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wday, which is a pleasing story for the
beef industry following 20 years of
bad news. In the following. we take a
look at two of these “carchall”
events—protein diets and innovative

new beef products

PROTEIN DIETS

The 19805 and early 1990s—the
era of beef demand decline—also were
related to the rise of low-fat diets. The
cra basically began with the McGov-
ern Commuission's Dietary Goals for
United States in 1976, It continued
through the next two decades as the
environment creiated a plarform for
anti-mecar  philosophies including
those by physaician Dean Omish and
uthn.’r\.

in 1987
program launched s education,
rescarch and promotion programs in
the eve of the low-far storm. Consid-
srill'_.: the tone of these decades, 1t s
amazing that the checkoff found the
car of hecalth professionals. But
through scicnce-based rescarch and
;‘lllll.'\\)llll.lll\in. [}'Ih \'hi'\LH'!}. 'llf;i‘lj
parinerships with groups like the
Amencan Heart Asociaton, Amern
Ll '\h-ldl-’r'n\' ot 1-‘“31'\ I.h‘\‘ll 1A
and Amencan Dictetic Association,

These partnerships opened communi
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information could How

To complement thar effort, the
industry also funded research ranging
from Texas A&KM Universitys 1991
Marker Basker Study 1o the moderate
protcin study published in 2003 by
Donald K. Layman, Ph.D., professor
of nutrition in the deparument of food
scicnce and human nutninon at the
University of lllinois ar Urbana-
Clumpaign.

The Marker Basket Study gener-
ated credibility by showing thar beet
pmduccrs were listening 1o consumers
concerns and offering leaner products.

. the S§1 beef checkoff

The moderate protein study created
widespread intersst in beef by proving
thar lcan beef within a balanced diet
could reduce body far and maintain
muscle. Lavman’s dier included as
much as seven beef meals per week.

The volume of checkoff research
came together in this decade just
with the re-emergence of the "Diet
Revolution™ that the late Dr. Roben

Atkins first introduced in 1972,
Atkins’ diet limited carbohydrates
and not far. Large numbers of con
sumers who despaired of following
low-tat dicrs with hittle noticeable
results tried Acking approach. They
found thar his plan allowed dicters to
enjov their food while they also lost
weight and felt better, Importancly
tor beef demand. Atking” devotees
increasingly turned to beef for their
protemn source

Mintert sees the Atkins and the
South Beach Diet, another popular
alternative 1o a low-fat dict, as emerg-
ing ar a particularly key time for the
beet industry. Interest in these dicrs
h-.'lpc.'d soften the blow of the post
911 economy for the beet industury.

“There detinitely was a dowdown
in the US. cconomy in 2002 versus the
d of the 911

prior year. Minter: sai

attermath. “ Then the economy started
picking up stcam with rapid GDP
growth, particularly in the lase half of
2003, and thar was p.lr!h, but not solelv,
responsible for a rebound in bect
demand. We saw retail beef demand up
10% during the fourth quarter of 2003
compared with 2 vear carlien. Part of the
demund increase was associated with the
srength in the US. economy, but it also
was up because of the underying shift in
consumer interest toward the high pro-
tein diets.”

Dietitians hike Katherine Chauncer.
Mh.D.. R.D.. refer ro them as low-car-

bohydrate diets.

continsed on page 40

EFITS FROM

ATURALLY
RICH

FOODS

current that i flowing bencath today s low-
carb diats is a desire fo move away from
troncts and get hack to a balanced plan. Dietitians are
encouragng that approach through a nutrihon strat-
egy that encourages mdivetduals to sat more whole
fooads or naturally nutrient rich foods, like fresh
moats, riew produce, whole prans and dawy prodeacts.
“If you define naturally nutrient nch foods.”
says Shalene McMeill, Ph.D., R.D., senior nutrition
cotmMmLnecations manager for the Texas Bee! Council,
“ would be the foods that you find in the perimeter
of the grocery store. That contrasts with the interior
of rhe stom whare a shopper can find cans, packages
and bores that contain processed toods that genor-
afly do not fit this naturally nutrient rich category.”
Dictmans are seemg that CONSumers —paricy-
larly women who prepare meatls for thewr famibos—
can benelnt from moving Toward naturalty nutrient

rich foods lor tw reasong:

The diet concep? allows their families 10 enjoy

basic. wholesome fosds i balanted propartions

These young mothers appear eager to braak
the trend toward super-sized fast-tood and
highly processed portioas that seemed 10

engul! thes genoration a3 0 grew wp.

These perceptions will continue 1o faver inclu-
sion of beed m the diot since boef is heavy n nutn-
ents and much leanor than 20 years ago. Even beel's
value-added products, such as the highly popular
heat-and-sorve bee! deshes that entered the retail
case just five years ago, won 1 buck the trend

“Consumers 1eil us rhey want to eat healitry, but
masy Sind it o chalienge 1o do =0, McNeill said. “As a
result, we are nation that s overted and undernou -
tshed. At the same time. this situation supports The
move toward choosing naturally mutrient rich foods
to fill the gap. And because boef & naturadly mutnont
rich, it will be one of the foods that will benefit from

this consumer shalt” Doasy Pork




It's a more accurate term since the
common thread of most of these diets is
that they encourage consumption of fewer
arbohvdrates. The dier plans also vary in
how they differentiare among refined car-
bohydrates like white bread and pasta and
natural carbohydrates like fruies,

Burt the key element for the beef

industry is that protein sources like lean
beet benefit because they contain no
carbohydrates,

There is nothing new about the low-
carh concepr, said Chauncey, associate
professor/nutritionist with the Depart-
ment of Family & Community Medicine
at the Texas Tech School of Medicine in

Lubbock. Chauncey also is founder of

the Wholc Foods Weight Loss Eaning
PMan (hrap:/iwsww seshsc.edu/SOM/Fam
\!ﬂf}'u J.'lli’ff‘r‘ll“’-{i ;':”3."," -'“hl Jll'h?f l'l" hl"\"
Carb Dicting for Dummies,” published in
November 2003, as part of the popular
“For Dummies” line of reference books,

“Low-carb dicts recycle abour every 25
years,” she suid. “They go in and out of pop-
ularity. bur thev've been around a long
tme—some sav as long as a century,”

T'his current cycle may have a linke
oxtra impetus 1o it Its almost like a period
of rain following a long drought. The min
may not come down any faster than before,
but it sure scems that way. Low-carb dicts
promote that scnsation among consumers.
The low-fat era was marked by susteriny
and dicten felt guilty cating any food that
they enjoved. The low carb diet makes
evervone happier because protein rastes
good and people lose weight. So consumen
want the ole 1o last longer. Thar contrast
between the two kinds of diers has not
been lost on health professionals,
Chauncey sud.

“At the time the low-fat regimen was
being preached. the American Heart
Assoctation came out with guidclines and
I, like many other health professionals,
tried it with patients,” Chauncey said.
“But we didn't always sce the weight loss
we wanted, and we didnt always see cho-

Importantly for beef
demand, Atkins’
devotees increasingly
turned to beef for
their protein source.

lesterod and lléghu'tidn gt betrer. In fuct,
in some Gises we saw them get wone,”

With the Atkins dict. on the other
hand. people are losing weight—espe-
cially in the carly stages, And cholesterol
and tniglycenide levels have not increased
across the population as many experts
predicred.

“Generally, it’s 2 water weight loss
(with Atkins) because reducing carbohy-
drates in vour diet causes you to start
breaking down glycogen stores.”
Chauncey said. “Glycogen has a lot of
water in it. As it breaks down, you see
spontancous diurcsis in the carly stage of
the dict. So people can make claims thas
they lose from 10 1o 20 lbs. the first
month. But you're not going 1o lose 20
Ihs. cvery month,”

If you're a dieter, though. the ininal
weight loss is impressive and vour success
creates other converrs. That is obvious o
Mintert as he analyzes conditions that
impact beef demand.

“As vou travel around to different
markets, vou see the Atkins dict repeated
over and over in different rotaurants and
on television and in grocery stores,” he
said. “It's a rend that has really had an
impact on consumers, especially the last
couple of vears,”

James Cassidy is corporate chef and
purchasing director of Ram [nternational

of Lakewood. Wash. Ram International’s
restaurant chains, located in cighe states,
includes Humperdingk’s in North Texas.
Cassidy necently toured every nstaurant in
the company. Without exception, he said
the Atkins Diet is dnving customen to
restaurants for beel.

“I'd say conservarively thar 35 to
40%% of our customers are on the Atkins
dict,” Cassidy said. “We are even develop-
ing a new menu for persots following the
Ackins dict. This is a trend that is going w
be here for a while, We're seeing people
who have no idea what the diet is all
abour ask for beef because they're just fol-
lowing what others do.”

I'he D, 23, 2003, diagnanis of BSE
in the Unired Stazes had lintde effect on
customer ardor for beef dishes, Cassidy
saidd. The only place his company noticed
i drop off in beet roquests was in i head-
quarters arca in the Pacific Northwest
where the single cow resided. And cven
there, Cassidy said. consumption quickly
recurned (o pre-BSE leveds.

Chauncey believes Arking success
comes from differentiating ivself from low-
fat dicts. Low-fat food docs not always
taste good and dicters grow hungry
berween meals, With the Awkins dict, on
the other hand. people cat protein, which
tastes naturally good and has 2 high aticey
factor. In simple terms, penons following
the Atking’ plan can suszain the diet longer
with better nsules,

Bur as a dietitian, Chauncey doubts
whether the Arkins diet is anything but a
quick remedy with few lung-latlmg
effects. As with many other rapid-weight
loss diets, she has scen followers of Atking'
plan quickly regain weight once they
retumn to a dict with carbohyvdrates.

She belicves that diets like the
Whole Foods Weight Loss Plan and Lay-
man'’s checkoft-tunded moderate protein
diets are mare realistic. They bodh allow
lean proteins, although she recommends
consumprion of a variety of mears

including beef.  (conzimued on page 140)
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Her dict also recommends low-far dairy products, unlimited fruits and non-
starchy vegetables and limits carbohvdrates to five choices per day.

DEMAND

“Atkins has some great features thar have caused clinicians 1o stop and think
how to prepare a dict that is much more livable,” Chauncey said, “But you have 1o
be cautious any time a dict says vou can lose X number of pounds in X amount of
time. The Whole Foods plan i a dier for 2 lifetime, You lose just about 1 1o 2 1hs,
weck—not 20—bu it still kets people car and not ger hungry.”

——
-
—
———
—
——

“By definition, fads don’t last. How do you
avoid a potential letdown when Atkins is
not as hot a topic as it is in 2004?”

Mintert questions the long-term impact of the Atking diet on beef demand.

“The Atkins dict took off in almost fad proportions,” Mintert said. “By defi
nition, fads dont last. So you have to question whether this will be a long-term
positive or just a short- 1o medium-run positive for the beef industry. Three to
tour years from now, how do you avoid 2 potential lerdown when Arkins is not as
hot a topic as it is in 20047 | think the key is for the beef industry 1o continue to

innovate,

NEW PRODUCTS

Why innovate? Marketeres understand thar every product undergoes a life
cycle where it reaches maturity and then starts declining. During the declining
stage, markct share can shrink and demand can Rl

At the end of the cycle, some produces simply go away. Remember Ipana
toothpaste? Sometimes new, disruptive alternatives supplant existing products.
For instance, CDs eclipsed long-playing records and the DVD-R forma is mak-
ing VHS wapes obsolere.

Some products get new life through reinvention. This process is why long-
time staples like detergents are eternally coming out with new versions that con-

tain different enzymes, a lemon scent or simply revolutionary packaging. With
cach reinvention. the product establishes a new inflection point on the product
cvcle. And the process starrs all over again.

Leaders of the beef checkoff program in the late 1990s realized thar beef
needed reinventing. The industry was not only getting mature, it was in danger of
being outdared. Poultry had become beef s major competitor and it was generaring
new products that were disrupring the mear case ar a pace thae delighted con
sumers and alarmed beef producers.

“One of the big differences berween beet and poultry in the '80s and “90s was
that the poultry industry was very innovative in developing products that were

meal solutions for consumers,” Mintert said.
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“Beef was trying 1o market the same products thar were out there two decades
ago. Clearly, that had an impact on (lower) beef demand during the 19805 and 1990s.”

Minterr and his KSU colleagues prepared a beef demand report in 2000. In
it, they advised the beef industry to move forward with new innovations, The
cconomists concluded thar the long-term rise in the percentage of women work-
ing outside the home was hurting beef demand because it put pressure on their
ability w cook traditional beef meals at home. Without convenient beef produces,
the economists said. beef would suffer even more.

Timely checkofi-funded research developed a new chuck cur from the top
blade called the Flat Iron. Through this new cut, the industry crcared value for an
item that traditionally had been ground into hamburger. Consumer acceptance of
the Flat lron was positive and widespread.

“The Flar Iron has been highly successful for our restaurants,” Cassidy said.
“You have to continuc giving customers a chance to ry something new, Guests
are more into experimentation today. Because of (cable TV's) the Food Network,
customers have more knowledge sbour underutilized foods in general. They're
mote willing to try them in a restaurane and really start to request them.

But the beef industry must look at innovation as a constant process. Other-
wise, its efforts will lack sustainability. A further look ar Cassidy’s experience
shows why. Flat Iron prices have risen from $4.50 per pound o 36 per pound in
one year. Thar quick a change in price causes foodservice to make quick re-cxami-
nation and stalls any movermnent of new cuts into the retail case.

“With all else being equal, if you have a secondary cut and top sirloin both
sclling for $6 per pound, you're going to go with the top sirloin,” Cassidy said.
“The Flat lron is a great cut, and we had a great year's run with it but wed like to
SC€ MOTe Oprions.

The industry is working 1o get more innovations to market. This year. it
released the checkoff-developed Petite Shoulder Tender into foodservice. Cheese-
burger Fries, a tasty finger food also developed through checkoff rescarch, is avail-
able ar most Wal-Mart Supercenters. And branded beef companics through their
own R&D are introducing innovative new produces including time-saving heat-
and-scrve beef items,

When low-carb diets and the changing face of the workplace created condi-
tions that favored beef, the beef industry was able to respond. And it responded
because it had a plan in place through the beef checkoff. Thar responsivencss will
continue to be important as new factors begin to impact beef demand.

Although no one can predict every factor thae will impact beef demand.
Mintert believes the industry has a better chance of coping if it continues to gen-
crate new products thar will meet consumers’ needs,

“Time savings is very important, but consumen are also in tunc 1o quality,”
Mintert said. “So now it’s got to be a product that not only saves time, but also
produces a high quality meal solution that comes close to whar consumers could
produce in the kitchen if they spent all afternoon cooking it. Consumers want to
pick up a meal solution at the grocery store and spend just 20 to 30 minutes get-
ting it on the table. Over the next decade thar's something the beef industry needs
to pay a lot of artention t0.” v

144 CATTLE FEEDERS ANNUAL 2004 Dioug Perkins is vice presiden. becf
resosrves, for the Tt Beef Council.



