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Exposure to Plant-Based 
Products Grows



4

The largest increase is in the number of Americans “trying 
out” plant-based products, a 9-point increase compared 
with 2021 data.

Pg. 4

BASE: 2022 Total (n=1,000); 2021 Total (n=1,054)

Q412. Which of the following best describes you?
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see integration 
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don’t 
like it

never 
exposed18% 18%
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5%

trying
it out36%

82%
exposed to or 

used PBP
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(2021 data in parenthesis)
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Newbies Never Tried

Newbies are consumers who are just 
beginning to experiment with swapping out 
certain products in their lives for those made 
from plants within the past year.  

Never Tried are consumers who have never 
purchased or used products/materials made 
from plants

Familiarity boost means more “newbies.”

Pg. 5

BASE: 2022 Total (n=1,000); 2021 Total (n=1,054)

Q408/Q412. PBP Integration + Recency Combined

20% 9%
(2021,16%) (2021,12%)
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Household textiles

“Single-use” plant-based products are among the most familiar.

33%

• BASE: All Respondents (n=1,000)

• Q205. How familiar are you with each of the following types of products and materials made from plants? Pg. 6

Americans are more familiar with the dominant single use (paper products, personal care, and household cleaners). 



7

Familiarity and interest around plant-based products correlate.

BASE: All Respondents (n=1,000)

Q205. How familiar are you with each of the following types of products and materials made from plants? 

Q220. The following products and packaging can be made from plants. Please rate your level of interest in each of the following’s plant-based products and materials.

Americans are creatures of habit. Most of expressed interest revolves around items that are already salient in the market and used more regularly. 

Pg. 7
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Drivers of Interest
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Healthier for Me
“Healthier for me” makes up 23% of total mentions which is significantly up 
from 9% in 2021. There is a common belief held among consumers that PBPs 
are not made with harsh chemicals like other traditional products. 

Quality
Maintaining product quality is critical for consumers to buy in to PBPs. “High 
quality” and  “Performs well” make up a quarter of total mentions.

Environment
Environmentalism is one of the key causes for interest in PBPs. “Recyclable” 
makes up one-third of the total responses.

Top Three Drivers of Interest

Pg. 9
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Top drivers are environment and quality.

BASE: All Respondents (n=1,000)

Q320. There are a variety of characteristics that can describe products made from plants.  Out of the list below, please select up to 5 things about these types of products that are most important to you, personally, when it comes to your decision to purchase products 
made from plants.Pg. 10

Environmental (Net)

Recyclable

Biodegradable

Helps protect the environment

Sustainable

Renewable

Uses natural rather than manufactured materials

Produces no toxins when breaking down in the environment

Compostable

Helps conserve resources

Reduces greenhouse gas emissions

Reduces the burden on recycling

Uses less petroleum

Low energy to produce

Quality/Durable (Net)

High quality

Performs well

Durable

Long lasting

Low cost to produce

Healthier for me

Cool/Trendy

Provides innovation and improvements in materials

None of these 5%
6%
7%

23%
24%

20%
22%

26%
27%

56%
12%
13%
14%
15%

17%
18%
19%
19%
19%

23%
30%
30%

34%
88%
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Consumer Attitudes
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Favorability for the role of farmers and agriculture in 
creating plant-based products is high.

BASE: All Respondents (n=1,000)

Q607. Which of the following best describes how you feel about farmers and those in the agriculture industry knowing they are making it possible to produce quality products and materials made from plants? Pg. 12

7%

7%

5%

4%

24%

11%

19%

23%

69%

82%

75%

73%

Less Favorable No Impact More Favorable

Newbies

Testers

Seasoned 
Users

Total

Farmer/Agriculture Favorability

Pointing out the role the agriculture industry is playing in plant-based products is overwhelmingly positive in the impact on the image of farmers and their industry. After learning 
that farmers and those in the agriculture industry are making it possible to produce products and materials made from plants, 69% of consumers said they feel more favorable 
towards farmers and those in the ag industry.
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Pg. 13

Consumers favor political candidates that 
support sustainability initiatives. 

66% of consumers said they are more likely to 
vote for a candidate who has shown support for 

sustainability initiatives around energy, 
agriculture, waste, alternatives to plastic, clean 

air, clean water, and/or the environment. 



1414PBPC.COM


	Slide Number 1
	PBPC 2022 Consumer Research Program Report
	Exposure to Plant-Based Products Grows
	The largest increase is in the number of Americans “trying out” plant-based products, a 9-point increase compared with 2021 data.
	Familiarity boost means more “newbies.”
	“Single-use” plant-based products are among the most familiar.
	Familiarity and interest around plant-based products correlate.
	Drivers of Interest
	Slide Number 9
	Top drivers are environment and quality.
	Consumer Attitudes
	Favorability for the role of farmers and agriculture in creating plant-based products is high.
	Consumers favor political candidates that support sustainability initiatives. 
	Slide Number 14

