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Proposal Goal Contractor 

2720-CI 
 

A 
To strengthen consumer confidence in beef as a trusted, 
nutritious, and preferred protein choice among 
Northeast consumers. 

MICA/NEBPI 

2721-CI 

 
 

A 

Build foundational understanding of beef production and 
nutrition through scalable science education initiatives tha  
strengthen consumer confidence, reduce susceptibility to 
misinformation, and support long-term demand for U.S. 
beef. 

AFBFA 

2722-CI 

 
A 
 

Drive consumer demand for beef by establishing strong, 
enduring consumer confidence and a fully-activated 
ecosystem of trusted third-party advocates and 
platforms that consistently shape positive consumer 
perceptions. 

NCBA 

2723-CI 

 
 

A 

Increase consumer understanding, trust, and confidence 
in beef farmers and ranchers through immersive 
educational experiences and digital learning 
opportunities delivered through the Voice of the Farmer 
Garden. 

FJF 
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Organization Profile 

CONSUMER INFORMATION | 2720-CI 
Meat Import Council of America | Northeast Beef Promotion Initiative  
 
 
 
 
Organization Description  
A brief overview of the organization, including its mission, history, and key programs or services. 

MICA is dedicated to promoting and facilitating the trade of wholesome imported meat and meat 
products to the United States. Serving as a clearinghouse for information, industry contacts, and organized 
activities, MICA plays a pivotal role in supporting the evolving needs of global marketing channels that 
deliver imported meat from offshore farms and ranches to consumers in the United States. Since its 
founding in 1962, MICA has continuously adapted to meet the changing demands of its members, 
solidifying its reputation as a trusted and enduring advocate for the imported meat industry. 
  
MICA serves as the contracting organization and holds the contract with the Beef Promotion Operating 
Committee. To execute the approved programming within the Northeast region, MICA subcontracts with 
the Pennsylvania Beef Council, which administers and delivers activities through the Northeast Beef 
Promotion Initiative (NEBPI). 
  
This relationship is highly collaborative and designed to maximize operational efficiency, regional 
coordination, and program impact. MICA maintains contractual oversight and fiscal accountability, 
including submission of monthly billing statements and financial reporting to the Cattlemen’s Beef Board 
and distribution of approved reimbursement payments to the Pennsylvania Beef Council/NEBPI. 
 
The Pennsylvania Beef Council, through NEBPI, serves as the operational lead and houses all dedicated 
program staff responsible for planning, implementing, managing, and evaluating funded activities across 
the region. In addition to executing programming, the Pennsylvania Beef Council provides day-to-day 
administrative and financial support for the authorization request, including accounts payable, accounts 
receivable, contracting support, reporting coordination, program administration, and compliance 
tracking. 
  
Regular communication and coordination between MICA and the Pennsylvania Beef Council ensure 
alignment on program priorities, financial stewardship, performance measurement, and timely execution 
of approved initiatives. This structure allows both organizations to leverage their respective strengths to 
efficiently deliver regional programming and maximize return on Beef Checkoff investments. 
 
Affiliated Organizations 
Organizations that have a formal relationship with the parent organization, which may include staff support, shared resources, 
and the management of administrative functions.  

None 
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Section 1: Overview 
 
 
 
Executive Summary 
The Northeast Beef Promotion Initiative (NEBPI), established in fiscal year 2005–2006, continues to play 
a critical role in extending nationally developed Beef Checkoff messaging to one of the country’s most 
influential consumer markets: the Northeast United States, spanning 12 states from Maine to Virginia. 
  
The Northeast represents a unique challenge and opportunity for the beef industry. In this region, people 
outnumber cattle 15 to 1, creating one of the most consumer-dense markets in the nation with more than 
74.9 million residents[1,2]. Despite its significant population and purchasing power, only 2.7% of national 
Beef Checkoff dollars are collected within the region[3]. Additionally, six of the twelve Northeast states 
operate without a Qualified State Beef Council (QSBC), limiting consistent access to grassroots Beef 
Checkoff programming and resources. 
 
In a region where consumers are far removed from production agriculture, yet highly engaged in 
conversations surrounding health, nutrition, sustainability, food transparency, and value, strategic Beef 
Checkoff investment remains essential to ensure beef remains relevant, trusted, and top-of-mind among 
key audiences. 
  
NEBPI exists to bridge this gap by extending nationally developed Beef Checkoff messaging through 
targeted, research-driven programming designed to influence the audiences that shape beef perception, 
purchasing decisions, and consumption behaviors throughout the Northeast. Through collaboration with 
regional QSBCs, other national Beef Checkoff contractors, and industry partners, NEBPI maximizes the 
impact and efficiency of Beef Checkoff investments while creating meaningful engagement opportunities 
across the region. 
  
To strengthen beef demand in this high-opportunity market, NEBPI focuses efforts across three strategic 
influence pathways: 
  
Influence Pathway One: Nutrition & Healthcare Professionals 
NEBPI prioritizes engagement with credentialed nutrition and healthcare professionals as they serve as 
trusted voices who influence consumer confidence, dietary perceptions and choice, and long-term 
attitudes toward beef. As consumers increasingly seek credible, science-based information about health, 
nutrition, sustainability, and food production practices, NEBPI leverages the Northeast’s strong network 
of nutrition and health experts such as registered dietitians, physicians, nurses, physician associates, and 
others to communicate evidence-based messaging about beef’s role in a balanced eating pattern at all life 
stages while addressing misinformation and consumer concerns. 
  
Program efforts under this pathway focus on delivering high-impact educational opportunities, peer-to-
peer engagement, continuing education, and collaborative partnerships that enhance understanding of 
beef’s nutritional value, culinary versatility, affordability, and role in a balanced eating pattern. These 
efforts help position beef as a trusted, nutrient-dense protein option while empowering influential 
professionals to confidently communicate positive beef messaging to their patients, clients, and 
communities alike. 
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Influence Pathway Two: Supply Chain Experts & Industry Influencers 
The Northeast is highly dependent on a strong and efficient food supply chain to meet consumer demand, 
therefore, NEBPI strategically engages retail, foodservice, meat processing, distribution, and culinary 
partners who directly influence beef visibility, purchasing experiences, merchandising, and menu creation 
and utilization throughout the region. 
  
Given several densely populated metropolitan markets in the Northeast, including New York City, Boston, 
Philadelphia, Hartford, and Washington D.C., there is significant opportunity to strengthen beef’s position 
among consumers. However, many supply chain partners, particularly smaller retailers, distributors, meat 
processors, and foodservice operators, may have limited familiarity with today’s beef production 
practices, beef merchandising strategies, culinary applications, and available Beef Checkoff resources. 
  
Programming under this pathway focuses on strengthening relationships across the supply chain while 
improving knowledge, confidence, and utilization of beef through educational programming, 
merchandising support, workforce development efforts, culinary engagement, and strategic partnerships. 
By increasing awareness of beef’s value, versatility, eating experience, and production story, these efforts 
help ensure consumers encounter positive beef purchasing and dining experiences that reinforce beef as 
the protein of choice. 
  
Influence Pathway Three: Northeast Consumers & Athletic Partnerships 
NEBPI consumer outreach efforts focus heavily on strategic athletic and active lifestyle partnerships that 
position beef as a trusted source of strength, performance, recovery, and nourishment for today’s 
consumers. 
  
The athletic and active lifestyle demographic within the Northeast, spanning high school, collegiate, and 
professional sports audiences, represents a highly engaged consumer segment actively seeking science-
based nutrition information related to protein, wellness, and performance. Athletic partnerships provide 
a powerful and emotionally relatable platform to reinforce beef’s nutritional benefits through trusted 
voices including registered dietitians, coaches, athletic trainers, strength and conditioning professionals, 
and athletes themselves. 
  
These partnerships create opportunities to reach student athletes, families, coaches, athletic 
administrators, fans, and wellness-focused consumers at critical life stages when purchasing habits and 
dietary preferences are actively forming. Importantly, these audiences also include parents and household 
grocery decision-makers who play a direct role in food purchasing behaviors. 
  
In addition to athletics-based outreach, NEBPI leverages strategic digital programming, social media 
engagement, paid advertising, experiential activations, and consumer-facing partnerships to amplify 
positive beef messaging throughout the region. These efforts provide year-round access to consumers 
within densely populated metropolitan markets while positioning beef as a flavorful, versatile, high-
quality protein option aligned with performance, wellness, convenience, and value. 
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Leveraging Consumer Insights 
NEBPI’s programming strategy is continuously informed by region-specific consumer insights generated 
through the Northeast Consumer Insights Dashboard, which analyzes and interprets Northeast-specific 
findings derived from the National Cattlemen’s Beef Association’s (NCBA) Consumer Beef Tracker Survey. 
While the Consumer Beef Tracker Survey provides national consumer sentiment and behavioral data, the 
Northeast Consumer Insights Dashboard translates those findings into regional insights that reflect the 
unique attitudes, priorities, and purchasing behaviors of consumers across the Northeast. 
  
These insights confirm that Northeast consumers actively consume beef and prioritize taste, value, 
affordability, and health when making protein purchases. They also show growing interest in convenient 
meal solutions, ground beef, nutrition, production transparency, food safety, and learning about local 
beef producers. 
 
By leveraging these research-based insights, NEBPI delivers relevant, impactful programming that aligns 
with Northeast consumer values and purchasing behaviors while supporting the priorities of the Beef 
Industry Long Range Plan. 
  
Throughout the fiscal year, NEBPI program staff will maintain collaboration with the NCBA Market 
Research team, regional QSBCs, industry partners, and fellow Beef Checkoff contractors to maximize 
resources, strengthen partnerships, and extend the reach of Beef Checkoff investments throughout the 
Northeast. 
  
Through collaborative partnerships, trusted influencers, research-driven engagement, and targeted 
audience strategies, NEBPI positions beef as a trusted, high-quality protein choice while strengthening 
consumer confidence, improving beef’s image, and increasing demand throughout one of the nation’s 
most influential consumer markets. 
 
Citations 
1. Annual Estimates of the Resident Population for the United States, Regions, States, District of 

Columbia, and Puerto Rico: April 1, 2020 to July 1, 2025 - https://www2.census.gov/programs-
surveys/popest/tables/2020-2025/state/totals/NST-EST2025-POP.xlsx   

2. https://esmis.nal.usda.gov/sites/default/release-files/795748/catl0126.pdf  

3. Cattlemen’s Beef Promotion and Research Board, Statement of Assets, Liabilities and Net Assets, 
September 30, 2025 - https://www.beefboard.org/wp-content/uploads/2026/02/FY25-CBB-
Financial-Statement.pdf   

 
 
FY27 Funding Summary 

Start Date  End Date 

October 1, 2026  September 30, 2027 

 
National Beef Checkoff Requested Funding and Other Anticipated Contributions 
NATIONAL BEEF CHECKOFF FUNDING 

$1,500,000 

84.5% OF TOTAL FUNDING 

 OTHER ANTICIPATED CONTRIBUTIONS 

$276,000 

15.5% OF TOTAL FUNDING 

 TOTAL FUNDING 

$1,776,000 

CHECKOFF + ANTICIPATED CONTRIBUTIONS 

https://www2.census.gov/programs-surveys/popest/tables/2020-2025/state/totals/NST-EST2025-POP.xlsx
https://www2.census.gov/programs-surveys/popest/tables/2020-2025/state/totals/NST-EST2025-POP.xlsx
https://esmis.nal.usda.gov/sites/default/release-files/795748/catl0126.pdf
https://www.beefboard.org/wp-content/uploads/2026/02/FY25-CBB-Financial-Statement.pdf
https://www.beefboard.org/wp-content/uploads/2026/02/FY25-CBB-Financial-Statement.pdf
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Section 2: Funding Proposal(s) 

Proposal A 

 
 

 
 

 

 
 
Goal Statement: To strengthen consumer confidence in beef as a trusted, nutritious, and preferred protein 
choice among Northeast consumers. 
 
I. Strategy 

A. Operating Environment Assessment (Market, Situation, or Landscape) 
The Northeast United States is one of the nation’s most densely populated and influential 
consumer markets, yet it remains largely disconnected from production agriculture and beef 
production. Spanning 12 states from Maine to Virginia, the region is home to more than 74.9 
million residents, with people outnumbering cattle 15 to 1[1,2]. Despite its size and influence, 
only 2.7% of national Beef Checkoff dollars are collected in the region[3], and six of the twelve 
states operate without a Qualified State Beef Council infrastructure. These dynamics present 
both challenges and opportunities to strengthen consumer trust and demand for beef. 
  
Research shows that Northeast consumers value taste, affordability, healthfulness, and 
overall value when making protein purchasing decisions[4]. However, consumers are exposed 
to an increasingly competitive protein marketplace and a constant stream of conflicting 
information related to nutrition, sustainability, food production, and wellness. Economic 
pressures, evolving eating habits, and the influence of digital media further shape consumer 
perceptions and purchasing behaviors. 
  
Despite these challenges, beef remains well-positioned within the Northeast market. 
Consumers strongly associate beef with taste, satisfaction, versatility, and high-quality eating 
experiences, while growing interest in high-quality protein, performance nutrition, satiety, 
and nutrient density creates additional opportunities to reinforce beef’s relevance across a 
variety of lifestyles and meal occasions. 
  
Because Northeast consumers are geographically and culturally removed from production 
agriculture, trusted influencers play a critical role in shaping perceptions of beef. Healthcare 
professionals, registered dietitians, chefs, retail and foodservice operators, athletic and active 
lifestyle partners, beef producers, and digital engagement platforms serve as important 
pathways for delivering credible, science-based information that connects consumers to 
modern beef production and reinforces beef’s nutritional and culinary value. 
  
While low Checkoff collections, limited infrastructure, and fragmented metropolitan markets 
present challenges, the region’s dense population centers, strong beef consumption habits, 
concentration of influential professionals, and demand for trustworthy food and nutrition 
information create significant opportunities for impact. Strategic Beef Checkoff investments 
that leverage trusted partnerships and targeted outreach can strengthen consumer 
confidence, reinforce beef’s competitive position, and drive long-term demand within one of 
the nation’s most influential consumer markets. 
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Citations 
1. Annual Estimates of the Resident Population for the United States, Regions, States, 

District of Columbia, and Puerto Rico: April 1, 2020 to July 1, 
2025 - https://www2.census.gov/programs-surveys/popest/tables/2020-
2025/state/totals/NST-EST2025-POP.xlsx   

2. https://esmis.nal.usda.gov/sites/default/release-files/795748/catl0126.pdf  

3. Cattlemen’s Beef Promotion and Research Board, Statement of Assets, Liabilities and 
Net Assets, September 30, 2025 - https://www.beefboard.org/wp-
content/uploads/2026/02/FY25-CBB-Financial-Statement.pdf   

4. Consumer Beef Tracker, Analysis: National Cattlemen’s Beef Association, a contractor to 
the Beef Checkoff 

 
 
B. Long-Term Strategy and Rationale  

Understanding the Northeast Region 
NEBPI’s long-term strategy is rooted in the understanding that increasing beef demand within the 
Northeast requires a specialized and highly targeted approach that reflects the region’s unique  
marketplace dynamics. Unlike traditional cattle-producing regions, Northeast consumers are  
geographically and culturally removed from production agriculture, resulting in fewer direct  
connections to beef producers and the beef industry overall. As a result, consumer perception,  
confidence, and purchasing behavior are more heavily influenced by trusted partners, firsthand  
experiences, and external narratives surrounding food, nutrition, wellness, sustainability, and value. 
  
To effectively strengthen beef demand within this environment, NEBPI staff focuses on leveraging the  
audiences, partnerships, and influence pathways most capable of shaping consumer attitudes and  
purchasing decisions at scale. The strategy prioritizes strengthening consumer confidence through  
trusted influencers, positioning beef within health, performance, and wellness conversations,  
increasing beef visibility and utilization throughout retail and foodservice channel, leveraging  
partnerships to maximize regional reach and efficiency, and utilizing research-driven, localized  
engagement strategies to ensure messaging remains relevant and impactful among Northeast consumers. 
  
Trusted Influence Pathways 
NEBPI’s approach is guided by key assumptions that directly inform program direction and investment  
priorities. First, trusted nutrition and healthcare professionals can positively influence consumer  
confidence, perception and choice surrounding beef. Northeast consumers actively seek science- 
based nutrition information from credible experts, creating an opportunity for registered dietitians,  
healthcare professionals, and subject matter experts to reinforce beef’s role as a nutrient-dense, high- 
quality protein option within a balanced eating pattern. Additionally, over half of Americans say they  
are more likely to trust food advice if it cites scientific evidence, is simple and easy to follow, and  
comes from a registered dietitian[1]. 
  
Second, retail, foodservice, culinary, and supply chain professionals influence consumer purchasing  
behavior by shaping product visibility, menu utilization, merchandising, and overall eating  
experiences. Strengthening relationships throughout the supply chain improves opportunities for  
consumers to encounter positive beef experiences that reinforce beef’s value, versatility, quality, and  
eating experience. 

https://www2.census.gov/programs-surveys/popest/tables/2020-2025/state/totals/NST-EST2025-POP.xlsx
https://www2.census.gov/programs-surveys/popest/tables/2020-2025/state/totals/NST-EST2025-POP.xlsx
https://esmis.nal.usda.gov/sites/default/release-files/795748/catl0126.pdf
https://www.beefboard.org/wp-content/uploads/2026/02/FY25-CBB-Financial-Statement.pdf
https://www.beefboard.org/wp-content/uploads/2026/02/FY25-CBB-Financial-Statement.pdf
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Third, athletic and active lifestyle partnerships provide high-impact opportunities to position beef as  
a trusted source of performance nutrition, strength, recovery, and wellness. According to a Trust in  
Advertising Study, conducted by Neilsen, consumers view brand sponsorships in sporting events as  
very trustworthy, in fact 81% of consumers either completely trust or somewhat trust branded  
sponsorships in sporting events[2]. Consumers engaged in athletics and active lifestyles are highly  
receptive to messaging surrounding protein quality, performance, and health, while athletic  
partnerships also provide scalable access to student athletes, families, coaches, trainers, wellness- 
focused consumers, and household grocery decision-makers within densely populated metropolitan  
markets. 
  
NEBPI’s strategy recognizes that Northeast consumers already have strong familiarity with beef and  
established beef consumption habits. Therefore, the long-term opportunity is not simply introducing  
consumers to beef, but rather strengthening preference, confidence, frequency of use, and long-term  
relevance within an increasingly competitive protein marketplace. Beef’s strengths in taste,  
versatility, nutrient density, cultural familiarity, and performance nutrition alignment provide a strong  
foundation upon which to build continued demand. 
  
Leveraging Consumer Insights to Drive Regional Relevance 
Another key assumption guiding NEBPI’s strategy is that research-driven and regionally tailored  
engagement strategies are more effective than broad, generalized messaging alone. Northeast  
consumers are highly diverse and influenced by localized cultural, demographic, and metropolitan  
dynamics. Utilizing consumer insights derived from the Northeast Consumer Insights Dashboard and  
other Beef Checkoff-funded market research allows programming and messaging to remain aligned  
with evolving consumer priorities surrounding health, affordability, transparency, convenience, and  
sustainability. 
  
NEBPI’s strategy combines demand generation and demand reinforcement efforts, with primary  
emphasis placed on strengthening consumer demand and confidence through trusted engagement  
pathways. Consumer-facing initiatives position beef positively within wellness, nutrition, culinary, and  
performance conversations through athletics, healthcare professionals, digital engagement,  
experiential activations, and strategic partnerships where consumers are already actively seeking  
information and inspiration. Complementary industry engagement efforts reinforce demand by  
strengthening relationships across retail, foodservice, culinary, and supply chain channels that  
influence beef visibility, utilization, and promotion. 
  
Maximizing Impact Through Collaboration 
NEBPI recognizes that maximizing the impact of Beef Checkoff investments within a large and diverse  
region requires collaboration with trusted organizations, existing networks, and influential regional  
partners. Rather than attempting to directly own every audience relationship, NEBPI strategically  
leverages existing platforms, audiences, infrastructure, and partnerships to extend the reach and  
effectiveness of Beef Checkoff messaging. This approach allows limited regional resources to create a  
broader impact within densely populated, high-opportunity markets. 
  
Additionally, NEBPI staff live and work within the Northeast region, providing valuable grassroots  
relationships, regional insight, and localized understanding that help identify opportunities, foster  
trusted partnerships, and connect Beef Checkoff efforts with the communities and audiences most  
capable of influencing consumer perception and purchasing behavior. These grassroots relationships  
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often create opportunities for engagement and collaboration that would not otherwise be accessible  
through broader national efforts alone. 
  
Achieving Long-Term Success 
Long-term success for NEBPI will be reflected in a Northeast marketplace where beef remains  
culturally, nutritionally, and socially relevant among consumers; where consumers increasingly  
associate beef with wellness, performance, value, and positive eating experiences; where trusted  
influencers actively amplify science-based beef messaging; where retail and foodservice channels  
maintain strong beef visibility and utilization; and where consumers feel more confident purchasing,  
preparing, and understanding beef and the people who raise it. Strengthening consumer  
understanding of modern beef production and reinforcing the connection between regional beef  
producers and the communities they serve will also remain an important long-term outcome. 
  
This strategy directly supports the Beef Industry Long Range Plan priorities surrounding Public  
Engagement & Building Confidence and Stakeholder Engagement. Through trusted messengers,  
science-based communication, strategic partnerships, grassroots engagement, and targeted outreach  
efforts, NEBPI works to strengthen consumer confidence in high-quality U.S. beef while fostering  
stronger collaboration across the beef supply chain to better respond to evolving consumer  
expectations. By prioritizing densely populated metropolitan regions and strategically engaging the  
audiences most capable of influencing purchasing behavior, NEBPI seeks to maximize the  
effectiveness of Beef Checkoff investments while strengthening long-term beef demand throughout  
one of the nation’s most influential consumer markets. 
 
Citations 
1. IFIC Spotlight Survey: Americans' Perceptions In Food & Nutrition Science. March 2026. 

2. https://www.nielsen.com/insights/2022/sports-sponsorships-are-raising-more-than-just-brand-
awareness/     

 
 

C. Past Performance and Evaluation Results  
Past performance continues to validate NEBPI’s core strategic assumption that strengthening beef 
demand within the Northeast requires sustained engagement through trusted influencers, strategic 
partnerships, and localized consumer outreach capable of shaping consumer perception, confidence, 
and purchasing behavior within a highly competitive marketplace. 
  
In FY25 alone, NEBPI programming generated consumer reach exceeding 23.4 million and more than 
304,600 consumer engagements. Additionally, efforts reached more than 73,000 experts with 
influence, including healthcare professionals, registered dietitians, retail and foodservice 
professionals, athletic staff, culinary professionals, and other stakeholder audiences, while directly 
engaging more than 7,600 influential partners and subject matter experts. These results reinforced 
that trusted intermediaries can extend Beef Checkoff messaging and influence consumer decision-
making at scale. 
  
Three key lessons have emerged from NEBPI’s recent performance and directly informed this 
Authorization Request. 
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1. Sustained Engagement Outperforms Isolated Activations. NEBPI has learned that repeated 
exposure to beef messaging through trusted ecosystems builds familiarity, strengthens confidence, 
and creates greater long-term influence than one-time promotional efforts alone. This learning led to 
a strategic evolution within athletics programming, from event-based sponsorships tied to individual 
moments, such as marathon activations, toward season-long partnerships and ongoing engagement 
opportunities that maintain year-round visibility for beef. Similar principles now guide healthcare, 
culinary, retail, foodservice, digital, and influencer efforts across the region. 
  
2. Localized and Research-Driven Programming Improves Relevance and Effectiveness. Insights 
gathered through the Northeast Consumer Insights Dashboard and Beef Checkoff-funded consumer 
research continue to demonstrate that Northeast consumers seek science-based nutrition 
information, value recommendations from trusted experts, and respond positively to messaging 
focused on wellness, performance, convenience, and value. These findings continue to shape 
audience selection, messaging priorities, and channel investment decisions. 
  
3. Strategic Collaboration Maximizes Impact in a Resource-Constrained Environment. Past 
performance has demonstrated that partnerships with fellow Beef Checkoff contractors, QSBCs, 
retailers, foodservice stakeholders, healthcare professionals, athletic organizations, culinary partners, 
and regional influencers significantly expand reach and improve efficiency. Given the Northeast’s 
fragmented metropolitan markets, limited QSBC infrastructure, comparatively low Checkoff 
collection, and high cost of market engagement, collaborative programming remains essential to 
achieving scale. 
  
Collectively, these learnings directly informed the Authorization Request and reinforced NEBPI’s 
continued focus on trusted influence pathways, long-term partnerships, localized engagement, and 
research-informed programming. Past performance demonstrates that sustained, collaborative, and 
trust-based strategies provide the greatest opportunity to strengthen consumer confidence, maintain 
beef’s relevance, and drive long-term demand throughout the Northeast. 
 
 
D. Opportunity/Constraint and Beef Industry LRP Summary Table 

Opportunity/Constraint and Beef Industry LRP Summary 

 Opportunity/Constraint Beef Industry LRP Goal  Target Outcome 

#1 

Within the Northeast marketplace, 
trusted liaisons and influence 
networks serve as critical pathways 
for shaping consumer perceptions 
amid competing nutrition, 
sustainability, and protein narratives, 
creating an opportunity to strengthen 
confidence in beef through 
coordinated, science-based 
communication and sustained 
engagement. 
 

Public Engagement & Building 
Confidence 

Trusted partners and influential 
stakeholders consistently 
integrate credible, science-based 
beef messaging into consumer 
touchpoints, strengthening 
consumer confidence and 
maintaining beef’s relevance 
within the Northeast 
marketplace. 
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#2 

Trusted partners play an increasingly 
important role in bridging the gap 
between Northeast consumers and 
modern beef production, creating 
opportunities to strengthen trust, 
transparency, and confidence in beef. 

Public Engagement & Building 
Confidence 

Trusted liaisons and strategic 
partners consistently deliver 
credible, positive beef 
experiences and information that 
strengthen consumer trust, 
improve relevance, and reinforce 
confidence in beef purchasing 
decisions throughout the 
Northeast. 

#3 

Within densely populated Northeast 
metropolitan markets, retail, 
foodservice, athletics, digital, and other 
influential partner ecosystems 
compete with alternative proteins and 
convenience-oriented food options for 
consumer attention, creating an 
opportunity to maintain sustained, 
multi-touchpoint beef visibility and 
positive consumer experiences. 

Public Engagement & Building 
Confidence 

Retail, foodservice, athletics, 
digital, and other strategic 
partners maintain consistent beef 
visibility and positive consumer 
experiences across key consumer 
environments, reinforcing beef’s 
relevance, value, and 
consideration within competitive 
metropolitan markets. 

 
 

E. Opportunity/Constraint Performance Measure Table (Outcomes) 

Opportunity/Constraint Performance Measures (Outcomes) 

Performance Measure 
2025 

Baseline 
2026 
Goal 

2027 
Goal 

2028 
Goal 

2029 
Goal 

2030 
Goal 

Opportunity/Constraint #1: Within the Northeast marketplace, trusted liaisons and influence networks serve as 
critical pathways for shaping consumer perceptions amid competing nutrition, sustainability, and protein narratives, 
creating an opportunity to strengthen confidence in beef through coordinated, science-based communication and 
sustained engagement. 
Increase confidence and trust in beef 
messaging, with at least 60% of 
evaluated participants indicating 
improved perceptions of beef’s 
nutritional value, versatility, 
sustainability, or fit within modern 
lifestyles following exposure to 
funded programming. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

N/A N/A 

Establish 
FY27 

benchmark 
data 

measuring 
consumer 
confidence 

and positive 
sentiment 

surrounding 
beef’s role in 

nutrition, 
wellness, 

value, and 
sustainability 

among 
targeted 

Northeast 
audiences. 

Increase 
positive 

consumer 
engagement 
with science-
based beef 
messaging 

among 
targeted 

Northeast 
audiences 
through 

sustained 
multi-

touchpoint 
outreach 
efforts. 

Demonstrate 
measurable 
growth in 
consumer 
confidence 

and positive 
sentiment 

surrounding 
beef’s role in 

nutrition, 
wellness, 

value, and 
sustainability 

Increase 
repeated 
consumer 
interaction 

with trusted 
beef 

messaging 
platforms and 
partnerships 
designed to 

reinforce 
long-term 

relevance and 
trust. 
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Opportunity/Constraint Performance Measures (Outcomes) 

Performance Measure 
2025 

Baseline 
2026 
Goal 

2027 
Goal 

2028 
Goal 

2029 
Goal 

2030 
Goal 

Opportunity/Constraint #2: Trusted partners play an increasingly important role in bridging the gap between Northeast 
consumers and modern beef production, creating opportunities to strengthen trust, transparency, and confidence in 
beef. 

Activate trusted influencers to 
disseminate science-based beef 
messaging, resulting in measurable 
consumer engagement and at least 
60% of evaluated audiences reporting 
increased trust in beef and 
strengthened purchase intent. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

N/A N/A 

Establish 
FY27 

benchmark 
data 

measuring 
influencer 

confidence, 
utilization of 

Beef 
Checkoff 

resources, 
and 

willingness 
to share 

positive beef 
messaging 
with target 
audiences 

Increase 
utilization of 

Beef Checkoff 
resources and 
science-based 

beef 
messaging 

among trusted 
influencers 
and subject 

matter 
experts. 

Demonstrate 
measurable 
growth in 
influencer 
confidence 
discussing 

beef’s 
nutritional 

value, 
production 
story, and 

role in 
wellness-
oriented 
lifestyles. 

Increase the 
amplification 

of positive 
beef 

messaging 
through 

healthcare, 
athletics, 

culinary, and 
digital 

influence 
networks. 

Opportunity/Constraint #3: Within densely populated Northeast metropolitan markets, retail, foodservice, athletics, 
digital, and other influential partner ecosystems compete with alternative proteins and convenience-oriented food 
options for consumer attention, creating an opportunity to maintain sustained, multi-touchpoint beef visibility and 
positive consumer experiences. 
Deliver sustained, multi-touchpoint 
beef engagement throughout the 
year, with at least 60% of evaluated 
consumers reporting increased 
awareness of beef’s relevance across 
occasions and improved perceptions 
of beef as a convenient, high-quality, 
and enjoyable protein option 
following exposure to funded efforts, 
as measured through campaign 
analytics, consumer surveys, 
engagement metrics, and partner 
reporting. 

N/A N/A 

Establish 
FY27 

benchmark 
data 

measuring 
repeated 
consumer 

engagement 
and visibility 

across 
athletics, 

retail, 
foodservice, 
and digital 

beef 
promotion 

ecosystems. 

Increase year-
round 

consumer 
exposure to 
positive beef 

messaging 
through 

sustained 
partnerships 

and 
ecosystem-

based 
engagement 
strategies. 

Demonstrate 
measurable 
growth in 
repeated 

engagement 
with beef-

related 
wellness, 
nutrition, 

culinary, and 
performance 

messaging 
among 

targeted 
consumers. 

Expand 
sustained 

beef visibility 
across 

athletics, 
retail, 

foodservice, 
and digital 
ecosystems 
within high-
opportunity 

metropolitan 
markets. 
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Activity #1 

 
 

II. Proposed Work and Requested Funding 
A. Key Activities Addressing the Priority Opportunities/Constraints 

 
 
 

Activity Name/Title 
Engaging Nutrition and Healthcare Professionals to Advance Beef's Role in a Balanced Eating Pattern 

Description:  
Nutrition and healthcare professionals are among the most trusted sources of dietary guidance and 
represent critical influence pathways for strengthening confidence in beef throughout the Northeast. 
As consumers increasingly seek credible information related to nutrition, wellness, sustainability, and 
food transparency, engaging these professionals with evidence-based beef information creates 
scalable opportunities to reinforce beef’s role within balanced eating patterns and positively influence 
consumer perceptions and purchasing behavior. 
 
This work is especially timely as the 2025–2030 Dietary Guidelines for Americans shape healthcare 
recommendations and public perception around protein foods and healthy food choices. The current 
guidelines emphasize nutrient-dense, high-quality protein foods within balanced dietary patterns and 
reinforce the importance of individualized, science-based nutrition guidance from credentialed 
professionals. Further, healthcare professionals are actively seeking clarity on how foods like lean beef 
fit within evolving recommendations related to protein quality, nutrient density, healthy aging, sports 
performance, and overall wellness. 
  
Programs within this activity will focus on equipping nutrition and healthcare professionals with 
relevant education, experiences, and resources that strengthen understanding of and trust in beef’s 
nutrition profile, versatility, production practices, and role across all life stages. Priority audiences 
include registered dietitians, physicians, physician associates, nurses, nurse practitioners, wellness 
professionals, and other influential health leaders. 
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This approach recognizes that nutrition and healthcare professionals serve as amplification networks 
whose influence extends beyond direct participation and into consumer, peer, and professional 
ecosystems. Programming is intentionally educational, transparent, and science-based and designed 
to foster meaningful dialogue, answer difficult questions, and support informed decision-making. 
 
NEBPI will continue to leverage nationally developed Beef Checkoff nutrition resources while tailoring 
outreach to Northeast audience priorities and collaborating with regional partners to maximize 
efficiency, scale, and impact. 
 
Program effectiveness will be evaluated through pre- and post-engagement assessments measuring 
changes in knowledge, confidence, perceptions of beef, willingness to recommend beef within circles 
of influence, and utilization of educational resources following engagement. 
 
Investing Beef Checkoff resources into nutrition and healthcare professional outreach within the 
Northeast remains vital to ensure that credible, evidence-based beef information is consistently 
represented within one of the nation’s most influential consumer regions. Without sustained 
engagement, misinformation and competing nutrition narratives may shape consumer perception in 
ways that undermine confidence in beef’s role within a healthy, balanced, and sustainable lifestyle. 
Through relationship-building, strategic collaboration, and trusted professional engagement, this 
activity will help strengthen long-term consumer confidence in beef while positioning it as a 
nutritious, relevant, and trusted protein choice among Northeast consumers. 

Addresses Opportunity/Constraint # 
1, 2, 3 

Timeline and Expected Results (outputs/outcomes) 
By September 2027, NEBPI will strengthen consumer confidence in beef by engaging nutrition and 
healthcare professionals with credible, research-informed beef nutrition messaging and educational 
resources designed to reinforce beef’s role within nutritious, balanced, and sustainable dietary 
patterns. Programming efforts will include a combination of in-person educational events, 
professional conference engagement, immersive experiences, collaborative content development, and 
strategic outreach initiatives aimed at expanding awareness, increasing knowledge, and strengthening 
willingness to recommend beef among influential health and wellness audiences. 
 
NEBPI will engage a minimum of 800 nutrition and health professionals through at least four 
education-based experiences, while also reaching at least 5,000 professionals through targeted 
outreach efforts including presentations, e-newsletters, toolkit distributions, digital communications, 
and educational content sharing. Additionally, NEBPI will collaborate with at least four influential 
nutrition and health experts to amplify timely and relevant beef messaging surrounding nutrition, life 
stages, affordability, convenience, versatility, and wellness through social media, broadcast media, 
podcasts, and other consumer-facing communication channels. Collectively, these collaborative 
outreach efforts will aim to generate a cumulative reach of at least three million consumer and peer 
audience members throughout the Northeast. 
 
Programming will seek to strengthen participant knowledge, confidence, and utilization of Beef 
Checkoff-funded resources while increasing the likelihood that nutrition and healthcare professionals 
incorporate positive beef messaging into their professional practice, communication efforts, and 
patient/client interactions. Success will be measured through participant engagement, post-event 
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Activity #2 

 
 

evaluations, collaborative amplification metrics, digital analytics, and reported increases in knowledge, 
confidence, and willingness to recommend beef as part of a balanced eating pattern. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
30-40% 
 
 
 

Activity Name/Title 
Positioning Beef as a Protein of Choice Among Northeast Consumers 

Description 
The Northeast marketplace is highly competitive and shaped by convenience, wellness trends, digital 
influence, and evolving consumer expectations surrounding nutrition, transparency, and value. 
Consumers are exposed to competing protein narratives while increasingly seeking trusted 
recommendations, practical meal solutions, and credible food information. Within this environment, 
sustained engagement through trusted influence pathways remains essential to maintaining beef’s 
relevance and strengthening consumer confidence. 
 
This activity focuses on positioning beef as a preferred protein choice through year-round, multi-
touchpoint engagement that reinforces beef’s nutritional value, versatility, eating experience, 
convenience, and role within modern lifestyles. Programming prioritizes sustained visibility through 
trusted ecosystems rather than isolated promotional efforts. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Efforts will strategically engage partners and audiences that shape consumer perceptions and 
purchasing behavior, including: 

• Retail and foodservice professionals 

• Retail registered dietitians and healthcare influencers 

• Executive chefs, culinary educators, students, and distributors 
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• Digital influencers and content creators 

• Athletics and wellness partners 

• Meat department professionals and butchers 

• Food insecurity and community-based organizations 

• Regional beef producers 
 

Programming will leverage these influence pathways across high-opportunity metropolitan markets 
including New York City, Boston, Philadelphia, Hartford, and Washington, D.C. to create repeated 
positive consumer interactions with beef through retail, foodservice, culinary, athletics, digital, and 
community environments. 

Consumer insights continue to support investment in this activity area. Northeast Consumer Insights 
findings[1] indicate growing consumer interest in healthy, quick and easy beef meal solutions, recipe 
inspiration, nutrition information, food safety, and learning more about where beef comes from and 
the farmers and ranchers who raise it. Additional Beef Checkoff research demonstrates increasing 
opportunities to reach consumers through digital and e-commerce channels as grocery purchasing 
behaviors continue evolving[2]. 

Regional beef producers remain an important component of this strategy by strengthening 
transparency, creating authentic consumer connections, and reinforcing trust in beef production. 
Programming will continue supporting producer engagement, Beef Checkoff awareness, consumer 
storytelling opportunities, and tools such as the Northeast Beef Directory to increase visibility and 
facilitate consumer connection. 

Past performance demonstrates that sustained exposure through trusted partnerships generates 
stronger long-term impact than isolated activations alone. As a result, this activity prioritizes long-
term collaborations, scalable engagement models, and year-round visibility strategies that maximize 
the effectiveness of Beef Checkoff investments. 

Through trusted partnerships, science-based communication, and repeated positive beef 
experiences, this activity will strengthen consumer confidence and position beef as a trusted, 
nutritious, versatile, and preferred protein choice throughout the Northeast. 

Citations: 
1. Consumer Beef Tracker, Analysis: National Cattlemen’s Beef Association, a contractor to the Beef 

Checkoff 

2. Appinio; Consumer Beef Tracker, 2020- 2024. Q15: How often, if ever, do you order groceries 
online for pick-up/delivery? Q16: Which, if any, of the following online shopping platforms do you 
actively use to order groceries for pick-up/delivery? Select all that apply 

Addresses Opportunity/Constraint # 
1, 2, 3 

Timeline and Expected Results (outputs/outcomes) 
By September 2027, NEBPI will strengthen consumer confidence and purchasing intent toward beef 
through sustained engagement with Northeast consumers and key supply chain partners. 
Programming efforts will include strategic retail, foodservice, digital, and e-commerce collaborations 
designed to increase beef visibility, reinforce positive beef messaging, and encourage consumer 
interaction with beef-focused promotions, meal solutions, nutrition content, and purchasing 
opportunities. Efforts will aim to cultivate and maintain strategic partnerships with key Northeast-
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Activity #3 

 
 

based stakeholders while generating at least 1.5 million consumer content views and measurable 
engagement with Beef Checkoff messaging across digital and consumer-facing platforms. Success will 
be evaluated through partner participation, campaign engagement, platform analytics, post-activity 
evaluations, and available retail or menu performance metrics. 
 
By September 2027, NEBPI will engage at least 80 Northeast beef producers through a minimum of 
two educational workshops designed to strengthen producer understanding of consumer attitudes, 
beef nutrition, sustainability, production practices, and Beef Checkoff-funded resources. These efforts 
will aim to increase producer confidence and preparedness to serve as informed advocates for the 
beef industry within consumer, community, and industry conversations. Success will be measured 
through participation levels, post-event evaluations, and participant feedback regarding knowledge 
gain and resource utilization. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
30-40% 
 
 
 

Activity Name/Title 
Aligning with Athletics to Capitalize on the Multiple Advantages of Beef 

Description 
By leveraging strategic athletic partnerships, we can position beef as a trusted, science-based 
performance protein among influential Northeast consumers. Athletics provides a highly engaged 
environment where consumers actively seek information related to nutrition, wellness, strength, 
recovery, and performance. Through sustained engagement across high school and collegiate 
athletics, Beef Checkoff messaging will reinforce beef’s nutritional value and relevance within active 
lifestyles while reaching athletes, coaches, trainers, families, and fans. 
 
NEBPI’s athletics strategy is designed to move beyond one-time sponsorship visibility and instead 
focus on long-term, multi-touchpoint engagement that builds trust and reinforces messaging over 
time. Past performance has demonstrated that repeated exposure within trusted athletic 
environments creates stronger opportunities to strengthen consumer confidence and maintain beef’s 
relevance than one-off activations alone. 
 
Programing will continue leveraging collegiate athletic partnerships to create high-impact 
engagement opportunities throughout densely populated Northeast markets. Efforts will prioritize 
direct engagement with student-athletes, athletics staff, campus registered dietitians, strength and 
conditioning coaches, and wellness-focused communities through integrated nutrition and 
performance messaging. 

Potential tactics may include: 
• Athlete fueling station engagement 

• Nutrition education and performance resources 

• Campus dining collaborations and culinary experiences 

• Digital storytelling and wellness-focused content 

• Farm tours and immersive educational experiences 

• In-venue and social media activation opportunities 
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NEBPI will continue strategically exploring opportunities to expand athletics outreach into additional 
collegiate conferences and regional markets that provide scalable access to student-athletes, campus 
wellness staff, alumni networks, fans, and broader metropolitan consumer audiences. These 
partnerships offer year-round visibility and create opportunities to amplify beef messaging across 
both in-person and digital platforms while maximizing the efficiency and reach of Beef Checkoff 
investments. 
 
High school athletics outreach will remain an important component of this activity through 
partnerships with state athletic associations and related organizations. High school athletes are 
actively developing habits and perceptions surrounding nutrition, performance, and wellness that 
may carry into adulthood, while high school sports programs also create strong community and family 
engagement opportunities. Programming may include state championship engagement, nutrition 
education, recipe and fueling resources, concession promotions, and leadership conference 
participation to reinforce beef’s role in strength, wellness, and performance among younger 
consumers and their families. 
 
These partnerships create opportunities to engage not only athletes, but also parents, coaches, 
wellness professionals, and household decision-makers through trusted environments that align with 
consumer interests and lifestyles. By integrating beef messaging into spaces where nutrition decisions 
are actively being shaped, NEBPI strengthens consumer confidence, increases positive sentiment, and 
reinforces beef’s long-term relevance among Northeast consumers. 
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Section 3: Detailed Budget Summary 

Addresses Opportunity/Constraint # 
3 

Timeline and Expected Results (outputs/outcomes) 
By September 2027, NEBPI will strengthen consumer confidence and positive perceptions of beef 
through strategic athletics partnerships that position beef as a trusted source of performance 
nutrition for athletes, coaches, families, and fans throughout the Northeast. Programming efforts will 
build upon existing collegiate and high school athletics relationships while cultivating at least one new 
athletics partnership to expand the reach of beef messaging within influential youth and active 
lifestyle audiences. Through sustained educational outreach, immersive engagement opportunities, 
and multi-touchpoint activations targeting student-athletes, coaching staff, team dietitians, athletic 
trainers, strength and conditioning professionals, and fans, programming will reinforce beef’s role in 
strength, recovery, wellness, and overall performance nutrition. 
 
Programming may include educational activations, athlete fueling station engagement, nutrition 
workshops, culinary experiences, farm tours, digital content, and wellness-focused outreach 
opportunities designed to increase understanding of beef’s nutritional value and production story 
while strengthening long-term relevance and affinity for beef among Gen Z and Millennial consumers. 
NEBPI will also host a minimum of two immersive educational experiences for representatives of 
athletics partner programs to further strengthen trusted relationships and amplify positive beef 
messaging throughout athletic and wellness-focused communities. Success will be measured through 
partnership growth, participant engagement, post-event evaluations, digital and consumer-facing 
engagement metrics, and overall amplification of Beef Checkoff messaging across athletics 
ecosystems. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
25-35% 
 
 
 

 
 

 
 

The tables in the following three sections report program budget information from the following funding sources: 
• National Beef Checkoff Funding 
• Other Funding: 

o Federation of State Beef Councils (FSBC) Funds 
o Individual Qualified State Beef Council (QSBC) Funds 
o Government Funds (e.g., Market Access Program, Foreign Market Development) 
o Grain/Oilseed Funds (e.g., National Corn Growers Association, American Soybean Association)  
o Corporate Funds (e.g., tech and pharma companies) 

 
Definitions 
National Beef Checkoff Funding is divided into: 

• Direct Costs: Expenses directly associated with executing proposal activities, including 
advertising, promotional materials, consulting fees, travel, and other project-specific costs. 

• Implementation: Expenses that provide the process and infrastructure needed to put a proposal(s) 
into action, including overhead allocations and staff compensation (i.e. salaries and benefits). 
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I. FY27 Funding Request Summary 

A. National Beef Checkoff Funding 

FY27 National Beef Checkoff Funding 

This table outlines the amount of national Beef Checkoff funds requested. 

Proposal Goal or Market/Region Direct Costs Implementation Total Requested 

A 
To strengthen consumer confidence in beef 
as a trusted, nutritious, and preferred protein 
choice among Northeast consumers. 

$975,000.00 $525,000.00 $1,500,000.00 

Total:  $975,000.00 $525,000.00 $1,500,000.00 

Direct Costs & Implementation Comments 
Contractors can use this section to explain how Direct Costs and Implementation allocations are justified and supported. 
For example, contactors may highlight past project history, their organization’s expertise, or outline experienced program 
managers and key staff to show they have the team and structure to deliver the proposed activities successfully. 

N/A 
 
 
B. Other Funding  

FY27 Other Funding (Anticipated Contributions - Informational Only) 

This table outlines the amount of anticipated contributions from other funding sources. The funding information in 
this table is for informational purposes only and demonstrates external collaboration as delineated in the 2026-
2030 Beef Industry Long Range Plan. 

Proposal Goal or Market/Region Funding Source 
Total Anticipated 

Contributions 

A 
To strengthen consumer confidence in beef as a 
trusted, nutritious, and preferred protein choice 
among Northeast consumers. 

QSBC Funds, 
Corporate Funds 

$276,000.00 

Total $276,000.00 

Additional Funding & Collaboration Comments 
Contractors can use this section to provide additional details about other anticipated contributions. This may include expected 
support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or consulting services—
along with their estimated value. They may also describe any collaborations with partner organizations and explain how such 
partnerships will help support the proposed activities in the AR. 

All QSBC Funds are still pending approval from the respective QSBC Board of Directors; Corporate 
Funds represented anticipated funds procured through Farm Credit Northeast AgEnhancement 
grants. 
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Note: The following budget tables is preliminary and will not be finalized until submission of the final AR to the Beef 
Promotion Operating Committee, allowing sufficient time for each organization's accounting staff to close out June 30, 
2026, financials. 

II. Summary of FY26 AR Budgets and Expenses 

 
 

A. National Beef Checkoff Funding 

FY26 National Beef Checkoff Funding 

This table reports the amount of awarded and expended national Beef Checkoff funding for the FY26 
Authorization Request. 

AR# 2622-CI | Oct. 1, 2025 – Jun. 30, 2026 

 Direct Costs Implementation Total 

Funds Awarded $0.00 $0.00 $0.00 

Actual Expenses $0.00 $0.00 $0.00 

 
 

B. Other Funding 

FY26 Other Funding (Informational Only) 

The following table reports the amount of committed and expended Other Funding for the FY26 AR. This 
funding information is for informational purposes only and demonstrates external collaboration as 
delineated in the 2026-2030 Beef Industry Long Range Plan. 

AR# 2622-CI | Oct. 1, 2025 – Jun. 30, 2026 

Funding Source Funds Committed Funds Expended 

QSBC Funds $144,000.00 $98,082.05 

Corporate Funds $10,000.00 $10,000.00 

Additional Funding & Collaboration Comments 
Contractors can use this section to provide any additional details about FY26 national Beef Checkoff funds or other funding. This may 
include support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or consulting 
services—along with their estimated value. They may also describe any collaborations with partner organizations and explain how 
these partnerships supported this AR. 

Corporate Funds represent the investment of Farm Credit Northeast AgEnhancement grant support 
across our programs. 

 
 
 
 
 
 
 
 

Prior AR Funding: 
o This AR expands upon previously funded program work from last year. 

o This AR proposes new program initiatives that are not connected to last year's work. 

o As an organization submitting an AR for the first time, we do not have any prior-year budget information to report. 
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Note: The following budget tables are preliminary and will not be finalized until submission of the final AR to the Beef 
Promotion Operating Committee. 

III. Historical Summary of AR Budgets and Expenses 

 
 

A. National Beef Checkoff Funding 

Historical Summary of National Beef Checkoff Funding 

The following table reports the amount of awarded and expended national Beef Checkoff funding for the FY25, 
FY24, and FY23 ARs. 
 FY25  

2520-CI 
FY24 

2420-CI 
FY23  

2320-CI 

AR Start Date Oct. 1, 2024 Oct. 1, 2023 Oct. 1, 2022 

AR End Date1 Sep. 30, 2025 Sep. 30, 2024 Sep. 30, 2023 

Funds Awarded $0.00 $0.00 $0.00 

Actual Expenses2 $0.00 $0.00 $0.00 
1 For multiyear ARs, the "End Date" reflects the date that the AR is scheduled to be completed. 
2 If the AR "End Date" has not occurred, actual expenses will be reflective of the following time period: AR Start Date - June 30, 2026. 

 
 

B. Other Funding 

Historical Summary of Other Funding (Informational Only) 

The following table reports the amount of Other Funding expenditures for the FY25, FY24, and FY23 ARs. The 
funding information in this table is for informational purposes only and demonstrates external collaboration as 
delineated in the 2026-2030 Beef Industry Long Range Plan. 

Funding Source 
FY25 

2520-CI 
FY24 

2420-CI 
FY23  

2320-CI 

QSBC Funds $152,000.00 $167,347.00 $227,000.00 

Corporate Funds $10,000.00 $10,000.00 $0.00 

Total $162,000.00 $177,347.00 $227,000.00 

Additional Funding & Collaboration Comments 
Contractors may use this section to provide any additional details about historical national Beef Checkoff funds or other funding. 
This may include support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or 
consulting services—along with their estimated value. They may also describe any collaborations with partner organizations and 
explain how these partnerships supported these ARs. 

Corporate Funds represent the Farm Credit Northeast AgEnhancement grants. 

AR Funding History: 
o This AR expands upon previously funded program work from the past two years or more. 

o This AR proposes new program initiatives that are not connected to program work from two or more years ago. 

o As an organization submitting an AR for the first time, we do not have any historical budget information to report. 



Table scores and comments will be tabulated by table and by committee. Results will be shared with contractors and the Beef 
Promotion Operating Committee in advance of the September meeting, where programs are finalized for the upcoming fiscal year. 

FY27 Checkoff Program Committees 
SCORE & COMMENT SHEET  
 

Committee Name:            Committee Table #: 
 

Contractor Proposal Goal or Market/Region 
   

 

Scoring Scale 
 1  

Do Not Support  
2 

Support Minimally 
3 

Partially Support 
4 

 Mostly Support  
5 

Fully Support 
 

Score 
Using the scale above, place an “X” under the number that best reflects your 
table’s consensus for supporting this proposal, assuming an “ideal world” in 
which national Beef Checkoff funding was unlimited. Is the proposal 
strategic? Does it have measurable objectives? How well does it support, or 
drive demand-related program work aligned with the national Beef Checkoff 
mission? 

1 2 3 4 5 

     

 
Comments 
Use the space below to provide up to three constructive comments that justify your score, identifying the proposal’s 
strengths and/or concerns that justify your score. Feedback should be specific, clear, and actionable. Vague comments 
are difficult for both the BPOC and contractors to interpret as they finalize proposals ahead of the September BPOC 
meeting where funding decisions are made. Please note, the BPOC retains funding authority and considers Checkoff 
Program Committee input as advisory in its funding decisions. 
1. 

2. 

3. 
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Organization Profile 

CONSUMER INFORMATION | 2721-CI 
American Farm Bureau Foundation for Agriculture 
 
 
 
 
Organization Description  
A brief overview of the organization, including its mission, history, and key programs or services. 

The mission of the American Farm Bureau Foundation for Agriculture (AFBFA) is to build awareness and 
understanding of agriculture through education, helping learners make informed decisions about food, 
agriculture, and natural resources. 
 
Established in 1967, AFBFA initially focused on agricultural research, with an emphasis on mechanization 
and technology. In 2006, it shifted to prioritize education, which now serves as the core of its work. 
 
Today, AFBFA focuses on high school science education, supporting teachers as trusted messengers of 
science-based agricultural knowledge. The organization develops standards-aligned resources, 
professional development, and immersive learning experiences that connect agriculture to core science 
concepts and real-world applications. 
 
Positioned as a credible, science-based source for agricultural literacy, AFBFA delivers balanced, accurate 
content that fosters critical thinking. By connecting producers and consumers through education, it plays 
a key role in building long-term understanding and trust in agriculture. 
 
Affiliated Organizations 
Organizations that have a formal relationship with the parent organization, which may include staff support, shared resources, 
and the management of administrative functions.  

American Farm Bureau Federation 
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Section 1: Overview 
 
 
 
Executive Summary 
The American Farm Bureau Foundation for Agriculture (AFBFA) requests funding to advance the Beef 
Industry Long Range Plan goal of Public Engagement and Building Confidence by strengthening science-
based understanding of beef production and beef nutrition among future consumers through formal 
education. 
 
Research consistently demonstrates that students and young adults have limited understanding of 
modern food and agricultural systems and are increasingly influenced by misinformation related to animal 
agriculture, nutrition, sustainability, and food production (Cosby et al., 2022; Hiltbrand, 2023). Because 
nearly all students complete a high school biology course, science education provides a unique, scalable, 
and cost-effective opportunity to build foundational knowledge of beef production and nutrition before 
long-term perceptions and purchasing behaviors are established (Cosby et al., 2022). 
 
This proposal utilizes a teacher-first implementation model that equips science educators and educational 
leaders with high-quality instructional resources, professional learning opportunities, implementation 
supports, and access to trusted scientific and agricultural expertise. By integrating beef production 
systems and beef nutrition into standards-based science instruction, educators can use authentic 
agricultural phenomena to teach biology, ecology, environmental science, chemistry, and nutrition 
concepts while increasing student understanding of beef's role within food systems. 
 
FY27 activities will focus on maintaining and disseminating standards-aligned instructional resources, 
providing educator professional learning and implementation support, strengthening partnerships with 
science education leaders and organizations, developing scalable implementation frameworks, and 
conducting ongoing research and evaluation to support continuous improvement and future growth. 
These efforts will prioritize enhancing teacher content knowledge and instructional confidence, increasing 
classroom adoption and fidelity of implementation, expanding reach across additional school districts and 
states, and improving student outcomes related to beef-science literacy and critical thinking. Collectively, 
this continuous improvement work is designed to ensure that increased knowledge leads to more 
informed decision-making about beef as a healthy part of a diet. 
 
Building on more than a decade of successful implementation through AFBFA's On The Farm STEM 
initiative, this investment will strengthen educator capacity, expand educational partnerships, and 
increase access to authentic beef-related science learning experiences. As educators integrate these 
resources into classroom instruction, students will develop greater understanding of beef production 
systems, beef nutrition, and the scientific principles that underpin modern agriculture. 
 
By reaching future consumers during a formative period of learning and decision-making, this project 
serves as an upstream demand investment that strengthens consumer confidence, improves resilience to 
misinformation, and supports long-term demand for high-quality U.S. beef. Through trusted educational 
systems and evidence-based instruction, the project creates a scalable pathway for advancing public 
engagement while improving the long-term efficiency and return on Beef Checkoff investments. 
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Citations 

• Cosby, A., Manning, J., Power, D., & Harreveld, B. (2022). New decade, same concerns: A 
systematic review of agricultural literacy of school students. Education Sciences, 12(4), 
235. https://doi.org/10.3390/educsci12040235 

• Hiltbrand, K. A. (2023). Minding the gap: An examination of susceptibility to misinformation 
about beef among Generation Z and Millennials (Master’s thesis, Auburn 
University). https://etd.auburn.edu/handle/10415/8699 

 
FY27 Funding Summary 
 

Start Date  End Date 

October 1, 2026  September 30, 2027 

 
 

National Beef Checkoff Requested Funding and Other Anticipated Contributions 
NATIONAL BEEF CHECKOFF FUNDING 

$1,124,010 

88.2% OF TOTAL FUNDING 

 OTHER ANTICIPATED CONTRIBUTIONS 

$150,000 

11.8% OF TOTAL FUNDING 

 TOTAL FUNDING 

$1,274,010 

CHECKOFF + ANTICIPATED CONTRIBUTIONS 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://doi.org/10.3390/educsci12040235
https://etd.auburn.edu/handle/10415/8699
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Section 2: Funding Proposal(s) 

Proposal A 

 
 

 
 

 

 
 
Goal Statement: Build foundational understanding of beef production and nutrition through scalable science 
education initiatives that strengthen consumer confidence, reduce susceptibility to misinformation, and 
support long-term demand for U.S. beef. 
 
I. Strategy 

A. Operating Environment Assessment (Market, Situation, or Landscape) 
Formal education is a powerful influencer, particularly in shaping students’ understanding of 
food and agriculture, building early affective bias, brand awareness, and establishing 
emotional attachment to food and nutrition (Connell, Brucks, & Nielsen, 2014). Research 
shows that U.S. middle and high school students often hold significant misconceptions about 
food systems, with red-meat consumption frequently associated with unaided concerns 
(Cosby, Manning, Power, & Harreveld, 2022). Because nearly all students are required to 
complete a biology course in high school, with approximately 97% of the roughly 4 million 
students completing biology to earn a diploma, integrating beef-related content into existing 
science curricula ensures near-universal engagement (National Center for Education Statistics 
[NCES], 2023). Educators act as trusted intermediaries whose guidance and classroom design 
significantly shape student perceptions; however, opportunities to include accurate beef 
production and nutrition content remain limited (Supovitz & Turner, 2000). 
 
Simultaneously, Gen Z and Millennials display limited understanding of beef production and 
are frequently influenced by online misinformation. A peer-reviewed study from Auburn 
found that lower food and agriculture familiarity is correlated with increased trust in beef-
related misinformation among Gen Z and Millennials, and once misconceptions take root, 
they persist and influence purchasing decisions (Hiltbrand, 2023). Additional research 
indicates that young consumers often exhibit minimal understanding of production practices, 
express skepticism regarding environmental and animal welfare issues, and demonstrate 
distrust toward industry messaging (Oesterreicher, 2017). For Gen Alpha, today’s high school 
students, research confirms limited foundational agricultural literacy, suggesting that beliefs 
about beef will likely be shaped outside formal education without intentional intervention 
(Cosby et al., 2022). Early exposure through science classrooms therefore represents a critical 
opportunity to build foundational knowledge of beef systems before attitudes are fixed, 
influencing long-term perceptions, nutrition choices, and purchasing behaviors (Neufeld et 
al., 2022; Connell et al., 2014). 
 
Peer-reviewed research further shows that formal science education provides limited 
exposure to agricultural systems, while students rely heavily on informal sources that often 
present incomplete or problem-focused narratives (Cosby et al., 2022). Studies indicate that 
nearly 50% of young adults hold negative perceptions of animal agriculture, and media and 
informal information environments frequently emphasize welfare or environmental concerns 
without balanced scientific context (Corbitt et al., 2023). This combination creates a structural 
gap in agricultural literacy, where students are more likely to encounter critical or incomplete 
perspectives than a comprehensive, science-based understanding of beef production. 
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Addressing these constraints requires strengthening both educator capacity and system 
adoption to advance the Beef Industry Long Range Plan goal of Public Engagement and 
Building Confidence. By equipping teachers with standards-aligned beef science resources 
and professional learning, the program increases classroom use of accurate, science-based 
content. Simultaneously, engaging science education leaders builds support for integrating 
beef into broader initiatives. Together, these efforts expand implementation and acceptance 
of beef science education, increasing student knowledge and informed decision-making, and 
ultimately strengthening long-term consumer confidence in U.S. beef. 
 
Citations 

• Connell, P. M., Brucks, M., & Nielsen, J. H. (2014). How childhood advertising exposure 
can create biased product evaluations that persist into adulthood. Journal of Consumer 
Research, 41(1), 119–134. https://doi.org/10.1086/675218 

• Corbitt, C., Widmar, N. J. O., & Ortega, D. L. (2023). Consumer perceptions and 
understanding of animal agriculture: Implications for communication. Journal of Animal 
Science, 101(Supplement_1). 

• Cosby, A., Manning, J., Power, D., & Harreveld, B. (2022). New decade, same concerns: A 
systematic review of agricultural literacy of school students. Education Sciences, 12(4), 
235. https://doi.org/10.3390/educsci12040235 

• Hiltbrand, K. A. (2023). Minding the gap: An examination of susceptibility to 
misinformation about beef among Generation Z and Millennials (Master’s thesis, Auburn 
University). https://etd.auburn.edu/handle/10415/8699 

• National Center for Education Statistics (NCES). (2023). High school coursetaking 
statistics: Science and biology enrollment. https://nces.ed.gov 

• Neufeld, L. M., Andrade, E. B., Suleiman, A. B., Barker, M., Beal, T., Blum, L. S., et al. 
(2022). Food choice in transition: Adolescent autonomy, agency, and the food 
environment. The Lancet, 399(10320), 185–197. https://doi.org/10.1016/S0140-
6736(21)01687-1 

• Oesterreicher, S. L. (2017). Florida collegiate millennials’ perceptions of locally produced 
beef (Master’s thesis, University of Florida). 

• Supovitz, J. A., & Turner, H. M. (2000). The effects of professional development on 
science teaching practices and classroom culture. Journal of Educational Change, 1(3), 
331–359. https://doi.org/10.1023/A:1017509423713 

 
 
B. Long-Term Strategy and Rationale  

Long-Term Strategy: 
This funding proposal advances the Beef Industry Long Range Plan goal to strengthen consumer 
confidence in high-quality U.S. beef by reinforcing its safety, nutritional value and responsible  
production by building foundational knowledge that strengthens long-term consumer trust, reduces  
susceptibility to misinformation, and supports sustained demand for U.S. beef. 
 
The long-term strategy is to protect and strengthen future beef demand and industry profitability by  
building early consumer understanding of beef through scalable, teacher-led science education  
experiences aligned to current science standards and high-quality instructional materials. Rather than  

https://doi.org/10.1086/675218
https://doi.org/10.3390/educsci12040235
https://etd.auburn.edu/handle/10415/8699
https://nces.ed.gov/
https://doi.org/10.1016/S0140-6736(21)01687-1
https://doi.org/10.1016/S0140-6736(21)01687-1
https://doi.org/10.1023/A:1017509423713
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relying solely on reactive communications or consumer marketing efforts, this approach embeds  
accurate information about beef production and nutrition within trusted educational systems that  
reach students during a formative period of knowledge and attitude development.  
 
Rationale: 
With high school biology required for nearly all students, science classrooms provide a cost-efficient,  
universal platform to build foundational knowledge of beef at a pivotal life stage. Currently,  
agriculture is not consistently integrated into science education, and students often rely on informal  
sources where misconceptions are common (Cosby et al., 2022). At the same time, nearly half of  
young adults hold negative perceptions of animal agriculture despite limited understanding of  
production practices or nutritional value (Corbitt et al., 2023). This creates a significant opportunity  
to engage future consumers through trusted educational environments before misconceptions  
become firmly established.  
 
High school science education is increasingly driven by phenomena-based instruction, real-world  
applications, and the adoption of High-Quality Instructional Materials (HQIM). Beef production  
systems and beef nutrition provide authentic contexts for teaching biology, ecology, environmental  
science, chemistry, and nutrition concepts while helping students connect scientific principles to real- 
world food systems. School-based food and nutrition education research demonstrates that when  
content is integrated into existing curricula and delivered by classroom educators, it improves student  
knowledge, attitudes, and critical thinking skills (Prescott et al., 2020).  
 
Importantly, this strategy aligns with how students develop lasting beliefs and decision-making habits.  
Behavioral and nutrition research confirms that adolescence is a pivotal period during which dietary  
habits, food-related beliefs, and consumer perceptions are formed and often persist into adulthood  
(Neufeld et al., 2022). In parallel, marketing science demonstrates that early exposure can influence  
long-term attitudes and preferences, reinforcing the value of credible educational engagement during  
this developmental stage (Connell, Brucks & Nielsen, 2014).  
 
Equipping educators to teach beef production and nutrition as scientific systems strengthens Public  
Engagement and Building Confidence through education rather than promotion. This approach builds  
critical thinking skills, enabling students to evaluate food-related claims using evidence. Behavioral  
and nutrition research confirms that adolescence is a pivotal period when dietary habits and beliefs  
form and persist into adulthood (Neufeld et al., 2022). In parallel, marketing science demonstrates  
that early exposure leads to enduring attitudes and biases, reinforcing the long-term value of credible  
early engagement (Connell, Brucks & Nielsen, 2014). 
 
From a financial perspective, this represents an upstream demand investment. Building knowledge 
and trust during adolescence reduces the need for future resources to correct misinformation and  
re-engage skeptical consumers. By shifting future consumers from “undecided” to “informed,” this  
strategy protects long-term demand, reinforces trust, and improves the efficiency and return on Beef  
Checkoff investments. 
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C. Past Performance and Evaluation Results  
The American Farm Bureau Foundation for Agriculture (AFBFA) has demonstrated strong, sustained 
performance as a Beef Checkoff contractor by delivering a scalable, science-based education model 
that directly supports long-term consumer trust and demand stability. Through its flagship On The 
Farm STEM initiative, AFBFA has successfully expanded national reach while aligning content with 
Next Generation Science Standards (NGSS) standards and emerging High-Quality Instructional 
Materials (HQIM) requirements, positioning beef production as a relevant, real-world context for 
teaching biology, ecology, environmental science, and chemistry. Since initial investment, the 
program has grown from limited regional engagement to a broader national footprint spanning more 
than 100 school districts, with recent (2024–2025) evaluation data showing engagement across 149 
school districts representing approximately 1.37 million high school students, 344,765 students 
directly reached, and more than 1.5 million instructional minutes delivered that integrate the positive 
story of beef production into required science coursework. This reach is amplified through an engaged 
educator network of more than 6,000 educators and education supporters, demonstrating AFBFA’s 
ability to scale through a teacher-first model where professional development and classroom-ready 
resources drive sustained implementation. While this represents meaningful progress, it is important 
to recognize that these efforts currently reach only a portion of the total student population, 
indicating significant opportunity to expand impact. 
 
AFBFA’s work is distinguished not only by scale, but by measurable impact within participating 
classrooms. Over 10 years of pre- and post-evaluation data, the On The Farm STEM program has 
shown the elimination of negative perceptions among participating educators, reinforcing the 

https://doi.org/10.1086/675218
https://doi.org/10.3390/educsci12100657
https://doi.org/10.1016/S0140-6736(21)01687-1
https://doi.org/10.1016/S0140-6736(21)01687-1
https://doi.org/10.1093/advances/nmz113
https://doi.org/10.1023/A:1017509423713
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effectiveness of integrating beef into science learning as a means of improving knowledge and 
confidence. This aligns with broader agricultural literacy research showing that when learners receive 
structured, science-based instruction, both understanding and attitudes toward animal agriculture 
improve, particularly when delivered by trained educators (Thompson & Warnick, 2007). However, 
given the broader research indicating persistent knowledge gaps and misconceptions about 
agriculture among students at the population level (Cosby et al., 2022), these results should be viewed 
as evidence of what is possible when implemented, rather than as a reflection of the current overall 
marketplace. The program’s emphasis on teacher capacity is critical, as research consistently shows 
that educators serve as gatekeepers of classroom content and that high-quality instructional materials 
combined with professional development significantly increase both adoption and longevity of 
implementation in classrooms (Supovitz & Turner, 2000; Thompson & Warnick, 2007). AFBFA’s 
approach leverages this dynamic, creating a multiplier effect in which investments in educator 
knowledge result in repeated student exposure year after year. 
 
From a strategic and financial standpoint, AFBFA’s performance represents a high-efficiency, 
upstream demand investment for the Beef Checkoff. Beef Checkoff programs have historically 
returned approximately $13 in value for every $1 invested, largely through demand support, price 
resilience, and improved consumer confidence (Kaiser, 2024). Education-based initiatives such as On 
The Farm STEM extend and reinforce this return by operating earlier in the decision-making lifecycle, 
before perceptions are fixed and before costly re-engagement efforts are required. By reaching 
students during adolescence, when food beliefs and purchasing behaviors begin to stabilize, the 
program aligns with nutrition and behavioral research identifying adolescence as a pivotal period in 
which dietary patterns and food choices are formed and can persist into adulthood (Neufeld et al., 
2022). Similarly, marketing research demonstrates that early exposure creates enduring attitudes and 
biases that are resistant to change over time, reinforcing the long-term value of early, credible 
engagement (Connell, Brucks, & Nielsen, 2014). From a financial perspective, reducing the need for 
later-stage persuasion aligns with well-established customer lifetime value (CLV) frameworks, which 
show that early, effective engagement improves long-term value while reducing customer acquisition 
costs over time (McKinsey & Company, 2021; Petrova, 2026). By shifting investment upstream, the 
program reduces the long-term cost of correcting misinformation and re-acquiring skeptical 
consumers. While current implementation demonstrates strong impact at the classroom level, 
expanding this model offers a pathway to influence consumer understanding at a broader, population 
level.  In effect, AFBFA’s model shifts Checkoff investment from reactive to proactive, preserving 
lifetime consumer value by ensuring future buyers enter the marketplace with a foundational, 
science-based understanding of beef production and nutrition. 
 
Collectively, this body of work demonstrates that AFBFA is not only capable of delivering high-quality 
educational programming, but also uniquely positioned to advance the Beef Industry Long Range Plan 
goals of Public Engagement and Building Confidence at scale. Its proven combination of teacher 
engagement, standards-aligned curriculum development, and longitudinal perception evaluation 
establishes both the effectiveness of the approach and the opportunity for broader expansion, 
creating a credible pathway for strengthening consumer trust while improving the long-term 
efficiency and return on Checkoff investments. 
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D. Opportunity/Constraint and Beef Industry LRP Summary Table 

Opportunity/Constraint and Beef Industry LRP Summary 

 Opportunity/Constraint Beef Industry LRP Goal  Target Outcome 

#1 

Many secondary science educators 
lack the ability to confidently 
integrate accurate beef production 
systems and beef nutrition science 
into standards-based classroom 
instruction. 

Public Engagement & Building 
Confidence 

Secondary science educators 
increase their use of accurate, 
standards-based beef science 
instructional materials and 
phenomena-based learning 
experiences connected to beef 
production systems and beef 
nutrition within classroom 
instruction. 

#2 

Science education leaders and 
decisions makers often do not 
understand the value of integrating 
beef-science resources into science 
education initiatives and classroom 
instruction. 

Public Engagement & Building 
Confidence 

Science education leaders and 
decision makers support broader 
integration of authentic beef 
food and nutrition science 
learning experiences into 
secondary science education. 
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E. Opportunity/Constraint Performance Measure Table (Outcomes) 

Opportunity/Constraint Performance Measures (Outcomes) 

Performance Measure 
2025 

Baseline 
2026 
Goal 

2027 
Goal 

2028 
Goal 

2029 
Goal 

2030 
Goal 

Opportunity/Constraint #1: Many secondary science educators lack the ability to confidently integrate accurate beef 
production systems and beef nutrition science into standards-based classroom instruction. 
% of participating educators reporting 
having highest level of or increased 
familiarity with scientific concepts 
connected to beef production and nutrition 

N/A 

90% or 
greater 

Establishing 
Benchmark 

92% or 
greater 
Refining 

Benchmark 

93% or 
greater 

  

% of participating educators reporting 
having highest level of or increased 
awareness of credible instructional 
resources and professional learning 
opportunities connected to beef production 
and nutrition science 

N/A 

80% or 
greater 

Establishing 
Benchmark 

83% or 
greater 
Refining 

Benchmark 

85% or 
greater 

  

% of participating educators reporting 
having highest level of or increased 
knowledge and confidence integrating 
authentic beef production and nutrition 
science phenomena into standards-based 
instruction 

60% 
Establishing 
Benchmark 

60% or 
greater 
Refining 

Benchmark 

70% or 
greater 

75% or 
greater 

  

% of participating educators reporting 
classroom implementation of instructional 
materials or learning experiences connected 
to beef production and nutrition 

N/A 

80% or 
greater 

Establishing 
Benchmark 

83% or 
greater 
Refining 

Benchmark 

85% or 
greater 

  

Opportunity/Constraint #2: Science education leaders and decisions makers often do not understand the value of 
integrating beef-science resources into science education initiatives and classroom instruction. 
% of participating educational leaders 
reporting having highest level of or 
increased awareness and familiarity with 
authentic agricultural science learning 
opportunities connected to beef production 
and nutrition 

N/A 
90% 

Establishing 
Benchmark 

92% 
Refining 

Benchmark 

93% or 
greater 

  

% of participating educational leaders 
indicating intent to support or expand 
authentic science learning opportunities that 
incorporate to beef production and nutrition 

N/A 
80% 

Establishing 
Benchmark 

83% 
Refining 

Benchmark 

85% or 
greater 

  

# of regional or statewide partnerships 
promoting materials or professional learning 
using beef production and nutrition contexts 

5 Establishing 
Benchmark 

7 Refining 
Benchmark 

8 9   

Footnotes: 

• References to baseline data is based on previous measurable objectives and not upcoming outcomes that will be 
measured moving forward.  

• 2025 Baseline Metrics offered were set from an analysis of AFBFA prior program of work as a contractor to the Beef 
Checkoff. Specifically, three surveys were referenced: FY25 National Train the Trainer program for On The Farm STEM 
participant survey, FY26 State Level STEM Event pre and post participant surveys, and On The Farm STEM Alumni survey 
for the 2024 & 2025 school year.  

• As this is a transition year to outcome-based measurement, FY26 and FY27 will focus on establishing and refining 
benchmark data, with specific numeric targets expected to be set beginning in FY28. 
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Activity #1 

 
 

Activity #2 

 
 

II. Proposed Work and Requested Funding 
A. Key Activities Addressing the Priority Opportunities/Constraints 

 
 
 

Activity Name/Title 
Develop, maintain and disseminate standards-based instructional resources and supplemental 
learning supports that help educators integrate authentic beef production systems and beef nutrition 
phenomena into secondary science instruction. 

Description:  
Expand educator awareness of available resources and increase access to classroom-ready materials. 
Resources will support phenomena-based learning and provide educators with credible, classroom-
ready materials connected to real-world agricultural systems and beef production science. 

Addresses Opportunity/Constraint # 
Opportunity/Constraint #1: Many secondary science educators lack the ability to confidently integrate 
accurate beef production systems and beef nutrition science into standards-based classroom 
instruction. 

Timeline and Expected Results (outputs/outcomes) 
Timeline: 
Identify Resources & Develop Plan 
Oct - Dec 2026 
 
Implementation & Support 
Jan- May 2027 
 
Analysis & Review 
June-Sept 2027 

Expected Results Include: Increased educator familiarity with beef production and nutrition concepts, 
increased awareness of credible instructional resources, and increased use of beef-related 
instructional materials in secondary science classrooms. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
10-15% 
 
 
 

Activity Name/Title 
Provide professional learning experiences and implementation supports that strengthen educator 
confidence and capacity to integrate authentic beef production systems and beef nutrition learning 
experiences into standards-based science instruction. 

Description 
Deliver professional learning experiences, implementation supports, and educator engagement 
opportunities focused on authentic beef production systems and beef nutrition science. Professional 
learning opportunities will support educator understanding of agricultural science applications, 
phenomena-based instruction, and effective classroom integration strategies. 
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Activity #3 

 
 

Addresses Opportunity/Constraint # 
Opportunity/Constraint #1: Many secondary science educators lack the ability to confidently integrate 
accurate beef production systems and beef nutrition science into standards-based classroom 
instruction. 

Timeline and Expected Results (outputs/outcomes) 
Timeline: 
Plan PL, Recruitment, Develop Facilitation Materials 
Oct 2026 –  Mar 2027 
 
Deliver PL & Follow-up Support 
Mar – Oct 2027 

Expected Results Include: Increased educator knowledge, confidence, and capacity to integrate beef-
related phenomena and instructional materials into standards-based science instruction, with 
participating educators reporting intent to implement and actual classroom implementation of 
learning experiences. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
40-45% 
 
 
 

Activity Name/Title 
Establish and strengthen partnerships among educators, science leaders, educational organizations, 
and agricultural experts to support scalable implementation of authentic beef production systems 
and beef nutrition science learning initiatives. 

Description 
Expand and strengthen partnerships with science education leaders, state and regional organizations, 
agricultural experts, and educator networks. 

Addresses Opportunity/Constraint # 
Opportunity/Constraint #2: Science education leaders and decisions makers often do not understand 
the value of integrating beef-science resources into science education initiatives and classroom 
instruction. 

Timeline and Expected Results (outputs/outcomes) 
Timeline: 
Identify & Engage Partners 
Oct 2026 – Jan 2027 
 
Collaborate on Educational Efforts 
Feb – July 2027 
 
Evaluate Partnership Effectiveness & Expansion 
Aug – Sept 2027 

Expected Results Include: Increased awareness among educational leaders of authentic agricultural 
science learning opportunities connected to beef production and nutrition, expanded access to 
trusted expertise, and growth in regional and statewide partnerships supporting implementation. 
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Activity #4 

 
 

Activity #5 

 
 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
10-20% 
 
 
 

Activity Name/Title 
Develop and refine scalable implementation frameworks and professional learning structures that 
support regional and state-level beef production systems and beef nutrition science education 
initiatives. 

Description 
Develop, pilot, and refine implementation frameworks, professional learning models, and support 
structures that facilitate broader adoption of beef production systems and beef nutrition science 
resources. Implementation efforts will focus on strengthening long-term capacity, alignment to 
educational priorities, and sustainable models for expanding access to authentic beef production 
systems and beef nutrition science learning experiences. 

Addresses Opportunity/Constraint # 
Opportunity/Constraint #2: Science education leaders and decisions makers often do not understand 
the value of integrating beef-science resources into science education initiatives and classroom 
instruction. 

Timeline and Expected Results (outputs/outcomes) 
Timeline: 
Review PL & Identify Opportunities 
Oct – Dec 2026 
 
Develop & Pilot Frameworks and PLs 
Jan – April 2027 
 
Refinement 
Apr – July 2027 
 
Finalize Models & Future Recommendations 
Aug – Oct 2027 
 
Expected Results Include: Increased educational leader support for integrating beef-related science 
learning opportunities and expanded implementation pathways that support sustainable regional and 
state-level growth. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
25-30% 
 
 
 
Activity Name/Title 
Conduct research, evaluation, and landscape analysis to identify educator needs, implementation 
barriers, and opportunities related to standards-based beef production systems and beef nutrition 
science instruction and professional learning. 
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Section 3: Detailed Budget Summary 

Description 
Conduct educator and stakeholder research, implementation evaluations, and landscape analyses to 
identify needs, barriers, opportunities, and emerging trends. Produce evaluation reports and 
recommendations that inform continuous improvement, resource development, professional 
learning strategies, and future implementation efforts. 

Addresses Opportunity/Constraint # 
Opportunity/Constraint #1: Many secondary science educators lack the ability to confidently integrate 
accurate beef production systems and beef nutrition science into standards-based classroom 
instruction. Opportunity/Constraint #2: Science education leaders and decisions makers often do not 
understand the value of integrating beef-science resources into science education initiatives and 
classroom instruction. 

Timeline and Expected Results (outputs/outcomes) 
Timeline: 
Establish Evaluation Plan & Research 
Oct – Dec 2026 

Conduct Surveys 
Jan – May 2027 

Analyze Findings & Identify Trends 
June - July 2027 

Prepare Final Report & Strategic Planning Guidance 
Aug – Sept 2027 

Expected Results Include: Improved understanding of educator needs, stronger alignment of 
resources and supports, and data-informed decision-making for future expansion efforts. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
10-15% 

 

 

 

 

The tables in the following three sections report program budget information from the following funding sources: 
• National Beef Checkoff Funding 
• Other Funding: 

o Federation of State Beef Councils (FSBC) Funds 
o Individual Qualified State Beef Council (QSBC) Funds 
o Government Funds (e.g., Market Access Program, Foreign Market Development) 
o Grain/Oilseed Funds (e.g., National Corn Growers Association, American Soybean Association)  
o Corporate Funds (e.g., tech and pharma companies) 

 
Definitions 
National Beef Checkoff Funding is divided into: 

• Direct Costs: Expenses directly associated with executing proposal activities, including 
advertising, promotional materials, consulting fees, travel, and other project-specific costs. 

• Implementation: Expenses that provide the process and infrastructure needed to put a proposal(s) 
into action, including overhead allocations and staff compensation (i.e. salaries and benefits). 
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I. FY27 Funding Request Summary 

A. National Beef Checkoff Funding 

FY27 National Beef Checkoff Funding 

This table outlines the amount of national Beef Checkoff funds requested. 

Proposal Goal or Market/Region Direct Costs Implementation Total Requested 

A 

Build foundational understanding of beef 
production and nutrition through scalable 
science education initiatives that strengthen 
consumer confidence, reduce susceptibility to 
misinformation, and support long-term 
demand for U.S. beef. 

$999,010.00 $125,000.00 $1,124,010.00 

Total:  $999,010.00 $125,000.00 $1,124,010.00 

Direct Costs & Implementation Comments 
Contractors can use this section to explain how Direct Costs and Implementation allocations are justified and supported. 
For example, contactors may highlight past project history, their organization’s expertise, or outline experienced program 
managers and key staff to show they have the team and structure to deliver the proposed activities successfully. 

N/A 
 
 
 
 
 
 
 
 
 
 
B. Other Funding  

FY27 Other Funding (Anticipated Contributions - Informational Only) 

This table outlines the amount of anticipated contributions from other funding sources. The funding information in 
this table is for informational purposes only and demonstrates external collaboration as delineated in the 2026-
2030 Beef Industry Long Range Plan. 

Proposal Goal or Market/Region Funding Source 
Total Anticipated 

Contributions 

A 

Build foundational understanding of beef production 
and nutrition through scalable science education 
initiatives that strengthen consumer confidence, 
reduce susceptibility to misinformation, and support 
long-term demand for U.S. beef. 

AFBFA, AFBF $150,000.00 

Total $150,000.00 

Additional Funding & Collaboration Comments 
Contractors can use this section to provide additional details about other anticipated contributions. This may include expected 
support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or consulting services—
along with their estimated value. They may also describe any collaborations with partner organizations and explain how such 
partnerships will help support the proposed activities in the AR. 

N/A 
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Note: The following budget tables is preliminary and will not be finalized until submission of the final AR to the Beef 
Promotion Operating Committee, allowing sufficient time for each organization's accounting staff to close out June 30, 
2026, financials. 

II. Summary of FY26 AR Budgets and Expenses 

 
 

A. National Beef Checkoff Funding 

FY26 National Beef Checkoff Funding 

This table reports the amount of awarded and expended national Beef Checkoff funding for the FY26 
Authorization Request. 

AR# 2621-CI | Oct. 1, 2025 – Jun. 30, 2026 

 Direct Costs Implementation Total 

Funds Awarded $0.00 $0.00 $0.00 

Actual Expenses $0.00 $0.00 $0.00 

 
 
 
 
 
 
 

B. Other Funding 

FY26 Other Funding (Informational Only) 

The following table reports the amount of committed and expended Other Funding for the FY26 AR. This 
funding information is for informational purposes only and demonstrates external collaboration as 
delineated in the 2026-2030 Beef Industry Long Range Plan. 

AR# 2621-CI | Oct. 1, 2025 – Jun. 30, 2026 

Funding Source Funds Committed Funds Expended 

AFBFA $50,000.00 $0.00 

AFBF $100,000.00 $0.00 

Additional Funding & Collaboration Comments 
Contractors can use this section to provide any additional details about FY26 national Beef Checkoff funds or other funding. This may 
include support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or consulting 
services—along with their estimated value. They may also describe any collaborations with partner organizations and explain how 
these partnerships supported this AR. 

N/A 

 

 

 

Prior AR Funding: 
o This AR expands upon previously funded program work from last year. 

o This AR proposes new program initiatives that are not connected to last year's work. 

o As an organization submitting an AR for the first time, we do not have any prior-year budget information to report. 
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Note: The following budget tables are preliminary and will not be finalized until submission of the final AR to the Beef 
Promotion Operating Committee. 

III. Historical Summary of AR Budgets and Expenses 

 
 

A. National Beef Checkoff Funding 

Historical Summary of National Beef Checkoff Funding 

The following table reports the amount of awarded and expended national Beef Checkoff funding for the FY25, 
FY24, and FY23 ARs. 
 FY25  

2521-CI 
FY24 

2421-CI 
FY23  

2321-CI 

AR Start Date Oct. 1, 2024 Oct. 1, 2023 Oct. 1, 2022 

AR End Date1 Sep. 30, 2025 Sep. 30, 2024 Sep. 30, 2023 

Funds Awarded $0.00 $0.00 $0.00 

Actual Expenses2 $0.00 $0.00 $0.00 
1 For multiyear ARs, the "End Date" reflects the date that the AR is scheduled to be completed. 
2 If the AR "End Date" has not occurred, actual expenses will be reflective of the following time period: AR Start Date - June 30, 2026. 

 
 

B. Other Funding 

Historical Summary of Other Funding (Informational Only) 

The following table reports the amount of Other Funding expenditures for the FY25, FY24, and FY23 ARs. The 
funding information in this table is for informational purposes only and demonstrates external collaboration as 
delineated in the 2026-2030 Beef Industry Long Range Plan. 

Funding Source 
FY25 

2521-CI 
FY24 

2421-CI 
FY23  

2321-CI 

AFBFA $20,500.00 $10,000.00 $5,000.00 

Dairy Mgmt Inc $0.00 $0.00 $32,000.00 

Total $20,500.00 $10,000.00 $37,000.00 

Additional Funding & Collaboration Comments 
Contractors may use this section to provide any additional details about historical national Beef Checkoff funds or other funding. 
This may include support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or 
consulting services—along with their estimated value. They may also describe any collaborations with partner organizations and 
explain how these partnerships supported these ARs. 

N/A 

AR Funding History: 
o This AR expands upon previously funded program work from the past two years or more. 

o This AR proposes new program initiatives that are not connected to program work from two or more years ago. 

o As an organization submitting an AR for the first time, we do not have any historical budget information to report. 



Table scores and comments will be tabulated by table and by committee. Results will be shared with contractors and the Beef 
Promotion Operating Committee in advance of the September meeting, where programs are finalized for the upcoming fiscal year. 

FY27 Checkoff Program Committees 
SCORE & COMMENT SHEET  
 

Committee Name:            Committee Table #: 
 

Contractor Proposal Goal or Market/Region 
   

 

Scoring Scale 
 1  

Do Not Support  
2 

Support Minimally 
3 

Partially Support 
4 

 Mostly Support  
5 

Fully Support 
 

Score 
Using the scale above, place an “X” under the number that best reflects your 
table’s consensus for supporting this proposal, assuming an “ideal world” in 
which national Beef Checkoff funding was unlimited. Is the proposal 
strategic? Does it have measurable objectives? How well does it support, or 
drive demand-related program work aligned with the national Beef Checkoff 
mission? 

1 2 3 4 5 

     

 
Comments 
Use the space below to provide up to three constructive comments that justify your score, identifying the proposal’s 
strengths and/or concerns that justify your score. Feedback should be specific, clear, and actionable. Vague comments 
are difficult for both the BPOC and contractors to interpret as they finalize proposals ahead of the September BPOC 
meeting where funding decisions are made. Please note, the BPOC retains funding authority and considers Checkoff 
Program Committee input as advisory in its funding decisions. 
1. 

2. 

3. 
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Organization Profile 

CONSUMER INFORMATION | 2722-CI 
National Cattlemen’s Beef Association  
 
 
 
 
Organization Description  
A brief overview of the organization, including its mission, history, and key programs or services. 

Founded in 1898, the National Cattlemen’s Beef Association (NCBA) is the national trade association 
representing U.S. cattle producers operating two distinct and separate divisions, the policy organization 
and the Federation of State Beef Councils, a contractor to the Beef Checkoff. 
 
As a proud contractor to the Beef Checkoff, NCBA plays a central role in building beef demand and 
strengthening trust in the beef cattle industry. On behalf of cattle producers and importers, NCBA leads a 
broad portfolio of Checkoff-funded work spanning domestic marketing, consumer and industry research, 
issues management, and producer education. Guided by a vision to be the trusted leader and definitive 
voice of the U.S. cattle and beef industry, NCBA’s Checkoff-funded efforts translate producer priorities 
into coordinated programs that advance beef’s competitiveness, strengthen confidence across the supply 
chain, and keep increasing demand for beef. 
 
NCBA’s Checkoff-funded work in all four Authorization Requests (ARs) together represent a uniquely 
powerful investment — one that integrates national scale, trusted consumer engagement, producer-
focused education, and research-driven strategy to deliver meaningful value across every segment of the 
beef industry. As a national contractor — and home to the Federation of State Beef Councils — NCBA 
amplifies the impact of every Checkoff dollar by extending its reach through strong partnerships at the 
state and regional levels with forty-three Qualified State Beef Councils, as well as other contractors and 
collaborators. This coordinated approach ensures resources are not only efficient but strategically aligned 
for maximum return and impact. By driving demand, safeguarding beef’s reputation, equipping producers 
with proven tools, and delivering timely, actionable insights, NCBA ensures that every Checkoff dollar 
works smarter, harder, and more effectively for cattle producers and importers. 
 
NCBA leads domestic beef promotion in the market where 90% of beef is consumed(1), making its work 
with third parties one of the beef industry’s most powerful investments in driving demand. Through deep 
relationships with trusted partners — including influencers, health and medical professionals, national, 
industry, and local media, retailers, distributors, and food service operators — NCBA gives the beef 
industry a force-multiplier to reach consumers at scale with credible, persuasive messaging. By keeping 
beef on menus, in the retail meat case, prominent in media coverage, part of conversations in social media 
and top of mind for health professional recommendations, this work helps drive long-term demand 
growth, which is now at one of its highest levels in the past 40 years. At a time when retail prices are 
elevated and household budgets are under pressure, continued investment is especially important to 
protect beef’s value, relevance, and competitiveness. Through the requested investment of $7.7 million 
for strategic media deployment, influencer partnerships, medical professional education and 
engagement, and channel marketing, NCBA will help to keep beef the leading protein in both dollar sales 
and volume growth — demonstrating that investment in this work is not only justified, but essential to 
sustaining momentum and future demand. 
 
Citation: 
1. CattleFax, May 2026 
 
Affiliated Organizations 
Organizations that have a formal relationship with the parent organization, which may include staff support, shared resources, 
and the management of administrative functions.  

N/A 
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Section 1: Overview 
 
 
 
Executive Summary 
Today’s consumers are increasingly disconnected from food production, time-constrained, and navigating 
economic pressure. Additionally, they are exposed to an overload of conflicting information about health, 
nutrition, and agriculture. As a result, they rely heavily on trusted third parties — such as influencers, 
healthcare professionals, media, and retail and foodservice partners — to guide purchasing decisions. This 
environment creates both challenges, including risk-averse consumer behavior and competing nutrition 
narratives, and opportunities to strengthen beef’s position through credible, consistent communication. 
 
NCBA’s Consumer Information AR employs a communications strategy that focuses on equipping these 
key third-party audiences with the resources and insights needed to confidently share accurate, 
compelling information about beef, ultimately reaching consumers. 
 
Grounded in the brand cornerstones of Trust, Ease, Taste, and Well-being, the program activates 
influencers, health professionals, media, and channel partners to deliver consistent messaging across 
multiple touchpoints. This approach amplifies reach and credibility by leveraging trusted voices at scale. 
Success for this program is defined by its ability to move third parties along a continuum from initial 
awareness to active advocacy, resulting in measurable increases in both the frequency and quality of 
positive beef messaging reaching consumers, and sustained growth in consumer confidence in beef. 
 
Proven results outlined below — including broad media reach, increased advocacy among experts, and 
stronger presence in retail and foodservice — demonstrate the effectiveness of this model in reinforcing 
beef’s relevance, countering misinformation, and ultimately driving consumer demand. 
 
 
 
 
 
 
 
 
 
FY27 Funding Summary 
 

Start Date  End Date 

October 1, 2026  September 30, 2027 

 
 

National Beef Checkoff Requested Funding and Other Anticipated Contributions 
NATIONAL BEEF CHECKOFF FUNDING 

$7,725,000 

100.0% OF TOTAL FUNDING 

 OTHER ANTICIPATED CONTRIBUTIONS 

$0 

0.0% OF TOTAL FUNDING 

 TOTAL FUNDING 

$7,725,000 

CHECKOFF + ANTICIPATED CONTRIBUTIONS 
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Section 2: Funding Proposal(s) 

Proposal A 

 
 

 
 

 

 
 
Goal Statement: Drive consumer demand for beef by establishing strong, enduring consumer confidence 
and a fully-activated ecosystem of trusted third-party advocates and platforms that consistently shape 
positive consumer perceptions. 
 
I. Strategy 

A. Operating Environment Assessment (Market, Situation, or Landscape) 
Today’s consumers are increasingly removed from where their food comes from; they are 
busier than ever, looking for convenient and versatile protein options, and interested in 
providing healthy and nutritious meals for themselves and their families. They are also 
constantly bombarded with information while navigating mounting economic pressure on 
their household. Many of these factors contribute to an increase in consumers cooking at 
home(1). A general lack of knowledge about beef and cooking, combined with the barrage of 
conflicting information about health, wellness and production practices, means consumers 
often rely heavily on third parties to assist in their decision-making. In fact, two-thirds of 
consumers say they delay or avoid making decisions when faced with too many options or 
information, and 75% of shoppers cross-check multiple sources to see if the information they 
find is true(2). This underscores the importance of sharing information across multiple third-
party categories, so consumers have easy access to factual information through trusted 
sources. 
 
The influence of these third parties, combined with the rapidly changing consumer landscape, 
creates both challenges and opportunities within the environment in which this proposal 
operates. 
 
Challenges  

• As economic pressures increase, consumers are increasingly risk-adverse to 
experimenting with cooking styles and ingredients that they perceive as “hard” or 
expensive. To match this, third party experts often showcase beef cuts, recipes and 
cooking styles that are less expensive, familiar and safe. 

• Growing consumer interest in personal health and well-being has expanded the 
number and diversity of voices shaping nutrition conversations. This has increased 
the spread of nutrition narratives, across digital platforms and within health 
professional settings, that can minimize beef’s value, making impactful, evidence-
based information supporting beef’s role in health more important than ever. 

• A widening gap between rural and urban living has led to a general lack of knowledge 
about how food is raised and grown. This leads to confusion among consumers and 
fewer sources of reliable information within third parties. 

 
Opportunities 

• Provide experts with the information and resources needed to showcase beef as a 
versatile, budget-friendly and valuable option.  
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• Transform scientific findings into trusted consumer-relevant content that reinforces 
the nutritional benefits of beef. 

• Close the knowledge gap by telling a transparent production story.  

• Capitalize on growing consumer interest in protein and nutrient-dense, real foods to 
reinforce beef’s relevance for the modern consumer. 

 
The more third-party audiences — from influencers to health professionals, media or retail 
and foodservice partners — are educated about beef and/or engaged with the Beef. It's 
What’s For Dinner.® brand and the sound science completed in the Research AR, the more 
authentic the relationships and the messaging to the consumer become. To continue this, it 
is crucial to deliver resources and educational opportunities specific to each third-party 
audience, so they are confident in and passionate about beef. When this is achieved, an even 
greater return on investment is achieved as these key third parties, who are seen as a trusted 
source, start sharing positive beef information on their own. NCBA’s Consumer Information 
AR engages with and leverages these key third-party audiences to reach consumers and 
ultimately strengthen beef demand. 

Citations 
1. Consumer Beef Tracker, Jan - Dec 2025 

2. Confident Consumers Do More Than Buy. They Lift Metrics That Matter. 
 
 
B. Long-Term Strategy and Rationale  
The programming funded by this request is designed to support the Beef Industry Long Range Plan 
goal of Public Engagement & Building Confidence by shaping the broader information environment in 
which consumers form perceptions about beef. It does so by building a strong, credible ecosystem of 
trusted third-party voices who influence how consumers understand, evaluate, and ultimately choose 
beef over time. 
 
In today’s operating environment, where consumers are increasingly influenced by external voices 
and exposed to conflicting information, engaging influencers, nutrition and health experts, media, and 
channel partners is essential to ensuring that accurate, credible, and compelling information about 
beef reaches consumers at scale. These audiences play a critical role in not only raising awareness, 
but in building confidence and reinforcing positive perceptions that drive sustained demand. 
 
Data from the Consumer Beef Tracker, which monitors key factors driving consumer demand for beef, 
clearly shows that influencing consumer preference, consumption and perceived value of beef 
requires consistently delivering information that is both educational and inspirational across the 
following four key cornerstones: 

• Trust — Behind every cut of beef is a dedicated industry that cares for the cattle and the 
environment — delivering a high-quality, safe, and nutritious product every time. 

• Ease — From selecting the perfect cut to the many ways it can be prepared, beef is an easy 
win — any meal, any day of the week. 

• Taste — A cut above all other proteins; beef delivers bold, tender, juicy flavor that elevates 
every meal, whether at home or dining out. 

• Wellbeing — Beef is a whole food with 10 essential nutrients, like protein, iron, and B-
vitamins, to nourish our bodies. It delivers on what matters most — enjoyment, togetherness 
and social experiences.  

https://sponsored.bloomberg.com/article/google/confident-consumers-do-more-than-buy-they-lift-metrics-that-matter
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To deliver this consistency at scale, NCBA’s Consumer Information AR focuses on leveraging these key 
third-party audiences to reach consumers across a variety of channels. As these audiences deepen 
their engagement, they increasingly reinforce positive, credible messaging about beef across the 
channels consumers rely on most. 

 
Each audience plays a distinct and complementary role in shaping this ecosystem: 

Influencers can have a large impact on driving consumer purchasing behavior. With years spent 
building real relationships with their audiences, consumers trust what they say, engage with their 
content, and purchase products based on influencer recommendations. Recent research shows that 
86% of consumers make at least one purchase annually inspired by an influencer, with 49% making 
influenced purchases daily, weekly, or monthly(1). This program drives marketing efficiency and 
engagement by deploying a variety of authentic voices and experts to improve consumers’ trust in 
beef, showcase beef’s unbeatable taste and ease, and how beef can fit into any consumers’ well-being 
journey. This comes to life in social media content, creating and distributing new beef recipes, 
educational events, and other informative outreach. This program also manages relationships with 
chefs, recipe creators and other influencers that create content for BeefItsWhatsForDinner.com, paid 
advertising efforts, earned media pitches and press releases, channel marketing promotional efforts, 
and state beef council partners. 
 
Consumers identify health professionals as the most trusted source for nutrition information(2). 
Credentialed nutrition, health and medical experts, such as physicians, registered dietitians, and 
nurse practitioners provide guidance that is often viewed as more credible and less self-serving than 
direct messages from brands or industry. In this way, they offer both trusted endorsement and an 
important “independent” perspective for beef-related nutrition and health information. 
Opportunities to reach these experts fall along a continuum, ranging from building basic knowledge 
about beef, to developing their confidence in the science, to inspiring advocacy through proactive 
recommendations for beef’s health benefits to their peers and consumers. 
 
The public relations work funded in this AR provides key journalists with information about beef and 
directly places content in top-tier media outlets. Research shows that 92% of consumers trust earned 
media more than any other form of advertising(3) and 88% of buying decisions are influenced by trust, 
the primary output of earned media(4). By strategically placing content in media outlets and working 
closely with journalists, we are ensuring consumers have access to educational information and 
inspiration around beef, and they are receiving that information from a trusted source. 
 
Channel marketing partners in retail and foodservice have a powerful impact on purchasing behavior, 
as consumers primarily purchase food through these channels. In the U.S., a relatively concentrated 
set of leading grocery retailers operate multiple regional banners that drive the majority of food sales. 
The top 20 retailers alone account for approximately 65% of total grocery sales(5). In foodservice, a 
relatively focused set of leading restaurant chains drive industry scale. Top chains operate more than 
240,000 locations nationwide and represent a substantial share of industry sales(6). Together, these 
channels represent the primary points of food purchasing and are where most purchase decisions are 
made. This underscores the importance of our program in equipping these partners with the tools 
and resources needed to effectively promote beef. By supporting partners with clear, compelling 
information on beef’s value, versatility, and preparation, we are helping address key barriers to 
purchase such as perceptions of cost, cooking confidence, and relevance while ensuring consumers 
receive consistent, credible guidance from the sources they rely on most. 

http://beefitswhatsfordinner.com/
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Together, these efforts address key barriers to beef consumption while ensuring that consumers 
consistently encounter accurate and positive information about beef across their decision journey. 
 
Over time, this approach is intended to create a marketplace in which messaging from trusted third 
party audiences is strong and sustained, consumer confidence in beef is high, and positive perceptions 
are consistently reinforced—driving demand for beef. 
 
These efforts are often completed in coordination with or extended by state beef councils to increase 
reach and amplify impact. The activities align to the Beef Industry Long Range Plan by supporting 
numerous goals, including: 

• Public Engagement & Building Confidence 

• Stakeholder Engagement 

• Animal Health & Food Safety 

• Sustainable Industry Outcomes 
 
Citations 
1. Sprout Social 
2. IFIC 2024 Food & Health Survey 
3. Nielsen research 
4. Amra & Elma, 2025 
5. USDA 
6. Technomic Top 500 Chain Restaurant Report 

 
 

C. Past Performance and Evaluation Results  
The significant historical impacts of NCBA’s Consumer Information AR, which are outlined below by 
target audience, demonstrate the value of leveraging trusted third-party voices and channels to 
extend the reach and credibility of Beef. It’s What’s For Dinner. messaging. By activating influencers, 
health, nutrition and medical experts, media outlets, and supply chain partners, the program 
consistently amplifies positive perceptions of beef and drives meaningful consumer engagement. 
 
Influencers play a critical role in expanding consumer reach, extending campaign messaging to more 
than 30 million consumers annually(1). Through educational events and activities, these partners 
develop a deeper understanding of the beef industry, resulting in measurable shifts in perception — 
100% report a more positive view of the industry, and 90% indicate they are more likely to share 
beef’s benefits with their audiences(2). Learning from past work, the program curates the right 
partners with strong consumer appeal and leverages platform algorithms to create viral content. This 
strategic approach has delivered highly efficient results over the past three years, maintaining a low 
cost per reach and cost per engagement. 
 
In parallel, engagement with nutrition, health and medical experts strengthen recommendations for 
beef’s role in healthy diets. Over time, the program has evolved from a primary audience target of 
registered dietitians to an expanded reach of health professionals including physicians, nurse 
practitioners, and sports nutrition experts to reflect the credentialed professionals currently 
influencing consumer’s beef nutrition perceptions. This expanded reach helps ensure health 
professionals have the tools to recommend beef, particularly for heart health and childhood growth 

https://sproutsocial.com/roi/influencer-marketing-roi/
https://ncba.sharepoint.com/teams/checkoff/CheckoffOperations/Authorization%20Requests/FY2027%20ARs/Resources/(Earned%20Media%20Statistics%20for%202026:%20Consumer%20Trust%20Advantage,%20Word-of-Mouth%20Impact,%20UGC%20Conversion%20Data,%20Online%20Reviews,%20Influencer%20Earned%20Media%20Value,%20PR%20Coverage,%20Social%20Mentions,%20SEO%20Backlinks,%20and%20Measurement%20Benchmarks)
https://www.shno.co/marketing-statistics/earned-media-statistics
https://www.ers.usda.gov/topics/food-markets-prices/retailing-wholesaling/retail-trends
https://www.technomic.com/press-top-500-report/
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and development. For example, data from FY25 indicates 91% of healthcare professionals who 
received Beef Checkoff nutrition toolkits felt more informed about beef’s role in a healthy diet and 
90% plan to recommend beef more often to patients(3). These expert voices also help drive the 
placement of science-based, beef-positive nutrition information across major media outlets and 
digital health platforms, reinforcing recommendations through trusted third-party validation. 
 
Consumers are exposed to thousands of messages daily and must see or hear messages repeatedly 
for the information to stick. To ensure our content breaks through in this increasingly crowded media 
environment, the public relations program strategically distributes different kinds of content via 
various media outlets nationwide. We use learnings from past work and leverage media relationships, 
trending topics and well-known or media-friendly experts to increase the number of stories placed 
and likelihood of amplification. Learnings from successful placements have helped us refine which 
media experts we work with, how we pitch them and which outlets we pitch.  By working with specific 
experts year-round, rather than on a case-by-case basis, and targeting specific outlets, we have been 
able to increase both our initial story pickup as well as residual pickup through syndication. Through 
this strategy, we place more than 8,000 stories annually and are repeatedly featured on network 
television and in digital outlets like Yahoo and MSN. This amplification ensures beef remains top of 
mind, generating more than one billion opportunities for consumers to see Checkoff-funded content 
and messaging each year and maximizing the value of existing content investments. 
 
Finally, channel marketing partnerships with supply chain stakeholders and nationally recognized 
brands strengthen beef’s presence at the point of purchase, driving increased sales and expanding 
consumer access across retail and foodservice. Over the past year, national e-commerce campaigns 
generated more than $50 million in trackable incremental beef sales and delivered over $44 in sales 
for every Checkoff dollar invested(4). These efforts also expanded consumer choice through new 
menu items and retail offerings, reinforcing beef’s relevance in everyday eating occasions. This work 
is supported by collaboration with retailers, restaurants, and brand partners, along with tools and 
resources that enhance partner understanding of beef’s value and help address barriers such as cost 
perceptions, preparation complexity, and relevance. As a result, partners are better equipped to 
feature beef within their businesses, contributing to stronger in-market presence and consumer 
visibility. More than 6,000 food industry engagements have strengthened industry connections and 
created additional opportunities to advance beef across channels, ultimately supporting 
consideration and demand. 
 
Citations 
1. Data is the average of the program’s performance from 2022-2025, derived from third-party 

media monitoring/tracking software 
2. Data from post-event surveys of attendees of previous influencer events 
3. NCBA Pulse Health and Wellness Survey FY25 
4. E-commerce Media Performance Reports, March 2025 - March 2026 
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D. Opportunity/Constraint and Beef Industry LRP Summary Table 

Opportunity/Constraint and Beef Industry LRP Summary 

 Opportunity/Constraint Beef Industry LRP Goal  Target Outcome 

#1 

Trusted third parties — including 
influencers, health professionals, 
media, and channel partners — lack 
sufficient knowledge and resources 
about beef to confidently and 
consistently share accurate, positive 
information with consumers, limiting 
beef's reach and credibility across key 
consumer touchpoints. 

Public Engagement & Building 
Confidence 

Trusted third parties are 
equipped with the knowledge, 
resources, and confidence to 
consistently and accurately 
communicate positive 
information about beef to their 
audiences. 

#2 

Consumers lack accurate information 
about beef — how it’s raised, the 
nutritional benefits it delivers, as well 
as the knowledge to confidently 
choose and cook beef. Trusted third 
parties and their platforms are a key 
source of information for consumers, 
helping to close the knowledge gap 
and build trust. 

Public Engagement & Building 
Confidence 

Consumers have increased 
knowledge of and confidence in 
beef's taste, ease of preparation, 
nutritional benefits, and 
production practices as a result of 
trusted third-party messaging. 

 
 

E. Opportunity/Constraint Performance Measure Table (Outcomes) 

Opportunity/Constraint Performance Measures (Outcomes) 

Performance Measure 
2025 

Baseline 
2026 
Goal 

2027 
Goal 

2028 
Goal 

2029 
Goal 

2030 
Goal 

Opportunity/Constraint #1: Trusted third parties — including influencers, health professionals, media, and channel 
partners — lack sufficient knowledge and resources about beef to confidently and consistently share accurate, 
positive information with consumers, limiting beef's reach and credibility across key consumer touchpoints. 
Number of third parties who engage 
with Beef Checkoff content and 
resources 

122,374 140,350 500,000 500,000 500,000 500,000 

Percent of third parties who agree 
beef resources help communicate 
value and improve consumer 
understanding 

N/A N/A 85% 85% 85% 85% 

Percent of third party experts who say 
they plan to share or recommend 
more information about beef with 
their audience after engaging with 
Beef Checkoff activities 

N/A N/A 85% 85% 85% 85% 

Opportunity/Constraint #2: Consumers lack accurate information about beef — how it’s raised, the nutritional 
benefits it delivers, as well as the knowledge to confidently choose and cook beef. Trusted third parties and their 
platforms are a key source of information for consumers, helping to close the knowledge gap and build trust. 
Number of times our content is picked 
up or published by top tier media 
outlets 
 

N/A 9,000 9,100 9,200 9,300 9,300 
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Activity #1 

 
 

Opportunity/Constraint Performance Measures (Outcomes) 

Performance Measure 
2025 

Baseline 
2026 
Goal 

2027 
Goal 

2028 
Goal 

2029 
Goal 

2030 
Goal 

Number of consumers who engage 
with third-party content to increase 
their knowledge about beef 

3,300,000 2,000,000 3,600,000 3,600,000 3,600,000 3,600,000 

Number of third-party experts who 
engaged with their peers sharing 
knowledge about beef (peer-to-peer 
influence) 

N/A N/A 4,000 4,500 5,000 5,500 

 
 
II. Proposed Work and Requested Funding 

A. Key Activities Addressing the Priority Opportunities/Constraints 
 

 
 

Activity Name/Title 
Influencer Outreach and Engagement  

Description:  
This activity will develop and maintain relationships with influencers like recipe creators, food lovers, 
celebrity chefs, beef advocates, and others who impact consumer decisions by sharing information 
about beef. Consumers look to influencers when making purchase decisions, making them a key 
component of Beef Checkoff marketing efforts. This activity will include providing education to these 
third-party experts to increase their knowledge of beef and positive perception of the beef industry 
as well as working with them to create and distribute beef content across channels to keep consumers 
choosing beef more often. 
 
Examples include: 

• Providing educational content to influencers via digital or in-person touchpoints such as 
newsletters, events, or other training that highlights beef’s benefits from both a product and 
production standpoint and addresses topics like how beef is raised, cuts and preparation and 
beef in a healthy diet. 

• Executing consumer-facing content activations utilizing influencers across a variety of topics. 
Activations will inspire and educate consumers with content that improves consumers' trust 
in beef, showcases beef's unbeatable taste and ease, and demonstrates how beef can fit into 
any consumer's well-being journey. This content will be shared with the influencer's audience 
and on Beef. It's What's For Dinner. channels. 

 
Addresses Opportunity/Constraint # 
1, 2 

Timeline and Expected Results (outputs/outcomes) 
Education and content development will occur throughout the year. Education will result in 
influencers being armed with positive, factual information and an increased knowledge of and trust in 
the beef industry through both digital and in-person touchpoints generating 300 third-party 
engagements. This engagement number includes: event attendance, training and networking 
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Activity #2 

 
 

opportunities, newsletter interactions, and other ways that influencers engage with Beef. It’s What’s 
For Dinner. information. 
 
Content developed with these trusted third parties will be distributed across a variety of consumer-
facing platforms to deliver messages about beef’s great taste, recipes, cuts, how beef is raised, and its 
nutritional benefits. By leveraging these third parties to reach their already engaged audiences, these 
efforts generate high-quality consumer interactions, ultimately increasing consumers' knowledge of 
beef and the beef industry. Consumers will be reached 40 million times with third-party content, and 
content will generate 3.6 million engagements. This engagement number includes: saves, shares, likes, 
comments, and clicks. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
15-25% 
 
 
 

Activity Name/Title 
Nutrition, Health and Medical Experts  

Description 
This activity will develop and maintain advocacy among nutrition, health and medical experts 
including physicians, registered dietitians, nurse practitioners, and others who influence consumer 
attitudes about health and well-being. Consumer interest in nutrition, health, and wellness continues 
to grow, and recent U.S. nutrition guidelines emphasize nutrient-dense, whole foods, like beef.(1) Yet 
limited nutrition knowledge and/or a lack of positive reinforcement of beef’s benefits remains a 
barrier to beef consumption. Consumers trust advice from nutrition, health, and medical experts(2), 
but these professionals often lack current, science-based information about beef or tools to 
encourage beef consumption as part of a healthy diet. This activity reaches health experts either 
directly, or through partnerships with health professional associations, to provide education and/or 
build partnerships that support and encourage evidence-based beef recommendations. 
 
Examples include: 

• Providing broad-based educational content to health and medical experts via webinars, 
conferences, digital communications (Beef Nutrition Education Hub, e-newsletters) social 
media, podcasts, professional magazine content, and toolkits to equip these experts with 
research and resources to confidently recommend beef to peers, patients, and consumers. 

• Engaging visible nutrition, health and medical experts through individual partnerships, or with 
credible associations, to build and activate a community of advocates that inspire consumers 
to choose beef more often for health. Programming includes digital activations and in-person 
events (i.e. Beef Aficionados and Meat-Ups). 

 
Citations 
1. U.S. Department of Health and Human Services and U.S. Department of Agriculture. (2026). 

Dietary Guidelines for Americans, 2025–2030 

2. IFIC 2024 Food & Health Survey 
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Activity #3 

 
 

Addresses Opportunity/Constraint # 
1,2 

Timeline and Expected Results (outputs/outcomes) 
Educational content and experiences will take place throughout the year as partnerships are identified 
and contracted. Content developed with these trusted experts will be distributed across a variety of 
platforms to amplify messages with expectation of generating at least 550,000 third-party 
engagements highlighting how beef supports healthy lifestyles. Additional outcomes will center on 
positioning the Beef Checkoff as a trusted go-to source which will be confirmed by at least 85% of this 
audience expressing interest in use of our materials and 85% agreement that these tools are valuable. 
Collectively these activities work towards the goal of securing recommendations for beef as a food 
for health and well-being among health professionals, and ultimately consumers.  

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
17-27% 

 
 
 

Activity Name/Title 
Public Relations  

Description 
NCBA’s Checkoff-funded Public Relations program develops and executes a communications strategy 
designed to reach consumers with positive information about beef. Through the funding of this tactic, 
the team works with media outlets and journalists across the country to strategically place stories and 
content on platforms where consumers are looking for information. From how to cook with beef, to 
the nutritional benefits of beef and where beef comes from — and everything in between — this tactic 
is responsible for understanding the media landscape and consumer conversation and leveraging that 
information to maximize visibility and ultimately encourage consumers to choose beef. The work done 
through this tactic is instrumental in protecting the reputation of the beef industry and safeguarding 
the industry to combat negative information and misinformation. 
 
According to the Journal of Social and Political Psychology, the media plays a central role in informing 
the public about what happens in the world, particularly in those areas in which audiences do not 
possess direct knowledge or experience. Today, as consumers are further removed from agriculture 
than ever before, this highlights the importance of the media as a key audience for the beef industry. 
And that is exactly why this programming is so important as it implements a strategy and leverages 
relationships with media outlets and journalists to reach the consumer with positive information 
across a variety of media outlets. 

Addresses Opportunity/Constraint # 
2 

Timeline and Expected Results (outputs/outcomes) 
During FY27, the Public Relations activity will continuously place educational and inspirational content 
in national media outlets, targeting more than 8,000 placements total. This will ensure consumers are 
being exposed to factual information about beef in the outlets where they are already going for their 
information. 
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Activity #4 

 
 

In addition to placing content in national media outlets and helping to shape the public narrative 
about the beef industry, this area of work supports state beef councils at a local level. In FY27 the 
media experts executing this area of work will continue to assist state beef councils in identifying local 
journalists they can interact with and providing strategic guidance and assistance in responding to 
media requests. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
21-31% 
 
 
 

Activity Name/Title 
Channel Marketing 

Description 
Channel Marketing plays a critical role in sustaining beef demand by ensuring beef remains available, 
prioritized, and competitively positioned at the point of sale, both in retail meat cases and on 
restaurant menus. As a business-to-business platform, this activity focuses on the partners who most 
directly shape consumer purchasing decisions, including retail and foodservice decision-makers and 
supply chain partners who influence product availability, merchandising, and menu strategy. 
 
In a market defined by tight supply, elevated prices, and shifting consumer preferences, channel 
partners need clarity, education, confidence, and practical solutions to successfully market beef. 
Channel Marketing fulfills this need by serving as a trusted industry resource and strategic 
collaborator helping partners navigate challenges while keeping beef front and center for consumers. 
 
Ultimately, Channel Marketing helps ensure beef is not only consistently available but confidently 
supported across the supply chain. By strengthening partner capability and alignment, this business-
to-business investment amplifies Checkoff impact and secures beef’s presence on shelves, on menus, 
and in everyday consumer choices. 

Addresses Opportunity/Constraint # 
1 

Timeline and Expected Results (outputs/outcomes) 
In FY27, the Channel Marketing activity will strengthen and expand relationships across the supply 
chain through sustained, year-round engagement. Hands-on training, targeted education, culinary 
ideation, industry conference participation, and ongoing outreach will keep beef top of mind among 
those who influence purchasing decisions. Strategic brand partnerships and activations throughout 
the year will extend this impact, enhancing beef’s visibility and reinforcing its relevance across retail 
and foodservice channels while driving at least 7,000 channel engagements. This engagement number 
includes account meetings, calls, event attendance, webinar and training participation, as well as B2B 
social media and newsletter interactions. 
 
Expected results include increased partner engagement, stronger knowledge and confidence in 
promoting beef, and expanded activation within customer-facing environments. Together, these 
shifts are intended to increase partner use of Beef Checkoff resources, strengthen confidence in 
communicating beef’s value, and encourage more frequent sharing and recommendation of beef 
across trusted third-party partners. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
27-37% 
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Section 3: Detailed Budget Summary 
 

 
 
The tables in the following three sections report program budget information from the following funding sources: 

• National Beef Checkoff Funding 
• Other Funding: 

o Federation of State Beef Councils (FSBC) Funds 
o Individual Qualified State Beef Council (QSBC) Funds 
o Government Funds (e.g., Market Access Program, Foreign Market Development) 
o Grain/Oilseed Funds (e.g., National Corn Growers Association, American Soybean Association)  
o Corporate Funds (e.g., tech and pharma companies) 

 
Definitions 
National Beef Checkoff Funding is divided into: 

• Direct Costs: Expenses directly associated with executing proposal activities, including 
advertising, promotional materials, consulting fees, travel, and other project-specific costs. 

• Implementation: Expenses that provide the process and infrastructure needed to put a proposal(s) 
into action, including overhead allocations and staff compensation (i.e. salaries and benefits). 
 
 

I. FY27 Funding Request Summary 

A. National Beef Checkoff Funding 

FY27 National Beef Checkoff Funding 

This table outlines the amount of national Beef Checkoff funds requested. 

Proposal Goal or Market/Region Direct Costs Implementation Total Requested 

A 

Drive consumer demand for beef by 
establishing strong, enduring consumer 
confidence and a fully-activated ecosystem of 
trusted third-party advocates and platforms 
that consistently shape positive consumer 
perceptions. 

$4,079,200.00 $3,645,800.00 $7,725,000.00 

Total:  $4,079,200.00 $3,645,800.00 $7,725,000.00 

Direct Costs & Implementation Comments 
Contractors can use this section to explain how Direct Costs and Implementation allocations are justified and supported. 
For example, contactors may highlight past project history, their organization’s expertise, or outline experienced program 
managers and key staff to show they have the team and structure to deliver the proposed activities successfully. 

Implementation Comments: NCBA’s in-house staff is one of the beef industry’s most significant 
strategic assets and a central reason the organization is uniquely positioned to deliver high-value, 
efficient, and accountable Checkoff programs. Our team does far more than manage work; they 
directly lead, create, execute, and continuously improve the research, education, promotion, 
communications, crisis planning, culinary, market research, and consumer-facing national programs 
that also serve as the foundation for contractors and state beef councils across the country. This 
intentional staffing model enables NCBA to retain deep institutional knowledge and specialized 
expertise internally, including four Ph.D. scientists, a Ph.D. registered dietitian, additional registered 
dieticians, a veterinarian, culinary leadership with Michelin three-star restaurant experience, 30 
years of combined newsroom experience, 50 years of combined communications and crisis planning 
experience, and market research leaders with backgrounds at nationally recognized brands such as 
National Geographic and Discovery. Because nearly all programs are executed by these in-house 
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professionals, investments in NCBA staff directly translate into program continuity, technical 
excellence, faster execution, stronger alignment, and measurable value. At the same time, NCBA has 
demonstrated responsible stewardship by reducing Checkoff staff by nine people over the last five 
years and lowering FY25 annual media agency fees by more than $750,000 all while serving 100% of 
the forty-three Qualified State Beef Councils and continually streamlining delivery across 
authorization requests. Simply put, our people are our programs—and preserving this in-house 
capacity protects the expertise, efficiency, and executional strength required to advance the Beef 
Checkoff’s mission. Direct Cost Comments: Per guidance provide by Cattlemen’s Beef Board in 
August of 2025, AR funds may be used to reimburse staff time, travel, and associated expenses in 
sourcing supplemental funds to support Checkoff-related work. To accomplish the stated 
deliverables and outcomes, traveling to/from and attending key influencer/stakeholder/partner 
meetings may be required. This will enable staff to gain or provide more strategic guidance and 
training, engage in briefings and/or educational sessions/events and disseminate knowledge. It may 
also be necessary for the Checkoff to fund international travel to/from the U.S. AR funds may be 
used to communicate results to stakeholders, including producers, and to implement current and 
previously funded ARs. Also note that legal counsel may be sought for routine, day-to-day content 
development, program planning and contracting to ensure compliance with federal rules or 
regulations. 
 
 
 
 
 
 
B. Other Funding  

FY27 Other Funding (Anticipated Contributions - Informational Only) 

This table outlines the amount of anticipated contributions from other funding sources. The funding information in 
this table is for informational purposes only and demonstrates external collaboration as delineated in the 2026-
2030 Beef Industry Long Range Plan. 

Proposal Goal or Market/Region Funding Source 
Total Anticipated 

Contributions 

A 

Drive consumer demand for beef by establishing 
strong, enduring consumer confidence and a fully-
activated ecosystem of trusted third-party advocates 
and platforms that consistently shape positive 
consumer perceptions. 

 $0.00 

Total $0.00 

Additional Funding & Collaboration Comments 
Contractors can use this section to provide additional details about other anticipated contributions. This may include expected 
support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or consulting services—
along with their estimated value. They may also describe any collaborations with partner organizations and explain how such 
partnerships will help support the proposed activities in the AR. 

N/A 
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Note: The following budget tables is preliminary and will not be finalized until submission of the final AR to the Beef 
Promotion Operating Committee, allowing sufficient time for each organization's accounting staff to close out June 30, 
2026, financials. 

II. Summary of FY26 AR Budgets and Expenses 

 
 

A. National Beef Checkoff Funding 

FY26 National Beef Checkoff Funding 

This table reports the amount of awarded and expended national Beef Checkoff funding for the FY26 
Authorization Request. 

AR# 2622-CI | Oct. 1, 2025 – Jun. 30, 2026 

 Direct Costs Implementation Total 

Funds Awarded $0.00 $0.00 $0.00 

Actual Expenses $0.00 $0.00 $0.00 

 
 
 
 
 

B. Other Funding 

FY26 Other Funding (Informational Only) 

The following table reports the amount of committed and expended Other Funding for the FY26 AR. This 
funding information is for informational purposes only and demonstrates external collaboration as 
delineated in the 2026-2030 Beef Industry Long Range Plan. 

AR# 2622-CI | Oct. 1, 2025 – Jun. 30, 2026 

Funding Source Funds Committed Funds Expended 

FSBC Funds $431,200.00 $185,694.00 

Additional Funding & Collaboration Comments 
Contractors can use this section to provide any additional details about FY26 national Beef Checkoff funds or other funding. 
This may include support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or 
consulting services—along with their estimated value. They may also describe any collaborations with partner organizations 
and explain how these partnerships supported this AR. 

N/A 

 
 
 
 
 
 
 

Prior AR Funding: 
o This AR expands upon previously funded program work from last year. 

o This AR proposes new program initiatives that are not connected to last year's work. 

o As an organization submitting an AR for the first time, we do not have any prior-year budget information to report. 
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Note: The following budget tables are preliminary and will not be finalized until submission of the final AR to the Beef 
Promotion Operating Committee. 

III. Historical Summary of AR Budgets and Expenses 

 
 

A. National Beef Checkoff Funding 

Historical Summary of National Beef Checkoff Funding 

The following table reports the amount of awarded and expended national Beef Checkoff funding for the FY25, 
FY24, and FY23 ARs. 
 FY25  

2522-CI 
FY24 

2422-CI 
FY23  

2322-CI 

AR Start Date Oct. 1, 2024 Oct. 1, 2023 Oct. 1, 2022 

AR End Date1 Sep. 30, 2025 Sep. 30, 2024 Sep. 30, 2023 

Funds Awarded $0.00 $0.00 $0.00 

Actual Expenses2 $0.00 $0.00 $0.00 
1 For multiyear ARs, the "End Date" reflects the date that the AR is scheduled to be completed. 
2 If the AR "End Date" has not occurred, actual expenses will be reflective of the following time period: AR Start Date - June 30, 2026. 

 
 

B. Other Funding 

Historical Summary of Other Funding (Informational Only) 

The following table reports the amount of Other Funding expenditures for the FY25, FY24, and FY23 ARs. The 
funding information in this table is for informational purposes only and demonstrates external collaboration as 
delineated in the 2026-2030 Beef Industry Long Range Plan. 

Funding Source 
FY25 

2522-CI 
FY24 

2422-CI 
FY23  

2322-CI 

FSBC Funds $787,051.00 $999,955.00 $1,057,415.00 

Total $787,051.00 $999,955.00 $1,057,415.00 

Additional Funding & Collaboration Comments 
Contractors may use this section to provide any additional details about historical national Beef Checkoff funds or other funding. 
This may include support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or 
consulting services—along with their estimated value. They may also describe any collaborations with partner organizations and 
explain how these partnerships supported these ARs. 

NCBA continuously seeks additional investment to strengthen its programs and further leverage national 
funding. In previous years, State Beef Councils have provided funding to support both national programs 
and the extension of those programs within their respective states. However, the state funds have 
become less and less over the last five years and are expected to continue to decrease. Partner 
organizations also support research and producer education through in-kind contributions, helping reduce 
direct program costs. At the request of CBB and BPOC, NCBA is currently pursuing additional and matching 
funds through grants and various Checkoff programs in the year ahead. 

AR Funding History: 
o This AR expands upon previously funded program work from the past two years or more. 

o This AR proposes new program initiatives that are not connected to program work from two or more years ago. 

o As an organization submitting an AR for the first time, we do not have any historical budget information to report. 



Table scores and comments will be tabulated by table and by committee. Results will be shared with contractors and the Beef 
Promotion Operating Committee in advance of the September meeting, where programs are finalized for the upcoming fiscal year. 

FY27 Checkoff Program Committees 
SCORE & COMMENT SHEET  
 

Committee Name:            Committee Table #: 
 

Contractor Proposal Goal or Market/Region 
   

 

Scoring Scale 
 1  

Do Not Support  
2 

Support Minimally 
3 

Partially Support 
4 

 Mostly Support  
5 

Fully Support 
 

Score 
Using the scale above, place an “X” under the number that best reflects your 
table’s consensus for supporting this proposal, assuming an “ideal world” in 
which national Beef Checkoff funding was unlimited. Is the proposal 
strategic? Does it have measurable objectives? How well does it support, or 
drive demand-related program work aligned with the national Beef Checkoff 
mission? 

1 2 3 4 5 

     

 
Comments 
Use the space below to provide up to three constructive comments that justify your score, identifying the proposal’s 
strengths and/or concerns that justify your score. Feedback should be specific, clear, and actionable. Vague comments 
are difficult for both the BPOC and contractors to interpret as they finalize proposals ahead of the September BPOC 
meeting where funding decisions are made. Please note, the BPOC retains funding authority and considers Checkoff 
Program Committee input as advisory in its funding decisions. 
1. 

2. 

3. 
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Organization Profile 

Consumer Information | 2723-CI 
Farm Journal Foundation 
 
 
 
 
Organization Description  
A brief overview of the organization, including its mission, history, and key programs or services. 

Farm Journal Foundation is a nonprofit, nonpartisan organization that works alongside America's farmers 
and ranchers to advance agricultural education, food security, innovation, conservation, and rural 
economic development. Its mission is to bring together stakeholders from across the agricultural 
spectrum – including students, farmers, industry leaders, and policymakers – to create tangible solutions 
to some of the biggest challenges facing the food and agricultural value chain today. 
  
The Foundation was founded in 2010 as a public policy and education focused organization. With strong 
links to Farm Journal Media, the Foundation serves as a trusted bridge between agriculture and the 
broader public by elevating farmer voices and increasing understanding of the critical role agriculture 
plays in food security, nutrition, environmental stewardship, economic growth, and national well-being. 
  
The Foundation develops and delivers educational programs, public engagement initiatives, leadership 
development opportunities, and strategic partnerships that connect consumers, students, educators, 
policymakers, and industry stakeholders with modern agriculture. Through its work, the Foundation seeks 
to improve public understanding of agricultural production while fostering informed dialogue about the 
challenges and opportunities facing food and agricultural systems. 
  
Farm Journal Foundation works to address the biggest challenges facing food and agricultural systems 
today. Using three main levers – thought leadership, education, and issue engagement – the Foundation 
drives conversations that surface real solutions and works with leaders to take action. The Foundation 
currently focuses on four main issues, with the overarching goal of building the long-term health of our 
global food supply chain. Our focus issues are Global Food & Nutrition Security, Agricultural Conservation, 
Rural Economic Development, and Agricultural Innovation. 
  
Key partners in 2025 included American Soybean Association, National Corn Growers Association, USA 
Rice, Western Growers, Farm Credit, Howard G. Buffet Foundation, Patterson Family Foundation, Walton 
Family Foundation, Farm Journal, Boehringer Ingelheim, Merck Animal Health, and Gates Foundation. 
 
Affiliated Organizations 
Organizations that have a formal relationship with the parent organization, which may include staff support, shared resources, 
and the management of administrative functions.  

N/A 
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Section 1: Overview 
 
 
 
Executive Summary 
Farm Journal Foundation seeks authorization as a Beef Checkoff contractor to expand consumer 
understanding of beef production, beef farmers and ranchers, cattle stewardship, and beef’s role in 
healthy dietary patterns through the Voice of the Farmer Garden at the USDA headquarters on the 
National Mall in Washington, D.C. 
  
A key component of the Foundation's educational portfolio is the Voice of the Farmer Garden, an 
interactive agricultural learning experience located at USDA headquarters on the National Mall in 
Washington, D.C. Through a partnership with the U.S. Department of Agriculture, the Foundation 
manages all aspects of the Garden and develops educational exhibits, digital learning tools, farmer 
storytelling content, youth educational programming, and public events that help visitors better 
understand American agriculture. The Garden serves as a highly visible platform for experiential learning 
and consumer engagement, reaching students, educators, families, policymakers, and visitors from across 
the United States and around the world. 
  
Located adjacent to major Smithsonian museums and national monuments, the Garden reaches 
thousands of consumers, students, educators, policymakers, and visitors annually through educational 
exhibits, guided tours, mobile learning experiences, public events, and digital resources. 
  
The Foundation also works closely with national and state agricultural organizations, educational 
institutions, government agencies, and private-sector partners to create innovative educational resources 
and outreach programs. Through these collaborations, Farm Journal Foundation advances its mission of 
ensuring that agriculture's story is told accurately, credibly, and through the voices of the farmers and 
ranchers who produce the nation's food, fiber, and renewable resources. 
  
Through Beef Checkoff investment, the Foundation will extend existing Beef Checkoff consumer 
information efforts by integrating beef-specific content throughout the Garden experience, including 
interpretive exhibits, digital storytelling, farmer and rancher videos, youth educational programming, and 
experiential learning opportunities. The project will also support educational programming conducted 
through the Foundation’s partnership with Smithsonian summer camps and related youth engagement 
initiatives. 
  
This work will provide consumers with trusted, science-based information about modern beef production 
while increasing awareness of the stewardship, care, innovation, and commitment demonstrated by 
America’s beef farmers and ranchers. 
 
 
 
FY27 Funding Summary 
 

Start Date  End Date 

October 1, 2026  September 30, 2027 

 
 

National Beef Checkoff Requested Funding and Other Anticipated Contributions 
NATIONAL BEEF CHECKOFF FUNDING 

$500,000 

33.9% OF TOTAL FUNDING 

 OTHER ANTICIPATED CONTRIBUTIONS 

$975,000 

66.1% OF TOTAL FUNDING 

 TOTAL FUNDING 

$1,475,000 

CHECKOFF + ANTICIPATED CONTRIBUTIONS 
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Section 2: Funding Proposal(s) 

Proposal A 

 
 

 
 

 

 
 
Goal Statement: Increase consumer understanding, trust, and confidence in beef farmers and ranchers 
through immersive educational experiences and digital learning opportunities delivered through the Voice of 
the Farmer Garden. 
 
I. Strategy 

A. Operating Environment Assessment (Market, Situation, or Landscape) 
Most consumers are increasingly disconnected from agricultural production and possess 
limited firsthand knowledge of modern beef production practices. At the same time, 
consumers seek greater transparency regarding food production, sustainability, animal care, 
nutrition, and environmental stewardship. 
  
The Voice of the Farmer Garden provides a unique opportunity to engage consumers in a 
high-traffic, trusted educational environment that combines place-based learning, direct 
interaction, and experiential education. Located on the National Mall in Washington, D.C., the 
Garden benefits from one of the nation's most visited public destinations. The National Mall 
and Memorial Parks host approximately 25 million visitors annually, creating an unparalleled 
opportunity to reach diverse audiences from across the United States and around the world 
with science-based agricultural education and farmer-led storytelling. 
  
In addition to general public visitation, the Garden benefits from its partnership with 
Smithsonian educational programs. Smithsonian Associates operates the world's largest 
museum-based education program and has provided educational programming for nearly 60 
years. The Smithsonian Summer Camp program engages students through museum visits, 
hands-on projects, collaborative challenges, expert interactions, and experiential learning 
activities designed to stimulate curiosity and deepen understanding. 
  
Research consistently demonstrates that experiential and informal learning environments 
produce stronger educational outcomes than passive information delivery alone. Studies have 
found that experiential learning increases learner motivation, engagement, knowledge 
retention, and critical thinking while creating stronger personal connections to subject 
matter. Experiential educational settings encourage participants to actively construct 
knowledge through observation, interaction, and reflection rather than simply receiving 
information through static materials. 
  
Research focused specifically on museums and informal learning environments further 
demonstrates that place-based educational experiences can produce lasting impacts on 
knowledge, attitudes, and engagement. Reviews of museum-based learning programs have 
found that informal educational environments expose participants to new perspectives, 
increase interest in complex topics, and generate learning outcomes that may persist for years 
after the initial experience. 
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The Voice of the Farmer Garden incorporates many of the characteristics identified in the 
research literature as most effective for public education, including experiential learning, 
storytelling, digital engagement, self-directed exploration, educator-guided activities, and 
direct connections to real-world practitioners. By integrating Beef Checkoff-supported 
content into this environment, the program can move beyond awareness-building and create 
meaningful opportunities for consumers to increase their understanding of beef production, 
strengthen trust in beef farmers and ranchers, and develop a deeper appreciation for the role 
of beef in America's food system. 
 
Citations 
• National Parks Service 

• Smithsonian Institution 

• National Library of Medicine: https://pmc.ncbi.nlm.nih.gov/articles/PMC8569223/ | 
https://pmc.ncbi.nlm.nih.gov/articles/PMC6003385/ 

• International Journal of Research Publication and 
Reviews:  https://ijrpr.com/uploads/V6ISSUE8/IJRPR51823.pdf, 

• Nature: https://www.nature.com/articles/s41599-026-06496-6, 
 
B. Long-Term Strategy and Rationale  
The long-term strategy is to establish the Voice of the Farmer Garden as a premier national 
destination for experiential beef education and consumer engagement. Unlike traditional educational 
materials that rely primarily on passive information delivery, the Voice of the Farmer Garden employs 
experiential learning techniques—including hands-on exploration, storytelling, digital engagement, 
and direct connections to farmers and ranchers—that research has shown increase engagement, 
knowledge retention, and long-term learning outcomes. 
  
By integrating Beef Checkoff-funded educational content into exhibits, digital resources, youth 
programming, and public events, the Foundation will create multiple touchpoints through which 
consumers can learn directly from beef farmers and ranchers. This approach complements existing 
Beef Checkoff consumer information efforts while extending their reach through place-based learning 
experiences and trusted educational partnerships. 
  
Over time, the program will create a sustainable platform capable of reaching millions of consumers 
through onsite engagement, digital content, educational resources, and media amplification. The 
Voice of the Farmer Garden is designed to engage not only consumers, but consumers who influence 
other consumers—individuals who actively seek information about food production, participate in 
conversations about agriculture, and shape perceptions within their households, communities, and 
digital networks. 
  
Consumer research conducted across the food and agriculture sector demonstrates that not all 
consumers influence food system conversations equally. Studies conducted by The Center for Food 
Integrity (CFI), FMI – The Food Industry Association, and Midan Marketing have identified distinct 
consumer segments that actively seek information about how food is produced, participate in 
discussions about agriculture, nutrition, sustainability, and animal care, and frequently influence 
purchasing decisions and opinions within their households and social networks. 
  
 

https://www.nps.gov/nama/index.htm
https://www.si.edu/educators
https://pmc.ncbi.nlm.nih.gov/articles/PMC8569223/
https://pmc.ncbi.nlm.nih.gov/articles/PMC6003385/
https://ijrpr.com/uploads/V6ISSUE8/IJRPR51823.pdf
https://www.nature.com/articles/s41599-026-06496-6
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Recent CFI research found that consumers increasingly evaluate food and agriculture information 
through the lens of authenticity, values alignment, and trust rather than facts and technical expertise 
alone. CFI's peer-reviewed Trust Model demonstrates that shared values are three to five times more 
influential than technical competence or scientific expertise in building trust. As a result, consumers 
are more likely to be influenced by authentic stories and direct engagement with farmers and ranchers 
than by traditional informational materials alone. 
  
Similarly, Midan Marketing's Meat Consumer Segmentation research identifies highly engaged 
consumer segments—including "Connected Trendsetters" and "Claim Seekers"—that actively seek 
information about food production, sustainability, nutrition, animal care, and agricultural practices. 
These consumers are more likely to discuss food-related topics with others, seek information through 
digital channels, influence household purchasing decisions, and shape broader perceptions about the 
food system. While these audiences may not represent the largest share of consumers, they 
frequently serve as opinion leaders within their social networks and communities. 
  
The Voice of the Farmer Garden is uniquely positioned to engage these influential audiences. Located 
on the National Mall and supported by experiential learning, digital storytelling, QR-enabled content, 
educational programming, and direct connections with farmers and ranchers, the Garden provides 
opportunities for visitors to move beyond passive information consumption and develop personal 
connections with food production. This approach aligns with research indicating that trust is built most 
effectively through shared values, authentic engagement, and direct interaction with trusted voices. 
  
Accordingly, the Garden's objective is not solely to maximize visitor counts, but to engage consumers 
who are most likely to participate in food system conversations, influence others, and contribute to a 
more informed public understanding of agriculture and beef production. By reaching these highly 
engaged audiences, the Garden can create multiplier effects that extend well beyond the individual 
visitor experience. 
 
Citations 
• The Center for Food Integrity: https://foodintegrity.org/trust-model-transparency-principles/, 

• Midan Marketing: https://www.meatpoultry.com/articles/29014-new-meat-poultry-consumers-
on-the-block 

 
 

C. Past Performance and Evaluation Results  
Farm Journal Foundation previously managed the USDA garden from 2018-2021 and developed 
educational exhibits, signage, mobile learning experiences, farmer storytelling content, public events, 
and educational tours. USDA has awarded Farm Journal Foundation a new three-year agreement to 
resume management of the garden beginning in late 2025. The Foundation is in a unique position to 
leverage its management of this highly visible, prime location in one of the most visited spaces in the 
United States and around the world. No other organization has this ability and access. 
  
As a first-time Beef Checkoff contractor, no prior Beef Checkoff performance metrics are available. 
However, previous garden programming demonstrated successful public engagement through 
educational exhibits, QR-code enabled learning resources, farmer-focused storytelling, and public 
events designed to improve agricultural literacy. The Foundation also is investing in resources to 
collect foot traffic metrics going forward. 

https://foodintegrity.org/trust-model-transparency-principles/
https://www.meatpoultry.com/articles/29014-new-meat-poultry-consumers-on-the-block
https://www.meatpoultry.com/articles/29014-new-meat-poultry-consumers-on-the-block
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D. Opportunity/Constraint and Beef Industry LRP Summary Table 

Opportunity/Constraint and Beef Industry LRP Summary 

 Opportunity/Constraint Beef Industry LRP Goal  Target Outcome 

#1 

Consumers increasingly seek 
information about how food is 
produced but often lack firsthand 
knowledge of modern beef 
production, animal care, 
environmental stewardship, and the 
people who raise cattle. This 
knowledge gap can reduce confidence 
in beef production and limit 
understanding of the industry's 
commitment to responsible practices. 
With the addition of beef-focused 
information and experiences within 
the Voice of the Farmer Garden this 
constraint can be addressed. 

Public Engagement & Building 
Confidence 

Consumers demonstrate 
increased understanding of beef 
production practices and greater 
trust in beef farmers and 
ranchers. 

#2 

Many students, educators, and 
consumers have limited access to 
experiential educational opportunities 
that connect them directly with beef 
production and the role beef plays in 
a healthy diet and sustainable food 
system. With the addition of beef-
focused information and experiences 
within the Voice of the Farmer 
Garden this constraint can be 
addressed. 

Public Engagement & Building 
Confidence 

Consumers, students, and 
educators demonstrate increased 
knowledge and understanding of 
beef production, nutrition, and 
the contributions of beef farmers 
and ranchers to food security and 
rural communities. 

 
 

E. Opportunity/Constraint Performance Measure Table (Outcomes) 

Opportunity/Constraint Performance Measures (Outcomes) 

Performance Measure 
2025 

Baseline 
2026 
Goal 

2027 
Goal 

2028 
Goal 

2029 
Goal 

2030 
Goal 

Opportunity/Constraint #1: Consumers increasingly seek information about how food is produced but often lack 
firsthand knowledge of modern beef production, animal care, environmental stewardship, and the people who raise 
cattle. This knowledge gap can reduce confidence in beef production and limit understanding of the industry's 
commitment to responsible practices. With the addition of beef-focused information and experiences within the 
Voice of the Farmer Garden this constraint can be addressed. 
Percentage of surveyed visitors 
reporting increased trust and 
confidence in beef farmers and 
ranchers after engaging with Beef 
Checkoff-supported educational 
content. 

N/A N/A 
Establishing 

Baseline 60% 
Refining 

Baseline 63% 
66% 69% 

Percentage of surveyed visitors 
reporting increased confidence in 
modern beef production practices. 

N/A N/A 
Establishing 

Baseline 65% 
Refining 

Baseline 68% 
70% 72% 
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Activity #1 

 
 

Opportunity/Constraint Performance Measures (Outcomes) 

Performance Measure 
2025 

Baseline 
2026 
Goal 

2027 
Goal 

2028 
Goal 

2029 
Goal 

2030 
Goal 

Opportunity/Constraint #2: Many students, educators, and consumers have limited access to experiential 
educational opportunities that connect them directly with beef production and the role beef plays in a healthy diet 
and sustainable food system. With the addition of beef-focused information and experiences within the Voice of the 
Farmer Garden this constraint can be addressed. 
Percentage of surveyed participants 
demonstrating increased 
understanding of beef production, 
nutrition, and stewardship following 
engagement with Garden educational 
experiences. 

N/A N/A 
Establishing 

Baseline 70% 
Refining 

Baseline 72% 
74% 76% 

Number of consumers, students, and 
educators meaningfully engaged 
through Beef Checkoff-supported 
educational experiences.  

N/A N/A 
Establishing 

Baseline 5,000 
Refining 

Baseline 6,000 
7,500 9,000 

 

 
II. Proposed Work and Requested Funding 

A. Key Activities Addressing the Priority Opportunities/Constraints 
 

 
 

Activity Name/Title 
Beef Storytelling and Consumer Education Exhibits 

Description:  
Develop and install beef-focused educational exhibits, interpretive signage, digital content, and 
mobile learning resources that highlight beef production, animal care, environmental stewardship, 
beef nutrition, and the stories of America's beef farmers and ranchers. 

While all types of consumers will be reached, particular focus will be on those identified by research 
to be most influential in food system conversations, decision-making, and behaviors. 

Addresses Opportunity/Constraint # 
1 

Timeline and Expected Results (outputs/outcomes) 
October 2026 – September 2027 

Outputs: 
• Install beef-focused educational exhibits and signage 
• Produce digital content and QR-code learning resources 
• Integrate beef content into the Garden mobile experience 

Outcomes: 
• Increased visitor understanding of beef production 
• Increased trust and confidence in beef farmers and ranchers 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
Approximately 40% 
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Activity #2 

 
 

Activity #3 

 
 

 
 

Activity Name/Title 
Youth Education and Smithsonian Learning Programs 

Description 
Develop beef-focused curriculum, educational activities, and learning resources for use with 
Smithsonian summer camp participants, educators, and student visitors. 

Addresses Opportunity/Constraint # 
2 

Timeline and Expected Results (outputs/outcomes) 
October 2026 – September 2027 

Outputs: 
• Develop educational modules and lesson plans 
• Conduct youth engagement activities 
• Produce educator resources and downloadable content 

Outcomes: 
• Increased student knowledge of beef production and nutrition 
• Expanded educational reach among youth audiences 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
Approximately 30% 
 
 
 

Activity Name/Title 
Public Engagement Events and Digital Amplification 

Description 
Conduct public-facing events, demonstrations, farmer and rancher engagement opportunities, and 
digital storytelling initiatives that connect consumers directly with beef producers. 

Addresses Opportunity/Constraint # 
1 and 2 

Timeline and Expected Results (outputs/outcomes) 
October 2026 – September 2027 

Outputs: 
• Host beef-focused public events 
• Produce farmer and rancher video content 
• Expand digital engagement opportunities 

Outcomes: 
• Increased consumer engagement with beef producer stories 
• Expanded reach of Beef Checkoff consumer information efforts 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
Approximately 30% 
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Section 3: Detailed Budget Summary 
 
 

 

The tables in the following three sections report program budget information from the following funding sources: 
• National Beef Checkoff Funding 
• Other Funding: 

o Federation of State Beef Councils (FSBC) Funds 
o Individual Qualified State Beef Council (QSBC) Funds 
o Government Funds (e.g., Market Access Program, Foreign Market Development) 
o Grain/Oilseed Funds (e.g., National Corn Growers Association, American Soybean Association)  
o Corporate Funds (e.g., tech and pharma companies) 

 
Definitions 
National Beef Checkoff Funding is divided into: 

• Direct Costs: Expenses directly associated with executing proposal activities, including 
advertising, promotional materials, consulting fees, travel, and other project-specific costs. 

• Implementation: Expenses that provide the process and infrastructure needed to put a proposal(s) 
into action, including overhead allocations and staff compensation (i.e. salaries and benefits). 
 
 
 

I. FY27 Funding Request Summary 

A. National Beef Checkoff Funding 

FY27 National Beef Checkoff Funding 

This table outlines the amount of national Beef Checkoff funds requested. 

Proposal Goal or Market/Region Direct Costs Implementation Total Requested 

A 

Increase consumer understanding, trust, and 
confidence in beef farmers and ranchers 
through immersive educational experiences 
and digital learning opportunities delivered 
through the Voice of the Farmer Garden. 

$285,000.00 $215,000.00 $500,000.00 

Total:  $285,000.000 $215,000.00 $500,000.00 

Direct Costs & Implementation Comments 
Contractors can use this section to explain how Direct Costs and Implementation allocations are justified and supported. 
For example, contactors may highlight past project history, their organization’s expertise, or outline experienced program 
managers and key staff to show they have the team and structure to deliver the proposed activities successfully. 

Direct Costs and Implementation allocations are justified by the scope of educational content 
development, consumer engagement activities, digital learning resources, evaluation efforts, and 
program management required to successfully implement the proposed Voice of the Farmer Garden 
initiative. Farm Journal Foundation possesses substantial experience developing and delivering 
agricultural education, consumer engagement, and public outreach programs that translate complex 
agricultural topics into accessible, trusted, and engaging educational experiences. As a nonprofit, 
nonpartisan organization, the Foundation works directly with farmers and ranchers to increase 
public understanding of food production, agricultural innovation, conservation, nutrition, and rural 
communities. The Foundation's expertise in agricultural storytelling, educational content 
development, public engagement, and partnership management provides a strong foundation for 
successfully implementing this program. The Foundation previously managed the USDA garden at 
USDA headquarters from 2018 through 2021, during which it created and operated the Voice of the 
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Farmer Garden. During that period, the Foundation developed educational exhibits, interpretive 
signage, mobile learning experiences, farmer-focused video content, public events, guided tours, 
and digital resources designed to improve agricultural literacy among consumers, students, 
educators, and policymakers. Based on this successful track record, USDA awarded Farm Journal 
Foundation a new agreement to resume management of the Garden beginning in 2026. The 
proposed implementation structure leverages experienced Foundation leadership, communications 
professionals, educational content developers, digital engagement specialists, and program 
management staff. In addition, the Foundation maintains strong working relationships with USDA, 
Smithsonian educational programs, agricultural organizations, commodity groups, and private-
sector partners that contribute expertise, resources, and amplification opportunities. These 
partnerships enable the Foundation to efficiently develop and deliver high-quality educational 
programming while maximizing the impact of Beef Checkoff investments. Direct Costs support the 
creation and delivery of Beef Checkoff-funded educational exhibits, signage, curriculum materials, 
digital content, visitor engagement resources, evaluation activities, and public outreach efforts. 
Implementation funding supports the experienced personnel, project management, administrative 
oversight, partnership coordination, reporting, and operational infrastructure necessary to 
successfully execute and evaluate the program. Together, these investments provide the expertise, 
organizational capacity, and management systems required to achieve the proposed outcomes of 
increasing consumer trust and confidence in beef farmers and ranchers while improving consumer 
understanding of beef production, nutrition, and stewardship. 
 
 
B. Other Funding  

FY27 Other Funding (Anticipated Contributions - Informational Only) 

This table outlines the amount of anticipated contributions from other funding sources. The funding information in 
this table is for informational purposes only and demonstrates external collaboration as delineated in the 2026-
2030 Beef Industry Long Range Plan. 

Proposal Goal or Market/Region Funding Source 
Total Anticipated 

Contributions 

A 

Increase consumer understanding, trust, and 
confidence in beef farmers and ranchers through 
immersive educational experiences and digital learning 
opportunities delivered through the Voice of the 
Farmer Garden. 

Government 
Funds, 
Grain/Oilseed 
Funds, Corporate 
Funds 

$975,000.00 

Total $975,000.00 

Additional Funding & Collaboration Comments 
Contractors can use this section to provide additional details about other anticipated contributions. This may include expected 
support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or consulting services—
along with their estimated value. They may also describe any collaborations with partner organizations and explain how such 
partnerships will help support the proposed activities in the AR. 

Farm Journal Foundation anticipates approximately $1.475 million in annual cash and in-kind 
support from a diverse network of agricultural organizations, private-sector partners, educational 
collaborators, and government partners that contribute to the operation, programming, 
maintenance, promotion, and educational development of the Voice of the Farmer Garden. These 
contributions include financial support, educational content development, digital engagement 
resources, event support, technical expertise, agricultural supplies, equipment, exhibit materials, 
communications support, volunteer assistance, and other in-kind resources that enhance the overall 
visitor experience and educational impact of the Garden. Collectively, these investments support the 
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broader infrastructure, programming, and public engagement platform upon which Beef Checkoff-
funded activities will be built. As a result, Beef Checkoff funding will not be required to create a new 
program from the ground up, but rather will leverage an established national educational 
destination and a robust network of partners already committed to advancing agricultural literacy 
and consumer engagement. These existing investments significantly extend the reach and 
effectiveness of Beef Checkoff resources by providing access to a highly visible venue on the 
National Mall, established educational programming, digital learning platforms, public events, youth 
engagement opportunities, and ongoing partnerships with educational institutions and agricultural 
organizations. Importantly, Beef Checkoff funding will support the first dedicated effort within the 
Voice of the Farmer Garden to expand educational content and consumer engagement specifically 
focused on beef farmers and ranchers, beef production, cattle stewardship, and beef's role in a 
healthy diet and sustainable food system. Through this collaboration, Beef Checkoff investments will 
be amplified by the Foundation's existing infrastructure, partnerships, and approximately $1.475 
million in annual supporting contributions, creating a multiplier effect that increases consumer 
reach, engagement, and educational impact. 

 
 
 
 
 
Note: The following budget tables is preliminary and will not be finalized until submission of the final AR to the Beef 
Promotion Operating Committee, allowing sufficient time for each organization's accounting staff to close out June 30, 
2026, financials. 

II. Summary of FY26 AR Budgets and Expenses 

 
 
 

A. National Beef Checkoff Funding 

FY26 National Beef Checkoff Funding 

This table reports the amount of awarded and expended national Beef Checkoff funding for the FY26 
Authorization Request. 

AR# N/A | Oct. 1, 2025 – Jun. 30, 2026 

 Direct Costs Implementation Total 

Funds Awarded $0.00 $0.00 $0.00 

Actual Expenses $0.00 $0.00 $0.00 

 
 
 
 
 
 
 

Prior AR Funding: 
o This AR expands upon previously funded program work from last year. 

o This AR proposes new program initiatives that are not connected to last year's work. 

o As an organization submitting an AR for the first time, we do not have any prior-year budget information to report. 
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B. Other Funding 

FY26 Other Funding (Informational Only) 

The following table reports the amount of committed and expended Other Funding for the FY26 
AR. This funding information is for informational purposes only and demonstrates external 
collaboration as delineated in the 2026-2030 Beef Industry Long Range Plan. 

AR# N/A | Oct. 1, 2025 – Jun. 30, 2026 

Funding Source Funds Committed Funds Expended 

 $0.00 $0.00 

 $0.00 $0.00 

Additional Funding & Collaboration Comments 
Contractors can use this section to provide any additional details about FY26 national Beef Checkoff funds or other funding. This may 
include support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or consulting 
services—along with their estimated value. They may also describe any collaborations with partner organizations and explain how 
these partnerships supported this AR. 

N/A 

 
 
 
Note: The following budget tables are preliminary and will not be finalized until submission of the final AR to the Beef 
Promotion Operating Committee. 

III. Historical Summary of AR Budgets and Expenses 

 
 

A. National Beef Checkoff Funding 

Historical Summary of National Beef Checkoff Funding 

The following table reports the amount of awarded and expended national Beef Checkoff funding for the FY25, 
FY24, and FY23 ARs. 
 FY25  

AR# N/A 
FY24 

AR# N/A 
FY23  

AR# N/A 

AR Start Date Oct. 1, 2024 Oct. 1, 2023 Oct. 1, 2022 

AR End Date1 Sep. 30, 2025 Sep. 30, 2024 Sep. 30, 2023 

Funds Awarded $0.00 $0.00 $0.00 

Actual Expenses2 $0.00 $0.00 $0.00 
1 For multiyear ARs, the "End Date" reflects the date that the AR is scheduled to be completed. 
2 If the AR "End Date" has not occurred, actual expenses will be reflective of the following time period: AR Start Date - June 30, 2026. 

 
 
 

AR Funding History: 
o This AR expands upon previously funded program work from the past two years or more. 

o This AR proposes new program initiatives that are not connected to program work from two or more years ago. 

o As an organization submitting an AR for the first time, we do not have any historical budget information to report. 
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B. Other Funding 

Historical Summary of Other Funding (Informational Only) 

The following table reports the amount of Other Funding expenditures for the FY25, FY24, and FY23 ARs. The 
funding information in this table is for informational purposes only and demonstrates external collaboration as 
delineated in the 2026-2030 Beef Industry Long Range Plan. 

Funding Source 
FY25 

AR# N/A 
FY24 

AR# N/A 
FY23  

AR# N/A 

 $0.00 $0.00 $0.00 

 $0.00 $0.00 $0.00 

Total $0.00 $0.00 $0.00 

Additional Funding & Collaboration Comments 
Contractors may use this section to provide any additional details about historical national Beef Checkoff funds or other funding. 
This may include support from third parties—such as other organizations, in-kind contributions, supplies, volunteer time, or 
consulting services—along with their estimated value. They may also describe any collaborations with partner organizations and 
explain how these partnerships supported these ARs. 

N/A 

 



Table scores and comments will be tabulated by table and by committee. Results will be shared with contractors and the Beef 
Promotion Operating Committee in advance of the September meeting, where programs are finalized for the upcoming fiscal year. 

FY27 Checkoff Program Committees 
SCORE & COMMENT SHEET  
 

Committee Name:            Committee Table #: 
 

Contractor Proposal Goal or Market/Region 
   

 

Scoring Scale 
 1  

Do Not Support  
2 

Support Minimally 
3 

Partially Support 
4 

 Mostly Support  
5 

Fully Support 
 

Score 
Using the scale above, place an “X” under the number that best reflects your 
table’s consensus for supporting this proposal, assuming an “ideal world” in 
which national Beef Checkoff funding was unlimited. Is the proposal 
strategic? Does it have measurable objectives? How well does it support, or 
drive demand-related program work aligned with the national Beef Checkoff 
mission? 

1 2 3 4 5 

     

 
Comments 
Use the space below to provide up to three constructive comments that justify your score, identifying the proposal’s 
strengths and/or concerns that justify your score. Feedback should be specific, clear, and actionable. Vague comments 
are difficult for both the BPOC and contractors to interpret as they finalize proposals ahead of the September BPOC 
meeting where funding decisions are made. Please note, the BPOC retains funding authority and considers Checkoff 
Program Committee input as advisory in its funding decisions. 
1. 

2. 

3. 
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