


The pork and poultry
industries are going to give us a
window of opportunity, Mies
predicted. By single-mindedly
focusing on efficiency,  they're
getting themselves into
problems in terms of eating
quality.

“And what we have to do is
be ready to stand there and
provide our consumers a
uniform, high-quality eating
experience in every sense of the
word,” Mies told conference
attendees. “And, as we do, we
will regain some of that market
share, and we can begin to build
this business back to where it
needs to be.”

The problem in shooting
for this all-around, “quality”
animal is that he’s “not very
sexy,” Mies admitted. In a show
ring, he’d stand dead center.
He’d be medium-plus frame,
moderately muscled and
medium in his mature size. He
wouldn’t be obvious to the
crowd; you’d have to look at his
numbers. He wouldn’t be a trait
leader for weaning or yearling
weight, marbling or ribeye; but,
he’d be very good on all counts.

“That’s not very sexy,” added
Mies. “That’s the problem that
purebred cattle face in their
business. It’s excitement vs.
commitment. We have to
become a little bit more
scientific and a little less
flamboyant.”

Mies compared the beef
industry to the car industry of
the '70s  “We’re raising whatever
we  well please. We pass it
along to somebody else. They
take it and go to our customers
and say, ‘Will you buy it?’ And
we are having the same success
as the Edsel."

Just as Ford motor company
rethought it’s whole
management philosphy,
adopting the Total Quality
Management approach of
William Edwards Deming, the
beef industry needs to focus on
producing what its customers
want. “We need to put quality
and the lessons of quality into
the cattle business because that

will determine our ultimate
survival,” Mies said.

It doesn’t matter what
business you’re in, success
depends on giving your
customers what they want, Edd
Hendee, owner-operator of the
Taste of Texas, told cattlemen at
the National Angus Conference.
Quality, value, service and
consistency are the keys, Hendee
said. “Those four words have a
longer life cycle than we do.”

With a seating capacity of
400 and serving more than
1,000 meals a day, Hendee's
Houston restaurant topped
more than $9 million in sales for
1998. Hendee attributes much
of that success to fulfilling the
needs of his customers with
Certified Angus Beef™  product.
Thirteen years after starting to
serve Certified Angus Beef
products, Taste of Texas has
grown to become the No. 1
independent restaurant for
Certified Angus Beef  sales and
the No. 43 restaurant in total
volume in the United States.

“Our basic philosophy," he
said, “is identify what the
market wants and give it to
them with the highest quality,
value and personal service.”

Hendee, who has been in the
restaurant business for 21 years,
said the consumer will
consistently choose the highest-
quality piece of meat he or she
in the dining situation can
afford. The consumer will pay
more while dining because they
perceive their time as valuable.

“The customer is specifically
interested in being satisfied with
quality and value determined by
flavor and taste, not by price,”

 said.
The Texas restaurateur

advised producers to determine
what their customers want and
then move into a position to
meet those needs.

“The commercial producer
may be the most-vital link and
the biggest hurdle between
conception and consumption,”
said Sam Hands, a commercial
producer from Garden City,
Kan. To bridge the gap, Hands
said seedstock producers need
to get involved with their
commercial customers’ herds to
gain an understanding for each
producer’s resources and
marketing plans.

“Now more than ever, the
seedstock supplier must
communicate with his

commercial producer,” said
Hands. Seedstock producers
will need to help lay out a five-
year plan to provide the
commercial cattleman specific
genetics tailored to fit the
environment with the capacity
for efficient  feedlot
performance and a high-quality,
consistent end product.

In addition, said Hands,
commercial customers may
need assistance from seedstock
suppliers to market their calf
crops through the appropriate
channels and to get information
feedback from which to make
better genetic decisions in the
future.

“As the bar of excellence
continues to rise, advance
planning and coordination will
be imperative in order to obtain
full market value in the
corporate world for a
genetically superior product
that meets consumers’
expectations,” said Hands.

Proceedings of the 1998
National Angus Conference are
available, while supplies last,
through the Association’s
public relations department at
(816) 383-5100.


