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• Perception & consumption of meat and it’s 
production

• Consumer acceptance of novel proteins 
(Dutch case)

• Understanding consumers
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Meat consumption decreases 
since 2010
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Terluin et al., 2016; Meat consumption per head of the population in 
The Netherlands, 2005-2015



Societal appreciation of 
Agri & Food sector 

• Consumers 
have a lower 
societal 
appreciation 
of pig and 
poultry 
farming
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Dutch consumption 
frequencies 
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Innovators 

– Innovators eat more fish, algae, legumes, insects 
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Lage voedingswaarde – Hoge 
voedingswaarde

Marketing truc – Goed idee

Exotisch – Bekend

Niet lekker – Lekker

Warme maaltijd – Tussendoortje

Voor doordeweeks – Voor het weekend

Om thuis te eten – om in een restaurant 
te bestellen

Meer risicovol – Minder risicovol dan het 
eten van vlees

Gewoon – Vernieuwend

Onveilig – Veilig

Ongezond voor me – Gezond voor me

Niet milieuvriendelijk – Milieuvriendelijk

Niet diervriendelijk – Diervriendelijk

Geen bijdrage – Wel een bijdrage aan 
voedselzekerheid

Onethisch – Ethisch

Kweekvlees

Insecten

Peul-vruchten

Zeewier

Vis

Not ethical – ethical

No addition – addition to food security

Not animal friendly - animal friendly

Not environmental friendly – environmental 
friendly

Unhealthy for me – healthy for me

Unsafe - safe

Regular –innovative

More risky – less risky compared to eat 
meat

To eat at home – to order  in restaurant

During week- weekend

Warm dish- snack

Not taste- tasty

Exotic – familiar

Marketing trick – good idea

Low nutritional value – high nutritional 
value

Cultured meat
Insects
Legumes
Algae
Fish



Consumers’ acceptance

• Important motives health and natural.
• Different perceptions:

– Fish: health & taste
– Algae and legumes: safe, health and environmental 

friendly
– Insects: innovative
– Cultured meat: innovative and animal friendly

• Insects least favourite than cultured meat; fish 
and legumes most favourite
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• Perception & consumption of meat and it’s 
production
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Often said...
though not fully true

Consumers only care for price
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Food choice motives

• Egoistical values (e.g. taste, price) most important for consumer 
food choices

• The egoistical values became less relevant in 2016 sustainable 
values relatively more important
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brand

regional

label

tradition

cosiness

familiair

appearance

convenience

environment

weight

animal welfare

social jusitce

good felling

natural

energy

safety

affordable

health

taste

chicken

pork

food

Importance of motives for food versus 
meat-specific choices
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Sustainable motives 
more relevant in the 
context of meat



Consumers have different motives 
next to price

• Consumers may find egoistical values most 
relevant, though sustainable values are also 
important

• Sustainable values become more important
• Sustainable values especially relevant in context 

of meat
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...THE consumer...

• all consumers are the same.....

16



Consumer segmentation

Segmentation=Method to find groups of homogenous 
consumers: e.g. 
• Motives health and sustainability  (Verain et al 2017)

• Motives and context (Onwezen et al., 2009)

17



Thus consumer segments

• Consumers differ in the way they think and act
• Even the same consumer has different 

motivations and accompanied behaviour during 
different contexts, like eating moments and 
eating locations
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Consumers are not only rational 
decision makers

• If we provide consumers with more information, then they will 
make the ‘right choice’
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Consumer behaviour

Physical environment

social environment

Conscious deliberations Habits Personal differences

 



21

Consumer behaviour

Conscious deliberations Habits Personal differences

Personal characteristics

Physical environment

Social environment
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• Meat consumption is decreasing in NL
• Perception towards meat and meat sector is relatively 

negative
• Insects least favourite as well as cultured meat and 

fish and legumes more favourite  

1. Consumers care for more than price. Other motives like health, 
taste,  but also sustainable values are relevant

2. Not all consumers are the same

3. Information is not always the solution: personality, social and 
physical environment also relevant
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