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Natural products, growth in ground beef 
and new cuts will be some of the hot topics 

at the 2009 Annual Meat Conference. 

Prime time 
BY CRAIG LEVITT 

N AN ECONOMIC DOWNTURN, IT IS EXTREMELY 
IMPORTANT TO CAPITALIZE ON OPPORTUNITIES 
WHEN THEY PRESENT THEMSELVES . A~ consumers 
arc ea ting out less, thel' arc cooking more. "I 'hat means the 
iron is hot for relailers looking to groll ' mea t sales . 

'vVhile the o, 'cn, helming majorit\' of meat producers 
report dec reased sa les to foodselyice, retail sales hme 
either held steacll- or, in mall\ cascs, increased. [ lelping 

dril'e sales at retail arc suppliers' Il'iliingness and ab ilih' to delil 'er inno­
I'a til 'e products such as nel\' cuts, prOl 'ide small er portions to enti ce tria l 
and de\'elop aH'rael'il 'e marketing programs to increase cll\'areness and 
take aell-antage of the latest trends, In r- larch, Dell\'CI hosts the 2009 
Annua l ~ lea t Conference at Il'hi ch suppliers from across i\'o rth 
Ameri ca lIi ll addrcss some of those ITends I\'h ieh include an expected 
spike in ground beef sales, a greater push tOll'ards promoting nal'uraI 
products and an increased offering of reacll--to-eat food s, 

Genera l sess ions at the shOll' include presentations such as: 
Economics and the II11/Jact on Your Business; The Power o( ,\ieat: An In­
De/Jth I ,oak at ,\ leal Through the Sho/J/Jers I:;;)'es; I:;;nsuring Food Safet)' ; 
and Building the Best: A/eat Training (or the I\'ol1-/\leat Pro(essional in 
addi ti on to a Tech Fa ir ancl a Product' l ~ls ting Reception, Of course sup­
pliers and induslTI ' organi za tions Il'ill be presenting their Il'ares as II-el l. 
I lere is a sampling of lI 'hat is on tap: 

B ~fI c ' * BEEF INFORMATION CENTRE en nrorn1atlon 
L- Centre Thc Ca lga ,y, Alberla , Canada-based Beef 

- - InformationCentrc (I3 IC ) is the bcefmar-
kel' de,'c!opment chision of Ihe Canadian Catl lemen's Association, 
\Vith Ihe intenlion of maximizing thc demand for Canadian beef and 
oplimizing Ihe I'alue of Canadian beef producls, Ihc group lI 'orks close­
k lI'ith U,S, relailers to build programs lI'ithin relail ers' mea t casc thai 
arc designed 1'0 help groll' the C<l tegolY, I\'hile mee ting their sales targets, 
One of the primar\' messages I3 IC Il'ill delil 'er at thc shOll' is thai brand­
ed products, parl icularh- products Il'ith a Canadian brand , delil'er posi­
hl'e images to consumers, That message includcs pro"iding in-depth 
consumer research as I\'el l as nell' merchandising opportuniti es sur­
rounding nell' cuts of beef. 

i\ JarIY Carpenter, dircel'or of U,S, market cb-clopmenl. sal's I3 IC is 
also sho,,'easing a !lumber of rel'ailer case studies, ''These GISe sludies 

hc1\'e shOl\'l1 significant grollth on the beef side through the adoption of 
Canadi ,II1 l11 eat as part of their mix," he sm's , 'They also sholl' hOll' Il'e 
hal 'e been able to help Il'ork Il'ith these retail ers to create solid messag­
ing thai has shOl\'ll resulls, Canada is a strong plm'er in the North 
Ameri can bcef suppl\, and consumers arc all'are of the high q1!a lih' prod­
ucts Ihal come from Canada," 

* GOLD'N PLUMP POULTRY 
Gold 'n Plump is "ie" 'ing Ihe shOll ' as an opportunilY to 
cre,lte all ',Ireness for its recenth- introd uced Just BARE 
brand of fresh chicken products, and will be sampling 
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them at the shows tas ting reception. Thc St. Cloud , Minn .-based com­
pan)' will also be promoting its Cold'n Plump brand. 

Accordi ng to Julie Berling, director of brand strategy, Just BARE prod­
ucts contain only all-natural chicken, are vcge table fcd and are raised 
cage free and on family farms throughout Minnesota. Just BARE pack­
aging fea tures a Family Farm Code which all olYs consumcrs to lea rn 
more about the specifi c fa rm in wh ich the packaged ch icken lVas raised 
by simply entering a code on the Just BARE website. Clear packaging 
pro"ides for a near 360 degree liew of the product Iyh il e an easy peel lid 
makes it simpl e to opcn. 

" \ ,ve are pleascd to now offer tlVO brands that meet thc needs of 
unique consumer segments," says Berling. "Our Colc1'n Plump brand 
appeals to consumers who lI'ant to put lI'holesome mcals on the table 
for their families. Consumers are looking for a quality offering, such as 
ch icken that is local and/or rai scd on fami ly farms. They are also look­
ing for products with no added preservatives. Cold'n Plump's line of Al l 
Natural chicken fits these needs." 

* LAND 0 ' FROS T 

One of the goals for the third-gcneration 
Great Tas ting Lunchmeats" family business is to offer consumers 

items that they can't find elsewhere. To that end, the Lansing, IlL-based 
producer is in troduci ng a breakfast selection of Canadian bacons. 
According to president David Van Eekeren, the products are thicker 
cuts designcd for the breakfast consumer and are avail able in two Aa­
vors, smoked and a maple honev. 

"We want to broaden consumers' ab ility to get nell, innovatil'e prod­
ucts," says Van Eekeren. "Our Canadian bacon line is a great example. 
T he breakfast categon' todm' is ba, ieall), sausage and bacon , but there is 
not a lot of vari ety lI 'ithin the tlVO segments. We think our Canadian 
bacon products offer something different." 

Van Eekeren adds that the Canadian bacon line has attractil'c pack­
aging and should be easy for consumers to find. He says having a high­
ly visible product has become increasinglv important as spacc for the 
category has dwindl ed over the past yea r or so. 

"Ours is a great category and highly profitable fo r thc rctailer, so we 
hope to see it groll ' OI'er the n xt fell' years;' sal's Van t:ckercn. "With thc 
Canadian bacon 1 ine we lVant to expand th c ca tcgory, bl ' gctting the 
shopper Iyho doesn't usually' shop the lunchmeat eategory." 

~] 
\\lH COMPANY 

* HARRIS RANCH BEEF 

Brad Caudill , l ice president of marketing for 
Harris Ranch, says that as the demand fo r nat­
ura l products increases there is an opportll1litY 

to attract a nell' group of consumers to the meal replacement categOl} at 
the retail level. Caudill says the Selma, Cali f.-based company has been 
offering fu lil- cooked enh'ces for nea rly 20 I'ears but decided to take ach-clll­
tage of burgeoning trends and reinh'oduced the line as all-natural. 

Currently ava il able are all-natural pot roast, meatloaf, stews and short 
ribs, but plans are in place to expand the line further. "\,ve think thi s a 
lVay to breathe nCII' lifc in to the home meal replacement category at 
retail ," says Caudill. " By upscaling our offering to all-natural lI'e think 
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we will be ab le to attract a lI'hole new group of consumers lI·ho mav 
have shun ned this category at retail in the past." 

Staving lIith the all-natura l theme, Harris Ranch is also expandi ng its 
premium all-natural Angus fresh beef program. Caudill savs they refer 
to the program as a never-ever program because the cattl e ne\'er receives 
antibiotics or growth hormones, th cy are raised on an all-vegeta rian di et 
and are source and age I'erifi cd back to the ranch on Iyhich they lI 'cre 
raised. Harris Ranch helps rcinforce the brand by becoming partners 
with retailers. They prOl'ide signage; carrv out in-store and Oll t-of-st<ore 
demos and run rad io ads and consumer contests. 

* CREEKSTONE FARMS 
"The current economic conditions have impacted 
even;boch- and Crcekstone is no different ," says Ji m 
Rogers, director of marketing. "But lI'e're still sta}­

ing lIith the underlving ph ilosophy of the companv, lI'hich is to crea te the 
highest quality beef products in the U.S." 

Although not attending thc Ml i\ leat Conference, the Arkansas 
C itl', Kan.-bascd Creekstone offers a complete linc of premium and nat­
ural beef products to retailers. Rogers Sal'S the compa11l.'s dedi ca tion to 
quali h' and its commitment to customer sen'ice remains, cI'cn in the 
waveri ng economy. Creekstone supports retailers I"ith point-of-sa le 
material s and reeenth- clel'e1oped a I'alue cuts recipe book des igned to 
help retailers sell I'alue type items. Rogers also an ti eipatcs a strong 
ground beef year as consumers lI'ill like,," still lI'ant to barbeque comc 
summertime, bu t may trade dOlI'1l from rib el'es and filet mignon to 
hamburgers. Creekstone also prol'ides retail ers with qualih' statements 
for their ads and works directly lI ith them to develop promotional blocks 
along with ideas that they can pu t in weeki, AI·crs. 

"The Creekstone brand may not be for every retail accou nt," says 
Rogers. "But for the small independent operator, the gul' operating in 
the markct with fi ve stores and competing everyday against the larger 
nati onal chains, lI'e think the C reekstone brand provides the qualih' 
promise that he needs to hal'e for his consumer. That consumer knolVs 
if they buy Creekstone it is the best beef in the market." 

* CATELLIBROTHERS 
Last yca r at thi s time the I'eal industry lI 'as facing record high costs. This 
ycar prices have come dOlI'1l substantiallv, pro"iding producers lI' ith an 
opportuni ty to rebui ld the category and provide retai lers with fri end li er 
priec points. As one of the largest veal and lamb companies in the U.S., 
Catelli Brothers offcrs a lI 'ide alTa}' of high quality, fresh, easl-to-prcpare 
consumer food products that nOli' includes chicken and beef. 

"Right off the bat a lot of the more expensil'e cuts lI'ill be dOlI'1l to a 
much more reasonable lel'e1 ," says Tony Catelli , pres ident and Ct:O of 
thc Colli ngsll'ood, N.J.-based compan)'. "There are stillman)' inexpen­
sil'c cuts that arc a good 
pri cc fo r today's market­
place. With th cse less 
expcnsive cuts lI'e can com­
pete with othcr proteins 111 

thc retail sector." 
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Catelli points out that the veal consumer can bc I'ery valuable to 
retailers as they often purchase expensive cuts of beef as Ildl as other 
high-end items found tJlroughout the store, Catelli Brother, is continual­
ly developing products, such as their Italian Bistro line, that meet toeb.', 
shoppers' needs, "Not everybody' kn O\l's hO\I to cook \"ca l," says Ca telli, 
"'vVhat we try to do with our Bistro line is put el'cnihing in a kit Il'ith silll­
pic instructions so thev can makc high qualih' Illeals quicklY." 

SEAB ARD * SEABOARD FOO DS 
,D~: Seaboard Foods has grO\\'l1 frolll a st<lrt-up r uv operation in the earll- 1990s t'o an integrated 

food producer of premiulll pork products, As an integrated food COIll­
pany, Seaboard Foods controls el'en' step from research and eb'elop­
ment in geneti cs to producing high qualih' meat products, According to 
David Eaheart, director of marketing, a major part' of Seaboard Foods 
retail strategy imdves building rel ati onships Ilith retail ers I'ia olle 011 
one contact, At the shO\l' the Shcl\mee '\liss ion , Kan,-based COlllpa1l\ ' i, 
promoting its new PrairieFresh line, 

PrairieFresh products are infused Il'ith lean pork protein and fat 
which is intended to keep th e pork moist. tender and juicI' Il'hell 
cooked, Eah ea rt sa)'s the product line also meets consulll ers search 
for convenience as it cooks in approximateh- on e hour , compared to 
three hours for similar products, 

"The back rib is often a challenge for consumers because thel ' 
either knO\I hOll' to cook it or th el' don't," says Eahea rt, "Tt's a fa irlY 
high risk purchase as II'e ll , up to 5 15 , if thel' don't knO\l ' hO\I to cook 
it. "Vith PrairieFresh th ey can thrO\\ it in th e ol'en and its reach', there 
is no skill needed whatsoel'e r." 

Seaboard Foods has al so teamed Il'ith S\\'ect Babl' Ra\!s barbeque 
sau ce to offer a fully cooked pork loin , Th e line is a Sll'ee t Babl' Rm's 
branded product, is hea t and sen e and found in th e refri ge rated case, 
Th e line consists of loin back ribs, St. Louis ribs, shredded pork and 
pork tenderloin, 

* CERTIFIED ANGUS BEEF 
Certified Angus Beef (CAB), based in Wooster, Ohio, 
functions as a not-for-profit dil'isiOlI of the Ailleri can 
Angus Association, The associati on is comprised of 
more than 35,000 Angus breeders who arc dedi ca ted 

to producing high qual it:: ' beef that is superi or in tas te and tendern ess , 
"We are the preill iere beef brand and Il'e hcl\'e sOllle in te resting things 

taking place in the retail segillent right no\l'," says AI Kober, dircctor of 
retail for CAB, not the least' of Il'hi ch is Il'hat Kober ca lls a rotisseri e 
meatloaf. "Ch icken is king but there has ne\"er been a rea lh- good mea t 
item that has been competitil'e in ca ny out," 

CAB has partnered with King's COlllmand Foods to produce a 
Certifi ed Angus Beef Illeatloaf. The item is delil'ered raIl' to retail ers, 
cooked at store level and placed in attractil'e packagin g, Kobcr beli el'es 
that adding a product to compete Il 'ith chickcn at the hot bar can onh­
help grow the beef category. 

CAB has also stepped up its training and education of retail ers in 
order to help them out with the basics , "\",!e tn ' to help th em refocus, 
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shO\l' thelll nell cutting methocb ," says Kober. "\Ve also l\'Ork Il'ith his­
tori ca l preilliums to dcte rilline Il'hen the best time th roughou t t'he l'e,lr 
is to fea ture an itelll , These are basic things a goodill ea t di rector should 
be \\ orking with, but \I'e find that so Illcllll ' arc pushed and pull ed in diF­
fe rent direc ti ons thel don't ,11\\'a\'s hal 'e the time," 

, , 

~Cook's· 
Cook's ham, Always good to the bone" 

* COOK'S HAM 
jon Le\\'allen , di rector of marketi ng, 
sal'S Cook's is using the , ho\\ ' as a plat­
form to introduce items that Ill ee t 

ongoing consumer trends, The Lincoln , Neb,-based cOlllpall\' is con­
sidering smaller unit sizes and adding eOll\ 'enience \'alue-added fea tures 
on existing products such as spiral sli ced h,1Il1S and a liquid gla7.e, 

"Quartered spiral sli ced hams arc ga ining in popularih' allCI hm'e 
becoille a staple item a round the hoi id m's," sa\s Lemlllen , .. \ Ve a Iso 
ha\'e some boneless iteill s \\ 'e hal e introduced that \\'e hale packaged 
for cOlll enience and non-holidm' lise, just el en dm' Ill ea l occas ions," 
Cook's is also dedi ca ted to promoting th e abilih and opportllnih' to 
sen 'e bon e-in-halll steaks for a Ill' Ill eal. That include, ne\\' label 
des igns illustrahng different Ill ea l occas ions, 

In addihon to Cook 's direc t efforts aillled at conSlIlllers. Lc\\allen 
sal's th ere arc opportuniti es for retailers to take <lch'antage of I'arious 
in-store merchandi sing programs offered, Included arc [Joint-of-sale 
mat-e rials des igned to communi cate addit'ional Ill eal occas ions or 
opportunihes for smoked ham , 

"These daI S \\'e have the \'Ounger generahon mOl'ing up and becom­
ing the household shoppers," sal s Lell'all en, "Often thel' are less famil­
iar \\'ith hO\I' to handle and prepare Ill eat so thel' need a lot more gui d­
ance, ,\llIthing retai lers can offer at POS, \\ 'hether it is displal' materi als 
or presenting ideas lia the package itse lf, is going to help chil e additional 
incremental sa les," 

* AGRI BEEF 
Boise, Idaho-based Agri Beef s objectil e 
is to prO\ ide the highest quality Illeab in 
the Nor~l\\ est, As consllmers continlle 
to place importance on l)ll\ 'ing local, 
sllstainabilih' and 10\\ erinG their ca rbon 

FootlJrint, t\gri Beef is \\-orking \\'ith and elel-e1oping its business \\'ith local 
retail ers, parheularlY for its SI. Helen's Beefbrand , 

"Traditionalh- all the cattl e, el'cn frolll this part of the CO UlitlY, \\ ould go 
to the til idll'est then back to the i'\ortllll'est as beef," Sal S jal Theiler. e:\ec­
util'e direc tor, marketing, 'That uses a lot of energl', We Ime the abililY to 
keep ca ttle herc and keep the indu,hy I'iable in the Nortllll'es t." 

Agri Beef is the parent comlXl ll\' of three brands, Snake Ri l'er 
Farills offers Ailleri ca n Kobe Beef and Kurobuta Pork , Doubl e R 
Ranch North\\ 'est BeeF is named for compall\ ' Founder Robert 
Rebholtz, Sr. and is an exelusil 'e U.s. DA C hoice brand , St, I lclen 's 
Beef delil ers an asso rtm ent of hi gh qualih', fresh beef cuts anci is 
m'a ilable in a ll the major U,S,D,A grades, including Prime, C hoice, 
anci Selec t. Theile r sa l's a premi ulll Angus beef program is al 'ai labl e 
from St. Helen 's as \\ 'e ll. 
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"We realh- ,,·ant to de,-elop a strong l'\orth'l"est brand, particularly 
'I"ith the St. Helen's brand," says Thei ler. "We are ,,·orking on tying-in 
with complementary products like 'I"ineries from \Vashington State to 
create promotions that tie beef and wine together." 

* CARGILL MEAT SOLUTIONS 
With more than a dozen brands, Wichita, 
Kan.-based Cargi ll J\ifeat Solutions offers a 
wide ,·ariety· of beef, pork and turkey products. 
The company's Sterling Sih-er Premium 
Meats line of beef and pork products "ill be 

featured prominently at the shOll". The Sterling Siker brand is li censed 
to customers to be used exclusively in a certain geographic area and acts 
like a retailers pril"ate label brand. Cargill partners "ith retailers to pro­
,ide marketing support to help promote the brand. 

\Vhi le the focus of the Sterling Sih-er Premium Beef program is on 
premier middle meats, it al so includes alternative choices like flank , 
tri-tip and flat-iron steak that Ozlem Worpel , Sterling Silver brand 
manager, says combines eating pleasure and value. 

"For both feature proteins in the Sterling Silver brand, flavor and 
tenderncss are key drivers of customer satisfaction," sal's Worpel. 
"The cuts are tender, juicv and flavorful , because of marbling and 
aging and also because of the high quality genetic base, fed compo-

2009 
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nents selec tion and propri etary plant processes." 
In addition to the Sterling Sih·er brand, Cargill 'I"ill be sho"ing its 

line of Good Nature pork products. Officials say that the brand is an 
ans"·er to consumers' continued demand for natural products, free of 
gro,,·th stimulants or anti bi oti cs. 

* NATIONAL CATTLEMEN 'S BEEF ASSOCIATION 

The Chicago-based assoc iation is building on the success ofl as t year's 

Funded by The Beef Checkoff 

summer grilling promotion by expanding it 
this ,·ear to cO\·er a longer peri od of time. 
According to Randy Iri on, direc tor of retail 
marketing, th e initiati,·es are funded b,· the 
Beef Checkoff Program and include promo­
ti ons throughout the ,·ea r to help retailers 
capita li ze on e,·er~· opportunitl· to sell beef. 

"\Ve rea li zed that ,,·ith our partnersh ips ,,·e are able to help gro,,· 
beef demand at retail ," says Irion. "Th is year 's program include tra­
ditional partnerships that hm·e been successful in past ,·ears as ,,·e ll as 
exc iting promotions ,,·ith nell· partners intended to dri,·e more con­
sumers to the mea t case." 

The campaign started in January ,,·ith a beer and burger promotion 
and continues through the summer grilling months. The NCBA is 
again working ,,·ith Sutter Home to promote the Build a Better Burger 



FOCUS • ON . FRESH 

contest, which will be promoted "ia retail displays in more than 10,000 
reta il ers th roughout the summer months, and are also partnering wi th 
them for a tailgating promotion is September. Partnerships with brands 
such as Snyder's of Hanover Tortilla Chips, Hormel, CHI CHI' and 
Herdez to name a few are also on tap for 2009. Throughout the "arious 
promotions Irion says more than 61 million coupons "ill be distributed 
compared to six million last yea r. 

* NATIONAL BEEF 
"National Beef is dedicated to innovation," 
says Keith Welty, vice president of market­
ing. Acti ng on the call for creati"e educa­
tional tools, the Kansas City, Kan.-based 
company has developed and launched 

IMPACT (Innovative Merchandising Program Ans"'ering Consumer 
Trends). IMPACT is des igned to introduce reta iler to ne,y cutting 
methodology and merchandising. It also provides cutting guides for pri­
mals and provides the tools to help communicate new items to con­
sumers whi le tying into changing consumer preferences for smaller por­
tions, val ue cuts and leaner meats. 

Na tional Beef is also showcasing its spring and summer Grill 
Masters promotion for its Black Canyon brand. According to Welty, 
the promotion is an integrated program designed to bring exci tement 
via seasonally relevant themes with in the meat case. The promotion 
includes POS materia ls and al so incorporates new products, mer­
chandising and recipe ideas. 

As the need fo r natural products rapid ly expands, i'\ational Beef 
also features proprietarv natural beef programs wh ich offer unique 
attributes to meet va rious customer needs. "V'/e continue to promote 
our na tural beef product line and pursue the interest that exists in the 
marketplace for natural beef," says Welty. 

* CARL BUDDIG & CO . 
Carl Buddig & Co. is celebrating its 69th 
anni versarv this year and traces its family 
history in the meat business back six gen­
erations to Buedelsdorf, Germany, 

according to Tam Buddig, executive vice president. While Buddig says 
today's economy presents challenges he believes the Homewood, Il1.­
based company is well positioned to address them. One of the chal­
lenges is the ever-changing consumer shopper trends. "I think 'brown­
bagging' is a trend that ,.,·i ll be with us for quite a sometime, says Buddig. 
"Our brands fit well into the value segment of the meat case." 

Last year Carl Buddig repositioned its Deli Cuts products and earned 
an endorsement from the American Heart Association. The company 
has put forth marketing efforts to upport the re-Iaunch of the product 
with vehicles such as shelf-talkers, FSI's and retailer healthy eating pro­
grams. In addition to its Deli Cuts line, Carl Buddig now produces a 
number of priva te label products and is constantly reviewing packaging 
and sustainable alternati" e . For its Old Wiscons in brand, Carl Buddig 
conti nues to re"iew existing merchandising vehicles for its line of sum­
mer sausage, bites and sli ced products. 
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* VOLK ENTERPRISE S 
Family owned since 1960, Volk 
Enterprises manufactures and sells 
what COO Ed Gustafson ca lls 
val ue-added packagi ng ma teria Is, 

Yolk Enterprises, Inc. including the Pop Up Timer. For 
yea rs Volk primarily sold the Pop 

Up directl y to processors. Recently however, the Alpharetta , Ga.­
based company decided the Pop Up T imer was a viable product that 
could help reta il ers at the store level. Volk can customize a Pop Up 
Timer to fit a specific need and Gustafson says th e beauty of the prod­
uct is its simplicity. The Pop Up Timer is preset; selected specifically 
for the product be ing cooked. The Pop Up Timer pops when the food 
has reached the optimal cooking temperature. 

"What retailers are find ing is that the Pop Up Timer is helping 
increase sales," says Gustafson. "On average our customers are seeing 
anywhere from a 10% to 12% bump in sales by implementing the Pop 
Up program at store level." 

Volk works closely with its customers to teach them what tempera­
ture goes with a particular cu t of meat as well as where it should be 
inserted. Gustafson says they are constantly striving to make sure the 
effecti veness of th e program is optimized. 

"Customers are also telling us that the Pop Up is giving them an 
oppo rtunity to engage th e consum er aga in ," says Gustafson. 
"Consumers are ask ing 'How do I cook thi s?' What's nice about the 
Pop Up is retailers can instruct consumers how it should be cooked, 
in a simple manner." 

* TYSON FOODS 
T he Springda le, Ark.-based compa­
ny plans on being ve ry busy during 
th e sho,, ', ,yith several new items 
on displ ay. Firs t and foremost, 
Tyson 's full y frozen line of "'hole mus­
cle center of plate cooked products " 'ill 
soon have all 100% natural breading. "This is a nice benefit in the 
health and well ness platform," says Scott Rouse, sen ior vice pres ident, 
customer development. "The all-natura l breading accounts for a sig­
nificant reduction in sodium , up to 30% depending on the item." 
The line starts sh ipping in April and wi ll be ava ilable to consumers 
at a mainstream price. 

In the fresh mea t and pork area, Tyson is introducing its slo'y cook­
er crea tions and skillet creations, bas ically a line of fresh products like 
an all-in-one beef chuck roast kit with fresh vegetables and a season­
ing pack that's ready to cook. There are five varieti es: chuck roa t, 
pork roast, beef ste,,', beef steak chili and a fajita kit. 

Tyson is also bringing a line of boneless ham products to market 
including a bonel ess quarter sliced ham and 100-calorie ham steak. 
"We've got a whole line of specialty and boneless ham items that we 
are bring out under th e Tyson and \Vilson labels," says Rouse. 

Tvson will once again highligh t its Star Ranch Angus Beef and 
Chairman's ReseT\'e beef and pork as well. 0 
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