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Company
History
Adam Gribben, the owner and operator of the butchery and restaurant, has an electrical engineering background but wanted to come back to Stillwater and do something for the community (1907 Meat Co., “About”, n.d.). He asked himself what Stillwater needed and found that with Oklahoma State Universities strong agricultural background, that there were many farmers and ranchers who needed a place to sell their products locally (1907 Meat Co., “About”, n.d.). So, he opened 1907 Meat Co. offering fresh, local, humanely raised, beef, pork, chicken and lamb (1907 Meat Co., “About”, n.d.). They wanted people to know where the meat they were consuming comes from (1907 Meat Co., “About”, n.d.). “1907 Meat Co. sources humanely raised, pasture-fed animals from local farmers and ranchers,” the website says. The store mostly takes meat that was born and raised in Oklahoma, however, 1907 Meat Co. will tell you if it is not sourced from Oklahoma. They operate with USDA or state-inspected slaughter houses in Oklahoma and process their meat in-house (1907 Meat Co., “About”, n.d.). The company will rotate out its meat to the front-of-house restaurant so it can operate as a low-waste shop and will use all parts of the animal. They also offer leftover bones to take home for customer’s animals (1907 Meat Co., “About”, n.d.). The shop worked with the University of Oklahoma to provide meat for their dining facilities, which helped them to open their doors in Stillwater a year later, (1907 Meat Co., “About”, n.d.).

Description of the Company
Gribben said that they strive to be authentic and transparent to their customers. “There are so many standards out there and there are different levels of skepticism, depending on the label you’re looking at. It’s a bombardment of different terms, and the consumer just wants to know what’s good to eat, what’s good to feed their families,” (1907 Meat Co., “About”, n.d.). 1907 Meat Co. does not just want to provide a quality product to its customers it also helps the Stillwater areas agricultural stakeholders and their community (1907 Meat Co., “About”, n.d.). Gribben said customers will know where the meat in the shop comes from, what’s in it, and most importantly, “what’s not in it, because there’s nothing in it. Its meat from an animal that was raised on a farm that you can go visit,” (1907 Meat Co., “About”, n.d.). Chris Peters, 1907’s technologist said, “Younger generations have gotten so far from the origin of our food. Our mission is to help save state agriculture. I really like the overall big picture we have here, rather than just being here to make money,” (1907 Meat Co., “About”, n.d.).

Distribution
Their products are sold online at www.1907meat.co/shop/ and in their physical location located at 919 S. Main St., Stillwater, Oklahoma, 74074. Since they are locally sourced their products are at a reasonable price, not too high but not cheap. Their most expensive item on the menu is the 12 oz. Strip steak at $19.99. (1907 Meat Co., “Menu”, n.d.). they also sell 18 burgers for $40 and 18 sausages for $35 in their shop (1907 Meat Co., “Shop”, n.d.). They supply the University of Oklahoma meat products for campus dining (1907Meat Co., University of Oklahoma, n.d.).

Positioning
1907 Meet Co.is a butcher and restaurant, that sells locally sourced, premium meat in Stillwater, Oklahoma. 

Relevant Advertising and Communication History
The company regularly advertise on their social media accounts to tailgaters and football game bound students, and on other days offering 15 percent off. They also have a sign at the softball field, and sometimes advertise in the O’Colly.

Industry Overview
The U.S. meat market is growing steadily and grew by .9 percent in 2010 with beef and pork being the largest segments of the market at 49.9 percent of the market. (SWOT, 2011). Pork is the key U.S export market for the world, in 2010 the production of commercial pork was 22.1 billion pounds (SWOT, 2011). In 2013, deadweight cattle were in demand with the price of steers and pigs increasing. However, live weight lamb prices stayed on trend and fell (Market Insight, 2013). 
Park said with the U.S. beef supply chain becoming more concentrated in 2011 and the industry increasing the use of contracts during transactions, there should have been increased productivity, better coordination and information sharing (Park et al., 2011). K.E. Belk reported after completion of the U.S. National Beef Quality Audit in 2011 the market sectors closest to the consumers wanted to know more about, “how and where the cattle were raised,” (Belk et al., 2014). 
Belk said that among the other meat industries, it is only beef that has maintained independence among market sectors. Belk goes on to say cattle ranching is a “way of life” moving from one generation to the next. The article also mentioned that a 2012 Agricultural census said 76 percent of cattle production is a result of family farms. Belk suggests the beef industry is less likely to want to participate in “contractual, process-controlled production supply chains.” (Belk et al., 2014).
Belk said that there are locations that concepts like “community farming,” and “community supported agriculture,” are growing as these markets provide a way for farmers to locally “capture value for their meat products,” (Belk et al., 2014). Farmers markets have made their way into the market with Belk reporting through a USDA Agricultural Marketing Service that there are 8144 in the U.S. in August of 2013 (Belk et al., 2014).
The top ten U.S meat and poultry companies in 2014: Tyson Foods, Inc., JBS USA, Cargill Meat Solutions, Smithfield Foods, Inc., Sysco Corporation, Hormel Foods Corporation, ConAgra Foods, Inc., National Beef Packing Co., Keystone Foods, and OSI Group. Belk said, “These 10 companies accounted for $146.3 billion in North American sales alone.” (Belk et al., 2014).
Prasanna Surathkal and Chanjin Chung said in their article on prices within the beef industry said, “both wholesale and retail beef markets in the United States are characterized by diverse product assortments reflecting the industry’s efforts at vertical product differentiation; there are distinct yield grades, quality grades and brands at both levels,” (Surathkal et al., 2017).
Surtathkal and Chung found that the retail price and quality price of beef products change less that the wholesale prices and lower quality price. They said, “Our findings imply that retailers find it more profitable to slowly (quickly) adjust to falling (rising) wholesale prices in particular for higher quality products, which suggests that by offering different qualities of beef in retail meat assortments, retailers can diversify their pricing strategies in response to cost changes,” (Surathkal et al., 2017). 
Competitors
Who are they?
As a local butcher and restaurant, 1907 Meat Co. will have mostly local competitors. They will compete with grocery stores like Walmart, and Sprouts. They will compete with other butchers like Ralphs Packing in Perkins, and R&L Wholesale meats and more; and they will compete with other restaurants, like Rib Crib, Eskimo Joes, and the Atherton Hotel.

Strengths
The shop has several strengths compared to their competition. 1907 Meat Co. actively participates in bringing local farm fresh food to the customers table, this has been shown to be beneficial to your health, environment, and local economy (TSET Healthy Living Program, 2017). The TSET Healthy Living Program says that supporting local farm-to-table businesses helps to “Maintain foods natural health benefits and nutritional quality; improve the economic vitality of small farms; ensure the safety of our food supply; avoid the use of genetically modified foods and GMO’s; Encourage diversity in the types of foods available regionally; decrease the environmental impact and carbon footprint of factory farms and mass food production,” (TSET Healthy Living Program, 2017).
The company sources from local farms and ranches for humanely raised, pasture-fed animals. Gribben builds relationships with each farmer he receives meat from in order to be authentic and truthful to his customers. They say, “everything that goes through the store is born and raised in the great state of Oklahoma, and if it is not, it is clearly labeled.”  They are a whole-animal butcher shop, which means they use as much of the animal as possible (TSET Healthy Living Program, 2017).
1907 Meat Co. wants to clear up any confusion of where your meat comes from by providing a complete list of ingredients and labels (TSET Healthy Living Program, 2017). Gribben says several times on the website, “People want to know where their food comes from, what’s in it, or at least what’s not in it,” (1907 Meat Co., About, N.D.) Stillwater residents can become more knowledgeable on the foods they eat and bring about a “healthier, more sustainable Oklahoma, (TSET Healthy Living Program, 2017).

Weaknesses
Butchers are getting older, “People aren't taught to cut beef anymore. Some younger people are getting interested but there’s a 20-30-year gap.” Many people do not have an experience with a butcher since there are not any around today. People need someone to explain the meat to them because they do not know anything about it (Charles, 2015). Belk reported a 2012 survey done by Sullivan Higdon & Sink that stated, “Americans mistrust the food production industry as a whole; only 22% trust that the agriculture industry is transparent about its food production practices… and only 19% think that food manufacturers are being transparent with their practices,” (Belk, 2014). Belk reiterates this point by stating several outbreaks that have occurred in the food industry like, Escherichia coli in ground beef, Salmonella, Campylobacter, and Listeria monocytogenes, (Belk, 2014).

Market Share
In 2006, sliced and shaved meets held 34.7 percent of its category and was growing at a rate of 9.5 percent (Bannister, 2006). Belk said, McDonald's held 24.6% of the U.S. foodservice market share in 2012 (Belk, 2014). Surathkal and Chung said between 1998 and 2010 the market share of the largest four U.S. beef packers increased from 78 percent to 85 percent (Surathkal, 2017).
 
Advertising/Promotional Strategies
1907 Meat Co. uses several advertising and promotional strategies. The company and Dan May, a 1907 Meat Co. producer, was highlighted on Keep It Local OK! (1907 Meat Co., Keep It Local OK., n.d.). SunUp TV, OSU Agricultural Sciences and Natural Resources project, featured the shop and showed their work with local farmers and ranchers (1907 Meat Co., 2017). They use hashtags like, “#eatlocal and #meatlocal,” to advertise and stress the local aspect of their company. They will also frequently use a 15 percent off coupon to try and persuade people to come and eat (1907 Meat Co., Instagram, 2017 October 1). In an instagram post they advertise that they give the leftover beef bones to consumer pets by posting a picture of it, (1907 Meat Co., Instagram, 2017 September 28). 
They will frequently advertise to football game attendees and tailgaters like in this Instagram post about the TCU game, “It's a big weekend in Stillwater! We've got #osudadsday and the #okstatefootball game against #TCU. Make sure to fuel your epic weekend with some great food, whether it's a BBQ Beddar (Bacon Cheddar) Burger for #BurgerFriday or a variety pack of sausages for your Dad's Day cookout or a game day tailgate. You want it? We've probably got it! Can't make it for lunch? Come by for dinner! #eatlocal #meatlocal #burgerfriyay #sausagebox” (1907 Meat Co., Instagram, 2017, September 22). Here is a Facebook post doing something similar, “Getting ready for your OSU Homecoming tailgate or party? It's two weeks away, and it's not too early to start planning! Don't forget the main course! Pre-order some Oklahoma meat for pickup in store or near campus on game day! Orders for near-campus pickup must be in by 4 p.m. Thursday, Oct. 12. Check out our 18-pack burger or sausage variety boxes, or reserve a brisket, pork butt, steaks and more! Visit 1907meat.co/tailgating for more information, or give us a call at 405-338-9343. Go Pokes! Beat Baylor!” (1907 Meat Co., Facebook, 2017 September 29).
Another promotional strategy they have recently used is a gift card contest. Consumers had to post a photo with the 1907 Meat Co. “beverage Insulator” and post it in the comments of the post for people to react to it. The three photographs with the most reactions won gift cards of various amounts, (1907 Meat Co., Facebook, 2017 September 12).

Target Audience
Size of the market
The population of Stillwater in 2010 was 45,688 people when a census was completed, (Data Access and Dissemination Systems, 2010). The largest market is 21 to 34 year olds taking up a little more than 30 percent of the population, and 35 percent of the population making less than $25,000 a year (Claritas, 2017). This would be the target market for 1907 Meat Co. would want to focus on in a campaign since they are the largest market in Stillwater.

Demographics
Around 49.4 percent of the population in Stillwater is female (U.S. Census Bureau, 2011.) Stillwater is mostly non-Hispanic or Latino, with 43,741 individuals, it is also mostly a Caucasian town with 36,323 individuals out of 45,688 identifying as Caucasian. The next largest race is Asian with 2,539 individuals in the town. Around 13,177 individuals are between the ages of 20 and 24. Around 11 thousand people rent homes in Stillwater, while only 6,936 people own homes (U.S. Census Bureau, 2011). These demographics could help 1907 Meat Co. target the Stillwater residents, by knowing the community they can better target them.

Psychographics/Lifestyle/Attitudes
The most common segment in the zip code area of the shop is the younger upscale New Homesteaders, the lower midscale, middle-aged Country Strong, low income, middle-aged Striving Selfies, low income. middle-aged Generation Web and lower midscale, middle-age Metro Grads, (Claritas, 2017). The New Homesteaders are typically college graduates, while the Country Strong do not have more than a high school education and their use of technology is below average compared to other groups. Those in the Striving Selfies have the highest rating under household technology with some college. The Generation Web has an above average household technology rating and completed up to at least high school, while lastly, the Metro Grads are college graduates with an average use of technology, (Claritas, 2017). 

Geographic’s
The market for 1907 Meat Co. is in Stillwater, Oklahoma located within Payne county. They are located in the zip code 74074, which is in close proximity to Oklahoma State University.



[bookmark: _GoBack]Behavior/Usage Characteristics with the product
As of October 2010, the U.S. city average price for uncooked steak was $5.63, while the average price for boneless ham was $3.59, chicken is not far behind, trialing at $3.39, turkeys average price takes up the end with $1.68 (Bureau of Labor Statistics, 2010).

Media habits/preferences
The New Homesteaders are typically college graduates and will use technology more than most groups. The Country Strong do not use technology as much as any of the other groups. The Striving Selfies are most likely current college student and therefore have the highest usage rating under household technology. The Generation Web has completed up to at least high school education, this is most likely a younger generation who uses media more often than other groups as they have an above average household technology rating. Lastly, the Metro Grads are college graduates with an average use of technology, (Claritas, 2017). 
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