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SBACKGROUN.

The Washington State Beef Commission is the beef promotion, research

and consumer education arm of Washington’s Beef Community. It was
created at the request of beef producers statewide by the Washington
State Legislature in 1969 under RCW 16.67.

The programs outlined in this document have been identified by the
WSBC Board of Directors as priorities to achieve our objective of
increasing demand for beef under the authority of the Washington Beef
Checkoff program.

The WSBC Board of Directors has reviewed and approved the mission,
priorities and tactics based on the review of consumer market research,
an analysis of the current business conditions impacting the Washington

beef industry, and programs made available for local extension by the

National Beef Checkoff program.
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®
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2021-2025
National Beet
Industry Long

Range Plan

VISION:
“To be the protein of choice around the world, trusted and respected for

our commitment to quality, safety and sustainability.”

MISSION:
“Ensure the long-term prosperity of the U.S. beef industry by sustainably
producing the most trusted highest quality and consistently satisfying

protein for consumers around the world.”

CORE CHECKOFF STRATEGIES:

The following Core Strategies are those that can be addressed by the
Washington Beef Checkoff.

* Drive growth in beef exports.

* Grow consumer trust in beef production.

* Promote and capitalize on the multiple advantages of beef.

* Improved the business climate for beef safeguard and cultivate

investment in beef industry research, marketing and innovation. B%I/

Funded by Washington
Beef Farmers and Ranchers
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Consumers in Seattle/Tacoma hold favorable views of beef as a —
* protein source. However, a higher percentage of consumers in "
the Seattle/Tacoma area have negative perceptions of how cattle
are raised and grown, possibly stemming from limited knowledge

] of the subject.

:[{ Y R - _' -?_C:[_:[ | Consumer trust levels in Seattle/Tacoma occasionally differ from
— | the national response, with lower trust across some attributes
F:[N D :[h G S & |~ regarding cattle raising and the environment. Seattle/Tacoma
§ : | consumers prioritize addressing animal welfare as a top concern,
TRENDS IN

4 and they also place more emphasis on addressing environmental
SEA/TAC

’

issues than nationally.

Many consumers in the Seattle/Tacoma area frequently include
beef in their diets, with over two-thirds including it weekly, and
most plan on maintaining their current consumption levels:.

2,

In Seattle/Tacoma, consumers consider the overall eating
ig experience, value, and nutritional factors when choosing meals.
Their top three considerations are taste, value for the money, and

N . protein content.
A

Funded by Washington
Beef Farmers and Ranchers
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CONSUMER DASHBOARD METHODOLOGY

<$¥ METHOD:
o.n. The National Cattlemen’s Beef Association, as a contractor to the National Beef Checkoff administers the Consumer Dashboard
research program. Online Consumer Beef Tracker survey and Qualtrics surveys fielded on PureSpectrum

SCREENING: !Im's WHEN: “ SAMPLE SIZE:
Ages 13-64 @ Quarterly National n= 503

Live in the U.S. 2019 through 2024 Seattle/Tacoma n=300
Live in Seattle/Tacoma DMA

[T NN

OBIJECTIVE:
<@‘) Provide a directional view of how consumers within the Seattle/Tacoma market compared to the Total U.S. in areas such as
consumption, perceptions, consideration factors and attribute agreement.

A IMPORTANT:
Smaller sample sizes come with the potential for a relatively high degree of variability, in this case the margin of error ranges
from 6-8% and should be considered directional. WA trend data and observations of trends reflects annual averages from
quarterly data from the calendar years 2019, 2020, 2021, 2022, and 2023.

Funded by Washington
Beef Farmers and Ranchers
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PERCEPTIONGS OF BEEF & PRODUCTION

Overall perceptions in Seattle/Tacoma are similar to the Total U.S., while production perceptions are sightly more
negative.

Overall
Perceptions
e Lo
Positive Neutral Negative

Production
Perceptions

BEEF,

®

Funded by Washington

Source: Samplify State Dashboard 2023, Total US n=2215; Seattle/Tacoma n=2215; Considering all you know about each of the following, what is your perception of; Thinking specifically about how animals Beef Farmers and Ranchers

are raised for food in the U.S., what is your perception of...



SEA/TAC TRENDS: PERCEPTIONS

Overall Perceptions of Beef Perception of How Cattle Are
m2019 m2020 m2021 m2022 m2023 MFeb-24 Raised for Food

m2019 m2020 m2021 m2022 ®m2023 HEFeb-24

60%
62%
62%

65%
68%

Positive (4-5) Neutral (3) Negative (1-2) Positive (4-5) Neutral (3) Negative (1-2)
BEET,

®

Source: Seattle/Tacoma State Dashboard 2019-2024; "What is your perception of beef?” Funded by Washington
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers



PRODUCTION KNOWLEDGE

Claim to be Knowledgeable About How Cattle 70% of U.S. consumers say they consider how the food was raised or
Are Raised (WA) grown when making purchasing decisions, however, only 27% say they
know a lot about how cattle are raised for food. Animal Welfare is the
most reported concern with how cattle are raised for food.

U.S. Consumer Concerns with How Cattle Are
Raised for Food”

No Concerns [ 4s%
Animal Welfare || 229
Hormones _ 16%
Antibiotic Usage _ 14%
Feedyard/Feedlot Conditions || NG 13%

Environmental Impact/Sustainability _ 12%

Consider How Food Was Raised/Grown When
Making Purchases (U.S.)

Meat/Dairy Safety and Sanitation for Consumption ||l 10%

Meat/Dairy Quality [ 8%
m Often/Always Sometimes  ® Never/Rarely BEEF,

Source: Consumer Beef Tracker January — December 2023. CR1r1: Please indicate how knowledgeable you are about each of the following.; Q9. How much do you consider each of the following when you are deciding to have a ®

meal at home with beef, chicken, pork, fish, meat alternatives, or some other source of protein.; CR3a: What, if any, concerns do you have about how cattle are raised for food. Please be as specific as possible.. “March — Funded by Washington
December 2023, Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers



SEA/TAC TRENDS: TRUST METRICS

Consumer Trust
m2019 m2020 m2021 m2022 m2023 BFeb-24

100%
90%
80%

70% 67%
62%

60% 569%6%
53%
50%
44%
40%
30%
20%
10%
0

52% 51%

47%

46%

55% 549%
o,
*5%39% 4384% 4394 43%

469
0% 39% 1%
7 “

42%09% 41%1% 41% 419%

37% 37% 70879 390/060/0 38%
5%
N | 31./!||| 30./!I2./

40%
37%

39%

0
379 37%40/ . 35% 36% 40, 37% 36%
39 o 34 329 390 32%
0% 0% 31% " 2%1% o
28% 8%
26% 2504
|4'/| H |I 230/ I30/

38%
LTS
339 |3-/33/ 32./!

Beef is safe to Cattle healthisa  Sanitation  Beef farmers andBeef farmers and Environmental Cattle are given  Most cattle Beef does not Cattle are Antibiotics are Cattle are nota Hormones are
eat priority guidelines are ranchers ranchers care for practices are room to roam  spend at least negatively treated used responsibly major used responsibly
followed when embrace the environment  continuously half of their life impact your long humanely contributor to
processing and  innovation to improving to on pasture term health climate change
packaging meat help improve protect and
quality, safety, conserve water, BEEF,
and animal well- air and soil
being A
Source: Seattle/Tacoma State Dashboard 2019-2024; "Thinking about how cattle are raised for food in the U.S., please tell us how much you trust each of the following statements. (Please select a response for each statement)” Funded by Washington

43%29%
9989%
35V!I“

°
>

Analysis.: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers



SEA/TAC TRENDS: SUSTAINABILTY IMPORTANC.

Addressing Consumer Concerns in Beef & Sustainability
m2021 m2022 m2023 WFeb-24

L]

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

16% 1697 /‘j_50/[150/0
1 10/(;_20/3-3 %
9% 9%
I II ﬁ - ﬁl I - - a

0%

Animal Beef Greenhouse Climate Worker Water usage Land use Contribution Land Farmer and Biodiversity creation Upcycling None of the
welfare  affordability  gases/ change safety to the US conservation rancher above
carbon and global heritage
footprint economy
BEEF,

®
Source: Seattle/Tacoma State Dashboard 2021-2024, "Which of the following are the most important to address when it comes to beef and sustainability? Please select up to 5.” Funded by Washington

Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers



CREDIBLE SOURCES FOR INFORMATION

Veterinarians, Farmers and Ranchers and Government Officials are viewed by U.S. consumers to be the most credible

sources of information when it comes to U.S. meat production practices.

A veterinarian (who may treat livestock or inspect animal health)
A farmer or rancher

USDA/FDA

The Centers for Disease Control and Prevention (CDC)

National Cattlemen’s Beef Association

Family/Friends

Fitness professionals/Dietitians

Conservation groups (such as World Wildlife Fund or The Nature...

Documentaries

Animal rights organizations (such as PETA, Humane Society of...

Google search and whatever is at the top of list
Celebrity chefs and cooks
BeefltsWhatsForDinner.com

Large Media outlets such as The New York Times, FoxNews

Source: Consumer Beef Tracker January — December 2023. SI3: Please tell us how credible you find each of the following sources of information regarding the US meat industries’ production practices. (Top 2 Box).

Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkolff.

62%
62%
57%
53%
45%
44%
41%
40%
38%
37%
37%
36%
33%
26% BEETF,

®

Funded by Washington
Beef Farmers and Ranchers



PERCEPTION OF HOW CATTLE ARE RAISED

U.S. consumers were asked to share their perception of how cattle are raised for food before and after viewing one of
the Beef. It’s What's For Dinner. videos. Notably more consumers indicated a positive perception of how cattle are
raised after viewing each video.

Consumer Perception: Consumer Perception:
Before Viewing Videos After Viewing Videos
B Positive Neutral ® Negative B Positive Neutral ™ Negative

24% 19% 20%

+ 39-44 pct.
6% point
(1) .
41% 40% increase

It Takes A Family It Takes A Community It Takes An Industry It Takes A Family It Takes A Community It Takes An Industry BEEF

Source: Raised & Grown Asset Survey. 2023. "What is your perception of how cattle are raised for food? Please select one response.; After viewing this commercial, what is your perception of how cattle are raised for food? Please select one response.” n= 3,013 ®

Funded by Washington

Survey design and analysis provided by National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers
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100%

90%

80%

70%

60%

50%

SA/TAC TR

40%

30%

20%

10%

0%

39%9% N 350,38939% 30%s50,

34%33%I I

Healthy recipe
ideas

32%III

Quick and Easy
meal ideas using
beef

Knowing where my
beef comes from

SNDS:

SNCOURAG.

S CONSUMPTION

Encourage Beef Consumption
B2021 ®2022 m2023 BFeb-24

Source: Seattle/Tacoma State Dashboard 2021-2024,; “Which of the following would encourage you to prepare or eat beef meals more often? Select all that apply.”

36%

. 319
28% ‘26%I

Information on
how cattle are
raised

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

750/28I°26%|

Nutritional
nformation about
beef

35%

29928%

26%ZS%I I

30%
28 /0250/

23%III

Understanding the
differences
between cuts and
types of beef

209%21%

Information on
local beef farmers
and ranchers

27%
22%

] %I I

Information about fldeas for how to
the people who
raise beef

250/0260/0 25%

4% 5%
5202372 &

18%,

18%

IlSO/I

160/170/0

20%
170/017°I

Chef-inspired Beef safety Kid friendly beef Beef cooking
use ground beef recipes information recipes instructions and
(doneness temps, videos
cook time,
handling, storing,
thawing) BEE
F,
®
Funded by Washington

Beef Farmers and Ranchers

21% 19920%




‘a

BEEEF'S
NUTRITION

BEEF,
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Funded by Washington
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PROTEIN ATTRIBUTES: Is NUTRITIOUS

Both beef and chicken are top protein choices for being nutritious.

—Beef ==Chicken Pork Meat Alt.
42 43

42 44
t5143—42—42_41—42 40 ,42’44/\:”<42—43\41 =_.=-<41 Use——=n=,,
39

\

S 18 18
12

34444443544534333333

Q. Q Q@8 Q@ Q Q@ Q@ @4 Q Q@ Q& Q@ Q @ Q@ Q@4 Q1 Q@2 Q Q4
2019 2019 2019 2019 2020 2020 2020 2020 2021 2021 2021 2021 2022 2022 2022 2022 2023 2023 2023 2023 ‘
BEEF,

Source: Consumer Beef Tracker, 2019 — 2023. Q11: For the statement shown, please rate each protein based on your experiences. You can rate each protein anywhere from Agree Completely to Disagree Completely... The scale is set up so that no two proteins can have exactl) ®
Funded by Washington

the same rating, so you will need to place them in the order that you intend them to be.
Beef Farmers and Ranchers

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



PROTEIN ATTRIBUTES: GREAT SOURCE

U.S. consumers consistently rank beef above other proteins when considering which “is a great source of protein”.

-=Beef ==Chicken Pork Meat Alt.
3

k? 363/ 73634, _34—33—34— 5, 33— 3, — 35 —33—35—33— 36

L

Sl

g 10 1010 10 g 10109 10 9 11 - g 10 g 9 7 -8 7 7
44 —f e e f = 5 3 D f e f f o e f s o D e e f o 4

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2019 2019 2019 2019 2020 2020 2020 2020 2021 2021 2021 2021 2022 2022 2022 2022 2023 2023 2023 2023

Source: Consumer Beef Tracker, 2019 — 2023. Q11: For the statement shown, please rate each protein based on your experiences. You can rate each protein anywhere from Agree Completely to Disagree Completely... The scale is set up so that no two proteins
can have exactly the same rating, so you will need to place them in the order that you intend them to be. Funded by Washington

Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers
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HIGHER PROTEIN DIETS
Half of U.S. consumers followed a diet or specific eating pattern in 2023, consistent with last year. “High Protein”, a
new addition in 2023, tops the list as the most common diet or eating pattern.

Followed Specific Eating Pattern/Dietin PastYear

High protein* IS 18%
Mindful eating IIINNENENNGNNNNGNGN—— 17%
Calorie counting I 10%
Clean eating I 12%
Intermittent fasting NN 12%
Flexitarian I 6%
Plant-based M 6%}
Low-carh I 6%
Gluten-free T 6% §
Mediterranean style I 5%
Intuitive eating NN 5%§
Low-carbon footprint/sustainable * I 5%
Carb-cycling NN 4%§
Ketogenic or high-fat T 4%§

. ——- . * Weightdoss plan ™ 3%}
v 43% I 52% 52% Cleanse HEH 2%
38% ? 39% DASH eating plan Bl 2%}
Vegan M 1%
2019 2020 2021 2022 2023 Paleo M 1% §
Vegetarian MW 1% §
BEET,
*New addition in 2023
[TREND] Q28 Have you followed any specific eating pattern or diet at any time in the past year? (Select all that apply.) (n=1,022). Note: “Other” and “none of the above” are not shown ®
Funded by Washington

Source: International Food Information Council. 2023 Food & Health Survey. 23 May 2023. [https://foodinsight.org/2023-food-health-survey/] Beef Farmers and Ranchers



BEEF CONSUMPTION

65% of all consumers plan to maintain their beef consumption levels. Consumers who plan to eat more beef are
most motivated by the taste. Of those who plan to eat /ess beef are influenced by price sensitivity and multiple
health concerns.

Reasons to Eat 15% Reasons to Eat 14%

MOre BEEf Plan to Eat More Less BEEf Plan to Eat Less
6.8% Price is too expensive ||| | GGG -3

You enjoy the taste of beef

. . . Other meats are healthier _ 3.7%
Adding protein to your diet _ 3.8% ’
Concerned beef will negatively _ 3.0%
. . . U7
A beef meal is quick and easy _ 379 impact long-term health
to prepare Eating less beef is better for the
- N
Grilling more often _ 3.7% slldonmen
Il . i
& ? Cutting back due to health _ 5 6%
. . .07
conditions such as heart disease, ...
Greater availability of beef _ 3.4%
Beef has too much fat _ 2.6%
Source: Consumer Beef Tracker January — December 2023. Q13/Q14: "Farlier you mentioned that you plan to eat more/less beef. Which of the following statements are reasons why you plan to eat more/less beef in the future? (Select up to 5 statements) ®
Funded by Washington

Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers



SEA/TAC

100%
90%
80%
70%
60%

50%

37938%89%

039%
40% 39%
30%
20%

369
I34 /.II
0% I —

10%

32%III

Knowing where my Quick and Easy
beef comes from meal ideas using
beef

40%
380

34%33%I I

Healthy recipe
ideas

. 319
8 ‘26%I

36%

Information on
how cattle are
raised

Do: .

SENCOURAG

Encourage Beef Consumption

2021 ®m2022 ®m2023 WFeb-24

Nutritional Understanding the  Information on  Information about
information about] differences local beef farmers the people who
beef between cuts and and ranchers raise beef
types of beef

29928%

26%ZS%I I

27%

20%210/22I/°I

28%,y 5

| /OII

22923 °/o

30%

Ideas for how to
use ground beef

25%

20%
170/017°I

Chef-inspired
recipes

Source: Seattle/Tacoma State Dashboard 2021-2024,; “Which of the following would encourage you to prepare or eat beef meals more often? Select all that apply.”
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

ES CONSUMPTION

249R49£>%

22 /o

1891 199%20%

I 160/17%I I

18%

I IlSO/I

Beef safety Kid friendly beef Beef cooking

information recipes instructions and
(doneness temps, videos

cook time,
handling, storing,

thawing) BEE
F,
®
Funded by Washington

Beef Farmers and Ranchers



BEEF'S
MULTIPLE
ADVANTAGE®S

Beef Farmers and Ranchers




100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

0

77"/380

750/740/75 ||

Great source of
protein

Source: Seattle/Tacoma State Dashboard 2019-2024, Please read through the statements below and tell us whether you agree or disagree with each one. Please rate each statement using the scale of 1-5 where 1 mea

SA/TAC

TRE

DS: ATTRIBUT!

Beef Attribute Agreement

m2019 m2020 m2021 m2022 m2023 ®WFeb-24

~ AGREE

1

NT

-

79%

770/9

77°/
74,2|| ||

2507 6746%

75%

65o}éﬁ°/§7

7098 1%
68%
2j3“|

Great Tasting Good for many Kids or family  Good for social
types of meals enjoy eating it gatherings and
special
occasions

7@/|

62%
,/I‘

68%70

5‘

0

62 /%00

|

Safe to eat

67%

GW.‘ “
Quick/fast to
prepare

60%

53%
49%9%

I

45%

Good value for
the money

697 %507

509%
47% |

43%

40%

38%

3787%

M

34%39, 35%

L

Produced in an
environmentally
friendly way

l 32./|
309 I I
Raised
humanely

Healthy choice Trust the people
that raise the
animals

you strongly disagree and 5 means you strongly agree.” Agree = 4-5, Neutral = 3, Disagree = 1-2.
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

BEEF,
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Funded by Washington
Beef Farmers and Ranchers



SEA/TAC TRENDs: BEEF CONSUMPTION

Consumer-Claimed Current Beef Consumer-Claimed Future Beef
Consumption Consumption
m2019 m2020 m2021 m2022 m2023 EFeb-24 m2019 m2020 m2021 m2022 m2023 BFeb-24
75%
72%72% 69%
68% o
O ho5% 6% - 54 %
27%
19/22%
o 17%18% ¢, 15061591 16%16%16% 15%16%
6% o % 6% 7% 5o, o ° ’ 6% 5%
30/0 4% 4% 4% 4% 40/ 4%,
N Hllll. H Femlm
Weekly Monthly Less than Monthly Never Eat More About the Same Eat Less Do Not Eat
BEET,

Source: Seattle/Tacoma State Dashboard 2019-2024, "Thinking about all of your meals — breakfast, lunch, dinner and snacks — how frequently do you eat each of the following types of food?” "Looking forward, do you ®
plan to eat more, less or about the same amount of each of the following?” Funded by Washington
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers



U.>. PER CAPITA NET BEEF AVAILABILITY

Per capita net beef availability is expected to decline by 2.0% from 2022 to 2023 and then by 3.3% from

2023 to 2024.

Pounds Per Capita

I||I||I|||||||l

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

USDA projection shown in red.
Source: USDA, Office of the Chief Economist, "World Agricultural Supply and Demand Estimates Report: December 2023” and Supporting Materials.
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

2020

2021

2022

2023

2024
BEEF

®

Funded by Washington
Beef Farmers and Ranchers



PER CAPITA BEEF EXPENDITURE®S

2022 beef expenditures saw a 2.6% decrease from the 2021 record highs but were still at the second highest
since 1988.

$500 -  ==Beef Expenditures —Poultry Expenditures Pork Expenditures

A
AN
o
o

T

$1O | | | | | | | | | | | | | | | | |

& O D h o D $ © P 6 © S g
& & & L & F & & SIS I SIS Ry
S I s S A, S S N S S A S S S i ‘

Source: USDA, Economic Research Service; U.S. Bureau of Labor Statistics. October 2023. Funded by Washington
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers



2023 FRESH MEAT SALES AT RETAIL

2023 beef sales at retail were below 2022 levels in terms of volume but higher in dollars sold.

Fresh Meat $61.4 Billion in 2023
S 2023 v. 2022 Lbs. 2023 v. 2022

+2.1% -3.3%
1 S33.2Bv. $32.5B 5.3Bv. 5.5B |bs.

' +1.6% +1.3%
$16.2Bv. $16.0B 5.34B V. 5.27B |bs.

S ]
B%I/

Source: NielsenIQ, Discover, 2021 - 2023. January — December Fresh Beef Sales by Volume and Value, Data Ending 12/30/2023. Funded by Washington
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers



SHOPPING & DINING HABITS ARE SHIFTING

In response to economic pressure and inflation, consumers anticipate changing their behavior by dining out less,

looking for deals, stocking up/freezing, and using leftovers.

Less dining out
Look for deals or use coupons more often
Stock-up/freeze items more often

Find more ways to use leftovers

47%

46%
W
I 37%

Buy store or private label brands instead of name brands

Search for more recipe ideas using chicken

Shop at different stores than | normally would (i.e., less expensive/more discount stores)
Search for more recipe ideas using beef

Buy different cuts of meat than | normally would

Buy different kinds of proteins than | normally would

None of the above

Have more meals without any protein/meat

Purchase less proteins/meats than | normally would

More dining out

Stop purchasing proteins/meats

I 30%
I 30%
I 25%
I 19%
I 16%
I 16%

I 11%

I 10%

I 3%

I 3%

B 4%

Source: State of Consumer Survey, June 2023, Qualtrics/PureSpectrum, n=1363. Thinking about your current shopping and dining habits, in which ways, if any, do you see them changing in the next 6 months? Select all that apply.

Survey designed and analyzed by National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

BEEF,

®

Funded by Washington
Beef Farmers and Ranchers



AT HOME EATING

Three-quarters of meals are being cooked at home and 40% of consumers anticipate cooking more meals at
home, the majority of consumers plan to continue cooking at home.

Percentage of Meals Prepared/Cooked At Home Will You Continue to Cook More

Meals at Home?
0% 100%

/6% of meals cooked at Yes 92%
home in 2022

Change in At-Home Cooking Behavior No B2

More Less About the Same

N\
40% 12% 48% unsure 45

BEET,
Source: State of Consumer Survey, June 2023, Qualtrics/PureSpectrum, n=1363. Thinking about the number of meals you are currently cooking at home, what percentage of your meals do you think you
preparing and/or cooking at home? Is [insert percentage] percent of meals prepared and/or cooked at home more, less or the same as 6 months ago? Do you expect to continue preparing and/or cooking more mea

at home? (i /_7=545)- ) ) o Funded by Washington
Survey designed and analyzed by National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. Beef Farmers and Ranchers

®



1 1 1 T 1
BEEF CUT CHOICES
Fresh Ground Beef makes up half of beef sales in volume at the retail meat case and nearly 40% of dollar sales
while Steaks account for over one-third of dollar sales. In 2023, 25% of Seattle/Tacoma consumers mentioned

“Ideas for how to use Ground Beef” as a way to encourage their beef consumption.

Value () Volume (Lbs.)

MW Fresh Ground

B Steaks
W Roasts
Brisket
W Other
BEET,
Note: The "Other” category is comprised of offals, other beef, ribs, and value-added products. ®
Source: NielsenIQ, Discover, Year to Date Retail Protein Sales 52 weeks ending 12/30/2023. Funded by Washington
Beef Farmers and Ranchers

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



SEA/TAC TRENDS:

SNCOURAG.

Encourage Beef Consumption

2021 ®m2022 ®m2023 WFeb-24

100%
90%
80%
70%
60%
50%
40%
40% 39%9% Y 37038939% 38%
349339
32% . 30%
30% < 26% o 28%, 5,
23%
20%
10%
0% B . e =
Knowing where my§ Quick and Easy Healthy recipe Information on Nutritional Understanding the
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Source: Seattle/Tacoma State Dashboard 2021-2024,; “Which of the following would encourage you to prepare or eat beef meals more often? Select all that apply.”

Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.
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Increase demand for beef
by enhancing trust and
connecting our beef
community from pasture
to plate.



WASHINGTON STATE I

BEEF FY 2024-25 STRATEGIC PRIORITIES

COMMISSION

1

RAISED & GROWN

Implement reputation
management strategies that
reshape the narrative about
sustainable beef production
and the environment.
Defend our producer's
ability to sustain their
business.

2

BEEF'S NUTRITION

Positively engage in the
sustainable nutrition
conversation and beef’s key
role in responsibly feeding
people.

3

BEEF’'S MULTIPLE
ADVANTAGES

Promote and capitalize on
the multiple competitive
advantages of beef as the
top protein choice

compared to other proteins.

Address the consumer’s
price/value concerns.

a4

STAKEHOLDER
ENGAGEMENT

Strengthen producer
understanding & support
for their Beef Checkoff
investment by educating
and engaging them in Beef

Checkoff programs.
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The Beef Checkoff invests in Consumer Market Research that tracks

consumer attitudes and behaviors to better understand the actions and

aspirations of our consumers. The WSBC strives to apply that research to
fine tune our target audiences to efficiently communicate, educate and

promote on behalf of Washington’s 9,000 beef farmers and ranchers.

N In FY 2024-2025, the WSBC will expand our market targets to include the
Seattle/Tacoma and Spokane DMAs and explore the efficiency of reaching

Washington’s smaller, emerging consumer markets.

The WSBC will focus on leveraging Consumer Demand Drivers identified

by National Beef Checkoff-funded consumer market research to identify

and prioritize messaging for each Strategic Priority.




(©) CONSUMER DEMAND DRIVERS

CONSUMER
DEMAND

CONSUMPTION

PREFERENCE

Raised & Grown Nutrition Eating Experience Convenience &
Versatility

1. Raised & 2. Beef’s 3. Beef’s Multiple
Grown Nutrition Advantages

B%I/
BEEF COMMISSION STRATEGIC PRIORITIES -
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Beef Farmers and Ranchers
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Defend our producer's ability to sustain their
business.
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D & GROWN STRATEGY OVERVIEW

a
>

BUSINESS OBJECTIVE

Defend and protect our beef producer’s ability to
sustain their business.

Beef is raised and grown Trust the people that raise the Beefis produced in an
M EAS U RA B I_ E responsibly. animals. environmentally friendly way.
O BJ E CTlV ES Increase from 32% to 34% Increase from 34% to 36% Increase from 28% to 30%
Over 2023 Over 2023 Over 2023

Show consumers, and those who influence them, that beef is responsibly

CAM PAl G N raised and grown by people they can trust.

G OAI_ Implement reputation management strategies that reshape the narrative
about sustainable beef production.

P R| MARY Aspiring Advocates
TARG ET Family Food Enthusiasts - I

Funded by Washington
Beef Farmers and Ranchers




A RAIS!

D & GROWN

Code Taoctic Description Evaluation Lead Staff
Roised &  Raised & Grown invest in digital advertising to position unigue,  TBD. Key Performance Indicators established FEDERATION
Grown  Advertising local stories of how beef is roised and grown as  in campaign strategy development with Jackie
g solution to consumer concerns about beef's  Federation of SBC
sustainability, animal welfare, cattle care,
stewardship of natural resources, and
connection to the community.
Foized &  Roised & Grown Optimize NCBA work in WA lifestyle magazines TBD. Floce two sponsored content piecesin - FEDERATION
Grown  Sponsored Content and news publications (print and online) to 24-25. Key Performance Indicators Jackie
share beef s positive contribution to established in sponsored content agreement.
sustainable food systems. Further extend
previous andy/or new published content via
digital media plan tactics.
Roised &  Raised & Grown Optimize NCBA Raised & Grown story-telling Create two new complete asset bundles for Staff
Grown WA Asset framewaork to develop local assets in video, use in local digital advertising coampaign
Development photo and print that communicate that beefis
responsibly raised and grown by people they
can trust.
Roised &  Roised & Grown Extend the paid digital advertising via social A guarterly Social Media strategy is Jackie S0OCIAL
Grown  Social & Organic media. Target Family Food Enthusiasts and collaborated on and a written plan is MEDIA
Content Aspiring Advocated on FB, Twitter and delivered in June, September, December and SERVICES
instagram with relevant information about March. Deliverables are established and
beef’s positive impact on a sustainable food results reported at the end of each quarter.
production system.
Roised & Wabeef.org Raised Continually refresh wabeef org to include new  Visits fo wabeeforg Raised & Grown pages Jackie S0CIAL
Grown & Grown Updates producer profiles and photogrophy and achieves 2 500 views per year. MEDIA
maximize impact with consumers. Build R&G SERVICES
story landing pages in support of campaigns in
market for in-depth learning opportunties for BEEF,
CONSUMETrs.
®
Funded by Washington

Beef Farmers and Ranchers



D & GROWN

Description

Evaluation

Raised &  Explore Beef Strengthen the knowledge and support of 30 thought influencers attend tour. The Staff
Grown  Experience retail and food service thought influencers by number of participants who believe the
Channel Tour haosting them on the annual EBE tour. Target  positives of beef production outweigh the
channel professional that influence consumer  negatives increases by 40% s determined by
attitudes about modern beef production. the pre- and post-four survey.
Raised &  Explore Beef Strengthen the knowledge and support of 12 Influencers/Creators attend event. Jackie RELATIONSHIPS
Grown  Experience social media thought influencers by hosting Participants express greater confidence in & EVENT
Influencer/Creator them on the annual EBE tour. Target content  understading how beef is raised and grown COORDINATOR
Tour creation professionals that influence consumer  in Washington and deeper knowledge of
protein chaices. beef cuts and beef cookery, as determined
by the pre- and post-tour survey.
Raised &  Explore Beef Build an email contact list of previous and E-newsletter is created and delivered to 150 Staff
Grown Experience current year EBE attendees to send a quarterly partners each quarter. Above average open
Attendee E-Update newsletter. Content to include update stories  rate is accomplished.
on the locations they have visited {ex: "it's
calving season", hay harvest, etc) and modern
beef production stories.
Raised &  WSU Ag Day Farticipate in WSDA's annual Ag Day at WSU  Serve 300 beef sliders and recipe cards to Staff
Grown campus/game to promoted Washington's Beef consumers at event. Enagage 5 beef
Community. Partner with Washington Dairy producers and 5 dairy producers to
Froducts Commission to serve beef participate in slider/recipe handout during
cheeseburger sliders as sample along with beef event.
+ dairy recipe cards.
Roised & WA Grown/Local Work with Q5P and ESD 101 on expansion of  Deliver how-to and access resources for Jackie ADVISING
Grown  Harvest Schools pilot programs to increase school district schools to purchase USDA-inspected beef REGISTERED
Partnership access to purchasing locally raised and grown  from local producers. Provide scratch DIETITIAN
beef products for school foodservice. cooking training and recipes with relevant
BEETF,
®
Funded by Washington

Beef Farmers and Ranchers



T -
RAISED & GROWN
Code Tactic Description Evaluation Lead Staff
Roised & WA Meat Up Explore the opportunity to sponsor Sponsor and promote twe Teaching Truck Staff
Grown  Mobile Butcher WEDA/WSL's Meat Up Mobile Butcher events in Washington in 24-25. Promote
Event Teaching Truck to deliver butcher instruction  these learning opportunites to 25 small
gcross Washington. Attend the PNW Meat Up  processors and invite beef producers to
Conference, and offer support to have the gttend the event and deliver Beef Checkoff
Teaching Truck in action at that event. information specific to direct marketers.
Roized &  Beef Counts: Promote “Buy Beef & Fight Hunger” for TBD. Key Performance Indicators established Staff
Grown  KREM Sponsorship summer grilling. Shine a positive light on in campaign agreement.
Washington's beef community’s commitment
to sustainably produce beef via sponsorship
with KREM TV in Spokane.
Roized &  Beef Counts: Partner with Rosouers/SuperlFoods fo All elements of partnership agreement with Staff
Grown  Rosaurers Retail increase awareness of the Beef Counts Rosauers are delivered as outlined in MOU.
Promotion program in Eastern Washington through the
Buy Beef and Fight Hunger campaign in stores
and anline.
Roised &  Beef Counts: Fartner with Second Harvest to increase All elements of partnership agreement with Staff
Grown  Second Harvest owareness of the Beef Counts program in Second Harvest are delivered as outlined in
Partnership Eastern Washington through media outreach  MOU.
and public relations during summer
promational period and holiday season
distributions.
Roised &  Issues Continue to lead the Bovines lssues Working Two update meetings are held annually, and Staff
Grown  Maonagement: Group to prepare for and manage any industry  participants understand their role in issues
Bovine Issues crisis impacting the business climate of beef response and crisis management in
Working Group and dairy producers in Washington State. Washington State. Coordinated BIWG Crisis
Updote WSBC and BIWG Crisis Monogement Management Plan is updated annually and
Plans annually. Coordinate work with W5D, distributed to all stakeholder organization
Emergency Management team and other representatives to BIWG. Farticpate in
stakeholder agencies. gaditional lssues & Crisis Management
workshops, summits and trainings with
stakeholder agencies such as WSDA and FBI

BEEF,

®

Funded by Washington
Beef Farmers and Ranchers



D & GROWN

Description

Evaluation

Raised &  Media Monitoring Continue fo monitor the media and combat Daily media monitoring is conducted, and Staff
Grown & Issues Response  misinformation about beef and modern beef  issues addressed as identified.
production practices by investing in Meltwater
media monitor. Respond as appropriate.
Roised &  Agin the Sponsor beef education content in Washington Support is provided as requested. Staff
Grown  Classroom Ag in The Classroom publication.
Raised &  Industry Develop strateqy to promote raised and grown Resources provided as needed. Staff
Grown  Information materials developed by the national Beef
Program Materials Checkoff
Roised &  Research: Invest in the Seattle/Tacoma and Spokane Use results to benchmark program success  FEDERATION
Grown  Consumer Beef DAz to heavy up of the Federation of SBC and adjust focus as needed. Results are Jackie

Tracker Dashboard

guarterly Consumer Beef Tracker Doshboard
study to gouge changes in consumer attitudes
about beef and beef production practices.
identify beef's strengths and emerging issues
and evaluate program effectivensss.

compiled annually ond five year trend dota is
analyzed for SWOT analysis.

BEEF,

®

Funded by Washington
Beef Farmers and Ranchers
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3 _ J._ S Positively engage in the sustainable nutrition

NUTRITION conversation and beef’s key role in responsibly |

feeding people.

U@
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ﬁ% BEEF'S NUTRITION STRATEGY OVERVIE

BUSINESS OBJECTIVE

Achieve confidence among consumers that beef is healthy
and sustainably produced.

Beef is a great source of Agree that beef is Agree that beef is a healthy
M EAS U RA B I_ E protein. nutritious. choice.
O BJ E CTlV ES Increase from 78% to 80% Increase from 64% to 66% Increase from 50% to 52%
Over 2023 Over 2023 Over 2023
CAMPAIGN Encourage consumers to express the specific, immediate benefit of
including beef in the weekly diet through a unifying thought:
GOAL “Beef is an important part of a healthy, sustainable food system.”

P Rl MARY Aspiring Advocates
TA RG ET Family Food Enthusiasts

Funded by Washington
Beef Farmers and Ranchers



Tactic

SEF'S NUTRITION

Description

Evaluation

Nutrition  Nutrition Invest in digital advertising to educate TBD. Key Performance Indicators established FEDERATION
Advertising consumers about beef s role in a healthy, in campaign strategy development with Jackie
sustoinable diet. Extend nationally produced Federation of SBC
assets and localize when possible.
Nutrition Nutrition Youth Partner with o WA youth sports orgonization  Leverage the Sports Nurtition Game Plan Jackie RELATIONSHIPS
Sports Sponsorship [ex: WIAA) to deliver science-based facts about program as a critical asset to promote, & EVENT
beef's role in athletic fueling, performance and  extend and localize in reaching audience S L L
recovery. Prioritize reaching middle school and  Key Performance Indicators established in
high school-aged athletes, parents and negotiation of sponsorship
cogches/directors
Mutrition  Nutrition Mixed Target Family Food Enthusiasts and Aspiring TBD. Key Performance Indicators established Jackie RELATIONSHIPS
Media Sponsorship Advocate audiences via a mixed media in negotiation of campaign. & EVENT
sposnorship that includes traditional and social S8 L
media elements [ex: All Mom Does/Spirit
105.3). Content to communicate the valueable
role beef plays in balanced, healthy family
meals and fuel for busy lifestvies.
Nutrition Nutrition Explore sponsored content plocementsin WA TBD. Place one sponsored content piece in FEDERATION
Sponsored Content lifestyle magazines (print and online) to defiver 24-25. Key Performance Indicators Jackie
beef's nutrition and value messages. established in sponsored content agreement
Nutrition Creator Content Partner with healthy cooking Complete two infuencer partnerships. One Jackie RELATIONSHIPS
Partnerships: Influencers/Creators to increase visibility of ~ new partner is identified. Deliverables as & EVENT
Nutrition beef recipes with their audience on social outlined in each partnership agreement S L LI

media.

BEEF,

®

Funded by Washington
Beef Farmers and Ranchers



Tactic

SE'S NUTRITION

Description

Evaluation

Nutrition Nutrition Social & Extend poid digital advertising messages via A quarterly Social Media Calendar is Jackie SOCIAL
Organic Content organic social media. Target Famify Food delivered in June, September, December and MEDIA
Enthusigsts and Aspiring Advocated on FB, March for the coming quarter. Deliverables SERVICES
Twitter and Instagram with relevant are established and results reported at the
information about beef's sustainable nutrition. end of each guarter.
Nutrition Wabeef.org Promote wabeef org as local source for Visits to wabeef.org Nutrition pages achieves Jackie SOCIAL
Nutrition Updotes information on beef's role in a healthy, 2 500 views per year. MEDIA
sustainable diet. Update with local and SERVICES
seasonal content to maintain relevance. Drive
traffic to biwfd.com when appropriate.
Nutrition Ceoach/Athlete Direct mailing to distribute Sports Nutrition Reach at least 10000 coaches with direct Jackie RELATIONSHIPS
Outreach Game Plan resources directly to high school mailing. 1,000 schools sign up for Sports & EVENT
coaches and athletic directors across Nutrition Game Plan program through Texas COORDINATOR
Washington Beef Council and ADVISING
RD
Nutrition  Physician Outreach Extend notional effort to distribute beef At least 100 toolkits are directly delivered to FEDERATION ADVISING
nutrition education foolkits to 100 physicians  physicians in Washington. Extend foolkit Jackie REGISTERED
offices in Washington State. audiences. assets as E-sources via organizations such as DIETITIAN
WIC WSDA, OSPI and consider promoting via
digital advertising to ideal health
professional targets.
Nutrition Dietetic Academy  Sponsor special session speaker at Washington  Dietitian Seminar speaker achieves 4to 5 FEDERATION ADVISING
Outreach Academy of Nutrition & Dietetics '25 Spring scores on evaluations. Promote nutrition Jackie REGISTERED
Conference. Maintain and strengthen webinars and emerging research to WSAND DIETITIAN

refationships with nutrition and medical
experts who influence consumers and the
media about beef's role in a healthy,
sustginable diet.

vig e-biasts and oppropriate heafth
professionals via targeted digital advertising.

BEEF,

®

Funded by Washington
Beef Farmers and Ranchers



SEF'S NUTRITION

Tactic Description Evaluation
Nutrition  Advising Negotiate scope of work with a Registered Execute industry information schools lackie ADVISING
Registered Dietition to complete Consumer Information program cutreach and one TED. KPls to be REGISTERED
Dietitan and industry information programming during  determined baosed on negotioted DIETITIAN
fiscal year. RD to seek opportunities to fund programs/sposnorships
expansion of this role through grants
Nutrition Consumer Promote food and health influencer materigls  Resources are provided as needed. Staff
Information developed by the national Beef Checkoff.
Program
Materials:
Nutrition  Research: Invest in the Seattle/Tacoma and Spokane Use results to benchmark program success ~ FEDERATION
Consumer Beef OhAs to heavy up of the Federation of SBC and adjust focus as needed. Results are Jackie

Tracker Dashboard

quarterly Consumer Beef Tracker Dashboard
study to gouge changes in consumer attitudes
about beef and beef production practices.
Identify beef's strengths and emerging issues
and evaluate proaram effectiveness

compiled annually and five year trend data is
gnalyzed for SWOT analysis

BEEF,

®

Funded by Washington
Beef Farmers and Ranchers
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BEEE'S

Promote and capitalize on the multiple

ML LTIPL - competitive advantages of beef as the top

7 — protein choice compared to other proteins.
ADVANTAG — Address the consumer’s price/value concerns. !

Funded by Washington
Beef Farmers and Ranchers




lHC@PB SEF'S ADVANTAGES STRATEGY OVERVIE

BUSINESS OBJECTIVE

Promote and capitalize on the multiple competitive advantages of beef as the top

protein choice compared to other proteins.
Address the consumer’s price/value concerns.

M E A S U R A B I_ E Beef is good for many types of My kids & family enjoy eating Beef is a good value for the

meals. beef. money.

00 00 00 00 f 00 00

O BJ ECT'V ES Increase fgvoerrrlzz;i/ to 78% Increase for?errnzog/ to 73% Increase ;c\ir;nzég/ to 47%
Show consumers, and those who influence them, that beef’s taste,
CAM PAl G N convenience, versatility and value are superior to other proteins.
G OAI_ Dispel the myth that there is a better alternative to beef.
P Rl MARY Aspiring Advocates
Family Food Enthusiasts
TARG ET Balanced Rationalists 3%:-/

International Export Markets
Funded by Washington
Beef Farmers and Ranchers



EF'S> MULTIPL

LT

ADVANTAGE

Tactic Description Evaluation
Multiple  Multiple Build awareness of beef s unigue multiple TBD. Key Performance Indicators established FEDERATION
Advontoge: Advantages odvantages over other proteins through digital  in compaign strategy development with Jackie
Advertising gdvertising. Extend nationally produced assets Federation of SBC
and campaigns.
Multiple  Mulitple Explore sponsored content plocementsin WA TBD. Place one sponsored content piece in FEDERATION
Advantages: Advantages lifestyle magazines {print and onfine) to deliver  24-25. Key Performance Indicators
Sponsored Content besf's taste, convenience, versatility and value  established in sponsored content agreement.
Messgges.
Multiple  Creator Content Partner with beef cooking Influencers /Creators  Complete four infuencer partnerships. One Jackie RELATIONSHIPS
Advantages Partnerships: to increase visibility of mouthwatering beef new partner is identified. Deliverables as & EVENT
Multiple recipes with their audience on social media. outlined in each partnership agreement. S L L
Advantages
Multiple ~ E-Commerce Coordinate with Federation of SBC to extend  Two e-commerce promotions are conducted.  FEDERATION
Advantage: Channel nation-wide e-commerce campaign with large  Incremental beef sales increase and digital Jackie
Promotions national chain. Coodrinate with Federation of  goals are achieved as proposed by
SBC to place a regional buy with a partner Federation and retailer(s).
retailer in the PNW.
Multiple  Multiple Extend paid digital advertizing messages via A quarterly Social Media Calendar is Jackie SOCIAL
Advantoge: Advantages Social organic sociol media. Target Family Food delivered in June, September, December and MEDIA
& Organic Content Enthusiosts ond Aspiring Advocated on FB, Narch for the coming guarter. Deliverables SERVICES

Twitter and Instagram with relevant
information about beefs mulitple odvantages
over other proteins, specifically: taste,
convenience, versatitly, price/value and family
friendlyv

are established and results reported at the
end of each quarter.

BEEF,

®

Funded by Washington
Beef Farmers and Ranchers



EF'S MULTIPLE

ADVANTAGE

Evaluation i
Multiple  Relationships & Negotiote scope of work with a Relationships  Execute all events and partnerships as Jackie RELATIONSHIPS
Advantages Event Coorindation Specialist and Event Coordinator to complete  negotiated in scope of work. KPls to be & EVENT
Promotion, Consumer Information and Industry  determined based on negotiated COORDINATOR
information programming during fiscal year. programs;/sposnorships.
Multiple  Media Relations / Educate and inspire consumers to cook beef A reach of over 100 million is achieved via Staff
Advantoge: TV Cooking properly and often via seasonal television four television interviews. Expand reach of
appearances in the Seattle market. live segments via paid and organic social
media and drive consumers to wabeeforg to
learn more.
Multiple  wabeef.org Promote wabeef org as local source for beef  Site is updated as required by season. Jackie SOCIAL
Advantoges Seasonal Recipe & cookery information via web-based platforms. MEDIA
Cookery Updates  Update with local and seasonal content to SERVICES
maintain relevance. Drive traffic to
beefitswhatsfordinner com when appropriate.
Multiple  Price/Value Tactic Integrote positive PRICE/VALUE messaging Messaging is integrated into content Staff
Advantages across all tactics within the NMultiple universally.
Advantages and Beef's Nutrition strategic
prigrities.
Multiple  Influencer Cook- Encourage social media visibility for beef by Two virtual cooking events completed with Jackie RELATIONSHIPS
Advantages Along E-vents & engaging third party influencers through 10 Creator participants. One in-person event & EVENT
Evenis hosting virtual cook-along e-vents and an in- hosted with 10 Creator guests. EE L AT
persan beef cookery warkshop.
Multiple  Consumer Make beef cookery and recipe materigls Materials are distributed as requested. Every Staff
Advantages Information developed by the National Beef Checkoff County Cattlemen’s Association is contacted

Program Resources

ovaitable to interested consumers, beef
marketers and small processors. Continue to
support education conferences (FACSE, ACTE)
gs requested by educational organizations.

in the spring prior to "foir season”.

BEEF,

®

Funded by Washington
Beef Farmers and Ranchers



LT

BEEF'S MULTIPL.

ADVANTAGE

Tactic Description Evaluation
Muitiple  Miscellaneous Promote Consumer Information resources to At least 10 counties/fairs request and Staff
Advantages Resources / Fairs  Foirs and Farm Shows each spring. receive resources for their local events.
Multiple  Research: Invest in the Seattle/Tacoma and Spokane Use results to benchmark program success  FEDERATION
Advantage: Consumer Beef DMAs to heavy up of the Federation of SBC and adjust focus as needed. Results are Jackie

Tracker Dashboard quarterly Consumer Beef Tracker Dashboard  compiled annually and five year trend dota is
study to gauge changes in consumer attifudes  analyzed for SWOT analysis.
about beef and beef's taste, convenience,
cvalue and versatility. ldentify beef's strengths
gnd emerging issues and evalugte program

effectivensss

Multiple  Exports: Pacific increase the sale of beef from the Northwest in  Both volume and value of beef sold in Japan USMEF
Advantage: Northwest Japan by partnering with the Oregon and Idaho  as established in MEF proposal. Partner
Inititative (PNI) Beef Councils and the USMEF. Fund retailand  investments are at least double those of the
Export Fromotion jfoodservice promotions in conjunction with Beef Commission. Export ROV is + 5400 per
distributors of Northwest beef head.
Multiple  Exports: New TED TBD USMEF
Advantoges Exports Promotion
Multiple  Exports- Trade Educate foreign influsncers/ trade teams At least one trade team is supported USMEF
Advantage: Team Hosting visiting Washington state about local beef annually as opportunities arise. Export ROV is

production by hosting ranch/feedyard tours, as  + 5400 per head.
the opportunity presents.
Muiltiple  Exports: USMEF Support beef exports throughout the world Export RO is + 5400 per head. USMEF
Advantage: Membership through membership in the USMEF.

BEEF,

®

Funded by Washington
Beef Farmers and Ranchers



STA:KEHOLD; Strengthen producer understanding & support
_NGAG:' :‘NT for their Beef Checkoff investment by educating

and engaging them in Beef Checkoff programs.

BEEF,

@

Funded by Washington
Beef Farmers and Ranchers




gm ENGAGEMENT STRATEGY OVERVIE

BUSINESS OBJECTIVE

Position the Beef Checkoff as an essential tool for the
viability of Washington’s beef industry.

ST R AT E G Y Increase the number of Producers feel well-informed Producers readily

producer who approve of the communicate their support of

O B J E CT I V E S Beef Checkoff. about their Beef Checkoft. the Beef Checkoff.
CAM PAI G N Provide producer testimonials and engagement opportunities to
demonstrate support for the Beef Checkoff.
GOAL
P Rl MARY Cow/Calf Producers (emphasis on future leaders)

Dairy Beef Producers

TA RG FET Cattle Feeders
Designated Collection Points + Brand Inspectors 3%?

Funded by Washington
Beef Farmers and Ranchers



SHOLDER ENGAGEMENT

B STAK

Description Evaluation Lead Staf]
Stakeholder Stakeholder Deliver stakeholder engogement messages to  TBD. Key Performance Indicators established FEDERATION
Engogement Advertising vounger producers via digital advertising. in campaign strateqy development with Jackie
Review and update on wabeef.org to deliver Federation of SBC.
factual information about the Beef Checkoff.
Localize CBE "Your Dollar Does" national
producer education campaign assets that
feature images of Washinoton producers.
Stakeholder Wabeef.org Build out @ more robust Cattlemen's Corner Page is updated to deliver new resources Jackie SOCIAL
Engogement Cattlemen’s landing page/information hub fo direct click ond assets for producers. MEDIA
Corner Updates throughs from digital campaign. Include SERVICES
information about changes to the Beef
Checkoff refund procedures, etc.
Stokeholder Quarterly The Continue to provide localized inserts to the Quarterly insert is distributed to 6,000 Staff
Engaogement Drive Insert CBB's magazine that is distributed to 6,000 producers in Washington State. Mailing list is
beef farmers and ranchers in Washington each  reviewed and updated for accuracy and
quarter. Work with member organizations and  efficiency.
WSDA to evaluate and enhance the currently
mailing fist.
Stakeholder Stakeholder Distribute monthly Beef Checkoff E-Update to  Open rate exceeds 30%. List expands fo Staff
Engagement Publications- Beef producers in Washington State to updote them 1,000 recipents. Link is shared in the Dairy
Checkoff E-Update on current Beef Checkoff activities. Send Federation, Farm Bureau, Cattle Feeders,
special editions as necessary throughout the Cottlemen's e-newsletters.
vear. Expand list to include new producer
leadership and influencers within Woshington's
aaricultural communify.
Stakeholder Stakeholder Contribute monthly. or on demand, Beef Articles are printed or e-mailed monthly via Staff
Engogement Publications: Checkoff update articles for producer associations.
Industry association publications fo educate producers
Publication Articles on their Beef Checkoff investment. BEET,
®
Funded by Washington

Beef Farmers and Ranchers



SHOL.

B STAK

Stakeholder Stakeholder
Engogement Publications:
Annual Report

D).

~R ]

SNGAGEMENT

Description
Publication to be posted on wabeef.org, shared Distribution completed by October 1.
vig digital channels, printed and distributed ot

producer meetings/events, and submitted to

the WA Leqislative Agriculture & Natural

Resources Committees, Reports to the

Legisiature website, CBB and WSL:

office.

Evaluation

Lead

Staff

Stakeholder
Engagement

Ag Trade/Rural
Market News
Releases & PR

Target producers with information about their
Beef Checkoff investment via ag trade media
and rural newspapers each quarter. Build e-
mail contact list for news releases.

A minimum of four print stories are run.

Staff

Stakeholder
Engagement

WCA/ WCW/CPoW
Convention &

Attend at least four WCA Board meetings and
county affiliate meetings, request agenda time
for Beef Checkoff program update. Provide
Beef Checkoff update at the WCA Convention
and particpate in trade show. Attend WCW
Board meeting, request agenda time for Beef
Checkoff program update. Reguest invitation
to CPoW meetings and events, request agenda
time for Beef Checkoff program update.

Cow/Calf Ranchers across Washington
understand and actively support the Beef
Checkof. WSBC Board Members attend two
meetings and deliver short Beef Checkoff
Update.

Staff

Stakeholder
Engagement

Dairy Federation
Convention &

Attend at least four meetings of the Dairy
Federation Board, request agenda time for
Beef Checkoff program update. Provide Beef
Checkoff update at Annual Meeting and
participate in tradeshow. Attend Dairy Industry
regional meetings to engage with small groups.

Dairy Federation members understand and
actively support their Beef Checkoff program
as demonstrated in their policy. WSBC Board
Members attend meetings and deliver short
Beef Checkoff Update.

Staff

Stakeholder
Engagement

WCF Convention &

Attend at least four meetings of the Cattle
Feeders Board, request agenda time for Beef
Checkoff program update.

Cattle Feeders continue to support the Beef
Checkoff WSBC Board Members attend
meetings and deliver short Beef Checkoff
Update.

Staff

BEEF,

®
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8 STAKEHOL:

DER ENGAGEMENT

Description Evaluation Lead
Stokeholder Young Strengthen Washington's beef community by 40 young producers attend events through Staff
Engogement SteakHolder continuing to engage young beef producers to  out the pear and are added to WSBC E-
Engagement help tell the beef story effectively. Update list. Evaluations from event rank an
Engagemnet includes: 1. Host Annual average of 4 or higher.
SteakHolder Summit. 2. Follow up with past
participants to include at events and activate
online. 3. Consistant communication with
participants through emails and WSBC E-
Updaie
Stokeholder BQA/MBA Training Colloborate with industry organizations and 50 new producers become trained in Staff
Engagement WU Extension to strengthen producer Washington annually.
involvement in the BOA program. Offer BQA (+
MBA) training opportunity to producer
gssociation annual meetings/conventions and
provide support to WSU Extension trainings.
Stokeholder Beef Checkoff Develop a Beef Checkoff odvocate training 40 gttendees are in leadership roles from Staff
Engogement Advocate Academy meeting specifically targeting leadership of WA stakeholder orgonizations such as WSBC
stakehold organizations. Deliver facts about Board WCA, WCE WDE Wow WoW and
the National and Washington Beef Checkoff CFoW.
structure, duties, limitations and programming.
Stokeholder Beef Spokesperson Identify beef producers that would be effective  Ten influencers attend training session and Staff
Engogement Training spokespersons and gdvocates for Washington's agree to engage throughout the year.
Beef Community. Encourage comipetion of
MBA* on-demand course. Engage Som Cossio
and Arlie Reeves-Kroal as national MBA
Trailblazers in two spokesperson opportunities.
Stakeholder Washington Engage Washington CattleWomen's Attend at least one WCW Board meeting Staff
Engagement CattleWomen Association in their support of the Beef and one WOW Checkoff-funded event. Inwite
Programs & Checkoff and WSBC programs through WCW membership to attend all Checkoff
Relations supporting their programs (ex: Beef In The events (ex: EBE, W5SU Ag Doy and Bee

Classroom), collaborating on BIWFD hats, and

attending their Board meetings

Counts distributions).

BEEF,

®

Funded by Washington
Beef Farmers and Ranchers




SHOLDER ENGAGEMENT

B STAK

I Description Evaluation Lead Staf]
Stakeholder Beef Counts: Engage Washington's Beef Community to rally  Over 525,000 is raised at roflover auction Staff
Engagement Producer donations in direct support of the Beef Counts  and fen producers attend each distribution

Engagement, program and extension dcross WA. event. Hand-written thank you notes sent to
Distributions & Update, print and distribute Beef Counts all donors, donation list provided to Second
Rollover Auction resources at distribution events. Harvest.
Stakeholder Producer Invite beef farmers and ranchers to work with  Producers are engaged from all regions of Staff
Engogement Engagement at WSEC staff af consumer events to see first- the state. Emails are collected for E-Updates.
Checkoff Events hand their Beef Checkoff at work. Key events
include: Explore Beef Experience, WSU Ag Day,
and Beef Counts distribution events.
Stakeholder Producer Create infographics, brochures, check inserts,  Resources are developed and distributed Staff
Engogement Education PowerPoint presentations fo help producers that clearly communicates essential
Resources explain changes to their Beef Checkoff information about the Beef Checkaff.
investment. Provide resources for distribution  Producer organizations have appropriate
by producers at fairs and farm shows. handouts and resources to promote beef and
beef production at fairs and farm shows.

BEEF,

®
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o COLL

SCTION & COMPLIANCE

Description Evaluation Lead
Collections WSDA Interagency Extend the Beef Commission’s Interagency Interagency agreements with ADT and LD Staff
& Agreements Agreement with the WSDA Livestock are aligned and extended to 2026
Compliance identification and the ADT programs.
Collections  Certified Field Work with W5DA to educate certified Field Field inspectorsare provided hard and soft Staff
& Livestock Livestock inspectors of their responsibility to copy resources to support them when
Complionce Inspector collect the Beef Checkoff assessment. Conduct answering gquestions about changes to the
Education in-person or virtual training, as possitle. Add all Beef Checkoff.
inspectors to E-Update list.
Collections Stakeholder Create infographics, brochures, check inserts,  Resources are developed and distributed Staff
& Education PowerPoint presentations to help producers that clearly communicates essential
Compliance Resources understand changes to their Besf Checkoff information about Beef Checkoff-funded
investment programs. Compliance resources include
private treaty sales form, ete
Collections Designated Develop outreach strategy to build strong All DCPs are met with annually in-person, or Staff
& Collecting Foint working relationshzips and increase Beef virtually when necessary. DCPs receive at
Complionce Relations & Checkoff education among Designated least one mailing annually with Checkaff
Outreach Collecting Points. Consider providing Beef It's Collection supplies, Beef Checkoff updates
What's For Dinner sionage, posters, efc. gnd resources
Collection: Designated Conduct two compliance reviews of Two reviews are conducted and collecting Staff
& Collecting Point Designated Collecting Points each year to points demonstrate understanding of their
Complionce Compliance insure they understand their Beef Checkoff complionce responsibilities or problems are
Reviews collection responsibilities under state and oddressed.

federal law.

BEEF,

®
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Coflections
&
Compliance

Local Beef
Directory & W5DA
Small Processors
Education
Outreach

SCTION & COMPLIANCE

Evaluation
Audit Local Beef Directory list of producers
and butcher shops to update contact
information. Each direct marketer and small

Provide Beef Checkoff compliance fact
sheets, Checkoff remittance materials and
beef cookery/marketing resources (ex: cuts

charts gnd recipes| are offered gnougliv

Staff

Collections
&
Compliance

Refund
Management

Compilete WAC Rules process and internal

icies and procedures to efficiently manage

guarterly refund regeusts

WEEBC Policy Manual is updated July 1, 2024
Refunds are completed quarterly. Database
is developed and follow-up
education/outreach to refund requesters is
distrbuted quarterly, all requesters are
odded to the E-Update and The Drive lists
Refund requests are below 10% of total
collections by June 2025, below 8% June

2026 and below 5% June 2027

T FE
Stafi

BEEF,

®
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