
 
 

Give to AgEcon Search 

 
 

 

The World’s Largest Open Access Agricultural & Applied Economics Digital Library 
 

 
 

This document is discoverable and free to researchers across the 
globe due to the work of AgEcon Search. 

 
 
 

Help ensure our sustainability. 
 

 
 
 
 
 
 
 

AgEcon Search 
http://ageconsearch.umn.edu 

aesearch@umn.edu 
 
 
 

 
 
 
 
 
 
Papers downloaded from AgEcon Search may be used for non-commercial purposes and personal study only. 
No other use, including posting to another Internet site, is permitted without permission from the copyright 
owner (not AgEcon Search), or as allowed under the provisions of Fair Use, U.S. Copyright Act, Title 17 U.S.C. 

https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
http://ageconsearch.umn.edu/
mailto:aesearch@umn.edu


ECONOMIC ANALYSIS OF
MEAT PROMOTION

PROCEEIVNGS FROM THE NEC-63 CONFERENCE

Adam's Mark Hotel
Denver, Colorado.

, June 2 - 3, 1995

EDITED . BY:

Henry W. Kinnucan
John E. Lenz.
Cynda K. Clary

SPONSORED BY BY AND PUBLISHED WITH THE SUPPORT OF:

• The Research Committee on Commodity Promotion (NEC-63)

The National Institute for Commodity Promotion
Research and Evaluation •



PART THREE

COMMODITY PROMOTION
AND

MARKET EXTENSION



12

IDENTIFICATION OF ACTIONABLE MARKET
SEGMENTS IN THE U.S. BEEF INDUSTRY

Mike Sundet

In maximizing the efficiency of promotional budgets, it is imperative that dollars be targeted
in the areas which reap the greatest rewards. In most, if not all cases, this means abandoning the
typical mass media approach and identifying specific segments within the overall market that can
be more efficiently reached through targeted promotional spending. It is important to note that the
term promotion in this context does not refer solely to advertising, but also encompasses other
efforts such as direct-to-consumer communications, point-of-purchase promotions, public relations,
as well as other informational and educational endeavors.

The Beef Industry Council (BIC) of the National Livestock and Meat Board and Leo Burnett
U.S.A. recently conducted an analysis to segment overall meat users into more actionable targets.
This new segmentation will assist in directing current and future BIC promotional efforts.

In deciding on the current segmentation strategy, numerous proposed segmentation schemes
were evaluated on several criteria to gauge usefulness and actionability. As with any segmentation
study, each resulting segment was required to be homogenous, yet provide differentiation across
groups. It is critical in developing a practical segmentation to identify means of differentiating the
segments that can be directly acted upon.

Using panel data from a monthly Meat Purchase Diary, the new BIC segmentation was founded
on consumers' meat purchasing behavior. The segmentation resulted in five distinct groups of
consumers who differ in their patterns for purchasing meat. Out of these segments, the BIC has
identified three key groups on which its promotional efforts can be focused.

The three segments to be targeted by the BIC consist of 56% of all households, but these
households drive 81% of beef movement. By identifying the key segments that yield the most
potential to maintain market share and grow new business, the BIC is in a position to more
efficiently use its' promotional dollars.

The households within the targeted groups exhibit differing patterns of meat purchases, as well
as different demographics and attitudes. Examining the key components driving purchase behavior
for each group allows the opportunity to direct specific programs that will cater to the needs and
attitudes of each individual segment. Custom designed marketing efforts are becoming increasingly
important in maximizing the return on investment to the beef industry.


