Retalil
| Marketing )

www.BeefRetail.org

Wendy Timmerman

Associate Director, Channel Marketing
National Cattlemen’s Beef Association



Tactic 1C

State Beef Council Outreach

Regional Meetings

 Two Regional State Beef Council
Meetings were held at the Tyson case
ready beef facility in Sherman, Texas.

o 28 State Beef Councils and the NEBPI
were In attendance
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Tactic 1C

g
State Beef Council Outreach

Quarterly Calls & Webinars- Provide updates to the state
beef councils on upcoming beef promotions, new program

launches and current issues.

 December Call- 25 SBC’s and the NEBPI participated

 Feb/March Call- SBC Regional Meetings- 28 SBC’s and the NEPBI
attended

« April Webinar- 8 State Beef Councils hosted a webinar for their retail
partners in their states




Tactic 1C

State Beef Council Outreach

Performance Measures
* Conduct 2 regional meetings during the year
COMPLETE

e Conduct 1 conference call/webinar
COMPLETE

e  Submit a minimum of 30 entries to Monday Memo
COMPLETE

« Update the retail marketing information on the extranet a minimum of 8 times
COMPLETE

FY09 Amended Budget- $35,000

FY09 YTD Spend- $33,800



"A!

Tactic 1D

Retail

Retaller Outreach

2008 — 2"d Annual Beef Backer Awards

 The program was designed to recognize retailers who have

demonstrated their commitment to outstanding beef marketing and
merchandising programs

 We had another successful year with 12 extremely competitive applicants

T,
BEEFBACKER
A W A R D

A call for entries for the 2009 Beef Backer Award has been released



Tactic 1D
Retailer Outreach

2008 Retall Beef Backer Award Winners

Chain Independent Innovation
category Ccategory category

Aclams
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Tactic 1D

Retaller Outreach

Annual Meat Conference

March 8-10, 2009 Denver, Colorado :
* Product Tasting Reception N [DiscoVER

yHE PONER o

— Feature new product samples & programs PROTEIN
« Meat Case Displays LEAN BEEY

 Workshop Participation

— Animal Handling and Welfare: A Look at
Consumer Behavior, Attitudes and Industry
Practices
Speakers: Rick McCarty, Vice President, NCBA

— Crisis Communication: Managing a Crisis .
Effectively @008 Boef Backer "
Speakers: Janet Riley, Senior Vice President, e

AMI »x & &

Daren Williams, Executive Director,
Communications NCBA

he Beefl F!hr.‘hnl"!'

 Over 700 registered attendees




Tactic 1D
Retaller Outreach

National Grocers Association Convention
February 3-6, 2009 Las Vegas, Nevada

 Workshops

— Differentiate Your Store by Helping
Consumers with Lifestyle Choices

Mary K. Young, MS, RD, Vice
President, Nutrition, NCBA

« Supermarket Synergy Showcase
— Booth featuring programs & materials

— The Chef Experience: Live, Learn and
Eat- The Beef BAM Kitchen- product
cutting & cooking demonstrations

— Farmer Goes to (Super) Market
« 853 Pre-registered attendees

.............



Marketing

Tactic 1D

Retaller Outreach

Beef Information & Knowledge
Exchange (BIKE) meetings were
designed to share information with
retailers based on what's important to

them
BIKE Meetings completed to date

Food Lion

Hannaford Brothers

Sweetbay

Wegman's

The Kroger Co.

Wal-Mart

Tyson Fresh Meats

JBS Swift

Cargill Meat Solutions

Harris Teeter (planned for Aug/Sept. 09

Beef Information & Knowledge Exchange

Beef Checkoff Funded Efforts Overview:
15-30 min.

# What's happening in advertising, education, nutition,
foodservics, market research, issues management and
sther checknff fimded aress. Lears how these progrars
wark with Retsil Marketing to support vour béef mar-
keting efforts.

Economics and Choices- 4 study of the effect of
economic pressures on food choices and shopping strate-
gies at both Feodservice and Retail: 30-60 mun.

# A national survey found that §1 percent of consumers are
shmging their shopping behvist in response 1o ec-
nOmiC pressures. study findings show the strategies
‘consumers are nsing to reduce their food costs in reces-
siomary times, including changes in beef purchases, and

some . o per-

suade consumers to keep beef on their plates. This pres-

entation will be fallowed by 20 up to date analysis of beef
aak

at retail as measared by Fre:

Beef Promotions & Programs: 15 min.
# Fravier rarious chackoff furded rarail promotions ard programs
for tha upcoming pear:
® Sunimer Grilling, National Promotions (Anheuser-
Busch, A_1., Hormel, Sutter Home, Sayder's, Mrs.
Darh and racra), Holidzy Boart, Baaf Backar Axrard,
Beef Training Camp, Eaty Fresh Cooking, Partner-
ship Otpportunities and mare.
New Products— Cutting Demonstrations: 20-
60 myin. =
# Hoar @ rummary of the fadustzy's progress in the developmens of
aaw beaf produtts:
® The new BAM- Beef Alternative Merchandising Pro-
gram— A new look for the Top Sirloin, Ribeye mnd
Strip Loin. :
#® The new Chuck Roll Cuts.
Uniform Retail Meat Identity Standards: cus-
tomized 15-120 min. -
+ I the ctandardized i and #'s i
aczurate reparting:
. ortance of standardized nomenclature, bow cod-

T:g(-'“ done, MeatTrack.com amd the addition of new
beef cuts i.e. new chuck roll and BAM cats_

Food Safety & Intervention Updates: 30-60

min.

# Gat an update om the tatus and pravention steps the indurry
har put in placa to keep bagf safe:
« Beef safety systems and pathogen management, The
Beef Industry Food Safety Council, The Be ¥
Sumamnit, BSE frevalls mmd FMD preparedness plam-

ning.

Customer Service: 30 min.

“Food for Thought” mini
fellowing:
» Changing paradigm from selling meat to meeting
customer needs, Cost of acquiring new customers
md the AAA"s of cusmm:rngen'i:'e.

Nutrition I_abeling: 20 mim.

¢ of the Mandatory Nutition Labeling Rule, the
Nutsition Labeling Co amd the besf
] o put facts pamels with key micreni-
trients em pachages of freh meat.
» The Fresh Meat Oxn-Pack Nutrition Labeling Inyple-
mentation Guide, Coalition's efforts, Valae of 2dd-
ing B and T

F T

The Fuzzy Spot-A tour of the beef issues landscape:

60 min.

# Consumess drive down the highway mnd ses cattle graz-
ing peacefully in 2 pasture - 2 comfortable stereotype.
The next tiie they see beefit's a steak on their plate, 3
rhrice 3t the meat mace AT 3 merm item 3t 3 recfaraat
Consummess have no idea how beef gets from the pasture
o the plate and in between 3 a psychological battle-

e we call The Fuzsy Spot The batils m The Fuzzy
Spot is for positioning — for the pictare of beef and the
beef industry the conzumer holds in his head. This pres-
entation takes you an 3 tour of who md what the beaf
industry is fightmg in The Fuzzy Spot.

Beef Quality Assurance/Animal Welfare: 30-

60 min.

# Learn more abowt the N al Beaf Quality Asmurance Program
at provides guidelin for begf cottle production. The progrom
comsumes confidenice through offering proper management
the begf industry. Eay
= Feedstuff: and Sources, Feed Additive 8 Medica-
tions, Antmal Health Treatment & Injections, Be-
card FKeeping, Care & Husbandry Practices and Car-
cass Quality. :

Market Research: 15— 30 min.
# Revies the mact crrent receareh inclnding:

* The Changing Consumer, The Natiomal Meat Case
Study, Hispamic Markesmg, Terderness, Market
Baskiet, Consumer Ressarch and more.

Market Outlook: 90— 120 min.

the bosf salex and feturing trends o well o forecats

# Expl;
(Chtele Fox) and laarn whit = antipated foe

# Beef Production, Whele Pricing and Beef Demand,
FreshLock Sales Trends, Promodata Feataring




Tactic 1D

Retaller Outreach

Performance Measures
 Engage 50% of the RMT target account list at the AMC
COMPLETE

» Present beef checkoff program initiatives in at least 1 general session or workshop at AMC,
presented in 2 workshops

COMPLETE

 Engage 10% of the RMT target account list in at the NGA
COMPLETE

»  Present beef checkoff program initiatives in at least 1 general session
COMPLETE

* Increase the number of BBA applications to 18, we received 12 very competitive applications
INCOMPLETE

e  Conduct a minimum of 8 BIKE meetings, 7 completed YTD
ON TARGET TO COMPLETE

FY 2009 Amended Budget- $200,000

FY 2009 YTD Spend- $94,604



