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Consumer perception of cultured meat in certain African countries
invited
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African population is projected to grow by 1.76% to reach about 2.5 billion in 2050. This is creating an unprecedented 
boom in the demand for animal products over the coming years that would have to be properly managed. Industry 
players worldwide have continually shown interest in cultured meat in the recent years claiming it would be a more 
sustainable way to provide animal proteins. Cultured meat is therefore taking a global stage and this study aimed 
at investigating how African meat consumers perceive it depending on their country. Between 5,400 and 11,013 
respondents from 12 different countries participated in this survey (Cameroon, Congo, DRC-Democratic Republic 
of Congo, Ghana, Ivory Coast, Kenya, Morocco, Nigeria, Senegal, South-Africa, Tanzania and Tunisia). The survey 
was divided into 2 sets of questions. The first set concerning questions on meat consumption and opinions regarding 
rural life, ethical and environmental problems. The second set concerned questions regarding the willingness to try, 
to eat and to pay. The first set had 5,485 respondents and the second set had 5,528 respondents. More than 60% out 
of the total respondents (11,013) had already heard of cultured meat. Out of the first set of respondents, 31.2% totally 
agreed that cultured meat will have a negative impact on the rural life and 32.9% were not ready to accept this novel 
product as a viable alternative to conventional meat in the future but were still ready to eat other meat alternatives. 
Furthermore, only 8.9% out of the second set of respondents were definitely willing to try this product, mostly males 
middle-aged (31-50 years old). From all results, we identified a significant interaction between the willingness to 
try cultured meat and several factors such as: country of origin, sex, income, age and education levels. For example, 
the richest and most educated countries tend to be readier to try cultured meat. A similar pattern was observed for 
willingness to pay except that sex has no significant effect and age only a low effect.
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This study was aimed at investigating how consumers originating from southern Europe perceive cultured meat (CM) 
and if demographic characteristics (origin, gender, age, education, activity area and meat consumption) are related to 
their willingness to try (WTT), to eat regularly (WTE) and to pay for (WTP) cultured meat. The 2,071 respondents 
were Italian (46.7%), Portuguese (31.0%) and Spanish (22.3%) speaking people, and 48.8% of them perceived 
CM as ‘promising and/or acceptable’ whereas 28.5% considered it ‘absurd and/or disgusting’ and 22.7% ‘fun and/
or intriguing’. In total, 65.5% and 24.7% would be respectively willing and not willing to try CM, 43.3% had no 
willingness to eat regularly and, 94.3% would not pay more for CM compared to conventional meat. In general, origin, 
gender, age, activity area and meat consumption had significant effects on WTT and WTE. Young people (18-30 yrs) 
had the highest WTT, WTE and WTP compared to mid-aged (31-50 yrs) and older people (51-yrs), whereas the effect 
of gender is more variable. Spanish-speaking consumers had the highest WTT and WTE. Scientists (within or outside 
the meat sector) had the highest WTT, non-scientific people within the meat sector had the lowest WTT. People outside 
the meat sector had higher WTE and people working within the meat sector had lower WTE. People with the lowest 
income had higher WTE. People with vegan and vegetarian diets would pay more for CM but generally no more than 
for conventional meat. People who heard about CM had higher WTT but lower WTE. The perceptions that CM may 
be more eco-friendly, ethical and healthy than conventional meat tend to be drivers for the current respondents to 
try and eat CM, whereas emotional resistance and the negative impacts on livestock farming systems caused by CM 
production might be the barriers for the current respondents to accept CM.
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