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SPUR OF THE 
MOMENT!
Nearly three-
quarters (74 
percent) of all 
purchase decisions 
are made in-store.

The Power of Meat: An In-Depth 
Look at Meat Through the 
Shoppers’ Eyes, 2009.
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(Promotional material samples from 2009)

Texas Toast and A.1.® Steak Sauce plus more. There 
are several beef checkoff-funded promotions with 
various partners throughout the year. Keep an eye on 
the promotional calendar so you’ll know when a great 
opportunity to cross merchandise may be coming up in 
your store.

 www.beefretail.org/promotionalcalendar.aspx

PUTTING IT INTO ACTION
Now that you’re thinking about cross merchandising, 
here are a few specifi c examples to help you get 
started in your store:
•   If the produce department is featuring avocados 

next week, and you’re featuring ground beef, it’s a 
perfect opportunity for cross merchandising. Prepare 
signage to include near the avocados directing 
customers to ground beef. Use verbiage like “Take 
Tacos to a New Level!” Use a starburst graphic on 
the sign to call out the low price on ground beef. 
Reciprocate with a sign at the ground beef display 
suggesting tacos and highlighting the avocado sale. 

•   Set up a display of sauces or condiments by the 
meat case, if you have room. If not, use signage 
directing customers to that department.

•   Include a sign by the stew beef in the meat case 
directing customers to a bag of frozen vegetables. 
And, vice versa, include a sign in the frozen foods 
aisle with a photo of the beef stew that reads 
“Perfect for a Hearty Beef Stew” and directs 
customers to the stew beef in the meat department. 
If the vegetables and/or stew beef are on sale that 
week, make sure it’s clearly noted on the sign. 

•   Near the ground beef section, include a display 
(or signage) highlighting dry pasta, pasta sauces 
and parmesan cheese that can quickly solve your 
customers’ dinner dilemmas.

•   In the center aisles of the store, include a sign 
for beef products near related items such as 
tortillas, taco shells, dry pasta and pasta sauces, 
and products that call specifi cally for the addition 
of ground beef (think Hamburger Helper®) for a 
complete meal solution.

•   Closing out the winter season and moving into early 
spring, pot roast is a popular item. You can provide a 
recipe card for a recipe like After-Work Beef Pot Roast 
Dinner and work with other departments so you can 
easily direct people to and from other ingredients 
needed for this convenient weeknight recipe.

 www.beefretail.org/CmDocs/BeefRetail/
recipes/After-WorkBeefPotRoastand
Vegetablesrecipe.doc

ADDITIONAL RESOURCES
Increase Profi ts with Cross Merchandising

 www.beefretail.org/crossmerchandising.aspx

Promotional Calendar page

 www.beefretail.org/promotionalcalendar.aspx

QUIZ
The fi rst 10 people to submit a correct answer to 
the following trivia question will win a Beef It’s 
What’s For Dinner® Tote Bag!

Q: According to The Power of Meat: An In-Depth 
Look at Meat Through the Shoppers’ Eyes, what 
percentage of customers buy items on sale even if 
they had not planned to purchase those items?

Submit your answer at: 

 www.beefretail.org/CrossMerch10BFFPrize.aspx 
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