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(3) ResultS 
Preferred product name? "Cultivated burger"
What changed due to the infographic?

Willingness to consume & acceptance of cultured meat increased
significantly
Willingness to buy decreased significantly 

The main barrier preventing people from purchasing cultured meat? "Unnaturalness"
Demographic profile of the target market?

People who consume more conventional meat are more likely to consume
cultured meat 
 People who consume more plant-based meat are less likely to consider
cultured meat as an alternative to plant-based meat

 Demographics do not significantly affect willingness to consume cultured meat.
However, a trend toward younger age is visible.
How often do participants expect to eat cultured meat? 3-4 times a week

1.
2.

a.

b.
3.
4.

a.

b.

5.

6.

Challenge: Impact of new technologies on humans and society

(4) Conclusion
Information on the infographic increased acceptance of the
product but also reduced the likelihood of purchasing it 
Public awareness and understanding of the topic are expected
to increase over time.
Regulations surrounding cultured meat sales remain a subject of
discussion

“WHAT IS THE CONSUMER ACCEPTANCE OF CULTURED MEAT
AMONGST INDIVIDUALS ABOVE THE AGE OF 18 YEARS IN THE

NETHERLANDS, BELGIUM, AND GERMANY?” 

(2) Methodology
Literature review 
Survey including infographic: concerns and
benefits of conventional vs. cultured meat
Participants = 18+ in the Netherlands,
Belgium, and   Germany  
N = 358
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 (5) Recommendations 
Effective strategies for
promoting acceptance and
uptake of cultured meat?
Addressing psychological
barriers that consumers
may have towards
accepting cultured meat,
such as the "unnaturalness" 

References: FAO (2020). Sustainable Food and Agriculture. https://www.fao.org/sustainability/news/detail/en/c/1274219/

Livestock production poses serious threats to sustainability,
animal welfare, and food security. In order to meet growing
demand, a solution must be found. Could it be cultured meat? 

 

COULD IT BE CULTURED MEAT? 
 

OUR OBJECTIVE:
Investigate the consumer acceptance of cultured meat in

the Netherlands, Belgium, and Germany 
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