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ProVeg International is a food awareness organisation 
working to transform the global food system



Reducing the global consumption of 
animals by 50% by 2040.

OUR MISSION 
A world where everyone chooses 
delicious and healthy food that is good 
for all humans, animals, and our planet.

OUR VISION



Working with companies 
across the value chain  



Action areas

Public Education 
& Media

We reach people where 
they are, providing 
inspiration and support for 
people to reduce and 
eliminate animal products 
from their diets. 

Policy 
and advocacy

Advancing 
plant-based and 
cultured-food 
innovation 

Institutional 
and corporate 
engagement

Movement 
building

Public 
education 
and media

We work with 
governmental and  
intergovernmental 
agencies, NGOs, and 
researchers to create 
plant-forward policies 
and practices.

We support and 
connect startups and 
global partners in 
advancing plant-based 
and cultured-food 
innovation. 

We influence and 
support businesses, 
decision-makers, and 
institutions in 
developing, providing, 
and promoting healthy, 
compassionate, and 
sustainable plant-
based options.

We build strong, 
collaborative 
networks by 
empowering and 
supporting other 
NGOs, alliances, 
advocacy groups, and 
communities. 

We provide inspiration 
and support to reduce 
and eliminate 
animal-based 
products from 
people’s diets. 



Movement-
Building

Policy and
Advocacy

Public 
Education 
and Media

Institutional
and corporate 
engagement

Advancing 
plant-based 

and cultured-food 
innovation

https://cellfarmfoodtech.com/about-us


Trusted by industry leaders



Supporting companies   
Inform future product development strategy

Expand and improve plant-based product offerings

Develop branding and merchandising strategy

Enhance consumer awareness, education and engagement

Amplify CSR activities



Cultivated meat 
 communication 101
Mathilde Alexandre





CONVENTIONAL MEAT CULTIVATED MEAT
VS

No compromise on 
taste

Antibiotic, heavy 
metals, pathogen 
contamination, risk of 
zoonosis, etc Optimised nutritional 

composition

No need to slaughter 
animals

Lighter environmental 
footprint

Billions of animals 
slaughtered every year 
or inflict suffering

Large environmental 
footprint 
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A relatively high willingness to try cultivated meat

US: 40%
Szejda, et al. 2021

UK: 40%
Szejda, Keri, Christopher J. Bryant, 
and Tessa Urbanovich. 2021

DE: 58%
Bryant, et al. 2020

FR: 44%
Bryant, et al. 2020

IT: 54%
Mancini, Antonioli 2019

China: 90%
FoodPlus, Lever China, 2022

Hong Kong: 95%
Shiok Meats 2021India: 56%

Bryant, Szejda, et al 2019) Brazil: 64%
Júlia de Paula, Soares 
Valente, 2019



Innovation adoption curve 

2,5 %
13,5 % 34 % 34 %

16 %
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Who are the potential first consumers?
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Young people are more 
likely to be in favour of 
cultivated meat 

74%82%
of 18- to 29-year-olds 
would taste cultured 

meat (PHW, 2021) 

Of 18- to 24-year-olds 
would buy cultured 

meat (GFI, 2022)

69%
of 18- to 29-year-olds 
would reach for it on 
supermarket shelves 

(PHW, 2021) 



would try cultured meat

Men are more likely to give cultivated 
meat a chance than women

62% of men vs.

would buy cultured meat 

45% of women

42% of women53% of men vs.

Source: Bryant, Van Nek, Rolland, 2020 17



Live in urban areas
Shaw, et al 2019 

Identify as 
politically liberal

Wilks et al 2019

VOTE

Consume animal 
products

Bryant et al 2018

More educated
Bryant et al 2018
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Fundamental shift in 
consumer behaviour 
towards healthier, more 
sustainable and ethical 
food products.

Flexitarians account 
for 42% of consumers 
globally in 2020 
Euromonitor 2020



What are the main drivers and barriers 
towards public acceptance of 

cultivated meat?
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Reduced risk of 
pathogen contamination No antibiotics

What wins people over?

Improved nutritional 
value (e.g, saturated 

fatty acids replaced by 
omega fatty acids)

Source: Rolland, et al 2020

Benefits for the 
environment and 

animals
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Unnatural

Health concerns

Anticipated high prices

End of traditional 
animal agriculture

Concerns about taste

Disgust Concerns about 
genetic engineering
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The more people 
know about cultivated 
meat, the more they 
are willing to try and 
buy it.
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Communication considerations
● Building trust 

○ Understand the concerns and perceived risks of the general public
○ Be transparent before people even ask 
○ Foster dialogue among various stakeholders (importance of farmers) 
○ Easy language, positive framing
○ Important role of regulatory agencies  

● Create excitement 
○ Product features and benefits 
○ Sensory experience 
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To what extent do the images currently portraying 
cultivated meat influence consumer sentiment? 



Survey Overview

750 UK-based participants, 
divided into 3 survey groups 

Group 1: lab- and food-based images 
Group 2: lab-based images 
Group 3: food-based images
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lab-growndon’t know anything

cellular

expensive

nothing

processed

healthy

clean

halal/kosherunhealthy
benefits

sustainable

never heard of it

don’t understand the term

some understanding
made in lab

made from cells

animals are not killed
tastes good

fresh

Open answer question | N=648 invalid=31 | Note that pescetarians, vegetarians and vegans have small samples of <30
Wordcloud: What do you currently understand about cultured meat? 
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Open answer question, recoded into 5 categories | N=648 invalid=31 | *answers were e.g. healthy, tasty, environmentally friendly, which are correct, but it is 
not clear if participants knew what cultured meat is

What do you currently understand about cultured meat? - Relative answers by level of understanding

A majority of respondent have no understanding of cultivated meat 
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Open answer question, recoded into 3 categories | N=648  invalid=31 | Answers are categorised regardless of if the participant has the right understanding 
of cultured meat. Answers like “I don’t know” are considered neutral

What do you currently understand about cultured meat? - Relative answers by sentiment

Neutral understanding of cultured meat 
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What do you currently understand about cultured meat? - Relative answers by dietary group

Open answer question, recoded into 5 categories | N=648 invalid=31 | *answers were e.g. healthy, tasty, environmentally friendly, which are correct, but it is 
not clear if participants knew what cultured meat is | Note that pescetarians, vegetarians and vegans have small samples of <30

Flexitarians have the best understanding of cultured meat 
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Key Takeaways

● Consumers have limited and 
neutral understanding of cultivated 
meat. 

● Dietary habits make a difference.
● This presents an opportunity for 

the industry to shape perception.
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Which of these images do you most frequently 
see associated with cultivated meat?

Group 1
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Majority of respondents most frequently see lab-based pictures 
associated with cultivated meat

Multiple-choice | None= 2.8% |  N=248 33
Which of these images do you most frequently see associated with cultured meat?



Which of these images do you think are most representative of cultured meat based on your current understanding?
Multiple-choice | None= 2% | N=248

Majority of respondents think lab-based pictures are more 
representative of cultivated meat
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How accurately do these images portray cultivated meat?

Group 2
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From the short description, how accurately do these images portray cultured meat? - Relative answers

Single choice question | N=249

64% of respondent perceive lab-based images as accurate 
representation of cultivated meat

36



Group 3
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How accurately do these images portray cultured meat?



From the short description, how accurately do these images portray cultured meat? - Relative answers

Single choice question | N=247

Half of respondents perceive food-based images as accurate 
representation of cultivated meat
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Key Takeaways
● Respondents most frequently see 

lab-based pictures associated with 
cultivated meat.

● They think that both lab-based images 
and food-based images portray 
cultivated meat accurately. 

● Opportunity to position cultivated meat 
products as tasty food without 
confusing the consumer. 
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How images influence 
consumer sentiment 

towards cultivated meat?
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Based on the image and the short description to what extent do you agree or disagree with the following?
Single choice | N=249 (Survey 1) |  N=249 (Survey 2)

Cultured meat is appealing to eat 

Cultured meat is tasty

Cultured meat is safe to eat

41

Food-based images increase appeal to eat and taste 



Single choice | N=249 (Survey 1) |  N=249 (Survey 2)

Cultured meat is nutritious

Cultured meat is innovative

Cultured meat is affordable
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Based on the image and the short description to what extent do you agree or disagree with the following?

Cultivated meat is seen as more nutritious and affordable with 
food-based images



Single choice | N=249 (Survey 1) |  N=249 (Survey 2)

Cultured meat is healthy

Cultured meat is sustainable for the environment

Cultured meat is ethical for animals
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Generally, food-based images lead to more positive sentiment 
towards cultivated meat

Based on the image and the short description to what extent do you agree or disagree with the following?



How likely would you be to any of the following?
Single choice | N=249 (Survey 1) |  N=249 (Survey 2)

Try cultured meat

Regularly purchase cultured meat 

Replace conventional meat with cultured meat

44

Around 40% of respondents would replace conventional meat with 
cultivated meat, regardless of the pictures presented.



Key Takeaways

● Few marked differences in 
sentiment towards cultivated meat 
between survey groups. 

● Cultivated meat is seen as more 
appealing, tasty, nutritious and 
affordable with food-based 
pictures.

● Focus on consumer awareness 
around cultivated meat.
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Thank you!
Mathilde Alexandre
CellAg Project Coordinator
mathilde.alexandre@proveg.com



Mathilde Alexandre
Project Manager

ProVeg International

Prof Nick Lin-Hi
Professor of Business and Ethics

University of Vechta

David Kay
Communication Director

Upside Foods


