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Introduction

Meat is considered the main food source of 
protein and nutrients such as vitamins and miner-
als, making it an integral part of the human diet 
(Multari et al. 2015; Ahmad et al. 2018). On anoth-
er hand, the consumers’ preoccupations with pur-
chasing meat products are multiple, which are 
mainly related to safety, nutrition, and health (Ber‑
nués et al. 2003; Gagaoua & Picard 2020; Kanto‑
no et al. 2021; Gagaoua et al. 2022). The remark-
able worldwide population growth in the past few 
years led to a significant increase in meat consump-
tion in numerous countries, which also involved a 
rise in global meat demand and consumption from 
other species including goat (Kadim & Sahi 2018; 
Mazhangara et al. 2019). In fact, goat farming 
plays an integral part in red meat production and is 
a tool of importance for rural and national econom-

ic development (Webb & Casey, 2010; Chetroiu et 
al. 2013; Pophiwa et al. 2020). The hardiness of 
the goat also offers an alternative to red meat that 
favours the development of food systems adapted 
to climate change.

Goat meat is consumed in many countries, 
especially in developing ones, particularly in North 
Africa and Middle East countries, in Southeast Asia, 
where it takes an important place, as well as in the 
Caribbean and other tropical countries (Rodrigues 
& Teixeira, 2010). Goat meat is not only known 
for being an excellent high-quality protein source 
but also for its essential nutritional characteristics 
compared to other red meats such as beef and lamb 
(Lee et al. 2008). Goat meat has been established 
as lean meat with relatively low-fat content, cho-
lesterol intake, and saturated fatty acids (Liu et al. 
2013). These nutritional aspects qualify goat meat as 
a healthy product, especially with the healthy food 
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trend, where consumers are becoming more curi-
ous and concerned about the nutritional attributes 
of their food including meat sources (Resurrecci‑
on 2004; Mazhangara et al. 2019). Moreover, goat 
meat which is leaner compared to other red meats, 
has favourable sensory and visual appeal (Webb et 
al. 2005). Youth seemed also to be very aware of the 
different product values that goat meat provides, for 
instance among South African consumers (Ngomane 
et al. 2022). However, there is a perception among a 
certain number of consumers that goat meat is tough 
and too strongly flavoured (Webb et al. 2005; Webb 
& Casey, 2010; Jacques & Norwood 2017).

In Algeria, goat breeding is practiced in many 
areas of the country due to the adaptation capacity 
to harsh environments and climate changes. Goat 
meat provides for the local populations and consum-
ers important and stable sources of proteins (essen-
tial amino acids) and essential nutrients. The num-
ber of estimated goats in Algeria is about 4.9 million 
in 2018 corresponding to 14% of the world rumi-
nant livestock (FAOSTAT, 2018; Ouchene‑Khelifi et 
al. 2015). With this very large number, goats occu-
py then a special place and a significant source of 
income for about 800,000 small farmers (Dekhili et 
al. 2013). Overall, goat meat is consumed in Alge-
ria as fresh or as traditional meat products (Gaga‑

oua & Boudechicha, 2018). Both are considered 
nutrient-rich products that ensure health and well-
ness (McAfee et al. 2010). Unlike the northern Med-
iterranean country, which has a more meat-rich diet, 
the consumption of red meat in Algeria is occa-
sional and generally linked to celebrating tradition-
al or religious events (Chikhi & Bencharif, 2016; 
Gagaoua & Boudechicha, 2018). However, to the 
best of our knowledge, there is a scarcity of stud-
ies focusing on the consumption pattern and percep-
tions of different meat sources (including goat) in 
Algeria and in the Kabylia region. In this context, 
we aimed by this first study to investigate the con-
sumption trend of different meat sources in Kabylia 
within three central provinces: Tizi-Ouzou, Bejaia, 
and Bouira with a focus on goat meat consumption, 
compared to lamb, beef, horse, camel, and chicken 
meat types. Therefore, an online survey was con-
ducted to achieve this lofty goal. We further exam-
ine in this paper the consumers’ preferences towards 
the six different meat types as well as an evaluation 
of the perceptions and willingness to consume and 
buy goat meat. The ultimate objective of this work 
is to obtain the first overview of meat consumption 
patterns, consumers’ purchase behaviour and pref-
erences towards the targeted meat types in the Kab-
ylia region.

Figure 1.  Study area and distribution of the 665 respondents who participated in the online survey from three 
provinces of the Kabylia region (north of Algeria).
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Materials and Methods

Data collection using an online survey

The data of this study were based on a struc-
tured online survey at the consumer level, in Kab-
ylia region, related to the consumption of goat meat 
compared to different other animal meat sources 
such as lamb, beef, horse, camel, and chicken. The 
study was conducted online from 31 March – 30 
September 2020 using a questionnaire built through 
the Google forms database that was then shared 
using online platforms. The survey instruments 
were adapted from established scales to fit the con-
text of this research that aims a better characteriza-
tion of overall meat consumption, preferences, and 
frequencies with a focus on goat meat in Kabylia 
region, Algeria (Figure 1.). The questionnaire was 
developed and used in French language.

The data of this online survey were collected 
by convenience sampling on respondents from Kab-
ylia region in Algeria, grouping three large provinces 
(Tizi-Ouzou, Bejaia, and Bouira) as illustrated in Fig-
ure 1. The survey questionnaire consists of two major 
sections including consumer experience and meat eat-
ing habits. The first section focused on all meat con-
sumers and the second one on goat meat consumers. 
Among its different items, the first ones enquired the 
profiles of the respondents and their frequency and 
preferences of consumption of the six meat sourc-
es. We then asked for the i) gender of the respond-
ents, ii) their province, iii) age, iv) employment/occu-
pation, then their v) meat consumption, followed by 
the vi) frequency (pattern) of meat consumption and 
vii) preferences among six meat types. Only the par-
ticipants eating goat meat were allowed to proceed fur-
ther with the survey questionnaire. Thus, the rest of the 
questionnaire items were specific to goat consumers; 
including the i) reasons and frequency of goat meat 
consumption, ii) how they compare goat meat senso-
ry attributes to other meat sources, iii) consumer expe-
rience and eating habits as well as consumer perception 
and purchasing toward goat meat in comparison to oth-
er meat sources. A progress bar was automatically add-
ed to stimulate respondents to finish the online survey.

Sample profile and data analyses

From the collected responses, 665 respond-
ents were considered valid and useable. Data quality 
checks evaluated any outliers from the respondents’ 
response time, thanks to clustering analyses, the 
respondents who answered to our questionnaire in 
a static manner were identified and eliminated. The 

names and emails of the respondents were further 
scrutinized in each response to ensure that the same 
individuals were unable to take the survey more 
than one time. The data analyses were then all con-
ducted in Microsoft Excel 2016 statistical software 
(Microsoft Corporation, Microsoft Office Excel 
2016, USA). For research item questions, we report-
ed the share of consumers in each item as appropri-
ate using percentages. The graphs were elaborated 
with Microsoft Excel statistical software.

Results and discussion
The evaluation of consumer perception of goat 

meat has been the subject of numerous studies around 
the world, but few studies were conducted in Alge-
ria. The main objective of this study was therefore to 
investigate for the first time the preferences and atti-
tudes of consumers towards goat meat among other 
meat species in the Kabylia region of Algeria. Thus, 
this study aimed to identify the relevant consumer 
motivations towards goat meat, as well as the barri-
ers to its consumption.

Socio‑demographics of the meat consumers who 
participated in this study

Table 1. summarizes the demographic profile of 
the 665 respondents by describing their gender, dis-
tribution in the three provinces, selected age, occu-
pations, and rather eating meat or not. From the total 
of respondents, 53.8% (n = 358) of them were male 
whereas 46.2% (n = 307) were female. The majori-
ty of the respondents were from Tizi-Ouzou prov-
ince (n = 327, 49.2%), followed by 188 (28.3%) from 
Bejaia and 150 (22.6%) from Bouira (Figure 1.). The 
socio-demographic characteristics of consumers dif-
fered in terms of education and age (Table 1.). In 
terms of age distribution, the majority of the respond-
ents were young, aged between 20– 30 years (63.5%), 
from which 24.7% were below 30 years. Around 12% 
were higher than 40 years. A large proportion of the 
respondents stated their occupations as employee 
(43.6%) working in different sectors such as teaching, 
doctors …etc. Within this category a significant part 
was full-time student (40.0%) followed by profession-
al freelance (9.8%). Finally, a minority of the respond-
ents were unemployed (4.7%) or retired (2.0%). Con-
sumption decisions are heavily influenced by one’s 
degree of education and disposable income (Khara et 
al. 2021) as meat is an expensive commodity in Alge-
ria. The education level of respondents varied from 
primary school to post-graduate level and majority of 
them having a minimum undergraduate degree.
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Participant preferences, attitudes and beliefs 
towards meat consumption of different species

Meat consumption plays a major role in con-
sumers’ daily food intake. Our survey revealed that 
4.4% of the respondents (n = 29) never consumed or 
are not consuming meat and a significant majority of 
95.6% (636 responded) are meat eaters (Table 1.), but 
with divergent frequencies and preferences for the six 
meat types as discussed below. The trend towards the 
consumption of meat analogues and substitutes rather 
than animal proteins in Algeria is not known and can-
not yet be considered, or it can be speculated as new. 
This might reflect the satisfaction of the consumers in 
eating their traditional meat-based dishes for which 
preferences are very high (Gagaoua & Boudechi‑
cha, 2018). The low number (4.4%) of non-meat eat-
ers observed in this study seems to be in agreement 
with the current worldwide trends/shifts towards new 
meat alternatives (Boukid & Gagaoua, 2022), that are 
mainly from plant-based food products (Onwezen et 
al. 2021; Anusha Siddiqui et al. 2022). A shift/tran-
sition to consider meat alternatives in the diet of 
consumers offers new interest on vegetables/grains 

and numerous surveys reported meat reducers and 
meat avoiders (Holm & Møhl, 2000; Possidónio et 
al. 2021). The percentage we identified in this sur-
vey is comparable to a recent Canadian survey where 
approximately 5.1% Canadians identified as vegans 
(Popoola et al. 2021). Different attributes and driv-
ers can be involved in such decision-making or the 
shift to other protein sources. Meanwhile, it is wor-
thy to note that fish and rabbit (and other animal pro-
tein sources such as eggs) were not considered in our 
survey to take any conclusion. Thus, further targeted 
studies in Algeria including in the Kabylia region are 
needed to better understand on one hand the origin 
of animal-proteins sources of the consumers and on 
the other hand, the main reasons and motivations of 
non-consumption of meat and meat products.

Based on the above results, the following focus-
es on the consumption pattern (frequencies) and pref-
erences of the six different types of meat using the 
data collected from the 636 respondents eating at least 
one of the six meat types (Figure 2.). This question 
is important to better analyse the consumer profile of 
each type of meat to adapt the marketing mix to each 

Table 1.  Description of the socio-demographics of the respondents who participated in the online survey  
(n = 665) from the Kabylia region.

Variable Categories Frequencies Percentages (%)

Gender 
Female 307 46.2
Male 358 53.8

Province 
Bejaia 188 28.3
Bouira 150 22.6
Tizi Ouzou 327 49.2

Age 

˂20 16 2.4
20-30 406 61.1
30-40 164 24.7
40-50 47 7.1
50-60 22 3.3
˃60 10 1.5

Occupation

Employee 290 43.6
Full time student 266 40.0
Freelance (Professional) 65 9.8
Unemployed 31 4.7
Retired 13 2.0

Meat consumption
Yes 636 95.6
No 29 4.4
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one and identify the motivations and beliefs of meat 
consumers. The results revealed that the respondents 
have divergent patterns in meat consumption and pref-
erences towards goat, beef, lamb, chicken, horse and 
camel meats (Figure 2a.). It is known that patterns 
in meat consumption are unpredictable and changes 
were described to occur in the way consumers behave 
towards food (Grunert, 2006). For example, earlier 
studies reported that the consumption of goat among 
other meat types is variable and in certain cases house-
holds preferred to consume small ruminants’ (goat and 
lamb) meat over beef (Juma et al. 2010).

In this study, chicken was found as the main 
meat eaten by all respondents, mostly always and 
highly appreciated (Figure 2b.), followed by beef and 
lamb meats (Figure 2a,b.). The preference towards 
chicken meat might be due to several factors likely its 
superior taste, affordability, health attributes, nutri-
tional quality, and convenience of processing. These 

findings align with the political guidelines in Alge-
ria as, since the beginning of the 1980s, the Algeri-
an Ministry of Agriculture oriented meat consump-
tion to white meat as an alternative to beef and lamb 
for numerous economic and health reasons. Also, 
chicken contains low cholesterol and fat with very 
high omega-3 fatty acids (Fletcher, 2002). Further-
more, the high chicken consumption compared to 
other meat types could be ascribed to the relatively 
low price (most affordable type of meat available in 
the market) with typically convenient portions, hence 
making chicken as the most economical meat if the 
number of dishes cooked with meat is usually high. 
In agreement to our findings, Tomasevic et al. (2021) 
reported for Eastern European consumers that only 
2.6 % avoid consumption of chicken meat, while the 
majority (51.7%) and more than half of them eat it on 
a fortnightly basis. Similarly, in India the contribu-
tion of meat from poultry was found very high (50%) 

Figure 2.  Frequency of consumption (A) and preferences (B) of goat meat compared to the meat sources 
listed in the online survey likely camel, lamb, beef, horse and chicken from the three provinces (Tizi-Ouzou, 

Béjaia and Bouira) in Kabylia region.
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followed by buffalo (19%), goat (14%), sheep (8%), 
pig (5%) and cattle (4%) (Mohan et al. 2022). Among 
Canadian consumers, the study by Popoola et al. 
(2021) reported that the most frequently consumed 
meat was poultry, followed by beef and pork, while 
only a small proportion of participants consumed 
lamb frequently. Inversely to these studies including 
our survey, Australian consumers were described to 
allocate 44% of the meat expenditure on beef, 24% 
on pork, 20% on chicken, 12% on lamb, and very lit-
tle on mutton (Wong et al. 2015). A Spanish consum-
ers study reported that beef and turkey meats were 
associated to the consumers’ food-related lifestyle 
(Escriba‑Perez et al. 2017).

Horse and camel meats were found as being not 
well appreciated or eaten by the consumers from Kab-
ylia region (Figure 2b.), hence representing the lowest 
proportions (Figure 2a). This result may be explained 
by the meat-eating habits of the consumers of this 
region towards those meats that are not produced 
locally or because they are not dominating the main 
dishes of this region. The limited availability of horse 
and camel meats may have contributed to lower famil-
iarity scores as the per capita consumption of oth-
er meats in Algeria and the disparity that might exist 
for camel meat availability and consumption between 
the North and South of country (camel is more dom-
inant in the South) with different tradition, cultures, 
lifestyles and habits. In fact, culture, traditions, and 
taboos all play an important role in determining how 
much or which type of meat can be eaten in a soci-
ety (Bernués et al. 2012; della Malva et al. 2022), 
especially in rural areas such as Kabylia. Food neo-
phobia (reluctance to try or avoidance of new food) 
and food variety seeking (tendency to seek variety in 
food choice) (Pliner & Hobden, 1992) impact behav-
iour towards unfamiliar meat products that can be the 
case of horse and camel meats. However, it is impor-
tant to mention that research on Algerian consumers’ 
perception of horse and camel meat is limited and, to 
the best of our knowledge, none of the few available 
studies has focused on understanding consumers’ per-
ception of these meats. On another hand, consumers 
have perceptions about a food, which influence their 
decision to accept or reject it. Consumers’ tendency 
to avoid unfamiliar meat products can be attributed to 
a distaste for their sensory attributes, fear of the neg-
ative consequences of their consumption, a sense of 
repulsion for the source of the food, and the mental 
classification of the food as inappropriate (Derinalp 
Çanakçı & Birdir, 2020). This was recently described 
in a survey among Canadian consumers for which 
horse meat was unfamiliar to 80% of the participants 

(Popoola et al. 2021). In fact, the horse was perceived 
as a companion animal and the dominant percep-
tion of its meat was then judged unacceptable for eat-
ing. According to Belaunzaran et al. (2015), the con-
sumption of horse meat has been mainly interrupted 
throughout history due to three major reasons related 
to religion, social and/or culture.

Finally, goat meat seemed to be intermediate 
compared to the other meat types (species), where it is 
never consumed by 27.7% of the respondents, and it is 
mostly consumed sometimes (44.8%, n = 285) or rare-
ly (20%, n = 127) and on average, it is well appreci-
ated. These data allow an initial concept of the behav-
iour of consumers concerning goat meat consumption. 
Compared to the other species namely chicken, beef 
and lamb, less scientific investment has been made 
towards improving the productivity of goats (Dhan‑
da et al. 2003). This maybe one major reason that rel-
egated goats to low economic value, hence driving the 
preference of consumers for other meat types. Com-
pared to other studies, our findings are in line to Euro-
pean consumers of goat meat consumptions that were 
significantly lower than for other types of meat likely 
chicken and beef (Mandolesi et al. 2020). On anoth-
er hand, it is worthy to mention that in Africa includ-
ing in Algeria, the demand for goat meat consumption 
is very much linked to household income and the mar-
ket price of this meat (Dubeuf et al. 2004; Juma et al. 
2010; Teixeira et al. 2020).

Goat meat consumption and consumer purchase 
behaviour

Based on the 636 meat consumers, only 362 
respondents (56.9%) declared consuming goat meat 
(Table 2.). Thus, the rest of our survey focused on 
goat meat consumers only. Surprisingly, goat meat 
consumption was found to be very low in Kabylia 
region with about 45% of respondents consuming it 
only once a year and 44.2% consuming it month-
ly or seasonally (combined), and only less than 
10% declared consuming it once every two weeks 
or weekly (Table 2.). Our results are globally in 
line with the goat meat consumption rate of Turk-
ish households based on several surveys (Kosum et 
al. 2019). Available research suggests also that the 
demand for goat meat is influenced by consum-
ers’ age, gender, household sized, and marital sta-
tus (Nelson et al. 1999; McLean‑Meyinsse, 2003). 
The familiarity to goat products would be another 
important reason of low goat meat consumptions. 
Accordingly, the perception of goat meat quality 
amongst American consumers was found to differ 
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Table 2.  Characteristics, perception and behaviour of goat meat consumption by the respondents who eat 
meat (n = 636) from the Kabylia region.

Variable Categories Frequencies Percentages (%)

Goat meat consumers 
Yes 362 56.9
No 274 43.1

Frequency of goat meat 
consumption 

Once per week 21 5.8
Once per 2 weeks 18 5.0
Once per month 60 16.6
Once per season 100 27.6
Once a year 163 45.0

Raisons of goat meat 
consumption 

No specific raison 274 43.1
Price 47 13.0
Taste 188 51.9
Nutritional values 230 63.5
Safety 114 31.5
Others1 34 9.4

Which of these sensory 
attributes do you judge 
different in cooked goat 
meat comparable to other 
species?

Colour 64 17.7
Taste 294 81.2
Texture (tenderness) 207 57.2
Flavour 112 30.9

Reasons of goat meat 
consumption

Traditional and religious 
events 180 49.7

Restaurant 111 30.7
Cooking at home 7 1.9
No specific raison 189 52.2

How do you judge the 
frequency of goat meat 
consumption? 

Low 143 39.5
Medium 169 46.7
High 45 12.4
Very high 5 1.4

Reasons for the weak goat 
meat consumption 

Strong taste 89 24.6
High price 98 27.1
Availability 183 50.6
Culinary habits 186 51.4
Ignorance of its nutritional 
values 198 54.7

How do you judge the price 
of goat meat?

Low 19 5.2
Acceptable 180 49.7
High 163 45

Legend: 1 The main other reasons were for curiosity, the only meat available, familial traditions.
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based on product familiarity, with consumers that 
grew up eating goat meat holding positive percep-
tions and neophobia being experienced by those that 
were unfamiliar (Ekanem et al. 2013). These per-
centages further highlight that goat meat is underuti-
lised, which can be the consequence of the low soci-
etal awareness on the beneficial nutritional value of 
this meat as previously evidenced (Marandure et al. 
2020). In support of this, Melody and Amit Kumar 
(2021) confirmed that the nutrient content of goat 
meat is undervalued by many consumers and sug-
gested that educating consumers about this added 
value should be emphasized in marketing commu-
nication to encourage them to increase their fre-
quency of consumption. In agreement to this and 
from the respondents consuming goat meat, our sur-
vey reported that the main reasons of purchase/con-
sumption are for its nutritional values (63.5%), fol-
lowed by taste (51.9%) and other reasons (43.1%): 
such as the curiosity, the only meat available and for 
familial traditions. The study carried out by Ekanem 
et al. (2013), reported a percentage of 56% of the 
respondents considered the nutritional value of goat 
meat when buying it. Moreover, the study reported 
that 60% of the participants are willing to buy more 
goat meat if additional information on its nutritional 
value was made available. Another study confirmed 
the motivation of consumers to pay a premium for 
goat meat for which they had a guarantee of its nutri-
tional and food safety (Ibrahim et al. 2018). Based 

on these aspects, we can suppose that the major rea-
sons for poor goat meat familiarity and consumption 
are related to marketing, lack of organized produc-
tion, and consumption pattern. Thus, raising aware-
ness of the constructive and beneficial effects of 
goat meat through direct or indirect means can be 
considered the first step toward improving the sup-
ply of such a valuable animal protein source.

In agreement to earlier studies (Webb et al. 
2005), respondents declared that the most significant 
differences of goat meat compared from other types 
of cooked meat were related to the sensory attributes: 
taste (81.2%), tenderness (57.2%), flavour (30.9%) 
and weakly in terms of colour (17.7%). In comparison 
to lamb meat, an earlier study reported that goat meat 
was tougher with high connective tissue amounts 
(Schönfeldt et al. 1993). However, it is important to 
note that such differences are depending on the ani-
mal type, breed, age at slaughter and production sys-
tem (Gagaoua et al., 2016; Pophiwa et al. 2020; 
Teixeira et al. 2020; Gagaoua et al., 2022). A total 
of 49.7% of the respondents declared that they most-
ly consume goat meat during religious and socio-cul-
tural events (Table 2.) such as family celebrations, or 
religious feasts of the sacrifice “Aid Al Adha”, birth 
of a child, circumcisions and for welcoming visitors. 
This is in agreement to the habits and practices relat-
ed to the consumption of meat and traditional meat 
products in several African countries including Alge-
ria (Gagaoua & Boudechicha 2018; Marius et al. 
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2020). Further, this is maybe because Algerian people 
like to eat and share food with family and eating goat 
meat at this event could enhance the relationships and 
enjoy better the celebrations. Overall, the respond-
ents judged low to medium the consumption of goat 
meat, explaining this trend by several reasons, likely 
culinary habits (51.4%), its non-availability (50.6%), 
high price and the fact that most consumers are not 
aware of its nutritional value importance.

Evaluation of goat meat quality by the 
respondents and consumers purchase behaviour

The determinants of goat meat purchase, con-
sumption, and meat quality attributes evaluation are 
multiple and the analysis of the consumer percep-
tions is critical for understanding and forecasting 
consumer behaviour (Grunert et al. 2004). There-
fore, for a better understanding on how respond-
ents evaluate goat meat in relation to certain intrinsic 
qualities of meat (nutritional and sensory attributes) 
compared to other types of meat, we focused on beef 
as an example (Figure 3.). It appears that the major-
ity of the respondents rate the colour of goat meat 
as equivalent to beef, but better in terms of tender-
ness and taste, and as expected significantly better 
in terms of nutritional attributes related to goat (Res‑

urreccion, 2004; Liu et al. 2013; Mazhangara et al. 
2019). Nevertheless, a number of consumers consid-
er goat meat to being inferior in colour, texture and 
taste compared to beef (Figure 3.). A general belief 
that goat meat is inferior to beef sensory qualities 
was reported in earlier studies (Babiker et al. 1990). 
In another study, goat meat was reported to be equiv-
alent in flavour but less tender and overall less pal-
atable than beef when samples of comparable matu-
rity and fatness were compared (Smith et al. 1974). 
Consumers judge that a better satisfaction of their 
needs by adding goat meat to their diets for its nutri-
tional value and the lowest fat content, hence making 
it a healthy choice compared to other meat sources 
(Mandolesi et al. 2020). The health aspect is a com-
mon reason for changing consumption habits and 
seemed in this study of significant role to consumers 
from Kabylia region. Overall, it is known that con-
sumers tend to view meat as a healthy and important 
part of the diet to provide them with needed nutrients 
such as proteins and vitamins (Verbeke et al. 2010).

The decisions to purchase meat by consumers 
are influenced by meat consumption properties and 
quality attributes (Font‑i‑Furnols & Guerrero, 2014). 
The purchase criteria described in this survey by the 
respondents for goat meat were in the following order: 
freshness and tenderness in the first place, followed 

Figure 4.  The main criteria used by the surveyed respondents to purchase goat meat. The criteria were 
ranked based on the number of responses, knowing that the respondents were given the liberty to score  

more than one parameter.
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by price, colour and origin, and finally the production 
system and information on the animal type (Figure 
4.). According to a recent study, Chinese consumers 
consider freshness not only as one of the most crucial 
factors in buying red meat, but also as a primary safe-
ty criterion, hence allowing to evaluate its quality and 
safety (Kantono et al. 2021). Consumers also relate 
freshness (product credibility or ‘credence’) to col-
our, which indicates deterioration and freshness loss, 
hence ranking colour as an essential driver of meat 
purchases (Mancini & Hunt 2005; Gracia & de‑Mag‑
istris, 2013). Among Indian consumers, freshness of 
meat would be decided mainly by tenderness and col-
our (Mohan et al. 2022). Respondents also revealed in 
our survey that tenderness is another major cue influ-
encing their purchase decision of goat meat. In fact, 
tenderness is the leading indicator of meat quality and 
the main factor worldwide described to influence meat 
product processing and consumer acceptance (Gaga‑
oua et al. 2019; Gagaoua et al. 2021). Regardless of 
all sensory and nutritional attributes, price remains a 
critical parameter and was ranked by respondents in 
third place with a significant number (45%) rating 
prices as very high and not affordable and very few 
as low (Table 2.). Indeed, price is known as a key fac-
tor to consumers for purchasing meat including that 
from small ruminants (Ward et al. 1995; Hoffman et 
al. 2005). Finally, the comparison of the major intrin-
sic sensory quality traits (colour, tenderness, taste and 
flavour) of goat meat to other meat types in terms of 

their importance is given in Figure 5. The respond-
ents seemed to compare similar/equivalent the qual-
ity attributes of goat meat to those of lamb. However, 
colour was the only trait identified by the consumers 
to be similar to that of beef. This can be related to the 
type of muscle, mostly characterized as red.

Conclusions

This study is the first to highlight in Kabylia 
region and within its three provinces (Tizi-Ouzou, 
Bejaia, and Bouira) the trend of meat consumption 
from several species, revealing that the main con-
sumed meat is chicken followed by beef and lamb. 
Goat meat, which is the focus of our study, is con-
sumed to a small extent, while horse and camel 
meats are never or rarely consumed. Overall, it was 
found that the purchase and/or consumption of meat 
is done where it is produced, which is the case in 
our study area. Consumers’ perception and purchase 
behaviour of goat meat in Kabylia region was then 
investigated in a sub-population of the survey. Fur-
ther studies are needed to confirm our findings and 
to explore the antecedents of these attitudes in larger 
samples and on special populations looking for spe-
cial attributes. Encouraging the consumption of goat 
meat as an alternative and valuable source of ani-
mal proteins can be seen as a sustainable approach. 
In fact, goats can contribute to sustainable and pro-
ductive use of water resources if their efficiency is 

Colour

Beef

Lamb

Camel

Horse

200

160

120

80

40

0
Tenderness

Sensory attributes

N
um

be
r 

of
 re

sp
on

se
s

Taste Flavour

Figure 5.  Comparison of the major intrinsic sensory quality traits of goat meat to red meat species in terms 
of their importance.
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improved by better adapted research and more effi-
cient extension service. Therefore, the Algerian goat 
industry has great potential to grow in the market. 
Additionally, goat production entails lower methane 
emissions compared to other domestic ruminants, 
therefore this could contribute to the mitigation of 

climate change in red meat production. However, 
few strategies are needed to increase the consump-
tion of goat meat. For example, a better communica-
tion on the benefits related to the healthiness of goat 
meat and the provision of more detailed information 
on its characteristics would be very helpful.

Obrasci potrošnje kozjeg mesa i preference u tri 
provincije regiona Kabilija u Alžiru, u poređenju sa 
drugim vrstama mesa: rezultati onlajn ankete

Melisa Lamri, Djamel Djenane, Mohammed Gagaoua

A p s t r a k t: Ova studija je imala za cilj da, koristeći onlajn anketu, istraži obrasce/učestalost konzumacije mesa i preference 
nekoliko vrsta mesa u regionu Kabilija u Alžiru, i unutar tri provincije (Tizi‑Ouzou, Bejaia i Bouira). U ovom radu je posebno ispitana 
potrošnja kozjeg mesa u odnosu na jagnjeće, goveđe, konjsko meso, kao i kamilje meso i piletinu. Korišćenjem istraživačke ankete na 
homogenoj populaciji potrošača po polu, pokušali smo da objasnimo/razumemo osnovne faktore percepcije potrošača i kupovnog po‑
našanja/odluka pri kupovini kozjeg mesa. Istraživanje sprovedeno na 665 ispitanika pokazalo je da su 95,6% ispitanika potrošači mesa 
i mesnih prerađevina (n = 636), a da 4,4% (n = 29) nikada nisu konzumirali meso. Većina ispitanika nikada nije konzumirala meso 
kamile (54,3%, n = 339), kao ni konjsko meso (42,5%, n = 270). Od onih koji konzumiraju kamilje meso, samo 14 ga stalno konzumira 
(1,6%), a ostali ponekad (35%) ili retko (9,1%). Piletina je jedino meso koje jede značajan broj ispitanika (n = 534), od kojih 84,0% 
ga stalno konzumira, zatim goveđe (56,6%) i jagnjeće (21,2%). Piletina je takođe bila najomiljenije meso u poređenju sa drugim vr‑
stama, dok su konjsko i kamilje meso manje cenjeno. Kozje meso je bilo srednje, u odnosu na ostale vrste, 27,7% ispitanika ga nikada 
ne konzumira, i uglavnom se konzumira ponekad (44,8%, n = 285) ili retko (20%, n = 127) i, prosečno je cenjeno. Ova studija je prva 
koja je u regionu Kabilija istakla trend potrošnje mesa nekoliko vrsta, otkrivajući da se značajno konzumira piletina, a zatim goveđe 
i jagnjeće meso. Kozje meso se slabo konzumira, a kamilje i konjsko meso, nikad ili retko. Podsticanje konzumiranja kozjeg mesa kao 
alternativnog i vrednog izvora životinjskih proteina može se posmatrati kao održiv pristup.

Ključne reči: potrošnja mesa, Alžir, anketa, preference potrošača, stoka, online upitnik.
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