
k

Plant-based Meat: The Role of Grocery Stores 
and Consumers for Food Sustainability

Saya Takahashi and Yuji Shuhama
Department of English and Communication, Keiwa College 

Introduction
Plant-based meat is  becoming popular 
around the world because of growing interest 
and concern of health, global warming, and 
animal welfare. It can be a solution of protain 
crisis. The products are gradually available in 
supermarkets in Japan. Plant-based meat is a 
solution to reduce environmental impacts.

Problems and Objectives
Previous research has found that consumers' 
understanding of the environmental issues and 
benefits to eat plant-based meat is important to 
p r o m o t e  p r o d u c t  s a l e s .  H o w e v e r,  s u c h 
information is only partial ly recognized by 
consumers. Moreover, the willingness of eco-
friendly food choices is not high among ordinary 
consumers.  Supermarkets  should provide 
opportunities for promoting consumers' ethical 
actions.

My purposes are 

• Confirm the availability of the information such as 
taste ,  convenience,  and SDGs (Susta inable 
Development Goals) merits to sell plant-based meat 
in supermarkets

• Suggest supermarket sales strategy

Discussion
Most participants know SDGs, but they do not understand the 
connection with their consumption. The data reveal strongly 
beneficial impressions of plant-based meat such as “healthy” and 
“interested to try." According to the interview results, sampling 
motivates consumers' curiosity, but the higher price hampers the 
purchase intention. Consumers need discount systems and specific 
explanations of SDGs action to make a purchase. The recipes are 
also necessary to attract their interests.

Results   Questionnaire and On-site surveys

Methodology
Step  1 :  Rev iew prev ious  research  about 
consumers' willingness of eco-friendly actions 
and methods to sell plant-based meat

Step 2: (1) Questionnaire surveys of 70 people 
aged from 18 to 70s for 2 weeks by Google forms 
(2) On-site surveys at several supermarkets in a 
local city

Step 3: interview 5 people who answered the 
questionnaire (to be presented on Nov. 27)

Conclusion
Consumers will not purchase plant-based meat products even 
though they understand its taste, convenience, and SDGs action.   
Supermarkets are required to devise methods to promote SDGs 
action and sell the products for an acceptable price.
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Respondents know SDGs, 
but do not 
think about 
environmental 
issues 
when they 
choose food.

SDGs are highly 
recognized (94.3%), 
but more than half 
(52.9%) do not know 
them in detail.

The message says “Let's try 
soybeans instead of meat!”

There is no SDGs sign and 
no information about 
environmental merit. 
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Table 1 A gap b/w awareness and SDGs actions

Fig. 1 Awareness of SDGs

Fig. 2 On-site surveys at supermarketsInterview
• Sampling stimulates some participants' purchase intention
• A sign of SDGs attracts participants attention but lacks the credibility 

of the information
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