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Farm Progress Reader Survey

Purpose:

 Benchmark awareness and recall of producer
advertising from previous six months

— Theme
— Content: producer testimonials, new Web site

e Track perceptions about checkoff program
— Awareness, understanding
— Benefits provided


Presenter
Presentation Notes
 At the time the survey was deployed, our ads had appeared in 6 issues of Beef Producer 
Sept Oct Nov ’08 and Jan and Feb ’09

 Beef Producer is an editorial section within the 18 Farm Progress publications 
 Publication examples: 
The Farmer (MN) 
Wisconsin Agriculturist 
The Farmer Stockman (TX/OK) 
Mid South Farmer (AR, LA, MS, western 1/3 of TN)
Southern Farmer (AL, FL, GA, KY, eastern 2/3 of TN)
American Agriculturist (northeast)

 These are the pre-survey results. A follow-up or post-survey will be conducted in mid-August after more of our advertising has run to gauge if we affected recall of our ads and perceptions of the Beef Checkoff 
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FP Survey Design

 Methodology, timing

— Electronic survey
— Data collected from Feb. 26 — March 31, 2009

e 712 respondents
— 76% beef
— 24% dairy
 Sample source

— Farm Progress readers

— Herd-size minimums
50+ beef cattle
e 100+ dairy cattle
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DEMOGRAPHICS

Geographic Location

SiX circulation areas targeted

</
®

Southeast
— AL, FL, GA, NC, SC, VA, WV

Mid-South
— AR, LA, MO boot-heel, MS, western TN

Texas-Oklahoma

Northwest
— CO, ID, MT, NV, OR, UT, WA, WY

Minnesota-Wisconsin

Northeast
— CT, DE, MA, MD, ME, NH, NJ, NY, PA, RI, VT
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Presenter
Presentation Notes
These areas were selected because they coordinate with Farm Progress magazines where we are placing our ads in the Beef Producer section and/or on the Livestock page. 

We also thought these areas might provide us with different information than the Producer Attitude Survey
 Areas with a percentage of dairy producers
 Areas with lower levels of support  


DEMOGRAPHICS |

Cattle Operation Size

Number of Head, All Operations Average Herd Size, By Circulation Area
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Presenter
Presentation Notes
Overall, most respondents were 50+
Not surprisingly, beef & dairy respondents from TX/OK and the Northwest were large operations 
1,000+ beef
500+ dairy



FINDINGS

Awareness of Checkoff

Have you ever heard of the $1-per-head beef checkoff program? (Yes)

Total
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Presenter
Presentation Notes
 Now we begin reviewing the research Findings 
These first slides show general awareness and informed levels of the respondents
The next section of slides reviews recall of our advertising and ad themes
The final section reviews perceptions about the Beef Checkoff
As we go through the results, you will see that some of the questions asked in the Farm Progress survey were also asked in the Jan ’09 Producer Attitude Survey.
For those in-common questions, we’ll show results from both surveys 

In this slide – Producers were asked . . . .
All areas report a very high awareness of the Checkoff  - 80%+
This percentage is even higher than results reported in the Jan ’09 Producer Attitude Survey
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FINDINGS

Well-informed about Checkoff

Which of the following best describes how well-informed you feel you are about the beef checkoff program?
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Presenter
Presentation Notes
In all circulation areas, the majority of producers said their information levels were somewhat well informed or very well informed rather than not informed or not well informed
Looking at the Total bar at the top, & the Jan ’09 Producer Attitude Survey results at the bottom, the Farm Progress scores were largely comparable to the Jan ’09 Producer Attitude Survey


FINDINGS |

Recall of Ad Theme

Do you recall seeing, reading or hearing advertising featuring the theme, “Producers can't be
everywhere, My Beef Checkoff can.” in the past six months? (Yes)

Total
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Southeast
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Presenter
Presentation Notes
 Now we begin reviewing findings around our advertising Themes. 
This is one of the primary reasons we wanted to conduct this research with Farm Progress - to have a measurement of how our advertising is performing among our producer targets

 When asked, Do you recall seeing . . . . 
 About 30% of producers said Yes. 

This is a very positive result and considered a high score in our industry since
advertising campaign had been in existence for only 5 or 6 months 



FINDINGS |

Recall of New Web site

Do you recall seeing, reading or hearing advertising that encourages producers to “get to know” their
checkoff by visiting a new Web site called “www.MyBeefCheckoff.com” in the past six months? (Yes)

Total
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Presenter
Presentation Notes
 25-30% of producers recalled the new Web site theme featured in an ad. 
 This is a positive result especially because though the Web site was an important feature within our ad content, it was not positioned as the prominent theme in the ad


FINDINGS |

Recall of Testimonials

Do you recall seeing, reading or hearing advertising featuring real beef or dairy producers talking
about the value of the Beef Checkoff in the past six months? (Yes)

Total

Mid-South

Southeast

n=623



Presenter
Presentation Notes
 Producers reported very high recall of the testimonials featured in our advertising. 
 Overall 50% of producers said they did recall our testimonials.
 This confirms for us that the Testimonials in our advertising are getting the attention (and recall) of the producers 
 As a result Testimonials will continue to be integrated into our FY ’10 campaigns
Think about the possibility of including Testimonials in your state communications 
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FINDINGS

Checkoff Approval

Please rate whether you overall approve or disapprove of the $1-per-head beef checkoff program.
[5-point scale; 1 = Strongly disapprove, 5 = Strongly approve]

Total
Mid-South
Southeast

TX-OK
Northwest
WI-MN
Northeast

Jan 2009 PAS
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Presenter
Presentation Notes
Now we begin the section that reports on perceptions of the Beef     Checkoff. 

Lynn positions these findings

These statements were also asked in the Jan ’09 Producer Attitude Survey and responses from both surveys are shown (the Total bar at the top and the Jan 2009 PAS bar at the bottom) 
Producers were asked Please rate whether . . . 
 Farm Progress survey results show that on average, about half of producers approve somewhat or strongly approve 
The Jan ’09 Producer Attitude Survey shows an approval rating of about 70%. 





FINDINGS

Checkoff Benefits

If there is a crisis, | am confident the beef checkoff program is on my side.
[5-point scale; 1 = Strongly disagree, 5 = Strongly agree]

Total
Mid-South
Southeast

TX-OK
Northwest
WI-MN
Northeast

Jan 2009 PAS
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Presenter
Presentation Notes
In Farm Progress areas, about 50% of producers responded positively to this statement
The neutral/no opinion responses (25%) show an opportunity for education/information
The Jan ’09 Producer Attitude Survey results showed a positive response of about 80% to this statement. 
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Conclusions, Next Steps

e This study provides a benchmark for evaluating future
advertising progress

— Half of producers remembered seeing testimonials about the beef
checkoff

— 25-30% recalled ad theme and call to action

 These producers were aware of the checkoff, but less
positive about its benefits than those surveyed in the
January Producer Attitude Survey

— They had a slightly higher awareness of the checkoff and similar
ratings regarding their level of being well-informed

— Larger percentage of “neutral / no opinion” responses about
benefits means there’s an opportunity to educate

* Need to continue measuring effectiveness of
communications
— Research helps us evaluate the future and direction of our

advertising and helps us determine where to focus our
messaging

; 13




Readex/Reader Testing
——

Beef producers can't be everywhere

-ﬂm

Dairy producers can’t be everywhere
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Readex/Reader Testing

« Throughout this fiscal year we have had ad placements
In 8 magazine issues in which ads have been or will be
Included in a Readex or reader study

o 7 of the 8 studies are complete and results follow

— 2 dairy publication studies and 5 beef publication studies
completed

— 1 dairy publication study will take place in September (Dairy
Today) and those results will be available late fall

* Ads in the studied issues were scored based on readers
who remembered

— ‘Seeing the ad’

— ‘Reading the ad’

— ‘Reading half or more’ or ‘found the ad useful’
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Readex/Reader Testing

 Readex studies (Successful, Beef Today, Hoard’s):

— Readex is an independent research company with roots in
research for magazine publishing

— Surveys are mailed to a sample of the issue’s readers
— Readex study results are based on 100 responses
— Results gauge relative performance of one ad to another

— The results should not be considered projectable to the entire
circulation of the magazine, but they do represent active,
iInvolved readers who spend time with the magazine and are
willing to provide feedback

 Reader studies (Drovers, Dairy Herd Mqgt.):

— Vance publications reader surveys were conducted by Vance
Research Services among a pre-selected panel of beef and
dairy producers

— These surveys were conducted online




Readex/Reader Summary

Dairy Publications Overall Summary
of 2 Reader Studies

"Saw" "Read" "Found Useful"

2 total studies 2 studies
Above average

—| Issue avg: 60%
CBB avg: 69%

17


Presenter
Presentation Notes
•The CBB ad was among 32 ads in the Hoard's Dairyman study and 12 ads in the Dairy Herd Management study
• The CBB ad scored above average in both studies in all categories - "Saw", "Read" and "Read Half"/"Found Useful" categories
• The CBB ad is a top performer - 
   • In the Hoard's study, the CBB ad was among the Top 5 of all ads in the issue in both the “Read Half or More” and “Found Useful” categories
   • In the Dairy Herd Management study, the CBB ad was ranked #3 In the "Found Useful" category, and was in a three-way tie for 2nd place in the "Saw" category
• These 2 studies were conducted many months apart, in Oct '08 and March '09
• Scores demonstrate that the CBB ads are maintaining interest among producers 


Readex/Reader Summary

Beef Publications Overall Summary
of 5 Reader Studies
"Read Half" /
"Saw " "Read" "Found Useful"
5
4 4 studies
3 | | Above average
5 total studies 3 studies 3 studies

5 | | Issue avg: 75%* | | Above average | | Above average

CBB avg: 79%* Issue avg: 29%** Issue avg: 26%**
1 CBB avg: 40%** CBB avg: 33%**

* 4 study average
** 3 study average

.
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Presenter
Presentation Notes
• In any single Readex issue, the CBB ad was among a range of 36 - 82 ads studied
• The CBB ad scored consistently high in the "Saw", "Read" and "Read Half"/"Found Useful" categories
• The CBB ad scored above average in all categories in more than half of the 5 studies
• The CBB ad is a top performer
   • The CBB ad was one of the top ranked ads in the Beef Today study and the BEEF study
• Studies were conducted many months apart, from Nov '08 - April '09 
• Scores demonstrate that the CBB ads are maintaining interest among producers
• The beef publications five study average for “Saw”, “Read” and “Read   Half”/”Found Useful” are:
“Saw” – Study avg: 75%; CBB avg 77%
“Read” – Study avg: 35%; CBB avg: 40% 
“Read Half”/”Found Useful”: Study avg: 23%; CBB avg: 27%
 


Electronic Advertising Results
E-Newsletters

E-Newsletters Distributed & Opened
. 1,633,981 P
E-Newsletters
distributed from 800,000 3
Oct '08 — May '09
©
«343,484 E-newsletters 5 o g
were opened/viewed a s00.000 6
%)) "
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—@— Opened Rate (%) 31% 14% 27% 19% 19% 42% 17% 27% 34%
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Reporting period Oct '08 — May ‘09



Presenter
Presentation Notes
● Industry average open rates for E-newsletters are low-mid 20s. 
● 5 of the 9 e-newsletters are well above the average in open rate
	● Above avg. open rate: Beef Insider, Cattlenetwork, Dairy Alert, Drovers Alert, Heard in the Hutch 
● 4 were slightly below average in open rate 
	● Beef Today’s Cattle Drive, Cattlenetwork custom newsletter, Cow-Calf Weekly, Dairy Today E-Update
● Beef producer E-newsletters data:
	● 269,766 beef producer E-newsletters opened; 996 clicks
● Dairy producer E-newsletters data:
	● 73,719 dairy producer E-newsletters opened; 336 clicks 


Electronic Advertising Results

E-Newsletters

Click-throughs

« CBB ads have a .

.39% click-through

e ]

rate which is well

% of Clicks

above the industry 250
average of . .
15% - .17% :
o Lt .\\
= ]

. Beef Today's Cattlenstweork  Cowe-Calf
Beef Insider Catlle Drive Cattlenetark Custam Weekly
s Clck-throughs 123 13 266 103 132

—& Clickthrouch Rete (% $99% 0.39% 0.64% 0.53% 0.09%

Dairy Alert DawypTuday Drovers Alert
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Presenter
Presentation Notes
● An average range for ad click percentages in the animal health category is .15% - .17%. 
● Our ad click percentages are well above the industry average in almost every one of these e-newsletters. 



Electronic Advertising Results

* 1,518,007 gross

Web sites

Website Impressions and Clicks

. ] ) 1,000,000 1000
iImpressions delivered
900,000 900
from Oct '08 — May '09 e
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\
\
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o \ / AN @)
E 400,000 \ 7 > S 400
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Agriculture.com Beefmagazine.com Cattlenetwork.com fb.org
s Impressions 858,288 18,946 391,731 249,042
—@— Clicks 871 33 595 305
_J

Reporting period Oct '08 — May ‘09



Presenter
Presentation Notes
● 2 of the Web sites primarily target beef producers – beefmagazine.com and cattlenetwork.com
● 2 of the Web sites target both beef and dairy producers though they also attract general ag interest as well – agriculture.com (associated with Successful Farming) and fb.org (farm bureau’s Web site)


Electronic Advertising Results .
Web sites

Clickthrough Rate (%)
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Presenter
Presentation Notes
● A general range for click percentages in the animal health category is .15% - .17%. 
● Both of our livestock focused websites are generating this level of clicks
● The more general ag Web sites are delivering slightly lower click percentages – but that is likely due to the fact that some Web site visitors are not livestock producers 
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Getting To Know The Checkoff

Information delivered through

100% MyBeefCheckoff.com
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Auction Market Survey

* Purpose: survey auction market owners,
operators re: communicating about the
beef checkoff

e Apr. 23-May 19, 161 interviews conducted
o Statistical margin of error 6%

* Results will be used in cooperation with
LMA to pilot checkoff communications

1 ; i
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Survey Of QSBC Execs

o Targeted gqualified state beef council
executives only

o Self-administered, online survey
e Conducted June 8-26, 2009
e Responses are anonymous

 Included 25 multiple choice, rating and
open-ended questions

o 28 (62%) of states responded
of
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States Responding

M States Responding




MyBeefCheckoff.com

36% of QSBC Execs are not familiar with MyBeefCheckoff.com

60.0%
m Disagree
50.0% ®m Neutral —
m Agree
40.0%
30.0%
20.0%
10.0% -

Easy to use First place to go
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MyBeefCheckoff.com

e /1% have staff listed on the site
e 46% have board members listed

 When asked how to improve the site:
— ‘Less clinical’
— More direct content (most now is linked)
— ‘Easier to navigate’
— ‘More passion’

A ; 28



Paid Advertising

57% of QSBC Execs have used national ad resources; 68% will

60.0%

m Disagree
50.0% ® Neutral

® Agree

40.0%

30.0%

20.0% -

10.0% -

0.0% -

o

Web ad link effective Include compliance message Use newspapers
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70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%
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Media Outreach

m Disagree ——

® Neutral

® Agree

Releases are timely

Releases should Releases easy to | access through
feature producers excerpt/use MyBeefCheckoff.com
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70.0%
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Newsletters

m Disagree
= Neutral

® Agree

Newsletters are timely

News easy to No technical | access through
use/excerpt difficulties MyBeefCheckoff.com
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Webinars

* 82% have participated in live Webinars
— 57% have viewed recorded Webinars

* 89% consider Webinars valuable
* 41% believe monthly Is correct timing

— 59% want them less often

— ‘Webinars getting out of control,” ‘way
tooooooo many’ by all organizations

A ; 33
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Dedicated PC Staff

State Producer Communications Staffing (FTE)

0 4% 4%

41%

0
26% <1/4

m1/4
m1/2
m3/4
]
m>1

26%
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State PC Spending FY08

Budgeted for producer communications in FY2007 = $2,170,741

6 States = 43% or $940,576
A/

16 States = 78% 17 States = 6%
or $1.638.872 < |

or $137,625
ﬁ

<1000 m1-10k ™10-25k m25-50k m50-100k m>100k
.RE'EF’

x States accounting for FY08 in ‘Full Dollar’ Report 35
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State PC Activities

 Newsletters — quarterly to monthly

e Attend/present at meetings/trade shows

e Radio — occasional to full-time

* Ads In cattlemen/organization publications
 Web sites

« Annual reports

« Earned media; write columns/articles
 Visit auction markets

« Work with/through BQA programs

A ; 36
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‘Most Effective’ Activities

e Attend/present at meetings/trade shows
 Web sites

 Earned media; write columns/articles

e Radio — occasional to full-time
 Newsletters — quarterly to monthly

« Work with/through BQA programs

e ‘Not sure’

1 x ”
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‘Least Effective’ Activities

« ‘All are effective or we wouldn’t do them’

e County meetings

 Buyer cards, ‘but can’t get rid of them’

e Ads In cattlemen/organization publications
 Annual reports

e ‘Not sure’

A ; 38
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One Thing National Could Do

e 10 bullets/month on checkoff successes

e Continue SHARE program; offer to pay mailing
* Provide custom e-newsletters to states

* Provide radio ads

e Build PC component for BOA program
 Reach out to dairy producers

* Provide ideas on how to reach small producers
e Continue support: news, graphics, photos, etc.
* Provide guidance, communication

A ; 39
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Media Survey

 Purpose: better understand media needs,
delivery and use of checkoff releases,
alerts, newsletters, and social media use

e Self-administered, online survey of
MBC.Com media list

e Conducted June 8-26, 2009

* Responses could be anonymous
e 131 (25.5%) of media responded

i ; “
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