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Beef as a consumer driven 
food business: Changing 

perspectives from cattle to 
food production. 

 
 
 
 

Beef Improvement Federation 
Research Symposium & Convention 

Manhattan, Ks 
June 14-17, 2016 

IT’S NOT 
DENIAL 

 
I’M JUST VERY 

SELECTIVE 
ABOUT THE 

REALITY 
I ACCEPT 

The only sustainable 
flow of dollars from 

which to continue to 
build the beef business 

comes from the 
consumer. 

EXCEED 
CONSUMER 

EXPECTATIONS 

CREATE BENEFIT  
ACROSS THE  
ENTIRE CHAIN 

STRENGTHEN 
DEMAND FOR 

BEEF 

BUILD 
REPEAT 

BUSINESS 
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When Making Purchase Choices  

Taste Is Still King Consumer spending 
decisions are based on a 

Price:Value 
relationship. 
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Importance of the Price:Value Relationship   
Comparative Retail Pricing Across Proteins 

Source: USDA Economic Research Service 

Beef price in 2015: 
57% higher than Pork 

207% higher than Chicken 

Beef price in 2000: 
7% higher than Pork 

78% higher than Chicken 

Wholesale Beef Demand Index Values 
Base Year = 2002 
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Source	
  :	
  Zimmerman	
  and	
  Schroeder,	
  2016	
  
Data:	
  USDA,	
  Urner	
  Barry	
  and	
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  Beef	
  LLC	
  

Demand	
  for	
  the	
  brand	
  has	
  increased	
  98.1%,	
  since	
  2009,	
  
while	
  commodity	
  USDA	
  Choice	
  demand	
  decreased	
  during	
  
that	
  specific	
  period	
  and	
  has	
  been	
  rela'vely	
  flat	
  since	
  2002.	
  

Source: Certified Angus Beef LLC 

Certified Carcasses Annual Trend 
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Licensed	
  packers	
  cer'fied	
  over	
  67,000	
  carcasses	
  each	
  week.	
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Global Certified Angus Beef ® brand Sales 
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Annual Average Cutout Values 
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Growth in Branded Programs 
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% Choice & Prime Trend by Region 

Average Weekly Load Counts by Grade 
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April 6, 2015 – Nevil Speer 
“In early 2015, the eight-week moving average for sales of Prime and Branded 
(combined) surpassed the Select category for the first time.” 

Carcass Cutout Spreads 
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Certified Angus Beef ® Premiums Paid 
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Source: Certified Angus Beef ® Packer Premium Survey 

“In the end, a high quality 
carcass is the most valuable 

thing we produce, but it is the 
last thing we get paid for.” 

—    Gene Harris, Killdeer, ND  

Correlations Between Marbling and 
Maternal EPDs 

Statistics 

EPD  r P-value 

Birth Weight -0.08 0.0001 

Calving Ease Direct 0.17 <0.0001 

Calving Ease Maternal 0.28 <0.0001 

Weaning Weight 0.15 <0.0001 

Scrotal Circumference 0.06 0.0039 

Heifer Pregnancy 0.06 0.0408 

Milk 0.22 <0.0001 

Mature Wt 0.13 <0.0001 

$Weaning 0.15 <0.0001 

Source: Selection for Marbling and the Impact on Maternal Traits, Smith and Greiner, 2013 

Shared Focus on    
Consumers & Cows 
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Angus Genetic Trend for $ Weaning 
and Marbling 

$W Marb 

While consumer 
understanding of 

beef production isn’t 
very high, interest in 

the process is. 

2016 National Restaurant Association Show 
Top 5 Takeaways 

1. Trust & Transparency are Tops. 
–   Consumer trust is elusive. 

2.  Local is Trendy, but Fuzzy. 
–   Driven by trust. 

3.  The Story Matters. 
–   Consumers want to know and understand. 

4. Premium is In. 
–   Quality, Quality, Quality. 

5.  Fat is Back. 
–   Marbling reigns supreme. 
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Consumers Care 
About Our Story 

 
Buying Beef Is An 

Economic Decision Made 
With Emotion 


