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Is grassfed beef destined to 

remain a niche product for the 

affluent consumer? 

Or can it become a mainstream 

food that displaces conventional 

feedlot beef?

Key questions



Why eat grassfed beef
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Human health

Animal welfare

Environmental protection

Climate change mitigation

Better taste & flavor
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Demand for grassfed beef is growing fast
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 Growing at 100% 

per year vs 7% 

for conventional 

beef

 Similar growth in 

other categories 

and in food 

service channels



But grassfed beef is still a tiny part of the market
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Value of U.S. beef market, $bn

Total = $105bn
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Conventional

Grassfed

Value of grassfed beef market, $bn

Total = $4bn
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grassfed

Unlabeled

grassfed

Of which 75-80% is imported



4 main challenges to scaling up – all can be addressed
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Variable quality

Confused consumers

Inefficient supply chains

High production costs
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High consumer prices



The market expects consistent high quality year-round
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Consumers have to grapple with multiple labels & claims
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Antibiotic-free

Vegetarian-fed

Organic

Natural
Not all “grassfed” beef is equal!



Stronger standards and marketing are needed
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 New initiative to agree common set of principles should be championed

 Requires well-resourced consumer awareness campaign



Grassfed beef is priced out of range of many consumers
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71% price 

premium over 

conventional



Scale and aggregation can unlock supply chain efficiencies
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800lb
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1100lb

 Although consumer pays a 71% price premium for grassfed, the 

cattle producer only receives a 25-30% premium per lb

 Grassfed beef incurs high processing and distribution costs

Animal weight



Scenario
A: US grain-

finished  feedlot

B: Southern 
Australia 
grassfed

C: US exemplary 
grassfed, small

D: US exemplary 
grassfed, large

E: US 
aspirational, 

very large

Marketing strategy
Sell live cattle to 

processor
Sell live cattle to 

processor
Direct marketing 

to consumers

Sell live cattle to 
branded 
program

Sell live cattle to 
branded 
program

Average no. of head 
sold/year 3,450 113 40 4,000 10,000
Live cattle price, $/lb* $1.20 $0.77 $2.79 $1.49 $1.49

Total revenue $1,499 $982 $3,209 $1,844 $1,844

Total operational costs $1,447 $663 $1,658 $1,530 $1,378

Total overhead $46 $200 $920 $241 $149
Processing costs $500
EBITDA $5 $119 $131 $73 $317
EBITDA margin 0% 12% 4% 4% 17%

Cost of gain, $/lb gain $0.82 $0.59 $4.26 $1.55 $1.00

Reducing production costs through new operating models
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Sample beef finishing operations by size and strategy (per head basis)

 2 profitable business models – sell direct to consumer at high price or produce for branded 

programs at scale

 Larger operations with best management could reduce costs to <30% above feedlot beef



Conclusions
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Focus on producing high-quality, well-finished grassfed beef year-

round

Develop stronger standards for grassfed beef accompanied by national 

“brand-building” campaigns to educate consumers

Pursue scale and aggregation to unlock supply chain efficiencies, 

taking advantage of conventional beef infrastructure

Establish well-managed, scaled-up finishing systems to produce 

grassfed beef at lower cost
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How big can the grassfed beef sector get?
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