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Consumer Demand for Grassfed Projected to Continue Strong in 2012
By Janice Neitzel, Principal and Founder, 
Sustainable Solutions Group

It’s a new 
year and a 
good time 
to check the 
pulse of the 
consumer 
to measure 
interest in 
AGA certi-
fi ed prod-
ucts. There is 
good news! 
Food in-

dustry trend 
watcher, the Hartman Group, cites grassfed 
meat, healthy fats, real butt er, cage-free eggs, 
heirloom marbled pork, and the family dinner 
as growing trends in 2012 and beyond. On the 
other hand, “naturally raised” meat, processed 
factory cheese, egg whites, margarine, and The 
Other White Meat are on their way out,  as 
described in its recent report “Looking Ahead:  

Food Culture 2012.” [1]
Among consumers, concern about their 

meat’s origins is growing, according to Carolyn 
Dimitri, an associate professor of Food Studies 
at New York University. Though factory-
farmed meat is still a big seller, some shoppers 
are willing to pay two or three times as much to 
guarantee that the animals they eat had ample 
living space and suffi  cient time outdoors, were 
raised on organic or foraged food (or both), and 
were not fed antibiotics or growth hormones. 
[2]

Consumers do not like pig gestation crates 
or batt ery cages and want to know if food ani-
mals were raised in cages or crates. According 
to a 2011 Kansas State University study, data 
was collected on pork and egg products de-
scribed as having mandatory labeling indicat-
ing the use OR lack of crates and cages. The 
study results show consumers will likely pay 
up to 20 percent more for meat with a man-
datory label showing cage and crate animal 
welfare information. Women 
and younger consumers indi-
cated even higher demand 
for this labeling. [3]

In December 2011, Forbes 
published an article on Quick 
Service Restaurants “going 
greener” and highlighted 
Chipotle using hormone-free 
and no-antibiotic meats as an 
important part of Chipotle’s 
outstanding 2011 50 percent 
plus return on investment. 
[4] The Forbes article went 

on to cite a recent study showing that a whop-
ping 75 percent of American citizens want the 
U.S. government to restrict antibiotics fed to 
farm animals [5] and to conclude that the future 
will certainly be tougher for restaurants not 
willing to make these changes now.

Sustainable Solutions Group guides top 
food industry decision makers to source higher 
welfare meat, dairy, and eggs using an innova-
tive roadmap approach for more responsible 
sourcing over time. Using consumer demand 
as a driver and with world-famous Dr. Temple 
Grandin as a primary advisor, we bring att en-
tion to the benefi ts of sourcing healthier, higher 
welfare meat, dairy, and eggs and supporting 
farmers using higher welfare practices, such as 
AGA certifi ed. 

For more information, contact Sustainable 
Solutions Group at Janice@SustSolutions.com or 
708-485-5183. Or check out our website at www.
SustSolutions.com.
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Advertise! Get your message out to over 2,200 grassfed produc-
ers, chefs, food professionals and consumers.  Call or e-mail us today! 

2011 Open Pastures Advertising Rates
Ad Sizes (Approximate) and Prices:
Full Page (10.25 x 10.75”)   $100 per issue/$325 four issues–
Half (10.25 x 5.25” or 5 x 10.75”)   $65 per issue/$225 four issues
1/3 Page (10.25 x 3.5” or 3.4  x 10.75”)    $50 per issue/$165 four issues
1/4 Page (5 x 5.25”)  $40 per issue/$130 four issues
Smaller Ads $7.50 per column inch (3 columns per page)

Ad Submission Guidelines 
All ads either should be saved as JPEG or EPS (encapsulated postscript). If you are 
sending a JPEG, make sure it is either 150 or 300 dpi.  If you have an EPS file, save 
the type as “outlines” to avoid font conflicts.  At this time we cannot run color ads.   
Payment must be included with your ad. 

Article Submission Guidelines
Do not format articles with any special fonts or headline! Do not put double returns be-
tween paragraphs. Please do not send pdf documents, or html documents. They are diffi-
cult to format.  We accept MS Word Documents or Text only Documents.  Unsolicited 
articles will be evaluated for content.  Submission does not guarantee inclusion in 
the Grassfed Gazette. 

Photo Submission Guidelines
Photos should be saved a TIFF or JPEG formats, black and white (greyscale) only. 
Make sure the quality is 150  or 300 dpi, or the photo will be grainy. All photos 
should be sent as a digital file, either on a CD or by e-mail.   Photos will only be re-
turned if you include a self addressed stamped envelope with appropriate postage. 
 
E-mail articles, ads or photos to marilyn.wentz@tds.net. For questions, please con-
tact us at 877-77GRASS. Articles submitted will be used at AGA’s discretion.

Sponsor Open Pastures for one issue!
Contact Carrie Balkcom at 877-77GRASS or (303) 243-4300.
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Update Website Listing TODAY!
One of the great benefits of AGA is 
the listing of member farms on the 
AGA website.  This listing can and 
should be updated by the member 
anytime contact information 
changes, as well as to let the 
public know about something 
that is happening on a member’s 
farm.  PLEASE , PLEASE. PLEASE 
make sure to regularly update your 
listing.  Outdated and irrelevant 
information can be a missed 
opportunity to spread the grassfed 
message or to make a sale ($$$!!!).  
To establish or update a listing, 
members need their producer 
member number.  Please email 
the AGA office today  if you’ve 
forgotten your producer member 
number.
To update an AGA producer 
member listing:

 Go to 1. www.
americangrassfed.org 
and click on “submit your 
profile.”
Fill out the form. 2. 
Click on submit.3. 
If it’s a new listing, you’re 4. 
done.  If you’re updating, 
please email marilyn@
americangrasfed.org, so 
that she can remove the 
old listing.

As I look forward to 2012, I 
find myself excited to begin this 
ninth year with AGA.  It’s already 
off to a great start, and I know it 
will be a busy year for all of us 
here.

We have begun the search for 
the location for our next confer-
ence.  We are adding many new 
members, and our Certification 
Program continues to gain impor-
tance in the market place.

The major question we get 
from consumers who contact us is, 
“Where can I buy grassfed prod-
ucts?”  It is important to keep your 
farm listing on the AGA website 
up-to-date. We had the website 
coded, so  AGA producer mem-
bers can update their own listings, 
as they add products, run specials, 
and  need to convey information 
that needs to get out to consumers 
in a very timely fashion.  Updating 
a member listing is simple.  The 
link is www.americangrassfed.org/
signup.   The AGA producer mem-
ber number must be entered to 
make changes.  

As we grow, I want you all to 
know how important the AGA 
Board and Certification Committee 
are to AGA and to you as mem-
bers.  These folks dedicate count-
less hours to the organization. In 
future issues, we will dedicate 
space so you can learn more about 
them. They are a joy to work with, 
and they take their work very seri-
ously. 

I am excited 
to see the addi-
tion of the opinion column to the 
AGA Open Pastures newsletter. 
See page 11 for details.  I hope to 
hear from you about issues and 
concerns that affect you .  I look 
forward to reading it.

Our family farm has been sell-
ing grassfed beef direct to cus-
tomers since 1999.  Not having a 
local market in rural Missouri, we 
began by opening a website to con-
nect to the grassfed market online.  
The term grassfed was not nearly 
the buzz word it is today, and yet, 
for the sector of the market that 
sought grassfed, it was hard to 
come by.  

I can remember being thrilled 
to have 10 orders to ship out on a 
Monday.  Our farm has grown a 
great deal since then and so has 
the grassfed industry as a whole.  
Back in the late 1990s there were 
just over 100 serious grassfed pro-
ducers.  Today there are well over 
2,000 fairly large operations and 
many, many more small farms.

Retail sales of grassfed back 
then were under $5 million.  Today 
those retail sales have grown to 
approximately $350 million.  If 
you include the amount of product 
being imported, total sales are over 
$1 billion annually.  

This sector of the market has 
shown growth of 30-40 percent 
annually.  No other segment of 
the food market has shown this 
amount of sustained growth over 
the last 5-8 years.  

Independent studies designed 
to evaluate grassfed beef demand 
indicate that, with sufficient sup-
ply of high quality end product, 
consumer demand could be as 
high as 20-22 percent of American 
households.  This would amount 

to $15-17 billion 
in annual retail 
sales.

Currently the grassfed in-
dustry harvests an estimated  
150,000-170,000 head annually.  
Approximately 6 million head 
would be needed to support retail 
sales of $15-17 billion annually.

Back a decade ago we spent 
lots of talking trying to educate the 
consumer on the attributes and the 
advantages of the grassfed system, 
spreading the grassfed message.  
And, though today grassfed is 
more widely understood, the key 
to continuing to grow the market 
share still lies with marketing, 
promotion and education.

Although grassfed has “ar-
rived” in certain respects, there are 
many challenges yet to be faced.  
Primary challenges will come from 
the commodity sector (who used 
to ignore us), from retail price 
pressure, and from within our own 
industry.

Did You 
Know?

You can buy AGA tee-
shirts, members signs, 
books and other resources 
on the website at www.
americangrassfed.org.  

Shop today!
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MEMBER Producer Profile--Windy N Ranch, Ellensburg, Wash.

By Greg Newhall

Windy N Ranch, Ellensburg, Wash., is 
owned and operated by two couples,  Greg 
(me)  & Laurie Newhall and Gary & Nancy 
Jones, who purchased the ranch as a real estate 
investment.  After a few trips to the parcel, it 

grabbed us 
by the throat 
and hasn’t 
let go.  Every 
man I know 
dreamed, at 
some time in 
his young life, 
about being 
a cowboy.  
This ranch-
ing venture is 
simply fulfill-
ing a child-
hood fantasy 
late in life, and 

so far, it’s a hoot.  Some of our children have 
even shown an interest in becoming involved, 
which we could not be happier with. We have a 
wonderful story to 
tell, and a gorgeous 
bucolic environ-
ment that causes 
visitors to turn into 
huge Windy N 
flag wavers after a 
ranch tour.    

Originally, 
the ranch was no 
more than a haying 
operation.  Then 
we added a few 
chickens, then cattle 
to eat the residual 
grass going into 
winter so there is 
not brown leaf in 
the spring.  Soon 
it got out of control with horses, alpacas, pea-
cocks, pet turkeys, sheep, goats, meat chickens, 
Thanksgiving turkeys and a milk cow, along 
with a few rabbits which are beginning to take 
hold.  Laurie’s fear is that we will add some-

thing new to the operation.  
Our ranch has a mixture of 

natural grasses and shrubs in the 
dryland areas, as well as culti-
vated grasses on irrigated land 
that is used for haying and pas-
turing. We are located just over 
the Cascade Mountains in Eastern 
Washington, noted for its gentle 
terrain and rolling hills. With 
about nine inches of moisture 
annually, most from snowfall, 
it’s also a dryer climate. These 
conditions allow for explosive hot 
summer grass growth, coupled 
with winds that quickly dry the 
hay while preserving its vibrant 
green color. 

The Ellensburg wind is one of 
the valley’s many blessings that 
contribute to our unique grass growing capabil-
ity; it’s also a curse that many people tire of.  It 
is, however, part of the package that we accept 
as Ellensburg. This unique climate, after all, is 
why Ellensburg Valley produces world re-
nowned hay that finds its way to Japan, Europe, 

Korea, China and 
other countries. 
Additionally, 
our location al-
lows convenient 
proximity for our 
second grass cut-
tings to make their 
way to Western 
Washington for the 
horse and cattle lov-
ing crowd.  

We’re excited 
to announce that 
the ranch, as men-
tioned above, will 
soon transition to 
Certified Organic; 
one of the prereq-

uisites is having our fields certified  in order 
to have the grazing animals Certified Organic.  
Our pigs are in an area which has received or-
ganic fertilizers, so they are currently ahead of 
the rest in being certified  Given our organic di-

rection, we do not feed our animals antibiotics, 
growth hormones or ionophores.  To this end, 
we are cooperating with WSU (Washington 
State University) in releasing Larinus minutus 
weevils (http://mtwow.org/Larinus-minutus.html) 
to counteract Knapweed.  We also use diatoma-
ceous earth in place of the more noxious animal 
applications for flukes and worms. Garlic is fed 
to the cattle to help with flies, ticks and diges-
tion.  

We are a pasture based ranch, meaning any 
animal which can exist on grass is fed nothing 
but grass, i.e. “Grassfed”. All of our ruminants–
cows, lambs, goats–consume ONLY our high 
quality Orchardgrass and Alfalfa; no corn, no 
grain, no soy, no pellets, no animal products, 
no chicken manure. Nothing but grass. During 
the winter, when snow precludes access to our 
pastures, we feed our ruminants baled hay 
(Orchardgrass and Alfalfa), which was grown 
on our ranch that summer.

Exceptions to this would be pigs and chick-
ens, which are different in that they are non-
ruminants, therefore considered “Pastured” 
and supplemented with other special feed. Pigs 
have stomachs similar to ours called "monogas-
tric", and chickens have a "crop and gizzard". 
Both get approximately 30% of their calories 
from grasses, bugs and roots; the rest comes 
from a feed mix especially for their needs. 

Windy N Ranch has a very diversified 
range of species and breeds, including:

Certified Organic Pastured Pork – Berkshire • 
bred to Yorkshire/Landrace sows
Grassfed Angus beef and next year Wagyu • 
(Kobe beef breed)/Angus cross
Grassfed Lamb – Southdown/Texel cross and • 
Suffolk/Hampshire cross
Grassfed Goats – Boers• 
Pastured Freedom Ranger Meat Chickens• 
Thanksgiving Turkeys – Black Spanish which is • 
a Heritage Breed
Orchardgrass and Alfalfa grasses which will be • 
Certified Organic in July of 2013.  

continued on next page

The Newhalls grandson, Evan, 
has the full attention of this 
Jersey cow.

A winter gathering of the Newhall extended family (left to right): 
Brad Lincoln, son-in-law; Jessica, daughter; Laurie Newhall; Greg 
Newhall; Evan Lincoln, grandson; and Lisha and Bradley Newhall, 
daughter-in-law and son.
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Grassfed in Strong Demand-References 
for story on page 1

We are committed to a grass/pasture based 
operation.  From the reading we have done, we 
believe the following to be accurate:

When looking at the nutrtional advantages 
of grassfed protein, it is difficult to think about 
raising anything 
else!  This is what 
we tell our cus-
tomers:

Grassfed beef 
has 500 percent 
more of the 
essential fatty 
acid Conjugated 
Linoleic Acid 
(CLA) than 
grained beef. In 
animal studies, 
CLA has proven 
to be an anti-
carcinogenic in 
that it not only 
reduces the likeli-
hood of cancer, it 
actually suppresses the growth of cancer cells. 
It is also believed to:   

Function as an anti-diabetic• 
Prevent atherosclerosis (heart disease)• 
Increase immunity to disease• 
Increase bone density • 
Prevent obesity• 

Compared to grained beef, grassfed beef has:
400% more Vitamin A• 
300% more Vitamin E• 
78% more Beta-carotene• 
75% more Omega-3• 

We market directly to the consumer, be 
it individuals or restaurants, and believe in 
a strong producer to consumer connection. 
Based on the feedback we hear from consum-
ers, coupled with the increasing prices seen 
for grain, the grass based industry has a very 
bright future.  The biggest hurdle the grassfed 
industry has is to educate the consumer on the 
numerous benefits.  This is where the AGA can 
provide a terrific assistance for the grass-based 
producer in providing solid public informa-
tion.  Grass based production requires a unique 
set of skills which differentiates itself from the 
CAFO (Confined Animal Feeding Operations).  
Our task as grass based producers is to educate 

the consumer as to the benefits of our 
products.     

We welcome inquiries, pre-
arranged tours, and the exchange of 
information with other producers.  

1. Butter, portion control, tart cherries, 
and stevia. Welcome to 2012 (http://www.
foodnavigator-usa.com/On-your-radar/
Sodium-reduction/Butter-portion-control-
tart-cherries-and-stevia.-Welcome-to-2012), 
FoodNavigator-usa.com, Jan 6, 2012

2. Meat’s Origins Can Be Elusive (http://
www.baycitizen.org/food/story/meats-ori-
gins-can-be-elusive/), BayCitizen.org, Jan 19, 
2012

3. Mandatory Labeling of Animal Welfare 
Attributes (http://www.agmanager.info/
livestock/marketing/AnimalWelfare/AW-
Labeling_FactSheet_07-19-11.pdf), agman-
ager.Info, July 2011

4. McDonald’s, Chipotle, Starbucks Try 
Getting Greener (http://www.forbes.com/
sites/greatspeculations/2011/12/20/mcdon-
alds-chipotle-starbucks-try-getting-greener/), 
Forbes.com, Dec 20, 2011

5. Americans Want Government 
Intervention in Stopping Superbugs (http://
www.applegatefarms.com/uploadedfiles/
resources/news/superbugsurvey.pdf), 
Applegate, Dec 12, 2011


