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THE TIDAL SHIFT
Though the global movement of plant-based products from health 
food stores to mainstream grocery stores has been gradual over the 
last few decades, a tidal shift is underway. No longer are the dairy 
aisles limited to soy and almond milks. Today one might find an oat-
based beverage, one with added pea protein, or a blend of oat, hemp 
milk, and kale. And beyond plant-based milks, the refrigerated aisles 
are exploding with non-dairy drinks, smoothies, yogurts, cheeses, and 
frozen desserts.
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The market is expanding beyond 
vegetarians and vegans for simple reasons. 
Plant-based foods and beverages align 
with the interests most driving today’s 
consumers. First and foremost, health 
and wellness goals are becoming less an 
aspiration and more of a lifestyle. Because 
fruits, vegetables, and grains are rich in 
vitamins, minerals, and phytonutrients, they 
appeal to consumers’ nutritional desires.

These foods and beverages tick another 
box on consumers’ wish lists. As consumers 
tune in to environmental concerns, they 
are making choices they believe are better 
for the planet. Plant-based products are 
viewed as more sustainable than traditional 
products.

Also, on point, non-dairy alternatives and 
other beverages can be formulated with 
limited ingredients and clean labels.  
So too, is the opportunity for authenticity 
and transparency.
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29%$5B
US sales 

growth in
plant-based grocery

HOW BIG IS THE MARKET? 
SPINS 2019 retail data, released March 3, 2020 and reported by The Good 
Food Institute, shows that US grocery sales of plant-based foods that directly 
replace animal products have grown 29% in the past two years to $5 billion. 

Of all plant-based categories, non-dairy milk alternatives are the most 
developed with $2.0 billion in sales, and still growing. Dollar sales of plant-
based options grew 5% in 2019 and 14% over the past two years.

Plant-based ready-to-drink beverages reached $122 million in the past year, 
an increase of 18% in the past year and 39% over the past two years.

The plant-based ice cream and frozen novelty category is worth $336 million 
in 2019, up 6% in the past year and 34% over the past two years.

The plant-based yogurt category is worth $283 million, reflecting an increase 
of 31% in the past year and over 95% over the past two years.
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BECOMING THE NORM
That’s just the beginning. Plant-based butter, creamers, spreads, dips, 
sour cream, sauces, and meatless proteins are also on a fast trajectory 
suggesting the category is not only on trend — it’s moving beyond trend 
to a new norm. 

Understanding the plant-based market and what’s motivating these 
savvy consumers is the key to building products that can capture this 
growing opportunity. We invite you to connect with our team for a 
deeper understanding of the plant-based consumer and the taste 
solutions that make these products delicious.

1. Innova Market Insights 2020
2. Euromonitor International, Health and Wellness 2020
3. Post-dairy era: the unstoppable rise of plant-based alternatives. Euromonitor Passport, March 2020.



A more complete expression of dairy. By Nature

Learn more at synergytaste.com/plant-based

OPPORTUNITIES

SOLUTIONS

Improve Overall Taste

TASTE CHALLENGES
What can be improved in non-dairy products?

 
*consumers surveyed have purchased non-dairy products in the

last 6 months and/or are non-dairy consumers

Improve Overall Flavor

More Flavor Variety

Taste More Like Traditional 
Dairy Products

“I wish there was a better variety 
of flavors, like tangerine or
pomegranate.”

MOTIVES FOR PURCHASING

HEALTH
& NUTRITION

CURIOSITY
TASTE ENVIRO

NMENT
LACTOSE INTOLERANCE

Why are consumers purchasing non-dairy products?

HEALTH &
WELLNESS

BETTER FOR THE
ENVIRONMENT

CONSUMER PERSONAS
Who is consuming non-dairy products?

The majority of consumers have purchased non-dairy products in the past 6 months

Many consumers identify as Mainstream, Flexitarians and Intrigued

Where are the opportunities for innovation?

How can Synergy help you with your non-dairy needs?

EXPAND NON-DAIRY PRODUCTS
“I would like there to be a greater 

variety of cheeses, and also
options for cakes or desserts.”

ENSURE MEETING CONSUMERS’
VALUE EXPECTATIONS 

“I wish I saw more reasonably
priced non-dairy products. They are 

always 2-3 times the price of a
regular dairy product.”

CONTINUE IMPROVING
NUTRITIONAL CONTENT

“Protein added is something I 
wish I saw more.”

Reduce
Sugar

Content

Additional
Benefits / 

Added Nutrients

Use 
Natural
Flavors

Boost
Protein
Content

Vegetarians and Flexitarians are more likely 
to purchase non-dairy products because they 
are better for the environment than main-
stream consumers.

Mainstream consumers are more likely to 
purchase non-dairy products due to health 
and nutrition reasons.

VEGANS

VEGETARIANS

FLEXITARIANS

INTRIGUED CONSUMER

MAINSTREAM CONSUMER

8%

31%

20%

3%

38%

10%

4%

23%

20%

40%

Dairy by Nature can help you in your non-dairy
product formulation to ensure you are meeting

your customers’ expectations. 

Understanding the non-dairy alternatives market and what’s motivating these savvy
consumers is the key to building products that can capture this growing opportunity.
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Understanding 
the Plant-based 
Consumer
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KNOW THE MARKET
The global plant-based food market will reportedly reach $21 billion in 
2020 on the heels of five years of double-digit growth. While the plant-
based movement is undeniably mainstream, the motives for consumers 
driving growth of these products are personal and understanding them 
is the key to ensuring the success of your plant-based products.
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MAINSTREAM PLANT-BASED 
CONSUMER
In some ways, plant-based purchasers are the everyday consumer. 
Thirty-nine percent of Americans are actively trying to incorporate more 
plant-based foods into their diets3 and Nielsen reports that up to 98% of 
those who buy meat alternatives, also purchase meat.2  
For a variety of reasons ranging from health advantages to curiosity, 
these consumers are looking to expand their dietary horizons and give 
plant-based foods a try.

As with any mainstream consumer, it’s best not to assume these are 
adventurous eaters. Their expectations when sampling a meat substitute 
or oat-based beverage may be narrow. The whole package, from taste 
to texture to eye appeal will need to meet the expectations of these 
consumers already familiar with the real deal.

MAINSTREAM
CONSUMER
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INTRIGUED CONSUMER
Some consumers are curious by nature. Novelty catches their attention, 
and the excitement around plant-based diets is hard to miss. Plant-
based sales are growing 14 times faster than total traditional food sales 
and the “buzz” is everywhere.

In a recent study by Synergy, 20% of participants described themselves 
as intrigued. That means a fifth of consumers surveyed are curious about 
trying plant-based foods and beverages. While intrigued consumers 
are willing to give dairy or meat alternatives a try, to win their favor, the 
product must strike a balance of taste and function.

INTRIGUED
CONSUMER
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FLEXITARIAN
Flexible, is perhaps the best way to describe the flexitarian consumer. 
This person will eat meat or dairy but is primarily choosing plant-based 
foods and beverages. Their dietary approach is holistic and aimed at 
improving their mental and physical well-being.  Among those who 
participated in Synergy’s research, nearly a third consider themselves 
flexitarian. According to FMI’s Power of Meat 2019 report, this category 
of consumers is growing, especially among younger generations.1 

Thirteen percent of Gen Z consumers eat a flexitarian diet versus just 
6% of Older Boomers. Millennials and Gen X are tied with an average 
of 10% each eating flexitarian diets. Women are also more likely to 
be flexitarians than men (15% vs, 6%). Aside from health benefits, 
sustainability is helping to drive the flexitarian trend.

These consumers will be honed in on the nutritional make-up of new 
products and are likely to compare the taste of plant-based products 
to the gold standard flavor and texture accomplished with real dairy or 
meat ingredients.

FLEXITARIAN
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VEGETARIAN
More than a diet, the vegetarian consumer embraces a lifestyle that 
treads lightly on the planet with a focus on being cruelty free. These 
consumers say no to meat and poultry. Some eat fish occasionally, 
others, never. Most will allow eggs and dairy products.

Though there are some variations among food preferences for those 
who follow a vegetarian diet, they have this in common — they eat a 
wide variety of plant-based foods. In fact, according to a recent article 
in Forbes, the term plant-based is winning favor among consumers 
because it sounds less restrictive than vegetarian.1

Research from Technomic showed 
that 58% of consumers would rather 

buy plant-based foods. Only 49% 
would purchase vegetarian

” 

“ 

VEGETARIAN
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VEGAN
Like the vegetarian consumer, those who embrace a vegan diet follow 
a lifestyle that’s dedicated to sustainability and the environment. Brand 
trust is essential, because the diet is so restrictive and the commitment 
is so strong, that there’s no room for error. Aside from the obvious 
avoidance of meat and dairy products, there are less obvious ingredients 
to avoid such as cochineal or carmine color (derived from insects) and 
Worcestershire (often contains anchovies). As a result, these consumers 
may be drawn to simple, clean label offerings that provide transparency 
to all ingredients used or a third-party certification.

Plant-based foods in all forms make up the entire vegan diet. Though 
just 3% of respondents in Synergy’s research identify as vegan, a report 
by Allied Market reveals the consumer base is worth paying attention 
to.1 The global vegan market size was valued at $14.2 billion in 2018 
and is expected to reach $31.4 billion by 2026. This represents a
CAGR of 10.5% from 2019 to 2026.

1. Innova Market Insights 2020
2. Euromonitor International, Health and Wellness 2020
3. Post-dairy era: the unstoppable rise of plant-based alternatives. Euromonitor Passport, March 2020.

VEGAN
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CONNECT WITH US
Understanding the plant-based market and what’s motivating these 
savvy consumers is the key to building products that can capture this 
growing opportunity. We invite you to connect with our team for a 
deeper understanding of the plant-based consumer and the taste 
solutions that make these products delicious.


