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INFORMATION SHEET 2 - CONSUMER PERCEPTION OF
EGG PRODUCTION

CONSUMER ATTITUDES TO FARM ANIMAL WELFARE

Consumers are increasingly concerned about how their food is produced and the welfare of the
animals involved. Studies across the EU, North America, Latin America, Asia and Australia indicate
that animal welfare concerns have become more important to consumers over the past two decades’.
The 2023 Eurobarometer on Animal Welfare found that the vast majority (91%) of EU citizens believe
it is important to protect the welfare of farmed animals, eight in ten (84%) believe the welfare of
farmed animals should be better protected than it is now, and six in ten (60%) are willing to pay
more for products from animal welfare-friendly production systems2. Similarly, the 2024 BEUC survey
found that nine in ten EU consumers want new laws to improve farm animal welfare, including more
space, no cages, and an end to routine mutilations®. According to the results of the recent EU public
consultation on the modernisation of EU farm-animal welfare legislation?, overall, 89% of
respondents fully agreed that current EU farm animal welfare legislation does not ensure that farmed
animals can express normal behaviour. In the UK, a survey conducted in 2022 found that two thirds
(66%) of British consumers consider animal welfare standards in their dietary choices®. A large
majority (86%) of American consumers reported purchasing at least one product with a welfare-
related label in the past 12 months in 2022° and in 2018 more than half (57%) said they would be
likely to choose a restaurant because it serves welfare-certified animal products’.

CONSUMER ATTITUDES TO LAYING HEN WELFARE / EGG PRODUCTION SYSTEMS

Consumers globally consistently show a high level of concern for laying hen welfare®'® (Fig. 1, Table
1). Surveys of attitudes to animal welfare published in 2022 across 14 countries (Australia,
Bangladesh, Brazil, Chile, China, India, Malaysia, Nigeria, Pakistan, Philippines, Sudan, Thailand, UK,
and USA) found that a substantial majority of adults in all of these countries agree that hens can feel
pain (ranging from 97.9% in Bangladesh to 79.3% in the USA), can experience emotion (ranging
from 88.5% in Thailand to 71.4% in the USA), and need room to explore and exercise (ranging from
96.4% in Chile to 62.4% in India)*. A majority of adults surveyed in most of these countries agree
that it matters to them that hens producing eggs do not suffer and that they would prefer to buy
eggs from hens that have not been kept in cages®* (Figure 1). A 2024 study assessing consumer
perception of sustainability attributes of egg products across 8 EU countries and the UK found that,
of those surveyed, 85% consider animal welfare and 88% consider the production method important
attributes (of which 50% and 57% say these are very to extremely important attributes,
respectively)'. In the recent (2026) EU public consultation on the modernisation of EU farm-animal
welfare legislation®, 99% of EU citizens who responded considered the phasing out of cages for
laying hens important, and a similar percentage also think cages should be phased out for pullets.

There is consensus among consumers globally that the main concerns for laying hen welfare relate
to living conditions, including outdoor access and space allowance®'*#°. This is reflected in a
widespread preference for eggs from free-range systems'2°,

In various studies, consumers’ motivation to purchase free-range and cage-free eggs is influenced by
the perceptions that these eggs are healthier'>?'2%, safer'>?'-2>, more natural'*%, better for the
environment?*, better for farm workers?, higher quality?*24, and taste better'#'>2223,

Compared with eggs from conventional cages, studies have shown that consumers from various
countries (Chile, Canada, Spain, Norway, Poland, and China) are generally willing to pay more for
eggs from higher welfare systems, including non-cage'*'®'® and free-range'>'>2%%¢ systems. Studies
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from Spain, Norway, and China indicate that some consumers are willing to pay a significant premium
for organic eggs'’'*?®but the high price of organic eggs can be barrier for some consumers in Spain
and Poland'"#°.

In the UK, data from retail sales of eggs in 2025 indicate that the cage-free eggs represent 84%of
the market share, mostly driven by sales of free-range eggs (76%)¥. In 2019, more than a third
(36.3%) of Spanish consumers reported that they usually buy free-range eggs, 26.2% barn eggs,
14.1% cage eggs, and 10.3% organic eggs (12% did not know)'’. A quarter (25%) of consumers in
Santiago, Chile, reported in 2020 that they buy free-range or cage-free eggs, half (51%) buy cage
eggs, and a quarter (24%) do not know the origin of the eggs they buy'. In France and Poland, the
most recently available sales data indicates that cage-free eggs are preferred by the consumers - 82%
of eggs sold by retailers in France in 20252, and 59% of eggs sold by retailers in Poland in 2023%
were from cage-free systems.
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Figure 1. General agreement (proportion of respondents with Likert scores 5 somewhat agree + 6 agree + 7
strongly agree) with the statements ‘It matters to me that chickens producing eggs do not suffer’ and ‘I
would prefer to buy eqgs from chickens that have not been kept in cages’ in 14 countries. Source: Sinclair et
al. (2022},

Inadequate labelling can be a barrier to consumer choice. While labelling of shell eggs with the
method of production is mandatory in the EU and the UK (since 2008%°), this is not the case in other
regions. However, studies have shown that there is public support for clear method of production
labelling in other regions such as Taiwan (2018)?°, Australia (2018)*', and the US (2025)*.
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CONSUMER ATTITUDES TO BEAK TRIMMING AND INJURIOUS PECKING

Many consumers are unaware that laying hens are commonly beak-trimmed (e.g. 64%'™ and 75%%
were unaware in two UK studies conducted in 2020 and 2022). When provided with information
about beak trimming and injurious pecking, in 2016 UK consumers expressed an additional
willingness to pay (WTP) price premium of 3.4% on the retail price of free-range eggs to help address
injurious pecking in free-range systems'>.

Injurious pecking is less common in some white-feathered hens (which produce white-shelled eggs)
compared to brown-feathered hens (which produce brown-shelled eggs) and using these hens can
help to eliminate routine beak-trimming. While UK consumers show a preference for brown-shelled
eggs, a 2020 study found that by providing them with this information, the proportion of
respondents who stated that they consider eggshell colour when choosing eggs increased, and the
preference for brown-shelled eggs disappeared*.

CONSUMER ATTITUDES TO CULLING OF MALE LAYER-TYPE CHICKS

Many consumers are unaware of the practice of culling male layer-type chicks (e.g. 30% were
unaware in a 2019 German study?®, 48% in a 2021 Dutch study®®, and 75% in a 2018 Swiss study?’,
59% in a 2023 UK study?®, 93% in a 2025 Brazilian study*?, 80% in a 2025 Australian study*’, 89.5%
in a 2023 US study*"). When consumers are made aware of this practice, it is met with widespread
disapproval®**2,

When consumers are made aware of the issue, there is broad approval of in ovo sexing as an
alternative to culling male chicks®#%4%43 |n Australia and the US 84% and 64% of consumers
surveyed in were interested in purchasing eggs where in-ovo sexing was used (in 2025 and 2023
respectively)*®*', while 77% of UK consumers surveyed in 2023 supported the adoption of in-ovo
sexing technology®®. In Germany, a 2019 study revealed that for almost 75% of Germans surveyed
in ovo sexing was the preferred alternative to male chick culling®. Earlier (day 1 or day 4 of
incubation) in ovo sex determination was preferred over later (day 9) in ovo sex determination in a
2020 German study*. For some consumers (e.g. 23-29% in a 2022 Dutch study®, and 27% in a
2021 German study*?) the use of dual-purpose poultry with the males reared for meat is the preferred
option, and a free-range rearing system is preferred*. Dutch consumers in 2022 ranked purchasing
eggs and poultrymeat without culling of male chicks (‘animal-friendliness’) as the second most
important consideration after food safety3®.

Consumers are willing to pay more for poultry products that avoid culling of male layer-type chicks.
In a 2022 Dutch study, the majority of respondents were willing to pay more than double the price
for eggs without culling of male chicks and half were willing to pay equal to, or more than, the
current market price for cockerel burgers in the Netherlands®. In Switzerland, a 2018 study found
that the mean willingness to pay (WTP) values for chicken breast and eggs from dual purpose
chickens were 13% and 29% greater than the observed prices for conventional Swiss chicken breast
and eggs, respectively, and 34% and 9% lower than the observed prices for organic products®.
Studies in Brazil (2025)%°, Australia (2025)*, and the US (2023)*' also indicate that consumers are
willing to pay more for eggs where in-ovo sexing technology is used to avoid male chick culling.

Table 1. Key findings on consumer attitudes to laying hen welfare in selected countries.

In the UK, most consumers believe that hens can feel pain (91.7%), emotion (75.1%), and that it
aNIPZZ  matters that the hens do not suffer (88.2%)5%°. The vast majority of UK customers prefer to buy
4l  cage-free eqgs (90.2%)8 and most buy free range (always 66%, sometimes 28%)>, and believe

it is wrong to eat eggs from hens that have not had a good life (64%).
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Most UK consumers are even willing to pay more for free-range eqgs (76%)'> and believe that
it's important that hens have room to explore and exercise (90.5%)* and can display normal
behaviour (89%). Consumers in the UK believe that eggs from hens with high welfare are
healthier and better tasting (68%), safer to eat (41%)">. Similarly, those who buy free range do
50 because they believe the hens are happier (74.2%) and healthier (69.0%) and the eggs taste
better (57.9%).

Among free-range eqg consumers in the UK, factors considered most important for hen welfare
were outdoor access (chosen as most important by 56% of respondents) and space allowance
(24.5%)'. Indoor resources considered most important for hen welfare were perches (chosen as
most important by 31.9% of respondents), dust baths (24.8%), straw bales (23.5%) and pecking
blocks (17.3%)'#. Outdoor resources considered most important were shelter (62.6%), perches
(15.6%), and dust baths (15.2%)™.

In the UK, consumer beliefs and preferences translate into actual buying behaviour with cage-
free eggs making up 84% of volume of retail sales in the UK in 2025 (6% barn, 76% free-range,
2% organic)?’.

A 2023 consumer survey revealed that 82% of respondents in the UK were uncomfortable with
the practice of male chick culling and that 77% supported the adoption of in-ovo sexing
technology as an alternative®,

A 2018 survey of French attitudes to animal welfare found that 90% of respondents were
opposed to caged farming of laying hens®, a statistic confirmed in a more recent 2026 survey
I I where 90% of respondents indicated they are in favour of a EU-wide ban on caged farming*e.

Of the 7.3 billion eggs sold by retailers in France in 2025, nearly 82% came from cage-free
systems?6. A 2023 survey revealed that egg codes, indicating the method of production, are
understood by 81% of French consumers, and method of production is the top focus for French
consumers when buying eqgs (43%), above French origin (18%) and price (13%)*.

A 2017 study of Polish consumers found that next to price, method of production was the most

important attribute when choosing eqgs. Eggs from free range production were the most

preferred, followed by eggs from organic production, then eggs from indoor cage free systems.
B  Ceged eggs were the least preferred”.

While only 32.3% of laying hens are in cage-free production in Poland*, cage-free eggs account
for 59% of the retail sales of eggs demonstrating strong consumer demand?.

A 2019 survey of Spanish consumers’” revealed that free range eggs were the most purchased

(36.3% of respondents), followed by indoor cage-free eggs (26.2%). Organic eggs were

& purchased by 10.3% of respondents. Only 14.1% of respondents purchased eggs from caged

B production. Only 12% of respondents reported not knowing which system the eqgs they usually
bought came from.

Most consumers in China believe that hens can feel pain (91.1%), experience emotion
(85.1%)*, and that it is important that they do not suffer (72.3%)8. Many Chinese consumers
* 'z say that they prefer to buy cage-free eggs (65.5%)° and agree that hens need room to explore
and exercise (88.3%)*. A study of consumers in Chongqing found that consumers were willing
to pay 375% more (equivalent to 42.8 Yuan/kg) for organic or free-range eggs?®.

In the US, most consumers believe that hens can feel pain (79.3%), experience emotion (71.4%)*,
and that it is important that they do not suffer (73.8%)%. Over three quarters (77.7%) of US
consumers state that they would prefer to buy eqgs from hens that have not been kept in cages®
and 73.5% agree that they need room to explore and exercise®.

When asked to rate the impact of switching from conventional systems to cage-free systems (free-
range and cage-free indoor aviaries), most consumers believed the switch would have a positive
impact on hen health and stress (Free range: 75.8% Aviary: 72.8%), and hen behaviour (Free
range: 74.1% Aviary: 71.6%). Additionally, most consumers believed the switch would have a
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positive impact on eqqg quality (69.4% / 67.4%), natural resource use efficiency (64.6% / 60.6%),
food safety (61.4% / 60.0%), environmental impact (61.3% / 60.1%), and worker health and
safety (57.2% / 53.9%)*. US consumers use terms like “inhumane”, “cruel”, and “sad” with caged
eqggs, and believe that cage-free production would result in heathier and happier hens, as well as
healthier eggs®. While US consumers prefer policies which place less restriction on production
methods for eggs (such as mandatory labelling and farm subsidies over a ban on production)??,
almost 80% would support their retailer making a cage-free commitment°.

REFERENCES

1.

2.

20.

21.

22.

23.

24.

25.

26.

Alonso ME, Gonzélez-Montana JR, Lomillos JM. Consumers’ Concerns and Perceptions of Farm Animal Welfare. Animals
(Basel). 2020;10(3):385. doi:10.3390/ani10030385

Directorate-General for Health and Food Safety (European Commission). Special Eurobaroimeter 533 Attitudes of Europeans
towards Animal Welfare: Report. Publications Office of the European Union; 2023.
https://europa.eu/eurobarometer/surveys/detail/2996

BEUC The European Consumer Organisation (2024) Farm animal welfare: what consumers want. A survey of Europeans’
understanding and expectations. https:/www.beuc.eu/reports/farm-animal-welfare-what-consumers-want

EU Commission (2026). Factual summary report of the public consultation on the modernisation of EU’s on farm animal
welfare rules for certain animals. Ref. Ares(2026)2192718. https://ec.europa.eu/info/law/better-regulation/have-your-
say/initiatives/1467 1-On-farm-animal-welfare-for-certain-animals-modernisation-of-EU-legislation/public-consultation_en
Animal Kindness Index 2022 Report | RSPCA. Accessed September 12, 2022.
https://www.rspca.org.uk/whatwedo/latest/kindnessindex/report

Thibault M, Pailler S, Freund D. Why Are They Buying It?: United States Consumers’ Intentions When Purchasing Meat, Eggs,
and Dairy With Welfare-related Labels. Food ethics. 2022;7(2):12. doi:10.1007/s41055-022-00105-3

Spain CV, Freund D, Mohan-Gibbons H, Meadow RG, Beacham L. Are They Buying It? United States Consumers’ Changing
Attitudes toward More Humanely Raised Meat, Eggs, and Dairy. Animals. 2018;8(8):128. doi:10.3390/ani8080128

Sinclair M, Lee NYP, Hotzel MJ, et al. Consumer attitudes towards egg production systems and hen welfare across the world.
Frontiers in Animal Science. 2022;3. https://www.frontiersin.org/articles/10.3389/fanim.2022.995430

Sweeney S, Regan A, McKernan C, Benson T, Hanlon A, Dean M. Current Consumer Perceptions of Animal Welfare across
Different Farming Sectors on the Island of Ireland. Animals. 2022;12(2):185. doi:10.3390/ani12020185

Rondoni A, Asioli D, Millan E. Consumer behaviour, perceptions, and preferences towards eggs: A review of the literature and
discussion of industry implications. Trends in Food Science & Technology. 2020;106:391-401. doi:10.1016/j.tifs.2020.10.038
Clark B, Stewart GB, Panzone LA, Kyriazakis I, Frewer LJ. Citizens, consumers and farm animal welfare: A meta-analysis of
willingness-to-pay studies. Food Policy. 2017;68:112-127. doi:10.1016/j.foodpol.2017.01.006

Morales N, Ugaz C, Canon-Jones H. Perception of Animal Welfare in Laying Hens and Willingness-to-Pay of Eggs of
Consumers in Santiago, Chile. Proceedings. 2020;73(1):2. doi:10.3390/IECA2020-08836

Harju, C., Lahtinen, K., Heinola, K., Vare, M., Bonnefous, C., Collin, A., ... & Niemi, J. (2024). Consumers' views on egg quality
and preferences for responsible production—results from nine European countries. British Food Journal, 126(2), 623-644
Pettersson IC, Weeks CA, Wilson LRM, Nicol CJ. Consumer perceptions of free-range laying hen welfare. British Food Journal.
2016;118(8):1999-2013. doi:10.1108/BFJ-02-2016-0065

Bennett R, Jones P, Nicol C, Tranter R, Weeks C. Consumer attitudes to injurious pecking in free-range egg production.
Animal Welfare. 2016;25(1):91-100. doi:10.7120/09627286.25.1.091

Lu Y, Cranfield J, Widowski T. Consumer Preference for Eggs from Enhanced Animal Welfare Production System: A Stated
Choice Analysis. Agricultural and Applied Economics Association; 2013. https:/ideas.repec.org/p/ags/aaeal3/150276.html
Rahmani D, Kallas Z, Pappa M, Gil JM. Are Consumers’ Egg Preferences Influenced by Animal-Welfare Conditions and
Environmental Impacts? Sustainability. 2019;11(22):6218. doi:10.3390/5u11226218

Gracia A, Barreiro-Hurlé J, Galan BL. Are Local and Organic Claims Complements or Substitutes? A Consumer Preferences
Study for Eggs. Journal of Agricultural Economics. 2014;65(1):49-67. doi:10.1111/1477-9552.12036

Gerini F, Alfnes F, Schjell A. Organic- and Animal Welfare-labelled Eggs: Competing for the Same Consumers? Journal of
Agricultural Economics. 2016;67(2):471-490. doi:10.1111/1477-9552.12154

Zakowska-Biemans S, Tekien A. Free Range, Organic? Polish Consumers Preferences Regarding Information on Farming
System and Nutritional Enhancement of Eggs: A Discrete Choice Based Experiment. Sustainability. 2017;9(11):1999.
doi:10.3390/5u9111999

Situmorang ROP, Tang MC, Chang SC. Purchase Intention on Sustainable products: A Case study on Free-Range Eggs in
Taiwan. Applied Economics. 2022;54(32):3751-3761. doi:10.1080/00036846.2021.2001423

Bray HJ, Ankeny RA. Happy Chickens Lay Tastier Eggs: Motivations for Buying Free-range Eggs in Australia. Anthrozoos.
2017;30(2):213-226. doi:10.1080/08927936.2017.1310986

Teixeira DL, Larrain R, Hotzel MJ. Are views towards egg farming associated with Brazilian and Chilean egg consumers’
purchasing habits? PLOS ONE. 2018;13(9):e0203867. doi:10.1371/journal.pone.0203867

Ochs DS, Wolf CA, Widmar NJO, Bir C. Consumer perceptions of egg-laying hen housing systems. Poultry Science.
2018;97(10):3390-3396. doi:10.3382/ps/pey205

Yang YC. Factors affecting consumers’ willingness to pay for animal welfare eggs in Taiwan. International Food and
Agribusiness Management Review. 2018;21(6):741-754. doi:10.22434/IFAMR2017.0072

Liu C, Liu X, Yao L, Liu J. Consumer preferences and willingness to pay for eco-labelled eggs: a discrete choice experiment
from Chongging in China. British Food Journal. 2022;ahead-of-print(ahead-of-print). doi:10.1108/BFJ-12-2021-1305

Page | 5

03/04/2026 https://www.compassioninfoodbusiness.com/




27.

28.

29.

30.

31
32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

46.

47.

48.
49.

50.

naaemm e Food Business

e

Egg Info (2026) UK Egg Industry Data. Retail Sector (Kantar) 2025. https:/www.egginfo.co.uk/egg-facts-and-figures/industry-
information/data accessed 11/03/2026

CNPO (2026) Les chiffres clés https://oeuf-info.fr/les-chiffres-cles/ accessed 11/03/2026

CIWF Food Business (2025) Polish Egg Market and Transition to Cage-Free Systems.
https://www.compassioninfoodbusiness.com/latest-news/our-news/report-polish-egg-market-and-transition-to-cage-free-
systems accessed 11/03/2026

Commission Regulation (EC) No 589/2008 of 23 June 2008 laying down detailed rules for implementing Council Regulation
(EC) No 1234/2007 as regards marketing standards for eggs https://eur-lex.europa.eu/eli/req/2008/589/0j

CSIRO. Australian Egg Industry Community Research. Published online 2018:24

Caputo, V., Staples, A. J., Lusk, J. L., & Tonsor, G. T. (2025). US Consumer Preferences for Cage-Free Eggs and Hen Housing
Policies. Agribusiness.

What do Brits think of UK farming practices? | YouGov. Accessed September 14, 2022.
https://yougov.co.uk/topics/consumer/articles-reports/2020/09/29/what-do-brits-think-uk-farming-practices

Dunne C, Siettou C. UK consumers’ willingness to pay for laying hen welfare. British Food Journal. 2020;122(9):2867-2880.
doi:10.1108/BFJ-12-2019-0914

Busse M, Kernecker ML, Zscheischler J, Zoll F, Siebert R. Ethical Concerns in Poultry Production: A German Consumer Survey
About Dual Purpose Chickens. J Agric Environ Ethics. 2019;32(5):905-925. doi:10.1007/510806-019-09806-y

de Haas EN, Oliemans E, van Gerwen MAAM. The Need for an Alternative to Culling Day-Old Male Layer Chicks: A Survey on
Awareness, Alternatives, and the Willingness to Pay for Alternatives in a Selected Population of Dutch Citizens. Frontiers in
Veterinary Science. 2021;8. Accessed November 27, 2022. https:/www.frontiersin.org/articles/10.3389/fvets.2021.662197
Gangnat IDM, Mueller S, Kreuzer M, Messikommer RE, Siegrist M, Visschers VHM. Swiss consumers’ willingness to pay and
attitudes regarding dual-purpose poultry and eggs. Poult Sci. 2018;97(3):1089-1098. doi:10.3382/ps/pex397

Bryant Research (2023) UK Consumer Attitudes Towards the Egg Industry https:/bryantresearch.co.uk/insight-items/uk-
attitudes-eqgg /

Innovate Animal Ag (2025) Brazilian Consumer Attitudes and Interest Regarding In-Ovo Egg Sexing
https://innovateanimalag.org/in-ovo-sexing-brazilian-consumer-survey

Innovate Animal Ag (2025) In-Ovo Sexing Australian Consumer Survey https:/innovateanimalag.org/in-ovo-sexing-australian-
consumer-survey

Innovate Animal Ag (2023) Consumer Attitudes and Interest Regarding In-Ovo Egg Sexing https:/innovateanimalag.org/in-
ovo-sexing-american-consumer-survey

Reithmayer C, Danne M, MuBhoff O. Societal attitudes towards in ovo gender determination as an alternative to chick culling.
Agribusiness. 2021;37(2):306-323. doi:10.1002/agr.21650

Reithmayer C, MuBhoff O. Consumer preferences for alternatives to chick culling in Germany. Poultry Science.
2019;98(10):4539-4548. doi:10.3382/ps/pez272

Reithmayer C, Danne M, MuBhoff O. Look at that! The effect pictures have on consumer preferences for in ovo gender
determination as an alternative to culling male chicks1. Poultry Science. 2021;100(2):643-653. doi:10.1016/j.psj.2020.09.092
YouGov (2018) Elevage de Poules en Cage. https:/www.|2 14.com/actualites/oeufs-poules-pondeuses-opinion-publique/
accessed 11/03/2026

IFOP (2026) Les Francais et le bien-étre des animaux Vague 9. https://www.ifop.com/en/article/the-french-and-animal-welfare-
wave-9 accessed 11/03/2026

CNPO (2026) Les Francais & Les oeufs — Infographies et études https:/lesoeufs.fr/tout-savoir/les-francais-les-oeufs-
infographies-et-etudes/ accessed 11/03/2026

EU (2026) Dashboard: Eggs. https:/agriculture.ec.europa.eu/farming/animal-products/eggs_en accessed 11/03/2026

Sinclair M, Lee N, Hotzel M, et al. International Perceptions of Animals and the Importance of Their Welfare. Frontiers of
Agriculture in China. 2022;3. doi:10.3389/fanim.2022.960379

Caputo, V., Staples, A. J., Lusk, J. L., & Tonsor, G. T. (2023). Do consumers really know what cage-free is and what it entails?.
Choices, 38(4), 1-10.

Page | 6

03/04/2026 https://www.compassioninfoodbusiness.com/






