
Mission 
Increasing beef demand domestically and internationally for the benefit of Wyoming farmers  

and ranchers. 
 

Vision 
The WBC will be the most respected and trusted beef marketing organization in Wyoming by 

ensuring responsible and effective allocation of checkoff funds to improve the marketing climate for 
beef and beef products. 

 

 
 

Wyoming checkoff dollars have the greatest potential to affect a positive change in consumer 
behavior when pooled with dollars from other state beef councils and when used in high-population 
areas where beef is consumed rather than where it is raised. 
 
The WBC is accountable to all Wyoming cattlemen and is responsible for ensuring that investors are 
aware of how their beef checkoff dollars are spent. 

 

 
 

1. Support the mission and vision of the beef industry long range plan.   
 Capitalize on Wyoming’s ranching culture and heritage to improve the image of the 

beef community among millennial parents and key thought leaders.    
 Entice millennial parents to cook beef and share recipes by providing recipes that 

showcase Wyoming’s culture and heritage.  
 Proactively educate influencers about environmentally, socially and economically 

sustainable beef production practices.  
 Educate health and nutrition influencers about the nutritional benefits of beef.  

2.  Increase understanding of and support for the beef checkoff.   
 Increase percentage of Wyoming beef producers who feel informed about the 

checkoff to 80% by January 2018. 
 Increase approval rating of the beef checkoff in Wyoming to 75% by January 2018. 

Program Evaluation 

FY 2017 

FUNDING PHILOSOPHIES 

STRATEGIC PRIORITIES 
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I. Support the mission and vision of the beef industry long range plan.  

Priority A:  Capitalize on Wyoming’s ranching culture and heritage to improve the image of 
the beef community among millennial parents and key thought leaders. 

 
1. Reach 400,000 Japanese target consumers through a U.S. Red Meat Market 

Development Partnership with the U.S. Meat Export Federation.  
 

Results: We are still awaiting final figures from the USMEF Japan office.  However, as 
of April 2017, promotions featuring Wyoming Ranchers were placed in 205 individual 
regional grocers. Preliminary results showed an 11 percent increase in U.S. beef sold 
through these retailers during the first month of promotion.  A woman’s magazine 
(Women Excite) website featured the Lerwick Brothers Ranch from Southeast Wyoming 
on their website to share knowledge about how U.S. beef is raised. Focus was on Diane 
Lerwick due to the interest Japanese Women have in women’s role in American 
Agriculture. This article was seen by more than 100,000 Japanese consumers and helped 
drive consumers to the mid-sized retailers where additional information was available 
and WBC signage was posted. More data regarding reach and sales in Japan will be 
added to this document when the final report has been received.   
 
UPDATE 9/20/17: The Women Excite magazine reached 60,000,000 online viewers 
and Wyoming Beef was brought into 335 mid-sized retail grocers resulting in 
incremental sales of more than 100 mt during the promotion period.  
 
Local public relations surrounding this event reached thousands of Wyoming consumers 
and producers.  News releases and subsequent interviews were picked up by the 
Wyoming Business Report which included the story in their e-newsletter and as a 
feature on their website, Wyoming Public Radio (Interview with Wittmann) CBB 
National Producer Newsletter, AGVIEW.net, High Plains Journal, and Feedstuffs 
Magazine, Feedstuffs e-news and Feedlotmagazine.com.  
 

2. Reach 130,000 consumers nationally with a full-color half-page ad in the Wyoming 
Traveler’s Journal.  The ad’s call to action will be for readers to visit the WBC “Meet 
our ranchers” web page. 
 
Results:  The half-page, full-color ad featuring the Ryan Fieldgrove family was included 
on page 13 (lower half, right-hand read) of the publication along with the publication’s 
annual calendar of events. The call to action was to “meet Wyoming Ranchers at 
wybeef.com.” The publication was released December 2016; analytics reported here 
include distribution and use from December 2016 through July 2017 because the 
publication is still in use and will continue through December 2017.  From December 
2016 through July 2017, distribution totaled 155,393 copies through direct mail 
fulfillment and 118,290 through visitor centers and magazine racks across the state.  

Core Priorities, Tactics and Goals 
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Additionally, the Wyoming Office of Tourism distributed 11,500 Journals at US and 
international travel shows.  Visits to the online publication totaled 21,736 making total 
print and online distribution for the period 263,447.   For consideration, the call to action 
was not utilized by anyone viewing the publication online; there were no re-directs from 
the publication webpage to wybeef.com.  The number of print readers who visited the 
website is not measurable. This program has not been included in the fiscal 2018 budget 
and plan.  
 

3. Utilize wybeef.com and social media to share Wyoming ranching stories with millennial 
parents and thought leaders across the globe. Increase website traffic by 15 percent.   

 
Results: Website traffic is measured in sessions and pageviews. Pageviews are triggered 
when a page is requested by a browser and signifies the total number of pages viewed 
including repeat views of a single page.  In fiscal 2017, wybeef.com had 11,953 
pageviews compared to 13,488 pageviews in 2016; a decrease of 11.3 percent.  Sessions 
are specific visits to the site where the visitor spends time on the site and returns again; 
this is where engagement happens.  Visitor sessions to wybeef.com during fiscal year 
2017 were also down from 2016 as were the total number of visitors to the site in fiscal 
2017.  However, the time spent on the site by new and repeat visitors increased nearly 
20 percent and the users delved deeper into the site 25 percent more often indicating that 
the core group of users has increased while the number of casual users decreased.  
Visitors to wybeef.com stayed nearly 30 seconds longer on each page which indicates a 
more loyal, interested audience.  This is further supported by the decrease in bounce rate 
(number of people who find the site and immediately click out because it’s not what 
they’re looking for) decreased 7.22 percent.  Admittedly, the goal of increasing website 
traffic by fifteen percent was not achieved; it appears that we succeeded in improving 
the value of the site to visitors by increasing relevant content.  The “meet our ranchers” 
page remained the most visited page on the site receiving 4,037 unique pageviews, not 
including visits to sub-pages featuring specific ranching families.  The most successful 
ranch feature sub-page was “A day in the life of a Wyoming Ranch Mom” featuring 
Kate Williams, from Saratoga.  This page was launched in conjunction with Mother’s 
day and received added publicity and views as a result of the holiday tie.  In the second 
year of bi-monthly releases on ranching features, it makes sense that the best response 
by the media would result from ties to other newsworthy events. Strategic release of 
stories and web features is an objective being addressed by the WBC public relations 
team for 2018. 
 
October 2016, WREN magazine requested information and guidance in contacting a 
rancher for a ranching feature in their Magazine. We coordinated with Maurice Bush 
from Tensleep to provide an updated interview and photography.  The WBC, the beef 
checkoff and the “meet our ranchers” efforts were mentioned throughout the article.   
WREN magazine has a distribution of 41,000.   
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Priority B:  Entice millennial parents to cook beef and share recipes by providing recipes that 
showcase Wyoming’s culture and heritage.  

 
3. Through financial investment in the Federation of State Beef Councils the WBC will 

support the industry in its effort to develop convenient beef recipes and share them with 
millennial parents through beefitswhatsfordinner.com and social media outlets.  

 
Results: See Attachment A: Federation of State Beef Councils—Value for your 
Investment.  In addition, these results along with projects conducted with national 
checkoff dollars will be shared in the annual report of the Federation of State Beef 
Councils and the Cattlemen’s Beef Board Annual Program Evaluation. These documents 
will be available at the 2018 Cattle Industry Convention in Phoenix, AZ. 

 
4. Through a beef-surplus state partnership coordinated by the Federation of State Beef 

Councils, the WBC will increase traffic to the “Beef. It’s What’s for Dinner” (BIWFD) 
website and BIWFD YouTube channel by purchasing search terms in markets of the top 
five most populated states in the US.  (CA, FL, IL, NY and PA).  

 
Results:   Search ads on Bing and Google delivered over 3.2 MM impressions, 102,552 
clicks to BeefItsWhatsForDinner.com and 196,427 pageviews on the site.  Additional 
details can be found in Attachment B, Top 5 State Search and Video Media Campaign 
End of Campaign Report.   
 

5. Utilize wybeef.com and social media to share recipes endorsed by Wyoming ranching 
families featured on the wybeef.com “Meet our ranchers” page.  Increase wybeef.com 
website traffic and social media engagement by 15 percent.   
 
Results:  For website analysis, see tactic 1 results above.  Facebook is the main social 
media platform used by the WBC to share recipes and link to wybeef.com.   
In fiscal 2017, fourteen percent of website sessions were driven by social media with 
Facebook accounting for 95 percent of all social media linked sessions. This referral 
percentage is half of the referral percentage reported in fiscal 2016. Facebook followers 
increased by 408 in 2017 with an engagement percent of 24 percent, which was lower 
than 2016 but higher than 2015.  Given that the majority of Facebook links directed 
consumers to beefitswhatsfordinner.com versus wybeef.com this percentage is 
acceptable and well within the average for pages with fewer than 10,000 followers.  It is 
recommended that more web and social media advertising be purchased in 2018 to 
increase followers and engagement, particularly surrounding newsworthy events such as 
the solar eclipse.  This increase in advertising was included and approved as part of the 
FY 2018 marketing plan and budget. 
 
Social media impressions across all WBC platforms totaled 218,301. Engagement is 
calculated by dividing the number of post reactions by the number of followers for each 
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platform. Twitter, Facebook, Pinterest and Instagram engagement rates for fiscal 2017 
were 24, 15, 10 and 64 percent respectively. Social media growth was admirable in 
2017. The number of Instagram followers increased 74 percent while Twitter grew 20 
percent and Facebook 12 percent. This is indicative of the consumer trend away from 
Facebook toward Twitter and Instagram; however more clicks to the website were 
generated from Facebook than the other platforms.  
 
WBC’s largest social and traditional media campaign was an extension of the national 
“30 Day Protein Challenge.”  To publicize this challenge, Wittmann prepared snacks 
and sample meals to demonstrate how to get 30 grams of protein into the daily diet on 
the KGWN TV5 morning show in Cheyenne. This program reached 55,710 households 
in the Cheyenne, Scottsbluff, NE and northern Colorado. This show segment was also 
recorded and linked on the KGWN site, generating additional views.  The WBC also 
partnered with Dr. Erin Nitschke, a dietitian and health coach from Casper, WY for a 
beef nutrition feature on Nitchke’s blog site and in the Casper Star Tribune. Nitchke’s 
article, “Bringing Beef Back” reached 15,000 Wyoming families along with an 
additional 1,500 blog followers. Based on specific links to the national 30 day Protein 
Challenge site, WBC publicity sent 117 consumers to the site for more information 
about the challenge.    
 

Priority C:   Proactively educate influencers and apprise beef producers about 
environmentally, socially and economically sustainable beef production practices.  

 
6. Through financial investment in the Federation of State Beef Councils, the WBC will 

support the industry in its effort to define, promote and educate consumers about 
environmentally, socially and economically sustainable beef production practices.  
 
Results: See Attachment A: Federation of State Beef Councils—Value for your 
Investment.  In addition, these results along with projects conducted with national 
checkoff dollars will be shared in the annual report of the Federation of State Beef 
Councils and the Cattlemen’s Beef Board Annual Program Evaluation. These documents 
will be available at the 2018 Cattle Industry Convention in Phoenix, AZ. 
  

7. Through participation in Wyoming Agriculture in the Classroom’s University of 
Wyoming Seminar for education students, the WBC will share information with ten 
future educators on environmentally, socially and economically sustainable beef 
production practices. 
 
Results: Twenty eight student teachers attended the Wyoming Ag in the Classroom 
University seminar. The seminar utilized a revised lesson from the WAIC Natural 
Resource and Science Institute which specifically addressed environmentally, socially 
and economically sustainable beef production practices.  Eighty eight percent of 
attendees found the seminar valuable. Additionally, the majority of participants’ 
opinions about beef production practices either improved, or stayed the same.  Initial 
reports did not quantify how many attendees began the seminar with a positive 
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impression of beef production practices.  See Attachment C, WAIC U.S. Seminar Results 
for more information.  

8. Through collaboration among participants in the Wyoming Stewardship Project, WBC 
will ensure that 50 Wyoming educators will be armed with facts about environmentally 
socially and economically sustainable beef production practices to ensure fact and 
science based curriculum units available to Wyoming educators.  Long term, use of 
these units developed through this project by Wyoming educators will support students’ 
ability to make informed decisions for the state of Wyoming as adults. 
Results:  Wittmann presented information about current beef production practices to 52 
educators and other influencers targeted by WAIC in attendance at the July 2016 lesson 
development session.  Additionally, she worked with educators assigned to beef 
production lesson development as well as reviewed proposed lesson plans for accuracy 
and completeness.  WAIC’s coordination of this event included pre and post surveys of 
educators regarding beef production practices.  In all categories, exposure to the beef 
checkoff resources improved educator’s perceptions about beef production.  It is also 
important to note that some of those whose perceptions did not change declared 
themselves somehow involved in the industry or possessing prior knowledge about the 
industry.  See Attachment D, WAIC WY Stewardship Project Results for more 
information.  
 

9. Reach 30 Wyoming educators who influence children in their classrooms through 
sponsorship of the Wyoming Ag in the Classroom Natural Resource Science Institute 
where beef production will be a key focus of the tour. Attendees will be surveyed about 
their beef industry knowledge before and after the session.  

 
Results:  There were 60 educational influencers present at the WAIC Institute held June 
2016.  This program is completed and assessed in FY2017 and is therefore considered a 
FY2017 project. Beef was the main focus periodically throughout the multi-day 
institute.  Pre and post surveys showed dramatic improvement in the positive effect of 
the sustainable beef production practice forums.  See Attachment E, WAIC Ag Institute 
Results for additional details.  

 
Priority D:  Educate health and nutrition influencers about the nutritional benefits of beef.  
 

10. Through financial investment in the Federation of State Beef Councils, the WBC will 
support the industry in its effort to identify health influencers and share research and 
science based facts about the nutritional value of beef.  

 
Results:  See Attachment A: Federation of State Beef Councils—Value for your 
Investment.  In addition, these results along with projects conducted with national 
checkoff dollars will be shared in the annual report of the Federation of State Beef 
Councils and the Cattlemen’s Beef Board Annual Program Evaluation. These documents 
will be available at the 2018 Cattle Industry Convention in Phoenix, AZ. 
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11. Reach 60 health professional influencers through partnership or interaction with the 
Wyoming Association of Nutrition and Food Service Professionals, Wyoming Academy 
of Nutrition and Dietetics, Wyoming Diabetes Management, Wyoming Department of 
Health, Wyoming School Nurses Association, Wyoming Department of Education, 
Women Infants and Children, UW County Extension Service and Wyoming 
Comprehensive Cancer Control Consortium.  
 
Results:  For the first time since April 2013, the Wyoming Academy of Nutrition and 
Dietetics (WAND) held an education conference. Speaker Judy Barbe, MS, RDN, was 
commissioned by the WBC to present a general (versus breakout) session entitled 
Energy Reboot, which is part of the NCBA Nutrition Seminar series.  Through the State-
National Partnership, Judy’s honorarium was paid with Federation dollars. Sixty five 
WAND members attended Judy’s session.  Also as part of the sponsorship, WAND 
provided booth space where Wittmann interacted with 57 dietitians and nutritionists and 
distributed tear pads, research documents and recipe brochures.   
 
Wittmann attended three of the four Wyoming Cancer Control Consortium meetings and 
was a key member of the WCCC Nutrition and Health Priority Action Team, 
participating in frequent conference calls.  Continued involvement in this organization is 
encouraged due to a high rate of misinformation shared among physicians and other 
members regarding consumption of beef and red meat.  
 
Five nutrition newsletters and notices were sent electronically distributed to more than 
100 health professionals, dietitians, wellness coordinators and dietary managers who 
subscribe to our nutrition education service.  Topics included: beef as a superfood, 
healthy holiday recipes, checkoff funded research webinar announcements and two 
cardiovascular health related articles.  These newsletters enjoy a 30 percent open rate 
and a five percent click through rate above the industry standard for health and wellness 
publications which average an open rate of 22 percent and click through rate of 2.5 
percent.  
 

II.   Increase understanding of and support for the beef checkoff. 
 
Priority E:   Increase percentage of Wyoming beef producers who feel informed about the 

checkoff to 80% by January 2019.  
 

12. Produce an online annual checkoff report and call attention to it through contract 
advertising and media relations.   
 
The FY 2016 WBC Annual Report was completed, posted on the website and 
announced to producers in February 2017.  Because online viewership of the annual 
report is small copies were sent to those subscribing to WBC producer news as well as 
members of the legislature and other producer related lists.  Open rate of this electronic 
mailing was 33 percent meaning approximately 315 recipients opened the email.  
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Additionally, 250 copies of the report were distributed to WSGA members in the 
registration packet of the summer convention.  
 
Wittmann also presented checkoff information to 22 LEAD students, 25 participants of 
Converse County UWCES Annie’s Project, 9 members of the Snowy Range 
CattleWomen and held several meetings with the leadership of Wyoming CattleWomen.  
 

13. Produce and e-mail a minimum of six informational e-newsletters to inform cattlemen 
about checkoff programs. 

 
Results:  As of July 1, 2016, 613 email addresses on file in lists of MBA graduates and 
subscribers to the Raising the Steaks producer e-newsletter.  At the close of fiscal 2016, 
the producer and MBA lists included 523 email addresses. Engagement by the members 
of the list is consistent with the average of 24 percent for agriculture and food related 
newsletters. The click through rate was nearly 2 percent, slightly lower than industry 
average. 
 

14. Reach 5,400 cattlemen twelve times with information about the use of beef checkoff 
dollars through quarter-page, two-color ads in the Wyoming Livestock Roundup.  
 
Results:  Four full-color beef checkoff ads were developed and included in twelve 
issues of the Wyoming Livestock Roundup. Circulation of the Wyoming Livestock 
Roundup throughout 2017 was 5,600. 
  

15. Reach cattlemen with information about the expenditure of beef checkoff dollars 
through 100 thirty-second locally produced radio aired on 20 Northern Broadcasting 
stations.   

 
Results:  Four radio ads were rotated throughout the 26-week advertising flight.  Ads 
were aired a minimum of three times each week to 186,700 adults aged 18 and older. 
Spots aired within Northern Ag Network programming to reach producer target. 

 
Additional Results: The impact of these efforts on producer awareness regarding the 
checkoff will be formally evaluated in the producer attitude survey scheduled for 
January 2019. 

 
Priority F:   Increase approval rating of the beef checkoff in Wyoming to 75% by January 

2019. 
 

16. Through public relations and visible presence the WBC will strive to display 
transparency and accountability to checkoff investors.   

 
Results: Nine WBC news releases generated 95,521 impressions throughout fiscal 
2017.  The open rate for WBC news releases was 33 percent with a click through rate 
of 1 percent, 8.3 percent higher than the industry average for opens and below the 
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average for click throughs. In addition, the WBC was mentioned 15 times in the media 
through articles or interviews not initiated by the WBC.  All mentions were favorable 
and had a reach of 8,999. 
 
Additional Results:  Transparency and accountability will be assessed through a 
producer attitude survey scheduled for January 2019.  

  
ADDITIONAL RESPONSIBILITIES—Collections Compliance 

  
17. Maintain an inter-agency agreement with Wyoming Livestock Board, brand division, to 

ensure continued beef checkoff collection. 
 
Results:  The agreement, renewed April 2016 continues to be in effect.  
 

18. Conduct a fiscal year audit with McGee, Hearne & Paiz, LLP according to CBB and 
State of Wyoming standards and requirements.  
 
Results:  This audit was completed without findings, was presented to the board and 
the CBB by the statutorily required deadline.  
 

19. Provide all documentation and cooperation required by the Cattlemen’s Beef Board 
during the fiscal year to fulfill the role of a qualified state beef council.    
 
Results: As confirmed by Dean Oyster, CBB Compliance Manager in an e-mail dated 
November 2, 2016, WBC is in full compliance for FY 2016.    
 
The Cattlemen’s Beef Board conducts periodic compliance reviews of all state beef 
councils.  In February 2017, Dean Oyster, CBB reviewed WBC financials and 
compliance data covering fiscal years 2015, 2016 and the first half of fiscal 2017.  One 
recommendation was made regarding sponsorship of programs. This recommendation 
was made, in part, because Wittmann called the issue to the attention of the auditor for 
future guidance. Funding request procedures were promptly amended to prevent 
additional compliance questions.  
 

20. Process and return state of origin money to originating states.  
 
Results:  State of Origin funds in the amount of $18,907 were disbursed to other states 
for cattle sold in Wyoming within 30 days of leaving their state of origin; this was an 
expenditure of 1.7 percent of revenue.  State of Origin receipts for fiscal year 2017 
totaled $138,306 or 13 percent of the year’s revenue.  

 
ADDITIONAL RESPONSIBILITIES—Administration   
  

21. WBC staff will provide administrative support services to all program areas and 
projects approved by the WBC members. 
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Results:  All administrative support services to program areas and projects was 
provided by the executive director; the Council did not have any additional 
administrative staff throughout fiscal year 2017. Two part time contractors under the 
supervision of the executive director provided public relations and social media 
support.  The cost of these two contractors for fiscal 2017 totaled $18,779.00.  For 
comparison, a half-time (20-hour per week) permanent employee paid state wages 
would have cost the WBC approximately $42,086.  
 

22. WBC staff will reimburse travel expenses for WBC members who travel to conduct 
Council business. 
 
Results:  All requested reimbursements were submitted to the Wyoming Department of 
Agriculture for payment within 7 days of receipt of the signed voucher.  
 

23. WBC Executive Director will conduct new member training and review fiduciary 
responsibility and liability of board members annually.  
 
Results:  This training was conducted August 18, 2017 in August with Timmery 
Hellyer, Leslie Hendry and Lacee Sims in attendance.  Fiduciary responsibility and 
liability of board members was presented during the August 19, 2017 meeting.  All 
members have signed the conflict of interest and ethics statement which is on file in the 
executive director’s office.  
 

24. WBC will review strategic plan annually as required by the State of Wyoming.   
 
Results:  WBC members were asked to review the strategic plan between the fall 2016 
and winter 2017 meeting.  No changes were made to the plan.  
 

25. WBC will evaluate all programs according to the goals set in the FY2017 Marketing 
Plan.  
 
Results:  This document is the formal written evaluation of all programs based on the 
goals set in the FY2017 Marketing Plan.  
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Federation of State Beef Councils 
Value for Your Investment 

Wyoming 
2017 Services Summary 

 
Federation History 
To truly understand the value of investing in the Federation, it is important to reflect on the 
philosophy of why the Federation was created. In 1963, individual State Beef Councils (SBCs) from 
across the country formed the Federation as a means of pooling checkoff dollars to conduct demand-
building programs on a national scale. These SBCs were operating long before the national checkoff 
was implemented as part of the 1985 Farm Bill. 
 
Building a Larger National Plan 
The philosophy of the Federation founders holds true today as the primary reason to contribute to the 
Federation is to build a larger, more impactful national plan. In 2017, the Federation invested nearly 
$1.4 million from reserve funds to support demand-building efforts in four areas: 

• Salmonella research to help curb food safety issues; 
• Nutrition outreach through Nutrition Seminar Program keynote speakers on beef’s 

nutritional value in the diet; 
• Export market enhancement in Korea and Japan; and an  
• Ibotta campaign to engage consumers with educational information about beef, resulting 

in cash rewards for purchasing beef. 
 
In addition to direct support for these programs, over 50% of the Federation annual budget supports 
Authorization Requests (ARs) approved by the Beef Promotion Operating Committee (BPOC). By 
the Federation adding dollars directly to ARs, the national plan is more robust. In 2017, the 
Federation contributed nearly $7 million to supplement the approximately $38 million national plan 
funded by the BPOC. 
 
This $7 million contribution from SBCs is invested across all programs implemented by NCBA, 
touching all national budget categories of Promotion, Research, Consumer Information, Industry 
Information and Foreign Marketing. In essence, your state investment, regardless of the amount, is 
supporting each program area:  

• Promotion – digital advertising, YouTube videos, the BIWFD website and BIWFD Facebook 
page with over 990,000 followers 

o Contribution breakout: BPOC: $8.1 M State Beef Councils: $1.9 M 
• Research – nutrition, safety, sustainability, consumer market, culinary innovation and product 

quality 
o Contribution breakout: BPOC: $9.5 M State Beef Councils: $1.3 M 

• Consumer Information – immersion events for influencers including farm and ranch visits, 
the Protein Challenge, the Nutrition Seminar Program, medical doctor outreach and 
retail/foodservice training programs 
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o Contribution breakout: BPOC: $7.6 M State Beef Councils: $990,000 
• Industry Information – issues and crisis management, social media monitoring, Masters of 

Beef Advocacy, media training and the Beef Quality Assurance Program 
o Contribution breakout: BPOC: $3.9 M State Beef Councils: $430,000 

• Foreign Marketing – expanding US beef sales in 80 foreign markets 
o Contribution breakout: BPOC: $7.2 M State Beef Councils: $2.4 M 

 
Providing Service to State Beef Councils 
Federation investments not used as “matching” dollars with BPOC dollars to fund ARs are used to 
provide services for SBCs at no charge and to support the governance of the Federation. 
 
• The State Services department at NCBA provides the following services to SBCs: 

o Extranet, an internal website to access materials needed to roll out programs, including 
talking points on tough issues and details about national programs. 

o Wrangler, an on-line resource sharing tool for high-resolution photos, videos, etc. 
o Monday Memo, a weekly electronic newsletter highlighting state and NCBA news. 
o Partnerships In Action Conference, a multi-day conference for staff to work together in 

rolling out a unified, national, demand-building plan. 
 October 2016 Attendees: None. 

o Orientation, a multi-day orientation for new SBC directors and staff to learn about 
checkoff programs and the Federation (an investment of $500-$1,000 per attendee). 
 March 2017 Attendees: Timmery Hellyer and Leslie Hendry. 

o Webinars, hosted by State Services, are held on a regular basis (nearly weekly) about the 
latest information on program areas and market trends.  

o SurveyMonkey, SBCs are encouraged to utilize the State Service's SurveyMonkey 
subscription and work with State Services to create their surveys. The cost of 
SurveyMonkey is $300/year, but free for SBCs. 
 In the past year, State Services did not create surveys for your state but 

Wittmann used Survey Monkey to acquire performance appraisal data.  
 

• The Customer Service department at NCBA provides a central point for SBCs to order items to 
enhance state and national programs, such as recipes and educational brochures. The online store 
offers materials 24/7. 

o Between July 2016 and April 2017 your state made 7 Beef Store orders. SBCs made 
a total of 513 orders, making your state 1.4% of the total orders.  
 

• The Design Services department at NCBA is a full-service, in-house, design agency. SBCs can 
request projects as simple as a business card design to as complicated as a nutrition education 
brochure for use at a state dietetic association meeting.  

o Your state made 2 requests to the Design Services Help Desk (July 2016 – April 
2017), SBCs made a total of 278 requests, making your state 1% of the total 
requests. 
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o NCBA also provides large format printing for SBCs (on a fee basis) for anything from a 
single 20” x 30” poster mounted on foam core to a large vinyl display banner to use at 
local trade shows.  
 Thirteen SBCs took advantage of this service in FY2017. On average, if an 

SBC printed with FedEx Office, a standard 8’ banner would be $180-200; 
the cost with Design Services is ~$50. A standard poster would be $70-85; the 
cost with Design Services is ~$10. 

o Your state’s Annual Report was produced by Design Services last year. 
 

• The Information Technology (IT) department at NCBA provides assistance by creating and 
hosting websites, hosting email service, providing technical support and consultation for all areas 
of technology and shared savings on conference call/webinar service. 

o Your state made 1 requests to the IT Help Desk (July 2016 – April 2017), SBCs 
made a total of 186 requests, making your state .5% of the total requests. 

 
• The NCBA checkoff team will conduct a Digital Lab with your SBC, examining your digital 

properties (website, Facebook, Twitter, Pinterest, etc.) and providing analytics with which fact-
based decisions can be made. 
 

• NCBA State Communications provides assistance in writing news releases, articles for 
publications, content for the internet and social media, audio for broadcast, brochure copy and 
other communications tools. It will also help SBCs connect to media outlets and develop media 
tours in their states. It creates the Federation page in National Cattlemen newspaper, which 
reaches more than 30,000 producers monthly, produces the Federation Annual Report in 
Directions magazine, and helps SBCs develop copy for their own annual reports. Staff will also 
assist in assuring proper recognition of SBC efforts through the Federation in nationally-
distributed communications. 
 

• The Federation Initiative Fund program is managed by State Services. The Federation started this 
program in 2006 with $200,000 seed money. Since that time, individual SBCs have also 
contributed to the Fund, which awards grants to large consumer population/small checkoff 
collecting states. The primary objective of the fund is to proactively recognize the program 
extension challenges for large population states with comparatively limited resources, by 
providing them a mechanism for Federation support. 
 

• The SBC Travel Grant is a fund established by the Colorado Beef Council, but managed by State 
Services, which provides funds for staff from small SBCs to travel to national meetings. 

 
• The Governance and Leadership Development team at NCBA provides opportunities for staff 

and volunteer leaders to develop their leadership skills at the annual Professional Development 
Workshop and Richard McDonald Leadership Institute. 
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o Last year, Ann Wittmann and Lacee Sims attended the Richard McDonald 
Leadership Institute. 
 

• The NCBA Science and Product Solutions team will review state research projects, providing a 
scientific perspective on the project and ensuring coordination (and not duplication) of research 
efforts happening at the state and national level. 

 
• The Culinary Innovations Team provides recipes and cut images to use in print and digital media. 

States currently have access to the following types and number of photos via Wrangler.   
 
Recipe Photography: 
• Consumer (1,129)  
• Foodservice (237)  
• Supermarket Foodservice 

(71)  
• School Foodservice (15) 

Cut Photography: 
• Fresh Beef Photos (198)  
• Cooked Beef Photos (72)  
• Terminology Photos (43)  
• Fabrication Technique 

Photos (6) 

Consumer Photography: 
• Millennials (86)  
• Enjoyment (52)  
• Shopping (51)  
• Cooking (44)  
• Restaurant (21)  
• Preparing Beef (9) 

 
• The Human Resources team provides consulting services. 
 
• The Federation provides Strategic Planning workshops and checkoff program updates. These 

one- or two-day workshops, conducted with SBC boards of directors, address the Beef Industry 
Long Range Plan (LRP) and Beef Demand Drivers. They are designed to assist state councils in 
prioritizing their projects and identifying ways to align with the industry LRP.  
 

Governing the Federation 
Investments support the governance structure for the Federation, such as the Federation Division of 
the NCBA board of directors, the Federation Executive Committee and the Federation officers. 
Maintaining a strong, independent Federation is part of the Federation Charter. Federation funds 
allow this governing body to have a voice for the state share of the beef checkoff. 
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Top 5 State Search and Video Media Campaign 
End of Campaign Report  
September 2016 
 

BACKGROUND 
 

Paid media for the Top 5 State Search and Video Media Campaign ran from June 6 to August 31, 
2016 

The campaign was aimed at increasing the awareness and usage of the checkoff’s “Beef. It’s What’s for 
Dinner.com” website and to further generate online video views in the states of California, Florida, New 
York, Illinois, and Pennsylvania.  

The campaign was comprised of the following:  

• The total working media budget for the FY16 effort was $113,500.   
 

• Google and Bing search ads (77% of total spend) and YouTube TrueView video ads (23% of total 
spend)  

 

SEARCH ADVERTISING RESULTS 
 
Search ads on Bing and Google delivered over 3.2MM Impressions, 102,552 Clicks to 
BeefItsWhatsForDinner.com, and 196,427 Pageviews on the site. 

• To drive users to content on the national site, the campaign bid on both general and beef-specific 
recipe keywords, as well as keywords around beef preparation and nutrition.  

 
• Examples of search ads that drove to BeefItsWhatsForDinner.com: 

 

     

 

• During the campaign, search ads achieved a Cost-per-Pageview (CPPV) of $0.43, which is 
somewhat higher than last year’s $0.34.  Overall, there was a significant increase in competition 
from other food brands/companies for nearly every keyword this year.    
 

• Overall, the average click on a paid search ad resulted in almost 2 pages viewed on the site and, 
on average, users spent 1 minute and 18 seconds on the site, indicating that they are finding 
website content relevant and engaging. 
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Ground beef preparation and recipes ads drove the greatest number of Pageviews. 

• Keywords related to ground beef recipes and beef preparation drove the highest number of 
Pageviews. These types of searches in particular linked consumers to the appropriate landing 
pages on “Beef. It’s What’s For Dinner.com,” including the Ground Beef page and Interactive 
Butcher Counter. 

o Additional keywords that generated significant consumer interest related to recipes for 
specific cuts – e.g., London Broil, Tri-Tip, Flank and Ribeye – and various preparation 
methods, such as how to prepare beef kabobs and braising beef. 

 

Top Google Keywords Pageviews 

ground beef recipes          12,282  
beef kabobs            5,828  
prepare london broil            5,491  
grill ribeye            4,451  
tri tip steak marinades            3,718  
flank steak            3,712  
tri tip steak recipes            3,465  
london broil            3,366  
recipes with ground beef            3,124  
easy ground beef recipes            3,102  

 

Top Bing Keywords Pageviews 

how to tri tip steak          2,094  
beef kabobs          1,309  
how to broil beef kabobs          1,221  
ribeye steak             856  
broil london broil             740  
london broil             656  
cubed steak recipes             609  
grill cubed steak             598  
how to braise beef stew meat             593  
ground beef recipes             560  
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Consumers continue to use their mobile devices to search for cooking content, leading to 49% of 
paid search traffic coming from mobile devices. 

• In addition to the mobile traffic, 40% of total Pageviews generated by paid search took place 
through Computer/Desktop and 11% through Tablet.  
 

 
 
 

California and Florida accounted for the highest number of Pageviews from search ads during the 
campaign, totaling 50% of the overall volume. 
 

• Amongst the five targeted states, California and Florida drove the greatest search traffic with 26% 
and 24% of Total Pageviews, respectively. While this is probably due in part to the large 
population of these states, it is still indicative of the demand for beef information from those 
consumers.  

• Throughout the campaign, consumers from Pennsylvania remained the most engaged with the 
site. Among those who visited the BIWFD.com site, consumers in Pennsylvania looked at an 
average of 2.73 Pageviews per visit. 

106,443 
128,732 

28,076 

Pageviews by Device 

Desktop

Mobile

Tablet
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Higher search volumes for beef trended up through the weekend into the beginning of the week. 

• Paid search traffic tended to peak during the weekend, when people were preparing for weekend 
dinners or preparing to cook meals for the coming week.  

 

 
 
 

 
 
  

Note: Geographic reporting is not able to identify 100% of visits due to IP address and privacy restrictions 

 2,290   2,307   2,279  
 2,181   2,100  

 2,280   2,359  

Monday Tuesday Wednesday Thursday Friday Saturday Sunday

Average Pageviews per Day 

26% 

24% 
16% 

15% 

12% 

7% 

Pageviews by State 
California

Florida

New York

Pennsylvania

Illinois

Other/Not Set
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Consumers viewed content in the afternoon as they started to research what to have for dinner. 

• Searches for beef steadily increased during the day, peaking in the afternoon as users started to 
think about preparing for dinner.  

 
 
 
 
 
The campaign directed a significant portion of new users to BeefItsWhatsForDinner.com. 

• Of users driven to BeefItsWhatsForDinner.com by the search campaign, 83.5% of visits were by 
visitors who had not been to the site before (on par with last year’s distribution between new and 
repeated users).  

 

 

  

8,568 
10,043 

12,337 
13,754 

14,731 
16,508 

18,369 

20,808 20,195 

15,266 

8,334 

4,939 
3,656 

9:00 AM 10:00 AM11:00 AM12:00 PM 1:00 PM 2:00 PM 3:00 PM 4:00 PM 5:00 PM 6:00 PM 7:00 PM 8:00 PM 9:00 PM

Total Pageviews by Time of Day 
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YOUTUBE 

In total, the YouTube Video campaign delivered 1,489,843 Impressions and generated 312,408 
Video Views of the various “Beef. It’s What’s For Dinner” online videos 

• YouTube’s TrueView media tool only charges when a user watches either 30 seconds or a full 
video (whichever comes first).  
 

• As a result, the campaign achieved an extremely efficient Cost per Video View of $0.09/view.   

 

 

  

Note: Video Views are defined as a user watching to 30 seconds or completions, whichever comes first 
View Rate = Video Views to 30 seconds (or completion if shorter)/Impressions 
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• The online videos featured in this YouTube campaign included (Click the name to see the videos): 

 
 
Beef on the Brain (:30) & Beef on the Brain (1:09) 
 

 
 
Beef at the Center (0:30) & Beef at the Center (1:05) 
 

 
 
 
Pizza with Purpose (:32) 

 
 
  

https://www.youtube.com/watch?v=Z8zGg0fYOFQ
https://www.youtube.com/watch?v=WGGgT5rHHGA
https://www.youtube.com/watch?v=qgspTmWODSw
https://www.youtube.com/watch?v=ruZaTZjwaIA
https://www.youtube.com/watch?v=W1yThD168ZU&feature=youtu.be
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Flavorful Life (:32) 
 

 
 
Craveable Korean (:32) 
 

 
 
 Performance breakdown  

• The “Families in Motion” videos received 712,649 total Impressions and 129,954 Video Views.  
 

• The “No Recipe-Recipe Videos” received 776,699 total Impressions and 182,454 Video Views.  
 
 
 

 

 

  

https://www.youtube.com/watch?v=P1n9rHZnDnk&feature=youtu.be
https://www.youtube.com/watch?v=z_wt2fKT1YU&feature=youtu.be
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Video Impressions Video Views Video View Rate 

Beef on the Brain_Long Form          280,410             56,632  20.20% 
Beef on the Brain_30sec          226,698             39,002  17.20% 
Beef at the Center_Long Form          203,240             34,106  16.78% 
Beef At The Center_30sec              2,301                   214  9.30% 
Total          712,649           129,954  18.24% 

 

 

 

Video Impressions Video Views Video View Rate 

Pizza with Purpose          424,633           101,809  23.98% 
Flavorful Life          235,633             52,747  22.39% 
Korean Bowl          116,433             27,898  23.96% 
Total          776,699           182,454  23.49% 

 

 

 

 

Recipe Videos Break Down 

Families in Motion Videos Break Down 



Contractor:  Wyoming Agriculture in the Classroom 

Project: University of Wyoming Seminar 

Project Manager:  Jessie Dafoe 

WBC Committed Contribution:  $750.00 

Amount of Funding Used:  $750.00 

WBC Strategy 1C: Proactively educate influencers about environmentally, socially 
and economically sustainable beef production practices.  

The University of Wyoming Seminar specifically addressed Strategic Priority 1C: 
Proactively educate influencers about environmentally, socially and economically 
sustainable beef production practices. 

The seminar reinforced additional priorities of capitalizing on Wyoming's ranching culture 
and heritage to improve the image of the beef community. The University of Wyoming 
Seminar provides a unique opportunity to reach millennials and works to support the 
mission and vision of the beef industry’s long-range plan. 

Objectives cited in Funding Proposal: 
Wyoming Agriculture in the Classroom's measurable objective for the University of 
Wyoming Seminar was to: 

Proactively educate influencers about environmentally, socially and economically 
sustainable beef production practices. 

Wyoming Agriculture in the Classroom selected one objective we felt was the most 
important for the educators to grasp, especially at the beginning of their teaching career. 

Results (circle one): 

Objective Objective Objective 
Not met Met Exceeded 

Explanation of Results: 

Wyoming Agriculture in the Classroom conducted surveys to gauge the effectiveness of 
the University of Wyoming Seminar and specifically to evaluate the success of the 
objective listed in the grant proposal.  

WAIC U.W. Seminar Results 
FY2017
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Participants were asked through a survey: Was your opinion of Wyoming ranchers’ 
(environmentally, socially, economically) sustainable beef production practices impacted 
positively, negatively or stayed the same? 

Students Comments: What did you learn? 
• How much we depend on ranchers
• Hardworking
• Caring for the environment
• Applying these lessons to younger students
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• Sense of community
• Business savvy
• Production/demand in society
• Commitment to their life, work, land and animals
• Ranchers are concerned for the quality of their beef
• Budget and research to save and earn money
• How they take care of their consumers
• Helping and caring for the animals and the workers
• Rancher's passion

Two other survey results we would like to share: 

We were pleased with how many were positively impacted. No one left with a negative 
reaction. We were encouraged to see the vast majority found this class very helpful. The 
second graph ‘Most Helpful Part of the Day’ was also positive to see they felt the lessons 
were interactive, easy to incorporate into the classrooms and there were helpful 
resources. 

Summary of event: 

The University of Wyoming Seminar is a unique opportunity to visit educators 
preparing for their student teaching semester and educator career. This seminar was 
specifically for elementary education majors. Our goal was to have 10 student teachers 
for the professional development; we had 28 attend.  

Our goal for the day was to introduce Wyoming Agriculture in the Classroom as a 
resource for them through their teaching career and work through some lessons that 
could be beneficial for their classrooms during student teaching and for years to come.  

Beef was a focal point as we utilized a revised lesson from the Institute focused 
on proactively educating influencers about environmentally, socially and economically 
sustainable beef production practices. 

The students were very receptive and we are encouraged for this to continue to 
be an opportunity for Wyoming Agriculture in the Classroom to have a positive impact for 
our incoming educators.  
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What would you change to make this project more effective in the future? 

Wyoming Agriculture in the Classroom felt the University of Wyoming Seminar 
was very successful, but there is always room for improvement. We hope to have more 
resources available online by the seminar next year. The new generation of teachers 
seem less inclined to take paper copies and would like to be more connected online.  

University of Wyoming Seminar 
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Contractor:  Wyoming Agriculture in the Classroom 

Project: Wyoming Stewardship Project 

Project Manager:  Jessie Dafoe 

WBC Committed Contribution:  $2,000.00 

Amount of Funding Used:  $2,000.00 

WBC Strategy 1C: Proactively educate influencers about environmentally, socially 
and economically sustainable beef production practices.  

The Wyoming Stewardship Project (WSP) specifically addressed Strategic Priority 1C: 
Proactively educate influencers about environmentally, socially and economically 
sustainable beef production practices. 

The WSP reinforced other priorities of capitalizing on Wyoming's ranching culture and 
heritage to improve the image of the beef community. The WSP works to support the 
mission and vision of the beef industry’s long-range plan. 

Objectives cited in Funding Proposal: 
Wyoming Agriculture in the Classroom's measurable objective for the Wyoming 
Stewardship Project was to: 

Proactively educate influencers about environmentally, socially and economically 
sustainable beef production practices. 

Wyoming Agriculture in the Classroom selected one objective we felt was the most 
important for the educators to grasp and be able to develop lessons that will be effective 
in classrooms across the state. 

Results (circle one): 

Objective Objective Objective 
Not met Met Exceeded 

Explanation of Results: 

We appreciate Ann Wittmann’s time to come and present to our educators in July. The 
resources she provided as well as the information and time to answer questions was 
very beneficial for the educators as they worked their way through developing lessons. 

Wyoming Agriculture in the Classroom conducted surveys to gauge the effectiveness of 
the Wyoming Stewardship Project workweek and specifically to evaluate the success of 
the objective listed in the grant proposal.  

WAIC WY Stewardship Project Results 
2017  
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Participants were asked through a survey: Was your opinion of Wyoming ranchers’ 
(environmentally, socially, economically) sustainable beef production practices impacted 
positively, negatively or stayed the same? 

We were pleased with how many were positively impacted or stayed the same. Many 
who marked stayed the same mentioned they had a background in beef production. No 
one left with a negative reaction. 
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Summary of event: 

Wyoming Agriculture in the Classroom is very excited about the Wyoming 
Stewardship Project. This project has brought together people from all across the state 
who are dedicated and passionate about educating our youth by providing teachers the 
lessons they need in their classroom.  

General Overview: 

The mission of the Wyoming Stewardship Project (WSP) is for students to gain an 
understanding of Wyoming's vast resources and become informed citizens, capable of 
serving as stewards for Wyoming's future. 

Beginning in the fall of 2015, WAIC surveyed the Wyoming community and asked: what 
do you want our students to know about our state and resources? The number of 
responses received was encouraging. Community members voiced the importance for 
our Wyoming students to become citizens that know, care and act responsibly for our 
resources and keep us economically strong. 

A series of stakeholder meetings were held throughout the year to work through all the 
survey responses and to define key learning concepts for the units of study that would 
be developed. Once drafted, a public comment period was held, leading to the Board's 
adoption of the key learning concepts in June and the following definition of stewardship: 
As Wyoming citizens, we are stewards entrusted with the responsible development, 
care, and use of our resources to benefit current and future generations.  

Below is a diagram that places natural resources as the base to all the other 
components of the project, working towards the center that shapes our people and 
culture. 

Attachment D to  FY2017 WBC Program Evaluation Document



2016 Summer Progress: 

Teachers from across the state worked tirelessly 
in June and July to map the key learning 
concepts to specific grade levels and develop 
meaningful units of study for the classroom. The 
purpose of these units is to support students' 
ability to make informed decisions for the state 
of Wyoming as adults. The lessons are aligned 
to Wyoming standards and will bring a real-world 
perspective to Math, Science, Social Studies 
and Language Art classes. The Wyoming 
Department of Education has worked with 
WAIC, providing content standard specialists 
to ensure the lessons reach what teachers 
need to achieve in the classroom. 

Units developed by Wyoming educators 
across the state in the summer of 2016: 

• 2nd Grade
o Agriculture

• 3rd Grade
o Agriculture

• 4th Grade
o Agriculture
o Minerals & Energy

• 5th Grade
o Agriculture
o Outdoor Recreation &

Tourism

The educators worked diligently to develop innovative, 
engaging lessons that will make a difference for Wyoming 
students. 

We are grateful for Ann Wittmann’s time to come and 
present to the teachers during the July session. This was 
an important time for educators to ask questions and to 
know more about what needs to be in the lessons. 3rd 
grade was chosen as the primary place for livestock in the 
units but is found in additional places throughout the grades. 

Current Status: 

Units are currently being piloted during the 2016-17 school year. 

Next Steps: 

After units are piloted, revisions are anticipated in the summer of 2017. Units will be 
available to educators starting fall of 2017. Additional units will be developed in the 
summer of 2017, and they will be piloted during the 2017-18 school year. In 2019, final 
unit development/revision will be complete and any enhancement resources and 
tutorials will be finalized as well.  

Attachment D to  FY2017 WBC Program Evaluation Document



What would you change to make this project more effective in the future? 

Wyoming Agriculture in the Classroom felt the Wyoming Stewardship Project was 
very successful, but there is always room for improvement. Now that we know what 
grade beef is focused on we can have more materials prepared and experts to answer 
questions and add in the revision of the current lessons and development of new 
lessons.  
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Contractor:  Wyoming Agriculture in the Classroom 

Project: Wyoming Agriculture & Natural Resource Science Institute – Crook County 

Project Manager:  Jessie Dafoe 

WBC Committed Contribution:  $5,000.00 

Amount of Funding Used:  $5,000.00 

WBC Strategy 1C: Proactively educate influencers about environmentally, socially 
and economically sustainable beef production practices.  

The Wyoming Agriculture & Natural Resource Science Institute specifically addressed 
Strategic Priority 1C: Proactively educate influencers about environmentally, socially and 
economically sustainable beef production practices. 

The Institute reinforced other priorities of capitalizing on Wyoming's ranching culture and 
heritage to improve the image of the beef community as well as entice millennials to 
cook beef and educate influencers about the health and nutritional benefits of beef. The 
Institute also worked to support the mission and vision of the beef industry long-range 
plan. 

Objectives cited in Funding Proposal: 
Wyoming Agriculture in the Classroom's measurable objective for the Institute was to: 

Proactively educate influencers about environmentally, socially and economically 
sustainable beef production practices. 

Wyoming Agriculture in the Classroom selected one objective to be focused and 
efficient. Influencers were proactively educated through a hands-on opportunity to meet 
Wyoming producers, witness their production practices and provided materials for their 
classroom. 

Results (circle one): 

Objective Objective Objective 
Not met Met Exceeded 

Explanation of Results: 

Wyoming Agriculture in the Classroom conducted surveys to gauge the effectiveness of 
the professional development course and specifically to evaluate the success of the 
objective listed in the grant proposal.  

WAIC Ag Institute Results 
2017  
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After participating in the Institute, your opinion of Wyoming ranchers’ environmentally 
sustainable beef production practices has been impacted: 

Comments shared by participants: 
• I believe all Wyoming teachers should be made to attend this program so they

are aware of environmentally sound sustainable programs.
• Good to realize their environmental practices are positive. Taking care of range

and water.
• Families continue to use the same land for generations.
• Sharing the beef lesson and visiting the ranch were great resources for me.
• Ranchers truly do their best to help sustain the environment. They care for it and

try to be as efficient as possible without waste.
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After participating in the Institute, your opinion of Wyoming ranchers’ socially sustainable 
beef production practices has been impacted: 

Comments shared by participants: 
• Realizing how local ranchers share their homes/lives with guests to help educate.
• Wyoming Beef Ranchers lesson – join organizations, help neighbors.
• Just opening my eyes to what ranchers are doing and the reasoning behind it.
• They care about who they hire, guests invited on the ranch, and how they impact

the community. Show genuine love for their cattle’s well-being.
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After participating in the Institute, your opinion of Wyoming ranchers’ economically 
sustainable beef production has been impacted: 

Comments shared by participants: 
• They work to find a balance between cost and earnings.
• Beef helps provide for their families’ livelihood.
• Big rubber water tanks were designed based out of necessity, but sustains their

ranch (Diamond Bar 7).
• Their practices all work together to better the cattle production and quality – both

encourage economic growth.
• (Commenting on the beef lesson) Why teachers need to highlight ranching as an

important part of Wyoming economy.
• They do many things to keep up progress of the ranch such as alternative

methods of making profit.
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Summary of event: 

Wyoming Agriculture in the Classroom is grateful for Crook County’s hospitality, 
as another professional development course has been completed. Our participant 
numbers doubling from last year to 60 participants this year excites us. The energy, 
knowledge and dedication participants portrayed heading home from the workshop 
leaves us encouraged. 

There were a few key times during the Wyoming Agriculture & Natural Resource 
Science Institute that the beef industry was the main focus and the reason why we 
believe our survey results were so effective. Our primary goal and objective was to 
proactively educate influencers about environmentally, socially and economically 
sustainable beef production practices. We started with a trip to the Diamond Bar 7 
Ranch to showcase a diverse beef operation. We followed with a devoted lesson 
session for the grant objective. Our goal was to give participants a hands-on experience, 
work through the lesson to implement in the classroom and then follow with another 
ranch tour. With this time and presentation format we felt participants were able to 
internalize the information and ask thoughtful questions to the second presenter. 

The second ranch tour was Campstool Ranch. Ogden Driskill specifically 
addressed how their family ranch is successful due to environmentally, socially and 
economically sustainable beef production practices. Mr. Driskill was engaging and 
participants were able to ask questions and see another working ranch.  

We are encouraged no negative survey results were submitted. We believe the 
comments educators provided reinforce the importance and effectiveness of our work. 
When we did have ‘stayed the same’ results, the majority of the comments referenced 
that they live/work in the area and already knew the great things the two ranches 
showcased were doing. 

While not explicitly addressing other Wyoming Beef Council objectives, 
participants were able to see the benefits our Wyoming ranches have for our heritage 
and culture. The Crook County CattleWomen also helped with our beef-cook off. 
Educators were able to try beef recipes, introduced to the nutritional value of beef and 
we hope, will consider these and other beef entrees as they shop and cook for their 
families. 

What would you change to make this project more effective in the future? 

Wyoming Agriculture in the Classroom felt this Institute was very successful, but 
there is always room for improvement. We are considering whom our influencers are 
and how we make sure they are attending. Revisions are currently being considered that 
will ensure the experience and lessons from the Institute are implemented in the 
classroom. 
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We would like to share a few photos from the Institute. 
Thank you to Leather-N-Lace Photography for capturing the event. 
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2017 YEAR-END REPORT TO THE WYOMING BEEF COUNCIL 

September 2017 

The USMEF activities described in this report are funded by the 

Wyoming Beef Council 
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WBC FY2017 Report Page 1 

Project Title:  U.S. Beef Marketing Programs in Japan 
Company:  U.S. Meat Export Federation 

This report summarizes market development activities conducted by the U.S. Meat Export 
Federation in FY2017 in Japan on behalf of the U.S. beef industry and its partner, the Wyoming 
Beef Council.  USMEF would like to acknowledge and thank the Wyoming Beef Council 
(WBC) for their financial and personnel assistance in completing these projects. 

Background 

Through the end of 2016, U.S. beef to Japan faced Australia’s growing duty advantage in the 
second year of the Japan-Australia Economic Partnership Agreement as the gap widened to 11 
percent for frozen and 8 percent for chilled beef. USMEF addressed this situation and made the 
most of growing U.S. beef supplies, aggressively capitalizing on the tremendous opportunity to 
reclaim market share in the wake of Australia’s slow production and a decline in Japan’s 
domestic beef supply, which left room for further import growth. USMEF’s program leveraged a 
unique set of favorable circumstances to help drive increasing U.S. beef exports to this lucrative 
market. The ongoing integration of the USMEF’s U.S. beef message campaign further elevated 
the image of U.S. beef among consumers and the trade. Ultimately, U.S. beef reclaimed 
significant market share, achieving double digit growth. Chilled U.S. beef overtook chilled 
Australian beef for the first time in history and were up 44 percent to 112,334 mt, including a 
wider range of U.S. branded and USDA Prime beef, now very popular among Japanese 
consumers. 

U.S. beef to Japan has maintained its strong momentum into 2017, and despite the strength of the 
U.S. dollar, U.S. beef has overcome other severe challenges to achieve remarkable results thus 
far. One of the largest challenges continues to be the duty disadvantage resulting from the Japan-
Australia Economic Partnership Agreement (JAEPA).  On April 1, 2017, the third year of the 
JAEPA, Australia’s frozen beef duty rate was reduced to 27.2 percent and chilled beef to 29.9 
percent, while the U.S. and other suppliers continue to pay 38.5 percent.  Through the first seven 
months of 2017, exports to Japan exceeded last year’s pace by 23 percent in volume (178,501 
mt) and 29 percent in value ($1.081 billion). This included a 39 percent increase in chilled beef 
exports to 83,951 mt, valued at $613 million (up 40 percent), as the U.S. captured more than 51 
percent of the chilled beef market. 

Wyoming Beef Council’s FY2017 investment has helped make this possible, allowing USMEF 
to drive ongoing consumer interest in U.S. beef and aggressively defend its position and gain 
further share through displacement in the Japanese market, through expanded usage of cuts 
(skirt, hanging tender, clod and gooseneck rounds), higher Choice and Prime grades and brands 
across the country’s retail sector. Utilizing WBC’s investment for the further branding of U.S. 
beef’s image of quality through direct-to-consumer messaging tactics along with the promotion 
of premium and value-added products has helped capture additional market share and reinforce 
customer loyalty. These activities are described in greater detail below. 
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U.S. Beef Web Article on Woman Excite 

Funded fully by WBC, USMEF carried a special article centered around U.S. beef on Woman 
Excite Online, a website with 60,000,000 viewers per month that targets women between the 
ages of 25-44 with a variety of useful information on health, culture and lifestyle. With the main 
visitors to the site being mothers (70 percent of whom work fulltime) with one to three children, 
the article introduced family-friendly recipes created by a nutritionist using U.S. beef, alongside 
interviews with American producers. Given that many of their interests are focused on caring for 
their family and balancing work obligations, the stories resonated very well with the target 
audience. 

http://woman.excite.co.jp/article/lifestyle/rid_E1489047460197/ 

http://woman.excite.co.jp/article/lifestyle/rid_E1489047460197/pid_2.html 

http://woman.excite.co.jp/article/lifestyle/rid_E1489047460197/
http://woman.excite.co.jp/article/lifestyle/rid_E1489047460197/pid_2.html
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*Full translation of the article follows this report

Regional Retail Chain U.S. Beef Promotions 
With WBC support, USMEF strengthened promotional activities in regional markets, especially 
among regional retailers, aiming to expand U.S. beef’s share in these domestic beef-dominant 
areas. Distinct and customized tactics were developed for individual chains to meet the specific 
demand and tastes of their customers.   

Universe American Beef Fair (February 2017)  
Universe is a regional retail supermarket chain in Tohoku (Northern 
Japan) with 56 outlets. The chain features chuck eye roll from the U.S. 

under its private label “American Black Angus Beef”. 
In February, Universe conducted a U.S. beef 
promotion which featured several cuts under this 
brand, including chuck eye roll, short plate and 
hanging tender. Marketing support from WSB included newspaper insertions 
and tasting demonstrations to generate added interest. Approximately 12 mt in 
incremental U.S. beef sales resulted from this activity. 
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Izumi American Beef Fair (February 2017) 
Regional retailer, Izumi has 108 outlets in Japan’s Chugoku/Shikoku 
district. In February 2017, the chain conducted an American Beef 
Fair and promoted its regularly selling U.S. chuck eye roll and prime 
top blade muscle cuts, along with a specially featured U.S. striploin 
as a spot item during the period. With WBC funding support, tasting 
demonstrations were held at Izumi’s 33 top performing outlets. 
Incremental U.S. beef sales during the promotion period were 53 mt. 

Inageya American Beef fair (February 2017) 
Inageya, a regional supermarket chain and subsidiary of the Aeon Group, 
has 138 outlets in the Kanto area. The stores offer a wide assortment of 
U.S. beef cuts, including chuck eye roll, ribeye roll, Tri-tip, chuck short 

rib, short plate and peeled tongue. For its 
American Beef promotion, Inageya conducted 
a tasting demonstration of short plate for 
yakiniku in selected outlets. USMEF utilized 
WBC funds to cover the cost of tasting demonstrators and newspaper 
insertions. Inageya sold an additional 32 mt of U.S. beef as a result of 
these promotional efforts. 

FUNDING SUMMARY 
Funding Summary 
     Wyoming Beef Contribution $20,000 
     USMEF Contribution $4, 823 
Subtotal $24,823 

Third Party Contributions 
     Hard (i.e. POS, advertising) $16,895 
     Soft (i.e. staff time, etc.) $518 
Subtotal $17,413 

TOTAL PROGRAM IMPACT $42,236 

USMEF activities described in this report are funded through the Beef Checkoff Program 
as well as various USDA market development programs and the national and state 
soybean and corn checkoff programs.
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Kids Love It! Nutritious and Easy 
American Beef Meals Recommended by 
a Registered Dietitian 
11:00, March 28, 2017 

[PR]  

Interview with an American Beef Producer 

 
 
You might be concerned about nutrition, safety and production location for the food that 
you cook for your children. For such mothers, Woman.excite interviewed Diane, an 
American beef producer and mother of five. 
 
- What do you do to raise cattle safely? 
 
Diane: We make it possible to monitor cattle in the same way anywhere in order to 
raise them safely; checking to see whether or not they feel stress, are transported safely 
and are given the best environment. In addition to providing support for improving the 
skills of staff members, we make sure to prevent cattle’s diseases and take care of each 
cow in collaboration with veterinarians. We feed them environmentally friendly and 
nutritious grain. 

http://woman.excite.co.jp/
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- What difficulties do you have managing work and parenting and what happiness 
do you gain from parenting?  
 
Diane: I like to raise my children on the farm. Of course, there are difficult times when 
managing farm work and raising five children. When my twins were born, my husband 
Michael was busy around the clock. So I got less sleep and took care of my newly born 
twins and three young children.  
 
Although I work in the farm, I always do housework such as laundry, preparing for 
meals and cleaning. The days flash by, but I like to work with everyone in the family on 
housework. My children help with farm work when they don’t have school. They 
experience the meaning and value of continuing to run the farm through help with farm 
work. My children grow up on the farm and learn the significance and importance of 
supplying food to the world. 
 
- What made you realize the growth of your children in your life? 
 
Diane: Because my children began to help on the farm when they were young, they 
learned about the responsibility of dealing with life and how they can solve problems 
that occur to care for cattle and other animals. Just like their grandfather’s and father’s 
families, my children like the farm life. 
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- Do you get your children to eat farm-grown beef? How often do they eat it? 
 
Diane: Of course everyone in the family enjoys eating our carefully raised beef. We eat 
beef two or sometimes three times a day. Dinner on a special day is prime ribs. In 
addition to beef, I use beans, wheat and other ingredients that are grown in the farm. 
Isn’t it fantastic for our whole family to enjoy what we grow together? 
 
- Please share a message with Japanese consumers.  
 
Diane: Hello, Japanese consumers! Thank you for your interest in our beef, our family 
and our farm. We will continue to strive to provide high-quality, delicious American beef 
to justify your expectations and trust. 
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< Diane’s Recipe: Prime Ribs for a Special Day> 

 
 
Ingredients 
- American beef, rib roast (lump), Approx. 4.8 kg 
- Steak seasoning, Worcestershire sauce and salad oil…in proper quantity respectively 
 
How to Cook 
1. Preheat the oven to 190 ˚C.  
2. Spread salad oil over the oven tray (thick one if possible.) Put meat which was grilled 
on the surface on the tray, evenly spread Worcester sauce over it and sprinkle steak 
seasonings on it.  
3. Put 2. above in the oven and heat for 30 minutes.  
* Do not open the oven when heating is done!  
4. Reheat the oven at 190 ˚C for 45 minutes before eating. Turn off the oven for 10 
minutes before eating, remove the meat from the oven and allow it to sit for five 
minutes. 
5. Thinly slice the meat and bon appétit! Eating it medium rare is recommended.  
 
 
It is important to know how the American beef that you buy in supermarkets and 
butchers are produced. American beef contains plenty of essential nutrients for your 
child’s growth. Please try our recommended recipe! 
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