meal)

25%

]

If it was plated well or looked visually appetizing
(on the menu, in a photo, or on social media, etc.)

PAOYS

If it was recommended by the chef or server 17%

11%

If it was a shareable offering

If the people | was dining with were also

. . 1%
ordering plant-forward options

-
-

Q: What would encourage you to choose a plant-forward option from the menu at a restaurant? @) DATASSENTIAL



Affordability is critical: one in five consumers
would be more likely to try plant-forward dishes
if they were cheaper or offered at a discounted
rate compared to animal-based options.

A quarter of Millennials would also be tempted to try plant-forward items if they were
offered as part of a combo or meal deal.

MOTIVATORS FOR CHOOSING PLANT-FORWARD RESTAURANT DISHES
Value and Promotions

If it was offered as a part

of a combo or meal deal 23%

If they were cheaper or offered at
a discount to animal-based dishes

PAVS

If | got extra loyalty rewards or points 10%
for choosing plant-forward items ?

If it was available as a Limited Time Offer (LTO) 5%

.

Q: What would encourage you to choose a plant-forward option from the menu at a restaurant? @) DATASSENTIAL



Health considerations are top of mind for many
consumers: a quarter of consumers would feel
more secure ordering plant-forward dishes if
they contain simple, familiar ingredients.

Nearly 20% would also appreciate being able to see specific nutritional information about a
dish they're tempted to order, from calorie counts to protein and sugar content.

MOTIVATORS FOR CHOOSING PLANT-FORWARD RESTAURANT DISHES
Ingredients and Nutrition

If | knew all the ingredients or if

the dish contained simple ingredients 25%

If they used local or seasonal ingredients 16%

If | could see specific nutrition information
(calories, protein content, sugar content, etc.)

15%

If | could see the environmental information
(carbon footprint, water footprint, etc.)

7%

™

Q: What would encourage you to choose a plant-forward option from the menu at a restaurant?

@ DATASSENTIAL



DEMOGRAPHIC DETAILS TOTAL Statistically higher among...

What Can MOtivate If it used flavors that | love 44% Millennial (51%), Gen X (45%)

Consumers To ~ fflcouldtryitfirstorhaveasample 38%
Choose Plant- ~ ffitwasinadishlhave had beforeand know Ilove  30% GenZz(39%)
Forward Dishes? o Ifitwasafamiliar format (Ikea pizzs sancwich soup, burrio ctc)  30% _ GenZ (35%) Millennial (35%)

The fastest way to win over

plant-forward dining skepticsis = —-—-——-—-——(——————______~ R o
. If it was offered as a part of a combo or meal deal 23% Millennial (25%)
to speak to their hearts, by TR Was OIfETed as d pdit Of a LoImbL or heatdeal - e MVl \e>nr o
leveraging flavors, dishes, and If they were cheaper / offered at a discount to animal-based dishes 21%
ging ’ '
ingredients they know and love. If it was plated well or looked visually appetizing o >ow . .
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, (on the menu, in a photo, on social media,erc)  20%  Gen Z (26%), Millennial @5%)
O give them a sample and et s ere a raditionally plantforward dish 175, Gen z (224, Milennial (1%
your flavors do the talking. Whileit = -« T T 2 UCAGE  h ywes mum——
may seem like Gen Z and If it was recommended by the chef or server 17% Gen Z (22%), Millennial (19%)
Millennials are more likely to voice If they used local or seasonal ingredients 16% Millennial (19%)
concerns about ordering plant- If I could see specific nutrition information (calories, protein content, sugar content, etc.) 15%
forward dishes, they'realsothe T B N . . T
" o bei Y g If it used flavors and ingredients from my culture / ethnicity 13% Millennial & Boomer (15%)
most open to being swayed, as = = o —cmmmmmmm e
there are many strategies to do so. If it was a shareable offering 1% Millennial (14%)
If the people | was dining with were also ordering plant-forward options 1% Gen Z (18%), Millennial (14%)

If it made me feel nostalgic or reminded me of something | grew up eating 9% Gen Z (14%), Millennial (12%)
If | could see the environmental information (carbon footprint, water footprint, etc.) 7% Gen Z (10%), Millennial (8%)
If it was available as a Limited Time Offer (LTO) 5% Gen Z (8%), Millennial (6%)

None of the above 18% Gen X (19%), Boomer (29%)

—

Q: What would encourage you to choose a plant-forward option from the menu at a restaurant? @ DATASSENTIAL




HISTORICAL DATA CHANGES 2023 2025 ‘25vs.‘23

What Can Motlvate If it used flavors that | love 46% 44% 2%
Consumers TO Choose If | could try it first or have a sample 40% 38% 2%
- i 2 If it was in a dish | have had before and know I love 31% 30% 0%
an orwar IsNnes:
. . If it was a familiar format (like a pizza, sandwich, soup, burrito, etc.) 27% 30% +3%
Whilelcraveablejwell-lovediflaversiremainithe’ ===~~~ 33 - s mmmms e s s s oo oo s oo oo oo oo - - R
. . 2 1 0, (o) 0,
most effective way to drive plant-forward _________________ AR =t izeror=malliplate (sotwasntmyonly food of themeal)  23% - 25%
ordering, consumers in 2025 are increasingly If I knew all the ingredients or if the dish contained simple ingredients 26% 25% -1%
motivated by value and service-driven If it was offered as a part of a combo or meal deal 19% 23% +4%
strate.gles - and less by sustainability or local If they were cheaper / offered at a discount to animal-based dishes 26% 21% -5%
sourcing messages compared to 2023. @ oo TTToooToooT oo I}_’,E ****** I**t"d""ﬁ*"["':a".""ﬁ ****** Eij ********************************
it was plated well or looked visually appetizing 17% 0% 2%

(on the menu, in a photo, on social media, etc.)

Although price remains an important If it were a traditionally plant-forward dish . 0 o

" . . . ) o 19% 17% -2%
consideration, consumers in 2025 care slightly - (wasntmodified to be plant-forward but alreadywas) "~ 7 7

less about how plant-forward dishes compare If it was recommended by the chef or server 15% 17% +2%

Yy

price-wise with animal-based equivalents. If they used local or seasonal ingredients 20% 16% -4%
Operators should instead highlight what diners  —— "~~~ TN N . . e T L .

. . . If | could see specific nutrition information (calories, protein content, sugar content, etc.) N/A 15% N/A
gain from choosing plant-forward options —  —— o
e o MiEomo oSl nc R Ififlised flavgisiandiingredigiitsifrom my culture fethnicity = N/A_ 3% | N

meal deals, familiar and satisfying formats like If it was a shareable offering 12% 1% -1%

pizza or burritos, or trusted cues like chef and If the people | was dining with were also ordering plant-forward options 12% 1% -1%

b recommend.atlons. e Jeylsie mal.<e. If | got extra loyalty rewards or points for choosing plant-forward items 1% 10% 0%
plant-forward feel like the better, More eXCiting  —— == oo oo o oo

. . . . . o

choice, not just the cheapestone. ?,'E,T?E?T,ejeflfgsfﬂg,',cf[f,e,",‘l?fj,egT?ff?9[??5?1?9,',9[?&9,9??}199 ,,,,, X {’A),,,,,,?,/f ,,,,,,, N /,A,,,,

If | could see the environmental information (carbon footprint, water footprint, etc.) 1% 7% -4%

If it was available as a Limited Time Offer (LTO) 6% 5% -1%

*N/A - New survey option in 2025 None of the above 15% 18% +3%

Q: What would encourage you to choose a plant-forward option from the menu at a restaurant? @ DATASSENTIAL




Concept Testing

Consumer attitudes don't always match their actions, so what happens when we put plant-forward
dishes to the test? In this section, consumers evaluated real-world restaurant concepts with varying
protein profiles. By -analyzing how preferences shifted with added information - like protein content and
price —we uncover what consumers value most at the moment of choice.




2025 PLANT-FORWARD OPPORTUNITY

Concept Testing Overview

For this “Concept Testing” section of our survey, respondents were divided into two even groups (Group A and Group B), each containing n =750

respondents. Each group was given three versions of the same menu concept to evaluate: one version containing only animal protein (meat or seafood),

the second only plant protein, and the third a mixture of animal and plant proteins. Group A saw three versions of a Mediterranean-inspired souvlaki plate, —
while Group B saw three versions of a poke bowl. All concepts were designed with input from chef experts at the Culinary Institute of America, and all were

priced using calculated averages of similar items from Datassential’'s MenuTrends database. Concept images were generated using MidJourney.

L o
Survey Process Ty
STEP 01 Respondentswere shown their three assigned dishes with only their titles and general descriptions, and asked to select the one they =+ : “
thought was the... A S
- ‘A*Pj‘
« Tastiest and most flavorful * Provides the most complete protein (containing the highestiquality _
« Most filling of protein per serving) 4 2R
+ Most protein-packed (containing the highest guantity of protein » Cheapest (by their estimate) _,,;, .
per serving) » Most value for the dollar / >
+ Healthiest and most nutritious + The one they're most likely to buy on any given day:(if alf3 dishes o
« "Most-unique and interesting / appealing cost the same)

STEP 02 Next, respondents saw the same three dishes, but with-added details about protein content, and ranked them based on how Ile
would be to order each at a restaurant. > . - _—

A g
STEP 03 _Finally, respondents reviewed the same dishes with both information about protein content and price, and again ranked them ba d on
how likely they would be to order each at a restaurant. X ,f_ A

@6”%. _'




PART E: CONCEPT TESTING EXERCISE

Key Takeaw

Consumers initially gravitate toward fully-animal protein dishes,
rating them highest for taste, satiety, and value, while plant-forward
dishes rate highly for healthfulness and creativity. This strong
baseline preference for animal protein makes it important to amp
up perceptions of taste and satisfaction in plant-forward options.

Mixed-protein dishes are consistently viewed as the most unique
and become more attractive when consumers are given
additional details, like protein content and price. Leveraging the
novelty and balanced positioning of these options can help bridge
the gap between fully-animal and plant-based dishes.

. At baseline, Gen Z, Millennials, and Foodies are significantly
more receptive to plant-forward dishes (both mixed-protein and
fully plant-based options) than their demographic counterparts,
indicating that targeted marketing to these groups can yield
strong results. Tailoring communications to emphasize additional
attributes like protein content or value can make plant-forward
menu options even more appealing to these open-minded eaters.

. Providing clear information about protein content can help shift some

consumers toward mixed or plant-based options, especially among
younger groups like Gen Z and Millennials, but the impact is marginal.
This suggests that transparent nutritional communication is only mildly
able to enhance the appeal of plant-forward dishes for health- and protein-
conscious diners, and other strategies are likely more effective.

Price is a far more powerful driver of decision-making, prompting
notable shifts away from fully-animal dishes toward mixed-protein and
plant-based alternatives. Operators should leverage competitive pricing
strategies to make plant-forward options more attractive and accessible to
value-conscious diners.

. While consistent messaging around healthfulness and protein quality

can reinforce trust in plant-forward meals, these attributes alone are not
enough to shift behavior. Ultimately, what matters most to consumers is
taste, value, and satisfaction. To drive real change in consumer
preferences, operators should focus on delivering flavor-first experiences at
accessible price points. When plant-forward meals are delicious and feel like
a well-priced, satisfying choice, adoption should naturally follow.

@ DATASSENTIAL




: Mediterranean Plates

ANIMAL
Mediterranean-Style Grilled Mediterranean-Style Grilled Mediterranean-Style Grilled
Chicken Souvlaki Chicken & Falafel Souvlaki Falafel & Lentil Kofte Souvlaki
259 protein | $15.99 25g protein | $14.50 259 protein | $12.99
Crilled chicken skewers served with a Crilled chicken and falafel skewers served Grilled falafel and lentil fritter skewers
Creek Salad featuring tomatoes, with a Greek Salad featuring tomatoes, served with a Greek Salad featuring
cucumbers, and drizzled with Greek Extra cucumbers, and drizzled with Greek Extra tomatoes, cucumbers, and drizzled with
Virgin Olive Oil and fresh pita. Virgin Olive Oil and fresh pita. Greek Extra Virgin Olive Oil and fresh pita.

DATASSENTIAL




GROUP A
Initial Impressions

At first glance, without the influence of
price or information about protein
content, nearly half of consumers
gravitate toward the fully-animal
chicken souvlaki, while over a third
prefer the mixed-protein option.

Because the majority of consumers do
eat meat without reservation, the fully-
animal dish is rated most favorably across
nearly all specified metrics, including
taste, satiety, protein content, and value.

Tastiest and most flavorful

Most filling

Most protein-packed (contains the highest
quantity of protein per serving)

ANIMAL

46%

42%

41%

The fully plant-based option (falafel and Healthiest / most nutritious 31% -
lentil kofte souvlaki) leads only in ) )
perceived healthfulness. The mixed _Provides the most complete protein 36% m

. ; (provides the highest quality of protein per serving)
chicken and falafel option stand out as
the most unique, according to over 40% Most unique and appealing concept 41%
of consumers. Nearly half also believe the
fully-animal option would be the Cheapest (by your estimate) 47% 17% ‘
cheapest, perhaps due to the association

. . - Most value for the dollar

of chicken with affordability. 43% 35% ’

(if they all cost the same)

*Note: Sum totals may appear larger or smaller
than 100% due to whole number rounding

The one you're most likely to buy on any

A . 49%
given day (if they all cost the same)

35%

Q: Out of these three dishes, which one dish do you think is...




GROUP A On first impression — without any additional context - which types of consumers in Group A gravitated most

Demog raphic Details strongly toward the fully-animal Chicken Souvlaki concept?

» Older generations like Gen X and Boomers are significantly more likely than younger diners to rate the chicken
souvlaki concept most favorably across many metrics like satiety, uniqueness, or value. Nearly 60% of Boomers
initially picked this option as the one they'd most likely purchase at a restaurant.

« This concept also resonated more strongly with Meat Eaters and consumers who don’t identify as Foodies.

INITIAL IMPRESSIONS

TOTAL Statistically highest among...

Gen X (49%), High Income (48%), Meat Eater
(4%%)

Most protein-packed
(contains the highest quantity of protein per serving)

ANIMAL Healthiest / most nutritious 31%

Provides the most complete protein

Mediterranean-Style Grilled | | [rovicl=sitichiiE st a U= BRIRICIE N Persoilie)) DN
Chicken Souvlaki Most unique and appealing concept 28%  Gen X (32%)
Grilled chicken skewers served with o Cheapest (by your estimate) 47% Meat Eater (50%), Low Income (51%)
Creek Salad featuring tomatoes, s fmr tha Amllae

) ) Most value for the dollar
cucumbers, and drizzled with Greek Extra (iftheyallcost the same) RGN e X (49%)

Virgin Olive Oil and fresh pita. The one you're most likely to buy on any given day

(if they all cost the same)

Q: Out of these three dishes, which one dish do you think is... @ DATASSENTIAL




GROUP A On first impression - without any additional context - which types of consumers in Group A gravitated most

Demographic Details strongly toward the

« The mixed-protein concept appealed broadly across regions, with especially strong interest fromm Midwestern
consumers - likely reflecting a desire to explore plant-based ingredients without giving up meat entirely.

« It also resonated across generations, particularly with Gen Z and Millennials, who rated it highly on taste,
satiety, healthfulness, and uniqueness. However, Millennials and Gen X were ultimately more likely than other
groups to select this concept as the one they'd most likely to purchase at a restaurant.

INITIAL IMPRESSIONS

TOTAL Statistically highest among...

Most protein-packed
(contains the highest quantity of protein per serving)

MIXED Healthiest / most nutritious  31% Millennial (37%), West (43%)

3 . Provides the most complete protein . .
Medlterra nean'Ster G""ed (provides the highest quality of protgin perierving) = e (B, LU e E2y

Chicken & FalafelSouvlaki | . .~  __ GenZ(44%), Millennial (47%), Medium and

Gen Z (44%), Millennial (47%), Medium and
High Income (45%)

Crilled chicken and falafel skewers served Cheapest (by your estimate) ~ 17%  Male (20%)
with a Greek Salad featuring tOMQtOes, =7 7 7 T T T oo oooooooooo oo

. . Most value for the dollar
cucumbers, and drizzled with Greek Extra (T ¢ ERERE,

Vivgin @i Giliael Tt e The one youre most likely to buy on any given day ey, Milernial (58%) Gen X (375 Midwest (423,

(if they all cost the same) Foodie (37%)

Q: Out of these three dishes, which one dish do you think is... @ DATASSENTIAL




GROUP A On first impression - without any additional context - which types of consumers in Group A gravitated most

Demog raphic Details strongly toward the fully plant-based Falafel & Lentil Kofte Souvlaki concept?

* While Gen Z was the most likely generation to perceive the plant-based souvlaki plate as offering the best value
for the dollar, the concept ultimately resonated most with Boomers — aligning with earlier findings that
Boomers are the most likely to identify as meat limiters.

« The plant-based concept also received strong ratings from Low-Income consumers, Foodies, and those who
already limit meat - groups that are generally more open to plant-forward dining. Regional patterns further
support this trend: consumers in the Northeast were the most likely to say they’d purchase the fully plant-
based option, which is consistent with the coastal region’s greater openness to plant-based eating.

INITIAL IMPRESSIONS

TOTAL Statistically highest among...

Low Income (20%), Foodies (22%), Meat
Limiter (27%)

Most protein-packed 6%
(contains the highest quantity of protein per serving)

Mediterranea n-Ster Grilled Provides the most complete protein
Falafel & Lentil Kofte Souvlaki | - (provides the highest quality of protein perserving) . =~~~ "~ """ " T 0

Boomer (39%), Low Income (35%), Meat
Limiter (38%)

Grilled falafel and lentil fritter skewers N.on.-Hispanic (38%), Northeast (45%), Meat
served with a Greek Salad featuring e T Limiter (47%)

tomatoes, cucumbers, and drizzled with Most value for the dollar 5.0, o 7 (289%)
(if they all cost the same)

Greek Extra Virgin Olive Oil and fresh pita. ~  ——z-—-==—--———-———————- . e e B ————-
The one you're most likely to buy on any given day 17% Northeast (22%), Low Income (21%), Foodie

(if they all cost the same) (21%), Meat Limiter (29%)

Q: Out of these three dishes, which one dish do you think is... @ DATASSENTIAL




GROUP A

After learning that all versions of the Mediterranean souvlaki plate contained the same amount of protein (in

Does The Presence of grams), consumers in Group A shifted slightly toward preferring the mixed option, though the fully-animal
. bowl was still top ranked. Across most major demographics, consumers became more inclined to choose the
Protein Content Change P : orap

. mixed-protein plate over the other options after learning about its protein content. About 10% of Gen Z shifted
Consumer Choices? away from the fully-animal option in favor of the mixed-protein dish due to this information.

IMPACT OF PROTEIN INFO DEMOGRAPHIC DETAILS

Willingness to Order

B AnimMal Mixed B Plant (% of consumers ranking each dish as #1 after seeing protein content)

TOTAL Male Female GenZ Millen. Gen X Boomer

Animal - Chicken Souvlaki 47% 47% 48% 43% 43% 50% 54%
Mixed - Chicken & Falafel Souvlaki 38% 42% 35% 45% 43% 39% 27%
Plant - Falafel & Lentil Kofte Souvlaki 15% M% 18% 13% 14% M% 20%
Degree of Change
(difference between selection likelihood before and after new information about protein content)
35% 38%
V V TOTAL Male Female GenZ Millen. Gen X Boomer
Animal - Chicken Souvlaki -2% -1% -2% -10% 0% +1% -3%
Before AEE I L R e Rt ey —— — — —— o T — ———————————————————————————————————Zoaaa o —
Mixed - Chicken & Falafel Souvlaki +4% +5% +2% +11% +5% +2% -1%
*Note: Sum totals may appear larger or smaller T 0 B TTTmmmmmTToemTTTTTT oA T
than 100% due to whole number rounding Plant - Falafel & Lentil Kofte Souvlaki 2% -4% 0% -1% -5% -3% +4%

Q: With this new information in mind, rank the 3 dishes in order of how likely you'd choose them at a restaurant on any given day.

@ DATASSENTIAL



GROUP A

D The P f For Group A consumers, price was a much stronger influence than protein content: After seeing pricing
qes e Presence o details, the mixed-protein chicken and falafel plate became the most popular choice, albeit by a narrow

Price Cha nge margin. Across all major demographics, price prompted a significant shift away from the fully-animal option, with

Consumer ChOiCGS’ over a quarter of Gen Z and nearly 15% of Boomers choosing the mixed-protein or plant-based plates instead.

IMPACT OF PRICE DEMOGRAPHIC DETAILS

Willingness to Order

B AnimMal Mixed B Plant (% of consumers ranking each dish as #1 after seeing price)

TOTAL Male Female GenZ Millen. Gen X Boomer

Degree of Change
YASN 4 (difference between selection likelihood before and after new information about price)
35% KL 39% V
V TOTAL Male Female GenZ Millen. Gen X Boomer

Animal - Chicken Souvlaki -12% -12% -11% -26% -8% -7% -14%

Before AEE I L R e Rt ey —— — — —— o T — ———————————————————————————————————Zoaaa o —
Mixed - Chicken & Falafel Souvlaki +5% +5% +4% +16% +1% +1% +8%

*Note: Sum totals may appear larger or smaller T 0 T T AT T
than 100% due to whole number rounding Plant - Falafel & Lentil Kofte Souvlaki +7% +7% +7% +11% +7% +6% +6%

Q: With this new information in mind, rank the 3 dishes in order of how likely you'd choose them at a restaurant on any given day. @ DATASSENTIAL



GROUP A For most Group A consumers, price proved to be a stronger driver of shifts in purchase intent than protein

Is Price A More content - especially among those who were initially less inclined to choose plant-forward dishes. Once prices
. . were revealed, nearly 40% of those who initially chose the fully-animal dish switched to either the mixed-

EffeCtIve M.Otlvator protein or plant-based option, and about a third of those who chose the mixed-protein dish also changed their

Than Protein Content? selection due to price. In contrast, among those who initially picked the falafel and kofte plate, both protein and

price influenced nearly a third to change their decision, though protein had a slightly larger impact.

INITIALLY CHOSE ANIMAL INITIALLY CF

B Animal Dish Mixed Dish B Plant Dish B Animal Dish Mixed Dish B Plant Dish B Animal Dish Mixed Dish B Plant Dish

78%
70%

24% 24%
o E 0 . F

Choice After Protein Info Choice After Price Info Choice After Protein Info Choice After Price Info Choice After Protein Info  Choice After Price Info
Added Added Added Added Added Added

Q: With this new information in mind, rank the 3 dishes in order of how likely you'd choose them at a restaurant on any given day. @ DATASSENTIAL




Group B: Poke Bowls

Zesty Hawaiian Zesty Hawaiian Salmon Zesty Hawaiian Tofu &
Salmon Poke Bowl & Tofu Poke Bowl Edamame Poke Bowl
25g protein | $16.50 25g protein | $15.00 25g protein | $13.50
Fresh sriracha-sesame marinated salmon Fresh sriracha-sesame marinated salmon Sriracha-sesame marinated tofu and fresh
served over a bed of sushi rice, topped with and tofu over a bed of sushi rice, topped edamame over a bed of sushi rice, topped
avocado, seaweed salad, cucumber, with avocado, seaweed salad, cucumber, with avocado, seaweed salad, cucumber,
radish, and a sprinkle of sesame seeds. radish, and a sprinkle of sesame seeds. radish, and a sprinkle of sesame seeds.
Topped with a signature poke sauce. Topped with a signature poke sauce. Topped with a signature poke sauce.

[D) DATASSENTIAL




GROUP B
Initial Impressions

On first impression, over half of consumers
prefer the fully-animal salmon poke bowl,
with just over a quarter favoring the mixed-
protein option and one in five choosing the
tofu poke bowl.

Like with Group A, the fully-animal concept is
rated most favorably by Group B consumers on
most metrics, from taste and satiety to protein
content and value. However, the margins
between the fully-animal and mixed-protein
options are narrower on Group B compared to
Group A.

Tastiest and most flavorful

Most filling

Most protein-packed (contains the highest
quantity of protein per serving)

Healthiest / most nutritious

Provides the most complete protein

Notably, by a slim margin, the salmon poke (provides the highest quality of protein per serving)

bowl is perceived as both the healthiest and
most unique offering. When it comes to price
perception, over 40% of consumers estimate
the salmon poke bowl as cheaper than both
the tofu and mixed-protein options, which is
surprising given how salmon is typically priced
compared to tofu at both retail and foodservice.

Most unique and appealing concept

Cheapest (by your estimate)

Most value for the dollar
(if they all cost the same)

35% 31%
40% 36%
36% 33%

41% 14%

44%

33%

28%

*Note: Sum totals may appear larger or smaller The one you're most likely to buy on any

than 100% due to whole number rounding

given day (if they all cost the same)

27%

Q: Out of these three dishes, which one dish do you think is...




GROUP B On first impression — without any additional context - which types of consumers in Group B gravitated most

Demog raphic Details strongly toward the fully-animal Salmon Poke Bowl concept?

« Older generations - particularly Gen X and Boomers - rated the salmon poke bowl highest across nearly all
key metrics, including taste, satiety, nutrition, and value. They were also the most likely to choose this concept
as the one they'd actually purchase at a restaurant.

« Like in Group A, the fully-animal concept in Group B appealed most to Meat Eaters and non-Foodies, as well as
consumers based in the Midwest and South - regions where meat limiting is slightly less common.

INITIAL IMPRESSIONS

TOTAL Statistically highest among...

Boomers (54%), Midwest (43%), South (46%),
Meat Eater (44%)

Most protein-packed 3
(contains the highest quantity of protein per serving) (41%)

H Provides the most complete protein o Men (44%), Boomer (54%), Non-Foodie (54%),
ZeSty Hawallan (provides the highest quality of protein per serving) 40% Meat Eater (43%)
Salmon Poke Bowl Boomer (55%), Gen X (37%), Midwest & South

(40%), Non-Foodie (48%)

Gen Z (55%), Low Income (48%), Meat Eater
(43%), Non-Foodie (55%)

Fresh sriracha-sesame marinated salmon
served over a bed of sushi rice, topped with

ovpcao’o, seovvepd salad, cucumber, Mosfcfv:luellfor th: dollar 0/  Gen X (46%), Boomer (63%), Meat Eater (46%)
radish, and a sprinkle of sesame seedss. i littheyallcostthesame) - ¢ ¢
Topped with a signature poke sauce. The one you're most likely to buy on any givenday o,  Gen X (53%), Boomer (69%), Non-Foodie
(if they all cost the same) (63%), Meat Eater (56%)

Q: Out of these three dishes, which one dish do you think is... @ DATASSENTIAL




GROUP B On first impression - without any additional context - which types of consumers in Group B gravitated most

Demographic Details strongly toward the

« In Group B, the mixed-protein poke bowl resonated most with Gen Z, Millennials, and Gen X - all of whom
were significantly more likely than Boomers to rate it highest for flavor, satiety, protein content, and unigueness.

« Foodies also rated this concept especially well, likely due to their openness to diverse ingredients and textures.
They were significantly more likely than non-Foodies to view it as both the most unique and can offer the best
value. Notably, men were also more likely than women to select the mixed-protein poke bowl as the dish
they'd be most likely to order on any given day.

INITIAL IMPRESSIONS

TOTAL Statistically highest among...

Gen Z (36%), Millennials and Gen X (30%),
Foodie (32%)

Most protein-packed 5 9 9
(contains the highest quantity of protein per serving) 36% ezt de )

Zesty Hawaiian Salmon Provides the most complete protein 350, Gop 7 (49%), Gen X (37%), Foodie (41%)
(provides the highest quality of protein per serving) ' :

& Tofu Poke Bowl | e

Fresh sriracha-sesame marinated salmon Cheapest (by your estimate) ~ 14%  Millennial (19%), Foodie (18%)

and tofu over a bed of sushi rice, topped e e e S T
Most value for the dollar Gen Z (46%), Millennial (39%), High Income

[ (o)
W/H;/ QXOCOZO’ SGO\/\/i/@O’ SfO/OOI’ Cucum(tj)er, (if they all cost the same) e (38%), Foodie (36%)
raaisn, ana a sprinkie or sesame seeads. T T oo mm T AT ) TN D . o~ =, o aa - O o Al
T ' o with pri I The one you're most likely to buy on any givenday .-, ~ Men (32%), Gen Z (40%), Millennial (31%),
opped with a signature poxe sauce. (if they all cost the same) ? Foodie (35%)

Q: Out of these three dishes, which one dish do you think is... @ DATASSENTIAL




GROUP B On first impression — without any additional context - which types of consumers in Group B gravitated most

Demog raphic Details strongly toward the fully plant-based Tofu & Edamame Poke Bowl concept?

« The fully plant-based poke bowl appealed most to Gen Z and Millennials, though over half of Gen X and
Boomers perceived it as the cheapest of the three options. This signals a key opportunity for operators to
leverage value messaging to make plant-based options more attractive to older, more price-conscious diners.

* Like in Group A, the fully plant-based concept also saw stronger traction among consumers based in the
Northeast and West, as well as those who already limit their meat consumption. Interestingly, consumers
across all income levels found the tofu bowl to be the most filling. While medium- and high-income diners
saw it as the cheapest, low-income consumers viewed it as offering the best value for the dollar.

INITIAL IMPRESSIONS

TOTAL Statistically highest among...

Most protein-packed 5
(contains the highest quantity of protein per serving)

Zesty Hawaiian Tofu & _ Provides the most complete protein /o, Northeast (31%), Meat Limiter (32%)
(provides the highest quality of protein per serving)
Edamame Poke Bowl

Gen X (51%), Boomer (51%), West (50%),

Sriracha-sesame marinated tpf_u and fresh Cheapest (by your estimate) 45% Medium & High Income (49%), Meat Limiter
edamame over a bed of sushi rice, topped G3%
with avocado, seaweed salad, cucumber, Most value for the dollar 5,  Women (26%), Northeast (28%), Low Income
radish, and a sprinkle of sesame seeds. - [iftheyallcostthesame) _ "T° (27%), Meat Limiter (30%)
Topped with a signature poke sauce. The one you're most likely tobuy on any givenday 500, \eat Limiter (32%)

(if they all cost the same)

Q: Out of these three dishes, which one dish do you think is... @ DATASSENTIAL




GROUP B

Does The Presence of
Protein Content Change
Consumer Choices?

Despite knowing that all three variations of the poke bowl contained the same amount of protein (in grams),
the majority of consumers in Group B would still rank the fully-animal bowl as the option they'd most likely
pick. Unlike Group A, very few consumers in Group B changed their initial choice after learning about protein
content, a pattern consistent across demographics. Men, Gen Z, and Millennials are more likely to prefer the
mixed-protein dish, while nearly 70% of Boomers continue to rank the fully-animal bowl as their top pick.

IMPACT OF PROTEIN INFO DEMOGRAPHIC DETAILS

B Animal Mixed M Plant

Willingness to Order
(% of consumers ranking each dish as #1 after seeing protein content)

TOTAL Male Female GenZ Millen. Gen X Boomer

Degree of Change

(0)
52% (difference between selection likelihood before and after new information about protein content)
0 28% :
27% ’ 4 r TOTAL Male Female GenZ Millen. Gen X Boomer
Animal - Salmon Poke 0% +1% -1% -3% +2% -2% +1%
Before = O I e
Mixed - Salmon & Tofu Poke +1% +1% +1% +1% 0% +2% +2%

*Note: Sum totals may appear larger or smaller
than 100% due to whole number rounding

Q: With this new information in mind, rank the 3 dishes

in order of how likely you'd choose them at a restaurant on any given day. @ DATASSENTIAL



GROUP B Just like with Group A, information about price was a powerful agent of change for consumers in Group B.
Does The Presence of While most consumers still chose the fully-animal dish after comparing prices, about 7% across all demographics

Price Change shifted to either the mixed-protein or plant-based options. Notably, 15% of Gen Z switched to the plant-based

. tofu bowl, while Gen X and Boomers who moved away from the fully-animal option were significantly more likely
Consumer Choices? to choose the mixed-protein concept after considering prices.

IMPACT OF PRICE DEMOGRAPHIC DETAILS

Willingness to Order

B AnimMal Mixed B Plant (% of consumers ranking each dish as #1 after seeing price)

TOTAL Male Female GenZ Millen. Gen X Boomer

Degree of Change

(difference between selection likelihood before and after new information about price)

52%

TOTAL Male Female GenZ Millen. Gen X Boomer

57% V 30% ’

Animal - Salmon Poke -7% -8% -7% -7% -6% -10% -7%
Before After

*Note: Sum totals may appear largeror smaller T T T T T T T T T T T T T T T T T T T T T T T T T e e e e
than 100% due to whole number rounding Plant - Tofu & Edamame Poke  +5% +6% +3%

Q: With this new information in mind, rank the 3 dishes in order of how likely you'd choose them at a restaurant on any given day.

@ DATASSENTIAL



GROUP B

Is P . AM As with Group A, price was a stronger driver of purchase intent than protein content for Group B consumers.

S rlc.e or.e This is particularly the case among those who initially selected the fully-animal or mixed-protein poke bowls,
Effective Motivator about a third of whom changed their choice after seeing prices. For those who originally chose the plant-based
Than protein Content? bowl, protein and price had roughly equal influence.

INITIALLY CHOSE ANIMAL INITIALLY C

B Animal Dish Mixed Dish B Plant Dish B Animal Dish Mixed Dish B Plant Dish B Animal Dish Mixed Dish B Plant Dish

70% 73%
62%

0 AV 20%
- m R

Choice After Protein Info Choice After Price Info Choice After Protein Info Choice After Price Info
Added Added Added

e 3%
[

Choice After Protein Info  Choice After Price Info
Added Added Added

Q: With this new information in mind, rank the 3 dishes in order of how likely you'd choose them at a restaurant on any given day.

DATASSENTIAL




For additional inquiries &
information, please reach o

The Culinary Institute Of America

www.ciachef.edu | www.ciaindustryleadership.com

For media inquiries: Amanda Secor, Senior Manager, Marketing &
Communications amanda.secor@culinary.edu

Social Media: Facebook | Instagram | Twitter | LinkedlIn

Food For Climate League

www.foodforclimateleague.com

For media inquiries: Eve Turow-Paul, Founder and Executive Director
eve@foodforclimateleague.org
Social Media: Instagram | Twitter | LinkedIn

i

Menus Of Change University Research Collaborative
www.moccollaborative.org

For media inquiries: Sophie Egan, Co-Director

smegan@stanford.edu

Social Media: LinkedIn

:.ﬁ:

Datassential

https://datassential.com

For media inquiries:
Mmedia@datassential.com
Social Media: LinkedIn



http://www.ciachef.edu/
http://www.ciaindustryleadership.com/
mailto:amanda.secor@culinary.edu
https://www.facebook.com/CIAchef/
https://www.instagram.com/theculinaryinstituteofamerica/
https://twitter.com/CIACulinary
https://www.linkedin.com/school/the-culinary-institute-of-america/
http://www.foodforclimateleague.com/
mailto:eve@foodforclimateleague.org
https://www.instagram.com/foodforclimateleague
https://twitter.com/food4climate
https://nam02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.linkedin.com%2Fcompany%2Ffood-for-climate-league%2F&data=05%7C01%7CAllison.Righter%40culinary.edu%7C04c9757697f440b6861808da3fdc5391%7C91b9485d8b6d4e2da3caf432e56721bd%7C0%7C0%7C637892513477544307%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=En%2FR8dTCKqDBPpPClW5f4QxoShp4bLRgUaCfNKsgN7M%3D&reserved=0
http://www.moccollaborative.org/
mailto:smegan@stanford.edu
https://nam02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.linkedin.com%2Fcompany%2Fmoccollaborative&data=05%7C01%7CAllison.Righter%40culinary.edu%7C04c9757697f440b6861808da3fdc5391%7C91b9485d8b6d4e2da3caf432e56721bd%7C0%7C0%7C637892513477544307%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=7SXxh4HChC%2FmRdgVy9Gj9VddK2rRX1sIuURr2kWzMPg%3D&reserved=0
https://datassential.com/
mailto:media@datassential.com
https://www.linkedin.com/company/datassential/

@ DATASSENTIAL

Datassential is revolutionizing the way food

and beverage companies plan for the future.
Predict trends, test your ideas, and find new
customers with astounding ease.
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