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Abstract

Ghana is experiencing double burden of malnutrition with a high prevalence of un-
dernutrition and overweight/obesity. This is partly due to the consistent increase in the
consumption of refined food products like white bread in both rural and urban commu-
nities. This substantial rise in the consumption of refined food among households has led
to serious nutrient deficiency, especially in areas where food is usually consumed without
adequate quantities of vegetables, fruits, and proteins. Refined bread, which is a major com-
ponent of the daily breakfast and bedtime meal in Ghana, is made from highly processed
wheat flour with inadequate quantities of proteins, essential vitamins, minerals and dietary
fiber required for proper functioning of the human body. Fortifying bread with mushrooms
reduces the adverse effect of consuming refined bread by increasing its nutritional content
and health benefits. This study used primary data from 406 randomly selected house-
holds to examine perceptions and consumption patterns for mushroom-fortified bread in
the Ashanti Region of Ghana. Perception index, binary probit and tobit regression models
were employed to analyse the field data. Evidence from the study shows that only 26 % of
consumers had purchased and consumed mushroom-fortified bread, even though 63 % of
bread consumers were aware of this new product on the market. Generally, consumers have
positive perception about mushroom-fortified bread, especially because of its nutritional
content, health benefits and superior sensory attributes. However, household consumption
of this fortified food product is significantly influenced by awareness, age of household head
and income level. Intensive awareness creation about mush-room fortified bread through
local radio stations and social media platforms is recommended to stimulate household
demand for the new product to promote good health and nutrition in Ghana.
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