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1. What’s the best strategy to increase the amount of folks following on the social media 
platforms within the retail realm? 
 
PS: We’ve seen success in growing our following in the retail space by focusing on staying 
engaged with and communicating with our audience.  
 
For example, on recipe copy we often use: “Tag a friend who would love this recipe” to 
encourage more action and visibility. Partnering for giveaways with brands we carry has also 
helped us increase our following and exposure by giving us the opportunity to reach their 
audience, too.  
 
Although it’s easy to get caught up in numbers, it’s important to keep in mind that engagement 
is more significant than your follower count. Your follower count doesn’t matter if your audience 
isn’t actively interacting with and consuming the content you share.  
 
CS: I think that the best strategy for a retailer in social media is to have a really good 
promotional plan for your social media activity, including engaging with new potential followers 
on a regular basis- sponsored/boost your posts regularly, target potential shoppers with your 
messages and be specific.  If you having a special event, promote it on social media to more than 
just your followers- for example.  If you are introducing a new program, promote it and invite 
people to come try it.   Think of ways to separate your store from the rest of the pack and make 
those the ideas that you promote on social media.   
 
 
 



2. Can you give an example of the sales lift when you partner with your retailers on a targeted 
social media campaign for a specific product in their weekly ad circular? 
 
KH: Geotargeted Facebook advertising offers us the best avenue to promote a weekly ad 
circular through social media channels. Through Facebook we can narrow down the 
demographics of the target audience and then isolate the geography that matches the 
location(s) for the retailer. For a particular cut on ad the sales tonnage can increase up to 6X for 
a well-timed, aggressively-priced ad item. Our goal is to help increase that tonnage by an 
additional 10% by amplifying the communication with social media. 
 

3. For the packers on the panels, shouldn’t you be targeting the shopper so they can push on the 
retailers asking for your brands?  
 
KH: We sometimes pursue this tactic, but our partnerships are most often made with the 
retailer. Our premium branded programs for beef and pork are NOT nationally distributed 
because of the limited supply and our marketing strategy of working directly with retailers that 
have a regional scope, or with a specific market territory for a national retailer. We find retailers 
that need a branded presence and marketing support in their meat case and we work with them 
to target new and existing customers; helping to drive traffic to their meat case. 
 

4. How do you differentiate content from being authentic vs overly produced? 
 
KH: The main criteria for authenticity is fact. We have to insist on telling the truth. Don’t let the 
language, tone, or medium convey something that is not the truth about the brand or product 
line. The best example I can give is our Openness Promise for our Open Prairie® Natural Meats 
brand where we state that: “being open means continually working to enhance communications 
and transparency with all of our partners, from the independent ranchers and farmers who 
supply our cattle and hogs, to the customers who purchase our products.” We believe in our 
products and what we do. We sell them on the merits of their benefits and don’t shy away from 
fully answering questions when asked. 
 

5. What are your thoughts on how successfully meat and poultry companies have been in 
effectively using influencers? How do you think this industry compares to other channels? 
 
KH: Meat and poultry companies have had some success with influencers by partnering with 
BBQ champions and influential culinary personalities. However, I don’t think they have fully 
connected with their core audiences through other lifestyle influencers that can have much 
bigger impact on shopping habits. Sometimes those relationships cost more resources than the 
thin margins in the meat industry can afford. 
 
 



6. We learn that flexitarians are growing in number and in proportion. Do you have specific 
strategies/messages catered for this group?  
 
KH: No, we don’t have a specific message catered to this group, but we are staying close to the 
meat alternatives industry through some small investments and consistent monitoring of the 
category. Our focus at Tyson Fresh Meats is providing consumers with the choice of product 
quality, product attributes, and cuts to meet their day parts and occasions – all through our 
retail partners. 
 

7. We heard yesterday that consumers are reluctant to purchase meat on-line. How can social 
media help in this space? 
 
KH: Meat purchasing, for the most part, is still a catch weight and variable selection activity. On-
line purchases are best facilitated by creating an atmosphere of trust in the quality and 
uniformity of the product on delivery. The best way to develop that trust is through branding 
that delivers on a product attribute or quality promise. Extra care to deliver cuts of meat that 
adhere to a standard of size, thickness, packaging, and appearance that knows will be consistent 
each time they order. Once you have that built into your distribution framework, then you can 
use social media to trumpet the quality and characteristics of your product. Focus on earning 
consumer trust first and then use social media channels to broadcast how you have done in 
consistently meeting consumer expectations. 
 

8. What can commodity boards do to support retailers’ social media efforts?  
 
CS: We are always in search of assets to utilize or bring to our retailers to utilize for their social 
media needs.  Social Media ready images, videos, recipes, any type of help that is turn-key that 
they can make their own very quickly….and communicate to retailers that these are available!  
Many don’t know where to start.  If you have contacts with retailers directly or their suppliers, 
get in touch with their marketing departments and let them know that you have the assets for 
them to utilize.   

9. For the retailers - how nimble can you be on your SM promotion strategy, i.e., a grilling promo 
on an unexpected unseasonably warm spring day after a cold winter?  
 
PS: Although we are always brainstorming, planning and scheduling our content out in 30, 60, 
90 day increments, we have the opportunity to be very nimble and react immediately to share 
content for an unexpected event or topic that pops onto our radar. We can be flexible when it 
comes to our content schedule but as far as actual in-store promotions to accompany that 
content – those do take a little more time and approval.  
 
CS: In the independent world, our retailers can turn pretty quickly on a strategy.  They have the 
flexibility to make those decisions….to call out something on their page due to a change in the 
weather or a quick shipment that just arrived, or maybe a new item that they just put on the 



shelf.  Very flexible…we work to educate our retailers on what a benefit this is for them because 
they control this and can communicate so quickly with their customer base. 


