
eyBaked Foods Joins 

w hen I-Ione~Baked Foods 
Inc., decided t o  add 
beef to its mail order 

ciittilog, it began looking for the 
product with the most similar 
relationship in quality and ex- 
perience to its own. 

"That's what Certified An- 
gus Beefm produrt offered," 
says Keith Kurz. I loneyBakerl 
Foods president .  "'Ynd we 
found the CAI5 Program to be 
a quality organization from top 
to bottom." 

, , I he product came highly 
recomnit-ndcd from outr ide 
sources such as meat purveyors 
and industry consultants. The 
search for a quality beef line 
for I IoneyRakrd began with 
John  Baks-r, Dawson-Baker 
Packing, Louisville. K v .  and 
Andy Malcolm, Malcolm Meats, 
Northwood, Ohio. bo th  I i -  
consed Certified 4ngus Beef 
(CAR) Program participants. 

"Every time we cwducted 
research. Certified Angus Beef 
product came out on top."^ says 
Dan Kurz, t IoneyHakod Foods 
director of operations. 

In 4ugus1 1903 ,  l lonry-  
Baked Foods. Holland. Ohio. 
became licensed to promote 
Certified h g u s  Beef product 
as the only bwf in its mail or- 
der ratalog. "We have not re- 

oprd the  unique curing and 
cooking procedure for this high 
quality, bone-in smoked ham. 
I loenselaar then began market- 
ing this ready-to-cat gourmet 
ham through his Detroit. Midi., 
retail store in 1957. 

"Vie have built a niche mar- 
ket and remained the leader 
due to his insight into rcady-to 
cat foods."' Keith says. 

DIP  number of I IonevBaked 
11am stores now stands at 250 
nationwide. Over t h e  yfars. 
ronsumer demand rrcatcd the 
need (or the  stores to  begin 

c7 

shipping product from their in- 
dividual facilities. T h e  Ohio 
plant was built in 1984 to focus 
the* company's mail order busi- 
o w  from one location. 

Tlic mail o rder  catalog 
promises superior quality. val- 
U P  and convenience. "It fea- 
turps high quality gourmet  
foods to 1)c used as entrees for 
entertaining or  gift giving." 
Keith says. 

When selectin";rodurts for 
the catalog. llon&Baked ar- 
rcpti only those worthy enough 
to complement the ham. The 
catalog features several 1 loneb- 
~ a k e d  items and a diverse &- 
l e d o n  of brand name products 
lor scafond. j umbo  rash(~ws, 
cnffee and dessert. 

Ingu-i l h * l  product to riS-itaii- 
rant quality cuts. 

For sh ipp ing  perishable 
items, t r c h n o l o ~  plays a kc! 
role in consumer cont i~kncr .  
Modrrn technolop allows tilie 
food company to get the prod- 
uct to the customer through 
good packaging techniques and 
reliable distribiition. 

a'r Hie biggest thing to ovcr- 

wived a con~plaint about quail- "Vk e don't  want to  brand 
ty to date." Dan says. I everything with the  lloney- 

The company is a mail order ' Raked name." Keith explains. 
division of The HoneyBakrd "Vie let experts prmidr us with I Ham Company. renown for its high quality food products  
signature item -1IonpyBaked bearing thcir  brand name." 
Hamqm. However, he  adds. "Our con- 

Harry J. Ilornwlaar, Keith's 1 sumers demand us to be ex- 

that conli~lcni~r. 
I s  a licensed CAB Program 

participant, l loney13 a k .  e( 1 must 
now create awareness of the 
produrt specifications and qual- 
i? among it>' customers. To air 
sist with this procrss, the corn- 
pany employs continual rr- 
search and education. 

l IonpvBdkcd began with the 
sales rcprcwntativrs, both lull- 

grandfather, rrtxatrd the  ham 
spiral-slicing process in the  
1950s. Ifttv an unsuccessful at- 
tempt to sell die slicinpachine 

come in the consumer's mind time and holiday field staff. 
is tin- state of (lelivrry." Keith 1 ft ith Malcolm Meats and CM! 
says. "The customer must re- Program representatives in at- 
wive a high quality package ' tendance. t h e  field ~ i a f f  re- 
r a d i  and r v  cry time w h r t h w  ; ceived lonnal training. watched 
it's delivered to Florida or Col- 1 a CAB Program educational 
orado." video and sampled Certified 

pcrts in bepi ;IF well..' 
That 's w tiy I1oneyl3akt-d 

Foods selected licensed food 
service distributor. Malcolm 

7 1 I he company aggressivel? 
comniunira1e-i cohiistrnry to 
its cii.-.tonum. Keith ferls ran- 
wnicr  confidence is growing 
for food sales by mail order. 
Consistent. quality products. 
combined with modern ship- 
pin";whniques, helps i n r r ~ w r  

at  an inventor's fair. he (level- I Meats. to further trim Certified 

' \rips Iiref tenderloin. In addi- 
tion, I lone? Raked held promo- 
tions for staff during <nc holi- 
day season. H the? sold a cm- 
tain amount of d'ertified Angus 
Beef product they earned a gift 
parkagr of Iwf.  

For rwrarch, the company 
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conducted focus group studies 
comprised of field staff mem- 
hers who had interaction with 
customers. HoneyBaked learned 
that  consumers thought  the  
beef line offered a m i d  selec- 
tion. However, there was a low 
degree of awareness of Certi- 
fied Anpus Beef product quali- 
ty characteristics compared to 
other beef. 

Every Certified Angus Beef 
product shipment from lloney- 
Baked includes product infor- 
mation, recipes, and storage 
and handling tips. "We mnat 
continue to communicate even 
more to consumers how to han- 
dle and servc it" Dan say#. 

A combination of field staff 
training, promotions, product 
sampling and focus 
vided HoneyBaked Foods with 
the opportunity to gain exten- 
sive information about  how 
consumers perceived the prod- 
uct. "Once you taste Certified 

Angus Beef product, youre  a 
customer," Keith say?. 

The company i s  trying to in- 
t e r ~ s t  consumers i n  Honey- 
Baked Foods as  a source of 
quality products all year, not 
just a t  holiday times. For the 

first time in the company's his- 
tory, a summer pron~otion will 
feature Certified Angus Beef 
product on the  cover of t h e  
HoneyBaked catalog. The p r o  
motion will tie-in with the sum- 

To receive a HoneyBaked 
Foods catalog or to locate the 
nearest store. call ( 

7. o r  write IloneyBaked 


