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With only two USDA approved slaughter facilities between south-central and north-
central Alaska, it has been difficult for remote Alaskan producers to produce USDA 
inspected meat products to sell at the retail level.  Given limited local demand, 
transporting fresh processed meat to distant markets requires a refrigerated container 
and is expensive.  Exploring options for value-added meat production and access to 
new markets is a priority for Alaska’s meat producers. 

In the fall of 2009, a USDA certified mobile slaughtering facility began operation, 
providing remote producers with new slaughter and market options.  The Multi-Location 
Abattoir has modified retort technology that can create shelf-stable, cooked meat 
products, which would eliminate the hurdle of transporting fresh meat from remote 
Alaskan islands to the mainland, and enable Alaskan producers to begin to access 
markets previously unavailable to them.   

The goals of this project were to research potential markets for Alaska-produced shelf-
stable meat products, and to identify a workable organizational structure under which 
Alaska’s remote red meat producers can efficiently produce and market these products. 
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Project Contact: 

Patricia O’Neil, Natural Resource Specialist 
State of Alaska, Dept. of Natural Resources, Division of Agriculture 
1800 Glenn Hwy Ste 12 
Palmer, AK 99645 
907-761-3858 
Patricia.ONeil@alaska.gov 
 
 
 
Background: 
Alaskan producers were looking for supplementary outlets for their red meat products, due to 
geographic isolation and export requirement restrictions.  Previously, remote Alaskan producers 
had a small consumer population outlet and no USDA inspected slaughter facility available to 
them, resulting in product surplus.  With only two USDA approved slaughter facilities between 
south-central and north-central Alaska, it was very difficult for remote Alaskan producers to 
achieve a USDA inspected product to sell at the retail level.  Fresh processed meat, requiring a 
refrigerated container to transport Alaskan red meat to distant markets presented a financial 
obstacle and did not provide the producers with a distinct advantage over other meat products.  
The remote nature of Alaskan producers and their limited market outlet is somewhat unique in 
the United States, which is vital to understanding the need they had for additional market outlets. 
 
In an age of convenience, markets have been looking for healthy and convenient foods.  Several 
seafood products, such as Alaskan salmon, tuna and crabmeat have been packaged as retort 
products and have found success in the market place.  Consideration was given to the additional 
health benefit of retort technology, which eliminates the need for artificial preservatives.  
Understanding their unique position and their opportunity, research was conducted to determine 
if there was a market for shelf-stable red meat and what the potential markets would be.  We 
have determined that there is a market for shelf-stable red meat products, but it varies greatly 
depending on the product type, i.e. summer sausage, roast, steak, hamburgers, etc.   
 
Market research was conducted to establish if organic or naturally certified red meat was desired.  
Research indicated that being certified would give them more market options, but that a 
“naturally certified” meat is also desired.  Remote Alaskan producers have the capability of 
becoming USDA Organic Certified.  Although producers currently comply with organic 
standards they are not certified because of cost barriers.   
 
In the fall of 2009, a USDA certified mobile slaughtering facility began operation, providing 
remote producers with new slaughter and market options.  This Multi-Location Abattoir (MLA) 
has facilities to process a cooked meat product, otherwise known as modified retort technology, 
resulting in a shelf-stable product.  This USDA inspected shelf-stable product allows Alaskan 
producers to access a market outlet previously unavailable to them and it eliminates the hurdle of 
transporting fresh meat, requiring refrigeration, from remote Alaskan islands to the mainland.  
We feel this project was successful and feel Alaskan producers will continue to benefit from it.  
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Cooperators & Beneficiaries: 
 
First and foremost, Alaska Meat Company contributed significantly to this project.  They 
donated untold amounts of time, gave many conference presentations, and donated a lot of meat 
for the success of this project.  They attended various events and offered their shelf-stable meat 
products for taste-testing.  Their product was a hit, which has been very encouraging!  Without 
their efforts, this project would not have been successful. 
 
Both the Kodiak and the Palmer Soil and Water Conservation District (SWCD) made 
considerable contributions to this project.  Each district office cooperated on the three different 
conferences that we held, and without their support, knowledge and assistance, we would not 
have achieved such success.   
 
Several of our producers were also cooperators.  Many of our producers traveled a great distance 
to attend Division hosted conferences.  Travel is extremely expensive in Alaska and many 
producers put the effort forth to share their knowledge and experience at our conferences.  We 
consider their time, conference participation and travel funds as a cooperative effort.  We also 
had several producers attend our final conference in Kodiak, who traveled from the “mainland” 
and put forth their funds and time to do so (Map: Page 14). 
 
The direct beneficiaries include all the producers who will utilize the multi MLA with the retort 
technology.  This includes eight remote producers, located in Kodiak, Akutan, Sitkinak and 
Homer (Map: Page 14).  Additionally, we had 30 producers attend our conferences, who 
benefited from all the information sharing and also have the option of using the MLA and retort 
technology.  One individual stated that he had not ever been to such a compelling conference.  
As sales increase with new market opportunities, more producers will realize the benefits of the 
MLA and shelf-stable meat, and will be encouraged to utilize the MLA and the retort processing.   
 
The project was very beneficial because the producers realized they must consider the target 
market and how to access it.  Initially it seemed our producers were going to market a product, 
pick a label, and move forward without further insight.  Through the exposure at the trade shows, 
speakers at our conferences and our market research report, they came to understand that 
marketing was as much of the product, as the product itself.  Production of the shelf-stable meat 
products officially began on October 16th 2009.  As they produce their shelf-stable product, they 
are aware of what will sell and what their target markets are, which was previously unknown.   
 
We later learned that companies who had been producing a shelf-stable meat had quit doing so 
because it was a less popular item and moved slowly.  However, with the restrictions that our 
remote producers have, it is not an alternative product but their primary product.  We were 
encouraged from the market research completed that there is a market for this unique product 
and it is primarily within Alaska.  
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Approach: 
 
This project had two goals:   
 Increase the Alaskan livestock producers’ awareness of feasible outlets/markets for shelf-

stable products 
 Determine the necessity of and the best organizational structure for Alaska’s remote red 

meat producers 
 
While we were ambitious to determine what the markets for shelf-stable red meat were, we first 
needed to determine if a market for such a product existed.  We used these two goals to ascertain 
if there was a market, and what the best organizational structure would be to penetrate their 
potential markets.  We are pleased that through the objectives of this project we not only found 
that markets existed, but what the best possible markets are.   
 
Results:   
 
This project was quite successful.  The goals and objectives as originally proposed are listed 
below, along with the results achieved.  

Goal #1  Increase the Alaskan livestock producers’ awareness of feasible outlets/markets 
for shelf-stable products 

 
 Provide an opportunity for project cooperators to attend industry trade shows that would 

help determine viable markets for their shelf-stable meat product  
 Invite a Key Speaker to present at a red meat producer conference, sharing with Alaskan 

producers how producers in similar remote areas are successfully marketing their 
products   

 Host and attend three producer conferences 
 Request a shelf-stable meat shipment from a current seller, to test shipping methods and 

receive sample product  
 

Goal #1 Actions & Results:   
 

One Division staff member and two producers attended the Fancy Food Show (FFS - 
www.fancyfoodshows.com.)  They shared their experiences and their knowledge gained from the 
Fancy Food Show at our second hosted conference.  Nathan Mudd with the Alaska Meat Co, 
made some excellent contacts at the trade show, including with spice and logo companies.  He 
purchased spices from an attending vendor and also worked with a logo company, both contacts 
that he made at the FFS.  These contacts were important for product and market development.   
 
One Division staff member and one livestock producer attended the All Things Organic Trade 
Show and Conference (www.organicexpo.com.)  They attended several conference sessions, 
spoke with viable market outlets, and had discussions with potential business partners, in 
packaging and marketing.  Contact was made with an all organic meat company who expressed 
great interest in meat from remote islands in Alaska.  They currently purchase beef from 
Uruguay, so the remote nature of Alaska did not seem daunting to them.  This information was 
provided to Alaska producers, and contact with the company was made.  During the show we 
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learned that being certified organic would open doors for our producers and it would be easier to 
defend a higher priced item.  This information was presented at the third hosted conference. 
 
We hosted a total of three conferences.  Our first conference was held remotely in Kodiak, and 
we had 13 people in attendance, primarily our interested producers who were largely affected by 
this research.  We presented the project outline to them and discussed organizational options.  
They concurred that a cooperative versus an association would be most beneficial.  We requested 
input on a guest speaker for our second conference, and chose when it would be held.   
 
Our second producer conference was very successful.  We had 52 people in attendance and we 
had state-wide participation, including a producer all the way from Akutan (a six hour boat ride 
plus an 800 mile flight!) and we received a lot positive feedback (Maps:  Page 14).  The guest 
speakers were from Thundering Hooves (www.thunderinghooves.net).  As both producers and 
marketers, the guest speakers were very well received with valuable and relevant information to 
share.  They were available at lunch and after the conference for producer questions.  Producers 
obtained information on direct marketing, how to show consumers that they are meeting their 
need, and how to best present their product.     
 
Our third conference was held in Kodiak again, where we shared information gathered at All 
Things Organic, (conference & trade show), showed sample shelf-stable meat products from 
items ordered, and discussed the market research that was conducted.  We had an excellent 
turnout of 22 people.  Given the remote location (fly in or ferry only) we were pleased to see 
high participation.  The conference included a lot of producer discussion.  The Alaska Meat 
Company revealed the recent development on their logos and labels (Logo: Page 9). 
 
We ordered product from a shelf-stable meat supplier.  This was valuable information and 
producers observed their selling & marketing techniques, their packaging options and their box 
graphics.  Retort salmon was ordered, which had a picture of a “native” salmon with Denali (Mt. 
McKinley) in the background (Logo: Page 13).  We discussed what salmon had to do with 
Denali and the answer was “nothing.”  However, Denali and the graphics inspired thoughts of a 
pristine and cold environment, where fish could only be fresh and tasty.  We also discussed the 
purchasing website and how the salmon company packaged items together to better sell their 
product.  I ordered different packages, so they could view the finished products.  This was very 
successful and stimulated producer discussion on several topics, regarding consumer perception 
of a product and best marketing and presentation techniques.  

 
 

Goal #2 Determine the necessity of and the best organizational structure for Alaska’s 
remote red meat producers 

 
 Contract with a market research firm which will determine the needs of targeted buyers 

and how to best meet them. 
 Perform a benefit analysis on various organizational structures including a cooperative, 

an association, a brokerage, and an independent system 
 Research production systems with similar geographical constraints to better understand 

processing systems, shipping methods and organizational structure 
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 Disseminate all information received and present a project summary at the final producer 
conference 

 
Goal #2 Actions & Results:   
 
We successfully contracted with a market research firm to survey the industry regarding shelf-
stable meat.  We met with the firm and discussed the project in detail.  The market research firm 
did a great job reaching industry professionals to analyze opinions on whether there would be a 
market for shelf-stable red meat.  The results (Report: Page 16) showed that there is a market for 
shelf-stable red meat, although the target market varies by the type of product being sold.  For 
example, institutions such as schools were very interested in a ready-to-eat roast, because of 
limited preparation needed in the school kitchens.  However, this product was not at all desired 
by chefs preparing meals at restaurants.  This report is available in detail in the additional 
information section.   
 
We did a market perception survey at the beginning of the project, to evaluate what producers 
considered as their primary markets.  At the final conference we surveyed producers again and 
evaluated if they “felt better equipped to market a shelf-stable meat than prior to the grant 
research.”  The responses were unanimous; they all felt that they had gained valuable 
information that they could use to market the new products.  We were pleased with these results 
and felt that this confirmed the success of this project.   
 
We performed a benefit analysis at the first producer conference, and discussed the various 
organizational options for our livestock producers.  Division staff presented different 
organizational structures, and the benefits and drawbacks of each.  Based on this analysis, it was 
decided that a cooperative would form, as only one HACCP (Hazard Analysis and Critical 
Control Points) would be needed and producers could sell on the hoof to the MLA (Multi-
location abattoir).  Currently the MLA is operating under the name of “Alaska Meat Company,” 
and as business develops they will purchase and harvest cattle from other remote producers to 
sell as a retort product.  The market research concurred that it would be best to have one “seller” 
to work with rather than many, in accordance with the producers’ thoughts.   
 
We verbally disseminated all information gathered and verbally presented a project summary at 
the final producer conference.  In addition to that, we have posted this final project summary and 
the research report on our website.  Presentations from the conferences were and still are 
available for receipt.  We have all the project information available upon request.    

 
Additional Results: 
 
There was an Alaska conference/trade show, hosted by Global Food Collaborative, in Kenai, 
Alaska.  Division staff and the Alaska Meat Company attended because of potential valuable 
contacts for Alaska market outlets.  The information below was shared at the final conference.  
Four valid contacts were made.   
 Costco attended the conference, and it is possible that they will be a market outlet for a local 

“beef link.”  Costco is becoming very aware of the value of providing local product, and this 
may work in the producers’ favor.   
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 Amazon.com attended the show, and spoke there as well.  They have a shelf-stable online 
store.  We have contacted them regarding the possibilities of carrying a shelf-stable red meat 
product.  Discussions are on-going. 

 Yummy Chummies is a local company that produces premium salmon dog treats.  We spoke 
to them about having a premium all-beef dog treat, in an effort to have varied market outlets. 

 The Matanuska School District attended, and we discussed the possibility of providing a 
premium retort meat for students’ lunches.  As a pre-cooked item it would save time and 
resources.  

 Alaska Meat Company offered product sampling at their booth.  They were very well 
received.  
 

We sponsored a guest speaker, Mel Coleman from Coleman Natural Foods, for the Alaska 
Association of Conservation Districts conference to speak on “natural” livestock production.  He 
spoke on their role in the development of the natural industry in the 80’s.  He primarily discussed 
marketing and working with the industry to expand market options.  He had constructive 
information which was well received by Alaska producers.  
 
Division staff and the Alaska Meat Company attended the Alaska School Nutrition Association 
exposition.  Primary purchasers for all school districts attended to assess what products were 
available for purchase for their school districts.  The Alaska Meat Company offered healthy 
snack sticks, summer sausage and stew meat as an option for purchasing.  Several districts 
indicated strong interest and were very specific in their questions and requests.  This was 
excellent outreach and an opportunity to speak to the purchasers for the school districts.  It is yet 
to be seen what the outcome will be but we do anticipate that next year they will provide stew 
meat to villages and snack sticks as an ala carte item to the Anchorage School District.   
 
Division staff arranged a shipment of red meat from Fairbanks to Haines.  Southeast Alaska has 
a great interest in eating “Alaska Grown” foods, but has a difficult time obtaining product.  
Primarily items are shipped up from the contiguous 48 states and it is difficult to find a carrier 
heading south.  However, we did find a carrier heading to Haines, Alaska and a grocery store 
who would buy product to sell to their customers.  We arranged a special shipment to see if the 
market could handle the price.  Within the first three days ¾ of a side of beef had sold, which 
was a pretty amazing amount, and it was sold at an inflated price to account for the higher cost of 
the meat and the freight.  We are hoping that this test shipment will demonstrate that shipping 
Alaska Grown red meat to southern parts of Alaska is feasible and worthwhile.    
 
Project Benefits: 
 
Valuable market data was gathered during this research.  Not only was it determined that shelf-
stable meat was a viable product, but the research ascertained which markets best fit the 
individual products.  Our producers will move forward to access these markets for those 
products.  Package and logo design have been put “on hold” until the producers have the time 
and resources to dedicate to further development.  They are planning on taking an appropriate 
amount of time to market their product utilizing professional assistance.  Potential labels that 
were developed are included in the additional information section.   
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Project Status & Recommendations: 
 
Production of shelf-stable red meat products began in the fall of 2009.  While harvesting the 
animals was slower than expected, they are already thinking of ways to revamp the processing 
system, so that additional product will be available to sell.  We recommend sourcing the viable 
markets that were indicated through the market research.  The Alaska Meat Company is 
developing a website where product will be available for purchase.  They have been devising 
potential logos and labels and we recommended that they continue working with professionals 
on this matter.  We have encouraged Alaskan producers to promote their product to hunters, 
snowmobilers, and hikers.  We feel they have an optimistic future ahead of them.   
 
 
Additional Information: 

1. The Alaska Meat Company is developing a website.  Their address will be 
www.AlaskaMeat.com.  

 
2. Logo & Label Development  1 
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3.  Alaska Cannery Box Graphics 1 
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4.  Maps 1 
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5.  Figure 1 - Market Research Report 
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