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Test Marketing 
Another crucial phase of product development is the test 

market. This is really critical to the product’s life because you 
probably have not made it in very large quantities at that 
point. You have made as much as you can afford to distress 
or throw away. In the case of meat products, that is very 
expensive, but in total overview of the whole project, it is 
probably insignificant. Several thousands of dollars in dis- 
tressed product costs seems like a lot of money, but the 
promotion program alone, including television advertising 
and the like, will be many times more expensive. Once the 

marketing plan, sales organization and promotion money are 
committed, one must be absolutely sure that the product can 
be manufactured consistently to specifications. The meat 
scientist is one of the key people who is put on the spot to 
make sure that this happens. Trying to start up a new product 
with new people and a new line can be very difficult. The 
meat scientist plays a very important role. The scientist 
knows how to make it, knows it can be done, and all that is 
left to do is make sure the other people learn. Sometimes, 
that is a real tough task. You have a lot of moral support, but 
the bottom line is that if the meat scientist has not done the 
proper homework, the product is not going to go anywhere. 

Discussion 
D.T. Bartholomew: What is the cost breakdown as far as 

advertising versus product development cost of your prod- 
uct? How would you break that down for a new product? 

Suess: It would depend on how different the technology is 
that you are going to be using to make the product. If you 
start from scratch, and develop a whole new line to produce a 
product, that could be very expensive. Capital outlay for 
equipment and facilities could be the largest initial cost. 
Generally, that money is not spent until after you have 
successfully completed test marketing. Usually, the product 
development cost would probably be 10% to 20% of the total 
project cost. The advertising that is spent in test markets can 
be a big cost. After test market, the largest cost may be the 
capital investment in the first year. This could run anywhere 
from a few hundred thousand to several million dollars, 
depending on the complexity of the project. Some firms use 
co-packers to make the product. They are contracted to 
make your product until you are sure that the project warrants 
a large capital investment. 

Bob Henrickson: What is the time from concept to 
acceptance? 

Suess: Too long! We have a goal to have a project pay out 
in three years. If we do not think it is going to do that, we do 
not proceed with it. Usually, if it takes more than that, the 
project may experience problems. The economics can 
change while you are developing the product. Meat prices 
might change radically over the time that you have tested the 
prices with consumers. Your proposition may be dead be- 
cause price has changed radically. 

Henrickson: How do you feel about blends of meat rather 
than just one commodity? 

Suess: From the technical side, it is very exciting. I think 
that is where the future will be. From the consumer side, it is 
very difficult for them to understand what you are doing. We 
are in the processed turkey business. You can take some 
turkey meat, blend it with pork and beef, and make some fine 
processed meat products. But the consumer is not used to 
such products. They might be interested, but it would be a 
very expensive educational program. I think there will be a 
blending of species in the future because the low-fat charac- 
teristic of poultry is very desirable. Blended with some of the 
pork attributes, you can make some products virtually like 
you know them today, but they will not be made of the same 
ingredients. I think it will come eventually. 

Bob Benedict: In that aspect, what would be the effect of 
the federal regulations on additives, mixing the different 
types of species, state regulations and also consumer groups 
opposed to high-fat foods? 

Suess: Well, as far as the high-fat foods, I do not think that 
has a lot to do with species. Many of the meat products have 
standards of identity, not only for fat content and moisture 
content, but also species to a certain degree. You can put 
15% turkey or chicken into a hot dog today, and put it on the 
ingredients label. But if you put more than that, you will have 
to start calling it a pork and turkey hot dog or something like 
that. The USDA says you have to tell the consumer what you 
are doing. It is not fair to say that it is still a hot dog when it is 
not a hot dog the way it was previously defined. That does 
not mean you cannot get the rules changed. That is some- 
times very difficult and you have to have a lot of fortitude. 
The reward at the other end must be very well defined, 
because to get the regulators to change the rules and estab- 
lish a new standard is a very long process. You have to be 
very careful because you may get yourself into a box that you 
do not want to be in. You may think that you wanted certain 
product characteristics limits on the product, but once it is in 
the marketplace, you may find more of this and less of that is 
desirable. 

Bill Schwartz: Would you let me answer that question in a 
little different way? Quite obviously, the regulations get in the 
way of doing things. That is essentially what Suess is saying. 
The fat issue that you raised is a common one that he and I 
both deal with right now, because we recognize the consum- 
er’s ideas calling for lower fat products. It was discussed 
yesterday morning in the session. But, how do you get there 
under current regulations? The regulations were developed 
for an entirely different category of products. Most consum- 
ers do not recognize how terribly protected they are by the 
USDA. USDA people in the regulatory approach, write a lot of 
consumer definitions that they do not really recognize as 
such. They will set a category or standard without any 
consumer research, without consumer input, but that is the 
way they will define how they are going to interpret that 
regulation. 

Benedict: I think then that you ought to have the USDA or 
state included, because they may have more of an effect 
than corporate strategies. 

Suess: Usually we do not start with trying to change the 
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regulations. We know that with some projects the regulations 
may cause some problems. There is nothing that cannot be 
changed. It is just a matter of how long you are willing to fight 
for the change. That does have some impact on what you 
can do in developing new products. If it was all nice and neat, 
it would be all right, but it is not nice and neat. 

Benedict: Would you say that the meat researchers 
should go with no boundaries, and then try to change it? 

Suess: Yes, do what you can technically. If you do not do 
that, then you are going to second-guess yourself out of ever 
doing anything creative. You are creating a lot of headaches 
for yourself when you do that. But there are many things you 
can do with processed meats that are outside the bounds of 
the regulations. There really is not anything wrong with it from 
the technical sense. The consumer may have a different 
point of view, and the USDA certainly does. It is a constant 
back-and-forth problem. We introduced nacho cheese hot 
dogs last year, and the USDA wanted a very explicit definition 
of what is a nacho. We told them it was made of “such and 
such” ingredients. In a few years we may not want to use 
these exact ingredients any more. We would like to change it 
a little and make it better for the consumer. The USDA is 
going to remind us that these changes do not qualify as a 
nacho. So that is what I mean about getting yourself in a box. 

Thayne Dutson and Joe Regenstein: Could you give us a 
little more information as to how you conduct your consumer 
test? Do you have the researchers themselves do the con- 
sumer testing? Do you have consumer testing agencies? 
How broad do you usually go and what kind of specifics are 
you looking for in consumer questioning? 

Suess: You do all of those things. Generally, you start out 
with “internal” consumers (probably employees) that hope- 
fully are naive employees in the sense that they are not 
involved in product development or quality. Then the meat 
scientist will test different levels of product characteristics 
that are important, and try to define the product internally. 
Then you take the product prototype to the marketing re- 
search people for more tests. In our case, the tests will be 
conducted with an outside agency. They will contact several 
hundred or however many consumers we want that are 
willing to take the product home with them. You use a 
questionnaire to screen them on demographics, age, in- 
come, etc. They will find almost any kind of person you are 
looking for. There will be a call back, using a questionnaire, to 
find out what they liked about the product and to give you 
some ideas how well the product performed for them. But, 
more importantly, they will determine how unique it was. 
Other questions answered include: “Would they be willing to 
buy it at a certain price?” “Does it have a value in their eye?” 
There are many ways to ask these questions, and that is very 
unfortunate because, in market research, you can get the 
answers you want by the way you ask the question. You can 
take those results, and read them almost any way you want 
to. Usually, consumers will be very straight with you about 
what they are saying, but sometimes we misinterpret what 
they are saying. 

Schwartz: There is another step when you have an exter- 
nal focus group for your screens, concepts and ideas. It is 
used quite frequently. That is a less expensive approach, but 
it can be meaningful. 

Suess: I jumped over that earlier part. What I was talking 
about was after you have tested the concept. You start out 
testing a concept by getting maybe a dozen consumers who 
fit some demographic standard. You have a moderator talk to 
them about product areas that you are interested in. They do 
not get very specific, but they are presented a picture of your 
product concept. Then you listen to what the consumer 
thinks about the product. Focus groups usually cost about 
$2,000 for four hours. 

Dutson: How valuable do you think this is? 
Suess: I think it is extremely valuable. We have been 

doing it for about eight years now. It is what the consumers 
want to buy that is important. They are very valuable in the 
sense that we send our technical people, marketing people, 
and marketing research people to these sessions. I think, for 
the technical person, it is a real growth experience, because 
you think you know what you are doing, but when consumers 
start talking about your concensus, you may find you are way 
off. The other kind of inexpensive test that is commonly done 
is the concept test. Marketing people and the advertising 
agencies will provide a piece of paper which shows a picture 
of the product and a name. It describes the product, what it 
costs, what its attributes are and how great it is going to be 
for the consumer. The concept will be mailed to 500 selected 
consumers to find out how interested they are in the concept. 
You can do that for about $2,000. So there are some inex- 
pensive things you can do. Generally, the organization is set 
up to do all these things, but they also want the technical 
people to develop the product at the same time. Technical 
people are at a disadvantage because they do not know what 
the product is supposed to be like. That is what we are trying 
to find out. Until we do, it is very difficult to actually make a 
product that is going to fit the desired characteristics. 

Dutson: How useful is it for the technical people, or at 
least the project director, to be involved in a fairly interactive 
level on some of the testing, particularly the market tests? I 
have seen problems with technical people interpreting what 
marketing people say and vice versa. How much interaction 
do you try to create among your technical people, and really 
have them understand what the consumers are saying about 
the market test? 

Suess: All you can. You cannot ever do enough. Market- 
ing people do not always see it like the R & D people. There 
has to be a meeting of the minds because you must make 
this thing work together. Marketing people generally have the 
final say because they are the ones who are going to have to 
make this thing work. R & D’s responsibility is to make sure, 
whatever the product is, that we develop characteristics so it 
can be duplicated, and can be made over and over again so 
the product does not change. That is really our job. If it does 
not sell, and they cannot market it, that is their problem. But 
unfortunately, it is never that clear cut. It is a real communica- 
tions issue. After you have done the talking, the doing part is 
really easy, but usually you are doing both at the same time. 
Marketing people are the kind of folks who want the physical 
product, and they want it right now. They want it this way, and 
they want it that way. But, you get a team of people together 
for the project, and if they are the right personalities, that is 
where it is all at! 

Curtis Melton: How do you react to some of these hot 
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consumer issues? How do you decide how to respond to 
combat some of these unfounded charges? 

Suess: If it concerns industry-wide issues, we cooperate 
with the AMI very heavily. We talk as an industry rather than 
as an individual, because it is a collective problem. Salt, fat 
and cholesterol are three major things that everybody is 
concerned about. No matter how many consumer surveys 
you run, you find out that those are the things that come to 
the top of the list. We also watch what other people in the 
industry are doing. We go out and talk to consumers. We try 
to assess what the consumers are actually doing in the 
market place. Schwartz, maybe you would like to comment 
on your “Lean Supreme” line. That is one example of a 
product that is coming out to address consumer issues. 

Schwarfz: Take a concept like reduced salt, for instance, 
and test the product. When the marketing tests come back, 
they will say it tastes fine. There will still be those that 
complain that it is too salty, and there will be the 5% to 10% 
who say a low-salt product does not have enough salt in it. 
What is your target audience? Where are your sales? 

John Zieglec Exactly where would there be a difference 
between developing a product for retail and for institutional 
trade? Consumers are the same in the end! 

Suess: Well, the consumers are the same, but in the 
institutional trade, the purchaser is not the consumer. 

Zieglec They have to like it! 
Suess: But the persons who buy it from the manufacturer 

run the restaurants or the service organizations, and they are 
the ones you have to satisfy, really. They are the ones who 
know what their customers want. Market research for 
foodservice is an unknown science at this point. In 
foodservice, you usually have two kinds of products. First, 
you may be trying to become a second or third supplier for 
something they already buy. Second, they have an idea for 
something new that they want to sell, like chicken nuggets or 
some other product, and they want you to develop it for them. 
They already know what they want and you have to custom 
build the product. That is a very enlightening experience, too, 
because once you have built the product, and it is successful, 
they want huge quantities. Then all of a sudden, you are the 
high-priced supplier. Next week, somebody is in there with a 
lower price and you are out. It is a very, very competitive 
business. 

Schwarfz: This somewhat has low profitability, high risk, 
and large volume. 

Chris Salm: You mentioned that you would be interested 
in taking a course in USDA regulations and policies. As a 
graduate student, what else would you be interested in? 

Suess: I think it would be good to have some business 
background, and a course or two in marketing to understand 
where those guys come from. Certainly, you should have 
some understanding about food law and regulations. I think 
understanding the USDA regulations is very difficult. If you 
are going to get into the meat business in a scientific way, you 
have to have some knowledge of what those regulations say, 
what you can do and what you cannot do. 

Norm Marriott: We are all aware of many examples of 
products that have failed, even though it appeared that R & D 
had really done their homework. Yet, when it was turned over 
to marketing, marketing did not carry the ball and it flopped. 

Do you have any suggestions on how this problem is 
counteracted, especially among those who represent R & D? 

Suess: It is always easy to say marketing people 
“screwed it up.” Of course, the marketing people usually 
have something to say about what R & D did or did not do. 
R & D and marketing are on a team together. Everyone on 
the team has one objective, and that is to produce a success- 
ful product. Having an appreciation for everybody else’s 
problems is part of being on the team. It can get to be a real 
argumentative situation, but generally you try to avoid that. It 
is very difficult for people to talk about failures, particularly 
when they are in your own company. They would rather not 
talk about it, and if it is a failure, then it is a failure! That hurts 
us some in the fact that we cannot analyze the mistakes as 
well as we should, so that the next time we do not make the 
same mistakes. Generally, not all of the same people are on 
the next team. You may have a five-million dollar advertising 
program for a new product. You test to get information that 
tells you it is a wonderful idea, and that the people are just 
waiting to buy it. The company may experience a bad year in 
the business, and somebody says that you cannot spend five 
million dollars. We have to cut corners, so we can only spend 
two million dollars on advertising this year. That may kill the 
product, but those are the facts of life. Schwartz, you had 
some comments earlier about some of these points. 

Schwarfz: If you do not approach the problem as a team 
or company effort, it is bound to fail. Everybody has to be 
behind this, and recognize the importance of the value to the 
entire company. 

Suess: You cannot talk too much about the actual making 
of the product. It is kind of the incidental part of a project. The 
hard questions have to be asked up front. You say you can 
sell 20 million pounds a year of a new product. However, I 
have someone on the team who said he did not think that 
was a great product for this area. Some people like to ignore 
some of those things. There is usually so much information 
getting back to you that picking out the importance of each 
piece is not easy. 

John Carpenter: What percentage of the ideas for new 
products comes from the product development people, from 
sales and marketing and from corporate headquarters? 

Suess: I do not keep a running tally, and it depends on the 
corporation. I would say that most of the ideas come from 
marketing via the consumer. Marketing people are continual- 
ly talking to consumers about existing products and several 
new product ideas. They probably hear consumers say 
things about a product that you may not be interested in for 
that particular project, but they may tell you something about 
an unrelated product that you are going to be very interested 
in pursuing. We encourage our technical people to invent 
new product prototypes. Each meat scientist generally works 
on several projects at one time. When they are working on 
several projects at once, they will have ideas that look 
interesting. It may not have anything to do with an assigned 
project, but maybe it is something that might be applicable 
elsewhere. R & D will present the idea to marketing, and give 
a sales pitch for the idea. For about $2,000 you can ask 
enough consumers if they are interested in the idea. If they 
are interested, then you go to the next step and if they are not 
interested, you drop it. 
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Tony Kotula: If you do have a concept or a new product, 
how do you protect it so that you can get a head start in 
marketing? 

Suess: That is what we call insulation. There is not very 
much of it in the meat business. Basically, you are relying on 
the integrity of people more than anything else to maintain 
secrecy. Generally speaking, it takes maybe 12 to 18 months 
before you really get a new product into a market. By the time 
you enter test markets, you had better be in a position to go 
to national distribution after a few months. The test market is 
where you expose yourself to everybody, and when every- 
body has had a chance to look at the product, if they are 
interested. Technical insulation is really what we are looking 
for, and patented processes and products are rare. There are 
a very few process patents that you cannot get around, or do 
differently so the product will work. Some people think that 
issuing a patent basically gives competition a leg up, telling 
them how to make the product. Once in a great while, you 
may come up with a new ingredient that is patentable. Also, 
patenting equipment design is usually a feasible way to 
provide protection. 

Regenstein: Do you have a problem with security 
leakage? 

Suess: I do not think so. When you go outside to these 
market research firms, you really do not have very many 
people involved. You find out right away about outside peo- 
ple’s integrity. If you go to people who are outside the 
corporation, and they start telling you what your competition 
is doing, you stop doing business with them. They have no 
way to profit because their job depends on your business. 
You might have a disgruntled employee, but that is very rare. 
In general, the kinds of things that we would do, the competi- 
tion probably could not or would not want to do. 

Bob Kelly: Would you say in general that low-fat products 
are now more popular and will be more popular? Are they 
getting a lot of attention in your organization? 

Suess: Yes, for the last five years. 
Kelly: Are “lite” meat products, like “lite” beer, success- 

ful? 
Suess: I think the jury is still out on that. Consumers 

certainly are telling us what they are interested in. Salt, 
cholesterol and fat top their list. Some other things are at the 
top of their list, too. But how they are reacting in the market 
place is really not clear yet. We have had our line of products, 
which were already in existence, that we identified as low-fat, 
95 percent fat-free. That was our program. That really did not 
do tremendous things for us. Some other companies have 
tried. I know Schwartz and his company have made a new 
attempt at it and called it “Lean Supreme”. We will try to get 
the salt out of our product, particularly the sodium. How do 
we keep the fat down and keep the product affordable and 
safe? We have done a lot of market research and consumer 
work with those issues, and I thought it was extremely difficult 
to figure out how to approach this thing. Some of the things 
are technically not feasible right now. I was telling somebody 
the other day that if we could make an all-meat hot dog with 
no salt, (say 5% fat) for 60 cents a pound, I am sure we could 
sell it. That is what you would like to have. It also must taste 
good. You take the fat out of a sausage product, reduce the 
salt and change its texture and taste to the point that people 

say they want it, but when they get it they may not ever come 
back and buy it. That is part of the problem. They do not want 
to be punished for eating something that is supposed to be 
good for them. It is a difficult issue. It is not going to go away, 
though. 

Dennis Olson: The salt issue became important five or six 
years ago in the scientific community, but consumers have 
not been concerned about it until the last couple of years. 
When did your company start looking into this problem? 

Suess: We did our initial work six or seven years ago. 
Basically, we looked at the whole range of our products to 
see if we could reduce the salt content. You run some 
screening tests, and find out how much you can reduce the 
salt. It turns out that it is not enough to get the horsepower 
needed without really getting into technical issues, such as 
shelf life, safety, etc., not the least of which is taste of the 
product. While the other technical problems are important, if 
it does not taste good, you do not have to worry about the 
other problems. So we started on that, and we have been 
working on it ever since. In fact, we have reduced salt in 
some of our products. We did not bring attention to it because 
the marketing people felt that if we reduced the salt in our hot 
dogs by 15%, that is kind of nice, but so what! It is the right 
thing to do. 

fstes Reynolds: What type of marketing strategy might be 
applied to a high-dollar value product, such as boneless loins 
or something similar, where cost is going to be increased but 
you are approaching selling quality and maybe value? 

Suess: With that kind of a product, I think you should have 
a tremendous advertising and promotion budget because 
people do not think too much about eating boneless loins. 
You are talking about a new product which is really an old 
product that has been around a long time. People do not go 
to the grocery store and buy a branded loin roast. If you found 
out, for example, that the product was something the con- 
sumer would really love to have, then you would start from 
there. The amount of promotion you put behind your product 
is basically tied to how much product recall you want the 
consumer to have. How much interest do you have to gener- 
ate, to meet your marketing goals? That is one of the reasons 
for test markets. You test different advertising levels in differ- 
ent areas to find out what you have to spend on a national 
basis. Then you watch your sales, and repeat. At some level 
you can buy the business, but the repeat part you will not be 
able to buy. That is why you test market. When you test 
market, say you know that you are going to have to spend 20 
million dollars in promotion and advertising, but your margins 
on this product are only going to allow you to make 15 million 
dollars. So, you go on to something else. It is a hard thing to 
answer up front. 

Schwartz: In a product like that, you would have to be able 
to push it through and also pull it through. Marketing people 
use those kinds of terms. An example might be of a product 
that you could push through by making enough of an incen- 
tive for the retailer to handle that product, once you get into 
the store with minimum P.O.P., and with a small amount of 
advertising and some store demonstrations. Then, it will be 
available and the consumer will buy it. But, you can push it 
into the store by buying it into the retailer. That is why I think 
Suess said it would take a lot of money. In addition to doing 
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that, you would also have to be able to pull it through to the 
consumers to get them to recognize whatever benefit might 
be there. I have that concern in my mind with something like 
what you are suggesting, but what is the consumer benefit? 
In our area, when we talk about building products, we build 
product attributes. But, when you get them in the store, and 
the consumer buys them, they buy the benefit of what that 
product is. Does it go faster, look prettier, taste better or 
something else? So you would have to pull those benefits 
out. 

Suess: The consumer is probably not going to the store to 
look for that, either! You have to tell them it is there. If you 
have been to a large supermarket lately, you must appreciate 
the fact that there is no real need for more variety. They have 
a lot of variety. You cannot just make a product and stick it out 
there, and hope consumers will find it. They will never find it. 
A few of them will, but not very many. 

Glenn Schmidt: You mentioned that product development 
is a team effort. What traits should a meat scientist have to 
be a successful member of that team? 

Suess: You certainly have to have some personal disci- 
pline and you have to get along with people. A team is 75% 
people and 25% technical expertise. There are some excel- 
lent and very confident scientists who have a very difficult 
time dealing with people. We do not discriminate against 
people just because they may not get along with marketing 
people. You have to be able to give and take, analyze facts. 
Logical thinking is something that is very difficult in overall 
product development. Product development is illogical much 
of the time. This sometimes makes it difficult for a meat 
scientist to deal with the situation, since he has been trained 
to think logically. 

Dave Schafer: If USDA and FDA were to come to some 
agreement on a regulation as to trichina-safe pork, what is 
your perception of how long the industry would take to react 
to that, and to produce new products? 

Suess: It would offer some internal operating benefits, 
particularly in fermented and non-heated sausages. It would 
certainly open the door to such things as the raw dried ham 
products that you see in Europe. Whether that would be a big 
opportunity product-wise, I really do not know. 

Schwartz: I would fail to see the consumer benefit in the 
consumer’s eyes. We would all recognize that fact. But 
obviously, most of the people who are dealing with consum- 
ers do not recognize their capability to deal with trichina or 
trichina-free products. It might be more of a benefit to the hog 
producer from the product standpoint. The consumer expects 
safety. The consumer expects quality. 

Suess: If you could ever teach the consumer to cook the 
pork products less, it would be a big product benefit. That 
would be a major undertaking, and I do not know if anybody 
could afford the educational process. 

TA.  Gillett: It seems to me that you paint a pretty negative 
picture about product development in terms of the success 

ratio. Yet, when you talk to marketing people, they would like 
the reverse. They think you can do miracles in a very short 
period of time in developing products. How can we communi- 
cate with them? 

Suess: All the time. We talk about the negative in industry! 
I guess we are negative people in the sense that we talk 
about solving problems, and we do not talk much about our 
successes. The day after a success, we are on to other 
problems because we must solve the problems rather than 
pat ourselves on the back about successes. Unfortunately, I 
think we can get down on ourselves because of that. We do 
some good things and maybe we do not tell enough people 
about it, particularly the people who worked so hard to make 
it happen. The communication has to come from the top 
management levels. If the top policy-makers of the corpora- 
tion are committed to new products, everybody beneath 
them will get that message and it is going to work. If you have 
one group who is pulling to make something happen, and 
another group who could care less about it, you have a real 
problem. There is always the situation when marketing gets a 
good idea, and they want to market it the next day. So do we 
all! Generally, you cannot say it is going to take me six 
months, and if I have only five months, I am not going to do it. 
That is not the way it works. You work at it, and if it takes five 
months, fine. If it takes eight months, okay, so we have some 
problems. If we knew what we were doing at the start of a 
project, and how we were going to get there from here, then 
we would not be working on it in the first place. That is 
development. Sometimes it is difficult for people to under- 
stand it from the food science point of view, because we do 
not always know what is going to happen. We have to test it, 
and that takes time. 

John Huston: In your opinion, would the cheese hot dog 
be one of the greater success stories of the past few years? If 
so, has that increased the number of users or has it replaced 
other segments? 

Suess: Yes, the cheese hot dog has done a good job for 
us. It did cannibalize part of our regular business. There is no 
question about it, but we did get some new business. The 
cheese hot dog is not a new product because we had 
wieners with cheese on the market for seven years. We 
listened to the consumers talk about it a little bit, and decided 
we could do a better job. We changed the formula and put a 
lot of promotion behind it. Last year we introduced nacho 
cheese hot dogs. This year, we have added a bacon and 
cheese variety. Next year. . .? 

Huston: Are you surprised with the success of that prod- 
uct, in view of the concern about fat and cholesterol? 

Suess: Sure, that is what I say. People are telling us one 
thing and then doing something else. People do not think a 
lot about hot dogs. That is something they eat but they do not 
make a special effort to think, “ 1  am going to have hot dogs 
tonight” or “I am going to have bologna.” That is staple stuff. 
Consumers may tell you one thing, then do something else. 




