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Insects as feed

Fish

• 77% of respondents indifferent (Ankamah-Yeboah et al. 2018)

• 76% of respondents willing to purchase/eat (Mancuso et al. 2016)

Fish and livestock

• 52% of respondents (strongly) agree that they are willing – further 
25.5% indifferent (Laureati et al. 2016)

• 66% respondents comfortable eating insect-fed meat/fish 
(PROteINSECT, 2015)





“the way people respond to prompting 
via a questionnaire is no reliable guide 
to what they do in a grocery store”

Sleenhoff et al. 2008, p. 6-15
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The ‘hidden is best’ hypothesis





































Potential short-term consumer 
profile: ‘the conscious consumer’

• Medium to high educational level

• Medium to high socioeconomic status

• Lives in more urbanized residential areas

• Food neophilic

• Convenience orientation [?]



Key values

• Sustainability (climate, environment, social, 
ethics), storytelling, healthy local/regional 
produce, values prioritised over money

• ‘Ism’ driven – nutritionism, environmentalism. 
Good karma – feeling good about food, kind to 
themselves and the environment

• Intergenerational – passing along healthy and 
sustainable foods to their children





Feed
• More research needed (ideally in context)

• Surveys are not a reliable guide

• Price likely to be crucial



Food

• Do not focus on negatives (e.g. cultural barrier)

• Do focus on positives (e.g. tasty, novel, 
distinctive foods)

• Cuisine may be key

• Early adopters should be the target



Thanks!

jonas.house@wur.nl

@jahouse

http://wur.eu/chl


