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Willingness-to-Pay	for	Sustainability-Related		
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The traditional consumer food equation had 
3 factors 

How	much	
	does	this		

COST?	

Is	it		
CONVENIENT?	

How	does	it	
TASTE?	
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The Equation Gets More Complex 

How	much	
	does	this		

COST?	

Is	it		
CONVENIENT?	

How	does	it	
TASTE?	

ORGANIC? 

PRODUCED 
LOCALLY? 

ETHICALLY 
SOURCED? 

Was the 
WORKER 

treated fairly? 

GMO free? 

Was the 
ANIMAL 

TREATED 
HUMANELY? 

ENVIRONMENTALLY 
SENSITIVE? 

HEALTHY? 

SAFE in  
the long 
term? 

ETHNIC? 

 
MINIMALLY 

PROCESSSED
? 
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The Equations Compared 

 
$ + EZ + Taste  = X (Sale) 

 
$(X local) +EZSustainable+⅕ [worker ​𝑝𝑎𝑦/𝑠𝑎𝑓𝑒𝑡𝑦 ] – GMO3 + taste ÷ 

√𝒐𝒓𝒈𝒂𝒏𝒊𝒄&𝒆𝒕𝒉𝒏𝒊𝒄    X H&W = X 
 



Source: Deloitte Food Value Equation Survey 2015, Deloitte Analysis, Deloitte Industry Executive Interviews 2015 

Consumers	are	
ac6vely	
EXPANDING	the	
number	of	
FACTORS	in	their	
food	purchasing	
EQUATION	

Evolving	consumer	value	drivers		



Trends	changing	our	trend-tracking			Vocabulary		
Consumers	are	shopping	5-7	food	retail	
venues;	4	fairly	frequently,	one	being	online.	
	
	

¼	shoppers	are	single;	2/3s	are	engaged	in	
some	degree	of	a	shared	shopper	arrangement	
-	more	males	shopping	than	ever	before.	
Almost	90%	of	Americans	grocery	shop.	
	
	

Fewer	stocking	pantry,	more	shopping	for	next	
meal.	Values	influencing	geography:	Closest	
store	giving	me	what	I	want.	
	
	

Values	influenced	economics:	Not	just	the	
cheapest,	but	the	least	expensive	that	aligns	
with	my	beliefs.	

Primary	store	
	
	

Primary	shopper	
	
	
	
	

Convenience	
	

	
Value	
	
	
	



7 

Average supermarket carries ≥ 38,000 items 

•  How	it	was	produced	

•  How	far	it	travelled	

•  Labor	was	treated	

•  Ingredients	it	contains	

•  Chemicals	in	its	container	

•  Packaging	sustainable	
	

…every	one	possessing	a	poten:al	public	rela:ons	nightmare.	

So,	you	want	issues?	
We	got	issues.	
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1.   Issue	Iden:fica:on	&	Priori:za:on		

2.   Establish	Issue	Coali:ons	/Project	
Collaborators		

3.   Data	Analysis	and	Research	

4.   Outreach	and	Educa:on	

FMI’S UNIFIED VOICE PROTOCOL 
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UNIFIED VOICE PROTOCOL 
PILOT PROJECT  
	

Cage-Free	Eggs	and		
Slow-Growing	Broiler	Chickens	

Research Coalition: 
•  FMI Foundation  
•  Foundation for Food and 

Agriculture Research  
•  Animal Agriculture Alliance 
  
Raised $100,000 for Research 
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Dr. Jayson L. Lusk 
Purdue University  

FFAR announced the new grant at the 
Foundation's Sustainable Livestock Production 
convening event held at the National Academy 
of Sciences in Washington, December 4, 2017 

Consumer Beliefs, 
Knowledge, and 
Willingness-to-Pay 
for Sustainability-
Related Poultry 
Production Practices	
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To determine consumers’ 
1)  Knowledge about cage free eggs and slow-growth 

broilers,  
2)  Beliefs about the adoption of cage free eggs and 

slow-growth broilers on animal welfare, retail prices, 
producer profits, environmental impacts, and the 
tradeoffs among these issues,  

3)  Willingness-to-pay for cage free and slow-growth 
attributes relative to other egg and broiler 
characteristics that may be of importance, and  

4)  Responsiveness to information.  

Objectives 
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Missouri	
	the	“Show	me”	
state	

Missouri	
the		

“Show	me”	
State	

Arkansas	
	the		

“Show	me…	
	a	lifle	slower,	

please”	
State	
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The Proverbial Question 
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Motivation 

Source: Chang, Lusk, Norwood, JARE, 2010; USDA 

March 2018 
Cage free = $0.20/egg 

($2.40/dozen) 
Conventional = $0.12/egg 

($1.44/dozen) 
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•  Online survey with over 2,000 US egg consumers 
•  Sample demographics similar to US population (explored 

weighting by stated egg consumption) 
•  Survey flow 

1.  Qualifying questions 
2.  Egg consumption questions and general beliefs 
3.  Information (varied across respondents) 
4.  Egg Choice Experiment 
5.  Beliefs about egg labels 
6.  Demographics 

Methods 
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Respondents randomly allocated to different 
information treatments (or a control) 

Methods 

#	obs	 treatment	 informa:on	
506	 Control	 No	added	informa6on	
504	 CSES	 Shown	CSES	video	informa6on	
512	 CSES	 Shown	CSES	graphic	informa6on	
514	 HSUS	 Shown	HSUS	graphic	

informa6on	
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Information  - Control Group of 506 
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Information  - CSES Video Group of 504 
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Information - CSES Graphic Group of 512) 
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Information -  
HSUS graphic 
Group of 514 
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Which Would You Choose? 
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Which Would You Choose? 
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Method: The Various Combinations 
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Beliefs – rating on 5-point scale 
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Results of General Consumption Survey 

Statement	 Mean	 Strongly	or	
somewhat	
disagree	

Strongly	or	
somewhat	

agree	
Eggs	taste	good	 4.404	 4.4%	 88.9%	
Eggs	are	affordable	 4.296	 5.6%	 86.4%	
Eggs	are	easy	to	cook	 4.543	 4.2%	 92.1%	
All	eggs	taste	about	the	same	 3.238	 30.9%	 48.3%	
Eggs	are	healthy	 4.247	 4.1%	 85.7%	
Eggs	are	sustainable	 4.015	 5.2%	 74.5%	
Egg	laying	hens	are	well	treated	 3.043	 26.1%	 38.1%	
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Results of General Consumption Survey 

How	ojen	do	you	buy	
eggs?	
never	 0.9%	
2-3	6mes	a	year	 3.2%	
Once	a	week	 20.9%	
2-3	6mes	a	
week	

35.0%	

Daily	 29.2%	

When	you	buy	eggs,	how	
many	do	you	normally	buy?	
Less	than	6	eggs	 1.3%	
6	to	11	eggs	 7%	
12	to17	eggs	 55.5%	
18	to	23	eggs	 21%	
24	to	35	eggs	 8.8%	
36	eggs	or	more	 6.4%	
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“Over the past five years, has your consumption of eggs 
increased or decreased?” 

Results of General Consumption Survey 

41.3%	increased	 5.7%	deceased	
•  Eggs are more 

convenient 
•  Eggs have become less 

tasty 
•  Eggs are healthier •  My health status has 

changed 
•  Price has fallen •  Other 

53% stayed the same 
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$0.00 $0.20 $0.40 $0.60 $0.80 $1.00 $1.20
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stryofoam
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median

mean

Results of Choice Test 

ALL NATURAL 

Omega-3
enriched
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Results of Choice Test 
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Results of Choice Test 
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Results of Choice Test: CHANGE IN MARKET SHARE 

Relative Importance Change	 Control	 CSES	
video	

CSES	
graphic	

HSUS	
graphic	

$1	reduc6on	in	price	 27.1%	 28.4%	 25.8%	 27.1%	

Added	non-GMO	label	 17.2%	 13.4%	 15.7%	 14.2%	

Added	organic	label	 15.2%	 6.3%	 8.5%	 12.8%	

Added	omega	3	label	 14%	 10.4%	 8.5%	 13.5%	

Added	cage-free	label	 13.7%	 10.6%	 14.5%	 15.4%	

Added	natural	label	 5.2%	 3.7%	 5%	 11.6%	

White	instead	of	brown	eggs	 4.6%	 2.8%	 2%	 5.6%	

Cardboard	instead	of	Styrofm	 1.2%	 0.7%	 0.7%	 -5.1%	
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>								>							>												>											>										>					>	

Results of Choice Test: Relative importance  

Omega-3enriched
$1 
27.1
%	

17.2%	 15.2
%	

14%	 13.7%	 5.2%	 4.6%	 1.2%	

Change	in	market	share	
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Results of Choice Test 
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Results of Choice Test 

How Removal of Conventional Eggs Alters the Share 
of Consumers Choosing to Refrain from Buying Eggs 
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Results to Beliefs Questions (Control Group) 
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Broiler Chickens: the issue 
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•  Online survey with over 2,000 US chicken consumers 
•  Sample demographics similar to US population 

(explored weighting by stated chicken consumption) 
•  Survey flow 

1. Qualifying questions 
2. Chicken consumption questions and general 

beliefs 
3.  Information (varied across respondents) 
4. Chicken Choice Experiment 
5. Beliefs about chicken labels 
6. Demographics 

Methods for Broiler Study 
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Methods for Broiler Study: the groups 

#	
obs	

treatment	 informa:on	 Brands?	

335	 Control	 No	added	informa6on	 No	
357	 Control	 No	added	informa6on	 Yes	
347	 NPR/NYT	 	NPR	&	NYT	pro	slow	growth	ar6cles	 No	
328	 NPR/NYT	 	NPR/NYT	pro	slow	growth	ar6cles	 Yes	
342	 NCC	 	NCC	an6	slow-grow		graphic		 No	

339	 NCC	 	NCC	an6	slow-grow		graphic		 Yes	
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Information for Control Group 
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Information (Pro Slow Grow)  
NPR & NTY article excerpts 
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Information (Anti) NCC Infographic 
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Which Would You Choose? 
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Which Would You Choose? 
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Sample Broiler Beliefs Question 
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Results of General Consumption Survey 

Statement	 Mean	 Strongly	or	
somewhat	
disagree	

Strongly	or	
somewhat	

agree	

Chicken	tastes	good	 4.482	 2.7%	 91.4%	
Chicken	is	affordable	 4.147	 6.2%	 84.4%	
Chicken	is	easy	to	cook	 4.297	 4.9%	 86.7%	
All	packages	of	chicken	taste	about	the	
same	

2.791	 46.5%	 32.0%	

Chicken	is	healthy	 4.207	 3.9%	 85.0%	
Chicken	is	sustainable	 3.898	 5.3%	 69.8%	
Meat	producing	chickens	are	well	treated	 3.031	 26.6%	 28.5%	
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“Over the past five years, has your consumption of 
chicken increased or decreased?” 

Results of General Consumption Questions 

47.4% increased 4.1% decreased 
•  More chicken options have 

become available 
•  Chicken has become less 

tasty 

•  Other 

•  Other protein rich foods have 
become more attractive 

48.5% stayed the same 
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Results of the Broiler Choice Test 
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Results of the Broiler Choice Test 
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Results of Choice Test: CHANGE IN MARKET SHARE 

Relative Importance Change	 Control	 NPR	&	NYT		
Pro	Slow	Grow	

NCC	An:		
Slow	Growth	

No	Brands	 Brands	 No	Brands	 Brands	 No	Brands	 Brands	

$1	reduc6on	in	price	 26.4%	 21.4%	 20.6%	 22.6%	 23.4%	 23.8%	
Added	non-GMO	label	 17.9%	 8.1%	 11.0%	 8.4%	 15.3%	 8.8%	
Added	organic	label	 16.0%	 8.3%	 9.8%	 8.7%	 11.4%	 7.8%	
Added	no	hormone	label	 15.8%	 8.1%	 8.1%	 5.4%	 6.2%	 7.9%	
Added	slow	growth	label	 11.9%	 11.9%	 16.4%	 17.8%	 5.8%	 6.7%	
Added	no	an6bio6cs	label	 7.9%	 9.6%%	 9.8%	 7.3%	 11.1%	 8.7%	
Brand	A	instead	of	Brand	B	 8.5%	 7.7%	 6.1%	
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Results of the Broiler Choice Test 
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Results for Broiler Choice Test 

No Info, Without Brands 
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 Results Broiler Beliefs questions 

What	percent	of	meat	producing	chickens	in	the	U.S.	are:	
•  Cage-free?			

Ø  Fewer	than	3%	correctly	answered	80	to	100%	
•  Not	fed	added	growth	hormones?		

Ø  About	12%	correctly	answered	0	to	19%	

How	long	does	the	typical	meat	producing	chicken	live?	
Ø Most	frequently	picked	answer	(“about	12	weeks”)	is	twice	the	

6-week	life	span	of	the	average	broiler.		
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Results to Broiler Beliefs Questions 

Statement	 Control	
(678)	

NPR/NYT	
pro	slow	
grow	(662)	

NCC	an:	
slow	grow	

(669)	
Slow	growth	chickens	take	longer	to	
mature	

60.9%	 69.8%	 58.3%	

Slow	growth	chickens	will	consume	more	
feed	than	conven6onal	chickens	

48.1%	 53.5%	 56.2%	

I	am	very	knowledgeable	about	slow	
growth	chickens	

12.1%	 13.6%	 13.8%	

Chicken	breasts	are	too	large	to	eat	or	
cook		

16.8%	 17.8%	 16.6%	

I	have	seen	slow	growth	chicken	for	sale	in	
my	grocery	store	

17%	 16%	 16.3%	
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Results to Beliefs Questions (Control Group) 
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Results to Beliefs Questions (NPR/NYT Group) 
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•  Price is a significant driver for most 
consumers 

•  Room for cage free egg market to grow, 
but may never reach majority market share 
–  Small fraction ( less than 30% are willing to 

pay a lot for cage free, much larger number 
willing to pay less than $0.40 more per dozen  

Summary regarding Cage Free Eggs 
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•  Price is a significant driver for most 
consumers  

•  Low levels of knowledge about broiler 
production in general and slow growth 
chicken in particular 
–  Choices and willingness to pay for slow 

growth are sensitive to information 
–  Consumers hold disadvantageous beliefs 

about slow growth claims 

Summary regarding Slow Growth Broilers 



David	Fikes,	FMI	VP	Communica6ons	&	Consumer	Affairs	

		


