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“Consumption in Times of Crisis” ” https://media—publications. bcg. com/SSA-Consumer—Sentiment—En. pdf
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® Mordor Intelligence “SOUTH AMERICA MEAT SUBSTITUTE MARKET — GROWTH, TRENDS, COVID-19 IMPACT, AND FORECAST
(2022 - 2027)”  https://www. mordorintelligence. com/industry-reports/south—-america—meat—substitute-market
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