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Editor�s NNote
About Direct Marketing Meat
By Greg Lawless, Extension Outreach Specialist, UW Center for Cooperatives

The Wisconsin Department of Agriculture, Trade and Consumer Protection (DATCP) received a USDA
grant in 2001 to support direct marketing of meat products by Wisconsin producers.  This Federal-State
Market Improvement Program (FSMIP) grant included funds to support producer education.  In that
aspect of the grant, DATCP partnered with the Emerging Agricultural Markets (EAM) Team of
University of Wisconsin Extension (UWEX).

In 2001-02 DATCP and the EAM Team fulfilled the educational commitments of the grant by putting on
four �meat marketing workshops� around the state.  These workshops were well attended and received
very favorable evaluations from producer participants. At the end of the grant period there was still a
modest amount of funds left unspent, and we decided to put those funds toward this publication.

This book is built around information presented at the meat marketing workshops.  Articles by UWEX
faculty on Market Research, Promotion, Pricing, and Working with Your Processor came directly from
those workshops and are published here for the first time.  We have also compiled in this book many
other articles and publications that relate to direct marketing of meat products.  

This book is intended to support producers who direct market beef, pork, lamb and poultry, as well as
less traditional meats from bison, ostrich, and other alternative species.  In some cases we provided
articles specific to one species, but these articles were chosen because they offer information and insights
that could benefit all kinds of livestock producers.  The four �Facts� sheets from the National Pork Board
are a case in point. 

Readers should be aware that this booklet represents an aggregation of information from many different
sources, some of it reproduced several years after it originally appeared.  If there is any contradiction or
confusion that arises between the various sources, particularly with respect to the ever-changing
regulatory environment, readers are encouraged to contact DATCP directly for the latest and most
accurate information.

We are very grateful to Dr. Dennis Buege, Extension Meat Specialist of the University of Wisconsin-
Madison.  He submitted numerous articles of his own and pointed us toward many other materials from
state and industry sources.  We also thank Terry Burkhardt and his colleagues at DATCP for providing
state statues, brochures and other resources for inclusion in this publication.

Direct Marketing Meat was produced under a very short timeframe, and we are especially grateful to
Laurie Lawrence of DATCP for helping us to put it all together in an attractive format.  
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Introduction 
By Rose Skora, UW Extension Agricultural
Agent for Racine and Kenosha Counties

Wisconsin�s rich agricultural history has many
focuses � including our diverse dairy industry,
crops, fruit production and livestock production.
While livestock production in Wisconsin hasn�t
gained the notoriety that dairy has, livestock
continues to be an important aspect of
agriculture in our state.  

Challenges with low commodity prices and
concentration of livestock production can lead
to economic difficulties for livestock producers.
Both livestock numbers and the number of
livestock farmers are dropping in the state of
Wisconsin.  Reasons for the loss of farmers is
very evident when looking at some of the
economic realities related to farming.  For
example, in 1946, livestock producers received
73 cents of the consumer dollar that was spend
on meat products.  This number fell to 52 cents
in 1956 and only 12 cents of the consumer
dollar went to farmers in 1998.  Figure 1 shows
how pork producers market share has declined
over the last forty years.

Despite some of the hardships currently facing
Wisconsin�s livestock producers, there exists the
opportunity for farmers to take back a larger
share of the consumer dollar and be paid fairly
and adequately for the work that goes into
producing high quality meat products.  While
direct marketing of meat products is not a new
concept today more farmers are looking at
turning to direct marketing as a means of
boosting income and profitability.  

The opportunity to direct market meat products
is gaining momentum.  Many consumers are
looking for a connection to the farmer that
produces their food.  Additionally, concerns
about healthy eating and the safety and flavor of
meat products are motivating consumers to find
the direct link between the food they eat and the
farmers who produce it. 

While direct marketing of meat faces some
unique challenges (issues with processing,
finding markets for less desirable cuts,
developing meat products that are desirable for
a fast-paced quick food society) these
challenges can be overcome.  Direct marketing
can take many forms.  Farmers have the
opportunity to form co-ops, sell directly to
restaurants and grocery stores, and sell at

0

50

100

150

200

250

300

6
0

6
2

6
4

6
6

6
8

7
0

7
2

7
4

7
6

7
8

8
0

8
2

8
4

8
6

8
8

9
0

9
2

9
4

9
6

9
8

'0
0

C
e

n
ts

 P
e
r

 R
e
ta

il
 P

o
u

n
d

Farm Share Kill & Cut Share Proc & Dist & Retail

Figure 1: Pork:   Retail Price and Shares: 1960-01.   
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farmer�s markets or at an on-farm store.  The
possibilities for direct marketing meat are
numerous and continue to expand.

While direct marketing meat can be a successful
way for farmers to maintain viable farming
operations, it does also mean a different way of
doing business.  The job doesn�t end when
animals are shipped to market.  In truth, the
work just begins.  Farmers or family members
will need to develop or discover within
themselves the skills needed to be a successful
marketer.  Direct marketing can and will be a
means for your farming operation to have a
sustainable future.  You will be offering
your consumers a unique, high-quality
product, in addition to great service, and
faith in a healthy, safe product.  

References:
USDA, ERS Publication FoodReview:
Consumer-Driven Agriculture, Vol. 25, No. 1,
May 2002.

Marketing of Agricultural Products, 8th edition,
Richard L.Kohls and Joseph N. Uhl, Prentice
Hall 1998.

Alternative Meat Marketing (Livestock
Technical Note): Appropriate Technology
Transfer for Rural Areas (ATTRA)
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Food SSafety aand
Regulations
In this section we present an assortment of
documents related to food safety and state and
federal regulations.  Two short overviews of
these issues by Dr. Dennis Buege (below and
next page) are followed by a table of guidelines
from DATCP.  Then DATCP brochures on
direct marketing, meat inspection, and meat
labeling are provided, followed by two excerpts
from Wisconsin state statutes related to
livestock processing and marketing.  Two more
short pieces about meat labeling are followed
by Dr. Larry Borchert�s article about controlling
chemical residues in livestock and meat.
Finally, an article on the safety of cured pork
products is offered from the National Pork
Producers Council.

Dr. Buege, the Extension Meat Specialist at the
UW-Madison, has summarized the complex and
extensive safety and regulatory environment
this way:

� All meat which is sold must be inspected.
� All fully inspected state and federal plants

offer ante and postmortem inspection of
animals. This satisfies meat inspection
requirements.

� Animals slaughtered and processed for
animal owner may be slaughtered without
inspection as long as the meat is consumed
by the owner, members of the family, and
non-paying guests.

� �Custom exempt� plants do not have
slaughter inspection.  If using one of these
plants, animal must be sold live to
customer.  It is possible for more than one
individual to own a live animal.

� It is a good idea to slaughter animals under
inspection for protection of customer and
producer.

� Ultimately, individual producers shoulder
much of responsibility for ensuring the
safety of our food system.   It is important
to remember that safety issues and
regulations change over time.  To be sure
that you have the latest information, contact
the Department of Agriculture, Trade and
Consumer Protection. 

� Of course, producers should always adhere
to state and federal regulations.  To further
protect their liability, all direct marketers
should limit their personal liability by
securing appropriate liability insurance.  

From the ATTRA Project of National 
Center for Appropriate Technology:

With the increase in concern over food
safety, the producer always has a small
amount of product liability risk to deal
with.  Processing livestock increases this
risk.  The closer you get to the consumer
in direct marketing, the higher the liability
risk.  For example, a ranch was asked to
provide proof of $2 million dollars of
product liability insurance to be able to sell
at a farmers' market (20).  It is important
to discuss this business consideration with
your insurance carrier to see if farm
liability insurance coverage is sufficient or
if additional coverage is required.

The North America Farmer Direct
Marketing Association (NAFDMA) offers
its members liability and loss insurance
specifically designed for direct-market
farmers.  Contact:

North American Farmers' Direct
Marketing Association (NAFDMA)
62 White Load Road, 
Southampton, MA 01073
(413) 529-0386 or (888) 884-9270.  
Or visit:  http://www.nafdma.com
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Rules on Sale of Animals and 
Meat by Livestock Producers
Overview provided by Dr. Dennis Buege,
Extension Meat Specialist, UW-Madison 

There is much interest among many farmers in
selling their animals (or the meat) directly to
consumers, using our state-inspected official or
custom exempt plants.  Meat inspection
regulations are confusing even to those who
have been in the industry for awhile, and even
more so to livestock producers.  The
information below was put together by the
Wisconsin Meat Safety Bureau in the fall of
2001, to help and explain the regulations as
they pertain to sale of animals and meat by
livestock producers.

Direct Marketing, Sale of Meat
� Producer to consumer, state statute requires

all meat sold to be inspected.
� What is meat?  Meat products are the

carcasses or any parts of carcasses of
animals capable of use as human food:
sides, quarters, halves, loins, steaks.

� If meat from animals is being sold, animals
cannot be mobile slaughtered.

� If meat from animals is being sold, animals
cannot be custom slaughtered.

� Animals are transported to state or federally
inspected slaughter plant.

� Animals are inspected (ante and post
mortem) at inspected slaughter operation.

� Producers are able to sell this meat to
consumers.

� Packages of meat are labeled as Inspected
with State or Federal legend.

� If producer is selling meat directly from the
farm, meat must be inspected and producer
needs a retail food license.

� If producer is distributing meat products to
restaurants or stores, meat must be
inspected and producer needs distributor
registration.

Direct Marketing, Sale of Live Animal
� Producer to consumer� Animal now

owned by consumer (can be more than 1
person).

� Must be whole live animal (not portions,
sides, quarters, etc.).

� Agree on price with producer, not hanging
weight (that is meat).

� Animal cannot be slaughtered on producer�
premises.

� Animal can be slaughtered on the owner�s
premises.

� Animal is transported to slaughtering
facility.

Inspected Slaughter, Processing Facility
� Animal is inspected - marked

�INSPECTED AND PASSED�
� Inspected products returned to consumer
� Consumer pays processing fees Consume

pays processing fees
� Meat products can be sold

(portions, sides, quarters, etc.)

Custom Slaughter, Processing Facility
� Animal not inspected�  marked

�NOT FOR SALE�
� Plant operator completes custom slaughter

report, identifies animal owner or owners
� Meat products cannot be sold

Meat packages marked
�NOT FOR SALE�
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Guidelines Regarding: 
Animal and Carcass Sale, Meat Processing and Sales Restrictions
This is an excerpt from a 1996 article in the UW Extension Direct Marketing Newsletter, written by Chris
Lazaneo, Public Information Officer, DATCP Division of Food Safety, in consultation with the DATCP
Meat Bureau Staff.

Meat or meat related activity Restrictions
Live animal sold for slaughter Producer may legally sell the animal, but the purchaser is 

responsible for the meat processing. Meat producers may not 
legally slaughter or process.

Carcass sold to consumer Only government inspected carcasses may be sold

Meat sales to a restaurant or The person or business selling the meat must be state registered
supermarket as a meat distributor, and the meat must be inspected. After 

purchase, the store can legally cut, wrap, & sell the meat.

Slaughter of animals by producers Meat must be for producer�s own use or donated. The meat can 
or hired licensed �mobile slaughterer� not be offered for sale.

Distribution of inspected meat to Shipper and distributor registration required by state.
various WI locations (including retail 
stores, restaurants, or other institutions).

Sale of beef or pork from Producer must be state licensed as a �retail food establishment�. 
a farm freezer Meat must be inspected.

Door-to-door meat sales Must be licensed as a �mobile retail food establishment.� 
Meat must be inspected.

State inspected meat sold Not allowed. However, non-Wisconsin residents may come into 
across state lines state and purchase meat from producer if for their own use. 

Out-of state restaurants and retail outlets can not purchase state 
inspected meat for resale in another state.

Poultry sales Producer can process up to 1000 birds without inspection. 
Birds cannot be sold to groceries, restaurants, or across state lines.

Ethnic ritual slaughter on Not legal.
producer�s property

Farmers� market sales of Must be inspected and processed at a licensed processing plant 
cut and wrapped meat (except rabbit and poultry under certain situations). Packages 

must be properly labeled and kept frozen at 10° degrees F., 
or refrigerated below 40 degrees F.

Rabbit meat sold Rabbits sold retail are exempt from meat inspection regulations. 
directly to consumers Rabbit producers may slaughter, process, and sell directly to 

consumers without a license.

Rabbit meat sales-wholesale Producers wishing to wholesale rabbit meat must be 
licensed as �food processors.�

Exotic meats: Emu, Ostrich Exotic meats sold directly to consumers are exempt from meat 
inspection regulations. These producers may slaughter, process, and 
sell directly to consumers without a license. Meat sold wholesale must 
be inspected.

Food Safety
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Department of Agriculture, 
Trade & Consumer Protection
(DATCP)
Rules and Regulations
Terry Burkhardt of DATCP recommended
including in this publication two sections from
state law.  Readers should refer to the associated
web pages for the most up-to-date status of
these regulations.  Section 42 of State statute 97
largely concerns inspection and licensing of
meat plants.  It is printed below and can also be
found at: http://www.legis.state.wi.us/statutes/
01Stat0097.pdf

Following 97.42 is the DATCP �administrative
code� for meat and meat food products, Chapter
ACTP 55.  It is printed here in full and can also
be found at:
http://www.legis.state.wi.us/rsb/code/
atcp/atcp055.pdf

Chapter 97 
Food Regulation
97.42 Compulsory inspection of animals,
poultry and carcasses. (1) DEFINITIONS. In
this section:

(a) �Animal� means cattle, sheep, swine, goats,
farm�raised deer, horses, mules, and other
equines.

(b) �Capable of use as human food� applies to
any carcass or part of a carcass of any animal or
poultry or animal or poultry product unless it is
denatured or otherwise identified as required by
department rules, or is naturally inedible by
humans.

(c) �Carcass� means all parts, including the
viscera, of slaughtered animals and poultry that
are capable of being used for human food.

(d) �Establishment� means a plant or premises,
including retail premises, where animals or
poultry are slaughtered for human consumption,
or a plant or premises, including retail premises,
where meat or poultry products or meat food
products are processed, but shall not include:

1. Establishments subject to 
21 USC 451 to 695.

2. Establishments subject to county or
municipal meat and poultry inspection if such
inspection is conducted pursuant to ordinances
and regulations which are substantially
equivalent to this section and which are
enforced with equal effectiveness, and the
inspection service is specifically approved by
the department; however, sub. (2) shall apply to
establishments subject to county or municipal
meat and poultry inspection.

3. Premises of a person who is the owner of the
animals to be slaughtered or of carcasses to be
processed, and the resulting product is for
exclusive use by him or her and members of his
or her household and his or her nonpaying
guests and employees.

(dm) �Farm�raised deer� has the meaning given
in s. 95.001

(1) (ag).

(e) �Inspector� means any person employed by
the department or any cooperating agency who
is authorized by the department to do any work
or perform any duty in connection with the
department�s meat and poultry inspection
program.

(f) �Meat broker� means any person engaged in
the business of buying or selling meat and
poultry products, or meat and poultry food
products on commission, or otherwise
negotiating purchases or sales of such articles
other than for the person�s own account or as an
employee of another person.

(fm) �Meat distributor� means a person who is
engaged in the business of distributing in this
state meat and poultry products at wholesale.

(g) �Meat food products� means any article
capable of use as human food which is derived
or prepared in whole or in substantial and
definite part from meat products or poultry
products.

(h) �Meat products� and �poultry products�
means the carcasses or any parts of carcasses of
animals and poultry capable of use as human
food.

(i) �Mobile processor� means a person who
provides a meat processing service to the
general public for compensation other than the
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trading of services on an exchange basis, and
conducts the meat processing at the premises of
the owner of the carcasses being processed.

(j) �Mobile slaughterer� means a person who
provides a slaughtering service to the general
public for compensation other than the trading
of services on an exchange basis, and conducts
such slaughtering at the premises of the owners
of the animals being slaughtered.

(k) �Official inspection mark� means the
symbol formulated under the rules of the
department to state that the meat, poultry or
product was inspected pursuant to such rules.

(L) �Poultry� means any domesticated fowl,
including but not limited to chickens, turkeys,
geese, ducks or guineas, but shall not include
commercially produced game birds.

(m) �Unwholesome� means:

1. Unsound, injurious to health or otherwise
rendered unfit for human food.

2. Consisting in whole or in part of any filthy,
putrid or decomposed substance.

3. Processed, prepared, packed or held under
unsanitary conditions whereby a carcass or parts
thereof, or any meat or poultry product, may
have become contaminated with filth or become
injurious to human health.

4. Produced in whole or in part from diseased
animals or poultry, except when such disease
does not ordinarily render the carcasses of such
animals or poultry unfit for human
consumption, or from animals or poultry which
have died otherwise than by slaughter.

(n) �Veterinarian� means a graduate veterinarian
of an accredited school of veterinary medicine
who is qualified on the basis of training and
experience, as determined by the department.

(o) �Wholesome� means sound, healthful, clean
and otherwise fit for human food.

(2) LICENSE; CERTIFICATE OF
REGISTRATION. 
(a) No person may operate an establishment as
defined in sub. (1) (d) without a valid license
issued by the department for each such
establishment.  That license expires on June 30

annually. No license may be issued unless the
applicant has complied with the requirements of
this section. The annual license fee is $200,
except the annual license fee shall be $80 for
those establishments engaged only in
slaughtering uninspected animals or poultry or
processing uninspected meat as a custom
service, and not in other operations subject to a
license under this section. No person may be
required to obtain a license under s. 97.29 or
97.30 for activities licensed under this section
or which is inspected under 21 USC 451 to 695.

(b) Paragraph (a) does not apply to any person
operating an establishment that only processes
meat or poultry products, or meat or poultry
food products, for sale directly to consumers at
retail on the premises where the products were
processed if only inspected meat is permitted on
the premises and sales to restaurants and
institutions are restricted to 25% of the volume
of meat sales or $28,800 annually, whichever is
less. No person exempt from licensure under
this paragraph may sell any cured, smoked,
seasoned, canned or cooked meat food products
produced by that person to restaurants or
institutions.

(c) No person may operate as a mobile
slaughterer or as a mobile processor without an
annual registration certificate issued by the
department, except that no registration
certificate is required for a mobile slaughterer
or a mobile processor who holds a license
issued under par. (a). A registration certificate
expires on June 30, annually. An application for
an annual registration certificate shall be
submitted on a form provided by the department
and shall include information reasonably
required by the department for registration
purposes. The department shall promulgate
rules regulating mobile slaughterers and mobile
processors, including rules related to facilities,
sanitation, identification of carcasses and record
keeping.

(d) No person may operate as a meat broker or
meat distributor without an annual registration
certificate issued by the department, except that
no registration certificate is required for a meat
broker or a meat distributor who holds a license
issued under par.
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(a). A registration certificate expires on June 30,
annually. An application for an annual
registration certificate shall be made on a form
provided by the department and shall include
information reasonably required by the
department for registration purposes.

(3) STATE INSPECTION. 
(a) Examination before slaughter. For the
purpose of preventing the sale and use in this
state of meat products and poultry products
which are unwholesome or otherwise unfit for
human food, the department shall cause to be
made, by inspectors who may be veterinarians
on either a full�time or part�time basis under
supervision of the department, examination and
inspection of all animals and poultry before
they are slaughtered in any establishment,
except as provided in pars. (d) and (em). All
animals and poultry found on such inspection to
show symptoms of disease shall be condemned
or set apart and slaughtered separately from all
other animals and poultry, and when so
slaughtered the carcasses thereof shall be
subject to careful examination, inspection and
disposition, in accordance with rules issued by
the department.

(b) Examination after slaughter. For the
purpose stated in par.

(a), the department shall cause to be made, by
inspectors under supervision of the department,
who may be veterinarians on either a full�time
or part�time basis, an examination and
inspection of the carcasses and parts thereof of
all animals and poultry slaughtered at any
establishment, except as provided in pars. (d)
and (em). The carcasses and parts thereof of all
animals and poultry found to be wholesome and
fit for human food shall be marked, stamped,
tagged or labeled by inspectors as �Wis.
Inspected and passed�. Inspectors shall mark,
stamp, tag or label as �Wis.  Inspected and
condemned� all carcasses and parts thereof of
animals and poultry found to be unwholesome
or otherwise unfit for human food, and all
carcasses and parts thereof so inspected and
condemned shall be destroyed, in accordance
with rules issued by the department. Inspection
marks, stamps, tags and labels shall be
prescribed by the department and shall include
thereon the identification number of the
establishment assigned by the department.

(c) Reexaminations. Inspectors shall, when
deemed advisable, reinspect carcasses, parts
thereof or meat food products to determine
whether the same have become unwholesome or
in any other way unfit for human food. If any
carcasses, parts thereof or meat food products,
upon a reexamination, are found to be
unwholesome or otherwise unfit for human
food, they shall be destroyed, in accordance
with rules issued by the department.

(d) Custom service slaughtering. This
subsection shall not apply to animals and
poultry slaughtered as a custom service for the
owner exclusively for use by the owner and
members of the owner�s household and the
owner�s nonpaying guests and employees,
unless department inspection is specifically
requested and performed at establishments
where examinations before and after slaughter
are required. The rules of the department shall
make provision for the furnishing of such
inspection service, subject to availability of
inspector personnel, and for the identification of
all animals and poultry custom slaughtered for
the owners thereof without department
inspection.

(e) Periodic inspections. The department shall
make periodic inspections of construction,
operation, facilities, equipment, labeling,
sanitation and wholesomeness of meat and
poultry products, and meat food products at
establishments or any other premises, including
vehicles engaged in transportation of such
products. Inspection of products and plant
operations shall cover such operations as cutting
and boning, curing and smoking, grinding and
fabrication, manufacturing, packaging, labeling,
storage and transportation. Periodic inspections
of processing operations shall be conducted as
uniformly as possible among establishments
subject to overtime inspection under sub. (4) (f)
to avoid the imposition of undue inspection fees
against any establishment. Inspections at
overtime rates shall only be held where
necessary to assure wholesomeness and safety
of products and compliance with the
requirements of this section and rules of the
department.

(em) Slaughter of farm - raised deer. The
requirements of pars.
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(a) and (b) do not apply to the slaughter of a
farm�raised deer if its meat food products are
not sold by a person holding a restaurant permit
under s. 254.64 or by an operator of a retail
food establishment, as defined under s. 97.30
(1) (c). The operator of an establishment in
which farm�raised deer, their carcasses or their
meat food products are examined and inspected
under this subsection shall pay the department
for the cost of the department�s examination and
inspection.

(f) Label requirements. In addition to label
requirements otherwise provided by law, meat
food products shall bear a label, stamp, mark or
tag including thereon the official inspection
mark and identification number of the
establishment where processed.  Meat and
poultry products processed and sold at retail to
household consumers on the premises shall not
require official inspection marks and
identification numbers.

(4) RULES. The department may issue
reasonable rules requiring or prescribing any of
the following:

(a) The inspection before and after slaughter of
all animals and poultry killed or dressed for
human consumption at any establishment.

(b) The inspection and marking of carcasses or
parts thereof intended for human consumption,
and prohibiting the unauthorized use of any
official inspection mark or simulation or
counterfeit thereof.

(c) The use of the official inspection mark by
county and municipal inspection services
approved by the department.

(d) The seizure, retention and destruction for
human consumption of any animal or poultry,
carcasses, parts thereof, or meat food products
which have not been inspected or passed or are
unwholesome or adulterated or misbranded.

(e) The hours and days in each week when
slaughtering or processing may be conducted in
any establishment subject to a license under
sub. (2). The schedules so fixed shall be as
nearly as possible in accord with existing
industry standards of establishments subject to
inspection. However, in order to avoid
excessive costs for inspection and stay within

the limit of appropriations, the schedules may
require that:

1. Slaughtering or processing be conducted
continuously during successive days and hours
of the regular workweek for state employees;

2. The rate of slaughter for the different classes
of animals and poultry conform to reasonable
minimums per hour;

3. Inspection of animals and poultry slaughtered
as a custom service be restricted to the time of
the regular slaughter schedule fixed for the
establishment. When inspection is provided for
custom slaughtering and custom processing the
inspection shall be conducted in accordance
with sub. (3) (a) to (c) and rules prescribed
under this subsection; and

4. The department be notified a reasonable time
in advance of any deviation from existing
schedules or when slaughtering or processing is
to be conducted at times other than those
specified under regularly established schedules.

(em) The rate at which an operator of an
establishment that slaughters farm�raised deer
or processes the meat products of farm�raised
deer shall pay the costs of examination and
inspection under sub. (3) (em) and the manner
in which the department shall collect those
amounts.

(f) Overtime agreements with the department
whereby the operator of any establishment
subject to a license under sub. (2), agrees to pay
the cost for salaries, at overtime rates, and other
expenses of department inspectors whenever
slaughtering, carcass preparation, or the
processing of meat or poultry products or meat
food products is conducted beyond hours or
days limited under par. (e), or on Saturdays,
Sundays or holidays for state employees under
s. 230.35 (4), or before 6 a.m. or after 6 p.m., or
in excess of 40 hours in any week. Overtime
charges for periodic inspections under sub. (3)
(e) shall, insofar as possible, be limited to the
minimum number of hours reasonably required
for the conduct of such inspections. The
department may assess overtime charges under
this paragraph even though the department
provides compensatory time in lieu of overtime
compensation under s. 103.025.
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(g) Specifications and standards for location,
construction, operation, facilities, equipment
and sanitation for any premises, establishment
or mobile facility where slaughter or processing
is carried on, including custom slaughtering of
animals or poultry and custom or retail
processing of meat and poultry products.

(h) Conditions of sanitation under which
carcasses, parts of carcasses, poultry and meat
and poultry products shall be stored, transported
or otherwise handled by any person engaged in
the business of buying, selling, freezing,
storing, transporting or processing such
products.

(i) Record�keeping requirements for persons
engaged in slaughtering or processing
operations, or in the storage or transportation of
meat, poultry, or meat food products, including
record�keeping requirements for meat brokers
and the registration of meat brokers with the
department.

(j) Any other rules reasonably necessary to the
administration and enforcement of this section.

(4m) FEDERAL REQUIREMENTS. Except as
provided in rules promulgated under sub. (4),
the operator of an establishment that is required
to be licensed under this section shall comply
with 9 CFR parts 307 to 311, 313 to 315, 317 to
319, 416 and 417 and part 381 subparts G, H, I,
J, K, L, O and P as they apply to federally
licensed establishments.

(5) COUNTY AND MUNICIPAL
INSPECTIONS. 
(a) The department may enter into cooperative
agreements with counties and municipalities for
inspection and enforcement services required by
this section and by approved meat and poultry
inspection ordinances and regulations.
Employees of counties and municipalities while
performing such inspection and enforcement
work shall have the same enforcement
authority, within such counties or
municipalities, as that granted to the department
and its authorized agents.

(b) No county or municipality may collect any
fees or charges for meat or poultry inspection or
enforcement from any licensee under this
section, except for overtime inspection work
and the inspection of farm�raised deer. Charges

for overtime or for the inspection of
farm�raised deer shall be on the same basis as
and shall not exceed charges for overtime work
or for the inspection of farm�raised deer
prescribed by this section or by the rules of the
department.

(6) PROHIBITIONS.
(a) No person shall slaughter any animals or
poultry for the purpose of selling the meat
products or poultry products thereof for human
food, or sell, offer for sale or have in his or her
possession with intent to sell such meat
products or poultry products for human food,
unless such animals and poultry and the
carcasses thereof have been first inspected and
approved as provided by any of the following:

1. This section and the rules issued thereunder.
2. The federal meat inspection act.
3. The federal poultry products inspection act.
4. County or municipal ordinances or
regulations which are substantially equivalent to
this section and which are enforced with equal
effectiveness, if the inspection service is
specifically approved by the department.

(b) No person shall sell, offer for sale or have in
possession with intent to sell any meat or
poultry products, or meat food products unless
they have been processed in accordance with
this section, the federal meat inspection act, or
county or municipal ordinances approved by the
department.

(c) No person shall slaughter horses, mules or
other equines or process equine carcasses or
meat at establishments where other animals or
poultry are slaughtered or where other meat or
poultry products are processed.

(d) No county or municipality shall prohibit the
sale of any meat products or poultry products if
such meat products or poultry products are
inspected and passed by the department, or by
the U.S. department of agriculture, or by a
county or municipal inspection service
approved by the department, provided such
meat products and poultry products are
wholesome and not misbranded at the time of
sale.

(7) RIGHT OF ACCESS. No person shall
prevent or attempt to prevent an inspector or
other officer or agent of the department from
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entering, at any time, any establishment or any
other place where meat products or poultry
products, or foods derived therefrom, are
processed, sold or held for sale, for the purpose
of any examination, inquiry or inspection in
connection with the administration and
enforcement of this section. The examination,
inquiry or inspection may include taking
samples, pictures and documentary and physical
evidence pertinent to enforcement of this
section.

(8) INTERFERENCE WITH INSPECTION.
Any person who forcibly assaults, threatens,
obstructs, impedes, intimidates or interferes
with any person while engaged in the
performance of his or her official duties under
this section shall be fined not more than $5,000
or imprisoned in the county jail not to exceed
one year or both.

(9) TAGGING OF FACILITIES, EQUIPMENT
AND PRODUCT. 
(a) When in the opinion of the department, the
use of any equipment, compartment, room or
facilities which is unclean or unsanitary or
improperly constructed could lead to
contamination of the product, the department
may attach a �Rejected� tag to it. No
equipment, utensil, container, compartment,
room or facility so tagged may be used until
made acceptable and released by a department
representative, or until such equipment is
replaced with acceptable equipment.

(b) 1. When in the opinion of the department
any carcass, meat or poultry product, meat food
product, or supplies or ingredients used in the
processing thereof may be unwholesome,
adulterated or misbranded, or otherwise fail to
meet standards or requirements of this section
or rules adopted under this section, the
department may tag them with a �Retained� tag
to hold them for further inspection, analysis or
examination. No carcass, meat or poultry
product, meat food product, or supplies or
ingredients so tagged may be used, removed
from the premises or otherwise disposed of
unless released by a department representative.
Such products may not be retained for more
than 30 days without prior notice to the owner
or custodian and the right to an immediate
hearing.

2. When in the opinion of the department any
carcass, meat or poultry product, or supplies or
ingredients used in the processing thereof is
unwholesome, adulterated or misbranded, or
otherwise fail to meet standards or requirements
of this section or rules adopted under this
section, the department may tag them with a
�Detained� tag to hold them for destruction or
other disposition.  No carcass, meat or poultry
product, meat food product, or supplies or
ingredients so tagged may be used, removed
from the premises or otherwise disposed of
unless released by a department representative.
Such products may not be destroyed or detained
for more than 30 days without prior notice to
the owner or custodian and the right to an
immediate hearing.

(c) No person may alter, deface or remove any
tag from facilities, equipment, products or
supplies to which it has been attached by a
department inspector without the express
consent or approval of the inspector or other
department representative.

(10) SUSPENSION. The department may, upon
written notice, summarily suspend the
operations in whole or in part at any
establishment for substantial violations of this
section or rules issued hereunder when, in the
opinion of the department, a continuation of the
operation would constitute an imminent danger
to public health. The department may
summarily suspend inspection at any
establishment for acts punishable under sub. (8)
where such acts substantially impair an
inspector�s ability to conduct an orderly
inspection. Upon suspension of operations or
inspection, the operator of the establishment
may demand a hearing to determine whether the
suspension should be vacated. The department
shall, within 5 days after receipt of such
demand, hold a hearing and adjudicate the
issues as provided in ch. 227. A demand for
hearing shall not, however, operate to stay the
suspension pending the hearing.

(11) EXEMPTION. This section shall not apply
to owners of poultry with respect to poultry
produced on the owner�s farm, provided his or
her sales do not exceed 1,000 fowl annually,
and the birds are labeled and tagged to identify
the name and address of the producer and are
marked �NOT INSPECTED�. Persons
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processing more than 1,000 fowl but less than
20,000 fowl shall be fully subject to the
provisions of this section relating to licensing,
sanitation, facilities and wholesomeness of
product. If the department determines that the
protection of consumers from unwholesome
poultry products will not be impaired, it may
exempt such persons from sub. (3) (a) and (b)
provided the birds are labeled or tagged to
identify the name and address of the producer
and are marked �NOT INSPECTED�.

(12) SUBSTANTIAL OR REPEATED
VIOLATIONS. The department may deny,
revoke or suspend the license of any person for
substantial or repeated violations of this section.

History: 1971 c. 270 s. 104; 1973 c. 206; 1975
c. 308, 421; 1977 c. 196 s. 131; 1977 c. 216,
365; 1979 c. 110, 154; 1981 c. 314; 1983 a.
189, 261; 1983 a. 500 s. 44; 1985 a. 29; 1987 a.
399; 1989 a. 174; 1991 a. 39, 175, 269; 1993 a.
16, 27, 144, 492; 1995 a. 79, 225; 1999 a. 9,
185; 2001 a. 56.

Cross Reference: See also chs. ATCP 55, 56,
and 57, Wis. Adm. Code.
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Meat Labeling
This is an excerpt from a 1996 article in the
UW Extension Direct Marketing Newsletter,
written by Chris Lazaneo, Public Information
Officer, DATCP Division of Food Safety, in
consultation with the DATCP Meat Bureau
Staff.

Meat products processed by others -
Products sold by you, but manufactured by
someone else must be labeled by the licensed
manufacturer. If you wish to be listed on the
label as the distributor, use of phrasing like
�distributed by,� �packed for,� or
�manufactured for� followed by your name can
appear on the label.

Wisconsin rules requires that labels state
specific information in a specific manner.
Every package must have a label listing:

� The name of the product, such as �Lamb
Chop,� �Leg of Lamb.� 

� The word �ingredients� followed by an
accurate list of ingredients contained in the
product in descending order of
predominance by weight. 

� The name and address of the business
where the product was made (cut and
wrapped), including zip code. 

� The product�s net weight. 
A handling statement, such as �Keep

Refrigerated.� 
� Inspection legend indicating the facility�s

establishment identification number. 
� Safe handling labeling for raw products. 
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Labeling requirements for uninspected
poultry - Uninspected poultry may be offered
for sale directly to consumers and must be
labeled: �Not inspected-exempt from Wisconsin
Statute 97.42,� the weight, and the producer�s
name, address, and zip code.

Labeling requirements for any other
uninspected meat (i.e., rabbit, emu, ostrich) -
These products may be offered for sale directly
to consumers and must be labeled with the
weight, the producer�s name, address, and zip
code, and a handling statement, such as �Keep
Refrigerated.�

Nutrient claims - Meat items with nutrient
statements on the label, such as �Lean,� �Extra
Lean,� or �Low Fat,� must meet specific
nutrient labeling requirements. If your product
falls into this category, contact the DFS office
nearest you for additional information.

Safe handling labels - Labels for raw products
must state that meat may contain bacteria that
can cause illness if mishandled or improperly
cooked. The label must instruct consumers to
keep raw meat and poultry refrigerated or
frozen, to thaw in the refrigerator, or
microwave, to keep it separate from other foods
and working surfaces, to wash utensils and
hands after contact with raw meat, to cook it
thoroughly, and to refrigerate immediately or
throw out leftovers after the meal has been
eaten. For more information about specific
labeling requirements, contact the DFS regional
office serving your area.

Bulk sales labeling - If you are selling in bulk,
such as a half a lamb, it is permissible to put
one label listing your name, address, zip code
and contents - �half lamb� on the box
containing the meat. However, individual
packages of meat for sale must be individually
labeled. And individual cuts wrapped separately
must carry a net weight statement on their
individual label. For half carcasses, you simply
need to provide an invoice showing the
�hanging weight� (weight of the dressed
carcass).
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Wisconsin Livestock 
& Meat Council
Neil Jones, President

c/o DATCP Mktg Division
PO BOX 8911

Madison, WI  53718
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Controlling Chemical Residues 
in Livestock and Meat
Dr. Larry Borchert
Meat Science and Muscle Biology Laboratory
University of Wisconsin, Madison

Introduction
The food industry recognizes that a key to
consumer confidence is providing products that
are considered healthful and safe.  The healthy
aspect of foods is generally apparent yet subject
to constant revision in an environment of
dynamic research and media exposure.  The
perception of safety, also, changes.  In the
decades following World War II consumer
concern about food safety centered on
unacceptable residues from pesticides, animal
drugs, and potentially hazardous chemicals in
the food supply.  As a result of producer
awareness and rigorous enforcement the
incidence of violative residues in the meat
supply has dropped markedly and the primary
food safety concern shifted to microbiological
safety because highly publicized foodborne
disease outbreaks have been linked to the
animal sources.

The traditional meat industry has learned from
experience that adverse publicity surrounding
contaminated meat can be devastating.
Headlines such as: FSIS Has IBP Subsidiary On
The Hot Seat In DES Beef Probe�8 and �Dioxin
Scare Spurs U.S. To Block E.U. Pork, Poultry
Imports�7 create what has been termed the
�drip, drip� effect.  That is, a continual, small
�drip� of information through various media
sources creates a larger than real perception of a
problem with consumers.

The Food Safety and Inspection Service (FSIS)
oversees industry�s responsibility to ensure that
meat, poultry, and egg products are safe,
wholesome, free of adulterating residues, and
accurately labeled.  As part of FSIS regulatory
oversight of industry, the agency conducts
annually the National Residue Program (NRP).
This program tests meat, poultry, and egg
products for unacceptable (violative) residues
from pesticides, animal drugs, or potentially
hazardous chemicals.  Under the 1996 Hazard
Analysis and Critical Control Point (HACCP)
regulation, industry is responsible for

preventing violative residues in its products.
When residue violations are determined to be
reasonably likely to occur, industry must
address it in their HACCP plan.

Violative levels of animal drugs and pesticides
can have adverse health effects.  A vigilant
chemical residue prevention program is
essential in preventing illnesses and fostering
the prudent use of drugs and pesticides in
animals that enter the human food supply.

The NRP is designed to provide: (1) a
structured process for identifying and evaluating
compounds of concern by production class; (2)
the capability to analyze for compounds of
concern; (3) appropriate regulatory follow-up of
reports of violative tissue residues; and (4)
collection, statistical analysis, and reporting of
the results of these activities.

Under the NRP, FSIS inspectors collect samples
of meat, poultry, and egg products at federally
inspected domestic slaughter establishments
immediately following slaughter or processing.
State inspectors collect samples at state-
inspected plants.  Depending upon the sampling
plan under which collection takes place the
samples are either sent directly to an official
laboratory for analysis for violative residue
concentrations, or first tested on-site by
inspectors using rapid screening tests.  A
carcass with any violative residue detected that
exceeds its specified safe level, or contains a
compound banned from use in food producing
animals, is considered to be adulterated and is
removed from the food chain.

Residue violations are followed-up in multiple
ways.  When violative residues are detected in
food-producing animals, by any component of
the NRP, FSIS currently notifies the producer
whose animals are then subject to repeated
follow-up enforcement testing when presented
for slaughter until compliance is demonstrated.
Slaughter plants are notified of violations so
that plants better prevent them in their HACCP
plans.4

Several vertically integrated meat processors
and species trade associations have created
animal quality control programs to primarily
assure that their products are truly wholesome
but also to reduce to the lowest level any
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possibility of a problem occurring in order to
avert any negative publicity.

In 1980 the turkey industry was rapidly growing
because the meat of this specie was found to be
a highly functional component in further
processed meat products.  The industry enjoyed
the reputation of wholesomeness until it was
discovered that a chlorinated hydrocarbon
herbicide, dieldrin, had, through contaminated
surface water consumed by the birds, gained
entry to the meat supply.  A national recall of
processed turkey products resulted.  Because of
the nature of the industry at the time, the
grower/processor immediately initiated a
rigorous pre-slaughter monitoring program that
proved to be highly effective.  Six randomly
selected birds from every flock (20 thousand
birds) are sacrificed less than 14 days before the
flock is to be slaughtered.  Abdominal fat
samples from each bird are subjected to a
comprehensive chemical analysis for part per
million (ppm) levels of 68 pesticides and
polychlorinated biphenyls.  In addition, breeder
flocks are analyzed for sulfa compounds.  If the
analytical residue levels are below
predetermined tolerance levels the flock can be
moved to market.  If violative levels of any of
the compounds are indicated a resampling
program is initiated which could lead to the
prohibition of the flock for food use.  That
program has been enhanced and adopted by
most major grower/processors and has been
very effective in averting residue problem and
enhancing the reputation of the turkey industry.6

The pork industry, through the National Pork
Producers Council, in 1989, introduced an
industry wide Pork Quality Assurance (PQA)
program as a way for U.S. pork producers to
address their role in providing a safe,
wholesome product to consumers.10 The plan
incorporates the following Good Production
Practices (GPP):

GPP#1. Identify and track all treated animals.

GPP #2. Maintain medication and treatment
records.

GPP#3. Properly store, label and account for
all drug products and medicated feeds.

GPP#4. Obtain and use veterinary prescription
drugs only based on a valid
veterinarian/client/patient relationship.

GPP#5. Educate all employees and family
members on proper administration techniques
and withdrawal times.

GPP#6. Use drug residue tests when
appropriate.

CPP#7. Complete a quality assurance checklist
annually, and recertify every two years.

In the decade of its existence, the PQA program
has been extremely effective in gaining and
holding consumer confidence in pork.

Similarly, the National Cattlemen�s Beef
Association, in July 1999, finalized their Beef
Quality Assurance, National Guidelines.9 This
plan, to be implemented by all beef cattle
producers, emphasizes control of all routes of
pesticide, herbicide, drug and antibiotic entry
into the meat supply.  Key elements of the
Guidelines are:

Feedstuffs:
� Maintain records of any pesticide/herbicide

use on pasture or crops that could
potentially lead to violative residues in
grazing cattle or feedlot cattle.

� Adequate quality control program(s) are in
place for incoming feedstuffs.  The program
should be designed to eliminate
contamination from molds, mycotoxins or
chemicals of incoming feed ingredients.
Supplier assurance of feed ingredients
quality is recommended.

� Suspect feedstuffs should be analyzed prior
to use.

� Ruminant-derived protein sources cannot be
fed per FDA regulations.

� Feeding by-product ingredients should be
supported with sound science.
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Feed Additives and Medications:
� Only FDA approved medicated feed

additives will be used in rations.
� Medicated feed additives will be used in

accordance with the FDA Good
Manufacturing Practices regulation.

� Extra-label use of feed additives is illegal
and strictly prohibited.

� To avoid violative residues, withdrawal
times must be strictly adhered to.

� Where applicable, complete records must
be kept when formulation or feeding
medicated feed rations.

� Records are to be kept a minimum of two
years.

� Operators will assure that all additives are
withdrawn at the proper time to avoid
violative residues.

Processing/Treatment and Records:
� Follow all FDA/USDA/EPA guidelines for

product(s) utilized.
� All products are to be used per label

directions.
� Strict adherence to extended withdrawal

periods shall be employed.
� Treatment records will be maintained.
� All cattle shipped to slaughter will be

checked by appropriate personnel to assure
that animals that have been treated meet or
exceed label or prescription withdrawal
times for all animal health products
administered.

� All processing and treatment records should
be transferred with the cattle to next
production level.  Prospective buyers must
be informed of any cattle that have not met
withdrawal times.

More recently the dairy beef industry, in spite of
preemptive producers programs, has had
concern about problems with antibiotic
residues.12,11 The resulting publicity has
undermined consumer confidence in products
derived from this meat source.  As a result, a
cooperative industry and government effort to
revise ante- and postmortem inspection
procedures and sampling plans to better detect
and control violative residue producers is

underway.  Preliminary versions of this program
put most of the economic burden on the
livestock producers.  If it had been voluntarily
initiated by the livestock producers before a
problem arose, the cost would have been lower
and adverse publicity, nonexistent.

The U.S.D.A. Food Safety and Inspection
Service in April 1999 proposed the �Conceptual
Framework for Risk-Free Meat, Poultry and
Egg Products� which would encompass
agricultural products from the farm to the table.3

While many would debate the practicality of
foods being 100% free of any risks, consumers
are beginning to expect it.  As stated in its title,
the program is only conceptual but it clearly
indicates that the agency is moving toward a
perceived risk free meat supply.  The burden is
clearly on livestock producers and processors to
forestall onerous regulations by initiation self-
monitoring programs.

The FSIS-NRP for domestically produced
products has four residue sampling
components:4

Monitoring Plan - the random sampling of
specified animal populations at time of
slaughter to provide more information about the
occurrence of residue violations on an annual,
national basis.

Special Projects - information-gathering
studies that do not meet the criteria for
inclusion in the monitoring plan, e.g. when
sampling will not be conducted over a full 12-
month period, or when there is a lack of precise
slaughter volume data on the production classes
to be sampled.  This designation is also used
when it is not possible to define a �violation
rate� for a compound because the violative level
has not been defined.  For example, when trace
metals, such as cadmium or lead, are detected in
edible tissues, a Special Project may be initiated
to develop information on the frequency and
concentration at which the residues occur.

Surveillance Sampling - targeted sampling
designed to distinguish components of
livestock, poultry, and egg products in which
residue problems exist, measure the extent of
problems, and evaluate the impact of actions
taken to reduce the occurrence of residues.
Surveillance Sampling is considered to be a
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subset of Special Projects except that, unlike
Special Projects, Surveillance Sampling
sometimes employs on-site rapid screening
tests.

Enforcement Testing - the analysis of
specimens collected from individual animals or
lots that appear suspicious to FSIS in-plant
inspectors, based on herd history or antemortem
or postmortem inspection.  Enforcement Testing
is also used to follow up on animals marketed
by producers that have a history of presenting
animals with violative concentrations of
residues, to determine if the non-compliance
has been corrected or to verify industry�s
HACCP system.

Each year approximately 40,000 samples are
taken and analyzed on animal based products on
the domestic monitoring plan and special
projects.5 The chemical residue classes that are
monitored and the number of samples targeted
for the year 2000 are:

Antibiotics - Bioassay 8930
Arsenicals 4420
Avermectins 4900
Beta Agonists 900
Carbadox 300
Chloramphnicol 710
Chlorinated Hydrocarbons 8450
DES/Zeronol TBD
Dexamethasone 300
Florfenicol 300
Flunixin 300
Fluoroquinolones 900
Lead TBD

Melengesterol 500
Nitroimidazoles 260
Organophosphates TBD
Ractopamine 300
Spectinomycin TBD
Sulfonamides 7640
Tilmicosin 840
Tranquilizers 300
Total 40250

In addition, at the time of slaughter,
enforcement testing is conducted using the
following rapid on-site screening tests:

SOS (Sulfa-On-Site) - tests swine urine for
sulfonamide residues.

CAST (Calf Antibiotic & Sulfonamide Test) -
swab test on kidney or liver tissue of bob veal
calves (less than 3 weeks of age and under 150
lbs).

STOP (Swab Test on Premises) - tests for
antibiotic residues in kidney tissue in all
production classes of cows, chicken, hogs,
turkeys and sheep.

FAST (Fast Antimicrobial Screen Test) - swab
test on kidney or liver tissue of cows and bob
veal for antibiotic and sulfonamide residues.

The rapid on-site screen tests consists of
picking up tissue fluids in a swab, and then
placing the swab onto a petri plate containing
agar (growth medium) and an inoculum of
various types of non-pathogenic bacteria.  The
swab-containing plate is then incubated at a
favorable growth temperature.  Failure of the
bacteria to grow around the area of the added
swab is an indicator that some type of
antimicrobial compounds are present in the
animal tissue.
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States.  C.E. Shultz, Est. 9400, Wyalusing, PA
18853.

13 USTFA.  1994.  Trout Producer Quality
Assurance Program.  United States Trout
Farmers Association.  Harpers Ferry, WV.
25425.
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This chapter begins by identifying all of the
smaller scale slaughter and processing plants in
Wisconsin.  A direct marketer may need to
contract with one plant to slaughter an animal
and another plant to process the meat into retail
cuts and value-added products.  A producer may
also direct their customers toward the custom
exempt plants, if the customers are willing to
pay a live animal weight, take ownership of the
animal, and then pay the exempt plant to
slaughter and process it on their behalf. 

Paul Dietmann, the Sauk County Extension
Agricultural Agent, then writes about the
importance of establishing a good relationship
with your local processors.  Your business
depends in large part on their service to you.
You should pick your processor carefully, and
once you find a good one, treat them right!  

Some DATCP statistics on page 50 reveal
slaughter data across many species in 2000-01.
The next article about processing yields from
beef, pork and lamb includes an explanation of
common meat processing terms.  Then two
articles cover the nutrient composition of cuts
of traditional and alternative red and white
meats.An article from the National Pork Board
on nutritional influences on pork quality is
included because it gives an indication how
diets and other production practices affect the
ultimate quality of processed meats.  While
focused on pork, it�s worthwhile reading for all
species, if only because it reveals some of the
�science� behind meat production.

Next, brochures from the National Pork
Producers Council and the National Cattlemen�s
Beef Association describe different cuts of pork
and beef.  Similar descriptions of cuts may be
available from trade associations for other
species, listed in the �Contacts� section on page
130.  A short piece on aging beef, also from
NCBA, may offer some insights for other
species as well.

Finally, the chapter ends with an excellent
article by Dr. Dennis Buege that provides
information on sausage processing.  The article
concludes with several recipes for pork and beef
sausage, which again might be adapted for other
species.
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Directory of 
Smaller Scale State-Inspected and
USDA-Inspected Slaughter Plants 
in Wisconsin
Below are the state-inspected and USDA-
inspected slaughter plants identified on the
accompanying map.  By law, any meat which is
to be sold must be processed under inspection.
State inspection is designated to be �equal to�
USDA inspection, but meat from state-inspected
plants cannot be sold outside of the state of
Wisconsin (out-of-state people can purchase

state-inspected meat within Wisconsin, and take
it home for their own private use).  Meat from
USDA inspected plants can be sold out-of-state.
Because meat from farm-raised bison, deer and
elk was not included in early meat inspection
laws, such meat processed in state-inspected
plants can be sold out-of-state.  While many
plants are licensed to process (cut-up) poultry,
at the current time only 2 plants (Nos. 101 and
102) are conducting inspected poultry slaughter.
All plants are state-inspected except for Nos.
103-106, which are federally inspected.
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Plant #. Plant Name - Address (County) Phone Number

1 Adams Meats - W10947 Riverside Rd., Pella 54950 (Shawano) 715-754-5136

2 Westby Locker & Meats - 406 N. Main, Westby 54667 (Vernon) 608-634-4515

3 Avon Locker - 12026 Hwy 23, Darlington 53530 (Lafayette) 608-776-2336

4 Brost Foods - 12115 Marken Rd., Kiel 53042 (Manitowoc) 920-693-8711

5 Beck�s Meat Processing - 519 Clairville Rd., Oshkosh 54904 (Winnebago) 920-589-2104

6 Belmont Fresh Meats - 115 Mound Ave., Belmont 53510 (Lafayette) 608-765-6992

7 Butch�s Country Market - W5823 State Road 85, Durand 54736 (Pepin) 715-672-8073

8 Black Earth Meats - 1345 Mill St., Black Earth 53515 (Dane) 608-767-3940

9 Bloomington Meats - 413 Canal St., Bloomington 53804 (Grant) 608-994-2867

10 Blue Ribbon Meats LLC - 435 S. 8th St., Hilbert 54129 (Calumet) 920-853-3234

11 Brandon Meats & Sausage Inc - 117 S. Commercial St., Brandon 53919 (Fond du Lac) 920-346-2227

12 Kickapoo Locker Service - Main St., Gays Mills 54631 (Crawford) 608-735-4531

13 Herb�s Meats - 110 N. Church St., Alma Center 54611 (Jackson) 715-964-5781

14 Country Fresh Meats - 356 County Hwy Y, Hatley 54440 (Shawano) 715-446-3467

15 Craig�s Meats & Catering - N9064 State Hwy 162 North, Mindoro 54644 (La Crosse) 608-486-2212

16 Custom Meats of Marathon - 1300 S. Hwy 107, Box 456, Marathon 54448 (Marathon) 715-443-3734

17 Downsville Meat Processors - N2615 451st St., Downsville 54735 (Dunn) 715-664-8327

18 Daeffler�s Quality Meats Inc - 315 Oak St. W., Frederic 54837 (Polk) 715-327-4456

19 Dalebroux Meats - Rt. 3, 3348 Kewaunee Rd., Green Bay 54311 (Brown) 920-468-8658

20 Pine River Processing - W2575 Aspen Dr., Pine River 54965 (Waushara) 920-987-5191

21 Northern Processing - M211 Staadt Ave., Marshfield 54449 (Wood) 715-384-5868

22 Elkhorn Locker - 406 S. Wis St., Elkhorn 53121 (Walworth) 262-723-2919

23 Prairie Farm Locker - Box 12, 200 River St., Prairie Farm 54762 (Barron) 715-455-1541

24 People�s Meat Market - 1765 Cty Hwy J, Stevens Point 54481 (Portage) 715-592-6328

25 Falls Meat Service Inc - 13212 Main St., Pigeon Falls 54760 (Trempealeau) 715-983-2211

26 Footville Meat Market - 280 N. Gilbert, Footville 53537 (Rock) 608-876-6323

27 Foss Fine Meats Inc - 325 W. Wisconsin St., Sparta 54656 (Monroe) 608-269-6456

28 Franklin Meats - 9431 W. Oakwood Rd., Franklin 53132 (Milwaukee) 414-425-0800

29 Frase�s Locker - 136 S. Stone St., Augusta 54722 (Eau Claire) 715-286-2920

30 Indee Meats & Locker Service - 23553 Adams, Independence 54747 (Trempealeau) 715-985-3712

31 Gehring�s Meat Market - 5618 Hwy K, Hartford 53027 (Washington) 262-644-6273

32 Geiss Meat Service - W4490 Pope Rd., Merrill 54452 (Lincoln) 715-536-5283
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Plant #. Plant Name - Address (County) Phone Number

33 Grimm�s Sausage & Meat Proc - 400 Main St., Box 1, New Auburn 54757 (Chippewa) 715-237-2234

34 Haen Meat Packing - W1910 Cty Hwy KK, Kaukauna 54130 (Outagamie) 920-766-3239

35 Harry Hansen Meat Service - 10407 Hwy K, Franksville 53126 (Racine) 262-835-4495

36 Hauber Processing Plant - Box 227, Dickeyville 53808 (Grant) 608-568-7579

37 Whiskey Ridge Processing - Hwy 27-70, Radisson 54867 (Sawyer) 715-945-2425

38 Salchert�s Meats Inc - 1305 Main St., St. Cloud 53079 (Fond du Lac) 920-999-2651

39 Hewitt�s Meat Processing Inc - 8300 Cty V, Marshfield 54449 (Wood) 715-676-3654

40 Hoesly Meats - 219 Industrial Dr., New Glarus 53574 (Green) 608-527-2513

41 Hoff�s Red Owl - 617 Main St., Brownsville 53006 (Dodge) 920-583-3734

42 Lake Mills Locker - N6775 Hwy A, Lake Mills 53551 (Jefferson) 920-648-5514

43 Hujet Meats - 3787 New Franken Rd., New Franken 54229 (Brown) 920-866-2411

44 Richland Locker Co Inc - 590 S. Main, Richland Center 53581 (Richland) 608-647-4577

45 Highway 45 Locker Plant LLC - N2220 Hwy 45 South, Antigo 54409 (Langlade) 715-623-3554

46 Johnson�s Sausage Shoppe - 425 Lowville Rd., Rio 53960 (Columbia) 920-992-6328

47 Kewaskum Frozen Foods - 118 Forest Ave., Kewaskum 53040 (Washington) 262-626-2181

48 Kinziger Meats LLC - 4069 Hwy 141, Pound 54161 (Marinette) 920-897-3108

49 Pond-Hill Processing - W16257 Co Hwy Q, Wittenberg 54499 (Shawano) 715-253-2491

50 Otto�s Meats Inc - N5674 Adams St., Luxemburg 54217 (Kewaukee) 920-845-2612

51 Bri�s Processing - N8084 State Road 40, Colfax 54730 (Dunn) 715-962-3825

52 Kropf�s Meat Processing - N7666 Kolpack Rd., Bowler 54416 (Shawano) 715-793-4675

53 Ran�s Meat Processing - N1130 Sunrise Lane, Dalton 53926 (Green Lake) 920-394-3805

54 Lodi Locker Market - 150 S. Main St., Lodi 53555 (Columbia) 608-592-3534

55 Loehr�s Meat Service - 523 E. Main St., Box 233, Campbellsport 53010 (Fond du Lac) 920-533-4513

56 Strum Locker Plant - 128 5th Ave., Strum 54770 (Trempealeau) 715-695-2914

57 Marchants Foods - 9674 Hwy 57, Brussels 54204 (Door) 920-825-1244

58 Butcher Shop - 4391 Hwy 18, Fennimore 53809 (Grant) 608-822-6712

59 Mincoff�s Meat Market - N2559 Market Rd., Conrath 54731 (Rusk) 715-532-5063

60 Niemuth�s Steak & Chop Shop - 715 Redfield St., Waupaca 54981 (Waupaca) 715-258-2666

61 Nolechek Meats - 104 N. Washington St., Thorpe 54771 (Clark) 715-669-5580

62 Olson�s Woodville Meats - 124 E. River St., Woodville 54028 (St. Croix) 715-698-2482

63 Pearce�s Sausage Kitchen - Rt. 4, Box 67, Ashland 54806 (Ashland) 715-682-3742

64 Pernat-Haase Meats - N4202 Hwy M, Juneau 53039 (Dodge) 920-386-3340
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Plant #. Plant Name - Address (County) Phone Number

65 Pinter�s Packing Plant - 193 Front St., Dorchester 54425 (Clark) 715-654-5444

66 Quality Cut Meats - 125A Milwaukee Ave., Cascade 53011 (Sheboygan) 414-528-8424

67 Roehrborn Meats - 640 W. Ryan St., Brillion 54110 (Calumet) 920-756-2400

68 Roskom Meat Packing - W803 Hwy S, Kaukauna 54130 (Outagamie) 920-766-1657

69 Russel Meat Processing - W8675 County Hwy I, Oxford 53952 (Marquette) 608-586-5589

70 Bob�s Processing - 2430 S. Main St., Bloomer 54724 (Chippewa) 715-568-2887

71 Sailer�s Meat Processing Inc - 117 S. Main St., PO Box 35, Elmwood 54740 (Pierce) 715-639-2191

72 Country Meat Cutters - W9851 Cty G & GG, Reeseville 53579 (Dodge) 920-927-5577

73 Cooks Valley Processing - 14694 20th St., Colfax 54730 (Chippewa) 715-962-3026

74 Schroedl Market - N3705 Hwy 89, Jefferson 53549 (Jefferson) 920-674-3760

75 Jump River Slaughter & Smokehouse - PO Box 143, Jump River 54434 (Taylor) 715-668-5233

76 Gillett Meats - 214 E. Railroad, Gillett 54124 (Oconto) 920-855-2898

77 J.D.�s Country Meats - 26549 Locust Ave., Wilton 54670 (Monroe) 608-435-6720

78 Sorg Farm Packing Inc - N4290 US Hwy 14, Darien 53114 (Walworth) 262-724-5554

79 Holmen Locker & Meat Market - 412 S. Main St., Holmen 54636 (La Crosse) 608-526-3112

80 Straka Meats - Cedar St., Box 257, Plain 53577 (Sauk) 608-546-3301

81 Theys Butchering - E1829 River Rd., Casco 54205 (Kewaunee) 920-845-5209

82 Tuschel�s Fresh Country Meats LLC - 202 N. Calumet, Valders 54245 (Manitowoc) 920-775-4323

83 UW Meat Lab - 1805 Linden Dr, Madison 53706 (Dane) 608-262-1793

84 UW River Falls - Ag Science Bldg., River Falls 54022 (Pierce) 715-425-3704

85 Maplewood Packing Inc - 4663 Milltown Rd., Green Bay 54313 (Brown) 920-865-7901

86 Van Meter Meats, Inc - 407 S. Main St., Luck 54853 (Polk) 715-472-2141

87 Newton Meats & Sausage Inc - 5616 Cty Trunk U, Newton 53063 (Manitowoc) 920-726-4455

88 Vern�s Butchering Service - 56036 Patterson Rd., Viroqua 54665 (Vernon) 608-632-0048

89 O�dovero And Flesia - Rt. 1, Box 65, Mellen 54546 (Ashland) 715-274-2094

90 The Meat Market - 700 Lincoln Ave., Baraboo 53913 (Sauk) 608-356-5574

91 Waller�s Market - Box 8, Nelsonville 54458 (Portage) 715-824-2628

92 Watkins Locker Inc - 130 Pine, Plum City 54761 (Pierce) 715-647-2554

93 Gunderson Food Service - 847 E. Main St., Mondovi 54755 (Buffalo) 715-926-4903

94 Webers Processing Plant Inc - 725 N. Jackson St., Cuba City 53807 (Grant) 608-744-2159

95 Twin Cities Packing Co - 5607 E. Co J, Clinton 53525 (Rock) 608-676-4428

96* Lake Geneva Country Meats - 5907 State Road 50 East, Lake Geneva 53147 (Walworth)262-248-3339
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97* Armbrust Meats - 224 S. Main St., Medford 54451 (Taylor) 715-748-3102

98* Little Black Pack - W5663 Gravel Rd., Medford 54451 (Taylor) 715-748-2141

99* North Bend Processing - N587 N. Bend Dr., Melrose (Jackson) 608-488-2029

* Federally-inspected plants.

Directory of State Custom-Exempt 
Slaughter
Plants in Wisconsin
Below are the custom-exempt slaughter plants in Wisconsin.  They do not have antemortem and
postmortem inspection of the animals they slaughter, but their facilities are inspected by the Wisconsin
State Meat Inspection Program.  Meat inspection regulations allow animal owners the option to have their
animals slaughtered and processed without inspection, either on the owner�s premises or in a custom-
exempt plant.  However, such non-inspected meat is not allowed to be sold.  Packages of meat from
carcasses processed in a custom-exempt plant must be marked �Not for Sale.�  If a producer is direct
marketing their animal to a consumer using a custom-exempt plant, the transaction must be based upon
the live animal weight
(not the meat).  Then the
purchasing customer, as
the animal owner, may
choose to slaughter and
process his/her animal
through a custom-exempt
plant.  All of these
exempt plants are state-
inspected, (i.e., not
federally-inspected.)

Plant #. Plant Name -
Address (County)
Phone Number

1 Blue Ribbon
Meats and Groc. LLC - 109
E Main St., Butternut
54514 (Ashland)
715-769-3746

2 Linwood Meats -
1827 S. Hwy P, Stevens
Point 54481 (Portage)
715-344-7622

3 Ecker Brothers -
N3360 Lakeshore Dr.,
Chilton 53014 (Calumet)
920-439-1030

4 Ron�s Meat
Processing - 239 Edgewood Dr., Oxford 53952 (Marquette) 608-584-5655

5 Johnny�s Market - W11124 Hwy 64, Pound 54161 (Marinette) 920-897-3329
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6 Eastman Locker - Box 110, Eastman 54626 (Crawford) 608-874-4331

7 Martin�s Meat Processing - N14558 Cty Hwy O, Withee 54498 (Clark) 715-229-4703

8 Nohl�s Custom Slaughter - W4430 Cty Trunk Jm Route 1, 920-893-0157
Sheboygan Falls 53085 (Sheboygan)

9 Marty�s Custom Cutting Inc. - Corner Hwy P & N, Rubicon 53078 (Dodge) 262-673-5613

10 Ries Farms - N10961 Butternut Rd., Lomira 53048 (Dodge) 920-269-7239

11 Risler�s Processing - N46375 Cty Rd V, Eleva 54738 (Trempealeau) 715-287-4535

12 Schmidt�s Slaughter House - W3174 Swamp Rd., Bonduel 54107 (Shawano) 715-758-2475

13 Syed Family Sheep Farm - 2739 Hwy MN, Stoughton 53589 (Dane) 608-838-9590

14 Welch�s Custom Processing - N5509 State Rd., Black Creek 54106 (Outagamie) 920-984-3667

15 Witt�s Locker - N3929 State Hwy 22, Shawano 54166 (Shawano) 715-526-5478

16 Nhiacha and Chao Butchery - 6056 E. Hwy 29, Luxemburg 54217 (Brown) 920-863-8754

�Plants.CustomExempt�, Misc.#10, 1-29-03
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Processing Plant Statistics from the Bureau of Meat Safety & Inspection
COMPARISON 2000 � 2001
From The Department of Agriculture, Trade and Consumer Protection

Category 2002 2003

Official Plants 286 285

Exempt Plants 60 61

Total Plants 346 346

Cattle Slaughtered 39,301 43,163

Calves 216 209

Sheep 12,730 12,512

Swine Slaughtered 73,229 70,699

Poultry Slaughtered (Chickens & Turkeys) 143,520 147,298

Pheasants Slaughtered 133,520 112,859

Buffalo Slaughtered 843 1047

Other:  Deer, Elk 672 1296

Ratites 274 723

Ducks, Geese, Wild Geese, Squab 1406 2277

Slaughtered & Processed Wts. (Red Meat) 136,524,681# 135,235,068#

Slaughtered & Processed Wts. (Poultry) 39,867,709# 36,411,225#
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Working with Your Meat Processor
By Paul Dietmann, Sauk County Extension
Agricultural Agent

The meat processor plays a crucial role in your
meat marketing enterprise.  It is illegal in the
state of Wisconsin to sell beef, pork, or lamb
that has not been slaughtered and processed in a
state-inspected processing plant.  Beyond the
fact that it is a legal requirement to utilize the
services of an inspected meat processing plant
in order to sell most species of meat, your
processor is also a part of your marketing team.
Your processor will have a big impact on your
customers, whether it is through the quality of
the meat packaging and labeling or by the
manner in which your customers are treated
when they pick up their meat order at the
processing plant.  Selecting the right meat
processor, one who understands your marketing
goals and is committed to helping you succeed,
is one of the most important decisions you will
make in your meat marketing business.

Selecting Your Processor
Wisconsin is fortunate to have more than 100
state-inspected meat processing plants located
within its borders.  Most of these plants are
small, family-owned and operated, community-
oriented businesses.  Our state also has one of
the best meat inspection programs in the
country.  A producer/marketer of meat in
Wisconsin can be confident that their products
will be handled with great care and attention to
food safety in any processing plant in the state.

However, meat processors in Wisconsin tend to
fall into two groups when it comes to dealing
with producers who are marketing their meat
directly to consumers.  The majority of
processors view producer/marketers as an asset
to their business.  Every producer/marketer is,
in essence, another salesperson for the plant,
generating revenue and bringing new customers
through the door.  These processors appreciate
the efforts of producers and will work hard to
enhance the value of their producers� meat
products so they can grow their businesses as
well.

A small number of Wisconsin meat processors
are not enthused about the increasing number of
producer/marketers in the state.  They see these

producers as competitors who are taking
profitable business away from their meat
counters.  They don�t want to deal with the
extra hassle of labeling cuts for producers.
They don�t want to be bothered with phone
calls or pick-ups from the producer�s customers
and may treat the customers with disrespect.
Producers often find that it is hard to schedule
processing space in these plants, which will
have an adverse impact on the amount of meat
they can sell.

Obviously, you want to work with a processor
who appreciates your business.  There are
several ways to find a good processor.  First,
talk to other direct marketers in your area. Ask
them which processors they would or would not
recommend and why.  Second, make
appointments with as many processors you can
find within an easy driving distance of your
farm.  Spend some time visiting with each one
and ask some of these questions:

� How many producer/marketers does the
plant serve?

� How many weeks in advance will slaughter
space need to be reserved?  Does that lead-
time vary according to the time of year?

� Does the plant have the ability to label the
producer�s product in accordance with state
guidelines?

� Will the processor accommodate any
special cutting or packaging requests from
customers?

� Does the plant have the ability to dispose of
all hides and offal?

� Is locker space available or will all meat
have to be picked up as soon as it is
wrapped?

� Does the plant have enough cooler space to
age carcasses according to the producer�s
specifications?

� Can the plant cryovac (clear wrap) cuts of
meat or do they only use freezer paper?

During your visit to the plant try to look at the
facility through your customers� eyes.  Will the
plant appear clean, well-lit, and inviting to your
customers?  Is the plant easy to find?  Is the
entrance (and meat pick-up door, if it�s in a
different location than the plant entrance)
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well-marked?  Are the hours of operation
convenient for picking up meat?  Are plant
employees courteous and friendly?  Are other
complementary products available for sale to
your customers?

The process of buying your product should be a
pleasant, enjoyable experience for your
customers.  The processor you choose can truly
make or break your business.

Building a Good Relationship 
with Your Processor
Now that you have found the best processor for
your products it is time to solidify that working
relationship.  The first thing to consider is that
the best processing plants in Wisconsin tend to
be extremely busy and often short-staffed.
Anything you can do to help maintain the
plant�s efficiency will be greatly appreciated.
Try to set up a regular slaughter schedule and
give the plant as much lead-time as possible.
Keep your animals well-bedded so they will be
relatively clean when they get to the processor.
Pick up meat promptly and try to avoid tying up
the plant�s freezer space.  Encourage your
customer to communicate their special orders to
you rather than the plant so that the processor
only has to be in contact with you.  Ask if the
processor will allow you to come into the plant
to help label and sort your meat.

Another way to build a positive relationship
with your processor is to include the plant in
your advertising.  A big part of the reason your
customers are buying from you is because they
value you as a safe, trustworthy, local source of
meat; somebody who takes pride in producing a
top-quality product.  Identifying your
processing plant in your advertising as a small,
locally owned, quality-enhancing business can
boost your image as well as your processor�s.
Make a point of including a flattering
description of your processor in all of your
brochures and other promotional materials.  Be
sure to mention your plant if you have an
opportunity to participate in any media
interviews about your business.

Encourage your customers to patronize your
processor�s store and meat counter to buy items
they can�t get from you.  It is likely that your
processor is procuring animals from other local
producers to fill the meat counter so you will be
indirectly helping your neighbors as well as
your processor.

Conclusion
We have many excellent meat processing plants
in Wisconsin.  Spend some time looking for the
processor who is most likely to support your
business goals and who appreciates the value
you bring to his or her business.  Remember
that your success depends on the strength of the
working relationship you build with your meat
processor.  

______________________________________

The following information was excerpted from
an article by Dennis Buege, titled �Direct Meat
Marketing by Livestock Producers� (1995)

Producers should consider the following issues
when selecting a meat processor:

� Distance from farm and customers
� General appearance/sanitation of plant
� Attitudes and friendliness of

manager/employees
� Quality of processing operations:

� cutting and wrapping
� cured and smoked meat products
� willingness to adapt to your 

customers� needs
The meat plant is an extremely important part
of your operation.  The two of you are really in
this together.  Its appearance and sanitation, the
quality of work performed, and the
manager/employees� attitude and treatment of
customers will have a large effect on their
satisfaction, and success of your enterprise.  It
may be worth your while to travel a little
further to get the right plant.



Processing or Cutting Losses
Conversion of a carcass to packaged cuts involves the trimming of fat and the removal of some or all
bone.  Cutting yield is the percentage of packaged meat obtained from a carcass (meat cut weight ÷
carcass weight X 100).  Cutting loss is the percentage of fat, bone and other waste lost from a carcass as
it is processed into retail cuts (weight of trimmed fat/bone ÷ carcass weight X 100).  Cutting yield or loss
is affected by the thickness/muscling and fatness of the animal, the closeness of fat trimming, and the
extent of bone removal from cuts.

The above figures are good average values.  There will be variation in yields from these values,
depending on the factors listed above (animal type, degree of muscling, amount of fat deposition, fill in
the G.I. Tract, and cutting method - - closeness of fat trimming and amount of bone removed).
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How Much Meat Will You Take Home?
(From a Carcass, Side or Quarter)
By Dennis Buege and Ron Russell - Meat Science Laboratory, Animal Sciences Department - UW
Madison

When animals are processed and the meat is bought by the carcass, side or quarter, how much trimmed,
packaged meat should be available to take home to the freezer?  The purpose of this fact sheet is to
provide information on meat yields from beef, pork and lamb.

Losses From Slaughter and Meat Cutting
There is a large reduction in weight in going from a live animal to packaged cuts of meat.

Slaughter Losses - The slaughter process involves removal of the animal�s blood, hide and internal
organs.  Dressing percent refers to the percentage of the live weight found in the carcass (carcass weight
÷ live weight X 100).  Dressing percent varies with the type of animal, its thickness or muscling, its
fatness, the method of dressing (skinned vs. dehaired pigs) and how much feed was present in its
digestive tract.

Beef Pork Lamb

Dressing Percent 56-65% 65-75% 45-55%

Live weight (lbs.) 1,200 250 120

Carcass weight (lbs.) 650-800 160-190 60-65

Beef Pork Lamb

Expected Cutting Yield 55-68% 65-75% 45-65%

Carcass weight (lbs.) 725 175 60

Packaged meat weight (lbs.) 400-500 114-132 28-40

(40% of live weight) (50% of live weight) (30% of live weight)
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Product Yields from Beef

Live Steer 1200 lbs. Carcass 725 lbs.

Estimates Packaged Product-

Untrimmed Trimmed Ground Total Useable Total Product Possible Cuts
Wt. (lbs.) Cuts (lbs.) Beef (lbs) Product (lbs.) (% of Carcass)

Round (22%)* 160 72 30 102 14 Sirloin Tip
Round Steaks
Round Roasts
Rolled Rump

Loin (16%) 116 43 15 58 8 T-bone
Porterhouse
Sirloin
NY Strip
Tenderloin

Rib (9%) 65 40 12 52 7 Rib Steak
Rib Roasts
Ribeyes
Short Ribs

Chuck (27%) 196 80 65 145 20 Chuck and 
Arm Roasts
Chuck Steaks

Flank, Plate, 145 38 56 94 13 Flank Steak
Brisket, Brisket
Shank (20%) Short Ribs

Soup Bones

Miscellaneous 43 6 6 1
(6%)
TOTAL 725 270 184 457 63

2. Percent of starting carcass weight.
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Product Yields from Pork

Live Pig 250 lbs. Carcass 175 lbs.

Untrimmed Trimmed Product

Weight (lbs) Weight (lbs) % of Carcass Possible Cuts

Ham (25%)* 44 32 18 Cured or Fresh Ham

Loin (18%) 34 30 17 Rib and Loin Chops
Sirloin Roast
Country Style Ribs

Blade Shoulder (8%) 15 13 7 Blade Steaks and
(Boston Butt) Blade Roasts

Picnic Shoulder (9%) 16 13 7 Arm Roasts
Lean Trimmings for 
Sausage

Side (17%) 30 28 16 Bacon and Spareribs

Miscellaneous (20%) 36 15 8 Neck Bones
Sausage Trimmings

Total 175 130 74

3. Percent of starting carcass weight.

Product Yields from Lamb

Live Lamb 120 lbs. Carcass 60 lbs.

Untrimmed Trimmed % of Carcass Possible Cuts
Wt (lbs) Wt  (lbs)

Leg (28%)* 17 12 20 Leg Roasts 
Leg Slices

Loin (16% 9 6 10 Loin Chops
Loin Roasts

Rib (12%) 7 4 7 Rib Chops
Rob Roasts
Rack of Lamb

Shoulder (24%) 14 9 16 Shoulder Roasts
Arm Chops
Blade Chops

Miscellaneous (20%) 12 6 10 Riblets, Stewmeat
Ground Lamb
Shanks, Flank

Total 60 45 63

4. Percent of starting carcass weight.
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Meat Processing Terminology
Dressing Percent: The carcass weight
expressed as a percentage of the live weight.
For example, a 120-pound lamb yielding a 60-
pound carcass has a dressing percent of 50%.
Dressing percent varies with species of animal,
live weight, hide cleanliness, fill in the digestive
tract, degree of muscle development, fatness,
and dressing procedure.  Heavier weights, clean
hides, minimum fill, heavy muscling and higher
fat content increase dressing percentages.

Dressed Weight: The same as carcass or
hanging weight.  The weight of the carcass after
removal of the head, hide (or hair), feet, organs
and digestive tract during slaughter.  Meat sold
in bulk for the home freezer is usually priced on
a carcass or hanging weight basis.

Sides and Quarters: A side is half of a
carcass.  It is a common method by which beef
or pork are sold for home freezers.  Beef is also
sold as quarters or as �split sides�.  A front
quarter is the front half of a carcass side.  A
hindquarter is the back half of a carcass side.
Because the hindquarter contains a larger
proportion of higher priced cuts, it always sells
for more per pound than the front quarter.  A
split side is a quarter of a carcass, but includes
cuts from both the front and hind quarter (a
�half of a half�).  Lambs are usually sold by the
full carcass.

Processing Cost: The cost of cutting, wrapping
and freezing a carcass, side or quarter.  The
processing cost is usually charged on a per-
pound basis for the hanging weight in addition
to a slaughter fee.  Additional processing
charges are assessed for extra services such as
curing hams and bacons, making patties or
sausages, etc.

Cutting Loss: Also known as processing loss.
It is the percent of the carcass weight lost as
bone or fat when a carcass is fabricated into
packaged cuts.  Cutting losses may vary
considerably, depending largely on the amount
of trimmable fat on the carcass.  For example, a
very lean beef carcass may have a cutting loss
of only 25-30%, while a very fat carcass may
have a loss of over 40%.  Cutting loss is also
affected by cutting method (bone-in vs.
boneless cuts), and how closely the fat is

trimmed (1/8 inch vs. 3/4 inch trim).  Individual
meat cuts sold at retail counters are subject to
similar cutting losses.  Final retail prices reflect
these packer-to-retailer cutting losses.

Packaged Weight: Weight of packaged retail
cuts that are ready for display in a meat case or
storage in a home freezer.

Aging: Holding meat animal carcasses at low
temperatures (35-45oF) for 7 to 14 days to
allow naturally occurring enzymes in the meat
to improve tenderness.  Most tenderization
occurs during the first 10 days of aging.  Subtle
flavor changes may also occur due to chemical
reactions in the fat.  Only beef and lamb
carcasses with a uniform, protective fat cover
may be aged without incurring excessive
surface moisture loss if they are aged for long
periods.  Aging is very important to enhance
beef eating quality.  Because lambs are very
young, they require a shorter aging period than
beef.  Pork is not aged.

Marbling: Flecks of fat in the lean.  Marbling
contributes to the flavor and juiciness of meat.
Larger amounts of marbling increase the caloric
content of meat.

Beef Grades: A voluntary carcass
classification system administered by the
USDA.  Graded carcasses are assigned a quality
grade based on the estimated eating quality, and
a yield grade based on the expected yield of
retail cuts from the carcass.

Quality grades (Prime, Choice Select) reflect
animal age and the amount of marbling in the
lean.  As the quality grade increases from
USDA Select to USDA Prime, the amount of fat
(marbling) in the lean increases.

Quality Grade Marbling in Ribeye

Prime Abundant

Choice Modest

Select Slight

Standard Traces
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Yield grades (1, 2, 3, 4, and 5) estimate the
expected cutting yield when carcasses are
processed into retail cuts.  Yield grade 1
carcasses are exceptionally lean while yield
grade 5 carcasses are very fatty.  The degree of
muscle development in a carcass can also affect
the yield grade.

Forms In Which Meat Can Be Sold
(Beef, Pork, Lamb and Veal)

� whole carcass
� half carcass (side)
� front or hind quarter (beef)
� split side (half of a half)
� bundles
� individual retail cuts
� processed meat products

Meat processors report that split sides are very
popular.  This gives the customer all the cuts
from a side of beef (or pork), but in half the
quantity (and for half the cost).  Although a
processor can offer 25 or 50 pound bundles of
beef for sale from his plant, the sale of these
smaller quantities may be difficult for a
producer to coordinate in direct sales, because
of the need to move all the cuts in a somewhat
uniform manner.  However, it can be done.

Cutting Instructions
Some producers collect cutting and processing
information from the  customer, and pass it
along to the processor.  In most cases, the
customer deals directly with the plant in
arranging cutting instructions.  This is the way
most plants prefer to operate (some insist on it).
Plant operators are experts in processing and
can more correctly tailor cuts and package
weights to customer needs and desires and can
also offer alternatives to customers.  Also, if
there is dissatisfaction with the processing, it
will come back to the processor and not the
farmer.  Colorful 8-1/2 x 11 inch meat charts
showing the major cuts from beef, pork, lamb
or veal carcasses are available from the
National Live Stock and Meat Board at a cost
of $14 per 100.  Order at 1-800-368-3138.
These may be useful in assisting customers in
determining how they want their meat cut.

Packaging and Storage Life
Almost always the meat in direct-to-consumer
sales is frozen, and will be used by the
customer over a period of months.  Proper
wrapping of meat in high quality freezer paper
and rapid (sharp) freezing contribute to longer
lasting quality in the product.  The goal is to
prevent moisture loss from the meat (freezer
burn) and keep out air, which contributes to
rancidity development (off flavors).  Vacuum
packaging in a plastic barrier film is an
excellent way to achieve this, and also provides
good visibility of the product.  However,
sometimes, handling of the frozen meat in such
vacuum packages may lead to �leakers,�
packages which lose their vacuum and the
advantages that this packaging system provide.

Another key to customer satisfaction is having
them use up the frozen product while it is still
in good condition.  Remind customers to
operate their freezers at 0oF, and to use up the
frozen product within these time limits for best
flavor: 

� beef - within 9 months
� pork - within 4 months
� lamb - within 9 months

For greatest customer satisfaction, try to �size�
the amount of meat purchased to how fast a
family uses it, so that product does not remain
excessively long in their freezer, and provide
them with undesirable eating experiences.



58

M
eat

 
Pr

oce
ssi

ng
M

eat
 

Pr
oce

ssi
ng

The Nutrient Composition 
of Meat Cuts
By Dennis Buege, Extension Meat Specialist
and Susan Nitzke, Extension Nutrition
Specialist, University of Wisconsin - Madison

Nutrient information for popular fresh meat,
poultry and fish products has been developed
from USDA handbooks, and is now posted or
made available as handouts at retail cases in
many grocery stores.  The purpose of this fact
sheet is to provide that nutrient information for
beef, pork, lamb and veal cuts, and to make
comparisons to poultry and fish products.

Nutrient values for fresh meat cuts are based
upon 3 ounce (85 grams) boneless portions of
cooked lean, trimmed of removable fat.  Three
ounces of cooked meat is represented by a
quarter-pound hamburger (4 ounces raw - 3
ounces cooked), or is approximately the size of
a standard size deck of playing cards.  The
USDA recommends that individuals daily
consume two to three servings (5 to 7 ounces)
from lean meat, poultry, fish or alternates (such
as eggs, dried beans, and nuts) group.
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Nutrients In Three Ounce Cooked, Trimmed Serving

Beef

Cut Calories Calories Total fat Saturated Cholesterol Protein (g) Iron (% 
from Fat (gm) Fat (gm) (mg) daily value)

Eye Round Roast 140 40 4 2 60 25 10

Top Round Steak 150 40 4 1 70 27 15

Tip Round Roast 160 50 6 2 70 24 15

Sirloin Steak 170 60 6 2 75 26 15

Chuck Arm Roast 180 60 7 3 85 28 20

Top Loin Steak 180 70 8 3 65 24 10

Tenderloin Steak 180 80 9 3 70 24 15

Rib Steak, 190 90 10 4 70 24 10
Small End

Rib Roast, 200 100 11 4 70 23 15
Large End

Chuck Blade Roast 210 100 11 4 90 26 15

Ground Beef 210 100 11 4 85 27 15
(10% fat)* 

Ground Beef 230 120 13 5 85 24 15
(17% fat)*

Ground Beef 250 150 17 6 85 23 15
(27% fat)*

* Ground beef fat percentage is before cooking; products were broiled to well-done.

Veal 

Cut Calories Calories Total fat Saturated Cholesterol Protein (g) Iron (% 
from Fat (gm) Fat (gm) (mg) daily value)

Cutlets 130 25 3 1 90 24 4

Loin Chop 150 50 6 2 90 22 4

Rib Roast 150 60 6 2 95 22 4

Shoulder Blade Steak 170 50 6 2 135 28 6

Shoulder Arm Steak 170 40 5 1 130 30 6
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Pork

Cut Calories Calories Total fat Saturated Cholesterol Protein (g) Iron (% 
from Fat (gm) Fat (gm) (mg) daily value)

Tenderloin Roast 140 35 4 1 65 24 6

Top Loin Roast 170 60 6 2 65 26 4

Top Loin Chop 170 60 7 2 70 26 4

Loin Chop 170 60 7 3 70 26 4

Sirloin Roast 180 80 9 3 75 25 6

Rib Chop 190 80 8 3 70 26 4

Shoulder 190 100 11 4 80 23 8
Blade Steaks

Country Style Ribs 210 110 13 5 80 23 6

Ground Pork 250 160 18 7 80 22 6

Spareribs 340 230 26 9 105 25 8

Lamb

Cut Calories Calories Total fat Saturated Cholesterol Protein (g) Iron (% 
from Fat (gm) Fat (gm) (mg) daily value)

Shank 160 45 5 2 90 26 10

Leg, Whole 160 60 7 2 75 24 10

Shoulder Arm Chop 170 70 8 3 80 24 10

Loin Chop 180 80 8 3 80 25 10

Shoulder 180 90 10 3 80 22 8
Blade Chop

Rib Roast 200 100 11 4 75 22 8

Comparisons Among Cooked Meat, Poultry and Fish

Beef (composite)* 185 70 8 3 75 25 14

Pork (composite)* 180 70 8 3 75 25 5

Lamb (composite)* 175 70 8 3 80 24 9

Veal (composite)* 165 55 6 2 100 27 6

Chicken Breast** 120 15 1.5 0.5 70 24 4

Chicken Thigh** 150 60 7 2 80 21 6

Turkey Breast** 120 10 1 0 55 26 8

Turkey Thigh** 140 40 5 1.5 65 23 15

Cod** 90 10 1 0 50 19 2

Salmon** 150 65 7 1 50 22 4

Shrimp 110 20 2 0 150 22 5

* Average of major cuts
** Skinless
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How Does Meat Fit Into a Healthy Diet?
Meat is a good source of protein, B-vitamins, and minerals such as iron and zinc.  But how does it fit into
a heart-healthy diet?  The table below presents for three levels of calorie intake the upper limits for daily
consumption of total fat, saturated fat and cholesterol, as recommended by the American Heart
Association.  Comparing the values listed above for various products to this table shows how a 3 ounce
serving fits into these daily recommendations:

Total Fat Saturated Fat Cholesterol

American Heart Association < 30% of calories < 10% of calories < 300 milligrams
Daily Recommendations

Daily Calories

1,500 calories Less than 50 grams 15 grams 300 mg

2,000 calories Less than 65 grams 20 grams 300 mg

2,500 calories Less than 80 grams 25 grams 300 mg

Sources of Nutrient Information:

� Beef: USDA Handbook 8-13 (1990)
� Fish:USDA Handbook 8-15 (1987)
� Veal: USDA Handbook 8-17 (1989)
� Lamb: USDA Handbook 8-17 (1989) 
� Poultry: USDA Handbook 8-5  (1979)
� Pork:USDA Handbook 8-10 (1991)
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Nutritive Content of 
Alternative Red Meat Products
Ostrich � Emu � Venison � Elk � Bison

Dennis R. Buege1, Mark Kreul1, and Juliette C.
Howe2 1Animal Sciences Department,
University of Wisconsin � Madison  2USDA
Nutrient Data Laboratory, Beltsville, MD

Meat and poultry products provide valuable
nutrients to the diet, including large amounts of
high quality protein, important minerals such as
iron and zinc, and significant amounts of five
B-vitamins.  Beef, pork, lamb, veal, chicken
and turkey have traditionally been the primary
meats consumed in the U.S. diet.  During the
1990�s, other sources of �red� meat emerged as
alternatives in the meat supply, such as farm-
raised bison, elk, deer, emu and ostrich.
Because of their red color and the fact that most
have not been traditionally consumed in the
U.S., these products are sometimes collectively
described as �alternative red meats� (ARM).

For some of these species, meat was initially a
by-product of their production. Animal parts
such as hide (skin), antlers, feathers, and oil
were sometimes the most valuable parts of the
animals.  However, over time, the meat has
become a significant part of their value and is
offered for sale at some retail stores and
restaurants nationwide.

To date, little nutrient information has been
available on the products of these species, as
they are raised in the U.S.  An exception is
bison (American buffalo), which is really one of
the original meat sources on this continent, and
for which some nutrient information exists.  In
1998 the United States Department of
Agriculture (USDA) funded a research project
at the University of Wisconsin entitled
�Alternative Red Meat: Marketing and
Processing Improvement.�  This work was
administered through the Wisconsin Department
of Agriculture, Trade and Consumer Protection
(WDATCP), and carried out by the Meat
Science Laboratory (Animal Sciences
Department).  An important aspect of this
project was determination of the nutrient
content of ARM meat products.  This article
summarizes the findings of that nutrient study
and compares them to nutrient information on
traditional meat sources.

Source of ARM Products Tested
To assure that the nutrient information obtained
was representative of products marketed across
the U.S., ARM products were selected for
analysis to represent different geographic areas
of production and processing, methods of
feeding/raising the animals, and organizations
that are strongly involved in marketing
products.  In most cases, 6 samples (or products
of 6 animals) were included in the analyses.
For venison, bison and elk, several cuts and
ground product were examined.  For ostrich,
only ground product was tested, since Texas A
& M University had already done nutrient
analyses on ostrich products.  Likewise, Texas
Tech University had earlier analyzed nutrients
in some emu cuts, so this study only examined
the nutrient content of ground emu and two
selected cuts. 

ARM 
Product Preparation and Nutrient Analysis
Meat products were most often received as
prepared cuts or patties, ready for cooking.
Bison cuts were received as vacuum-packaged
primal sections that were cut into steaks while
still in the frozen state.  When ground product
was received in bulk form, four-ounce patties
were formed prior to cooking.  All ARM cuts
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reported here were broiled to a final internal
temperature of 160oF, which corresponds to a
medium degree of doneness.  Ground products
were pan-broiled to an internal temperature of
160oF, the minimum temperature recommended
for ground meat patties to insure safety from
pathogenic bacteria.

The nutrient content of the trimmed, cooked
lean was determined by a commercial analytical
laboratory.  All procedures used in product
preparation and nutrient analysis were approved
by personnel at the USDA Nutrient Data
Laboratory to insure that the results would be
acceptable for later inclusion in their Nutrient
Database for Standard Reference.

Source of 
Nutrient Information on Traditional Meats
The most respected source of nutrient
information on foods is the USDA Nutrient
Data Laboratory�s �Nutrient Database for
Standard Reference.�  This is available to
everyone via the internet at
www.nal.usda.gov/fnic/foodcomp.  Comparative
nutrient values for beef, pork, lamb, veal,
chicken and turkey products provided in this
report were obtained from that web-based
source.

Nutrient Composition of Cooked Meat Cuts
Table 1 presents key nutrients present in
selected ARM cuts and in comparable cuts of
traditional meat and poultry.  The information is
based upon cooked, three-ounce servings,
trimmed of external waste fat, or with skin-
removed.  Three ounces is the standard serving
size designated by nutrition authorities for
expressing the nutrient content of fresh meat
and poultry products.  A three-ounce cooked
serving is the size of a quarter-pound hamburger
(4 oz. Raw = 3 oz. After cooking), or the size of
a standard size deck of playing cards.  The
USDA�s Food Guide Pyramid recommends two
to three servings of meat, poultry, fish, beans,
eggs and/or nuts daily.

While this project analyzed many nutrients in
ARM products (including all minerals,
vitamins, amino acids and fatty acids), Table 1
reports only key nutrients for which meat

provides significant amounts - protein, iron,
vitamin B6 and vitamin B12.  Total fat,
saturated fat (a part of the total fat), cholesterol
and calories are also provided because of
consumer interest in these components and their
association with important dietary
recommendations.  Daily recommended intakes
of nutrients, as provided by government
agencies and health organizations, are included
for comparison.

All meat and poultry cuts are excellent sources
of high-quality protein, with a three-ounce
cooked serving providing about one-half of
most individuals� daily protein needs.  In
general, cooked cuts from the ARM species
were lower in fat and saturated fat than
comparable beef, pork, and lamb cuts, and
chicken thigh.  However, the meat of all species
was fairly similar in cholesterol content.
Although cholesterol is a lipid material, it is not
the same as fat and does not vary with fat
content of the meat.  For example, veal products
are lower in fat, but relatively higher in
cholesterol.  Most of the cholesterol found in
meat is associated with muscle and fat cell
membranes.

ARM products are very good sources of iron,
an important element required for red blood cell
formation.  Since much of the iron in meat is
associated with the red meat pigment
myoglobin, the strong red color of ARM
products predicts higher iron contents.

Three-ounce servings of the ARM cuts provided
from 18% to 35% of the daily Vitamin B6
needs.  Vitamin B12, required for the synthesis
of DNA and for growth and development, is
only found in animal products.  Meat cuts
varied substantially in vitamin B12 content,
ranging from 12% of the daily recommended
intakes from a single serving of chicken or
turkey to 130% of the recommended daily
intake from one serving of venison tenderloin.

Nutrient Composition of Cooked Ground Meat
Producers of all ARM species market ground
products.  The fat content of ground products
can vary widely and is determined by the types
of raw materials used.  For example, raw
ground beef can range from 5 to 30% fat.  In
these analyses, ground ARM products
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represented what was commercially available
from industry sources.  The average fat content
of raw products in this study was: ostrich -
8.7%; emu - 4.0%; venison - 7.1%; bison -
16.2%; and elk - 8.8%.  The ground beef and
ground turkey included in Table 2 for
comparison purposes contained 17% fat (similar
to ground chuck) and 8% fat, respectively, in
the raw state.

Many of the observations noted above for
cooked cuts likewise hold for cooked ground
products.  ARM ground products tended to be
lower in fat and saturated fat, higher in iron,
and similar in cholesterol content to ground
beef or turkey.  An exception was ground bison
which was very similar to the ground beef.
Ground emu and ostrich were substantially
higher in vitamin B12.

Summary
This article summarizes determinations of the
nutrient content of cooked products from
Alternative Red Meat species (ostrich, emu,
venison, bison and elk), and compares them to
the nutrient content of traditional meat and
poultry species.  In general, ARM products tend
to be lower in fat and saturated fat, higher in
iron and similar in protein, vitamin B6 and
cholesterol when compared to most traditional
meat products.  Emu and ostrich were found to
have higher levels of vitamin B12.

For a complete copy of the University of
Wisconsin report, contact Dennis Buege  
(608-262-0463).  Cost is $5 to cover copying
charges.

This fact sheet has been peer-reviewed by Susan
Nitzke and Sherry Tanumihardjo, Department of
Nutritional Sciences, University of Wisconsin-
Madison.
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Table 1.  Nutrient Content of Alternative Red Meat, and Traditional Meat and Poultry Cuts
Based upon 3 oz. (85 gram) cooked, trimmed/skinless servings -

Product Calories Protein Total Saturated Cholesterol Iron Vit B6 Vit B12
(gm) Fat (gm) Fat (gm) (mg) (mg) (mg) (mcg)

Daily Dietary 
Recommendations* 1600-2800 50 <65 <20 <300 8 - M 1.7 2.4

18 - F

Ostrich1

Fan 114 22 2.3 0.7 65 2.4 NA NA

Top loin 132 24 3.3 1.0 79 2.8 NA NA

Inside strip 139 25 3.6 1.1 82 4.1 NA NA

Tenderloin 113 20 3.2 1.0 81 2.4 NA NA

Emu

Fan 122 26 2.0 0.5 70 3.9 NA NA

Loin 123 25 2.7 0.7 75 4.3 NA NA

Full Rump2 143 29 2.3 0.7 NA 5.9 0.8 1.9

Inside drum2 133 28 1.7 0.6 NA 6.2 0.8 2.0

Venison

Round 129 27 1.6 0.8 72 3.6 0.6 2.0

Loin 128 26 2.0 1.0 67 3.5 0.6 1.6

Tenderloin 127 25 2.0 1.0 75 3.6 0.5 3.1

Bison

Round 146 26 3.9 1.7 71 3.0 0.5 1.6

Rib 151 25 4.8 2.1 67 2.5 0.4 1.1

Sirloin 146 24 4.8 2.1 73 3.0 0.5 2.4

Elk

Round 131 26 2.2 1.1 66 3.5 0.4 1.3

Rib/loin 141 26 3.3 1.6 64 3.4 0.4 0.7

Tenderloin 137 26 2.9 1.4 61 3.5 NA NA

Beef3

Round 161 27 5.0 1.7 71 2.4 0.5 2.1

Loin 182 29 8.6 3.3 65 2.1 0.4 1.7

Pork3

Leg (fresh) 179 25 8.0 2.8 80 1.0 0.4 0.6

Loin 173 26 6.6 2.3 68 0.7 0.3 0.6

Lamb3

Leg 162 24 6.6 2.4 76 1.8 0.1 2.2

Loin 183 25 8.3 3.0 80 1.7 0.1 1.8

Veal3

Leg 128 24 2.9 1.0 88 0.8 0.3 1.0

Loin 149 26 5.9 2.2 90 0.7 0.3 1.1
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Table 1.  Continued
Based upon 3 oz. (85 gram) cooked, trimmed/skinless servings -

Product Calories Protein Total Saturated Cholesterol Iron Vit B6 Vit B12
(gm) Fat (gm) Fat (gm) (mg) (mg) (mg) (mcg)

Daily Dietary 
Recommendations* 1600-2800 50 <65 <20 <300 8 - M 1.7 2.4

18 - F

Chicken3

Breast 140 26 3.0 0.9 72 0.9 0.5 0.3

Thigh 178 22 9.2 2.6 81 1.1 0.3 0.3

Turkey3

Breast 115 26 0.6 0.2 71 1.3 0.5 0.3

Dark meat 138 25 3.7 1.2 95 2.0 0.3 0.3

gm = grams; mg = milligrams; mcg = micrograms; M = males; F = females
1 Source: Ostrich Meat Industry Development Final Reports (1993 and 1996), Texas A&M University.

2 Source: Texas Tech University

3 Source: USDA Nutrient Database for Standard Reference.

*Based on FDA�s Daily Values for a 2000-calorie diet, and the Institute of Medicine�s Dietary Reference
Intakes for iron, B6 and B12.

Table 2.  Nutrient Content of 
Cooked Ground Product from Alternative Red Meat, and Traditional Meat and Poultry Species.
Based upon 3 oz. (85 grams) of cooked product -

Product Calories Protein Total Saturated Cholesterol Iron Vit B6 Vit B12
(gm) Fat (gm) Fat (gm) (mg) (mg) (mg) (mcg)

Daily Dietary 
Recommendations* 1600-2800 50 <65 <20 <300 8 - M 1.7 2.4

18 - F

Ground Ostrich 149 22 6.0 1.6 71 2.9 0.4 4.9

Ground Emu 139 24 4.0 1.1 74 4.3 0.7 7.2

Ground Venison 160 23 7.0 3.6 83 2.8 0.4 2.0

Ground Bison 202 20 12.9 5.7 70 2.6 0.3 1.9

Ground Elk 162 23 7.4 3.6 66 2.8 0.4 2.2

Ground Beef** 217 21 13.9 5.5 69 2.0 0.2 1.7

Ground Turkey** 200 23 11.2 2.9 87 1.6 0.3 0.3

Intakes for iron, B6 and B12.

*Source: USDA Nutrient Database for Standard Reference

9. ground beef is 17% fat in raw state (similar to ground chuck).  Pan-fried.

10. ground turkey is 8% fat in raw state.  Cooked.

*Based on FDA�s Daily Values for a 2000-calorie diet, and the Institute of Medicine�s Dietary Reference 
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Meat Science and Meat Sense
Information on 
Sausages and Sausage Manufacture
Prepared by:
Dr. Dennis Buege, Meat Science Laboratory

Sausage Types
A simple definition of sausage is ground or
chopped meat combined with salt, spices and
other ingredients and shaped in some manner,
usually by means of size casings. The origin of
sausage-type products precedes recorded
history. Over the centuries, sausage making has
been refined and developed into an art strongly
tied to ethnic groups. Today scientific principles
are being employed to improve production
procedures and product quality.  By altering the
process and meat and spice ingredients, a wide
variety of sausages can be produced.
Classifying all sausages into specific categories
is very difficult, since any given sausage may
be produced in a number of different ways.
Below is a very simple and broad classification
of the various sausage types based upon
processing procedures and product
characteristics:

Fresh sausages: Raw sausages (cooked by
consumer), and do not contain the �curing�
ingredient nitrite. Examples include fresh pork
sausage, fresh Italian sausage, and fresh
bratwurst.

Cooked sausages: Ready-to-eat sausages which
are fully cooked during manufacture. Many are
also smoked. These products may be eaten
without heating, but often are reheated before
serving. Examples include wieners, bologna,
cotto salami, smoked sausage, cooked bratwurst
and liver sausage.

Fermented sausages: Have a characteristic
�tangy� flavor due to the accumulation of lactic
acid produced from a microbial fermentation of
added sugars (or in some cases by direct
addition of encapsulated acids). These sausages
are dried to varying extents during processing.
Semi-dry fermented sausages (slight drying)
include summer sausage and snack sticks. Dry
fermented sausage (extended drying) include
pepperoni, hard salami, and Genoa salami. With
the proper amount of acidification and drying,
these sausages can be shelf stable (no

refrigeration needed).

Meat loaves and jellied products: Mixtures of
chopped meat usually processed in pans or
metal molds. Jellied products consist of cooked
meat chunks suspended in gelatin. Examples
include pickle and pimento loaf, honey loaf,
jellied roast beef loaf and head cheese.

Sausage Types
Meat: Beef, veal, pork, lamb, mutton and
poultry are all suitable for use in sausage. If you
slaughter your own animals, meat off of the
head, trimmings off of the skeleton and less
popular cuts can be saved for sausage. If you
purchase meat ingredients for making sausages,
inexpensive cuts such as beef short ribs, chuck
cuts, round cuts, and pork shoulder cuts can be
used. Tenderness won�t be a problem since
we�re producing a ground product. Whatever
the source, use only raw meat ingredients that
are fresh and wholesome. High quality sausages
can be made only if the starting raw materials
are of high quality.

Venison and other game meat may be
substituted for all or part of the lean meats in
sausage recipes. Because game is often
slaughtered in the field under less sanitary
conditions, it is especially important to be
aware of the wholesomeness and condition of
this type of meat. Generously trim away
evidence of spoilage (discoloration, off-odors,
stickiness, slime, etc.). Some people remove all
of the trimmable fat from venison, as this fat
can contribute to the development of rancid off-
flavors.

Salt: Salt is the most important non-meat
ingredient in sausages. Salt enhances the flavor
of the sausages, and aids in preserving them
against microbial spoilage (although the low,
present day salt levels exert less of a
preservative effect that the higher levels of the
past). Salt also �solubilizes� and extracts the
muscle protein on the surface of meat particles.
This semi-fluid protein film coagulates during
heating, binding the meat particles together and
producing a firm sausage texture. Most sausage
formulations contain 1 to 3% salt. Salt levels
can be adjusted to suit your tastes. �Lite� salt, a
blend of sodium chloride and potassium
chloride, can be used to reduce the amount of
sodium in the product (be aware that
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excessively high levels of potassium chloride
can import a bitter flavor to the product).

Nitrites and Nitrates: The purpose of these
�curing� ingredients is to inhibit the growth of
certain microorganisms (including the one that
causes botulism); to develop the typical pink
color of cured meats; and to enhance the flavor
of the product. Nitrite is the specific active
ingredient that carries out the functions listed
above. When nitrate is used, it must be first
converted to nitrite by microorganisms present
in the meat. Potassium nitrate (saltpeter) was
the salt historically used for curing. However,
sodium nitrite has largely replaced the use of
nitrate today.

Caution must be used in adding nitrite to the
sausage batter since overdoses of this ingredient
can be toxic to humans. Because of the safety
concern in using nitrite, it is not readily
available in pure form. In addition, since nitrite
is added at a very low level (1/4 ounce per 100
pounds of meat) it would be difficult to
accurately weigh out the desired amount on
commonly available scales. Therefore, for
safety and accuracy salt blends already
containing nitrite at the proper level are best
used by home sausage makers when the recipe
calls for nitrite or nitrate addition. Mortons
�Tender Quick Salt� is an example of such a
blend, containing a very small amount of nitrite
and nitrate. It is available in many grocery
stores. When this blend is used as the salt
source for products that call for nitrite or
nitrate, these curing ingredients will
automatically be added to the batter at a safe
and proper level.

Most commercial meat processors obtain their
nitrite in the form of a �curing salt.� This is
usually a blend of 6% sodium nitrite and 94%
salt (colored pink by some manufactures to
clearly distinguish it from salt or sugar). At this
dilution rate processors add 4 ounces of the
curing salt to 100 pounds of meat (0.4 ounces
or 11 grams per 10 lbs. Of meat) to achieve the
proper level of nitrite addition (156 parts per
million). 

Cooked sausages can be made without adding
nitrite if desired. Such sausages will be brown
in color (rather than pink), and more susceptible
to flavor changes and microbial spoilage. It is

best to store them in the freezer.

Spices: Much of the distinguishing flavors of
different varieties of sausage is due to the type
and quantity of spices in the recipe. Home
sausage makers will usually use ground or
whole natural spices in their products. The
commercial meat processing industry today also
uses spice extracts (extracts from natural spices
which contain the characteristic flavors) in
place of some natural spices. When these
extracts are used, they are listed as �flavorings�
on the product label.

Spices can be a significant source of bacterial
contamination to sausages. Processors, if
desired, can buy spices which have been
sterilized by exposure to ethylene oxide gas or
irradiation. Buy the best spice you can, for
maximum flavor and greatest purity. Spices can
loose volatile flavor components during storage.
Store in covered containers and avoid long
periods at high temperatures (i.e. above 80oF).
Spices which are over one year old may have
lost some of their flavor, particularly if they
were not stored well.

Sugars: A variety of sugar sources can be used
to impart sweetness and flavor to sausages.
These include sucrose (table sugar), brown
sugar, dextrose, and corn syrup. Sugars also
react with proteins during heating to produce
browning which enhances flavor and
appearance.

Ascorbic Acid: Ascorbic acid (vitamin C) or
sodium ascorbate speed the development of the
pink cured color in sausages containing nitrite.
Sodium erythorbate is chemically similar to
ascorbate and is also used for this purpose.
These �cure accelerators� are an optional
ingredient for home sausage makers. When
used, sausages can be heated and smoked
immediately after stuffing. If ascorbate or
erthythorbate are not used, the batter or stuffed
sausages should be held overnight (refrigerated)
before smoking and heating, to allow time for
good cured color development. These
ingredients are used at the rate of 7/8 oz. Per
100 pounds of meat.

Binders and Extenders: These are
miscellaneous ingredients that may improve
flavor, help the sausages better retain fat and
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moisture (binders), or lower the cost of the
sausage recipe (extenders). The best known of
these ingredients include non-fat dried milk,
cereal flours, and soy protein products. These
products can be incorporated to suit your taste.
In most commercial products they are restricted
to less than 3.5% of the product weight.

Water: Government regulations permit various
levels of water to be retained in many finished
sausage products. This varies from 3% in fresh
sausages to as much as 25% in low-fat cooked
sausages. From a practical standpoint, 3% water
could be added to fresh sausages if desired, and
10 to 15% to cooked sausages (remember some
of that water will be lost from the product
during cooking). Water aids the salt in
�solubilizing� meat proteins (by forming a
brine), helps the mixing of the batter and
contributes to the juiciness of the final product.

Starter Culture: This is an inoculum of lactic
acid bacteria that converts added sugar to lactic
acid, producing the tangy flavor in fermented
sausages. Many sausage processors mix a
starter culture into the batter of summer
sausage, snack sticks, etc. prior to the stuffing
step, to insure later production of lactic acid in
the sausage. Historically, processors relied upon
chance inoculation by bacteria present in meat.
However, if insufficient numbers of naturally-
occurring lactic acid bacteria are present, little
tang may develop. Starter cultures come in
frozen or freeze-dried forms, and are available
from suppliers who serve the meat industry.
Although most starter cultures will ferment
common table sugar (sucrose), the simple sugar
dextrose is the choice of most sausage makers
to include in their fermented sausage recipe.

In order to get a successful fermentation and
acid production, the stuffed sausages must be
held at temperatures favorable for bacteria
growth (80-100oF) for 10 to 15 hours to allow
the starter culture bacteria to grow and ferment
the sugar to lactic acid. Without an effective
starter culture in the batter to rapidly produce
acid, these abusive fermentation temperatures
can pose a microbiological safety risk

Encapsulated acids: In recent years some
processors have acidified their sausage by
adding encapsulated citric or encapsulated lactic
acid to the batter, rather than using a starter

culture. Encapsulated acids are small beads of
acid surrounded by a lipid coat. These acids are
gently blended into the batter near the end of
final mixing (do not grind after mixing � don�t
want to disrupt the lipid coat). The sausage can
then immediately be cooked, and when the
batter temperature reaches 137oF, the lipid coat
melts releasing the acid. Direct addition of acid
must be done in this encapsulated form because
direct addition of non-protected acid to the
batter during mixing would cause the meat
proteins to coagulate while still in the mixer,
ruining product texture.

Encapsulated acids would be the easiest way for
home meat processors to get a tangy flavor into
their summer sausage, if they desired it. Consult
local processors to see if they use this product,
or can offer a source of these acids. Usual
addition level of encapsulated acid is 6 to 10
ounces per 100 pounds of meat (depending on
level of acid tang desired).
Note: While most summer sausages today are
fermented or acidified, it is not a requirement
for these products. Some summer sausages are
made just as cooked sausages with summer
sausage seasoning. Such sausages will not have
an acid tang, but that is desired by some
consumers.

Temperatures
It is extremely important to maintain proper
refrigeration (40oF or lower) on your raw
materials and product throughout processing,
and on the finished product. Prolonged
temperature abuse during manufacture can
permit growth of undesirable microorganisms,
leading to product spoilage or food-bourne
illness. 

During heating of cooked sausages, temperature
of the product should pass rapidly through the
temperature zone of 60-130oF which favors
rapid bacteria growth. Most cooked sausages
are heated to a final internal temperature of
around 160oF. There are some alternative
holding time and internal product temperature
combinations which will also insure an
adequate kill of disease-causing (pathogenic)
bacteria.  
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These include:

Product internal Minimum holding time at 
temperature internal temperature

145o F 10 minutes

150o F 3 minutes

155o F 1 minute

If product is being cooked in water, the water
temperature should be in the range of 160-
180oF. If being heated in a smokehouse or grill,
an air temperature of 160 to 200oF is desirable.
When cooked by dry heat, pans of water can be
placed near the product to provide some
humidity to reduce drying of the sausage.

Products should be adequately cooled after
cooking. While adequate cooking will destroy
all vegetative cells of disease-causing bacteria,
several pathogens can form spores which will
survive normal cooking procedures. If sausages
are cooled too slowly, the spores may revert to
the vegetative form and begin to grow.
Commercial processors meet the following
internal temperature cooling guidelines:

Uncured products (no nitrite):
� from 130oF to 80oF in less than 1.5 hours
� from 80oF to 40oF in less than 5 hours

Cured products (nitrite present):
� from 130oF to 80oF in less than 5 hours
� from 80oF to 45oF in less than 10 hours

Casings
Home sausage makers often inquire about
where they can buy sausage casings. Usually a
small supply of natural and synthetic casings
can be purchased from local meat processors,
who use these casings in the manufacture of
their own line of sausages. If local processors
do not have extra casings to sell, they could
direct you to their casing suppliers. Most
casings used in sausage making are either
natural, collagen or synthetic. Natural casings
are from the G.I. tract of animals. Most fresh
bratwurst are in pork casings. Natural casing
wieners and some breakfast sausages are in
lamb casings. Ring bolognas are typically in
beef casings. Natural casings always have a
natural �curve� to them.

Collagen is an animal protein, often extracted
from beef hides, and manufactured into an
edible casing (collagen is also the main protein
present in natural casings). Collagen casings are
used on some breakfast links, bratwurst
(especially pre-cooked bratwurst and other
types of linked sausages. Collagen casings
provide straight sausage links (no curve).

Synthetic casings come in a variety of forms.
�Skinless� hot dogs are manufactured in
cellulose casings (made from cotton linters),
which allow smoke to penetrate and moisture to
escape during cooking. After skinless franks are
cooked and cooled, the cellulose casings are
peeled off and discarded, producing �skinless�
products. Larger size cellulose casings have
paper fibers added for strength, and are termed
�fibrous� casings. They are used for summer
sausage and larger diameter slicing products.

Equipment
All equipment should be clean and in good
working order. Minimum equipment needed for
manufacturing most sausages includes accurate
scales, a grinder and a stuffer. A silent cutter,
consisting of high-speed rotating knives within
a revolving metal bowl, is used for production
of fine textured sausages. Sausage texture
(coarse vs fine) can also be affected by the size
of the holes in the grinder plate, and the number
of passes of the meat through he grinder. The
cooking of sausages may be accomplished in
smokehouses, covered grills or water baths.

Trichinosis
This illness is often contracted by ingesting raw
meat products containing pork infected with the
parasite Trichinella spiralis. Although very few
pigs today carry this parasite in their muscle,
government regulations specify all pork
containing products that might be eaten without
further cooking must be heated to an internal
temperature of at least 145oF as a precautionary
measure. Alternatively, if pork is frozen at 0oF
or lower for 20 days or more, it can be safely
used in products that are not heated above
140oF. This frozen product is called �certified
pork.�
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Sausage Recipes and Procedures
The following pages list recipes and procedures
for the sausages listed below. Each recipe is
based upon a batch size of 10 pounds of meat.
These are recipes used at the Meat Science Lab,
collected from a number of sources. Meat types
are suggested for each sausage. However,
substitutions of other meats of similar fat
content can be made with only minor flavor
effects on the product. For example, lean
venison could be substituted for the lean meats
in any of the recipes. Often pork or beef
containing some fat are included with venison
to enhance eating quality. The composition of
the sausages is really up to the producers�
preferences.

Fresh Pork Sausage 

Fresh pork sausage is a mixture of pork meats,
salt and spices that has been ground or chopped
with no added water or extenders. Fat content
ranges from 35 to 50% depending upon
individual preference.  (Formulas - for 10# of
pork trimmings)

Spicy or hot 
(red pepper may vary depending on taste)

3.2 oz. Salt
0.6 oz. Sugar
0.6 oz. White pepper
0.15 oz. Rubbed sage
0.15 oz. Ginger 
0.4 oz. Mace
0.4 oz. Thyme
0.4 oz. Red pepper
0.8 oz. Monosodium glutamate

Mix spices with trimmings; grind once through
3/8� plate and then through 3/16� plate. Use in
bulk form, stuff in natural casings (pork rounds)
or collagen casings.

Italian Style Pork Sausage

10.0 lbs. Lean pork trimmings (65% lean)
2.4 oz. Salt
0.4 oz. Fennel seed
0.4 oz. Crushed red pepper
0.2 oz. Ground black pepper 
0.2 oz. White pepper
0.2 oz. Paprika
0.2 oz. Coriander (optional)
0.4 chopped fresh parsley (optional)
2 garlic cloves, minced (optional)

Grind the pork trimmings through a 1/4 inch or
3/8 inch plate. Mix seasoning with the
trimmings thoroughly and stuff in natural
casings or size 30 to 36 collagen casings. Hang
overnight in 38oF refrigeration for spices to
marinate.

SOURCE: A. E. Reynolds, Extension Meat
Specialist, Michigan State University

Bratwurst

7.5 lbs. Pork trim
2.5 lbs. Beef trim or 

10.0 lbs. Pork trim (80% lean)
3.2 oz. Salt
0.8 oz. Sugar
8.0 oz. Crushed ice
3.2 oz. Non-fat dry milk
2.0 oz. Fresh chopped onion
0.5 oz. Ground white pepper
0.15 oz. Lemon juice
0.013 oz. Ground allspice (.04 gm)
0.1 oz. Ground celery seed

Grind beef and pork separately through 3/8 inch
plate. Regrind beef with onions and half the ice
through 1/8 inch plate. Mix all remaining
ingredients and remaining ice with ground beef
and onion. Add pork and mix thoroughly.
Regrind through 3/16 inch plate. Stuff into 32-
35 mm hog casings and link. Cook in 170oF
water for 10 minutes. Cool in 40oF cooler.
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Polish Sausage

9.0 lbs. Boneless pork shoulders (80% lean)
1.0 lb. Beef trimmings
4.8 oz. Shaved ice
1.6 oz. Dextrose
0.5 oz. White pepper
0.3 oz. Mustard seed
0.2 oz. Marjoram (leaf)
0.1 oz. Granulated garlic
0.2 oz. Monosodium glutamate
0.2 oz. Nutmeg
3.6 oz. Salt

Grind through 1/8 inch or 3/16 inch plate and
stuff into small diameter collagen casings or
natural pork rounds. This sausage may then be
smoked if desired. Further cooking is required.
Sodium nitrite (see instructions) may be added
to the fresh Kielbasa if a pink color is desired. 

Holiday or Smoked Kielbasa

4.0 lbs. Lean pork trimmings (85% lean)
3.0 lbs. Lean beef trimmings (90% lean)
3.0 lbs. Regular pork trimmings (50% lean)
1.0 lb. Shaved ice
Sodium nitrite (see instructions)

Use the same spices as for Fresh Kielbasa.
Grind lean beef through 1/8 inch plate and pork
trimmings through 3/16 inch plate. Add cure,
seasonings and ice and mix thoroughly. Stuff in
natural hog casings and smoke at 90-100oF for
12 hours. Raise temperature gradually to 165-
170oF and cook until internal temperature
reaches 150oF.

SOURCE: A. E. Reynolds, Extension Meat
Specialist, Michigan State University 

Wieners

6.0 lbs. Beef
4.0 lbs. Pork
2.5 lbs. Ice
3.2 oz. Salt
0.7 oz. Sugar 
0.5 oz. Ground white pepper
0.3 oz. Ground coriander
0.2 oz. Ground nutmeg
0.1 oz. Ground mustard
Sodium nitrite (see instructions)

Grind beef and pork through a 1/4 inch plate. If
a silent cutter is available, chop the beef with
the salt, nitrite, and half the ice to a temperature
of 45oF. Add the pork, spices and remaining
ice, and chop until proper texture is achieved,
but not beyond a temperature of 58oF in the
meat mixture. If a silent cutter is not available,
a coarser textured product can be made by
grinding the beef through a 1/8 inch plate and
mixing thoroughly with the ice, cure, salt and
spices. Grind the pork through a 1/8 inch plate
and add to mixture. Blend until a uniform
consistency is achieved. Stuff into natural or
cellulose casings and hold over night at 40oF.
Wieners are cooked in the smokehouse by
slowly increasing the temperature from 130-
170oF. Smoke may be applied during all or part
of the cooking period.
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Summer Sausage

Formula No. 11:
6.0 lbs. Lean pork trimmings
4.0 lbs. Beef trimmings (sinews removed)
4.8 oz. Salt
0.8 oz. Sugar
0.4 oz. Ground black pepper
0.5 oz. Vinegar
0.2 oz. Coriander 
0.05 oz. Garlic powder (optional)
Sodium nitrite (see instructions)

Grind trimmings through 3/16� or 1/4� plate.
Mix the ground materials with the seasonings
and nitrite. Pack sausage in 6� deep pans and
cure at 40-45oF for 2-3 days. Regrind through
1/8� plate and stuff in No. 4 fibrous casing or 2
1/2� casings. Place in the smokehouse at 90-
110oF and give a heavy smoke for 6-8 hours.
Raise the temperature gradually to 165-170oF
and cook until the internal temperature reaches
140-150oF. Remove, shower with cold water,
allow to dry and place the sausage in
refrigeration.

SOURCE: A.E. Reynolds, Extension Meat
Specialist, Michigan State University

SOURCE: Robert Rust, Extension Meat
Specialist, Iowa State University

Dry Beef Salami

9.0 lbs. Beef trimmings (lean, 85%)
1.0 lb. Pork fat or beef kidney fat
5.0 oz. (10 Tbsp) salt
1.2 oz. (8 1/4 tsp) sugar
1.0 oz. (2 Tbsp) white pepper or black pepper
0.1 oz. (5/8 tsp) mace
0.1 oz. (5/8 tsp) ginger
Sodium nitrite (see instructions)

Grind beef through an 1/8 inch plate and fat
through 1/4 inch plate. Mix all the ingredients
for 5 minutes or until a good distribution of the
fat and lean is apparent.  Store the mix in trays
8 to 10 inches deep for 2 to 4 days at 40-45oF.
Stuff into 5 inch fibrous casings, sewed bungs
or suitable sized collagen casings. Hold stuffed
product for 9 to 11 days at 40oF and 60%
relative humidity. 

SOURCE: A. E. Reynolds, Extension Meat
Specialist, Michigan State University 

Spiced Luncheon Loaf

10.0 lbs. Extra lean pork trimmings (85% lean)
1.2 oz. Clear corn syrup
4.4 oz. Salt
0.6 oz. White pepper
0.2 oz. Mace
0.1 oz. Nutmeg
Sodium nitrite (see instructions)

Grind pork trimmings through ¼� plate. Place
in mixer, add ingredients and mix thoroughly.
Fill in molds or stuff in No. 6 fibrous casings
and hold overnight in 38oF cooler to cure.
Water cook at 160-165oF until the internal
temperature rises to 150oF. Molds may be oven-
cooked at 250-275oF until temperature rises to
150oF. Allow to cool at room temperature,
remove from molds and place in refrigeration
for storage.

SOURCE: Service Manual of Union Carbide
Corporation

Family Loaf

8.0 lbs. Pork trim (80% lean)
2.0 lbs. Lean beef trim (90% lean)
2.0 lbs. Water or ice
1.0 lb. Corn syrup
8.0 oz. Dried skim milk
0.8 oz. Dried onion
4.0 oz. Salt
8.0 oz. Tomato juice
0.5 oz. White pepper
Sodium nitrite (see instructions)

Grind pork through 3/16� plate. Chop beef and
other ingredients for 2 minutes. Add the dried
milk and chop for 3 more minutes.
(Alternatively, grind beef through 5/8� plate -
mix with remaining ingredients and grind
through 1/8� plate.) Add ground pork and mix
for 4 minutes. Cure for 24 hours at 40oF. Remix
and pack in loaf pans. Leave at room
temperature until internal temperature reaches
55oF. Bake at 250oF to an internal temperature
of 150oF. Cool to 100oF and remove from pans.
Refrigerate.

Prepared by:
Dennis Buege
Meat Science Laboratory
1805 Linden Drive Madison, WI 53706
608 262-0555
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Marketing
This chapter begins with an excerpt from an
article by Dr. Dennis Buege that appropriately
focuses on customers.  To be successful at
direct marketing, producers often need to
develop a whole new set of skills that are
necessary to attract and keep customers.  One
set of skills involves doing your own market
research, as Dr. Rami Reddy explains in the
next article.  Finding customers who want and
value what you can offer, and learning how to
modify what you offer to better fit your
customers� needs, are the goals of market
research.

Once you know who your potential customers
are, you need to convince them that you have
what they�re looking for.  Self-promotion is not
a natural thing for a lot of livestock producers,
but direct marketing requires one to promote
not only your products, but yourself and your
farm.  Dr. Reddy discusses this in the third
article of this chapter on marketing.  Next, Dr.
Reddy and Paul Dietmann tackle the issue of
pricing meat products.  Then Greg Lawless
raises the question of whether direct marketers
could improve some of their individual
marketing efforts by cooperating more with
their fellow producers.

One of the market niches that some producers
have tried to fill is consumer demand for
�organic� meat products.  A short piece
provided by consultant Laurie Greenberg
explains some of the differences between
�natural� and organic labels.  For the latest
federal ruling on organic meats, a USDA
contact is also provided.  Next a National Pork
Board article about organic pork standards is
included because it�s details about production
practices probably carries over to other animal
species.  Again, the USDA should be consulted
for the latest rulings.

Another NPB article introduces another market
niche for livestock producers: ethnic markets.
As Wisconsin and the rest of the Midwest
becomes more ethnically diverse, that opens up
market opportunities for producers who can
produce products that appeal to different
communities.  

Fortunately, Wisconsin has a grant program to
support producers who are making investments
and taking risks to develop new products and
markets.  The Agriculture Development and
Diversification (ADD) program of the state
department of agriculture has helped support
many meat-related new ventures over the past
dozen years.  All of these funded projects are
listed the conclusion of this chapter.  
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Direct Meat Marketing 
by Livestock Producers
By Dr. Dennis Buege, 
Extension Meat Specialist, UW Madison

The direct sale of meat products to consumers
represents a possible means for livestock
producers to increase returns for their animals.
By assuming some of the marketing roles
involved in transforming the live animal on the
farm to retail products ready for consumers�
freezers, extra income can be generated for the
farmer, and cost savings possible for
consumers.  In addition, there are also other
advantages for consumers which may be as
important as reduced cost.  These may include:

� Exceptional eating quality
� Freshness of product
� Reduced fat (�select� grade beef, lean hogs

and lambs, very close fat trim on cuts, lean
ground beef)

� Convenience of an in-home meat supply
� Favorable production practices
� Knowledge of source of product
� Animals raised without growth promoters

or antibiotics1

Direct marketing requires extra work and
responsibilities of the producer.  Major
considerations include:

� Producing high quality livestock which
satisfy customers desires

� Having a good working relationship with a
local meat processor

� Having an adequate base of potential
customers - finding customers

� Evaluating competition in area for these
types of meat sales

� Coordinating transactions from farm to
freezer

� Determining a price for the sale
� Collecting the money
� Making good on meat which is

unacceptable to customers

Satisfying Customers
Customers are the heart of your direct
marketing enterprise.  You are no longer
shielded from them by the packer and retailer.
You must do everything within reason to satisfy
them and encourage future sales.  Your goal
should be to provide them with a very
pleasurable experience when they purchase the
products and every time they consume them.
This includes not only the quality of the meat
and the processing job, but also the ease of the
transaction and the friendliness and courtesy
with which it was carried out.  Remember, the
�customer is always right.�

Within the flexibility of the plant operation,
give them as many options as possible on how
they can have their meat processed.  Try to
tailor the product to their wants and lifestyle.
For example, if a family does not enjoy chuck
steaks or roasts, show them how they can divert
it to ground beef, cubed steaks or summer
sausage.  Consider providing some new and
easy recipes to increase their enjoyment and use
of the product.  These can be obtained from
state livestock councils.

Some marketers like to give their customers a
little �bonus gift� with each order.  This might
be a stick of summer sausage, a jar of maple
syrup or a bottle of barbecue sauce.  Customers
remember these little things, and look forward
to what the next gift might be.

1 The USDA has regulations on how meat from animals raised without antibiotics and growth promotants can be labeled.  They
allow the use of specific statements about production as:  "Animals raised without the use of growth promoting hormones" or
"Beef raised without the use of antibiotics for 100 days prior to slaughter".  Producers making such claims must be able to
substantiate their production methods.  If no length of time is defined in the statement, it is assumed that the practice existed for
the entire life of the animal.  "Natural" is not an appropriate term to describe such meat.  The USDA defines natural as
"minimally processed and with no added ingredients," and all fresh meat products would therefore qualify.
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Repeat Sales
If you and your cooperating processor are
providing high quality products and services to
your customers and satisfying their needs, they
will probably want to continue to buy from you.

However, some may be so busy that they fail to
contact you as their meat supply dwindles or
runs out.  Therefore, after an appropriate time
interval, give them a call or send them a note to
remind them about your product.  This is also a
good opportunity to obtain some feedback on
how satisfied they were with your product, and
invite suggestions for future improvements.
Consider sending a newsletter which reminds
them about ordering more meat, and also
provides one new recipe, and perhaps some
interesting fact or quiz question about the
industry (such as, which country has the most
pigs?  - answer = China).  Use your imagination
to stimulate a repeat sale, and provide them
with an interesting and fun experience.

Keys to Customer Satisfaction 
(Repeat and New Sales)

1) Consistently provide high-quality product.
Do not compromise this principle.  Do not
use direct marketing as an outlet for inferior
animals.  Determine what your customers
want, and strive to provide it as best you
can.  Remember, positive word-of-mouth
advertising is the best and least expensive
kind.

2) Insure that beef is aged a minimum of 10
days.  Because pigs and sheep are younger
(more tender) at the time of slaughter, aging
is not necessary.  For optimum freshness,
pigs should be cut and processed 1 or 2
days after slaughter.

3) Promote good communication between the
plant and customers on cutting instructions.
Be sure the plant cuts the meat according to
the customers� needs and desires, and not
according to how the plant likes to cut it.
However, customers must be realistic in
their demands.  An innovative plant can
offer new and alternative cuts which can
increase customer satisfaction.

4) Encourage excellence by the plant in
cutting, trimming, wrapping and freezing
the meat.  A very close fat trim on cuts is
desired by most customers.  Likewise,

make sure the fat content of the ground
beef meets the expectations of the
customer.

5) Conduct open and honest communication
with customers throughout the process.
Take time to answer their questions and
make sure they understand yields and costs
up-front.  Follow-up after they have had the
meat for awhile, to see if there are any
problems.  Customers frequently are
reluctant to complain about problem
product, especially if they personally know
the seller.  Such �stored-up dissatisfaction�
can kill futures sales.  On the average each
dissatisfied customer tells 66 other people
about their unhappiness with the product.

6) Stand behind the product.  Even when
producing high quality animals, there will
likely be a time when a customer is
dissatisfied with the product.  It is better to
replace the meat or give the money back
than to argue about it.  Correcting a product
problem in a constructive, positive manner
can actually promote repeat and new sales,
because customers develop confidence and
trust in you, and share this with their
friends and acquaintances.

Do you know that satisfied customers will
leave the business for no reason and it
costs seven times more to acquire a new
customer than to retain the existing one?
Hence there is a great need to keep each
and every customer. As a direct marketer
of meat you need to cultivate these human
relationships.

Dr. Avuthu Rami Reddy, UW-Platteville
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Doing Your Own Market Research
By Dr. Rami Reddy, 
Livestock Marketing Specialist, UW-Platteville

Introduction
Have you done any market research lately? You
will probably respond by saying no. But if I ask
you �Have you read the recent article on
alternative meat marketing?� or �Are you
following the prices of livestock and meat
products?� the answer is probably yes. When
people hear the word research they often
imagine the time-consuming, expensive and
specialized nature of marketing science. Market
research can be as simple as following daily
prices, observing the markets, or reading a
report. The general economic conditions that we
observe and the forecasts we receive involve an
abundance of market research activity. We get
information through several sources such as
friends, print media, radio, TV, newsletters etc.,
When we follow the prices of the cattle, pork or
any other livestock, we are following the trends
and observing the market direction. We read
articles in the trade magazines or journals,
where most of the findings are based on
research. We are involved in the process of
market research through these secondary
sources of information on a daily basis.

In our busy world it is becoming harder for a
small businessperson to keep up with the
market developments, let alone conduct market
research. But conducting market research is
often simple and only requires a disciplined
approach.

Market research seeks to answer a few common
questions that come naturally to meat marketers
such as �What does the customer want?�
�Where can I sell my meat and meat products?�
�Does my new enterprise have any potential?�
�What alternative markets are there to explore?�
�What are the legal and regulatory constraints?�
�How should I price my meat and meat
products?�  �How do consumer trends affect the
livestock business and meat marketing?�
�Where can I sell organic and natural
products?�  �How can I reach these markets?�
�What about ethnic markets?�  �What are the
consumer perceptions and attitudes towards our
products?�  �What discounts and commissions
should be given to agents and brokers?� 

In order to answer these questions, conducting
market research is inevitable. Most market
research studies are aimed at finding and
understanding the customer. Other research has
focused on promotions, and product and sales
research. In this document we will explore the
dynamic process of market research and learn
some simple and timesaving market research
methods.

Why Do Market Research?
Market Research helps you:

� Define the market such as market potential,
trends, customer and competitive analysis,
new products, etc.

� Evaluate your market share by area, by
product line, and by customer category.

� Determine how your business and products
are perceived in various markets.

� Identify the causes of your marketing
problems.

� Improve your marketing mix elements,
such as product, price, place and
promotions.

Market research plays three roles. It is
descriptive in the sense that it helps us
understand sales trends and consumer attitudes.
It helps us in problem solving by identifying
problems and finding solutions. It is predictive
in the sense that it addresses �what if�
questions. For example, with market research
we can determine the results at various
promotional expenditures.

Significance of market research:
Here are a few points to take note of regarding
the importance of market research:

� Market research lowers your costs of doing
business by increasing the quantity and
quality of information available for making
business decisions, and thus reducing the
mistakes you make.

� Trying to sell the wrong product to the
wrong target market at the wrong price is
often a result of inadequate market
research, and is detrimental to the
business�s success. 

� Market research and competitive
intelligence are absolutely essential for the
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businesses in order to stay competitive and
remain profitable.

� Market research precedes, proceeds and
supersedes all other marketing functions.

Market research could be as simple as talking to
existing customers or suppliers or as complex as
conducting an elaborate test marketing of the
product. A few time and cost saving market
research techniques are as follows:

1) Ask your friends and relatives if they are
interested in the product you are offering.

2) Check for referrals and call them up. 
3) Use the telephone as your medium and the

telephone book as a resource. 
4) Conduct simple surveys or personal

interviews. 
5) Listen to the current customers. 
6) Place simple classified advertisements in

the media (print) that cover your target
market, and then observe the response.

7) Clip articles of interest and keep them in a
file.

8) Attend industry-sponsored conferences
and workshops.

9) Sponsor community programs or
participate in community events.

10) Hang flyers in places that are visited by
your target audience. 

11) Identify potential business advisors that
can provide you with expert advice and
answers to your business problems.

12) Talk with your employees.
13) Talk to the store manager. Look at the

local retail outlets and their meat product
offerings. If your product is unique (eg:
buffalo, rabbit, pastured poultry, quail etc.)
and not carried by the store, talk to the
purchasing manager about placing your
product on the shelf, and then monitor the
movement of the product.

14) Audit local food stores for new products
and current product disappearance.

15) Conduct simple experiments. For
example, measure the promotional
effectiveness by looking at the sales before
and after promotions such as price rebates.

16) Conduct surveys or interviews in order to
gather primary data to seek solutions for the
specific problems of your business.

17) Observing customers is the best method.
Though it involves time, it may yield
valuable information regarding the buyer,
purchasing habits, market conditions etc.

Marketing Research (MR) Process
Marketing research involves planning,
collecting and analyzing data relevant to
marketing decision-making. MR helps small
business owners to develop the marketing mix
by providing insights into lifestyles, preferences
and purchasing habits of target consumers.

Knowing the process of research will enable
you to save considerable amounts of time, gives
you pride in doing your own research, and
confidence in the results.

A small business owner can minimize the costs
of MR by using secondary sources of
information, using simple methods of gathering
primary information, and creating a good
customer contact management system.

Designing and conducting an MR project:
The MR process is a scientific approach to
decision-making that maximizes the
researcher�s chance for securing accurate and
meaningful results.  The following represent the
steps in market research process:

1) Define the marketing problem
2) Design your research plan
3) Collect and analyze the data
4) Prepare and present the report
5) Follow up: make appropriate changes in

your business

1. Define the marketing problem
Develop a problem statement or research
objectives. For example, �How can I reach new
markets?�  �How can I sell the least preferred
cuts?� Stating the purpose of the research will
improve the clarity. When dealing with a
particular problem for the first time, conduct a
situation analysis. If you understand the
problem and define the problem correctly, you
already have half the solution in your hands.
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2. Design your research plan
Research design specifies the research questions
to be asked and answered, how and when the
data be gathered, and how data will be
analyzed. Budget is finalized after the design. In
order to obtain facts, opinions and attitudes
survey methods are widely used. The most
common survey types are: In-home, In-store,
telephone interviews, focus groups and mail
surveys.

3. Collect and analyze the data
Decide the type of data required for decision-
making. There are two sources, primary data
and secondary data. Secondary data consists of
information that already exists. This is data
previously collected for any purpose other than
the one at hand.

Sources of secondary data include trade
associations data, consumer expenditure survey,
Bureau of Labor Statistics, U.S. Census,
newspapers, radio, TV, phone books, library
resources, CD-ROMs, on-line databases (NTIS,
ABI/INFORM), small business development
centers, better business bureaus, memberships
of local organizations, university systems,
extension offices, governmental agencies
(USDA, DATCP), internet, trade magazines,
conferences and professional meetings,
professional associations etc.  

One advantage of secondary information is that
it is inexpensive and easy to obtain. It saves a
lot of time and money. One disadvantages of
secondary information is potential mismatches
between the current problem and the data
gathered. The quality of secondary data may
also be a problem. Make sure to find out who
gathered the data, why the data were obtained,
what methodology was used, and when it was
gathered.  Some secondary sources are free and
others are costly. Choose the ones that fit your
budget and need.

Primary data is information collected for the
first time. It is used to solve a particular
problem under investigation. Primary data is
gathered when information is not available from
existing sources. It can be obtained by simple
means, such as recording your own
observations, doing simple surveys or
interviews and focus groups.

Advantages of primary data are that it will
answer specific research questions. The data are
current and you know the source. Sometimes no
other secondary information is available and
primary data collection is only the way to solve
a problem. Some disadvantages of primary data
are that it is expensive and time consuming.

Next, interpret and draw conclusions from the
data collected. For example, determine what
percentage of people liked your product. What
percent of sales went up due to promotions?
This is the phase where relevant information is
generated from the raw data collected. Three
types of analysis that are commonly used are
one-way frequency counts, cross tabulations
and simple statistical analysis such as
correlations and regressions.

4. Prepare and present the report
Always prepare a written report.  It should
begin with a clear, concise statement of the
research objectives, followed by a brief
explanation of the research design or
methodology employed.  A summary of major
findings should come next. The conclusion of
the report should also cite recommendations.
Even though it is not required to prepare a
formal written report for yourself it is highly
recommend that you prepare a report. If you
document your observations others can easily
follow by reading the report, and additionally
you can use it for later reference. These reports
can also serve you in order to secure financing
from the bankers.

5. Follow up 
Make appropriate changes in your business
based on the findings. Unless you take action to
implement what you found, market research
will be a futile exercise. 

When decision-making information already
exists and when the costs of conducting
research exceed the benefits then you should
resist conducting research. Field service firms
or individual contractors can complete the
research when you are pressed for time.
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Research Process at Work: An Example
Let us take a research question. Who are my
customers? In order to answer this question you
should be able to describe and define your
customer base. First, identify your customer
base and get the customer profile for your
products or business. The next step of research
is designing the research plan. Here you will
define what kinds of data you need to gather
and you will determine what amounts of time
and money are needed to conduct the research.
Thirdly, you will collect the data from primary
and secondary sources. The data can be
collected based on geographic and demographic
characteristics of the target market. A
geographic description establishes where the
customers are present physically. You will
collect data on the distance your customers
must travel to reach to your business, customer
place of residence, the topography of the region,
presence of competitors etc. You will define the
trade area based on customer zip codes or drive
time. If your business is located on the highway,
data form the department of transportation
(WISDOT) may be helpful in finding out the
traffic rate each hour of the day in a week, as
well as monthly statistics.  

Demographics refer to the characteristics of the
population. You should collect data on age,
income, gender, occupation, education and type
of residence of your target market. Other
variables include lifestyle, personality, and
degree of product loyalty by the target market.

Once you have all the data, analyze it by simple
frequency or count methods. Then prepare a
report highlighting the characteristics of your
target market, giving the customer profile based
on several variables such as geographic and
demographic characteristics.

Conclusion
The importance of market research lies in its
ability to improve the quality of decisions, to
help trace problems, to better understand the
market place and market trends. Systematic,
regular collection of information will aid in
good decision-making. Market research is a
very useful exercise and a good habit to repeat.
Try to make market research an every day habit.
Be organized in how you collect, record, and
store new information. Make careful changes in
your business in response to what you learn. 
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Promote Yourself!
By Dr. Avuthu Rami Reddy, 
Livestock Marketing Specialist, UW-Platteville

Introduction
Developing a good product that is both
available and attractively priced is important,
but communicating directly with your target
market is the key to successful direct marketing.
A target market is a set of customers or buyers
sharing common needs or characteristics that
the business serves. As a meat direct marketer,
your target market may be your neighbors,
church congregation, wealthy suburbanites,
upscale restaurant chefs, grocery managers or
internet shoppers. You should decide how much
to spend on what methods to best communicate
with your target market.

There are different methods to communicate
directly with your target market.  These
methods can be categorized into four areas:
advertising, personal selling, sales promotions,
and public relations. Advertising is any paid
form of non-personal presentation and
promotion of ideas, goods and services
sponsored by the business. Personal selling may
be a personal presentation (such as face to face
contact) made by the sales force in order to
make a sale and build customer relationships.
Sales promotions involve short-term incentives
such as coupons, free samples, and limited-time
discounts to encourage the purchase of a
product or service. Finally, public relations
involve building good relations by obtaining
favorable publicity, building good image, and
handling unfavorable rumors, stories and
events. Usually, public relations are free
publicity.

Promotional mix and benefits
The above marketing communication methods
constitute the promotional mix. A skillful
marketer will understand how to use the proper
mix of the promotional methods while
developing a �plan� to reach their target market
in a cost-effective way. The goal of promotions
is to increase sales, build favorable product
image, increase market share, and keep present
customers while attracting the new ones.

To be successful, each promotion should first
increase product attention, raise the target
market interest level in the product, increase the
target market desire for the product, and
encourage the target market to take action.

These goals are expressed in the acronym AIDA
(Attention, Interest, Desire, and Action).

Direct target market product promotions will be
beneficial when: 

1) Products are clearly differentiated (unique,
high quality and freshness).

2) Products are highly seasonal and high in
demand.

3) Most effective with products that are
uniform in quality, size and appearance.

4) Products that are competitively priced.
The promotional plan involves the proper mix
of budget and time, along with the desired
results stated in the form of goals.  A plan
should:

1) Be prepared with six to twelve months
lead time.

2) Put the plan in writing.
3) Have specific goals.

The promotional plan should also contain
information regarding the consumer,
competition, market trends, target market,
alternatives, and evaluation procedures.

In order to come up with a promotional budget
you can follow three approaches: 

11) Percentage of sales or profits: Allocate a
certain percentage of your sales or profits
towards the promotion. (e.g., spend 8-10%
of gross sales or 5% of the profits). 
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12) Units of sale: Allocate a certain amount
toward the promotion or each item (e.g.,
promotional budget = number of items sold
times promotional spending for each item).

13) Objective and task: Depending on your
goals, the promotional budget will vary
(e.g., in order to gain more market share
use promotional pricing or use a loss-leader
item to make more sales and revenue on
other items).

Following is a list of media outlets or methods
to consider using in your promotions:

� Word of mouth
� Direct mailing
� Newspapers
� Yellow pages
� Radio and television
� Point-of-purchase materials
� Consumer guides
� Labels
� Brochure
� Newsletters
� Window displays
� Bulletin boards
� Fairs
� Exhibits
� Internet tools

Sales promotions
There are several kinds of sales promotions,
each aimed to capture the mind and heart of the
customers. To be successful, your sales
promotions should follow a few guidelines.
Having a clear sales objective and setting up a
good promotional program can achieve the
desired results.

Sales promotions consist of short-term
incentives to encourage the purchase of a
product or service. Unlike advertising, sales
promotions offer reasons to buy now rather than
just offering reasons to buy. There are several
different kinds of sales promotions that are
targeted at consumers, businesses, and sales
force.  Particularly, in consumer markets there
is a rapid growth in sales promotion activities.
For consumer packaged goods companies, sales

promotions accounts for 75 percent or more of
all marketing expenditures.

Some of the objectives of consumer promotions
are: 

� increase short-term sales
� capture most of the market share
� introduce a new product
� increase the longevity of existing products
� lure consumers away from competitor�s

products
� retain and reward loyal consumers or 
� increase sales and revenue

Many tools can be used to accomplish these
objectives. The main promotion tools include: 

� samples
� coupons
� cash refunds
� premiums
� advertising specials
� patronage rewards
� point-of-purchase displays
� demonstrations
� contests
� sweepstakes and games 

The three basic elements of any sales promotion
program are the offer, media for communicating
the offer to the target audience, and the message
or theme that moves the audience towards the
desired response. In order to develop a sales
promotion program there are several steps, with
each step involving several decisions that need
to be made. First, decide upon the size of the
incentive or offer. Second, decide upon the
conditions for participation (i.e., who can
participate and time the offer will be valid).
Third, choose the length of promotion (time
period to run). Fourth, promote and distribute
the promotional program. Finally, evaluate
whether the objectives were achieved or not.
One evaluation method is to compare the pre-
and post-promotional periods sales, revenue, or
market share results.
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Promotional Materials:  
Brochures, Logos, Signs, and Business Cards

Brochures
For a small business owner or direct marketer
running a roadside or on-farm stand, effective
promotional materials can improve the business.
Brochures are crucial pieces of literature in the
marketing communications. They are the
centerpiece of your business marketing
materials. Creating an effective brochure or flier
will cost time and money, but a good brochure
will generate improved sales that justify the
effort.

Why have a Brochure?
A well-designed brochure will direct the target
market toward a specific action, motivate them
to buy, and create a strong visual image for the
business.  Well-created brochures are a valuable
information and promotional tool when used
properly.  Here are few tips to follow.

Brochure design points:
By producing your own brochure, you may
reduce the cost of production. You can also hire
a design firm or ad agency to create a brochure
for your business. Either way, here are few
points to keep in mind before designing your
brochure.

� A brochure should focus on the benefits to
the customer.  Look from the standpoint of
the prospective customer. Ask the question
�What�s in it for me?� For example,
emphasizing the health benefits of the
fresh, natural, organic products that you sell
should be included. Your brochure should
speak to the prospective �what he will get�
rather than narrating �what you have�. 

� Your logo, the font, the colors and layout,
and even the kind of paper you use to print
the brochure convey an image about your
business. 

� If you are designing your own brochure,
you may wish to ask others for advice on a
good software program that can assist you. 

� Avoid the temptation to use too many fonts
or colors in your text. Keep it simple.  Use
one font typeface for headlines and other
for the text. Use boldface for text emphasis
rather than underlining.

� The brochure design should be clean,
readable and simple. 

� Spend time to develop a great headline to
motivate your target market to open the
brochure and read on.  Make sure your
headings and subheadings capture the
attention of the reader by conveying the
benefits of your offerings. 

� At the end of the brochure don�t forget to
include a strong �call to action� that
encourages your target market customers to
respond quickly. This may be a coupon,
telephone number, or a postage paid return
post card.

The brochure cover or front page should contain
a photograph or picture with a caption that
creates product excitement or product interest
by asking questions.  Regarding the copy of the
brochure, less is usually better. The shorter the
paragraph, the more likely it will be read.
Limited bullets, good use of color and lots of
white space � all these elements will enhance
your message by making the copy easy to read.
A few strong, brief points are far more effective
than dozens of weak ones.

Following is a template showing the front and
back pages of a typical brochure with three
folds. Collect the best brochures from other
businesses and copy the best features into your
brochure in order to product the best product. 
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Example:  Three fold brochure (front page):
Example: Three fold brochure (back page):

M
ai

lin
g 

A
dd

re
ss

Map to
Your Farm

Your Contact
Information

Another Photo

Farm Name
Company Logo

Farm
Family
Photo

�Slogan�

Order Form &
Product List
� product a   ______
� product b   ______
� product b  ______

Ask them something

Special Offer
or Coupon

Headline
Short paragraphs

Who you are?

What are your values?

Side Bar:

Special Information

Maybe farm history

Or quotes from
satisfied customers.

Product Photo

What is great about
your product?

How will the customer
benefit from buying it?
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How to distribute brochures effectively? 
The unsolicited marketing brochure is rarely
read.  Plan to have your brochures available at
places and times where your target market
customers are near. Mass mailings are a waste
of time and effort and usually do not reach your
direct target. 

How to know if your brochure is effective?
What did you hope your brochure would
accomplish?  To measure the effect of the
brochure on the target audience, it is usually
best to directly ask the customer what they
thought about your brochure. Questions like:

� How did the customer become aware of the
products and message? 

� Can the customer recall the product benefits
and message offered? 

� How or where did the customer get the
brochures? 

� How many customers bought your product
due to the brochure or talked to others
about it? 

� How many coupons that were distributed
with the brochures were redeemed? 

� How many toll free calls were received? 
� How many people/customers visited your

web site? 
Basically, ask the customer how he/she found
out about you.  Remember, once you have used
a brochure for couple of years or as the nature
of your business changes, the brochure becomes
outdated and needs to be replaced. 

Business Logo
An effective business logo is an important
design element, since it will appear on all of
your communication media such as signs,
business cards, stationary, packaging, and
promotional materials. Plan the color and
graphics of your logo so they are consistent
with your products.  It may be worthwhile to
seek a professional designer�s help while
designing your logo. Professional designers
know whether the chosen logo design will
transfer properly into print, signage, or other
forms of media. Your logo is the foundation for
all of your promotional materials and is
probably going to remain with you for a long

time. Therefore, spending a little money now
for the proper logo will pay for itself later.
When developing your logo:

� Select colors and graphics that convey the
feelings you want your customers to have
toward your products.

� It is better to use an icon rather than a
picture within the logo.

� Don�t be afraid to brainstorm with your
friends and customers to develop 10 or 15
different initial logo ideas.  Then choose 2
or 3 and develop one of them into the logo.

� Design a logo that can be resized easily
� Be sure your colors are consistent.
� Develop a black and white logo along with

the colored one.
� Be sure your logo does not change often.

Signs 
Good signs have the power to draw customers
to the business. Signs are an important element
of your business identity. Consider products,
personnel, and everything physical to be a
�sign�. You may wish to seek professional help
when designing proper signage.  If you do, you
will need to provide them with the proper
specifications. Signage also needs to send a
welcome message to potential customers. A few
items to consider about signs are:

� Should be easy to read from a distance.
� A logo should appear on every sign.
� Place the signs properly.
� Clearly state price on your signs.
� Do not clutter a sign.
� Know your local laws or ordinances before

placing a sign by the roadway, on
billboards etc.

A good sign will usually consists of:  your logo
and business name; your location; business
hours; products, especially any seasonal
products; special promotions; any other
attractions. Remember, your parking area,
business vehicles, vending area(s), also present
a �sign� or send a messages to your potential
customers. Do not ignore these areas and
remember that everything contributes to the
proper image of your business.
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Business cards
A good business card can convey an important
message about your business in a limited space.
Again don�t be hesitant to look at the business
cards that you receive and imitate features from
cards that you like. A good business card should
have the following items:

� Your logo as the largest element on the
card.

� Keep the text simple, necessary information
only.

� Include your name, title, company name,
address, phone, fax and e-mail address.

� Color, wording and texture of the card
should convey your business image.

� Do not make your business card in an
unusual shape.

� Use colors and a typeface that is easily
readable (consider sans-serif typeface
fonts).

Conclusions
Many promotional techniques are currently
available and new ones are constantly evolving.
In selecting a technique, a marketer must
consider its suitability and compatibility within
their objectives and budget parameters.
Clearly, sales promotion plays an important role
in the total promotional mix. To use it well, the
marketer must define the sales promotion
objectives, select the best tools, design the sales
promotion program, implement the program and
evaluate the results. Brochures, logos, signs and
business cards are important promotional items
that each business should take the time to
properly design.
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Pricing Your Meat Products
Dr. Rami Reddy, UW - Platteville and 
Paul Dietmann, 
Sauk County Extensiuon Ag Agent

Introduction
Pricing issues are frustrating for even the most
seasoned meat marketers. Low prices will likely
result in fast sales and greater market share, but
will also lead to reduced net revenues and
profits. On the other hand, prices that are too
high will result in poor sales and loss of
demand. Correctly priced products will result in
greater sales and profits. You should realize that
prices determine the revenue side and
everything else falls into the expense or cost
side of doing the business. Hence care needs to
be taken with regard to pricing.

Meat marketers should also know that their
premium products deserve a premium price. In
order to achieve high price, meat marketers
should be willing to price a product depending
upon the demands in the marketplace, product
characteristics, and changing nature of the
competition. As a direct marketer, you are
selling a product that is different than anything
else on the market.000 whether it is organic,
natural, locally raised, derived from a particular
breed of animal, etc.  The extra price you are
able to gain in the marketplace depends on how
well you are able communicate the extra value
to your potential customers.

Setting a Floor Price: Comparing Direct
Marketing to Conventional Markets
The first step in retail pricing is to figure out
what the animal would be worth in the 

conventional market.  That option needs to be
explored to determine whether direct marketing
has the potential to offer enough of a premium
to reward the farmer for the extra time, effort
and expense involved.  Live market prices are
reported on a daily or weekly basis through
many media outlets and in the �Blue Sheet,�
compiled by the USDA
(http://www.ams.usda.gov/
lsg/mncs/LS_MPR.htm).  Wholesale prices of
carcasses and primal cuts can be obtained from
the Yellow Sheet, published by Urner Barry,
(http://www.yellowsheet.com/). These reports
form the basis of all price quotations used in the
livestock and meat industry.

To accurately compare conventional market
prices to the prices that could potentially be
received by marketing meat directly to
consumers, we need to figure out how many
pounds of retail cuts each animal is likely to
produce or the potential �yield� of each animal.
Figure 1 illustrates the relationship between the
average live weight of three species of meat
animals, average carcass weights, and the total
number of pounds of retail cuts that each animal
is likely to produce.  

Caution: The values in Figure 1 are only
examples; the actual carcass and retail yields of
a particular animal could be several percentage
points different from these examples depending
on the breed of the animal, management
practices, environmental conditions and other
factors.   Use these examples as a rough
guideline and, if possible, collect actual yield
data on your animals from your processor.

Species Beef Pork Lamb

Average Live Weight 1200 lbs 250 lbs. 120 lbs.

Average carcass weight 720 lbs. 175 lbs. 60 lbs.
% of live weight 60% 70% 50%

Avg. total pounds of retail cuts 480 lbs. 125 lbs. 36 lbs.
% of live weight 40% 50% 30%

Figure 1

(To calculate the number of pounds of each variety of retail cut an animal is likely to yield, please see
�How Much Meat Will You Take Home from a Carcass, Side or Quarter?� by UW-Extension Meat
Scientist Dr. Dennis Buege in page 53 of this handbook.)



Obviously, we need to add the processing cost
per pound to get closer to the producer�s actual
wholesale cost per pound for retail cuts.
However, we also need to add to the wholesale
value a number of other costs including:

� All extra processing costs including
licensing, labeling, locker charges

� The producer�s time for hauling livestock to
the processor, picking up meat, making
phone calls and deliveries, and other
marketing activities

� Advertising costs, brochures, farmers�
market fees, etc.

All of these costs need to be factored into the
ultimate retail price of the meat.  In the early
stages of developing a direct market for his or
her meat a direct marketer may not be able to
recoup all of these costs in the retail price but
that should be a long-term goal for the
enterprise.

How a Grocer Sets Retail Meat Prices
As was mentioned previously, meat that is sold
directly from the farm to consumer is unique in
the marketplace.  The grocery store is not a
direct marketer�s primary competitor.  Yet, it
can be helpful to a direct marketer to
understand how a grocer determines the retail
price for various cuts of meat.

The percentage of retail markup varies for
different meat items but markups from 15% to
50% are not unrealistic. There are essentially
two ways that a percentage markup can be built
into retail meat prices.  In the first method, the

wholesale price of the cut is divided by the
difference between 100% and the percentage
markup. For example, if the wholesale price of
a given cut of meat is $2.00 per pound and the
desired markup is 22%, the retail selling price
would be $2.56/lb. The formula is illustrated
below:

Retail Selling Price = Wholesale cost of the
meat item per pound / 100% -  % Markup.

= $2.00 lb./100% - 22%
= $2.00 lb./78%
= $2.00 lb./0.78
= $2.56/lb

The second method used to calculate retail meat
prices is to simply multiply the wholesale price
of a given cut by 100% plus the percentage
markup. Using this method with the example
above, the retail price would be $2.44/lb.  The
calculation is shown below:

Retail Selling Price = Wholesale cost of the
meat item per pound * (100% + % Markup).

= $2.00 lb.*(100% + 22%)
= $2.00 lb.*(1.00 + 0.22)
= $2.00 lb. * 1.22
= $2.44/lb

The second method results in a lower retail
price, yet it is the method most widely used in
the industry.

Species Beef Pork Lamb
Example values 1200 lb @ 0.77 250 lb @ 0.42 120 lb @ 0.75
for live animals $924 $105 $90

Carcass value $ 1.28/lb $ 0.60/lb $ 1.50/lb
(excluding processing cost)

Value of retail cuts $ 1.92/lb $ 0.84/lb $2.50/lb
(excluding processing cost)

Figure 2
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After we have determined how many pounds of
meat we will likely have to sell, we need to
calculate our wholesale cost of that meat.  

Figure 2 shows examples of wholesale values of
carcasses and retail cuts for each of the three
species shown above.  These are wholesale
values to the producer prior to processing.
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Finding a Ceiling Price for Meat
Wholesale costs set a floor price for meat;
consumer perceptions of the product�s value set
the ceiling.  We will discuss three mutually
interdependent methods of finding that ceiling
price: Product-based; competition-based; and
customer-based pricing. A basic understanding
of these methods will aid in correct pricing of
meat products. Often a combination of these
three methods will yield the best results.

1. Product-based pricing:
Of the three pricing methods, product-based
pricing is the method most similar to the way a
grocer sets retail meat prices.  We have a certain
number of pounds of meat, we know our total
wholesale cost, we simply add our desired
markup and set the retail price accordingly.  If
we later find that some cuts are not moving
from the freezer, we adjust the retail price.
Some customer preferences such as the desire to
buy from a local source and the demand for a
better price for volume purchases are
considered when setting the markup.  However,
the producer�s cost of bringing the product to
the market is the primary factor in the pricing
equation.

2. Competition-based pricing:
While the retail grocer may not be a direct-
marketers primary competition, the same cannot
be said for other producers who are marketing
meat directly to consumers.  Competition-based
pricing would set the price of meat relatively
close to the price being charged by other direct-
marketers, regardless of wholesale costs or
consumers� perceptions about quality.  

Understanding the competition will help in
setting a price range. If competitive forces are
less severe for the product, the price is set on
the higher end of the price range. If the product
can be distinguished from that of the
competition, and the marketer can create a
unique selling proposition based on quality,
freshness, locally grown, or organic, the price
can be established at the higher range.  Fierce
competition and a failure to establish the unique
characteristics of each marketers� products can
send them all off on a race to the bottom if they
are following a competition-based pricing
strategy.

3. Customer-based pricing:
The first consideration in customer-based
pricing is the customers� perceptions of what
constitutes �value.�  More are demanding safe,
reliable, nutritious and healthy products.  They
want to be able to trace back the source of their
food and strongly prefer locally grown or
organic foods.  The price that these consumers
are willing to pay for products with the above
characteristics is high.  If they perceive that
those products are in short supply, only
seasonally available, or any other factors that
create heavy demand they are willing to pay
premium prices.  In fact, they will expect to pay
premium prices as they relate high price with
high quality.

Understanding the perceptions of your product
by the core consumer group via personal
interviews or some other market research
methods is vital. (Please refer to the article on
marketing research methods elsewhere in this
publication.)  Customer-based pricing
recognizes that it is to the advantage of the
marketer to set prices based on the customers�
perceived value of the product. This could also
be considered value-based pricing: setting price
based on the buyer�s perception of value rather
than on the seller�s cost. 

Customer-based pricing requires the marketer to
carefully monitor changes in customer demand
for meat products and to respond appropriately.
The marketer can only command premium
prices as long as the customers continue to
perceive that they are receiving premium
products and services.

Presenting Your Meat to Consumers
Farmers who are marketing meat directly to
consumers typically offer their product as
carcass halves or quarters, as mixed quarters, or
as individual cuts.  There are advantages and
disadvantages with each of these offerings.  

Halves or quarters - A producer selling half or
quarter carcasses will generally price their meat
based on the carcass weight of each animal they
have processed.  The price will often be a
nominal markup from the live-weight value of
the animal, with the customer picking up the
cost of processing.  For example, if a 1,200-
pound beef steer sold for $.75 per pound live-
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weight, the carcass value of the animal
(assuming 60% yield) would be $1.25/pound.
A direct-marketer selling halves or quarters
might simply set a price of $1.30 per pound of
�hanging weight� multiplied by the carcass
weight of each animal.

The advantage of selling halves or quarters in
this manner is that it is relatively easy for the
producer.  The price calculation is simple, the
customer deals directly with the plant to specify
their cutting and wrapping preferences, and to
schedule a time to pick-up the meat.  

The major disadvantage of this method is that it
can be very confusing to the consumer.  The
consumer may find it hard to understand why
they had to pay $1.30 per pound for 360 pounds
of carcass but only received 240 pounds of
retail cuts.  The sheer volume of meat may also
be a challenge for the average consumer.  He or
she may not have enough freezer space or be
able to afford a half or quarter-carcass.  Finally,
the consumer may be disappointed with
receiving a relatively large amount of certain
meat cuts and small amounts of others,
particularly if they purchased a quarter.

Mixed quarters or �freezer bundles� - Some
beef producers who are direct marketing have
been selling mixed quarters, which essentially
gives the consumer half of the retail cuts from a
front quarter and half from a rear quarter.  A
few producers have gone a step farther to offer
a �freezer bundle,� which is half of a mixed
quarter.  The price of mixed quarters or bundles
is generally either based off of the value of the
retail cuts and the total weight in each quarter
or bundle, or is simply a flat price per quarter or
bundle.

The positive aspects of selling mixed quarters
or bundles are that the customer gets a wider
variety of cuts and the producer doesn�t end up
with a large number of front or rear quarters
sitting in the freezer.  Also, the pricing is simple
and straightforward; it is easy for the customer
to understand.  Finally, two big advantages of
freezer bundles are that they are more
affordable than a full quarter or half and most
consumers can find space for them in their
freezers.

A disadvantage of mixed quarters or freezer
bundles is that they require more sorting and
handling by the producer.  

Individual cuts - This is the easiest and most
familiar way for consumers to buy meat.  It is
easy for them to understand the pricing and
make comparisons to prices at their local
grocery store.  Usually those price comparisons
will favor the producer.  The customer can buy
only the cuts they want; they don�t have to buy
porterhouse steaks and end up with a bunch of
chuck roasts too.  Consumers can more easily
afford several packages of cuts than they can a
quarter or half-carcass.

There are some disadvantages to the producer
who sells individual cuts.  Much more handling
is involved than with selling larger packages of
meat.  The pricing is more complicated as
separate prices need to be set for each cut.
Finally, the producer may end up getting stuck
with a large quantity of less desirable cuts while
being sold out of the cuts that are most in
demand.

A Few Ideas for More Cost-Effective Sales
Experienced meat marketers will say that word-
of-mouth is the best advertising for their
business.  Paid advertising is limited in its
usefulness.  There are a number of ways to
increase sales or cut marketing expenses
without spending a fortune.

One of the best ways to increase sales is by
offering an incentive for your current customers
to bring new customers to your business.
Perhaps your current customers could be given
a small gift or a discount on their next order as
a token of appreciation for referring people to
your business. 

Another way of increasing sales is by giving
current customers an incentive to buy more
meat.  Some marketers offer volume discounts
to encourage customers to buy quarters or
halves rather than individual cuts.  Some may
want to consider offering a price incentive to
buy another species of meat that haven�t
previously purchased from your farm.

Cooperation between local producers of
different meat species is a great way to enhance
the sales of each enterprise.  A poultry producer
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could refer her customers to a neighbor who is
marketing beef.  A pork producer could send
customers to the poultry farm.  Each marketer
has a customer base that could complement, not
compete with, their neighbor�s.

Encouraging customers to pick their meat up at
the processing plant or the farm is a great way
to increase the cost-effectiveness of meat sales.
If a producer put a reasonable value on the time
he or she spent delivering meat to customers,
they might find that it would be much cheaper
to give a 10% discount on orders picked up at
the farm.

Conclusions 
Meat pricing is a dynamic activity. It involves
the synthesis of several dimensions of the
marketplace to find a price that will both sell
the product and lead to greater profits. It is a
creative exercise that involves constant
research. The direct-marketer must maintain the
flexibility to change pricing strategies
depending upon changes in product costs,
customer demands and competition. Simple
pricing methods such as product-based pricing
as well as the more sophisticated techniques
required for customer-based pricing should be
considered. The challenges and potential
rewards are greater than they would be in
selling through more conventional marketing
channels but ultimately, direct marketing is a
way for producers to build and control their
own marketing channels, and to take control of
the pricing of their products.
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Cooperative Strategies
By Greg Lawless, Extension Outreach
Specialist, UW Center for Cooperatives

Competition is essential in a market economy.
It can result in lower prices for consumers and
efficient use of resources, as producers,
manufacturers, and retailers try to outdo each
other to minimize their own costs and beat their
competitors on price.

When there isn�t enough of competition,
someone usually suffers.  In the livestock
industry, for instance, most producers have seen
their pay prices and their share of the consumer
dollar stagnate or decline for decades.  Many of
them blame that on the high concentration
within the meatpacking sector.  Stuck in a
market situation of too many sellers and too few
buyers, producers are, as they often complain,
�price takers, not price makers.�  Meatpackers,
on the other hand, can argue that they
themselves are under intense pressure
themselves, with large retailers like Wal-Mart
enjoying substantial market power to force meat
prices downward.  

The move by many livestock producers into
direct marketing is in large part an attempt to
escape these market conditions.  The
tremendous growth in direct meat marketing has
been documented in Iowa and Minnesota, and a
similar study has been proposed for
Wisconsin.1  Clearly there is a growing demand
among consumers for direct-marketed meat
products, and we can expect that more and
more producers will attempt to meet that
demand.

However, there are some significant obstacles to
making direct meat marketing a significant
alternative for both producers and consumers.
These include:

A shortage in many areas of adequate meat
processing capacity.

A significant educational cost to informing
consumers of alternative sources for meat
products.

Inefficiencies at the production, processing and
retailing levels compared to the predominant
system, which result in higher prices for
consumers, which in turn limits sales.

Certainly many producers have overcome all
three of these obstacles.  Some have established
good working relationships with their local
processors, and found interested consumers who
are willing to pay higher prices.  But what
would it take for Wisconsin to see a ten-fold
increase in direct meat marketing sales over the
next ten years?

It is here where we can see that cooperation can
be as critical as competition in achieving market
goals.  

In the processing arena, new investment in
small and moderate-sized plants is needed.
Many existing plant owners are either satisfied
with their current volume of sales, or they are
facing retirement, or they are struggling with
major labor issues.  Very few plants in
Wisconsin are USDA-inspected, which limits
out-of-state sales to places like Chicago and the
Twin Cities.  Furthermore, there is only one
slaughter plant for poultry left in the entire
state.  

If direct meat marketers want greater access to
better processing facilities, they may need to
make some investment in that industry, or at
least make significant long-term commitments
of product.  Producers can aggregate their
resources and spread out their risk by making
these investments and commitments as a group.

Consumer education is a cost that could be
shared by many producers pooling their
resources.  Modest financial contributions from
many farms could finance a marketing
campaign that would reach a broad swath of
consumers.  
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Inefficiencies throughout direct meat marketing
channels could be reduced in many ways
through cooperative strategies.  Theoretically,
the costs of inputs, transportation, processing,
packaging, and retailing could all be reduced
through �gains from coordination� that
cooperation often entails.  It�s certainly worth
exploring.  

Until now Wisconsin�s direct meat marketers
have largely operated independently of one
another.  A competitive spirit between
neighboring farms and producers of different
species is to some extent healthy and to be
expected. But perhaps the time has arrived for
our state�s direct meat marketers to come
together and explore cooperative strategies to
build their individual businesses.

1 Cooperative Development Services of
Madison, Wisconsin has produced these studies.
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Natural Meat
By Laurie Greenberg, Private Consultant
formerly with Cooperative Development
Services of Madison

What are the USDA regulations on natural
meat?  
According to USDA (Policy Memo 055):

�The term �natural� may be applied only to
products that contain no artificial ingredients,
coloring ingredients, or chemical preservatives;
and the product and its ingredients are not more
than minimally processed.�
http://www.fsis.usda.gov:80/
OPPDE/larc/Organic_Claims.htm

Minimal processing refers to processes which
�do not fundamentally alter the raw product�.
For meat, this means you may smoke, roast,
freeze, dry or grind it.

During label approval by USDA, all claims are
checked to be sure that they are accurate and
not misleading.  Affidavits and testimonials
must be provided by producers to federal
officials at the time of slaughter to verify claims
about animal production practices.

What claims can be made on labels? 
The only allowable claims are those which state
that certain practices or substances are NOT
used. For example, you can say, �no antibiotics
or growth hormones are administered�.  These
are called �negative label claims� and are
independent of USDA policy for use of the term
�natural� on product labels. 

NOTE: In the case of poultry and swine,
growth-promoting hormones are not permitted
during production.  Therefore a claim that they
were not administered is not allowed except to
say something like: �Federal regulations
prohibit the use of hormones in poultry.

What does this mean for producers?
This means that there are no specific production
standards�either requirements or restrictions�
for use of a �natural� meat label.  Rather, a
natural meat label refers only to the processing
stage.  So, for example, use of antibiotics or
hormones during production is allowable with a
natural label unless the label makes a negative
claim otherwise.  
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Organic Meats
What are the 
USDA regulations on organic meat?
�Animals for slaughter must be raised under
organic management from the last third of
gestation, or no later than the second day of life
for poultry. Producers are required to feed
livestock agricultural feed products that are 100
percent organic, but may also provide allowed
vitamin and mineral supplements. Producers
may convert an entire, distinct dairy herd to
organic production by providing 80 percent
organically produced feed for 9 months,
followed by 3 months of 100 percent
organically produced feed.� 

�Organically raised animals may not be given
hormones to promote growth, or antibiotics for
any reason. Preventive management practices,
including the use of vaccines, will be used to
keep animals healthy. Producers are prohibited
from withholding treatment from a sick or
injured animal; however, animals treated with a
prohibited medication may not be sold as
organic.� 

�All organically raised animals must have
access to the outdoors, including access to
pasture for ruminants. They may be temporarily
confined only for reasons of health, safety, the
animal�s stage of production, or to protect soil
or water quality.�

What claims can be made on labels?
Meat from livestock raised under these
regulations can be labeled as �certified
organic�. Production must be certified by an
accredited certifying agent. 

What does this mean for producers?
The standards for livestock apply to animals
used for meat, milk, eggs, and other animal
products which are sold or labeled as organic.
Producers must comply with all regulations
outlined in the final organic rule, including: no
genetically-modified organisms in feed, no
feeding of animal by-products, no irradiation,
no paraciticides in slaughter stock. An organic
certifying agent can assist producers in meeting
these standards and outlining others.

NOTE: The above summary from USDA is not
complete as production standards.  To obtain a
complete copy of the National Organic
Program�s final rule of regulations for organic
production of livestock:
http://www.ams.usda.gov/nop/ 
or contact: 
Keith Jones; USDA-AMS-TM-NOP; 
Room 2945-South Building, 
PO Box 96456;  
Washington, DC 20090-6456;  
Telephone: (202) 720-3252, 
Fax: (202) 690-3924.
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Agricultural Development and
Diversification (ADD)

Grant Program
The Agricultural Development and
Diversification Grant Program invites proposals
for projects that are likely to stimulate
Wisconsin�s farm economy. ADD grants are
awarded competitively to projects that may
create new opportunities within Wisconsin
agriculture through new value-added products,
new market research, new production or
marketing techniques, or alternative crops or
enterprises.

Individuals, associations, agribusinesses and
industry groups can submit proposals for an
ADD grant using the Request for Proposal
(RFP). Currently, the program has $380,000 to
award to projects with a maximum grant
amount of $50,000. The RFP (application
guide) is available from the ADD program
office or on the DATCP website. Proposals for
grant funding consideration must be submitted
between January 15 and March 15. 

For questions about the ADD program, the
ADD Grant RFP or about grant proposals,
please email Mike Bandli or call at 608-224-
5136.

Summary of Meat & Meat Animal-Related
ADD Grant Projects

2004
19046
Grant 
Feasibility of Marketing Traditionally
Slaughtered and Processed Meat to 
Economically and Culturally Diverse Families,
Food Markets and Restaurants

Shepherd's Song Farm
Amount Awarded $14,500.00
Larry W. Jacoby 715-265-7637
N12835 County Road Q
Downing, WI  54734

This project will develop a protocol for
production of meat goats and sheep entering
into the kosher or halal markets.

19051
Grant 
Developing Quality and Uniformity
Standards for Marketing WisconsinLamb TM
Pinn-Oak Ridge Farms, LLC
Amount Awarded: $25,000.00
Steve Pinnow 262-728-9629
N5784 Johnson Road
Delavan, WI  53115

This project seeks to develop a protocol and
branded image for a Wisconsin Lamb (TM) line
of sheep products.  The protocol may help
sheep producers access the restaurant and retail
markets.
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2003
18011
Grant 
Dairy Grazed Veal Development Project
(Phase 1)
White Clover Dairy, Inc
Amount Awarded:$33,500.00
Tera Johnson 920-766-5765
489 Holland Court
Kaukauna, WI  54130-8963

This project tests the production practices and
market acceptance of dairy grazed veal
products.  The study will work to develop the
production protocol necessary to meet customer
palatability and humane practice needs.

18041
Grant 
Establishing a Wisconsin Hatchery to
Produce and Sell Organically Raised
Pastured Poultry Chicks
Coon Creek Family Farm
Amount Awarded: $6,000.0
Julia Maro 715-834-4547
W4855 Hemlock Road
Mondovi, WI  54755

This project will develop the expertise needed
for a Wisconsin-based hatchery that produces
chicks specifically bred for a pastured-poultry
production system.  A Wisconsin hatchery will
provide improved production, improved health
and lower mortality rates of chicks raised and
bred for specific needs of the pastured poultry
producer.

18088
Grant 
Statewide Marketing Program for the
Wisconsin Bison Producers Association
Wisconsin Bison Producers Association Inc.
Amount Awarded: $10,000.00
Rebecca Ries  920-921-8889
W2749 Golf Course Road
Mt. Calvary, WI  53057

This project will work to develop a consistent
marketing approach and tools that Wisconsin
bison producers can use to expand the market
potential for bison meat sales.

2002
17090
Grant 
Bringing 
Wisconsin Raised Pork to the Marketplace
WI Pork Producers Association
Amount Awarded: $35,000.00
Keri Retallick 608-723-7551
Box 327, 9185 Old Potosi Road
Lancaster, WI  53813

An opportunity for Wisconsin pork producers to
bring Wisconsin Raised Pork to the marketplace
by developing and implementing both business
and marketing plans, ultimately benefits both
the producer and the consumer. This project
investigates marketing channels, slaughter
capacity, and processing capacity in order to
create business models and technologies that
can be used by the state�s pork producers.

2001
16016
Grant 
Development of Wisconsin Livestock 
Premise and Individual Animal Identification
and Information Retention System
The Livestock Identification Consortium
Amount Awarded: $37,380.00
Thomas Lyon 715-526-2141
100 MBC Drive
Shawano, WI  54166

This project�s mission is to develop a
comprehensive livestock identification program
for Wisconsin producers.  The system will help
track animal identification to enhance the
quality and safety of the food supply and add
value to the marketing of milk, meat and other
livestock-based products.
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2000
15059
Grant 
Real Time, On-Line Auction Sales for
Wisconsin Agriculture
Equity Cooperative
Amount Awarded: $32,815.00
Tod Fleming  608-356-8311
E10890 Penny Lane
Baraboo, WI  53913

The goal of this pilot project would be to
enhance the marketing process for farmers
through the use of real-time, on-line agricultural
auctions.  It is anticipated that marketing in this
manner will increase the efficiency of the
auction, increase the number of buyers, enhance
price discovery, and open more market
opportunities.  If proven successful, this project
could be transferred to all facets of agriculture.

1999
14046
Grant 
Wisconsin Lamb Roll - Second Generation
Amount Awarded: $24,475.00
Sandra Russell 608-647-7351
18256 County NN
Cazenovia, WI  53924-9551

This project further identifies the market
potential for the Wisconsin Lamb Roll as a
reduced-labor, standardized, processed meat
product.  This project developed the production
protocol necessary to produce lamb rolls, which
in turn may increase profit opportunities and
returns for lamb producers and meat processors
through product market development.

.

14057
Grant 
International and National Marketing 
of Wisconsin�s Beef Genetics
Wisconsin Cattlemen�s Association
Amount Awarded: $18,500.00
John Freitag 608-527-5747
New Glarus, WI  53574

This project helps develop the market for
Wisconsin�s beef genetics.  By providing
exposure of Wisconsin�s beef cattle to a larger
audience, this project may increase the
opportunities available to Wisconsin�s beef
industry.

14077
Grant 
A Model to Add Value to 
Wisconsin Raised Pork
WI Pork Producers Association
Amount Awarded: $29,050.00
Keri Retallick 608-723-7551
PO Box 327
Lancaster, WI  53813

The object of this project is to study the
opportunities available to Wisconsin pork
producers in the creation of value-added pork
products.  Through the creation of new value-
added pork products, this project seeks to
increase the profitability to producers.
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1998
13038
Grant 
Wisconsin Lamb Roll
Amount Awarded: $25,500.00
Patrick and Sandra Russell 608-647-7351
18256 County NN
Cazenovia, WI  53924-9551

The objective of this project is to identify the
market potential for the Wisconsin Lamb Roll
as a reduced-labor,

� standardized, processed meat product.  This
project will generate increased profit
opportunities and returns for

� both lamb producers and meat processors
through product market development.

13076
Grant 
The Wisconsin Organic Meat Initiative
(Phase 2)
Coulee Region Organic Produce Pool (CROPP)
Amount Awarded:$18,800.00
George Siemon 608-625-2602
507 W Main Street, PO Box 159
La Farge, WI  54639

The purpose of this project is to develop
markets for organic poultry and pork products.
It continues the efforts to establish a national
distribution network for organic meat products
and increase income to farmers.

13087
Grant 
Trailblazing into the next 150 Years 
with a 1999 Premier Bison Show and Sale
Wisconsin Bison Producers
Amount Awarded: $20,900.00
Mary Jenkins 920-648-5433
38413 Delafield Road
Oconomowoc, WI  53066

A Wisconsin Show and Sale of Bison helps
expand the bison industry and bring national
attention to the quality bison herds in the
Eastern United States.  This show gives bison
producers an outlet for their production and
helps educate the public about the value of
bison products.

13106
Grant 
Agriculture and Land-Use: 
Preventing Conflicts Over the Expansion 
of Wisconsin�s Livestock Industry
Wisconsin Environmental Initiative
Amount Awarded: $25,313.00
Karl Bryan 608-280-0360
16 North Carroll Street, Suite 840
Madison, WI  53703

Under the leadership of the Wisconsin
Environmental Initiative, this project examined
issues regarding livestock expansion.  Specific
issues to be studied are public concerns with
livestock expansion; standards livestock
expansions must meet to be acceptable to the
public and recommendations on regulator�s role
in livestock expansions.  By finding workable
solutions to these problems, this project may
protect the environment and protect the jobs and
incomes of citizens who depend on the
livestock industry.
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1997
12042
Grant 
Value-Added Lamb
Bayfield Lamb Cooperative
Amount Awarded: $27,000.00
Dale Baggerly 715-373-5122
Route 3, Box 3575
Washburn, WI  54891

This project increased the price lamb producers
received and helped form the Bayfield Lamb
Cooperative.  In order to achieve this goal, lamb
producers from Bayfield County conducted a
feasibility and product development study to
identify possible value-added lamb meat
products.  After identifying several possible
products, the group created a business plan for
the producer-based association.

12057
Grant 
Improving the Competitive Position of
Wisconsin�s Animal Agriculture (Phase 2)
Wisconsin Agribusiness Council
Amount Awarded: $28,650.00
Frank Friar 608-224-1450
Madison, WI  53718-6797

Under the leadership of the Wisconsin
Agribusiness Council, Wisconsin Cattlemen�s
Association, Wisconsin Pork Producers
Association, Consortium of Animal Agriculture
Resource Development, UW-Madison College
of Agricultural and Life Sciences, and UW-
Extension Cooperative Extension Division, this
project�s mission is to revitalize Wisconsin�s
animal agriculture industry.  The second year of
this project focused on issues challenging
Wisconsin�s animal industry and solutions
proposed at the invitational leadership
conference in the project�s first year.

12089
Grant 
Poultry Processing and Marketing Project
Wisconsin Farmland Conservancy
Amount Awarded: $12,615.00
Tom Quinn 715-235-8850
500 East Main Street, Suite 307
Menomonie, WI  54751

This project studied the feasibility of
constructing a USDA certified poultry
processing facility in Northwestern Wisconsin
and will develop a model for establishing a
producer cooperative that could finance, build
and operate the plant.

12091
Grant 
The Wisconsin Organic Meat Initiative
(Phase 1)
Coulee region Organic Produce Pool (CROPP)
Amount Awarded: $15,900.00
George Siemon 608-625-2602
P.O. Box 159, Main St.
LaFarge, WI  54639

The purpose of this project was to develop
organic meat products and establish a national
distribution network.  The establishment of
these new products may open overseas markets,
show evidence of the added value for organic
meat products, and increase income to farmers.
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1996
11025
Grant 
Improving the Competitive Position 
of Wisconsin�s Animal Industry -
New Dimensions and Directions
Wisconsin Agribusiness Council
Amount Awarded: $19,850.00
William Geary 608-224-1450
2820 Walton Commons W, # 132
Madison, WI  53704-3129

Developed under the Consortium for Animal
Agriculture Resource Development (CAARD),
the project was led by the Wisconsin
Agribusiness Council, Wisconsin Cattlemen�s
Association, and the Wisconsin Pork Producers
Association.  As part of this project, CAARD
held a national invitational leadership
conference to focus attention on issues
challenging Wisconsin�s animal industry.

11059
Grant 
Organic Meat Marketing Cooperative
Wisconsin Farmland Conservancy
Amount Awarded: $16,000.00
Tom Quinn 715-235-8850
500 East Main St  Suite 307
Menomonie, WI  54751

This project was a continuation of a 1995 ADD-
funded project.  The goal was to complete a
formal business plan to establish a new,
independent, farmer-owned fresh organic beef
and pork marketing cooperative in Wisconsin.
In the first year, the project completed
substantial market research, formed a base of
farmer producers, developed quality standards,
surveyed potential processing options, and
established a network of cooperation with
university, meat industry and cooperative
resource persons.

1995
10010
Grant 
Utilization of 
Northern Wisconsin Pasture Forages
UW-Extension
Amount Awarded: $14,200.00
Russell Kiecker 715-635-3506
W6646 Hwy 70
Spooner, WI  54801

Farmers and county extension agents in six
Northwestern counties (Ashland, Bayfield,
Douglas, Price, Rusk and Washburn) worked
together in a demonstration project to show how
seasonal grazing of beef cattle can increase the
productivity of under-utilized land.  Increasing
income from available land can add
significantly to rural economies.

10083
Grant 
Emu Product Market Development
Octagon Farms, Inc.
Amount Awarded: $29,820.00
Jayne Wick 414-377-8420
364 Lake Shore Road
Grafton, WI  53024-8420

The primary goal of this study was to develop
and provide information necessary for capital-
intensive investment in grow-out and slaughter
facilities in Wisconsin, as well as to support the
marketing of Wisconsin-raised emu.  The
objectives of this study are in support of
developing a commercial emu industry in
Wisconsin.  As a result of this project, an
emu/ostrich processing facility was established
in Elroy, Wisconsin.
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1995 - ccontinued
10085
Grant 
Family Farm Marketing Network 
for Fresh Meat
Wisconsin Farmland Conservancy
Amount Awarded: $16,000.00
Tom Quinn 715-235-8850
500 E Main St, Suite 307
Menomonie, WI  54751-2509

A direct marketing strategy project, in Western
Wisconsin, was designed to provide farmers
with a model for premium direct markets for
beef and pork.  The project linked farmers and
local processors in a cooperative effort to
market fresh meat to supportive supermarket
outlets.

1994
09059
Grant 
Strengthening the Pork Industry 
of Wisconsin through Multiple-Site
Applications, Structural Changes 
and Environmentally Sound Practices
WI Pork Producers Assoc.
Amount Awarded: $25,000.00
Keri Retallick 608-723-7551
PO Box 327
Lancaster, WI  53813

The Wisconsin Pork Producers Association
conducted a feasibility study analyzing
Multiple-site Production Systems.  Through the
study, the association sought to identify and
analyze the environmental, economic and social
aspects of multiple-site pork production systems
in Wisconsin.  Information gleaned from the
study will be used to assist the Wisconsin pork
industry in meeting present and future
competitive challenges.

09083
Grant 
Formation of the 
Wisconsin Animal Agriculture Coalition
Wisconsin Agribusiness Council
Amount Awarded: $25,000.00
William Geary 608-224-1450
2820 Walton Commons W, #132
Madison, WI  53704

This project organized the Consortium for
Animal Agricultural Research Development
(CAARD), with mission of sustaining and
developing animal agriculture in the state.
Creating a public environment which
encourages investment and growth in animal
agriculture is a major goal of CAARD.  A
combined effort will be put forth by industry,
agriculture organizations, government agencies
and educational institutions to meet the
competitive challenges facing Wisconsin�s
animal agriculture industry.
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1993
08020
Grant 
Marketing Bison 
to an International Conference
Wisconsin Bison Producers
Amount Awarded: $8,345.00
Mary Jenkins 414-648-5433
PO Box 423
Cambridge, WI  53523

Using the International Bison Conference as a
focused marketing event, the Wisconsin Bison
Producers successfully carried out the
objectives of improving public awareness and
understanding of the low cost production,
environmentally friendly, and the highly
nutritional advantages of raising bison.  A
Wisconsin Bison Producers Association
directory, listing ninety Wisconsin producers,
was also developed through the project.

08045
Grant 
World Beef Expo (Year 2)
World Beef Expo
Amount Awarded: $25,000.00
Tom McKittrick 608-224-6455
2820 Walton Commons West, 101
Madison, WI  53704

The second year of support for the World Beef
Expo helped to establish the sustainability of
this event which serves as a showcase for
Wisconsin�s beef industry.  This event has
helped to strengthen Wisconsin�s position in the
world marketplace.

1992
07003
Grant 
Sweet Water From Ethanol Production 
for Cattle Feeding
Eureka Company
Amount Awarded: $32,000.00
William Bartlett 920-685-2881
% DATCP
Berlin, WI  54923

Sweet water is a by-product of ethanol
production that can be used in livestock feed.
The ethanol fermentation process produces a
wet mash product equal in nutritional content to
soybean oil meal.  Cattle fed the wet mash
continued to gain weight as consumption of dry
grain decreased.

07028
Grant 
World Beef Expo (Year 1)
Wisconsin Cattlemen�s Association
Amount Awarded: $25,000.00
Dick Hauser 608-833-0320
632 Grand Canyon Dr.
Madison, WI  53719

This project helped establish a new marketing
medium for the Wisconsin Beef Industry.  The
first year of an annual event, the World Beef
Expo, established a forum for the worldwide
agricultural community to participate in beef
shows, sales, educational programs, trade
shows, beef processors competition, meat
products shows, 4-H, FFA and college judging
contests.  The World Beef Expo Board was also
developed to provide the infrastructure
necessary for sustaining this annual event.
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1991
06077
Grant 
Feasibility Study & Creation of
WILAMBCO A Lamb Marketing
Cooperative
WILAMBCO
Amount Awarded: $17,000.00
Robert Black 414-623-3536
7868 Hwy 73
Columbus, WI  53925

This feasibility study concluded that value-
added lamb products become more expensive
due to the added labor of boning and trimming.
In addition, the lambs, purchased under a floor
price situation in a lamb cooperative marketing
venture, were at a significant price
disadvantage.  It was suggested that a lamb
marketing cooperative would not be an
economically viable venture in the present
marketplace.

1990
05069
Grant 
Fully Cooked, Ready To Eat, 
Bone-In Pork Loins & Related Products
New World Foods, Inc.
Amount Awarded: $11,650.00
Curtis Hornbeck and Stephen Scott
% DATCP
Belleville, WI  

Producing and packaging a line of fully cooked
convenience pork products proved to be
feasible, but the economics of the process
remains questionable.  The owners sold this
company and the new products became part of
the new company.
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Contacts/Resources
Direct Marketing
North American Farmers�
Direct Marketing Association
62 White Load Road
Southampton, MA 01073
(888) 884-9270
http://www.nafdma.com

Meat Processors
Wisconsin Assn of Meat Processors
150 S. Main
Lodi, WI 53555
Ken Bisarek, Executive Sec.
608-994-3173

National Trade Associations
National Cattlemen�s Beef Assn
9110 E. Nichols Ave. #300
Centennial, CO 80112
(303) 694-0305
or
1301 Pennsylvania Ave. NW,
Suite 300
Washington, D.C. 20004
(202) 347-0228

National Pork Producers Council
7733 Douglas Avenue
Urbandale, IA 50322
p: 515.278.8012
515-223-2600
www.nppc.org

National Pork Board
P.O. Box 9114
Des Moines, IA 50306
515-223-2600
www.porkboard.org

State Trade Associations
Wisconsin Beef Council
680 Grandy Canyon Dr.
Madison, WI 53719-1044
(608) 833-7177
FAX: 608-833-4725

Wisconsin Livestock and Meat Council 
Neil Jones, President
c/o DATCP Mktg Division
PO BOX 8911
Madison, WI  53718
Phone: 608-224-5113

Wisconsin Pork Producers Assn
Keri Retalick, Exec. Director
9185 Old Potosi Road
P.O. Box 327
Lancaster, WI 53813
(608) 723-7551

Wisc. Sheep Breeders Co-op
Gary Vlondrachek, President
7811 Consolidated School Road
Edgerton, WI 53534
920-894-3945
Garyv@TCEI.com

Wisconsin Bison Producers Assn
Georgia Derrick, President W5707 Cty. Rd. D    
Montello, WI  53949  bufflogal@yahoo.com
www.wibison.com

Wisconsin Commercial Deer
& Elk Farmer�s Association
3591 High Point Rd. 
Spring Green, WI 53588
(888) 233-1667
www.wcdefa.org
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Food Safety And Regulations
Wisconsin Dept of Agriculture, Trade and
Consumer Protection (DATCP)
Food Safety Division 
Central Administrative Office
(and the Southern Regional Office)
2811 Agriculture Dr, 1st Floor
P.O. Box 8911
Madison, WI 53708
(608) 224-4700
http://datcp.state.wi.us

In Milwaukee area call:
(414) 777-0529

Northeast Regional Office
200 N. Jefferson, Suite 146A
Green Bay, WI 54301
(920) 448-5120

Northwest Regional Office
3610 Oakwood Hill Pkwy
Eau Claire, WI 54701-7754
(715) 839-3844

USDA�s Meat and Poultry Hotline:  
800-535-4555

Other Wisc Dept Of Ag Resources
Agricultural Development and 
Diversification (ADD) Grant Program
Mike Bandli:  (608) 224-5126

Something Special from Wisconsin
Jeanne Carpenter:  (608) 224-5115

SavorWisconsin.com
www.savorwisconsin.com
An online directory of Wisconsin's food and
agriculture companies.
Registration on the website is free.
Lisa Stout:  608/224-5126

Organic Agriculture
Perry Brown:  (608) 224-5114

Animal Health Division
(608) 224-4872

UW-Extension
Emerging Ag Markets (EAM) Team
www.uwex.edu/ces/agmarkets

Dr. Dennis Buege
Extension Meat Specialist
Meat Science Laboratory
1805 Linden Drive
Madison, WI 53706
(608) 262-0555
drbuege@facstaff.wisc.edu

Dr. David Thomas
Extension Sheep Specialist
438 Animal Sciences Blgd
1675 Observatory Dr.
Madison, WI 53706
(608) 263-4306
dlthomas@facstaff.wisc.edu

Ron Kean
Extension Poultry Specialist
Department of Animal Sciences
1675 Oservatory Drive
Madison WI, 53706-1284
rpkean@facstaff.wisc.edu
(608) 262-8807

Greg Lawless
Co-op Development Specialist
UW Center for Cooperatives
224 Taylor Hall, 427 Lorch St.
Madison, WI 53706
(608) 265-2903
lawless@aae.wisc.edu 

To find your county extension office:
http://www1.uwex.edu/ces/cty/
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Resources for Meat Judging
Provided by Dennis Buege, Extension Meat
Specialist, UW-Madison

1. American Meat Science Association
(AMSA), 
1111 North Dunlap Avenue, Savoy, IL 61874;
217-356-3182 (phone), 217-398-4119 (fax);
www.meatscience.org (can order online)

� �Guide to Identifying Meat Cuts� ($3.00 -
shipping included)  This pocket-sized guide
is a handy reference for consumers,
students and meat science professionals.  It
includes photos, descriptions, and cooking
guidelines for over 200 cuts of beef, pork,
lamb and veal.

� �Meat Evaluation Handbook� ($55.00 -
shipping included)  Revised in 2000.  For
years this handbook has served as the
primary text for training meat science
professionals in the area of fresh meat
evaluation.  Now in a revised and expanded
edition, the handbook is the industry
standard guide for fresh meat grading and
selection.

2. National Cattlemen�s Beef Association
(NCBA),
P.O. Box 670, Bloomington, IL 60108
1-800-368-3138 (phone), 1-800-368-3136 (fax)

� Marbling Photos (#06-901) - $19.50 
� Beef Retail Cut Chart, wall size (#10-501) 

- $2.50
� (�Beef Made Easy�) Notebook (#10-502) 

- $6.50/100
� �Guide to Identifying Meat Cuts� (#06-202)

- $2.60  53 pages.  Includes information
on retail cut identification (color photos of
cuts), meat labeling, meat safety, and meat
cookery.  Also available from AMSA
(above) and National Pork Board (#04362 
- $2.00 each).

3. National Pork Board, 
P.O. Box 9113, Des Moines, IA 50306; 515-
223-2621 (Attn: Nancy Newman), 
515-223-2646 (fax)

� Pork Retail Cut Chart: Wall Size 
(NPPC-03341) - $.60 each

� Notebook (NPPC-03342)
- $.10 each

� NPPC Pork Quality Standards
� (texture, color, marbling - 

new version available in 1999)
� 8 1/2 X 11� Notebook Size - 

$1.00 each
� 25 X 35� Wall Poster - $10.00 each
� Laminated cards (each standard) 

in a vinyl pouch - $32.50

4. University of Illinois - Information
Technology and Communication Services, 
1917 S. Wright Street, Champaign, IL 61820;
800-345-6087

� Meat Judging and Grading Booklet 
(40 pages #J180F) - $3.85

� Retail Meat Identification Flash Card Set
(126 color photos #X180B) - $75.00

� Retail Beef Cut Identification (67 photos �
#PCD109) - $45.00

� Beef CD with wholesale and retail names
on each photo #PCDlllL - $45.00

� Retail Pork and Lamb Cut Identification
(75 photos #PCD110) - $45.00

� Pork/lamb CD with wholesale and retail
names on photos #PCD1126 -  $45.00

5. University of Nebraska Animal Science
Website: animalscience.unl.edu

� click on �Meats�
� provides meat identification information

and quizzes
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6a. Meat Judging Videos 
CEV Multimedia lists 40 video tapes on carcass
and wholesale cut judging, beef grading, and
retail cut identification.  Costs range from $49
to $79 per video.  For a current CEV catalog
contact: CEV Multimedia, P.O. Box 65265,
Lubbock, TX 79464; 800-922-9965, 
800-243-6398 (fax)

6b. The Meat Science Laboratory 
holds a number of CEV videos, and will loan
them out. (Call Laura Trumble to reserve tapes
for a 10 day period - 608-262-0463)

Beef Grading - Yield (#247) 35 tes

Beef Grading - quality (#245) 30 minutes

Carcass Judging (#258) 23 minutes

Lamb Carcass Judging (#269) 51 minutes

Retail Cut Judging (#270) 28 minutes

Beef Retail Cut ID* (#252) 41 minutes

Pork Retail Cut ID* (#253) 27 minutes

Lamb Retail Cut ID* (#254) 17 minutes

7. Loin Eye Grids
Beef Ribeye Grids - $2.50 each- Pork/Lamb
Grids - $.50 each
Art Services, 3015 Earl Place N.E., Washington,
D.C.  20018; 202-526-5607 

Iowa State University, Extension Distribution
Center, 119 Printing and Publications
Bldg.,Kooser Drive, Ames, IA 60011; 515-294-
5247.  (Dennis Buege can provide you with one
grid of each type upon request.)

8. Backfat/Grading Rulers (stainless steel)
� Nasco, 901 Janesville Avenue, Fort

Atkinson, WI 53538; 920-563-2446
� Beef USDA yield grade ruler (preliminary

yield grade/inches), P4G/inches (#CO2615)
- $2.05 each

� Pork backfat ruler, inches (#COO155) -
$2.00 each

� Lamb yield grade ruler, inches (#C16281) -
$1.95 each

This publication is available from your
Wisconsin county Extension office or from
Cooperative Extension Publishing. 

To order, call toll-free: 
1-877-WIS-PUBS (947-7827) 
or visit our web site:
cecommerce.uwex.edu.
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