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The title for this talk was a deliberate choice. In fact, it 
could be very easily connected to a sentence that would sum 
up what has transpired in the last 30 years. “Meeting con- 
sumers’ needs results in growth of processed poultry prod- 
ucts.“ 

A history of where processed poultry products started from 
and how they evolved into today‘s multi-product lines would 
be helpful in understanding how this happened. Everyone 
remembers when turkeys could only be purchased as whole 
birds, usually frozen. Turkeys were marketed as a commodity 
item and were consumed twice per year. This made produc- 
tion of turkey extremely seasonal and of course made it dif- 
ficult to produce turkey efficiently. Producers of turkey began 
to look for a way to convince consumers that turkey could be 
eaten year-round. They began by trying more aggressive mar- 
keting methods. They tried to establish brand identity so that 
people could know where their turkey came from and (hope- 
fully) would attempt to purchase another turkey from the 
same company. 

Eventually turkey producers began to cut their turkeys into 
pieces so that people wouldn‘t be forced to buy so much at 
one time. Some examples of early beginnings would be fro- 
zen breasts for institutional use and frozen drumsticks for re- 
tail. In the late 50’s and early ~ O ’ S ,  the first attempts were 
made at deboning turkey carcasses. Rolled and tied boneless 
roasts were manufactured and some of these were pre-cooked 
for the food service industry. In the late 60’s there was a vir- 
tual explosion of processed ready to eat turkey products for 
both food service and retail. Turkey processers tried just about 
anything and a great number of these products were success- 
ful. 

It is now possible to divide processed turkey products into 
categories: 

A. Institutional 

1. Ready to Eat 
a. Naturally shaped skin on roasts (whole muscle 

items). 
b. Naturally shaped skinless roasts (whole muscle or 

with some emulsion added). 
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c. Processed roasts (varying levels of emulsion, still 

d. Water cooked rolls (higher levels of emulsion). 
e. Cured products (ham, bologna, salami, etc.). 

a. Natural shape boneless roats (basically a rolled and 
tied roast but in a shape that is more easily recog- 
nized as being turkey). 

b. Bone in roasts (primal cuts). 

low). 

2. Ready to Cook 

B .  Retail 

1. Ready to Eat 
a. Sliced deli items (cured and uncured). 
b. Chunk items (high quality formulations cooked in 

large sizes then cut into chunks and packaged). 
c .  Smoked parts (primarily wings and drums cured and 

smoked). 

a. Fresh and frozen parts (breast slices, tenderloins). 
b. Pan roasts. 
c .  Chubs (breakfast sausage, ground turkey). 
d. Link packs (breakfast sausage, hot dogs). 

2. Ready to Cook 

It can be seen that turkey has found its way into a lot of 
areas. How fast has turkey grown? In 1960 ready to cook tur- 
key was consumed at a per capita rate of 6.2#. Five percent 
of this was further processed. In 1980 the per capita rate wil l 
be 10.5# with 60% of it being further processed. In 1977 
sliced poultry lunch meats garnered a 1 ’7c share of the sliced 
lunch-meat market. In 1980 they wil l have a 3% share. In 
1977 poultry weiners accounted for 3.2% of total sales of 
weiners. In 1980 they wil l have over 8% of sales. 

Poultry processors have done a number of things to cause 
this rapid growth. Louis Rich in particular has always devel- 
oped products to meet specific consumer needs. 

In the institutional market products are targeted toward 
specific applications considering such things as cost per serv- 
ing and yield which are extremely important to tood service 
operators. Ethnic preferences are considered and if an ethnic 
market i s  big enough, a product is targeted toward it. Of 
course organaleptic properties are always considered (but too 
many people think that this i s  a l l  that’s important.) Health and 
nutrition is also very important in institutional markets and 
Louis Rich has endeavored to be known too as a marketer of 
nutritious products. Convenience is also something that is 
dear to a food service operator’s heart and Louis Rich is also 
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known for having products that are convenient to use. Louis 
Rich has also targeted products toward specific industries 
within the institutional area-restaurants, fast food outlets, 
cafeterias, schools, health care facilities, etc. Each one of 
these industries has its own special requirements and desires 
when it comes time to purchase a food product. Louis Rich 
has eagerly catered to their needs. 

In the retail area all of the same factors are important with 
different intensities. Consumers want convenience and Lou is 
Rich has supplied it. Our fresh turkey parts gave consumers 
the opportunity to taste something that they had very likely 
never tasted-Fresh turkey. Our fresh parts also come in con- 
venient sizes. Consumers no longer have to buy a 25# bird; 
they can purchase a one pound package of breast slices. Also 
because our fresh parts are much smaller portion than a 
whole bird it i s  not an a l l  day affair to prepare them. Con- 
sumers also want a product that consistently i s  high in quality 
and Louis Rich has supplied it. It also is a necessity in the 
retail area to let the consumer know who you are so the con- 
sumer wil l be able to make repeat sales. Louis Rich has al- 
ways paid close attention to their retail packages to be sure 
that they are attractive and modern and show the product 
well. Louis Rich includes nutritional information on every re- 
tail packaged item and also includes product preparation in- 
structions. From time to time recipes are also included. In 
short, Louis Rich develops products that meet consumers 
needs and then makes every effort to make sure that consum- 
ers understand this. 

Louis Rich supports its products by advertising through the 
media, attending trade shows and in store demonstrations. 
Louis Rich also has published a turkey cookbook. For this 
cookbook the help of Barbara Gibbons (a noted home 
economist) was enlisted. The cookbook contains the calorie 
content of every item and is advertised by means of a coupon 
inserted in retail products. Barbara Gibbons also did several 
Louis Rich television commercials. 

These are examples of what poultry people have done to 
successfully penetrate the market place in new areas. There 
are also some advantages, inherent in poultry, that have 
fueled the fire. 

Poultry is much more efficient at converting feed to meat 
than are pork or beef animals. This obviously gives a cost 
benefit. I f  you consider lean meat only and exclude fat it 
makes poultry look even better. Poultry generation times are 
extremely short compared to red meat animals. This by itself 
gives three separate advantages. First of all it allows poultry 
growers to respond much more quickly to changes in market 
demand. Secondly it allows them to do genetic development 
at a much faster pace. Thirdly it allows them to turn their 
money over more quickly.  Louis Rich has emphasized 
whenever possible the nutritional benefits of turkey which i s  
another advantage of poultry. The awakening of the national 
health conscience was timed perfectly with Louis Rich’s de- 
termined move into the marketplace. 

This has been a brief account of what has taken place in 

the last 30 years and also a brief explanation of why it hap- 
pened. What has the response been? 

At first both the red meat industry and the academic com- 
mun ity pretended that processing of poultry into desirable 
products simply wasn’t taking place. Eventually when poultry 
began to hit red meat people where it hurt it became neces- 
sary to recognize them. The recognition began when poultry 
began to be included in low quality red meat weiners. These 
weiners usually contained a variety of other inexpensive in- 
gredients and the poultry was more or less viewed as a cheap 
filler. This attitude changed abruptly when two things hap- 
pened at about the same time. Red  meat supplies shrunk and 
the poultry people had the audacious idea of producing poul- 
try hot dogs. All of a sudden red meat plants were co-packing 
poultry hot dogs. With Oscar Mayer having recently acquired 
Louis Rich we now have total involvement of the red meat 
industry in the poultry industry. The poultry processors are 
now expectantly waiting for the academic community to rec- 
ognize poultry as an important part of the muscle food supply 
in its own right-not as an extender of red meat items. 

In conclusion there is an interesting comparison to be 
made. About the same time that the first boned and tied poul- 
try roasts were invading the marketplace, VW beetles were 
invading our shores. About the time inroads were being made 
by poultry hot dogs, Toyota and Datsun were following in 
Volkswagen’s wake. Detroit’s initial response was that im- 
ports did not exist. They decided to continue making the 
product that they wanted to make and did not consider the 
fact that the imports did a better job of meeting consumers 
needs. Detroit i s  singing a different tune now. Red meat 
people are just now beginning to see that they have put them- 
selves in the same situation. At Louis Rich we have always 
been eager to find out what consumer’s needs are and meet 
them. This has of course resulted in tremendous growth of the 
processed poultry industry. 

Discuss ion 

Unidentified: I know that Some time ago there was a ques- 
tion whether nitrites had prior sanction in poultry meat. Has 
this been resolved? 

T.  H. Coffey: It is still under litigation. 
D. Bartholomew, Land O‘Lakes: Have you encountered 

any problems in making processed poultry items such as 
frankfurters and bologna especially as related to spicing? 

T.  H .  Coffey: Yes, because we are dealing with a much 
lower fat content and ordinarily the spices are fat soluble. A 
higher level is ordinarily needed to compensate for the fact 
that it won’t be picked up as easily with the lower fat. 

Unidentified: Do you use mechanically deboned turkey 
meat in your product? 

T. H.  Coffey: We use mechanically deboned meat in some 
of the products, but not all of them. There are some we wil l 
not put it in under any circumstances. 




