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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 consumed1, 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 $6.1 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: 
1CattleFax, May 2026 
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Section 1: Overview 

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 

 

 

 
 
 
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 Wellbeing, 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 

 
 

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

$6,100,000.00 

100.0% OF TOTAL FUNDING 

 OTHER ANTICIPATED CONTRIBUTIONS 

$0 

0.0% OF TOTAL FUNDING 

 TOTAL FUNDING 

$6,100,000 

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 wellbeing 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.  

 Transform scientific findings into trusted consumer-relevant content that reinforces the 
nutritional benefits of beef. 
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 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 
1Consumer Beef Tracker, Jan - Dec 2025 

2Confident 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.  
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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’ wellbeing 
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 advertising3 and 88% of buying decisions are influenced by trust, 
the primary output of earned media4. 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. 



 

  
National Beef Checkoff Authorization Request Form 
  
 

6 
 

 
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 

1Sprout Social 
2IFIC 2024 Food & Health Survey 
3Nielsen research 
4Amra & Elma, 2025 
5USDA 
6Technomic 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 
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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 

1Data is the average of the program’s performance from 2022-2025, derived from third-party media 
monitoring/tracking software 
2Data from post-event surveys of attendees of previous influencer events 
3NCBA Pulse Health and Wellness Survey FY25 
4E-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 

122,374 140,350 400,000 500,000 500,000 500,000 

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 3,000,000 3,000,000 3,000,000 3,000,000 

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

N/A N/A 2,500 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 200 third-party engagements. This 
engagement number includes: event attendance, training and networking opportunities, newsletter 
interactions, and other ways that influencers engage with Beef. It’s What’s For Dinner. information. 
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Activity #2 

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 30 million times with third-party content, and 
content will generate 3 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 wellbeing. 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 experts2, 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 

1U.S. Department of Health and Human Services and U.S. Department of Agriculture. (2026). Dietary Guidelines for 
Americans, 2025–2030 
2IFIC 2024 Food & Health Survey 

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 
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Activity #3 

platforms to amplify messages with expectation of generating at least 400,000 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. 
 
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. 
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Activity #4 

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, enhance beef’s visibility and reinforce 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. 

2,500,500.00 $3,599,500.00 $6,100,000.00 

Total:  $2,500,500.00 $3,599,500.00 $6,100.000.00 

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 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, a 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. 
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Specifically in Consumer Information, nearly all programs are executed by in-house professionals. Some 
examples of investments in NCBA staff that directly translate into effective Consumer Information 
programs include:  

 An experienced influencer marketing team brings deep expertise in identifying, vetting, 
negotiating with and managing influencer partnerships, eliminating agency fees and ensuring 
investments align with brand objectives. By working directly with influencers rather than 
through a middleman, the team can share firsthand knowledge about the beef industry, 
provide real-time feedback, develop long-term relationships, and build a network of trusted 
partners that strengthen performance, efficiency and brand advocacy over time. 

 An in-house team of licensed healthcare professionals, Registered Dietitians, and Ph.D. 
nutrition scientists who work to protect and promote beef's role in healthy diets, backed by 
scientific evidence. Drawing on expertise in healthcare, research, public health, and nutrition 
guidelines development, these trusted experts use sound science to engage key influencers 
and ensure beef is represented accurately in nutrition and health conversations.   

 A Public Relations team that is comprised of former journalists who bring a deep 
understanding of how media outlets operate, what drives news coverage and how to develop 
credible, compelling stories that resonate with both reporters and the public. This expertise 
enables NCBA to proactively position beef, build trusted relationships with national and local 
media, respond quickly to media requests and maximize the impact of Checkoff-funded 
communications efforts. By combining firsthand media experience with industry knowledge, 
NCBA can produce higher-quality content, secure more meaningful earned media coverage, 
and deliver greater value and accountability for producer investments. 

 Leveraging deep market knowledge, marketing expertise, and long-standing relationships 
with national retail and foodservice partners, the Channel Marketing team serves as in-house 
trusted advisors and critical link between the beef industry and the supply chain. Through 
strategic partnerships and industry expertise, the team helps partners to navigate 
marketplace dynamics, strengthen confidence in beef, increase industry understanding, and 
identify opportunities that support consumer consideration and purchasing decisions. 

 
Additionally, NCBA has demonstrated responsible stewardship across the board by reducing Checkoff staff 
by nine people over the last five years 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. 
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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. 

Collaborations for consumer information 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 noted in the FY26 summary of other funding. 

 

 
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 $2,485,500.00 $3,514,500.00 $6,000,000.00 

Actual Expenses $1,177,274.00 $1,982,784.00 $3,160,058.00 

 
  

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

Funding Source Funds Committed Funds Expended 

FSBC Funds $431,200.00 $208,956.00 

State Specific Buy-In  $619,980.00 $376,811.26 

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 consumer information national efforts 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 a national program. As of June 30th, state beef 
councils have spent approximately $375,000 which is concentrated in eCommerce and Health & 
Medical Professional Toolkits.   

The team develops a wide array of collaborations to further leverage and extend the programs. Here 
are examples, which align with each of the key activities outlined in the AR.  

 Working with partner brands, like Pit Boss creates value beyond donated products and event 
support. These partners often generate significant consumer reach by sharing content to their 
own audiences at no additional cost, extending the reach and engagement while reducing 
promotion expenses. Likewise, cultivating strong relationships with influencers creates 
ongoing advocacy that extends beyond contractual obligations. Influencers who attend 
events, receive education, or engage with our team frequently choose to share beef-related 
content organically with their audiences, generating exposure that would otherwise require 
substantial paid investment.  

 Nutrition, health, and medical experts are frequently sought by major media outlets, national 
professional organizations, and other high-impact platforms for their perspectives on topics 
relevant to human health and nutrition. These uncompensated expert opinions are informed 
by Beef Checkoff educational resources and NCBA subject matter expertise.  

 The Public Relations activity leverages relationships with top-tier media outlets to extend the 
value of content produced through other activities. For example, the Public Relations team 
repurposes influencer recipes and quotes from nutrition experts to generate unpaid media 
coverage, maximizing the return on investment.  

 Channel Marketing maximizes impact through their relationships by making content easily 
accessible. This content extends reach at no additional cost and includes recipes, product 
information, and nutrition content across their websites and customer-facing platforms, 
helping connect consumers with trusted beef information while leveraging partner resources.  
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Finally, in addition to extensive resource development, the issues management team also supports 
state beef councils in a variety of ways including, but not limited to:  

 A daily email highlighting relevant news coverage and links to Checkoff-funded resources that 
can be used to respond to negative coverage or leverage positive coverage, as appropriate.  

 A quarterly issues and trend recap report.  

 A robust media monitoring service for partners looking for additional and customized state-
level support.  

 Real-time issues and communications updates and guidance.  

 Interview and issues response preparation.  

 Issues planning worksheets and templates. 

 

 

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 $6,000,000.00 $5,900,550.00 $6,020,000.00 

Actual Expenses2 $5,992,605.00 $5,900,550.00 $5,979,207.00 
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 

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, 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 other Checkoff programs.  


