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“Chicken dark meat is kind of a 
mystery to a lot of consumers. They 
don’t recognize what to do with it,” 
Thoma said.

A cooking-challenged consumer in a 
Bethesda focus group said, “I always see 
chicken thighs, and I have no idea what 
to do with them. I have never, ever, ever 
bought them because I have not one clue 
what to do with chicken thighs.”

Simple instructions on the label are 
helpful – like “great for grilling” or “roast 
in the oven” – even if more detailed cook-
ing directions aren’t supplied.

How consumers use technology 
Digital technologies involved with meal 

planning and shopping continue to gain ac-
ceptance, but mobile marketing and trace-
ability may be ahead of their time.

While the Internet is the most popular 
way for consumers to access recipes at 
home, there’s disconnect when they arrive 
at the meat case. Motivated shoppers often 
don’t know what ingredients are needed. 
On-package labeling can provide this 
information.

Mobile marketing and 
traceability 

Technology is being used in Europe 
that allows shoppers to capture product 
source codes on packages in the store 
with their cell phones. The U.S. focus 
groups showed, however, that while some 
consumers had interest in traceability the 
majority assumed that what they buy is 
safe and good for them.

Mobile marketing, which allows shop-
pers to access promotional and other infor-
mation in the store, similarly is ahead of its 

do not have smart phones and acquiring a 
cellular signal can be a problem.

As one focus group participant said, 
“First of all, I want to get in and out 
of the store as quickly as possible, and 
secondly cell phone reception in the store 
is an issue.”

These responses about the use of 
technology were typical of even the 
Millennial consumers, which surprised 
the researchers.

Cashing in on versatility 
Chicken is versatile, Thoma concluded, 

but marketers need to help consumers 
understand all the things that can be done 
with chicken.

“Consumers are eating more at home. 
They are bored with eating the same thing. 
They don’t really have the time to solve 
this problem, but if you hand the solution 
to them while they are shopping they love 
it,” he said.  


