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Conventional Markets
Commodity Marketing

 New Holland
 Take whatever you’ve got whenever 

you’ve got it
 Price takers
 Possible discrimination



Alternative Beef?

 Small-Scale

 Non-conventional; noncommodity

 Price maker

 Pastured, grass-fed

 Certified organic

 Other?



Basic Questions in Alternative 
Beef Production and Marketing

 Start where you are!
a. What are my family goals? 
b. What are my resources best suited to 

producing?
c. What do consumers want; where are 

they located? How do I sell to them?
d. What production program do I follow to 

meet target market needs?
e. Will it be profitable?



What Do Consumers Want?



What is Most Important to NY 
Food Shoppers?

Empire State Poll 2006

 Price
 Nutritional value
 Where Grown
 Quality
 Safety, no pesticides
 Ease of preparation

n = 800

TAKE A GUESS!
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“I prefer to 
purchase it if 
its convenient 
to me”

“It is important enough 
for me to go out of my 
way to get it”

“It is not 
that 
important 
to me”

EMPIRE STATE POLL: 
New York State Residents’ Express Growing Interest in Local Foods
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What Beefeaters Want?

 Flavor
 Tenderness
 Juiciness

National consumer survey reveals beef flavor is the most important trait 
affecting satisfaction. C. A. Felderhoff, C. P. Lyford, J. Malaga, D. D. Harris,
J. C. Brooks, J. M. Mehaffey*, R. Polkinghornes, and M. F. Miller, Texas Tech 
University, Lubbock, Polkinghornes, Melbourne, Australia.



What Alternative Beefeaters Want?

 Flavor
 Tenderness
 Juiciness

 Healthy
 Environmentally responsible
 Humane



Pasture-Raised Beef Market Segments
Empire State Poll, 2006 

Core Market
 Price is no concern
 Professionals

Secondary Market
 Willing to pay 10%–15% premium
 Oldest segment (retirees?)

Future Market
 Like the idea, but not willing to pay premium
 Younger, educated



Pasture-Raised Beef CORE Consumer 
Empire State Poll, 2006

 Men and women like it equally
 Consumption rises with income
 Married couples like it more than singles
 Core market is slightly more educated on the 

whole
 Politically independent to slightly liberal
 No strong ethnic, racial or religious leanings
 Mean age is 53 years



Where Are My CORE 
Customers Located?



Market Geography

 Popular tourist communities and regions
 Suburbs and exurbs of cities with large universities or large number of 

higher educational institutions
 Collegetowns 

 Northeast Erie County
 Southeast Monroe County
 Southeast Onondaga County
 Finger Lakes Region
 Capital District in general (I87 corridor in particular)
 Hudson Valley
 NYC and Long Island (especially the East End)

 Minor Markets such as Elmira, Utica-Rome, Ithaca, Corning, 
Jamestown, Watertown, etc.



Core Buyers

 Local consumers near you
 Higher-end “indie” restaurants
 Independent grocers
 Butcher shops
 Natural food stores, coops
 Others?

Food System Mapper



How Do I Sell To Them?



Marketing Fundamentals

 Know what differentiates your product from all 
your competitors — not just commodity 
producers.

 Remember the product is not just the meat: it 
is your values, your service, your brand 
identity, your promise to fill your customers’
needs.

 Strive for 100% satisfaction.
 Learn cooking methods for non-primals.



Mad Cow Creates 
Opportunities

 Health department
 Permission of   

property owner
 Vendor license
 Rent the truck



Typical Direct Retail

 Live animal, custom slaughter

 Freezer trade

 Farmers’ market



“Relationship Marketing”

 What it is NOT:
 Target marketing
 Guerilla marketing
 Marketing tactics
 Capturing markets
 Penetrating 

markets

What it IS:
 Educating/Learning
 Building trust (social   

capital; civic capital)
 Offering values 

(“values adding”
marketing)



Salatin Marketing Method

 Samples
 Education/outreach presentations
 Customer appreciation



Types of Promotion Used

 Sign
 Newspaper
 Farm Fresh Food guide
 County guide
 Brochure
 TV
 Ag association
 Direct mail

 Website
 Chamber of Commerce
 Radio
 Yellow Pages
 Newsletter
 Tourism association
 Magazine
 Motorcoach tours



Marketing Cost-Benefit Analysis
Effect by Cost (Scatter Plot)
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Sorted by Effectiveness 
  N E $ 
Newsletter 113 4.2 $1,210
Direct mail 189 4.2 $795
Sign 485 4.0 $448
Brochure 242 3.9 $863
TV 216 3.9 $1,870
Newspaper 402 3.5 $1,419
Radio 136 3.5 $1,469
Tourism assoc. 71 3.3 $432
WWW 158 3.3 $398
Magazine 63 3.0 $562
Ag association 213 3.0 $163
Yellow Pages 127 2.9 $463
Chamber of 
Comm 150 2.9 $207
Motorcoach tours 45 2.9 $115
County guide 271 2.8 $78
Farm Fresh guide 320 2.3 $0
Mean 199 3.3 $622

Type of Promotion 
by Effectiveness



Direct Wholesale

 Institutions
 Grocery stores
 Butcher
 Restaurants
 Food co-ops

Level of 
Complexity

Farmer           Buyer         Final Customer



Food Coops

 Like farmers
 Educated market
 Tend to be flexible

 Prefer organic
 Price inelastic
 Manager turnover
 Politics

PLUSES MINUSES



Restaurants

 Good chefs love 
farmers

 Price premiums for 
quality

 Some flexibility

 Few good chefs
 Late payers
 Go out of business
 Chef leaves
 Can be fussy

Slowfood.com
Chefs Collaborative

PLUSES MINUSES



Grocery Stores and Butchers
 Start with Mom and Pops (IGAs, country 

stores)
 Offer samples
 Do not visit unannounced
 Sell only superlative quality
 Small retailers want small packs
 Provide references
 Give them a story about you to pass on to 

their customers



Which of These Product Claims 
Are Allowed by USDA?

 Antibiotic free
 Hormone free
 Residue free
 Residue tested
 Naturally raised
 Naturally grown
 Drug free
 Chemical free
 Organic
 Organically raised



Product Claims Allowed

 Raised without added hormones
 Raised without antibiotics
 Not fed animal by-products
 Free range
 Free roaming
 Grass fed
 Corn fed
 Grain fed
 Certified organic (by certifying organization)



Marketing Pitfalls

 Underpricing

 Underestimating the commitment needed

 Not accounting for marketing costs

 Growing too fast

 Not delivering what is promised

 Shyness



Web-Based Marketing Tools













Regional Food and 
Agriculture Campaigns 
in NYS

Regional Food and 
Agricultural Marketing 
Campaigns in NY State

Empire State Poll, 2007
Most Important Factor When Buying Fruits 
and Vegetables in NY, Upstate vs. 
Downstate

Note key differences

Not a major factor

Poster prepared 
by the Community and Rural Development Institute, 

Department of Development Sociology, Cornell University

N = 494

N = 293

N = 785

N = 790

V. 110207 











Be A “Slow Farmer”

Whether you are a PFB or GFB:
 Be an artisanal grass farmer
 Thoughtful genetic selection (fast maturing 

breed that marble on pasture)
 Treat animals well throughout their lives 

and especially at slaughter
 Age the beef on the rail (3 weeks), not in 

the field



Prefeasibility Assessment

 Involve the ENTIRE family 
(do a reality check)

 Set goals and objectives
 Inventory resources and skills
 Examine market opportunities
 Study potential competition
 Conduct partial budget analysis



Bob Comis, Stony Brook Farm 

 I would like to propose that we discuss, either on list or off list (via 
shared e-mails or in person), a plan for getting organized and policy 
proposals we think might make a difference. Two proposals that I offer 
for discussion are 1) adopting state inspection and 2) Offering state 
grants to assist in starting up State (or USDA if adopting state
inspection goes nowhere) licensed slaughterhouses, with the grants 
being awarded based on geographic need. My dream is to have 
enough state inspected slaughterhouses that are geographically 
distributed in such a way that no one has to drive more than forty-five 
miles (preferably thirty) one way to get to one, and to have enough of 
them in any given area that none of them, for example, stop 
slaughtering pigs because they are too busy. If you are interested in 
participating in this effort, please let me know. 
Best regards, Bob
Bob Comis, Stony Brook Farm, Pastured pork, chicken, and eggs; grassfed
lamb and goat, Schoharie, NY, 518-295-6065
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