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Driving Retail Beefin 2007

The beef checkoff program plans to build upon successful initiatives to increase beef
share and sales in this coming year. By Bryan Salvage

Ilin all, 2006 was “a very good year
Afor the beef industry,” says Randy
Irion, directar of retail marketing for
the Mational Cattlemen’s Beef Association
(NCBA), which contracts to manage retail
pragrams for the beef checkaff, Demand
for beef remains strong. Beef dollar sales
and pound sales, $15.2 billion and 4.2
billion pounds, respectively, went up 1.6
percent for dollar sales and 2.6 percent
for pound sales, based on Freshlook data
for the 52-week period ending October
29 2006—and this was despite increased
supplies of other proteins,
“We're very pleased to see the Ameri-
can consumear continues to choose besef at
the retail case even in light of its relatively

“We're very pleazed to =ee the American consmner
confinue to choose beef at the retail caze eveninlight of

itz refatively higher costs compared o other proteims,”
—Randy Irion, director of retail marketing, Mationsl
Cattlesnen's Beef As=iation.

higher costs compared to other proteins,
Incn says.

Retailers Give Their Thoughts

In 2006, the besf checkoff funded the
Retail Industry Thought Leader Survey, a
follow-up to a survey conducted in 2003,
“[In 2006] we talked with l=ading retailers,
as well as a couple of packers and proces-
sars, o learn what they thought the issues
facing theirindustrywere—and whatthey
were looking for from our beef check-
off program to assist them with growing
beef demand in their retail operations,
Iricn says.

MCBA leamed that labor and training
are two major areas of interest for retailers,
and they discovered thatcross-promaotions
offer the besf industry great potential and
opportunities for future growth. Customer
education isalso a high priority.

“Consumers are really constrained by
the amount of time they have to prepar
besfand theirlimited cooking knowledoe”
Irion says. “There is a need for more infor
maticn at the meat case to help consum-
ers prepare the kind of meals they desire
to serve their families.”

The beef industry’s Easy Fresh Cook-
ing label program is helping to build de-
mandand sales. In 2005, the besf checkoff
teamed up with the Mational Pork Board
and Yerecic Label to create the Easy Fresh
Cooking program, an evolution of the
original Beef Made Easy label program.
The labels include a photo and recipe in
addition to cooking directions. The Easy
Fresh Cooking program provides retailers
with on-pack labels and other POP ( point-

of-purchase) materials for the entire meat
Case.

“We have seen an increase in the pick-
up ofretail operations using the Easy Fresh
Cookinglabel today, Inon says. At any one
pointin time, there are about 17 000 super-
markets using either a form of the original
Beef Made Easy label program orthe newer
Easy Fresh Cooking label program.”

Summer Grilling Meats Up Again

The beef checkoff's 2006 Summer Grill-
iIng campaignwas a success."We were very
pleasad with the rsults of aur 2006 Sum-
mer Grilling carmpaign,” Irion says, “Fresh-
Look Marketing data show that during the
18-week Summer Grilling program, beef
anilling cuts accounted for 67 percent of
beef dollar sales. Besf's share, 56 percent
of total meat dellar sales, increased by 0.7 5
percent —versus the 2005 program. Beef's
share of pounds was at 44 percent of tatal
pound sales — an increase of one percent
frorm 2005 totals”

Whats more, 45 percentof all "4 adver-
tising features ("4 ads are the most domi-
nant ads on a newspaper ad page) durng
the summer of 2006 were for beef, acoond-
ing to Promodata, the tracking service used
by the beef checkoff to measure retail fea-
ture activity. Branded programs played a
rajor role in increased A" ad activity.

“New partners will participate in the
2007 Summer Grilling program to extend
the impact of the beef checkeff” Irion
says. The Wisconsin Milk Marketing Board
is one new partner, promoting Wisconsin
Chesse. "We have a cheeseburger proma-
tion planned far Father's Day"ldan explains.
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