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Abstract: The aim of the study was to examine the rabbit consumption habits and opinions of people living in coun-
tries that regularly consume rabbit meat. Snowball sampling of data collection was used, a total of 1 860 error-free 
questionnaires were evaluated. Most of the completed questionnaires came from Hungary, Italy, Spain, China, 
Poland, France and Mexico. It is to note that 21.3% of respondents have not yet consumed rabbit meat: China 
(32.1%), Hungary (24.7%), Poland (22.4%), and France (4.8%). The main reasons for not consuming rabbit meat 
were emotional reasons (22.3%), it does not fit their dietary habits (15.7%). There are 28.7% of respondents who 
consume rabbit meat once or twice a year, 18.6% less often and 21.9% monthly. It was most often (weekly and 
monthly) consumed in Spain (25.3% and 36.8%), in Italy (15.3% and 36.2%), in France (1.6% and 38.7%, respectively). 
Men, aged 40 to 59, secondary school graduates, and those having a higher income eat rabbit meat more often 
than other groups. The highest scores (near to 4.5 on a 1–5 scale) were given for the health aspects of rabbit meat, 
such as high protein, omega-3 fatty acids and vitamins, and low fat and cholesterol contents. In order to encourage 
the consumption of rabbit meat, different marketing campaigns should be carried out in each country, depending 
on the standard of living, production intensity (large-scale or small-scale) and place of purchase (supermarket 
or local market). It is paramount to make the younger generation aware of the excellent and health-protective 
properties of rabbit meat.
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Consumption of meat (animal protein) played 
a decisive role in the evolution of Homo sapiens. The 
increasing amounts of animal products into the diet 
were essential in the evolution of the human brain 
(Aiello and Wheeler 1995). Meat is an important 

part of a healthy diet for all people, especially for 
pregnant and lactating women, children and the el-
derly. It supplies high-quality protein, essential ami-
no acids and micronutrients such as iron (Fe), zinc 
(Zn), selenium (Se), vitamin A and vitamin B12, and 
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folic acid (Simpson et al. 2019). In present times, 
even in Western countries, there is  a great risk 
of malnutrition (iron deficiency, anaemia, sarcope-
nia, vitamin B12, Zn, and Se deficiency, obesity). 
It is therefore essential to gain a better understand-
ing of the contribution of terrestrial animal foods 
to healthy diets in order to  improve human nu-
trition (FAO 2023a). Based on its nutritional and 
dietary properties, rabbit meat is recommended 
for children by WHO (Escriba-Perez et al. 2019). 
At the same time, a  long list has been drawn up 
which opposes meat consumption: health risk, food 
safety, food security, sustainability, greenhouse gas 
emissions, using too large land areas and too much 
water, animal welfare, animals are fed grains that 
could be consumed by people, etc. (Kildal and Syse 
2017). So, there is  a  contradiction between the 
need to consume meat and the environmental im-
pact of its production and its health risk. However, 
a recent study by Stanton et al. (2022) identified 
a fatal scientific flaw in the study on the health risks 
of red meat published in the 2019 Global Burden 
of Diseases, Injuries, and Risk Factors Study (Murray 
et  al. 2020), and new and updated reviews and 
meta-analyses covering all dietary risk factors are 
requested, and subjected to full independent peer 
review. Opponents of meat consumption are much 
more active than those interested in meat produc-
tion. Carbon footprint and greenhouse gas emission 
of rabbit breeding is quite small (Cesari et al. 2018). 

Rabbit meat belongs to the group of white meats 
without any health risk. Rabbits consume cellulose-
rich forages and convert them into protein (meat) 
without competing with humans for food (Cullere 
and Dalle Zotte 2018). At the same time, rabbit meat 
is very healthy being low in fat, cholesterol and so-
dium content and it is rich in high biological value 
proteins and omega-3 fatty acids and some micro-
nutrients (Dalle Zotte and Szendro 2011). With feed 
supplements, its functional value can be further im-
proved (Dalle Zotte and Szendro 2011). 

Rabbit meat consumption is not popular world-
wide. It  is mainly limited to the Mediterranean 
region like Algeria, Cyprus, Egypt, France, Italy, 
Malta, Portugal, Spain, and some other European 
countries like Belgium, Czech Republic, Germany 
and Luxembourg (Cullere and Dalle Zotte 2018). 
Thus, compared to the meat consumption of differ-
ent animal species, rabbit meat is usually between 
the 4th and 6th position (Szczepaniak et al. 2004; 
Villanueva et al. 2015; Szendro 2016; Escriba-Perez 

et al. 2017; Sanah et al. 2020). According to the 
European Commission (2017), the rabbit meat 
consumption (per capita per year) is the highest 
in Malta and in the Czech Republic (> 3 kg), followed 
by Spain and Portugal (1 to 1.5 kg), France and Italy 
(0.5 to 1 kg), Belgium and Germany (0.1 to 0.5 kg) 
and the rest of EU Member Countries (< 0.1 kg). 
Between 1998 and 2017, in  some traditionally 
rabbit meat-consuming European countries, such 
as Spain, Italy and France (Trocino et al. 2019), 
rabbit meat consumption decreased, especially 
among the young consumers (Gonzalez-Redondo 
and Contreras-Chacon 2012). In Spain a media 
campaign was built up by the support of doctors, 
dieticians, nurses and other professionals to in-
form consumers and to promote the consumption 
of rabbit meat as an excellent food, which is healthy 
and essential in the Mediterranean diet. As a re-
sult, the rate of decline has temporarily decreased 
(Gonzalez-Redondo and Rodriguez-Serrano 2012).

Commercial large rabbit farms are typical in the 
EU, however there is a very high proportion of rab-
bit meat originated from backyard farms with direct 
sales (34%) (European Commission 2017). The rest 
of the world is characterised by small-scale pro-
duction (e.g. Africa, America, most part of Asia) 
(Lukefahr et al. 2004), while China has more and 
more large rabbit farms, and most of the rabbit meat 
is produced in Sichuan, Shandong, Chongqing, 
and Henan provinces (Li et al. 2018). On the other 
hand, the development of rabbit meat production 
in developing countries is a realistic goal for several 
reasons: e.g. rabbit is a herbivorous animal that can 
be fed fibre-rich feed and by-products that are not 
suitable for human consumption, it is not a com-
petitor for humans. It requires very low investment 
in the backyard economy. Both women and chil-
dren can take care of them. Rabbit meat is a high-
quality, protein-rich, healthy food (Lukefahr 2010; 
Wongnaa et al. 2023).

It is  worth considering that, although rabbit 
farming is a very small sector of the world’s animal 
husbandry, it represents an important livelihood 
support or a significant part of the business for 
many owners of large farms, slaughterhouses, cages 
and feed manufacturers.

The aim of the survey was to update informa-
tion about the consumption of rabbit meat, and 
to analyse some of the factors influencing its rejec-
tion or frequency of consumption, such as country, 
gender, age, education and household income.
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MATERIAL AND METHODS

Sampling methods

A global consumer study was conducted. Among 
non-probability sampling techniques, snowball 
sampling of data collection (Goodman 1961) was 
used meaning that the structured survey was given 
to an initial group of respondents (those who used 

the Internet) selected randomly. Respondents were 
encouraged to locate other members of the target 
population whom they know, i.e. friends, relatives, 
colleagues, etc. Since in the case of China, the online 
questionnaire reached only a few people directly, 
we asked a colleague for help who was primarily 
able to engage university students and staff. Multiple 
responses were excluded since the system allowed 
only one response/IP address. The total number 
of responses was 1 860. Subgroups were formed 
based on the background information: country, gen-
der, age, education level and household income. The 
distribution of respondents is shown in Table 1.

In the questionnaire, we emphasised that the sur-
vey was anonymous and asked for their consent in the 
first point to publish the results in a scientific paper.

Data analysis

Only faultless questionnaires were evaluated. 
SPSS software (v.10.0) was used for analysing the 
questionnaire. Frequency distributions, cross tables 
(for determining the relation of a variable to the 
background variables and to other involved vari-
ables) and one-way analysis of variance (ANOVA) 
(for Likert-scale questions, using the character-
istics of rabbit meat as dependent variables and 
country, gender, age, education and household in-
come as independent variables) were used in the 
evaluation of the questionnaire. In addition, mean 
calculations and significance analysis (χ2-probe) 
were performed. The significance of differences 
was tested by Tukey post hoc test. For background 
variables, those respondents were excluded from 
the analyses whose proportion did not reach 3%, 
due to the low number of items.

RESULTS AND DISCUSSION

Distribution of non-rabbit-meat 
consumption

The proportion of non-rabbit consumers in the 
total surveyed population was 21.3% (Figure 1). 
It was more common among women than among 
men (27.5% and 15.1%, P < 0.001). 

The 50–59 age group was less frequent among the 
non-rabbit consumers, whereas the youngest ones 
consumed rabbit meat the least often (Table 2). 

Table 1. The distribution of the sample

Description Number %
Total respondents 1 860 100
Countries and regions
Spain 229 12.3
Italy 242 13.0
France 69 3.7
Poland 198 10.6
Hungary 420 22.6
Rest of Europe1 234 12.6
China 201 10.8
Rest of Asia2 84 4.5
Mexico 59 3.2
Rest of America3 70 3.8
Africa 54 2.9
Gender
Female 983 52.8
Male 877 47.2
Age, year
< 29 575 30.9
30–39 402 21.6
40–49 396 21.3
50–59 329 17.7
> 60 158 8.5
Education background
College, university 1 693 91.0
Secondary school and below 177 9.0
Household income
Live very well and with a high enough 
income to set money aside 289 15.5

Live well but can only set little  
money aside 947 50.9

Just enough, but cannot set  
any money aside 429 23.1

Not enough for a proper living 86 4.6
No answer/don’t know 109 5.9
1Rest of Europe: mainly from Czech Republic, Greece, Roma-
nia and Slovakia; 2rest of Asia: mainly from India, Indonesia, 
Iran and Turkey; 3rest of America: mainly from Colombia, 
USA and Canada
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According to the education level there was no dif-
ference between the groups. The proportion of non-
consumers of rabbit meat was between 5 and 10% 
in major consumer countries (France, Italy, Spain 
and Mexico). In Poland and Hungary, it was al-
most a quarter of respondents, while it reached 
one-third in China (Table 3). Previously, higher 
values were published in  Spain (Buitrago-Vera 
et al. 2016; Escriba-Perez et al. 2019) and in Poland 
(Szczepaniak et al. 2004).

Reasons for rejecting rabbit meat 
consumption

Two prevailing reasons for rejecting the con-
sumption of  rabbit meat were the “emotional 
reason”, and the fact that they had “never tasted” 
it (Figure 2). There was also a significant propor-
tion of those who felt that “rabbit meat did not fit 
in my dietary habits”. The least frequent answers 
were “it is complicated to prepare”, “cannot afford 
it”, and “religious reasons”.

Most of the reasons for reducing or excluding 
the meat consumption can be divided into personal 
health and moral reasons (animal health, animal 
welfare, effect of animal breeding on environment, 
etc.) (De Backer and Hudders 2015). However, ac-
cording to Vanhonacker et al. (2013) most people 
do not take into account ecological issues in their 
consumer choices. 

In the present study “emotional reasons” of reject-
ing rabbit meat were more frequent among women 
than among men (44.4% and 13.2%, respectively; 
P < 0.001), whereas “I don’t know where to buy” 
was more common among men (men 26.4% and 
women 10.3%; P <0.001). The latter is presumably 
related to the fact that women buy food more often 
than men. 

Figure 1. Frequency of rabbit meat consumption (%)
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Table 2. Effect of consumer age on the frequency of rabbit meat consumption

Frequency
Age (year)

P-value
18–29 30–39 40–49 50–59 > 60

Daily 0.4 0.6 0.0 0.4 1.6 0.236
Weekly 7.3a 6.5a 9.3a 15.2b 11.3ab 0.002
Monthly 16.8a 21.2ab 24.4bc 29.5c 18.5ab < 0.001
1–2 times per year 29.1 32.2 25.3 28.0 28.2 0.380
Less frequently than a year 19.4 17.5 20.1 14.8 22.6 0.305
Never 26.9c 22.0bc 20.9b 12.1a 17.7ab < 0.001
a–cMeans in the same row with different superscripts differ at P < 0.05 level

Table 3. Effect of nationality on the frequency of rabbit meat consumption

Frequency Spain Italy France Poland Hungary China Mexico P-value
Daily 0.0a 0.6ab 0.0a 0.0a 0.0a 0.5ab 4.0b 0.009
Weekly 25.3d 15.3c 1.6a 6.2ab 2.2a 2.7a 24.0cd < 0.001
Monthly 36.8d 36.2d 38.7d 17.4bc 14.7b 4.8a 38.0d < 0.001
1–2 times per year 21.1b 31.6bcd 43.5d 29.8bcd 33.7cd 33.7cd 18.0ab < 0.001
Less frequently than 
a year 6.8a 6.8a 11.3ab 24.2c 24.7c 26.2c 6.0a < 0.001

Never 10.0ab 9.6a 4.8a 22.4bcd 24.7cd 32.1d 10.0ab < 0.001
a–dMeans in the same row with different superscripts differ at P < 0.05 level
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Young people, especially those under 29, most 
often (46.9%) answered “I don’t know rabbit 
meat” (P < 0.001) and “I don’t know where to buy” 
22.1%) (P < 0.05) compared to the other age groups. 
The answer of “Its preparation is complex” was 
most frequent (14.7%) among respondents aged 
50–59 years (P < 0.05).

In terms of the educational background, a signifi-
cant difference was found in one case, with a higher 
proportion of high school graduates answering 
“I can’t afford it” than those with the university 
degree (8.6% and 2.3%, respectively; P < 0.05). 

Due to the low family income, a relatively high 
proportion of respondents answered “I can’t af-
ford it” (not sufficient income: 15.4% and the other 
groups: 1.4–2.2%; P < 0.001). 

Examining each country, Chinese (60.7%), 
Hungarian (37.6%), Mexican (33.3%) and Polish 
(31.6%) respondents most often answered “I don’t 
know rabbit meat”. The “emotional reason” was 
high among Italian (62.5%), Spanish (52.6%), 
Polish (36.8%), and Hungarian (35.3%) respond-
ents. In Mexico, China and Poland, most people an-
swered “I don’t know where to buy” (66.7, 26.2 and 
23.7%, respectively). The answer of “It doesn’t fit 
in my dietary habits” was high in Hungary (30.6%), 
and that of “Its preparation is complex” in Italy 
(15.6%) and Poland (10.5%). The ratios of vegetar-
ians were the highest in Italy (18.8%), in Poland 
(18.4%) and in Spain (15.8%).

Especially in the case of China, which is the world’s 
largest producer of rabbit meat, it was surprising that 
a large proportion of respondents answered “I don’t 
know rabbit meat”. Being mainly pork-eaters, more 
than half of their meat consumption is pork (34 kg/
year/capita), followed by poultry, beef and mutton. 
The consumption of other meats (including rab-
bit meat) is only 0.48 kg/year/capita (FAO 2023b). 
It can be assumed that in the FAO database, which 
is based on estimates, the production of rabbit meat 
in the countryside has a high weight, while it is less 
known in cities (the questionnaire was mostly filled 
out by university students).

In a previous study, “Absence of consumption 
habit” was the second (37.7%) reason for rabbit 
meat rejection among Spanish university students 
(Gonzalez-Redondo et al. 2010), whereas among 
children it  was only 3.6% (Escriba-Perez et  al. 
2019), however „Not purchased/not consumed 
at home” was also high (Escriba-Perez et al. 2019). 
This is also an important opinion for Polish young 
people (Szczepaniak et al. 2004).

According to previous studies, some people avoid 
consuming rabbit meat because of its sensory per-
ception: they do not like it. Among Spanish stu-
dents the ratio was 48.5% (Gonzalez-Redondo et al. 
2010), and among children it was 40.9% (Escriba-
Perez et al. 2019). Among Hungarian consumers the 
“I don’t like” response was 19.9%, with higher values 
for women than for men (Szendro 2016). Among 
Polish (Szczepaniak et al. 2004) and Chinese (Gao 
and Zheng 2016) consumers, the response rate was 
comparable. In Mexico, however, this is not among 
the most important reasons for refusing the rabbit 
meat consumption (Olivares et al. 2004).

Among Spanish university students, mainly fe-
male and young respondents (about 5%) rejected 
the rabbit meat consumption for emotional and 
moral reasons (Gonzalez-Redondo et al. 2010; 
Escriba-Perez et al. 2019). In Hungary, the emo-
tional reasons were very high (37%) (Bodnar and 
Horvath 2008). In another study, 7.9% of men 
and 28.4% of women felt sorry for the rabbits 
(Szendro 2016). The reason why respondents “feel 
sorry” is mainly due to the fact that rabbits are 
also companion animals (Gonzalez-Redondo et al. 
2010). The reason for this is that, in general, wom-
en are more concerned about animal welfare and 
environmental protection than men (Ruby 2012). 

In some countries, not knowing where to buy 
rabbit meat plays an influential role. In Mexico, 
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limiting factors of rabbit meat consumption are 
lack of market promotion (59.0%) or lack of selling 
points (37.6%) (Olivares et al. 2004). Even in China 
(23.3%; Gao and Zheng 2016) and in Hungary (10%; 
Szendro 2016; 13.6%; Bodnar and Horvath 2008) 
this factor is relevant.

The price of  rabbit meat is  not usually very 
competitive, especially in comparison with poul-
try (Petracci et al. 2018). Nonetheless, the price 
of rabbit meat was not generally a determining 
factor: 7.0% in China (Gao and Zheng 2016), 7.1% 
in Mexico (Olivares et al. 2004), 5.6% in Hungary 
(Szendro 2016), with the exception of one study 
where 46% of respondents found the rabbit meat 
too expensive (Bodnar and Horvath 2008). It seems 
that in countries where living standards are mod-
erately high, the food price is  not even raised 
as an issue. 

In  Hungary, 8% (Bodnar and Horvath 2008) 
or 1.7% (Szendro 2016) of respondents have in-
dicated their eating habits as vegetarian or vegan, 
so their diet does not include meat or food of ani-
mal origin, respectively.

Frequency of rabbit meat consumption

Generally, 78.5% of respondent already tasted 
rabbit meat. Half of the respondents eat rabbit meat 
once or twice a year or monthly, however less fre-
quent consumption was near to 18.6% (Figure 2).

In the present study, it emerged that men consume 
rabbit meat more often than women. Significant dif-
ferences were found between the two genders in the 
proportion of weekly (12.0% and 6.4%, P < 0.001) 
and monthly (23.9% and 19.6%, P < 0.0.05) consum-
ers. This result confirms previous studies (Szendro 
et al. 2020; Gonzalez-Redondo et al. 2010), the lat-
ter referring to university students. 

The reason why men consume more meat than 
women is unclear, some authors claim the exist-
ence of a positive correlation between meat con-
sumption and masculinity (Love and Sulikowski 
2018), and the fact that women have emotional 
resentment against killing rabbits and eating their 
meat (Gonzalez-Redondo et al. 2010; Buitrago-Vera 
et al. 2016).

There was a  significant difference in  weekly 
and monthly frequency between age groups. 
The 50–59 age group consumed rabbit meat most 
often, whereas the youngest ones consumed rab-

bit meat the least (Table 2). This trend indicat-
ing an increased consumption of rabbit meat with 
the advancing age of consumers confirms previ-
ous observations (Szendro 2016; Escriba-Perez 
et al. 2017). Once again, this relates to the general 
attitude of the younger generation which associ-
ates meat consumption with detrimental effects 
on  the  environment, animal welfare and other 
moral issues (Stoll-Kleemann and Schmidt 2017; 
Crovato et al. 2022).

Results showed that the consumption frequency 
of rabbit meat is higher in people with the lower 
education background than in those with higher 
education. The difference in  weekly consump-
tion was significant (16.0% vs 8.5%, for secondary 
school and below vs university graduates; P < 0.05). 
However, infrequent consumers among university 
graduates were more common (29.5% and 21.3%, 
P  <  0.05). Similar observations were reported 
by Escriba-Perez et al. (2017). 

In  the  current survey, rabbit meat consump-
tion seems to be affected by household income. 
Consumers with low incomes consume rabbit 
meat less often, and the difference in  monthly 
consumption was significant. However, a Spanish 
study (Escriba-Perez et al. 2017) observed an in-
verse relationship between social class and fre-
quency of  rabbit meat consumption: the lower 
and lower-middle social classes consumed rabbit 
meat more frequently than the upper-middle and 
upper-income groups. The reason for the con-
tradictory result may be that it does not matter 
where the respondents buy rabbits: more expensive 
from a supermarket or cheaper from a local market 
or producer or even raised by the consumers them-
selves. It may also be related to the income that 
consumption frequency is lower in households with 
children than in those without children (Escriba-
Perez et al. 2019).

The consumption of rabbit meat has old histori-
cal roots. The archaeozoological data indicate that 
the original range of the rabbit was in the Iberian 
Peninsula and in the south of France (Callou 1994). 
During the Middle Ages, it spread to a larger part 
of the Mediterranean area (Branco et al. 2000). For 
gastronomic reasons, the Romans began rearing 
rabbits (Dalle Zotte 2014). At the same time, rabbit 
and hare consumption in Mexico also has a long 
history. Rabbit captivity and breeding were record-
ed. They could also be bought at Mayan markets 
(Sugiyama et al. 2017). Rabbit meat is well accepted 
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in the Mediterranean countries, however, it is not 
a  traditionally consumed meat in Anglo-Saxon 
countries (Gonzalez-Redondo et al. 2010). 

There were significant differences in the frequen-
cy of rabbit meat consumption by the respondents 
of each country (Table 3). Mexicans consume rabbit 
meat the most often. They are followed by Spanish, 
Italian and French respondents. The proportion 
of monthly or more frequent consumption is 66.0, 
62.1, 52.1 and 40.3%, for Mexicans, Spanish, Italian 
and French, respectively. In contrast, the consump-
tion frequency is very low in China (8%). 

Garcia-Lopez et al. (2006) studied the rabbit meat 
consumption in a rural community in Mexico, noting 
a very high frequency of rabbit meat consumption, 
when rabbits were present on the family farm. The 
rabbit breeders have also a regular self-consumption 
in Hungary (Bodnar and Horvath 2008), which could 
be equally common in several countries.

According to Escriba-Perez et al. (2017) Spanish 
people generally consume rabbit meat slightly less 
frequently than what observed in the present study. 
However, more frequent consumption was report-
ed in another study (Buitrago-Vera et al. 2016).

In Hungary, similar (Szakaly et  al. 2009a) 
or  lower frequencies were published (Szendro, 
2016). According to Bodnar and Horvath (2008) 
70% of the Hungarians consume rabbit meat only 
once or twice a year. The frequency of rabbit meat 
consumption is also low in Poland (Szczepaniak 
et al. 2004). A recent survey of Italian consumers 
(Crovato et al. 2022) reported consumption fre-
quencies similar to those found in our study, with 
lower weekly consumption (11.5% vs 15.3%) and 
higher monthly (40.9% vs 36.2%) and annual con-
sumption (45.5% vs 31.6%).

In China, the frequency of rabbit meat consump-
tion is very low mainly in the urban areas (Gao 
and Zheng 2016). However, consumption has been 
steadily increasing due to the commercial promo-
tion of rabbit meat, and the rabbit meat market 
is expected to have a great potential in the future.

Opinions about rabbit meat

It is to note that 87.7% of the respondents, who 
are not vegetarian or vegan, have eaten rabbit meat 
with some frequency.

On a 1 to 5 scale, rabbit meat was given very high 
values with around 4.5 for “healthy” and related 

properties (Figure 3). A similar value was given for 
“easy digestible”. The “taste” (4.26), “easy to pre-
pare” (3.72), “meat for the rich” and “low price” 
(3.30 and 3.23, respectively) received a higher-
than-average score. The lowest scores were given 
for “meat for the poor” and “unclean meat”.

Hungarian, Mexican and Polish respondents 
generally gave the highest scores for health-related 
characteristics (Table 4). 

Interestingly, the three traditional rabbit meat 
consumers from Mediterranean countries (Spain, 
Italy and France) gave slightly lower scores. 
Chinese respondents also gave a low score for the 
health characteristics. The “easily digestible” and 
“tasty” characteristics were rated as good by the 
Mexican, Polish and Hungarian people. Instead, 
French and Spanish respondents gave lower 
values to  these qualities. There is  a  contradic-
tion in the perception of “meat for the rich” and 
“meat for the poor”, as the Chinese and Hungarians 
rated both characteristics high, whereas Mexicans 
and Spanish rated them as low. This may be due 
to the fact that the source of supply may have been 
different. Respondents who purchase the rabbit 
meat from local market or farms, especially the 
own farm, consider it cheap, while those who buy 
it in supermarkets consider it expensive. For “low 
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Figure 3. Opinions of respondents on some properties 
of rabbit meat, on a 1 to 5 scale
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price,” French and Polish respondents gave lower-
than-average scores, while the highest scores were 
given by Chinese and Mexican respondents. Here 
again, the reason for the difference between the 
countries may be that the rabbit meat is procured 
primarily from commercial markets or breeders. 
The results of  “unclean meat” (in  the  religious 
sense) received a low score, which would indicate 
that there is no prejudice against rabbit meat for 
most religious or other reasons, although there 
are exceptions, e.g. followers of the Alevi-Bektashi 
(Wilson and Yilmaz 2013). Presumably, few of those 
who have a religious prejudice against rabbit meat 
completed the questionnaire.

Generally, taste plays a major role as a reason 
for eating meat (Richardson et al. 1994). Spanish 
respondents compared different meats, and rabbit 
received the second position in healthy and low fat 
after chicken, however, in case of tastiness, only 
turkey got a lower position (Montero-Vicente et al. 
2018). According to their opinion when they choose 
food items, their nutritional value is more impor-
tant than their taste (Buitrago-Vera et al. 2016), 
which is similar to the scores given for rabbit meat. 
On a 1-5 scale the highest scores (4.44 to 4.16) were 
given to “clean and healthy meat”, “many nutritional 
properties”, “quick and easy to cook”, “high-quality 
meat”, while “tasty with flavour” received 3.86 score 
(Montero-Vicente et al. 2018). For the young (under 
18 years of age), the most important benefits pro-
vided by rabbit meat are low fat (24.4%) and heathy 
(16.7%), while nutritional values (rich in vitamins, 

digestible or delicious) received lower values than 
5% (Escriba-Perez et al. 2019).

In Hungar y,  rabbit meat was considered 
the healthiest after chicken (Szendro 2016). In par-
ticular, its high protein, unsaturated (mainly ome-
ga-3) fatty acids, certain vitamins and minerals, 
and low fat and cholesterol content were high-
lighted. In their opinion, the scores for “tasty” and 
“simple preparation” descriptors (on a 1–5 scale) 
were above the average (3.8 and 3.3, respectively), 
whereas the “low price” descriptor was scored 1.9. 
In another study (Szakaly et al. 2009b), the authors 
found a similar evaluation order. 

As regards Mexico, it  appeared from a  recent 
survey that the knowledge of the nutritional value 
of rabbit meat is limited. The low level of fat con-
tent was mentioned only by 32.3% of the consumers, 
whereas 11.4% of them knew that the rabbit meat 
is rich in proteins (Olivares et al. 2004). At the same 
time, in the present study (Table 4) the opinion of re-
spondents was in line with the general statement 
(Figure 3). Like in Mexico, the knowledge of the nu-
tritional qualities of rabbit meat is limited in China. 
Only the high protein and low-fat contents are known 
by most of the respondents (Gao and Zheng 2016). 

Similar to other studies (Wardle et al. 2004), in the 
present study women tend to pay more attention 
to healthy eating and they usually influence the 
meat consumption. This is evidenced by the fact 
that women provided significantly higher scores 
(4.51–4.64) for all health-related characteris-
tics than men (4.33–4.49). No significant differences 

Table 4. Characteristics of rabbit meat according to respondents in different countries, on a 1 to 5 scale

Characteristics
Mean

SE P-value
Spain Italy France Poland Hungary China Mexico

Healthy 4.47 4.40 4.37 4.65 4.63 4.36 4.75 0.059 < 0.001
High protein 4.45 4.33 4.40 4.59 4.75 4.47 4.71 0.060 < 0.001
Low fat and cholesterol 4.39 4.36 4.41 4.44 4.63 4.41 4.53 0.036 0.022
Omega-3 4.20 4.28 4.43 4.35 4.67 4.48 3.98 0.083 0.007
Vitamins 4.24 4.41 4.19 4.47 4.70 4.43 4.34 0.063 0.008
Easily digestible 4.33 4.43 4.31 4.58 4.55 4.29 4.54 0.047 0.044
Tasty 3.91 4.27 3.96 4.52 4.41 4.23 4.54 0.095 < 0.001
Easy to prepare 3.60 3.00 3.31 3.67 4.09 3.94 4.02 0.151 < 0.001
Low price 3.37 3.14 2.84 2.63 3.44 3.74 3.54 0.150 < 0.001
Meat for the rich 2.22 2.94 2.88 3.49 3.92 3.72 2.29 0.254 < 0.001
Meat for the poor 1.83 2.54 2.10 1.90 3.14 3.40 1.98 0.239 < 0.001
Unclean animal 1.51 1.76 1.51 1.44 2.12 2.73 1.43 0.183 < 0.001

SE = standard error
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were obtained in the other descriptors. This is sup-
ported by a recent study (Sanah et al. 2020) where 
it was found that women generally consume rabbit 
meat for its nutritional value, whereas men for the 
good taste, tenderness and easy digestibility. 

Respondents older than 40 years gave a higher score 
on “easy digestible” than younger ones (P < 0.05). 
Interestingly and controversially, the youngest gave 
one of the highest scores for both “meat for the rich” 
and “meat for the poor”. No more significant differ-
ences were found in other descriptors.

In the present study, significant differences were 
obtained in  education and family income only 
in the case of “meat for the rich”. The highest values 
were attributed to the poorest and most poorly edu-
cated people, supporting the results of Montero-
Vicente et al. (2018).

CONCLUSION

Rabbit meat is generally little known, but there are 
big differences between countries. Although it is very 
popular in Mediterranean countries (Spain, Italy, 
France), the same cannot be said for most countries 
in the world. Therefore, by recognising the consumer 
perception and needs, rabbit meat producers in all 
countries have the opportunity to develop their own 
marketing strategy, tailored to local needs and op-
portunities. In countries traditionally consuming 
rabbit meat, the marketing campaign should focus 
on containing and halting the decline and promot-
ing rabbit meat as a healthy food. In countries where 
demand is strong and price is not an issue, it is worth 
offering rabbit meat with a higher functional value 
(rabbit feed supplemented with omega-3 fatty acids 
or selenium). In Mexico or China, it is necessary 
to popularise the nutritional benefits of rabbit meat 
and expand its availability. In these countries, it is 
worthwhile to supply as much rabbit meat as pos-
sible to local markets, while backyard rabbit breed-
ing would provide an opportunity to supply people 
with healthy animal products. Since the young people 
consume rabbit meat less often, it is necessary to pay 
special attention to them and make them know and 
love rabbit meat from an early age (kindergarten, 
school). Among women, the consumption of rabbit 
meat has a strong emotional motivation, therefore 
great emphasis must be placed on demonstrating 
comfortable housing conditions that meet animal 
welfare expectations.

Acknowledgement

We thank to János Bolyai Research Scholarship 
and Hungarian University of Agriculture and Life 
Sciences for the financial support. The enormous 
work of those translating the questionnaire is high-
ly appreciated, namely Tag El-Din Hassan (Arabic), 
Wei Fu (Chinese), Petra Temesi (Czech), Katalin 
Tóth (Croatian), Michèle Théau-Clément (French), 
Henrietta Kiszlinger (German), Mariam Kachlek 
(Greek), Giulia Tasoniero (Italian), Ana Silvia 
Alves Meira Tavares Moura (Portugese), Aldona 
Zawojska (Polish), Gabriella Póra (Romanian), Benc 
Michal (Slovakian), Miriam Piles (Spanish), Galyna 
Dukta (Ukrainian), Nguyen Thuy (Vietnamese).

Conflict of interest

The authors declare no conflict of interest.

REFERENCES

Aiello LC, Wheeler P. The expensive-tissue hypothesis: The 
brain and the digestive system in human and primate 
evolution. Curr Anthropol. 1995 Apr;36(2):199-221.

Bodnar K, Horvath J. Consumers' opinion about rabbit meat 
consumption in Hungary. In: 9th World Rabbit Congress; 
Jun 10–13, 2008; Verona: 1519-21.

Branco M, Ferrand N, Monnerot M. Phylogeography of the 
European rabbit (Oryctolagus cuniculus) in the Iberian 
Peninsula inferred from RFLP analysis of the cytochrome 
b gene. Heredity. 2000 Oct;85:307-17.

Buitrago-Vera J, Escriba-Perez C, Baviera-Puig A, Montero-
Vicente L. Consumer segmentation based on food-related 
lifestyles and analysis of rabbit meat consumption. World 
Rabbit Sci. 2016 Sep;24(3):169-82.

Callou C. Modifications de l'aire de repartition du Lapin (Oryc-
tolagus cuniculus) en France et en Espagne, du Pleistocène 
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