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• Master’s in Ag/Food Marketing, Cornell

• Ag. Marketing Specialist, CCE, 11 years

• Created Cornell Meat Price Calculator

• New England Livestock Alliance & Heritage Breeds 
Conservancy.

• Ultrasound Technician for Beef Carcass Quality



Creating Consumer-friendly Bulk 
Meat Sales

What we will cover in this presentation:
1. Understanding the consumer

2. Creating the product

3. Selling & Delivering

4. Pricing

5. Reaching Consumers



How to get started

1. Call processors to get slots.

2. Calculate pricing.

3. Work on your product and description.

4. Create Facebook & other web pages.

5. Start sharing, get help from friends.



Crisis Situation

April 29, 2020



Also a huge opportunity

April 29, 2020



Marketing is the process of:

Understanding what the consumer wants, 
developing the product, and getting it to them. 

1. Understand
2. Create
3. Sell & Deliver



What do your customers want?

Try to understand your target customers to best serve them. 
Main Groups of Local Meat Buyers

• Foodie/ Locavore Enthusiasts- experience driven.
• Social Cause /Personal Health- cause driven.
• Traditional buyers- price driven.
• Ethnic/Religious- culturally driven.
• Pandemic “crisis” consumers- security driven.

Local food buyers: Who are they?



Understand: Strategy Development

Problems
• Want to leave home as little as possible.

• Prefer online ordering & payment.

• Worried about food shortages, particularly meat.

• Worried about bringing the virus into the home on goods.

• May not have the money for large purchases.

• Possibly nervous about spending on large purchases.

Characteristics of the NEW Local Meat Buyer:
The Crisis Consumer



Opportunities
• Cooking more/most meals at home.

• Willing to buy in bulk (stockpile).

• Eager to buy from a short supply chain.

• Eager to support local businesses.

• Looking for ideas for meals.

• Bulk pricing offers better price/LB. than single cuts.

Understand: Strategy Development
Characteristics of the NEW Local Meat Buyer:

The Crisis Consumer



Each customer has different:

“I need to feed my family meat.”

“I want to secure a supply & support local farms.”

“I’d love to know very few people handled this product.”

“I prefer to order and pay online. Home delivery is ideal, 
but I at least want to avoid stores & crowds.”

Needs

Motivations

Desires

Buying habits

Understand: Strategy Development
Characteristics of the NEW Local Meat Buyer:

The Crisis Consumer



Our farm raises claims/product(s) for target 
customers who activity/demographic/behavior.

Impacts production and marketing decisions.

Understand: Strategy Development



We make _fast, easy meals__ for __busy working 
moms__ who __have run out of time and give up for 

today_.

Understand: Strategy Development



Short-term strategy
• We sell a secure stockpile to house-bound 

families worried about shortages and infection.

Long-term strategy
• Focus on a specific subset of local meat buyers.

Understand: Strategy Development



Create: Consumer-friendly Bulk

Bulk Meat Product Formats:
• Traditional wholes, halves, and quarters (split sides).

• Bulk Boxes.



Create: Consumer-friendly Bulk

Traditional wholes, halves, and quarters:
• Price using $/lb. hanging weight including processing.

• Offer “split-side” quarters.

• Offer pre-set cut sheets with few or no options.

• Call the processor for them.

• Send them “the butcher kept your meat” by email.





Create: Consumer-friendly Bulk

Simplifying the bulk purchase process:
• VT processors are reducing options on cut sheets to 

increase throughput.

• Full customization seems like high customer service, but…

• Many customers are intimidated by a cut sheet and 

unfamiliar with the choices.

• Can still accommodate customers as needed.



Create: Consumer-friendly Bulk

• Ground Beef, 1 lb. packs
• Sirloin steaks, ¾” thick
• Brisket
• Short Ribs
• Top Round, 2-3 lb. roast
• Strip Steaks, ¾” thick, 2 packs
• Filet
• Sirloin Tip
• Chuck Roast, 2 lb. packs
• Rump Roast, 2-3 lb.
• Ribeye Steaks, ¾” thick, 2 packs
• Stew Beef, 1 lb. packs

Example of a Fixed Cut Sheet: “Do you want one like this?”

It will weigh between 90-110 lbs and will cost you 
$650-750. 



Create: Consumer-friendly Bulk

Bulk Bundles:
• Assorted cuts including high & low value cuts and ground.

• Includes “assembled” quarters/halves/wholes.

• Can make guaranteed weight quarters/halves/wholes.

• Reduces inventory challenges.

• Create bundles in different sizes & values.

• Mixed species bundles.

• Requires USDA-Inspection.



A great example

Create: Consumer-friendly Bulk



Create: Consumer-friendly Bulk

Traditional ¼’s

Set Cut sheets

Bulk Bundles

Consumer Friendliness

Fixed weight & 
Assembled ¼’s

$

$$$$

Price/ lb.

Lowest

Highest

Farm Marketing Effort



Deliver: Consumer-friendly Bulk
Taking orders & Payment

• Phone, text, email
• Do take a deposit.
• Pay the processor for them.
• Email invoices.
• Paypal, Square, and others.
• Integrated online ordering & 

payment.
– Squareup.com
– Shopify.com

Cash

Checks

Email

Online

Orders

By phone

By text/email

Online with 
payment

Simple online

Payment





Deliver: Consumer-friendly Bulk

Delivery

• Pick up at the processor.
• Pick up at the farm. 
• Central distribution points.
• Home delivery.
• Partner delivery systems.
• By appointment or time window.

At the processor

At the farm

Home delivery

Consumer Friendliness

Central pick up 
spot(s)



http://calculator.meatsuite.com/

Cornell Resource for Pricing:
• For pricing meat by the carcass or by the cut.
• Need to prepare with data from your farm.

Price: Calculate an Accurate Price

http://calculator.meatsuite.com/


Price: Calculate an Accurate Price

Beef example:
• Cost of production: $1300/head
• Production Profit: $100/head
• Trucking: $35/head
• Pick-up & Delivery: $35/head
• Kill fee: $85/head
• Cut & Wrap: $0.85/ LB HCW

550 lb HCW = $2,023

650 lb HCW = $2,107

750 lb HCW = $2,193



Price: Calculate an Accurate Price

Beef example:

• How much time will I invest in selling?

Estimate for selling quarters:

Hours promoting online: 6 hours
Customer #1: First time buyer: 3 hours
Customer #2: First time buyer: 3 hours
Customer #3: Experienced buyer: 2 hours
Customer #4: Repeat customer: 1 hour

My time is worth $15/hour x  15 hours =   $225 



Price: Calculate an Accurate Price

Beef example:
• How much marketing profit would I like on 1 

head?



Price: Calculate an Accurate Price

Beef example:
650 lb HCW = $2,107

Marketing time = $225/head

Marketing profit = $500/head

Total cost = $2,832

That is $4.35/ LB HCW including processing.

Each quarter will cost customers $708.

Customer can expect ≈100 lbs @62% yield

WTD AVG price for cuts: $7.08/ LB



Price: Calculate an Accurate Price

Don’t think you can get that price? 

Consumers do not buy on price alone!



$2.00/LB

$1.00/LB

Good bull genetics

Body Condition Score

Castrated

Weaned

Started on-feed

Vaccinated & boostered

Factors influencing feeder calf 
prices at auction:

Applied Production 
Management

Price: Calculate an Accurate Price



$8.00/LB

$4.00/LB

Target Market identification

Marketing Strategy

Marketing Time

Consumer Communication

Consumer-friendly practices

The difference between $4 & $8 ground 
beef?

Applied Marketing 
Management

Price: Calculate an Accurate Price



Reaching Consumers

Things to avoid in communication:

• Jargon

• False claims & lies

• Sob stories

• Criticism of “the industry” or other farms.

• Over-committing
Tell them what you are proud of and 

what’s good about what you do.
 DON’T tell them what’s wrong with what 

others are doing.



Instead of:
• “We still need to sell 3 more lambs by Dec. 1.”

TRY:
• “You still have time to secure your supply of 

local lamb to feed your family.”

• Let’s see some examples!

Keep it Positive!



Reaching Consumers

At Blue Dog Farms, how we reach consumers comes 

directly from our vision.  We strive to be:

• Humble and Grateful

• Authentic and positive

• Community Connector



Humble & Grateful



Authentic & Positive



Authentic & Positive



Connecting the Community



Connecting the Community

•Talking about other farmers

•Handling concerns/complaints about others

•Teaching customers to do it themselves

•Talking about what sets the farm apart from others



Connecting the Community



Reaching Consumers

• Business and 

Marketing Plan

• Then Facebook

• It can be easy



Reaching Consumers

• Direct Marketing

• Community Marketing

• Email lists



Reaching Consumers



Reaching Consumers



Reaching Consumers

Results!



How to get started
1. Call processors to get slots.

2. Calculate pricing.

3. Work on your product and description.

4. Create Facebook & other web pages.

5. Start sharing, get help from friends.



CONTACT INFORMATION

mnl28@cornell.edu


