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PREFACE

My in terest  in the meat industry is  not a purely  academ ic 

one, it is  a part of my life  - -  it is  my job.

Three years ago a 39-year old man, uprooted his fam ily 

from  C aliforn ia  and moved to Omaha in hopes of putting an idea 

to work. It was a m eager beginning that took much tim e, effort 

and money but the idea has proved su ccessfu l.

Coast Packing Company is  a sp ecia list  within the meat 

industry, striving for innovation in the p ro cess in g  and m arketing 

of beef variety m eats. We have not changed an entire country's 

way of thinking, but we fee l very  much a part of the new breed 

of the m eat industry.

It is  men like M ickey Kaplan who help carve the future of an 

industry.

v
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INTRODUCTION

The purpose of this re se a rch  paper, The Slaughterhouse 

Hang-Up of the Meat Industry, is  to introduce the read er to the 

p resen t condition of the meat industry, to highlight its past 

decade of accom plishm ents, and to pred ict som e probable and 

p o ssib le  changes, strid es and trends of the industry.

P rim itive packaging, erra tic  p ricing, nonexistent re se a rch  

and development, alm ost no brand recognition, and profits that 

average le s s  than one percent com bine to m ake m eat m arketing 

a candidate for the m arketing fa ilu re of the last century.1 I shall 

c r it ic iz e  the meat industry w here I believe it d eserv es  c r it ic ism  

and I shall p ra ise  it w here I believe it m erits  p ra ise .

P ro fe sso r  Max Brunk of C ornell University, and the author 

of the A m erican Meat Institute's "Brunk P ap ers" on the meat 

industry, expounds that "when I go into a superm arket meat depart

ment, I see  p ieces  of an anim al - -  leg s, rib s, and liv ers  - -  spread

 ̂"Meat M arketing 's Slaughterhouse Hang-Up, " Sales M anage
ment, November 20, 1967, p. 33.
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all over the counter. H ere in the m iddle of the twentieth century, 

they (the meat industry) a re still sellin g  anatomy".^ B ecause 

packers must, as the industry adage goes, se ll meat or sm ell it, 

all their en erg ies  have been consum ed by procuring, slaughtering, 

p ro cessin g , and shipping m eat which has left no tim e for innovation. 

Change and innovation a re the watch w ords of A m erican industry, 

the keys to su ccess . The w orld has never been w itness to such 

p ro g re ss  as A m erican industry has brought to it. The meat 

industry would do w ell by heeding the w ords of Henry Ward 

B eecher: "If you a re id le you a re on the way to ruin, and there 

are few stopping p laces upon it".

"The meat industry talks big about what it has to do to build 

consum er acceptance of frozen  or even irrad iated  (p reserv ed  by 

atomic radiation) m eats", says a packaging executive, "but it 

hardly has taken a f ir st  baby step to achieve that".  ̂

meat industry, the future is  out of sight. 2 3

2Ibid.

3Ibid. , 37.

For the
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PART ONE

A MARKET-ORIENTATED MEAT INDUSTRY?

It cannot be denied that Omaha and N ebraska owe much of 

their growth and p rosperity  to the once called "Giants" or "Meat 

B arons" of yestery ear. But Omaha has been w itness in the last 

decade to the death of a lusty era  in the m eat packing industry. 

Swith, A rm our, Cudahay and W ilson have all p assed  away in the 

m anner we used to know them. The giants have given way to firm s 

such as Iowa Beef P ro c e sso rs , Inc. , A m erican  Beef P ack ers, Inc. , 

and M isso u ri Beef P ack ers, Inc. , all founded within the past 

decade.

In 1968, A rm our closed  its doors to som e 1, 700 of the 

com pany's 2, 200 em ployees. In 1969, A rm o u r's  Omaha plant 

was leveled  to the ground and yet rem ains a graveyard of bricks, 

stee l, lum ber and y esterd a y 's  dream s - -  the testim onial of a 

dead but not forgotten era  of the m eat packing industry.

When e r r o r s  a re  made and fa ilu res  resu lt, explanations are 

demanded. The em ployees, the stockholders and the m em bers 

of the meat industry demanded explanations for the collapse of this 

hardy industry. Such explanations as "the outrageous demands
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of the union broke this industry", or "their antiquated buildings 

w ere  resp on sib le", w ere  offered. I cannot argue that these reasons 

offered for the co llap se of the m eat barons hastened its end, but 

only in a m inor way. I propose that the m ajor reason  for the 

broken barons" was caused from  and due to its total lack of 

a m arket-orientation.

Not only w ere  the packing houses one-hundred y ears old, but 

so also w ere  their methods of m arketing. P ro fe sso r  Max Brunk 

hit the nail on the head - -  the meat industry today is  still selling 

anatomy as they did one-hundred y ears ago. And yet, red meat 

has continued to be the keystone of the A m erican  dinner plate. 

P ro fe sso r  Brunk notes:

The prepackaging of m eat in superm arkets is  about 
the only significant innovation experienced by your 
industry since the advent of refrigeration . One might 
w ell ra ise  this question. How much longer can your 
industry afford the m ateria l and labor wastage of 
shipping c a rc a ss  meat and prov isions to individual 
stores fo r cutting and packaging? Surely the p r e 
packaging of meat set the stage for the next step 
which we now see  slowly developing in the form  of 
m ore p ro cessed  product, m ore blockready meat, 
frozen  cuts, and the like. The shortage of butchers 
may indeed be a b lessin g  in d isg u ise  as this labor 
shortage fo rc e s  m ore central cutting. This in turn 
w ill be accom panied by m ore p ro cess in g  and p rep 
aration for the dinner table. Fifteen years from
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now the reta il butcher shop may w ell be as obsolete 
as the cra ck er b a rre l. ^

If you a re id le you a re on the road to ruin, and no one 

explanation could be m ore valid in describ in g  the co llapse 

of these com panies.

Mr. C. B. W eiss was asked by the A m erican Meat Institute

in 1967 to p rep are a speech to be presented to the AMI, but it

was never heard by its m em b ers. M r. W eiss canceled his

speaking engagement when the AMI requested that Mr. W eiss

"tone down the abrasive re fe re n c e s"  used in his speech. M r. W eiss

is  a V ice -P resid en t/D irecto r  of specia l m erchandising se rv ice s

of Doyle Dane Bernbach, a New York advertising agency. The

AMI further retarded the meat industry 's struggle forw ard by

denying its m em bers the very important m essa g e  that M r. W eiss

had to convey to them. Mr. W e iss 's  view s w ere  not so unlike

those of P ro fe sso r  Brunk, just not quite so d ressed -u p .

The new p ro fession a l m anager knows that the meat 
industry w ill continue to have low earnings so long as 
tw o-thirds of its tonnage is  sold as a commodity that 
cannot be distinguished in the m arket place. They 
know your policy has been em phasis on production

Dr. Max E. Brunk, "The Changing C onsum er M arket for 
Meat" (talk before the National Live Stock and Meat Board,
St. Louis, M isso u ri, Jan. 26, 1967), p. 55.
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and p rice  - -  and that your record  or product innovation 
is  dism al. They know you have abandoned p rep ack - 
aging to the re ta ile r  and that you fre e z e  up when 
central p ro cess in g  and frozen  m eats a re mentioned. 
Perhaps the m ost damning indictment of your in d u s
try is  that com panies like Stouffer, Cam pbell Soup, 
A m erican  Home Products, G eneral M ills and Quaker 
Oats are m arketing branded consum er products which 
you offer. If you had been m arketing-orientated, you 
might have m arketed soft, sem i-sw eet  dog food first . 5

The last two decades of A m erican b u sin ess have been noted 

not only for their great strid es in technology but a lso  for the 

creative, innovative advances that have been made in m arketing. 

And yet, nothing e lse  presented  to the consum er in the su p er

m arket has undergone so little change within the last two decades 

as meat. Over tw o-thirds of the industry 's tonnage is  still sold 

as "fresh " m eats. Meat is  still meat.

I have heard many knowledgeable p erson s ex p ress the belief 

that the meat industry rem ains one of the last uncultivated fron tiers 

left to the ambitions of m odern m arketing concepts. I have also 

heard it said that the meat industry is fifty years behind itself. I 

cannot argue with these opinions. Mr. W eiss notes further that:

The m eat industry is  competing with both hands hand
cuffed. The m eat industry would be doing w ell if its

5
E. B. W eiss, "The Meat Industry: M odern Marketing 

Needed, " Marketing Insights, O ctober, 1967, p. 17.
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m ajor com petitors - -  the giant food p ro c e s so rs  - -  
w ere  only a step or two ahead in m arketing so p h is
tication. But the blunt fact is  that you do not bat 
in the sam e league as your 'r e a l ' com petition, which 
con sists of the m ajor food p ro c e s so rs  who are in creasin g  
their share of the co n su m er 's  food d o lla r .&

One of Sales M anagem ents' ed itors points to another fact,

which seem s to have resu lted  from  a stagnant era.

Meat men them selves have becom e so m asoch istic  
that they not only point with pride toward their 
niggardly profits but take a p re v e rse  p leasu re  in 
accusing each other and them selv es of backw ardness 
and stubbornness.

M r. John M. Cowan, presently  a consultant to the National 

F lexible Packaging A ssociation, presented  a M odest P roposal 

for Meat Men in the Sales Management journal in the January,

1968 issu e . B riefly, Mr. Cow an's proposal consisted  of carrying 

the meat p a ck ers ' identity over to the fre sh  m eat counter.8 Without 

the initiation of this proposal, the meat industry has only two 

so u rces of profit; one, they can com e from  markup on commodity;

6Ibid.

7"Meat M arketing 's Slaughterhouse Hang-Up, " p. 37 .
g

John M. Cowan, "A M odest P roposal for Meat Men, " Sales 
M anagem ent, January, 1968, p. 62.



10

and two, they can com e from  advantages the packer can establish

in production efficiency. But until the m eat industry re a liz e s  the

value of m arketing, they w ill not extract profits from  the third

sou rce of profit, which is  m arketing se rv ic e s  rendered. An

industry that has regarded m arketing as nothing m ore than a cost

w ill find it m ost difficult to accept this proposal.

P ro fe sso r  Brunk m akes the distinction.

Right h ere we have the key d ifferen ces between a p ro 
duction and a m arket-orientated industry. Marketing 
to a m arket-orientated busin ess is  nothing m ore than a 
continuation of the production p ro c e ss  — a continuation 
of the production p ro ce ss  of adding value to the product 
from  which profits can be derived. In a m arketing- 
orientated industry every individual m arketing activity 
is  a sou rce  of generating profit. 9

Q

Dr. Max E. Brunk, "Toward a M arket Orientated Meat 
Industry" (talk before the Annual Meeting of the A m erican Meat 
Institute, Chicago, Illinois, Sept. 28, 1964), p. 10.
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I cannot deny that antiquated fa c ilit ie s  and union demands 

played an important part in the co llapse of the meat industry, but 

they only added fuel to a f ire  that had been ignited from  another 

cause. When the m eat industry was drawing profits from  markup 

on commodity and efficiency  gained in production, these two avenues 

becam e highly lim iting. Meeting union demands cut into profits 

and when profits a re  lim ited by m arket to lerance, the packers 

could only go so far before they had to c lo se  their doors. And 

when sa les  are in creasin g  and profits declining, th ere is  not much 

left for the building of new fa c ilit ies .

Union demands and antiquated fa c ilit ies  w ere  m erely  resu lts 

of the industry 's lack of m arket-orientation. The Meat Barons, 

and not the unions nor their fa c ilit ie s , w ere  the cause of their 

own ruin. A lusty era  in the history of the meat industry had com e

to an end.
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PART TWO

SPECIALIZATION WITHIN THE MEAT INDUSTRY:

THE FROZEN FOODS AGE

C enturies ago, man once feared  tem peratures below that 

which made w ater solid, now he is  using tem perature to an 

advantage in the preservation  and presentation of food products 

to the consum er. However, it was not until the advent of the 

1940's that the concept of freez in g  for the general food industry 

was initiated by the c itr is  industry with the canning and freez in g  

of orange ju ice. Through new and im proved methods of freez in g  

and tem perature control, the frozen  food industry has com e into 

its own in the last decade. Today frozen  foods of all v a rieties 

a re  in great demand and competition with the fresh  and canned

products - - a  healthy competition which has brought about better 

products for the consum er.

Slaughterhouse products, though a latecom er in the frozen  

food industry, have played a strategic ro le  in the past decade in 

this growth industry. Although frozen  m eats and meat products 

encom pass only one area  of specia lization  for the meat industry,
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th.6 frozen  foods system, has been vital to the m eat industry 's

recovery. An ed itorial which appeared in Quick F rozen  Foods

a year ago had this to say about the advantages to be gained by

the meat industry in this field:

H ere a re som e of the obvious savings that w ill com e 
about as a resu lt of conversion to freez in g  (for the 
m eat industry). Cattle w ill be slaughtered at the 
p la ces w here they are ra ised . Automated system s 
w ill cut the c a rc a sse s  up into ready-to - cook products. 
They w ill be packaged, frozen  and shipped to a d is 
tributor, who w ill distribute them along with all 
other frozen  foods products, p ossib ly  as infrequently as 
once a week. Only the edible weight w ill be shipped; 
the skins, bones, fat, and g r ist le  w ill be p ro ce ssed  into 
other plants near the central unit. Meat cutters w ill 
d isappear from  the superm arkets. 1°

The advantages of frozen  foods as a system  a re not to be 

gained by the p ro c e sso r  alone, for the consum er w ill a lso  p rosp er 

greatly  from  the system .

The governm ent should. . . encourage the frozen  foods 
industry to grow even faster, because frozen  foods 
a re reducing the p rice  of transportation, w arehousing, 
distribution and the final cost of the p r ic e  of food 
itse lf, including the cost of p ro cessin g . What we 
are saying is  that frozen  foods a re a system  of sellin g  
foods. And that the g rea ter the percentage of the 
food supply of the U. S. that converts to frozen  form  
and u ses  the frozen  distribution system , the low er 
the p r ice  of foods w ill drop. * 11

I °E ditorial, "F rozen  Foods as a System, " Quick Frozen 
Foods, M arch, 1970, p. 194.

II Ibid.
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In the p receed ing  paragraphs, only one advantage of the 

frozen  food system  has been d iscu ssed  - -  cost. But what other

advantages of a frozen  food system  exist for both the p ro c e sso r  

and the consum er?

One of the greatest benefits derived from  the p ro ce ss  of 

freez in g  is  that a highly perish ab le  product has been transform ed 

into a nonperishable product. The subtle statement of this fact is 

far reaching. B efore the advent of m echanical refrigeration , 

m eat products w ere  transported, distributed and presented  on 

the r e t a ile r 's  shelves in a fresh  state. Time was of the e sse n ce  

and spoilage a common occu rren ce. And w here spoilage did not 

take p lace, b acteria l growth was rapid.

The early  h istory  of refrig era tion  rev ea ls that a patent was 

grated to Enoch P iper in 1861 for the freez in g  of fish  and to 

H. Benjamin of England in 1842 for the invention of m echanical 

re fr ig e ra t io n .12 But it was not until C laren ce B irdseye developed

12,

Vern R. Cahill and John C. M iller, Chapter VI: "F reezing  " 
Meat P ro cessin g  (a re fe re n ce  manual for u se in Training C o u rse s ’
° H ° CreToSed FO° d InsPec to rs» 0 h io State U niversity under contact 

with the USDA Consum er & Marketing Serv ice, Consum er Protection 
P rogram , 1969), p. 157.
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the q u ick -freezin g  p ro ce ss  and the equipment n ecessa ry  for it, 

that the concept of frozen  foods as a system  becam e a reality.

And because the m eat industry per se, chose to ignore the p o s s i

b ilities of a frozen  food system  for so many y e a rs , other com panies 

like Swanson, Cam pbell Soup, etc. , have reaped the fru its of a 

new industry. Today, the meat pack ers rea liz in g  the su c cess  of 

frozen  foods are scurrying to enter the m arket.

The Lone Ranger of the Meat Industry: 

Spencer Foods, Incorporated

G erald (Bud) L. P earson , P resident of Spencer Foods,

Incorporated, since early  1969 reprim ands the m eat industry:

There has been too much underachieving by the 
(meat) industry. By our industry I am talking about 
the independent beef slau gh terers that have sprung 
up in the last ten y ears. You can analyze them  and 
d iscov er the 'p ro fit le ss  p rosp erity ' that has existed 
in the last few y ears. All have had an astronom ical 
growth in sa les  with a d ecreasin g  return on dollar sa les.
In alm ost every case , earnings per share have gone down. 13

13 Harold Sales, A sse . E d., "Spencer Foods: The Industry's 
Lone Ranger, " Meat M anagem ent. Septem ber, 1970, p. 18.
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But Spencer Foods, Incorporated, under the lead ersh ip  of 

Bud P earson  (tagged by the industry as one of the "new breed of 

p ack ers") is  basing their future on frozen  convenience foods. 

Spencer Foods initiated their campaign into the frozen  foods arena 

by conducting a test m arket of distinctive frozen  beef patties at 

the reta il lev el in four m ajor c it ies  - -  C leveland, Denver, Omaha, 

and Buffalo. 14 The Spencer Range Patties com e in three flavors - -  

omon, barbecue, and unseasoned and each package contains a packet 

of Ranger specia l re lish  mix. The freez in g  technique employed 

by Spencer Foods is  the cryogenic p r o c e s s .15

Through advanced re se a rch  and testing of bacterial growth

and freez in g  m ethods, the cryogenic p ro c e ss  of freez in g  (nitrogen

freezin g) has opened num erous a rea s fo r frozen  foods. The

technique employed by Spencer Foods is  describ ed  by Bud P earson:

The f ir s t  step is  p re-coo lin g . Meat trav els down a 
belt. . . during which the tem perature of the surface 
is  reduced to an optimum tem perature that both sets 
the co lor of the meat and puts a cru st on the surface 
which locks in the m oisture. This tem perature v a ries 
rom  zero  to -50°F . depending on the load. Secondly 

the m eat is  p rech illed . During this step a co ld er 
tem perature, about -1 5 0 ° F .f is  initiated to condition 
the meat for the u ltra -co ld  blast of liquid nitrogen 
that w ill hit the surface of the product in the next

Ibid. , 14.
14



step. During the third step the meat is  frozen . A 
blast of -3 2 °F . liquid nitrogen hits the surface, 
radically  low ering the tem perature of the meat, 
particu larly  the outer shell. 16

The cryogenic method and other methods of "quick freez in g "  

have opened the door to frozen  foods, esp ecia lly  to the meat 

industry. P rio r  to these new methods conventional freez in g  was 

initiated at tem peratures between -0°F . and -20°F . The old slow 

freez in g  method was effective in the p reserv ation  of m eat products 

but gave way to bacterial growth before the product was totally 

frozen . Another side effect of slow freez in g  was the rupture of 

c e lls ,  resu lting in the lo ss  of ju ices  and coloring. Extensive 

re se a rch  enabled by the help of technologically  im proved 

refrigera tion  equipment has proved that quick freez in g  at or 

below -40°F . allow s only a m inim al of bacteria l growth and 

produces a sw elling but not rupturing of the ce lls .

These p ro c e s se s  of quick freez in g  req u ire  a la rge  investm ent 

m equipment and a high cost of m a teria ls  and maintenance. Bud 

P earson  estim ates that Spencer Foods' freez in g  cost alone is  one 

to three cents a pound higher by using the cryogenic method of 

freez in g  rather than a conventional m echanical refrigeration  6

l6 Ibid. , 17.

18
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sy stem .17 This cost factor of freez in g  ra ise s  the question of 

econom ic feasib ility  to both the p ro c e s so r  and the consum er.

Bud P earson  is  highly optim istic.

. . . When one con sid ers the d ifferen ce in dehydration, 
drip lo s s , operating labor, quality of the finished 
product, there is  no question in my mind that liquid 
nitrogen freez in g  is  econom ically  fea sib le . 18

And as fa r as new horizons that may lay ahead for the meat 

industry with the u se of quick freez in g , it is  Bud P ea rso n 's  belief 

that nitrogen freez in g  opens the door to substantial importation of 

M idwest beef by Europe. 19 Prohibited factors p r io r  to quick 

freez in g  have been ex cess  deterioration  and shrinkage which is  

suffered  because of the tim e it takes to transport the beef over 

water. Many packers and p ro c e s so r s  have looked deeply at 

transportation via a ir, but the cost of this type of transportation 

has proved to be extrem ely higher than the costs in cu rred  by 

nitrogen freez in g . * 19

17Ibid.

19Ibid.
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Spencer Foods has been sold in the many advantages to be 

gained through the quick freez in g  of m eats which m akes these 

products su p erior to the fre sh  m eats now presented  to the consum er 

Spencer Foods is  but one example of the many meat p ro c e s so rs  

that have experim ented with the idea of frozen  m eats. Com panies 

of the magnitude of Iowa Beef P ro c e s so r s ,  Inc. , and A m erican 

Beef P ack ers, Inc. , who a re noted m ainly as slau gh terers have 

initiated p rogram s of central meat cutting. These cuts of meat 

a re vacuum packed and sea led  in cryovac bags and presented  at 

the reta il lev el as frozen  cuts.

The concept behind frozen  cuts is  not new, it is  just better.
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PART THREE

OBSTACLES AND RESOLUTIONS 

FOR THE MEAT INDUSTRY

The "new breed of p a ck ers"  have posed this question to the 

industry: A re we in the meat busin ess or the food b u sin ess?  It 

has taken the industry many years to answ er that they are in the

food b usiness, but once finding th em selv es, great strid es have 

been made.

B ecause the m eat industry chose to m arket their product 

as a commodity and overlooked the demands which w ere  made 

upon them, m arketing-orientated com panies and even chain stores 

filled  the gaps which the meat industry had left. The resu lt is  

that the industry today faces a long and difficult battle to regain 

these a rea s which once belonged to them.

I have made mention in Part Two of central meat cutting p ro 

gram s initiated by som e of the independent pack ers throughout 

the country. The sad song to be sung h ere is  that central m eat 

cutting was one of the gaps that the meat industry left to be filled  

by the chain stores. In the last decade many of the national chains 

have initiated along with their central w arehousing and distribution
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cen ters, a central m eat cutting program . The chain sto res  did 

not move hastily into the central meat cutting program s, but 

preceded  this move only after extensive in-depth resea rch . The 

points of com parison with the greatest amount of influence w ere 

shipping, handling and distribution costs of ca rc a ss  meat, and the 

duplication and costs of the in -sto re  butchers and equipment.

The f ir s t  point of com parison, shipping, handling and d is 

tribution costs in the shipping of c a rc a ss  m eat v ersu s the finished 

product, resu lts in savings inasm uch as only the edible weight is 

shipped to the sto res. The inedible weight consisting of skin, 

bone, fat, g r ist le , etc. , is  bulk shipped to rendering plants for 

p ro cessin g . The savings to be rea lized  w ill depend on the types 

and cuts of m eats that w ill be shipped. The second point of co m 

parison, the duplication and costs of in -sto re  butchers and equip

ment, is  m ore obvious in the savings to be rea lized . The in -sto re  

butcher must divide his tim e between serv ing the cu stom ers and 

cutting meat, and the tim e devoted to the custom er does not get the 

m eat into the ca se s . B esides this tim e lost, the chains have 

d iscovered  that when the in -sto re  butcher is  active in cutting 

m eats, he devotes the greatest amount of his tim e to the higher 

priced  cuts such as chops, steaks, and so forth. The low er priced  

m eats such as rib s, liv er, and stew m eats, for example, m ore
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often than not w ill go unattended. And even though these item s 

a re low er priced , the g ro sse s  on these products a re com parable 

to the higher p riced  cuts. F urtherm ore, packing and packaging 

equipment m ust be duplicated. Every store m ust be provided 

with the n e c e ssa ry  p ieces of equipment. Central meat cutting 

allow s the butcher fu ll-tim e concentration on meat cutting and 

elim inates the duplication of equipment.

The m eat industry not rea liz in g  the problem s faced by the 

chain sto res  at the reta il lev el allowed the chains to get into 

central meat cutting program s first . The pack ers are now 

channeling their efforts toward a m arket-orientated m eat indus

try. The resu lts are the turnaround by pack ers such as Spencer 

Foods, a truly m arketing-orientated packer who cla im s to be in the 

food business.

What many packers are now doing is  taking their plant, cutting 

it into two distinct operations, thusly separating the sp ec ies , and 

sa crific in g  volume for profits. The packer is  not stopping at 

point of slaughter, but rather he is  breaking, boning, fabricating, 

p ro cessin g , packaging, freez in g , and shipping a fin ished product of 

red meat cuts. Many pack ers a re now perform ing the centralized  

m eat cutting p ro c e ss  that chains had initiated in the past. The 

pack ers are m erchandising their product.
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Will we see  another turnaround in the next decade of meat

p ro cessin g ?  Central meat p ro cessin g  initiated by the chains has

introduced som e of the e ffic ien cies  to be gained in the handling

and distribution of the product, but w ill this be good enough for

the future? Who w ill p erform  this centra lized  job - -  the reta ile rs

or the p a ck ers?  Mr. W eiss stated that:

As long as it is  fresh  m eats that a re  involved, the 
re ta ile rs  w ill do the packaging for sev era l reasons.
But the m ost econom ical p lace to cut and package 
m eats would be in the packing house - - i f  the meat 
w ere  frozen. Central cutting and packaging of 
frozen  chicken is  now being done by the p ro c e sso r .
F rozen meat - -  frozen  by the packer - -  seem s inev it
able. Prepackaged frozen  m eats m ust com e and the 
packer m ust shoulder this job. 20

Will we w itness a decom m itm ent of re so u rc e s  by the chains and

a commitment by the packers to central m eat cutting? I believe

we shall. G rocery  chain sto res  a re in the busin ess of m ass

m erchandising of food staples at the reta il lev el, but because

of the gap left by the p ack ers, the chain sto res  got them selves

into the meat industry.

Some chains have already begun the p ro ce ss  of decom m itm ent 

of re so u rc es  and a re turning to the pack ers and the sp ec ia lists  of 

the industry to provide them with the n ecessa ry  se rv ic e s  and

2 0W eiss, "M odern Marketing Needed, " p. 18.
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products. The chain sto res  are now requesting the packers and 

sp ec ia lists  to provide them with private label brands of m eats 

and meat products, such as Manor House Brand poultry and meat 

for Safeway Stores, Incorporated.

The blunt fact of the m atter is , that w here once the chains 

could provide their individual sto res with meat cuts at a low er 

p r ic e  through central m eat cutting p rogram s, the packer and 

sp ec ia list  of the meat industry can now, in many instances, provide 

the chains and their sto res  the sam e product with better quality 

and at a low er p rice . The transition  has begun but w ill take a 

number of years to becom e an accepted method of providing the 

consum er with the highest quality of product at the least cost.

The meat industry is  playing a catch-up gam e, but it p o s se s se s  

the capabilities of regaining its top position not only in the meat 

industry but also  in gaining a high seat in the food bu sin ess.

Meat people a re  becom ing m arketing-orientated. They are 

m erchandising their product from  live weight to fin ished product. 

Specia lists in the industry a re  growing and prospering. The meat 

industry is  becom ing m ore atune to the problem s faced by the 

chains at the reta il level. T here are st ill many obstacles for the 

meat industry to overcom e in the future in their struggle to becom e 

a m arketing-orientated industry. They have taken the f ir st  step,
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called  by one ob serv er as only a baby step, but this step has

proven to be in the right direction. Meat men a re beginning to

pose such questions as this one asked of P ro fe sso r  Brunk at the

Annual M eeting of the A m erican Meat Institute in Chicago, 1969:

Question: W here can a packer find a good product develop
ment man or how e lse  can a packer get out of 
the commodity and into the product b u sin ess?

While 'people r e so u rc e s ' a re  the basic m ateria l out of 
which busin ess is  built, m anagem ents which ra ise  such 
questions seldom  find the solution. Product develop
ment is  not an individual resp on sib ility  - -  it is  a co m 
pany responsibility . The capacity of a company to 
differentiate its products, to innovate, to maintain a 
flow of su ccessfu l, new products into the m arket 
p lace is  far m ore the resu lt of a management philosophy 
than the p resen ce  or absence of individual people. Good 
product development m en a re to be found in alm ost any 
company but there are few com panies which have found 
the sec re t  of establishing an environm ent in which such 
m en can work su ccessfu lly . The development of a good 
idea is  relatively  sim ple but the translation of the idea 
into su c cess  req u ires the full and concerted effort of 
everyone in the company. In the final analysis it 's  
not so much the idea that's important but rather the 
execution of it.  ̂*

Meat men a re  rechanneling their efforts away from  production, 

volum e, commodity, and tonnage concerns and concentrating on 

product innovation and on m arketing. P ro fe sso r  Brunk rep lies

Dr. Max E. Brunk, "The R etailer and You". (Talk before 
the Annual Meeting of the A m erican Meat Institute, Chicago, 
Illinois, Septem ber 17, 1968), p. 80.
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to the second part of the question:

We have spent much tim e together over the past few 
years trying to answ er the latter part of the question. 
Not being overw helm ed with apparent su c cess  I shall 
conclude my answ er, and this talk this way:

If you a re one of those pack ers who earn a little money, 
who have sev era l profitable but many unprofitable 
products in your line; if your w o rr ie s  a re  about 
physical problem s of efficiency  rather than about 
pricing, quality, packaging, and advertising, if you 
a re  m ore content to copy the ideas of your com petitors 
than to fight the battle of carry ing through a new idea, 
then you might w ell be advised to con sid er the m erits 
of sellin g  your business and using what equity you 
might have rem aining to go into the reta il food b u si
n ess. Your attributes w ill be m ore at home. ^

22 Ibid.





PART FOUR

THE FUTURE OF MEAT MARKETING

As A m erican  industry com es to recogn ize the profit 
generating potentials that m arketing in itse lf  has to 
o ffer, the corporate executive w ill becom e deeply 
involved in 'm arketing management. ' This brings me 
to the point: to se ll m eans 'to get rid of, ' to m arket 
m eans 'to create utility. ' In planning the f ir m 's  
m arketing future, management m ust make the 
d ecision  whether profits are to be sought p rim arily  
in production or in a finely-balanced program  of 
production and m arketing. If you chose to be production 
orientated, then m arketing is m ere ly  an instrum ent for 
sellin g  meat, for selling  a commodity. If on the other 
hand, firm  objectives point to profit in m arketing, 
the whole nature of the busin ess changes to that of 
d iscovering, producing and sellin g  m arketing se rv ice s . ^3

Meat packers today are no longer m em b ers of just the meat 

industry, for they have joined the ranks of the broader field  of 

the food industry. Meat men a re making changes. They a re 

d irecting their b u sin esses  toward a m arket-orientation. Not only 

have they left behind the old ways, they a re making som e of the 

new ways. Meat men no longer take a sad istic  p ride in their

2 3
Dr. Max E. Brunk, "M anagem ent's R esponsibility for 

M arketing" (talk given before the Executive Management C on
feren ce  of the A m erican Meat Institute, M onterey, C alifornia  
M arch 29, 1965), PP. 16-22.



stubbornness to r e s is t  change, but have becom e change agents

in one of the w o rld 's  la rg est  industries - -  the food industry.

The question is  no longer what is  the future of the m eat industry,

but rather what w ill be the future of meat m arketing? One of the

m ost exciting avenues that the meat pack ers have taken is  the

presentation of frozen  red meat cuts as illu strated  by Spencer

Foods in Part II. Spencer Foods are not alone in their endeavor.

Iowa Beef P ro c e sso rs , Inc. , one of the new breed  of the 6 0 's see s

frozen  red m eats in this light:

We see  the beef industry as an em erging growth oppor
tunity through creative new m arketing and m erchandising 
p rogram s. Iowa Beef is  dedicated to the task of making 
rational the p ro c e ss  of providing our nation with quality 
beef products. The advancement of our innovative ideas 
in providing prefabricated beef cuts to the superm arket 
and feed serv ice  ind ustries rep resen ts a challenge 
unequalled in the meat industry. 24

31

A challenge unequalled in the m eat industry - -  w ill the packers 

be able to m eet the challenge? Meat m en today a re already m eeting 

the challenge head on and it is  my b e lie f that they w ill greatly 

su rp ass it. As in the ca se  of frozen  red m eat cuts, industry 

indicators point to a 50% conversion  from  " fresh "  m eat cuts to

24 ,A dvertisem ent. 
National P rov ision er,

"Iowa Beef P ro c e sso rs , 
A pril 17, 1971, p. 3.

Inc. I I
> The
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frozen  by 1980. Spencer Foods is  but the exam ple of one packer 

experim enting with this conversion, but what about the other end 

of the meat m arketing spectrum . A Jewel Tea Company Food 

Store in M e lro se  Park, Illinois, b e liev es that "we a re  just a 

little ahead of our tim e" in 1971, "how ever, we still fee l frozen  

red m eats a re not fa r off. Many shoppers re s iste d  buying meat 

frozen , although others have written to ask for the item s since 

the line was withdrawn. "25

Change does not take p lace over night and yet the meat industry

has initiated a considerab le amount of change in food p ro cessin g  in

the past decade. The meat industry has assum ed a m arketing

atm osphere, something that was totally lacking fifteen y ears ago.

It is  true, as P ro fe sso r  Brunk has pointed out:

In a generation of m arketing change, the m eat industry 
has done little m ore than initiate prepackaging and 
decen tra lize  its p ro cessin g  with m ore efficient plants.
The fo rm er has abandoned to the reta ile r  and the latter 
was a forced  yield to the p re s su re s  of p rice . Far too 
many meat f irm s cling to the b e lie f that m arketing is 
little m ore than salesm anship , advertising and pricing - -  
a b e lief as outmoded as the ro ll top desk. Today 
m arketing o ffers  as much opportunity for profit as 
does production but you w ill never see  that opportunity 
nor reap the rew ard it o ffers  until you recogn ize 
m arketing for what it is.26

25
"Jewel Halts Test on F rozen Meat. 

A pril, 1971, p. 1.
F rozen  Food Age.

26
Brunk, "Toward a M arket Orientated Meat Industry," p. 9.
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P ro fe sso r  Brunk gave his talk to the A m erican Meat Institute 

seven y ears ago. What was its im pact? The meat industry has 

recogn ized  the vast opportunities that lay waiting them in m arketing 

and have r isen  up to m eet the challenge. Every industry should 

be so lucky to have a "P ro fe sso r  Brunk", for it is  men like the 

p ro fe sso r  who help an industry com e of age.



In the Introduction I said that I would c r it ic iz e  the meat 

industry w here I believed it d eserv ed  crit ic ism . I have pointed 

out a multitude of sins I believe the industry is  guilty of committing 

and yet, I cannot p ra ise  the men of the industry enough for their 

hard -fought com eback. "If you a re  id le, you a re on the way to ruin 

and there a re few stopping p laces upon it. " Henry Ward B eech er 's  

w ords are displayed throughout the industry 's past. The meat 

industry becam e stagnant and id le, but it a lso  learned a great deal 

about it se lf  during its near co llapse. For the meat industry, the 

future can be out of sight.
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