
TARGET TYPERESPONSES BY GENDERRESPONSES BY AGE

S25036322 - IAA Australia
Fast Facts - The test was conducted in Australia.
Start date: 2025-08-07  /  End date: 2025-08-10

1000 respondents
Total number of respondents

3 days 15 hours
Delivery time for the study

28 questions
Total test questions

Male 48%

Female 52%

18-29 23%

30-44 27%

45-59 24%

60-99 26%

Primary shoppers: Egg Buyers P3MResearch done for both females and 
males

There were 4 age groups for this 
research
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Project overview



Age bands

23%

27%
24%

26%

18-29

30-44

45-59

60-99

 Base=1000
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Gender diversity

51%48%

Female

Male

Another gender

Prefer not to answer

 Base=1000

3  © Ipsos



Gender diversity grouped

48%
51%

Male

Female

Other

 Base=1000
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Region

New South Wales 32%

Victoria 26%

Queensland 20%

South Australia 7%

Western Australia 10%

Tasmania 2%

Northern Territory 1%

Australian Capital Territory 2%

 Base=1000
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Where do you live?

ACT-METRO 2%

NSW-METRO 22%

NSW-REGIONAL 10%

NT-METRO 1%

NT-REGIONAL 0%

QLD-METRO 11%

QLD-REGIONAL 9%

SA-METRO 6%

SA-REGIONAL 1%

TAS-METRO 1%

TAS-REGIONAL 1%

VIC-METRO 21%

VIC-REGIONAL 6%

WA-METRO 8%

WA-REGIONAL 2%

 Base=1000
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Two of the numbers that are listed below add up to 500. Is this: true or 
false? 200, 7, 65, 300, 14, 9. (Please select one answer)

100%

True

False

Unsure/can’t say

 Base=1000
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May we ask if you have purchased any of the following grocery items within 
the past three months? (Please select all that apply)

Worcestershire or soy sauce 52%

Honey 65%

Greek yogurt (either regular or low-fat) 67%

Olives/gherkins/pickled onions 49%

Mini jelly cups that contain konjac 0%

Canned soup 43%

Herb tea 36%

I have NOT purchased any of the above in the past three months 7%

 Base=1000
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On average, how much of your household’s groceries do you purchase?

21%

14%

66%

Less than 25%

About 25%

About 50% (half)

About 75%

More than 75%

 Base=1000
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Have you purchased eggs in the past three months?

98%

2%

Yes

No

 Base=1000
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If you had the option to buy eggs that highly prioritize animal welfare and 
sustainability, would you have purchased them in the past three months?

100%

Yes

No

Not sure

 Base=24

Note: base is under 30
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On average, how often do you purchase eggs?

Very Often (daily or 5-6 times per week) 3%

Often (1-4 times per week) 30%

Occasionally (every two weeks) 48%

Rarely (once a month) 18%

Never 1%

 Base=1000
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The eggs that consumers eat were produced by a female hen on a farm. For 
every hen that is hatched to lay the eggs we eat, a male chick is also 
hatched. What do you think happens to these male chicks?

They are killed after hatching 20%

They are raised for meat instead of eggs 47%

They live with hens for companionship 4%

They live with hens and lay eggs as well 4%

They are sent to an animal sanctuary 1%

Other - please specify: 0%

Do not know 24%

 Base=1000
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Other. Please specify in comment box

eggs 100%
chicks 67%
fertilise 67%
new 67%
companionship 33%
cooking 33%
egg 33%
food 33%
Killed 33%
lay 33%

 Base=3

Note: base is under 30
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Prior to taking this survey, were you aware that most male chicks in the egg 
industry are killed immediately after they hatch?

21%

79%

Yes

No

 Base=1000
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How comfortable or uncomfortable do you feel about the egg industry’s 
practice of killing male chicks immediately after they hatch?

Very comfortable 5%

Moderately comfortable 5%

Slightly comfortable 4%

Neither or not sure 17%

Slightly uncomfortable 22%

Moderately uncomfortable 17%

Very uncomfortable 29%

 Base=1000
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Do you agree or disagree that the egg industry should find an alternative to 
the practice of killing male chicks immediately after they hatch?

Strongly disagree – the egg industry should definitely continue this practice 2%

Disagree 2%

Somewhat disagree 3%

Neither agree or disagree 15%

Somewhat agree 22%

Agree 19%

Strongly agree – the egg industry should definitely find an alternative to this practice 37%

 Base=1000
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Prior to taking this survey, were you aware that in-ovo egg sexing could be 
used to remove male eggs prior to hatching, instead of killing the chicks 
once they're born?

6%

94%

Yes

No

 Base=1000
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Do you agree or disagree that the egg industry should adopt in-ovo egg 
sexing to remove male eggs prior to hatching, instead of killing the chicks 
once they're born?

Strongly disagree 2%

Disagree 2%

Somewhat disagree 3%

Neither agree or disagree 20%

Somewhat agree 23%

Agree 23%

Strongly agree 27%

 Base=1000
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If your regular egg brand did NOT offer eggs produced with in-ovo sexing 
technology, but a competing brand DID offer them, how likely would you be 
to switch brands?

Very likely 19%

Somewhat likely 16%

Slightly likely 13%

Maybe / not sure 38%

Slightly unlikely 5%

Somewhat unlikely 4%

Very unlikely 5%

 Base=1000
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If eggs using this new technology (in-ovo egg sexing) were available from 
your preferred grocery store, how interested would you be in buying them?

Extremely interested 19%

Very interested 25%

Slightly interested 40%

Not very interested 11%

Not at all interested 5%

 Base=1000
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Would you consider shopping at a different grocery store if it offered eggs 
produced with in-ovo sexing, and your current store didn't?

Definitely yes 10%

Probably yes 23%

Maybe 35%

Probably not 25%

Definitely not 8%

 Base=1000
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Please rank the following egg attributes from most to least important 
when making a purchase decision. A ranking of 1 = "Most important", 
through to the lowest ranking of 5 = "Least important". - 1ST CHOICE

Price 36%

No male chicks killed (in-ovo sexing) 13%

Organic 8%

Free-range/Pasture-raised 34%

Local 10%

 Base=1000
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Please rank the following egg attributes from most to least important 
when making a purchase decision. A ranking of 1 = "Most important", 
through to the lowest ranking of 5 = "Least important". - 2ND CHOICE

Price 21%

No male chicks killed (in-ovo sexing) 16%

Organic 13%

Free-range/Pasture-raised 30%

Local 20%

 Base=1000
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Please rank the following egg attributes from most to least important 
when making a purchase decision. A ranking of 1 = "Most important", 
through to the lowest ranking of 5 = "Least important". - 3RD CHOICE

Price 18%

No male chicks killed (in-ovo sexing) 17%

Organic 15%

Free-range/Pasture-raised 22%

Local 28%

 Base=1000
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Please rank the following egg attributes from most to least important 
when making a purchase decision. A ranking of 1 = "Most important", 
through to the lowest ranking of 5 = "Least important". - 4TH CHOICE

Price 16%

No male chicks killed (in-ovo sexing) 20%

Organic 27%

Free-range/Pasture-raised 11%

Local 26%

 Base=1000
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Please rank the following egg attributes from most to least important 
when making a purchase decision. A ranking of 1 = "Most important", 
through to the lowest ranking of 5 = "Least important". - 5TH CHOICE

Price 9%

No male chicks killed (in-ovo sexing) 34%

Organic 37%

Free-range/Pasture-raised 4%

Local 17%

 Base=1000
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How much more would you be willing to pay for a carton of 12 eggs (large brown) if 
no male chicks were killed, due to the use of in-ovo egg sexing technology? Select 
the highest amount you would be willing to pay (in addition to what you already pay 
for a dozen eggs).

Nothing more 34%

12 cents more per 12 eggs 10%

24 cents 5%

36 cents 3%

60 cents 12%

84 cents 4%

$1.08 13%

$1.32 4%

$1.56 2%

$1.80 more per 12 eggs 6%

More than $1.80 more per 12 eggs 8%

 Base=1000
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How important to you are each of the following aspects of in-ovo egg 
sexing?

42%

35%

39%

54%

48%

51%

49%

36%

7%

11%

9%

7%

3%

4%

3%

3%

Very Important

Somewhat Important

Not Very Important

Not At All Important

Better animal welfare from not having to kill male chicks

Better sustainability from decreased resource usage

Innovation in the egg industry

Possibility of being cheaper for producers in the long term

 Base=1000
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What is your gender?

51%48%

Female

Male

Non-binary / third gender

Prefer to self-describe:

Prefer not to say

 Base=1000
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What is your cultural background?

Oceanian 54%

North-West European 18%

Southern and Eastern European 8%

North African and Middle Eastern 1%

South-East Asian 7%

North-East Asian 4%

Southern and Central Asian 4%

Peoples of the Americas 1%

Sub-Saharan African 1%

Another cultural background not listed 3%

Not sure/don't know 1%

Prefer not to say 2%

 Base=1000
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What is the highest level of education you have completed?

Year 10 or below (or equivalent) 7%

Year 11 (or equivalent) 3%

Year 12 or equivalent (including senior secondary certificate) 15%

Certificate I, II, III or IV (including trade certificates) 17%

Diploma or Advanced Diploma 12%

Bachelor's degree 25%

Graduate Certificate or Graduate Diploma 5%

Master's degree 11%

Doctoral degree (PhD) 2%

Professional degree (e.g., medicine, dentistry, veterinary science, law) 2%

Prefer not to say 1%

 Base=1000
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Before taxes, what is your total household income going to be for this 
entire year (2025)? Please give your best estimate.

Less than AU$25,000 6%

AU$25,000 to AU$34,999 8%

AU$35,000 to AU$49,999 9%

AU$50,000 to AU$74,999 14%

AU$75,000 to AU$99,999 15%

AU$100,000 to AU$149,999 22%

AU$150,000 to AU$199,999 11%

AU$200,000 or more 8%

Prefer not to say 8%

 Base=1000
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