- carved and cooked new beef value cuts. As a
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“Partnership” was the

name of the game in 2009,

Years of work with various groups

yielded great results as the beef message
was extended across many audiences.

PARTNERSHIPS IN NUTRITION

New audionces of consumers were raached with g gies

a healthy beef message and information on new [ i @
lean value cuts through several beef cooking

programs and special meal menus. As a result,
cardiac rehab patients, women atiending

American Heart Associatlon Go Red events, and ‘
those at the UND Schoal of Medicine’s Women's .
’: Connection Conference have bettar

ation to base their food cholces on. Tha
b NDSU

message was also heard through the ND
Dietetics Association, ND Nutrition Council,

NDSU Extension Service and the ND Academy of Family
Physicians.

PARTNERSHIPS IN EDUCATION

Tha NDSU BEQ BOOT CAMP, a new partnership
between the NDSU Animal Science Department,
Extenslon Service and the state’s red meat
Induatrins. was a huge success this past
' e = summer! Over 800
.| attendees at 10
& events across the
atate learnad about everything from
proper meat selectlon and seasoning
to grilling techniques and food safety
, from the NDSU meat experts.

fer wamen

ol

Other ongoing partnerships Include the Living Ag Classroom
program In Fargo, Bismarck and Minot, support of ND
CattleWomen education efforts, NDSU Meats Judging
scholarships, and beef minl-grants and materials to Family &
| Consumer Science teachers.

PARTNERSHIPS IN RETAIL

| New beef value cuts and cutting

nigues for the chuck and round

the focus of retall meat

rtment seminars with Super Valu |
~ held in Fargo and Mandan. Dr. Antonio |
Mata amazed everyone as he taught

yo Bht, d.“ -zn‘w

result, many stores In ND, SD, MT and MN are k %
now featuring new beef cuts. \
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FROM THE CHAIRMAN

While the Beef Checkoff program has been &
in existence in North Dakota for over four
dacades, your North Dakota Beef
Commission continues to strive for
innovative ways to support the heef

industry.

There is but one goal: “TO INCREASE DEMAND AND
PROFITABILITY FOR THE BEEF INDUSTRY".

This new mission statement adopted by the Commission
is reflective of the continuing efforts to promote a
growing beef industry that will be profitable and
sustainable for future generations.

Commission staff and board members Individually
demonstrate that commitment through thelr participation
in numerous events and activities throughout North
Dakota and nationally, assuring an awareness and
informative knowledge base to best serve the beef
industry.

We welcome suggestions for additional improvements
and welcome ideas or comments during any of our
scheduled board meetings. Please take a few minutes to
read this annual report and learn about the diverse
programs your checkoff dollars are invested in for the
betterment of our industry.

Jerry S, Effertz, Chairman
North Dakota Beef Commission




PARTNERSHIPS IN
PRODUCER EDUCATION

Producers across the state now have the
opportunity to recelve thelr MBA degree.

That's a "Masters of Beef Advocacy”
through a coordinated state /national on-
line program that equips producers to speak
up for the beef Industry.

Beef Quality Assurance becomes a more
vital part of tha Industry each and every b e
year as production technigues come Program
under continued scrutiny by the public. — B
This partnership between the NDSU iy
Extension Service and the Beef
Commission has been one of the most successful
partnerships since its beginning in 1999,

Bl Quality

PARTNERSHIPS IN RESEARCH

MNorth Dakota checkoff dollars continue o support research efforts in

meat science at NDSU and human nutritien neads
Human Nutrition Research Center at UND.,

NORTH DAKOTA BEEF COMMISSION
DIRECTORS AND STAFF
BEEF PRODUCERS

Janna Leedahl, Leonard
Kim Lees, Buchanan
Kathy Tekach, St Anthony

CATTLE FEEDER

Shawn Arndorfar, Hettinger

LIVESTOCK MARKETS

Ray Erbale, Streeter

CATTLEMEN'S BEEF

BOARD DIRECTORS
Jeff Bahl, Gackle
Margie Hande, Amidon

STAFF

at the LUSDA ARS

OFFICERS

Jerry Effertz, Chalrman
Allan Tellmann, Viee Chairman
Gladys Woroniackl, Sacretary

BEEF PRODUCER
MEMEBERS AT-LARGE
larry Effertz, Velya

Marshall Hermanson, Stanley
Gladys Woroniecki, Hebron

DAIRY PRODUCER

Allan Tellmann, New Salam

EX-OFFICIO

Van Amundson, Jameastown
larry Schaefer, Des Lacs
lason Schimidt, Medinga
Larry Schnell; Dickinsan

Sylvia Brown
loan Hoovestol

Several Commission members, spouses and staff
membars pause for a quick photo during the Military
Approciation Picnic at the State Fair.

BEEF;

Mangy Ja Bateman, Executive Director |

PARTNERSHIPS

IN PROMOTION

Over 1600 military
mambers and their
families enjoyed a roast
beet |'.||r nic at tha sixth L ' L=
annual Beefl Industry Milltary Appreciation event held at the ND

: State Fair, This partnership between
2 the ND Beef Commiasion, ND
Wi Stockmen's Association, ND
GattleWomen and several other beef
industry organizations has Erown every
S year,

Boaf Induﬁtry volunteers

Holiday Roast and Summer Grilling promotions
have been successaful in
capturing the attention of
tens of thousands of
consumers. Thase
promotions have also lead
to additional partnarships
with various publications
including the free featuring

. of dozens of beef recipes

| in several magazines.

=
=

Evants like the Women's Showcase in
Fargo and the KFYR Holiday Food & Wina
Experience in Bismarck give thousands of
consumers the opportunity to taste
delicious beef at the Beef Commission
booth, Partnerships with various meat
companies, restaurants and grocery meat
dapartments maka sampling averything
from microwaveable baef pat roast to prime rib roasts possibla.
And that tiny taste translates into additional beef sales!

NORTH DAKOTA BEEF COMMISSION

Combined statement of revenues, expenditures

and changes In fund balances
4 JULY 1, 2008 - JUNE 30, 2009
4

: Revenuo;

I ChKON ASEABSMIBAE. ... encnisiaraisinssinarssnssasnissssissasssnns 51,214,524

| Less Remittance to States of Orlgin..... s (27,398)

| Less Ramittance to Cattlomen’s Besf Board........ceveeeenee{ 393, 288)

Nat A"ﬁ'llm‘nh -------- seessssssasanans Snssesssmesmsarasansinas “3|’Gdo

Othar rovenua: Interest & receipts.....annmnin..24,827

Other revenug- Beef Gift Cortilicate Sales. e 23,205

Nt [-BLate REVANUE . ..ixisasmninasssdassrassisassnnssnanssassnsansan 5 641,972

Expendituros:

International prnmu-llnn ........................................................ 21,911

Promotion... e A R AR .EE.BEE

REBOAICN. 2 rennssinsrirsrsssresanrsisibineis emismsdanan FTTTTTETrr . FJ-IEED

Consumaer Information. ..o Ny A CEERAT I g ,....151,552

IUBEEY I TOYMBEION 55 casahmsniassissnsnnss snnnninsns sasnmansnssan vibarassss 10,229

Mational program development.. ..172,514

A T ] B R R B T BT 23,205

O I BRI i o sl s 4 AR Wbl e i Su e 185,766

Dpnrltlunl ---------------------------------- perar shasbaisnannan sapsinae Prgnansi u.uﬂ!.ﬂaa

Tatnl Expenses.... 5 BI6" S

AREE PR SR PR R BB AT AR R MR R PR FPRR 8

O R LS .,
.$ 474,522
wemer§ 439,069

Revenues over [Under) expenses.......
Fund Balanee, July 1, 200B........... o
Fund Balance, June 30, 2009
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VY U R IN GO el i
to improve beef demand

ADVERTISING

In FY2009, the beef checkoff advertising campaign reached 78.6
paercent of the consumer target an average of 9.6 times. The ads
aim to help keep beef top of mind with ,consumers, reinfarce
their passion for beef and promaote beet's healthy qualities, The
checkoff-funded Consumer Beef |ndex Survey continued to show
exciting campaign results as consumer perceptions about besf
have improved significantly since the launch of the new advertising
strategy in January 2008, The survey found that “The Power
of Protein” messaging works to persuade consumers aboul the
healthy benefits of beef, making more consumers feel pood about
eating the baef they love,

FDDDSERVIGE MARKETING
More than 8 billion pounds of beef moved
through foodservice in 2008, reprasenting
= $26.3 in billion purchases by U.5.
' restaurants and institutions. The FY2009
BEEFIexible promotion and trade advertising
campaign teatured new cuts from the chuck
roll with additional emphasis on middle
Y meat — encouraging meni decision-makers
to capitalize on greater profit potential with
premium culs, due to consumers' lave of
steak, coupled with historically low wholesala prices for middle
meat cuts. In January, the Denver Steak was listed among the
tap five "hot trends" among chefs surveyed by the Mational
Restaurant Association. In April, the BEEFlexible campaign
was recognized for advertising excellence by the National Agri-
Marketing Association,

RETAIL

In FY 2009, the checkoff-funded retail marketing program
focused its efforts on supporting middle meat (rib and loin) sales
in supermarkets across the country. This action was necessary
due to a lack of demand for these cuts in the foodservice channel

meel Indd iy
Aafoty §ammit

CULINARY CENTER

in. EY
taam

U9 the Culinary Center
Racipas were
in retail, new
advertising,

tor the ne
Markel

£ trom the round ;+r|r_i the
’ﬂl‘fn‘] cuts, IIllw to"

rmnll.JI Co |!+:-!r+:r-:.'.-!.

and exporl markats, which resulted in wholesale costs for these
cuts dropping to levels not seen In almost a decade. Innovative
programs such as Besf Alternative Merchandising (BEAM) and
Slice and Save were developed to offer consumers these premium
cuts at affordable prices. A trade media campaign also alerted
retailers to the apportunity to advertise these cuts at prices not
sean In years, These effarts appear to ba paying off as volume
sales for middle meats increased 8.5 percent for the 13 weeks
ending Aug, 8, 2009, compared to the same period a year ago.
(Source: FreshLook Marketing).

BEEF INNOVATIONS GROUP

The Beef Innovations Group (BIG) introduced inta the markety”
new beef canvenience items: Marinade on Demand and Pl,. .
Cheese Steak Eggrolls. BIG also presented the industry with two
new round cuts and two new product applications, and conducled
more than 25 chuck roll industry demonstrations. The team
developed three new active industry partnerships, maintained 17
existing anes and continued to showecase beef by using innovative
new racipes. Part of the checkoff's mission through BIG is to
inspire product innovation by providing infarmation to industry
influencers and stakeholders. In FY 2009, B|lG engagad in maore
than 115 industry meetings — many involving state beef council
partners.

VEAL

The veal "Go to Market Strategy,”
NUTRITIOUS c'—“-l == =7] integrates consumer marketing
VEA and communications programs
et el veal, Thanks in part to integrated
gfforts, increased sales were
veal team also warked to share the positive veal production story
through veal issues management and quality assurance programs.

helped launch VealMadeEasv.com and other rctail/focdwr;"
marketing efforts, and developed a veal farm tour program ¥

IR LIV AT funded by the beef checkoff,

VITIOALTTIN 1o help  build  demand for
reparted in retail and foodservice channels in FY 2009, The
The checkoff and state beef councils, along with veal pariners,
Kendall College in Chicago.
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JSSUES & REPUTATION MANAGEMENT

27 percent in volumae (from 62,429 metric tons to 79,298 metric

NUTRITION INFLUENCER EDUCATION
The Nutrition Influencer Education Pragram communicated “The
Pawer of Protein” to health professionals this vear, reaching
mare than 1,500 Registered Diaticians through webinars, with
the halp of 18 state beef councils across the nation. Participants
r=~aivad checkoff-funded resources, including the 29 lean cuts
at card, protein research fact sheels, educational material
on protein's role in optimal health and lean beef recipes. Two
checkoff-funded educational e-newsletters went to hundrads
of influential health protessionals, including members of the
American Dietetic Association. National and state spokespeaple
shared these science-based resources to Welp bulld the case for
the “The Power of Protain.”

PUBLIC RELATIONS

Overall, public relations achieved more than 4 billion mecdia
impressions this year, Safety reputation management reached more
than 250 reparters with positive messages about the beef industry’s
safety commitment. Nutrition has always been consumers' No, 1
barrier to choosing beefl so national PR efforts |aid the foundation
far positive media coverage about beef's nutritional benefits, Food
communications helped elevate the value of beef, specifically
promoting cuts from the rib and lein. BeefltsWhatsForDinner.com
cantinues to a primary source for beef recipes online. The Masters
of Beet Advocacy (MBA)] program, a grassraots network, drew more
than 1,000 students and 300 graduates in 42 states. Through the
MBA program, graduates are equipped with consistent, positive
beef messages to use when speaking to consumers or in publie
about U.S. beef production.

L A 2002 Issues research project found
]‘?\[?l'tlrl. Beef | less than one quarter of consumers
know the beel industry samewhat
or vary well, This disconnect was
exploited by the media during
the year. Combined natianal and
state issues management efforts (n
FY2008 helped to corract this type of misinformation and deliver
positive messages about beef production directly from America's
farmers and ranchers. IM supported submission of mare than
50 letters-to-the-aditor and opinien calumns, which ran in top
daily media outlets across the country, including USA Today, The
Washington Post, Tha St. Petersburg Times, The Tulsa World, The
Des Moines Register and The Miami Herald,

5 y

FOREIGN MARKETING

Through the first 11 months of FY 2009, U.S. beef exporls
worldwicla amounted to 820,321 metric tons valued at $2.88
billion. The global economic erisis and devalued currencies of
several major trading partners have made for a difficult economic
environment, with exports falling by 5 percent in volume and &
percent in value compared ta the same period in FY 2008, A major
pright spat, however, has bean the growth of L.5, beet exports to
lapan and the Greater China regian. Exports to Japan increased

yand 25 percant [n value (from $326.17 million to $406.23
million} during this time frame, dezpite Japan's continued
restriction on U.S. beef exports to beef from cattle 20 months of
age and younger, Exports to Hong Kang were 16,209 metric tons
valued at $57.23 million - an increase of 83 percent in volume
and 58 percent in value over the same period (n FY2008,

#

CBB COMMUNICATIONS

Curing its  first vyear online, the checkoff-funded www:
MyBealCheckolf.com site walcomed 43,750 unique visitors from
650 differant sources. The communications team also participated
in about 15 industry trade shows; achieved a vear-round paid-
media plan; produced more than 52 newsletters and 51 weekly
updates aimed at CBBE members and other producers; and
distnibuted some 100 press releases about checkoff programs.

NATIONAL BEEF CODK-OFF®

In FY 2009, the cook-off increased the

Hatltlll'}la_i] number of erltriga 6 percent, from 2,256 in
Beef 2007 to 2,392 in 2009, The cook-off also

Cook-off’ created a retail partnership with Raleys, a
i northern California retailer who ran a two-

weak "Beef It Up" promation prior to the
— cook-off and shipped 26 percent maore beef
_ to its stores than during the same period
last year. Media coverage during the cook-
1 off's finalist phase earned more than 14
8 million impressions. As this report went
: L to press, total post-avent impressions had
reached 52 million,

CATTLEMEN'S BEEF BOARD
Fiscal Year 2009 Expenditures*

Does not in::ludﬂ State Beef Council Investments

Program

Program Birdis USDA
Evaluation Eé"; ;PE‘;"* Oversight
$308,614 4 $236,993
__ Producer.
Communications — Administration
$1,663,035 $1,697,912

Fareign Marketing
- $5,541,045

Promatian




