








Strategy #1 — Buyer loyalty:

One strategy objective was met; one was exceeded. From a tactical perspective, very few
objectives were established, thus it is difficult to show any results in this area.

Strategy #2 — Market expansion:

One strategy objective was exceeded; one was met; and one was not met. Tactically,
USMEF conducted three seminars for importers, chain restaurants and retailers — total
attendance = 120 (objective = 3 seminars). Three major retail promotions were held during
the year (which was the objective). The first, with Carrefour, Taiwan’s largest hypermart was
conducted at 60 outlets and resulted in a 33% increase in U.S. beef sales over the same period
a year earlier. The second was conducted with Wellcome, Taiwan’s largest supermarket
chain at 240 locations and resulted in a 6% increase in U.S. beef sales over the same period a
year earlier. The third promotion was with Taiwan Fresh Supermarket with 40 outlets and
resulted in a 15% increase in U.S. beef sales over the same period a year earlier. The
checkoff program also funded 10 advertising trucks that drove around three large cities during
the year advertising U.S. beef. These truck ads generated over 1.16 billion impressions
during FY 2009.

Strategy #3 — Market access/issues management:

Much like the report on Korea, a great deal of positive work was accomplished in this area
during the year. However, at year end, there was still some consumer resistance to U.S. beef
based on false perceptions about product safety; restrictions were still in place that did not
allow U.S. beef from cattle over 30 months of age, no bone-in product and no variety meats.

Strategic Objectives this AR worked to help achieve: Product, Safety, Nutrition and
Industry Resource

Market Facts:

Market Share — Taiwan 2008

Domestic self sufficiency 4.6%

[mports:

Australia 37%

U.S. share of total beef/variety meats imports | 29%

New Zealand 25%

Nicaragua 3%

Customers for U.S. beef imports Processing 5%
HRI 70%
Retail 25%

Top imported U.S. beef cuts: short plate, boneless short ribs, chuck short ribs, top blade
muscle
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Top imported U.S. beef variety meat (BVM) items: currently banned

U. S. beef exports (cuts and variety meats) to Taiwan for the last nine fiscal years (Oct. —
Sept.) have been:
FY 2009 = 25,561 metric tons (mt) FY 2005 = 7,668 mt

FY 2008 = 28,055 mt FY 2004 = 5,811 mt
FY 2007 = 20,777 mt FY 2003 = 18,434 mt
FY 2006 = 16,520 mt FY 2002 = 17,072 mt

FY 2001 = 13,987 mt

Evaluation Notes: While Taiwan is the eighth largest market for U.S. beef, it is still an
important one. Continuing consumer resistance, no product from cattle over 30 months, no
bone-in product and no variety meats, make increasing market share and total sales an uphill
battle. Most of the issues are political in nature and need to be resolved at that level. Once
that is accomplished, it will make it much easier to successfully address the marketing issue
of improving consumer perceptions about our products.

63



FY 2009 Producer Communications Authorization Request — Report of Results

PC -01-2009 Producer Communications

Contractor: Cattlemen’s Beef Board Budget: $1,801,496
Project Manager: Lynn Heinze Spent: $1,698,603 as of 12/09
Subcontractors: LL.C, McCormick Company, Start Date: 10/01/08

Vela Development and Web Hosting End Date: 9/30/09

Strategy #1, Tactic 1A — CBB-directed national communications:

Objectives achieved. A recent national readership survey of beef and dairy producers
conducted by Farm Journal found that 98% of beef producers and 96% of dairy producers
had heard of the checkoff and 87% and 86%, respectively, considered themselves “well” or
“somewhat well informed” about the program. The last annual Producer’s Attitude Survey
completed in January 2009 indicated an overall approval rating of the checkoff of 68%.
During the year, more than 400 articles and radio interviews were placed with media, which
generated 8.6 million impressions, compared to 2.8 million in FY 2008. Readership surveys
of print advertising indicated our ads “found useful” scores were 27% to 37% higher than
other ads.

Strategy #1, Tactic 1B — Developing and utilizing information conduits:

Objectives achieved. An independent study of auction market owners found:
1. Those who approve of the checkoff program outweigh those who disapprove by a
61%-t0-17% margin.
2. Seven in ten consider themselves very well informed about the checkoff program.

Part of the communications effort with producers in FY 2009 included seven programs,
funded through the checkoff and managed by six state beef councils. Shown below are quick
“overviews” of each project:

State Program Description Results

Alabama ‘Southeast Beef Bytes’ — a series of Anecdotal evidence indicates a
radio interviews featuring local positive response and at livestock
producers talking about the checkoff | auctions “many hands were raised
and aired in Alabama, Florida, when asked if they’d heard the radio
Georgia and Mississippi; interview broadcast.”
schedule was supported with print
ads.
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Kansas With Iowa and Nebraska, created Signs were posted in 35 Nebraska
permanent signs for livestock markets | and 28 lowa markets, while 80
and individual producers reiterating producer signs were posted in
the ‘Beef. It’s What’s For Dinner’ Kansas and Iowa. Ten markets in
tagline while offering Nebraska and 15 in lowa refused
MyBeetfCheckoff.com as a checkoff | signs reportedly because they wanted
information resource. checkoff dollars used for consumer

advertising, not signs in their barns.
Feedback has been positive, but there
are no other measures.

Oklahoma Advertorials featuring OBC board Combined circulation of 246,000;
members talking about the checkoff | producers featured received very
were placed in American Farmers and | positive comments; maintaining
Ranchers (NFU) and Oklahoma Farm | authenticity was a challenge but
Bureau state newspapers. resulting pieces preserved the ‘flavor

and intent’ of those involved.

Pennsylvania | Northeast dairy communications also | The dairy economy turned sharply
included work in New York, downward about the time this project
Maryland, Vermont, New Jersey, launched, resulting in lower
Connecticut and Massachusetts. participation and less new
Primary purpose was to better information developed than was
understand how to effectively reach expected. Learned throughout was
small dairy producers in the region. that dairymen not involved otherwise
Was closely aligned with state DBQA | are not likely to be receptive to
efforts. checkoff messaging either.

Tennessee My Tennessee Beef Checkoft, a Program produced better-than-
series of meetings statewide aimed at | expected results with pre- and post-
informing producers about the meeting surveys showing increased
checkoff, supported by paid and understanding and appreciation of
earned media; participation by 34 the checkoff.
auction markets, county extension
and others.

Texas ColorVision (video) ads in 37 The ads were displayed on 50-inch

livestock markets in Texas and 9
markets in Oklahoma.

plasma screen televisions for 15
seconds and viewed an estimated 20
times per hour. A survey of markets
found generally positive responses
with six out of seven believing the
ads encourage producers to learn
more about their checkoft.
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Wisconsin

Checkoff forums, a series of meetings
promoted by radio, auction market
check stuffers and three major
producer publications.

On-site radio interviews extended the
messages delivered. Program
generated 587,800 gross impressions
with 88,700 producers and

communicated by newsletter to more
than 13,000 licensed dairy producers
two times.

Strategy #1, Tactic 1C — Creating and maintaining a seamless partnership with
state beef council/producer communications efforts:

Objectives achieved. During FY 2009, the first full year of operation of the new web site,
MyBeetCheckoff.com, unique visitors grew at about 7% a month. For the year, nearly 50,000
unique visitors viewed more than 176,000 pages. Among web sites, MyBeefCheckoff.com
click-through rates were as much as 42% above industry averages.

Strategy #1, Tactic 1D — Independent attitude survey:

Objective achieved. The Producer Attitude Survey was completed on time. As indicated
above, when the survey was completed in January 2009, about 7 in 10 approved of the
program, which was a slight decrease from 72% a year earlier. Producers who are very or
somewhat informed are more likely to approve of the checkoff, particularly among those who
say they are very well informed. Among this group, 81% approve of the program (52% of
them strongly), while only 14% disapprove.

Strategic Objective this AR worked to help achieve: Producer Communications

Evaluation Notes: There have been many positive changes in this area in FY 2009. The new
web site, a new communications agency and changes in the methods of media planning and
buying have brought about new methods of operation for Producer Communications. The
reaction from state beef councils has been positive in terms of the types and amounts of
information they receive, which can then be passed on to producers at the state level. As
producers become more involved with electronic communication, Producer Communications
has been staying abreast, and in some cases, been “leading the way” in cutting edge electronic
technology.
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EVALUATION
AUDIT REPORTS



THE FY2008 PROJECT EVALUATION AUDIT OF THE
CHECKOFF-FUNDED NORTHEAST & NORTHERN
VIRGINIA AR: P-04-2008 — FOOD SERVICE
MAY 2009

SUBMITTED TO:

The Joint Evaluation Advisory Committee

SUBMITTED BY:

Ann Ocafia
Ann Ocafia Consulting
2461 Spruce Street
Denver, CO 80238
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BEEF BOARD FY2008 NORTHEAST & NORTHERN VIRGINIA AUDIT
FOODSERVICE MARKETING
EXECUTIVE SUMMARY

The beef checkoff is one of the country’s most visible agriculture checkoff programs and it’s
“‘Beef. It's What's for Dinner” tagline has become well known. Through a strong mix of
marketing efforts the program has succeeded in increasing the overall demand for beef. The
objective of this report is to provide an assessment of the FY2008 Northeast and Northern
Virginia Foodservice Authorization Request (AR) and make recommendations for possible
improvements. The following conclusions and recommendations are based on a thorough
review of available research and information; interviews with program staff and select producers
in the Northeast; and my experience and expertise.

In reviewing the core elements of the AR it is clear the foodservice marketing efforts have been
effective. At the same time there are opportunities to further improve the effectiveness of the
program moving forward. The following outlines the primary conclusions:

¢ Augmenting the national foodservice program in the Northeast is critical due to the
opportunity that exists for beef

¢ Overall the planning process does a good job of involving all constituents and strives to
integrate national strategies. A new strategic approach should be considered

s Foodservice promotions have been operator driven and targeted at regional chains.
While operators report a lift in sales, the strategy is not cost effective

¢ The foodservice channel is highly fragmented, making it labor intensive and difficult to
reach enough critical mass efficiently. Opportunities exist to shift the relationship focus
to other channel influencers who can leverage sales and marketing networks much more
efficiently.

¢ Tradeshows create increased exposure for beef and have been beneficial in generating
relationships. Opportunities exist to better leverage this tactic in the future

¢ Opportunities exist to formalize evaluations and enhance the relationship database

e Integration of culinary partnerships with public relations initiatives has the potential to be
very powerful

Clearly many efforts have been made with positive results but some dramatic shifts in strategy
need to be made to maximize the investment. The following recommendations are
opportunities to enhance the existing program and better position beef from a foodservice
perspective:

Redefine the foodservice strategy to better leverage limited resources

¢ Institute formal evaluations, including key measurements, with all future promotional
spending to facilitate future planning

o Evolve and enhance foodservice database to include more measurable data

¢ Maintain and develop relationships with prominent chefs and culinary educators

¢ Continue to leverage key versatility messaging and incorporate with any trade initiatives
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THE FY2008 PROJECT EVALUATION AUDIT OF THE
CHECKOFF-FUNDED NORTHEAST & NORTHERN
VIRGINIA AR: CI-02-2008 — PuBLIC RELATIONS
MAY 2009

SUBMITTED TO:

The Joint Evaluation Advisory Committee

SUBMITTED BY:

Ann Ocafha
Ann Ocafia Consulting
2461 Spruce Street
Denver, CO 80238
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BEEF BOARD FY2008 NORTHEAST & NORTHERN VIRGINIA AUDIT
PUBLIC RELATIONS
EXECUTIVE SUMMARY

The beef checkoff is one of the country’s most visible agriculture checkoff programs and it's
“‘Beef. It's What's for Dinner” tagline has become well known. Through a strong mix of
marketing efforts the program has succeeded in increasing the overall demand for beef. The
objective of this report is to provide an assessment of the FY2008 Northeast and Northern
Virginia public relations Authorization Requests (AR) and make recommendations for possible
improvements. The following conclusions and recommendations are based on a thorough
review of available research and information; interviews with program staff and select producers
in the Northeast; and my experience and expertise.

In reviewing the core elements of the AR it is clear that public relations efforts have been
effective. At the same time, there are opportunities to further improve the effectiveness of the
program moving forward. The following outlines the primary conclusions:

¢ Augmenting the national program is critical because the Northeast region represents
tremendous buying power and opportunities exist to further penetrate beef sales

¢ Local grassroots public relations efforts provide breadth and depth to the national
program and allow for more targeted consumer communications

¢ The primary public relations strategy is sponsoring existing events which have occurred
in most Northeastern cities with the exception of New York City

¢ Events are a strong public relations vehicle, although the risk is dilution of presence,
message and cost efficiencies

 Most events are very well targeted and good strategic outlets for promoting key beef
messaging. However, the events could be more effective and efficient through extended
media relations activities and increased integration with partners

* A gold standard example for future event strategies is the 2009 Washington DC Health &
Fitness Expo in partnership with Balducci’'s, a upscale specialty retailer in the Northeast

¢ Nutrition influencers provide third party credibility and reinforce the nutrition message
with the consumer

* Overall the planning process does a good job of integrating national strategies and
messaging. Opportunities exist to better formalize the process; provide extended and
more creative thinking; and develop more concrete measurements and objectives

Clearly the program has done many things right and has a good foundation in place. |
absolutely recommend continued support for this initiative and have the following
recommendations to improve the effectiveness of the overall public relations efforts:

o Broaden public relations strategies around events to gain extended reach and improve
overall efficiency

¢ Identify and/or develop an event for New York City

o Formalize evaluation of public relations programs and define concrete and consistent
measurements to evaluate program effectiveness

+ Incorporate impression (a media measurement device) goals and cost per impressions
(CPI) into future Authorization Request objectives

» Continue o ensure integration with national program and maintain consistent elements
across all events

¢ Identify opportunities to integrate promotional partners and/or credible spokespeople
¢ Maintain regional nutrition influencer strategy
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THE FY2008 PROJECT EVALUATION AUDIT OF THE
CHECKOFF-FUNDED NORTHEAST & NORTHERN
VIRGINIA AR: P-02-2008 — RETAIL MARKETING

MaAy 2009

SUBMITTED TO:

The Joint Evaluation Advisory Committee

SUBMITTED BY:

Ann Ocana
Ann Ocara Consulting
2461 Spruce Street
Denver, CO 80238
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BEEF BOARD FY2008 NORTHEAST & NORTHERN VIRGINIA AUDIT
RETAIL MARKETING
EXECUTIVE SUMMARY

The beef checkoff is one of the country’s most visible agriculture checkoff programs and it’s
“Beef. It's What's for Dinner” tagline has become well known. Through a strong mix of marketing
efforts the program has succeeded in increasing the overall demand for beef. The objective of
this report is to provide an assessment of the FY2008 Northeast and Northern Virginia retail
marketing Authorization Requests (AR) and make recommendations for possible improvements.
The following conclusions and recommendations are based on a thorough review of available
research and information; interviews with program staff and select producers in the Northeast;
and my experience and expertise.

In reviewing the core elements of the AR it is clear the retail marketing efforts have added value.
At the same time there are opportunities to further improve the effectiveness of the program
moving forward. The following outlines the primary conclusions:

* While data shows that the Northeast is not maintaining pace with national retail sales
numbers, beef’'s share continues to grow in the Northeast. Augmenting the national retail
marketing program in the Northeast is critical and opportunities exist to further penetrate
beef sales

o The staff working on this AR has been effective in establishing relationships and engaging
with independent and regional retailers throughout the Northeast. However, improved
strategic account planning is needed to ensure cost effective use of funds in the future

¢ The staff has leveraged all national programs on a local level. However, formalized
tracking and evaluation will help to evaluate return on investment in the future

o Beef Boot Camps appear to be beneficial in engaging retailers

e Many of the Northeast promotions appear to have been successful in driving incremental
sales but not enough data exists to evaluate whether it is an effective return on investment

¢ Integration with public relations initiatives has the potential to be very powerful

o Overall the planning process does a good job of involving all constituents and strives to
integrate national strategies. Opportunities exist to work more tactically with the nationally
funded retail checkoff program through the National Cattleman Beef Association (NCBA).

Clearly the program has done some good things and has a good foundation in place. The
following recommendations are opportunities to enhance the existing program and better position
beef from a retail marketing perspective in order to provide both sales lift and to keep beef top-of-
mind.

+ Enhance retailer database to include more measurable data

+ Formal evaluations, including key measurements, need to be included with every
cooperative promotional program to assist with future evaluation and planning

¢ Strategic retail account targeting will align limited resources with the right opportunities to
help improve overall cost effectiveness

o Participate in periodic national checkoff retail marketing conference calls with NCBA to
ensure coordination. Preliminary meeting needs to take place to ensure all priority targets
are being covered without duplication

s Maintain beef boot camps on an annual basis

e Continue to leverage the national campaign wherever possible
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