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About the survey

Restaurant usage

RMS surveyed 800 people 
in the United States from 
Aug. 5th to Aug. 11th, 2020.

Generation

2%

26%

24%

32%

16%

Silent

Boomers

Gen X

Millennials

Gen Z

39%
Moderate
users

44%
Frequent
users

Order from restaurants
at least 5x
per week

Order from restaurants
at least 3x
per week

Food profile

45%
I live to eat

55%
I eat to live

51%
Female

48%
Male

Gender

17%
Infrequent 
users

1%
Other
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Respondent breakdown

23%
West

22%
Midwest

37%
South

18%
Northeast

Geographic areaHousehold IncomeChildren
Under the age of 16 in the household

29%

49%

22%

Urban

Suburban

Rural

3%

20%

32%

45%

No answer

Over $100k

$50k to $100k

Under $50k

RegionEmployment status

64%

18%

13%

5%

None

1

2

3+

3%

6%

6%

5%

7%

9%

20%

44%

Other

Student

Homemaker

Unable to work

Looking for work

Self-employed

Retired

Employed for wages

RMS surveyed 800 people 
in the United States from 
Aug. 5th to Aug. 11th, 2020.



Special Focus: 
Has COVID-19 changed 
consumer sentiments towards 
plant-based meat alternatives? 



19%

15%
17%

49%

11%

18%
20%

49%

The number of 
respondents that have 
never tried plant-based 
meats declined from 
45% in January to 39% 
in August.

Deep dive

Nearly 30% of respondents have tried 
plant-based meat alternatives for the 
first time since January

Insight One

When did you first try plant-based meat alternatives?

Within the last 
month

Within the last 
2-6 months

Within the last 
7-12 months

More than 12 
months ago

Jan Aug Jan Aug Jan Aug Jan Aug



33%

16% 17%

34%

20% 20% 20%

40%

13%

Overall, the frequency of eating 
plant-based meats has shifted

Insight Two

How often do you eat plant-based meat alternatives?

Jan Aug

Multiple times 
a week

Jan Aug

Once a week

Jan Aug

Once a month

Jan Aug

Every couple 
of months

4% 3%

6%



A growing number of consumers believe 
plant-based meats are better for the environment

Insight Three

I believe plant-based meats can be better for the environment:

August

January

52%

43%

31%

36%

17%

21%
Agree

Agree

Neutral

Neutral Disagree

Disagree

9%
more agree
since January



Fewer consumers now believe 
plant-based meats are better for health

Insight Four

I believe plant-based meats are healthier than regular meats:

August

January

43%

46%

38%

33%

19%

21%
Agree

Agree

Neutral

Neutral Disagree

Disagree

5%
became neutral
since January



More consumers report liking the taste 
of plant-based meats

Insight Five

I like the taste of plant-based meats:

August

January

39%

29%

34%

30%

27%

41%
Agree

Agree

Neutral

Neutral Disagree

Disagree

10%
more agree
since January



More consumers are likely to switch to another 
restaurant brand offering plant-based meats

Insight Six

I would swap to a competitor brand if they were to offer plant-based meats:

August

January

30%

23%

33%

23%

37%

54%
Agree

Agree

Neutral

Neutral Disagree

Disagree

7%
more agree
since January

10%
became neutral
since January



40% of respondents 
in August said they 
would be willing to 
try plant-based 
meats if they were 
more affordable.

Deep dive

However, more consumers believe 
plant-based meats are too expensive

Insight Seven

Plant-based meats are too expensive:

August

January

54%

40%

33%

40%

13%

20%
Agree

Agree

Neutral

Neutral Disagree

Disagree

14%
more agree
since January
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Summary of insights since January

1. Nearly 30% of respondents have tried 
plant-based meat alternatives for the first 
time since January.

2. Overall, the frequency of eating plant-based 
meats has shifted.

3. A growing number believe plant-based 
meats are better for the environment.

4. Fewer consumers now believe plant-based 
meats are better for health.

5. More consumers report liking the taste 
of plant-based meats.

6. More consumers are likely to switch to 
another restaurant brand offering plant-
based meats.

7. More consumers believe plant-based 
meats are too expensive. Yet 40% of 
respondents said they would be willing to 
try plant-based meats if they were more 
affordable.



Special Focus: 
Q3 Insights



Respondents that have eaten 
plant-based meats more than 
once are more likely to…

§ Be a millennial 
§ Be employed 
§ Have a household income of more than $100K
§ Live in family homes with 1 or 2 children 
§ Reside in urban areas in:

§ California 
§ New York
§ Florida

Respondents that have only 
tried plant-based once or never
are more likely to…

§ Be a boomer
§ Be unemployed
§ Have a household income of less than $50K
§ Live in household with no children 
§ Reside in rural or suburban areas in:

§ Texas
§ Nevada 
§ Michigan

Two distinct consumer profiles have emerged: 
Consumer Profiles



Of those who have eaten plant-based 
meats more than once…
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71% eat plant-based meats because they 
believe it is better for the environment

63% enjoy the taste of plant-based meats

61% believe it is healthier than regular 
meat

49% are willing to pay more for plant-based 
meats, but 53% still believe they are too 
expensive

49% have eaten plant-based meats for 
over 12 months 

39% eat plant-based meats weekly

Consumer Profiles



Of those who have only tried plant-based meats 
once or never…
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46% do not like the concept of plant-based 
meats

68% are not willing to spend more for plant-
based items

55% think plant-based items are too 
expensive

Though 29% would consider trying plant-
based meats if they were more affordable

31% believe plant-based items are healthier

Consumer Profiles



Brands have an 
opportunity to 
grow market 
share by creating 
more awareness 
of plant-based 
meats.

Consumer Profiles

Consumers looking for plant-based meats have 
an easier time finding them in restaurants

Of those respondents that 
have eaten plant-based 
meats more than once…

Of those respondents that 
have only tried plant-based 
meats once or never…

47%

13% 

RMS advice

feel it is easy to find plant-based 
meats at restaurants

are more likely to visit a restaurant 
that offers plant-based meats

are more likely to swap to a 
competitor offering plant-based 
meats

22% 

16%

48% 

51%



27%

40%

48%

0% 10% 20% 30% 40% 50% 60%

Benefit animal welfare

Are healthier

Are better for the environment

Of those who believe that 
plant-based meats are 
better for the 
environment, 38% are 
millennials and 17% are 
Gen Z.

Deep dive

Consumer Profiles

Overall, the main motivation for consuming 
plant-based meats is to help preserve the environment
Share of respondents who believe plant-based meats/proteins…



Special Focus: 
Family vs. Single 
Households



36%
of single households said they 
have tried plant-based meats

43%
of family households said they
have tried plant-based meats

Insight One

More family households have tried 
plant-based meats
I have tried plant-based meat alternatives more than once:



Family households
that believe plant-based meats/proteins…

60%

Single households
that believe plant-based meats/proteins…

Insight Two

Family households are most motivated to 
consume plant-based meats because they are 
better for the environment

60%

39% 

Are better for the environment

Are healthier

Benefit animal welfare

47% 

26%

51% 

41%



25%
of single households said they 
would swap to a competitor

39%
of family households said they
would swap to a competitor

Insight Three

2 in 5 family households would switch to another 
restaurant brand offering plant-based meats
I would swap to a competitor brand if they were to offer plant-based meats:



Insight Four

Only 24% of all households are willing to 
spend more on plant-based meats
I am willing to spend more on plant-based meats/proteins:

49% of all households 
think plant-based meats 
are too expensive.

However, 40% overall 
said they would consider 
trying them if they were 
more affordable.

Deep dive

22%
of single households said they 
are willing to spend more

34%
of family households said they
are willing to pay more
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Summary of insights

1. More family households than single households have tried 
plant-based meats.

2. Family households are most motivated to consume plant-
based meats because they are better for the environment. 

3. 2 in 5 family households would switch to another restaurant 
brand offering plant-based meats.

4. Only 24% of all households are willing to spend more on 
plant-based meats, but 40% would consider them if they 
were more affordable. 
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Start your recovery strategy today. 
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Or call any of our five offices across the globe.

Increasing margins for food service and 
hospitality companies for 25 years.

We help executives and finance professionals in the restaurant 
industry address profitability challenges. Our data-driven 
approach to optimizing sales, menus and financial health 
helps iconic brands and upcoming concepts in more than 40 
countries. We currently count more than 100,000 restaurants 
as clients.
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