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As chairman of the Cattlemen’s Beef Board, I have felt so privileged to have a front row seat to the hard work that goes into 
making the Beef Checkoff Program a success. It wasn’t until I had the honor of being your chairman that I truly understood 
all the thought and processes that go into every single dollar invested. There is so much time put into the process, from the 
long hours invested into the Long Range Plan to the time our checkoff program committees spend scoring and analyzing 
every authorization request before it is brought before the Operating Committee for funding consideration. 

These intricacies of the program have been eye-opening to me, but I was never surprised to hear of the impressive amount 
of program work accomplished on behalf of the Beef Checkoff Program. Unfortunately, one of the biggest struggles of FY17 
is the realization that we are not getting our message across to enough producers. With every hurdle met, I am reminded 
of the importance of communication, transparency and widespread messaging. I am constantly asking myself, and fellow 
producers, how can we get more of our positive messaging across to greater numbers?  

It is my hope that part of that answer lies within this Annual Report. For any 
producer who has ever wondered where their checkoff is going, please take 
in all the hard work of everyone who works to make your checkoff a success. 
With over $40 million dollars invested into the FY17 budget, you might be 
surprised to know that your checkoff is working with companies like Amazon 
Fresh to increase beef demand; or that the Beef. It’s What’s for Dinner. 
website reached an incredible milestone of a million visitors during FY17.  
Perhaps you’ll be happy to know that every five years the checkoff makes a 
point to check in on important industry benchmarks such as beef tenderness 
and the National Beef Quality Audit.

Please take some time to read through this report. If you find yourself with questions about any of the content found  
here, please don’t hesitate to reach out to any of your Cattlemen’s Beef Board leadership. We want to answer your 
questions and listen to any comments that you have about industry performance. You can also reach out to the  
Beef Board staff at 303.220.9890. 

Thank you for your service to our growing industry.

BRETT MORRIS
CHAIRMAN, CATTLEMEN’S BEEF PROMOTION & RESEARCH BOARD

MY FELLOW BEEF

PRODUCERS

How can we get 
more of our positive 
messaging across to 
greater numbers?

http://www.beefboard.com
http://www.2017beefboardannualreport.org
https://www.beefboard.org/producer/150605Long-Range-Planning-Landing-Page.asp
https://www.beefboard.org/leadership.asp
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POLLY RUHLAND, 
CHIEF EXECUTIVE OFFICER

As Chief Executive Officer of the Cattlemen’s Beef 
Promotion & Research Board, Polly Ruhland is responsible 
for stewarding cattle farmer and rancher investments into 
the federal $1-per-head Beef Checkoff Program through 
strategic management of board operations. This includes 
research, education and promotion programs, as well as 
compliance, evaluation and investor relations. 

Polly has an extensive background in the beef industry, 
non-profit management, strategic planning and 
communications. Past positions include vice president 
of planning and evaluation for CBB; senior positions in 
corporate and industry relations, communications and 
issues management at the National Cattlemen’s Beef 
Association; and director of communications for the North 
American Limousin Foundation and the American Gelbvieh 
Association. She also served as Institutional Animal Care 
and Use coordinator for Colorado State University. Polly 
holds a bachelor’s degree in English from the University 
of Colorado and a master’s degree in agriculture from 
Colorado State University. 

CHUCK COFFEY, 
SECRETARY-TREASURER

Chuck Coffey is a fifth-generation rancher who grew up on a 
ranch in the hill country of Harper, Texas. He proudly earned 
his bachelor’s and master’s degrees in range science from 
Texas A&M University. Chuck taught agriculture at Murray 
State College in Tishomingo, Oklahoma after completing his 
master’s in 1985, and he eventually chaired the department 
there before joining the Noble Foundation as a pasture and 
range consultant in 1993. 

He is extremely passionate about ranching and feels blessed 
to be able to work on the ranch every day, especially after a 
serious horseback-riding accident that threatened to leave 
him paralyzed before several surgeries and months and 
months of rehabilitation. With a wealth of activities on and 
off the ranch at any given time, Chuck says he has learned 
that “staying busy keeps you young.” He is proud of his three 
children, all of whom attended Oklahoma State University.

JOAN RUSKAMP, 
VICE CHAIRMAN

Joan Ruskamp and her husband Steve, operate a feedlot and r 
ow-crop farm west of Dodge, Nebraska. On the farm, Joan’s main 
jobs include walking pens, cattle doctoring/ processing, and office 
manager. She is a graduate of the University of Nebraska at Curtis, 
where she earned an associate degree in veterinary medicine. 

Joan has been very active in the beef industry, with service to 
organizations including the Dodge County Cattlemen, Nebraska 
Cattlemen, National Cattlemen’s Beef Association, American 
National CattleWomen; Nebraska Farm Bureau and Nebraska 
Soybean Association. She is on the committee for the annual Ag-
Ceptional Women’s Conference held in Nebraska; is an alum of 
the Nebraska LEAD program; and volunteers for CommonGround. 
In addition, she has been a 4-H leader for 26 years, an EMT for 16 
years, and a religious education teacher for 30 years.

BRETT MORRIS, 
CHAIRMAN

Brett Morris is a third-generation dairy farmer and runs a cow-calf and 
stocker operation. His diversified farm includes about 1,000 acres of alfalfa, 
wheat and grassland, 65 registered Holstein cows for milking, 100-125 
beef cows, and 200 stocker calves. He also operates the Washita Fertilizer 
Company in partnership with his father.

Brett was nominated to the Beef Board by the Dairy Farmers of America 
(DFA), and is very active in both industry and community activities. He has 
served as chairman of the Oklahoma Dairy Commission, vice chairman of 
the Oklahoma Johne’s Advisory Committee, as a district voting delegate 
to DFA, and as chairman and vice chairman of the Oklahoma Beef Council, 
on which he has served since 2005. He previously served on the checkoff’s 
Joint Retail Committee as a representative for the Federation of State Beef 
Councils, was president of the Oklahoma Holstein Association, and was 
active in the National Council of Farmer Cooperatives. In addition to DFA, 
he is a member of the Oklahoma Farmers and Ranchers Mutual Insurance 
Company (a National Farmers Union affiliate), the Oklahoma Cattlemen’s 
Association, Holstein Association of America, and Oklahoma Holstein 
Association. In his community, Brett is a member of the Woodland Hills 
Baptist Church and has served as a judge for the Arizona State Fair, the 
Sooner State Dairy Show, and FFA events. 

THE
CHAIRMEN & OFFICERS

http://www.beefboard.com
http://www.2017beefboardannualreport.org
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The purpose of the Beef Board Executive Committee is to administer the Beef Act and Order under the direction of the Board 

and within the policies determined by the Board. The Executive Committee includes the Board’s elected officers, as well as 

eight members elected by and from the Board membership, and the immediate past Beef Board chairman, who serves as an ex-

officio member. The committee acts on behalf of the Board to make necessary decisions between full Board meetings, subject to 

approval of the Executive Committee minutes and ratification of its actions by the full Board at its regular meetings. The committee 

administers the terms and provisions of the Order under the direction of the Board.

Members of the Executive Committee (left to right) and the states they represent are: Bill King, New Mexico; Gary Sharp, South Dakota; Chuck Coffey, 
Oklahoma; Barbara Jacques, Oklahoma; Paul Moss, Tennessee; Joan Ruskamp, Chairman, Nebraska;  Brett Morris, Oklahoma;  Anne Anderson, Texas; 
Amelia Kent, Louisiana; and Richard Winter, Texas. Other members not pictured here are Jared Brackett, Idaho; and Don Smith, Texas.

EXECUTIVE

COMMITEE

2020
STRATEGIC OBJECTIVE

Increase the beef demand
index measure by

OVER
THE
NEXT

2%
ANNUALLY

5 
YEARS

DRIVE  
GROWTH
IN BEEF EXPORTS

PROTECT &  
ENHANCE

THE BUSINESS & POLITICAL 
CLIMATE FOR BEEF

PROMOTE &  
STRENGTHEN

BEEF’S VALUE PROPOSITION
CLIMATE FOR BEEF

GROW
CONSUMER TRUST
IN BEEF & BEEF  
PRODUCTION

The world market for beef continues
to grow rapidly. And U.S. beef 
has opportunities for growth 
nearly everywhere. 

The new LRP builds on years of the checkoff 
serving as an innovator and catalyst of change 
to build consumer trust in our product and our 
production methods.

Clearly this strategy includes opportunities

 in which the checkoff cannot invest. There 

are, however, many opportunities where 

the checkoff can invest in research 

and information programs that benefit 

all producers under this core strategy.

Grow and communicate the unique value beef 

offers the marketplace, especially as compared 

to other animal protein competitors.

FOR THE BEEF INDUSTRY

THE BEEF CHECKOFF: A CATYLYST FOR CHANGE
PROVIDING DIRECTION AND FUNDING TO INCREASE DEMAND FOR U.S. BEEF

It all starts with a plan — the 2016–2020 Beef Industry Long Range Plan. Adopted in late 2015, the Long Range Plan 

lays out aggressive goals to strengthen the beef industry in the coming five years. It guides every dollar invested by 

the checkoff, focusing on key issues affecting beef demand.

LONG RANGE PLAN

http://www.beefboard.com
http://www.2017beefboardannualreport.org
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BEEF CHECKOFF
BASICS
There are currently 100 members of the 

Beef Board, and they represent all sectors 

that pay the checkoff assessment. These 

sectors are beef, dairy and veal producers, 

as well as beef importers. Members  

are appointed by the U.S. Secretary  

of Agriculture. 

The full Board meets twice per year, 

during which each member serves on 

one of five specific program committees 

that make recommendations to the Beef 

Promotion Operating Committee. 

The full Board also discusses and votes 

on the business of the Board—financials, 

committee reports, leadership elections 

and the like. 

The Operating Committee is made up 

of 10 members of the Cattlemen’s Beef 

Board and 10 members of the Federation 

of State Beef Councils and is the body 

that makes the final decisions about how 

to invest the budget on an annual basis, 

based on recommendations from the 

program committees.

MISSION 
STATEMENT 
The Cattlemen’s Beef Promotion and Research Board is dedicated to 
improving producer profitability, expanding consumer demand for beef, 
and strengthening beef’s position in the marketplace.

http://www.beefboard.com
http://www.2017beefboardannualreport.org
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BEEF. IT’S WHAT’S FOR DINNER.
WINNING OVER CONSUMERS WITH A POPULAR CAMPAIGN

TELECONTEXT
A proprietary app developed for the Beef Checkoff in 2015, to engage consumers 
during popular food and cooking programs and capitalize on the “second screen” 
trend of today’s consumer viewing habits

RECIPE VIDEOS 
Drive engagement—and demand—with timely recipe inspiration for holidays like 
St. Patrick’s Day and Cinco de Mayo and events like National Burger Day 

PROMOTED POSTS 
Capitalize on timely, relevant and highly engaging content throughout the 
year while pinpointing opportunities to test and learn with messaging

THEMED CAROUSEL ADS 
Generate website page views, notably for checkoff-developed 
recipes and relevant messaging throughout the year

FACEBOOK LIVE
Debuted in 2017 to strengthen relationships with viewers with “behind the scenes” access 
to culinary experts demonstrating quick, easy meal solutions from the Culinary Center

Your investments in the beef checkoff fund advertising and marketing efforts  

to drive sales and make beef more competitive in the marketplace.

The beef checkoff hit a milestone in FY17, celebrating more than 1 million beef-loving Facebook fans.  

In fiscal 2017, the checkoff incorporated a variety of tools to engage Facebook users, including: 

PROMOTIONS

NEW VEAL MEATLOAF
CUPCAKE RECIPE
The beef checkoff’s veal promotions collaborated with the 

Culinary Institute of America to create the Veal Meatloaf 

Cupcake in support of the Pennsylvania Beef Council’s 

Beef and Veal in the Classroom program. A Veal Meatloaf 

Cupcake recipe video and printed recipe cards were 

developed for distribution.

BE YOUR OWN 
BUTCHER 
Facebook Live Event Educates  
Consumers on DIY Butchery

In July, the Beef Checkoff hosted a “Be Your Own Butcher” 

Facebook Live event from the Culinary Center. The event 

featured a hands-on cutting demo by in-house meat scientist 

Bridget Wasser. Bridget educated the Beef. It’s What’s For 

Dinner Facebook community on how to save at the meat case 

by purchasing a whole tenderloin and cutting steaks, strips, 

kabobs and medallions at home. 

To watch the whole video, visit the  

Beef. It’s What’s For Dinner Facebook  

page or CLICK HERE

WELL DONE 
FACEBOOK 

We have more 
than 1 million 
beef-loving fans

http://www.beefboard.com
http://www.2017beefboardannualreport.org
https://www.facebook.com/BeefItsWhatsForDinner/videos/10154487666106627/
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RESEARCH
STARTING WITH SCIENCE
STUDYING THE ISSUES THAT IMPACT OUR INDUSTRY

Checkoff-funded post-harvest 

beef safety research activities 

administered by the Foundation 

for Meat and Poultry Research and 

Education (FMPRE) resulted in the 

completion of five major research 

projects and the initiation of five 

research projects. 

The microbial threat is constantly 

evolving. Your checkoff 

investments support research 

to improve the safety of beef 

products, and ultimately, drive 

demand by building and enhancing 

consumer trust. The completed 

studies provide science-based 

information to help beef slaughter 

processing facilities evaluate 

and verify the efficacy of their 

pathogen intervention processes. 

Investing in research informs our decision making. The beef checkoff funds 

research to better understand safety and nutrition, and to inform product 

development and marketing.

ANSWERING TOUGH
QUESTIONS
With Beef Sustainability 
Animated Infographics 

The beef checkoff recently created animated infographics to 

complement  the “Tough Questions about Beef Sustainability” 

series. These animated infographics engage viewers and make 

complex information easier to understand.

To view the new animated infographics, 

CLICK HERE

FY17 POST-HARVEST 
BEEF 
Safety Research

SCIENTIFIC 

OUTREACH 
Getting the Word out on  
the Beef WISE Study 
The checkoff-funded Beef WISE study was published in Obesity 

Science & Practice in July 2017. The study has been shared 

with the top 100 Nutrition Science Influencers (as identified by 

historical data monitoring). In addition, the scientific research 

study has been shared through various modes of communication 

with target audiences ranging from scientists to consumers. 

A shareable PowerPoint presentation has been developed 

summarizing the study. 

To read the full text article about the study,

CLICK HERE

http://www.beefboard.com
http://www.2017beefboardannualreport.org
https://www.beefresearch.org/sustainability/index.html
http://onlinelibrary.wiley.com/doi/10.1002/osp4.118/full
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BENCHMARKING 
THE TENDERNESS 
of U.S. Beef 

Funded by the beef checkoff, the National Beef Tenderness 

Survey (NBTS) has been conducted every five years for 

the last 25 years to verify and document improvements in 

beef tenderness and direct ongoing tenderness research. 

The 2015/2016 NBTS was led by meat scientists at Texas 

A&M University in collaboration with several other 

universities, and provided an overview of the 

industry’s steady progress in assuring the 

best possible beef product. According to 

the study, beef tenderness ratings remain 

favorable after significant improvements 

since 1990. This quality retention occurred 

in spite of environmental and financial 

challenges that threatened its progress.   

To learn more about the tenderness study 

funded by the beef checkoff, CLICK HERE

SHOWCASING BEEF 
CHECKOFF  
Partnerships  

Harvest Market, a new concept grocery store located in 

Champaign, Illinois, opened to the public in early October 

2016. Their mission is “to connect food producers and 

makers with our customers” and the idea is to “give 

the farmer a voice and let them speak inside the store, 

continually building a relationship with farmers, producers 

and manufacturers.” The checkoff-funded innovation 

program assisted with concept development to help launch 

seven new beef bowls. They’re featured in the self-serve ready-

to-heat-and-eat segment of the deli. The fresh ingredient bowls 

give the consumer the flexibility to buy and consume when they 

are ready to eat. The varieties include: Beef Fiesta, Country Style, 

BBQ, Beef and Broccoli, and Italian among other popular ethnic 

cuisines. During the launch, the featured items were so successful 

that it became difficult to keep them on the shelf. Their success and 

increasing sales each week showed support for expanding beef offerings at 

both the hot service counter for quick meal solutions and the cold deli counter.  

To see Beef Bowl recipes,  

CLICK HERE

ASSESSING  
CONSUMER DEMAND
With the Consumer Beef Index

Three out every four consumers say beef is a top choice for dinner. That’s  

according to the checkoff-funded Consumer Beef Index, a semi-annual study that assesses 

consumer behavior. In the spring 2017 wave of the study, 93% of the 1000+ respondents  

said they eat beef at least monthly. Taste and the desire to eat more protein continue  

to drive beef consumption, while nutritional, production and price concerns  

lead to cutbacks in beef consumption.   

ADDRESSING 
SAFETY CHALLENGES 
At the 15th Annual Beef  
Industry Safety Summit

PRODUCER 
PROFILING PROJECT 
Underpinning for the Cattlemen’s 
Stewardship Review 

To support the development of the 2017 

Cattlemen’s Stewardship Review, 679 U.S. 

producers were surveyed to understand 

their attitudes, beliefs and operational 

dynamics within the fabric of American 

society and culture. Results show that while 

American cattlemen differ widely in terms 

of their operations, they share important 

commonalities that focus on doing the 

right thing for their animals and being 

good stewards of the land to ensure a safe, 

wholesome and enjoyable product. 

For an overview of this research,  

CLICK HERE

For more information about the Safety Summit, CLICK HERE

To view the Meeting Summary, CLICK HERE

The 15th annual Beef Industry 

Safety Summit brought together 

more than 200 industry leaders and 

safety professionals from all sectors 

of the beef industry to focus on 

strategies to improve beef safety. 

One of the event’s highlights was 

the opening general session, which 

gave a look back at the evolution 

of microbiological testing. Four 

industry veterans with expertise in 

beef processing, epidemiology and 

public health, as well as regulatory 

oversight, shared their perspectives 

on the essential components of a 

robust testing scheme. 

Breakout sessions focused on a 

range of topics including packing and 

further processing, impacts of the 

Federal Food Safety Modernization 

Act and student training and 

education programs to develop 

skilled food safety professionals. 

These sessions allowed all 

participants to engage in the 

dynamic discussion the Beef Industry 

Safety Summit is known for — 

continuously improving beef’s safety 

through sound science and industry 

collaboration. 

NEW RECIPES 
IN DEVELOPMENT
for BeefItsWhatsForDinner.com    

Twelve advanced recipes, the majority conceived from original consumer 

recipes, were developed to meet the demands of consumers looking  

to elevate their skills and experience in the kitchen. 

For advanced recipes and photos, CLICK HERE

http://www.beefboard.com
http://www.2017beefboardannualreport.org
https://www.beefresearch.org/CMDocs/BeefResearch/PE_Executive_Summaries/2016_NBTS_ExecSummaryLR112216-08.pdf
http://www.beefresearch.org
http://www.goharvestmarket.com/our-story/food-philosophy
http://www.goharvestmarket.com
http://www.beefissuesquarterly.org/CMDocs/BeefResearch/MR_Presentations/Producer_Profiling_Snapshot.pdf
http://www.bifsco.org/
http://www.bifsco.org/safetysummit.aspx
http://www.bifsco.org/safetysummit.aspx
http://www.bifsco.org/safetysummit.aspx
http://www.beefitswhatsfordinner.com
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INFORMATION

ENGAGING 
ONLINE SHOPPERS
16 Percent Increase in Beef Units Sold

Providing content to the world’s largest online retailer increased beef sales  

during a three-month pilot test. The checkoff worked with Amazon to refresh 

the Beef Category Page on the Amazon Fresh Prime platform. During the 

three-month period, Amazon utilized the checkoff ’s consumer videos, recipes 

and photography in a test to drive online steak, roast and rib sales. The 

program resulted in a 16 percent increase in beef units sold.

Steaks Roasts Ribs

LET’S TALK NUTRITION
EMPOWERING INFORMED FOOD CHOICES

Your investments in the beef checkoff help educate consumers about beef nutrition. The beef 

checkoff funds research and outreach to help consumers, health professionals, dieticians and 

the food service industry purchase, prepare and use beef and beef products. 

CONSUMER
Emerging evidence supports nutrient-dense protein, including 

beef, as a first solid food in an infant’s diet. The research was 

presented to more than 600 health professionals during the 

Nutrition Strategies for Infants and Children webinar. Following 

the webinar, participants were eligible to take a quiz to earn 

continuing education credits. 

To watch the webinar, CLICK HERE

HEALTH 
PROFESSIONALS

Beef checkoff addresses important nutrient 
requirements for nourishing infants and children

EDUCATIONAL WEBINAR  
ATTRACTS MORE THAN 

600

www.beefboard.orgCattlemen’s Beef Board Annual Report 2017 19
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https://www.aafp.org/about/initiatives/industry-features/proteinsinfantstoddlers.html
http://www.beefboard.org
http://www.2017beefboardannualreport.org
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ON THE FARM

STEM

 48 percent increase in responses that the

“positives strongly outweigh 
the negatives of beef.” 

 51 percent increase in the perception that the 

“positives strongly outweigh the 
negatives of how cattle are raised.” 

43 percent decrease in those

concerns regarding antibiotic 
use in beef production. 

29

90

NUTRITION PROFESSIONALS
Registered Dietitians | Nurse Practitioners | Medical 
Doctors | Nutrition Educators | Fitness Professionals

1,700

who could share a positive beef nutrition message 
with their patients, clients or circles of influence.

over our FY16 achievement of 24 percent.

90 percent favorability of beef from 
attendees who were polled.

Onsite engagement with nutrition 
professionals increased to an average of

While engaging with nutrition professionals  
at meetings and conferences, the 

checkoff was able to garner a

The checkoff certainly made its mark with 
nutrition professionals throughout the 

northeast, an area where traditionally little
to no checkoff activity is conducted.

THROUGHOUT FY17, THE CHECKOFF  
WAS ABLE TO REACH UPWARDS OF

NORTHEAST NUTRITION 

INFLUENCER 
Outreach

The beef checkoff sponsors On the Farm STEM events to enhance ag literacy by providing STEM (science, technology, 

engineering and math) teachers with hands-on training. In FY17, On the Farm STEM events engaged key influencers  

in education for nationally focused immersive experiences. Pre- and post-assessments were administered to all  

participants and data indicates significant change in consumer attitude toward beef. After completing the program, 

participants indicated:

Participants also shifted in their perception of antibiotic use. 

At the beginning of the program, participants were concerned 

about the use of antibiotics. After participating in the event, 

we were able to document a:

http://www.beefboard.com
http://www.2017beefboardannualreport.org
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INFORMATION
INVESTING IN IMAGE
BUILDING CONSUMER CONFIDENCE IN BEEF

The beef checkoff strengthens the industry through investments 

in issues management, public relations and quality assurance. 

INDUSTRY

NATIONAL
ANTIBIOTICS

Combatting Antibiotics Resistance 

For the sixth year in a row, the beef 

checkoff helped fund a national antibiotics 

symposium. The engagement of 10 beef 

producers before, during and after the 

antibiotics symposium provided a “boots 

on the ground” point of view of one of 

the most critical issues facing animal 

agriculture. This engagement allowed 

producer concerns and priorities about 

resistance to be amplified during the 

symposium. Producers were also able 

to build personal relationships with key 

human health professionals, strengthening 

the One Health approach needed to 

combat antibiotic resistance. The beef 

checkoff helped fund a new piece of 

antibiotic-focused digital content to spur 

online engagement around antibiotic 

resistance. Several social media images 

were disseminated in easy-to-share ways 

with stakeholders in the beef community 

for use in their communication strategies. 

Several pieces of content feature images 

and quotes from beef producers who 

attended the antibiotic symposium, 

putting faces with this important issue and 

highlighting producers’ care and focus  

on animal welfare. 

 SYMPOSIUM

For more information on the National Antibiotic Symposium, CLICK HERE
To view the antibiotic-focused digital content, CLICK HERE

www.beefboard.orgCattlemen’s Beef Board Annual Report 2017 23

http://www.beefboard.com
http://www.2017beefboardannualreport.org
https://animalagriculture.org/ABX-2017-Home/
https://animalagriculture.org/ABX-2017-Home/
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In March 2017, the Natural Resources 

Defense Council released a report that 

erroneously linked a decline in beef 

consumption to a reduction in carbon 

emissions equivalent to taking 57 million 

cars off the road.

The Issues Management and 

Media Relations team drafted a 

corrective statement that was 

shared with journalists who 

covered the report, including 

Sarah Strom, a reporter from the 

New York Times. 

Strom quoted Daren Williams 

and Sara Place, Ph.D., in her article, 

providing proper context to the report. 

They state it was “fallacious” to draw 

a link between beef consumption and 

automobile emissions and clarified 

that a decline in U.S. beef 

consumption did not 

correlate to a reduction 

in production. 

Dr. Place emphasized strides the beef 

industry made in reducing carbon 

emissions, highlighting that one-third 

fewer cows were needed in 2015 to 

produce the same amount of beef 

produced in 1975. 

The Issues Management and Media 

Relations team responded to 10 media 

inquiries, coordinating interviews with 

Sara Place, Ph.D. and representatives 

from Cattlefax.

Media ranged from industry and 

environmental publications like 

Restaurant Hospitality, Greenwire 

and Organic Authority to mainstream 

consumer outlets FOX News, Food & 

Wine and Mashable. 

CORRECTING THE

RECORD
On Beef Consumption and Sustainability

National Beef Quality 
AUDIT RESULTS RELEASED
Since 1991, the checkoff-funded National Beef Quality Audit (NBQA) has provided 
cattle and beef producers a meaningful set of guideposts and measurements to assess 
where our industry stands on beef quality. The 2016 NBQA, Navigating Pathways 
to Success, was released in July 2017. Food safety remains a key quality factor, and 
product quality was the most cited strength of the steer and heifer sector. It was noted 
that efforts must continue to have Beef Quality Assurance recognized as a leader in 
consumer-facing channels. 

To view current and historical NBQA resources, CLICK HERE

Lessons in Ranch Life 
BLOG RESONATES WITH READERS
Growing up on a farm or ranch provides young people with invaluable lessons and 
life skills. Tierra Kessler, a Masters of Beef Advocacy Top of the Class alumna, penned 
a blog post highlighting the many ways ranch life prepares kids for careers and life 
in general. The piece, “5 Values I Learned on the Ranch” was promoted on Twitter 
and Taboola, a news discovery platform, to share a glimpse into life on a beef ranch. 
The promotional campaign yielded phenomenal results with more than 10 million 
impressions and more than 13,000 clicks to the blog post. 

To view the “5 Values I Learned on the Ranch,” CLICK HERE

Veal Quality Assurance (VQA) 
PROGRAM UPDATE
During FY17, the beef checkoff-funded Veal Quality Audit (VQA) program and certification 
process was thoroughly reviewed and updated by a technical advisory group. The technical 
advisory group included veal farmers, veterinarians and industry experts including K. Fred 
Gingrich II, DVM, American Association of Bovine Practitioners, and Dan Kniffen, Ph.D., Penn 
State, Beef Faculty/Extension, and chairman of the National Beef Quality Assurance Program. 
Established in 1990, VQA provides science-based best practices and standards to ensure that 
veal calves receive quality care through every stage of life and are raised using production 
standards that result in a safe, wholesome, quality product that meets or exceeds regulatory 
and customer expectations. Veal farmers are certified every two years and there is 96 percent 
participation in the program.

The Beef Checkoff 
Set the Record 
Straight.
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THINK GLOBAL
DRIVING DEMAND AND PREFERENCE FOR U.S. BEEF

FOREIGN
COSTCO-KOREA GOES
“ALL-IN”
On chilled U.S. Beef

U.S. beef exports to South Korea received a major boost in fiscal 

2017 when Costco officially converted the imported chilled 

beef selection at all 15 of its Korean locations from Australian 

product to 100 percent U.S. beef. The move followed multi-

year, checkoff-funded efforts by the U.S. Meat Export 

Federation (USMEF), contractor to the beef checkoff, to 

restore consumer confidence in U.S. beef and persuade 

Costco executives that sales of U.S. beef will match or 

exceed Australian beef’s performance. 

After long absence, checkoff works to 
REINTRODUCE U.S. 
BEEF IN CHINA
China was one of only a few international markets that never reopened 

to U.S. beef following the 2003 BSE case — but that changed in June 

2017, as the U.S. and China announced a long-awaited market reopening. 

Because of China’s unique requirements for imported beef, U.S. exports 

are expected to begin slowly and build over time. The beef checkoff 

is already playing a significant role connecting U.S. exporters with 

prospective buyers and educating producers, processors and exporters 

about how to successfully navigate China’s regulatory requirements.

MARKETING

From expanding existing markets to developing new opportunities, 

the beef checkoff invests in promotion and research to market  

U.S. beef internationally. 

RESULTS:
It will take time for U.S. beef to gain 

a foothold in the Chinese market, 

but the long-term prospects are 

encouraging. China’s beef imports 

have exploded over the past few 

years, growing from $112 million in 

2011 to nearly $2.6 billion in 2016. And 

while China receives ample supplies of 

commodity beef from other suppliers, 

the U.S. industry has an opportunity 

to fill the need for high-quality beef 

in China’s foodservice and high-end 

retail sectors. Several key outlets 

began offering U.S. beef in the 

summer of 2017, and the product has 

been very well-received.  

RESULTS: 
Costco’s move represents about 15,000 

metric tons (mt) of incremental new beef 

business in 2017 alone, with opportunities 

for growth. Success at Costco is one of 

the factors driving tremendous growth in 

chilled U.S. beef exports to South Korea.

2017

$2.6B
IN 2016

CHINA’S BEEF 
IMPORTS

CHINA’S BEEF 
IMPORTS WERE

IN 2011

$112M

FROM JANUARY – AUGUST 2017, 
chilled exports climbed an impressive 88 percent in volume (to 27,378 mt) 
compared to the same period in 2016, while export value nearly doubled to:

$243.8 MILLION

94
INCREASE OF

http://www.beefboard.com
http://www.2017beefboardannualreport.org


www.beefboard.org 29Cattlemen’s Beef Board Annual Report 2017

COMMUNICATION
FOCUSED ON YOU
SHARING THE ‘MY BEEF CHECKOFF STORY’

PRODUCER

The great majority of followers on 

the checkoff’s producer-facing social 

media platforms are cattle producers, 

who are getting information about 

their checkoff on the MyBeefCheckoff 

Facebook page, Twitter handle and 

YouTube channel. The number of 

followers on the MyBeefCheckoff 

Facebook page grew by 19 percent 

in 2017, surpassing 35,000 followers, 

as information on the page has 

been targeted to engage checkoff 

investors in conversation about 

checkoff activities and results. 

New custom graphics are aimed at 

grabbing the attention of followers 

and encouraging engagement. The 

Facebook page drives visitors to 

MyBeefCheckoff.com content and 

encourages producers to participate 

in online conversations. YouTube 

subscription saw a similar increase, 

growing  19% over 2016.

BEEFING UP
SOCIAL MEDIA

RESULTS: 
Producer Communication’s Facebook, Twitter and YouTube properties have more than 47,000 followers, representing an end-of-the-year growth of 18.5 percent. Throughout the year, 1.99 million people were reached via social media efforts, a 130 percent increase over 2016, 

resulting in more than 317,300 engagements. More than 11,800 MyBeefCheckoff Twitter followers  engaged with information about checkoff results during the year, and now are receiving more calls-to-action and event information about the #WasteLess campaign, Beef WISE 

study, National Beef Quality Audit results, and beef research efforts funded by the checkoff. If you haven’t joined the conversation, it’s time.

18.5
END-OF-THE-YEAR 

GROWTH

47,000
SOCIAL MEDIA 
FOLLOWERS

130
INCREASE OVER

2016

1.99 MILLION
PEOPLE REACHED 

VIA SOCIAL

94
INCREASE OVER

2016

MORE THAN 
11,800 TWITTER 

FOLLOWERS ENGAGED
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THE FACES OF THE
BEEF CHECKOFF

During fiscal 2017, the beef checkoff 

featured an auction market 

representative and three beef 

producers in communication materials 

designed to inform producers about 

their checkoff investments.

 

The My Beef Checkoff Campaign 

delivers checkoff results to producers 

from their fellow investors. The first 

quarter featured Kristina McKee, a 

partner in Mid-South Livestock Center. 

She talked about the importance of 

the checkoff’s retail, foodservice and 

youth marketing programs. Amelia 

Kent shared messages about the 

checkoff’s foreign marketing efforts 

during the second quarter. Steven 

Mafrige represented the checkoff in 

the third quarter, addressing how the 

checkoff gets correct information 

about the beef industry to consumers 

while correcting misinformation. 

Chair of the BQA Advisory Group 

Dan Kniffen highlighted results of the 

checkoff-funded National Beef Quality 

Audit during the fourth quarter.

The multimedia campaign included 

video, print and audio news releases, 

newsletters, direct communications 

to checkoff boards and state beef 

councils, social media, and ads that 

linked to custom landing pages on

www.MyBeefCheckoff.com. 

Quarter One
KRISTINA MCKEE
Partner in Mid-South 
Livestock Center

Quarter Two
AMELIA KENT
Cattlemen’s Beef  
Board Member

Quarter Three
STEVEN MAFRIGE
Cattlemen’s Beef  
Board Member

Quarter Four
DAN KNIFFEN
Chair of the BQA 
Advisory Group 

RESULTS: 
36,227 unique users visited the producer-facing MyBeefCheckoff.com website, spending an average time of 2:05 on the site 

during each visit through fiscal 2017. A combination of print, digital and earned media reached the top 25 agricultural publications, 

reaching more than 67 million and engaging more than 796,000. Open and click-thru rates for checkoff communications were at  

or above industry averages for all electronically delivered materials. Similarly, checkoff print ads scored above average in all 

readership studies. 

36,227
USERS VISITED 

MYBEEFCHECKOFF.COM
(PRODUCER-FACING)

67M
REACHED 

MORE THAN

796K
ENGAGEMENT 

OF MORE THAN

Recognize  
these faces?
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2017 2016

ASSETS
Cash and cash equivalents $10,413,663 $13,757,930

Short-term Investments $3,000,000 $1,500,000

Long-term investments $7,000,000 $5,500,000

Capital Assets, net of 
accumulated depreciation of 
$73,445 and $75,347

$2,793 $4,740

Other $480 $144

TOTAL ASSETS $20,416,936 $20,762,814

LIABILITIES & NET 
ASSETS
Due to state beef councils & 
other

$3,489 $3,130

Due to Montana Beef Council $62,778 $0

Net Assets, Unrestricted:

Designated for future expenses $15,025,245 $16,066,876

Designated – Board reserve $4,350,000 $4,350,000

Undesignated $975,424 $342,808

TOTAL LIABILITIES  
& NET ASSETS

$20,416,936 $20,762,814

REVENUES
Assessments $40,926,265 $39,114,755

Interest $110,656 $109,324

Other $18,981 $35,982

TOTAL REVENUES $41,055,902 $39,260,261

EXPENSES
Program Expenses:

Promotion $7,871,078 $7,483,378

Research $9,102,863 $9,755,701

Consumer Information $7,913,258 $7,279,544

Industry Information $4,180,808 $3,054,637

Foreign Marketing $8,140,797 $8,123,678

Producer Communications $1,498,613 $1,460,199

Program Evaluation $202,832 $203,164

Program Development $292,090 $265,182

TOTAL PROGRAM EXPENSES $39,202,339 $37,625,483

Supporting Services:

USDA Oversight $465,853 $349,024

Administration $1,796,725 $1,746,258

TOTAL EXPENSES $41,464,917 $39,720,765

2017

  QUALIFIED STATE BEEF COUNCILS

Alabama $    296,378  
Arizona 313,068
Arkansas 368,387
California 1,760,469
Colorado 1,534,234

Delaware 5,146
Florida 331,076
Georgia 285,889
Hawaii 20,270
Idaho 766,920

Illinois 315,125
Indiana 243,826
Iowa 1,647,056
Kansas 3,778,918
Kentucky 665,255

Louisiana 157,927
Maryland 41,751
Michigan 308,407
Minnesota 769,446

Mississippi 267,223
Missouri 1,289,833
Montana 972,989
Nebraska 3,620,549
Nevada 105,610

New Jersey 3,775
New Mexico 560,255
New York 316,449
North Carolina 149,345
North Dakota 613,320

Ohio    316,216          
Oklahoma 1,854,803
Oregon 420,962
Pennsylvania 374,464
South Carolina 79,244

South Dakota 1,617,258
Tennessee 407,267
Texas 4,928,910
Utah 267,474
Vermont 44,378

Virginia 373,345
Washington 572,245
West Virginia -
Wisconsin 710,916
Wyoming      509,094     

       Total Qualified State Beef Councils 33,985,472

  STATES WITHOUT QUALIFIED  
  STATE BEEF COUNCILS

Alaska 190
Connecticut 13,254
Massachusetts 16,623
Maine 33,349
New Hampshire 10,536
Rhode Island 1,076
West Virginia 167,755            

       Total States Without Qualified  
       State Beef  Councils        242,783   

       Importers 6,698,010    
       Total Assessment Revenues $40,926,265

ASSESSMENT REVENUES:CATTLEMEN’S BEEF PROMOTION &  
RESEARCH BOARD
Statement of Assets, Liabilities and Net Assets
Sept. 30, 2017 and Sept. 30, 2016

Cattlemen’s Beef Promotion & Research Board  

9000 East Nichols Avenue, Suite 215  

Centennial, Colorado 80112, 

Phone: 303-220-9890
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