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FY 2025-2026 
Marketing Plan



Increase demand for beef by enhancing trust 
and connecting our beef community from 
pasture to plate.

FY 25-26 Mission Statement



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.

Background



Consumers in WA 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.

Consumer trust levels in Seattle/Tacoma occasionally differ 
from the national response, with lower trust across some 
attributes regarding cattle raising and the environment. 
Seattle/Tacoma consumers prioritize addressing animal 
welfare as a top concern, and they also place more emphasis 
on addressing environmental issues than nationally. 

Many consumers in WA consistently include beef in their diets, 
with over two-thirds including it weekly, and most plan on 
maintaining their current consumption levels. 

In WA, consumers consider the overall eating experience, 
value, and nutritional factors when choosing meals. Their top 
three considerations are taste, value for the money, and 
protein content. 

Key Research Findings
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Today’s Beef Consumer: Real Per Capita Consumption
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PROTEIN EXPENDITURES PER CAPITA

Source: U.S. Bureau of Labor Statistics. September 2024.
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

Consumers continue to choose beef. Save for years 2012 to 2013, real expenditures on 
beef have grown since 2010, up nearly 100%. 
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Today’s Beef Consumer: Top Protein Choice

Source: Consumer Beef Tracker, January – December 2024. S12 Now, please tell us which one of the following proteins would be your first choice/number one protein 
of choice? 
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

When asked to indicate their overall top protein of choice from the below proteins, 
43% of consumers choose chicken and 36% of consumers choose beef. 

36% 43% 13% 4% 4%
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Today’s Beef Consumer: At Home Eating

Source: Consumer Beef Tracker, January – December 2024. Q3. Thinking about the number of meals you are currently cooking at home; what percentage of your meals 
do you think you are preparing and/or cooking at home? Q4. Is {Q3/TotalSum} percent of meals prepared and/or cooked at home more, less or about the same as 6 
months ago? Q4a. Do you expect to continue preparing and/or cooking more meals at home? 
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

Three-quarters of meals are being cooked at home and 35% anticipate cooking more 
meals at home and the majority plan to continue doing so. And 94% of consumers who 
are cooking more meals at home, plan to continue doing so.  

of consumers report preparing or 
cooking meals at home.

73%
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Today’s Beef Consumer: Shopping & Dining Habits

Source: Consumer Beef Tracker, January – December 2024. Q24: 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. 
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

Consumers anticipate changing their behavior in the next six months by looking for deals, 
dining out less, using leftovers, and stocking up of freezing items more often.  

37%

36%

28%

27%

21%

Look for deals or use coupons more often

Less dining out

Find more ways to use leftovers

Stock-up/freeze items more often

Buy store or private label brands instead of name
brands
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Today’s Beef Consumer: Future Consumption

Source: Consumer Beef Tracker January – December 2024. Q3 Looking forward, do you plan to eat more, less, or about the same amount of each of the following? 
(Beef); Q13/Q14: “Earlier 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? 
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

More than 80% of consumers plan to eat more or maintain their beef consumption levels. 
Consumers who plan to eat more beef are most motivated by the taste. Of those who 
plan to eat less beef, price sensitivity and health concerns are the greatest motivators.

Enjoy the taste of beef

Grilling more often

Beef is quick and easy to prepare

Adding more protein to your diet

Lean beef fits in a healthy diet

Price is too expensive

Other meats are healthier

Beef has to much fat

Concerned beef negatively affects health

Trying to eat more plant-based protein

REASONS TO EAT 
MORE BEEF

REASONS TO EAT 
LESS BEEF

6% 12% 66% 16%

Don't Eat Beef Eat Less No Change Eat More



Raised & Grown Insights
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RAG Insights
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RAG Trust Metrics
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Most Important Topics Related to Beef & Sustainability



Beef’s Multiple 
Advantages Insights

Beef’s Nutrition Insights
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MAD & NUT Insights
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MAD & NUT Insights
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Increasing Consumption 
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Top 3 Considerations for Protein at Home
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FY 25-26 Strategic Priorities

Raised & 
Grown

Beef’s Multiple 
Advantages

Beef’s 
Nutrition

Stakeholder 
Engagement

Implement reputation 
management strategies to 
reshape the narrative about 
sustainable beef production 
and the environment.

Defend our producers’ 
ability to sustain their 
business.

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

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.

Strengthen producer 
understanding and support 
for their Beef Checkoff 
investment by educating 
and engaging them in Beef 
Checkoff programs.
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Consumer Demand Drivers

Raised & Grown Beef’s Multiple AdvantagesBeef’s Nutrition

Consumption PreferenceValue

How beef is raised and 
grown.

Beef’s nutrition package and 
benefits.

Eating 
Experience

Convenience 
& Versatility Price

FY 25-26 WSBC Marketing Plan & Strategic Priorities



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.
In FY 2025-2026, the WSBC will expand our market targets to 
include the Seattle/Tacoma, Spokane and Tri Cities 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.

WSBC Target Audiences



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

Raised & Grown



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

RAG Business Objective

Campaign Goal

• Show consumers, and those who influence them, 
that beef is responsibly raised and grown by people 
they can trust.

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

Measurable Objectives

• 45% have a positive perception of how cattle are 
raised for beef.

• 58% trust that beef producers embrace innovation 
to improve quality, safety and animal welfare.

• 54% say beef producers care for the environment.
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RAG Tactics
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RAG Tactics
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RAG Tactics
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RAG Tactics



Beef’s Nutrition

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



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

Campaign Goal

• Encourage consumers to express the specific, 
immediate benefit of including beef in the weekly 
diet.

• “Beef is an important part of a healthy, sustainable 
food system.”

Measurable Objectives

• 87% say beef is a great source of protein.

• 79% believe beef is nutritious.

• 70% agree beef is a healthy choice.

NUT Business Objective



30

NUT Tactics
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NUT Tactics



Beef’s Multiple 
Advantages

Promote and capitalize on the 
multiple competitive advantages 
pf beef as the top protein choice 
compared to other proteins.
Address the consumer’s price/ 
value concerns.



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

Campaign Goal

• Show consumers, and those who influence them, 
that beef’s taste, convenience, versatility and value 
are superior to other proteins.

• Dispel the myth that there is a better alternative to 
beef.

Measurable Objectives

• 86% agree beef is their #1 protein choice.

• 84% say my kids and family enjoy eating beef.

• 70% believe beef is a good value for the money.

MAD Business Objective
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MAD Tactics
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MAD Tactics
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MAD Tactics



Stakeholder 
Engagement

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



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

Campaign Goal

• Provide producer testimonials and engagement 
opportunities to demonstrate support for the Beef 
Checkoff.

Focused Objectives

• Increase number of producers who approve of the 
Beef Checkoff.

• Producers feel well-informed about their 
investment.

• Producers readily communicate their support of the 
Beef Checkoff.

SE Business Objective
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SE Tactics
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SE Tactics
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SE Tactics
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SE Tactics
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Collection & Compliance Tactics
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Long Range
Strategic Objectives
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FY 2025-2028
Strategic Objectives

Our Mission
Increase demand for beef by 
enhancing trust and connecting our 
beef community from pasture to plate.

Drive Foster Enhance Serve
Defend and 
protect our 
producers’ ability 
to sustain their 
business.

Grow reputation 
management 
programs that 
reshape the 
narrative about 
sustainable beef 
production.

Empower health 
professionals and 
consumers with 
confidence in 
beef’s health 
attributes.Support outreach to 

consumers, and 
those who influence 

them, that beef is 
an essential part of 

a healthy lifestyle.

Engage and extend 
Beef Checkoff-funded 
nutrition research 
throughout nutrition 
professional circles.

Deliver creative, 
simple and 
inspirational 
recipes that 
promote and 
capitalize on 
beef’s multiple 
advantages.

Demonstrate to 
consumers that beef’s 

value, versatility, 
convenience and taste 

are superior to other 
protein choices.

Position beef as 
the top protein 
choice across 
generations and 
local and global 
consumer groups.

Engage and connect 
with Beef Checkoff 
stakeholders and 
share program 
progress and impact.Execute tactical beef 

promotion, research & 
education programs 

that elicit pride among 
our beef community 

stakeholders. Employ the best and 
brightest team 
members who are 
committed to the 
success of demand-
driving programs.

Engage with Beef 
Checkoff-funded 

research and resources 
to be respected as the 
experts in how beef is 

raised and grown in 
Washington.

Enable consumer 
thought influencers 

to identify beef’s 
benefits to optimal 

health and wellness.

Offer pasture to plate 
experiential learning to 

consumer thought 
influencers to build 

first-hand knowledge 
and affirm trust in the 

beef community.

Develop and grow 
relationships with 
food industry experts 
that believe in beef’s 
value. 

Steward the Beef 
Checkoff resources 

entrusted to our 
Board and Staff on 

behalf of 
Washington’s 9,000 

beef farmers and 
ranchers.  

Leverage the brand 
equity of Beef. It’s 

What’s For Dinner.

TBD Staff Objective TBD Staff Objective TBD Staff Objective TBD Staff Objective

TRUST IN BEEF &  
THE PEOPLE WHO 
RAISE BEEF

BEEF’S REPUTATION 
AS THE IDEAL 
SOURCE OF PROTEIN

THE CONSUMER’S 
OPINION OF BEEF’S 
VALUE & VERSATILITY

AS A TRUSTED 
INDUSTRY 
PARTNER
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