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“I love being able to connect people from gate to plate, to serve as 
the bridge between our cattlemen and our end users.”



If Given a Choice



2021 National Cattlemen Beef Association Research 

Research shows TASTE is the 
No. 1 reason consumers buy 

beef, according to 2021 
National Cattlemen’s Beef 

Association market research. 
Consumers continually rank 
taste as the most important 

feature of beef.

Taste is No. 1



Restaurant and 
retail customers 

progressively 
demand higher 
quality food and 

service.
Mhlanga et al., 2014



WHY WE EXIST?
Help consumers find the best-

tasting beef every time.
 

Recognize and reward the 
family farmers and ranchers 

dedicated to producing high-
quality, sustainable beef.
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A Shift From Commodity Towards Quality
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Fiscal Year

Certified Angus Beef ® brand Sales

1988
71 million lbs.

2008
638 million lbs.

2018
1.212 billion lbs.

2022
1,234,000,000 lbs.

Source: Certified Angus Beef LLC

32.9%

14.3%
8.2%

44.6%

FY 2022
Foodservice
International
Misc
Retail

1998
411 million lbs.
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Accelerate the food business



C-STORES FOCUS ON BOTH VALUE AND 
PREMIUM FOODSERVICE OFFERINGS 
AS MANY CHAINS LOOK TO TAKE A 
BARBELL MENU STRATEGY. *Cleveland Research
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+

TODAY’S



HOW MUCH IS TOO MUCH?

DEMAND 
FOR QUALITY

SUPPLY 
AND 

PRICE



Consumer Sentiment – Source Cleveland Research Council

In the next 6 months, net 3% of 
consumers think they will dine out 
more from what they do currently

Optimistic outlook for restaurant 
demand over the next 6 months

While most operators appear to be 
at a price ceiling, we are still not 

seeing broad consumer pushback 
due to higher pricing



WHAT has 
changed?







BUYING STRATEGIES
a. Further out on buys
b.  Suspended Fresh and Deep Chill
c.  Prime….be cautious due to supply. Demand at both Retail and Foodservice



RESTAURANTS AND GROCERY STORES



Keep making high quality cattle and we will keep selling them.



THANK YOU!


