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Identifying the 21st

century beef consumer



In The Traditional Supply-Chain 
The Consumer is a Passive 

Participant!

Source: From Mind to Market (Roger D. Blackwell, 1997)
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In the New Demand Chain the 
Consumer is King 
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In this “Age of the Consumer” it is critical to monitor how 
they have changed.

More people 
Higher incomes
More single and single parent households 
More females as head of household 
More women in the workforce
More households where both work  
Married couples with children are down 
Ethnic diversity is up
Overall U.S. population is aging
Global food-systems perspective

Source: US Census Bureau



These changes led to an increased scrutiny on beef as a product,
and the industry was sluggish in its response.

Quantity Adjusted Index for Beef Demand
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Poultry and Pork Were Quicker to Respond to the 
Changing Consumer
(Share of Consumer Meat Expenditures)
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“The first step toward a 
sale is identifying a 

problem or recognizing 
an unmet need.  While 

this may seem 
elementary, far too 

often businesses start 
the product 

development process 
based on what they are 

able to make or sell 
rather than basing the 
process on satisfying 

customers’ wants and 
needs.”



A new 
economic 
signal was 
sent that 

changed from 
pounds to 

value.



The Beef Industry Responded by Improving the 
Product

Higher quality, consistency and 
uniformity.

Introduced new cuts and 50% 
of beef sold at retail is now 
branded.

Created an atmosphere for 
dedicated, committed 
producers.

From 1997 to 2003 the beef  
industry introduced nearly 
2,200 new products.
(Burson-Marsteller Review/New Product News 2002-03)



1998 Marked the upturn of beef demand
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The painful lesson learned is to keep 
your eye on the consumer and ensure 
your product is poised to respond to 

change.



If the consumer changes 
then the buyer of your 

goods/services has to change
you have to change as a 

marketer I have to change 
as a beef food chain 

communicator.

It’s the ripple effect.



Your 21st century beef consumer is:

Better educated
Pushed for time
Perceived health conscious
Acquiring a “full-chain view”
Brand/value driven
Critically analyzing inputs
Conscious of food industry issues
Seeking accountability of all members in the beef food-system
Safety/security focused

Food is an emotional purchase!



“A product is 
no more than 
an artifact 
around which 
customers 
have 
experiences.”

Scott Bedbury
A New Brand World



As a Whole Foods Market shopper, you are important to us and we value your opinion…the 
information we collect will be used to help us better understand what you, our shoppers, expect 
from Whole Foods Market when purchasing meat. 

Please help us serve you better by completing this short survey.

1) Please indicate how important each of the following factors is when you
purchase fresh meat and/or poultry:
Quality of the cut
Flavor
Variety
Labeled "Natural" or "All Natural"Certified 
Organic by the USDA
Raised locally
Raised in the United States
Consistency in flavor and quality
Availability of custom cuts and special requests
Price
Market special or feature of the week
Availability of unique offerings such as bison, ostrich, etc. 
Old-fashioned one-on-one butcher service
Take home recipe suggestions and/or cooking tips Oven-ready prepared items 

(raw but ready to cook, pre-seasoned or marinated)



4) Please indicate how important each of the following factors is when you 
purchase fresh meat and/or poultry at Whole Foods Market:

The meat/poultry is free from added growth hormones and growth promoting 
agents 
The animals were never given antibiotics 
The animals were raised and processed according to humane animal treatment 
standards
The animal or bird was raised in natural living conditions appropriate for the 
species 
The meat was not irradiated 
The animal could be traced back to the original farm 
Food scares such as mad cow disease and avian bird flu
The animal was raised organically
The animals were raised on pasture (as opposed to a feed lot) for the majority of 
their lives 
The animals or birds did not have their tails docked, their beaks trimmed, their 
teeth clipped or other such practices performed 
The animals' or birds' feed contained no animal byproducts





’99 Global guiding principles

’00 Animal welfare

’01 Laying-hen guidelines

’02 FMI, NCCR animal welfare guidelines

’03 McDonald’s global policy on antibiotic 
use in food animals

Case Study









Movement/Transportation





“Increasingly a brand is far more than just 
a name on a product. Winning brands are 

carefully designed business systems. These 
systems stretch from the choice of raw 

materials to final service with the 
customer. And it is the total system the 

customer purchases, not just the product.”

The Boston Consulting Group 
Breaking Compromises

Branding Evolution



“Thank you!”


