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Survey: Age & Region Demographics

In July 2021, Global X Research surveyed 569 individuals in the United States on alternative foods.

RESPONDENTS BY AGE (#, %) RESPONDENTS BY REGION (#, %) RESPONDENT AGE BREAKDOWN WITHIN REGIONS (%)

Source: Global X, July 2021.
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Most Americans Have Tried Alternative Meat, Alternative Milk, and Alternative Dairy Products At Least Once

MORE AMERICANS HAVE TRIED ALTERNATIVE MILK THAN 

ALTERNATIVE MEAT OR ALTERNATIVE DAIRY PRODUCTS

Note: N = 568, 569, and 566 U.S. respondents for alternative milk, alternative meat, and alternative dairy 

products respectively

Source: Global X, July 2021.

Q: HAVE YOU PURCHASED/CONSUMED ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)? 

(% OF RESPONDENTS)

NEARLY 90% OF SURVEY RESPONDENTS HAVE TRIED AT LEAST 

ONE CATEGORY OF ALTERNATIVE FOOD

Note: N = 566 U.S. respondents that have answered all three questions

Source: Global X, July 2021.

Q: HAVE YOU PURCHASED/CONSUMED ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)? 

(% OF RESPONDENTS)
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Only A Fraction Of Americans Purchase Alternative Foods Regularly

WHILE A MAJORITY OF AMERICANS HAVE TRIED ALTERNATIVE 

FOODS, ONLY A FRACTION PURCHASE ALTERNATIVE FOODS 

REGULARLY (ONCE PER MONTH OR MORE)

Note: N = 568, 568, and 563 U.S. respondents for alternative milk, alternative 

meat, and alternative dairy products respectively

Source: Global X, July 2021.

SOME COHORTS OF CONSUMERS WILL BE EASIER TO CONVERT TO 

REGULAR PURCHASERS OF ALTERNATIVE FOODS THAN OTHERS

Note: N = 568, 568, and 563 U.S. respondents for alternative milk, alternative meat, and alternative dairy 

products respectively

Source: Global X, July 2021.
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Q: HAVE YOU PURCHASED/CONSUMED ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)? 

Q: HOW FREQUENTLY HAVE YOU PURCHASED/CONSUMED ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)?

(% OF RESPONDENTS)

Q1: HAVE YOU PURCHASED/CONSUMED ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)?

Q2 FOR RESPONDENTS THAT ANSWER YES TO Q1: HOW FREQUENTLY HAVE YOU PURCHASED/CONSUMED 

ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)?

Q2 FOR RESPONDENTS THAT ANSWER NO TO Q1: WHAT DESCRIBES YOUR ATTITUDE TOWARDS 

PURCHASING/CONSUMING ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)? 

(% OF RESPONDENTS)
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Americans Who Regularly Purchase Alternative Foods Tend To Skew Younger & Live On The Coasts

YOUNGER COHORTS OF AMERICANS ARE MORE LIKELY TO 

REGULARLY PURCHASE ALTERNTIVE FOODS (PURCHASE 

ALTERNATIVE FOODS AT LEAST ONCE PER MONTH) THAN OLDER 

COHORTS

Note: N = 563 U.S. respondents 

Source: Global X, July 2021.

RESPONDENTS IN THE NORTHEAST AND THE WEST WERE MORE 

LIKELY TO BE REGULAR PURCHASERS OF ALTERNATIVE FOODS 

THAN RESPONDENTS IN THE MID-WEST OR SOUTH

Note: N = 554 U.S. respondents

Source: Global X, July 2021.

Q: HAVE YOU PURCHASED/CONSUMED ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)? 

Q: HOW FREQUENTLY HAVE YOU PURCHASED/CONSUMED ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)?

(% OF RESPONDENTS BY AGE)

Q: HAVE YOU PURCHASED/CONSUMED ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)? 

Q: HOW FREQUENTLY HAVE YOU PURCHASED/CONSUMED ALTERNATIVE (MILK, MEAT, DAIRY PRODUCTS)?

(% OF RESPONDENTS BY AGE)
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Health, Environmental Concerns, and Animal Welfare Are Key Drivers Of Alternative Food Adoption 

While Dislike Of The Taste/Texture And High Prices Are Pain Points That Will Need to be Addressed 

HEALTH, ENVIRONMENTAL AND ANIMAL WELFARE CONCERS ARE 

THE TOP REASONS SURVEY RESPONDENTS CITE AS MOTIVATORS 

FOR PURCHASING ALTERNATIVE MEAT & ALTERNATIVE MILK

Note: N = 437 U.S. respondents for alternative meat, N = 470 U.S. respondents for alternative milk

Source: Global X, July 2021.

DISLIKE OF THE TASTE/TEXTURE AND HIGH PRICES WERE THE 

MOST COMMONY CITED REASONS FOR NOT TRYING ALTERNATIVE 

MEAT AND ALTERNATIVE MILK

Note: N = 162 U.S. respondents for alternative meat, N = 119 U.S. respondents for alternative milk

Source: Global X, July 2021.

Q: WHAT BEST DESCRIBES THE REASON THAT YOU HAVE PURCHASED OR ARE OPEN TO 

PURCHASING ALTERNATIVE (MEAT & MILK)? CHECK ALL THAT APPLY (% OF RESPONDENTS)

47%

31%

38%
35% 34%

11% 10%

49%
52%

23% 23%
18%

24%

7%

0%

20%

40%

60%

H
e
a

lt
h

(N
u
tr

it
io

n
/I

n
g
re

d
ie

n
ts

)

E
n

v
ir

o
n
m

e
n

ta
l

C
o

n
c
e

rn
s

A
n

im
a

l 
W

e
lf
a

re
C

o
n

c
e

rn
s

H
e
a

lt
h

 (
D

ig
e

s
ti
v
e

)

N
o
v
e

lt
y
/C

u
ri
o

s
it
y

F
a

c
to

r

B
e

tt
e

r 
T

a
s
te

/T
e

x
tu

re

O
th

e
r

Alternative Meat Alternative Milk% of respondents that have purchased or are open to trying

49%

38%

30%

18%

10%

46%

39%

21%
26%

2%

0%

20%

40%

60%

D
is

lik
e

 t
h
e

ta
s
te

/t
e

x
tu

re

P
ri

c
e

 i
s
 t

o
o

 h
ig

h

C
o
n

c
e

rn
s
 a

b
o

u
t 
th

e
n

u
tr

it
io

n
/i
n

g
re

d
ie

n
ts

O
th

e
r

H
a
v
e

 n
o
t 

h
a
d

 t
h

e
o

p
p

o
rt

u
n

it
y
 t

o
p

u
rc

h
a
s
e

Alternative Meat Alternative Milk% of respondents that are unlikely to try or have only tried once

Q: WHAT BEST DESCRIBES THE REASON THAT YOU ARE UNLIKELY TO TRY ALTERNATIVE (MEAT 

& MILK)? CHECK ALL THAT APPLY (% OF RESPONDENTS)
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Global X Thematic Growth ETF Suite

Global X has 30 ETFs designed to target companies that may benefit from disruptive structural changes in disruptive technology, people and 

demographics, and the physical environment, in addition to 2 multi-theme ETFs.1 To learn more or see individual ETF holdings across the 

Global X Thematic Growth Suite, click the below links:

1As of 7/14/2021

Disruptive Technology People & Demographics Physical Environment

Global X Social Media ETF (SOCL) Global X Millennial Consumer ETF (MILN) Global X U.S. Infrastructure Development ETF (PAVE)

Global X Lithium & Battery Tech ETF (LIT) Global X Aging Population ETF (AGNG) Global X CleanTech ETF (CTEC)

Global X FinTech ETF (FINX) Global X Health & Wellness ETF (BFIT) Global X Renewable Energy Producers ETF (RNRG)

Global X Internet of Things ETF (SNSR) Global X E-commerce ETF (EBIZ) Global X Clean Water ETF (AQWA)

Global X Autonomous & Electric Vehicles ETF (DRIV) Global X Cannabis ETF (POTX) Global X AgTech & Food Innovation ETF (KROP)

Global X Artificial Intelligence & Technology ETF (AIQ) Global X Genomics & Biotechnology ETF (GNOM) Global X Hydrogen ETF (HYDR)

Global X Cloud Computing ETF (CLOU) Global X Education ETF (EDUT) Multi-Theme

Global X Robotics & Artificial Intelligence ETF (BOTZ) Global X Telemedicine & Digital Health ETF (EDOC) Global X Thematic Growth ETF (GXTG)

Global X Video Games & Esports ETF (HERO) Global X China Biotech Innovation ETF (CHB) Global X China Innovation ETF (KEJI)

Global X Cybersecurity ETF (BUG) Global X Emerging Markets Internet & E-commerce ETF 

(EWEB)Global X Blockchain ETF (BKCH)

Global X Data Center REITs & Digital Infrastructure ETF 

(VPN)

https://www.globalxetfs.com/funds/socl/
https://www.globalxetfs.com/funds/miln/
https://www.globalxetfs.com/funds/pave/
https://www.globalxetfs.com/funds/lit/
https://www.globalxetfs.com/funds/agng/
https://www.globalxetfs.com/funds/ctec/
https://www.globalxetfs.com/funds/finx/
https://www.globalxetfs.com/funds/bfit/
https://www.globalxetfs.com/funds/rnrg/
https://www.globalxetfs.com/funds/snsr/
https://www.globalxetfs.com/funds/ebiz/
https://www.globalxetfs.com/funds/aqwa/
https://www.globalxetfs.com/funds/driv/
https://www.globalxetfs.com/funds/potx/
https://www.globalxetfs.com/funds/krop/
https://www.globalxetfs.com/funds/aiq/
https://www.globalxetfs.com/funds/gnom/
https://www.globalxetfs.com/funds/hydr/
https://www.globalxetfs.com/funds/clou/
https://www.globalxetfs.com/funds/edut/
https://www.globalxetfs.com/funds/botz/
https://www.globalxetfs.com/funds/edoc/
https://www.globalxetfs.com/funds/gxtg/
https://www.globalxetfs.com/funds/hero/
https://www.globalxetfs.com/funds/chb/
https://www.globalxetfs.com/funds/keji/
https://www.globalxetfs.com/funds/bug/
https://www.globalxetfs.com/funds/eweb/
https://www.globalxetfs.com/funds/bkch/
https://www.globalxetfs.com/funds/vpn/
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Risk Information

Investing involves risk, including the possible loss of principal. International investments may involve risk of capital loss from unfavorable fluctuation in currency values, from
differences in generally accepted accounting principles or from economic or political instability in other nations. Narrowly focused investments may be subject to higher volatility.
The investable universe for thematic ETFs may be limited. The funds are non-diversified.

Carefully consider the Funds’ investment objectives, risk factors, charges, and expenses before investing. This and additional information can be found
in the Funds’ summary or full prospectus, which may be obtained by calling 1.888.493.8631, or by visiting globalxetfs.com. Please read the prospectus
carefully before investing.

Global X Management Company LLC serves as an advisor to Global X Funds. The Funds are distributed by SEI Investments Distribution Co. (SIDCO), which is not affiliated with
Global X Management Company LLC or Mirae Asset Global Investments.

This information is not intended to be individual or personalized investment or tax advice and should not be used for trading purposes. Please consult a financial advisor or tax
professional for more information regarding your investment and/or tax situation.

No content contained in these materials or any part thereof (“Content”) may be modified, reverse engineered, reproduced or distributed in any form or by any means, or stored in a

database or retrieval system, without the prior written permission of Global X. The Content shall not be used for any unlawful or unauthorized purposes. Global X does not

guarantee the accuracy, completeness, timeliness or availability of the Content and is not responsible for any errors or omissions, regardless of the cause, for the results obtained

from the use of the Content.

THE CONTENT IS PROVIDED ON AN “AS IS” BASIS. GLOBAL X AND ITS AFFILIATES DISCLAIM ANY AND ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING,

BUT NOT LIMITED TO, ANY WARRANTIES OF MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE OF THE CONTENT.

In no event shall Global X or its affiliates be liable to any party for any direct, indirect, incidental, exemplary, compensatory, punitive, special or consequential damages, costs,

expenses, legal fees, or losses (including, without limitation, lost income or lost profits and opportunity costs) in connection with any use of the Content even if advised of the

possibility of such damages."


