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ISSUE: Although most Tennessee operations are cow-calf, with growing consumer interest in 
local foods, Tennessee beef industry participants have expressed interest in producing cattle to 
be harvested locally to capture additional value. However, studies have been lacking that examine 
factors such as price premiums, producer demographics, farm characteristics, or attitudes that might 
influence beef cattle farmer interest in supplying cattle to a Tennessee branded beef (TBB) program. In 
addition, no studies have been conducted examining cattle producers’ preferred marketing structure, if 
participating in a TBB program.

WHAT HAS BEEN DONE: Under a grant provided by the USDA/AMS Federal State Marketing 
Improvement Program, we studied Tennessee cattle farmer willingness to supply cattle to a TBB 
program and preferences for marketing arrangements. Data are from a 2016 survey of Tennessee 
beef cattle producers that participated in the Tennessee Agricultural Enhancement Program. Nearly 
67 percent of the survey respondents were willing to participate in a TBB program. Age, production 
practices, and risk attitudes influenced willingness to participate. Among those willing to participate, 
projected TBB program supply per farm averaged around 25 head, averaging 1,300 pounds, and 
was influenced by on-farm animal units, production practices, perceived barriers, risk attitudes, and 
consequentiality beliefs. Certain program requirements were perceived as barriers that would decrease 
the amount producers would supply to a TBB program. For example, if producers had to change 
breed of bulls, this could negatively affect the amount producers would supply. Among those willing to 
participate in a TBB, we also examined preferences for marketing arrangements. The most commonly 
selected marketing arrangement was a farmer cooperatively owned processing facility (43%), followed 
by a beef marketing cooperative (39%), and private contracting of finished cattle to a third party for 
slaughter (18%). Factors influencing participation in the specific marketing arrangements included 
farmer and farm characteristics, risk preferences, and location.

IMPACT:  As Tennessee beef cattle industry participants examine the potential for finishing cattle, 
harvesting them, and selling them as a branded product to help fill consumer demand for locally 
produced beef, it is important to build a better understanding of the level of interest on the part of beef 
cattle farmers, as well as the liveweight volume they might be willing to supply. Influences on this 
interest such as demographic characteristics and farm attributes are helpful in developing branding 
programs. In addition, building a better understanding of programmatic requirements that might serve 
as barriers to participation can be helpful in developing branded beef programs. Results from this study 
suggest that farmers who are interested in participating in a TBB program would prefer to sell through a 
cooperatively owned processing facility, followed by selling through a beef marketing cooperative.
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