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Busting through roadblocks
By Mark McCully, CAB Assistant Vice President, Supply
“I don’t need one of those fancy, registered sires with papers. I just need a black bull.” 

Heard that before? Variations include, “I can sure buy a cheaper bull down at the sale barn;” or “All those numbers don’t mean anything to my bottom line;” or “I can’t afford to pay that much for a commercial bull.”

The objections go on and on, as potential customers throw up roadblocks to keep you from selling them a bull. How good are you at overcoming and disputing these common barriers?

Seasoned sales professionals are well-versed in product features and benefits, but they are probably most adept at anticipating and dealing with those reasons why a customer won’t buy at first. After all, that is where the sale is made.  

As the Certified Angus Beef ® (CAB®) brand works with licensed distributors, training the sales staff on overcoming objections is a critical part of the curriculum. It’s the ability to translate brand features—like marbling and consistent sizing—to real-world benefits, like cutting out those product returns from disappointed diners and gaining more return customers.

One of the first protests a salesperson for CAB must overcome is, “All Angus beef is the same.” To tackle this squarely, they must know there are more than 60 Angus brands in the marketplace with a huge range in quality specifications. CAB is the original brand of Angus beef with stringent requirements that deliver a consistently superior eating experience. What’s more, CAB is the only brand owned by the members of the American Angus Association.

When a potential bull buyer tells you he just wants a black bull, you are experiencing the cattlemen’s version of “Angus confusion.” Remind the producer that the black-hided auction premium for calves is driven by the performance of Angus genetics in the feedlot and packing plant. Many of the breeds select for black hair today, so feeders are wary of paying extra for generic black calves. Making sure of the Angus genetics, and documenting that with the AngusSource® program, is the way to capture those extra dollars in the future. 

That potential buyer might need another reminder: Just buying a black bull says virtually nothing about the genetics—risky business especially for those retaining heifers or projecting any kind of performance. If the producer wants those sought-after maternal traits that Angus are known for, the black who-knows-what bull is a shot in the dark. Turning the cowherd all black might fool some calf buyers, but in the end mongrelized genetics, regardless of color, will not perform with the predictability of that straightbred Angus cow.

This could be your chance to really educate the producer-customer on the value of a registration paper and the genetic tools that come with it. To many, EPDs (expected progeny differences) are still a foreign concept and of little benefit. You must explain what the numbers mean and most importantly, how they will make the Angus bull buyer more money in the end. 

Once you’ve convinced him that a registered Angus bull is needed, it’s time to talk price. The can’t-afford-it objection quickly follows because he’s comparing your bull to that “good” one he watched sell at the sale barn last Thursday. 

This is the same complaint many distributors face when selling the CAB brand to a chef who just looked over the competition’s price sheet with much cheaper, USDA Select grade “Angus” product. The meat salesman must translate what the additional cost of the brand is really delivering, like customers leaving the restaurant raving about their steak and telling others, a premium restaurant image, and more margin of error for the less experienced cooking staff. While the price/pound premium might look large at first, the actual increase per serving is not as noticeable. A little bit of napkin math with the chef converts the extra cost into a worthwhile investment.

Approach the bull price objection the same way. First, quantify the value differences. This producer wouldn’t compare the price of an old, 200,000-mile truck to the brand new, loaded version at the local dealership, so he can’t make the same comparison in bulls. While you may ask more for your bulls, when put on a per-cow basis, that difference isn’t as significant. Now demonstrate what the investment can return in additional pounds and dollar sales of calves, as well as a more valuable cowherd. If you can’t do the math that justifies your bull pricing, how do you expect your customer to do it?

You won’t win every battle when it comes to sales objections, and some bull users just can’t be won over. The CAB brand doesn’t fit into every restaurant, and your valuable, registered Angus genetics might not work for the guy who simply wants a bull to make some cows pregnant. But more times than not, anticipating roadblocks and preparing to bust through them will lead to increased sales.

It’s been working for us.   
END 






