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Background and objectives

BACKGROUND AND OBJECTIVES

• The market for meat substitutes has changed substantially over the last years, with a new trend of animal 
meat produced from stem cells instead of living animals. This new type of meat production distinguishes 
itself form plant based meat substitutes because it allows to eat real meat without having to slaughter 
animals.

• Even though the technology is already ready to use, the concept has not been commercialized yet. As an 
influential animal rights organization, GAIA sees an important opportunity to anticipate this.

• The objectives for this research are twofold:
• Mapping the perception of Belgian people towards cell based meat
• Identify possible drivers and barriers for the consumption of cell based meat
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Research methodology

BELGIAN 
POPULATION 
AGED 18 OR 

MORE

SAMPLE 
DESCRIPTION

n=1001

SAMPLE SIZE

• GENDER
• AGE
• REGION

QUOTA

10
MINUTES

AVERAGE 
INTERVIEW 
DURATION

ONLINE
(VIA PANEL)

DATA COLLECTION 
METHOD

FROM:
28/01/2019

TO:
31/01/2019

FIELDWORK 
PERIOD
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AGE

Sociodemographic profile of the sample

The sample is representative for the Belgian population with regards to gender, age and 
region.

Base: Total sample (n=1001) / *Excluding “Not allocated” (n=995)
Question: Gender | Age | Social class | Region | Province | SD6. Family situation | SD5. Number of people in the household | SD1. Language

GENDER REGION

NUMBER OF FAMILY 
MEMBERS

LANGUAGE

11%
13%

17%

8%9%

3%
11%

5%
10%

2%

58%

10%

32%

SOCIAL CLASS*

51%49% 26% 34% 40%

18-34 y.o. 35-54 y.o. ≥ 55 y.o.

48.2 y.o.Average age:

Group 1 & 2

Group 3 & 4

Group 5 & 6

Group 7 & 8

32

28

19

21

Single with kids

Single without kids

Couple with kids

Couple without kids

Living at home

Other

7

20

30

31

9

1 37%

Kids

1

2

3-5

> 5

Average

20

37

40

3

2.5 family members
57 43

NL FR

HOUSEHOLD COMPOSITION
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ATTITUDE TOWARDS MEAT 

CONSUMPTION
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A third of the respondents consider themselves to be flexitarians and regularly eat 
vegetarian meals, next to meat and fish. Meat is mainly eaten for its taste and out of habit.

Meat consumption in Belgium

For meat-eaters as well as for 
flexitarians, the taste is the most 
important reason for meat 
consumption.

Flexitarian: eats meat and fish, but also regularly vegetarian meals
Pescatarian: never eats meat, but eats fish
Vegetarian: never eats meat or fish, but eats animal products like 
eggs, milk, cheese, …
Vegan: does not eat animal products like meat and fish, nor eggs, 
milk, cheese, …

Base: Total sample (n=1001) 
Question: A1. Meat consumption | A2. Reasons meat consumption

66

31

1 1 0,2

Meat-eater

Flexitarian

Pescatarian

Vegetarian

Vegan

MEAT CONSUMPTION REASONS MEAT CONSUMPTION

(n=1001) 

I think it tastes good

Out of habit

It’s part of our culture

Necessary to live a healthy life

Man is a meat-eater by nature

A lot of variety in the shops

Easy to cook

It’s cheap

Other reason

None of these

66

47

36

32

24

23

14

3

4

1

72% of men consider themselves 
to be real meat-eaters (versus 
61% of women). 77% of them eat 
meat because they think it tastes 
good.

Apart from men, Belgians older 
than 55 are also more often meat-
eaters (70% meat-eaters versus 
64% younger than 55).

Meat-eaters also more often live 
in Wallonia (70% versus 64% in 
Flanders)

The lowest social classes are more 
often meat-eaters.

(n=976) 
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TOTAL MEAT-EATER FLEXITARIAN NOT MEAT-EATER

(A) (B) (C)

17 22
7 8

16
15

18 24

23 22

25
20

22 16 33 36

22 25
17 12

(n=1001) (n=662) (n=314) (n=25)

Absolutely

Rather does

Does, nor does not

Rather not

Not at all

44 41 49 48

33 37 25 32

Current offer of meat substitutes meets my needs

The opinions about the current offer of meat substitutes are rather divided. Flexitarians are 
more satisfied about the offer of meat substitutes than meat-eaters.

Base: Total sample (n=1001) 
Question: A3. Offer meat substitutes meets needs
ABCD: 95% significance level
* Warning: small sample size

OFFER MEAT SUBSTITUTES MEETS NEEDS

TOP 2

BOTTOM 2

B

B
B

A

A

*
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Why does the current offer of meat substitutes meet your needs?

The variety and social aspects (animal welfare, environmental awareness) are the most 
important positive aspects of the current offer of meat substitutes. 

Base: Total sample (n=1001) 
Question: A3. Offer meat substitutes meets needs | A5. Why does the offer of meat substitutes meet needs

OFFER MEAT SUBSITUTES MEETS NEEDS? WHY DOES THE OFFER MEET NEEDS?

(n=440) 

17

16

23

22

22

(n=1001)

Absolutely

Rather does

Does, nor does not

Rather not

Not at all

44

33

Especially for 
flexitarians, animal 
welfare and 
environment are 
important 
(respectively 55% and 
46%).

TOP 2

BOTTOM 2

Current offer is sufficiently varied

Meat substitutes are better for animal 
welfare
Meat substitutes are better for the 
environment

Current meat substitutes are tasty

Meat substitutes are more healthy

Meat substitutes are durable

Current meat substitutes are enriched with 
building blocks
Newest brands always come closer to the 
taste and texture of meat

Other reason

None of these

45

41

35

27

26

24

18

18

5

15

22

16

12

8

6

5

5

6

◼ Most important reason ◼ Top3
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Why doesn’t the current offer of meat substitutes meet your needs?

When meat substitutes do not meet the needs, it is due to the taste and the texture which 
are different from those of meat.

Base: Total sample (n=1001) 
Question: A3. Offer meat substitutes meets needs | A4. Why doesn’t the offer of meat substitutes meet needs

OFFER MEAT SUBSTITUTES MEETS NEEDS? WHY DOESN’T THE OFFER MEET NEEDS?

(n=331) 

17

16

23

22

22

(n=1001)

Absolutely

Rather does

Nor does, nor does
not
Rather not

Not at all

44

33

Especially meat-
eaters attach 
importance to the 
taste and texture of 
meat (59% versus 34%  
for the flexitarians).

Apart from the taste 
(53%), the healthy 
aspect of the meat 
substitutes more 
often plays a role for 
flexitarians than for 
meat-eaters (43% 
versus 25%).

TOP 2

BOTTOM 2

Current meat substitutes aren’t tasty

Current meat substitutes don’t have the 
same taste/texture as meat

Current meat substitutes are too expensive

Current offer isn’t sufficiently varied

Current meat substitutes aren’t healthy

Current meat substitutes aren’t natural

Current meat substitutes aren’t durable

Working with base products like Tofu and 
Seitan requires time and knowledge

Other reason

None of these

58

52

35

32

29

28

17

11

11

5

30

18

8

7

11

8

4

2

◼ Most important reason ◼ Top3

No need, no interest
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Presented concept

CONCEPT: ENGLISH TRANSLATION

Scientists are currently working on a way to produce meat by using animal cells instead of living animals. This new method to
produce meat will probably be available to consumers in the next 5 to 10 years. Beware, this type of meat is actual animal meat 
and may not be confused with plant based meat substitutes. This meat is identical to animal meat (taste, nutritional value, …) 
without having to kill animals for it.
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FIRST IMPRESSION RELEVANCE APPEAL
PURCHASE INTENTION 

(PRICE OF MEAT TODAY) MEETS NEEDS

◼
Very positive

◼
Extremely relevant

◼
Very attractive

◼
Definitely

◼
Absolutely

Positive Very relevant Attractive Probably Rather does

◼ Nor positive, nor negative ◼ Relevant ◼ Nor attractive, nor unattractive ◼ Maybe, maybe not ◼ Nor does, nor does not

◼
Negative

◼
Not really relevant

◼
Unattractive

◼
Probably not

◼
Rather doesn’t

Very negative Not at all relevant Very unattractive Definitely not Not at all

15
37

24 25 26

43

42

41 36 35

42
21

35 39 38

(n=1001) (n=1001) (n=1001) (n=1001) (n=1001)

Evaluation cell based meat on different KPIs

About 4 out of 10 Belgians have a positive attitude towards the concept of cell based meat. 4 out 
of 10 also have a neutral first impression of the concept, while only 15% has a negative attitude.

Base: Total sample (n=1001) 
Question: P1. First impression | P3. Relevance | P4. Appeal | P5. Purchase intention at the price of meat today | P6. Cell based meat meets needs

EVALUATION CELL BASED MEAT – OVERVIEW
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First impressions: positive verbatims

Just like the existing meat substitutes, the concept of cell based meat is often associated 
with animal welfare and respect for the environment. Furthermore, the taste and texture of 
real meat are seen as an advantage.

Base: Total sample (n=1001) 
Question: P1. First impression | P2b. Why do you think so?

FIRST IMPRESSION WHY DO YOU THINK SO?

(n=416) 

5
11

43

30

12

(n=1001)

Very positive

Positive

Nor positive, nor negative

Negative

Very negative

42

15

TOP 2

BOTTOM 2

It’s a way to combine the advantages of meat with an ecological, environmentally 
friendly, and animal friendly way of producing meat.

It’s better for the environment and 
animal suffering. This way even an 
ardent meat-eater can do his part 
for the environment.

Focused on the future, we have to think 
about tomorrow and adjust our needs 
to the welfare of our planet and the 
environment.

Because no animals are being 
killed and the product has the same  
qualities as real meat.

Because it probably has the same taste
and texture as real meat.

This way people who refuse to stop eating meat can still get what they want in a 
durable and animal friendly way.
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First impressions: negative verbatims

The most important negative first impressions deal with the impact on our health and the 
artificial context of the production of cell based meat.

Base: Total sample (n=1001) 
Question: P1. First impression | P2a. Why do you think so?

FIRST IMPRESSION WHY DO YOU THINK SO?

(n=154) 

It will never be the same as real 
meat, even though they say it is.

It will be full of chemicals. It isn’t 
natural, so there will be 
complications on the short or the 
long term.

I find the idea a little creepy. And 
furthermore I can vary my dishes 
enough with the current offer of 
meat/vegetarian options.

It can’t be guaranteed that it’s healthy or which effects this will have on the body 
after a longer period of time. You don’t know where the meat is coming from and 
what is in it, while for meat from animals you know exactly from which animal it 
originates and where the animal came from.

Is all of this healthy?

Too artificial, who can guarantee that this won’t have negative consequences.

5
11

43

30

12

(n=1001)

Very positive

Positive

Nor positive, nor negative

Negative

Very negative

42

15

TOP 2

BOTTOM 2
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DUTCH FRENCH 18-34 Y.O. 35-54 Y.O. ≥ 55 Y.O.

(A) (B) (C) (D) (E)

4 6 5 5 5
10

12 9 9 13

40
47

46 42 42

33
25 29 30 30

14 9 11 14 11

(n=568) (n=433) (n=265) (n=338) (n=398)

Very positive

Positive

Nor positive, nor negative

Negative

Very negative

First impression – according to language and age

The first impressions are equally positive across different age groups. Dutch speaking 
respondents are more positive than French speaking respondents.

Base: Total sample (n=1001)
Question: P1. First impression 
ABCD: 95% significance level

FIRST IMPRESSION

TOP 247 34 40 44 41

BOTTOM 213 18 14 15 17

B

B

B

A

A A
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MALE FEMALE GROUP 1 & 2 GROUP 3 & 4 GROUP 5 & 6 GROUP 7 & 8

(A) (B) (C) (D) (E) (F)

4 6 5 3 6 6
10 12 12 9

13 8

42
44 38 44

44 48

32 27
31 31

29 26

12 11 14 12 9 11

(n=492) (n=509) (n=317) (n=281) (n=193) (n=204)

Very positive

Positive

Nor positive, nor negative

Negative

Very negative

First impression – according to gender and social class

No differences in first impression across the different social classes. In general, men have a 
more positive first impression than women.

Base: Total sample (n=1001)
Question: P1. First impression 
ABCD: 95% significance level

FIRST IMPRESSION

TOP 2

BOTTOM 2

45 39 45 43 38 37

13 17 17 12 19 15

B
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MEAT SUBSTITUTES CELL BASED MEAT

(A) (B)

The concept of cell based meat meets the needs in about the same degree as the current 
offer of meat substitutes. For one third of the Belgian population, for whom the current offer 
of meat substitutes doesn’t meet their needs, the new concept can be an answer.

17 14

16
12

23 35

22
29

22
9

(n=1001) (n=1001)

Absolutely

Rather does

Nor does, nor
does not

Rather not

Not at all

TOP 244

Cell based meat meets my needs as an alternative to traditional meat

Base: Total sample (n=1001) 
Question: P6. Cell based meat meets needs | A3. Offer meat substitutes meets needs
ABCD: 95% significance level

38

33 26 BOTTOM 2

MEAT SUBSTITUTES/CELL BASED MEAT MEETS MY NEEDS

Cell based meat 
meets my needs

Current offer meat substitutes 
meets my needs

Absolutely/ 
rather does

(n=440)
(A)

Does, nor 
does not
(n=230)

(B)

Not at 
all/rather 

not
(n=331)

(C)

Absolutely/rather does 48 30 31

Does, nor does not 32 46 33

Not at all/ rather not 20 24 36

BC

AC

AB

B

B

B

B

A

A
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AT PRICE OF MEAT TODAY 10% HIGHER PRICE

11 18
14

23

36

35

28

20
12 5

(n=1001) (n=1001)

Definitely

Probably

Maybe

Probably not

Definitely not

Purchase intention: price sensitivity

24% of the Belgian population is even willing to pay up to 10% more for cell based meat than 
for meat of slaughtered animals.

Base: Total sample (n=1001) 
Question: P5. Purchase intention at price of meat today | P10. Purchase intention at higher price than slaughtered meat

PURCHASE INTENTION: PRICE SENSITIVITY

TOP 2

BOTTOM 2

39

25

24

40
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DRIVERS & BARRIERS FOR THE 

CONSUMPTION OF CELL BASED MEAT
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Consumption of cell based meat: drivers

The appeal of the concept is particularly related to the fact that it allows to eat “real” meat 
without causing animal suffering, followed by the environmental aspect.

Base: Total sample (n=1001) 
Question: DB1. Drivers consumption cell based meat

TOTAL
(n=1001)

POSITIVE FIRST IMPRESSION
(n=416)

Allows to eat meat without animal suffering

Better for the environment

Solution to the world food problem

Less chance to catch diseases

Less additives/conservatives

More healthy

Innovative

None of these

◼ Most important reason ◼ Top3

57

52

46

30

24

19

19

14

31

17

15

7

5

5

6

DRIVERS

74

67

51

34

25

21

18

2

44

20

14

8

4

3

6
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Consumption cell based meat: barriers

The most important barrier for the consumption of cell based meat is the idea of an 
unnatural production and a low level of confidence. The price is also a possible barrier.

Base: Total sample (n=1001) 
Question: DB2. Barriers consumption cell based meat

TOTAL
(n=1001)

NEGATIVE FIRST IMPRESSION
(n=154)

Unnatural

Too expensive

Don’t trust it

Fake, not as good as traditional meat

Don’t feel the need

Commercial action

Will decrease the genetic diversity

Causes a drop in employment

Less healthy than traditional meat

None of these

◼ Most important reason ◼ Top3

49

44

43

28

25

22

20

15

13

10

21

22

14

7

9

3

5

4

3

BARRIERS

74

19

61

25

33

20

10

13

19

6

37

4

20

9

10

1

3

4

5
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General conclusions and recommendations

4 out of 10 Belgian people have a positive first impression of the concept of cell based meat and another 4 out of 10 
respondents have a neutral first impression. The same number of respondents also indicate that they will buy cell 
based meat, if it is offered at the same price as meat from slaughtered animals. In case of a 10% higher price, the 
claimed purchase intention is 24%.

CELL BASED MEAT POSITIVELY RECEIVED BY BELGIAN POPULATION

57% of Belgians indicate they would consume cell based meat because it allows them to eat meat without animal 
suffering. Among those who have a positive attitude toward the concept, the percentage amounts to 74%.
Other important reasons are the environment and the world food problem (52% and 46%).

ANIMAL WELFARE IS THE MAIN DRIVER FOR THE CONSUMPTION OF CELL BASED 

MEAT

The large majority (2/3) of Belgian people are real ‘meat-eaters’. For meat-eaters as well as for flexitarians the good 
taste is the main driver, next to culture and habit. This is also an important shortcoming for the current meat 
substitutes and an important opportunity for cell based meat, because its taste and texture are the same as those of 
animal meat.

THE TASTE AND TEXTURE FORM AN IMPORTANT OPPORTUNITY FOR THE CONCEPT
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