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That’s the question
posed in “Customer
Satisfaction II:
The Value of
lender Beef.”
While earlier
Customer Satisfaction
studies established
the link between
tenderness and overall
beef satisfaction, this
study helped place a
more concrete value

on tenderness.

The objective of
the project was to
determine the
potential for tender
beef to enhance
overall customer
satisfaction with beef
as measurved by:

1. Satisfaction with
tenderness, overall
palatability scoring
and nutritional

perceptions;

TENDER LEAY
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2. Pricelvalue placed

on tender beef;

3. Purchase frequency
intentions; and

4. Competitiveness

against other proteins.

Sample steaks from
carcasses producing
steaks used in the
study were mechani-
cally assessed for
tenderness, and sorted
to allow evaluation

by consumers.

Participants
prepared and
consumed the steaks
in their own homes.
Preparation methods
varied, and study
participants did not
know in advance
which steak was the

tender steak.



Results from the
study, conducted

with shoppers at a

major retail store
chain in the Denver
ared, were extraordi-
nary. Tender steaks
were preferved by a
3-1 margin, scoring a
Jona0te 10
tenderness scale, with
0 being not at all
tender and 10 being
very tender. Control
steaks scoved a 4.9
on the scale. In
adedition, the tender
steaks scored
significantly higher
on flavor, juiciness,
leanness and for
overall satisfaction,
with a ranking of
7.1 compared to 5.5
for control steaks.

Steaks were eaten
and evaluated in 532
households by 887
adults. Sixty-four
percent of the
respondents stated
they would definitely
or probably buy the
tender steak instead
of the steak they
typically buy. Nearly
half of the respondents
(48 percent) said the
tenderness guarantee
was very important
to their purchase
plans, while 40
percent said it was
somewhat important.

More significantly,
34 percent said they
would pay more per

pound for the tender

steak — a surprising
statistic, since

consumers are usually

reticent 1o express a

willingness to pay

more. (Fifty cents a
pound higher appears
to be the upper
threshold for the
premium that would
be paid, with
willingness to buy
dropping off rapidly

above that level.)

Overall, the results of
this study show that
consumers would
find a guaranteed
steak very enticing.
The product was
found to provide a
significantly better
earing experience in
the home, which is
an excellent predictor
of repeat purchases.
The consumer
expressed a strong
interest in seeing the
product retailed.
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+ENDER SUPREN,

“It is rare to find a
product that meets
with such resounding
praise from the
consumer, both at
the concept level
and following an
in-home trial”

“Overall, there is an
opportunity for a
packer or retailer to
establish a very
valuable product in
the consumer’s eye if
they deliver on the
tenderness pronise.”

“Tender Select is
a winner. It is the
type of product the
industry should pursue
to enbarce the stature
t;_!ff){’agf ‘with the
consumer, and build
Juture sales volume.”

Al guates are from Seeviing-
Rice Group and Talmey-

Dviake, prrojeci coardinators. )




- SAMPLE
SIZE

1058

 HOUSEROLDS

~ HOUSEHOLES

old

HOUSEHOLDS

(887
ADULTS)

124

HOUSEHOLDS

PROJECT AT-A-GLANGE™:

Research Team: National Cattlemen'’s Beef
Association/Quality Team
Talmey-Drake Research ¢ Strategy, Inc.
(Analysis)
Sterling-Rice Group
(Project Design and Coordination)

Timeline: Aug. 18, 1997 to Oct. 11, 1998

Initial FocusGroups: Conducted in Denver, Colo.,
to determine testing language.

IN-STORE AND IN-HOME TESTING:

The Beef: Yield Grade 3 or better;
USDA Select carcasses
Source: Monfort (Con Agra) Plant in
Grand Island, Neb.

Control/ Test Steaks: 1-inch strip steaks tested
Shear test 36 hours postmortem
Less than 33 lbs = tender
Greater than 50.6 pounds = control

Shopper Location: King Soopers stores in Denver, Colo. area
Respondents lived within 2 miles of 4 test stores

Participants: 65 percent female
80 percent married
64 percent between ages of 35 and 54
Consumed beef 6.5 times in 2-week
period (average)

*Far more speciﬁr :'igﬁ?mafiﬂn. review the Stuzf_jr Merﬁﬂdﬂfagy
and Specifics.



STUDY METHODOLOGY/RESULTS:

(From Executive Summary)

INITIAL FOCUS GROUPS

ln preparation for the primary study, two focus groups were held, primarily o
determine the |;1uguag¢_' for Ll{:.ﬁcrihing tender beef in the in-store portion of the test.
One group featured heavy heef eaters, and the other moderare consumers of beel,

These twa focus groups were conducted on Aug. 18, 1997 in Denver,

The focus groups generated a discussion on the merhodology to be utilized for the

primary study. Moderate beef consumers were more interested in the ender beet

premise than heavy beel consumers. They were less knowledgeable about L-:'-Lhuiquts

for t:{lul';ing beef .\11Lih'|:'¢'ll'_'l'ﬂTi]_1_r'.

Consequently, recruiting for the primary study was broadened to include moderare
and light beef consumers. In addition, a decision was made to evaluare a select

grade product because consumers indicated thar buving beef that was both lean and
tender was a very attractive proposition. This doverailed well with the objecrives of

King Soopers, the study’s retail pariner,
THE PriMARY STupy

Rese;ufhcrs began recruitment Aug. 24, 1998, contacting 1,036 houscholds to be
part of the primary srudy, The recruits were invited to one of four King Soopers
stores, and offered a $25 incentive to parricipare. From Aug. 27 to Sepr. 29, 759 of
these households visited one of the stores, where they shopped the case, responded

to a concept rest and received two test steaks ro oy ar home,

A toral of 503 househalds chat prtpun:d the steaks could be contacted for all;]f}-‘:ii};_
A proup of 124 of these houscholds were invited back 1o one of two stores from

Oct. 2 to Oce, 11 ftor turther questioning,

Yield Grade 3 or betrer, USDA Selecr carcasses were candidares for steaks evaluated
in respondent homes, Carcasses were selected ar the Monfort plant (Con Agra)
in Grand lsland, Neb., and subjected to a tenderness classification system

dcx-u:lup-:_'d at UJSDIAS Mear Animal Research Cenrer.

A l-inch strip steak was obrained from the strip loin, cooked to medium
and evaluared using a slice shear test. Those with a slice shear value of

under 15 kg (33 Ibs.) at 36 hours postmortem were marked as render




PARTICIPANT DEMOGRAPHICS

Participarts eepresented a wide
risrege of age grosps,
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ATTITUDINAL SEGMENTATION

Purticipants represented a wide range
of cooking stes and lemperaments.
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primals, This rranslates to 8 Ibs. with 14 days of age. It the slice shear value
exceeded 23 kg (50.6 Ibs., or 10 lbs. or more with 14 days aging), the strip loin
was marked as a control primal.

All primals identified for the study then received 14 days of aging. The tender sirip
loins were divided into rwo groups. The first group was packaged in Cryovac {vacu-
um) packaging ro distribute o the stores for placement in the meat case. All shop-

pers to the store during the test period could purchase this product while shopping.

The loins were merchandised as New York strips, T-bones and Porterhouse steaks,
A frame card was placed in the case near the product and all were labeled with a

lender Selecr sticker. King Soopers assigned unique PLU codes to the product so
that sales figures could be tracked.

A second bacch of render product was cur into 1 -inch strip steaks and frozen. A

pin to identify the steak during cooking was placed in the packaging with rhe steak
{ex. RO199). A paired control strip steak was than wrapped with a second pin fex.
10199). An effort was made to assure the two steaks had a comparable appearance.

ParTiCIPANT RECRUITMENT

W’nilc the majority of the 1,036 houscholds were recruited over the phone, sampling
was supplemented with shoppers thar qualified for the study, Those respondents
thar did not eat beef ar least one time in an average 2 week-period were excluded
from the study, as were 1-person houscholds making less than $20,000 and 24
households making less than $30,000.

The respondents all lived within a 2-mile radius of the four rest stores. Only 31
percent of the respondents were solely King Soopers shoppers. Those berween the

ages of 21 and 75 were recruited.

Only those who were “primary” shoppers or had “joint responsibility” tor shopping
were selected,  Sixry- five percent of the initially recruited respondents were female,

and nearly 80 percent were marricd.

Based on the screening criteria used, the sample skewed higher in income and was
better educared than the general population, which is typical for the geographic

areas surrounding rthe states involved. Sixty-four percent of the sample population
was berween the ages of 35 and 54. Post-study analysis found limited variation in

response by income level or by gender.




HistoricaL Mear Gonsumption oF SamPLE PopuLATION

I]n average, the Smnph: l_mpular.iun rtpﬂrttd uaring meat 11.4 tmes in an average
2-week period (any meal, in-home or in foodservice locations). An additional 2.2

seafood occasions were reported.

Of the 11.4 mear meals, 6.5 were “any” beef and 3.2 were beef cuts. A second
question on cut versus hamburger consumprion reported an even 50/50 split
between ha.mhurg{:r and heef cut occasions. Of the prior 10 meals, seven were

reported to be in-home meals and three were foodservice,

Respondents were classified as heavy, medium or light beef consumers. Roughly

1/3 of the sample could be classified into three subgroups based on meat consump-
tion. Heavy users (31 percent ol respondents) consumed beef eight or more times,
on average, in 4 2-weck period; medium users (33 percent) five to seven times and

light users (36 percent) 1-4 times,
Tue Store Visi: Soeping THE Cast

I.Ip-:m arrival at the store, the respondent was asked to conduct a typical case shop-
ping experience. The incentive was not mentioned at this point to minimize the
potential that the shopper would upgrade their purchases due to the extra money.
Individuals shopping the store that wanted to participate were screened and allowed
to participate if they qualified.

Tender Selecr product was store-wrapped and placed in the case. Strips and T-bones were
available ar all stores. Due to limited demand, Porrerhouse sreaks were not always available,

A frame card natified the :ihuppc'r of the product. Tender Select labels were pluccd on
each cut to enhance ease of visibility. Most importantly, the product was priced ar a
50 cent premium to the compatable store cut. Tender Selecr was not merchandised

in any other way, receiving no advertising or recommendations from store staff.

Dring the test period there was a normal amounr of discounting and merchandis-
ing activities for the commodiry store product. Despite the price surcharge, the
Tender Selecr product sold quite well during the rest period, (Specific sales data is
proprietary o King Soopers.)

ProTein Ranking Anp Goncept Questions

AFrc.r shopping the case, each respondent was asked to rank beef, chicken and park on

the tollowing actributes: tenderness, juiciness, flavor, nutrition, versatility, consistency

TOTAL MEAT USAGE

Inana verage 2 wiveks m;immimn
reparted eating meat (exdiuding
seafooed) over T times, beef was

50% af the meat consumed.
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PARTICIPANTS - TYPE OF
STEAKS PURCHASED

Chet of the last 10 beef cuts
purchased, ribeyes and sirloins
itre the noost Pc;ﬂ:dm_ Jfollazved by
fenderloins and t-boves.

0 03 18 08 12 15
AUERAGE CUT PURCRASES 11 LAST 10




PROTEIN RATINGS

Our responderts voted ‘wverage beef
purchased” better than chicken on
Jutciness, flavor and "sveradl”,
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IN-STORE CONCEPT REACTIONS:
PURCHASE INTENT

Crveroedl, covcepit fnderes woas remardably
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IN-STORE: BELIEVABILITY OF
TENDERNESS CLAIM

Cornemomer appeal for Tender Recfis
generated in pavt to belfevalbifity of the
clatne. il believability is evident
aevnss all bey consumer subyvoups, such as
Hhearvy, medizim, and gl beef
cartumery, wmales and femeales,

younger and older consuniers,
Fltgh v anel foser edtcation fevel.
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and overall satdsfaction pmvidi_ﬂ. This data later prm'idx:d a base for examining the
“chicken lover” subgroup, those who rate chicken highly for overall sarisfaction, as well
as for several other product attributes.

Beel was reported to outperform chicken on flavor, juiciness and overall satisfaction.
Chicleen scored higher on nutrition and versarility, The two proteins were tied on
tenderness and consistency. Enhu.m_.ing tenderness thus u.ppc:urcd o be a promising

Wiy o enhance the perception of beef versus chicken.

Concept testing is a typical methodology used to test the appeal of new produces.
The respondents were shown a card with a stock picrure of a strip steak and three

]J'.u'ugr;lphs dc:*.-:-:rihing a Tender Select pl‘uduﬂl. The concept read as follows:

Introducing Tender Select

¢ A great steak always makes fora great dinner. And now there’s a way to know
that incredible looking steak you buy at the store will be a tender eating steak
when it’s ready for dinner.

* Intmducing Tender Select. The t.u'll}-r steaks selected are those guamnt—::cd to

cook up tender and lean. There’s no better prnnF.

# Tender Select is now available at King Soopers. Just look for the tender beef display:
Strip steaks, tenderloins, T-bones and porterhouse steaks are available.

Eighry-nine percenr of the respandents indicated an interest in purchasing this type of
product. This is extremely high relative to most successful new products brought to the
market. Thirty-five of the respondenrs noted chis would be an incremental beef pur-
chase; the remainder saw it as a replacement for some of their current beef purchases.

Ninety-five percent of the respondents said the concepr was believable. This is a very
important measure that indicates a heightened probability of tial. Respondents
predicred that Tender Select would represent almast 30 percent of their beet purchases.
{This increased o 42 percent after eating the steaks.)

Proouct PLACEMENT AND STEAK PREPARATION

A total of 759 TL‘S".I{'II'I(]L‘HT.E then received their wo steaks o sample ar home, An
accompanying sheet explained that the rwo steaks would "bloom™ once they were
defrosted and the putknge:.\ up-:nr:r_l. The importance of the two pins in k{.‘f:ping the

rwo steaks clearly separared was explained.

One-half of the sample received a diary instructing them ro try sreak L first, the
other half were to try steak R first. Separate diaries were provided for the second
adult in the houschold and for children, if they wanted to parricipate. A doneness
chart was also provided so that the respondents could provide an accurate reading

131 T.I]L‘ dl’.‘gﬂ_‘L‘ Lo ‘r'\-'|I'I i.L'h L}]t‘ :\'1.L“£I.]'L."\' Werc L'UUI:{L‘.‘IJ..
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In 83 percent of the households two adults evaluated the steaks. Ninery percent of
the second adults were the spouse or the “significant other”

Eighty percent of the respondents grilled their steaks. And 80 percent were satisfied
with the degree of doneness. Other preparation techniques for the steaks varied
from one rtspundtnr to the other.

STEAK EvaLuATION

ll.h:: tender steak was preferred by a 3-1 margin, validating the selection process and
the facr that a superior consumer eating experience can be delivered, Heavy, medium
and light users all had a similar 3-1 preference, as did men and women.

The consumers answered dozens of questions after tesri ng the two steaks. Cheer and

over, the responses to these questions validared the value they place in renderness,
q Y P

The tender steak was scored a 7.0 on a 0 1o 10 tenderness scale, with 0 being not at
all render and 10 being very tender. This compares to a 4.9 for the control steak.

A “halo effect” occurred, with consumers ranking the tender steaks significantly
higher on flavor, juiciness, leanness and overall satisfaction. The overall sarisfaction
score was 7.1 for the tender steak, versus 5.5 for the control steak,

Purchase interest was high, with 64 percent of the respondents staring they would defi-
nitely or probably buy the tender steak instead of the steak they typically buy.  Thirty-
four percent of the study respondents indicared they would pay mare per pound for
the tender steak — surprising since consumers are usually very reticent to express a
willingness to pay more. Fifty cents a pound higher appears to be the upper threshold
for a premium paid, with willingness to buy dropping off rapidly above that level.

Branoime anp ReraiL Loyarry

Am}chcr series of questions were asked abour the branded associations consumers would
assign to 4 line of Tender Select steaks, if available in the mear case, In addition o heing
lean and tender, consumers agreed — by a significant margin — thar such a line of product
would be of mote consistent quality, higher qualiry and would provide more consistent
resulis. They agreed the product is likely to taste better, would appeal to the whale family,
is worth more, inspires confidence in the way it is produced, and is from a company that
is more likely to introduce new, innovative and convenient producrs. Consumers were

neutral on whether this product would be more nurritious than regular sreaks.

Ninety percent of respondents said they would “like their gracery store to carry
a line of guaranteed tender beef.” Eighty-one percent said they would buy more
of their beef ar thar retailer, and a surprising 65 percent said they would buy all
of their beef ar that retailer.

POSTUSE: PRODUCT PREPARATION

Haif of the participanis added a dry spice
tn the steabs af conlbing Hme,

POST-USE: PRODUCT PREPARATION

Mure than three in fowr participants cooked
the fest steaits the way they fike them. Ar.
sfeats were prepared topether, and were
coadeed egually,

- _
= =

GODKING DONENESS SATISEACTION

E.
L R e

4 a4 0
CONTAOU STEMX I TENDER STEAK

POST-USE:
PRODUCT ATTRIBUTE RATINGS
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POST-USE: VALUE PERCEPTION
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POST-USE: PRODUCT
PURCHASE INTENT
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POST-USE: PRICE ELASTICITY
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Fovow-Up Stone Vigit
AND ANALYSIS

I]nt hundred twenty-four of the respon
dents thar preferred the ender steak at
home were asked back ta the store o
answer additional questions. After being
re-introduced o the Tender Select
concept and being told i was the sreak
they preferred in their in-home trial,
they were asked how many of their next
1) beef cut purchases would be likely to
be Tender Select. The average response
was 4, which could be considered a 40

percent share.

Tender Selecr delivered its promise in
numerous ways, based on a series of
questions about the edting experiences

of respondents interviewed in the fol-

|['.|w--11;1 VISLL. Nq:arly a third of them said

they would ear more beef if Tender

Selecr was available, Thirty-four percent

indicated they would consider hu}-’ing
Tender Select instead of chicken,

Several name oprions were tested with
this group. lender Select was the
preferred name, with Tender Supreme,
Cuaranteed Tender, Tender Lean,
Cerrified Tender and Extra Tender all

SCOCINE, well,

In the follow-up store visit, the render-
ness guarantee associated with the con-
cept was considered very important by
48 percent of the respondents and

somewhat important by 40 percent.

Several additional support points were
tested to see if they could serve as the
“reason to believe” thac this produce
would be render. Being “naturally ten-
der” or in the top 1/3 for tenderness
tested well. In the earlier focus groups,

POST-USE: TENDER BEEF
PRODUCT ASSOCIATIONS
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POST-USE: ASSOCIATIONS FOR
GROCERY STORE DFFERING
TENDER STEAK

Crroiery shores e setze sbstantiol mariet
afyportimtitics by carryier, promoating amd
selfireg teneler feel, Given feefs prominenie
s s syparia sl e, iessages abour
mectraerstoedd fevuder-beef ool e very
attractioe i grocery shopper.
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TENRER BEEF n m

NEXT 10 BEEF CUT PURCHASES-
HOW MARNY TENDER SELECT?

After ety foo st of hamse, the 124
respaindonts anked Dok o tie stove indicated
a bigher plarmiedt fregreency for feeving
Témder Sefect.

"|F TENBER SELECT WS MAILABLE N YOUR LOCAL GROCERY
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tion of an electronic sorting rechnology,

All subgroups examined ar the conclusion
of the study preferred the Tender Select
product. This included light, medium
and heavy users; men and women; and
people of differing incomes. Using
Multiple Correspondence Analysis, a
more powerful analysis tool, a higher
likelihood to purchase Tender Selece was
found among the respondents classified

ah m{_‘dium LI5CTS, EHPL'L'iEI.“"_A." Fl'l.:llll_'ﬁ.

A sub-segment classified as “chicken
lowvers™ {those ranking chicken atrribures
more highly) was found o like Tender
Selece ar the same level of preference as

b E.'lt"t‘i ].L'l‘-'E:I SroLpe.

OveraLL RECOMMENDATION

.[hL‘ beef industry should continue to
develop this product further, and test
it in a much wider in-store setting,

The retail partner has much to gain
and should be willing 1o share sales
information. This type of test would

help determine which cuts are best

merchandised as Tender Select, the
potential to increase beef’s marker

share and the impact on overall

customer satisfaction,

FOLLOW-ON REACTION TO TENDER
SELECT STEAK EATEN AT HOME

A serdes of gueestans avdbed ot
e eating axperience it tht
Tondler Sefect defivered. Note thar 92%
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POST-USE: STEAK PURCHASE
RATE IF TENDER BEEF AT STORE

bt oo -thivd o fall consimers say
sy woill imcrease their vt of panchasing
beef if tender steak is available. This
constmer attitude i fkely fo create
bearvier beef consivmprion,
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