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INTRODUCTION
The purpose of this study was to examine social 
media conversations and describe how ethics play 
a role in consumers’ perceptions of cultured meats 
or laboratory-developed proteins. Companies on 
the forefront of this trend such as Memphis Meats, 
Mosa Meat, Blue Nalu and others are leading the 
charge on the changes in food production. Con-
sumers’ attitudes about these changes may be 
based on their backgrounds and beliefs. The un-
derstanding and use of the behavior reasoning 
theory in this study allowed for the examination of 
the different ethical reasonings for the need for 
changes in our food production system. The be-
havioral reasoning theory was used to conduct a 
qualitative content analysis of Twitter conversa-
tions. This allowed us to identify beliefs and val-
ues with reasoning and evidence based on ethical 
themes. Understanding the beliefs behind the con-
versations on social media allows the industry to 
develop marketing strategies to properly approach 
this topic within the media.

Behavioral Reasoning Theory is the understand-
ing of the linkage between people’s beliefs, atti-
tudes, intentions and behaviors. (Westaby, 2005) 
This theory allows us to take those beliefs and find 
the linkage to what their perception of ethics on 
cultured meats and how that can affect marketing 
and the overall perception of laboratory-devel-
oped proteins. We specifically looked at the be-
havioral beliefs concept to identify the different 
attitudes or reactions to the ethics of cell-cultured 
proteins. The attitudes can be viewed in a positive, 
negative, or neutral tone and can be further ana-
lyzed by key words used in the discussion. 

Westaby, J. D. (2005). Behavioral reasoning theory: Identifying new linkages underlying intentions and behavior. Organizational 
Behavior and Human Decision Processes, 98, 97–120.

VISUAL REPRESENTATION 
OF SENTIMENTS

METHODS
Data Collection: We used a Boolean query in data 
aggregator Meltwater Explore: (“cultured meat” 
OR “lab-grown meat” OR “cell-cultured meat” OR 
“cultured tissue” OR “clean meat” OR “lab-grown 
protein” OR “lab-grown fake meat” OR “lab grown 
meat” OR “cell cultured meat” OR “lab grown pro-
tein” OR “lab grown fake meat” OR “in-vitro meat” 
OR “in vitro meat” OR “edible fiber” OR “slaugh-
ter-free meat”)
We collected all tweets between Feb. 1, 2020, to 
January 31, 2021 in this conversation for a total of 
16,234 tweets. We used a random-number genera-
tor to randomly select 10% of tweets (1,625 tweets 
analyzed) and put them in an Excel spreadsheet 
for analysis.

Data Analysis: We conducted a key word search 
of the Twitter data to provide overall thoughts and 
attitudes through the user’s tweets. We searched 
for key words that highlight the concept of ethics 
and further sorted those tweets into three theme 
categories. We closely analyzed the tweets to find 
data to use as examples. We analyzed the views 
of positive, neutral, and negative tweets based on 
the content of the tweet and looked at the Reach 
number that was attached to the tweet by Meltwa-
ter.

FINDINGS
The themes that were used to organize out find-
ings were: Impact on the Environment, Animal 
Cruelty, and Food Consumption. These themes al-
lowed for division of tweets into groups based on 
their keywords and positive, negative and neutral 
reactions.

CONCLUSIONS
The main themes found in this study were En-
vironmental Impacts, Animal Cruelty, and Food 
Production and Consumption. These themes sur-
faced throughout the data sample due to the be-
liefs of the users. Their personal beliefs on climate 
change, animal rights, or veganism may impact 
the user’s decisions to purchase and support the 
lab-cultured proteins when it becomes readily 
available to the public. Understanding their beliefs 
allows us to further evaluate how to portray to the 
media the concept of lab-cultured proteins and to 
help anticipate the ethical issues livestock produc-
ers may have to discuss when competing against 
cell-cultured meat in the future.

Understanding the viewpoints (positive, neutral, 
negative) can help gauge the views and behavior-
al reasoning of user related to cell-cultured meat. 
It is also important to see the reach is higher when 
they tag, use a link, photo, or QT (“quote tweet”). 
The highest reach out of the samples is a neu-
tral tweet that aligns with animal cruelty and food 
consumption and it can be categorized in either 
theme. 
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Example tweets from each theme and each sentiment.


