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WiWh jXsW 24 paddocks on 90 acres, 84 coZs, and his compXWer
Ken Jaffe is sWarWing a regional grass fed beef reYolXWion. 
 
When he sWarWed Jaffe kneZ liWWle aboXW farming. He Zas
pracWicing famil\ medicine in Brookl\n. In his pracWice he saZ
man\ members of a large food cooperaWiYe, Park Slope Food Co-
Op. He heard Whe Winkling chaWWer of a neZ, Yocal consXmer
segmenW. The\ ZanWed Wheir food Wo be healWh\, sXsWainable, and
locall\ prodXced. Then, Zhen a dair\ crisis hiW XpsWaWe and land
YalXes fell, he decided Wo Wake Xp Whe farming challenge. He
boXghW a hill\ farm in Whe WesWern CaWskills.
 
In a feZ shorW \ears he greZ a herd and creaWed a brand -- Slope
Farms. Demand for grass fed, grass finished, local beef
conWinXed Wo groZ, and Jaffe reali]ed he ZoXld need Wo inclXde
oWhers in his mission. In Whis hill\, rock\, and ofWen chill\ area of
UpsWaWe NeZ York, farmers haYe a difficXlW Wime making a liYing.
Jaffe ZanWed Wo shoZ his neighbors WhaW grass fed beef offered a
simple, and profiWable, solXWion. The area has no shorWage of
grasses or ZaWer, Whe selecWed coZ breeds did Zell in Whe long
ZinWers, land YalXes Zere relaWiYel\ loZ, and Where Zas no Willing
reqXired. BesW of all, Whe\ Zere jXsW a shorW driYe aZa\ from a
major markeW.
 
Jaffe became an imporWanW middle man in Whe grass fed beef
sXppl\ chain. He conWracWed ZiWh local farmers Wo bX\ Wheir caWWle,
seW Xp daWes for Whem Wo be Waken Wo be processed, and fXlfilled
beef orders from bX\ers across NeZ York WhaW can handle Zhole
or half coZs. He managed Whe relaWionships ZiWh bX\ers and
sellers, minimi]ed Whe risks for farmers and consXmers, and
sXpporWed Whe brand WhroXgh promoWion and qXaliW\ assXrance.   
 
As consXmer demand for grass fed beef has groZn, so has
Jaffeµs bXsiness. This case sWXd\ e[plores Whe XpsWream and
doZnsWream sXppl\ chain of Slope Farms, idenWifies boWWlenecks
in Whe s\sWem WhaW are preYenWing e[pansion, and shoZs Whe
possibiliW\ for groZWh in regional, grass fed beef markeWs. 

6 8 M M A 5 <

CASE STUDY

SUMMARY

With just 24 paddocks on 90 acres, 84 cows, and his computer, Ken 
Jaffe is starting a regional grass fed beef revolution.

When he started Jaffe knew little about farming. He was practicing family 
medicine in Brooklyn. In his practice he saw many members of a large food 
cooperative, Park Lope Food Co-Op. He heard the tinkling chatter of a new, 
vocal consumer segment. They wanted their food to be healthy, 
sustainable, and locally produced. Then, when a dairy crisis hit upstate and 
land values fell, he decided to take up the farming challenge. He bought a 
hilly farm in the Western Catskills.

In a few short years he grew a herd and created a brand -- 
Slope Farms. Demand for grass fed, grass finished, local beef 
continued to grow, and Jaffe realized he would need to include 
others in his mission. In this hilly, rocky, and often chilly area of 
Upstate New York, farmers have a difficult time making a living. 
Jaffe wanted to show his neighbors that grass fed beef offered a 
simple, profitable, solution. The area has no shortage of grasses 
or water, the selected cow breeds did well in the long winters, 
land values were relatively low, and there was no tilling 
required. Best of all, they were just a short drive away from a 
major market.Jaffe became an important middle man in the grass fed beef supply chain. 
He contracted with local farmers to buy their cattle, set up dates for them 
to be taken to be processed , and fulfilled beef orders from buyers across 
New York that can handle whole or half cows. He managed the 
relationships with buyers and sellers, minimized the risks for farmers and 
consumers, and supported the brand through promotion and quality 
assurance.

As consumer demand for grass fed beef has grown, so has Jaffe's 
business. This case study explores the upstream and downstream supply 
chain of Slope Farms, identifies bottlenecks in the system that are 
preventing expansion, and shows the possibility for growth in regional, 
grass fed beef markets.
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Grass fed beef is noW a neZ concepW. HisWoricall\, iW is Whe
Za\ mosW beef Zas raised. Toda\, iW is neZ again and
consXmers are clamoring for iW. The\ haYe a m\riad of
reasons for pXrchasing grass fed, inclXding improYed
hXman healWh, animal Zelfare, enYironmenWal proWecWion,
climaWe change miWigaWion, and WasWe. And as demand
groZs, Whe sXppl\ chain mXsW folloZ.
 
The U.S. labeled grass fed beef markeW is aboXW $1 billion
in reWail YalXe, or aboXW 1 percenW of U.S. beef indXsWr\.
Unlabeled grass fed beef (Zhich is generall\ of loZer
qXaliW\ Whan labeled grass fed beef) accoXnWs for aboXW $3
billion (Back Wo Grass, p. 5). BXW demand is groZing aW
speed\ raWes, especiall\ for high qXaliW\, fresh cXWs of
grass fed beef. 
 
The grass fed beef is made Xp of man\ smaller pla\ers.
There has been some consolidaWion WhroXgh branding
programs, Zhere man\ farmers Zill sell Wo one bX\er Zho
brands and sells Whe grass fed beef -- similar Wo Whe Zork
Jaffe does. 
 

The Back Wo GraVV reporW noWes WhaW Whe becaXse Whe grass
fed beef s\sWem is fragmenWed, and aW Wime inefficienW, Whe
price premiXm WhaW consXmers pa\ does noW all make iW
back Wo prodXcers, as some of Whe premiXm goes Wo
pa\ing Whe addiWional cosWs of prodXcWion and branding all
along Whe sXppl\ chain.
 
²AlWhoXgh consXmers ma\ be pa\ing a 70 percenW price
premiXm oYer conYenWional beef, Whe grass fed caWWle
prodXcer onl\ receiYes a 25 Wo 30 percenW premiXm Zhen
selling his or her animals Wo a branding program.³ (p. 6). 
 
As Whe grass fed beef indXsWr\ groZs, iW Zill haYe Wo Wackle
Whe challenges of Whe sXppl\ chain. These challenges
inclXde: mainWaining a consisWenW sXppl\ and qXaliW\
WhroXghoXW all seasons, creaWing and proWecWing a firm
definiWion of grass fed beef aW Whe naWional leYel, compeWing
ZiWh inWernaWional sXppliers, creaWing efficienW s\sWems for
processing and disWribXWing grass fed beef, among oWher
Whings.

GRASS FED BEEF BACKGROUND

Grass fed beef is not a new concept. Historically, it is 
the way most beef was raised. Today, it is new again 
and consumers are clamoring for it. They have a myriad 
of reasons for purchasing grass fed, including improved 
human health, animal welfare, environmental protection, 
climate change mitigation, and taste. And as demand 
grows, the supply chain must follow.
The U.S. labeled grass fed beef market is about $1 billion 
in retail value, or about 1 percent of U.S. beef industry. 
Unlabeled grass fed beef (which is generally of lower 
quality than labeled grass fed beef) accounts for about 
$3 billion (Back to Grass, p. 5). But demand is growing at 
speedy rates, especially for high quality, fresh cuts of 
grass fed beef.
The grass fed beef is made up of many smaller players. 
There has been some consolidation through branding 
programs, where many farmers will sell to one buyer 
who brands and sells the grass fed beef -- similar to the 
work Jaffe does.

The Back to Grass report notes that the because the 
grass fed beef system is fragmented, and at time 
inefficient, the price premium that consumers pay does not 
all make it back to producers, as some of the premium 
goes to paying the additional costs of production and 
branding all along the supply chain.

"Although consumers may be paying a 70 percent price 
premium over conventional beef, the grass fed cattle 
producer only receives a 25 to 30 percent premium when 
selling his or her animals to a branding program." (p.6).

As the grass fed beef industry grows, it will have to tackle 
the challenges of the supply chain. These challenges 
include: maintaining a consistent supply and quality 
throughout all seasons, creating and protecting a firm 
definition of grass fed beef at the national level, 
competing with international suppliers, creating efficient 
systems for processing and distributing grass fed beef, 
among other things.
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minimi]es risk WhroXgh conWracWing
predicable price and YolXme
qXick pa\menW
gXaranWeed a bX\er aW leasW  one \ear in adYance 
can manage farm mosWl\ independenWl\
does noW need Wo acWiYel\ seek oXW cXsWomers
receiYes premiXm on animal 
mXsW adhere Wo Slope Farm schedXle, qXaliW\ sWandards, and grass fed proWocols 
mXsW haYe conWracWs WhaW limiW Whe farmerµs and cXsWomerµs abiliW\ Wo circXmYenW Wheir role
 
 
manages risk
coXld haYe WroXble if a large cXsWomer Zas losW becaXse Slope Farms ZoXld sWill haYe conWracWed obligaWions Wo
pa\ Whe farmers 
manages relaWionships
mXsW haYe conWracWs WhaW limiW Whe farmers or cXsWomers abiliW\ Wo circXmYenW Wheir role 
manages brand, inclXding creaWing consisWenW high qXaliW\ prodXcW WhroXgh aggregaWion from mXlWiple farms.
acWs as Whird parW\ Yerifier of qXaliW\ 
occasionall\ Whis means geWWing rid of farmers if Whe qXaliW\ of Wheir prodXcW is loZ
 
 
manages risk b\ schedXling regXlar bXsiness Xp Wo a \ear in adYance ZiWh Slope Farms
does noW need Wo manage relaWionships beWZeen bX\ers, sellers, and WransporWion
neYer Wakes possession of animal, jXsW compleWes Whe serYice 
manages specifics of processing consisWenc\ Zeek Wo Zeek
 
 
PredicWable Zeekl\ deliYer\ Wo mosWl\ Whe same deliYer\ siWes for boWh liYe animals and processed prodXcWs
 
 
minimi]es risk WhroXgh conWracWing 
predicWable high qXaliW\ onl\ aYailable WhroXgh aggregaWion serYice
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: H A 7 ' 6  7 H E  D I F F E 5 E N C E ?

MosW beef raised in Whe U.S. is fed on pasWXre XnWil Whe finishing sWage - Zhere Whe coZs are When fed a mi[WXre of
grains and food b\prodXcWs. 
Grass fed beef, on Whe oWher hand, is fed on pasWXre eYen dXring Whe finishing sWage. 
Grass fed beef is finished on grasses, sold a liWWle laWer, and can be sold for a premiXm. 

CASE STUDY BUSINESS MODEL

FAME

minimizes risk through contracting

predicable price and volune

quick payment

guaranteed a buyer at least one year in advance

can manage farm mostly independently
does not need to actively seek out customers

receives premium on animal

must adhere to Slope Farm schedule, quality standards, and grass fed protocols

must have contracts that limit the farmer's and customer's ability to circumvent their role

SLOPE FARMS
manages risk 

could have trouble if a large customer was lost because Slope Farms would still have contracted obligations to pay the farmers

manages relationships

must have contracts that limit the farmers or customers ability to circumvent their role manages brand, including creating 
consistent high quality product through aggregation from multiple farms.
acts as third party verifier of quality

occasionally this means getting rid of farmers if quality of their product is low

PROCESSOR

manages risk by scheduling regular business up to a year in advance with Slope Farms

does not need to manage relationships between buyers, sellers, and transportion

never takes possession of animal, just completes the service

manages specifics of processing consistency week to week

TRANSPORTATION
Predictable weekly delivery to mostly the same delivery sites for both live animals and processed products

CUSTOMER
minimizes risk through contracting
predictable high quality only available through aggregation service

WHAT'S THE DIFFERENCE?

Most beef raised in the U.S. is fed on pasture until the finishing stage - where the cows are then fed a mixture of grains and food 
byproducts.
Grass fed beef, on the other hand, is fed on pasture even during the finishing stage.
Grass fed beef is finished on grasses, sold a little later, and can be sold for a premium.



35PPL9 CHAIN

F A 5 M E 5

7 5 A N 6 3 O 5 7
( F A 5 M  7 O

3 5 O C E 6 6 O 5 )

3 5 O C E 6 6 I N G

B 5 A N D I N G
3 5 O G 5 A M

7 5 A N 6 3 O 5 7
( 3 5 O C E 6 6 O 5  7 O

C 8 6 7 O M E 5 )

C 8 6 7 O M E 5 6

5 E 9 E N 8 E A D D E D
9 A L 8 E

3 A G E  2 0

BeloZ Ze oXWline an e[ample of a branded regional grass fed beef sXppl\ chain based on Slope
Farms' cosWs. The amoXnWs are calcXlaWed in dollars per poXnd of reWail cXW meaW, Xsing an aYerage
nXmber of poXnds of reWail cXW per coZ in Whis sXppl\ chain, 450 poXnds.  We break doZn Whe sXppl\
chain inWo si[ groXps: Whe farmers Zho raise Whe coZs, WransporW from Whe farms Wo Whe processor, Whe
processor, and WransporW from Whe processor Wo Whe cXsWomer, Whe branding program (i.e. Slope
Farms), and cXsWomers. 

3 E 5 C E N 7

$ 4 . 6 0 $ 4 . 6 0 3 0 . 6 7 %

$ 0 . 1 0 $ 4 . 7 0 0 . 6 7 %

$ 1 . 5 0 $ 6 . 2 0 1 0 . 0 0 %

$ 5 . 5 0 $ 1 1 . 7 0 3 6 . 6 7 %

$ 0 . 8 0 $ 1 2 . 5 0 5 . 3 3 %

$ 1 5 . 0 0 $ 2 . 5 0 1 6 . 6 7 %

SUPPLY CHAIN
Below we outline an example of a branded regional grass fed beef supply chain based on Slope 
Farms' costs. The amounts are calculated in dollars per pound of retail cut meat, using an average 
number of pounds of retail cut per cut in this supply chain, 450 pounds. We break down the supply 
chain into six groups: the farmers who raised the cows, transport from the farms to the processor, 
the processor, and transport from the processor to the customer, the branding program (i.e. Slope 
Farms), and customers.
 REVENUE ADDED VALUE PERCENT

FARMER $4.60 $4.60 30.67%

TRANSPORT (FARM TO 
PROCESSOR)

$0.10 $4.70 0.67%

PROCESSING $1.50 $6.20 10.00%

BRANDING PROGRAM $5.50 $11.70 36.67%

TRANSPORT (PROCESSOR TO 
CUSTOMER)

$0.80 $12.50 5.33%

CUSTOMERS $15.00 $2.50 16.67%

PAGE 20
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The inpXWs for a roWaWional gra]ing s\sWem are
relaWiYel\ simple, Jaffe said. BeloZ is a breakdoZn of
his essenWial inpXWs. IW is imporWanW Wo noWe WhaW regional
grass fed beef farms can benefiW from economies of
scale, as Whe Zork of gra]ing 20 or 100 animals is
relaWiYel\ Whe same. Also, Whe farms are relaWiYel\
capiWal inWensiYe as Whe farmer mXsW haYe land, coZs,
and machiner\. For Jaffeµs farm Wo be profiWable, he
said, he mXsW finish aW leasW 30 animals per \ear.
 
 
 
Jaffeµs land is perennial pasWXre -- a mi[ of differenW
grasses and Zeeds inclXding cloYer, dandelions,
bXrdock, and oWhers. He does noW seed or change Whe
grasses. As his soil and has improYed and his
e[perience has groZn, so has his abiliW\ Wo raise more
animals per acre. He noZ gra]es 1 animal per 1 acre.
DXring Whe ZinWer monWhs grass groZs sloZer. He
bX\s large roXnd bales of ha\ from local sXppliers. So
far, he said, he has neYer had a problem procXring
ha\, as NeZ York is a ha\ e[porWing sWaWe.

 
 
Picking a breed of coZs WhaW do Zell on grass and can
handle Whe NeZ York ZinWers is an imporWanW sWep.
Jaffe selecWed Black AngXs and Hereford, alWhoXgh
oWhers ma\ do as Zell in Whe climaWe. BX\ing from a
sXpplier Zho has e[perience and good geneWics is
imporWanW, Jaffe said. When he began he paid less for
loZer qXaliW\ caWWle, Whinking he coXld manage Whe
geneWics on his oZn. ²I WhoXghW Iµd haYe iW figXred oXW
in fiYe \ears,³ he said. ²I Zas deepl\ delXsional.³ Jaffe
said if he had Wo do iW oYer again, he ZoXld haYe
inYesWed earlier in good geneWics.
 
 
 
Handling eqXipmenW is e[pensiYe, and neZ farmers
are daXnWed b\ Whe cosW, bXW Jaffe noWes WhaW iW is
essenWial from boWh a hXman healWh and animal
Zelfare sWandpoinW. Farmers Zill also need a WracWor Wo
moYe ha\ bales. Some farmers Xnder Whe Slope
Farms brand groZ ha\ WhemselYes, Zhich reqXires
WhaW Whe\ oZn baling eqXipmenW. 
 
 
 
On his land he has eas\ access Wo mXlWiple floZing
bodies of ZaWer; he also has heaWed WroXghs for ZaWer
dXring Whe ZinWer monWhs.
 
 
 
Farmers Zill also need fencing, YaccinaWions,
medicines (alWhoXgh Slope Farms does noW Xse
anWibioWics), mineral blocks, eWc. Taken all WogeWher, Whe
inpXWs can insXre good qXaliW\ beef in imporWanW
aWWribXWes like  si]e, ZeighW, flaYor, and faW. 
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INPUTS

The inputs for a rotational grazing system are relatively simple, 
Jaffe said. Below is a breakdown of his essential inputs. It is 
important to note that regional grass fed beef farms can benefit 
from economies of scale, as the work grazing 20 or 100 
animals is relatively the same. Also, the farms are relatively 
capital intensive as the farmer must have land, cows. and 
machinery. For Jaffe's farm to be profitable, he said , he must 
finish at least 30 animals per year.

LAND 

Jaffe's land is perennial pasture -- a mix of different grasses 
and weeds including clover, dandelions, burdock, and others. 
He does not seed or change the grasses. As his soil and has 
improved and his experience has grown, so has his ability to 
raise more animals per acre. He now grazes 1 animal per 1 
acre. During the winter months grass grows slower. He buys 
large round bales of hay from local suppliers. So far, he said, 
he has never had a problem procuring hay, as New York is a 
hay exporting state.

COWS

Picking a breed of cows that do well on grass and 
can handle the New York winters is an important 
step. Jaffe selected Black Angus and Hereford, 
although others may do as well in the climate. Buying 
from a supplier who has experience and good 
genetics is important, Jaffe said. When he began he 
paid less for lower quality cattle, thinking he could 
manage the genetic on his own. "I thought I'd have it 
figured out in five years," he said. "I was deeply 
delusional." Jaffe said if he had to do it over again, he 
would have invested ealier in good genetics.EQUIPMENT

Handling equipment is expensive, and new farmers 
are daunted by the cost, but Jaffe notes that it is 
essential from both a human health and animal 
welfare standpoint. Farmers will also need a tractor 
to move hay bales. Some farmers under the Slope 
Farms brand grow hay themselves, which requires 
that they own baling equipment.

WATER

On his land he has easy access to multiple flowing 
bodies of water; he also has heated troughs for 
water during the winter months.

OTHER

Farmers will also need fencing, vaccinations, 
medicines (although Slope Farms does not use 
antibiotics), mineral blocks, etc. Taken all together, 
the inputs can insure good quality beef in important 
attributes like size, weight, flavor, and fat.



The Slope Farms brand soXrces iWs beef from
appro[imaWel\ 20 regional farmers, alWhoXgh aboXW 6
of Whe farms proYide 80 percenW of Whe bXsiness, Jaffe
said. The farms are locaWed all across Whe region -
from NorWhern Penns\lYania Wo Whe Finger Lakes Wo Whe
HXdson Valle\. All Whe farms WhoXgh are ZiWhin a WZo
hoXr driYe from Jaffeµs. 
 
Mallor\ MorW is one of Whe farmers WhaW raises caWWle
Xnder Whe Slope Farm brand. His farm, based in
GhenW, NeZ York began in 1976. CXrrenWl\ Whe farm
has 28 "mama coZs", MorW said, and all of his caWWle 
 markeWed WhroXgh Slope Farms are "conceiYed, born
and raised here."  The farm oZns 520 oZned acres
and leases anoWher 150 acres, mosW of Zhich is
deYoWed Wo breeding and raising ThoroXghbred horses.
 
Farmers Zork ZiWh Jaffe becaXse he manages markeW
risk b\ giYing Whem a forZard conWracW on Whe caWWle.

FA2ME23
Jaffe also pa\s a premiXm for Whe grass fed beef and
pa\s qXickl\. Jaffe giYes Whe conWracWs Wo farmers aW
leasW a \ear in adYance. Slope Farms pa\s b\ hanging
ZeighW. 
 
His oYersighW of Whe differenW farms Yaries, he said.
Some farms prodXce good qXaliW\ eYer\ \ear and
reqXire liWWle oYersighW and oWhers reqXire more
sXpporW. AlWhoXgh Slope Farmµs consXmers
XndersWand WhaW Whe qXaliW\ Zill be someZhaW Yariable
dXe Wo season and across farms, Jaffe proWecWs Whe
brand b\ ensXring a good qXaliW\ prodXcW eYer\ Wime. 
Generall\, Whis s\sWem Zorks Zell. AlWhoXgh his
margins Zere sqXee]ed preWW\ WighWl\ Zhen a large
gra]ing cooperaWiYe began and laWer ZenW bXsW. 
 
"For me, one of Whe big Whings is knoZing WhaW Slope
Farms markeWs a high qXaliW\, repXWable prodXcW
becaXse WhaW is ZhaW I like Wo prodXce," MorW said. "I
belieYe WhaW qXaliW\ and repXWaWion are ke\ Wo
markeWing an\ prodXcW.  ProdXcing grass fed beef for
Slope Farms Zorks becaXse mosW of m\ Wime is spenW
on oXr ThoroXghbred operaWion."

FARMERS
The Slope Farms brand sources its beef from 
approximately 20 regional farmers, although about 6 
of the farms provide 80 percent of the business, Jaffe 
said. The farms are located all across the region - 
from Northern Pennsylvania to the Finger Lakes to 
the Hudson Valley. All the farms though are within 
two hour drive from Jaffe's.
Mallory Mort is one of the farmers that raises cattle 
under the Slope Farm brand. His farm, based in 
Ghent, New York began in 1976. Currently the farm 
has 28 "mama cows", Mort said, and all of his cattle 
marketed though Slope Farms are "conceived, born 
and raised here." The farm owns 520 owned acres 
and leases another 150 acres, most of which is 
devoted to breeding and raised thoroughbred horses.
Farmers work with Jaffe because he manages market risk by 
giving them a forward contract on the cattle.

Jaffe also pays a premium for the grass fed beef and 
pays quickly. Jaffe gives the contracts to farmers at 
least a year in advance. Slope Farms pays by 
hanging weight.
His oversight of the different farms varies, he said. Some farms produce good quality every 
year and require little oversight and others require more support. Although Slope Farm's 
consumers understand that the quality will be somewhat variable due to season and across 
farms, Jaffe protects the brand by ensuring a good quality product every time. Generally, this 
system works well. Although his margins were squeezed pretty tightly when a large grazing 
cooperative began and later went bust.

"For me, one of the big things is knowing that Slope 
Farms markets a high quality, reputable product 
because that is what I like to produce, "Mort said. "I 
believe that quality and reputation are key to 
marketing any product. Producing grass fed beef for 
Slope Farms works because most of my time is 
spent on our Thoroughbred operation."
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Slope Farms Xses a local meaW processor, SWeiner
Packing, based in OWego, NY. The planW opened in
1950 and has been USDA inspecWed since 1976. The
cXrrenW oZner, NaWhaniel Brandon has been Zorking
Where for aboXW 15 \ears. The planW has foXr fXll Wime
and WZo parW Wime emplo\ees. 
 
"We aren'W hXge, bXW Ze're alZa\s bXs\," Brandon said.
"Weµre slaXghWering beWZeen 18-20 beef a Zeek,
probabl\ an\Zhere from 6-12 pigs per Zeek, and
anoWher 6-12 lambs per Zeek."  
 
 The planW serYes beWZeen 300 and 350 WoWal cXsWomers
of Yar\ing si]es. Jaffe is Whe planW's largesW cXsWomer.
Brandon said Jaffe's animals haYe "good marbling,
good faW coYer" and WhaW "Whe animals are Zell Waken
care of." Slope Farms is an imporWanW cXsWomer
becaXse of iWs si]e and reliable, \ear roXnd schedXle. 
 
"The besW Whing aboXW him is he's \ear roXnd,"
Brandon said. "A loW of people ZanW Wo pile in here in Whe
fall, and Ze Wr\ Wo make iW Zork bXW Where are onl\ so
man\ spoWs. EYer\bod\ ZanWs OcWober, bXW Where are
onl\ so man\ da\s." 
 
Brandon said WhaW Slope Farms books Wheir animals
ZiWh his planW a \ear ahead of Wime. He said WhaW's good
for Jaffe, good for Whe farmers, good for Whe planW.
HaYing animals \ear roXnd and booking ahead of Wime
makes Slope Farms a greaW cXsWomer Wo Zork ZiWh. 
 
Jaffe said his oZn animals proYide him ZiWh fle[ibiliW\, if
Where is a gap in ZhaW Whe farmers are able Wo geW him.
BoWh Brandon and Jaffe ZoXld like Wo see Whe planW
e[pand capaciW\. NaWhaniel said he hopes in Whe ne[W
feZ \ears he can add cold sWorage space and geW inWo
smoking meaWs. He said Whe oWher limiWing facWor Wo
groZWh is access Wo reliable, qXaliW\ Zorkers. 
 
The conWracWed WrXcks pick Xp Slope Farm's beef aW
SWeiner Packing, so iW also serYes as an imporWanW brick
and morWar hXb for Whe Slope Farmµs operaWions, Jaffe
said.

PROCESSOR

Slope Farms uses a local meat processor, Steiner 
Packing, based in Otego, NY. The plant opened in 
1950 and has been USDA inspected since 1976. 
The current owner, Nathaniel Brandon has been 
working there for about 15 years. The plant has four 
full time and two part time employees.
"We aren't huge, but we're always busy," Brandon 
said. "We're slaughtering between 18-20 beef a week, 
probably anywhere from 6-12 pigs per week, and 
another 6-12 lambs per week."

The plant serves between 300 and 350 total customers 
of varying sizes. Jaffe is the plant's largest customer. 
Brandon said Jaffe's animals have "good marbling, 
good fat cover' and that "the animals are well taken 
care of." Slope Farms is an important customer 
because of its size and reliable, year round schedule.
"The best thing about him is he's year round," Brandon 
said. "A lot of people want to pile in here in the fall, and 
we try to make it work but there are only so many 
spots. Everybody wants October, but there are only so 
many days."
Brandon said that Slope Farms books their animals with his 
plant a year ahead of time. He said that's good for Jaffe, good 
for the farmers, good for the plant. Having animals year round 
and booking ahead of time makes Slope Farms a great 
customer to work with.

Jaffe said his own animals provide him with flexibility, 
if there is a gap in what the farmers are able to get 
him. Both Brandon and Jaffe would like to see the 
plant expand capacity. Nathaniel said he hopes in the 
next few years he can add cold storage space and get 
into smoking meats. He said the other limiting factor to 
growth is access to reliable, quality workers.
The contracted trucks pick up Slope Farm's beef at 
Steiner Packing, so it also serves as an important 
brick and mortar hub for the Slope Farm's operations, 
Jaffe said.
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Slope Farms began Wo fill XnmeW consXmer demand.
ConsXmers in NeZ York CiW\ and Brookl\n ZanWed Wo
pXrchase locall\ prodXced, responsibl\ raised, grass fed beef.
 Slope Farms formed relaWionships ZiWh resWaXranWs, food
coops, and bXWchers all across NeZ York SWaWe. In Whe
beginning neiWher Jaffe nor his cXsWomers kneZ mXch aboXW
Whe grass fed beef bXsiness. BXW oYerWime his cXsWomers haYe
become ²Yer\ sophisWicaWed,³ he said. ²The\ knoZ ZhaW Whe\
ZanW noZ and Whe\µre Yocal aboXW geWWing iW righW.³ CXsWomers
care aboXW condiWions of Whe animals, qXaliW\ of Whe meaW, and
Whe si]e of si]e of Whe orders, Jaffe said.
 
For condiWions, Whe\ ZanW Wo see WhaW Whe caWWle are being
raised in hXmane condiWions, are being fed and finished on
grass, are noW giYen anWibioWics, are noW pXW in CAFOs, eWc.
This occasionall\ means WhaW Whe cXsWomers ZanW Wo YisiW Whe
farm.
 
The head bXWcher of one of Jaffe's main cXsWomers, Josh Peil,
said WhaW YisiWing Whe farms is imporWanW becaXse iW alloZs him
Wo ask qXesWions of Jaffe and be able Wo ansZer inqXiries WhaW
come from his  emplo\ees' and cXsWomers' in NeZ York CiW\.
 
For qXaliW\, Peil said Whe\ ZanW Whe beef Wo haYe good
inWramXscXlar marbling and haYe a carcass ZeighW of 700-800
poXnds. Peil said WhaW Jaffe's beef is "e[cellenW." 
 
ImporWanWl\, Jaffe onl\ Wakes on cXsWomers Zho can Xse
Zhole, half, or qXarWer animals. This is a boWWleneck for
e[pansion.

In a Zorld Zhere mosW cXsWomers bX\ specific cXWs of
bo[ed beef, onl\ a WalenWed feZ knoZ hoZ Wo handle Zhole
or parWial animals. BX\ers mXsW learn hoZ Wo Xse Whe organs
and a Zhole loW of groXnd beef, in addiWion Wo Whe premiXm
cXWs.
 
Peil does Whis b\ a being parW of a compan\ WhaW inclXdes
resWaXranWs Zhich Xse a loW of groXnd beef for bXrgers, b\
Zorking ZiWh chefs on hoZ Wo pXsh cerWain cXWs, and b\
Wailoring his ordering Wo hoZ mXch groXnd beef he can
handle raWher Whan hoZ man\ prime cXWs he Whinks he coXld
sell. Chef PaWrick SmiWh, said Whe\ also dr\ age meaW Wo
increase Whe YalXe and Wheir fle[ibiliW\. SmiWh also said WhaW
Whe\ saYe Whe mosW premiXm cXWs for Whe Zeekend menXs
and plan far in adYance for holida\s and eYenWs (for
e[ample, his resWaXranW does loWs of Zeddings). 
 
Up Wo Whis poinW, Jaffe hasnµW had Wo markeW Woo mXch. MosW
of his cXsWomers haYe come WhroXgh Zord of moXWh. In Whe
fXWXre he ma\ e[pand his markeWing efforWs, bXW doing so
ZoXld cerWainl\ reqXire hiring anoWher person. His brand is
highlighWed, WhoXgh, ZheneYer a cXsWomer bX\s his beef
WhroXgh Whe Slope Farms's label.
 
CXsWomer demands are eYer eYolYing, and Jaffe does a
good job aW eYolYing along ZiWh Whem. MosW recenWl\, Where
has been an increased pXsh ZiWhin Whe food indXsWr\ for
WraceabiliW\, or ZanWing Wo knoZ e[acWl\ Zhere Whe food
sWarWed oXW. CXsWomers are also reqXesWing cerWified
organic, Peil said. 
 

CUSTOMERS

Slope Farms began to fill unmet consumer demand. 
Consumers in New York City and Brooklyn wanted to 
purchase locally produced, responsibly raised, grass fed 
beef. Slope Farms formed relationships with restaurants, food 
coops, and butchers all across New Year State. In the 
beginning neither Jaffe nor his customers knew much about 
the grass fed beef business. But overtime his customers have 
become "very sophisticated ," he said. "They know what they 
want now and they're vocal about getting it right." Customers 
care about conditions of the animals, quality of the meat, and 
the size of the orders, Jaffe said.For conditions, they want to see that the cattle are being 
raised in humane conditions, are being fed and finished on 
grass, are not given antibiotics, are not put in CAFOs, etc. 
This occasionally means that the customers want to visit 
the farm.
The head butcher of one of Jaffe's main customers, Josh Peil, said that 
visiting the farms is important because it allows him to ask questions of 
Jaffe and be able to answer inquires that come from his employees' and 
customers' in New York City.

For quality, Peil said they want the beef to have good 
intramuscular marbling and have a carcass weight of 
700-800 pounds. Peil said that Jaffe's beef is "excellent."

Importantly, Jaffe only takes on customers who can 
use whole, half, or quarter animals. This is a bottleneck 
for expansion.

In a world where most customers buy specific cuts of 
boxed beef, only a talented few know how to handle whole 
or partial animals. Buyers must learn how to use the 
organs and a whole lot of ground beef, in addition to the 
premium cuts.

Peil does this by a being part of a company that includes 
restaurants which use a lot of ground beef for burgers, by 
working with chefs on how to push certain cuts, and by 
tailoring his ordering to how much ground beef he can 
handle rather than how many prime cuts he thinks he 
could sell. Chef Patrick Smith, said they also dry age meat 
to increase the value and their flexibility. Smith also said 
that they save the most premium cuts for the weekend 
menus and plan far in advance for holidays and events (for 
example, his restaurant does lots of weddings).Up to this point, Jaffe hasn't had to market too much. Most 
of his customers have come through word of mouth. In the 
future he may expand his marketing efforts, but doing so 
would certainly require hiring another person. His brand is 
highlighted, though, whenever a customer buys his beef 
through the Slope Farms's label.
Customer demands are ever evolving, and Jaffe does a 
good job at evolving along with them. Most recently, 
there has been an increased push within the food 
industry for traceability, or wanting to know exactly where 
the food started out. Customers are also requesting 
certified organic, Peil said.
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                  Consistent Qualit\ + Quantit\ 
 
One of the biggest challenges in grass fed beef is trying
to replicate conventional beef's year-round access to high
quality and high volume beef. Grass fed beef gain weight
more slowly than grain fed ones do. This is especially true
in the winter, although proficient farmers do this well. 
 
Maintaining high quality beef from multiple small to
medium farms, even throughout the winter is a challenge
for Jaffe and the rest of the grass fed beef industry.
Additionally, maintaining a steady quantity throughout the
year is an importance balancing act. Jaffe has his own
animals, partially to fill in if there are "gaps" in his farmers'
supplies.
 
                          Processing Capacit\
 
Although there are many processing plants spread across
the country (Back to Grass), for regional supply chains of
grass fed beef these plants may still be too far away or
too small in si]e. Jaffe is lucky to live near a high quality
processor, but his processor still has limited capacity. 
 
The New York processor prioriti]es Jaffe's products, but
his business is still limited by the processing capacity.
Limited processing makes the regional grass fed beef 
supply chain less predictable and more costly.

 
                          Processing Cost 

 
The cost of processing at smaller plants raises the final
cost of grass fed beef. This occurs in part because larger
processors can achieve efficiencies through scale. Larger
processing orders are also able to participate in
byproduct markets for many of the beef industry's odds
and ends, for example hide and tallow (Back to Grass, p.
28). 
 

                          Customers 
 
One of the most apparent bottlenecks is the limited
number of consumers or retailers that can take partial or
whole animals. Most customers are used to buying
"boxed beef," Jaffe said. 
 
Consumers want to buy certain cuts meat at the times
they desire, and they generally don't have use for the less
popular cuts or byproducts. Additionally, grass fed ground
beef receives a much smaller premium than other grass
fed beef cuts. Only a very select group of butchers,
restaurants, and consumers are willing and capable to
buy beef in this way. 
 
For regional grass fed beef supply chains to grow, this is
one major hurdle they must overcome - either by creating
a "boxed beef" system or by increasing consumers'
demand for partial or whole animals.
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Consistent Quality + Quantity

One of the biggest challenges in grass fed beef is trying 
to replicate conventional beef's year-round access to high 
quality and high volume beef. Grass fed beef gain weight 
more slowly than grain fed ones do. This is especially true 
in the winter, although proficient farmers do this well. 
Maintaining high quality beef from multiple small to 
medium farms, even throughout the winter is a challenge 
for Jaffe and the rest of the grass fed beef industry. 
Additionally, maintaining a steady quantity throughout the 
year is an importance balancing act. Jaffe has his own 
animals, partially to fill in if there are "gaps" in his farmers' 
supplies. 

Processing Capacity

Although there are many processing plants spread across 
the country (Back to Grass), for regional supply chains of 
grass fed beef these plants may still be too far away or 
too small in size. Jaffe is lucky to live near a high quality 
processor, but his processor still has limited capacity.
The New York processor priorities Jaffe's products, but 
his business is still limited by the processing capacity. 
Limited processing makes the regional grass fed beef 
supply chain less predictable and more costly.

Processing Cost 

The cost of processing at smaller plants raises the final 
cost of grass fed beef. This occurs in part because larger 
processors can achieve efficiencies through scale. Larger 
processing orders are also able to participate in 
byproduct markets for many of the beef industry's odds 
and ends, for example hide and tallow (Back to Grass, p. 
28). 

Customers 

One of the most apparent bottlenecks is the limited 
number of consumers or retailers that can take partial or 
whole animals. Most customers are used to buying 
"boxed beef," Jaffe said. 

Consumers want to buy certain cuts meat at the times 
they desire, and they generally don't have use for the less 
popular cuts or byproducts. Additionally, grass fed ground 
beef receives a much smaller premium than other grass 
fed beef cuts. Only a very select group of butchers, 
restaurants, and consumers are willing and capable to 
buy beef in this way. 
For regional grass fed beef supply chains to grow, this is 
one major hurdle they must overcome - either by creating 
a "boxed beef" system or by increasing consumers' 
demand for partial or whole animals. 



Slope Farms coordinates their grass fed beef enterprise
across many farmers and customers. They emphasi]e
maintaining relationships and collaborating with all the
players along the supply chain to maintain a high quality
product. Slope Farms provides regional beef with a
different, but effective, supply chain model
that minimi]es risk for small farmers, effectively utili]es
regional processing capacity, and keeps customers happy
through quality control and transparency of farming
methods (including farm visits).  
 
This case study underscores the importance of fostering 
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and maintaining relationships in regional, niche markets
and provides a blueprint for branding programs learning to
manage quality across farms and seasons. Slope Farms'
experience suggests there is tremendous opportunity in
regional, grass fed beef branding programs, especially in
areas with easy access to large, urban customer bases. 
 
This case study also found that there is room to improve
these systems by increasing research on regional supply
chains and farmer involvement, giving processors access
to funds to retrofit older plants, and increasing customer
 capacity to use whole or partial animals. 

CLOSING

Slope Farms coordinates their grass fed beef enterprise across many farmers 
and customers. They emphasize maintaining relationships and collaborating with 
all the players along the supply chain to maintain a high quality product. Slope 
Farms provides regional beef with a different, but effective, supply chain model 
that minimizes risk for small farmers, effectively utilizes regional processing 
capacity, and keeps customers happy through quality control and transparency of 
farming methods (including farm visits).

This case study underscores the importance of fostering and 
maintaining relationships in regional, niche markets and provides a 
blueprint for branding programs learning to manage quality across 
farms and seasons. Slope Farms' experience suggests there is 
tremendous opportunity in regional, grass fed beef branding programs, 
especially in areas with easy access to large, urban customer bases.

This case study also found that there is room to improve 
these systems by increasing research on regional supply 
chains and farmer involvement, giving processors 
access to funds to retrofit older plants, and increasing 
customer capacity to use whole or partial animals. 
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Interviews conducted by Maria Kalait]andonakes
 
Ken Jaffe: June 11, 2018, June 18, 2018, in-person
Josh Peil: June 18, 2018, in-person
Nathaniel Brandon: November 16, 2018, telephone
Malory Mort: December 7, 2018, telephone and email
 
 
 

 
Photos of Slope Farms' animals and land were taken
by Maria Kalait]andonakes on June 11, 2018 and
June 18, 2018.
 
Other images: 
NYC Taxi Photo, Canva free media. 
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