EXPLORING VIABLE MARKETS FOR REMOTE ALASKAN PRODUCERS’
VALUE-ADDED, SHELF-STABLE RED MEAT PRODUCTS
FY 2008

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 16™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. | 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 technigues.

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 % 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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Remote Grazing Areas of Alaska

Mot the distance between producers using map #2
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5. Figure 1 - Market Research Report

D)

SOLSTICE
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Shelf-stable Red Meat Market Research
Prepared by Solstice Advertising and |van Moore Research

ASF # 10-09-058

August 31, 2009

3700 woodland drive, suite 300, anchorage. ak 99517 & 907 258 54171 f; 907 258 5412 - soistlceqdvertising. com
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BACKGROUND

Bghiy milas souihweast of Alaska's Kodiak |dand lay the 33,000 grassy, flai acres of
Chirikot leland — treeless, cold and at the mercy of high winds and pounding waves. [1s
harsh climate has historcally discouragad permanent human sattlameant, but Chinkof
|slard—narned for The Pussian explorer who claimed d in the 18th carury, Caplain o
the ship &t Paul—dees have vear-round inhabitants,

[n addition 1o human inhabitants, for mere than 100 y=ars the island has been homea 1o
a herd of approximataly 700 non-domesticated cattle whose origin iz not antirely
ko,

A team comprisad of the Agricultural Besearch Servicas (ABS) and the Univarsity of
Alaska-Fairbanks ( UAR) worked wilh Colorado Slale Univarsity (CSU) 1o ganatically
anatyze the braed. The result was thal “the cattle on Chirikof 1sland wers [identified ag]
genatically quile unique relative 1o our commenly wsaed commercial braeds”

Among commercial breeds, Chirikat |sland cattle were maost dosaly relaiad to Hahland,
Harelord, and Aagus with gimilarities 1o Sibarian Yakul caltle. The hard is unigue not
onty genetically but also in that | is the only beed raised on unfenced pristine pasturss
in all of the United Sates

Chirikof is part of the Alaska Mational Maritimes Wilclife Refuge, whose tederal managers
hope to sas tha herd population managed because 1he prasanca of calila ruin the
igland's chances of returning 12 2 more natural stale and providing bird habdat, refuge
manager Greg Siekaniec statad in a 2008 Aodiat Dally Adfror interview "Tha herd s
large enough that ower the courss of a winter o basically sats the island bars”
Slakanies said

Mathan Mudd with 1he Alaska Meat Company has buili 2 mobile slaughtering faclity for
remate istands such as Chirlkof with the ooal of managing the herd The maobile
slaughienng facility uses a process known as retort pacaang to mantain the tasie of
the besf inthis remote setiing. Retort processing producas a shelf-stable meat produc.

The goal of the follewing research i= 1o identify the top marksts for the processsd beet

for large volume salas, tha spacitic iype of shalf-stable meat products target markets
are interested in purchaszing and the base price customers are willing to pay.

3700 woodland drive, sulle 300, anchorage, ak 99517 I 907 258 5419 f: 907 258 5412 selstlesdadhertising. com
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RESEARCH METHODS

Suwrvay Design

Solstice Advertising represerdatives consulted with [van Moore Hesesarch 1o develop the
rasaarch objactivas for 1his project. The rassarch team, in collaboration with the State

ol Maska Departmenl of Matural Rasourses { ONR) Divison of Agriculture, designad Lhe
aurvey instrumant 1o gather the primary data The questions ultimately incorporated in
tha instrument can be {ound in the Appendix.

The ressarch design for this study consisted of a telaphone survey instrumer that
zolght to measure attitudes and prefersnces of key markei decision-makersin a
structured qualiative and quantitative manner.

Chce designad, the sunvay instrumeant was reviswed and approved by the Division of
Agriculture priee 1o the start of data collaction The survay interview was dasigned to
average 10 minuies in length and fcdlow & structured set of approximately 10 open and
dosad-ended quastions

Sample Development

Solstice Advertising used a combination of 48 known Alaskan red-meat wholesalers and
retailers provided by DME, & zampling of American Meat Instiiute (AW} members and
buyars, and a represantative sampling of Alaska institiutional Tood services organizalions
{Alaska zchoal districis food buyers) to develop a frame of potertial respondents for uss
in inifiating telaphone calls for this sunvay. AN is & national Trade assodation that
represents companias thal process 95 percand of red meaat in the U3 and thair
auppliers threughowt America, All of 1he respondents were basad in the Uhited States
excant for one in Australia — notakle because of Australiz’s efforls in marksting sheli-
stable red meat products.

Each respondsnt was asked a scresning quastion 1o ensuwre that his or her company
aold, procassed or distributad red meat produsz If the respondent answerad ne, the
call was terminaied.

fata Colfeciion’ {ntarviows

The interviews were conducted by lvan Moore Fesearch trained interviewers. Multiple
altampls weare mads 1o conlad intarviewsss to assure the maximurm 1easible response
rate.

Hata Analvsis and Heporting

The sample population is reprasantative of the type of buyers 1he Chiriket |gland shelf-
slable meal producis have largeted lor sals and distribulion

3700 woodland drive, sulle 300, anchorage, ak 99517 I 907 258 5419 f: 907 258 5412 selstlesdadhertising. com
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Al rddavant stalistical tables and findings rom 1ha analysis have been included in this
rezsearch report. Computer-generated graphics have been utilized where appropriate fo
darity rasulis and enhance undersianding of the dala

Burvay questions are grouped togather for raporiing purposes when thay are ralated.
Alzo, the order in which the questions ars presemted in the findings is not the same as
in tha survay instromant. Bafer to tha Aopendix 1or the aciual question praseration
S20LISN0S,

3700 wotdland drive, suile 300, anchorage. ak 99517 & W7 IGE 5417 ) 907 358 5412 solsticedahertishng. com
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RESEARCH FINDINGS

fd=ntify the fop thres marrels for fargs volume salss

Cueastion: From your perspedie working within the meal indusiry, do you think a
viable market axisis for a line of shelf-stable Alaska beet products?

S e g
| |IDOES WIRABLE MMAKET EXIET |
I | EOR RLASER EHELF-STRBLE |
I [ BELE ! |
| b oo e e oy o el e et o o o 2
| | Caunt | E |
e i e e e e e R e R e A o e e e
| fax | 137 | Jrow |
1Ha [ 12 | 25.1% |
| Mayba | 15 1 2l.86% 1
|0t knew I 2 | q.3% |
R e = e e e e e e e e e e e e e

Ci 1ha respondends who slatad "Yas thare is & viable markat 1or shaf-stable Alaska beel
produsts” only 27 .8 percenl were whaolesalers or distributors with 70 parcent of the
affirmative coming from instifutional food services organizations

Mary meat distributors communicated 1hat fresh, lean, organic besf at & reasonable
price doas have a plase in the surrent markeal but warned salling ratoer! meat would ba
as much about s4ling the retort procass as salling the cut of beef its=lf

A common recommendation was selling to Wesl coasl dsinbutors and Canadians who
1and to place a higher pramium oo organic and 1o reduce shipping costs from Alaska

Fhe specific type of shalf-sfable red meal prodiicts markets fiave infercs!

Cuestion: What are the recommendations for sheli-siable products 1o try and market?

e e e e L e L B e e +
MARFETRBILITY OF |
HRHETEGER FRTTIES: |

|
|
Bt At 3

| | Count | % |
e e e e e e e e e e e e e e e
I'¥as | 9 | 24 B3 |
1 Hea | 4 | g.7% |
| Fla whe I 2 | 4. 3% |
|Den't know | 1 | 2.2% |
e e e
e e e e e e e o e e e e e e +

| |MRREETARILITY OF SLIM-JIM|
| | TYEE SATSAGE: |
| =
|

P i e

| Count | % |
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| Wea | 10 | 2% |
| Mavbe | 3 | 5.59% |
|Den't know | 3 | 5.9% |
e b mm———_———— fmmmm—————— +
e e e e e et +
| IMBRREETARTLITY OF ATEW W) |
| | WEZGETRELES: |
| o e, o i o L T
| | Counnt | ® |
L 5
| Tas | 28 | a0 9% |
| Hea I ] | 15.2% |
| ¥a whe | 1] | 13 0% |
|Don't know | 5 | 1%.9% |
e S B e S e R S e PR T +

tommn T T e T e e s T s e e

| Tes

| Hex

| ¥a e

| Dy £ K nexw

| MWAREETREILITY OF CRILI: |

it sttt sttty e

| Count | T |
—————— e i e Tl S Ty |
| 28 | 6. 9% |

| ] | 1% 6% |

| 1 | 15.8% |

| 2 | 4.3% |

1

e D e

g e R S e L e e e e A S e e S e et S e e +
| |MAREETABILITY OF BOASTE: |
] b e e 1 e
| | Caunt | L] |
i i T S o o o A i i 908 S e L
|Yam | 24 | 52 2% |
| Ha | 14 | I 4% |
| Mayba | 5 | 10, 9% |
| Dotk naw | ] | & 5% |
e e e fm— fpo—m—————— +
|.|.||-\. - - r |||r||-|.||.-|.- . |
| | MAREETRBILITY OF |
| | BEEAEFAST SHUSACE: |
| e e
| | Count | | |
o m e e +
| Fem | 23 | Sh0% |
| Ha | 18 | 3%.1% |
| Mayhe | 2 | &.5% |
|Den' t know | 2 | q.3% |
e e e e e e e e e e e e e e e ——_————

| Mayhe
|Den't know

"""" e e ] ki ] s i
I MRREETABILITY OF I
|BEEF-BASED CAMELNWGHIKING|
I MERLE: |
e i e e
| Cawnt | = |

—————— e e e e i ey e e e -
| a2 I 1.8% |
i 15 i 32.56% |
| 3 | & 5% |
| ] | 1%.0% |

i

e e e e e e e e e e e T T e T 2
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| MHAREETRBILLITY OF B3 |
| ETERES) |

e e s S i e e e e S
|
|
| D T Tt

| | Count | T |
e e e e p——m—m
| ¥ | 22 | +7.8% |
| Ha | 19 | 41.3% |
| Mayhe | 2 | q.3% |
|Con't know | 2 | B.5% |

e e e e e S e s e S e e S R S e e R

S e e e T e P e P e e e e e S e i e e e S e e e t
| | MARREETRBILITY OF |
| | BREREFAST PATTIEL, |
|

B e e e e e s e
| I Count | 5 |
TP A s B e e o e ey 3 e T e e e Sty i ey He DT iy
| ¥es | 2 | +7T.8% |
IHa | 20 | +3.59% |
| Mavhe | 2 | 1.3% |
|Don't knoow | 2 | 4.3% |

A e e e e e e e e m—— — e

MARKE TRETLITY OF GROIMD |
BEEF SATSRGE: |

D e T
| | Count | k1 |
B e S e o
INCES | 20 | £3. 5% |
(] | 13 | 28.3% |
| Mavbe | =] | 1T 4% |
jCoo't know | 5 | id. 9% |

e e e it 3

%
| | MAERKETARBILITY OF HOSHER |
| | HBOTDOGS |
| e

| | Count | % |

e T e e
1Tes I 18 l I%as |
| Wiaa | 13 | 8.3 |
| Mavbe | 2] | 17. 4% |
|Don't know | ki | 15.2% |
- o b o e i

Y

| IMRERFETABILITY OF CHIPEED |
| BEIEE ETEW: |

|
|
[
| Dot know | 10 | 21.7% |
+

kot [ ey Reo N ek o o e s R s A g T Pt (UL sl Y S o o

Meal wholesalers and disiribuiors valued different products {Sim dm, stew and
chili) than inglilutional feod servicas organizalions (reasts, staw and breakfast
sausags) but both groups valued hamburgers highly.
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fhe base price custormars fafifrar refad or wholcsarers! are wiliing fo pay

Cuastion: Whal percentage premium do you think could ewist on thase iypes of
products betore ther viability in the markeiplace bacomes too disadvantaged?

o e e e e e e +
| | FERCEMTAGE EREMIUM: |
] e e T A e e R
| I Caunnt | T |
S e e e e S e o e i e o ey o e t
| Gmro | 12 | 260 1% |
| L-10% | rl | 15. 2% |
|11+% | ] I 21.9% |
|Hot sura | 1? | 37T.d% |
T e por e e e ey g e T e e oy i ey R D ey b

Whila institutional 1ood services organizalions wera the mos! recaptive 1o this red meat
product they wers the least liksly 1o place & price premium on the certified organic lzhal
or the wildness of the product. They appeared to be most interesied inthe ease of
praparation and quality of lean besat.

The majorily of meal wholesalers and distributors balieved there was increasad viabiliy
tor the preduct if it was labslad certified organic with 47 percant of respondents placing
gome additional premium on tha wildnass of tha produc. 11 is undear if this group
belisves the retord process adds value to 1he produci—they sesm 1o appraciats
frashnaess over convenianca The amount of pramium pricing variad based on the
product proposed.

Oemograpive findings

Respondants that disinbute procsssed

meal at the retail laval,
Cty = 20 £E. 8%

Respondants thal distdbule processsd
meagl at the wholesale laval.

Cly = 32 88 2%

Yaars in operation

0-30 years Cty = 10 27.8%
31-80 years Oty = 132 368.1%
Bl years iy =13 ¥E A%

AT00 woodand drive, srile 300, anchorage, ak 99517 I 907 158 54117

Fesponderts that process meat
provided by ranchars,
oy =17 47 2%

Fespondenls that weork with randhars in
a supnart rola.
Oy =8 22 2%

1; 907 758 5412  solstlceddvertishng. com
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|z thara a viakle market foar shalf-stable
Alaska bast products?
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oLIETHEUTORS

YE3 RI MAYEE  DORT
KR

What are the recommendations
for shali-slable products

haui b rger
Hnenal nomag
biaEkine: pamy
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3lim jim § AOISTRIBUTORS
chizpead basf
chill [
ool sausage * ez and may e
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raastz
atea ks
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SOLSTICE RECOMMENDATI ONS

Bazed on the findings of this initial research Solstice Advartising racommeands produdng
products in the infl years of the projed for institudiona! focd services organizations.

These groups are the lass likely Lo drop the brand if high qualily 15 ned inilially achieved
Institutional 1ood sarvice orcanizations are alss the moat recaptive to the convenienca
aspact o the retorl procass. Base of preparalion and the lean meat nudritional corlent
should be the marketing and lzbeling desian focus for this 1arget audience.

Hamburger patties and chili are recommendad are the initial products produced sings
these items meast the preferances of both the institutional food =arvices cliert and the
rad meal wholesalers and distributors. [ only & single produst can be manulastured
than hamburger paitias should be producad

Solstice recommends that the product begin the process 1o be labeled az cartified
arganic. 11 will take tima 1o eam the organic label and durdng that time the meat quality
can be brought to a consistent pramium 1aste lavel, which commeraal wholesalers and
distributers will demand. Thare is considerable risk in sdlling tough o gamey steaks 1o
this audience as il s easy 1o quickly gain & poor reputation for the product.

Whan a consistantly geod tasting produdct with the organic labal is ready 1or the markst
Solstice recommends that i be sold in the refrigerated meal seclion so as to compete
diracly with other gowrmet meat products and not appear difterant from thair < osest
compelitors. Mot hawving 1o explain the retort process or have the product in an unusual
part of the store will balter allow the agency to desaribe the key positive featuras of the
product .

This audience values Trashnass, lean cils of basf and tha wildnass of producis. Lebaling
and marketing of such a produst should describe the wildness (fence-frae catile) and
excaptional quality and taste of the product, Solstics recommeands focusing on West
coast and Canadian distribudors who 1end to place a higher premium on organic foods
and to reduca shipping costs from Alaska

A third preduct to consider for the red meat distdbuter market iz 2 Sim Jim type jerky

baet slick, which waould not be rafrigeraied. This type of product is vary profitatde and
the retort process would net be s22n as a barrer by this type of consumer.

3700 woodland drive, sulle 300, anchorage, ak 99517 I 907 258 5419 f: 907 258 5412 selstlesdadhertising. com
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APPENDI| X — SURVEY
MEAT DISTRIBUTOR OPINION SURVEY
Ivan MOORE RESERRCH
TeL: 272-4600

Hello, my nams is and I'm calling for Ivan Moore
Fezearch, an  Alaska public opinion research  firm. We're
cotnducting a feaszibility study for the State of Alaska
concerning meat products.

51. Does wyour company sell, process or distribute red meat
products?

IF YES, CONTINUE.
[F b3, TERMINATE.

OK. I need to speak with a person who markets, buys or sells xed
meat products on kehalf of your company. [GET CONTACT oW LIMNE.
MAKE APPOINTMENT IF NECESSARY) Thiz survey will take just a few
minutes. Your opinions are important to us,. and we'd appreciate
your participation if that's OB with wou, and <of course your
responses will be completely confidential.

5 The State of alaska is considering whether a wvizble market
exists Efor a line of shelf-srakle alaska beef products. The
animals are located near Keodizak Island in Alaska and the
logistics of processing the meat on location into shelf-stable
products is in placea. The enviromment ab the locaticon is
pristine, and the beef 15 high guality and free of any
pollutants, chemicals or additives. BEut the location is also
remote and the price of the praoducts will be higher than ether
similar products. First of all, from your perspective working
within the meat industry, o you think a wviable market exists
Eor 2 line of shelf-stable Alaska beef products?

EWGAGE IW CONVERSATIONM FOR FORTHEE INFOEMATLON: IF YES, GET
THELE OPINION RS TO WHY. LE Mg, ASKE WHY HOT. IF MAYBE, &SK
WHAT IT DEPENLS ON.

2. What twvpe of shelf-stable bheaef products Jdeo you think there
iz the best market Eor?

3700 wotdland drive, suile 300, anchorage. ak 99517 & W7 IGE 5417 ) 907 358 5412 solsticedahertishng. com
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3. Let's zay you were in charge at the sState of RAlaska and wou
had responsibility for deciding which types of shelf-stablse
products to try and market. I'm goling Eo read you a short list
of products. tell me whether they'd maks your list.

1 i ] 4
YES Lite) MAYEE WOT SURE

Hamburger pattiss:
Slim-Jim tyoe sausage:
Stew with vegetables:
Chili:

Roasks:

Breakfast sausage:
Beef-kased camping or hiking meals:
B8or steaks:

Breakfast patties:
Ground beef sausage:
Hosher hotdogs:
Chipped keef staw:

GET ADDLETIGCHAL COMMENTS ABOUT WHICH THEY PREFER AND WHY

4. Given that there would need to ke a premium cost associated
with Ethese products to cowver increased cost of production and
shipping, w=2're interested in your opinion about how much of a
premium vou tChink the market could bear. What percentage
premium Jdo you think could exist on these types of products
before theirx wiability in the marketplace becomes too
dizadvantaged?

o i Do you think these products wiabllity in Che marketplace
would ke increased Lf they were produced and certified organdc?

¢. What do you think the best markets are for these products,
either in terms of geocgraphy, or in texms of corganizations or
channels of distribution?

7. What other advice 4o you have that will help us answer tha
guesticon about the wiabilicy oF Ethese products? Ekny other

3700 woodland drive, sulle 300, anchorage, ak 99517 I 907 258 5419 f: 907 258 5412 selstlesdadhertising. com
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SOLSTICE

sdwarfiining

comments? Would voun proceed with this project if wvou were in

charge? What do we nesed to think abeout?

BA. Does wvour business distribute processed meat at the retail

level?

BB. Deoces your business distribute processed meat akb  the

wholezsale leveal?
BC. Does wvour business process meat provided by ranchers?
BD. Dos= your business work with ranchers in a support role?

%. And how many vears has vour business been in operation?

10, WOTE GEWDER. ..

That cempletes the survey., I have a telephone numbs=r for Ivan
Moore Besearch that vou can <all with any comments, compliments
or complaints. Would you like the number? (207-278-4&00] Thank
you very much for wour help. Goodbye.

3700 wotdland drive, suile 300, anchorage. ak 99517 & W7 IGE 5417 ) 907 358 5412 solsticedahertishng. com
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APPENDI X — Expanded Data

b e e e e e e e e e e e

| e e
-+

| | Faat | School |
|

| IDigtributer| Dastrict |
|

| pommmmmmmmen o mmmmmmmeee +
|

| | Col % ] Col & |
|

B it L et

| D2ES WIABLE MAREET EHIZT |

| FOR ALASEL SHELEF-ETRBELE|

| BEEF

| Yas

| He

| Playkss

| Don't know

| FRREEE TREILITY OF 202 |

| STERET;
| Ya=

| Hex

| Mlawbe

| Bon't koow

| FRREE TABILITY ©F BOR3ITI: |

| Yem

| e

| Mayhem

| Bon't know

| FREEE TRBTLITY OF GROTHD |

| BEEF SAUSRGE :
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L 907 2158 5411

RESFOHDEWT TYFE :

217.8% | el
3r.3x |
G 2T | 20
A% | it
|
|
|
55.6% | 20
31T | B0
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z289% | 20
I
1
47.2% | 0
ag.ax | 10
139 |
283 | 20
|
|
|
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| ¥as |
| War |
| Mayiea |
| Daan' b know |
| |
| MASHE TREILITY OF CHILI: |
| ¥ag |
| e |
| Mayhea |
| Dan' t know |
| |
| MAWREE TREILITY OF ETEW WS |
| VEGETRELES: |
| Fam |
| U |
| Mayba |
| Dam ' b koo |
| |
| MARKE TAEILITY OF CHIFFID |
| BEEF ITEW: |
| Yaz |
| He |
| Mauikes |
| Don't koow |
| |
| MRRKE TARTLITY OF SLIM-JIN |
| TYPE SRAUSAGE : |
| Yas |
| Wea |
| laryh= |
| Doni't know |
| |

| FREFE TARBILITY ©OF BAEAETASTI
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| SRUSAGE: I 1 I
; | Yem | 44 4% | 0.0% | 50.0%
I | He | AT.2E | 10.0% | 2%.1%
! | Mayk= I B33 1 I £.5%
: |Con't koow | | 20.0% | 1.3%
; | | | |
: | Teakal I IE AT 22.7% 1 200 0%

O

=4
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Sﬂql:zrrnnlingE

f e cssss ddsdcdsss s cae - foemmmssmcdmsssesisasae. poemmmnaea
-

| | RESFONDENT TYFE ! | Total
: | e e e e S e e
-

| | Heat | School | Col %
I | |bistributor| District |
I ] Y et T e e
|

| | Col % | Col % |
I L e e
S | FRRKE TRRTLITY ©F BALAKTAITI | |
! | FRATTIES: | | |
I | ¥as | 44.4% | BO 0% | 47.8%
: | W | SO.A% | 20 .0% | 4% 5%
! | layk= | 5.6% | | 4 3%
I | Den't koow | I 20.0% | 1.3%
: | | | |
: | FREFE TRBILITY ©F HOSHER | | |
! | BOTOOGE « I | |
! | vas | 41.7% | 20.0% | 3%.1%
: | Haa | 25.0% | 40.0% | 28,39
I | Hawhez | 22.2% | | 17 4%
I | Dentt know | 11.21% | 20.0% | 15.2%
I | | | |
: | FREFETREILITY ©F HRMPUSGER| I |
! | EATTIEE ! | | |
! | ¥iag | 23 3% | w0 0% | 24 H3
: | Ha | 11.1% | | B.I%
! | Mayha | 3.6% | | q.3%
I | Dan' b kg | | 10.0% | L
: | | | |
|

| MARKE TREILITY OF | 1 |
! | BEERF-ERSED | | |
: | CHMPING /AIEING MEALS: | | |
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| Yes

| Han

| Mayhs

| Dam' b koo

|

| FERCEHTACE PREHITH:
| Bebe

| L=10%

| L1+%

| Hat sura

| VIRBILITY INCREREED IF

| CERTIFTED CRGAWIC :

| Yae

| Hax

| Mayks

| Don't know
[

| CISTRIEBUTE MEIAT AT RETRIL

| LEWEL:

| Yoz

| Hex

|

| COIETRIEUTE MEAT AT
| WHOLESALE LEVEL:!
| ¥iag

| Ha

| FROCESE MEAT FROVIDED &Y

| FANCHERS
| Tas
| Hea

| Don't koow
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| 10.9%
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|

| e e e e S e e
-t

| | Heat | School | Col %
|
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|

| P R S S A e el i
|

| | Col % I Col % |
|

L T et B ]

| WORE WITH RAMCHERS THW L | | |
|

| SUPFORT BOLE | | |
|

| Ya= | 2X.2% | | 22.2%
|

| Hex | G -E | | 77.9%
|

| | I |
|

| BUEIHEEE YERRE IM | | |
|

| CEERATIOH | | |
|

| Q=30 wears | 2T.8% | | 2% 8%
|

| 31-60 years | IE. 1% | | JE.1%
|

| B1+ yaars | 2E.1% | | 26.1%
|

| | | |
|

| GEHCER. | I |
|

| Mala | 197 | 20.0% | B 3%
|

| Pamals | 2.3% | L L 2173
|

| | | |
|

| Total | e 3T | 21.7% | 100.0%
|

e e e e e e e e s e e e o e e L R et i
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| | DJES VIRBLE MAREET EXIST TOR ALRLEER
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1 | SHELF-STABLE GEEF:
| |

| o e
—m == }

] ] b -1 ] Ho ] Hazrbe |Don't koow
| Col % |

] o s A e T e e e T e e e e e e e
ot | 1

| | Col % | Col % | Col % | Col %
| |

Bt et e B
o Y

|BE SFONDEHT TYFL: | | | |
| |

IMeat Di=tributor | Sa.8% | Lad. % | s iy | Q0%
| 8.3% |

|School Oictrict | 1125 | I 13.3% | S0.0%
| 21. 9% |

| | | | |
| |

IMARKETREBILITY OF HO3 | | I |
| |

| STEREE | | I |
| |

I¥as | 55.8% | i - L S | 53.3% |
| 47 8% |

113 | 23.5% | GE. 1% | 33.3% | 100.03%
| +1.3% |

|Ma yhoe | 5.9% | I 6.7% |
| a. 3% |

|0en't Koow | 11.8% | | 8.7% |
| 6 57 |

| | | I |
| |

IMAREETHBILITY OF RORSTE | | I |
| |

I¥as | BZ.4% | 16.9% | a6 . 7% | S0.0%
| SF.2% |

L] | 5.9% | ag.3% | 33.3% | S0.03
| I 45 |

|Ma yloe | | 25%.0% | 13 3% |
| 0. 9% |

|0on 't kKoome | 11.3% | | B.7% |
| B.5% |

| | | 1 |
| |

|IMAREETHBILITY OF GROUHD | | I |
| |

| BELEF EAUEAGE! | | | |
| |

I¥es | TOoE% | 3333 1 26.7% |
| 43.5% |

-3 | 11.8% | 2%.0% | 0.0% ) 100 0%
| 8. 2% |

|Ma yioe | | 3F.3% ) 26 .7% |
| 17. 4% |

|Ten 't koes | 17 8% | Boaw | .75 |
| 10, 9% |

| | | I |
| |
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IMAREETREILITY OF CHILI: |
|

|¥es |
| BO. 9% |

IHa |
| 1% % |

1t whae |
| 15. 2% |

|0on'E koo |
| 4.32% |

| |
| |

IMARRETREILITY OF STEW WS |

|
| WEGETABLES: |
|

I¥es ]
| ad. ax |

|Hes |
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1 Ma ylae |
| 12.0% |

|Don't koo |
| 10, 9% |

1 |

|

IMAREETREILITY OF CHIEPFED |
|

| BEZEF ETEW! |
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APPENDI X — Verbatim comments

0041  Thera isa market for ona product and that's organic bonaless mes, i.9. "the kill-bone
trade " Taking the bonaes out of the cow and shipping Lo & processor as boned maat, Shalf-

atable markat is a no-go, freeze and vacuum pack o)

[ weould sal ground "chili grind” to chili companies, but not as chili in & can, stew meat to sell to
cormpanias who can stew, and slso for hamburger patty grind. | don't think thers is any merkat
for shelf-stable, canned goods andfor iradisted soft pack. Could also have ground beef in
chilled packagas

Wolume would have to be &t & level whara shipmeant would ke by 40 foot containars, 20 foot
containerswould not be economic The plant mus be certified organic or there's no real
rmarkat. The largast buyar of organic meat produd in USis Coden. There ara spedslly rmarkats
for organicthet ara visbla, Southam Ceifomia has & big merkat for the tonguas, Iars, face
meat, and Kidneys. The cheaper cuts such a3 oxtails, feet kidneys, knudile-meat, ste, are 0
chaap theyre waorthless. Ragarding tongues you're looking at aoout F5/toungua.

Chwviously you have two produd s that would be the mos feadble, one 15 bonelass bulk 85-30%%
lean product; second is bonaless bulk 50-65% lagn produd. For this size operstion, cut stasks
and choice plecas ait out would hava & highar walue, bul guestionabla whather it would e
acinomical to proocess to thet extent warsus a stricthy boning operation.

I'm making the assumption thet vou're desling with lighter cattle, grass fed, such by the time
thet you skinned and boned them you would have 233 pounds of bondess meat Your reason
there Ia no market for tha cannad baef &t tistimea |5 that we're having massve slaughter off of
Califomia deiry cattle at this time, such that the market for *shelly cannars® {an old dairy cow,
the toughest of the tough) is virtually owersold right now and we can't give the meat awsy .
Besically If you got thea cattle frae thiswould work, If you heve to pay farmers to ralsa tham, it

wouldn't work. | & availanie to consult with. ['ve recently set up & plant in Honduras st San
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Padros Sula, There is & market for naturallorganic baef for thea Halal market [Mudim koshar),
I'va had axperience in procossing fersl snimal meat; spodfically | have had expariance
procaseing carmal mest from Australia to the US for the Halal markat . Have axperience in third

world meat devaloprment

Cra guestion | nead to know, doas Kodiak heva licks on tha caltle? Control of ticks by pesticide
makas the mes non-organic. There is a Russian markat For natural beef, and | don't know what
portion af that market would be on pacfic coas, but there is 8 market. Your main markeat for
Alaskan bonad out carcase meat would o Chicage Omaha possble east cosst, no market on
wasl coast dua Lo the glavghter of dairy cattla in Californis.

002 Mo thera is no viable market for shalf-stable meat, there is howaver & market for fraszh,
organic beef. The bast thing = to hit the wesl coas fird. [t seerns sy Lo branch out all owar
the United Stetes. Lse the wast coast s a testing subjed first.

The SHim-Jirnf jerky types of shelf-stable product, as well as beef based camping hiking mazals
are excellant for Alaska due to the camping and hiking. The hamburger patties would b

2alakla

AsTor the bast markets, ['m not Loo sure about shelf-stable. Talk to Chipotie they hava support
through there wabsite and could markeat it through thelr webste

Should read a book by Al Fais called "FPostioning” or 2nything 2= kwy him or Jack Trout, thay
know what thay'ra talking about in regerds (o markating. Basicelly, if you want to =all this
produd yvou will need a sary bahind it, Tell the story of Kodlak |sland, don't [ust say U5 " Aeske
Beaf " Peopde will b more likaly to pay more money for something with a background’ sory and

if they know whara it's coming from.
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Tell ma why | should be excited? Yash, it comes from Alaska and that's graat, but what else is
there? Tha big boys will drown you out. Theay will lower their prices for swhile so paople will ke

rmore likaly to by thalr product .

03 Frash, lean beef iz very popular in the high end market. Koba and Waygu meat sells for

avary high price par pound. Tha beef would hewve to ba at tha prime lewval for Amarican
restauranis

As for shalf-stakla, retall isthe only way to go. Shelf-statde beef does have a markat, but shelf-
srable cormpanies ara asking doukdae whal frash baaf cods. The consumer lowas 1o hawae
zomething they can take out of the bag, candeto, hest up, and eat, The comanience of it is
great, but people aran't buying it bacause it's too axpensive; instead consumers ara maostly
buying fresh, ground beaf. Tha maat market it=af is hitting a dowrmeard trand. Years ago frash
maat, in varying cuts and sizes fillad a marketplace, (oday sasfond (s the primary saller. The

ecanomy is &lao playing a fador, espadaly hara in Chicago.

Cra thing te keep in mind is that the USDA regulations hewe created & lot of problams for shalf-
ahainle meat. When you have to first cook a product, there are many more guidelines to follow,
The standards are much tougher. The meat has to be cooked over 1607 over various langths of
Lirrre Lo kil gl bacteria. Samonalla, @-coli, and aspacially listaria ara big problarms. Micro-
biofogical samples must constanthy ba tekan and tested. Tha government will alao coma and
conduct tests.

There is & huge markat for bed® jarky! Sim-Jim tyoe of mesl here, They ask $6 for 2 ounces.
Thet's an excellant profit. As for 8 ounce steaks, It really depands on the price and tha out of
the meat. |f t'sa good price, iLwill sall. Aoasts are always & Dig item, but ag=in it depends on
the price point and the cut of meat. Gownd beef sausage hes too much cornpatition with the
Alaska reindasr sausage. Stews are vy big hare in Chicago. Chipped baaf stew 15 not & big
zaller, but would be good with Army style rations, like MAE s As for breakfast sausage and
pattios, pork tends to rula that market. Thara is also a big markat for Kosher hotdoos,
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zalzagas, egpacially with all of the balparks hera, Hamburgar patties are more saasonal Thay
=all guite well from May to the and of August. Camping and hiking meals sre &n excallant way
Lo go. Thare se many consumers who participata in outdoor activities such as hunting, fishing
and camping who are looking for shelf-Satve mest. The wead coast would be great target ares

for tiz, & well 22 the military

A 20As pramium could exist, but it is more realistically & 10-15% premium. The marging ara
vary closa becalse shipping is 2o expensive, It costs me £0.25per pound to ship from hers

{Chicago) to Seatta. | hawa to sell & lot of product to maka just 4-53% profit.

The bagt geographical markat isthe west coast, Orgenic (= veny big there. The furthar sast you
mowva, tha mara price consdous the consumars &ra. The economy is hard and peopla are mare
likaly to buy basad on price than organic. Wa deal with an organic company, snd sorma of tha
stores here can't keep the produd on the shell becausa it salls so well . But, the majority of the
kigoer stares ahd chains have a hard timea salling the organic bacause of the price. Shipping and

distribution costs may Da lowar on the wes coast as well.

Sall the mora expansive cuts fresh and cookl prap the rest of the meat for retailfwholessle shealf-
staile. You should market fresh, organic mest to the ouise lines there, and the nice hotels and
restaurants. You gel more money for wour dollar that wey . Majority of companies do this.
Remarnizar that the shelf-stekda market s weary tight. Thera are stringant LUS0A guidelings and
costs, but consumears enjoy the ease of usa. Talk to big sporting good companies about ready
mada mazls for hunters, campars, atc. IU's odd to me that you would want o do shelf-gaole
only. Also, Costoo isthe big compatitor Lo everyone — they buy everything from cargo and e
hurting the rear of the markat,

004 Mo shelf-stable, just go stridly fresh orgenic. Produced and sold in Alaska or dose by

The price would be hindaring to the lovweer 48 Beef jerky and othear maat snacks have the best
market &s far az shelf-stasle. The competition is ased on the geographic areas’ local kaaf
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producars. Right now the baef business is hurting and struggling (05 just not big enough to

warrant a high pramium (over 209:). | don't think this is feasizie, evarvthing costs more.

005 Thera might be aviable markat | am akeptical about it The suceess of this vanture will
depand on price and quality of the meat, The anly red markst for shelf-stakbla mast iz jarky
And the market in Alaska should Ba grest for that . You could build 2n outdoors-type of market
around jarkySim-Jm type of produds. The besl market for thiswould be a sporting
goodsicamping store 10 going to be really hard to get into retail, such as Fred Mayer's ar
Alcartsons, you would hawa to buy shalf space which costs a lot of monay. Besically you would
and up spending al of your profit before you could make one. A& spacialty stora that identifies
with tha outdoors would be the best. They would be more willing to marker the product and not

charga as much

Qo8 Ifit's leksaied &s locely grown or Alaska grown, people will react better, Consumers like
to by products that are labaled “locally grown ™ Storas like to feature locally grown products,

wharaver thay may b2 from.

Steak, ground beef, top drloin by prica, and tanderioin would &l do well in the shalf-stable
market. You seem to hava the bass covarad, start with the lower priced produsts first. 1=
tough, bBut the pereantage pramium cannol go owaer 2056 Croanic products ara nice and always
halg, but the cost would go up end only certain consumars would buy it Most peoplea thase
danys go by price point. Grocery is the number one mannel of distribution — plain and smple,
that's it. Murmnbar ona, market fresh or frozen; frash is bettar, but the logigics from whara the

cattle is butahersd to whera it is shipoed i the toughest obetacla.

007 Hawving the high price just isn't going to work — bottom line. The best market for shalf-
shabla lies in g@rloins and rib-ayes. Ground bed products have a spot opan in the market right
now. Thara ara already too many otier disrbutors of shelf-stanie meats Tha bast channel of
distribution is through the retaill grocery stores.
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0o0d  Thera iz a viable market, but it will be all sbout the price IF you want to be competitiva
wou will have to heve alow price. The best product would b roady to eat mest. For the chili
and staw, this s g dafinite yes. 1L is sormathing that is popular, and is accoptable in the industry
and with consumerz, Forthe chipped baef stew, it's & BOE0. Somea paophe like it, some dan't
There is & big markat for jerky’Slim-Jirn and broakfzst sausagelpatties, but thers iz a ot of
cormpetition. A lot of peopa prafar pork or chicken braskfast ssusagepattios over bed . If the
harmburger patties are pre-cockad, than that would bae 8 good idea. Beef basaed cernping and

hiking meals hava a farger, maora open markat. Organics &re nica, but it's Aways about the cost.

YVolumma may not dictate cost. I'm not sure what the best markets sre. At the end of the day it's
always gboul the price and it needs to ba cornpatitive.

o8 | just don't know enough about the shelf-sable market to say amything exeept for
maybe. Thisis becausa the cost of slaughler, cost of processing, cost of shipoing, and the tede
and textura of the product are all variables which would affact the fessibility of such a project. |
don't s2e a markat particularly for snalf sable but thera wiould ba a market for whole carsass
shipped cilled . Inthe UStheare might be & market for fresh premium cuts only in the natural
maat markat {seaks, roasts, etg, bul not frozen. Mo merket for frozen neturd baef in US T
organie, & chilled 8 o grip would definitely sall, and 2o would a chilled top round. Current
economic situation, i.e. tha recession, would limit the sales for premium priced mests. Look to
Celifarmia. both due to the shipoing costs and tharais s grester markat for natural sndfor
organia beef in Califomia. Dafinite was to procead, bt befora doing so be wery conscious of
your costs bacausa your competing with & worldwide commaodity that could come from
anywhera with your lower grada cuts. For example, if voura desling with ground beaf, it could

coma from jud sbout anywhera, ecoecially low costs, ovar seas produ sers,

010 Thera izno mardsat for canned meat anymore. A good markat exigs for frozan ground
baof . Thare would be a segment of the rmest markeat that would be sttracted to prarmivm priced
natural ground baef due 1o its exotic source, the "peisting islands” in Kodiek, but this s & small
market. |'m interasted in marketing the frozen premium ground bagf. | think there could b= &

100%: premium on tha product. Small, but high margin market if you siress tha unigueness of
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the source. Geographically hit the wes cosst duea to 30-40% premium to ship t0 eas coast. As
for organizations’ distribution look at high end food sarvices such as restaurants rather than
salling diredly to consurmars. Tha tade snd toughnass (conce ning stosks) of the meaat would

be crudd [norder to gat repaat purchase at a high pramium prios

011 We would have to process in Alaska as it would be too costly to ship frash meat. Boar's
Head doas not process frozen beal or do any other dell cuts manufadurers. We also do not wse
organic meat | don't know tha pramiom & we do not use organic and orfnatural basf, the
highast pramiums would ba the Pecific Morthwest, Mew York City and San Francizco. Thosa
aross hava the bigged dermand for arganic’natural beaf . Call Wild Oats and ask them (an
arganic alparmarket chaing, When someone i3 buying arganic meat the highest persntage
premium would apply primarily to the best cuts. There would ba no premium for organic baef

b produds (tripa, oo tails, knuckle mest, atc) fa. no markat for "organic bologna ™

012 Mowviabls market exists — the logistics of the operation would be too expenave. Would
this e ratail, wholesale or both”? If it is retail it would only work in the Alaska market. Brand
awaraness — i people don't know your product, they won't buy it Frozen burgers would be the
bag market. Kanzas City Steak would ba an axcallant distributor for that, 8 ounca stesks are
the right szed portion for salling. Ground beef s2uszage would not work; ['ve nevar aven had
that so | heva to wondaer iF snvone would buy that. No Sim-Jdim — it's too processed . And
camping’ hiking products don't appeal to the mass market. The best markat for shelf-steklais
grocany storas, Think about your finances. Froceed if you have the capitol to market the brand

— peopla don't like to De =old, thay want to buy,

013 Maybe, | would not put my manay into it Shelf-gakbie industry already has & markat
egtanlished with low cost producers alresdy in ace. You dont =ee high end shalf-gakls
produds. Thare s not & big frozen steak/roast buginess. Jorky and Slim-Jirn type of meat
wiorks = wou'ra selling the idea of the product, not the high queity mest. The Koshar hot dog
business i & tough one with alot of work invohved, and if you don't know what you're doing

wvou will not make any monay g it IF | weara you | would find & parinar in Asia. Thay like crazy
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CUEs ovar there Export partner in Japan or Korea, aregswera snack typs aopdications ara
popular. | don't know what othar advics | could give you without knowing the economics
Markating groups try Lo get into the business often. Good ideas dor't go anywhaere without

maney

014 Tharaisjust not & real merkat for it here. Canned goods are sold in export snd
producad in South Armerica. | don't really deal with any shelf stable meat, 2o | couldn't really
2= what the bast market is for different products. Beef jerky types of meat are the anly thing
that | think would sall well. Look at conveniance stores, lerge sporting good sores like
Cebalg's, grocary storas, el Think about the axport merket . Canada doeen't have g lat of food
manufadurars. Hussa i3 another option, but there gre econamic and freight challenges, Take &
look &t what JBS does in South Amanca.

015 IF the price is oo high it won't dowell in today's market. The consumer (s looking for
chaap produds. I the meat was harrnone freano additives | would considar making &
invastment —the markst for that i= huge right now. | don't hawva & due about the bes markeat
for shalf-stable. When | think of shelf-stakle, | think about salmon. Roaste would do well iF thay
wara sizad properly (2maller portions that feed 2-4 paople). Thers iz a growing markat for
staws chill home replacement meals. Breakfast sausage’patties are mora of & pork markset. Jany
is &0 interesting market o try, Dut would Ba mora seceassful then the others, Stay away from
harmburger pattias and foous on the camping’hiking mesls Essantially, ready to wsa maals
would be best. Look & sporting good sores, high end grocery, and whole foods natural tyoe
stora, Ztay awsay from the ordinany. Look & stores like Harry & David in Madford, OH.

018 Millions of dollars in marketing hes been soent in dewaloping frea range ghicken. This
would be the anly unfencad baef fram unfanced peistine pasturas, all of the baaf in US s raisad
behind fances. The two faciors that would detarmine the feasibility ara price and taste. Tha
highar cost would hawe to ba offsel by good taste. The unigue source would enhance tha
salsbility &t & premium price 1o spacialty trada, but this would be oritically affactad by the actual
tase of the produd. Does this beef tagte different {in & good way) comparad with other natural

andfor organic beef in which it would compdete in market shereisdas? The mos sallable
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produc at a pramium price would ba middle meat cuts, such as rib eyes, t-bones, sirlains, none
of which wou would sall & shelf-stable, but sold unfrozen or as frozen marineted stesks to the
resaurant trede. Frozen non marinsted beef does not sell. Cannad bee i at tha low end of tha
ranga of what iz sallabde, such that it would be precluded by our high cost shipping and high
cost processing. The low prica per unit would ba found in regards to canned produd, and thara
would be & vary low dernand for canned baef. The US0A's program of making generic maat
availatla to food banks s whara most of it would end up. Frozen mearinated steak is of &
premium taste product. You could develop & profitabla niche markat, bat, caveat, thess cuts
represant & very small portion of the viald per carcass. What would you do with the othear S094
of the carcass? As for the viability of the produst, organic would wark, but swwould hindar you in
the Midwes &z consumears thare almaost demand grain fed baef bacause of better marbling
twhich affacts tha taxtura) and a higher fat content. |t's & batter boaf flavor. The whole projact
sounds like & logistical nightmara | would go with the "frae-range” concapt. Call it *freq-range

bezdf It would drese & great crowed Lo merkat,

017 It's possilie that it could waork, but the anvironment will be a factor. The tamperatura in
which the cattle are kept will be alarge factor. [T IE's going to ke &l natural or organic it would
waork, bacause then paople are willing to pay axtra, i not it will b2 a gruggle. Peopie like to buy
& product with & story bahind it. Tenderloins or top sidoing, essentially middle outs, would ba
Lhe bast shelf-stable products. The dhili, stews, hamburger patties, tha camping/niking rmasls,
and the SHim-Jim tvpe sausage would work, s a maybe for the roest, 05 & further processad
itern and you don't want to start at the and of it. The further processad you go, the more work
thereis imvolved. & ounca steaks are out down too far anc thera is too much production
invotvad, The ground bael sausege is & flooded market and it's tough to hold in there, Thara s
nat & big markat for baaf braakfas sausagel pattias, mast consumers prefer pork or turkey. The
camping meals would be my first choice. Whean you think about Alass, you think about prigine
weilderness and it would tie inwel with the marketing. The main markat will ba the northweast
coast and than slowly spoeead from thara, | would not proceed with this IF it comes down to
being fully processed because of the work involved. Say at & sub-primal Sage, and then after

that vou can mova to & fully cooked level years down the rosd.
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018 Moitis not & viable marketsble itermn. We have to know we're their raized, what they'ra
bwaing fad and | don't sea why 8 consurnar would buy this product. I s more axpensive it's
albdedive, How Il E ba graded? And, what i its kil dece? Wauld it be an ofder or younger cow?
For shalf-stable haaf in Austraia, we usually [ean towsards the frash markes, but vacuum saalad,
and smoked and/or presarved does wdl hare. | don't have enough information about the staaks
and roast [0 have an opinion on that . The stew, Slim-Jdm typae, breakfast sausage/pettias,
kasher hot dogs, hamburgar patties and the baef basad campinglhiking meals, Canned stews
are the best way to go. Poople sre usad to it and it's essy to gat to market in & can. Ground
bl sausage could work, IF there was somathing soacial or unigue sbout it Chipoad Daal stow
iz & mayba, bat | can guarantae you it won't 22l here in Augralia. Organic could go either way
Specialty storaz like Csbella's would do well, Customers go to sores like that to buy organic
products. But for storas like Costoo, | don't think & would work. Consurnars who shop there
usually look for the best deal I'm not sure what the bas market for these produds is, but
having & long shalf lifa in Asia is good. You should market to Alaskans | would assartain a LISP
(& Lnigue Selling Propostion). | would as< mys2if, wihy is my product battar or different? Aad, if
wou don't hewve an answar, you don't hewve & product. Profile the sttributes of the product, and

ask the oonsumers what thay want.

018 Mavibe, but why would & further processaer purchiase this produst? What s tha valua
proposition? 'm not sure whe type of shelf gable products you should go for becadse | am in
the sub-primal leval The beef patties would probably b= osyvou number one saller, but you could
proaly market your whaote list of itams. Hetall would ks tha bast markst, no specifics. | would
only progead with thie project if | had unfimited financial resourcas. | wouldn't markst Lo the
lowier 28, | would look to market thesa produds in Canade

020 | don't see any markel Tor Alasha Beel ss a shdf-gable item (cannad or dehydrated),
frozan yes, canned no. Devalop & relationship with a spadalty taef disributor end hira into
restaurants who may want to feature high end organic beaf. That would ke a very limited

market &5 mos stesk resaurants are interested in pramium aged, grain fod beef, which is an
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entirely different flavor spactrum They might try organic to see if thare iz any repeat business
for it, most would not be & market, but some top end ones may offor it as & novdty itam. Tha
rmaak Business is tough now, mardgins am in pannies. Marketing cost would be the dedding
factor in wisbility [the cos of egablishing & premium markst as a unique product)

021 Thera isa definite markat in westarn Cenada, but it's relatively small {soout a half-
rnillicn kilos par yaar for frozen ground natural endfor organic baefy. Cenadians eat rmaora frozen
burgers than the LS market. Fremium cuts such as steaks would be ovar and abowve the half
millien kilos stated sbova. | hava no guantitativa figuere for tha markets for steaks and roasts. In
Cenada tha unfguanass of Lhae source this "pristine ige” as it's called, would be the kay to the
markating pramium for Alasie Beef The uniquaness of its source would be the key 1o
estanlishing & snacific market identity with the retailer, super market chain, ete, and developing
A makating plan strassng and emphasizng the Alssss sourca of this product. T vou want &
premium you heve [o establish g separate [dentity otharwiza you're just another commodity
ground beaf distributor You're compating globally on & bulk, low-and market In Canada frozen
ground beat and steaks would be the higheast margin produd. Frozen patties both hamburger
siza and smaller breakfast pettios, frozen steaks and roasts, possible chilled unfrozen procucts
zhipped to British Golombia for sale in Vancouwver and Vidaoria And overal the shipping costs to
the various markats would be the determinative consideration. The margins are that low. ¥al-
hart snd Costoo would be the best markets for thisin Canada. | have no knowladge of the LIS
markar. Srganic maat market in Canada is antiraly different than the organicmarket in the US
as tha legal requirarnants for & product to be cerified organic ara much strictarin Canada e.q.
produc to ba certified as organicin the LS would not necassanily meat the standsrds for
Cenada. I11's almost impossible to gat the Canadian certified organic, but where this place is,
you may get Canadian argania aertification. MAFTA should supersada any gripa they might have
alout it =ing & non Ganadizn source of ongin. The law on the bocks may ke litigated but
MASTA should supersade, such that Qanadawould be reguired Lo cartify & S producer who
mat Canadian guality stendards The cost analysis of the totd of shipping plus procassing plus
markeating costs would be the determining fador Do you anticipate & sufficient volume [gross

sales) to adequataly fund the davelopmant of tha "unigue source identity” to diffarantiste vour
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produc? Without developing sich & unigua source identity | don't =as how you could generate
the necessary premium to offset your higher costs in shipping. As & commodity producer wour

doormad, you need & brand identity and a sufficiant marketing program and For thal you naaed

anaugh gross sales to fund the product

02 The market for kigher priced product s rotben now. My trade is the super premium, dry,
agaed prime Deal, the top of the ling. That's wheat | know. This steak markat is the wors | have
evar seen, My market for grass fed baaf to tha top of tha line steak housas is zarg, none. |
don't daal with shelf-stakle produds at &1 and therefore have no idea what would market might
axist. Thasa are guesses as Lo what would sall as | don't desl with any shalf-stabla. Tha battar
top of the line steskhousas would definitely not be a market for you The codtitaste of the
product isthe key to the viability of your beef salling at a pramium. Thoss who would pay &
prarmiurn would ba vary teste sensitive. The dinars st battar restaurants would not weant the
taste of the grass fed steak varsus a grain fed.

023 Wa process carcasses bought from slaughter houses and my knowledge of marksts is
strictly from the Midwest. Everyoody wants chesper prices now due to the economy. Bg
producars dominata the patty mearket for hamburgers, breakfast, ete, like Johnsonwilla,
Clarmants and Lzinginge due to the shear massiva voluma of product they handle. Breakfast
patties gre & =low saller. This has dedined wary much in recent years. We guit handling it dus to
the lack of dermand. For campingfhiking meals ook to tha Dapartrmant of Defensa, that would
ba & hugsa market for all of wour shalf-statla, aspecialy sews and ready to @at meds San't the
Alaska Natives get a non-competitive bid f theay were involvad in producing ready to eat meals
tor the D00 007 Toast with ground beef and gravy, also known as S0 (shit on a shingla™
would be en excellent markel within the Departrment of Defense. Braryone who has servad in
the rmilitary knews what thar s

024 |t's guestionakle, If it's arganic it is highly possible. The need is oul there for organic.
Thea bast market for shalf-stable produds is ground Baaf, but it would have o be 100% pure
organic. | would need to know what isin the baef and exacthy how the cows are raised and fed

tor me to knowe which product would De best in the market. I'm not sure what the kast merkets
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for the meat are. The shipping and distribution costs would play & big factor, Alat is dependant
on timing and the syailshility of tha product.

025 There iz no vieble markat beoause there are many altarnatives svailabla that would be
direct competition &t & lower prica. Anything in conveniant mazl form waould do well in the
markat. 8 ounce steaks wouldn't e good because it's kind of & turn-off . Consumars prafar fresh
owvar frozan Braakfest sausage/patties are batter with pork. Costoo or Sarm's Club could market
the rosats wdl, thay would need to be made in a form to where the consumer jus needzto
shgk it ina Crockpot to warm up. Sew(s) would be good to market to Alaskans. Sim-Jimfjerky
and frozan hamburgers would be good Decause thel category (s alraady defined. 'm not surae
ataut the premium pereentaga, you would have to parody to [eading brands in terms of retsil
prica —can't s2ll the same product for more. Instead of organic, it's battar to go “all natural®
bocausa of the codt sssociated with organic. Tha bast markets ara clubdwarahouses like Sam's
Cluby, Coston, and Ble | would survey the consumer ingead of the indusny to see what they
want. Cuantify the markat and have the oost figurad out. |2 there something unique about the
meat? What makes it battar? You can't just say its "Alesa Beef® thare has to be something
more Lot

28 I'm not sure what the markat would e for this, it depends on the exact product — this is
A vary broad guestion. | don't do shelf products, so | bave no ides whal products ara bast. Why
congentrete on shalf-steble produsts iF vou have good quality basf? Think ataut cackaging to

people who do process meats That's what | would do.

027 You should call “Tree of Ufe™ and "Gourmet Sward,” they are both seacialty non-
mainstream naturel food distrbuters. Your best market would ba frozen, dieed meer in small
chunke used in making soups with larger chunks used for Saw meat. This product could &lso be
dehydrated. Market through spadalty distributors | isted above . Call those guys and ask them
what thay think.
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024 Hormone freal organic is very popular now Grind (frogan pattias ab 90% l@an or more)
could =all on the wast coast market. The alternative to the west coast would be chillad boxes of
bonaless product shipped Lo grinders, again, 90°%6 lean or better 'm not adcited about shalf-
ghainde, but boneless bowed to grindars would work | s2e no premium. Tha anly geograpnical
market | sag izthewas coast You would be wall 2arvad to thorou ghly chadk out the
goonomics before commencing sny production. About $1.35 isthe price par pound for 905

laan from over-seas | vou're competing as a cormmodity product, the market is grim.

073 My concarn isthe processing from the wary beginning. | have nad exparance rounding
U wild daar in Mew Zaslend to put them inte commerca oparation, a5 wall g2 working with &
group up in Munavut (extrame north of Canada) rounding up reindear. There i3 8 ghasly
expanga in rounding up wild animals that you may not be contemplating. |f these animals have
baan faral on an igland for years, the codt of capturing them is going to be sstronomical as
comparad with rounding wo domestic (tamer) livestock, Thet is an espense factor thet should
ke conzidarad. If you must go with shelf-Zabie product, jerky would be bast You can use the
entire animal (just grind up everything). These wild cows will bba lean and tough, and jerky
would work well. Jarky will bring & batter prica per pound then Slirm-Jim type sausage dicks
Him-Jim type is the meat you doan't want to think about. As a grinde myself, | would
recommend =afling koxed beef. |2 this to ba & sustainsbla operagtion or &n eradicstion program?
Thet's very irmpartsnt bacsusa if you're aradicating the animsls, how vou dispose of and recover
value from your used plant and eguipment whan the last enimal s killed? The saivage value and
wind down axpens2s would be & major financial consderation. We considarad obliterating the

reindear in Munavut and hed to consider the disposal costs.

030 Wearaanice market sausega makarproducer There ere quelity and pricing issues
with organic produst compared to a natural product. The organic market i located primadly on
the west coast Tha organic markel s vary, very small in the Migwest. Matural is a betbar
markear to anter then organia, but neturel beef competes with grass fad prodoct from South
America and other overseas sources which iswary much lower priced. Alaska would need to

differentisba itsalf, randing 2= 5 spacial =ource identity product, and Costoo isthe best and
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biggest mearketer of grasa fed beef. | don't 2ea shef stable as the bes way to =il Alaska baaf,
You have to strass the "pristine environment.” Look & the merketing programs of Mawman's
Beaf or Harris bed ithe two largest LS producers to the high and natural markat). You would
hewe to compate more with them rather than the bulk producers ovarsess Beef breakfas
z5z&0a 12 salabla in Cenada, bub not the S The LS aats manly pork breakfas patties
Hamburger patties have a markat for frosen only . Canned hamburger patty market has dadined
to & point where it is almost atinct. Jarky and sausage sticks (Slirm-Jm) would ke beast
markatad through comeenienca storas, might consdar selling directly to the larger, national
conveniance store chains. Wast Cosst is the best place to market &l of thesa shelf-stakie,
asizepl the kosher produd which is morae Bsel Cosst. Costeo's sales of natural baef and the food
saryica market have bath baan hu by the sconamic dovwn turn, but thess would be your best
channels of digribution. Costeo isthe largest dealer of natural beef to retail. Foodservice
markat waould be your second best shot. Tha key is guality. What would ba the tasta and
presantation of the spacialty produd to the Duyers? would suggest [ooking Lo the natursl
=alzaga market a2t is & amall enough niche markat whera you could develop a brand idertity

streasing the source at a reasonalsle cost with your smal volume

031 | am aproducar of chill only, Our firm primanhy procasses bonad &0Ib boxes of fresh
best, But can, and on oocesan, have processed frozen baaf from kxoth overseas and domastic
soyraes, Farour sparation we prefer frash, We would nevar use cannad or dahydrated Baaf in
our operation. The bast market is the food serdea industry pre-packaged products sold to
restaurants and ingitutional markets. Cheap, lower grade beef has a market for faeding
military, prisonars, mantal hospitals, and schocls. Ricing of product varsus the cost of product

isthe oritical key as generdly natural beaf is not es flavorful or astender as grain fad.

032  Wa onby do fresh Deef. We don't deal with shalf-stelkle. Marreting is the izsue. You must
get & prermiurm because you can't competa with the commodity producers, e tha low-cost,
foreign bulk producars Thara is ng peamiuen | can think of &t this time as thea down tum in the
economy has radically and disproportionally reducad or aliminatad the pramium aplicakie 1o

both *netural” and "organic” pramivm markats. You must hook-ug with 2 major retsilar, a0,
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Wal-Mart or Gosteo | just don't 2ea this being profitable now or in the near future due to tha
eoonomy depressing mest marging and prices. Something to consider is the "oertified source”
sohool lunch program. When wou'ra salling Lo schools thara ara rulas that it has to ba "source

varifiad” basf sold to kids, the baaf has to coma from LS producars

033 Yesthera is & viakde mer ket but it must be sold &s frash chilled rather than frozan,
canned ate, in order to gel & premium, The other produds would be e the lower price market.
Inthe LS there is no market for cannad products. Canned product goes to tha very |owest
margin. Frash chilled kaaf can remainin cold storagae forup to bwo maonths if packaged
corractly. For low margin goods we cannot cormpate st all with thae high velurna produgers, such
as Lruguay, Peraguay, and Australia, As far as shalf sable products nons would be markatabla
To digrbuta through grocery chains mowve through EEL Organic Beef. OF all the saak
restaurants in Seattla, thara is only ong that provides natural or organic staaks Mo premium
would elso spply coming from Aleaska, for stew, chippaed beef stew they are coming the low and
rmargin of the rmarkat. I you did want to devalop & markes for the Sew, tha vegatabias as wall
&3 tha mest would have to be organic in order for it to ke certitied. These would be producs
that would be sold through spedalty producers like Whole Foods end Wild Qats 1T yvou are
2arous abaut a Him Jm type sausage market, look into ChBerto, they know more sbout that
kind of product. The only way to devalop a premium niche is going to cost & large sum of
monay. Bost market would be the West Coad, high population plus less cost for shipmant. You
could shio by truck or berge, bt vou would probatly be batter shipsing by boat dua to tme.
You want to go with the surest, safest way to mowve the beef. Another possible market for the
low end producks would ba in Viadivostok, kecause they do not produce 2 meaningful emount

of beaf, | would not put my own monay into this project

034 [Z0HOOL DISTARIGT) Avialkls market would be pra-formead frozen petties. | do not
recornmend organic beel because the market is deathly slow and is vary low volume. There is
muah maora demand for non-organie beef | have no knowladgs 88 towhat pramium might ba

attainable. I'm perzonally not interested in purchasing fresh chilled *bone beef”. You should sl
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in genaric bulk ta the West Goas; you ara nat trying to niche markeat this, just moving it &t a

commodity prica.

025 CCatle is Cattle” tharg is not anything mare spacial abowut Alaska beaf. This would not ba
& hiche produd without an extensiva (size), long duration (tima), and quita expensiva
campaign,; that would be necassany to astalish a brand. Alaska cogt would make competing as
a commodity produd very diffieult to be profitable or bresk even There is no market for shealf-
gtanle besf products |t costetoo mudh to hawve your product certified organic visa wvie the
advantage of doing so. Extensive documentation is required to obtain certificetion both undar
1.5 and Canadian cartification programs, but the bwo programs are nol identicsl. Generia
canned beaf through the LS04 program s to assist food banks might ke a way of gatting rid of
your lessar cuts. Also, USDA programs for schools might be servad through frozen "boned
bl Probatly it would make more sanse just to grind it &l Find 2 way o markat in Alsska,
your shipping costs would ba aliminated or cut down to alow cost You could aleo sell Lo
Viadivostok ar thraugh Mummansk, [n both instances ship tham frozen “boned” bulk, do not go
with the fancy cuts. Far too expensive to esteldish & branded identity; the mest market is wary
badly depressed now because of the economy in the LS., 20 it is bad timing Lo develop a nicha

markat,

038 [SCHOCL DISTRICT There could be & viable market, cannad produects would Ba tha
kst route to takse, The shalf-stable product | think is best is the beef staw bacausa itis a good
meal for kidzto hava on & cold Alaskan day. The bast place to market thesa kinds of products is
through school districts, correctiona fadlitiag, residential sites and retiremant homes. | would
progaed iF evervthing were hendled by a cartiffied processor USDdworld wide Ao, CNA (Child
Mutdtion Letel) regulations should bea followad

037  [SCHOCL DISTRICT) Yes, there is & viabie mearket. Cur main produd wa raceive is

frozan ground Deef In bulk of 1010 rolls. We do not purchass any canned meats. You should

chadk into the school district and correctional facilities as places to distribute your product. [t is
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bag to go with organic GMA labeal mud be on it in ordar for the schools to purchasse any

produdt. Foople in Alaska might be willing to pay more for highar guality Alaskan products.

0zd  [SCHOOL DISTRICT) There (2 a viable market but you naed to get the Education
Department on board for commadity. A frozen burger, frash New York or Pritne Fib, or & beef
crurmbled product would be & good ides. | don't know if the product would be better frash or
frozen. The Dast merket for the school district would be frash Alaska beaf, and in the surmmer
time a "Surf & Turf nowvelty itern for the tourists, Try asking the Alaska School Nutrition
Association (AENA org) and saa whak they think about the viability,

0338 [S0HOCL DISTAICT) A viable market would be & ground beef frozen in either 40 b bulk
or four 10 b paciz. Frozen hamburger patties would al=o work in B0 count packs. | can't think
of shalf-stable baaf products that thaere would be a markat for. |n Alssks the kids go on & lot of
hiking trigs, If the camping and hiking meals wara available thay might consider pre-purchesing
those meas The best markats for thass produdts would be the school districts, sanior citizen
and retirement homas, and maybe regaurants | would want to proceed with this if | were in

charge.

040 The zhipping costs would be |ess expensive for products in state. The bast shalf stable
produc would ba bargers, and they would be aasy to sall. IF you gre going te bulchar tha cow
then wou should use the whole thing. | would prefer to merket baef patties bacausa thay e
easier to 2all The percantage pramium on these types of products would depend on the
produd and how it is raisad. [t makes senseto mova a lot of wholesae as opposed to market it
Lo the consumer . Humane treatment of the animals 1S very impartant, sso it would be
Impoitant that peopla know tha product (2 from Alaska, Tha financial detalls would decida if

people would go through with mearkating the product.
041 [SCHOOL DISTRICT) Ashelf-stable Alaska baee’ market could exist for some outlets

more than others, but not for schools The best markat would probatiy be for stead, bacause

the price is highear. | would try to markat steaks it vou are going to pey more, also the Slim Jim
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typas of products would work for tourists. |'m not sure what the bes markat for thesa types of

produds would ba.

042 Thera would be a market &3 long as thay used pre-cooked meaat praducts. | think the
best product to market would be the breakaway typa of mast in 4-602 packets, lika the kind
that sre vead for Philly by sandwidhes. | would try to markat all types of maat, as long as
they wera &l pre-cooked. The pramium would ba alright es long s the price could match the
waight loss of the pre-ocooking, it is hare to say otherwise. It would be best to distribota the
best salling shalf stable itam to tha LS Miitary and any other organizations that doas voluma
lype businass. | think that &l of the researd should ba dona by the digtributars, not ha public,

Frice salls, They would have & better quality in grazed measat

043 [FCHOOL CISTRICTY | primarily hendla frozen ground bulk beel snd take tha LS0S
grade beaf and run it through a grinder and distribute to the schools, Frosen ground beef and
frozan stew rest would be the best market to get into and distribute to institutionz fadlities,
=uch &s schools and corractiond fadlities. This iswild tough meat, use it where you can.
Ground meal lswhet the school lunch programs buy the mod of. Mo advice an the viabiliy of
zhalf-gabla products, You naeed to think about the cost compatitivenass, but you hawe to meat

the standards of salling to the school lunch program.

Q44 [SCHOOL DISTRICT) W purchase mainly frozen ground besf, some othar outs aswall
but it is a minor percentage. Thara is no market for snalf-stabla baef ewcapt for frozen ground
beat. We Lulk in ground beef and pra-formed hamburger petlies. | would prafar the patfies
bacausa thay are pre-formed, which saves time and effort. Sur griteria (s thal we buy the
chaapest produst af the dheapad price, our only rastridian is thet it has oo fall within tha
guidalines of the Alaske State Depariment of Education in Junesay and must ke US0A
slaughtered and maat OC0A standards s o whal wa Gan sarve to school kids.

049 [(ZOHOOL DISTANCT) We buy both pre-formad hamburger patties and bulk ground keef
All of the maat is frozen, lut the bulk ground beef is what predomingtes our purchases. Wa buy
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zome tenyeki dippers; thisis a breadad beef Srip product with & a0y basad tariyeki seasoning,
which the kids lova. Wa alzo get Philly Chaoszo Steaks, frozen mastballs snd wa prapare soma
Salisbury stasks Tha USDA Tood distribution program suppdios us with tha baaf and wa @z buy
on the opan market from commea-@al |obbars Whan we have ground beef sausaga, it is half
beef and half pork. You should market your product through the US0A program bacsase that i
whara we get the bulk of our produds from. The cost of the produd isthe number ane

concern, the taste, texture and toughness arq not a dgnificant facor,

048 [SCHODL DISTRICT) Wa usa both pre-formed petties and bulk frozen ground bedf, also
slicad roasl beaf for sandwichas and stew rmaat. All of tha maeal produects that we gel gre
frozan, bt the staw meat could be canned or frozen. The slicec roast beaf that we usa is deli
prepred when wa get it We would ke willing to try the ground beef sausage becauss we have

nob wsad it bofore. Thara isno advics | can give on tha vigkility of the market,
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