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CONSUMERS IMAGES AND BELIEVES ABOUT BEEF AND LAMB’S BRAI1V~
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By using a specific method, we try to answer to these questions. The 
these food and observe if there is a consensus between French consumers.
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For these consumers, beef seems to be benefit for human and lamb’s brain is depreciated. This result can perhaps explain the soft 
c°nsumption of lamb’s brain in France.

Sonclusio n

Consensus between consumers can be established for these two foods in spite of differences which are inevitable. These results are very 
'mPortant for the comprehension and the explanation of consumption or no consumption of a product. When consumers spontaneously express 
tlleir ideas about lamb’s brain or beef, lamb’s brain is good for memory but it is polluted and less healthy that formerly. Beef is nourishing, rich 
ln Protein and make powerful...
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