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* From The Chairman
Who's Looking Out For You?

.
el ?
| Recently, the World Cancer Research Fund and
“ American Institute for Cancer Research released
¥ their ongoing review of worldwide cancer

research, In 1897 they released a similar report.
U'm eurious os to whether you, the beef producers of North
Dukota, heard or read anything about it when it was released on
November 1, Hopefully your answer is NO. The reason [ sy this
15 that sometimes the BEST news s NO news at all!

I bring this report up to give beel producers a perspective on
exanctly what your checkoft dollars do when they leave your check-
book, While we were all home dealing with everyday problems
that ranchers deal with, our state and national beef' ¢heckofl staff
had been preparing for the release of this report for aver a year,
These people were rendy to defend your product and your industry

winst potential attacks and accusations of beef’ being the cause of

arious types of cancer, They had experts ready to respone,
review research, critique scientific methods, and offer research that
defends beef's place in the diet, All in all, the report release was
rather lackluster, And while obesity was cited as a much more seri-
aus link to various cancers, they still took aim at red meat and
]‘=!'m‘-r#-‘t='t| medts as was expected given the researchers’ continual
bias against beef in general. T expect that we will hear this report
referred to over the next decade and various health organizations
may also use it to try and chanpge dietary recommendations,

My question to my [ellow beel’ producers is this: Would you be
able to answer questions and debate experts on beef and cancer?
My answer would be NOI That's why I'm happy to invest my
checkofl dollars in programs and peaple that do these tasks for me.
Let's face it, We can’t do this alone, We're small in numbers nnd
have tas much of our own worlt to do. So the next time you heur
heef demand is gn':u;,;' up or hear experts on the news calming the
putblic's fears in a crisis, just remember that you did your part by
contributing your checkofl’ dollars toward |n.'1|-::ir|g beef the |u-;|1l|1:,'
choice for consumers,

For more information on this and ather issues, or to view our annu-
al report online, visit our newly released website t

www.ndbeeforg,

Jason Schmide, Chairman
NI Beet' Commission

PRODUCERS SEE FIRST HAND

North Dakota's Beef Quality Assurance program,
Beel Quainy 0 PATNership between the NDSU Extension
"-"""" Service and Beef Commission, grows and reaches
s g out 1n new directions each year, I.n 2007, over 00
of the stute's I-,,rnmh wisre trained in BOA while an
aclditional 20 |:-l't?dl|i."i‘.l'.‘1' F;u'l'lt'ip.'tlvcl i “Beef 101 l"rnm alves to
Carcasses” in Bowman. They learned "kl
h-..‘“ .\IF
how their decisions and practices E

lm}
impact beef” earcass value and consis- Fra e

i

tency State BOA stafl also played a
role in the 2007 Natienal Market
Cow and Bull Audit along with

|
assisting to develop an cducational ! \f \J )
DVD for use by livestock markets, el ¥ :

S - The Heetmobile, and Beetmobile
ﬁ Wi .|r|1_‘1t~r I' racey Oraburn, spent 4
weelo tn MDD ||'L.1|unp; livestocl market

visits and nwmring the Commission
staff’ with other promotions, The
HLE'Ii:Iu]ll]t' 18 part ui the national beel” checkoll Jll‘ﬂdnl oF COMI=
nicationa program and provides producers with direct access to the
results of beef” checkofl programs while giving producers a chance
to aak questions and provide input to the program.

New beef value cuts were at the center of the plate at the NI
Stoclmen's Association convention luncheen for producers to enjoy.

RESEARCH MOVING FORWARD
With a I_;I"CIIIIIL“'!I’l'il.liil'li_’l ceremony in
August, the long awaited NDSU Beef
Systems Center aof Excellence 1s tali=
ing shape. The Beel' Commission has
eurrently approved ever 180,000 in
research projects to be conducted by
several new meat scientists on stalf’

at NDSU.

Orver 160,000 of national checkoft’ funds has
been :q:-prnv:-ii to further rescarch started h_".l
the Cammission at the USDA ARS Human
Nutrition Research Center in Grand Forks on
the effects of beel on galcium retention in
WO,

BEET,

NORTH DAKOTA BEEF COMMISSION
4023 State Street ¢« Bismarck, ND 58503 « 701.328.5120




PROMOTION HIGHLIGHTS

Prime Rib took eenter st fgre as over 1400
peaple attended the Holiday Food & Wine
Experience hosted by Clear Channel Radio
in Bismarck. A partnership between the
Beef Commission and CashWise Foods
resulted in Certified Hereford Beef Prime
Rib sumples being enjoyed by over 1100
people during the evening event.

One-hundred-and-three degrees in the
shade didn't deter over 1200 service
men, women and their families from
attending the fourth annual Beel % St By
Industry Military Appreciation event
during the ND State Fair. They were
treated to a scrumptions slow ronsted beef pienic hosted by the ND
Beel” Cammiasion, ND Stockmen's Assn, and ND CottleWamen.

WELCOME MILITARY
& MILITARY \"'P'llIHMIi\h IJh'l

Millions of favorable consumer impres-
sians result ||r:|1||n||_y from effective use of
the media across North Dakota. This
inclides TV c:t'lt:]i.'lru_l‘: programs on the
KX-TV Netwark, scasonal beef’ promo-
tionz in HEWS PAPETE, radio and area mag-
azinecs, and special beel” recipe teatures in
Iliag:\?‘.i!ms iI‘lI.‘JLItIng Area Woman,
Inspire, City Magazine, and Fine Living.

ENI(:ATI{.'IN & PR PROGRAMS

| Consumers continue to be vxp(wc'[! to new beel
products and great new recipe ideas through food
cvents, beef coaliery presentations, fiirs, displays,

NI CattleWomen programs and large events includ-
ing the Women's Showease, NI State Fuir, Working
Women's Summit, Rural Women in America, and
others.

Lciuwlmn programs and materiala touch students, from preschool
ta college, This ranges (rom the Beefl
Mini Crrant l"‘i‘nbnun for I wmily &
Consumer Science teachers to the

Living A}, Classvoom events in
Fargo, Minot and
Bismarcl for 4th graders
o l‘.fr]ll.‘:g‘t‘? :ﬂ:lml.’u'ﬁhip.-: for four members of the NDSU
Meats Judging team. The ND CattleWomen receive
funding for events like the Beef” Ambassador contest
and Beef Challenge,

OFFICERS

by & :'.' i
Ingon Bchmidt, Jerry Schaefer, Gladgs Woron ek, Wi Lees,
Chalrman Vice Chaleman Sucrelary Buchanan

~ BEEF PRODUCER MEMBERS A'l:-lM!ﬁE — —FEEDERS —

lﬂry!lllm. Mnﬁhlll Ht:llx-l:ul'n. Gladys ‘Emnlum. Ir;iwn Arniorfer,
Vilva Sanley Hibron Hetllnger
—X- UPPICIO ——  —CATTLEMEN'S BEEF B{)AHD o

TP

il
Larry Schinell,
Dickinion Gagkle

¥an Amundsan,
Jamesiown

I'lel IIIMt
Amidon

BEEF PRDDUCERS

RETAILERS EXTEND MESSAGE

Super Vilu meat managers attended a "Beef 101" educational ses=
sion updating them on the latest cuts, proper cockery methods, and
néw ideas for merchandising beel” to consumers,

Over 30,000 holiday recipe brochures reached con- ¥ LM%
sumers through 216 grocery stores across NI sepve po s

icetd by the Super Valu and Nash Finch companics
when they partnered with the Beel Commisaion to
promote ﬁu‘ith:y besf ronsts,

NUTRITION PARTNERSHIPS

Fartnering with reputable nutrition and health  north Daxets Academy of
t’J:‘gu.rli'.h'.lli.t‘.li‘ls h!’.!ll)l‘i reach tena of thousands of Family Fhigiching
consumers with a positive beel’ message. This

[pAsL year these ineluded the N .r'h.'ﬂdtfm_y al

Family Physicians, NID Dictetics Assn, NI |
Nutrition Couneil, NDSU Extension Service, the .

American Heart Association, snd various com-
munity health and wellneas groups.

[)aylr Hayes, a registered dietitian and mem-
her of the hlglﬂy pulesmed nnlionnl
Council For Women's Nutrition
Solutions, brought a message of com-
man senae, moderation and variety
for pood health to four different audi-
gnces across the state, This ineluded over 400
women attending the Heart Association’s Go o

Red event, public school wellness program staff ]
for the Jamestown school system, and public and ™ fafwemes
community health providers, all from the Jamestown area, as well
as dietitians and nutritionists ulterulil'l!.: the N Dietetics Assn and
MDD Nutrition Council Convention in Bismarcl,

NDSU

Extension Service

ARBOEiml| @A

NDN

Horin Deketa Kitrtien Cowned

The NDsU Extension Service partnered with
beef producers to take the beef message to s
eral audiences, The “IEat Smart, Play Hard,
Together” campaign continues ta reach tens of
thousands of elementary students with a sensible message nbout
food and exercise. The “Teens Serving Food
.‘mﬁ'ly education Program tenches over 1500
high school students annually about mh. food
||.1r1|1]‘|||g. pra¢ tices. The Beel' Commission cone
tributes over 1500 meat thermometera to this
program, And the new "Now 5t'|'vi|1!.; Lean
Heet™ lesson plan for county extension agents is
l‘JI’.‘.iI'Ip" EI‘llItIIHIIHNIIII:TII"y receyvad |.115-' CONEUMErs Ihrrrugh locs] work=
shaps,
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Combined starement of revenues, expenditiiies and
chanped in fund halances
JULY 1, 2006 — |UNE 30, 2007

A Re veniie)

lirry Schaeker, lason Schmidi, Chieckaff Auessmants §1,185, mn
Dis Laes Hedinn Lttt :..:;u.;. u!u.ﬁzm i m !
ou Remicianee o Candeman’s Lt 234)
- DA[RY — Vi u“s‘m“ HMH-ETS = el Assciiinends 574,932
Onilier eevenue- interest B reocipts 23657
Chiher revenua- Beel Gilt Coarifican iales 24430
+ ln-Suite Rewstne § 623009

1‘.\|§brnd.ilnln:
Internatianal pramorion 17,200
Allan Tellmann, ;;ffllll'-ﬂ:lll 30,338
LT 13,3048
New Balem Sirenter Coraumier Inlofmatian 126,574
STAFP Inddustry Inkormat itlrn 10,000
a5
Nancy Jo Baieman, Executive Direcior {f:}';,"ll b, il ettt ’gﬂl

!’H. Brown el sinind ention 166,34

Joan Hooves(ol Operations 41,506
Tl Bxpenurs § 59781
Revenunes over (under) expensei £ 215668
Pund Balance, July 1, 2006 v S ]
Furd Balance, Jure 30, 2007 3 581347




| oUR BEEF CHECKOFF PROGRAM
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ADVERTISING

While “enjoyment” print and radio ndvertising continued to fuel
consumers’ passion for beef, nutrition ads delivered an unfiltered
message setting the record straight about beef’s great nutrition
story. In a recent T.r:u.'king atudy, B8 percent of consumers who hnd
seen the checkoft ads are more interested in beef, The campaign
ran from January through Laber Day and reached 91 pergent of the
target audisnce 16,8 times, at less than halfa cent ench time.

FOODSERVICE

The BEEFlexible message continued

ta resonate with operators across all
foodservice segments, where more than
a.66 billion pounds of beef were sold duning
fizcal year 2007 Volume data shows the
Flat Iron and Petite Tepder continue ta
autsell both the TaBone and Porterhouse
in-this $521 billion channel. ‘The i.ull'p.'l‘ul.f.'tl
foadservice marketing plan delivered

48,5 million trade media Jr:||1l‘umi'llm|i in the ehannel, tour major
shawease and product sampling events, and five promaotions with
chain restaurants.
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Fiscat Year 2007
IN REVIEW

RETAIL

Retail marketing executed another productive Summer

Grilling Campaign in 2007, The outreach wis o

combination of promotional efforts that included
development of paint-of-sale miaterials, partnering on
freestanding inserts, radio advertising and in-store
merchandising. More than 22,000 point-of-sale
pieces were distributed by 22 state beef councils,

| from Additionally, 70 retailers partnered in 42 markets

to brondenst radio spots on 68 stations nationwice,
.t of Reduced beef' supply and the resalting higher retail
prices aguin reinforced the strength of beef demand
as dollar sales during the summer grilling months
increased by 1.5 percent to $5.4 billion over 2006,

BEEF INNOVATIONS GROUP

Fiscal year 2007 was o

i BIG year for the checkofl-

funded Beel Innovations
Grroup, M:ljm' initiatives
were completed and

include ereating five

new convenienoe

beef product concepts which are ready for
commercialization; launching a new and informative web site;
creating new industry partnerships; and rolling out four new chuck
roll cuts plua an innovative cooked chuck roll item, The new chuclk
roll cuts include the Denver Cut, America’s Beel Honst, Delmonico
Stealk, Country-Style Beelf Chuck Ribs, and a fully cooked Country-
Style Beef Honst,

VEAL

The Beef Checkoli=funded Veal Go To Market strategy reached

i milestone in fiscal year 2007 with four casual dining chains
representing more than 350 restaurants nationwide placing a new
veal item on ench of their menus. These four new veal items help
create new consnmer demand with a younger target audience, “The
cheekoff-funded veal program yielded over $1 million dollars in
Estimated Advertising Equivalency through an integrated veal
]mhl ¢ relations Programs.

CULINARY CENTER

2007 brought exeiting opportunities for the checkof-funded
Culinary Center. Beef U, a Foadservice Guide ta Beef, was rol led
aut jointly with the Foodservige team. The center also focused
on developing recipes and taking photography for the Beef Made
Easy program, Food Communieations, Veal and Foodservice.
The Culinary Center also partnered with the Youth Educition
team in developing recipes for Erriching Famtly Meallimes.




SAFETY

The beef industry is being recopnized by government agencies and
consumer groups for effective satety systems and safe products,
Much of this success is a result of chechoff=funded beef sufety
agearch that hos rim'{*tnpmi interventions, fostered communication
among all i:\rin.\;lry goctors and advinced the Iumwlt'clg\ﬂ aof

fnod horne pathogens and their prevalence in the beef chain.

NUTRITION

The Beef Checlofl co-sponsored a scientifie summit titled, Profein
Swmmit 2007 Exploring the impact of High=-Quality Protein on Fealth
The Summit was an important scientific and influencer meeting
that convened 65 resenrchers from around the world to engage in
'IiHIUH'III'.' to “build the case for ]li!,;]l-—t.|u.'||ill',' |:r't|l.'t'.'|n," such ag lean
beef. The results of the Suminit will help foster ongoing efforts to
|1cll|'.l protect anid promote the iniportance of protein.

HEALTH PROFESSIONAL EDUCATION

More than 30 checkoft-funded nutrition
seminars were conducted neross the cauntry
in 2007 for a variety of health professionals,
ilu;.'ll.ulirlg| dietitinng, More than 6,500
mndividuals attended these svents, where

the popular "Live Well® toolkit was utilized
and distributed, as were a variety of printed
materials about beef as part of o healthy diet.

ISSUES MANAGEMENT

A public opinion survey in May 2007 found consumers rated beet
sighest of all proteins in terms of food safety. Another recent Lssues

Management survey found 95 percent of Americans support raising
cattle for food., [ssues management’s work in monitoring, analyzing
and managing potentially damaging ssues in food safety, nutrition,
the environment and animal welfare has been iult'g'rzll oy Bewl
Checloff investments since the program began,

PUBLIC RELATIONS

In fiscal year 2007, checkoff-funded public relations penerated
more than &4 billion impressions as a result of efforts related

to food communications, nutrition, :c.'ﬂ'N}, medin relations and
crisis preparedness, The PR program continues to tell the heel
|'||*mlu[',tim'| story and |w|p share information about nutrient rich
heet availahle Ihrmlgh miedia relations, consumer outreach and Web
gites sich as Beef FromPasturetoPlate.org, BeefTtsW hatsForDinner.
com ad Hl,'l'.l'N||lrit'|m|..u|‘i{.

YOUTH EDUCATION

A p;rnwillg I',lnriy of resenrch shows :'t*gu]nr
I‘ilmily megltimes hove it Ve impnet

an all aspects of a child’s development

-~ }1]1:,!:fi|rnl. mental, behavioral, social and
educational. “To help reach parents with
this ilu|a{ll‘tilnt message, the Beef Chechkofl
has produced Enriching Family Mealtimes,
a kit that provides achaool leadera, health
professionals, and parent velunteers the
taols needed to promate family mealtimes in their schools or
vouth organizations, Contents include "how=ta™ tips, advice,

simple recipes, shapping lists, conversation starters plus many
other resources.

FOREIGN MARKETING

U.S. beef is back in nearly all international markets and due to
trade requirements, many boneless beel itemns ave in tighl demand.
USMETF (United States Meat Export Federation) has focused on
marketing underutilized U.S. beef cuts to offer buyers in many
markets alternative euts at more affordable prices. Through July
4007, beef sales amounted to 425,594 metric tons (947.8 million
pounds), worth mare than $1.4 billion,

CBB COMMUNICATIONS

CBBE communications outreach included production of the

2006 Beef Board Annual Report, as well as tracking activity

at checkolf meetings via the Beel Board meeting blog, at www,
beefboardmeeting.com. In addition, these producer communications
cfforts tool a CBB presence to seven industry trade shows, and
provided CBB members and other producers information and
materials to help them tell the chechotfstory to the country.

NATIONAL BEEF COOKOFF"

The 25th National Beef Cook-OfT waz held
in September 2007 with publicity running
at record pace, T he Food Network spent
days filming the event and will air a second
hour-long special devated to the Cook-Off
in mid-20048, [n addition, nearly 2,000

stories reaching over 517 million consumers appeared about the
Cook-0fFin the past year—all of which reinforee the integral role
beet plays in America’s kitchen,
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