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PROMOTION | 2701-P
Meat Institute/New York Beef Council

Organization Profile

Organization Description
A brief overview of the organization, including its mission, history, and key programs or services.

The Meat Institute represents the full community of people and companies who make the majority of
meat American families rely on every day. The Meat Institute’s hands-on regulatory and technical
expertise, proactive advocacy, unique convening power, collaboration within and beyond animal
agriculture, and sector-leading continuous improvement initiatives drive relationships and resources that
ensure meat continues to be a vital, trusted pillar of healthy diets and thriving communities for
generations to come. To learn more, visit: Meatlnstitute.org.

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.

The New York Beef Council was created in 1986 by representatives of the beef industry in New York State
and approved as a Qualified State Beef Council (QSBC) under the Beef Promotion and Research Order
(7CR, Part 1260).

NYBC serves as the subcontractor to the Meat Institute, managing and executing the day-to-day
programming of the Veal Promotion Authorization request.
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Section 1: Overview

Executive Summary

This Authorization Request (AR) proposes a targeted consumer marketing and education initiative to
maintain demand and reinforce the relevance of veal in already established U.S. markets. In a highly
competitive and resource-constrained protein landscape, the program prioritizes focused, efficient
outreach rather than broad market expansion.

The initiative targets higher-income Gen Z and Millennial consumers in core Northeast and Southeast
markets, audiences with a strong willingness to spend on premium proteins but limited awareness and
understanding of veal (1). This creates a clear opportunity to increase consideration and confidence in the
protein.

Programming will leverage high-impact influence channels, including chefs, restaurants, digital content
creators, and geo-targeted media, to highlight veal’s quality, versatility, and responsible production
practices, supported by the Veal Quality Assurance (VQA) program. Messaging will position veal as an

approachable, modern protein suitable for both special occasion meals and elevated at-home cooking.

With limited resources, this initiative focuses on protecting market share by maintaining visibility,
improving perception, and strengthening consumer trust where product availability already exists.

Expected outcomes include increased awareness, improved perception, stronger relevance in cooking
occasions, and sustained demand within core markets. This effort aligns with the 2026—2030 Long-Range
Plan by supporting protein demand, strengthening consumer trust, and strategically investing in
education and promotion to advance the veal industry.

Citations

1. Power of Meat Study, 2025

FY27 Funding Summary

October 1, 2026 September 30, 2027

National Beef Checkoff Requested Funding and Other Anticipated Contributions

$270,000 S0 $270,000
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Section 2: Funding Proposal(s)

Proposal A

Goal Statement: Higher-income Gen Z and Millennial consumers in established Northeast and
Southeast markets demonstrate increased awareness of and positive perception toward veal and
ultimately continue to purchase protein.

l. Strategy
A.Operating Environment Assessment (Market, Situation, or Landscape)
This Proposal is presented within a unique and challenging operating environment defined by
concentrated production, limited supply, shifting market demand, and increasing competition within
the broader protein category. The U.S. veal industry differs from other animal protein sectors in its
market structure, farm systems, and scale, all of which influence how promotional and educational
efforts must be designed and implemented.

Several external factors are currently shaping the veal industry. Over the past 5-10 years, the
expansion of beef-on-dairy production has significantly impacted the availability and cost of
traditional black-and-white Holstein bull calves used in veal production. The veal industry is highly
integrated, with processors typically owning calves and placing them in contracted barns for feeding
and care. This structure exposes processors to heightened cost pressures. Rising input costs, including
$1,000 - $1,200+ calves, feed, and labor, are particularly impactful given the relatively short
production cycle for veal calves (approximately six months), compared to longer-fed beef cattle (1).
These factors have led to prolonged market instability, contributing to consolidation within the
industry as several key stakeholders exited or dissolved operations. These market factors cannot be
addressed by the work of this AR but are relevant to the work that is carried out.

Most relevant to this proposal’s programming is competition within the consumer protein space. Veal
competes not only with other proteins, but also within a highly saturated and costly advertising
environment dominated by companies with significantly greater promotional resources. Digital
marketing spend, in the meat category specifically, y has grown about 25% year over year, highlighting
the escalating cost of consumer visibility (2). As a result, veal remains vulnerable to declining market
placement and consumer consideration, particularly during periods of economic uncertainty when
price sensitivity increases.

Despite this challenge, opportunities exist within established veal markets, particularly those with
consistent product availability and a consumer base accustomed to purchasing premium proteins. The
proposed work under this Authorization Request and the program’s greatest potential is designed to
maintain and reinforce consumer awareness in core markets rather than attempting broad, inefficient
expansion. The work in this Proposal focuses on high income Gen-z and Millennial audiences because
consumer research shows they are more likely to spend more on meat purchases and are consistently
looking to social media for meal inspiration (3). Not to mention research supports that, higher-income
consumers are less price sensitive for premium cuts (4).
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Programming efforts are focused on reminding consumers that veal remains an accessible, versatile
choice, in at-home meal preparation and when making purchase decisions while eating out. This is
executed through key points of influence such as chefs/restaurants, content creators, and targeted
digital advertising.

This work is justified by both internal industry insights and external market trends, pointing to an
increase in at-home cooking, selective premium purchasing, and intense competition for consumer
attention. High marketing costs and limited resources represent real constraints; however, these can
be mitigated through targeted, strategic programming. This approach ensures that awarded funds
through the veal formula are used efficiently to protect existing market presence, support industry
stakeholders, and re-position veal for stability and relevance within the marketplace.

Citations
1. New price signals reshape dairy farms’ decisions, by: Corey Geiger; Dairyproducer.com,
October 2025

2. 2025 Annual Marketing Report, Nielsen, nielsen.com
3. Power of Meat Study, 2026

Meat Demand Monitor, Drovers.com, August 2025

B. Long-Term Strategy and Rationale

This advances with the 2026-2030 Beef Industry Long-Range Plan (LRP) by supporting efforts to
increase consumer awareness, strengthen trust, and reinforce confidence in veal products. By
emphasizing veal’s safety, nutritional value, responsible production practices, and culinary versatility,
the proposal contributes to the LRP’s broader objectives of sustaining demand, improving perception,
and supporting long-term industry resilience. The strategy of this Proposal is to execute targeted
awareness programming, to aid in maintaining current veal markets.

Given limited available funding, the long-term strategy of the proposal is not designed to generate
widespread market expansion or growth. Instead, the rationale centers on protecting existing markets
by maintaining visibility, reigniting relevance, and increasing consumer confidence. The proposed
work focuses on efficiency, targeting key audiences and markets where veal is already available,
and consumers are predisposed to purchasing premium proteins. Over time, by consistently focusing
on these factors, veal can strengthen its position within the consumer marketplace.

The strategy is grounded in the reality that veal consumption has remained relatively stable but
unchanging over the past decade and the assumption that awareness of veal, particularly among
younger and millennial consumers, is limited. Stakeholder conversations and targeted consumer
research reveal a clear branding opportunity: veal is under-recognized as a protein and carries
outdated perception among this demographic, creating a meaningful opportunity to reframe the
category for today's consumer.

Driving change among this audience is focused on two initiatives education of cooking veal and how
veal is raised. To address veal raising practices, the Proposal uses the Veal Quality Assurance (VQA)
program as a foundational element of consumer engagement, ensuring that education around veal
emphasizes responsible production practices, animal care, food safety, and quality. Most consumers
indicate that education about production practices positively influences purchasing decisions,
especially when misinformation is corrected (1).
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Another underlying assumption of this strategy is that limited consumer-facing marketing by industry
brands over the past 15 years has contributed to this awareness gap and irrelevance for the protein.
As a result, veal has lost visibility and cultural relevance compared to other proteins that consistently
invest in consumer education, brand positioning, and promotion. This Proposal responds to that gap
by prioritizing programming that introduces veal to consumers in approachable, contemporary ways
and encourages consideration of veal in both retail and foodservice settings. Research identifies chef
partnerships, content creators, and geo-targeted promotions as the best marketing opportunity to
influence the target audience. Chef-industry collaborations enable farm-to-plate storytelling
educating both foodservice and the consumer, enabling a connection to product origin as well as
providing the industry with credibility (2). Ultimately, these opportunities position veal away from
only special occasion luxury and shift perceptions towards different flavor profiles, easier cooking
methods, and family friendly home cooking styles raising consumer comfort and awareness.

This long-term strategy positions veal better in an ever changing and increasingly expensive
marketplace, by reigniting relevance, maintaining market shares, and increasing consumer
confidence.

Citations
1. Animal Welfare Institute, Consumer Perceptions of Animal Welfare

2. Nurturing Roots: How Farm-to-Table Marketing Blossoms Connections between Producers and
Consumers. May 2024. https://www.linkedin.com/pulse/nurturing-roots-how-farm-to-table-
marketing-blossoms-between-akhtar-wnapc/

C. Past Performance and Evaluation Results
There are multiple key learnings and program outcomes from previous years that inform the strategy
of this proposal. A few examples of positive impact:

1. From past hosted consumer events, such as cooking class and tasting events, where
consumers took pre and post surveys, we know that consumers who were educated about
veal production practices and cooking methods were more comfortable purchasing and
cooking veal. We consistently hear positive feedback about veal and how they love the eating
experience.

2. When consumers are reminded of veal as a choice, they are more likely to purchase. This is
consistently shown through e-commerce programming where sales data demonstrates
consumers’ willingness to purchase and cook at home with the protein.

3. Website traffic to Veal.org continues to increase, and google search continues to report
consumers searching for relevant veal recipes and information. Demonstrating a continued
consumer demand and interest in the product.

Veal is underrecognized and underutilized, leaving significant room to build awareness and relevance
with today's consumer. Data shows veal is not consistently chosen when marketing programming such
as ecommerce or tasting events are not present to incentivize the consumer. The assumption is that
this is rooted in lack of relevance, visibility in a competitive market, and cost barriers limiting veal on
restaurant menus. Despite facing multiple outside factors, this program aims to take advantage of
market growth opportunities by efficiently and effectively increasing consumer confidence, visibility,
and relevance with the limited funds available.
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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
Foodservice professionals, specifically Public Engagement & Building Chef’s show increased
regionalized chefs in nontraditional Confidence consideration of veal and
restaurant settings (outside of willingness to menu veal by
#1 established Italian cuisine) lack the attending our programming,
awareness and familiarity with veal engaging with our initiatives, and
cuts to confidently market it to putting veal on their menus
consumers. regularly, seasonally, or as
specials.
High income millennial and gen-z Public Engagement & Building Target consumers engage with
consumers have a lack of awareness  Confidence content, continue to visit veal.org
4 of veal, specifically how to prepare it, for recipe content, and show an
what it is, and its production practices increase in positive perception
creating limited purchasing behavior and awareness.
of the protein.
Even when aware of veal, high- Public Engagement & Building Target consumers that engage
income Millennial and Gen Z Confidence with our programming, that are
consumers perceive it as a higher-risk already aware of veal as a protein
or less accessible protein (e.g., price, choice, or have become aware
#3  ethical concerns, lack of menu because of our programming,
exposure), limiting their willingness to then choose to purchase and
actively consider it as a regular consider veal more often or
protein choice. regularly when faced with

decision making.

E. Opportunity/Constraint Performance Measure Table (Outcomes)

Opportunity/Constraint Performance Measures (Outcomes)

2025 2026 2027 2028 2029 2030
Baseline Goal Goal Goal Goal Goal
Opportunity/Constraint #1: Foodservice professionals, specifically regionalized chefs in nontraditional restaurant
settings (outside of established Italian cuisine) lack the awareness and familiarity with veal cuts to confidently
market it to consumers.

X% of chefs engaged through program
activities will have incorporated veal

Performance Measure

. 5%/TBD 10% 10% 15% 20% 30%
into at least one new menu

application

X% of chefs that report increased

willingness to menu veal based on 10%/TBD 20% 25% 35% 50% 55%
engagement

Opportunity/Constraint #2: High income millennial and gen-z consumers have a lack of awareness of veal,
specifically how to prepare it, what it is, and its production practices creating limited purchasing behavior of the
protein.

X% of consumers demonstrate
increased awareness of veal as a
result of engaging with digital
advertising or programming

10%/TBD 15% 20% 30% 40% 55%
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Opportunity/Constraint Performance Measures (Outcomes)

2025 2026 2027 2028 2029 2030
Baseline Goal Goal Goal Goal Goal
Opportunity/Constraint #3: Even when aware of veal, high-income Millennial and Gen Z consumers perceive it as a
higher-risk or less accessible protein (e.g., price, ethical concerns, lack of menu exposure), limiting their willingness
to actively consider it as a regular protein choice.

X% of consumers demonstrate
increased consideration of purchasing
veal as a result of engaging with
digital advertising or programming

Performance Measure

10%/TBD 15% 20% 30% 40% 55%

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

Activity #1

Activity Name/Title
Positioning Veal in the channel: Ecommerce Campaigns and Restaurant Engagement

Description:

Activities within this portion of the proposal are designed to increase veal’s visibility across key
channels by activating targeted e-commerce campaigns and cultivating strategic restaurant
partnerships. Together, these efforts aim to build consumer awareness and drive product trial among
priority audiences. Activities are executed within regions where veal is readily available in the market,
major DMA’s within the Northeast and Southeast US.

E-commerce initiatives established grocery retail platforms to deliver targeted advertising to
consumers during their routine shopping experiences. By placing veal prominently within digital
storefronts, these campaigns prompt shoppers to consider veal as a protein option and encourage
purchase for everyday meals. Campaigns are geographically targeted to regions where veal is readily
available at retail, utilizing platforms such as Instacart to feature multiple grocery partners within a
single, cohesive program.

Additionally, this proposal includes outreach to restaurant chefs through carcass and cut education
programs designed to increase familiarity with veal. By encouraging the inclusion of veal dishes on
menus in select regional markets, these efforts expand consumer exposure and create more
opportunities for trial in a foodservice setting.

Across both retail and restaurant channels, veal is presented in approachable, contemporary ways to
shift consumer perceptions from traditional to modern and difficult to approachable. Messaging
emphasizes diverse flavor profiles, simple preparation methods, and family-friendly applications,
ultimately increasing consumer comfort, relevance, and at home cooking appeal.

Addresses Opportunity/Constraint #s
1,2,3

Timeline and Expected Results (outputs/outcomes)

The program will expand veal’s presence across foodservice and retail by engaging modern,
nontraditional restaurant operators and driving consumer awareness. At least one chef-focused
initiative will be executed, targeting a minimum of six participating restaurants and encouraging
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innovative, accessible veal menu applications. Success will be measured by sustained adoption, with
at least 10% of participating restaurants retaining veal items beyond the program period. These
efforts will be amplified through social media, reaching at least 50,000 consumers and reinforcing
veal’s relevance as a modern protein choice. In parallel, a targeted e-commerce campaign will position
veal as an approachable option for at-home cooking, with success measured through sales
performance and consumer purchase behavior.

This programming will take place throughout the year to take advantage of specific timing in the
marketplace, this is based on partner feedback and veal buying trends throughout the year. Keeping
in mind that veal doesn’t compete well with other proteins at certain times of the year such as the
Fourth of July grilling period.

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range)
45-50%

Activity #2

Activity Name/Title
Featuring Veal at Consumer Tasting Events

Description

Activities within this section of the proposal are designed to increase veal awareness, consideration,
and visibility in key markets through high-impact, in-person tasting experiences. These activations
highlight veal’s versatility, repositioning it as a modern, approachable protein while sparking
consumer curiosity and encouraging trial.

By offering direct sampling opportunities, these initiatives reduce barriers to purchase, allowing
consumers to experience veal’s flavor, ease of preparation, and adaptability firsthand. Engagement
at these events is designed to inspire new meal ideas, shift perceptions, and increase intent to
purchase veal for at-home consumption.

These efforts strategically leverage established, high-traffic culinary events—where attendees are
already primed to discover and experiment with new foods. Premier events, such as Food Network
Wine & Food Festivals, provide an ideal platform to showcase veal within a premium yet accessible
culinary context. This positioning helps reframe veal as relevant to today’s consumer preferences,
including global flavors, casual dining, and everyday meal occasions.

In addition to on-site engagement, these events generate broader impact through earned media
coverage, social amplification, and influencer participation, extending the reach of veal messaging
beyond event attendees. Content captured during activations will be repurposed across digital
channels to reinforce awareness and engagement post-event.

To more effectively measure outcomes from this program engagement, targeted follow up with
attendees through geo targeted advertising and/or badge scan using a follow up survey to measure
behavior after directly engaging with veal at these events. Post event surveys will allow us to
determine if there is any consumer behavior change post event.

Addresses Opportunity/Constraint #s
2,3
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Timeline and Expected Results (outputs/outcomes)

Possible activations include participation in events such as the Food Network South Beach Wine &
Food Festival in February 2027, the Pennsylvania Farm Show in January 2027, and New York City Wine
and Food Festival in October 2027. Across at least two tasting events, veal will be featured and served
to at least 1,000 attendees. These in-person tasting experiences provide a direct opportunity to
showcase veal’s flavor, versatility, and modern appeal, helping to shift perceptions and encourage
future purchase and consumption. Event activations will be supported by a coordinated
communications strategy, with content captured and amplified through social media and media
outreach. Collectively, these efforts are expected to extend reach to an additional 15,000 consumers
beyond event attendees, reinforcing veal’s relevance among target audiences.

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

Activity #3

Activity Name/Title
Executing Organic and Paid Digital Marketing

Description

This section of the proposal focuses on reaching and engaging target consumer audiences through an
integrated digital marketing strategy that combines organic content, paid media, and partnerships
with trusted content creators. These efforts are designed to increase awareness, build consideration,
and drive trial by positioning veal as an accessible, versatile protein for at home cooking.

A consistent online presence will be maintained through the development and distribution of
educational and inspirational content. Messaging will focus on how to cook with veal, its nutritional
benefits, and modern production practices, helping to address consumer questions while building
confidence and trust. This content will be delivered across owned, earned, and paid channels to
ensure broad and sustained visibility.

Digital initiatives include:

e Social Media Marketing & Management: Engaging consumers on platforms such as Instagram,
Facebook, and LinkedIn through recipes, short-form video, and interactive content designed
to inspire usage and increase familiarity with veal. Content will encourage sharing and
conversation to expand organic reach.

o  Website Management & SEO: Maintaining and optimizing a centralized digital hub to improve
search visibility and ensure consumers can easily access recipes, cooking resources, and
product information when actively seeking meal inspiration or protein options.

e Online Advertising (Paid Media): Executing targeted digital campaigns across search engines
and social platforms to reach priority audiences at key decision-making moments, reinforcing
messaging and driving traffic to relevant content and retail partners.

e Content Marketing & Creator Partnerships: Collaborating with culinary influencers and
content creators to produce authentic, relatable content that demonstrates veal in modern,
approachable applications. These partnerships extend reach, enhance credibility, and connect
with audiences in trusted environments.
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Performance will be tracked through key metrics such as reach and impressions, engagement rates,
website traffic, time on site, content interactions, and conversion indicators including click-through
rates.

Addresses Opportunity/Constraint #s
2

Timeline and Expected Results (outputs/outcomes)

Influencer partnerships will play a key role, leveraging trending creators to develop and share modern,
relevant veal recipes and applications. These efforts are expected to reach at least 100,000
consumers, positioning veal as a contemporary and approachable protein choice. Concurrently,
Veal.org will be regularly updated with fresh, engaging content to support ongoing growth in unique
site visitors year over year, reflecting increased consumer interest in veal recipes, preparation, and
production practices. Influencer partnerships take place throughout the year, taking advantage of
moments in time as well as consumer trends, while being mindful not to compete with high volume
market times. For example, Fall comfort foods in Oct-Nov, small plates in early December, romantic
home meals in February, Spring flavors in April, grilling throughout summer months, and back to
school in August/September.

These activities will be supported by a coordinated mix of organic social media, paid digital marketing,
and email engagement, executed continuously across the fiscal year and scaled around key seasonal
moments and campaign peaks. In total, the program aims to reach at least 1.3 million consumers,
with performance tracked through platform analytics, website traffic, and engagement metrics. This
consistent, year-round approach ensures repeated exposure, reinforces messaging, and drives
measurable growth in both awareness and consumer consideration of veal.

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range)
35-40%

Section 3: Detailed Budget Summary

The tables in the following three sections report program budget information from the following funding sources:
e National Beef Checkoff Funding
e Other Funding:
o Federation of State Beef Councils (FSBC) Funds
Individual Qualified State Beef Council (QSBC) Funds
Government Funds (e.g., Market Access Program, Foreign Market Development)
Grain/Oilseed Funds (e.g., National Corn Growers Association, American Soybean Association)
Corporate Funds (e.g., tech and pharma companies)

O O O O

Definitions
National Beef Checkoff Funding is divided into:

o 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).

10
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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

Higher-income Gen Z and Millennial consumers
in established Northeast and Southeast

A markets demonstrate increased awareness of $230,000.00
and positive perception toward veal and
ultimately continue to purchase the protein.

$40,000.00 $270,000.00

Total: $230,000.00

$40,000.00 $270,000.00

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)

2030 Beef Industry Long Range Plan.

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-

Proposal |Goal or Market/Region Funding Source

Total Anticipated
Contributions

Higher-income Gen Z and Millennial consumers in
established Northeast and Southeast markets

A demonstrate increased awareness of and positive — $0.00
perception toward veal and ultimately continue to
purchase the protein.
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

11
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Il.  Summary of FY26 AR Budgets and Expenses

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.

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# 2601-P | Oct. 1, 2025 — Jun. 30, 2026

Direct Costs Implementation Total
Funds Awarded $187,000.00 $48,000.00| $235,000.00
Actual Expenses $84,295.00 $11,467.00 $95,762.00

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# 2601-P | Oct. 1, 2025 —Jun. 30, 2026

Funding Source Funds Committed Funds Expended
QSBC Funds $5,000.00 $5,000.00
Corporate Funds $5,000.00 $5,000.00

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 is defined as veal industry stakeholders veal contributions and/or investments. It is
important to note that this table does not reflect that industry stakeholders actively support
programming in a variety of ways, even when direct funding is not provided. This often includes in-
kind contributions such as supplying veal to content creators, participating in interviews or meetings
to provide expert insight, and supporting program execution through non-monetary resources.

12
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Ill. Historical Summary of AR Budgets and Expenses

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

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 FY24 FY23
2501-P 2401-P 2301-P
AR Start Date Oct. 1, 2024 Oct. 1, 2023 Oct. 1, 2022
AR End Date! Sep. 30, 2025 Sep. 30, 2024 Sep. 30, 2023
Funds Awarded $220,000.00 $275,000.00 $300,000.00
Actual Expenses? $192,437.00 $271.849.00 $298,374.00

1For multiyear ARs, the "End Date" reflects the date that the AR is scheduled to be completed.
2|f 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 FY24 FY23
J 2501-P 2401-P 2301-P
QSBC Funds $4,500.00 $6,600.00 $7,000.00
Corporate Funds $0.00 $1,500.00 $6,000.00
Total $4,500.00 $8,100.00 $13,000.00

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 is defined as veal industry stakeholders in-kind veal contributions and/or investments.
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