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Role of technology in the global economic importance
and viability of animal protein production (Lusk 2013)

« Qver the past century, productivity-enhancing agricultural
research has led to increased food availability
despite population growth.

« The economic benefits of agricultural research have been
estimated to outweigh the costs by a factor of 32 to 1.

« The technological developments that have occurred in the
beef industry in the last 40 yr are estimated to be worth over
$12 billion annually.

5 > « Investments in agricultural research have slowed and shifted

aaRe e e away from productivity-enhancing technologies, and as a

Zririiniimehn result, the likelihood of future food price spikes has
increased.

academic.oup.com/af/article/3/3/20/4638626



https://academic.oup.com/af/article/3/3/20/4638626
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Changes in Efficiency of Pork Breeding Stock from 1970 to 2025
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Data Source: USDA-NASS; USDA-WAOB.
Quarterly Hogs and Pigs; WASDE.



Technology and evolving supply

chains in the beef and pork industries
(Maples, Lusk, & Peel 2019)

“The values of improved technologies
between 1977 and 2012 in the beef
and pork sectors have been estimated
at $11 bilion annually and $7.6 billion
annually, respectively.”

Source - www.sciencedirect.com/science/article/pii/S0306919217306140



http://www.sciencedirect.com/science/article/pii/S0306919217306140
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EXAMPLE TO PONDER:

1 1 Market impacts of E. Coli vaccination in U.S.
E. coli vaccine Market impac
M Glynn T Tonsor and Ted C Schroeder
in fed cattle

2012 USDA NIFA Grant
o $25 million, 5 years, 48 co-Pls and 10 institfutions

Innovation

Example technical statement following innovation:

o "“...Acommercial vaccine for cattle can effectively reduce E.
coli by more than 50 %.”

Adoption?

Tonsor & Schroeder — why hasn’t this vaccine been adopted?

Economic No market signals to drive feedlot adoption: Incentives matter!
Viability v’ Retail (2%-4%) or packer (1%-2%) cost savings needed OR

v Retail (2%-3%) or export (18%-33%) beef demand increases




Cottage cheese goes viral

Cottage cheese is having a major moment on social media right now.

Over the last year the hashtag #coftagecheese garnered well over half a billion
views on TikTok, showing people are hungry for the protein-packed food once
associated with diet fads. Cottage cheese had a moment in the 1970s, when the
average American ate nearly five pounds of it per year, according to the
Department of Agriculture. But over the years, Americans started to turn to other
high protein, low carb food, leading NPR to declare in 2015 that yogurt had
"eclipsed" cottage cheese.

But in recent years, cottage cheese has experienced a resurgence in popularity.
People have taken to TikTok to show how cottage cheese can be used in better-
for-you recipes, with creative dishes like viral cottage cheese flatbread and ice
cream. At-home followers looking to recreate these recipes have helped cottage
cheese boost dairy sales.

According to Circana data from May, cottage cheese sales were UP 13.5% year-
over-year, up to $1.33 billion. The firm also reported that in 2023 cottage cheese
was the third-fastest-growing segment within dairy, with private label leading the
sales. The continued demand has even led top-seller Daisy Brand to invest in
manufacturing, with the company announcing a $626 million facility in May.

https://www.modernretail.co/marketing/tiktok-has-ignited-a-cottage-cheese-renaissance/

CPG PLAYBOOK

TikTok has ignited a cottage cheese renaissance

U.S. per capita consumption of fluid cow’s milk has fallen further each
decade since 1970s

Cups per person per day
0.96

1970 1980 1990 2000 2010 2019
Year

Source: USDA, Economic Research Service Food Availability (Per Capita) Data System.
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Savoring the cottage cheese ‘'moment’

DMI Chair

Marilyn Hershey

Picking your favorite dairy food is sort of like choosing a favorite child.

As a dairy farmer | love them all, of course, but if I'm being honest, | have a special place for my cottage cheese. It's my
go-to dairy food because it can be enjoyed in a variety of ways. It's my secret ingredientin my lasagna recipe and | love a

bowl of it with orange slices or olives or even tuna fish.

Cottage cheese comes with a bit of a stigma as an older person's food, and it's never really caught on with many younger
consumers. But in today’s world, it sometimes just takes a good old-fashioned social media push for something to "have
a moment” as the media sometimes reports when a trend catches fire. (You may recall Feta “had a moment” a few years

ago after a TikTok recipe craze.)

We're in the middle of a cottage cheese moment for sure thanks to some social media efforts that are focused on its

wonderful diversity.
Could you ever have imagined ice cream is being made from cottage cheese?

Neither did | but the social media world sees it differently. Some notable dietitians, such as @nutritionbykylie and

@chicago.dietitian, posted about it on their channels and it caught the attention of The Pioneer Woman. The checkoff's

social media team promoted a Cottage Cheese and Fruit Blender Ice Cream recipe in July, which happened to be

National Ice Cream Month.

And guess what? Social media is eating up cottage cheese. The hashtag #cottagecheeseicecream has more than 40

million views on TikTok and #cottagecheeserecipe has 111 million-plus views on the same channel.

https://www.dairycheckoff.com/news/checkoff-news/savoring-the-cottage-cheese-moment

Now, I'm not pretending cottage cheese will save the day for farmers during these ever-growing economic challenges

we're facing. Its overall volume numbers still fall far below the milk, cheese and yogurt categories.

But | will say it brings me some hope to know our country’s younger generation is open to dairy in innovative ways. They
are a consumer base that cares about the quality aspects of foods, especially those that are low in sugar and high in
protein and labels that aren't complex. Cottage cheese delivers on these fronts, and it proves dairy can hold appeal and

relevance to them. They just sometimes need an innovative social media push to bring awareness to their world.

That is why | applaud the checkoff's efforts of working with social media influencers as we have done with major gaming
personalities such as MrBeast and creating the "Dairy Dream Team"” of influential chefs and foodies. It's a far cry from the
days of traditional advertising and it sometimes doesn’t always make sense to those of us who grew up walking to the

end of a driveway to retrieve a newspaper.

But what does make sense is the reality that for dairy to remain relevant, we must stay up with - if not ahead of - the
changing times and consumer interests. Our checkoff is doing that by constantly monitoring and reacting to consumer

trends and identifying the best ways we can reach and communicate with them.

So, while the idea of making ice cream from cottage cheese never previously crossed my mind, I'm good with it if it

appeals to a generation of consumers who see their food choices in ways | never could have imagined.

In fact, | might even give it a try!

MAKING your
EVERY \cﬁélgv
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WhOT’S OT ‘STEAK’ « 55/62 retail steak brands

received premiums; others
discounted to unbranded

= Premiums ranged from
$1.24/Ib. to $5.77/Ib.

7.00 -
6.00 -3“’2% < 3-year-old brands have a
500 Mlii33200.. $1.69/Ib. premium relative
‘l‘ﬂl‘;q-‘rp..hhlq.q. > _ _
tgz 4.00 - e :3::::n:2 to =2 10-year-old brands
5 3.00 - SRS L . * New brands typically
5 200 PRI iInfroduced at premium
O . 7 "‘gﬁkw o .
o Ty ioase prices, Tcrge’r Seligle
s 1.00 - ""I"Ii’i’"gﬁgc trends, involve additional
-1.00 Value of Beef Steak Branding: Hedonic Analysis of Retail 22;: Some. l;)I’CH’\dS SU_CceSSfU| In
200 4 P Scanner Data sustaining premiums over
Economics Review Published online by Cambridge University Press: 15 September 2016 Time' OTherS fOil
-3.00 -

s - F [ Pl
- , 5 'I‘ Lee L. Schulz, Ted C. Schroeder and Katharine L. White Show author details ~

« Brand value not strongly
associated with quality
grade of beef

https://doi.org/10.1017/51068280500003397
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Why/how building pork
demand matters for
hog and pig producers

Retail, foodservice, export

|
[ |

Journal of Agricultural and Applied Economics (2025), 1-23
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RESEARCH ARTICLE

Production Dynamics and Disruption Responses in the
Pork Supply Chain: A Structural Model of Hog and Pig
Markets

Ezra Butcher'®® and Lee Schulz>*

!'University of Southern Indiana, Evansville, IN, USA, *Ever.Ag, Lewisville, TX, USA and *lowa State University, Ames, IA,
USA
Corresponding author: Ezra Butcher; Email: ebutcher@usiedu

Abstract

Analysis of feeder and early weaned pig markets, important segments in pork production, is nearly
nonexistent. We derive and estimate a structural econometric model relating demand and supply for
market hogs, feeder pigs, and early weaned pigs. Estimates from the econometric model predict how
disruptions are transmitted through hog and pig markets. Results indicate that hog and pig markets are
most sensitive to hog processing plant utilization relative to capacity and that this sensitivity has increased
compared to prior estimates. A set of counterfactual scenarios quantify the effects of shocks to hog
processing capacity, wholesale pork demand, and supply response.

+1% increase in wholesale pork demand = +0.435% increase in market hog price

+1% increase in expected market hog price = +1.832% increase in feeder pig price

+1% increase in expected market hog price = +1.138% increase in SEW pig price




How the Brewers have built a $S115 million MLB powerhouse

AP PhotolJefirey Phelps

@? Jesse Rogers
; Aug 27, 2025, 07:00 AM ET

The Brewers can go toe-to-toe with the $300 million powerhouses at the top of the
National League standings because instead of trving to compete dollar for dollar, they've
created the kind of unique environment that the Check Game fosters. It's a vibe that feels
more like the atmosphere in a college locker room than what vou would expectin a

professional clubhouse.

Ags the Milwaukee Brewers pile up wins at a faster pace than anvone else in MLB -- with
one of baseball's smallest payrolls -- one question is being asked throughout the sport:
What's their secret?

Those in the Brewers organization insist there is no classified formula for their success,

but the answer might be best summed up in an internal game the organization plays called
the "Check Game.”

"It started in the coach's room,” Brewers manager Pat Murphy told ESPN recently. "To

remind us, it's not about us. It's about the team. Anyvone is fair game."”

The rules of the Check Game are simple. If you talk about your own accolades, you get a
check. If vou trv to defend vourself, that's a check. If vou pass on blame to someone else,
that might be a check as well.

"And if vou bitch about a check, you get a bigger check,” Murphy said with a smile.

"Everyvone is looking at our team as
innovative,” Attanasio said. "It's what

we've done for 10 years."”

https://www.espn.com/mlb/story/ /id/46070566/mlb-2025-milwaukee-brewers-national-league-best-team-100-wins-low-payroll-powerhouse
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When it comes o
Innovation, we can learn
a lot from the book and
movie "Moneyball.”

Making small,
Incremental innovations is
very similar fo the
baseball concept of
getting runners on base
rather than always
swinging for the fences.
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Strategy lessons

Innovation Strategy Lessons from Moneyball

Strategy, Analysis, Tools, Implementation, Performance, Insights, Strategic Thinking, Innovation, Collaboration

manager for the Oakland A's, ac v to think about the dynamics of assembling a
major league baseball team. With limited money and a newly innovative reliance on analytics,
the A's story features plenty of rich innovation strategy lessons throughout the movie.

Here are eight innovation strategy lessons within Moneyball and the story of how the Oakland
A’s applied a statistically-oriented, sabermetrics approach to baseball strategy and improved
performance against much richer teams in the early 2000s.

-lessons-from-moneyball

Take advantage of having inferior resources
and employ a dramatically different innovation
strategy.

When your market situation changes, you can’'t
think with dated conventional wisdom.

Seek out unlikely experts, especially ones who
do their homework.

Consider many possibilities to find the few
winners you need.

Ask rich, on-target questions to unleash real
creativity.

leader can’t make an innovation strategy
happen alone, but he or she does have to take
responsibility for if.

If there's a sound case for your unconventional
stfrategy, you can’t abandon it at the first sign of
challenges.

When competitors catch up, the rules will
change again.
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Strategy lessons

Moneyball and the Beginning,
Middle, and End of Innovation

by Robyn Bolton | Feb 24, 2021 | Innovation, Stories & Examples

THE BEGINNING

"I know you've taken it in the teeth out there, but the
first guy through the wall...he always gets bloody ...
always always gets bloody. This is threatening not just @
way of doing business ... but in their minds, it's
threatening the game. Really what it's threatening is
their livelihood, their jobs. Ifs threatening the way they
do things ... and every time that happens, whether it's
the government, a way of doing business, whatever,
the people who are holding the reins - they have their
hands on the switch - they go batshit crazy.”

John Henry, Owner of the Boston Red Sox

THE MIDDLE

"It's a process, it's a process, it's a process.”

Bill Beane

THE END

"When you get an answer you're looking for, hang up."

Billy Beane
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What is pork’s » Example of “repurposing’
nFIa.I. |I’0n s.l.eqkn 2 to “elevate value™

* Trimmed from shoulder,
traditionally was input into
ground beef

« Meat Institute in 2012
estimated flat iron steak
sales ~$80 million
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Demonstrative
Example: Pork Loin




Ongoing Circana-Based Work

(Oct. RAC/PPIC rollout)

PORK LOIN Sum of Volume Sales Average Real Price
2020 1,260,642,338 | S 3.22
2021 1,144,747,171 | S 3.26
2022 1,129,619,857 | S 3.15
2023 1,062,317,422 | S 3.04
2024 1,040,353,519 | S 3.03




Ongoing Circana-Based Work

PORK LOIN DEMAND NEUTRAL PRICE
2020 % Change in Volume | % Change in Real Price CHANGE EXPECTED
2021 -9.2% 1.2% 6.3% DEMAND DECLINE
2022 -1.3% -3.4% 0.9% DEMAND DECLINE
2023 -6.0% -3.5% 4.1% DEMAND DECLINE
2024 -2.1% -0.1% 1.4% DEMAND DECLINE




Ongoing Circana-Based Work

What if 2023 Loin Price +4.10% (demand neutrality)
IF Composite Loin Primal +4.10%, THEN:

« Composite Cutout: +1.04% (25.30% loin weight by AMS)

« Per Butcher & Schulz (2025):
* Market Hog Prices: +0.45%

« Feeder Pig Prices: +0.82% commercial slaughter, 214 Ib.
- Weaned Pig Prices: +0.51% dressed wr. & 381.60/cwi

Context: 2023 127.9 million

+0.45% = ~$100.3 million increase in market hog sales
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2024 MDM Protein Value Insights (N=38,058)

TASTE ENVIRONMENTAL IMPACT
PV=+ 0.44 PV=-0.48

« 58% Top-4 Importance * 14% Top-4 Importance

¢ 28% Medium Importance ¢ 24% Medium Importance

* 14% Bottom-4 Importance » 62% Bottom-4 Importance

https://agmanager.info/livestock-meat/meat-demand/monthly-meat-demand-monitor-survey-data
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Regional Segmentation: CA = 16% vs Wl = 8%

Meat Demand Monitor ®A Home State Summaries
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=+ The perfectionism trap
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