
Dear Fellow Producers:

I hope you’ve all had a good summer and are going into winter 
pastures with tall grass.  As you all know, there’s never a shortage 
of issues facing this industry.  While we have enjoyed a short 
reprieve from escalating fuel and feed prices, we’re still assaulted 
with over burdensome regulations, the reintroduction of the 
Mexican Grey Wolf, bovine TB, trichomoniasis and worse, 
falling cattle prices.  

In spite of the challenges, we’ve hit our share of home runs in 
the beef industry.  Beef exports outpaced imports for the first 
time since pre-BSE levels, the value of the chuck has increased 
by 150% due to carcass fabrication research funded with the Beef 
Checkoff, and subsequent research on the round is expected to 
yield an additional increase in the value of the carcass.  Three of 
the five new products include; Country-Style Ribs, American’s 
Beef Roast and the Denver Cut.  All the products are ready for 
commercialization and rollout to the foodservice and retail 
sectors this year.    

Closer to home, the NM Beef Council (NMBC) continues to 
roll out effective programs that address the needs of our state’s 
producers and consumers.  The ever successful “Gate-to-
Plate Beef Industry Tour” teaches key leaders in the state how 
we produce our product, our stewardship practices and the 
economic realities of our industry.  New Mexicans visiting the 
NMBC State Fair Booth learn about the healthfulness of beef, 
enjoy Cowbelle hospitality and sample delicious heat and serve 

beef products.  NM school children attend a beef presentation 
at the Kids & Kows events held around the state in partnership 
with NM State University and the Southwest Dairy Museum.

Our ability to compete domestically and globally is dependent on 
adequate funding of the Beef Checkoff, and efficiently managing 
program dollars during these lean times.    Inflation has eroded 
the buying power of the checkoff, and due to decreased cattle 
numbers, the amount of dollars we collect.  At the state and 
national level, we have cut staff positions, reduced expenses, and 
eliminated marginally effective programs.  Unfortunately, we still 
were forced to cut programs that are effective and important to 
the industry, such as the entire Youth Education Program and 
television advertising, to name two. 

I expect, in the near future, we will be asked to increase the Beef 
Checkoff.  All I ask is for your thoughtful consideration of this 
important decision.  Get the facts through this Annual Report 
and other information on the checkoff, talk to your Beef Council 
Directors and staff and consider the growing challenges and 
possibilities. Our future will depend on this decision.  

Sincerely,

Tom Spindle
NMBC Chairman, 2008-2009 

Tom Bertelle and Bridget Baird Speak at 
Joint Stockmen Meeting
Bridget Baird, Associate Director of Product 
Enhancement for NCBA, and Tom Bertelle, 
Center of the Plate Specialist for Zanios Foods, 

presented a checkoff-sponsored seminar and demonstration for 
producers on the development and upcoming release of beef value 
cuts that were developed through checkoff-funded research, at the 
Annual December Joint Stockmen Convention in Albuquerque. 

NMBC Sponsors Lunch and Speaker for NM Dieticians
At the NM Dietetics Association meeting on April 4, 2008 in 
Albuquerque, the NMBC, with Dairy MAX, sponsored Diane 
Quialiani, a health and nutrition expert from Illinois, as keynote 
speaker. She spoke on “Helping Consumers Live Well: A Positively 
Nutrient-Rich Approach to Healthful Eating.” The NMBC also 
sponsored the delicious beef lunch served to NM’s nutrition 
professionals. 

NMBC Sponsors Inaugural Event
As Fita Witte of Belen was inaugurated as president of the 
American National CattleWomen (ANCW), the NMBC supported 
one of New Mexico’s own with a steak dinner in her honor at the 
ANCW/NCBA Annual Convention. Dozens of Fita’s friends, family 
and professional colleagues attended the event. 

Promotion Programs 
Beef Backer Award Honors  
Governor Bruce and Alice King
To honor extraordinary performance for their 
lifetime support of the beef industry, and 
especially, for their exemplary service as Beef 

Checkoff pioneers, Governor Bruce and Alice King received the 
2007 Beef Backer Award at the 2007 Joint Stockmen Convention in 
Albuquerque. 

Consumer information Programs 
Kids, Kows and More Shines as Teaching Tool  
for Students and Educators
Over 6,000 students from 14 counties participated 
in Kids, Kows and More this year. All who attended 
learned about the critical role in the state’s economy 
played by New Mexico’s hard-working ranch families. 
They also learned about beef quality and production 
issues, as well as where their food comes from, 
ranchers’ stewardship of the land, and the importance 
of maintaining and growing our rural communities. 
Through Kids and Kows, NMBC provides educational 
materials to students and free teaching kits and 
educational materials for instructors, thanks to Beef 
Checkoff dollars. 

Beef Goes to the Fair
The popularity of the NMBC 
Beef Booth with fairgoers 
continued in 2007. Everyone 
who visited the Beef Booth in the 

Manuel Lujan Building was given a big New Mexico 
CowBelle welcome at the attractively-decorated booth. 
Participants eagerly answered Beef Trivia questions on 
nutrition and safety as they attempted to qualify for the 
daily drawing of $50 of beef and the grand prize of a 
year’s supply of beef. The daily beef demos, also a major 

feature of the Beef Booth, continued as one of the 
fair’s best-attended attractions, introducing the 

public to new beef products. 
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ProDuCer CommuniCations  
& inDustry information Programs

NMBC 2008 Gate to Plate  
Beef Industry Tour Most Successful Ever
The 2008 NMBC Gate to Plate Beef Industry 
Tour brought a packed bus of media, 
legislators, educators and other key leaders 

to Southwest New Mexico May 6-7, 2008. 
Visits to the Salvo Ranch in Horse Springs, 
the Hugh B. McKeen Ranch in Glenwood, the 
U Bar Ranch in Cliff, Porter Farms and NM 
Feeding Co. in Deming and Las Uvas Dairy in 

Hatch provided lively, in-depth education for 
all attendees, from the nuts-and-bolts of day-
to-day ranching like branding, to genetics, 
to environmental stewardship, all those in 
attendance reported eye-opening experiences. 

Annual report Keeps Producers in Touch 
The NMBC provides an annual report to 
all producers, informing them how their 
checkoff dollars are invested to promote 
beef and the industry. The report is mailed 

directly to the homes of both NM beef and dairy producers, and it 
is also published in beef industry magazines. Updates and inserts 
on the checkoff are published monthly. NMBC staff and directors, 
as well as national program staff, speak on the checkoff at local and 
statewide producer meetings throughout the year. 

“Tickled Pink” Lunch Honors Women in the Industry
In honor of Fita Witte, new president of ANCW (American 
National CattleWomen, Inc.), Lisa Ogden, first woman 
president of New Mexico Cattle Growers, and Joan Kincaid, 
president of New Mexico Wool Growers, the NMBC held a 
“Tickled Pink” lunch at the Joint Stockmen Conference in 
December 2007. Proceeds from pink caps were donated 
to breast cancer research at UNM and NMSU through 
Cowboys for Cancer Research. 

Letter from tHe CHairman of tHe neW meXiCo Beef CounCiL
TOM SPINDLE, STANLEY, NEW MExICO

neW meXiCo Beef CounCiL
Summary of Sources and use of Funds  
July 1, 2007 thru June 30, 2008

INCOME:  
Checkoff and Interest:  1,205,729.00 100.00
 Total Sources $ 1,205,729.00 100.00%

ExPENDITurES:  
Cattlemen’s Beef Promotion & Research Board  600,708.00 49.82%
National Program Investments  37,752.00 3.13
Promotion Programs
 (Advertising, Media, Retail, Foodservice)  99,333.00 8.24
Consumer Information Programs
 (Health Educators, School Programs, Events)  197,501.00 16.38
Producer Communications  81,345.00 6.75
Industry Information  7,467.00 0.62
Collections  81,143.00 6.73
*Administration Costs  72,177.00 5.99
Carryover Forward to Next Year  28,303.00 2.34

 Total Expenditures $ 1,205,729.00 100.00%
* Administration costs after allocation to program development  
and implementation as prescribed by the Cattlemen’s Beef Board.



aDVertising 
The results of the checkoff ’s “Powerful 
Beefscapes” advertising campaign are 
in! The campaign successfully reached 
89.7 percent of the consumer target 
an average of 16.3 times to help keep 
beef top of mind with consumers, to 
reinforce consumers’ passion for beef 
and to promote beef ’s healthy qualities. 
The Consumer Beef Index Survey 
demonstrated exciting campaign 
results related to the way consumers 
perceive beef. The survey showed 

that beef is now more likely to be viewed as a “smart choice” 
that provides a balance of taste and nutrition – a product that 
consumers can feel good about eating. 
  
fooDserViCe 
Foodservice continues to be beef ’s primary channel to consumers. 
In 2007, more than 8.6 billion pounds of beef moved through 
foodservice, representing $27.5 billion wholesale purchases by 
restaurants and institutions in the United States. In FY 2008, 
the BEEFlexible promotion and trade advertising campaign was 
redesigned to compliment the striking “Beefscapes” consumer 
ads. Trade advertising featured new beef cuts in trendsetting 
global cuisines, along with companion recipes available by request 
or through www.beeffoodservice.com. To reach potential menu 
influencers, the foodservice marketing team, working with state 
beef councils, hosted five culinary workshops aimed at providing 
60 leading restaurant chefs with hands-on experiences in using 
new beef cuts. 

retaiL
In FY 2008, one checkoff-
funded retail marketing strategy 
targeted Hispanic consumers. 
The retail team produced a 
Hispanic Marketing Toolkit 
that increased beef sales among 
participating retailers by an 
average 29 percent, which led to 
the retail program being tapped 

for the prestigious Effie Award from the American Marketing 
Association. In other activity, the retail program continued 

its proactive partnerships with supermarkets and state 
beef councils. Summer grilling promotions sizzled with 

the help of partners Kraft A1, Anheuser Busch and 
Sutter Homes. Work also began on the innovative 
Beef Alternative Merchandising program, aimed at 
helping consumers save money while still enjoying 
great tasting steaks.

Beef innoVations grouP
It was a milestone year for 
the Beef Innovations Group 
(BIG). Technical work on the 
beef round resulted in five 
new product applications that 
will eventually be marketed 
commercially. BIG is also 
preparing to take business 
cases, along with samples 

of 10 new convenience-oriented beef products, right to food 
manufacturers. Four new industry partnerships were formed 
with Hormel, Schwan’s, Colorado Premium and American 
Foods Group. BIG also successfully launched its all-new beef 
innovations contest, which was won by Smithfield’s “Texas 
Hold’um” sandwich. This product will roll into the foodservice 
market in fall 2008. 

VeaL
In FY 2008, the veal program focused on increasing demand 
though foodservice initiatives to introduce and promote the 
use of new veal cuts in the casual theme restaurant segment. To 
strengthen the marketing environment for veal, producers and 
allied industry leaders also emphasized veal quality assurance and 
issues management leadership. In FY 2009, new retail initiatives 
will expand partnerships with veal packers and state beef 
councils. 

CuLinary Center 
FY 2008 was another sizzling year at 
the Culinary Center. Recipes were 
developed for programs in retail, new 
products, foodservice, advertising, 
veal and nutrition. The new chuck roll 
cuts were photographed and assigned 
specific cook timings. The center’s 
extensive recipe and photo database 
was revamped to support the all-new 
BeefItsWhatsForDinner Web site. 
Additionally, “Creating Crave” materials 
were redesigned and updated, including 

new information from “The Chemistry of Flavor” checkoff-
funded study. 

nutrition
The checkoff ’s investment into research and planning an industry 
response to the release of the World Cancer Research Fund/
American Institute for Cancer Research Second Expert Report on 
Cancer produced an invaluable ROI when red meat and its link 
to cancer turned out to be only part of the story, rather than the 
story. Consumer surveys conducted before and after the report 

was released found a significant increase in people saying they 
had seen, heard or read something in the past month about food 
and chronic disease and, specifically, about red meat and cancer. 
However, despite these responses, consumer attitudes regarding 
cancer risks and their association of foods, including beef, and 
cancer did not change.
 
nutrition infLuenCer eDuCation 
Based on the very successful 2007 Protein Summit, the Nutrition 
Influencer Education Program helped place a protein supplement 
in the May 2008 edition of American Journal of Clinical Nutrition, 
a leading publication for nutrition influencers. The nutrition 
team distributed a comprehensive electronic resource kit to key 
thought leaders that included a link to the supplement, along 
with additional protein information. Utilizing checkoff funding, 
the nutrition team also sponsored an educational meeting with 
the Washington State Beef Commission and the Florida Dietetic 
Association to relay the benefits of the protein in lean beef to key 
nutrition professionals. 

safety
Foodborne illness and recalls in FY 
2008 supported the continued need for 
beef safety research, dissemination and 
outreach programs. Checkoff funded 
programs advanced the knowledge of 
pathogens with a focus on E. coli O157:H7 
while tracking other E. coli species 
responsible for increased human illness. 
Training materials developed through 
the Beef Industry Food Safety Council 
continue to be utilized by all sectors of the 
beef industry to address safety threats.

issues & rePutation management
A May 2008 public opinion survey found that consumer confidence 
in beef safety rebounded from 86 percent in February 2008, 
following the Hallmark recall, to 91 percent, two points higher 
than the confidence measure in May 2007. That survey also 
found that 97 percent of Americans support raising cattle for 
food if farmers and ranchers provide good care and treat animals 
humanely. The work of Issues Management in protecting the 
marketing climate for beef from potentially damaging issues in food 
safety, nutrition, the environment and animal welfare has been an 
integral part of beef checkoff investments since the program began.

PuBLiC reLations
In FY 2008, checkoff-funded public relations efforts generated 
over 5.5 billion media impressions from recipe distribution, as 
well as the promotion of beef nutrition and beef safety. Beef 
recipes, preparation and cookery techniques generated more 
than 5 billion media impressions in major consumer news 
media outlets. The Public Relations team also works with the 
news media to provide consumer information about beef and 
beef production. Additionally, the PR program also delivers 
information to consumers through several web sites, including 
BeefFromPasturetoPlate.org, BeefItsWhatsFor Dinner.com and 
BeefNutrition.org. 

youtH eDuCation 
The Youth Education Program successfully piloted a School 
Wellness Seminar series in several states. Attendees learned from 
a third-party childhood nutrition expert about the need for good 
nutrition in the diets of young people. Attendees received toolkits  
to help them implement nutrition education programs in their  
own schools. 

foreign marKeting
With the reopening of South Korea, U.S. beef has now regained 
access to almost all major global markets. In FY 2008, U.S. beef 
exports worldwide amounted to 950,000 metric tons (2.09 billion 
pounds) valued at $3.4 billion – an increase of 29 percent in 
volume and 38 percent in value over FY 2007. Exports during 
August 2008 set an all-time monthly record in terms of value at 
$416 million – surpassing the previous record of $387 million set 
in June 2003. 

CBB CommuniCations
CBB communications launched www.myBeefCheckoff.com, a 
Web site for producers, as well as a corresponding producer 
communications print and radio campaign. The communications 
team also produced the 2007 CBB Annual Report; participated in 
11 industry trade shows; produced checkoff brochures for dairy 
and beef producers; and prepared some 20 newsletters aimed at 
CBB members and other producers.

nationaL Beef CooK-off®
The FY 2008 program public relations activities resulted in 1,175 
media placements and over 162.8 million impressions, surpassing 
the 2006 actual impressions (127 million) by 28 percent. A key  
beef message – permissible passion – was delivered in 90 percent  
of event/post-event media placements. Since September 2007,  
some 416,000 cook-off recipe brochures have been distributed  
to consumers. Between Jan. 1, 2007 and Oct. 1, 2008, the  
www.beefcookoff.org web site had 142,459 sessions, while total 
page views grew 45 percent, to 354,117.




