
The Meat of the Matter

Market Opportunity for 
Natural Meats, Poultry

Plant-based diets and protein alternatives continue to trend with health-conscious 
consumers, but meat and poultry continue to be staples of the American diet, 

ringing up an estimated US$95 billion dollars in total retail sales in 2017, 
representing a 2 percent compound annual growth rate (CAGR) from 2012-2018, 

according to Packaged Facts.

This infographic was based on the “Natural, Organic Meat & Poultry Drive Sales in a Flat Category”  
article in the May issue of Food Insider Journal.

REPRESENTING A 
CAGR OF 7.7%

U.S. RETAIL 
SALES OF 
ORGANIC 
MEAT GREW 

between 2012-2017, 

Organic Drives Growth

Small- to medium-
sized ranches 

make up most the 
natural and organic 

meat supply.

Supply remains a 
primary challenge 

for organic and 
natural meat and 
poultry brands.

It takes time and 
money to transition 

to organic and 
incorporate humane 

standards into a 
business model.

The average 
farmer is about 
60 years old and 

the number of 
students interested 

in agriculture is 
declining.
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Supply Chain Challenges

Natural Food Additives on the Rise

OF U.S.   
households eat fresh80%
CHICKEN

45%
DRIVING GROWTH IS INCREASED 

CONSUMER AWARENESS  
of the connection between their food choices and the impact of those choices  

ON BOTH THE ENVIRONMENT  
AND THEIR HEALTH

CERTIFIED ORGANIC MEAT  

may comprise a smaller market share,  
BUT THE GROWTH RATES 
ARE MUCH HIGHER

REFRIGERATED 
ORGANIC BEEF 
AND PORK CUTS 
GREW 17.3%

over the past year
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SALES OF REFRIGERATED 
ORGANIC POULTRY CUTS 
GREW OVER 20%
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SALES OF  
ORGANIC JERKY  

GREW 

17.3%
over the past year

OTHER MEAT SNACKS  
such as bars and sticks  

GREW A LITTLE  
MORE THAN 50%

Supply will 
become dire  

if those  
ranchers retire.

A steep decline 
in the natural 

and organic meat 
supply chain  

could result in 
higher prices.

Food additives enhance taste, texture and visual appeal, and extend 
shelf life of meat and poultry products, but consumers want 

products made without certain ingredients:

ARTIFICIAL PRESERVATIVES

ARTIFICIAL COLORS

ARTIFICIAL FLAVORS

ARTIFICIAL SWEETENERS

GMOS

Key Market Opportunities

Meal kits are perfect for 
consumers who want a 
home-cooked meal but 
have little time for 
shopping or food prep. 
Meal kits appeal to 
consumers seeking 
international or ethnic 
flavors, as they can take 
the guesswork out of 
specialized ingredients 
and tricky prep work. 
Meat and poultry 
marketers, then, can 
capitalize on this desire 
for convenience with 
pre-seasoned cuts of 
meat and 
poultry in 
ready-to-
cook 
formats.

With plant-based 
protein and meat 
alternatives 
disrupting 
the market, 
meat and 
poultry 
brands 
would be wise to 
communicate the 
nutritional advantages 
of their products. 
Protein content drives 
double-digit growth in 
grocery as marketers in 
non-meat categories 
call out the protein 
content of their 
products.

Ethical shoppers want 
products that are more 
than just healthy and tasty; 
they want to be part of 
building a better tomorrow. 
That goes beyond 
educating consumers 
about the ethical treatment 
of specific farms to also 
include how brands are 
propagating progress in 
the industry 
and building 
a future of 
meat 
consumption 
that eschews 
industrial practices in favor 
of sustainable, 
regenerative-sourced 
proteins.

CAPITALIZE ON 
CONVENIENCE

PRIORITIZE 
PROTEIN

NEXT-GEN 
STORYTELLING

$$


