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Executive summary

The LIKE-A-PRO project aims to facilitate sustainable and healthy diets by shifting promising alternative proteins
and products from niche to mainstream. To make a protein dietary shift possible, the food industry must focus
on diversifying the alternative protein sources and developing new appealing products. The LIKE-A-PRO project
aims to support this work by empowering food system actors with practical knowledge.

Following the project’s objective of disseminating the resulting innovative knowledge at European level, a
number of summaries for practitioners in the EIP-AGRI common format (Practice Abstracts; PAs) will be delivered.
Atotal target number of 10 PAs is foreseen for the project, divided into 2 batches of 5 each. This is the first batch
expanded into 7 PAs: to clarify the message and keep it within the character limits we decided to split one of the
subjects selected into four abstracts.

Considering the common EIP-AGRI format provided on the EIP-AGRI website, a template was created by
FOODCLUSTER to collect PAs from LIKE-A-PRO partners.

A section dedicated to LIKE-A-PRO PAs will be created on the EIP AGRI /EU CAP Network website also including
general information on the project and links to audio-visual material and project website.
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1. Introduction

The current deliverable titled “D6.2 Practice Abstracts batch 1” presents the objectives, methodology and results
of the collection of the first batch of Practice Abstracts (PAs) describing different successful activities organised
and delivered in the LIKE-A-PRO project aiming to support the protein shift. The objective is sharing project
outputs so other actors can use them and see the added value and benefits for end-users who will implement
that activity presented in the PAs.

The second batch of PAs will be developed by the end of the project.

This deliverable is divided into 4 parts:

Chapter 1 - Introduction: the structure of the deliverable.

Chapter 2 - Methodology: describes the process of collecting and reporting the PAs.

Chapter 3 - Practice Abstracts: 7 PAs described in English.

Chapter 4 - Conclusions: concludes the report and provides information on the use of the outcomes and the next
steps.

2. Methodology

In the Grant Agreement (GA) it is described that end-user material will be produced in the form of summaries for
practitioners in the EIP common format. Since the application has been submitted, the EIP-AGRI Network has
become part of EU CAP Network and the EIP-AGRI website will no longer be updated after April 2023, and it refers
to the EU CAP Network website. This website informs you that the EIP-AGRI common format for Horizon multi-
actor projects 2021-2027 is under development and will soon be published. An email contact to EU CAP Network
support facility confirms that the new common format will be similar to the existing one, and the character limit
for the summary should not be hugely changed. Based on this, we decided to produce the PAs batch 1 in the
old/existing format in order to deliver it in due course. If the new template for EU CAP NETWORK is developed in
due time for the second batch this will be implemented at this stage. Otherwise, the same template will be used
for the second-round collection.

To meet the objective of the task, a protocol was identified to develop the template for the LIKE-A-PRO practice
abstracts and to collect the first batch of PAs.

At the bi-monthly WP6 partner meeting in November 2023, the concept of PAs was explained to the participants
using definitions and examples derived from the EIP-AGRI common format (see figures below).
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What is a Practice Abstract?

EIP-AGRI common format

« EIP-AGRI — EU CAP Network

« The EIP-AGRI common format for
Horizon multi-actor projects 202+
2027 will soon be published (says so
on the website— and has for a long
time ©).

A short summary that describes a main
information/recommendation/practice that can be used by
the end-users in their daily practice.

o Main results/outcomes of the activity (expected or final)

o The main practical recommendation(s): what would be the
main added value/benefit/opportunities to the end -user if
the generated knowledge is implemented? How can the
practitioner make use of the results?

e Links to audio-visual material (photos, films, etc.) are
included as much as possible.

e 2000 characters
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Figure 1. Slide from WP6 November meeting explaining the Practice Abstract concept.

KPI=10 (5 M18 + 5 M48)

Practice Abstracts could be derived from each
of these topics (examples):

o Understanding the key determinants of consumers’ choices
of alternative protein food products (T1.1)

o Including food system actors in system mapping (T1.3)

Using X method to obtain Y result (WP1, 2, 3)

o Sustainable protein sources for novel food ingredients
(optimisation of extraction, purification, and fractionation
processes)

o Product development — how to collaborate on improving
taste and texture (WP2)

o Campaign roll -out (WP6)

o True price method for social and environmental costs
calculation

o Regulatory aspects for Novel Food

]

Practice abstracts - format and content

abstract 1

Short title (in English):

Communication” Butiding

iges and Bnnging Together Stakeholders

Short summary for practitior

Ct CONtact With fanmers, Producers and other stakenoiders within the Stakenoider Groups

Funded by
the European Union

This project has received funding from the European Unio
under Grant Agreement No 101083961.

Figure 2. Slide from WP6 November meeting showing example of a Practice Abstract.
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At this meeting, we also agreed on a timeline for choosing and writing the PAs (see Figure 3).

April 30th

Final version

Dec 2023 Mar 2024 April 1st

Subjects for PAS written Report ready

PAs chosen for review of report

submittet

Figure 3. Timeline for development of Practice Abstracts.

Based on input from the partners and the coordinator, we decided on these subjects:
Alternative Proteins and Novel Foods: EU Food Regulation and Safety Issues

Novel Food: Curse or blessing?

What motivates consumers to choose plant-based alternative protein food products?
How to motivate consumers to choose plant-based alternative protein food products?
Can we motivate consumers to choose insect-based alternative protein food products?
How to motivate consumers to choose insect-based alternative protein food products?

No ok w N

Famous Dutch sustainable behavioral change campaign 'Week Without Meat' now also successfully
launched in Belgium.

PA#3/4 and #5/6 was originally written together, but to clarify the message and keep it within the character limits
we decided to split them up which also explains that we end up with seven PAs instead of the required five.

Using the EIP-AGRI common format template, the WP6 leader developed an Excel template for the partners to fill
in with their PAs.

3. Practice Abstracts

In this chapter, the 7 PAs are displayed in English. Some of the PAs are also available in local language. All PAs will
be displayed on the EU CAP Network website together with general information on the project and links to audio-
visual material and project website.
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Authors

Alternative Proteins and Novel Foods: EU Food Regulation and Safety Issues

Ainhoa Bilbao // GAIKER

Short
summary for
practitioners

Consumers are evolving towards healthier and more sustainable eating habits and are
looking for environmentally friendly food options. Therefore, alternative proteins, such
as those derived from sources other than conventional animal sources, i.e. plant,
microbial, oceanic, fungal and insect sources, are of great interest and have undeniably
captured their attention.

The food industry has taken note of this growing trend and is moving to meet the
demand through the development and production of alternative proteins. However, the
development of alternative proteins poses challenges for food industry operators.

How are alternative proteins regulated in Europe?

Although not all alternative proteins are considered novel, those that do not have a
history of consumption to a significant degree before 15 May 1997 will be treated as
novel foods requiring pre-market authorisation under Regulation (EU) 2015/2283.
Therefore, it is essential to conduct safety assessments of the protein to cover potential
food safety risks, including toxicity, allergenicity, safety of its production method and
dietary exposure arising from consumption. Furthermore, it is important to note that
alternative proteins used as feed are not subject to the EU’s novel food regulation, as
they are instead regulated according to European feed rules (while food and feed
obtained via genetic engineering techniques are themselves regulated differently).
However, due to consumer demand for information on the use of non-GMO feed, some
producers have adopted specific private standards to ensure transparency. It is possible
that similar requests by consumers could be made for alternative proteins used in feed
in the future.

Safety issues of alternative protein sources

Each protein source has its own advantages and in some cases limitations in terms of
nutritional and safety aspects, thus a case-by-case approach is required to provide with
sufficient data to oversee that technological progress in this areais balanced with robust
safety standards. Food safety must therefore be a primary requisite when companies
develop alternative proteins and food products, whether novel or not. Quality and safety
assessment, including toxicological, nutritional and allergenicity analyses, are integral
parts of the LIKE APRO in vitro tests to be carried out on the obtained alternative protein
extracts and the final products formulated in the project.

The expected outcomes will contribute to:

. provide useful scientific data and information about change in nutritional
value (essential amino acid profile and branched-chain amino acids- BCAAs) or
nutritional disadvantages (antinutritional factors: protease inhibitors and
polyphenols)

. verify, on the basis of the scientific evidence available, that final products
formulated with alternative proteins do not pose a risk to human health (by
genotoxicity and allergenicity in vitro assays)

. enable food businesses to easily categorize their alternative proteins products
and follow the legal requirements in terms of safety attributes.

Like a PRO
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Title Novel Food: Curse or blessing?

Authors Thomas van der Lee // Foodvalley NL

Short In 2023, Partners from The Protein Community gathered to deliberate on the challenges
summary for and opportunities surrounding novel food products and regulations. The significance of
practitioners novel ingredients in propelling innovation and sustainability within the protein sector

was underscored. However, the discussion highlighted the intricate nature of navigating
complex regulations, ensuring food safety, gaining market acceptance, and effectively
scaling products employing novel food ingredients and processes.

Key takeaways from the session included:

1. Participants voiced frustration over the extensive timelines associated with EFSA
Novel Food Regulations. While certain regions like Singapore and the US exhibit
relatively shorter approval periods, the EU's process can stretch from 30 to 60 months.
Shortening authorization timelines must however not compromise food safety.

2: Safeguarding intellectual property (IP) before embarking on the regulatory process
was emphasized. Failure to do so could potentially lead to public disclosure,
jeopardizing businesses' proprietary information.

3: Suggestions were made to explore alternative routes, such as preparing a document
demonstrating why an ingredient does not qualify as a novel food or seeking
partnerships with other firms or academic institutions to streamline the process.

4: Enlisting the services of advisors to assist in navigating the complexities of assessing
a product's eligibility as a novel food was strongly recommended.

5: The importance of considering market dynamics from the outset was highlighted.
Understanding customer needs, crafting compelling commercial narratives, and
focusing on becoming experts in specific categories were deemed crucial for success.

What motivates consumers to choose plant-based alternative protein food

products?

Authors Aleksandra Luszczynska, Ewa Kuli$-Stefanczyk // SWPS University

Short Are you looking to promote alternative protein products made with algae, seaweed,
summary for pulses, and other plants? Our systematic review of research on the role of psychosocial
practitioners factors can help to design effective advertising campaigns, education programs, and

promotions. By identifying the factors consistently linked to consumers' choices, you
can better understand why people buy, try, and are willing to eat alternative protein
products.
Across studies, the top psychosocial factors systematically related to consumers’
choices of plant-based alternative proteins include:
« knowing how to cook/prepare a meal with alternative proteins,
« familiarity (past experiences with this type of food),
+ believing that a switch from traditional proteins to alternative proteins would
be good for the environment,
+ Dbelieving that it is a healthy choice to replace traditional proteins with
alternative proteins,
« animal welfare/empathy towards animals.,
« younger age and higher education.
When promoting the consumption of plant-based alternative food, consider featuring
young people cooking a meal or presenting a recipe incorporating an alternative protein
product. Highlight the three major benefits: it's healthy (good) for you, good for the
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planet, and shows respect for animal welfare. This message is particularly effective for
younger, better-educated men and women.

How to motivate consumers to choose plant-based alternative protein food

products?

Authors Aleksandra Luszczynska, Ewa Kuli$-Stefanczyk // SWPS University

Short To truly motivate potential consumers towards adopting a plant-based (including
summary for pulses, seaweed, etc.) or algae-based alternative protein diet, campaigns,
practitioners consultations, or other actions should incorporate the following strategies:

+ Increasing knowledge on how to cook/prepare a meal with alternative
proteins,
«  Communicating the benefits of switching from traditional proteins to
alternative proteins would be good for the environment,
«  Communicating the health benefits of replacing traditional proteins with
alternative proteins,
«  Communicating benefits for animal welfare.
Younger consumers and people with higher education tend to be more open to trying
and incorporating this food into their daily diet. Campaigns/actions focusing on young
people are more likely to succeed.
For example, the campaign motto could be “Make choices that are good for you,
animals, and the planet. Learn how to prepare your meal with plant-based alternative
proteins.”

Can we motivate consumers to choose insect-based alternative protein food

products?

Authors Aleksandra Luszczynska, Ewa Kuli$-Stefanczyk // SWPS University

Short We conducted a systematic review of research, testing the role of psychological and
summary for social factors that explain why people buy, try, and are willing to eat alternative protein
practitioners products made of/with insects. Knowing which factors consistently influence consumer

choices may help to design effective promotion campaigns, education programs, and
advertising strategies to encourage more people to embrace these alternative protein
options.

The top psychological and social factors consistently related to consumers’ choices of
insect-based alternative proteins include:

« feeling adventurous, excitement and curiosity while trying insect-based food,

+ liking new foods,

« communication with important others (e.g., such as athletes and successful
young entrepreneurs) who themselves eat this type of food and are
encouraged to try it,

«  trustintechnology used in alternative protein production,

«  perceiving health benefits and/or low health risks related to trying insect-
based proteins.

Consumers are more likely to be men and younger people.

The evidence suggests that promoting the consumption of insect-based alternative food
is more effective when role models who approve of/encourage to try insect-based
protein products are included. Another option is to highlight that alternative protein
production cares to account for advanced technology that proposes a safe, healthy, and
modern product. Promotion campaigns may also emphasize the excitement of trying
novel foods and stress the approval of important others (e.g., models young men
admire), increasing consumers’ motivation.
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How to motivate consumers to choose insect-based alternative protein food

products?

Authors Aleksandra Luszczynska, Ewa Kuli$-Stefanczyk // SWPS University

Short To increase the motivation of potential consumers, campaigns, consultations, or other
summary for actions that aim to promote insect-based alternative protein intake should:
practitioners « Communicate that trying insect-based food is an exciting adventure (Dare to try!);

« Prompt curiosity (Aren’t you curious?);

+ Present photos, videos, and comments of role models attractive to young men,
encouraging them to try orinclude insect-based protein food in their diets. Ideally,
the role models should be from the same country as the potential consumers;

« Communicating the trustworthiness of novel technology used in alternative
protein production;

« Communicating healthiness and/or low health risks related to eating food with
insect-based proteins;

« Prompt knowledge about how this type of food is produced and why it is healthy.

As male consumers and younger, educated people are more likely to try or include this
type of food in their regular diet, the most successful campaigns/actions are those that
target young men.

For example, the campaign motto could be “He dares to try it. Do you care to dare? Learn
more about new food with insect-based proteins.”

Famous Dutch sustainable behavioural change campaign 'Week Without Meat'

now also successfully launched in Belgium

Authors Floor Severens // Stichting Nationale Week Zonder Vlees
Short The '"Week Without Meat' is an annually recurring behavioural change campaign that
summary for aims to make the general population aware of the positive impact of eating less animal

practitioners

foods on the climate crisis. By challenging people to not eat meat for a week, and
inspiring them instead with easy and delicious plant-based recipes, the campaign wants
to make people experience how easy and delicious it actually is to eat plant-based more
often. This behavioural change campaign first started in The Netherlands in 2018 and is
rolled out by non-profit foundation Week Without Meat. The campaign has proven its
success in the Netherlands with over 60% of the population that knows the campaign
and about 1in 5 adults that participate each year. As part of the LIKE-A-PRO project, the
campaign is set to be introduced into 5 other European countries being Belgium (2023),
Denmark (2024), Germany (2024), Austria (2025) and Spain (2025). The first Week
Without Meat was introduced in Belgium between 23-29 October 2023. The
communication mix consisted of, amongst others:

«  Astrong PR (free publicity) strategy

«  Outof home exposure (e.g. digital banners in public transport stations)

«  Social media campaigning

+  Acampaigning website

« A reverse graffiti campaign in order to spread awareness about the Week

Without Meat close to supermarkets

+ Acollaboration with 24 high end restaurants

+ Local ambassadors in each Belgian province

+  Afreevegan winter BBQ in one of the biggest Belgian cities
By using this mix of effective communication strategies, the campaign achieved great
results: 27% of Belgian adults were aware of the campaign, 3% of the adult population
participated (some 313,000 people) and 97% of participants plans to keep eating less or
no meat in the future. This way, the first edition of this campaign has already managed
to inspire long term sustainable behavioural change amongst the Belgian population
and even more impactful results are expected during the following upcoming editions.
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4. Conclusions

The LIKE-A-PRO project has in this first batch developed 7 PAs, following the common EIP-AGRI format in order
to meet the project’s objective of sharing good practices with practitioners and to help boost the protein change
in Europe.

The PAs illustrate replicable experiences that can be used as models for similar purposes and enable others to
exploit project results. This includes the following insights:

Food safety must be a primary requisite when companies develop alternative proteins and food
products, whether novel or not.

The intricate nature of navigating complex regulations, ensuring food safety, gaining market
acceptance, and effectively scaling products employing novel food ingredients and processes is
highlighted.

In terms of motivating consumers to choose alternative protein you need to distinguish between plant-
based and insect-based products.

When promoting the consumption of plant-based alternative food, consider featuring young people
cooking a meal or presenting a recipe incorporating an alternative protein product.

As male consumers and younger, educated people are more likely to try or include insect-based protein
in their regular diet, the most successful campaigns/actions are those that target young men.

By using a mix of effective communication strategies, a behavioural change campaign can achieve great
results.

The PAs have been sent to the EU CAP Network on April 19t 2024, and will be displayed on their website.

Next step will be to develop an additional batch of PAs by the end of the project.

Like a PRO
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