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State Assessment Passes Legislature, 
Provides Necessary Funds for NMBC 
The State Legislature passed new legislation in 2019 that 
reestablished the New Mexico Beef Council’s Council 
Assessment. This voluntary assessment will begin in the 
next fiscal year (July 2019). The NM Beef Council will use 
these funds to continue their important work increasing 
consumer demand for beef both domestically and 
internationally, conducting research, educating children 
about beef production, teaching the food industry how to 
prepare and market beef products and managing issues, 
like alternative meat, that can adversely affect producer’s 
ability to remain profitable and stay in business.

Dear Beef Producer Nation,
Greetings and salutations on a year full of seemingly unending challenges and opportunities! The 
opportunities seem to be simply a matter of thinking outside the box and going where the action is. In 
our fast paced world the answer seems to be in technology, social media and the diverse world of the 
Internet! The “Chuck Knows Beef” virtual beef assistant program and the “Nicely Done” beef program 
have plunged into this virtual world and sounded the trumpet for our industry. The impressive thing 
about this direction of this endeavor is that isn’t just meaningless “eye candy”, but gives the viewer 
context and substance that will stay with them, and provide a tool that they can utilize easily. This 
promotion and education are paramount in showcasing an amazing product that already stands on its 
own for quality, safety, health and happiness values.

The Annals of Internal Medicine recently published research that rescinds the longtime recommendation to eat less red meat. A team 
of international researchers who reviewed more than 130 articles and a dozen randomized trials has concluded that the evidence 
linking red meat to cancer, heart disease, and mortality is flimsy.

The media and various medical organizations immediately attacked the report. The need for the truth by our beef council’s and unbiased 
scientific research is needed more now, than ever!

The challenges we face on a daily basis often keep us from the luxury of being able to maneuver in the fast paced world of today. Our goal, 
as your representative council, is to always bring your product, beef, and the efforts you put into raising and producing the products, to the 
forefront of the populations attention! While social media, technology, and a “right now” mentality are hard to reconcile in our world of long-
term and sustainable production, and an unwavering quest for unmatched quality, we are challenged with the task to bring the two together!

A Ziggy cartoon once stated, “We stand on the brink of “insurmountable opportunity!” I guess we need to “surmount up”!

God bless and God speed.
Matt Ferguson
Chairman, New Mexico Beef Council
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Promotion Programs
DIGITAL ADVERTISING CAMPAIGN
We continue to target Millennials with our digital and 
social media. Our digital advertising is divided into two 
campaigns – display ads and native ads. Display ads, 
like the one adjacent to this story, will appear on your 
favorite website, or game, or app, or information source. 
These ads, when clicked on by the user, direct them to the 
NMBC website where they will find recipes, food safety 
information and industry initiatives. Native ads appear 
as part of the editorial, or content, of the site that you’re 
perusing. The appearance of these ads change depending 
on where they appear to make them blend into the content 
of the page the user is viewing. The combined reach for 
these campaigns was 4.8 million impressions in FY18/19. 

SOCIAL MEDIA CAMPAIGN
Do you follow us on 
Facebook, or Pinterest or 
Instagram? If you do, you’re 
in good company with 
several thousand other New 
Mexicans. If not, then think 
New Mexico Beef Council 
next time you log on to check 
your activity. We have daily 
recipe posts and fun industry 
information that we share 

with NCBA, NM Dept. of Agriculture, NM Cattlegrowers and 
the NM CowBelles. 

NM YOUTH RANCH MANAGEMENT CAMP
NM Beef Council continues 
to work with NMSU Extension 
specialists, County Extension 
agents and members of the 
ranching community to host 
and present the Youth Ranch 

Management Camp. The college-level hands-on curriculum 
includes all things beef, marketing and economics, natural 
resources and range land management. 30 New Mexico 
teenagers enjoyed their week at the CS Ranch.

Public Relations Programs
BEEF, BEER AND WINE
The New Mexico Beef Council 
partnered with the NM 
Department of Agriculture 
as well as local wineries and 
breweries at the 2018 N.M. 
State Fair. NMBC distributed 
delicious Beef Appetizers and 
recipes, and talked with Fair 
attendees about pairing beef 
with their favorite New Mexico 
wine and beer. These “Happy 

Hours” ran both weekends of the Fair. We are grateful for 
our NM Cowbelles who helped serve. 

LINDA DAVIS HONORED WITH  

2018 BEEF BACKER AWARD
Most of us have a Linda 
Davis story. She’s been a 
figurehead of our industry 
for decades. Linda was 
instrumental in getting the 
Federal Beef Checkoff 
passed in New Mexico, she 
is past chair of the NMBC 
and has been inducted into 
the Cowgirl Hall of Fame. We 
appreciate her opening her 
ranch for our Gate-To-Plate 
BEEF Tour. Congratulations, 
Linda!

TEAMS BEEF RUNS A MARATHON
The NM Beef Council 
sponsored and provided 
two teams to run in the 
2019 Shiprock Marathon. 
All the runners received 
packets of beef jerky and 
nutrition information in their 
registration bags. TEAMs 
BEEF competed with nearly 

3,000 other runners and helped raise funds for NavajoYES, 
a program established by the Navajo Nation to promote 
community wellness and youth empowerment.

New Mexico Beef Council
Audited Financials

July 1, 2018 - June 30, 2019
 

Sources

Checkoff and Interest $1,210,809

Uses

Cattlemen’s Beef Board $605,075

National Program Investments 53,283

Promotion Programs (1) 157,818

Consumer Information Programs (2) 129,175

Producer Communication 84,018

Industry Information 600

Collections 89,532

*Administration Cost 85,737

Carry forward to Next Year $5,571

 Total Use $1,210,809

1-Advertising Media, Retail, Food service
2-Health Education, School Programs, Events

*Administration costs after allocation to program development and 
implementation, as prescribed by the Cattlemen’s Beef Board

NEW MEXICO BEEF COUNCIL
NMBeef.com ■ 505-841-9407
Dina Reitzel, Executive Director

Dear Fellow Producers,
Cattle producers have their feet firmly planted in two worlds: The world of tradition, using knowledge and 
skills handed down through the years that help result in vibrant, healthy animals producing the best beef 
in the world, and the world of technology, using the most up-to-date information to help us manage our 
businesses, market our animals and stay abreast of our situations.

Truth be told, most of us are probably more comfortable in the first world. After all, knowing and caring 
for animals comes naturally. Technology can be intimidating and moves so quickly these days that it’s 
just difficult to stay current.

Stay current we must, however, especially when it comes to marketing beef. Consumers no longer get 
their information about beef from friends or the sales flyer in the weekly newspaper. The internet, social 

media, smart phones, artificial intelligence and other emerging technologies are influencing how we must talk with and educate 
those who buy our products.

Our Beef Checkoff is staying abreast of new technologies, using them effectively to reach both current and potential beef buyers. Thanks 
to your checkoff investments, we’re able to keep beef front-and-center with those who consume our product and those who market it.

Research suggests we’re on the right track. A recent independent evaluation of the national Beef Checkoff found that for every dollar 
invested, $11.91 is returned to the beef communities’ profitability. That’s technology we can take to the bank.

Yours truly,

Laurie Munns
Hansel Valley, Utah
Chairman, Federation of State Beef Councils

Riding Technology Into the Future
Twenty-five years ago, having a website meant you were on 
the cutting edge of technology. No longer. Today a website is 
merely the foundation. In 2018 there were more than 1.8 billion 
websites globally, competing for the attention of consumers.

The Beef Checkoff’s Beef. It’s What’s For Dinner. brand has 
successfully attracted a following of consumers through many 
channels, including an updated www.BeefItsWhatsForDinner.
com digital website, which answers questions consumers have 
about beef from pasture to plate. Since its relaunch more than 
15 million people have visited the new website. But that’s just 
the beginning of the Beef Checkoff’s technological footprint.

To keep up with the evolving marketing landscape a new tool 
called Chuck Knows Beef was introduced in 2019. Powered by 
Google Artificial Intelligence, Chuck Knows Beef is a guide to all 
things beef – recipes, cooking tips, cut information, production 
background – helping source its customized responses from 
content found on the BeefItsWhatsForDinner.com website.
Chuck Knows Beef is based on the emerging trend toward 

smart speakers, such as the Google Home and Amazon 
Alexa. It can help the 70 percent of consumers who say 
technical support would help them when shopping for beef. 
Like the BeefItsWhatsForDinner.com website, Chuck Knows 
Beef represents a prime opportunity for the beef industry to 
utilize technology to help increase consumer demand, giving 
consumers confidence in selecting and preparing beef.

Maximizing Millennial Reach
In 2014 Beef Checkoff 
advertising went 100 
percent digital primarily 
to reach older millennial 
parents, who are more 

digitally connected. A 
new “Keep Sizzlin’” 
collection of online 
beef advertising, 
for instance, shows 
beef being cooked 
by grilling, smoking, 

stir-fry, sous vide and cast iron. In addition to providing 
consumers with drool-worthy content, the ads lead consumers 
BeefItsWhatsForDinner.com, where they learn to prepare the 
perfect beef meal.

New videos utilize the “Nicely done, beef” slogan and highlight 
the attribute consumers say distinguishes beef from other 
protein options: its great taste. Appearing on popular websites 
and social media platforms, Nicely Done advertising uses 
tongue-in-cheek humor and beef’s swagger to help position 
beef as the top protein. Nicely Done through social media, 
search or display ads have had more than 98 million video 
views, creating more than 4 million engagements, and resulted 
in more than 500 million consumer impressions.
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Beef. It’s What’s For 
Dinner. has also 
made a significant 
impact on Facebook 
and Instagram. 
Thirteen Facebook 
Live videos, featuring 
recipes and cooking 
tips from checkoff 
culinary experts were 

produced and posted over the past year, with almost 65,000 
views. These videos continue to live on the Beef. It’s What’s For 
Dinner. Facebook page. In addition, six Instagram TV videos 
were posted in 2019 reaching thousands more consumers.

Technology also influences how the Beef Checkoff educates 
and motivates those who market beef. A test last year with 
Instacart, an online delivery service available to more than 80 
percent of American households, demonstrated that Beef. It’s 
What’s For Dinner. ads at digital point-of sale increased beef 
purchases among users and proving to retailers the program’s 
greater-than-average return on investment.

Partnering with other third-party content sites can also be 
useful in addressing complex beef issues. For instance, the 
Beef Checkoff has worked with Quartz, Greenbiz and Nativo to 
ensure consumers see balanced information about how beef is 
both healthy and sustainable. Articles with these groups have 
garnered almost 8.5 million impressions.

Technology is also helping improve international marketing. 
To share beef farming and ranching with audiences across 
the globe, Beef. It’s What’s For Dinner. is making its virtual 
ranch tours available in Korean, Japanese, and Spanish. The 
360-degree videos virtually transport the viewer to a U.S. 
ranch to show how cattle are raised and cared for. Originally 
created by NCBA as part of checkoff-funded Beef. It’s What’s 
For Dinner. Rethink the Ranch outreach, the videos are giving 
audiences around the world a chance to experience U.S. beef 
production practices.

The Beef Checkoff-
funded Beef 
Quality Assurance 
program has utilized 
technology to 
enhance success 
with cattle producers. 
More than 50,000 
individuals have 
gone online to obtain 
BQA certification 
since 2017. Free 
online training 
and certification is 

accessible 24/7, making it a convenient option for busy farmers 
and ranchers. BQA certifications are also available at in-person 
training events. An estimated 80 percent of the U.S. fed beef 
supply is touched by BQA-certified operations.

U.S. Meat Export Federation
Of course, current technology 
will not be a component of 
all Beef Checkoff programs, 
such as international programs 
that boost international beef 
demand. U.S. beef exports, 
in fact, reached a record-
shattering $8.3 billion in 2018, 
a year-over-year increase of 15 
percent. While Japan solidified 
its position as the leading 
international destination for 
U.S. beef, much of the year’s 
growth was driven by South 
Korea and Taiwan. 2019 has 
seen continued momentum for 
these two markets, with both 

achieving double-digit growth through the first half of the year.

The U.S. Meat Export Federation, a subcontractor to the 
Beef Checkoff, uses checkoff support to promote the unique 
attributes of U.S. beef worldwide, including to key buyers in the 
Korean and Taiwanese foodservice sectors, where dry-aged 
U.S. beef is increasingly popular.

In the United States, many other efforts not requiring enhanced 
technology – including personal and face-to-face interactions 
– reach both consumers and those who influence them, such 
as farm-to-fork tours for influencers, discussions with dietitians 
and health professionals, farm-to-fork tours for chefs and other 
influencers and dozens of other outreach efforts.

Being on the front line in today’s marketplace, however, 
requires the beef industry to keep pace with the needs of 
consumers who buy its products. Thanks to beef producer 
investments in the Beef Checkoff, technology and beef can go 
hand-in-hand.

Cattlemen’s Beef Board
Fiscal Year 2018 Expenditures
Promotion. . . . . . . . . . . . . . . . . . . . . . .$9,225,692

Research  . . . . . . . . . . . . . . . . . . . . . . .$8,042,093

Consumer Information . . . . . . . . . . . . $7,345,798

Industry Information . . . . . . . . . . . . . . $3,560,607

Foreign Marketing . . . . . . . . . . . . . . . $7,640,567

Producer Communications . . . . . . . . . $1,179,898

Evaluation  . . . . . . . . . . . . . . . . . . . . . . . .$230,795

Program Development  . . . . . . . . . . . . $295,075

USDA Oversight . . . . . . . . . . . . . . . . . . . $601,681 

Administration . . . . . . . . . . . . . . . . . . . . $1,811,956

TOTAL EXPENSES . . . . . . . . . . . . . . . $39,934,161
Audited Numbers


