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By Joanne Cleaver, contributing editor

er grandfather hoped she wouldn'’t fol-

low in his footsteps, but Cara Nicoletti

did anyway. “I had to fight my way back
into the butcher shop,” she says.

In the classic arc of the American dream, each
generation hopes the next will have opportuni-
ties the elders didn’t.

What happens when perpetuating an animal
protein-based family business means pivoting to
plant-based or hybrid offerings?

A few companies are finding out, as the young-
est generations recenter their forbears’ visions
around a new generation of alternative proteins.

By the time Nicoletti was born, for example,
her family’s Boston-area butcher shop was being
run by the third generation. Some of her earliest
memories are of running errands for her grand-
father in the butcher shop, which closed in 2002.

“He knew how to use all the parts of the
animal,” she says. The waste-not sensibility
appealed to her, especially when it resulted in
sausage. After a stint as a baker and a butchery
apprenticeship, Nicoletti re-built her version of
the business — what became Seemore Sausages
— around locally sourced animal meats.

But 13 years ago, Nicoletti found herself
pressed to maintain quality standards from ca-
pacity-constrained small suppliers. She realized
that a new sausage formulation with vegetable
and meat components would solve the ingre-
dient supply conundrum and carve out a niche
with consumers who wanted the fun of sausage
with the virtues of a plant-based product.
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“Every business must adapt. It doesn’t matter
if you're Blockbuster or a mom-and-pop store,”
says Elle Hansen, managing partner of Regener-
ational Partners, an advisory firm.
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Many organizations go through periodic
resets, examining their fundamental mission and
how that translates to action, whether re-en-
gineering a chicken recipe around cultivated
poultry or converting a product to a service.

For families, the reset tends to happen with
generational transitions, as the up-and-comers
recognize market trends and emerging consum-
er expectations that, almost by definition, elude
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Nicoletti expanded on her family’s longstand-
ing goal of converting every scrap into sausage
to include vegetables, creating a new product
line in the process. Here’s more about how she
— and four others with a meat-based family
history — merged heritage with innovation.
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Joey Meloni with his father, Joe Meloni. German Master Butcher Karsten Schellhas.

ANIMAL PROTEINS WERE
THE ANCESTRAL TRADE,
BUT

INTO THE
PRODUCT LINE WITHOUT
ROCKING THE FAMILY BOAT.

Jenny Goldfarb.
Seymour Salett, Cara Nicoletti.

Meloni’s plant-based chicken parm. Van Cleve's Mind Blown shrimp skewers. A spread of Nicoletti's sausages.
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