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“Growing concern over health is likely to increasingly
guide consumers when selecting meat products, and may

see consumers limit their weekly usage of processed meats
and opt for leaner types of meats in order to maintain a

healthy diet. This trend will help to generate greater
opportunities for meat substitute products.”

– Brian O’Connor, Senior Consumer Analyst

This report looks at the following areas:

• Overall decline in meat consumer prices
• Consumers feeling slightly uneasy
• Discounters continue to improve share of grocery spending
• Protein trend continues

2016 has seen slow growth for the meat and meat substitutes market, with low consumer prices and
apprehension surrounding the Brexit seeing consumer spending on meat stall somewhat. Moving
forward, with increasing focus among Irish consumers over improving their diets and health, it may see
consumers eating less meat overall and perhaps making greater use of meat substitute products.
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Ethnic flavours inspire meat-free launches

Meat companies

ABP Food Group

Key facts

Product portfolio

Latest developments

Ballon Meats

Key facts

Product portfolio

Callan Bacon

Key facts

Product portfolio

Latest developments

Dawn Meats

Key facts

Product portfolio

Latest developments

Dunbia Meats

Key facts

Product portfolio

Latest developments

Foyle Food Group

Key facts

Product portfolio

Hannan Meats

Key facts

Product portfolio

Latest developments

Henry Denny & Sons

Key facts

Product portfolio

Brand NPD

Latest developments

Linden Food Group

Key facts

Product portfolio

Latest developments

Meat substitutes

Key Players
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Amy’s Kitchen

Key facts

Product portfolio

Brand NPD
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Key facts

Product portfolio
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Key facts

Product portfolio

Brand NPD

Latest developments

Quorn

Key facts

Product portfolio

Brand NPD
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Key facts

Product portfolio

Brand NPD

NI consumers show higher usage of processed meats

Local sourcing and quality key considerations when buying meat
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Figure 26: Types of meat that consumers have bought to eat at home or as part of a packed lunch in the last three months, NI and
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Figure 31: Consumers that have bought burgers to eat at home or as part of a packed lunch in the last three months, by age group, NI
and RoI, June 2016
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Report Price: £1095.00 | $1773.30 | €1390.99

Meat and Meat Substitutes - Ireland - September 2016

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/748434/
mailto:reports@mintel.com


Quality and local sourcing important considerations for meat buyers
Figure 34: Qualities ranked as being most important when buying meat, NI and RoI, June 2016

Quality cuts more important to NI consumers
Figure 35: Consumer who ranked ‘Quality cut of meat stated on-pack’ as most important, by age group, NI and RoI, June 2016

Reared in NI/RoI appeal to those worried about food safety

One in 10 ranks low fat content as key
Figure 36: Consumer who ranked ‘Low fat content’ as most important, by gender, NI and RoI, June 2016

Naturalness an important consideration when buying meat substitutes
Figure 37: Qualities ranked as being most important when buying meat substitutes, NI and RoI, June 2016

RoI consumers more worried about heavy processing in substitutes
Figure 38: Number of meat substitute products claiming to be natural vs total launches, UK and Ireland, 2011-16*

Market size rationale

Consumer research

Data sources

Abbreviations

NI Toluna data
Figure 39: Types of meat and meat substitutes that consumers have bought to eat at home or as part of a packed lunch in the last
three months, by demographics, NI, June 2016
Figure 40: Types of meat and meat substitutes that consumers have bought to eat at home or as part of a packed lunch in the last
three months, by demographics, NI, June 2016 (continued)
Figure 41: Types of meat and meat substitutes that consumers have bought to eat at home or as part of a packed lunch in the last
three months, by demographics, NI, June 2016 (continued)
Figure 42: Types of meat and meat substitutes that consumers have bought to eat at home or as part of a packed lunch in the last
three months, by demographics, NI, June 2016 (continued)
Figure 43: Factors that consumers consider to be important when buying red meat, by demographics, NI, June 2016

Figure 44: Factors that consumers consider to be important when buying red meat, by demographics, NI, June 2016 (continued)

Figure 45: Factors that consumers consider to be important when buying meat substitute products, by demographics, NI, June 2016
(continued)
Figure 46: Factors that consumers consider to be important when buying meat substitute products, by demographics, NI, June 2016
(continued)

RoI Toluna data
Figure 47: Types of meat and meat substitutes that consumers have bought to eat at home or as part of a packed lunch in the last
three months, by demographics, RoI, June 2016
Figure 48: Types of meat and meat substitutes that consumers have bought to eat at home or as part of a packed lunch in the last
three months, by demographics, RoI, June 2016 (continued)
Figure 49: Types of meat and meat substitutes that consumers have bought to eat at home or as part of a packed lunch in the last
three months, by demographics, RoI, June 2016 (continued)
Figure 50: Types of meat and meat substitutes that consumers have bought to eat at home or as part of a packed lunch in the last
three months, by demographics, RoI, June 2016 (continued)
Figure 51: Factors that consumers consider to be important when buying red meat, by demographics, RoI, June 2016

Figure 52: Factors that consumers consider to be important when buying red meat, by demographics, RoI, June 2016 (continued)

Figure 53: Factors that consumers consider to be important when buying meat substitute products, by demographics, RoI, June 2016
(continued)
Figure 54: Factors that consumers consider to be important when buying meat substitute products, by demographics, RoI, June 2016
(continued)

The Consumer – Important Qualities When Buying Meat and Meat Substitutes
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