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The Team – For the Benefit of the Highland Cattle Society  

 

The team that have created this management consultancy project are all final year students 

studying Agri-Business (Hons) at Harper Adams University; choosing this optional module due 

to an interest in business management. Overall the team has a diverse range of backgrounds 

and experience which can be drawn upon to advise the Highland Cattle Society.  

Rachel Croker (Team Leader) -   

Rachel grew up in Hertfordshire and has some farming experience within the arable industry. 

On placement at Wilson Wraight Agricultural Consultants there was exposure to livestock. 

However, the experience was largely farm business management covering; management 

budgets and reports, legal agreements, subsidy applications and recruitment campaigns. Also 

draws on experience in sales, agricultural bank management and starting a small enterprise at 

Harper Adams. After graduating Rachel shall be returning to Wilson Wraight.        

Jack Davis -  

Jack is originally from Kent from a non-agricultural background. He has experience in the beef, 

sheep, dairy and arable sectors of UK agriculture and has his own small herd of pedigree British 

Blonde cattle. On placement he worked at Vexour Farm which runs pedigree Aberdeen Angus, 

Charolais and Hereford cattle and helped him gain further knowledge of beef production 

systems including a trip to Scotland to see several farmers including Scotland Beef Farmer of 

the Year, Robert Parker. After graduating Jack will be joining Bidwells in Cambridge as a 

Graduate Agribusiness Consultant.  

Sarah Dean –  

Sarah grew up on an arable and free-range poultry farm in Yorkshire. She has had many 

seasonal jobs working for companies such as McCain Foods, Frontier Agriculture and Dunns 

(Long Sutton) Ltd. After graduating from Harper Adams, she hopes to secure a job as a 

fieldsperson. She recently was awarded the bronze award at the Pinnacle Awards, hosted by 

The Farmers Club in London. The award consisted of creating a feasibility project for a 

diversification option of her choice. She has held many roles in Young Farmers, where she has 

been able to demonstrate skills of organisation, punctuality, delegation and public speaking.  

 

We hope that the Highland Cattle Society find this project beneficial and the recommendations 

useful to the societies future direction. 
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Executive Summary  

 

This report aims to provide the HCS with recommendations on how to increase sales of 

Highland cattle. Through reviewing the current society, wider macro-environment and supply 

chain to find a more commercially viable direction for the Highland cattle.  

The recommendations to meet the aim, endeavour to be achievable by developing what the 

society currently does, while building on the member’s opinions for the future direction. The 

overall recommendation is primarily to increase the numbers of cattle of current member’s by 

increasing returns, meaning they will be perceived more economically worthwhile and will 

gradually increase numbers. Secondly targeting wider cattle sales to farmers with marginal land, 

who may be looking to replace lost post-Brexit subsidies income.    

This is recommended to be done through increased producer education to ensure the animals 

are meeting their maximum potential and making the most money possible, through finishing 

and better rearing practise and advising those non-showing farmers to de-horn. As well as 

increasing education on how to get to market through creating added value enterprises and 

direct selling to business, to better access the high value niche market achieving premiums. 

Targeting this market was supported by the consumer survey, which established there is 

demand and a willingness to pay a premium for the higher quality meat. The second area of 

recommendations is to educate the consumer on the higher quality of meat and where to 

purchase it, through social media use and more engagement with consumers at shows. 

Overall there is potential for the breed to be commercially successful through gradual 

improvement. It is also recommended to form action plans for implementing any 

recommendation, providing direction and ensuring change is actioned.  
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Chapter 1 – Introduction to Project   
 

1.1 Introduction 
The HCS is a charity founded in 1884 which operates internationally and is run by a council of 

12. The ten-year strategic plan details the society’s fundamental aim is to uphold the heritage of 

the Highland cattle. The society is currently aiming to increase the numbers of cattle and 

membership numbers. This Management Consultancy project works with the HCS to help 

provide them with advice on how to do this and the future direction to increase the numbers. 

This will be done through analysing the current business and help provide future options for how 

to increase the sales of Highland cattle and its meat.  

1.2 Project  
The HCS approached Harper Adams University regarding a student project aimed at future of 

Highland cattle. This was deemed suitable for our Management Consultancy module where 

students work in teams of three to provide advice to the HCS.  

The assignment brief confirmed with the HCS and set out a series of questions the HCS would 

like to be answered; future of meat market and the impact on the breed, why consumers choose 

Highland cattle beef, commercial outlook of the breeders, the destination of Highland cattle into 

the supply chain and why it is not considered by other commercial finishers. However, upon 

meeting with the council view Skype on the 18th January 2018, this brief changed slightly from 

the initial questions and the overarching aim became;  

Increase sales of Highland cattle animals and beef 

This report aims to review the current society from an external unbiased perspective, review the 

market place throughout the supply chain and Highland cattle’s place within this. Endeavouring 

to identify future options to meet the aim of increasing numbers.   

1.3 Approach  
Due to the nature of this research looking at the future of the animals and increasing sales of 

the animals at the consumer and producer end, therefore ultimately looking at the supply and 

the demand.  

It is important to assess how this could be done through looking at the current member’s 

practises as well as thoughts on how they want to approach the HCS’s aim. Members are 

fundamental to the society so it is important to understand what direction they feel the society 

should take. This was identified by conducting a survey which received 143 responses. 

The consumer end was assessed by conducting a survey outside Aldi, Tesco and Waitrose, 

giving a range of consumers. Aiming to gain understanding of their views on Highland cattle 

meat and the animal, to examine if there is demand.  
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There was contact with people throughout the supply chain to get wider opinions on the 

challenges faced by the HCS as well as suggestions on the future direction. These included; 

 Kate James - Pitstocks Abattoir  

 Kim Matthews – AHDB  

 Robert Phillip – Hellifield Highland Cattle 

 Supermarkets  

 Butchers  

 Farm Shops  

 Restaurants  

 HCS Members 

 

Transcripts and/or notes from the conversations had with these individuals can be found in 

Appendices 1 - 7. 
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Chapter 2 – Current Society Review  
 

It is important to review the current position to build upon strengths and minimise any identified 

weaknesses.  

2.1 Membership and Registrations  
As the society’s main income is from membership fees, it is important to understand the 

members demographic. There were 967 members in November 2017, the survey received 143 

responses therefore representing 14.7% of the members. 

The survey found 81% were annual members. The average length of membership is 14.2 years 

however this ranges from 0-64 years.    

 

 

 

 

 

 

 

 

 

 

 

(Source: Authors Own, 2018) 

There are 323, 33% members in England accounting for 40% of registrations for January to 

August 2017. Scotland account for 410 42% of members but 57% of registrations, suggesting 

larger herds. When using Kruskal Wallis statistical test to see if there is an association between 

location and total herd size, this showed a tendency towards significance at p=0.59. Where 

Scotland have the highest mean rank meaning they have the largest herds, followed by 

England. Table 1 shows the average herd size across the locations, using the total for all cattle 

options; cows, replacement heifers, bulls, store cattle and finishing cattle. 
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(Source: Authors Own, 2018) 

In total, survey members owned 5,080hd and the average herd size is 39hd, larger than 

expected as in the skype meeting the HCS found the average was 10-20hd. Table 2 outlines the 

totals.  

 

 

 

 

 

 

 

 

 

 

 

(Source: Authors Own, 2018) 

 

 

TABLE 1 - TABLE SHOWING THE AVERAGE HERD SIZE ACROSS THE MAIN LOCATIONS 

TABLE 2 - SHOWING THE MEMBERS TOTAL CATTLE NUMBERS 
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(Source: Authors Own, 2018) 

The total cattle numbers including all categories are split into size groups in Figure 2, 

highlighting the range of farmers. Table 3 shows the relationship between size and what 

producers would class themselves as, they could select multiple options. Overall the highest at 

35% of respondents class themselves as small holders/crofters, this is most common in the 

small herd sizes. In the largest herds pedigree suckler herds are most common. Demonstrating 

the two groups of members within the society. 

 

TABLE 3 - MEMBERS OWN FARM TYPE CLASSIFICATION SPLIT BY TOTAL HERD SIZE 

 

(Source: Authors Own, 2018) 
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2.2 Member’s Benefits 
 

Nine key benefits where drawn out from the US society list, personal knowledge, the council 

and members rated their importance, see Appendix 8. Table 4 shows the average rating for 

each key benefit. All the benefits are important scoring over 2.5, the ability to register pedigree 

and source of credible stock were most important.   

 (Source: Authors Own, 2018) 

It is important to advertise the most significant benefits as it may encourage new members who 

already have Highland cattle who are looking for these factors.  

 

 

2.3 Overall Society Review  
 

Overall the society’s position is currently reasonable stable. It has been seen that there needs to 

be more unified direction towards common goals without compromising either the small holders 

or large commercial producers.  

 

 

 

 

 

 

 

 

 

 

 

 

TABLE 4 - SHOWING THE AVERAGE RATINGS FOR KEY MEMBERSHIP BENEFITS 
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TABLE 5 - SWOT ANALYSIS – HCS 

Strengths  

 Shows for members   

 Helps source credible stock  

 Supports members  

 Register pedigree animals  

 Website good for breeder 

 Maintaining membership numbers 

 Following up leaving members 

Weaknesses 

 High perceived membership price   

 Location divide in members and shows  

 Inactive Instagram account  

 Commercial and small holding bring conflicting 
views  

 Not enough value added by the pedigree mark 

 Ten-year plan has no actions  

 Not much consumer-focused marketing  

 Social media not frequently updated  

 Logo not consistent across all the social media 

 People leave the society each year 
 
 

Opportunities  

 Increased support for current 
members  

 Increased support for new members 
who want to learn how to raise 
livestock  

 Breed improvement  

 More marketing of the breed to 
consumers   

 Membership retention plan  

 Breed improvement plan 

 Export  

 Environmentally efficient 

 Data collection  

 Potential for a TSG  

 Health association with the meat 

 Find what members want from the 
society  

 Utilise the trademark  

 

Threats  

 Other breeds will always be a threat – 
particularly Liung as commercial crossbred 
versions of the Highland  

 Losing members through not listening to views  

 The commercial vs small holder conflict of the 
breed  

 Luing is a major threat as it is well established 
and involves the highland  

 Small proportion of the beef market 

 Brexit tariff could mean more imports  

 Reduction of red meat consumption  

 Premium cut of beef  

 Link with an attractive animal that could be 
viewed as cute  

(Source: Authors Own, 2018) 

See Appendix 9 for the financial review of the business and Appendix 10 for the branding, 

website and social media review. The registrations review features in Appendix 11. Appendix 12 

shows the current objectives of the society.  
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Chapter 3 – Supply Chain review  
 

3.1 Meat Market Trends  
For the UK red meat sector, there has been substantial changes in consumer trends, 

perceptions and purchasing decisions that have affected industry throughout the supply chain 

from retailers, down to the producers. 15% of adults, in 2017, stated they were avoiding red 

meat consumption completely in their households, and whilst this a concern, this is in fact an 

improvement upon 2016, when 18% of adults said the same thing. The improvement is likely to 

be down to the decline in the media’s scrutiny and coverage of the claimed health impacts of 

red meat consumption (Baker, 2016) and therefore this could suggest a more positive trend and 

better consumer perception. Nevertheless, 44% of Britons are limiting the amount of red meat 

they consume and consequently will restrict market growth and potentially reduce demand 

(Caddy, 2017). 

The value of the processed poultry and red meat market fell by 4% in value in 2016 (Duckett, 

2017). Despite clearly posing a threat to part of the beef industry, the luxury, higher quality 

extrinsic value of Highland beef should help it mitigate this threat and therefore the relevance of 

this is limited although should still be considered. A positive current consumer trend for the HCS 

and thus Highland Beef is that most consumers do check the origin of the meat as part of their 

purchasing decision, demonstrating provenance is still considered important by UK consumers. 

A concern is that price and promotion are more influential and therefore the potential influx of 

cheap beef products from Ireland, the U.S and South America, because of Brexit negotiations, 

could have seriously detrimental effects on the industry. However, the HCS and Highland Beef 

can possibly continue to exploit opportunities. 67% of consumers in the UK do believe product 

traceability improves trust (Winter, 2017) and this is therefore a trend the HCS could look to 

develop and act upon, potentially through the introduction of a TSG standard or another similar 

type of trademark, to provide consumers added assurance.  

The Asian middle class is projected to expand rapidly over the coming years, with OECD 

estimating that two thirds of the world’s middle class will be within the Asia-Pacific region by 

2030. This will bring about a consequential increase in wealth and disposable income and thus 

a rise in demand for luxury/higher value goods, including red meat (AHDB, 2016). China 

accounts for 30% of global luxury goods consumption and is expected to rise by 35% by 2020. 

The UK does not currently export to China, however Hong Kong not only represents a key 

export market for British beef, where demand for high quality beef is strong and continuing to 

grow (Garnier, 2016). Exports of high value and chilled beef to Hong Kong increased by 230% 

in 2017, helping the UK red meat industry surpass £1.2 billion in red meat export value (AHDB, 

2018a), however Garnier (2016) states that strong domestic demand does limit the UK's ability 

to export sufficient quantities of beef, with exports falling by 12% from 2015 to 2016. The Hong 

Kong Market also allows for re-export into the Chinese markets (AHDB, 2016). AHDB (2016) 

also states that the UK is making steady progress towards gaining full access to the Chinese 

beef market, the 2nd largest importer of beef globally. This extensive market is now being 

complemented and made more attractive to UK exports by the shift in consumer purchasing for 

cheap, low value cuts and offal, to quality, prime cuts of beef. As well as this, China, and Asia in 

general, typically encounter environmental limitations and poor efficiency in production systems 

to ensure sustainable supply of high quality beef and therefore a reliance on imports is likely to 
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increase further, to satisfy this growing demand (AHDB, 2016). Chinese imports are expected to 

rise from 400,000 tonnes to 1.8 million tonnes between 2015 and 2020 suggesting demand for 

beef from global sources will rise substantially. There is evidently a significant, lucrative 

opportunity for high value, luxury beef in Asia currently, and China is likely to become part of 

this soon, if the UK can gain full access. 

In terms of consumer perceptions of beef products at retail level, there is a low perception of 

beef being good value for money and only 42% of consumers believe it is easy to cook. 

Therefore, recipe videos and other informative guides produced by the HCS could increase 

consumer confidence and satisfaction and encourage beef consumption. There is a strong 

perception by consumers on the taste and versatility of beef, therefore there is a foundation for 

the HCS to build upon to encourage consumers to purchase Highland beef (Mintel, 2017).  

It is important to assess the overall trends of the UK and global beef sectors as these will impact 

HCS. There are opportunities for Highland beef to exploit in several markets and it should be 

marketed as a niche product and promote its positive attributes to gain consumer interest. 

See Appendix 13 for more information on the external factors that affect the meat market, in the 

form of a PESTLE analysis.   

 

3.2 Highland Cattle Supply  
 

The Highland cattle supply chain struggles with limited and uneven supply mainly caused by the 

small herd size, making it difficult to supply a large contract year-round. Robert Phillip HCS 

member collates Highland cattle from the holdings with small numbers which largely supplies 

the dovecote park/Waitrose Christmas contract. However, this will then reduce the number of 

finished cattle in the supply chain for the period after. Pitstocks beef processors supports this 

stating there is not a consistent supply. A butcher commented that to get Highland cattle meat 

into the market place, there needs to be continuous supply. Expressing freezing would provide 

consistency however would damage the premium market price (Andrei, 2017 Cousins butchers 

Cambridge). 

However, there is sufficient animals to supply smaller scale contracts to farm shops, butchers, 

online. Table 6 outlines all the routes which members are sending animals. Meaning there are 

282 responses for 137 producers – this excludes the producers who did not put down any cattle 

numbers. When excluding the ‘not considered’ route, 50% of producers have more than one 

route to market - positive as this shows they do not relying on one method. The most common 

route is private buyers; however, it is positive that 17% already sell direct to consumers, 

meaning they are likely already targeting this niche market and potentially achieving premium 

prices. This is largely the same across all farm sizes, however slightly more common for the 

smaller farms. 
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 (Source: Authors Own, 2018) 

3.3 Highland Cattle Demand 
 

Producers do not think there is enough demand for the product, as a common theme, members 

want the society to help find a market for the cattle and increase marketing to consumers to 

increase demand.  

The consumer survey found that 55% of respondents knew that Highland cattle are a beef 

animal, however many stated that this was obvious due to having ‘cattle’ in the name, perhaps 

forgetting or not realising that it could have been a dairy animal. 22% of respondents said they 

that they had tried Highland cattle meat, which was surprisingly high, but this confirms that there 

is the demand for this product.  

Most of the respondents, 73%, did not know the breed of the beef that they usually consumed, 

which is unsurprising when supermarkets do not largely market this information on their 

packaging. An example of a high-end retailer that displays where from and what the breed of 

beef is, is Fortnum and Mason, this is the kind of retailer that the Highland cattle beef needs to 

be marketed through. 

Figure 3 shows that most respondents eat beef once or twice a week with the lower 

percentages eating beef three or four times a week. Seven people that we asked ate beef less 

than once a week. When the frequency of beef eaten was asked, it was not specified in what 

form, so this takes into consideration the less desirable cuts as well as mince. Therefore, at first 

glance the information looks favourable towards there being a demand for Highland beef but to 

explore this further the type of cuts of meat would need to be investigated.  

 

TABLE 6 - TABLE SHOWING THE PERCENTAGE OF MEMBERS ROUTES TO END MARKET SPLIT BY FARM SIZE 
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FIGURE 3 - HOW MANY TIMES A WEEK DO YOU EAT BEEF? 

 (Source: Authors Own, 2018) 

When respondents were asked whether the environmental benefits would influence their 

purchasing decisions, 58% of respondents said no, and many made the comments that they did 

not know what they were. Therefore, this proves that when the supply of Highland beef 

increases, the environmental benefits need to be marketed to the consumers so that they know 

what they are. 

The most important question asked as part of the consumer questionnaire was whether 

respondents would try Highland cattle beef, and 87% of people said yes, proving there is 

demand.  

There is a supply and demand chicken and egg issue, as currently the supply chain cannot 

sustain continual quantity. However currently there is not the incentive for farmers to increase 

production, as there is no clear easy market for the product which delivers viable prices. This 

may be due to not enough focus on the niche premium market. This market can achieve higher 

prices, the consumer questionnaire found that 73% of people would be willing to pay a premium 

due to the slow maturing and fat marbling of the meat. Therefore, the demand is there but is not 

being targeted enough by the producers. Some respondents that featured in the 27% of people 

said they would not be willing to pay the premium were students therefore could not afford it, 

students would not necessarily be the target market for the Highland beef.  

Finally, respondents were asked whether they thought that the horns are fundamental to the 

iconic image of the animal, 95% of people said yes. This creates issues for the suggestion of 

the implementation of the polling gene or dehorning of the animals to make them easier for 

handling purposes. 

All of the consumer questionnaire results can be found in Appendix 14. 
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Chapter 4 - Future Options  
4.1 Members current satisfaction  
Figure 4 shows the current satisfaction with the society. There is 45.7% who are satisfied with 

the current society. It is expected that these members will continue with their membership. 

However, there are 18.6% who are dissatisfied, this group is more likely to not continue 

membership if they are not satisfied. It is important to address why these members currently feel 

dissatisfied and try to make changes to retain members. There is current a member retention 

plan calling members who wish to cancel to understand why. It is also important to understand 

why those are indifferent to ensure they are satisfied as these are also at risk of not continuing 

membership.  

 

 

 

 

 

 

 

 

 

 

 

 (Source: Authors Own, 2018) 

The survey asked members what they would like the society to do. This was an open question; 

the responses have been grouped into similar categories.  The full list of grouped responses 

see Appendix 15. The most important factors are outlined below. The aim is to also include as 

many of these factors within the recommendations where suitable, to not only increase the 

numbers of cattle and increase memberships but also retain members by making sure they are 

more satisfied.  
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TABLE 7 - THE MOST IMPORTANT FACTORS MEMBERS WANT THE SOCIETY TO DO MORE OF 

 

 (Source: Authors Own, 2018) 
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4.2 Highland cattle as a breed 
 

It is important for the recommendations to try and limit the weakness and threats and focus on 

maximising the opportunities and strengths of the breed.  The following SWOT analysis is based 

upon HCS literature and members questionnaire (See Appendix 16).  

TABLE 8 - SWOT ANALYSIS – HIGHLAND CATTLE ANIMAL 

Strengths  

 Low maintenance 

 Survive on grass-based system 

 Easy calving  

 Tasty meat  

 Healthier meat than other red meat  

 Hardy – survive outside year round   

 Iconic breed - consumers recognise 

 Placid temperament  

 Suited to difficult upland terrain  

 Makes a good cross animal  

 Lot input making it a commercial 
viable breed   

Weaknesses 

 Horns difficult putting into abattoirs   

 Horns make difficult to estimate animals’ weights 
(Robert Philip)  

 Small animal – small carcasses  

 Consistency within breed varies widely  

 30-month beef rule difficult to reach as slower 
finishing  

 Commercial vs smallholders bring conflicting views  

 Not enough value added by the pedigree mark 

 Average herd size is small 
 

Opportunities  

 Increase pedigree marks value  

 Breed improvement plan    

 Export potential due to iconic well 
recognised breed  

 Environmentally efficient 

 Data collection  

 Potential for a TSG  

 Health associate with the meat 

 

Threats  

 Conflict in views of the breeds future commercial vs 
small holder  

 Beef consumption slowing  

 Brexit and cheap imports consumers swapping to 
cheaper alternatives  

 Luing is a major threat as it is well established 
Highland crossbreed 

 Small proportion of the beef market 

 Brexit tariff could mean more imports  

 Reduction of red meat consumption  

 Premium cut of beef  

 Link with an attractive animal that could be viewed 
as cute  

(Source: Authors Own, 2018) 

Overall the members believe there is commercial viability in the breed, with 71% of the 

respondents finding it to have commercial potential (Figure 5).     
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 (Source: Authors Own, 2018) 

 

4.3 Member’s opinion on improving the commercial viability  
 

In terms of the future of the breed and increasing its commercial viability Table 9 shows the 

summary of the most important factors to the open question “how do you want to see the 

commercial value of the breed being improved?”. The full list of all the factors can be seen in 

Appendix 17.  
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1 - No potential 2 - Not much potential 3 - Unsure

4 - Some potential 5 - Strong Futute potential

FIGURE 5 - SHOWING MEMBERS OPINIONS ON THE COMMERCIAL POTENTIAL OF THE BREED 
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TABLE 9 - MEMBER’S OPINION ON HOW TO IMPROVE COMMERCIAL VIABILITY 

 

 (Source: Authors Own, 2018) 

There are some crossovers between Table 9 and Figure 5. Which highlights their importance;  

 Crossbreeding vigour and commercial viability  

 Promoting the breed to consumers 

 Promoting the breed – attributes, low inputs and commercial viability.  

 Rearing practice – to produce high quality animals.   

Therefore, the recommendations build on these areas, as they satisfy the aim of the report while 

also helping to increase current member satisfaction.   
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4.4 Member’s opinions on the future options  
 

Initially when considering the project aims and reviewing the market place and society, a few 

potential options were considered. These were deemed suitable directions we could potentially 

recommend;  

Export potential – Highland cattle are an iconic breed. This could be capitalised upon 

and used to market the beef as high value luxury product. This could also benefit from 

the reputation of Scotch Whiskey which is recognised worldwide exporting 1.23bn 

bottles valued at £4.36bn in 2017(Scotch Whiskey Association, 2018).   

Targeting niche high value product market – In order to generate a higher value for 

the product.  

Breed improvement – This could increase the standards of the cattle being produced. 

This may help to also add value to the current animals if they can be produced in the 

same way but are genetically producing higher weights and outputs.  

Promoting crossbreeding – In order to increase the commercial viability as this could 

increase the growth rates and weights and may receive better prices when selling direct 

to abattoir, as the animals would meet the EUROP scale better, which pricing is based 

upon. This is something the pure Highland struggles to achieve and prevents access to 

gaining premium prices.  

Table 9 shows the member’s opinions on these options, the full table of frequencies of 

responses is shown in Appendix 18.  

 

 

 

 

 

(Source: Authors Own, 2018) 

Table 10 shows the most important option is targeting the niche high value product area. Once 

this target area was established the consumer survey was aimed at finding out if there was 

potential demand for this.   

 

4.5 Consumer Demand Potential 
 

The consumer survey shows that consumers will be willing to pay a premium. Therefore, 

showing there is demand for the product targeting higher value. The recommendations shall 

focus on how the society can help members achieve this. 

 

TABLE 10 - IMPORTANCE FOR POTENTIAL FUTURE SOCIETY OPTIONS 
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Chapter 5 – Recommendations for the Highland Cattle 
Society   
Recommendations shall also build on the main findings from the consumer and members 

survey;  

 Aiming the product at high value niche market.  

 Promoting the breed to consumers 

 Promoting the breed – attributes, low inputs and commercial viability.  

 Rearing practice – to produce high quality animals.   

These main areas fit within two categories – consumer and producer education. This also forms 

a two-pronged strategy to remove the supply and demand issues experienced currently.  

5.1 Increasing supply – Member Education  
 

The main conclusion of the research is that Highland cattle are not seen to be overly 

commercially viable in the wider beef market place. Meaning current commercial producers are 

unlikely to swap to Highlands. Therefore, the aim should be to gradually increase numbers.  

Primarily through improving the current members stock and routes to market, meaning price 

increases. Producers will then see further opportunity and increase the numbers. Therefore, the 

main recommendation is to increase the number of animal’s current members keep.   

Secondarily targeting upland farmers who would benefit from the environmental management 

benefits of Highlands.   

5.1.1 Existing Members Education  
The main methods of communicating with producers is through the website. It is recommended 

to start a private member’s area, setting out guides on rearing practices. As well as running a 

public monthly blog to educate members but also potential producers.  

The other method is through increasing the number of farm visits and sessions, although these 

are more expensive to put on and access a narrower population of members, it may be more 

effective at educating members. Therefore, for each action it is important to try and offer both to 

influence the most people.     

De-horning – The iconic horns are a barrier to putting the animals into abattoirs. Phillip, (2018) 

finds they can distort weight estimations by up to 100kg. Findings from the member 

questionnaire found that members want more lobbying to increase the abattoirs acceptance of 

horned animals. This could be done by the society alone or through joining with other societies 

for other horned breeds, the latter may carry more weight. Matthews, (2018) finds horns are a 

big limitation to the commerciality, suggesting introducing a polling gene or adapting the breed 

standard to reduce the weighting of horns when showing. However, the society’s fundamental 

aim is preserve the heritage of the breed for which the horns a major element. The consumer 

survey also found consumer find the horns iconic to the breed.  

However, those farmers who have no interest in showing the animals, it is important to educate 

them to de-horn if they do not want to be penalised by the abattoir.  
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Finishing – Most are raised on a 100% grass-based system with no additional feeding. This is 

enough for the animals to survive but will not finish in a commercial time frame, meaning they 

are not achieving the best possible efficiencies. Highland cattle can also put on fat cover too 

early when on good pasture. Therefore, educating producers to produce the stock through good 

practise is important to produce high quality carcasses.  

Performance Recording 

Signet (2015a) states that performance recording will not only aid marketing breeding stock 

where there is an increasing demand, from commercial producers, for performance data, i.e. 

EBVs, also enabling breeders to understand where their herds need to improve upon and 

therefore influence future management decisions. Livestock farms can benefit considerably from 

performance recording as it allows for informed decision making, the identification of strengths 

and weaknesses, and help stakeholders implement changes where required, to improve overall 

enterprise performance and potentially profitability (AHDB, 2018b).  

Key performance indicators include: 

o Growth rates 

o Feed conversion 

o Killing out percentage 

o Calving Ease 

o Fertility/Calving Intervals 

There are some barriers for producers attempting to begin performance recording. Particularly 

equipment, requiring cattle handling facilities such as a crush and a race system for larger 

herds. Weigh scales are needed for regular weighing of the cattle for the Signet recording 

scheme and therefore are a further financial outlay for the producer. As well as this there are 

further fees charged by Signet that can be found in the producer education recommendations.  

However, a concern is that most members stated they would not be willing to share data which 

would be barrier to breed improvement using this method shown in Table 11. This may be down 

to the costs associated with performance recording and if this can be subsidised by the HCS, 

members may be more willing to uptake this method. 
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TABLE 11 - WOULD MEMBERS BE WILLING TO SUBMIT DATA 

 

(Source: Authors Own, 2018) 

New members support and rearing advice – More support for new members was specifically 

requested by the members. By providing more guides and support for new members, potential 

new members outside of the breed will be encouraged to start breeding Highlands. Support on 

how to manage, rear and even show Highland cattle will also potentially increase the standard 

of cattle within the breed.  

Helping members reach new niche markets – By helping farmers to market their own animals 

to niche markets it increases the prices, which may encourage farmers to increase their number 

of cattle to take advantage of this.  

 Therefore, providing help to farmers to develop their own businesses and routes to 

market by creating added value enterprises i.e. food stalls and box schemes. This 

increases the price they would receive compared to selling to the open market. This 

could be achieved through regional business start-up and brand development days 

bringing external speakers at a discounted rate for members. This could also include 

support guides in the member’s only online area.   

 Helping to improve sales skills which may allow farmers to target direct to business sales 

to restaurants and farm shops more easily.   

 Help forming local producer groups will allow a more consistent supply which may then 

be better able to supply businesses. This should be done on a regional level suggesting 

the benefits and collecting names of interested parties and organising meetings between 

them to facilitate the initiation.  

.   

Members only online cattle sales and wanted area - The location divide for sales was 

another major area that members wanted to see improved. Due to Oban’s success Southern 

shows are not attended by the major Scottish farmers. There are also issues of high frequency 

TB testing areas.  

It was suggested having a more effective online for sale and wanted area for access for 

members only. By improving this it will benefit the existing members but also will help to 

encourage new members as by being a member makes it easier to source credible stock.    
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5.1.2 Wider farmer education  
The Highland cattle as a breed does have some huge benefits which need to be taken better 

advantage of. They can be advertised to farmers who would benefit from the breed. This should 

be done through wider marketing campaigns at shows already attended – Great Yorkshire, 

Royal Welsh and Royal Highland.  

Environmental/ low input management – The current state of uncertainty with regards to 

continuing agricultural support. It is expected subsidies will decrease and take a more 

environmental focus (Bailey et al., 2016). Therefore, it is expected farmers will want to make 

use of their marginal land to offset the lost income. This suits the Highland cattle as their low 

input nature means they are a method of generating income from little expenditure. They can 

also help manage the more difficult landscapes that more commercial continental breeds cannot 

access. Therefore, there may be potential to receive financial incentives such as grants from the 

UK Government to support farms using Highland cattle for low input production. The sustainable 

methods associated with rearing Highland cattle could also be used as a marketing tool to 

promote Highland Beef to consumers. Low management requirements of Highland cattle also 

make it easier for new entrants to farming to start off.  

HCS could address this by engaging with farmers at shows and events to understand how they 

plan to mitigate the effects of Brexit and then explain how the breed could benefit them in 

achieving their objectives through adopting a low input system.  

 

5.2 Increasing Demand – Consumer education  
 

Increasing consumer awareness is something wanted by the members but will also help 

towards the aim. Through increasing the profile and awareness raising demand and hopefully 

raising price. It will pull more Highland beef through the supply chain and farmers will see this 

opportunity and gradually increase their numbers to take advantage of the increased demand.  

TSG – The creation of a membership TSG. This is a quality assurance mark which can add 

value to a product and give the product a premium. It aims to protect the quality of a product or 

a production method.  There are three types of quality assurance mark, Protected Geographical 

Indication(PGI), Protect Designation of Origin(PGO) and Traditional Specialty Guarantee(TSG). 

However, the latter is the only one which is not location specific, this would make it more 

suitable for the HCS, which has many members outside of Scotland.  

The product itself may not be specific enough to warrant an assurance mark, as the Highland 

beef is fundamentally beef, indistinguishable from other breeds as a raw product. However, the 

traditional grass-fed rearing could be the main angle taken, following the same as traditionally 

reared Gloucester Old Spot pork TSG. The traditional conservation style grazing for upland 

environments which most of other beef breeds cannot do. Appendix 19 outlines how to apply for 

a TSG.  

This is deemed a suitable avenue to take to communicate the benefits to consumers while also 

adding value to product.  Figure 6 shows what the members would benefit from.   
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FIGURE 6 - MEMBER’S OPINIONS ON WHETHER THEY WOULD BENEFIT FROM A TSG QUALITY 

ASSURANCE MARK 

Quality of the meat – Education about the high quality of the meat as well as its other 

advantages of being healthier and having lower cholesterol than other breeds of beef.  

Accessing the meat – It is important that consumers can find the meat as Matthews (2018) 

states if demand increases but consumers cannot find the product they are unlikely to try again. 

Therefore clear links need to be made to this area of the website from social media and other 

consumer focused marketing. It may also be useful to have more website links to buy online, as 

22% of consumers regularly buy food online (Statistca, 2018b).  

Methods to educate consumers  

Shows - Events the HCS current attend with a stand are the Royal Highland, Royal Welsh, 

Great Yorkshire. These are primarily for meeting with current members and attracting new 

members. However, it is suggested there is also more focus on communicating with the public, 

potentially inviting members to sell their products on the stand and offering free tasters. This 

would create engagement with the non-farming community.  

It is important the focus is not shifted from the members as they are still the most important, 

however these events offer huge footfall to connect with not only members but potential 

consumers. It may also be worthwhile attending more consumer-based shows such as The 

Good Food show to connect with the consumer market.  

Social media –  

People like to relate to brands and want up to date contact via social media (Mintel, 2017). It is a 

powerful tool for connecting with consumers if utilised properly. Consumers prefer enjoyable 

content over direct advertising and like to use social media for entertainment – this is important 

when advertising to consumers (Mintel, 2017).  

Consumers like to look at websites for reviews (Mintel, 2017). This may be important for 

advertising to consumers, such as the dissertation on Highland cattle’s meat quality which may 

76%

24%

Would you benefit from a TSG ?

Yes No
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need to be converted into a consumer-friendly version appealing to consumers. This should be 

shown as independent research and can therefore be treated as a review of Highland meat. It is 

important for the research to be independent so there is no bias in the result as this can create 

distrust with consumers (Mintel, 2017). It may also be an idea for the HCS to conduct a sensory 

panel for the public, getting consumers to follow the pages and then publish the results.  

One of the main areas for improvement is the website and social media aimed at consumers. It 

is mainly aimed at members which is the main reason for the society’s existence. However, the 

survey results showed that people want more marketing to consumers about the breed and 

meat. This would increase the awareness and demand within the public. Whether this is done 

through an Instagram account or a separate Facebook page. This would separate the 

audiences as the members will want to see different content to consumers, who will not be 

interested in bull sales etc and would rather use social media for entertainment or education into 

the benefits of Highland cattle meat (Mintel, 2017).  

There is little information directed to consumers about Highland cattle such as the meat 

benefits; where you can purchase the meat from and recipe ideas. Potentially there needs to be 

two pages to suit members and consumers.  

Instagram - This social media app could be directed at the consumers of Highland cattle by 

including regular images of recipes with the main ingredient being Highland cattle meat. This 

should increase the demand for Highland cattle meat, therefore increasing sales in retailers.  
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Chapter 6 - Conclusion  
In conclusion the current HCS is performing well however there is room for improvement to 

increase the effectiveness.  

Overall it is recommended to increase the consumer education to raise the profile of Highland 

cattle as a high-quality beef breed. As well as increasing producer education to help them 

access niche high value markets and increase the output from the cattle through better rearing 

practise.  

The recommendations made are deemed realistic for the society to carry out in terms of cost, 
timescales and difficulty. It is recommended to form an action plan for the implementation of any 
chosen recommendations. See Appendix 20 and 21 for the detailed recommendation tables for 
producer and consumer education respectively.  
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Appendices  
Appendix 1 – Milestone Meetings  
1.1 Milestone Meeting 1 – Email to Jacky Harrison 
Hi Jacky  
 
A milestone update to let you know where we are at and the direction we are aiming to go down. 
We wanted to wait and get a feel for the survey results so our direction was informed.  
 
We are planning to go down the education route; 
 
Consumer education - to educate them on the benefits of Highland cattle meat and the 
animal as well as increasing the link between the meat and animal. Through social media and 
society presence at consumer events and shows.   
 
Member education - with the aim to increase the returns they get from the animals they have by 
making them more saleable. By increasing the returns it will make them more attractive and will 
hopefully increasing the numbers of animals people keep.      
 
 
I hope this is an okay route to head towards. 
 
Thanks,  
 
Rachel   
 

 

1.2 Milestone Meeting 2 – Visit to see Jacky Harrison at Reilth Top, 21st 
March 2018 (Harrison, 2018) 
* Struggle to move the sale further down south due to high frequency TB testing areas 

* Newark is a 4-year TB testing area (Newark Cattle Market/Showground) 

* Education at shows – speakers which will capture the audience that does have access to the 

website/social media 

* Create an area on the website where the Facebook feed is automatically updated 

* 30-month rule for animals going into the supply chain. Jacky has sold animals that are 6 years 

old and someone that she knows sold an animal that was 13 years old. The butchers cannot tell 

the difference in terms of tough meat and bones. 

* It should be seen a niche, luxury product that matures with age, like whisky etc. 

* If you get a highland up to weight within 30 months then it most likely has been stuffed 

* Horns are very important for showing 
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Appendix 2 – Pitstocks Semi-Structured Interview  
Katie James a buyer for Pitstocks beef processing plant was asked questions about the project 

to gain an insight from within the supply chain.  

How many Highland cattle do you buy on average? 
We don't buy more than 100 highland cattle per year. 
 
Where do the Highland Cattle come from? 
The animals are not readily available to us in this area, most travel from further afield e.g. from 
Scotland. We don't actively procure them, as we have no reason to specifically look for these 
cattle, we do not pay any premiums on these cattle as there is no market demand for these with 
any of our customers.   
 
How well do Highland cattle perform in terms of conformation?  
Highland cattle grade in terms of conformation: -O's to R's, with a majority being O+'s. In terms 
of fat class, if they are fed well, they usually have a good covering of fat on them so 3/4L and 
richer. 
 
Do you buy any other native breeds?  
We do buy other native breeds, particularly Aberdeen Angus and Hereford, which we have 
demand for and are able to pay a premium on these cattle. 
 
How many Highland cattle do you process?  
 Highland cattle make up 1% of our total native kill, at most. 
 
Is this likely to change? 
The number of Highland cattle we kill is not growing. 
 
What do you look for when buying? 
Farm assured 1 (price deductions for cattle that aren't farm assured) 
Conformation 2 (more important for the UTM side of things) 
Welfare Standards 3 (welfare of cattle is usually high when farms are assured) 
Age 4 (because a large proportion of our cattle are over 30 months, we have a job for OTM and 
UTM, so age isn't such an issue to us) 
Breed 5 (we have different markets for different breeds and effectively a job for everything, so 
plainer cattle have a different job to the continental cattle, so breed isn't such an issue to us) 
 
Why do you only take a small number of Highlands? 
The reasoning behind our small numbers of intake of Highland cattle is: 
The difficulties in the cattle fitting in our race due to the size of the horns 
The long distances that the cattle must travel, again this is made more difficult by the horns 
They are not commercially produced on any large scale to ensure consistent production 
numbers. 
Their thick coats are more suited to outside more harsh environments, and therefore these 
cattle struggle with health issues such as pneumonia when kept indoors and commercially 
finished. 
Continental cattle have a higher meat yielding potential. 
The Figures I have quoted will be 95% cows (over 30 months of age) not prime beef. 
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The nature of the breed means that they are not as well suited to commercial production, and 
therefore I am not sure that there is a simple solution to the breed becoming more commercially 
competitive at this moment in time.  
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Appendix 3 - Telephone call with Kim Matthews, AHDB 
 

Kim Matthews – AHDB Animal breeding and product quality.  

What route do you think the society should go down?  

Society can do what every it wants to do if go down the commercial route then lot of work to do 

but is possible but would mean there would need to be substantial changes to the fundaments 

of the breed. A major issue to becoming commercial is the horns. There may be a need to 

introduce a polling gene if they seriously want to get into mass market commercial rearing. 

There would also be a need to increase the size and conformation of the animal to be 

comparable to other breeds. However, if they want to stay true to type then must find a niche for 

it, in which case it’s a marketing question which can hang a strong brand off and that is its 

commercial opportunity.  

There has been research to show that Highland cattle have a higher eating quality, could this be 

a marketing point? 

I don’t think that despite this research there is significant difference between eating quality of 

specific breeds. There is more difference within one breed rather than between breeds. For this 

to be a marketing point it would need to be comparison to many different breeds and this should 

ideally be independent.  

Do you think the focus should be on increasing demand or increasing supply? 

There would be massive benefit to increasing the profile with consumers, this will create more 

demand. However, if they can’t supply it can create more harm than good if people try to get it 

and can’t they are unlikely to try again. I would say there is demand there particularly if it was 

marketed as a niche premium product. However, the supply needs to be there to satisfy the 

demand. However, if farmers aren’t seeing this demand then they won’t increase the supply.  

Also issues such as the horns if it will be profitable can be dealt with. However, it needs to get to 

the point where it is profitable before the horns issues becomes easier.    

Do you think there is export potential for Highlands?   

I think there are the same issue would need to find market that does not mind uneven supply or 

find a method to provide even supply. I would think that it would be easier to focus on the home 

market initially before branching out. As this would be difficult to achieve with language and 

distance barriers.  

Do you think the animal should be targeted towards hill farmers due to its environmental 

management qualities?         

The Highland cattle is good at navigating harsh environments but surely it is no better than other 

native breeds so why would farmers want to swap from existing native breeds. There would 

need to be evidence that they are better in order to market that they are better. I suppose they 

could just advertise the advantages.   
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Appendix 4 - Telephone call with Robert Phillip, Hellifield Highland 
Beef 
 
Finishes and sells highlands for other people, tends to be the people that have 1 or 2 etc. Then 
sells a more-worthy volume to the abattoir.  
 
Dovecote park/Waitrose contract take 400/year, quarter are supplied by Robert Phillip, he sent 
119 last year. All taken at Christmas time. He then sent 19 more beasts three weeks later as 
part of their normal beef scheme. There wouldn’t be the supply for anymore to be sent to 
Waitrose. Easier option as oppose to through own outlet due to them buying the whole animal 
and then it’s their problem whether they can sell it or not.  
 
Kills 20 animals per year for their own outlet.  
Difficult to sell the whole animal through the outlet, sirloin steaks etc go easily but the mince is 
difficult to shift. Higher price than through Waitrose however.  
 
‘the way to increase a minority breed is to kill it and increase the supply and demand’  
 
If 80% of highland cattle dropped dead tomorrow it wouldn’t affect anyone drastically in terms of 
finance due to it not being their main money earner.  
 
He is going to write a piece for the HCS newsletter about de horning. He de horns all his at a 
young age and then they’re easier to handle and more valuable due to horns weighing up to 
100KG. He seemed frustrated at people within the society not knowing how to look after them 
and then moaning at the price they pay for them. Even such as giving them some food.  
 
He has had people ask him what he does with his highlands, people do not have the link 
between highlands and meet so he agrees that the public need educating through marketing. 
He’s also had people come into his own shop and think that pictures of highlands are angus’s. 
Even with the meat right in front of them, beside a picture of a highland cow, they still can’t 
make the link.  

 
Live export potential for Eastern Europe – Russia but cannot due to rules and regulations, some 

regarding BSE. Had an enquiry from South Africa but ended up again rules and regulations 

wouldn’t let him export to that country. Export potential in Canada and America where there are 

a lot of highlands already. Would need to supply a chain of restaurants so that could send sides 

over. There isn’t the supply worthy for exports.  
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Appendix 5 - Supermarket Responses 
 

Retailer Question Responses 

Unfortunately, none of the supermarkets we enquired to were unable to give us any information 

for this project. Aldi, Lidl, Waitrose, Morrisons, Asda, Tesco, M&S, Asda and Sainsburys were 

emailed. They said it was due to the sensitivity of the information we were asking for. See below 

the responses from Asda and Sainsburys. 
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The questions asked to the supermarkets are featured below: 

- Are you aware of Highland cattle and/or the breed society? 

- What cuts of beef are sold most at your outlets? 

- When sourcing beef from suppliers is the breed of cattle part of your selection criteria? 

- What other criteria do you have when selecting a supplier, and which is the most 

important? 

- How often do you restock from your beef suppliers? 

- How many suppliers do you currently use for your beef, would having a single supplier 

be preferable for you? 

- Would you consider selling Highland beef, and if so, at a premium price? 

- Do you believe a Highland beef trademark and logo would create an incentive for both 

consumers and businesses within your sector to purchase Highland beef? 
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Appendix 6 – Butcher Responses  
In contact with 65 butchers, farm shops and restaurants, the following were the responses.  

 

6.1 Andrei – Cousins Butchers  
Hi Rachel 
 
What do financials look like on this beef?  Cost price?  Retail price that it is realistically 
achieving in the shops that are already selling it?  Margin for us as retailers? 
 
I assume that Highland is in Scotland?  How will the supply be organised?  What is the transit 
time?  Is there a min order weight/quantity? 
Frequent small deliveries that don’t require freezing, are absolutely critical for the fresh, top 
quality proposition.  
 
Are there any marketing plans to create consumer awareness, explain the point of difference, 
justify the price premium?  You client needs to create consumer demand for this proposition to 
work.  
 
The grocery market is cut throat at the moment, with price deflation and devaluation of quality 
driven by Aldi and Lidl.  At the same time consumer confidence and spending is declining too, 
with premium products suffering.  Consumers claim to want quality and taste, eco and natural, 
etc... but nobody is willing to pay extra for it. At the same time, in today’s world of instant access 
and gratification, more and more consumers are choosing “convenience” when it comes to their 
food - be it eating out or take-away or using ready-made meal solutions - rather than cooking 
from scratch.  Just take a look at the growth of the frozen food sector.  That’s been the latest 
headlines.  
 
Hope these thoughts help. Sorry, I’ve not answered your 8 questions. But this is because I think 
you are heading down the wrong track with your research direction.  
 
Best regards, 
 
Andrei 
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6.2 Cowlings Butchers  
What sector of food retail does your business operate in? (farm shop, 
restaurant, deli etc.) 
Butchers retail  
 
Are you aware of Highland cattle as a cattle breed and/or the breed society? 
Yes 
 
What cuts of beef are sold most at your outlets? 
We use sides of beef 
 
When sourcing beef from suppliers is the breed of cattle part of your 
selection criteria? 
Yes like to use rare breeds 
 
What other criteria do you have when selecting a supplier, and which is the 
most important? 
QUALITY  
 
How often do you restock from your beef suppliers? 
Every week  
 
How many suppliers do you currently use for your beef, would having a single 
supplier be more preferable for you? 
Just one supplier at the moment  
 
If you do already or were to stock Highland cattle beef would it be sold as a 
premium product? 
All our beef is sold as a premium product  
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Appendix 7 - Extra information for member questionnaire  
7.1 Michael Poland Questionnaire Responses 
Rather than complete the survey on line, I have attached these notes because its contents 
should give you valuable information regarding the specifics which apply to the Mottistone Fold 
on the Isle of Wight.  
  
We have 259 head of cattle in all on the farm including new born calves consisting of pure bred 
Highlanders and first/second generation Simmental crosses.  
  
The farm is on an off-shore Island in the South of England and consequently suffers from high 
ferry transport costs and distances to abattoirs. In the South of England there is no niche market 
other than on a very small scale for native beef with the consequence that most of our beasts 
are consigned to ABP slaughter houses on the mainland.  They are graded as ordinary 
cattle.  The best of our Fold are annually transferred to my farm at Benderloch (Nr Oban) for 
show and consignment to the HCS sales at either Oban or Stirling. 
  
Some years ago, at the request of the HCS, I headed a Committee which prepared a report for 
marketing Highland cattle in England.  Inter alia, the Society accepted our suggestion that there 
should be a specialist Highland cattle Sale in England.  A sale of Highland cattle at Worcester 
was arranged for two or three years followed by Chelmsford.  I supported both sales with high 
quality cattle but unfortunately the prices received were so low as to make the venture entirely 
uneconomical.  As a general guide, similar cattle we breed fetched between £1,000 and £2,000 
more at Oban.  There is simply no satisfactory substitute in England for the status of the 
Scottish sales. 
  
I have the following comments regarding the specific survey questions: 
  
Question 3, I have added a new heading for Honorary Life Member, an honour which I was 
privileged to be awarded. 
  
Question 5, I have given a low mark for the marketing of the breed simply because other than 
the expense of transferring to Oban there is no local niche for marketing Highland cattle for a 
Fold of our size. 
  
Question 6/7, I have qualified my reply because the Society’s database is not so effective for the 
Highland breeder as the previous supplier.  As once a successful breeder of both thoroughbred 
racehorses and foxhounds, when planning my breeding I rely heavily upon the breeding data.  I 
suggest that my success in the Highland show ring justifies my approach.  One used to be able 
to print off 4/5 generation tabulated pedigrees with information noting whether the offspring is 
male or female. They are now limited to two generations and there is no differentiation between 
the sexes.  This is a serious deficiency.  Sian Sharpe, however, was able to supply me on 
request with five generation pedigrees by pressing a button in her office but ordinary Society 
members do not have access to this system. 
  
Question 8, we are a commercial suckler herd endeavoring to breed both pure bred and cross 
bred Highlands to good weight and grading requirements.  Some of our cross bred bull calves 
are sold as store, otherwise all non-breeding male stock is castrated and finished on the 
farm.  We also finish pure and cross bred heifers not used for breeding. 
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Question 10, other than a very small number of hobby breeders, I do not know of any Highland 
herds which are of commercial value.  Once an owner employs staff to look after the cattle, he 
incurs extra overheads which wipe out any possible profit.  The owner/stockman might in some 
cases be able to make a profit by using unpaid family labour and working extra-long hours when 
required.  Having said that, the annual “Stocktake” published by AHDB shows that only a very 
small number of herds are able to return profits.  I can see no future for the commercial potential 
of the breed – certainly not in England. 
  
Question 11, profits can be made on consignments to Oban, but these form a small minority of 
our stock.  Since the larger abattoirs are now more prominent with strict weight, age and grading 
requirements, I cannot foresee any special value being applied to pure bred Highlanders.  The 
situation will only get worse should there be a hard BREXIT. 
  
Question 12, I have given a low mark for “healthy meat” solely because all cattle supplied to the 
large abattoirs go on their “conveyor belt” systems. 
  
Question 14, there is or used to be a high niche value for Highland beef in Scotland.  In the 
South of England, other than the Aberdeen Angus premium, there is no special demand for 
either store or finished pure bred Highlanders. 
  
Question 15, the trademark currently offered by the HCS is of no value to us in the South of 
England.  One similar to the Aberdeen Angus, however, would be. 
  
Question 17, I prefer to breed my own stock for sale and retain as much as possible in a closed 
herd policy.  Attending cross bred shows and sales would therefore be of no interest to me. 
  
I apologise for being such a pessimist but I believe I am a realist.  I have received tremendous 
joy and satisfaction in breeding quality Highland cattle, but I am working towards a position of 
breeding dams for our Simmental bulls and a much-reduced pure bred Highland herd. 
  

7.2 John Stewart Opinion on the member questionnaire 
 
Hello 
I have completed the questionnaire. One issue which is a big hurdle for us in marketing 
Highland beef is the reluctance of abattoirs to handle horned cattle. Our carcass specs are all 
within the optimum range and yet abattoirs refuse to take the cattle if they have horns. At 
present, that is the biggest issue facing us. As producers of pedigree and commercial cattle, we 
are reluctant to dehorn heifers because it reduces their potential value as breeding animals. 
John 
  
J & M Stewart 
Langraw 
St Andrews 
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Appendix 8 - Member’s benefits  
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Appendix 9 – Financial review income and expenses  
 

HCS’s income is from membership with the members either being Highland cattle owners or 

having a strong interest in the Highland breed. The members register their cattle with the 

Society, income is also generated through sales commission, however is primarily memberships 

and registrations. In 2015 these were £64,862 and £46,792 retrospectively. Subs have risen 

gradually and are relatively stable whereas registrations fluctuate a lot more.  Overall Figure 7 

shows an increasing income trend. It is important that the aim of this report to increase Highland 

cattle numbers is reciprocated through increased commission, membership and cattle 

registrations.   

  

 

 

 

 

 

 

 

 

 

 

(Source: Adapted from HCS, 2016)  

The main expenses are admin, staffing costs and newsletter, shown in Figure 8 These have 

fluctuated in the past however have more recently been more stable. However, Figure 7 shows 

that the expenses are also increasing at a higher rate than income.    
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FIGURE 7 - HIGHLAND CATTLE SOCIETY’S INCOME 
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(Source: Adapted from HCS, 2016)  

There are a few concerns with the finances as the spreadsheet the income on the specific 

income page does not match up with the income on the profit and loss page. The income minus 

expenses also does not add up to the profit. Therefore, there the validity of the conclusion from 

this section will depend on the accuracy of the data provided. If this is the case that it is not 

correct it is vital for the society to ensure that they do have accurate figures as it may impact on 

the societies future.    

It is important to assess the financial position, as this the HCS needs to be profitable and have 

sufficient cash funds to operate. Therefore, the current position will impact on the potential direct 

the society goes towards and spending to implement any recommendations.  The profit and loss 

have fluctuated, making losses in 2013 and 2014 however has been in profit for 2015 and 2016 

which is positive. However, the trend line shows that based on previous years the profitability is 

declining as it is expected the expenses will rise faster than income shown in Figure 9. The 

balance sheet has declined rapidly since 2005. This may limit the funds available to invest in 

projects. Therefore, the methods suggested for increasing the sales needs to be cost effective 

and generate more income. 
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FIGURE 9 - OVERVIEW OF HCS’S FINANCIAL POSITION 
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Appendix 10 - Branding 
10.1 Logo  
Figure 10 is the current logo for the HCS. The Highland cattle outline is a clear representation of 

the animal, it could be improved by using the recognisable red colouring, this may improve the 

links with the breed for the consumers.   

 

 

 

 

(Source: HCS, 2018) 

10.2 Trademark  
The definition of a trademark is a symbol, word or words legally registered or established by use 

as representing a company or product, however this is not occurring with the highland cow 

trademark, it is being exploited through companies using the iconic breed for marketing 

purposes. This is good promotion for the breed however it is recommended this is looking into to 

have more affiliation with the animal and the HCS.   

10.3 Website  
The analytics also prove that the page is regularly visited; 27,000 users, 63% of these were new 

while 37% were returning. In total there were 42,000 website views from 01/01/2017 -

19/07/2017. This shows many returning views this is likely to be HCS members as the second 

most popular page visited after the home page is the ‘shows and sales‘ page. Two minutes is 

the average time spent on the site, suggesting visitors know what they are looking for. 

The analytics shows the homepage is most popular having 42% of views. The bounce rate is 

60% of visitors only viewing one page. Therefore, it is important to have key information on the 

front page to attract people to other pages.   

10.4 Social media  
The society’s website has links to social media (Figure 10). However, they are small and could 

easily be missed particularly as the symbols are not in the social media platforms colours which 

Idler, (2012) finds important to making them easily recognised. However, they are at the top of 

the page, also important, as those putting it at the bottom infer it is not important to business as 

a means of communicating. It may worthwhile to have plug-ins to allowing following and liking 

the social media pages from the website.  

 

FIGURE 10 - HIGHLAND CATTLE LOGO 
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FIGURE 11 - HCS WEBSITE HOMEPAGE 

(Source: Authors Own, 2018) 

Links to social media encourage further engagement through continuing exposed to more HCS 

content meaning it is kept in their minds, important as currently the average website visit time is 

two minutes. However, links to inactive platforms can cause more harm (Social Media 

Examiner, 2018). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

(Source: Authors Own, 2018) 
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(Source: Authors Own, 2018) 
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FIGURE 13 - THE HIGHLAND CATTLE 

SOCIETY FACEBOOK PAGE 

FIGURE 12 - THE HIGHLAND 

CATTLE SOCIETY TWITTER PAGE 
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Figure 13 features the current HCS Facebook page which has 5,604 people like the page and 

5,594 people following the page. The page is very active as there is information regularly 

posted. The page is directed at members posting information on shows, markets and the breed 

itself.  

The HCS twitter page found in Figure 12 has over 1,000 followers and is quite active including 

similar content to the Facebook page also directed at HCS members. The profile picture of the 

twitter page is not the HCS logo this needs changing to ensure consistency.  

   

 

The Instagram page in Figure 14 is inactive, with only 32 followers and no posts, the name 

‘1884hcs’ needs changing to something more easily searched. Instagram is a key social media 

platform that needs taking advantage of particularly as Highland cattle area recognisable iconic 

breed suited to photo based social media.  

The HCS have a presence on Pinterest (Figure 15). There are many image of the iconic red 

Highlander, which have links to the HCS website where they can find more information. Figure 

15 shows that Pinterest is not a popular platform, therefore there should be more focus on 

platforms with more users, as seen in Figure 16.  

Overall the social media platforms need to be run in sync by one person, with others forwarding 

potential posts to them to be edited. This ensures a consistent style and synergy between them 

without overly repeating content. It is suggested the Instagram account focuses on the 

consumer market with recipe idea images. 

(Source: Authors Own, 2018)  

 

(Source: Authors Own, 2018) 

 

FIGURE 15 - THE HIGHLAND 

CATTLE SOCIETY INSTAGRAM 

PAGE 

FIGURE 14 - HCS PINTEREST PAGE 
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(Source: Statistica, 2018a) 

 

FIGURE 16 - SHOWING THE MOST POPULAR SOCIAL MEDIA SITES GLOBALLY IN TERMS OF MILLIONS 

OF USERS FOR 2018 
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Appendix 11 – Registrations  
This is the HCS’s second largest income.  The table below shows the registrations from January 

to November 2017.  

 1,037 births registered. 

UK Region Number of highland cattle born 

East Midlands 59 

Lincolnshire 9 

Eastern 81 

North East 46 

North West 58 

Scotland 411 

South East 89 

South West 97 

Wales 66 

West Midlands 61 

Yorkshire and the Humber  60 

 

 515 Male 

 522 Female 

 Number of births on each account vary from one to 71, so some farms register each 

cows’ calves individually, whereas others register multiple at a time.  

 Seven registered deaths 

 

Month Number of highland cattle born  

January 76 

February 74 

March 119 

April 140 

May 116 

June 115 

July 106 

August 92 

September 88 

October 65 

November 46 

 

 Highland cattle makes up 1.6% of all registered dairy and non-dairy cattle births in the 

UK 

 371 Highland cattle crosses (doesn’t state what crossed with) 
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Appendix 12 -  Current Society Objectives   
The HCS is a charity based in Stirling, Scotland and was founded over 200 years. The board is 

made up of 12 members, most of which are Highland cattle producers. Not all Highland cattle 

are registered but those that are, are listed in the herd book, there is also a lot of information 

found in the annual journal.  

The business has several objectives: 

 To preserve and safeguard the Highland cattle breed and ensure its sustainable 

continuance  

 To promote, apply, assist and facilitate the advancement of science in all aspects of 

breeding management and husbandry of Highland cattle 

 To promote advice on and facilitate advantages of Highland cattle in the preservation 

and conservation of the natural environment and its wildlife habitats 

 To promote and advance the physical and mental wellbeing of Highland cattle 

 To promote, encourage, educate in and organise the development of individual skills, 

capabilities and understanding in all aspects of Highland cattle management  

 To foster and to develop the sense of community, social and economic adhesion of all 

those involved in Highland cattle. 
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Appendix 13 - PESTLE Analysis.  
Political  UK Agricultural Policy post-Brexit could have a significant impact on UK 

beef industry (AHDB, 2017). Threat of being used as a sacrificial pawn 
to aid trade deals with South American countries to benefit UK finance 
and services sectors. 

 China still has import bans on UK beef although negotiations to remove 
these are making slow progress. 

 The BSE and Foot and Mouth outbreaks continue to compromise the 
reputation of the UK beef industry and many countries still have barriers 
in place to prevent UK beef imports entering their respective country.  

Economic  Expected growth in the value of beef at retail level by 5.2% by 2022 
(Mintel, 2016). 

 Emerging markets in Asia due to economic growth (AHDB, 2016). 

 High value beef exports to Hong Kong increasing in value (AHDB, 
2018). 

 Progress towards access to Chinese markets being made (AHDB, 
2016). 

 The weak Sterling in recent years has aided UK beef exports in being 
competitive on the world market.  

 The loss of subsidies post-Brexit could lead to financial instability for 
many UK livestock farmers. 

 Rising feed and other input costs are causing costs of production to 
continue to rise for some UK farmers.  

Social  Domestic consumer trends are showing a decline in red meat 
consumption which could reduce domestic demand. 

 Rising animal welfare concerns over some methods of beef production 
could also pose a threat to the industry. 

 Increasing wealth, standard of living and disposable income in Asian 
countries is causing a growing demand for luxury products, which 
includes high value British beef (Garnier, 2016).  

 56% of British consumers buy British meat when purchasing meat 
products.  

 Traceability is important to most British consumers and HCS could take 
advantage of this (Mintel, 2017).  

 Increasing interest from consumers on how the meat they purchase is 
produce, and the relatively ethical and sustainable methods used in the 
systems Highlands are typically farmed in, could exploit this (Mintel, 
2017). 

Technological  Threat of “factory-produced meat” in the future out-competing 
conventional beef products should be considered, although this will be 
a very long-term threat and does not pose an immediate risk. 

 Performance recording equipment improvements now allow producers 
to scan fat depth and coverage of an animal using ultrasound scanning, 
allowing producers to continuously improve.  

Legal  The Over Thirty Month Rule means that any cattle over 30 months old 
are required to be tested for BSE before entering the human food chain. 
Therefore, due to the slow maturing attributes of the Highland breed, 
this may cause buyers to be less willing to purchase older Highlands for 
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slaughter because of the added administration and work which is 
required by law.  

Environmental  The impact of beef production on the environment is becoming 
increasingly documented. 

 Pressure on agricultural systems to reduce emissions is becoming 
common both from the public and in political agendas. 

 The UK has ideal land for extensive beef production. 
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Appendix 14 - Consumer Questionnaire Responses  
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Appendix 15 – What would the members like to see the society 
do?  
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Appendix 16 – Member’s opinions of the breeds benefits   
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Appendix 17 – Member’s opinions on increasing the commercial 
viability of the breed 
 

Most important factors  

 

 

 

 

 

 



  70 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  71 
 

 

 

 

 

 

 

 

 



  72 
 

 

 

 

 

 



  73 
 

 

 

 

 

 



  74 
 

  

 

 

 

 

 

 

 



  75 
 

Appendix 18 - Member’s opinions of potential future options  
 

The top half of the table shows the actual frequency responses to the importance and future 

option. The bottom half of the table gives a total importance rating based on a scale of 1 – 5 to 

then work out an average importance for each option.  
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Appendix 19 – Applying for a TSG  
 

Submit a draft specification to the Defra outlining the following headings;  

 Product name – The suggestion here is to use ‘traditionally reared Highland beef’  

 Description of the product – what makes it have traditional qualities    

 Define the area for which it will cover.   

Define how the product is produced - including raw materials, production method linking  

back to why the traditional production attributes  

Nominate an inspection body who meet the UKAS accreditation scheme. This could be a 

private body or Local Authority Trading Standards.  

The application will then be assessed if it meets requirements a meeting to finalise the 

application will be arranged before submitting to the EU.  

National consultation – The finalised application gets published. Parities with a similar 

product will be notified, who can then object against the application.  

Inspection from the nominated body to ensure that production methods meet the 

standards within the application.  

Defra approves this, and it gets submitted to the national commission. This may take 6 

months however will depend on their comments upon the application.  

EU consultation – once approved at this level it is published in EU official journal. There 

is then a three-month window for it to be challenged.  

Once approved then the product has indefinite protected status if continue to meet the 

three yearly inspection standards. The inspection body must inspect each producer 

before they can use the protected name.  

   

For more information see -   

https://www.gov.uk/guidance/eu-protected-food-names-how-to-register-food-or-drink-products  

http://webarchive.nationalarchives.gov.uk/20070506195406/http://www.defra.gov.uk/foodrin/foo

dname/pfn/intro/pdf/safeguarding.pdf  

https://www.gov.uk/guidance/eu-protected-food-names-how-to-register-food-or-drink-products
http://webarchive.nationalarchives.gov.uk/20070506195406/http:/www.defra.gov.uk/foodrin/foodname/pfn/intro/pdf/safeguarding.pdf
http://webarchive.nationalarchives.gov.uk/20070506195406/http:/www.defra.gov.uk/foodrin/foodname/pfn/intro/pdf/safeguarding.pdf
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Appendix 20 - Recommendation - Producer Education Summary  
  

Recommendation  Implementation  Cost to implement  Time Scale 

De-horning – to make it 
easier to get into abattoirs for 
producers who are not 
interested in showing.  

This could be through using 
the blogs and social media. 
As well as at training days – 
see the how to implement 
section at the bottom of this 
table for details.   
 
 
 
 
 

This will be relatively cost 
free except for time to write 
the articles   
 
The costs of adding this to 
existing training days will be 
relatively small as it will 
simply be explaining methods 
and practises.  

This could be initiated 
immediately, however to be 
fully included in training days 
and getting the guides online. 
Therefore, realistically will be 
short to medium term.     

Finishing – to improve the 
output of current producers 
 
 
 

Using blogs, finishing guide 
and social media to 
demonstrate the importance 
and methods of properly 
finishing cattle. This can be 
based upon a few case 
studies of the best producers.  
 
It could also form an element 
of training days.  
 
See the how to implement in 
the section below.  

 Same as above.  Same as above. 

Regional Producer Groups – 
to help provide continuous 
supply and brand building to 
achieve access to niche 
markets achieving premium 
prices  

This could be done through 
informing members of the 
benefits of forming groups – 
better supply, benchmarking 
and best practise sharing, 
building of a brand.  
 

This area is not particularly a 
costly recommendation 
however is more 
organisational. Therefore, the 
main cost shall be though the 
time taken to carry it out as 
opposed to any major 
expense.    

This is more of a long-term 
strategy as it will be time 
explain to current producers 
why this would be important 
and could be beneficial. As 
well as gauging interest, 
collecting names and put 
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Followed up by sending out 
another survey to gauge 
interest and collect details of 
those interested and try to 
group together and put them 
in contact with each other. 
Recommending taking advice 
from the online guides and 
training days geared towards 
starting and developing a 
brand and selling direct to 
consumers and businesses.    
 
 

people in touch with each 
other.  

Educating and encouraging 
current producers on 
Performance Recording 

Encourage members to join 
schemes such as Signet to 
begin performance recording 
cattle to identify areas for 
improvement. 

Cattle Crush (specific for 
Highland Cattle): £2,515.00 
(Ritchie, 2015) 
Weigh Scales: £1,227.00 
(Oakley Weigh, 2018) 
Signet Costs: 
£140.00 per breeder 
£5.00 per cow 
£6.00 per cow  
for ultrasound scanning, 
minimum £175.00 per visit. 
 Additional data analysis fees 
are covered by AHDB (levy 
fee) for producers in England, 
Scotland and Wales. £95.00 
for producers based in 
Northern Ireland (Signet, 
2015b).  
 

Whilst initially, performance 
recording can begin relatively 
quickly if producers have the 
financial capability to 
purchase the equipment and 
start the scheme, the actual 
benefits of performance 
recording will be a long-term 
objective.  

Targeting upland farmers 
with the benefits of Highland 

The methods used in the 
rearing of Highland cattle are 
associated with low-input, 

The environmental 
management benefits of 
Highland cattle can be 

This likely to be a medium-
term objective as the UK 
Agricultural Policy will take 
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cattle for environmental 
Management 

environmental management 
techniques and therefore 
could be used as a promotion 
tool to increase the use of the 
breed. The new UK 
Agricultural Policy may also 
look to promote 
environmental management 
as part of future agricultural 
production and therefore 
HCS could look to request 
that the Government provide 
financial incentives for 
producers using Highland 
cattle for low input beef 
production or use it as a 
marketing tool to promote 
Highland beef to consumers.  

promoted to consumers and 
producers at agricultural 
shows and events at 
relatively little cost.  
  

time to be decided upon and 
implemented and grants will 
be difficult to apply for. As 
well as this, it can take time 
to change consumer and 
producer perspectives.  

 
How to implement 

 

Increasing rearing practise 
through guides on private 
members area of the website 
and monthly blogs. 

Having beginner guides on 
the basic rearing practises, 
how to finish, showing 
technique, sales, will enable 
accessibility to all members. 
It will hopefully the raise the 
standards as people will be 
more educated on the best 
rearing practise.   
 
This can be supplemented 
with monthly blogs on things 
such as the benefits of cross 
breeding, de-horning of 

The writing of blogs and 
guide content will require no 
additional cost apart from in 
time to write them.   
 
The main cost of this 
recommendation is the 
changing of the website to 
have a blog area and a 
private members area. If 
done professionally this could 
cost between £300-1000 
dependant on the changes. 

The content can begin to be 
written immediately. 
However, changes to the 
website may take longer to 
implement however this is 
still a short to medium term in 
how quickly it could be made 
effective.   
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commercial animals and 
finishing. As well as  
This then educates members 
without directly telling them 
what to do. It just details the 
benefits of following certain 
practises.   

Training Days – The HCS do 
already do this aimed at new 
members however we feel 
there should be more focus 
on this as it is an important 
way to communicate with the 
members and help them to 
improve.  
 
 

This could be aimed at new 
producers which has recently 
been launched. Suggesting 
the inclusion of the 
recommendations – 
encourage performance 
recording, de-horning for 
those not interested in 
showing, potentially 
crossbreeding for the more 
commercial minded 
producers. Also, on showing 
and sales technique. This 
aims to increase the standard 
of animals improving prices 
having the knock-on effect on 
increase sales.    
 
It is also recommended to put 
on training days aimed at 
building brands, targeting 
consumers, starting value 
added enterprises and 
targeting niche markets to 
achieve premium prices 
having the similar knock on of 
increased numbers.    
 

The cost to implement 
training days is dependent on 
if they are run internally or 
through brining in 
professional speakers.  
 
The internal ones could be 
done much more cheaply 
basing it case study farms 
across the main regions, 
which may require payment 
to host. This would therefore 
mainly be the cost of time for 
a society member or council 
member to run. This is most 
suited to the practical rearing 
practise days. 
 
Bringing in external expertise 
may be more suitable for the 
business development day. 
This cost of bringing in 
professionals can range from 
£500-2000. However, these 
events could be charged at a 
discounted ticket rate to 
members in order to recoup 
some cost.       

The inclusion of the 
recommendation into current 
training days could be 
relatively easy and quick to 
implement therefore is more 
short term.  
 
Starting a new programme of 
training days organising 
locations, speakers, 
advertising and members will 
be more involved therefore is 
a medium to long term aim.  
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Appendix 21 - Recommendation - Consumer Education Summary  
Recommendation  Implementation  Cost to implement  Time Scale  

TSG – Protecting 
the traditional 
status of the 
rearing acting as 
adding value 
marketing point.   

Through submitting and 
application to Defra and 
then approved by EU 
commission if there is 
no objection.  

There is no cost in terms of submitting the 
application apart from the time taken to draw up 
application.  
 
There may be cost involved with the inspection body 
depending on who is chosen (Defra, 2006).  

This is a long process having to 
wait for six months initially and 
then three months to challenges 
to be put forward once the 
application has been approved. 
 
Therefore, if the society wishes to 
do this there needs to be long 
term commitment to ensure it is 
successful.    
 
 

Helping 
consumers access 
the meat. 

Improved links on the 
website to regional box 
schemes and members 
who already sell online 
or to butcheries.  

This section is already on the website however could 
be more interactive using a map. There also needs 
to be more sites to buy online, this gives them 
chance to look at the product and purchase online.  
 
However, this may require some website re-design 
to be attractive to consumers, which could be costly 
if not done internally. It will improve effectiveness 
and efficiency. Based on only one page of design the 
expected cost is likely to be approximately £500 
(Redfern, 2017).  
 

It may take a reasonable amount 
of time to gather more websites 
from members which sell the 
products online, as well as box 
schemes. 
 
However once this is gathered it 
is a relatively short-term action 
point which could be implemented 
immediately.   

Social Media – in 
order to increase 
the promotion of 
the breed to 
consumers.  

Using the Instagram 
account to aim at 
consumers.  
 
However, this can still 
link with producers who 
should be encouraged 
to submit photos to the 

This is almost free to implement. The only cost is the 
time taken to run the account.  
 
It may be recommended to offer a monthly prize for 
the best photo submitted by the producers to 
encourage engagement.  
 

This could be started immediately 
therefore is a short term target.  
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society to use. 
Developing links with 
farmers and consumers 
and linking their own 
farms social media and 
websites if they sell 
meet. This increases 
the promotion for 
producers as well. 
 
It is recommended it is 
not just pictures of the 
animals but also 
includes pictures of 
steaks and recipes.   
 
 

It may also be wise to encourage consumers to send 
pictures of Highlands they have seen while in the 
countryside. Also offering a monthly prize or gift 
voucher for meat.  
 
The best pictures could be made into a calendar 
which could be sold and then recoup some of the 
prize money.  
 
Overall this would not cost more than a couple of 
hundred pounds a year.     

Shows – making 
existing show 
stands at the 
Great Yorkshire, 
Royal Highland 
and Royal Welsh. 
To be more 
appealing to 
consumers to 
advertise meat 
benefits and 
breed.  

Having more customer 
focus on existing show 
stands, through free 
tasters, potentially 
freebies and banners 
outlining the benefits – 
potentially interactive to 
encourage 
conversation.   
 
This will raise the profile 
of the breed in the 
consumers mind as a 
high-quality beef breed.  

This will not add much additional cost as it is just 
adding to additional cost of having a show stand at 
these events.  
 
Banners cost – roller banners are £50-100. 
However, it may be worth having boards with 
interactive element for example getting consumers to 
have a free taster and then voting on how they score 
the taste.  
 
Tasters – This will require cooking and sourcing of 
product, this will need to be paid for and can be 
sourced from within the society.  
Freebies – these are generally positive however can 
be costly depending on the type of freebee. Logo 
bugs can be as cheap as 20p per unit (Sussex 
promotions, 2018).  
 

This is very short-term option as it 
would not take much additional 
organisation.   
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Shows – Attending 
more customer 
focused shows  

This gives opportunity to 
solely focus on 
advertising to 
consumers.  

The cost can range from £500- £5000 for trade stand 
pitches depending on the event. As well as the 
additional costs of getting people to the event to man 
the stand and accommodation for more than one day 
shows.  
 
Therefore, due to the cost it is recommended that 
this would be a good strategy to take however the 
return from this by the society may be minimal. 
Therefore, seriously consider this option and it may 
be more cost effective to add to existing trade 
stands.   

This would take more 
organisation, as the implementing 
of attending a new show would 
need more input than extending 
an existing trade stand.  
However, it would be possible to 
attend shows this season but is 
achievable for 2019.  

 

 

 

 

 

 


