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Qualitative analysis of the market opportunities for U.S. lamb among the Muslim population 

prioritizing market opportunities and barriers. 

Elizabeth Dressler 1-800-555-2551 elizabeth@rosenlamb.com

o 

Muslims, given their lamb eating frequency, preference for American lamb, robust population growth, and youthful, viral 
community, make them an attractive segment for the U.S. sheep industry.  But, in order to build demand among this tight-knit 
group, we must gain cultural knowledge, trust, and distribution.   
    An advisable first step in building trust and understanding is to begin with opinion leaders; apply learning; and build a sound 
product development and marketing plan. 
    Our objective is to justify, qualitatively, the market opportunity for U.S. lamb among the Muslim population, prioritizing 
market opportunities and barriers.  Then, test key messaging among targeted Muslim end-users. 
   We would identify and recruit about five Muslim lamb influencers/decision-makers to help us position American lamb as the 
definitive choice for discriminating Muslims willing to pay for highest-quality lamb.  Through one-to-one engagement and a 
disciplined surveying process, we would capture feedback and suggestions, turning knowledge into an action plan.  
    Gaining a better understanding of how to meet the lamb needs of this very distinct, growing user group is key to generating 
increased sales and loyalty.  Building relationships and identifying passionate fans among this group will expand our consumer 
franchise and, ultimately, influence mainstream sales. 
Megan Wortman, head of ALB, acknowledges this proposal fills a major gap: 

The real gap is aligning with religious leaders and other influencers to better understand the needs, challenges, opportunities 

and educate…them as promoters of American Lamb. Word-of-mouth and trust and transparency are huge.  

What we know about Muslim’s lamb attitudes and usage should make them a top US lamb consumer segment, yet commitment 
to halal meat production and retail distribution remains tepid.  This plan proposes influencer identification; a disciplined 
interviewing process; and keen assessment of insights to help validate market demand and industry implications. 

- The sheep industry will gain practical, business-oriented input as to likes/dislikes and ways to ignite interest in our 
products.  We’ll have a platform for telling our story in a culturally sensitive way with compelling reasons and 
motivations for incorporating American lamb into their special occasions.   

- We will gain access and relationships to influencers, setting the stage for development of a smart, efficient target 

marketing strategy. 

- This initiative will yield a report highlighting instrumental key implications and takeaways from the interview deep-dives, 

enabling industry to activate learning against this critical target segment which should yield long-term financial benefits 

to the industry. 

 



  Amount requested from NSIIC                                                   

  Applicant Matching Funds                                                        

  Local/State/Federal Funds previously awarded for project  

      TOTAL                                         

Type of Expenditure 

Personnel – list each    Relationship to Project     Number of Hours     Rate of Compensation     Total 

     

     

     

     

Equipment                     Purpose                                Cost 

     

     

     Travel                             Per Diem                               Number of Days            Number of Personnel 

     

          Other Related Expense 

Prevail Strategic 
Marketing  

Planning and research Identification, 
onboarding of thought-influencers 
Questionnaire development  
Conducting of participant interviews 
Content development 
Program administration and 
deliverables 
Data analysis, assessment, industry 
marketing implications 
 
 

Est 200 
hours 

Est.Avg. $60-90 16,000 

Participant 
honorariums 

Participation in interviews 
Content development, name & 
likeness 

N/A  $4,000 

LinkedIn or other 
channel to message 
test 

Message testing vehicle to gauge 
target audience responsiveness, incl. 
Creative, Media Planning, Media 
Spend/Distribution 

  $8,000 

 

14,000 

14,000 

 

28,000 



Overhead 

       

       Provide a qualitative summary, or justification for budget expenditures: (200 word or less) 

 

 

 

 

 

Technical Objectives 

Responsiveness to NSIIC Stated Priorities (from web site) 
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Identification and significance of the issue being addressed 

                                                                                                                                                                

 

 

 

 

 

The successful implementation of this proposal will enhance sheep production in the U.S. by identifying 

ways to grow lamb sales among one of the top lamb-loving population segments, providing key insights 

which will aid industry in the marketing of lamb meat.  It will directly “Promote lamb marketing through an 

organized method that can measure tangible results.” 

 

 

Not only is the size (projected to be second-largest U.S. religious group) and make-up (disproportionately young) of 

the American Muslim population an attractive targeting segment, we have considerable evidence that there is 

demand for our high-integrity products among Muslims. Not only does industry lamb research indicate American-

Muslim preference for US lamb but below is a magazine excerpt pointing to general dissatisfaction among 

discriminating Muslim meat consumers.  Clearly, there is an opportunity to gain sales by providing this audience with 

products how they want them and where they want them. 

“The thought to open a whole-animal butcher shop in the East Village came to Latif and his wife during 

Ramadan 2013. They had encountered problems getting halal food they considered wholesome. For Latif, 

opening a butcher shop is about taking what halal can mean— Make it better, more wholesome, more pure.” 

 

 

 

An in-depth qualitative study among Muslims would likely require a six-figure budget in total and would not yield the 

personal contact, influential relationships and message vetting delivered via this plan. The industry has been in a 

chicken-or-egg situation with halal, unable to sell through to retail without proof of unmet demand.  Recognizing that 

this is a niche market, the required investment here is quite conservative—by seeking out knowledgeable, influential 

thought leaders to represent the opinions of their constituents, we will gain insights efficiently, while also gaining the 

opportunity to build key allies. These instrumental insights and relationships will add to the wealth of Muslim 

marketing information gleaned through ALB and provide the credibility we need to build a compelling case for retail 

pull-through and influencer and direct-to-consumer communications. 

 

The USDA through ALB checkoff programs and through the Let’s Grow initiative have funded and is funding 

projects to continue to evaluate and engage this emerging group of lamb buyers.  Those initiatives focus on 

analyzing productions costs and establishing benchmarks for non-traditional lamb and generating 

awareness of U.S. lamb among select Muslims. This proposal will supplement, not duplicate, those. 

 



What are the goals to be achieved with this grant funding? 

                                                                                                                                                                

 

 

 

 

 

 

Work Plan – Task, Methodology, Individual responsible, and location where work will be done. 

 

 

 

 

Related Research or other efforts in this area of which you are aware, including an analysis of the 

competitive landscape if the award is for a commercial application. 

 

 

 

 

Potential Post application in this area of development of research or commercial endeavor 

 

 

Background and rationale (citation of publications if any)  

 

Relationship to industry, including technical, economic and social benefit 

 

 

 

- To qualitatively justify the market opportunity for U.S. lamb among the Muslim population, prioritizing 

market opportunities and barriers.   

- Use directional findings to gauge responsiveness among a select group from our target audience (via 

digital, social or other efficient media channel. 

- Share key implications and takeaways from the interview deep-dives and communications test so industry 

may activate learning, which should yield long-term financial benefits to sheep producers. 

 

Project oversight and accountability:  Elizabeth Dressler, Mountain States Rosen, Colorado 

Marketing strategy and “quarterbacking”: Jill Adams McDonough, Prevail Strategic Marketing, and 

Chicagoland.  Jill will also hand-picked Prevail professional team, for best execution and project 

ROI 

 

There is a research project that was funded through the Let’s Grow program entitled - Improving 

cohesiveness of the non-traditional lamb market in the Detroit metro region.  This research is valuable 

piece of the puzzle that will support American lamb growth via the Muslim population.  This grant will fill in 

missing pieces to support education and knowledge for the industry to truly gain ground in supplying this 

growing demographic with the lamb products they desire.  As Megan Wortman, Executive Director of ALB 

stated - The real gap is aligning with religious leaders and other influencers to better understand the needs, 

challenges, and opportunities…” 

 

This is not applicable for the grant application that is being submitted 

 

This is not applicable for the grant application that is being submitted 

 

Inside information to help us position U.S. lamb for both the affluent elite and the fast-growing Muslim 

population whom, in turn, influence the masses.  The sheep industry will gain practical, business-oriented input 

as to likes/dislikes and ways to ignite interest in our products.  We’ll have a platform for telling our story and 

providing lamb authorities and trend-tippers with compelling reasons and motivations for incorporating 

American lamb into their special occasions.   



Cost benefit analysis 

 

 

 

 

Policy or decisions affected by results 

 

 

 

 

Bio Sketch of each principal person 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The lamb industry is currently funding and has funded research and programs to address and support the 

understanding and evaluation of the emerging Muslim population in the U.S., this program is working to 

connect the dots and provide the next level of information to the industry to be able to create sound strategies 

to increase demand and sales of American Lamb to this market.  

 

 Upon completion, we will have information that helps the industry better understand the 

preferences, needs, pitfalls and marketing avenues for expanding US lamb’s place on Muslim’s plates.  

This information may be used as a gauge to help industry determine the feasibility of halal production 

and build a stronger case for halal lamb at retail and foodservice operations. 

 

 

Elizabeth A. W. Dressler – Currently employed at Mountain States Rosen as the VP of Business Development 

and marketing.  Elizabeth is responsible for business development and acting sales manager for the western 

region sales in the US.  Includes oversight and growth in foodservice, retail and export markets.  Also 

responsible for the development and implementation of strategic marketing programs that include but are not 

limited to brand and product development, packaging and product life-cycle initiatives, marketing materials, 

retail and foodservice promotions, social media marketing, etc. Management and implementation of Technical 

Services initiatives that include; live animal and well-being protocols and food safety program development, 

etc.  Elizabeth has held several jobs in the agriculture and food industries throughout her career.  She has a 

Bachelor of Science degree from University of Nebraska and Master’s degree in Animal Science from Oklahoma 

State University.  

    As founder of Prevail Strategic Marketing and Communications, Jill Adams McDonough provides analytical, 
ethical and creative business-building and business-protection solutions to companies and organizations.  Prevail 
has helped both national category leaders and start-ups in the food, retail, office, health and beauty, and home 
shelter industries.  
     As Edelman Worldwide General Manager of Chicago Consumer Marketing Practice, she developed Edelman’s 
#1-ranked U.S. food & nutrition strategy and the Diversity Marketing practice. She also launched the Marketing 
Public Relations client service practice of Leo Burnett U.S.A. 
    Jill and her team has provided counsel and service to a long list of clients including, P&G, General Electric, Dairy 
Management, Inc., Mountain States Rosen, Kraft, “Fuel Up to Play 60,” Bush Brothers, the National Cattlemen’s 
Beef Association, Gorton’s, Kellogg’s, Sony, Maytag, and many others. 
    Jill was selected to join the Chicago mayor’s Steering Committee for the Chicago Public Schools Taskforce to 
Promote Healthy Eating and Smart Choices; served on the statewide “Illinois Hispanic Education Initiative,” and 
continues to serve as chairman of the board of Nuestros Pequeños Hermanos Midwest, which provides for 
abandoned children throughout Latin America and the Caribbean. 



Financial Feasibility (i.e., Is the budget proportionate to the endeavor, and will the outcome have a financial 

benefit to the industry in the near term or will additional funding be required?) 

 

 

 

 

Business Soundness (i.e., Are project participants qualified and experienced) 

 

Management Ability (i.e., Are project participants qualified and experienced) 

 

 

 

 

 

 

 

 

 

 

Potential Industry Impact (i.e., How can the industry be expected to benefit in both qualitative and 

quantitative measures?) 

 

 

 

 

 

 

 

 

Rather than invest heavily in a national qualitative A&U study, we are prudently recommending 

gaining directional information from informed, highly influential thought leaders in the Muslim 

community.  Their insights would help co-create a strategic direction for the U.S. lamb industry.  

Additionally, we will solicit participant(s) to help apply messaging insights in content creation which 

we’d vet among a targeted Muslim shopper base to gauge initial responsiveness. To reap further 

financial benefits for the industry, these insights could be evaluated for export opportunities. 

 

Not only will industry have qualitative indicators as to how, when and where to market lamb to American 

Muslims but this improved understanding of Muslim lamb purchase preferences may also increase our ability to 

position U.S. lamb to meet the growing global market for halal meat.  As cited:   The global market for Halal 

foods will be worth $1.6 trillion in 2018, up from $1.1 trillion last year, according to a recent study 

commissioned by the Dubai Chamber of Commerce.  Meat trade is an integral part of Dubai's Halal plans, and 

Brazilian protein should continue to play a leading role in the future of food in the UAE. Brazil supplied more 

than half the meat imports to Dubai in 2013, some 166,000 metric tons of exports, or 53 percent of the 

country's total imports.  Meat consumption in the UAE is typically inelastic in the face of fluctuating income 

levels, as meat is treated as a basic dietary staple of locals--Thomson Reuters and Dinar Standard report. 

 

 

In both her current capacity as Vice President, Mountain States Rosen Marketing and Business Development, 

and formerly as Director of Product Enhancement Research and Dissemination with The National Cattlemen’s 

Beef Association, Elizabeth Dressler has developed and overseen market research projects to help identify and 

capitalize upon industry growth areas. Prevail Strategic Marketing and Communications has broad and deep 

experience developing and executing highly successful strategic marketing, qualitative and quantitative 

research programs and influencer campaigns across various industries, with strong knowledge and track record 

in the lamb industry, having led innovative, successful marketing campaigns for MSR.  Prevail founder Jill Adams 

McDonough has led food and consumer departments at global advertising and public relations agencies, 

achieving strong results for clients such as P&G, Kraft, Dairy Management, Inc., ConAgra, GE, Bush Brothers, 

Maytag, Kellogg’s and General Mills.  Prevail’s research strategist, Robin Kelly began her career as a brand 

manager in the automotive industry, General Mills and Bush Beans before focusing on fielding and analyzing 

primary and secondary research that enables clients such as The PictSweet Company, State Farm, Dairy 

Management, Inc. and Walmart to develop winning strategies. 

 



Industry Support (i.e., What data or other information is available to substantiate industry’s need or desire 

for this project?) 

 

 

 

 

 

CERTIFICATION 

To the best of my knowledge and belief, all data in this application is true and correct.  The document has 

been duly authorized by the governing body of the Applicant and the Applicant will comply with all Grant 

requirement if the assistance is awarded. 

Signature S                                                                                           Date 

Name of authorized representative: 

Title  

 

Email  

Phone   

 

 

 
Return this application to: stevelee@nsiic.org  
If you prefer to send hard copies:  
Steve Lee,  
Executive Director and Program Manager  
National Sheep Industry Improvement Center  
Box 646  
Rockland, Maine 04841  
207-236-6567 
  
For FedEx or Other Delivery Services:  
32 Gleason St  
Thomaston, ME 04861  
Download form to your computer, complete it and save it to your computer prior to submitting to the 
Sheep Center. 
  

Recently, ALB has increased its investment in both research on general Muslim consumer research and 

the development of print and digital materials to help industry better understand this population 

segment and help this segment understand our industry offerings.   Research has cited this segment as 

one of the most exciting future growth opportunities for the lamb industry. 
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Vice President, Business Development & Marketing 

elizabeth@rosenlamb.com  

1-800-555-2551 

mailto:elizabeth@rosenlamb.com


Additional Information for Applicants:  
 
Matching funds:  
In order to leverage funds available, NSIIC will assign 10 points to any application in which a match of 
cash or in-kind labor is contributed. In-kind matches may only account for 50% of the total match. 
Additionally, salaries or other expenditures that will be made by the applicant or the applicant's employer, 
irrespective of a potential grant award, cannot be used as a match.  
A subtraction of 10 points will be made from the total score of any application that includes an overhead 
budget of more than 7.5% of the total grant request. Request for capital expenditures are discouraged, 
and may not exceed 20% of the total budget in any event. Please justify any requested funding for 
equipment or other capital expenditures.  
 

Notification to Applicants: Applicants will be notified via e-mail that their application has been received within a 

day or two of receipt: After Review, all applicants will be sent a notice to the e-mail of the person listed as the 

contact person on the application. That notice will be one of three possible responses: 1)Your application did not 

score high enough for funding consideration 2) Your application scored high enough for funding as submitted 3) 

Your application scored high enough for funding but with modifications needed in the budget. You will be given the 

opportunity to make those modifications for funding or you may reject the modifications in which case the grant 

funding offer will be withdrawn. Instruction will be included in the notice. Please note that the Review Committee 

will not provide feedback to applicants however in some cases the Board may elect to encourage re submission 

with certain specific changes (i.e. those the Board feels were good causes but poor application preparation or those 

with a good idea but not sustainable as presented). In some instances the Board may want to provide a written 

statement, with the understanding that no further discussion is available. Please note that proposals submitted 

more than twice will not be evaluated. The NSIIC Board request that applicants refrain from communicating with 

Board Members specifically about the project (i.e. Lobbying your project). Under no circumstances will applications 

arriving past the deadline for submission be considered 


