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Value Chain Marketing

• Breeding
• Feeding
• Slaughter & Processing
• Distribution, Sales & Marketing

– Domestic
– Export

• Allied Industries
– Genetics
– Pharmaceuticals 
– Veterinarians
– Live Animal Brokers & Buyers
– Transportation
– Traders



Integrated Marketing Systems

• Core Principles
– Sustainability
– Growth
– Profitability
– Legacy

• Common Components
– Aware of integrated partners
– Ability & desire to improve
– Willing to sharing information
– Willing to take moderate risks

• Benefits
– Homogeneous products
– Targeted marketing
– High quality information & data



Integrated Marketing Systems

• Breeding
– Establish purchasing criteria

– Demand drivers for sales
• Feeding

– Herd health systems
• Preventative & treatment 

services

– Source verification
• On-site records



Integrated Marketing Systems

• Breeding
– On-site quality assurance or 

HACCP systems

– Efficiency systems
– Sorting & evaluating systems

• Homogeneous groups

• Flexible marketing methods

– Information transfer to and 
from buyers



Integrated Marketing Systems

• Feeding
– Establish purchasing criteria

– Demand drivers for sales
• Slaughterhouse

– Herd health systems
• Preventative & treatment services

– Source verification
• Inbound records

• Feedstuffs
• On-site records



Integrated Marketing Systems

• Feeding
– On-site quality assurance or 

HACCP systems

– Efficiency systems
– Sorting & evaluating systems

• Homogeneous groups

• Flexible marketing methods

– Information transfer to and from 
buyers, and to suppliers



Integrated Marketing Systems

• Slaughter & Processing
– Establish purchasing criteria

– Demand drivers for sales
• Processing

• Export

– HACCP systems



Integrated Marketing Systems

• Slaughter & Processing
– Source verification

• Inbound records
• Traceability



Integrated Marketing Systems

• Slaughter & Processing
– Sorting & evaluating systems

• Homogeneous groups

– Marketing Methods
• Packaging systems

• Branded products
• Geographic marketing

• Quality, consistency & safety systems

– Information transfer to and from supplier



Market Linkages

• Horizontal
– B2B
– Associations
– Working groups
– Forums & meetings

• Vertical
– B2B
– Association
– Forums & meetings

• International
– B2B
– Association
– Trade shows
– Industry tours



Next Steps

• Demand Drivers
– By sector

• Stakeholder selection
• Program Development
• Program Implementation

– Demonstration
– Training
– Tools
– Record keeping

• Program Evaluation


