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ANIMAL AGRICULTURE
IS UNDER ATTACK

• Inflammatory videos 
• Misleading graphics and 

photos
• Incendiary Internet 

propaganda
• Legal challenges to 

labeling and advertising
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Animal Care Crisis About Ready 
to Hatch

Knowledgeable about animal care issues 
and practices by meat, poultry, fish, egg 
and dairy farmers and food processors.

21%

28%

51%

51% - Low Knowledge

28% - Medium Knowledge

21% - High Knowledge

50%

26%

24%

24% - Unimportant

26% - Don't Think About Animal Care

50% - Important

Importance of animal care when deciding
which food to buy, brand preference 

and which grocery stores to shop.

Dangerous
Combination:

50% of consumers
have low knowledge
but think animal care

is important
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Consumers perceive some farmers as 
being more concerned about 
animal welfare than others

74%

56%
50%

44%

30% 27%
19%
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Dairy Egg Fish Beef Hog Poultry Veal
% of consumers who believe farmers treat animals humanely

29%

19%

18%

34%

34% - Egg Farmers Excellent/Good on AC

29% - Egg Farmers Average on AC

19% - Egg Farmers Fair/Poor on AC

18% - Don't Know Farmers on AC
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7% 9% 8%
20%

29% 28%
39% 36%

38%
40% 47%

58%
51% 56%

47% 53%

55% 51%
45%

22% 20% 16% 14% 11%
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Organic Farmers Small Family
Farms

Specialty  Stores
(e.g., Health,

Kosher, Ethnic)

Local Grocery
Stores

Large Farming
Businesses

National/Regional
Grocery Chains

Food Processors/
Manufacturers

Restaurants/Fast
Food Chains

Low (Fair/Poor) Medium (Average/Undecided) High (Excellent/Good)

The bigger agriculture grows, 
the worse its reputation
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Consumers Want 
Industry and Government

Regulation

29%

5%

66%

66% - Satisfied with Industry Self-Regulation

29% - Can't Decide

5% - Not Satisfied with Industry Self-Regulation

2 out of 3 consumers would be SATISFIED
that animal welfare needs can be met

if farmers voluntarily comply with industry
guidelines and independent monitoring.

56% of consumers AGREE with the need
for government regulation to ensure
animal welfare, even if it means food
will cost more in the grocery store.

23%

21%

56%

56% -  Agree with Government Regulation

23% - Can't Decide 

21% - Disagree with Government Regulation

Public/Private
Partnership?

44%
agree with 

BOTH industry 
self-regulation

and government
regulation!
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For egg producers, different issues 
receive different levels of 

consumer support

37%

25%
39%

39% - Beak Trimming Humane

37% - Can't Decide 

25% - Beak Trimming Inhumane

32%

45%

23%

23% - Caging Healthier & Safer

32% - Can't Decide 

45% - Caging Not Healther & Safer

24%
57%

20%

20% - Molting Positive

24% - Can't Decide 

57% - Molting Negative

Beak Trimming Caging Molting
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Animal Care Certified Seal            
Has Strong Brand Potential

7%

15%

36%

43%

Meeting State or Federal Regulations

Meeting Voluntary Industry Standards

Organic or "Natural" Food

Don't Know/Can't Guess
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Consumers Prefer 
Animal Care Certified Products

34%

10%

56%

56% - Choose ACC

34% - Consider ACC

10% - Not Choose ACC

44%

23% 33%

33% - Switch

44% - Consider Switch

23% - Not Switch

10%

36%

54%

54% - Spend 5-10% More

10% - Spend 15-20% More

36% - Would Not Spend More 

56% of consumers
would CHOOSE an ACC
branded product if they

knew about voluntary 
industry compliance

3 our of 4 of consumers
would SWITCH or consider

switching to an ACC branded
product if their usual brand

was not ACC compliant

Majority of consumers are
WILLING TO PAY

at least 5% - 10% more
For ACC branded product
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CONSUMERS ARE 
CONCERNED

• 50 percent of consumers rate 
animal welfare issues as important 
in deciding which foods and brands 
to buy, and which stores to shop

• 56 percent of consumers believe 
government regulation is needed to 
ensure animal welfare
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YOUR CUSTOMERS 
ARE CONCERNED

“I don’t need people protesting at one of my 
stores and wouldn’t look kindly on the brand 

that brought them to my door”
-Marketing Manager of National Grocery Chain

“Animal welfare is a very serious issue we will all 
be facing.  Personally, very few companies out 

there are addressing it appropriately.”
-National Wholesale Chain Executive
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BUSINESS 
OBJECTIVE

Sustain/increase 
demand for eggs

Market protection program
• Independent scientific 

committee
• Humane guidelines for US 

egg-laying flock
• Animal Care Certified 

program/logo
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STRATEGIC COMMUNICATION 
IMPERATIVES

1. Get ahead of the issue before it gets 
ahead of you

2. Education is mission critical
3. Frame the animal care proposition as a 

consumer/customer benefit
4. Don’t get muddled in the minutia
5. Focus our resources
6. Promote USDA involvement
7. We’re adding emotion to the science
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PR OBJECTIVES

• Don’t pick a fight
• Preempt attacks
• Defend against attacks
• Discredit advocacy groups
• Reassure your customers
• Tell your positive story
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PR STRATEGY

Animal Care Certified initiative
• Simplify
• Consumer-friendly words
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PR STRATEGY
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INDUSTRY 
ADVOCATES

• Family farmers and third-party 
spokesmen

• Believable/credible
• Farmers add emotional 

element
• Third-party spokesmen lend 

technical expertise
• Local/regional
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FOCUS ON FIVE 
TRUTHS

1. Egg farmers care about 
treating hens humanely

2. Proper care of hens provides 
the best quality eggs

3. Egg farmers have a new 
certification program

4. Working with USDA 
5. Look for the Animal Care 

Certified seal
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TRUTH SQUAD

• A quick-response team to correct 
inaccurate and misleading media 
coverage

• Media monitoring
• Preemptive communication strikes
• Multimedia information kit 
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WEB COVERAGE

• Monitor opponent Web sites and 
discussion boards/ivillages

• Search engine marketing
• Virtual press room
• www.animalcarecertified.com
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PROACTIVE MEDIA

• Newspaper, magazine food editors
• Desk-side briefings, press kits, 

news releases
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NATIONWIDE TV 
NEWS COVERAGE

• TV news contingency program
– Satellite TV interviews

• TV news segments
• Kids TV news segment



Laying 
Out the 

Facts

INDUSTRY OUTREACH

GROCERY, FOODSERVICE, 
FOOD INDUSTRY AND RESTAURANT

• Mailings
• Desk-side visits/briefings
• Conference calls
• Tradeshow exhibitions
• Email bulletins
• Print ads
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RETAILER POINT-OF-
SALE PROGRAM

•Retailer contingency program
– In-store leaflets
– Point-of-sale cards
– Local media program

•Grocery trade publications
– Publicity
– Advertising
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RETAILER POINT-OF-
SALE PROGRAM

• Food Marketing Institute 
exhibit

• Direct Mail
• Egg Carton Message Concepts
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