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FY 2018 Core Priorities, Tactics and Goals
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 100,000 Japanese consumers through a U.S. Red Meat Market Development
Partnership with the U.S. Meat Export Federation.
Results: The WBC reached more than 400,000 consumers through social media and
blogger exposure resulting from USMEF interaction and the media tour mentioned
below. Additionally, 312 MT of US beef was sold throughout the campaign as of June
30, 2018.

The campaign is ongoing utilizing partnership funds that matched and

exceeded the WBC investment. Fifty retail groups representing more than 2,000 retail
outlets participated in the promotion (ongoing) as of June 30, 2018. More detailed
information can be found in Attachment F.
Additional program:
•

The WBC hosted a team of food writers, representing five Japanese food and travel
magazines, for an extensive two-day beef production tour in Southeastern Wyoming.
The tour was held early June 2018 and included tours of the USDA High Plains
Research Station, the King Ranch near Cheyenne and Y-6 Feeders in Meriden. The
participants were treated to home-cooked beef meals at both the King Ranch and Y-6
Feeders and were given plenty of time to interact with the ranching families.
Following their visit to Wyoming, the group flew to San Francisco to meet chefs and
visit high-end beef restaurants. Each of the editors featured photos of the tour and

published articles about US beef in their respective publications reaching more than
400,000 Japanese consumers.
•

The WBC provided funding, planning guidance and producer presence to the first
annual “Pardners (sic) in Prosperity” event held the first weekend of Frontier Days
2017 at the Cheyenne Depot Plaza. The event was designed to introduce downtown
merchants, Cheyenne Chamber of Commerce members and VIP Frontier Days
visitors to local ranchers. Kendall Eisele-Roberts and her family represented the
Council at the event. More than 200 people attended the event with additional social
media reach of 10,000 impressions. KFBC radio, Cheyenne broadcast from the event
and the Cheyenne local television station KGWN featured the event on their
newscast. Additionally, the local Cheyenne paper published a column on the event.
The informational video posted on the Chamber of Commerce website achieved
3,000 views.

•

The WBC sponsored Ag week advertising on TOGA radio in Carbon County along I80 on KTGA and KBDY radio stations. “Wyoming Beef Council representing
Wyoming’s cattle farmers and ranchers” was mentioned 49 times on two stations
throughout Ag week.

2. Utilize wybeef.com and social media to share Wyoming ranching stories with millennial
parents and thought leaders across the globe. Increase website traffic by five 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 2018, wybeef.com had 19,976

pageviews compared to 11,953 pageviews in 2017; an increase of 67.12 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 2018 increased 115 percent above 2017. Additionally, the number of users and new
users increased more than 130 percent. Time spent on the site by new and repeat visitors
decreased 41 percent but this may be due to structural changes within the site that allow
visitors to find the information they seek more easily. Additionally, it is not unusual to
see an increased bounce rate associated with significant increase in website traffic.
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Bounces are the viewers who find the site and immediately click out because it’s not
what they’re looking for. This happens more frequently as ranking in searches increases
based on traffic. See Figure 1.

Figure 1.

Twenty two percent of sessions were generated by Social Media channels, of which 84
percent came from Facebook. This is not surprising given that Facebook is where the
majority of our focus and social media advertising was spent. The “meet our ranchers”
page remained the most visited page on the site receiving 8,000 pageviews, not including
visits to sub-pages featuring specific ranching families. The “about our industry” page
was second in popularity showing that the public has an interest in Wyoming’s ranching
history and culture.
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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 data from additional 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 2019 Cattle Industry Convention.

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
5 most populated states in the US. (CA, FL, IL, NY and PA).
Results: The Top 5 State promotion campaign combined funds received from Wyoming,
Oklahoma, Illinois, and generated 87K clicks to the “Beef. It’s What’s For Dinner.”
website, resulting in over 166K pages of content viewed. This was at a cost of
only $0.21 per page view (a 50% improvement over last year’s cost of $0.43 per page
view). The campaign delivered more than 1.78 million video views of the new Beef 101
instructional online videos across these highly populated states; at a cost of only $0.03
per video view (vs. $0.09 per video view last year). This lower cost per video view
allowed the promotion to be extended three times longer than last year. More details can
be found in Attachment B: Targeted Top 5 State Search & Video Campaign, End of
Campaign Report.

5. Through social and traditional media, the WBC will reach 25,000 consumers with
positive beef messages by developing and promoting the Great American Eclipse Burger
in conjunction with the Great American Solar Eclipse.
Results: The WBC partnered with Cheyenne Kiwanis Club to promote the Great
American Eclipse Burger, designed by WBC Staff to encourage beef consumption to the
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thousands of people visiting Wyoming during the August 2017 historic solar eclipse.
Kiwanis and WBC set up in the town of Glendo where 45,000 people gathered for the
event.

Kiwanis served 2,000 burgers and even more people stopped by the WBC

condiment stand and took photos by the Eclipse Burger signage. The Great American
Eclipse Burger was also promoted through social media and garnered impressive results
including nearly 3,000 engagements on Facebook and a 75 percent increase in reach
through Twitter when compared to the previous month. Laramie Peak CattleWomen also
promoted the eclipse burger by handing out recipe cards to viewers in Wheatland.
Additionally, the burger was featured on the KTWO-TV Good Morning Wyoming show
(Casper). The segment was posted on the station’s website and received further attention.
All told, 32,000 people were reached through television, radio, social media and physical
presence.

6. 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 five percent.
Results: As detailed in Tactic 2, on page 1 of this document, website engagement
(sessions) increased 115 percent in 2018. The “meet our ranchers” page accounted for
nearly 30 percent of all pageviews in 2018 versus 19 percent in 2017.

Priority C: Proactively educate influencers and apprise beef producers about
environmentally, socially and economically sustainable beef production
practices.
7. 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 and Results, Priority B, Tactic 3.

8. Through participation in Wyoming Agriculture in the Classroom’s University of
Wyoming Seminar for education students, the WBC will share information with fifteen
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future educational influencers on environmentally, socially and economically sustainable
beef production practices.
Results: Nineteen student teachers attended the Seminar. Following the seminar,
attendees were surveyed with the question “Was your opinion of Wyoming ranchers’
(environmentally, socially, economically) sustainable beef production practices impacted
positively, negatively or stayed the same? The results were overwhelmingly positive.
More details and specific comments can be found in Attachment C: WAIC FY 2018 UW
Seminar Results.

9. 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 are 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: Fifty one Wyoming educators participated in a week-long lesson development
session for WAIC’s Wyoming Stewardship Project. In the spring of 2017, these educators
came together to revise existing units and draft new ones. During the writing workweek,
Dr. Steve Paisley presented to 3rd, 4th, and 5th Grade educators, helping them to better
understand the beef industry. These educators were able to ask questions about the beef
industry, and incorporated that information into the WSP lessons. After the conclusion of
lesson writing, Ann Wittmann reviewed the agriculture units for the beef units. Surveys
were conducted to gauge the effectiveness of the Wyoming Stewardship Project
workweek and specifically to evaluate the success of the objective listed in the grant
proposal. While only writers specifically focusing on agriculture units were surveyed;
through the process of revision and feedback, all educators participating in the workweek
were left with a better understanding of the beef industry. More details can be found in
Attachment D: WAIC FY 2018 Wyoming Stewardship Project Results.

10. WBC will sponsor keynote speaker Kevin Oschner at the 24th Annual Wyoming’s Ag
Symposium organized by Wyoming Women in Agriculture. Oschner’s presentation will
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be attended by at least 50 Wyoming Agriculture influencers who will gain confidence,
knowledge and motivation to tell their personal stories about beef production to
consumers.
Results: The WBC sponsored speaker Kevin Oschner at the 24th Annual Wyoming Ag
Symposium with 85 members of the ranching community from around the state in
attendance. One contractual request was that Wittmann would be allowed to speak
during a breakout session about the beef checkoff. This request was not specifically
honored by the contractor; however, Wittmann was given 20 minutes in advance of
Kevin’s talk to speak to the group which likely included more people than a breakout
session.

Women in Ag did not survey participants to determine impact of the

presentation but anecdotally, comments following both Kevin and Ann’s presentations
were overwhelmingly positive.
Priority D: Educate health and nutrition influencers about the nutritional benefits of beef.
11. 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 and Results, Priority B, Tactic 3.

12. WBC will reach 60 health professional influencers through partnership or interaction
with the 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: The WBC sponsored a protein break at the Wyoming Association for Health,
Physical Education, Recreation and Dance (WAHPERD) annual state convention. Each
of the 150 convention participants received a copy of the brochure “Big Nutrition in a
Small Package”, and a BIWFD bumper sticker. No presentation was made but beef
jerky was provided at break and Wyoming Beef Council was listed as a sponsor in all
convention materials.
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The WBC sponsored Chef Barry Strand from the NCBA Beef Center to present
an evening session called, “Perfect Pairings: The Art and Science of Food and Wine
Pairings” at a meeting of WAND professionals. The session was a big hit with the 30
Wyoming Dietitians in attendance (more were expected but a blizzard limited
attendance). Chef Barry worked with the host hotel to create four beef appetizers that
could be paired with different wines which were available at a cash bar. As part of the
state-national nutrition outreach partnership, Chef Barry’s honorarium and travel were
covered by the Federation of State Beef Councils. The WBC paid the cost of the
reception.
Ann Wittmann and Wyoming dietitian Judy Barbe, RDN spoke to 26 attendees of
the Platte County Wellness Summit in Wheatland. Barbe’s session, called “Energy
Reboot” was given during the WBC-sponsored beef fajita lunch. Later in the afternoon,
Barbe and Wittmann team-taught a session called “Fuel Better” which focused
specifically on beef and the benefits of consuming 25 grams of protein at each meal.
Program Director Kosha Olsen prepared samples of beef recipes which were provided to
attendees and which received rave reviews. Recipes are featured on the WBC YouTube
channel and include beef sushi, beef breakfast bowls and a trail mix which included
shredded beef jerky. Each session was rated by those in attendance; “Fuel Better”
received a score of 4.8 out of 5 and “Energy Reboot” scored 4.7.
Additionally, Wittmann attended one in-person meeting of the Wyoming Cancer
Control group and continues to engage through service on the nutrition and physical
fitness sub-committee via conference calls and webinars.

13. WBC will engage with 30 health professional influencers at the Wyoming Association of
Nutrition and Food Service Professionals at their annual conference in September. WBC
will provide a speaker for a session titled, “Nutrition Strategies for Cardiovascular
Health.” The session qualified for continuing education credits for registered attendees.
Results: Twenty eight members of the Wyoming Association of Nutrition and Food
Service Professionals were in attendance for the WBC sponsored “Nutrition Strategies
for Cardiovascular Health” session featuring Wyoming Dietitian Heidi Gillette whose
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nutrition work has specifically been targeted toward cardiovascular health. Gillette is
well known among cardiologists as well as cardiac patients across the state.

14. WBC will partner with Utah, Idaho, Montana and possibly New Mexico to engage with
cardiologists and sponsor beef-friendly presenters to the American College of Cardiology
Rockies Chapter conference in Salt Lake City, UT.
Results: Utah, Idaho and Montana partnered to engage with 35 cardiologists from 6
states at the American College of Cardiology Rockies Chapter conference in Salt Lake
City. Georgia Kostas, MHP, RD, LD presented both sessions which focused on dietary
approaches to preventing heart disease. Georgia also participated in a panel discussion
and question-answer session with other meeting speakers. Additionally, the Idaho Beef
Council ensured presence at a beef display booth and provided each participant with beef
nutrition education materials. The smaller than anticipated audience provided the
opportunity for closer contact with these cardiologists who have tremendous influence
within the medical community and with patients.
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 2018.
15. WBC will sponsor Season Solorio, NCBA Issues Management Team and Greg Hanes,
USMEF, to present information about how checkoff dollars are used during the summer
WSGA convention in Buffalo.
Results: Two hundred eighteen members of the Wyoming Stock Growers Association
were present for Season Solorio and Greg Hanes’ presentations at the summer convention
in Buffalo. Season gave a thorough overview of checkoff consumer marketing goals and
successes as well as issues management and producer programs. Greg informed
convention attendees about challenges and opportunities for beef in the global
marketplace.
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16. WBC staff will produce an online annual checkoff report and call attention to it through
contract advertising and media relations. Some printed versions will be available for
trade show distribution.
Results: The FY2017 WBC Annual Report was completed, posted on the website and
announced to producers December 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 30 percent, meaning approximately 211 recipients opened the email.
Additionally, 250 copies of the report were distributed to WSGA members in the
registration packet of the winter convention.

17. WBC staff will produce and e-mail a minimum of ten informational e-newsletters to
inform cattlemen about checkoff programs.
Results: As of July 1, 2018, 626 email addresses were on file in lists of MBA graduates
and subscribers to the Raising the Steaks producer e-newsletter. 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 3 percent, also consistent with the industry
average.

18. WBC will 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.

19. WBC will reach cattlemen with information about the expenditure of beef checkoff
dollars through 100 thirty-second locally produced radio spots aired on 21 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.
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Spots aired within Northern Ag Network programming to reach producer target.
Producer attitude survey results showed that radio is not where producers seek beef
checkoff information.

Based on comments from interested parties, FY 2019 radio

advertising will be consumer ads so producers in the Northern Ag area will hear what
their consumer ads sound like.

20. WBC will reach 10 attendees of the 24th Annual Women’s Ag Symposium by presenting
a breakout session specifically related to the use of beef checkoff dollars.
Results: Wittmann was asked to present in advance of keynote speaker Kevin Oschner
in lieu of a breakout session. Eighty five industry members were in attendance during
Wittmann’s 20-minute checkoff question and answer session that preceded Oschner’s
keynote address.

Additional Results: Wittmann presented beef checkoff information to 15 members of
the Laramie County CattleWomen, 21 LEAD students and 165 producers who attended
the Albany County Today’s Ag annual agriculture recognition dinner.

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

21. Through public relations and visible presence the WBC will strive to display
transparency and accountability to checkoff investors.
Results: The 2018 ‘heavy-up’ of the nationally commissioned 2018 Producer Attitude
survey showed that 47 percent of Wyoming producers feel the Wyoming Beef Council
displays transparency and accountability to checkoff investors. This is a 15 percent
decline from the 2015 survey. It is possible that negative publicity from R-Calf v. USDA
occurring in the 9th District Court (MT) has fueled concern about the beef checkoff in
general particularly since discussion of this case, as well as negative press from the Utah
challenge and Oklahoma embezzlement case have impacted the reputation of the
checkoff across the country. During the Wyoming Legislative Session, several of these
cases were discussed during presentation of a bill to remove the mandatory clause in the
Wyoming Checkoff statute.

One party went so far as to suggest that he was “not
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confident that embezzlement and unlawful use of funds were not occurring in Wyoming.”
Other legislators publicly disagreed but this certainly is a concerning snapshot of
conversations that may be occurring in the country. Based on the survey results, changes
to outreach were proposed and approved in the FY 2019 budget and marketing plan.
Further, survey results showed that 66 percent of respondents approve of the beef
checkoff, with 23 percent stating disapproval. The remaining eleven percent was divided
between not having an opinion and being unsure.

22. WBC will measure how informed Wyoming producers feel about the checkoff and the
resulting checkoff approval rating by participating in a heavy-up of the national producer
attitude survey conducted annually by the Cattlemen’s Beef Board.
Results: The 2018 ‘heavy up’ of the nationally commissioned 2018 Producer Attitude
survey showed 78 percent of Wyoming producers feel somewhat or very well informed
about the beef checkoff. This is 13 percent higher than the national average and only one
percent less than reported in the 2015 Wyoming survey. This is a curious development
given that prior trends indicate producers who feel informed also feel more favorably
toward the checkoff. As shown in Attachment E: WY Producer Attitude Survey Results,
the number of producers seeing and hearing our ads has decreased despite increased
presence in both print and radio, however, they don’t report feeling less informed.
Analysis of the national survey has generated similar question with one speculative
answer being that as the CBB purchases fewer print and radio markets, the impact to
producers is likely to be seen in all states, particularly the western states where this
communication has historically been focused. Additionally, it is of importance to note
that the CBB has commissioned an independent review of the survey method and timing
to provide insight into irregularities identified in the national survey of which we were a
part. I’m not suggesting that these numbers are invalid or that we should not be
concerned about the downward trend of support. Rather, I am stating that the survey
timing and methods may be undergoing some revisions in the near future based on
professional industry recommendations.
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ADDITIONAL RESPONSIBILITIES—Collections Compliance
23. 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.

24. 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 and was presented to the board and
the CBB by the statutorily required deadline.

25. 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
October 26, 2017, WBC is in full compliance for FY 2017.

26. Process and return state of origin money to originating states.
Results: State of Origin funds in the amount of $18,092 were disbursed to other states
for cattle sold in Wyoming within 30 days of leaving their state of origin; this was an
expenditure of 2.5 percent of revenue. State of Origin receipts for fiscal year 2018
totaled $121,858, 12 percent of revenue.

27. Convert to new Collections Compliance program provided by CBB.
Results: The conversion to the new Collections Compliance program, called BARN, was
completed in July, 2017 and this program was utilized throughout the fiscal year.
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ADDITIONAL RESPONSIBILITIES—Administration
28. WBC staff will provide administrative support services to all program areas and projects
approved by the WBC members.
Results: All administrative support services to program areas and projects were provided
by the executive director as the only employee through March 2018. Two part-time
contractors, under the supervision of the executive director, provided public relations and
social media support. In April, 2018, the vacant program director position was filled. The
Council finished out fiscal year 2018 with the full-time executive director, a part-time
program director and one part-time contractor. Contractor expense for the year totaled
$17,390, with salary, taxes and insurance totaling $116,970. The executive director
worked 164 additional hours in fiscal year 2018, or roughly the equivalent of 20.5 days.

29. 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 5 days of receipt of the signed voucher.

30. WBC Executive Director will conduct new member training and review fiduciary
responsibility and liability of board members annually.
Results: New board member training was not conducted because no new members were
appointed in 2018. Fiduciary responsibility and liability of board member training was
conducted August 17, 2017 in Douglas. All officio members were in attendance and all
signed the conflict of interest and ethics statements which are on file in the executive
director’s office.

31. WBC will evaluate all programs according to the goals set in the FY2018 Marketing
Plan.
Results: This document is the formal written evaluation of all programs based on the
goals set in the FY2018 Marketing Plan.
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Attachment A to FY 2018 Program Evaluation Document

Federation of State Beef Councils
Value for Your Investment
Wyoming
2018 Services Summary
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 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 2018, 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 and
USMEF, touching all national budget categories of Promotion, Research, Consumer Information, Industry
Information and Foreign Marketing (USMEF). In essence, your state investment, regardless of the
amount, is supporting each program area.
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 2017 attendee: Ann Wittmann.
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).
 April 2018 attendee: Kosha Olsen.
o Webinars, hosted by State Services, are held on a regular basis 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.

•

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.
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o

Wyoming made no Beef Store 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 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.
o Between October 2017 and May 15, 2018 Wyoming made 3 Help Desk Requests. SBCs
made a total of 557 orders, making Wyoming .5% of the total requests.
o Wyoming worked with NCBA State Communications and Design Services teams on
their State Annual Report.

•

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 Between October 2017 and May 15, 2018 Wyoming made 2 IT Help Desk Requests.
SBCs made a total of 246 requests, making Wyoming 1% of the total requests.

•

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 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.
o May 2018 PDW attendee: Ann Wittmann.
o July 2017 Richard McDonald attendees: Ann Wittmann and Lacee Sims.

•

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.

•

The Human Resources team provides consulting services.
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o
•

Wyoming utilized NCBA’s HR 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.

Attachment A
Page 3

Federation Investment Philosophy
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.

1

3

Beef Promotion
Operating Committee

Governed By:

Finance & Audit Committee
Executive Committee
Board of Directors

Governed by:
10 CBB Reps
10 Federation Reps
Budget approved by:
CBB Board • USDA

Budget:

Budget:

Approx.
$10M

2

Approx.
$38M

4
Approx.
$3M

Approx.
$7M

Expanded pool
of available
budget

Approx.
$45M

Approx.
$38M

Governance

Officer & Executive Committee
Meetings and Travel
Board of Directors Meetings

Federation contributions
are allocated only to
NCBA and USMEF.

State Services

Strategic Planning
Graphic Design Support
IT/Web Services Support
Director & Staff Orientation
Partnerships In Action
Communications

National, Non-Profit,
Industry-Governed Organizations

Federation Reserves

In addition to the annual program budget, the Federation maintains a reserve fund for use in addressing
urgent projects unable to be funded through the annual fiscal year budget.

Use of Federation Reserves funded two major projects this year:
Cancer Research which would have gone unfunded had reserves not been used and
the renovation of the Beef. It’s What’s For Dinner.® Culinary Center.

Box #1 shows that state beef councils annually
invest approximately $10 M into the Federation.
Box #2 shows that it takes approximately $3 M
to operate the Federation, including services to
state beef councils and federation governance
(committees, executive committee and officers).

Box #3 represents the Beef Promotion Operating Committee (BPOC) which is
funded from the 50 cents remitted to CBB - about $40 M. The Federation adds
approximately $7M to the pool.
Box #4 represents the checkoff contractors who carry out work on behalf of
the checkoff. You can see the pool of money is increased by approximately
$7M thanks to state beef council support of the Federation.
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Targeted “Top 5” State Search and Video Campaign
End of Campaign Report
Campaign period: July 10, 2017 – September 28, 2017
Paid media for the Targeted “Top 5” State Search and Video Campaign ran from July 10 to
September 28, 2017
The campaign was aimed at increasing the awareness of “Beef. It’s What’s for Dinner.com” website and
to further spread online video views in the states of California, Florida, New York, Illinois, and
Pennsylvania.
The campaign was comprised of the following:
•

Google and Bing search ads (43% of total spend) and YouTube TrueView video ads (57% of total
spend)
o Google - $15,732
o Bing - $18,754
o YouTube - $46,541

PAID SEARCH
Search ads on Google and Bing delivered over 2.5MM Impressions, 87,078 Clicks to
BeefItsWhatsForDinner.com, and 166,213 Pageviews on the site.
•

Examples of search ads that drove to BeefItsWhatsForDinner.com:

•

During the campaign, search ads achieved a Cost-per-Pageview (CPPV) of $0.21, which is 50%
lower than last year’s $0.43.

Ground beef preparation and recipes ads drove the greatest number of Pageviews.
•

Keywords related to beef roasts, recipes, and cooking 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.

Top Google Keywords
beef roast how do you
how to grill rib eye steaks
recipes beef roast oven
pot roast recipe
dishes with beef roast

Pageviews
7,656
3,630
2,998
2,418
1,896
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dinner recipes for ground beef
quick easy dinner with ground
beef
flank steak recipe
strip steak recipe
pot roast dish

1,761
1,603
1,491
1,472
1,412
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Top Bing Keywords
recipes with ground beef
easy bbq recipes
ground beef recipes
beef recipes

Pageviews
16,661
10,839
5,734
3,768

easy beef recipes

1,972

beef taco recipe
tacos
recipe beef
ground beef recipe
ground beef dinner ideas

1,767
1,678
1,430
1,120
1,068

Consumers continue to use their mobile devices to search for cooking content. This year, 59% of
paid search traffic came from mobile devices, a 20% increase from last year.
•

In addition to the mobile traffic, 26% of total Pageviews generated by paid search took place
through Computer/Desktop and 15% through Tablet.
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California and Florida accounted for the highest number of Pageviews from search ads during the
campaign, totaling 51% of the overall volume.
•

Amongst the five targeted states, California and Florida drove the greatest search traffic with 33%
and 21% 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.

•

Along with having the most traffic, California also had the most engagement with the site. Users
in California looked at an average of 2.01 Pageviews per Session on the site, slightly
outperforming the campaign average of 1.96 Pageviews per Session.

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

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.
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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, 81.2% of visits were from visitors who had not
been to the site before, consistent with last year’s results (83.5%).

YOUTUBE
TrueView Video Ads delivered 7,207,320 Impressions and received 1,786,452 Video Views
•

The YouTube TrueView media tool only charges when a user watches either 30 seconds, full
video or clicks through (whichever comes first). The campaign achieved a low Cost per Video
View of $0.03 (vs. $0.09 campaign overall last year) due to increased inventory for the Trueview
placement, as well as better performing creatives via the Beef 101 content.
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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 Trueview campaign included:
Burger Bar (:50)

Beef Bulgogi Lettuce Wraps (:58)

Beef Ramen Noodle Jar (:36)

Slow Cooker Short Ribs (:31)
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Click on the following links to view video ads on YouTube:
Burger Bar (:50)
Beef Bulgogi Lettuce Wraps (:58)
Beef Ramen Noodle Jar (:36)
Slow Cooker Short Ribs (:31)
Video Performance Breakdown
Video

Beef 101 Videos Break Down
Burger Bar
Ramen Noodle Jar
Bulgogi Lettuce Wrap
Slow Cooker Short Ribs
Total

Impressions –
Number of
consumers who
were served the ad

View Rate –
Percent who
watched at least
:30 of video

Video Views

3,163,684
2,495,861
1,308,561
239,214
7,207,320

766,277
592,893
349,088
78,194
1,786,452

Cost per
View

24%
24%
27%
33%
25%

$0.02
$0.03
$0.02
$0.04
$0.03

Delivery by State

Video

California
New York
Florida
Pennsylvania
Illinois

Total

Impressions –
Number of
consumers who
were served the
ad

Video Views

View Rate –
Percent who
watched at
least :30 of
video

3,079,119
1,482,491
1,343,616
703,860

768,575
370,175
330,341
171,621

25.0%
25.0%
24.6%
24.4%

603,930

146,141

24.2%

7,207,320

1,786,452

24.8%
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Cost per
View

$0.03
$0.03
$0.03
$0.03
$0.03
$0.03

Percentage of
Media Spend

43%
21%
19%
10%
8%
100%

Population
Percentage

36%
19%
20%
12%
12%
100%
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FY 2018 WAIC UW Seminar Results
Consumer Information
Contractor: Wyoming Agriculture in the Classroom
Project: University of Wyoming Seminar
Project Manager: Jessie Dafoe
WBC Committed Contribution: $1,000.00
Amount of Funding Used: $1,000.00
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
Not met

Objective
Met

Objective
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.
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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?

Impact of opinion/ranchers' environmentally
sustainable beef produc<on prac<ces?
20
15
10
5
0
positvely

stayed the same

Impact of opinion/ranchers' socially
sustainable beef produc<on prac<ces?
20
15
10
5
0
posi<vely

stayed the same

Impact of opinion/ranchers' economically
sustainable beef produc<on prac<ces?
16
14
12
10
8
6
4
2
0
posi<vely

stayed the same
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Student Comments: What did you learn?
• I see how environmentally sustainable beef production practices effect
economics.
• How much business and economics play a role in ranching.
• All of the different considerations ranchers must take. Opened my mind into the
life of a rancher. Feels stressful!
• I was unaware of the bookkeeping aspect of ranching
• I didn’t previously know all of the environmental factors ranchers had to consider.
• Seeing how different ranchers across the state are resourceful and use what they
have around them was very insightful and inspiring.
• Hearing or reading what ranchers do for or around the community was cool.
Each family has an impact on the community to help others succeed.
• Understand how much environment is taken into consideration while ranching.
• Learn about how to bring this into the classroom using environmental
connections.
• Ranching is a hard business, but necessary for our economy as a state.
• This activity gave me concrete examples and allowed me to think about how
much they actually do to produce quality beef in the state.
Two other survey results we would like to share:

Seminar Valuable?

Will you refer back to
Wyoming Agriculture in
the Classroom for
addi<onal resources?

20
15
10

15
10

5

5

0

0
Yes

Extremely

Absolutely

*Summary of wriHen responses

Very Likely

Most Likely

PreHy Likely

*Summary of wriHen responses

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, ‘Will you refer back to Wyoming Agriculture in the Classroom for
additional resources’ was positive to see they felt the lessons were useful and easy to
use in their future classrooms, and are aware of the education resources we provide.
Summary of event:
The University of Wyoming Seminar is a unique opportunity to visit education
students preparing for their student teaching semester and educator career. This
seminar was specifically for elementary education majors. Our goal was to have 15
student teachers for the professional development; we had 19 attend.
Our purpose 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
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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 that
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.
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

Students sorting ranch management practices into economically, socially, or
environmentally sustainable categories.

WBC Use Only
Date due to WBC Office ____Early 2018___________
Date received by WBC office: ___January 4, 2018_____ Date Reviewed by WBC____August 16, 2018_____
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WAIC FY 2018 WY Stewardship Project Results
Consumer Information
Contractor: Wyoming Agriculture in the Classroom
Project: Wyoming Stewardship Project
Project Manager: Jessie Dafoe
WBC Committed Contribution: $7,000.00
Amount of Funding Used: $7,000.00
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
Not met

Objective
Met

Objective
Exceeded

Explanation of Results:
We appreciate Ann Wittmann’s involvement with the WSP units and lessons. In the
spring of 2017, she participated in a committee review to read units and highlight
necessary changes before educators came together to revise and write WSP units.
During the Wyoming Stewardship Project workweek, Dr. Steve Paisley presented to 3rd,
4th, and 5th Grade educators, helping them to better understand the beef industry. These
educators were able to ask questions about the beef industry, and incorporated that
information into the WSP lessons. After the conclusion of lesson writing, Ann Wittmann
was again able to review agriculture units for both 3rd and 5th Grade, and provide input.
Ann commented that the content of both units is very accurate and reliable.
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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. While only writers specifically focusing on
agriculture units were surveyed; through the process of revision and feedback, all
educators participating in the workweek were left with a better understanding of the beef
industry.
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?

Environmentally Sustainable
10
8
6
4
2
0
Posi,vely

Stayed the Same

Nega,vely

Socially Sustainable
5
4
3
2
1
0
Posi,vely

Stayed the Same

Nega,vely

Economically Sustainable
10
8
6
4
2
0
Posi,vely

Stayed the Same
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Nega,vely

We were pleased with how many were positively impacted or stayed the same. The only
negative reaction was in response to the lack of a USDA approved processing plant in
Wyoming, and the participant marked both a positive and negative response.
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.
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During the summer of 2016, teachers from across the state came together to map the
key learning concepts to specific grade levels and develop meaningful units of study for
the classroom. They also began the process of writing units for the Wyoming
Stewardship Project, and completed six units to be piloted during the 2016-2017 school
year. Teachers piloting those units submitted feedback that was incorporated during the
2017 workweeks.
2017 Summer Progress:
Teachers from across the state worked tirelessly in June to revise 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/revised by Wyoming educators across the state in the summer of 2017:
• 2nd Grade
o Agriculture
o Minerals & Energy
o Outdoor Recreation & Tourism
• 3rd Grade
o Agriculture
o Minerals & Energy
o Outdoor Recreation & Tourism
• 4th Grade
o Agriculture
o Minerals & Energy
o Outdoor Recreation & Tourism
• 5th Grade
o Agriculture
o Minerals & Energy
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 review units prior to the 2017
workweeks. This was an important time to understand what revisions were needed for
the units. 3rd grade was chosen as the primary place for livestock in the units but is found
in additional places throughout the grades.
Current Status:
Final units for 2nd Grade Agriculture and 4th Grade Minerals & Energy are available to
educators statewide. Ten additional units are being piloted in nearly 100 Wyoming
classrooms during the 2017-2018 school year.
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Next Steps:
After units are piloted, revisions are anticipated in the summer of 2018. In 2019, final unit
development/revision will be complete and any enhancement resources and tutorials will
be finalized as well.
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 the grade level
beef plays a key role in, 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.

WBC Use Only
Date due to WBC Office ____Early 2018___________
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WY Producer Attitude Survey Results
PA Survey Comparison 1994-2018
Survey Questions
1994

1996

2003

2006

2008

2010

2012

2015

2018

2015-18
variance

National

91%
5%
4%

93%
3%
4%

82%
16%
3%

92%

87%
7%
7%

86%
8%
5%

80%
15%
5%

79%
17%
4%

78%
18%
4%

-1%
1%
0%

65%
23%
13%

Have you seen, read or heard anything about the beef checkoff in the last 6 months?
Yes
No
DK / NS

71%
25%
4%

67%
33%
1%

66%
33%
2%

77%
22%
1%

47%
50%
3%

-30%
28%
2%

43%
54%
2%

Would you say the majority of what you heard is positive, negative or neutral?
Positive
Negative
Both
Neutral / DK

69%
11%
6%
14%

59%
21%
12%
8%

58%
11%
2%
29%

46%
20%
10%
24%

53%
13%
5%
30%

7%
-7%
-5%
6%

62%
7%
4%
26%

70%
16%
14%

76%
20%
4%

67%
24%
6%

76%
15%
9%

71%
21%
8%

66%
23%
5%
7%

-5%
2%
-3%

74%
14%
5%
4%

76%
17%
6%

78%
19%
4%

How informed do you feel you are?
Very well/somewhat well informed
Not too well informed/not informed at all
Never heard of checkoff

Approve or disapprove of the beef checkoff:
Strongly approve/somewhat approve
Somewhat/strongly disapprove
Neither approve or disapprove
Don't know

81%
11%
8%

If a referendum were held tomorrow, would you vote:
Continue it
Eliminate it
Don't know

68%
18%
14%

65%
17%
8%

64%
26%
10%

9%

QUESTIONS ASKED ONLY TO WY RESPONDENTS
How much would you support or be opposed to contributing additional funds per head…under WY statute?
Strongly/somewhat support it
32%
38%
40%
Somewhat/strongly oppose it
56%
48%
40%
Neither support or oppose it
5%
Don't know
4%
15%
17%
Depends
3%
2%
Asked those who strongly or somewhat supported additional funds at what amount:
Additional $1 per head
Strongly/somewhat support
69%
33%
34%
Neither support or oppose
6%
8%
somewhat/strongly oppose
20%
51%
15%
Don't know
6%
16%
2%
Additional 50 cents per head
Strongly/somewhat support
37%
44%
38%
9%
Neither support or oppose
n/a
Somewhat/strongly oppose
38%
46%
7%
Don't know
25%
10%
3%
The Wyoming Beef Council displays transparency and accountability to checkoff investors
Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree
Not sure

65%
27%
8%

37%
10%
52%
2%

35%
16%
44%
5%

13%*
6%
44%
1%

54%
10%
34%
2%

15%
47%
12%
14%
3%
10%

13%
34%
20%
14%
6%
12%

72%
23%
6%

-2%
-13%
8%
0%
3%
2%

(Since June) have you seen any printed WBC producer communications advertisements in the Wyoming Livestock Roundup or any other industry publication?
Yes
67%
43%
-24%
No
30%
47%
17%
DK/NS
3%
9%
6%
If yes, did the ads provide valuable information about the beef checkoff?
Yes
No
DK/NS
Refused
n=

68%
18%
12%
1%
98

50%
13%
36%
2%
56

-18%
-5%
24%
1%

(Since June) have you heard radio updates or advertisements about the beef checkoff presented by the WBC?
Yes
No
DK/NS

37%
55%
7%

18%
73%
9%

-19%
18%
2%

WY Producer Attitude Survey Results
1994
1996
2003
2006
2008
If yes, did the radio updates or advertisements provide valuable information about the checkoff?
Yes
No
DK/NS
n=
Information sources:
Agricultural mobile apps
Social media
Internet or e-mail; websites, search engines
or blogs
Auction market websites
Televison or online video programs
Electronic newspapers, magazines,
newsletters or e-mails
Agricultural Newspapers
Magazines
Printed general ag newsletters or other info
through mail
Beef or dairy association printed publications
Other producers
Radio
Ag organizations to whom you pay dues:
None
State/County Cattlemen's or Breed Association
Farm Bureau
R-Calf
NCBA
Size of herd - between 1 and 99 head
Size of herd - between 100 and 499 head
Size of herd - 500 head or more
Average age of producer

41%

22%

89%
85%

80%
84%

79%

47%

67%
57%

94%
63%

66%
47%

29%
27%
25%
15%

40%
24%
19%
13%

33%
19%
19%
21%
15%

59%

36%
27%

14%
56%
30%

58 yrs

55 yrs

58

83%
83%

40%
27%
30%

27%
45%

2010

2012

2015

2018

78%
13%
9%
46

70%
17%
13%
23

2015-18
Variance

National

-8%
4%
4%

20%
20%

24%
24%

33%
57%
35%

66%
50%
40%

35%

46%

90%

92%

59%
78%

73%
75%

38%
42%
25%
10%
11%

40%
43%
26%
8%
9%

36%
34%
24%
9%
12%

-4%
-9%
-2%
1%
3%

41%
30%
14%
1%
9%

14%
55%
28%

18%
52%
28%

18%
61%
20%

13%
54%
29%

-5%
-7%
9%

66%
39%
8%

62

66

65

63

-2

61
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WBC & USMEF:
Allies in an
Uncertain World
Greg Hanes
USMEF VP, International Marketing Programs

WBC-Funded Retail Promotions
in Japan
• AEON American Beef Fair
(national chain): U.S. Chuck Eye
Roll (thick cuts steaks and thin
cuts for Sukiyaki), Short Plate
Yakiniku = 160 mt sold.
• Daiei U.S. Beef Fair (national
chain): USDA Prime Chuck Eye
Roll Steaks, Outside Rounds,
Short Ribs and Tongue = 100 mt
sold.
• Maruetsu (regional chain)
American Beef Fair: U.S. Chuck
Eye Roll Steaks/Thin Cuts, Short
Plate Yakiniku, and Marinated
Beef Bulgogi = 52 mt sold.
1 MT = 2204.62 lbs

Other WBC-Funded Activities
“Pound Steak Campaign”
• Establishing 16 oz steak
as new food trend in
Japan.
• All about U.S. thick-cut
steak.
• Kick-off Event for
Bloggers, Instagrammers
and Media Reporters at
Tokyo Gas Cooking
Studio with Chef Wachi.
• American Beef Mileage
Promotion.
• 50 retail companies
operating more than 2,000
outlets all over Japan
participating.

Other WBC-Funded Activities
Valentine’s Day
Media/Blogger Event
• Influential Cooking Blogger,
Kanae Inoue demonstrated
U.S. beef appetizer and
“pound steak” main course
for special in-home meal.
• USMEF staff talked about
beef production in Wyoming,
visiting Petsch’s Ranch &
Feedlot, and delicious
steaks prepared by young
Sam at the ranch.

Ranch Visits Featured in
Publications

2017/18 Leveraged Funding
FUNDING SUMMARY
Funding Summary
Wyoming Beef Council

$25,000

USMEF Contribution

$71,721

Subtotal

$96,712

Third Party Contributions
Hard (i.e. POS, advertising)
Soft (i.e. staff time, etc.)
Subtotal
TOTAL PROGRAM IMPACT

$52,201
$2,000
$54,201
$150,913

