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1 
Beef Industry Long Range Plan 

Background 

1. Beef Industry Long Range Plan 

!   Developed every five years 

!   Approved at 2015 summer conference 

!   Engaged 16 experts representing industry sectors 

!   Conducted SWOT analysis 

!   Developed core strategies 

!   Defined and prioritized initiatives 

!   Developed key measures of success 
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Major Themes 

1. Beef Industry Long Range Plan 

!   Research 

!   Consumer Preference 

!   Health Perceptions 

!   Perceived Value 

!   Millennial Power 

!   Production Practices 

!   Global Opportunity 

Vision 

1. Beef Industry Long Range Plan 

To responsibly produce the most 
trusted and preferred protein in 

the world. 

Drive Growth in Beef Exports 
GOAL:	By	2020,	grow	the	value	of	U.S.	beef	exports	as	a	percent	of	total	beef	value	from	EOY	
2015	benchmark	to	at	least	16	percent.	
	
	
	
	
	
	
	
	
	
	
 

Protect and Enhance the Business and Political Climate for Beef 
GOAL:	Establish	benchmark	and	set	goal	for	percent	of	producers	who	believe	that	the	beef	
industry	is	effecHvely	addressing	opportuniHes	and	challenges	in	a	way	that	enhances	the	
business	climate	for	beef.	(Strongly/Somewhat	Agree)	
 
 
 
 
 
 
 
 
 
 

Grow Consumer Trust in Beef and Beef Production 
GOAL: By 2020, increase percentage of consumers with a high level of trust in beef and beef 
production to 36%.* 
 
	
	

	
	
	
	
	
	
	
	

Long Range Plan Vision 
 

To	responsibly	produce	the	most	trusted	and	preferred	protein	in	
the	world.	
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Core Strategies 
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Promote and Strengthen Beef’s Value Proposition 

14.3% 

32.8% 

GOAL  
Increase 

2% 
annually 
based on 
year-end 
demand. 

*Details on trust algorithm available upon request. 

GOAL: 84% 

May, 2017 

32.0% 

GOAL: 77% 

15.8% 

Market	Research	Toolbox	–	Qual	and	Quant	

1-2	Ques?ons	

2-10	Ques?ons	
Focused	Outside		

Tool	–	Google	
•   Very	inexpensive	
•   Fast	…	1	day	
•   Internally	conducted	

•   What	type	of	meat	
will	you	be	grilling	
for	the	Father’s	Day	
weekend?	

Tool	–	Toluna	
•   Quite	inexpensive	
•   Fast	
•   Internally	conducted	
•   More	complicated	

surveys	can	be	
conducted	

•   Do	you	batch	cook?	
•   What	informaUon	

about	beef	would	
be	most	helpful?	

•   Awareness	and	
pillar	survey	being	
conducted	this	way	

Tool	–	Millennial	
Listening	Panel	
•   Fast	tracked	admin,	

project	definiUon	

Tradi?onal	
Outside	

•   RFP	Sent	Out	
•   Team	oversees	

every	step	of	the	
process	from	
screening	to	final	
report	

Unique	Service	Provider	

•   Trackers	and	defined	
methodology	projects	

1. Beef Industry Long Range Plan 

2 
Audience Evolution 

Food and Health 
Involved 

(2007 – 2013) 

History of Target Audiences 
2. Audience Evolution 

•   Taste and nutrition 
campaigns 
combined 

•   Higher beef 
consumption 

•   Food and Health 
Involved Influencers 

•   Shift predicated on: 
o  Population 
o  Ability to target 

effectively in 
social media. 

o  Channel 
opportunities 

•   Older Millennial 
parents –very pro-
beef.    

•   Increased beef 
consumption  

•   More interest in 
production 

Millennials 
Older Millennial 

Parents 
(2013 – 2017) 

Older Millennial 
Parents 
(2018) 

Broader Target 
Audience 

•   Adults 20 - 44 
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3 
Beef Product 

Base: Total (N = 1,000+ per wave) 
Q.35/36: Considering all you know about beef/chicken, would you say the positives of beef/chicken outweigh the negatives or do the negatives 

of beef outweigh the positives? 

Attitudes towards beef have increased steadily.  Chicken perceptions, 
especially Bucket 1, exceed beef 

46% 
49% 52% 51% 49% 44% 

27% 25% 27% 30% 29% 49% 

18% 17% 15% 14% 16% 
5% 

8% 9% 
6% 5% 6% 

2% 

Bucket 1  
Positives strongly 
outweigh negatives 

Bucket 2  
Positives somewhat 
outweigh negatives 

Bucket 3  
Negatives somewhat 

outweigh positives 

Bucket 4  
Negatives strongly 
outweigh positives 

Beef Chicken 

78% 

2008 
2014 2015 

 

2016 

Jul ‘17 

73%   

Trend for Chicken  2012 2013 2014 2015 2016 2017 

Total ‘Positives outweigh’ (B1/B2) 89% 90% 91% 90% 90% 91% 
 -  Bucket 1 45% 45% 43% 41% 45% 47% 

" 

2017 

#2   

(Previously 
shown - 
Web 1.0) 

Web 2.0 

(7%) 
(16%) 

(50%) 

(27%) 

The 
Consumer 
Beef Index 

93% 

3. Beef Product   

Key:  Significant change in longer-term annual trend (#") and/or in year-ago wave differences ($%)  

•   . 

16% 
26% 

51% 

74% 

12% 

17% 

15% 

7% 

27% 

26% 

17% 

8% 

41% 
30% 

16% 
9% 4% 2% 1% 1% Over 7 

Bucket 1 
Positives strongly  

outweigh negatives 
(2.6 use ave.) 

Bucket 2 
Positives somewhat 
outweigh negatives 

(1.9 use ave.) 

3 to 6 

Two 

One 

None 

Bucket 3 
Negatives somewhat 
outweigh positives 

(1.2 use ave.) 

Bucket 4 
Negatives strongly 
outweigh positives 

(0.6 use ave.) 

2013-16  137     
                                                    

 106               69 
                                                

 38 
 (off  14%)                         (off  23%)                    (off  21%)                 (off  33%) 

2008-12  160                        138                     87                 57 

Annualized Beef Occasions/Uses (mean) 

72% 

18% 
34% 

58% 

Last Week Beef Usage In Bucket Segments: 
There are light and heavy users within every bucket 

Trend Through 2016 

Base: Bucket 2013-2016 N= 2,077 / 4,036 / 1,335 / 593                                          
Q.19: Thinking about all of your meals – breakfast, lunch, dinner and snacks – both at home and away from home, how frequently do you eat each of the following types of food? Q.

20: How many times did you eat this type of food in the past week, either at home or at a restaurant?  
. 

3. Beef Product   

95% 
90% 86% 80% 78% 76% 

92% 

71% 74% 
80% 

73% 75% 

90% 

71% 

88% 84% 91% 
85% 

Importance Beef Performance Chicken Performance 
Extremely/Very Important 
Agree Completely/Somewhat 

Great	
Tas?ng	

Good	Value	
for	the	
Money	

Extremely	
Safe	to	Eat	

Good	Results	
Consistently	 Balance	of	

Taste	and	
Nutri?on	

Top	6	Most	Important	Factors	to	Consumers	–	At-Home		

Base:	Split	sample	(N	=	489)		
Q.13a:	How	important	is	each	of	the	following	characterisUcs	when	choosing	whether	to	have	beef,	chicken,	fish,	pork	or	other	main	dish	alternaUves	for	dinner	at	home?	Q.32a:	

How	much	do	you	agree	or	disagree	with	each	of	the	following	statements	when	eaUng	each	food	type	at	home.		

Key:		Significant	change	in	year-to-year	trend	(#")			

#	

#	

#

#

Source:		Consumer	Beef	Index,	August,	2017	

Fits	a	
Moderate	

Food	
Budget	

#	
#	

3. Beef Product   

“Product” Performance Trends – At Home 

30% 

40% 

50% 

60% 

70% 

80% 

90% 

100% 

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Great Tasting 

Safe to Eat 

Always Tender 
(Web 1.0) (Web 2.0) 

Key:  Significant change in longer-term annual trend (#") 

Agree Completely/Somewhat 

 
How much do you agree /disagree with each of the following when eating beef at home? 

Source:		Consumer	Beef	Index,	August,	2017	

3. Beef Product   

55% 

45% 

43% 

42% 

56% 

49% 

49% 

45% 

64% 

53% 

59% 

52% 

26% 

19% 

17% 

17% 

26% 

21% 

17% 

17% 

31% 

20% 

18% 

15% 

Total 

BTA 20-44 

OMP 25-36 

Older Millennial Parents are inquisitive about culinary pursuits and beef 

Base: Total (N = 1,011), BTA 20-44 (N = 506), OMP 25-36 (N = 141) 
Q.49: Using a scale of “0” to “10,” where a “10” means agree completely and “0” means disagree completely, how much do you agree or disagree 

with each of the following statements?  
. 

Page 1 of 2 

Cook meals frequently  
 
 
 
 

Willing to try new beef cuts/recipes 

Seek out new meal ideas 

Cooking to express creativity 

Strong Agreement 
(Top 3 Box) 

Agree Completely 
(Top Box) 

Food and Health Mindsets 

&

% 

&

&

Key:  Significant change in longer-term annual trend (#") and/or in year-ago wave differences ($%) and/or higher/lower than non-segment (&')  

%

" 

%

#2   

3. Beef Product   
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Bucket 4 

 
 

 
 

Bucket 3 

 
 

 
 

Attribute Bucket 1 

Consumption 

Size of Bucket 

Beef Taste 

Vegan or 
Flexitarian 

Beef vs. Chicken 

General 
Nutrition 

Beef as Protein 

How Cattle are 
Raised 

Production 
Practices 

Summary of Conclusions 
Bucket 2 

 
 

 
 

3. Beef Product   

Base: Those planning to eat more beef (N = 169) 
Q.38d: As you noted earlier that you plan to eat more beef, how important or what impact does each of the following have on your decision to 

eat more beef? 
. 

Reasons planning to consume more beef include a variety of factors, from taste to price 
to knowledge to comfort with food safety and production practices. 

35% 

36% 

28% 

30% 

31% 

30% 

33% 

24% 

24% 

28% 

77% 

76% 

73% 

73% 

72% 

71% 

71% 

63% 

59% 

57% 

Quick and easy meal  

Prefer the taste of beef 

The right choice for more occasions 

Learned new ways to prepare beef 

 Adding protein to your diet  

 More of a family favorite 

 Great prices at stores 

Lean beef fits a healthy diet  

Less worried about safety of beef 

Feeling comfortable with how beef raised 

Extremely important Very important 
Among consumers (14%) who plan to eat more beef  

% 

#4   

#2   

#4   

2014 2015 2016 2017 

15% 16% 15% 14% 

Key:  Significant change in longer-term annual trend (#") and/or in year-ago wave differences ($%)  

% 

#4   

#4   

%  

17 point gain over 
past 4 years 

15 point gain over 
past 4 years 

3. Beef Product – Eating MORE  

31% 

36% 

36% 

32% 

31% 

31% 

35% 

29% 

27% 

29% 

24% 

23% 

66% 

65% 

63% 

61% 

55% 

54% 

Extremely important 
Very important 

(19%) who say they are eating less beef  

HEALTH REASONS 

OTHER MEATS SEEM HEALTHIER 

CONCERNED ABOUT ‘FACTORY FARMING’ 

LIMITING FAT IN THE DIET 

EATING MORE PLANT BASED PROTEIN 

LIMITING CHOLESTEROL 

Base: Those planning to eat less beef (N = 157) 
38f: As you noted earlier that you plan to eat less beef, how important or what impact does each of the following have on your decision to eat less beef? 

2012 	Change	
		55 			+11	
	
	
		-- 			--	
	
	
		55 			+8	

		56 			+5	

		39 			+16	

		35 			+19	

Source:		Consumer	Beef	Index,	August,	2017	

Why	It’s	Important	Reasons to eat less beef are largely about nutrition, but production concerns are climbing 

3. Beef Product – Eating LESS 

4 
Beef Production 

16% 19% 

6% 
11% 

 
Q.12/13: Considering all you know about beef, would you say…? Q.21/22: Thinking specifically about how cattle are raised for food in the U.S., do you believe that…?  
 
 

Beef	 How	CaXle	are	Raised	

Bucket	1		
PosiUves	strongly	
outweigh	negaUves	

Bucket	2		
PosiUves	somewhat	
outweigh	negaUves	

Bucket	3		
NegaUves	somewhat	
outweigh	posiUves	

Bucket	4		
NegaUves	strongly	
outweigh	posiUves	

&	
&	

'	

%	

49% 44% 

29% 
26% 

71%	
78%	

October, 2016  Consumer Image Index,                   
August, 2017 Consumer Beef Index 

Perceptions about how “cattle are raised” have been on an upswing.         
A 15% historical gap with beef perceptions has been falling.  
 

4. Beef Production The 
Consumer 

Image 
Index 

Science	is	Affec?ng	
Consumer	Decisions	in	

New	Ways	

Importance Versus Performance – Total Market 

83% 82% 82% 
78% 77% 

74% 
64% 

60% 
64% 

51% 
46% 45% 

63% 
59% 61% 

50% 
45% 46% 

Extremely/Very Important Beef Performance Chicken Performance 

 
Q.16: How important is it to you that U.S. meat industries…? Q.23: Now, just thinking about chickens or cattle raised for 

food, how much do you agree or disagree with each of the following statements about each of these two industries 
in the U.S.?  Source: 2016 CII  

Strict processing 
sanitation 
guidelines	

Hold consumers’ 
safety as utmost 

in importance	

Dedicated to 
animal health	

Openly share 
information with 

the public	
Products free of  
added hormones	

Use antibiotics 
responsibly	

Safe For My Family  Animal is 
Cared For 

Industry is 
Transparent 

Antibiotics 

# # 

# # 

# 
# 

#2 #2 

# 

Hormones 

#2 #2 
#4 #3 

Important factors regarding production include safety, animal welfare, 
transparency and  

4. Beef Production 
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The consumer is not knowledgeable about production, but expresses a strong 
desire to know more.  

77% 

46% 

Importance Beef Agreement 

Openly Share Information 
with the Public 

Familiarity with How 
Cattle are Raised 

33% 

Source: 2016 Consumer Image Index 

4. Beef Production 

57%	MenUon	a	Concern	

Consumers	Are	Concerned	–	2016	CII	Unprompted	Concerns		

29%	
Treatment	of	

Cahle	

15%	Safety/
Tainted	
Product	

10%	
Hormones	

9%	
AnUbioUcs	

Source: 2016 Consumer Image Index 

Consumer have a range of concerns about our production process.   

4. Beef Production 

THANK YOU 


