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Quality of Meat Products: What Kind of Marketing Strategies are Useful to Create an Added Value?

Stéphane GOUIN

(Department of Economic, Agrocampus Ouest, Rennes 35042, France)

Abstract: The quality of meat products constitutes a major stake for the meat industry chain. In order to safeguard the
interest of consumers, it is the duty of food processors and retailers to ensure the quality of meat products. The occurrence
of food safety crises questions not only the approaches to ensuring the intrinsic and extrinsic quality of meat products,
but also the decision-making strategies of market participants in the industry chain. From breeding to food processing and
from retailing to consumption, consumers express new expectations in terms of product quality. Today, marketing plays an

essential role in the perception and understanding of quality approach in the industry chain. This article tries to explain the

marketing and commercial operation for the meat industry.
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i K Ly iR
1980 ARRUNE R R UFC-Que choisir (J§ % #ICH) WERFAEHI (R B &L =004 R SRIRIE
1981 FYEF e BRI Tk PR & T it 20688 ZEH, HAHE AL
1986 ke TGRS (ESB) 12 7t \BET176 000 3k H-Fi Bt
1987 EHFFRET IR IR H A A 2 R IR T3R8 (Vachering) 25 NJET:
1992 S N e R A O A 2 R T A= 63 MJET:
1995 MRS E HORII 532 NAERRAA B3R M CRF SRR =2 0) B E KLk
1996 ENLE Ll Fb 2 R A SRR B SRR 5 20 AJET:
1996 s SERR B ER T %M
1998 TSR FEIREEE MEHORRG T BESS T
1999 HAIR B RAS A A & 5 TENASA RS 2T BRI, EHBROI Bt
2003 B AREH003EETHHI, BFEHTR, BOEN 240 NFET . o™ E B BR2005—2006 R 14 MNEF Z R, K bR
2006 O R EG FEPEG B RN R A e
2008 PE=RARL PR I=RARUENEAR S & 53000 JLE A, 2 F Bt AR AR AR O
2011 BILFRIRAEE K ama vtk BFEERL-MRAEE0EEE BT, SRREEEE, BERRERLAEE. REI6/MEX, B3 000\ EHF
013 FRAKEGDTETETRALH PLETLNER = AZE, 56 (DAIT) SpangheroA A5 EAHR, 2305 TSI
2013 HRI B TS e 6000 B SR it FEFTA T

2014 LI R e I

ELRRNSEREHE, RSO FHRER

Cotes-d’ Armor 416 F i i 4L 0%




<o

FEAXTRREFHRBPRK
CHINA MEAT RESEARCH CENTER

BEST

MEAT RESEARCH

2015, Vol. 29, No. 2 17
Lk

ISCH AW . 19604 3% [F A S BT #4932 HE 1160%
iR EFHE, WAKBEH AR T13.5% 1, Ko
AFREENEFRRS S (R2) -

x2 BEEBERIHME

Table2 Distribution of budget spending by French families
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Table3 Distribution of food consumed in families in 2010
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Table4 Fresh and processed food consumption
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Fig.1  Evaluation standards of consumers buy food in 2003
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Fig.2  Examples of meat products consumption behaviors
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Table7 Consumer expectations for meat products in GMS™
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Fig.3  PITA analysis model
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Table8 Consumer perception based on his distance from the shelf
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