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Abstract 

The COVID-19 virus, which has affected the whole world in a short time, has created various psychological effects on 
people. One of these effects is unconscious food consumption. During the quarantine, food consumption increased, 
regardless of the health and balanced diet of the people. This study was conducted across Turkey, with participants 
from 81 provinces were selected by chance for each city. Participants answered the questionnaire questions based on 
the voluntary principle. They stated that they consume food sources with high carbohydrate content during the 
pandemic and quarantine. In contrast, the consumption of animal products as a source of protein has not increased 
significantly. 73.02% of the participants especially prefer white meat as a source of animal protein. One of the most 
important reasons for this is that it is affordable. Especially in the last 30 years, thanks to the important developments 
in poultry breeding, the amount of production has increased significantly every day globally.White meat is eagerly 
consumed without any difference in social and economic class. When the amount of white meat consumed as a protein 
source during the COVID-19 pandemic was compared with the amount of white meat consumed in the previous process, 
it was found that there was no significant difference. In addition, it has been observed that consumption psychology has 
an effect on white meat consumption.  
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1. Introduction

Coronavirus-2 (SARS-CoV-2), which has a worldwide pandemic effect, first appeared in Wuhan, China in December 2019 
[1]. With its spread in a short time, it has become an epidemic all over the world. The world health organization had 
declared COVID-19 as a global epidemic on March 11, 2020 [2]. Various have been taken to prevent this epidemic. With 
the increase in the number of ill, curfews and quarantine measures were taken. During these measures, unconscious 
food consumption started due to stress in people who did not have the habit of staying home for a long time [1-21]. It 
has been observed in the studies that the expenditures for food increased with the pandemic [1-7-13-17]. Due to this 
increase, various changes have occurred in lifestyle and eating habits [16]. As a result of these observations, depending 
on consumption psychology; the consumption of unnecessary foods with high carbohydrate and fat content has 
increased. For a healthy and balanced diet, a sufficient amount of protein, fat, carbohydrate, vitamin and mineral 
substance needs must be met. Especially during the COVID-19 pandemic, the tendency towards foods that strengthen 
the immune system has increased. Animal products come first among these foods. Animal source products such as milk, 
eggs and meat are consumed extensively due to their high nutrient content [3-4-8-14]. Meat and eggs obtained from 
poultry are the cheapest products that contain the basic nutritional needs of humans. In addition, these products are 
heavily consumed due to their essential nutrients, high protein and low-fat content. Poultry meat production has 
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increased significantly in the last 30 years, depending on the developments in poultry breeding worldwide. When the 
developments in poultry in our country are examined, production was made in small family businesses in the 1970s. In 
the 1980s, it is seen that thanks to the structural changes that occurred with the increase of industrialization, integrated 
facilities were established and the contracted production model started to be implemented. With the government 
support and the personal efforts of entrepreneurs, the number of modern production facilities increased in the 1990s. 
In addition, the production capacity has also rapidly developed and high standard products have been started. With 
these developments, the annual production increase increased significantly between the years 1990-2000, the annual 
consumption per person increased from 3.8 kg to 14.5 kg, and it increased approximately 3.8 times in the period from 
1990 to 2008. Turkey broiler industry has entered into the top ten worldwide by the year 2008. Production capacity 
increases year on year, reaching 2.23 million tons of poultry meat production in Turkey in 2018, the annual per capita 
consumption of poultry meat is also reported to have reached 22 kilograms [6].  

 

Figure 1 Poultry Meat Production ln World (6) 

 

 

Figure 2 Poultry Meat Production ln Turkey (6) 

 

 

World poultry meat production was 68.8 million tons in 2000, while today it is over 123.7 million tons of poultry meat 
production. Poultry production has increased significantly throughout the world in the last thirty years. Especially, 
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when the production amount between 2000 and 2019 is examined; It was estimated to be 68.8, 71.5, 74.4, 75.9, 79.3, 
83.2, 84.9, 88.9, 91.8, 96.3, 99.2, 103.2, 106.9, 110.3, 113.2, 116.4, 117.2, 120.1, 123.2 and 131.4 million tons [6]. Today, 
37.27% of world meat production is obtained from chicken, pork has a share of 36.52%, bovine meat 21.69% and sheep 
meat with a share of 4.51% [6]. While the total amount of meat produced today is 330.5 million tons, FAO's statement 
stated that the total amount of meat will reach 357.5 million tons in 2025. In addition, it is estimated that the amount of 
poultry meat will preserve its position and increase its share. Especially in the world of chicken meat production in the 
United States, Brazil, China, European Union, India, Russia, Mexico, Argentina, Turkey, Thailand, Indonesia is located in 
the first row [6]. 

1.1. Chicken meat nutrient content 

The nutrient sources required for the nutrition of living things are of vegeFigure and animal sources. Among the 
products of animal sources, the most consumed meat is obtained from poultry. The reason why products obtained from 
broiler chickens are consumed is that they are affordable and grow in a short time. Meat and eggs obtained from poultry 
are among the cheapest products that contain the basic nutritional needs of humans. When the nutrients of chicken 
meat are examined, there are protein, fat, carbohydrate, cellulose, sugar, mineral, vitamin, cholesterol and fatty acids. 
When the minerals content is examined, there is Calcium, iron, magnesium, phosphorus, potassium, sodium and zinc. 
[3-8-4-21]. When the vitamin content is examined, there are A, B, B-6, B-12, C, D, D2, D3, folate, thiamine, niacin and 
riboflavin [21]. All this nutrient content, 85% genetically; 15% of it varies depending on feeding and environmental 
conditions [10]. There are approximately 20-22 grams of protein in 100 grams of chicken meat [USDA 2016].   

1.1.1. Consumption Psychology 

Consumption varies depending on the needs and requirements of living things. When the reasons for this change are 
examined; the living creature's situation, environmental conditions, psychological and physiological, etc. are factors [5-
9-15].  Consumption for living beings is defined as the consumption of products obtained by producers in order to meet 
their essential basic needs such as eating and drinking [11-12-20]. In another definition, it is also defined as purchasing 
a product we need by paying its price [5-9-15]. With increasing brand and product options, purchasing a needed product 
differs. Especially, various advertisements, news, presentations, etc. made by mass media. it closely affects consumption 
psychology [9-20]. In addition, consumer preferences change depending on physiological, psychological, geographical 
conditions, social and economic structure [20]. 

2. Material and methods 

In this study, the consumer perspective of poultry meat whose production and consumption are increasing day by day 
was examined. In the study, weekly and monthly poultry meat consumption frequency and total kg of meat consumed 
by consumers were asked. The relationship between the nutritional content of chicken meat and its consumption, 
psychology, social and economic structure has been examined. In the survey with 32 questions, gender and age criteria 
were examined; but not taken into account. In addition, the relationship between the COVID-19 pandemic period and 
white meat consumption was also examined. 

By using the variance analysis technique for the results obtained from the study, whether there is a difference between 
the brands was revealed at the 5% significance level. All statistical analyzes were made using SPSS statistical software. 

3. Results  

This study conducted across Turkey, COVID-19 is valid for the first 5 months of the pandemic period. In the study, the 
questionnaire questions were answered by a total of 2430 people on a voluntary basis. 30 people were chosen for each 
province depending on chance. While 81.68% of the participants are women; 18.31% is male. However, gender criteria 
were not considered in the study. 69.42% of the participants stated that the consumption frequency increased during 
the COVID-19 period. Especially 73.02% of the participants stated that they preferred white meat in general as a source 
of animal protein. The most important reason for this is that it is the cheapest source of animal protein. When the weekly 
white meat consumption is examined for the amount ranges specified in the questionnaire questions, it has been 
determined that it varies between 1-1.5 kilograms on average. When the monthly consumption amount is examined, it 
is determined that it varies between 3-4 kg. While 90.65% of the participants care about the expiration date in product 
consumption; 4.19% brand, 2.59% price and 2.57% consider meat color as quality criteria. In addition, when more than 
one criterion was examined, 78.43% of the participants are taken into consideration as the brand, price and expiry date 
as quality criteria; 13.41 of the brand, expiry date and meat color; 8.16% preferred the price as brand and meat color. 
82.44% of the participants stated that the brand criteria have an effect on consumption psychology. When the piece 
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meat consumption was examined, it was found that 41.84% was wing, 31.69% leg and 26.47% breast. Especially during 
the COVID-19 period, 57.83% of the participants preferred to consume whole chicken. In the study, it was determined 
that 33.45% of the participants have general knowledge about poultry breeding. In the study, it was observed that 
78.32% of the participants did not have information about the average protein content of 100 grams of chicken meat. 
This shows that the participants do not have enough information about poultry breeding and products. 74.11% of the 
participants know that the broiler chickens are raised in a short time. Worldwide white production is in different 
amounts. Therefore, 69.09% of the participants stated that they were caused by social and economic reasons, 16.46% 
from geographical reasons, 6.86% from reproductive preferences and 7.59% from the supply-demand relationship. 
Breeding preference and supply-demand relationship, social psychology, religious views and so on. It was stated that it 
was caused by reasons. As a result, during the COVID-19 period, the consumption of carbohydrate-containing food 
sources has increased. In addition, it was found that white meat consumption did not increase significantly during the 
COVID-19 epidemic. The indication of this is that the consumption of white meat is conscious. In addition, it has been 
determined that there is a significant relationship between brand and consumption psychology in the consumption of 
white meat.  

3.1. Brand and consumption relationship 

In the study, the consumption of white meat products sold in the market was examined in two groups as brands and 
others (without brands). Brands are products sold in all markets. When given a single right of choice among the brands 
specified by the participants, it was determined that Banvit is the most preferred brand with a rate of 77.81%. This ratio 
rises to 86.54% when more than one brand is given the right to choose. As a result of the statistical analysis, the 
preference of Banvit brand among other brands showed a significant difference (P = 0.05). One of the biggest reasons 
for this difference is the effect of brand trust on consumption psychology. The number of live animals for the years of 
the brand. Figure 3 is also given. 

 

Figure 3 Number of broiler live chickens over the years (22) 

The number of live broilers for the years is given in Figure 3. It has been determined that the brand has the potential to 
continuously increase its production amount between 2008 and 2022. Data for 2022 cover the period until 30 June. 
When the production of the brand during the COVID-19 pandemic is examined, it shows that there is no decrease in the 
production capacity. 
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Figure 4 Number of brood chicken over the years (22) 

In Figure 4 the numbers of brood chickens are given. When the number of breeding chickens is examined between 2008 
and 2022, it appears that there is a continuous increase potential. 

4. Conclusion 

During the COVID-19 Pandemic and the quarantine period, the consumed of food sources with high carbohydrate 
content increased; When the amount of white meat consumed as a protein source was compared with the amount of 
white meat consumed in the previous period, it was observed that there was no significant difference. 
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