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“With prices of meat declining between 2014 and 2015, it
has seen a slight decline in the total market value; with
discounter retailers increasingly seeing more consumers
buying meat from them.”

— Brian O’Connor, Senior Consumer Analyst

This report looks at the following areas:
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= How important is provenance and traceability in the Irish meat industry?

= What opportunities are there for manufacturers to engage in NPD and add value to the
category?

= How can meat producers enhance the health credentials of products and appeal to health-
conscious consumers?

= What are important factors for consumers when buying meat products?
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2015
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Value for money most important to less affluent consumers

Figure 36: Consumers who ranked ‘value for money’ as the most important factor when buying meat products, by social class, NI and
Rol, June 2015

Irish sourcing important
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Figure 37: Qualities ranked as being most important when buying meat substitutes, NI and Rol, June 2015
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Figure 40: Agreement with the statement ‘I trust welfare certifications (eg Red Tractor Assurance) to be a good indicator of animal
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