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Three case studies

- Consumer willingness to adopt insects and its determinants

- Barriers vs. motives shaping consumers’ willingness to eat cultured meat

- Consumer perception and interest in foods with microalgae proteins

Conclusions
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1.
Consumer willingness to 
adopt insects and its 
determinants

Source: Verbeke (2015) Food Quality and Prefererence 39
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• Data collection December 2013

• n = 404, incl. 368 meat consumers

• 39% men; 61% women

• Age 18-79 years; average age 42 years

• Representative for region across five provinces of Flanders (BE)

• 24% with daily meat consumption; 67% several-times-a-week

• 17% planned to reduce meat consumption

• 72% had “ever heard” about the eating of insects

Source: Verbeke (2015) Food Qual Prefer 39

Survey, sample
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Willingness-to-adopt insects

Representative sample of consumers vs. Convenience sample of students

50/50 M/F
Age 19-21
Classroom setting
B.Sc. Bio-Science Engineering

Not at all

Rather not

Neither nor

Rather yes

Definitely yes
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Statistical modeling
(%; n=368; 2013; Flanders, Belgium)

Willingness to adopt (WTA) insects is modeled as a probability
that is determined by personal characteristics, attitudinal
and behavioural variables using binary logistic regression.

Logistic regression coefficients and odds ratios indicate the impact
of a variable on WTA. Coefficient estimates can be used to calculate
probabilities for different profiles of consumers.

Source: Verbeke (2015) Food Qual Prefer 39
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Results
(n=368; 2013; Flanders, Belgium)

Familiarity
Food neophobia
Food technology neophobia
Interest in health
Interest in convenience
Interest in the environment
Attachment to meat taste
Belief meat is nutrition
Intention to reduce meat
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Interpretation
The likelihood of adopting insects as an alternative to meat …

• Is double as large among men compared to women

• Decreases with 27% per 10 years age increase

• Is 4.5 times bigger among people who plan to reduce meat intake

• Is 2.6 times bigger among people who have heard about it

• Increases with 75% per unit importance attached to convenience 

• … with 71% per unit importance attached to environmental impact

• Decreases with 84% per unit on the scale of food neophobia

• … with 55% per unit on the scale of food technology neophobia

• … with 61-64% per unit importance attached to the taste of meat and 
conviction that meat is nutritious and healthy

Source: Verbeke (2015) Food Qual Prefer 39
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Simulated probability of willingness to adopt insects
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2.
Barriers vs. motives shaping 
consumers’ willingness to eat 
cultured meat

Source: Verbeke, Hung, Baum, & De Steur (2021) Livestock Science 253



Innovative food products
Cultured meat attribute perceptions

To what extent do you believe cultured meat will be…, n=404

Sustainable

Nutritious

Ethical

Safe

Healthy

Real meat

Cheap

Natural
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Innovative food products
Willingness-to-eat

I would be willing to eat cultured meat as an alternative to conventional meat, n=404
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Motives / benefits

Why [one] would consider to eat cultured meat, n=404
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Barriers / risks
Why [one] would not consider to eat cultured meat, n=404
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Binary logistic modeling results
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Mean 3.26 Mean 3.58

Perceived barriers (risks) emerged as being twice as powerful 
compared to motives (benefits) in shaping consumers’ 
willingness to eat cultured meat
(1/ORrisks = 1/0.03 = 33.33; ORbenefits = 16.34)
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3.
Consumer perception and 
interest in foods with 
microalgae proteins

Source: EU H2020 ProFuture
Van der Stricht, Hung, Fischer, Verbeke (2023) in preparation
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(2021, n=3027)
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Consumer perception of foods with microalgae proteins 
(2021, n=3027)
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Consumer segments based on willingness to try and 
attribute perceptions of foods with microalgae proteins 
(2021, n=3027) (preliminary results)

Increasing:
• General Health Interest
• Environmental concern
• Positive perceptions esp. nutrient-related
• Interest in related information

Increasing
• Food Neophobia
• Food Technology Neophobia
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• Consumer acceptance of innovative food products cannot be taken for granted.

• Consumer research can shed light on the barriers and motives, perceived risks and benefits.

• A multitude of personal, product-related and environmental factors shape acceptance.

• Food (technology) neophobia emerges often as determinant of acceptance.

• Consumers are not all alike; segments matter.

• Issues pertain to perceived naturalness and ultra-high processing status.



Innovative food products

26 – 28 SEPTEMBER 2023
Innovative food products

Consumers’ perception of alternative 
proteins: risk-benefit considerations

Thanks for your attention
Wim Verbeke

Professor of agro-food marketing and consumer behaviour
Ghent University, Belgium
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