
Driving Demand: Foodservice
Demand is different amid pandemic, but will build back stronger.

by Abbie Burnett, Certified Angus Beef LLC

What costs most for a restaurant 
isn’t the meat, but an empty seat. 

Chef Joshua Moore of Volare 
Italian Ristorante in Louisville, Ky., 
remembers hearing that at a Certified 
Angus Beef ® (CAB®) brand field day in 
Texas several years ago.

It resonates even more after 
rounding a year of a pandemic.

Just as ranchers know the wisdom 
of proactive investment, Moore 
knows his established reputation 
with the brand helps to keep his 
business going — for now.

Even before COVID-19 shutdowns 

and meat shortages, serving CAB was 
about competitive advantages and so 
much more.

“We know we offer the highest 
quality product available for 
operators to purchase, but that’s 
only where the partnership begins,” 
says Kelly Murray, CAB assistant 
director of restaurant development. 
“We are ‘all in’ on their business, 
aiming to keep them as successful as 
possible.”

Loyalty breeds loyalty, creating a 
demand not only for the product, but 
the company.

What is foodservice? 
More than just restaurants, 

foodservice also refers to supplying 
distributors. There are two kinds of 
distributors: broadliner and specialty.

Broadliners sell everything, from 
meat and fruit to toilet paper and 
cutlery. It can be a one-stop shop. 
Specialty distributors focus on one 
aspect, like protein. CAB has licensed 
one of each type in just about every 
market in an effort to leave no 
territory ignored. 

The foodservice industry 
represents 28% of the brand’s total 

“The past year, seeing empty 
dining rooms, empty chairs — it’s 
heartbreaking, and it doesn’t get 
any easier. But I’m very grateful 

we’re still here, we’re still doing a 
good business.” — Chef Josh Moore 

of Volare Italian Ristorante
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sales, topping 324 million pounds last 
fiscal year, but down 22% from its 
rising trend before the pandemic.

Foodservice also leads CAB’s value-
added sales (52%), although that was 
down for the year, too.

Distributors are vital to the 
brand because there are too many 
restaurants for CAB to contact 
individually. Equipping these sales 
professionals with focused training 
helps them vet and sell to restaurants 
before bringing them to the brand as 
potential licensees.

Realizing that work goes on all 
the time, CAB helps distributors 
sell product across the board. 
Restaurants don’t have to be licensed 
to sell CAB, only to advertise that 
they’re selling it.

“If they’ve got a doorknob, they’re 
our customer,” says Josh Ennis, CAB 
specialist at Buckhead Meats Atlanta, 
a licensed CAB specialty distributor.

Helping his staff and those at other 
distributors distinguish between 
mere buyers and true CAB loyalists 
takes training.

Equipping the field
Distributors acting as front lines 

for the brand need the right tools, 
especially with beef, says Sara Scott, 
CAB vice president of foodservice.

“Beef is an extremely intimidating 
item to sell,” she says. “There’s such 
a variety within the cuts and quality 
grades. When you can show them 
‘Hey, if I can master beef, I can 
probably add a lot more to this order,’ 
they get pretty excited.”

Broadline distributors may offer 
upwards of 15,000 line items. 
Providing confidence in selling a 
complex and expensive item can set 
them apart in any market.

That’s where CAB steps in, 
providing a wealth of information 
and training, always growing and 

evolving with the times.
There are intensive, three-week 

courses to immerse “students” in all 
things beef, from ranching to cutting 
to sales. Live meat-science trainings 
and conferences are built around 
innovation in sales strategies, along 
with regular e-communications and 
individual touch points.  

“We do a really good job of training 
our people to understand the brand, 
understand the specs and why 
they truly do make a big difference, 
and how it’s a superior product to 
the competitors,” Ennis says. “If 
everybody wants to be ‘Certified 
Angus Beef’ with mirror programs, 
well then you might as well buy the 
best because that’s the original.”

These resources have become even 
more important as the pandemic 
limited trips to the CAB Culinary 
Center in Wooster, Ohio, the usual 
home for hands-on training. 

“Nothing attracts an audience 
faster than getting a raw piece of 

meat on the table and cutting it. And 
that’s even true in the video world,” 
Scott says.

Menus have become more fluid 
everywhere, so knowing what to buy 
and when to buy is critical. 

“Before you can ever train or sell or 
promote an item, you’ve got to have 
it in stock, and you’ve got to sell that 
guy on why it should be in stock,” she 
says.

Price rarely wins 
The goal is to have licensees take 

ownership in the brand, Scott says.
“Our job is to sell more meat. Beef 

is our plow horse,” distributor Ennis 
adds, “so we’re going to sell more 
Certified Angus Beef because it’s our 
brand. We grow our pounds based on 
the quality of meat that the ranchers 
produce, the packers cut, that we 
fabricate — because once all that work 
has been done, we’re just delivering 
the best end result to our customers 

Pain in the beef chain
“If you want to know what restaurants 

do to drive demand, you only have to look 
at what tenderloin prices did this past 
November and December,” says Sara Scott, 
CAB director of foodservice.

Ribeyes were more expensive than 
tenderloins. That never happens.

Middle meat demand declined as 
supplies of high-quality beef reached 
all-time highs, with record grading and 
carcass weights this past year. 

“It’s because of the strain being put on 
restaurants right now. That’s a pretty black-
and-white indicator of what restaurants 
drive. They drive tenderloin business,” she 
says.

It’s why the whole supply chain from 
farm to plate is extraordinarily important. 
When one part struggles, everyone else 
feels it too.

Continued on page 104
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and then they’re putting it on the 
plate. At that point, taste speaks.”

Before they can get licensed with 
CAB, restaurants must consistently 
buy for 90 days.

“You can tell who’s going to be 
too worried about three- to five-
cent price swings to stay loyal to a 
program that’s going to reward them 
in the long run,” Ennis says. “It’s just 
about who is the right fit, because 
the right fit is the customer that 
understands quality always wins. 
Price rarely wins.”

Moving pounds is good, but 
elevating the brand to move more 
pounds in the future is better.

For Scott, it comes down to this: 
“Will we be proud to have our logo 
on this menu?”

That’s hard to navigate, she says, 
“but it’s also a reason why CAB hasn’t 
been in fast-food operations. We 
want the brand to elevate, and we’ll 
walk away from pounds to not be in 
those establishments.”

Better to lose some sales than to 
lose brand equity.

“When you’re the largest branded 
beef company, you want to grow, 
but yet you don’t want to be 
commoditized,” Scott stresses. “From 
a distribution standpoint, we strive 
to work with the best in class in 
those markets, while also remaining 
very loyal to our distributors. That’s 
important to ensure that they don’t 
position us as a commodity, too.”

The all-in approach requires 
distributors, once licensed, to only 
offer CAB for their premium or 
Angus product line.

Demand through a common 
understanding that quality over 
quantity wins every time.

Pandemic troubles
“Cheeks in seats,” has long 

been the measure of restaurant 

profitability, but COVID-19 changed 
that metric. 

Typical issues of labor and 
customer traffic were exacerbated by 
the pandemic.

In the past, Scott says it was easy 
for someone to quit today and find 
another job tomorrow. Now the 
challenge is having enough qualified 
people to do the tasks at hand.

“It involves a lot of retraining,” 
especially with closing and 
reopening, she says.

Moore at Volare Italian Ristorante 
had to furlough 50 people during 
the first shutdown in Kentucky, 
rehire some and then let another 
50 go during the second shutdown 
before the holidays. Still, the 
business goes on.

“We’ve been in business for 17 years 
and have a very loyal customer base,” 
he says. “A lot of restaurants don’t 
have that, or they’re newer so they’re 
still getting established or don’t have 
a large space. They’re trying to go 
from maybe a 60-, 75-seat restaurant 
to half, so it’s hard to even keep your 
staff on at that point.”

Seeing all of that taking shape, 

CAB started converting in-person 
training to digital. Ideation for menu 
items from one beef cut went on to 
creating “reopening kits” and “take-
out, how-to” guides.  

“We’ve dug in deeper,” Murray says. 
“We said, ‘How can we help support 
our current base of restaurant 
operators, and then how can we go 
out there and get new champions of 
the brand?’ We’re not sitting around, 
that’s for darn sure. The whole goal 
is to drive tonnage, to drive pounds, 
with great partners. So we’re still 
doing it, just differently.”

That doesn’t make it easy to watch 
the industry struggle.

“I honestly have to put blinders 
up,” she says. “I can only be forward-
thinking, or it’s a depressing place to 
sit. You just gotta stay positive and 
keep looking forward, controlling 
what you can control.”

Murray says her team is closer to 
the restaurant operator than ever, 
anticipating their needs. Last year 
saw the world’s foodservice sales 
force reduced, creating a space for 
CAB to develop relationships with 
multiconcept restaurant groups 

Driving Demand: Foodservice continued from page 103

“It’s just about who is the right fit, because the right fit is the customer that 
understands quality always wins. Price rarely wins.” – Josh Ennis
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and chains. “Those are both brand-
elevating and volume-drivers.”

For Ennis, each sale is hope.
“We all look at it as if we sell one 

more box of strips, we sell one more 
box of sirloin, that could be the 
difference of somebody keeping their 
job,” he says. “Maybe it’s me or maybe 
someone in our cut shop. But if you 
look at it that way, then I think you’re 
more inclined to work a little harder, 
make that one more stop, that one 
more phone call.”

Driving demand in this trying time 
is larger than selling beef. It’s about 
helping partners where they are in 
this moment.

That’s why at the end of 
January, the brand launched 
#RestaurantChallenge, encouraging 

everyone to support their local 
establishments (see page 78). 

Some things never change
Pandemic or not, steak is a cause 

for celebration.
“The demand is not going to 

diminish,” Murray says. “Yes, 
restaurants are struggling right now, 
but we also know that when they 
come back — and they will be back 
— they’re still going to want high-
quality product. They’ll have to set 
themselves apart to be able to come 
back and thrive again. The consumer 
knows more about beef than ever 
before, and their expectations are 
higher — especially if they’re going to 
go out and spend the money.”

The chefs and salespeople are 

resilient, too, Scott says. 
“There’s going to be a percentage 

that are just working a job. But it’s 
a pretty low percentage, because it’s 
people that are fueled by the love of 
the food industry.”

Moore lives for the rush. 
“I love the feel of Friday and 

Saturday nights, when you’re in the 
weeds, and the tickets are hanging, 
and you can’t see the end in sight. 
You fight your way through and put 
out great food,” he says. “At the end 
of it, you walk around the dining 
room, and people are happy, smiling 
and enjoying their meal.” 

If the empty seat is a threat, a full 
dining room is its antidote.   

Dear Doneta;

I talked to Jacque yesterday about running a 1/2 page ad in the March Angus Journal featuring a bull we plan on selling on April 2, 2021 in 
Kirksville, Mo.

Proposed content:  
1 . Name & contact info:   Waddle Farm  585-208-0349
2.  Heading                       Are your cows getting too big?  
                                         Do you want more growth, carcass weight and value with less costly cows?
3. Content  
    Bull Name WF C3 Goldman W18 
    Registration No AAA 19574401
    Picture of bull Attached (to be discussed)
    Pedigree
    EPD values (& maybe %›s)

    Statement (smaller lettering) As of Jan 12, 2021, the only bull in the Angus herd with a MW less than 30, WW above 80, CW                                                                
above 60 and $B above 160

WADDLE
F A R M

WF C3 Goldman W18 
19574401 

 *SydGen Exceed 3223 [AMF-CAF-XF]

SydGen Enhance [AMF-CAF-XF]

 SydGen Rita 2618
 #*Connealy Impression [AMF-CAF-XF]

Pride of Prairiedge 7 [DDF]

 #Prairiedge Pride 2

 Are your cows getting too big?  
Do you want more growth, carcass 
weight and value with less costly cows?

As of January 12, 2021, the only bull in the Angus herd with a MW less than 30, WW above 80, CW above 60 and $B above 160.

He sells! 
6 pm • April 2, 2021
Kirksville Livestock Market • 660-342-3530

For sale brochure or 
more information contact:

Dave & Barb Waddle
14486 NE Impala Dr

Breckenridge, MO 64625
Dave Cell 585-208-0349

bwaddle@mindspring.com
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+2.5 
+81 
+137 
+1.96 
+21 
+28 
+63 
+.93 
+.59
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15% 
45%
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$G 
$B 
$C
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+62 
+164 
+311
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