
Consumer Confidence 
in the Era of Avian Influenza





Why This Matters

Awareness is high. 
Understanding isn’t.

Consumers see HPAI in the news—
but many misunderstand the actual risks.

This confusion influences what they 
believe and how they shop.
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Younger consumers are loyal—
but more reactive.

Where Chicken Stands Today

say chicken 
is their 
most-used 
protein

WORTH N OT I N G

70%
Gen Z

75%
Millennials

71%
Gen X

58%
Boomers

68%



Awareness ≠ Understanding

74%

31%

say they’re 
“familiar” with HPAI

are “very familiar”

50%
believe it’s easy to catch

21% are “absolutely” worried

Familiarity often breeds confusion, not clarity.



of consumers think you can get HPAI from cooked chicken
― Millennials are most likely to believe this is absolutely true at 19%
― Only 22% of consumers are confident this is false

of consumers believe you can get HPAI from cooked eggs

Confusion Is Common

41%

50%
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The Source Really Matters

Spoiler alert—despite the trust gap, younger consumers still rely on social channels.

Most trusted news sources: 
Government agencies like 
the USDA and CDC 

―  55% trust
Poultry industry 

— 48% trust

Least trusted news source: 
Social media 

—  28% trust
—  44% distrust



Buying Behavior Is Changing

of consumers have heard HPAI news

have changed behavior
• 55% of Gen Z
• 54% of millennials

67%

37%

Top changes:
Buying less
Switching stores and brands



How Consumers Find Confidence 

What reassures consumers during outbreaks?

Government 
regulations

41%

Scientific 
studies

41%
Industry 

protocols

41%

Extra 
certification/testing

36%
Better understanding 

of food risk

36%



Where We Communicate Is Huge

Gen Z Millennials Baby Boomers

• Social media posts 
• Video

• Infographics
• Step-by-step guides

• Social media posts 
• Video

• Expert testimonials 

• Email 
• Government reports



Industry Action Items

Deliver the basics clearly

Use trusted validators (e.g., USDA)

Show—don’t just tell—how safety works

Coordinate trade, brand and retailer messaging

Share across owned, paid and in-store channels



Effective Messaging Examples

“Our chickens are 
safe to eat—

and here’s why.”

“Cooking kills 
bird flu.”

“We’re not 
just watching—

we’re preventing.”

“Know more. 
Worry less.”



Consumer trust isn’t something we defend—
it’s something we build.

T H E  B I G  TA K E AWAY



Looking for More? 
Scan the code to access Marriner’s full report.

Let’s discuss your brand’s strategy. Reach out to:

David Melnick | davidm@marriner.com | 410.336.1000
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