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By Janice Neitzel 
of Sustainable 
Solutions Group

Last year, a 
study done by an 
international res-
taurant market-
ing firm found 
that Millennials 
(age 19-34) prefer 
local, organic, 

grass-fed, and hormone-free offerings when 
dining. Millennials foster emotional con-
nections to brands that earn their loyalty. 
This study finds that “success with today’s 
Millennial consumer will depend on making 
an emotional connection and setting expecta-
tions.”1 Luckily, grassfed farmers already 
have a good story to tell -- of connection to 
the land and of good animal husbandry -- 
and can easily make an emotional connection 
to Millennial consumers by 
telling this story. 

Ten years ago, there was 
only one Michigan farmer 
at a Farmer’s Market in the 
near suburbs of Chicago 
who raised and sold grass-
fed beef and pasture-raised 
chicken and eggs. If you got 
there early you could get 
your stash. If you slept in 
you were out of luck. Now, 
ten years later, not only can I 
get grassfed beef and pas-
ture-raised pork and chicken 
at several nearby farmers 
markets or through a meat 
CSA, I can buy these at a 

nearby grocery store AND order these at mul-
tiple restaurants in the area, including several 
grassfed burger joints.

In the last decade, awareness of farm-
ing methods has grown exponentially, and 
with that demand for grassfed and pasture-
raised meat, dairy, and eggs has grown. But 
there’s a catch. Farmers and supporters of 
grassfed need to tell their stories and satisfy 
the consumer that their production protocols 
merit premium prices. Grassfed farmers and 
ranchers know premium products cost more 
to produce and that commodity meats are 
cheaper due to large-scale production, cheap-
er inputs and mass distribution systems. 
Nonetheless, we are a country of comparison 
price shoppers, and we need to be prepared 
to tell our story and outline the benefits of 
buying grassfed and pasture-raised products. 

Behold the recent study: “Higher Welfare 
Animals Produce More Nutritious Foods” 
provided by Compassion in World Farming 

(CIWF). CIWF compiled the nutritional 
findings of 76 studies comparing meat from 
grassfed and pasture-raised animals to com-
modity meats. This compilation study con-
cludes:

• Grassfed beef and pasture-raised 
chicken have up to 50 percent less fat.

• Grassfed beef has up to 430 percent 
more healthy omega-3 fats.

• Grassfed milk has 50 percent to 185 
percent more healthy omega-3 fats

• Grassfed beef and milk and pasture-
raised pork have higher levels of 
antioxidants. 2

We know that grassfed and pasture-
raised proteins taste better, and we can grow 
our customer base by being able to explain 
the nutritional benefits of our grassfed and 
pasture-raised products. 

Let’s look at environmental implications 
of grazing versus warehousing livestock. 
Housing livestock in warehouses has much 

greater environmental im-
pact than grazing herds on 
pasture. With universal U.S. 
Environmental Protection 
Agency exemptions, Confined 
Animal Feeding Operations 
(CAFOs) with manure la-
goons or large feedlots directly 
contribute to environmental 
pollution. CAFOs are a threat 
to nearby water resources and 
release large concentrations of 
ammonia and methane into the 
atmosphere.

Desertification and climate 
change both threaten the envi-
ronment, and the overgrazing 
of livestock was once thought 

Millennials like Grassfed as well as  Nutritional and 
Environmental Benefits of Grazing Livestock



their high demand food. 
Sustainable Solutions Group guides top 

food industry decision makers to source 
higher welfare meat, dairy, and eggs using 
an innovative roadmap approach for more 
responsible sourcing over time. Using con-
sumer demand as a driver and with world-
famous Dr. Temple Grandin as a primary 
advisor, we bring attention to the benefits of 
sourcing healthier, higher welfare meat, dairy 
and eggs and supporting farmers with better 
animal husbandry, such as AGA certified. 
 
For more information, contact Janice Neitzel 
of Sustainable Solutions Group at Janice@
SustSolutions.com or 708-926-5569. Or check 
out our website at www.SustSolutions.com.
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to have been the cause of 
land turning into desert. This 
has now been shown to be 
incorrect. Rather, evidence 
indicates that removing 
herds of animals from the 
land speeds up desertifica-
tion.3  

According to African 
ecologist Allen Savory dra-
matically increasing the 
number of grazing livestock 
is the only thing that can 
reverse both desertification 
and climate change. Savory’s 
estimates show that grazing 
large herds of livestock on 
half of the world’s barren or 
semi-barren grasslands could 
remove enough carbon from 
the atmosphere to bring us 
back to preindustrial levels.3

Savory has developed a holistic manage-
ment and planned grazing system which 
is being implemented on five continents in 
select areas. In one area, increasing grazing 
cattle numbers by 400 percent, planning the 
grazing to mimic nature, and integrating the 
cattle with local elephants, buffalo and gi-
raffes, has achieved impressive results. This 
technique is turning deserts into lush, highly 
productive environments. For example, in 
Patagonia, 25,000 sheep were put into a desert 
area, and with planned grazing they in-
creased production of the land by 50 percent 
in one year.3

In summary, Millenials will be drawn to 
foods that are grassfed and pasture-raised, 
because they are more nutritious, better for 
the animals and environmentally sound. 
Grassfed producers have a remarkable story 
to share and should focus on making an emo-
tional connection with Millenials and other 
consumers. They can earn brand loyalty with 
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