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Organization Profile 

PROMOTION | 2702-P 
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 represents 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 is requesting $9 million within the Promotion category to lead domestic beef promotion where 90% 
of beef is consumed.1 These efforts have contributed to long-term demand growth, now at one of its 
highest points in the past forty years. During times of elevated retail prices and constrained household 
budgets, NCBA’s work becomes even more critical. Our efforts provide trusted information, practical meal 
inspiration, nutrition messaging, and recipes that reinforce beef’s great taste, versatility, and value, 
furthering the value proposition for consumers. Through the expert development of content, deployment 
of media, activation of brand-focused efforts, and the use of the Beef. It’s What’s For Dinner.® brand, 
NCBA will continue the work to keep beef as the top protein in dollar sales and volume growth.2 

Citation: 
1 CattleFax, May 2026 
2 Beef Industry Review and Consumer Insights, February 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 
NCBA’s Promotion Authorization Request (AR) builds and shares content directly with consumers on 
behalf of the Beef Checkoff through the Beef. It’s What’s For Dinner. brand, which was launched in 1992, 
and continues to be the foundation of NCBA’s promotion AR. 
 
In spite of current economic pressure, consumers continue to value beef, however purchasing behaviors 
are shifting toward more affordable, versatile cuts and convenient, at-home meal solutions. At the same 
time, rising interest in protein, evolving perceptions of health, and a slight decline in trust highlight the 
need to reinforce beef’s value, transparency, and nutritional benefits. 
 
The iconic Beef. It's What’s For Dinner. brand will deliver on a long-term strategy that focuses on 
redefining value beyond price, emphasizing trust, ease, taste, and well-being while targeting key 
consumer segments with relevant, engaging content delivered through a coordinated, omnichannel 
approach. This work will help consumers who are making cost-conscious meal decisions increase their 
knowledge about beef and the beef industry and create recognition for the value that beef offers for 
mealtime solutions. By leveraging proven marketing platforms, strong brand activations, and high-
performing assets, Beef. It’s What’s For Dinner. aims to increase brand awareness to capitalize on the 
correlation between weekly beef consumption and familiarity with the Beef. It’s What’s For Dinner. brand, 
strengthen consumer confidence through education and inspiration, and ultimately position beef as the 
top protein.  
 
 
FY27 Funding Summary 
 

Start Date  End Date 

October 1, 2026  September 30, 2027 

 
 

NaƟonal Beef Checkoff Requested Funding and Other AnƟcipated ContribuƟons 
NATIONAL BEEF CHECKOFF FUNDING 

$9,000,000.00 

100.0% OF TOTAL FUNDING 

 OTHER ANTICIPATED CONTRIBUTIONS 

$0.00 

0.0% OF TOTAL FUNDING 

 TOTAL FUNDING 

$9,000,000.00 

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

Proposal A 

 
 

 

 
 
Goal Statement: Position beef as the top protein through marketing, advertising and social media efforts 
directly targeting consumers 
 
I. Strategy 

A. Operating Environment Assessment (Market, Situation, or Landscape) 
Despite sustained economic pressure, consumers are not moving away from beef. In fact, stronger 
growth in dollar sales relative to volume underscores the perceived value. While demand for beef 
remains strong, what is changing is how consumers buy beef. This shift is evident at retail, as ground 
beef now makes up 46% of retail volume, while steaks and roasts are flat to down, and value-oriented, 
versatile cuts are outperforming premium formats.1 Shoppers are gravitating toward cuts that offer 
versatility, stretch farther and fit tighter budgets. At the same time, broader lifestyle changes are 
reinforcing this shift. Households are dining out less, cooking at home more and looking for ways to 
make meals go further without sacrificing satisfaction. 
 
Within this new at-home reality, convenience has become increasingly powerful. Today’s consumers 
are not just trying to save money; they are trying to save time. Eighty-five percent say time-saving 
shortcuts when preparing meat are somewhat or very important, and their behavior reflects it.2 
Cooking methods that are quick, easy and approachable – skillet cooking and grilling are dominating 
in home kitchens. Consumers are also more actively seeking deals, stocking up and looking for easy 
meal solutions that help them maximize every purchase.3 
 
Layered on top of these behavioral shifts is a continued and growing focus on protein. Protein remains 
one of the strong drivers when consumers are considering health when choosing meals with beef, 
followed by muscle growth, energy and vitamin and mineral content.4 For many consumers, this is a 
key reason they intend to maintain or increase beef consumption. At the same time, competition is 
intensifying. Chicken and fish are often perceived as leaders in healthfulness, while beef competes 
strongly on protein strength but must continue to navigate perceptions around fat and nutrition. 
 
Trust in beef is still high, and is top of mind for some consumers, but not all, adding another layer of 
nuance. Consumer trust is earned by consistently delivering beef that is safe, nutritious, and 
responsibly produced. This foundation is strengthened through animal welfare practices, disease 
prevention, adherence to food safety standards, environmental stewardship, and ongoing innovation 
that improves quality across the beef production system. More than 70% of consumers believe beef 
is safe, nutritious and ethically produced. However, perhaps most importantly, only a quarter of 
consumers feel they know “a lot” about how beef is produced. This signals a gap not in trust, but in 
understanding.5 
 
All of this is unfolding in an environment defined by unprecedented noise. Consumers are exposed to 
thousands of ads daily, making it increasingly difficult for any single message to break through. 
Attention is fragmented, and even the strongest messages can be overlooked without clear 
differentiation and compelling creative. This is where modern media platforms and reaching 
consumers where they get their information are key. Platforms like connected TV, YouTube and social 
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media now reach the majority of U.S. households and enable targeted engagement in ways traditional 
media cannot. 
 
This evolving landscape highlights several core challenges and opportunities within the environment 
in which this proposal operates: 
 
Challenges 

 Consumers are price-pressured, shifting toward lower-cost cuts and rethinking how often 
they’ll purchase beef and how they’ll use beef cuts, especially if they are unfamiliar with them. 

 Beef faces intensifying competition from proteins perceived as more affordable or healthier. 
 Trust remains strong but limited consumer knowledge creates vulnerability. 
 Attention is harder than ever to earn in a crowded, fast-moving media environment. 

 
Opportunities 

 Lean into beef’s enduring value and protein to reinforce relevance. 

 Meet consumers where they are with versatile, budget-friendly, and time-saving meal 
solutions. 

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

 Use high-impact, targeted platforms to cut through the clutter and drive meaningful 
engagement. 

 
Ultimately, the story isn’t about decline; it’s about evolution. Consumers still want beef. The priority 
opportunities now are to redefine value by focusing on beef’s key attributes including trust, ease, 
taste and well-being to provide consumers who are making cost-conscious meal decisions with more 
knowledge about beef and continue to build brand recognition to keep beef top of mind. 
 
Citations 

1 Circana, Retail Protein Sales, 52 weeks ending 4/19/2026 
2 AMC Power of Meat Report, 2025  
3 Consumer Beef Tracker Jan-Dec 2025  
4 Consumer Beef Tracker Jan-Dec 2025  
5 Consumer Beef Tracker Jan-Dec 2025 

 
 

B. Long-Term Strategy and Rationale  
This funding proposal advances the Beef Industry Long Range Plan goal of Public Engagement and 
Building Confidence by creating messages that resonate with targeted consumers and disseminating 
them where they get their information to build trust, confidence and reinforce demand. The long-
term strategy is to position beef as the top protein by redefining value, targeting the right consumers, 
breaking through the clutter with key messaging and using marketing and advertising approaches to 
create a surround sound approach.  
 
The integrated consumer marketing strategy is built to reinforce the brand cornerstones; ease, trust, 
taste, and well-being to increase consumer knowledge of and confidence in beef.  

 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.  
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 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.  

 
In response to rising costs, Beef. It’s What’s For Dinner. will redefine “value” to go beyond price. While 
affordability matters, consumers increasingly value time savings, ease of preparation, versatility and 
nutritional benefits. This strategy positions beef as delivering value in the ways that matter most to 
each consumer by emphasizing the cornerstones over cost alone. Through education on cuts across 
price points, preparation techniques, recipe inspiration and nutrition, consumers will be equipped 
with the skills to make beef accessible for everyday meals, not just special occasions. 
 
To ensure effective delivery of that content, the integrated marketing strategy looks beyond 
demographics and instead relies on consumer segmentation to target groups of people with shared 
needs, behaviors, and preferences. The strategy will focus on three core segments of younger, higher-
income, and more educated consumers. These segments of consumers are digitally connected, family-
oriented and time-constrained planners. They over-index for households with children and primarily 
engage across platforms like YouTube, Facebook, Google, Netflix, Amazon Prime and Instagram. 
 
Beef. It’s What’s For Dinner. asset testing shows that consumer perceptions towards beef increase 
after viewing the ads and in a fragmented media landscape, the Beef Checkoff must maintain a 
consistent, unified voice to continue to see success.1 A library of assets will be developed including 
culinary-driven content that builds confidence in preparing beef at home, including guidance on cuts, 
techniques, and simple kitchen solutions. Content will drive engagement 
on BeefItsWhatsForDinner.com, a high-traffic destination for recipes, cooking tips, and nutrition 
information, while also supporting state and partners for consistency and efficiency.  
 
Advertising uses the most effective ad platforms by evaluating where the target audience spends 
time, what consumers are doing on each platform, and how well each environment supports the 
campaign’s objectives. The process begins by assessing the platform audience fit, considering user 
intent, recognizing that each platform plays a different role in the consumer decision journey and 
finally by evaluating platform reach and scale to ensure messages can influence the market at a 
meaningful level. A robust social strategy that uses both paid and organic content will ensure 
consistent visibility across platforms. As consumers spend significant time across multiple channels, 
this approach delivers both educational content and inspiration, driving engagement and deeper 
exploration of beef. 
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Checkoff-funded research shows that brand awareness is strongly correlated with beef consumption, 
making continued investment in visibility essential. However, awareness declines for younger 
generations including Millennials and Gen Z.2 To address this, a younger audience will be targeted 
within the core segments through platform-specific content and marketing strategies including 
partnerships that are designed to meet them where they are. This ensures the brand remains relevant 
while building connections with a rapidly growing, high-potential audience. National Beef. It’s What’s 
For Dinner. campaigns and assets will be available for state beef councils (SBCs) and other contractors 
to leverage in local and regional markets increasing the brand impact with a consistent voice. 
 
Citations 

1 NCBA consumer asset testing 2021-2026 
2 Consumer Beef Tracker Jan – Dec 2025 

 
 

C. Past Performance and Evaluation Results  
BeefItsWhatsForDinner.com is a one-stop resource for recipes, beef cuts, cooking methods, and 
production information. Over the past several years, it has averaged 7.9 million annual site visits1, 
driven primarily by recipes with nutrition-focused and beef cut pages also receiving steady traffic. 
Raised and grown pages receive less traffic overall but remain important to address specific consumer 
questions. To meet evolving consumer needs, the site must continue refreshing high-performing 
content while adding new, relevant topics that build beef knowledge. It’s also critical that accurate 
site content is reflected in Artificial Intelligence (AI)-driven search results when consumers aren’t 
visiting directly. A refresh to the website in FY26 introduced a modern interface and enhancements 
for SEO (Search Engine Optimization) and AI. As AI reshapes the digital landscape, content must serve 
both people and algorithms, answering key consumer questions, linking related pages, offering 
concise formats, and citing credible sources. Ongoing updates will ensure consumers receive accurate, 
accessible information through both traditional and AI searches. 
 
In FY26, a new brand campaign launched to highlight the brand cornerstones: trust, ease, taste, and 
wellbeing. It connected these themes by showcasing how high-quality beef is responsibly raised by a 
committed industry of beef farmers and ranchers, its versatility across cuts, cuisines, and occasions, 
and its nutritional benefits. In testing, the campaign outperformed Beef. It’s What’s For Dinner. 
benchmarks for authenticity, increased intent to purchase beef and search for recipes. The campaign’s 
proven effectiveness in testing confirms the right story is being told and should continue into the next 
year to help motivate consumers to choose beef.  
 
Over the past several years, Beef. It’s What’s For Dinner. advertising has run across platforms 
including Google, YouTube, connected TV, streaming audio, and cable networks like ESPN. As 
streaming has grown, placements expanded into live sports programming including professional and 
college sports like the NFL and college football to capture high-engagement moments. NCBA led 
advertising efforts across platforms reach consumers roughly 916 million times annually2, keeping 
beef top of mind. In addition to national campaigns, NCBA supports state beef councils with local 
media planning and buying. In the first eight months of FY26, 36 state buys helped to reach consumers 
an additional 117 million times ensuring consumers across the country are gaining information about 
beef.  
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Partnering with organizations like Little League Baseball and Softball has proven to be an effective 
way to reach a targeted but broad audience of consumers (parents with young kids at home, youth 
and sports fans) who may be less familiar with Beef. It’s What’s For Dinner. to improve their 
knowledge of and affinity for beef. Little League is the largest youth sports organization in the U.S. 
The partnership has reached over 30 million consumers, driven over 200,000 clicks 
to BeefItsWhatsForDinner.com, and doubled the size of the Beef So Simple newsletter audience since 
the partnership began three years ago. Key learning highlights the value of meeting families at 
relevant moments and environments where they are already engaged. Associating beef with positive, 
shared experiences and trusted brands will help grow Beef. It’s What’s For Dinner. brand awareness 
and keep beef top of mind among current and future beef consumers. 
 
The brand’s social media properties (Facebook, Instagram, Pinterest, X (formerly Twitter), TikTok, 
LinkedIn and YouTube) have a community of more than 1.1 million followers. While the number of 
followers was once the primary measurement of success, social media algorithms are constantly 
changing and today, followers are less likely to see content if they don’t engage with the brand. To 
keep up with these changes, the brand has put an increased emphasis on the creation of social media-
specific videos and short-form content that drives engagement and inspires consumers to choose 
beef. 
 
Citations 

1 PEM Metrics Average FY22-FY25 
2 PEM Metrics FY21-25 

 
 

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 in target segments are 
making cost-conscious meal decisions 
while lacking knowledge about beef 
cuts, preparation, production and 
nutrition — limiting their ability to 
recognize the full value beef offers in 
trust, ease, taste, wellbeing, and 
mealtime solutions. 

Public Engagement & Building 
Confidence 

Consumers gain more knowledge 
about beef and beef production. 

#2 

Capitalize on the correlation between 
weekly beef consumption and 
familiarity with the Beef. It’s What’s 
For Dinner. brand though brand 
building efforts to reach a younger 
audience. 

Public Engagement & Building 
Confidence 

Increase awareness of the Beef. 
It’s What’s For Dinner. brand. 
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Activity #1 

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 in target segments are making cost-conscious meal decisions while lacking 
knowledge about beef cuts, preparation, production and nutrition — limiting their ability to recognize the full value 
beef offers in trust, ease, taste, wellbeing, and mealtime solutions. 
Number of consumers engaging with 
Beef. It’s What’s For Dinner. content 
across digital and social media platforms 
to learn more about beef 

2,869,796 2,950,000 3,000,000 3,000,000 3,000,000 3,000,000 

Percentage of surveyed consumers who 
say they are more likely to purchase 
beef on their next grocery trip after 
viewing Beef. It’s What’s For Dinner. ads 

57% 61% 61% 61% 61% 61% 

Percentage of surveyed consumers who 
are more likely to seek out more 
information about beef after viewing 
Beef. It’s What’s For Dinner. ads 

39% 41% 41% 41% 41% 41% 

Opportunity/Constraint #2: Capitalize on the correlation between weekly beef consumption and familiarity with the 
Beef. It’s What’s For Dinner. brand though brand building efforts to reach a younger audience. 
Percentage of surveyed consumers 
familiar with the Beef. It’s What’s For 
Dinner. brand 

54% 55% 56% 57% 58% 59% 

Number of consumers engaging with 
brand partner content across digital and 
social media platforms to learn more 
about beef 

80,000 100,000 150,000 150,000 150,000 150,000 

 
 

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

 
 
 

Activity Name/Title 
Beef. It’s What’s For Dinner. Marketing Content 

Description:  
Develop the national Beef. It's What’s For Dinner. domestic consumer marketing strategy, messaging, 
campaigns, and creative content. Content for marketing efforts includes visual, written and verbal 
promotional and advertising materials designed to target identified segments and reach consumers 
who have demonstrated interest in topics related to beef and the beef industry. Content will educate 
and inspire consumers to choose beef by showcasing the Beef. It’s What’s For Dinner. brand and 
sharing information about beef’s great taste, preparation methods, cuts, how it’s raised and grown 
and its nutrition benefits. Content will be customized to deploy across all consumer-facing channels 
including the Checkoff’s flagship website, BeefItsWhatsForDinner.com. All assets will be shared on the 
national level and can be leveraged by state partners and other contractors to maximize Checkoff 
resources. 
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Activity #2 

Examples include: 
 Developing an always-on consumer facing advertising campaign with content designed to inspire, 

educate and entertain. 

 Produce a variety of consumer-facing assets including, but not limited to, how-to videos, 
moments in time content, educational videos, recipe photography and culinary content. 

 Improve Search Engine Optimization and ensure BeefItsWhatsForDinner.com is updated with 
recipes, cooking techniques, tips and tricks, instructional how-tos, and information around 
nutrition and beef production. 

 Extend the national promotion efforts with state beef councils (SBCs) and other contractors like 
the Northeast Beef Promotion Initiative and the U.S. Meat Export Federation by sharing Beef. It’s 
What’s For Dinner. strategies, campaigns, videos and creative assets to help provide the education 
and tools needed to better unify their consumer efforts with national efforts to consistently 
advertise, promote and communicate the benefits of beef. 

 
Addresses Opportunity/Constraint #s 
1 

Timeline and Expected Results (outputs/outcomes) 

Always-on campaigns that focus on the brand cornerstones (trust, ease, taste, wellbeing) will be 
developed to reach consumers throughout the year across advertising platforms nationally and on a 
state level. Content focused on key moments in time will reach consumers when they are looking for 
education and inspiration related to the time of year. Key moments include holiday, new year, 
summer grilling and back to school. Content will ultimately increase consumers’ knowledge and 
confidence in beef. 

At least 200 assets will be developed for Beef. It’s What’s For Dinner. advertising and education 

throughout the year and asset testing will take place to determine effectiveness. New content will 

continue to drive consumers to BeefItsWhatsForDinner.com, and strategies, campaigns, videos and 

creative will be shared with state beef council partners at least once per month. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
29-39% 
 
 
 
 

Activity Name/Title 
Beef. It’s What’s For Dinner. Consumer Advertising and Social Media 

Description 
This activity will employ a wide variety of efficient advertising media platforms to deliver educational 
and inspirational messages directly to targeted consumer segments where they get their information 
and make purchasing decisions. An omnichannel approach that includes connected TV, social media 
(Facebook, Instagram, Pinterest, X (formerly Twitter), TikTok, LinkedIn, Threads and YouTube), paid 
search, partnerships and online advertising will reach consumers with beef messaging more 
frequently. By placing advertising and educational content across this expansive ecosystem, beef 
messaging seamlessly integrates into consumers' daily lives and decision-making processes. This 
activity also includes the exploration of new and innovative media options that extend the visibility of 
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Activity #3 

the Beef. It's What's For Dinner. brand to more consumers and different audiences. In addition to 
amplifying the national Beef. It’s What’s For Dinner. message, this activity supports state beef councils 
in their local marketing and social media efforts. By acting as a digital agency, providing custom media 
plans, social media content, recommendations for local media buys and full support in executing 
online advertising, this helps state beef councils be more cost-effective and innovative in reaching 
local consumers with relevant content while also expanding the national program. 
 
Examples include: 

 Planning, executing and disseminating an always-on Beef. It’s What’s For Dinner. campaign 
across a variety of platforms used to get beef messages directly to consumers to increase 
reach and engagement. 

 Work with state beef councils to create and execute custom paid media plans at the state 
level to reach local consumers with relevant content. 

 Partner with state beef councils to identify local stories that can be highlighted on the Beef. 
It’s What’s For Dinner. social media platforms to drive community engagement and inspire 
consumers to choose beef. 

 Develop and distribute quarterly social media toolkits to state beef councils with assets and 
resources to support local social media efforts. 

Addresses Opportunity/Constraint #s 
1 

Timeline and Expected Results (outputs/outcomes) 
Advertising to reach targeted consumers segments will be placed nationally across platforms 
throughout the year to give consumers the confidence to choose and cook beef. Advertising channels 
will drive consumer knowledge about beef by creating engagements with consumers in the platform, 
driving them to BeefItsWhatsForDinner.com, and ensuring beef is top of mind. Surveys show that 
consumer perceptions towards beef are changing after receiving beef messages, and advertising 
performance metrics will show they are taking action by engaging with the content delivered to them. 
National consumer advertising efforts across platforms are expected to reach consumers at least 490 
million times, generate 3 million engagements, and 45 million video views. Engagements include 
saves, shares, likes, comments and clicks and videos views are views that are 30 seconds or longer. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
52-62% 
 
 
 
 

Activity Name/Title 
Brand Focused Efforts 

Description 
This activity will ensure the Beef. It’s What’s For Dinner. brand is highly recognizable and that beef 
remains top of mind for consumers by driving broad awareness and creating a lasting, positive brand 
impression. Building awareness is foundational to strengthening trust, fostering loyalty to both the 
brand and beef, and ultimately increasing perceived value, purchase intent, and market position. 
Large-scale brand activations reach large audiences, deepen knowledge about beef, and reinforce 
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Section 3: Detailed Budget Summary 

credibility, especially when aligned with consumer interests and partnering with brands that 
audiences already know and trust. Market research shows a correlation between Beef. It’s What’s For 
Dinner. brand awareness and beef consumption, however awareness declines for younger 
generations including millennials and Gen Z, underscoring the importance of investing in brand 
affinity.1 By elevating awareness, trust, and emotional connection, loyalty to beef and the industry is 
strengthened. Examples include partnerships with major sporting events and sponsorships like Little 
League and the NASCAR partnership for the Beef. It’s What’s For Dinner. 300, integration into popular 
TV shows like beef’s work with MasterChef, and experiential pop-ups at food festivals like Aspen Food 
and Wine that bring beef to life in immersive ways. 

Citations 
1 Consumer Beef Tracker Jan – Dec 2025 

 
Addresses Opportunity/Constraint # 
2 

Timeline and Expected Results (outputs/outcomes) 
Brand Focused Efforts will take place during the year with efforts extending beyond a single moment 

in time. Activations will build long-term brand equity by reinforcing positive perceptions of the beef 

industry, increasing perceived value, and maintaining loyalty—positioning beef strongly in a 

competitive protein landscape. Efforts will result in increased brand recognition, trust and relevance 

among target audiences measured through brand awareness, consumer reach and engagement with 

content. Brand awareness efforts are expected to reach consumers at least 20 million times and 

generate over 100,000 engagements. Engagements include saves, shares, likes, comments and clicks. 

National Beef Checkoff Funding as % of Requested Amount (must not exceed a 10% range) 
3-13% 

 

 

 
 

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 
Position beef as the top protein through 
marketing, advertising and social media 
efforts directly targeting consumers 

$5,315,500.00 $3,684,500.00 $9,000,000.00 

Total:  $5,315,500.00 $3,684,500.00 $9,000,000.00 

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, supply chain, 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 Ph.D. and M.S. scientists, Ph.D. registered dietitians, a 
veterinarian, culinary leadership with Michelin three-star restaurant experience, more than 40 years 
of combined newsroom experience, 50 years of combined communications and crisis planning 
experience, 25 years of channel marketing experience and over 50 years of national executive level 
market research leadership.  

Specifically in Promotion, NCBA operates using a balanced model that leverages both in-house 
creative team and external agency partners to maximize effectiveness and efficiency. Our internal 
team brings beef industry knowledge, strong alignment with Checkoff objectives, faster turnaround 
times, and lower overall costs, allowing us to develop relevant, high-quality content efficiently. At the 
same time, outside agency partners provide valuable external perspectives, fresh creative thinking, 
and insights gained from working across a diverse range of clients and industries. By selectively 
engaging agencies for specific projects, we can complement our internal expertise with new ideas and 
specialized capabilities, ensuring our work remains innovative, impactful, and connected to market 
trends.  

The internal NCBA media buying team delivers significant value by eliminating agency fees and 
markups, allowing more Checkoff dollars to be invested directly into working media. Combined with 
industry knowledge, historical performance insights, continuous evaluation, and real-time 
optimization, the team maximizes the efficiency and effectiveness of every advertising dollar spent. 
This approach not only benefits NCBA but also every state beef council we support, helping them 
leverage shared buying power, category knowledge, and proven learnings to secure greater media 
value and stronger results while reducing overall media costs that would be paid in agency fees.  

Additionally, NCBA has demonstrated responsible stewardship across the board 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 



 

  
National Beef Checkoff Authorization Request Form 
  
 

13 
 

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 
Position beef as the top protein through marketing, 
advertising and social media efforts directly targeting 
consumers 

— $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. 

Collaborations for promotion projects will be assessed once funding is determined. Past examples 
cannot be guaranteed for future contributions, but similar types of support will be sought as in 
previous years and are noted in the summary of FY26 other funding. 

 
 

II. 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. 
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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# 2602-P | Oct. 1, 2025 – Jun. 30, 2026 

 Direct Costs Implementation Total 

Funds Awarded $5,449,600.00 $3,550,400.00 $9,000,000.00 

Actual Expenses $2,850,661.00 $1,955,884.00 $4,806,545.00 

 
 

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# 2602-P | Oct. 1, 2025 – Jun. 30, 2026 

Funding Source Funds Committed Funds Expended 

FSBC Funds $540,000.00 $181,844.00 

Specific State Buy-In $2,329,210.29 1,568,545.48 

YouTube Earnings $6,043.20 $6,043.20 

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. 

Program reach and impact of national efforts in promotion are further amplified when state beef 
councils “buy-in” to execute a program in their specific state. This is money controlled by the state 
and used within the state borders to extend advertising in their state. As of June 30th, state beef 
councils have spent approximately $1.5M for state ‘buy-in” efforts which are concentrated in 
connected TV, digital advertising and billboards. 
   
Additionally, as a participant in the YouTube Partner Program, the Beef. It’s What’s For Dinner. 
YouTube channel generates incremental revenue from advertising placed alongside its content, 
turning channel performance into a funding source. Revenue generated from ads served before and 
during Beef. It’s What’s For Dinner. content is reinvested directly into additional YouTube advertising, 
creating a multiplier effect that extends consumer reach and increases the impact of every content 
dollar spent.  
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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  

2502-P 
FY24 

2402-P 
FY23  

2302-P 

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 $8,900,000.00 $9,000,000.00 $9,100,000.00 

Actual Expenses2 $8,889,935.00 $8,987,198.00 $9,085,097.00 
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 

2502-P 
FY24 

2402-P 
FY23  

23021-P 

FSBC Funds $895,161.00 $773,637.00 $1,179,120.00 

Total $895,161.00 $773,637.00 $1,179,120.00 

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, the Federation of State Beef Councils has provided funding to 
support national programs. However, Federation funds available for Checkoff programs have become 
significantly less over the last five years and are expected to continue to decrease. To increase funding, 
NCBA is currently pursuing additional and matching funds through grants and various Checkoff 
programs.  

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. 


