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“Social media offers a potential channel for operators to
convey the high standards of living of their poultry, eg
through video footage. Elements of gamification, which
enable consumers to interact with poultry, can help to
generate interest in their welfare.”
– Emma Clifford, Senior Food Analyst

This report looks at the following areas:
•
•
•

Social media can be used to heighten young people’s interest in the welfare of poultry
Pre-cooked and oven-ready chicken products can boost their appeal by targeting
consumers’ concerns about cooking chicken safely
Driving the visibility of game should help grocers to unlock the widespread interest in
these products

Eaten by the vast majority of adults, poultry is a popular choice among Britons, helped by its healthy
image and perceived versatility. Its low cost positioning - particularly when compared to red meat and
fish – has seen it thrive throughout the recession and its aftermath. The market has also seen very low
levels of inflation when compared to the overall food market. Value sales of the total poultry and game
market have grown between 2009 and 2014, with the strongest growth coming from processed poultry.
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Game remains a niche market, capturing just a small portion of spend on poultry and game. However,
there has been a hike in game sales in 2014, bringing the total value of the market to £97 million.
There remains significant growth potential in game, given the interest from a sizeable minority of the
population in trying these products, according to Mintel’s consumer research.
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This report is part of a series of reports, produced to provide you with a
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Figure 25: Above-the-line expenditure in the UK poultry and game market, by category, 2010-14
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Tesco retains its lead
Figure 27: Above-the-line expenditure in the UK poultry market, by advertiser (top 10), 2010-14
Figure 28: Share of above-the-line expenditure in the UK poultry market, by advertiser (top 10), 2010-14
Birds Eye adspend triples in 2013
Birds Eye rolls out the new Food of Life campaign in 2014
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Figure 40: Consumers who prefer flavouring chicken themselves to buying pre-seasoned products and those who prefer plain whole/
cuts of poultry to other formats because they know exactly what they are buying, by age, July 2014
Demand for clearer labelling
Transparency can also drive interest in higher-welfare poultry

Appendix – Market Size and Forecast
Figure 41: Best- and worst-case forecasts for the poultry and gane market, by value, 2014-19
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