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Introduction

Global food systems are under increasing pressure due to population growth, climate change, environmental
degradation, and resource scarcity. These challenges have intensified interest in novel foods, such as cultured meat,
insect-based products, microalgae, and functional foods, which are often promoted as sustainable alternatives to
conventional food systems (FAO, 2021; Tuorila & Hartmann, 2020). Novel foods are expected to contribute to
environmental sustainability by reducing land use, greenhouse gas emissions, and dependence on animal-based
protein sources.

Despite their potential benefits, consumer acceptance of novel foods remains limited. Previous studies
indicate that psychological factors, particularly food neophobia, perceived unnaturalness, and health-related
concerns, are major barriers to adoption (Fischer & Reinders, 2022; Monaco et al., 2024). Acceptance levels also
vary significantly across countries and cultural contexts, suggesting that local dietary habits and socio-
demographic characteristics play a crucial role in shaping consumer responses (Giinden et al., 2024).

While consumer attitudes toward novel foods have been widely studied in Western Europe and North
America, empirical evidence from Tiirkiye and similar emerging economies remains scarce. This study addresses
this gap by examining consumers’ awareness, attitudes, and willingness to try different novel food categories in
the Bornova district of Izmir. The study provides original, district-level data and contributes to literature by linking
food neophobia with product-specific acceptance patterns.

Materials and methods

The study is based on primary data collected through face-to-face surveys conducted with consumers residing in
the Bornova district, izmir, Tiirkiye. The data collection process was carried out during the first quarter of 2025.
The sample size was determined using proportional sampling for finite populations (Newbold, 1995) resulting in
97 respondents, calculated at a 95% confidence level and a 10% margin of error.

The questionnaire consisted of three main sections. The first section assessed respondents’ awareness and
prior knowledge of novel foods. The second section focused on attitudes and willingness to try selected novel food
categories, including cultured meat, insect-based foods, microalgae-based products, and collagen-enriched snacks.
Willingness to try was measured using a 5-point Likert scale. The third section collected socio-demographic
information, including age, income, education level, and household characteristics.

Food neophobia was measured using an adapted Food Neophobia Scale (FNS), employing a 7-point Likert
scale widely used in previous studies (Tuorila & Hartmann, 2020). Due to the non-normal distribution of the
variables, descriptive statistics and non-parametric tests were applied. Differences between consumer groups were
analyzed using the Kruskal-Wallis test.

All respondents participated voluntarily, anonymity was ensured, and the study was conducted in
accordance with international ethical standards for social science research.

Results and discussion

The findings reveal that 76.29% of respondents had no prior knowledge of the concept of novel foods, indicating
a substantial awareness gap. Food neophobia levels were predominantly moderate to high, suggesting a cautious
approach toward unfamiliar food technologies.

Willingness to try novel foods differed markedly by product type. Collagen-enriched and probiotic snacks,
which are perceived as extensions of familiar food products, showed the highest acceptance levels. In contrast,
cultured meat, insect-based foods, and micro-algae-based products exhibited very low willingness-to-try scores.
These results are consistent with previous research showing that perceived naturalness and familiarity strongly
influence consumer acceptance (Fischer & Reinders, 2022; Monaco et al., 2024).

Statistical analysis revealed significant differences in food neophobia across age and income groups, with
older consumers and individuals with higher neophobia scores displaying stronger resistance to novel foods.
Similar patterns have been reported in earlier studies, highlighting food neophobia as a persistent barrier to the
diffusion of food innovations (Tuorila & Hartmann, 2020).

Overall, the results suggest that consumer resistance in the study area is driven more by psychological and
informational barriers than by socio-economic constraints alone.
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Conclusions

This study provides original empirical evidence on consumer attitudes toward novel foods in a Turkish urban
context. The results indicate that acceptance of novel foods in the Bornova district is currently limited, primarily
due to low awareness and high levels of food neophobia. While functional foods perceived as incremental
innovations show relatively higher acceptance, more radical innovations such as cultured meat and insect-based
products face substantial resistance.

The findings highlight the importance of consumer education, transparent communication, and trust-
building strategies in promoting novel foods. Gradual market introduction and targeted information campaigns
may help reduce neophobia and improve acceptance. From a policy perspective, understanding consumer
perceptions is essential for designing effective strategies to support sustainable food transitions.

By contributing district-level data from Tiirkiye, this study addresses a notable gap in the literature and
offers insights relevant to researchers, policymakers, and stakeholders involved in the development of sustainable
and innovative food systems.
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