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Abstract 
The European food landscape is undergoing a transformation, driven by growing consumer interest in health, 
sustainability, and self-sufficiency. Home fermentation has emerged as a popular trend among health-conscious 
individuals, eco-focused households, and culinary enthusiasts. From yogurt and cheese to kombucha and fermented 
vegetables, DIY fermentation offers a sense of control, authenticity, and wellness. This article explores the rising 
popularity of home fermentation across Europe and analyzes the market potential for liquid culture-based products. 
By examining consumer behavior, segmentation, and emerging trends, we identify significant opportunities for 
innovation and entrepreneurship in the liquid starter culture segment, especially for brands offering convenience, 
quality, and education. 
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INTRODUCTION 
In recent years, Europe has witnessed a 

notable resurgence in traditional food practices, 
particularly fermentation. Once confined to 
rural households and artisanal producers, 
fermentation has now entered urban kitchens 
and social media feeds, driven by consumer 
interest in gut health, sustainability, and 
culinary experimentation (Marco et al., 2017). 
The COVID-19 pandemic accelerated this trend, 
as lockdowns led people to rediscover cooking, 
preservation, and self-reliance. As a result, DIY 
fermentation has evolved from a niche hobby 
into a growing lifestyle movement (Brown, 
2020). 

Among the many facets of this trend, the 
use of fermentation starter cultures—
particularly in liquid form—presents a 
promising market opportunity. Liquid cultures 
are more convenient, beginner-friendly, and 
often more effective than traditional dry 
powders (Leroy & De Vuyst, 2016). They 
simplify the fermentation process, increasing 
success rates and consumer satisfaction. For 
entrepreneurs, researchers, and food 
innovators, this shift opens the door to new 
product formats, education-based business 
models, and deeper engagement with Europe’s 
food-conscious public. 

This article aims to explore the behavioral 
trends behind DIY fermentation in Europe, 
identify key consumer segments, and highlight 
strategic opportunities for liquid culture-based 
fermentation products in the emerging home 
fermentation economy. 

 
MATERIAL AND METHOD 

This article is based on an integrative 
analysis of secondary data gathered from a 
range of credible sources, including scientific 
literature, industry market reports, consumer 
behavior analyses, and publicly available 
databases. Key references were drawn from 
reports by Future Market Insights, Cognitive 
Market Research, Precedence Research, and 
KBV Research, which provided quantitative 
insights into the growth and segmentation of 
the fermented food and beverage market across 
Europe (Precedence Research, 2024). In 
addition, industry publications such as 
FoodNavigator, PR Newswire, and Hooley 
Brown were reviewed to identify emerging 
trends, expert opinions, and product innovation 
related to liquid culture-based fermentation. To 
support the technological and scientific 
background, academic articles were accessed 
through platforms like ScienceDirect and 
ResearchGate, focusing on microbial starter 
performance, fermentation efficacy, and 



consumer acceptance of live cultures (Hooley 
Brown, 2023). 

Data were selected based on relevance to 
DIY fermentation in the European context, 
emphasis on liquid starter culture products, 
publication recency (2020–2024), and the 
credibility of the source. The analysis followed a 
thematic approach to identify key consumer 
motivations—such as health, sustainability, and 
creative self-sufficiency—alongside a 
comparative evaluation of liquid versus dry 
cultures in terms of convenience and usability. 
Consumer segmentation was developed using 
behavioral patterns and market trends, while 
projections were informed by reported CAGR 
values and observed purchasing behaviors on e-
commerce platforms. This method enabled a 
comprehensive overview of both demand-side 
and supply-side dynamics in the evolving home 
fermentation market.  

 
RESULTS AND DISCUSSIONS  

Consumer Behavior Trends 
The growing popularity of DIY 

fermentation in Europe reflects a broader shift 
in consumer values—away from industrial 
convenience foods and toward health, 
sustainability, and self-sufficiency. Consumers 
are increasingly motivated by a desire to 
understand what they eat, control ingredients, 
and reconnect with traditional food-making 
processes. Fermentation, as a natural and time-
honored method, fits perfectly into this mindset 
(Marco et al., 2017). 

One of the strongest drivers is the 
perceived health benefit of fermented foods. 
Products like kefir, kombucha, kimchi, and 
sourdough are rich in probiotics, which support 
gut health, immune function, and mental well-
being (Leroy & De Vuyst, 2016). According to 
consumer research from markets like Germany 
and the Netherlands, health-conscious shoppers 
are actively seeking products with live cultures 
and functional ingredients. Home fermentation 
offers an affordable and customizable 
alternative to expensive probiotic supplements 
or premium branded items (Hooley Brown, 
2023). 

Consumers concerned with 
environmental impact also find value in 
fermentation. It enables them to preserve 
surplus vegetables, reduce food waste, and 
avoid heavily packaged or processed 
supermarket items. In urban markets like 
Copenhagen, Amsterdam, and Berlin, 
sustainability is not only a lifestyle choice but a 

cultural norm (EIT Food, 2022). DIY 
fermentation aligns with this by reducing 
reliance on plastic-heavy, short-shelf-life 
commercial foods. 

Social media has played a significant role 
in spreading fermentation culture. Platforms 
like TikTok and Instagram are filled with short 
videos demonstrating how to make sourdough, 
yogurt, or kimchi at home. This visual, bite-
sized learning format helps reduce the 
intimidation often associated with 
fermentation. Online communities and forums 
also provide support and troubleshooting, 
lowering the barrier for beginners 
(FoodNavigator, 2024). 
 
Market Segmentation 

The DIY fermentation trend in Europe is 
not monolithic; it spans a variety of consumer 
types with different motivations, habits, and 
product needs. Identifying and understanding 
these segments is essential for tailoring liquid 
culture-based solutions and capturing market 
value. Below are five primary consumer 
segments shaping the demand for home 
fermentation products: 

These consumers prioritize wellness 
and view food as medicine. They are 
particularly interested in probiotics, gut health, 
immune support, and anti-inflammatory diets. 
They tend to read product labels carefully, avoid 
ultra-processed foods, and are open to trying 
new functional products. Liquid starter cultures 
appeal to them for their potency and 
effectiveness (Marco et al., 2017). 

Environmental sustainability is the core 
driver for this group. They prefer plastic-free 
packaging, local ingredients, and methods that 
reduce waste. Home fermentation allows them 
to extend the life of food, especially vegetables, 
and reduce their carbon footprint. They are 
drawn to refillable kits and natural 
fermentation methods. 

These are food lovers who enjoy making 
things from scratch and experimenting with 
taste and texture. They may already bake bread, 
brew beer, or make cheese at home. They seek 
rare strains, complex flavors, and authentic 
fermentation techniques. This segment is ideal 
for premium or regionally inspired liquid 
cultures. 

These younger consumers are inspired 
by aesthetics, social media trends, and health 
but want simplicity and speed. They are more 
likely to try fermentation through a “starter kit” 
experience and prefer digital support and 
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mobile-friendly resources. They value 
convenience and storytelling. 
 
Opportunities for Liquid Culture-Based 
Products 

As consumer interest in fermentation 
grows, so does the demand for solutions that 
are effective, approachable, and aligned with 
lifestyle values. Liquid starter cultures present a 
compelling answer to current gaps in the DIY 
fermentation market. Unlike dry powders or 
wild ferment methods, liquid cultures offer 
higher performance, greater ease of use, and 
product differentiation—especially when 
bundled with education and tools (Cognitive 
Market Research, 2024). 

Liquid cultures generally have a higher 
viability of microbes, ensuring more consistent 
fermentation and shorter lag phases. They are 
easier to mix into substrates and don’t require 
activation steps, which reduces user error—
particularly important for beginners. They also 
allow for strain blends, enabling curated flavor 
profiles or functional benefits (Leroy & De 
Vuyst, 2016). 

Beginner fermenters are often 
overwhelmed by conflicting recipes and 
inconsistent results. Liquid cultures, especially 
when sold with clear instructions or integrated 
into starter kits, can dramatically reduce the 
learning curve. The “just add and wait” model 
makes fermentation more accessible to time-
constrained urban users and Gen Z consumers 
looking for low-friction DIY experiences. 

Fermentation kits, especially those 
including tools like jars, thermometers, or pH 
strips, act as effective entry points for 
consumers. When paired with liquid cultures, 
they create a complete user experience. This 
model is ideal for direct-to-consumer e-
commerce, gift markets, and workshops. 

DIY fermenters are hungry for guidance 
and community. Brands that provide video 
tutorials, troubleshooting support, and social 
media engagement gain a competitive edge. 
Liquid culture brands have the opportunity to 
build ecosystems, not just sell products—
connecting users, encouraging sharing, and 
enabling creative exploration (GFI, 2024). 

In short, liquid culture-based products 
are more than just ingredients—they are tools 
of empowerment for a generation that values 
control, quality, and authenticity in what they 
eat. The next section will explore the European 
market landscape and regulatory context that 
shape how these products can scale. 

Future Directions 
The rise of DIY fermentation in Europe 

shows no signs of slowing. With health, 
sustainability, and self-sufficiency now 
embedded in consumer behavior, the demand 
for reliable, high-quality fermentation solutions 
is likely to expand in both depth and diversity. 
For producers of liquid culture-based products, 
the key to future success lies in innovation, 
personalization, and ecosystem building. 

Home fermentation is expected to grow 
as part of a broader functional food market, 
which is projected to reach €300 billion globally 
by 2027, with probiotics and fermented foods 
playing a central role. Within Europe, the DIY 
segment benefits from increased consumer 
knowledge, online community support, and 
shifting preferences toward traditional and 
regional food systems. Liquid cultures, when 
positioned correctly, are uniquely suited to 
capture this growth thanks to their high success 
rate and user satisfaction. 

Consumers are increasingly seeking 
tailored health solutions, and fermentation is no 
exception. Future products may offer: Function-
specific strains (e.g., for digestion, immunity, or 
low histamine profiles); Region-inspired blends 
(e.g., Nordic sour milk, Mediterranean pickles); 
and DIY customization kits allowing users to 
choose the microbes based on their goals. This 
trend could open the door to microbiome-based 
personalization, where users match starter 
cultures to their gut profile—possibly 
integrated with future at-home testing (Neviani 
et al., 2024). 

As smart kitchen appliances become 
more common, there’s opportunity for IoT-
enabled fermenters that automate temperature 
control, timing, and even track fermentation 
stages via sensors. This could further lower the 
barrier for beginners and bring fermentation 
into the realm of precision cooking and health 
tech(Adebo, 2023). Brands offering compatible 
cultures and digital fermentation support could 
gain early-mover advantage in this space. 

As awareness grows in Central and 
Eastern Europe, as well as post-Brexit UK, new 
pockets of opportunity are forming. These 
regions often have strong cultural ties to 
fermentation but lack modern, accessible tools. 
Liquid starter products can reintroduce 
ancestral food wisdom with modern 
convenience, especially when paired with 
storytelling that honors local traditions. 

In essence, the next decade of 
fermentation innovation will not be about 



simply selling cultures—it will be about 
empowering a new generation of fermenters 

through knowledge, tools, and culture (in every 
sense of the word). 

 
CONCLUSIONS 

The resurgence of DIY fermentation in 
Europe reflects deeper shifts in consumer 
behavior—toward health, sustainability, 
creativity, and control over one’s food. This 
movement, fueled by social media, home 
cooking trends, and post-pandemic values, 
presents a significant opportunity for 
innovation in the fermentation space. 

Liquid culture-based products are 
uniquely positioned to meet this demand. 
Compared to traditional dry powders or 
spontaneous fermentation, they offer superior 
reliability, simplicity, and potential for 
customization. When paired with educational 
support, thoughtful packaging, and community 
engagement, they become not just functional 
ingredients, but gateways to empowered food-
making. 

For entrepreneurs, food technologists, 
and small-scale producers, this is the moment 
to enter—not just with a product, but with a 
purpose: to bring living foods back to life in 
European kitchens, one jar, one culture, and 
one kitchen at a time. 
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