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1. Introduction  

 
With the advent of plant based protein source, poultry products are getting a 

great set back. From farm to fork, global food systems face a complex and multi-

faceted set of issues in terms of human and environmental health. Based on the 
interplay between individual characteristics on food choices and obesogenic 

settings, the high prevalence of overweight and obesity, especially in metropolitan 

areas, might be linked to a change in lifestyle, low levels of physical activity, and 

poor diets. 
 

Individual dietary preferences, which are rooted in food consumption patterns, 

have evolved in response to changes in the natural environment, biological base, 
physical necessity, lifestyle, and technological advancement.The intrinsic and 

extrinsic properties of poultry products, as well as socio-cultural influences, drive 

consumer preferences. While pricing is critical, particularly in penurious nations, 
(Benda-Prokeinová & Hanová, 2016)the manner of production in affluent 

countries is a significant sub-factor from which customers infer the health, safety, 

and sensory attributes of eggs(Rondoni et al., 2020). Kuwait's chicken business is 
one of the country's most important food industries. It is made up of a number of 

poultry firms ranging in size from large to medium to tin (AL-NASSER, 2006).  

Several factors were identified as influencing the decision to acquire indigenous 

chicken products and the willingness to pay a higher price(Bannor et al., 2022).  
Increased demand for processed chicken products, as a result of the proliferation 

of home meal replacements and ready-to-eat goods, presents an opportunity for 

new value-added poultry products to be developed (Michel et al., 2011). 
(Vukasovič, 2010),(Shan et al., 2017) Consumers' growing attention and concern 

about how food is produced has necessitated divergence in production methods in 

directions that consumers value. 
 

This research aims to identify the elements that influence customer preferences 

for poultry products. This will aid in the development of marketing strategies 
aimed at increasing consumer acceptance of poultry products. The focus of this 

review is threefold: 

1) To determine the major influences on consumer behaviour, attitudes, and 

preferences regarding poultry products; 
2) To talk about the ramifications for businesses and policymakers; and 

3) To find research gaps that can be filled in future studies 

 
The paper’s structure is divided into the following sections. Section 2 contains the 

literature review and theoretical framework followed by the research methodology 

in section 3, discussing research design and questionnaire design. Section 4 
outlines the results and discussion followed by the conclusions, limitations and 

future scope in section 5. 

 
2. Literature Review and Theoretical Framework 

 

The continual rise in customer demand for convenience and ready-to-eat foods 
has driven poultry manufacturers' interest in developing value-added chicken 

products that meet market demand. (Ofuoku & Akusu, 2016) used a conjoint 

analysis to evaluate consumers' preferences and willingness to pay (WTP) for 
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various chicken attributed parts, production method, processing method, storage 

method, the presence of flavour, and cooking method.(de Oliveira Padilha et al., 

2022a) employed multinomial logistic regressions to explain factors related with 

customers' propensity to accept lab-grown beef products. Positive perceptions 
about eating experience (enjoyment), safety, animal welfare, and healthiness were 

linked to readiness to consume lab-grown meat products. Other factors included 

familiarity, higher consumption frequency of conventionally farmed chicken meat, 
university education, and younger age. (Niva & Vainio, 2021) explored consumers' 

self-reported historical changes and future intents to switch from beef to 

alternative, plant- or insect-based protein.(Reithmayer & Mußhoff, 2019) 
examined customer attitudes toward discrete choice experiment on eggs with 

various production qualities. 

 
Respondents with a limited desire to replace animal-based meals placed a high 

value on future pulse-based products being natural, whereas those who already 

use pulses in place of animal-based foods expected convenient, minimally 

processed foods. Respondents who have already substituted meat with pulses or 
who have showed a low readiness to do so in the future stated that they prefer 

plain pulses over processed and meat-like pulse-based items as a replacement to 

meat (Henn et al., 2022). 
 

(de Oliveira Padilha et al., 2022b) examined consumer attitudes toward various 

protein products as well as the elements that influence consumer acceptance of 
lab-grown chicken and beef. The most common beliefs were about the health and 

affordability of conventionally reared chicken.  

 
(Indrawan et al., 2018) examined Indonesian consumers' choice of market 

channels for purchasing chicken, as well as consumer concerns about food scares 

and food safety in their consumption due to the highly pathogenic avian influenza 

(HPAI) outbreak. The model's significant findings in the choosing of the modern 
poultry market channel are the price/quality relationship, the safety feature, and 

the level of consumer trust, according to the logistic regression analysis.  

 
(Van Loo et al., 2020) examined the various factors that influence the 

determinism of poultry meat properties and has broken down quality into six 

properties; commercial, organoleptic, nutritional, technological, sanitary, and 
image, with the latter covering the ethical, cultural, and environmental 

dimensions associated with how meat is produced, as well as its origin, and being 

highly valued in many quality labels.  
 

(Bradford et al., 2022) Consumer views of the "raised without antibiotics" label 

can be used to identify whether or not they are aware of the label and what 

motivates them to buy antibiotic-free products. (Bett et al., 2013) determined how 
consumers would react to a price rise for indigenous chicken products and how 

much they would be ready to pay in the market. Consumer decisions and the 

amount they were willing to pay were studied using the two-step Heckman 
selection model. 

 

(McCarthy et al., 2004) Health, eating pleasure, safety, and price were the most 
important predictors of attitude for poultry, whereas environmental and animal 
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welfare were less so. (Iris et al., 2018) attempted to define the links between 

dietary habits and preferences for ecologically friendly/unfriendly near-food 
goods. The final questionnaire results (N = 828) corroborate our hypothesis, 

suggesting a favourable association between consumer eating preferences and 

their preferences for ecologically friendly over environmentally unfriendly 
products. (Liu et al., 2022) Fortification with chicken protein powder resulted in 

sensory changes, particularly in texture, with rye bread having a less firm, elastic 

texture and a stronger floury mouthfeel; chocolate cakes having a less spongy, 

crumbly texture and a stronger dense, moist texture. Furthermore, there were 
strong associations between familiarity with protein fortified food products, the 

suitability of rye bread or chocolate cakes for protein fortification, and desire to 

purchase protein fortified food products.(Wilks, 2017)Concerned about 
naturalness, attraction, and price are highlighted as impediments to involvement 

with the product , provoke conflicting reactions to the concept.  

 
Consumers' environmental judgments may not be improved by expensive 

labelling. Rather, it is critical to address consumer concerns and identify 

solutions to promote environmentally friendly food purchasing. (Lazzarini et al., 
2018). (Yi et al., 2021) identified that older persons pay more attention to 

nutrition as a result of their existing health concerns than as a preventive 

measure. (Teixeira & Rodrigues, 2021)summarised the most recent studies on 

consumer perceptions of healthier meat products and, by spreading the available 
information, contribute to a greater understanding and social awareness of the 

healthiness of meat products. 

 
(Gómez-Luciano et al., 2019) revealed that, rather than environmental, 

convenience, or healthy purchasing decisions, or a low level of neophobia, 

respondents perceive alternative features and/or attributes compared to meat as 
the most important variables influencing their desire to purchase. (Profeta & 

Hamm, 2019) demonstrated that a product differentiation strategy in the local 

supply chain has a large market potential. (Verbeke & Viaene, 1999)stated the 
ability of the beef and pork sectors to develop, supply, and guarantee goods that 

are inherently safe, as well as perceived as such by consumers, will determine the 

future of fresh meat consumption.(Claret et al., 2012) effective information tactics 

appear to be required, lowering the effects of unsustainable fishing techniques 
and confronting overexploitation of natural fish resources.(Benda-Prokeinová & 

Hanová, 2016)identified trends and variations in consumer demand for food in 

Slovakia and used Model AIDS to compute elasticity coefficients. All foodstuff 
products had a positive income elasticity of demand, according to computed 

elasticities.(da Rosa et al., 2019) revealed that four factors; Animal welfare, 

pricing, quality, and the transmission of meat's benefits were sufficient to 
quantify the essential qualities that industries and breeders should consider in 

marketing efforts to boost capybara meat consumption.  

 
In order to create individualised nutrition interventions, it is necessary to first 

understand the variability of consumer food preferences. To demonstrate this, 

(Custodio et al., 2021) conducted a survey of low- and middle-income consumers 
in eastern India to uncover five sources of heterogeneity. (Kumar, 2011) For two 

reasons, the practical application of rural consumer behaviour studies in Indian 

marketplaces has long been a challenge for marketers. To begin with, most rural 
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market consumer research has taken a piecemeal approach. Second, there has 

been no comprehensive review of the situation. (Ahmed, 2013) The availability, 

accessibility, and affordability of the rural markets should be the emphasis of any 

macro-level policy for the markets. At all times, constant scanning and filtering of 
ideas and plans is required.(Shukla & Tandon, 2011)Today's non-consumers, who 

make up the rural poor, will enter the market as first-time purchasers. (Mishra, 

2011) Through a bottom-up approach and ongoing engagement with rural 
enterprise stakeholders, a process is required to investigate market connections 

and capacity building for SHGs. This approach should ensure rural people's 

involvement in the globalisation mechanism as consumers and producers, with 
better livelihoods and global access to markets.  

 

2.1 Research Gap 
 

According to the survey of accessible literature and published work, the majority 

of consumer preference research is undertaken in Western and industrialised 

countries, whereas developing countries remain underserved. Despite the fact 
that being the  largest producer of poultry , accounting for more than 18.50 

percent of worldwide output(Shan et al., 2017), research on consumer preferences 

for poultry products has received very little attention in India. Furthermore, the 
available literature focuses on the entrepreneurial perspective, while the customer 

perception is overlooked. This study aims to fill the gap between the existing 

literature and the industry's current requirement. 
Based on the above discussions, the following hypotheses are listed below and the 

theoretical framework is shown in Figure 1. 

H1: Quality has a significant impact on consumer preference towards poultry 
products in the urban areas of Chhattisgarh 

H2: Price has a significant impact on consumer preference towards poultry 

products in the urban areas of Chhattisgarh. 

H3: Availability has a significant impact on consumer preference towards poultry 
products in the urban areas of Chhattisgarh. 

 
 
 

 

 
 

 

 
 
 

 

 
 

 

 
 

 

Figure 1: The Theoretical framework 
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3. Research Methodology 

 
A quantitative survey-based descriptive research design was utilized in this study. 

This section presents the sampling, data collection, questionnaire design and 

mathematical framework.  Figure 2 proposed the research framework employed in 
this study. 

 

 
Figure 2: Proposed research framework employed in this study 

 
3.1 Sampling and Data Collection 
 

After extensive desk research, an exploratory survey was done using the 

qualitative research method of Focus Group Discussion (FGD) to understand 
general perceptions about the urban consumer preference towards poultry 

products, and the issues involved and to seek implementable suggestions. It's an 

excellent tool for creating hypotheses, examining undiscovered areas of consumer 

experience, and clarifying ambiguous ones when dealing with a complex issue. 
The participants in the Focus Group Discussion included the general public 

consisting of a heterogeneous mix of consumers, government representatives for 

non-agricultural products, local people of destinations dealers, distributors, 
retailers, agents, customers, and service providers. 

 

3.2 Survey Instrument 
 

A close-ended structured questionnaire was designed and used to collect data on 

views and perceptions from the stakeholders of various destinations that were 
tested for understanding and comprehensiveness. Table 1 explain the summary of 

the research design 
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Table 1: The summary of research design and descriptive study 
 

Research 

Design 

Descriptive Study 

Data Source Primary Data 

Instrument 

Used 

Questionnaire 

Sample Unit Chhattisgarh 

Population Consumers of Chhattisgarh 

Sampling 
Design 

Non Probability Sampling-Convenience 
Sampling 

Data Analysis Regression and ANOVA 

 
3.3 Mathematical Framework 

 

On the basis of the literature review, the following variables have been identified 
viz. Independent Variables include quality, Health Consciousness, Price, and 

Availability, whereas Demographics include Age, Monthly Income, and Family 

Size, Occupation; Dependent variables include only Consumer Preference. 
Consumer Preference as an endogenous variable against Quality, Health 

Consciousness, Price, Availability is taken to be the exogenous variables. Besides, 

the demographics like Age, Monthly Income, and Family Size are considered 

controlling variables. 
 

Mathematical Framework 

 
Y=β0+β1X01+β2X02+β3X03+β4X04 





7

1

0

i
tii XY 



 
 
3.4 Data Analysis 

Table 2: Reliability Testing 
 

1st Method 

k/k-1 1.011235955 Sum Variance 53.52173913 

Variance Total 885.1748792 

Cronbach's Alpha = 

(k/k-1) (1- Sum 

Variance/ Variance 
Total) 

0.950091984 

2nd Method (ANOVA TABLE) 

Cronbach Alpha=  1- (Mean Square Error/ Mean 
Square Rows) 

0.952168534 

Interpretation:  Excellent Data Consistency 
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Table 3: Demographic Profile (Age Wise Distribution) 
 

Age Male(A) Female(B) A+B χ2 Probability 
value 

Range N % N % N %  
 

Pearson χ2: 

122.01 

 
 

0 
21-35 276 59.50 297 66.30 573 62.80 

36-50 107 23.10 79 17.60 186 20.40 

51-65 70 15.10 60 13.40 130 14.30 

65+ 11 2.40 12 2.70 23 2.50 

Total 464 100 448 100 912 100 

 
An effort has been made to collect information without any biases, as the male-

female ratio was approximately 50%. Since the result could vary based on age 

differences of the respondents. Table 4 presents the demographic details (income 
wise distribution of all males and females). 

 

Table 4: Demographic Profile (Income Wise Distribution) 

 

Income per 
Month 

Male(A) Female(
B) 

A+B χ2 Probability 
value 

N % N % N %  
 

Pearson χ2: 

81.2 

 
 

0 
<₹20,000 112 24 15

0 

33 26

2 

28.

7 

₹20,001 – 
40,000 

154 33 11
4 

25 26
8 

29.
4 

₹40,001 – 
60,000 

76 16 12
0 

26 19
6 

21.
5 

>₹60,000 122 26 64 14 18

6 

20.

4 

Total 464 10

0 

44

8 

10

0 

91

2 

100 

 

Income-wise distribution of data analysis reveals that 29.4% of the population 

belongs to ₹20,001 – 40,000. This age group is the true reflection of Indian 
behavior as they have experienced both richness and poverty. Simultaneously, an 

effort has been made to collect facts from every aspect of life including the 

respondent belonging to below <₹20,000 to the income greater than ₹60,000. In 
order to derive the true picture of consumer behavior towards poultry products, 

Pearson χ2 reflects the value of 81.2. The high positivity degree among the 

different income-wise populations brings the result worth full. 
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Table 5: Descriptive Statistics 

 

 
  

Multiple Regression Model 
 

Y=  β0+  β1X1  +   β2X2   +    β3X3+  β4X4+ et 
 

In order to estimate the associations between the dependent variable “Consumer 

Preference” and independent variables as explored Quality, Health 
Consciousness, Price, Availability. The multiple regression analysis approach is 

employed to measure these variables (Kumar and Sharma, 2018). The analysis of 

multiple regression is shown in Table 4. 

 
Table 6: Regression Model 

 

Model Summary b 

Model R (multiple 

regression 

coeff.) 

R2 (coeff. 

of 

determina
tion) 

Adjus

ted R2 

S.E. of 

estimate 

R2 

change 

F-

change 

df

1 

df2 Sig. Durb

in-

Wats
on 

1 0.736a 0.542 0.395 
0.98643 

0.542 268.08
8 

3 90
7 

0.0
00 

2.063 

 
The model was constituted for dependent variables into predictor variables such 

as Quality, Price, and Availability, measured by ANOVA (Kumar and Sharma, 

2017b; Kumar et al., 2018) and shown in Table. These four constructs explain 
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54.2% variance of the model. There is no sign of auto-correlation as Durbin-

Watson statistics is 2.063 as the value is between a range of 0 to 4 (Durbin and 
Watson, 1950). 

Table 7: ANOVA 

 

ANOVAa 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

Regressio

n 

1043.448 3 260.862 268.08

8 
0.000b 

Residual 882.552 907 0.973   

Total 1926.000 911    

 

The association is statistically significant at the 95 percent confidence level since 

the p-value is less than or equal to the significance level. It is assumed that the 
independent variable and the dependent variable (i.e. Quality, Price, and 

Availability) have a statistically significant connection. Table shows the regression 

coefficients. 
 

Table 8: Regression Coefficients 

 

Coefficients a 

S. 

No. 

Dependen

t Variable 

Independent 

Variable 

β T Sig. Co linearity Statistics 

1 Consumer 

Preference 

(Constant)  3.696 0.000 Tolerance VIF 

Quality 0.730 31.491 0.000 0.937 1.067 

Health 

Consciousness 

0.137 6.044 0.000 0.986 1.014 

Price 0.096 3.982 0.000 0.867 1.154 

Availability 0.020 0.873 0.043 0.925 1.081 

 
Out of the three explanatory factors, Quality, Price, and Availability, all of the 

independent variables have a positive coefficient, according to the coefficients in 

the table above. As a result, the hypothesis is accepted because the significant 

value at a 95 percent confidence interval is significantly below 0.05. Because the 
highest Variance inflation factor value of independent variables in the model fit is 

1.154, the co-linearity index indicates that there are no chances of co-linearity. 
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ANOVA between socio-demographic variables and consumer preference 

 
 

The ANOVA test is used to see if there is a significant relationship between socio 

demographic variables and consumer preferences for Poultry products. To create 
an ANOVA test with customer choice, consumer occupation was used as a socio 

demographic variable. According to the ANOVA table, differences in socio 

demographic variables are insignificant at the 5% level because the calculated F-
ratio of 1.14216 is less than the table value of 3.07, but differences in consumer 

preference factors are significant because the calculated F-ratio of 3.07 is greater 

than the table value of 2.48. 
 

4. Results and Discussion 

 
Various studies have identified urban consumers' preferences for poultry 

products. The current study found a number of elements that might be viewed as 

drivers of consumer choice for poultry products. The comments collected from 

customers show that they are knowledgeable about poultry products. The factors 
impacting poultry product purchase decisions were gathered from multiple 

literature reviews from prior work and expert comments through a pilot survey, 

yielding four independent variables. 
 

The results of the two-way ANOVA test show that there is a significant difference 

between the identified variables of consumer perception of poultry products, 
despite the fact that the difference has nothing to do with their work, i.e. the socio 

demographic variable. As a result, the marketer does not need to be concerned 

about the consumer's desire for their particular employment. 
 

In terms of business, the study will aid in the development of a marketing 

strategy for greater acceptability of poultry products among urban consumers. 

The current study will reveal a strategy for attracting new clients while also 
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retaining existing ones. Because it has influence over the factors that influence 

customer demand for poultry products. 
 

4.1 Theoretical Implications and managerial contributions: 

 
This study will be useful to marketing managers in framing marketing strategies 

based on customer preferences for a specific variable. Once the feature that 

attracts the most customers is identified, it will be easier for managers to make 

decisions based on that information. In addition, the consumer will receive the 
desired product in accordance with their expectations. While manufacturing 

poultry goods, the production manager will concentrate on the elements that 

consumers demand. As a result, the research findings will be beneficial not just 
from an entrepreneurial standpoint, but also from a consumer standpoint. 

 

5. Conclusions, Research Limitations, and Future Scope 
 

The demographic for the answer is made up of Indian customers, namely those 

from the state of Chhattisgarh, which has a diversified population. Though the 
study discloses Indian consumers' views, it restricts the likelihood of the western 

world adopting them. Several poultry products have yet to be discovered due to a 

paucity of resources. The research data is examined using ANOVA, although there 

is space for further analysis using several alternative statistical tools. We can 
conclude from the above list of constraints that the research has numerous future 

scopes, which are as follows: 

Respondents to the survey may belong to a variety of demographic groups, each 
with its own set of tastes and preferences. Similar studies could be conducted 

with other unexplored poultry products in conjunction with the change in 

demographic profile. Other statistical applications with various techniques could 
be used to analyse the provided data. As a result of the preceding remark, it is 

clear that future research with relevant changes in product, place, and customer 

behaviour, as well as analysis techniques, has a lot of potential. 
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