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Overview 

 
• The challenge of consumer acceptance 
• Working with all media 
• The PROteINSECT consumer perception surveys 
 



Developing a Pro-Insect Platform 

Achieved by engaging and consulting with key stakeholder groups, 
including consumers, in order to promote acceptance of insects in 
feed. 
 
Example groups: 

 
 
 
 
 
 
Consumer acceptance is essential to the success of the project. 
 

 



The Challenge of  Consumer 
Acceptance 

Changing Attitudes: 
• Consumers increasingly interested in how their food is 

produced and want to be sure that it’s what it says on 
the tin! 

• Transparency is key – must take consumers with us 
every step of the way. 

The ‘yuck’ factor: 
• Lack of a cultural history of entomophagy in the 

west. 
• Negative perception of insects as pests or vectors 

of disease. 



Working with ALL media 
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Working with ALL media 



1st Consumer Perception Survey 
Insects as Feed and Food 

Aim: Baseline exercise to discover whether 
people would be accepting of  insects in animal 
feed and food – and if  not, what objections they 
raised. 
 
Available in English, French and German. 
 
Promoted using different channels e.g. social 
networks, conferences, via press releases - 
newspapers and trade publication 
 
Key stats: 
October 2013 - March 2014. 
1302 responses 
55.9% male, 43.7% female 
Responses from 71 different countries. 



1st Consumer Perception Survey 



1st Consumer Perception Survey 
Insects as Feed and Food 

Results suggest people are more 
accepting of  the idea of  insects in 
food and feed than we might have 
predicted. 
 
There is a clear desire for more 
information on this topic to be 
made available– need continued 
public engagement to increase 
awareness. 
 



2nd Consumer Perception Survey 
Insects as protein for feed 

Aim: To gain a better understanding of  
current consumer perceptions about eating 
animals fed on existing and novel proteins 
  
The survey: 
• Benchmarked attitudes about current 

sources versus emerging sources of  
protein 

• Gauged current levels of  understanding of  
content of  animal feed 

• Gauged perception and understanding of  
the environmental impact and human 
health risk of  different protein sources 

• Available in multiple European languages 
 

 



2nd Consumer Perception Survey 
Insects as protein for feed 

Full Second survey overview: 
Available in 5 languages  
(English, Spanish, Italian, Czech and 
Croatian) 
1150 responses from more than 50 
countries 
 
 
Key stats:  
1150 respondents  
Full age range, however 90% of  responses 
were between 18 and 64 year olds.  
Majority educated to at least secondary 
level with 60% to degree level 
Gender split – 38% male 60% female 
80% no dietary requirements 



2nd Consumer Perception Survey 

 



 
Thank you for listening 

 
Questions? 

 
www.proteinsect.eu 
info@proteinsect.eu 

Rhonda@minervacomms.net 
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