MINUTES

Joint Public Relations Subcommittee Meeting

2008 Cattle Industry Annual Convention

Reno-Sparks Convention Center ~ Reno, Nevada

February 8, 2008

Ann Bruntz, Chair
Daryl Owen, Vice Chair
The meeting of the Joint Public Relations Subcommittee was called to order by Chair Ann Bruntz on Friday, February 8, 2008 at 12:00 p.m.

Subcommittee members attending:  Jim Freeman, Barbara Rishel, Bob McKnight, Andy Wick, Jeff Dahl, James Sease, Bobby Combs, Terry Detrick, Jenny Senn, Nicole Bechtel, David Mehlhaff, Paul Kent, Jr., Carol Mosher, Nancy Degner, David Fugate, Roy Copelan, James Larson, Daryl Owen, Ann Bruntz.
NCBA staff attending: Michele Peterson Murray, Daren Williams, Meghan Pusey, Stephen Myers, JoDee George, Mary Bartz, Kendal Frazier, Jay Truitt
American National CattleWomen staff attending: Carol Abrahamzon
MICA staff attending: Paul Slayton, Emilie Miller
Other guests include: Letitia Varelas, Beth Wood, Caitlin Williams, Carrie Bomgardner, Laurie Lickley, Lucinda Williams, Alison Smith, Erin Kerley Johnston, Natalie Schaefer, Jay O’Brien, Polly Jo Wick, Gigi Gordon, Alyssa Malasky, Jackie Madill, Jean O’Toole, Coleen Parr, David Owen
Welcome and Introductions

Chair Ann Bruntz welcomed meeting attendees and led self-introductions. The Chair described the goal of the meeting, the processes of voting, evaluation of the subcommittee, etc.  

Approval of Minutes

Chair Bruntz asked for approval of Joint Public Relations Subcommittee minutes from the 2007 Cattle Industry Summer Conference. Chair Bruntz moved to approve the minutes. Terry Detrick seconded the motion. The motion carried by a unanimous vote.
Approval of Meeting Agenda
Chair Bruntz set parameters in the meeting including focusing on the specifics of the agenda. 

Chair Bruntz moved to approve the meeting agenda. Jim Freeman seconded the motion and the subcommittee approved the motion unanimously.    

Program Update: Public Relations Activities August 2007 – January 2008
MICA Activities for the Northeast Initiative

Paul Slayton, with the Northeast and Northern Virginia Beef Promotion Initiative provided a description of the project’s activities since the last meeting. The NEBPI participated in the Connecticut Women’s Expo held on September 8th-9th where they had the opportunity to demonstrate three recipes from Healthy Beef Cookbook to attendees. Mr. Slayton also provided an update on the NASCAR beef promotion that took place in Dover, Delaware. Their efforts won the Best of NAMA, region 6 for the Dover, DE NASCAR beef promotion event. The NEBPI also had the opportunity to sponsor the NBC4 Health & Fitness Expo in Washington, DC on January 12-13, 2008.  80,000 people attended event, and the Beef Ambassadors also attended and greeted booth visitors. Mr. Slayton also indicated the continued presence of NEBPI at state dietetic meetings in the northeast region throughout the year.
American National Cattlewomen National Beef Ambassadors

Carol Abrahamzon, of the American National CattleWomen’s group, provided an update on the National Beef Ambassador Program. She stated that their efforts secured over 17 million earned media impressions, and nearly 100,000 consumer contacts. Ambassadors attended the Wisconsin state fair, as well as the New York state fair, where they reached 13,240 consumers over the course of three days. 

The ambassadors were an integral part of the National Beef Cookoff, and the beef ambassadors also attended the NBC 4 Health & Fitness expo in conjunction with the Northeast Beef Promotion Initiative, and a video was presented that showed the ambassadors in action at the expo.  

Ambassadors continue to run the blogs www.chewingthecud.org and www.beefmatters.com.  She also stated that the ambassadors would be deploying a third blog in the coming months following convention.  

Additionally, the beef ambassadors worked throughout the year on writing letters to the editor to combat vegetarian and anti-beef messages.  Ambassadors also attended a branded beef training with Certified Angus beef in order to learn more about branded beef programs, including marketing, processing, and brand assurance. 

Public Relations Activities

The NCBA public relations team, led by Michele Peterson Murray, presented an overview of its activities since the 2007 Summer Conference. 

Public Affairs

Jay Truitt discussed policy activities, starting with a quick summary of actions on the 2007 Farm bill.  He mentioned several important issues with the bill, including the ban on packer ownership of cattle.  He also discussed the country of origin language that is included in the 2007 Farm Bill, as well as interstate shipment issues.
He also provided a brief summary of the latest activities on the 2007 energy bill, and the new mandate for an additional 36 billion gallons of renewable fuels, including 15 billion gallons of fuel from corn and other grain sources.  He stated that livestock producers are seeing record prices for grains, and that the trend of high prices is likely to continue.

Trade issues included passage of the Peru Free Trade Act.  He said that while some important markets remain closed to U.S. beef, there has been much progress in countries in other parts of the world.  He stated that NCBA now supporting passage of Colombia free trade agreements.  Japan continues to be an issue in deadlock.

Canada and Mexico are U.S. beef’s top markets, and he stated that NAFTA, despite negative press, has greatly benefited cattle producers.  

$3 billion was included for disaster assistance in the Emergency Supplemental Bill, and NCBA worked on language within the farm bill to implement a permanent disaster assistance program to combat problems with delayed emergency assistance support for cattle producers.
He also spoke about the impact of the FDA’s final risk assessment on animal cloning.  He stated that NCBA would continue to work to ensure that processes or labels won’t discriminate against cloned meat.  

Important environmental issues of the year included the “Waters of America” bill that seeks to expand federal jurisdiction of the Clean Water Act, and working to secure a CERCLA/EPCRA exemption for air releases from animal agriculture.  He also summarized the current tax issues that affect cattle producers, including the push for full and permanent repeal of the death tax .

Continuing challenges will be the impact of the energy bill on corn prices, the outcomes of Japan and Korea trade negotiations, possible legislative actions on global warming, as well as the final outcomes of the Farm Bill.  NCBA is also watching other political factors, including a new secretary of agriculture and the impact of the upcoming 2008 elections.

He answered a question about what sectors of the industry are performing cloning, and the issues surrounding the proposals of a single food safety agency.  He also elaborated on the impact of the 2008 election, the overall political climate in Washington, as well as the impact of renewable fuels on the cattle industry.  

Safety Public Relations
The safety issues landscape in fiscal year 2007 and to-date FY2008 was dominated by E. coli O157:H7 coverage and, as always, has called for a swift response from the beef industry that reaffirms beef producers’ commitment to safety. In fiscal year 2008, goals surrounding E. coli and consumer food safety are two-fold: the team will continue to communicate how important beef safety is to America’s beef producers and the significant steps in place to keep beef safe, and the team is launching a proactive campaign designed to reach as many consumers as possible with information about how to safely prepare delicious beef at home.  In addition, a revamped “Plating It Safe” brochure will be printed and available in the spring. 
The team conducted outreach to numerous media contacts to tell the beef production story, including leading the Beef Producer Panel for the Beef Food Media Seminar held in Chicago in mid-September. In addition, a beef production story consumer brochure titled “Many Choices, One Commitment” was created as a tool for State Beef Councils (SBCs) and others to hand out at consumer events such as state fairs. The brochure is being utilized by more than 30 states in addition to industry partners and includes information about beef production, answers frequent questions about choices of beef and includes many photos that further demonstrate beef producers commitment. 
Established to support state Foot and Mouth Disease (FMD) response, the FMD workbook introduced in February will be provided to SBCs and is comprised of modules that help staff and state/regional response teams through planning and exercises, in addition to providing information about government emergency response plans and an opportunities for Incident Command System training, which is the system state and federal government agencies will use in an FMD outbreak. 

Food Safety Education Network (FSEN) and Animal Health Network (AHN) members submitted opinion pieces and letters to the editor of newspapers who inaccurately portrayed the safety of beef, including E. coli, BSE, modified atmosphere packaging and other current news topics. AHN met in October 2007 at the American Association of Veterinary Laboratory Diagnosticians/United States Animal Health Association (AAVLD/USAHA) to share FMD insights and research with other industry experts in an effort to help better educate media and consumers on the safety of beef during a U.S. FMD outbreak. 

Using a combination of individualized mat releases (pre-packaged news stories), audio news releases and local television market outreach, FSEN reached more than 10 million consumers with food safety tips and information. 

Nutrition Public Relations

The World Cancer Research Fund (WCRF) and the American Institute for Cancer Research (AICR) released its Second Expert Report on Food, Nutrition, Physical Activity and the Prevention of Cancer: a Global Perspective on October 31, 2007. To ensure the industry was prepared, in the months prior to the report’s release, NCBA, through the Beef Checkoff, developed and executed a comprehensive crisis preparedness plan to reach nutrition media as well as other audiences, including health professional influencers. 

NCBA, through the Beef Checkoff, helped launch the integrated national consumer advertising campaign, “Powerful Beefscapes,” in January. Designed as their “ticket” to rediscover the power of protein in the land of lean beef, a creative mailer was sent to approximately 150 nutrition editors at national and daily newspapers and national magazines, as well as health professional influencers and other credentialed nutrition spokespeople and Council for Women’s Nutrition Solutions (CWNS) members. 

The nutrition public relations team is establishing an advisory panel of experts who can credibly communicate the power of lean beef protein based on their expertise. The panel will be comprised of a variety of experts including scientists, nutrition communicators, and public health advocates, among others. The panel will launch later this year and will be utilized in outreach efforts to nutrition media and health professional influencers and media, as an ongoing resource to extend Brand efforts.

The team will utilize last year’s successful Protein Summit with national scientific researchers and influencers as a model to create regional “Protein Summits” in select markets for local health professionals and credentialed nutrition media. 
As part of media relationship-building efforts, the Nutrient Rich Foods Coalition (NRFC) continues to reach out to select media to offer interviews with Dr. Drewnowski, especially as nutrition profiling continues to generate significant interest in U.S. and international media. As a result of these efforts, Dr. Drewnowski was interviewed and quoted in a New York Times article and the NRFC was featured in an article posted on the Reuters wire service. 

The nutrition public relations team recently conducted outreach to promote the Checkoff-funded protein research by Doug Paddon Jones, Ph.D., which was published in the American Journal of Clinical Nutrition. The study found that consuming a single four-ounce serving of lean beef stimulated muscle protein synthesis by 50 percent in both young and elderly volunteers. These results are particularly good news for the growing boomer population, as they suggest that aging does not diminish the ability of protein-rich foods to stimulate muscle growth.  

To date in fiscal year 2008, nutrition news bureau outreach efforts generated more than 62 million media impressions, with major placements in Prevention, Ladies’ Home Journal, Men’s Health, Cooking Light and Real Simple.
After his first appearance on the “Today” show to promote THBC, Chef Richard Chamberlain was asked back on the show in December 2007 to demonstrate how to create a delicious meal, including lean beef, for New Year’s Eve or a special holiday occasion. Chamberlain delivered key messages during his appearance to remind consumers that beef is a lean and healthy option for entertaining.
Fiscal year 2008 THBC outreach efforts to date have achieved nearly nine million media impressions.
Food Communications

Newspaper coverage to date has yielded 738 placements and 1.13 billion reader impressions. Placements are a result of food communications activities such as color pages and lifestyle releases distributed via a syndication service, as well as the national releases and state extranet releases that are sent directly to food editors. 

Magazine coverage to date has yielded 1,329 placements and 1.4 billion reader impressions. In addition, Supermarket Magazines (check-out counter digests) have yielded 14 placements and 4.5 billion reader impressions. A total of 50 holiday beef roast recipes were featured in 32 magazines and special interest publications.

Confident Cooking with Beef was recently updated and reprinted. This full-color, 23-page booklet was customized by 11 states (a total of 60,500 copies) and 350,000 copies of the national version were printed to restock the Customer Service inventory.

In September, the BEEF Food Media Seminar took place in conjunction with the National Beef Cook-off in Chicago.  Nearly 40 food media attended, including magazine and newspaper editors, syndicated food writers and online and broadcast producers such as Better Homes & Gardens, Parents, AllRecipes.com, Universal Press Syndicate and the Chicago Sun-Times and Chicago Tribune. Placements to date include: Chicago’s Sun-Times, Tribune and Daily Herald, BestOfTheBite.com, and a podcast on the highly ranked Trends, Taste & Travel. 

Two sponsorships have already taken place during FY2008. A dinner reception for the 50+ representatives of the consumer affairs professionals section of Food Marketing Institute (FMI) was hosted during their annual meeting in Hershey, PA in October. Later that same month, the prestigious Les Dames d’Escoffier International conference was in Dallas, with 150 food influencers attending. Plans are underway for sponsorship of Consumer Trends Forum International in February and the International Association of Culinary Professionals annual conference in April.

Food communications unveiled the Beef Checkoff Program’s visually arresting new advertising campaign, “Powerful Beefscapes,” to coincide with the running of the print ads in major consumer magazines and the national airing of the radio commercial. Brandweek featured a profile on the advertising launch and a press release was posted on PRNewswire, which reached more than one million readers online to-date. More than 1,300 food, advertising, and business media contacts at top national magazines and leading newspapers, high-profile food websites and blogs, and other important food industry influencers received news of the new brand campaign launch through an interactive electronic press kit (E-Kit). The user-friendly E-Kit served as an information hub designed to engage media with every click and provided quick access to the official campaign press release, the new print advertisements (and the recipes behind each compelling landscape shot), a sample radio spot, advertising and nutrition facts, information on the beef industry, and a link to the newly refreshed www.BeefItsWhatsForDinner.com Web site. 

A refreshed www.BeefItsWhatsForDinner.com site launched on January 10 to reflect the new “Powerful Beefscapes” advertising and updated brand enhancement messaging. Particularly noteworthy was the addition of a Newsroom. Work continues toward a major site overhaul scheduled to launch in the spring of 2008.  

Industry Resource
The spokesperson development program continues to add to our nationwide network of trained beef industry spokespeople which includes beef producers, state beef council and affiliate staff, national staff and third party experts in food safety, animal health, nutrition and diet/health.
The media relations team handles dozens of media calls each month, determining how to respond, whether an interview might be appropriate and, if appropriate, the best spokesperson for the interview. The team also drafts media statements, talking points and backgrounders on key issues for use in responding to media requests. Talking points are posted frequently to the extranet and a per-quarter review of the key message database takes place to ensure that the information is up-to-date for use by our state partners.

Long Range Plan

The Joint Public Relations Subcommittee confirmed that the beef industry’s public relations program supports all four of the Long Range Plan (LRP) priorities, but takes a leadership role in:

Creating Growth through Consumer Markets 

· Demand growth – address demand drivers
· Public opinion – promote and defend the image of beef and beef production
· Consumer trends – changing consumer demographics and preferences
Planning Factors Discussion
Chair Bruntz introduced the environmental factors discussion and began the planning factors exercise, noting that checkoff resources will be lower in the coming year, and that prioritization will be of key importance.

She stated that the Subcommittee addresses 19 of the 25 planning factors that were established for the exercise, and she instructed members to choose the factors that the PR subcommittee could realistically address, and that, if addressed, would positively impact the LRP.  She emphasized that the planning factors chosen by committee members should meet both criteria. 
While the Public Relations Subcommittee conducted the voting exercise during this meeting, the group didn’t have an opportunity to discuss and confirm the planning factors where the Public Relations Subcommittee plays a real leadership role. Because this is a critical aspect of what the Subcommittee was planning against moving forward, Chair Bruntz made a recommendation to the Subcommittee to slightly modify two of the planning factors. 

Chair Bruntz suggested removing “Promotion at Foodservice and Retail” and “Production and Health” as top planning factors for the Public Relations Subcommittee because the Subcommittee does not provide a significant leadership role in these areas. The Joint Foodservice and Retail Committees play a leadership role in this planning factor. In addition, the “Production and Health” planning factor deals with finding out how changes in production practices (such as feeding distiller grains) impact quality grade and beef. The “Production and Health” planning factor tied more significantly to research. In their place, she recommended elevating “Protein Benefits” as a top public relations planning factor. “Protein Benefits” is a core part of the new Brand Enhancement strategy for which public relations serves as the foundation along with the new advertising. In addition, “Protein Benefits” is a major part of our proactive public relations strategy to extend positive news about beef in the face of perceptual threats to our product like cancer and heart disease.

Chair Bruntz requested feedback from the Joint PR Subcommittee members who were present for this exercise at Convention immediately following the meeting and received overwhelming support for the recommended modifications. Given that, the following are the top planning factors for the Joint Public Relations Subcommittee:

1. Youth 

2. Convenience 

3. Protein Benefits 

4. Safety/Consumer Confidence 

5. Greening 

6. Quality 

Other Business

Michele Peterson Murray addressed the committee regarding changes within the PR program regarding agency partners.  She briefly summarized the agency review process for the food communications program, and she thanked Chair Bruntz for assisting in the review process.  She mentioned that DeVries, the PR firm that was selected through the RFP process, brought great consumer expertise and a connection to the culinary world that was necessary for the food communications program.

She then elaborated on the upcoming agency review process for Safety Public Relations.  In particular, she mentioned that the safety PR program is in need of an agency with a very different skill set, one that could provide a strong team to help push forward the food safety initiatives set out in the safety PR program.  She also stated that Daryl Owen would be participating in this process and that the new agency would be introduced at the 2008 summer convention.

Adjournment 

The subcommittee adjourned at approximately 3:10 p.m. 

Subcommittee members were asked to reconvene as the full Joint Information committee. 
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