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What'’s Your “BEEF”?
Time To Tell Our Story!

Rob Eirich
Nebraska Director of BQA &
Extension Beef Educator
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98% of U.S. Consumers Have No
Connection With Production Agriculture
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Today’s US Consumers Have More
Food Choices Than Ever Before!
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Factors Influencing Consumer
Food Choices

Factors Influencing Food Choices
(n=1208)

1. Taste (95%)

2. Cost (84%)

3. Nutritional
Value (83%)

NI extension

Factors Influencing Consumer
Food Choices

Same factors dominate in 2017

Taste, prie, healthfuiness are top factors; brand was added this year

Drivers of Food/Beverage Purchases

FOOD & HEALTH SURVEY
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Concerns About Their Food Supply

Food Safety Concerns
(n=1208)
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Concerns About Their Food Supply

Confidence in food supply down slightly
" )

Confidence in Safety of Most Important Food Safety Issues Today
U.S. Food Supply

FOOD & HEALTH SURVEY
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Where Consumers Get Food Information

Where Consumers Get Food
Information (n=1208)
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Where Consumers Get Food Information

Healthcare professionals are top source
Friends and family are also heavily relied upon, even more than diefitians

Sources for Information About Which Foods to Eat/Avoid
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FOOD & HEALTH SURVEY
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Take Home On Consumers!

- Taste and Eating Satisfaction is top influencer

« Consumers want the best value on price

* Nutritional Value and Healthfulness are important

« Consumers are concerned with Food Safety

« Consumers are confused by marketing labels on food

» Consumers find most food information online

« Labels continue to be read for food information

« Consumers also get food information Family and Friends

What Does It Mean To US?
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How Can We Be Involved?
* Communication
* Transparency
, The biggest
communication problem
is we do not listen to
: understand.
I We listen to reply.
N exrension
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What’s Your Flight (Comfort) Zone?

Blind

Flight Zone Handler Position

A to Start Movement
B to Stop Movement

Point of Balance

Figure 1. Fight zone
Taken fom “Tne Cafte Incusty's Guiasinas for the Care and Handing o Cate®, Natoal Catlemens Beet Assocaton

N exrension

11/19/17

Where Are We Comfortable?
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Cattle Producer Flight (Comfort)
Zone

Cattle Producer

Flight or Fight Animal Rights

Point of Balance

Zone Antibiotic Free

Animal Abuse
Non Hormone
Antibiotic Resistances.

Blind Spot Anti GMO

Stockmanship
Organic

Sustainability

Natural

Antimicrobial Stewardship

PETA/HSUS
Natural Resource Management

Environmental Stewardship

Family Values and Heritage

Animal Care / Well-being

Eirich, RBCS 2017
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How Do We Communicate Our

Beef Story?
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» Know The Facts and Science
« Masters Of Beef Advocacy (NCBA)
« Beef Councils (National or State)
- Beef Quality Assurance (BQA)
« University Extension
* Nebraska

* Beef.unl.edu

* Food.unl.edu

* BQA.unl.edu
+ Ag Advocacy Organizations

« But Don’t Bury Them in the Science
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How Do We Communicate Our
Beef Story?

« Find Common Ground or Interest |
« Family
+ Common Values
* Location/Hometown
« Similar Interests
* Environment
* Pets
« Sports
* Hobbies
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How Do We Communicate Our
Beef Story?

« Build Trust By Having Open Discussions
« Start with the Common Ground or Interests
- Listen and Stay Calm
« Honest/Transparent
« Talk About Why You Do What You Do
* Don’t Bury Them in the Science
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How Do We Communicate Our
Beef Story?

« Tell YOUR Beef Story
« Talk About YOUR Operation
« Tell Why It Is Important To YOUR Family
« Tell Why You Do It That Way
« Talk About Feeding Their Family and Your Family
« Don’t Put Down Each Other In Our Beef Community
* There Is Room For All Of Us!
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The Beef Story Challenge
(The Multiplier)

- 2 Beef Story Conversations Per Month
« 24 Beef Story Conversations Per Year

» Encourage Each Consumer Tells 2 Other Consumers
Per Month

« Total Conversations = 6,142
« Average Attendance at the RBCS = 800

4,913,600
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How Do We Communicate Our
Beef Story?
« Know The Facts and Science
« Don’'t Bury Them in the Science
« Find Common Ground or Interest
« Build Trust By Having Open Discussions
« Tell YOUR Beef Story
N extension
It’s Time To Tell Your Beef Story!
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Rob Eirich, Extension Educator
Director of Beef Quality Assurance

308.632.1230
reirich2@unl.edu

Nebraska BQA
BQA.UNL.EDU
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