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40% OF SWITZERLAND IS
AVOIDING OR REDUCING
ANIMAL PROTEIN INTAKE

Consumer’s diet definition*

Vegetarians
6%

are actively
reducing their
meat consumption

True

Omnivores
59%

Follow a vegan /
vegetarian diet

Source: GlobalData, Consumer Survey 2021 Q2, “Which best describes your daily diet?” (N=513) PR SS10 |
* Percentages might not add to 100% due to rounding MAKING MORE POSSIBLE




40% OF SWITZERLAND GONSUME PLANT-BASED
ALTERNATIVES

g Plant-based alternatives consumption

44% 44%

I Consume
I Do not pay attention to this
Il Do not consume

PB Meat PB Dairy

(Nestis

Source: GlobalData, Consumer Survey 2021 Q2, “What best describes your consumption of the following?” (N=513) PROFESSIONAL. 3



MILK IS THE 18T PREFERRED OPTION TO TRY PLANT-
BASED ALTERNATIVES

Willingness to try plant-based alternatives*

PLANT-BASED DO NOT KNOW

ALTERNATIVES

On average, More MILK 2506
than 22% of YOGURT 26%
Switzerland are CREAM 26%
willing to try plant-based CHEESE 25%
alternatives. W — e

I_
E RED MEAT 24%

=
=e]e 24%
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Source: GlobalData, Consumer Survey 2021 Q1, “How likely are you to choose plant-based (vegan) alternatives of the following products?” (N=610)
* Percentages might not add to 100% due to rounding



GRAINS AND CHICKPEAS ARE PERCEIVED AS HEALTHY
INGREDIENT

Perception of product claim*

Positive to neutral
GRAINS / PULSES: 91%

CHICKPEAS: 84%
PEA PROTEIN: 84%
SOY PROTEIN: 74%
HEMP PROTEIN: 60%
CNestie

Source: GlobalData, Consumer Survey 2021 Q2, “Do you think the following ingredients will have a positive or negative impact on your health?” (N=513) PROFESSIONAL g

* Percentages might not add to 100% due to rounding




PLANT-BASED IS THE PREFERRED POSITIONING WHILE
VEGAN & VEGETARIAN ARE POLARIZING

Perception of product claim*

Positive to neutral

PLANT - BASED: 67%

DAIRY-FREE: 63%

VEGETARIAN: 62%

VEGAN: 60%

EN\estis

PROFESSIONAL. ¢

Source: GlobalData, CohsumerSurvey2021 Q3, “How appealing do youfindithéféllewingConcepts/claims in food and drink products?” (N=546)

* Percentages might not,add to0,1.00% /duete rounding



REASONS TO EAT PLANT-BASED FOOD?

Health is the most significant factor

@

44%

ANIMAL
WELFARE

20%

CURIOSITY

Burvey 2021 Q1, “What are / would be your reasons for consu oducts?” (N=610)
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