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Introduction: Pasture-Raised 	 in communication the benefits of 
pasture-raised systems to consumers.Meats Marketing Messages 

As consumers become increasingly 	 The first step in the process was to 
conduct consumer surveys and focus attuned to health and environmental 

effects of food production, meat groups to determine which messages 

producers are racing to make claims about pasture-raised meats were most 

about their production methods. Even convincing and compelling to the 

mainstream grocery stores now stock average consumer.  The focus groups 

many products carrying labels such as overwhelmingly indicated that the 

“organic,” “free range,” “grass-fed,” or most compelling messages about 

“pasture-raised.” Does this barrage of pasture-raised meats focused on taste, 

sustainability claims confuse the health and nutrition, support for local 

consumer? Which of the many farmers and, to a lesser extent, 

marketing messages employed is the 	 environmental sustainability and 
humane treatment of animals.most effective? How can producers 

make convincing claims about their A consultant then conducted farmsustainable meat productions visits and interviews with themethods? participating meat producers. The 

With these questions in mind, Food 	 consultant developed marketing 

Alliance Midwest through a 	 materials for each producer, catering 

collaboration with the Leopold Center to each producer’s desired consumer 

for Sustainable Agriculture at Iowa market and focusing on those 

State University, Practical Farmers of messages about pasture-raised meat 

Iowa, Minnesota Institute for 	 that the consumer focus groups 
determined to be most effective andSustainable Agriculture at the 

University of Minnesota, the Center compelling. 

for Integrated Agriculture Systems at The following case study tells thethe University of Wisconsin, Iowa 
State University Extension, and Food story of one of the three Iowa meat 

Routes designed a project to study the producers, Tom and Kristi German of 
Thankful Harvest Tenderheart Beef.development and efficacy of pasture-

raised meat marketing messages. The 
project was supported by FoodRoutes 
and the Leopold Center.  

The group chose three Iowa farmers 
who practice pasture-raised 
production systems and who market 
their products directly to consumers. 
We conducted case studies to 
examine which messages and 
communication strategies are effective 
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A Family Legacy 

"As tender as a woman's heart," Tom 
German's grandfather used to say of 
the beef he sold at the Chicago 
Stockyards. When Tom and his wife, 
Kristi, returned to Tom's family farm 

of their product to reflect this family 
legacy. Now, Tom and Kristi's 

customers as "the way meat used to 

The Germans' animals eat only grass 
for their entire lives (the only 

Surrounded by a delicious salad bar of 
forage grasses, the animals feed 
themselves, which reduces the human 
energy and costly feed inputs needed 
to sustain them. In addition, the 
pasture environment-with the daily 

to happy, healthy animals. 

Raised without antibiotics or added 

by Food Alliance in recognition of the 
environmentally and socially 
responsible practices used on the 
farm. Tom said customers should 
know that his beef "is produced as if 

with the utmost attention to eating 
quality and human health benefits." 

raised eggs. And last, but hardly least, 
they have three children: Daniel, 8; 
Morgan, 8; and Grace, 6. 

Markets and goals 

Prior to the case study project, Tom 

animal). In addition, they sold 

mouth referrals, as well as the brand 
recognition from selling their product 
in the natural food store. Interestingly, 

Omaha, Neb., who recommended 
their pasture-raised beef for some of 
his patients. (This idea originally came 

could make available to his patients. 
The doctor had learned of their 
product from a patient who had 
purchased some after being advised 

One set of the three Iowa producers selected 
to participate in this project were Tom and 
Kristi German, owners of Thankful Harvest 
TenderHeart Beef in Holstein, Iowa. 

10 years ago to begin a pasture-raised 
beef operation, they wanted the name 

TenderHeart beef is known to their 

taste, the way it's supposed to taste." 

additional supplements are free-salt 
minerals). Tom and Kristi look at 
pasturing as a perfect scenario: 

exercise, sunshine and fresh air-leads 

growth hormones, the Germans' beef 
cattle are certified organic. The 
operation was also recently certified 

they would have done it themselves, 

In addition to cattle, the Germans  
produce pastured broilers and farm-

and Kristi were marketing their 
TenderHeart beef directly to 
customers in bulk (quarter or half an 

TenderHeart beef at a local natural 
food store. For advertising, Tom and 
Kristi relied primarily on word-of-

they had also recently begun to 
receive referrals from an osteopath in 

from the same doctor, who called the 
Germans and asked for information he 



by the same doctor that she should eat 
more healthfully.) 

The Germans had already developed 
names for both their company 
(Thankful Harvest) and their beef 
products (TenderHeart). In developing 
these names, Tom and Kristi tried to 
stay away from geography and direct 
farm ties. "We wanted something that 
was more universally acceptable and 
mobile," Tom said. "We think we can 
build a story that is not just tied to this 
farm's location." 

Tom and Kristi were eager to 
participate in the case study project in 
order to develop a brochure to expand 
their marketing. They planned to 
widen their retail market as well as 
increase referrals from regional 
doctors and alternative health 
practitioners by placing brochures in 
doctors' offices. 

In order to augment their bulk sales, 
the Germans hoped to implement a 
subscription program for 
frozen beef cuts. With this CSA-style 
program, customers would purchase a 
quarter or half an animal to be 
delivered bi-monthly over a six-month 
or yearlong period; the Germans 
would primarily target this program to 
customers with limited freezer space 
or an income too limited for one bulk 
purchase. Besides targeting these 
specific markets, the Germans wanted 
their brochure to highlight the 
difference between their pasture-
raised product and conventional grain-
fed beef, focusing on "both what we 
do, and what we don't do." 

John Seymour Anderson, the 
consultant contracted to design 
marketing materials for each project 
participant, visited the German farm 
to interview Tom and Kristi. Using  
the messages determined by the 
focus groups to be most compelling, 
Anderson designed a brochure 
advertising TenderHeart beef. The 
brochure highlights the flavor and 
tenderness, as well as the health 
benefits, of the product. In addition, it 
presents three convenient buying 
options for customers, one of which is 
the subscription program that Tom 
and Kristi had hoped to promote. 

Pasture-Raised messages 

�	 Flavorful. The Germans 
“approach our beef like making 
wine. We start with the best 
ingredients…”  The perfect mix 
of animal breed, good forage 
grasses, and careful handling 
lead to the perfect flavor of 
beef. 

�	 Nutritious: What it has. Grass 
fed beef contains many 
beneficial nutrients: “studies 
show that pasture raised (grass 
fed) beef is naturally high in 
health promoting essential fatty 
acids [and] Vitamin E.” 

�	 Nutritious: What it doesn’t 
have. Pasture-raised beef is 
lower in cholesterol and 
saturated fats, as well as 
containing fewer calories than 
conventional beef. 

�	 Convenient.  Customers can 
purchase meat directly from 
the farm, either in bulk or 
through a bi-monthly 
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subscription buying program. 
In addition, individual cuts are 
available at a local natural food 
store.


� Processed locally. By working 

with a small local processor, 

the Germans ensure humane 

treatment of their animals.  

They also minimize the stress 

the animals experience.


� Environmentally-friendly.  The 

Germans manage their farm to 
preserve biodiversity, as well 
as soil health. 

Measuring success 

Eighteen months after the 
development of the marketing 
brochure, Tom and Kristi have 
distributed their brochures to potential 
customers in person and through the 
mail. They've also followed through 
with their plan to make the brochure 
available in doctors' offices. The 
Germans went a step further and had 
some of their existing customers give 
brochures to people they knew as 
well as placing brochures in the 
offices of their doctors. 

Tom said the brochure has proven 
successful in helping him reach new 
customers, especially those interested 
in the health benefits of the product.  

Of all the messages in the brochure, 
Tom said the health message is 
proving the most effective in attracting 
new customers. "This is all about 
healthy food," Tom said. "It's about 
doctors telling their patients they 
should eat better, and those people 
coming to us." 

Of additional messages, Tom said, 
"We've had virtually no customers 
coming to us because of 
environmental issues. That's a nice 
tag-along thing for customers, but 
nobody came in the door because of 
that. We're all somewhat self-
centered. We say, 'food has to be 
good for me, in taste and health, 
first.'" 

Time saver 

Tom said the brochure has saved time. 
Phone calls with people interested in 
the product and its story would 
normally average 45 minutes each, 
talking through the health benefits and 
research. The potential customer 
would have no choice but to 
memorize the information or write it 
down. Now the Germans can give a 
short pitch and say the rest is in the 
mail. Brochure to the rescue. 

The reaction to the brochure has been 
overwhelmingly positive. "We've 
received many compliments," Tom 
said. "Because there is so much 
information in the brochure, we 
haven't had comments about specific 
items, but the overall reaction has 
been great." 

The Germans chose to include a lot of 
information in their brochure and 
didn't worry that people might be 
overwhelmed. "People are looking for 
this information," Tom said. "They 
need a place where it can all be 
consolidated. They made the effort to 
find us in the first place, so they're 
willing to make the effort to read it." 
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When asked if he would benefit from 
continued marketing support from the 
project, Tom answered in the 
affirmative. "I'd like to fine-tune the 
message and maybe produce some 
more materials," he said. John has 
already helped the Germans create 
business cards and refrigerator 
magnets and they turn occasionally to 
him for marketing advice. 

In the end, Tom said the project hasn't 
really changed his ideas about 
marketing or how to present the story 
of his product. "John basically took 
our story and used the tools and 
information he had to put together the 
pasture-raised message," Tom said. 
"He had the background and 
experience to help us tell our story. It 
was a terrific effort." 
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Brochure Developed for Tom and Kristi German 
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Refrigerator Magnet Developed for Tom and Kristi German 
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