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“VEAL. Discover the Special Choice” is the tag line being 
used in the new Strategic Marketing Plan by the Veal Commit- 
tee of the Beef Industry Council. The primary objective of the 
Veal Committee is to positively affect the consumption of veal 
and increase the profitability of the veal industry. Additionally, 
ongoing objectives are to raise awareness and educate con- 
sumers about the variety of veal products available. Repre- 
sentatives from different industry groups, such as veal grow- 
ers, packers, feed manufacturers and State Beef Councils, 
join to form the Veal Committee. 

To accomplish the primary and ongoing objectives, the Stra- 
tegic Marketing Plan directs activities into specific areas and 
to specific consumers. Currently, the geographical focal points 
are three cities, Chicago, Philadelphia and New York City. In 
addition, the targeted consumer groups are new consumers 
and the “lost generation,” those who have not consumed veal 
in a while. 

Three approaches are used to reach the different consumer 
groups, Retail, Foodservice and Food Communicator Pro- 
grams. The retail aspect of the plan includes two promotions. 
The first promotion is conducted in the FebJMar. time frame 
for 4 weeks. A promotion theme is used to heighten the aware- 
ness of the event by consumers and retailers. Retailers are 
offered sales incentives to ensure a successful promotion. A 
second retail promotion is conducted during the summer 
months for 6 weeks. During the summer promotion, a grilling 
theme is used to raise awareness. Retailers are again offered 
a sales incentive to increase veal movement during the slow 
summer months. Additionally, the summer grilling promotion 
includes three other elements, radio, point-of-sale material and 
in-store demos. Radio adverlising is incorporated for 4 weeks 
in each of the three cities. Point-of-sale material, in the form 
of an on-pack sticker, is distributed to retailers to be used for 
display on the product in the retail case; and in-store demos 

are conducted to give consumers the opportunity to sample 
different veal products. 

The second area of focus for promotion and advertising is 
in foodservice. This area involves placing advertisements in 
major foodservice publications. The ads run for a full year and 
strengthen the presence of veal in the foodservice industry. 
Once an advertisement is placed, efforts center on generat- 
ing publicity for veal and veal products. Also, foodservice op- 
erators are involved in different promotional efforts to feature 
veal. Another focus to the foodservice campaign is to fulfill the 
need of chefs and operators for veal preparation and menu 
ideas. 

Another key component of the veal marketing plan is the 
Food Communicator Program. This area involves generating 
ideas and recipes to be published for consumers and 
foodservice operators. In addition, veal editorials are devel- 
oped and released to newspaper and magazine food editors 
and writers. Partnerships are developed in this area with other 
food industry groups to position veal products for the different 
editorials. 

To maintain growth and sales, veal products are being po- 
sitioned as upscale, gourmet and healthy. This idea is cap- 
tured in the positioning theme of “Veal. A Cut Above.” Meth- 
ods for positioning veal in the retail case are done through 
case-ready programs and products. A total meat management 
philosophy is being pushed as the way to increase profits. For 
foodsewice operators, a cents-per-serving vs. cents-per-lb. is 
the selling point, once quality and consistency are achieved. 
The industry is moving to adopt these types of systems. 

Louis Licht and Joe Rucco of Catelli Brothers took over at 
this point to discuss the new developments occurring at Catelli 
Brothers for veal products. A cutting demonstration was given 
to show how the products were prepared and the above sys- 
tems used to benefit both retailers and foodservice operators. 
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