
Capturing the Shopper Mindset 
Consumer perceptions, motivations 

and behavior towards beef 

The beef industry is at a crossroads. Though cattle farmers and ranchers, packers and 
retailers continue to evolve their best practices to provide the highest quality and variety of beef 
products, the industry is challenged by pressures from anti-agriculture activists, popular “story
tellers” and confusing labels. These negative influences rally the power of the media, including the
celebrity community, to devalue the beef we produce and sell. Consumers are caught in the center
of a swirl of confusion, which leaves the most powerful shopper, the American mom, less confident 
about her personal choices. 

Merck Animal Health leads the way. As a leadership initiative and to support the  
industry’s continued desire to stay ahead of consumer trends and shoppers’ needs, Merck Animal 
Health commissioned the leading women’s marketing company, Just Ask a Woman, to conduct a 
new research study on women’s beliefs and behaviors related to beef. The study included in-depth 
interviews with nearly 100 women and in-home interviews with both male and female primary 
shoppers. Findings were integrated with the decade of research Just Ask a Woman has conducted 
on women’s retail behavior and their wellness attitudes. This report highlights the key findings of 
the deeper research available exclusively from Merck Animal Health.

Did you know? Women are the most powerful shoppers, buying  
or influencing nearly 85% of everything sold.
What they want and buy drives your business. 



8 KEY SHOPPER INSIGHTS YOU SHOULD KNOW:

A name of its own: Traditional Beef

This research unearthed eight areas critical for our industry. Interestingly, women’s responses indicated that while they have certain attitudes about beef, from production to shopping to consuming,  
they are also conflicted due to influences of media, retail environment and others in their lives. While women’s beliefs and behaviors may seem contradictory, women are clear about one thing: they 
want control of the choices they make for their families.

Our industry uses the language “conventional beef”; consumers call it “regular beef” in contrast to organic or natural products. It’s time that today’s beef be equally clarified and elevated for today’s consumer.
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She’s more informed 
about beef.

Labeling, retail promotion, 
media have confused her.

She’s afraid of 
science in food.

She’s more afraid 
of the unknown.

She believes today’s beef 
is safe and flavorful.

Still wonders about 
antibiotics/hormone effects.

She’s skeptical 
of additives.

Feels supplements backed 
by safety assurances  

relieve concerns.
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POWERFUL MEMORIES AT HOME
 
Women remember growing up  
with beef as a favorite choice for
family occasions. It is part of their
family heritage.

               DECADES OF CARE 
 
Women respect the role of the
cattle farmer families who have
evolved best practices over
decades for the best quality beef.
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She’s looking to 
save money.

She doesn’t feel she should be 
relegated only to “cheap beef.”

She’s interested 
in sustainability.

Only if it’s “bite-sized” — 
affordable, convenient, 

no flavor/quality sacrifice.

She’d like to buy organic 
because she thinks
it’s “better” for her.

Higher cost isn’t understood, 
justifiable or affordable.

She feels cattle business 
is just big agribusiness.

She really wants 
to focus on the 

traditional family farm.
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               DECADES OF CARE 
 
Women respect the role of the
cattle farmer families who have
evolved best practices over
decades for the best quality beef.

  DEPENDABLE FLAVOR & VARIETY 
 
Women are accustomed to having  
a wide selection at the meat case
(price, cut, type). They want to
keep a range of choices.



The 3 Emotional Pillars of Traditional Beef

To simplify what our industry is all about, consider these three themes 
that tell the story of traditional beef — beef you can count on.

TrustTrust

SafetySafety
Freedom 

of 
Choice

Freedom 
of 

Choice

Traditional
Beef

Traditional
Beef

Raised by cattle farmer 
families — trusted for  
their families and yours

Certified by USDA 
and FDA for safety

Shoppers should 
have the right to buy
what works for their 
families at every 
price range

RETHINK YOUR BUSINESS IN HER TERMS:

To meet consumer needs, shift the focus to the shopper, 
who makes the decisions that influence the industry the most.

From:         To:

Steer 

Complex agribusiness 

Additive 

Cheap beef 

Organic as enemy 

Customer benefits 
(better yield, price, resources) 

Conventional beef

Steak 

Cattle farmer families

Supplement 

Variety of lean, healthy options 

Freedom of choice as hero 

Shopper benefits 
(access/personal choices) 

Traditional beef

For more information about these studies, contact Merck Animal Health.
556 Morris Avenue, Summit NJ 07901  I  beef@merck.com
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