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Abstract. Eastern European consumers are traditional meat eaters who are still not looking 

forward in order to substitute their traditional meat-based dishes with meat analogues or their 

substitutes. In general, vegetarianism is in its infancy if we do not take into account Lenten 

fasting, the period of the year when in Orthodox countries of Eastern Europe one can find food 

not containing meat, dairy and eggs, widely available. Chicken meat is the most frequently 

consumed type of meat, and it is preferred because it is easy to prepare. Eastern European meat 

consumers believe that meat from castrated pigs is of better quality, and one third of them is 

indifferent towards animal welfare issues. The highest proportion of Eastern European 

consumers (42.9%) believes that game meat has many health benefits, is rich in proteins and is 

more organic than other types of meat. However, two thirds of Eastern European consumers eat 

game meat less than once a year. Differences in attitudes and beliefs of Eastern European meat 

consumers compared to their Western European equivalents are evident. 

1.  Introduction 
Nothing is the same as it was back in the 1990s when it comes to European meat consumption and 

production inclinations.  We were able to observe the increase in production of pig and poultry meat [1] 

while acknowledging the decrease in lamb and beef production [2]. Most likely, the major reason that 

has chased away European consumers from beef meat is their apprehension towards environmental 

sustainability of its production, as is the case in Japan [3] and Brazil [4]. Health concerns are also an 

important issue for meat consumers [5], followed by the rising interest in societal benefits and in more 

“ethical” meat production methods [6-8]. Attitudes and beliefs of European meat consumers are 

important to all stakeholders in the food (meat) chain, and not surprisingly, they have already been 

investigated on numerous occasions and explored from different aspects in the past. What is surprising 

is the fact that, although European by name [9-11], these investigations have excluded (almost by 

default) meat consumers from Eastern European countries. Because of this, until recently, attitudes and 

beliefs of Eastern European meat consumers remained unknown to scientific readers, the research 

community and public in general. Therefore, the purpose of this review was to collect, categorize and 
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summarize all the recently published (relevant) data that will help to make a portrait of an average 

Eastern European meat consumer.  

2.  Chicken Meat Consumers 
On average, only 2.6% of Eastern European consumers avoid consumption of chicken meat, while the 

majority (51.7%) and more than a half of them eat it on a fortnightly basis. One fifth (19.8%) eats 

chicken only once a week, while almost equal percentages of consumers do so once a month (13%) or 

on a daily basis (12.9%) (Table 1). Not surprisingly, and because Islam is today the largest religion in 

Bosnia and Herzegovina and is adhered to by half of the nation's population, Bosniaks are the most avid 

chicken meat consumers in the whole of Eastern Europe. More than a third of Bosniaks (34.4%) eat 

chicken on a daily basis. The second largest proportion of any country population (21.7%) that are daily 

chicken eaters was observed in Serbia, not because of religious but because of economic motives, since 

chicken meat is the most affordable type of meat available on Serbian meat markets. Overall, Hungarian 

consumers seem to be most reluctant chicken meat consumers, since 89.8% of them eat it only on a 

fortnightly or even monthly basis (Table 1). On the other hand, although Bulgarian consumers are not 

among the most frequent chicken meat consumers in Eastern Europe, they seem to have the highest 

average consumption of chicken meat in households per month, in the range of 6-9 kg, and chicken meat 

products in the range 3-6 kg [12].   

The age group of 50 to 64-year-old Eastern European consumers eats the most chicken meat and 

chicken meat products, in the range of 3-6 kg per month. Monthly, female consumers seem to eat less 

than males, since the highest percentage of females consume chicken meat and chicken meat products 

in the range from 500 g to 3 kg, while the highest number of male respondents consume chicken meat 

in the range 3-6 kg and chicken meat products in the range 500 g to 3 kg [12].  

The most important quality attribute of chicken meat for the Eastern European consumers is its visual 

appearance, namely freshness and colour as the leading quality attributes [13]. This is why researchers 

and industry are exploring novel analytical methods for the evaluation of chicken meat colour [14]. 

When it comes to retailing chicken meat, Eastern European consumers believe the three most important 

characteristics are temperature at point of sale (28.35%), shelf illumination (22.6%) and product 

placement (14.7%) [13].  

Most of the Eastern European consumers (39.1%) prefer chicken meat because it is easy to prepare 

and since it can easily be accompanied by many side dishes. These consumers are mostly female 

(64.3%), and chicken meat consumption is perceived as a good way to show their cooking skills and as 

ideal for children’s diets, so chicken meat forms an important element of their family diet [12].  It was 

also revealed that the second largest proportion of Eastern European chicken meat consumers (34.5%) 

are very selective eaters who prefer particular chicken cuts and have particular healthy-diet attitudes 

[12]. This was best explained by the fact that they are predominantly the working population, which 

contains more selective and experienced consumers than the younger population, in general [15].  

3.  Pork Meat Consumers 
As an exploratory approximation, we can assume that the largest proportion of the Eastern European 

consumers eat pork on fortnightly basis (43.3% on average and varying from 19.0% in Moldova to 

58.5% in Croatia) with almost equal percentages of them eating pork on a weekly (21.1% on average 

and varying from 11.3% in Hungary to 29.4% in Poland) or daily (20.3% on average and varying from 

8.0% in Hungary to 54.3% in Moldova) basis [16].  
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Eastern European pig meat consumers have positive to neutral preferences for meat from castrated pigs, 

and piglet castration is not considered an issue that needs to be dealt with in this part of Europe [16]. 

Reasons can be found in the belief that meat from castrated pigs is of better quality. At the same time, they 

are ambivalent about the statement that meat from castrated pigs is leaner, apart from the pig meat 

consumers from Bulgaria who think otherwise. On average, Eastern European consumers are indefinite 

about whether the meat from castrated pigs is more expensive than that from non-castrates, while they are 

more willing to pay for meat from physically castrated pigs [16] than an average Western European 

consumer [17]. 

Regardless of the geographical or demographical determinants, the colour of pork meat remains the most 

important quality attribute when it comes to the consumers and their preferences [18], and this consequently 

provoked research into finding novel techniques in pork and pork meat products’ colour assessment [19]. 

4.  Game Meat Consumers 
Only one third of Eastern European consumers eat game meat at least once a year. The only exception is 

Bulgaria, where game meat is consumed at least once a month by 79.6% of the consumers [20]. One thing 

is also very certain, and it is that in this part of Europe women eat less game meat than do men. Similar 

trends are observed in other parts of the world like in the USA [21] or Norway [22]. The highest proportion 

of Eastern European consumers (42.9%) believes that game meat has many health benefits, is rich in 

proteins and is more organic than other types of meat [20]. This is in sharp contrast with the situation in 

Africa or Australia for example, where despite the great potential of wild game meat, consumers are ill-

informed regarding the positive attributes of game meat [23, 24]. The second largest proportion of Eastern 

European consumers (32.8%) believe that game meat is low in fat and cholesterol, but that it is not easily 

available for purchase; it is, therefore, considered only as a seasonal commodity. Almost a quarter of Easter 

European consumers (24.3%), who are mostly youngsters below 24 years of age, believe that game meat is 

more expensive compared to other types of meat and that sensory attributes of game meat (taste, odour and 

colour) are associated with wild species [20]. 

Almost a half (49.2%) of Eastern European consumers eat game meat mainly on social occasions, and 

because it is easily accompanied by many side dishes. Nearly 40% of them, who are mainly females and 

youngsters below 24 years of age, eat game meat mainly because of the eating enjoyment and because it 

tastes great. Only a fraction above one tenth of the consumers (11.8%) consider game meat a part of their 

country's culinary tradition [20].  

5.  Animal Welfare Attitudes and Beliefs 
In terms of animal welfare attitudes and beliefs, three distinctive, but almost identical in size, groups of 

Eastern European consumers can be identified. The first group (37%) consists of the consumers who are 

concerned about animal welfare, and they believe it is possible to achieve. However, the second group 

(32%) is the consumers who are indifferent towards animal welfare. The third group (31%) of Eastern 

European consumers is concerned about animal welfare, but they believe it is difficult to achieve. 

6.  Conclusions 
Differences in attitudes and beliefs of Eastern European meat consumers compared to their Western 

European counterparts are evident. Meat analogues and substitutes are not even being considered yet, since 

the consumers are pretty satisfied eating their traditional meat-based dishes. Animal welfare, environmental 

and sustainability issues are less of a concern because of the lower incomes in the Eastern compared to the 

Western part of Europe. The health and wellness food market in Eastern Europe is under development and 

growing, but still passing through a period of tests and looking for some stabilization. 
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