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Classic Roast Beef 

with  

Herb -Shallot Sauce  

As ribeye steaks and New York strips have gotten bigger, many customers have 

become frustrated with middle meat cuts because of larger portion sizes, higher 

prices and thinner cuts. In addition, due to the economic crunch, fewer people are 

eating out, and in turn, restaurants are purchasing less of these cuts.  

 

Are you wondering how to capitalize on this middle meat downturn while creating 

even more satisfying eating experiences for your customers? Beef Alternative 

Merchandising (BAM) , a project funded by the beef checkoff, is the result of ex-
tensive testing throughout 2008 with consumer surveys and focus groups reveal-

ing an enthusiastic response to this alternative merchandising technique.  

 

BAM will allow your stores to increase profits by acting on the following tips sug-

gested through the consumer surveys, like showcasing new cuts as a òcollection,ó 

including recipes, cooking tips and adding seasoning packets in the packages.  

 

During last year's research, consumers indicated an assumption that these cuts 

will cost more to purchase; they also said it was worth it! After viewing package 

pricing for two, three and four steaks per package of the boneless steaks/filets, 

consumers were receptive to the proposed package pricing, particularly for a 

two-steak package (4 oz. each). So, while the price per pound is more expensive, 

the package price will be less expensive for the customer.  

 

Taking a few extra steps in cutting and packaging will allow your customers to 

have more options and purchase more of these middle meat cuts. Keep your focus 

on providing convenience in all areas from the packaging, portion size, seasoning 

and placement of these cuts as a collection in your meat case.  Bringing the BAM 

program into your stores will involve showing the meat department how to cut the 

top loin, ribeye and sirloin into smaller, more appealing portions.  

 

The Slice and Save program provides consumers with the knowledge they need 
to buy boneless middle meat subprimals, including Ribeye, Top Loin, Tenderloin 

and Top Sirloin, and cut the meat into steaks and roasts at home.  The goal of this 

program is to give consumers the know how to purchase tender and delicious 

middle meat cuts at a lower price per pound, take them home and cut them into 

steaks and roasts.   

 

Visit the Resources section at beefretail.org for point -of-sale materials (for both 

programs), cutting videos and packaging and freezing information for your cus-

tomers.  



Given recent media attention to 

food safety and beef safety in 

particular, we want to remind 

you of the tools available to 

help you respond to consumer 

inquiries.   

 

BeefRetail.org has valuable re-

sources such as customer hand-

outs on using a meat thermome-

ter, how to handle raw meat, 

and meat related Fight Bac and 

Plating It Safe brochures.  You 

can also find Best Practices for 

Raw Ground Beef Products on 

the web site.  

 

The beef industryõs ultimate 

goal is to eliminate foodborne 

pathogen risks, but foodborne 

threats are tough, adaptable 

foes.  That is why we continue 

to research and implement 

techniques and procedures to 

reduce the presence of food-

borne pathogens.  

 

The National Cattlemenõs Beef 

Association (NCBA), with fund-

ing from industry partners and 

the beef checkoff, founded the 

Beef Industry Food Safety 

Council (BIFSCo) in 1993, 

bringing all segments of the 

industry to the table to collabo-

ratively improve beef safety.   

 

In support of this goal, BIFSCo 

members have produced a se-

ries of òbest practicesó docu-

ments that serve as the defini-

tive guide for advancing beef 

safety at each stage of the beef 

production process.  òBest 

practicesó documents are con-

tinuously updated on the topics 

of preventing E. coli 

O157:H7 from entering the 

food supply as well as test-

ing for E. coli in raw ground 

beef.  

 

In addition, BIFSCo hosts an 

annual summit of beef pro-

ducers, packers, processors, 

retailers and foodservice 

operators to share and build 

industry best practices.  If 

you are interested in learn-

ing more about BIFSCo or in 

attending the summit, please 

contact the Wyoming Beef 

Council.  

 

Suggested Customer Mes-

sages:  

 

Cooking raw ground 
beef products to an in-

ternal temperature of 

160 degrees ensures 

beef safety.  The most 

accurate way to deter-

mine doneness is with an 

instant-read thermome-

ter.  

Always wash hands, cut-
ting boards, utensils and 

countertops with hot, 

soapy water before and 

after handling meat.  

D o  n o t  c r o s s -
contaminate.  It is impor-

tant to separate raw 

meat and poultry from 

other foods on your 

kitchen counter.  Do not 

place cooked food on a 

plate that previously 

contained raw meat or 

poultry.  

 

All beef is produced under 
strict government oversight 

with many safeguards in 

place throughout the beef 

production system to ensure 

that only the safest, highest -

quality ground beef enters 

commerce.   

Food Safety & Beef Safety Tools Available! 

BeefRetail.org Gets a Makeover!  

Following a months -long makeover 

process, the new and improved 

BeefRetail.org debuted on September 

30th.  The web site has been re -designed 

to make it easier for you to find 

information, with noticeable upgrades like 

a new navigation bar and a streamlined 

format.  

Here are a few highlights:  

1. A more user -friendly home page with 

tabbed sections to help users quickly 

identify and link to favorite spots.  

2. A new Beef Recipes & Photography 

section with the popular Ad Planner 

accessible from the navigation bar.  

3. A revamped resources section with 

cut charts, customer handouts and 

point ðof sale materials.  

4. A new Spotlights section that 

highlights the ways retailers make a 

special effort to keep the focus on 

beef.  
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The Beef Checkoff:  Beef Promotion, 

Education and Research  

Customers also come to the meat 

case looking for a complete meal 

solution. Give it to them by provid-

ing dry items like boxes of pasta, 

sauces, cheese and fresh bread 

right by the meat case.  Theyõll be 

able to get everything they need 

for dinner in one stop!  

Make ground beef patties for bur-

gers using lean ground beef.  Your 

customers will appreciate the time 

saver. And feature ground beef 

recipe cards by the meat case to 

give your customers fresh meal 

ideas.  Theyõll appreciate your ef-

forts!  

When customers fired up their 

grills this summer, demand for 

middle meats sparked an in-

crease in sales.  We expect that 

trend to continue this fall and 

winter as consumers pre -heat 

their ovens for great tasting 

beef roasts.   

Current wholesale prices on 

roasts from the rib and loin al-

low you the opportunity to 

prominently feature roasts this 

holiday season.  You can pass 

along significant savings to 

your customers, something 

theyõll appreciate during the 

holidays.   

Just fill out and return the en-

closed insert to us and weõll 

send you, FREE OF CHARGE , 

òBeef Favorite Holiday Roastsó 

brochures along with a clear, 

plastic brochure holder for dis-

play on your meat case.  The 

brochures, pictured at right,  

are appropriate for display 

from Thanksgiving through 

New Yearõs Day. 

 

To receive òHoliday 

Roastó brochures and a 

brochure holder , simply 

return the enclosed order 

form by mail or fax.  Order 

deadline is November 

23rd.  

 

Items will be available for ship-

ment in late November.  

 

Make Ground Beef An Even More Convenient Option for Customers  

Many consumers look to save 

money by buying larger pack-

ages of ground beef and break-

ing them down into smaller pack-

ages for freezing when they get 

home.  Make their lives easier 

when merchandising large pack-

ages of ground beef; package 

them into smaller packs bundled 

together into one big package. 

This simple added step on your 

end will make a world of differ-

ence for the customers who want 

to refrigerate some ground beef 

and freeze the rest for later use.   
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Holiday Roast Point of Sale Offer!! 


