
Advertising 
While “enjoyment” print and 
radio advertising ran to fuel 
consumers’ passion for beef, 
nutrition ads worked to set 
the record straight about 
beef ’s great nutrition story. 
In a recent tracking study, 

73 percent of consumers felt better about 
eating beef after seeing the nutrition ads. 
The total campaign, including enjoyment 
and nutrition, ran from January through 
Labor Day and reached 96 percent of 
adults 18 times, at less than half a cent 
each time.

retAil
Retail marketing executed 
another impactful Summer 
Grilling Campaign in 
2006. The outreach 
was a combination of 
promotional efforts that 

included development of point-of-sale 
materials, partnering on freestanding 
inserts and radio advertising. More than 
15,000 point-of-sale pieces, including 
posters, case dividers, wobblers and 
iron man signs, were distributed by 22 
beef councils. Additionally, 27 retailers 

partnered on tagged radio heard on 93 
stations in 44 markets. This campaign 
had a significant impact, as dollar sales 
increased by more than $95 million, and 
pound sales increased by more than 52 
million pounds. 

Foodservice 
A fully integrated foodservice program 
has added a new beef product to the 
menus at Golden Corral restaurants. 
A robust partnership started with the 
introduction of the Applewood Sirloin 
Filet. Golden Corral sold 53 million 
pounds of beef products last year and 
expects to increase that figure by more 
than 5 percent in 2006. In addition, the 
beef industry recognized Golden Corral 
through another strong foodservice 
program, the checkoff-funded Beefbacker 
award, for the most innovative chain 
menu.

new Products 
It has been an exciting year for the 
checkoff-funded Beef Innovations Group. 
The five major initiatives — the launch of 
the Savory Steak Sandwich; the shredded 
beef awareness campaign; new value cuts 
from the chuck roll being developed; and 

consumer testing of youth and handheld 
(convenient) new beef product concepts — 
are growing in momentum. 

veAl 
The checkoff 2006 veal 
program had its largest 
media event in history. 
The event was an Iron Chef Competi-
tion between five teams made up of media 
participants, each captained by a celebrity 
chef. It was held at the Art Institute of 
New York City. Each team had to create 
and prepare two veal recipes using specific 
cuts of veal. The overall winning team 
went to Team Chef Alex Guarnaschelli of 
Butter in NYC.  

culinAry center 
In 2006, things were 
certainly sizzling at the 
checkoff-funded Culinary 
Center. The culinary  
center reprinted an 

updated version of “Creating Crave.” 
The center was also busy supporting the 
launch of The Healthy Beef Cookbook, 
completing applied cookery timings for 
gas grills and creating recipes for many 
program areas. 

sAFety 
The beef industry is being recognized 
by government agencies and consumer 
groups for effective safety systems and safe 
products. Much of this success is a result 
of checkoff-funded beef safety research 
that has developed interventions, fostered 
communication among all industry sectors 
and advanced the knowledge of foodborne 
pathogens and their prevalence in the  
beef chain.

nutrition
The checkoff partnered with the American 
Dietetic Association on the successful 
launch and marketing of The Healthy 
Beef Cookbook to health professionals, 
consumers and media. Reaction has been 
outstanding, with health professionals 
recommending the cookbook as a resource 
for a healthy diet. The book has also 
garnered more than 346 million positive 
beef nutrition media impressions. 
 
HeAltH ProFessionAl educAtion
Thirty-eight checkoff-funded nutrition 
seminars were conducted across the 
country in 2006 for a variety of health 
professionals, including dietitians. More 
than 7,500 individuals attended these 
events, where the popular “Live Well” 
toolkit was utilized and distributed, as  
were a variety of printed materials about 
beef as part of a healthy diet. 
 
issues MAnAgeMent 
A public opinion survey in September 
2006 found consumer confidence in the 
safety of beef from “mad cow” disease 
at the highest level ever – 94 percent. 
In addition, beef receives the highest 
marks of all proteins when consumers 
award grades for food safety. Managing 
potentially damaging issues such as  
BSE and foodborne pathogens such as 
E. coli have been integral to beef checkoff 
investments since the program began. 
 
Public relAtions
From the “Today Show” to Bon Appetit, 
checkoff-funded public relations generated 
more than 4.6 billion impressions. More 
than 667 million media impressions 
delivered the nutrition messages 
about lean beef to consumers. Nearly 

half of this was a result of activities 
promoting The Healthy Beef Cookbook 
and included coverage in numerous 
daily newspapers and TV stations 
across the country. The program drives 
positive messages about beef through 
consumer outreach, including the www.
BeefItsWhatsForDinner.com Web site. 

youtH educAtion 
“Choose Well” is a math and 
nutrition classroom program 
funded by a grant from Pfizer 
Inc. and the beef checkoff 
program. Through the 
standard math curriculum, it 
helps fourth and fifth-grade 
students develop healthy 

habits by learning the basics of good 
eating and the importance of physical 
activity. Not only is “Choose Well” 
being promoted to curriculum directors 
nationwide, it is also being marketed to 
registered dietitians as an opportunity to 
provide their local schools with resources 
addressing the childhood obesity crisis. 
 
Foreign MArketing 
Nearly three years after 
the first discovery of 
BSE in the United 
States, access to some 
major markets is still slow in 
coming, exports of U.S. beef and beef 

variety meat continued to grow through 
fiscal year 2006, recovering to nearly half 
of the record sales levels of 2003. Through 
July 2006, beef sales amounted to 
354,863 metric tons, worth more than 
$1 billion. Mexico was the top market 
and accounted for more than half of total 
volume in 2006. 

cbb coMMunicAtions 
CBB communications outreach included 
production of the 2005 Beef Board 
Annual Report, as well as the launch 
of a Beef Board meeting blog to track 
activity at checkoff meetings, at www.
beefboardmeeting.com. In addition, these 
producer communications efforts took a 
CBB presence and/or sponsorship to seven 
industry trade shows, and provided CBB 
members with monthly checkoff update 
newsletters. 

nAtionAl beeF cookoFF®

An exclusive “All about the National Beef 
Cook-Off®” luncheon focusing on the 
winning recipes and trends from 2005  
was held for nine of New York’s food 
media on Jan. 18 in New York City. 
Media attendees learned about the best 
cooking techniques for chuck and round 
beef cuts, the umami phenomena and 
beef, today’s hottest beef flavor pairings, 
and what’s new in the meat case.

The last year has been historic for the beef industry. As is 
typical, the industry also saw its share of challenges: rising 
beef prices, nutrition questions, protein competition, as 
well as the ongoing challenges with animal health issues.

Despite these challenges, there were many 
things for cattlemen to celebrate! The checkoff 
program, which started on Oct. 1, 1986, will 
celebrate its 20th anniversary. In the last 20 
years, producer dollars have helped address 
critical industry issues. Demand for beef 
remained solid. E. coli 0157:H7 incidences are 
down 80 percent and new products have added 
substantial value to the carcass.

Beef checkoff dollars also helped relaunch U.S. beef  
in markets around the world and were a mainstay in 
ongoing efforts in countries where U.S. beef is sold.  
In 2006, state beef councils voluntarily invested 

$11.7 million in the Federation. This 
considerable investment multiplies the  

reach and impact of national checkoff 
programs funded by the Cattlemen’s Beef 
Board and materials provided to state  
beef councils. 

Thank you U.S. beef producers! We look  
forward to another 20 years of achievements.



ProMotion ProgrAMs 
violA JeFFers Honored As 2005 

beeF bAcker
Sadly, our industry 
lost one of its 
hardest-working 
and most beloved 
supporters just 
one week after 

she was honored with the 2005 
Beef Backer Award at the 2005 Joint 
Stockman Convention. The award is 
presented annually by the New Mexico 
Beef Council (NMBC) for outstanding 
efforts that result in the advancement 
of the New Mexico beef industry 
through education, promotion and 
research. Viola said, “I want to promote 
our industry as much as I can. I feel it 
behooves me to do these things for our 
family.” In addition to her 12-year tenure 
as president of Silver Spur CowBelles, 
Viola worked tirelessly on numerous 
projects within the community, Colfax 
County schools and county fairs to 
keep beef uppermost in the minds of 
consumers.

editoriAl ProgrAM ProMotes beeF  
industry in nM MediA
The NMBC’s editorial program was 
particularly effective this year in telling 
the story of the New Mexico beef 
industry statewide. As a result of much 
hard work and diligent effort, more 
members of the media than ever attended 
the Gate-to-Plate Tour and subsequently, 
several influential publications from the 
Albuquerque Journal to the New Mexico 
Business Journal reported intelligently 
and favorably about the industry. 
Coverage of Gate-to-Plate was extensive 
in print, television and radio. Valuable 
relationships of trust with journalists were 
successfully nurtured. In addition, stories 
about critical ranching issues appeared 
throughout the state as a direct result of 
NMBC Editorial Program efforts. 

consuMer inForMAtion 
ProgrAMs 
beeF sAFety issues Addressed
NMBC keynote speaker at 2005 Joint 
Stockman Convention was James “Bo” 
Reagan, Vice President of NCBA. His 
informative presentation detailed for 
attendees the scope, level and consumer 
impact of checkoff-funded research, 
issues management and education in 
the national media. His presentation 
demonstrated the necessity of maintaining 
a forceful presence for beef at all times to 
meet ongoing challenges and to insure 
that the industry’s point of view is told 
fairly and credibly. 

kid & kows teAcHes vAlue oF beeF
Over 7,800 students from 10 counties 
participated in Kids, Kows and More this 
year. They learn about the value of hard-
working ranch families in New Mexico, 
and the fact that ranchers are caretakers 
of their land, their livestock, the water 
and the state’s wildlife. They also learned 
about beef quality and production issues. 
The NMBC supplied training and 
educational materials to the students and 
their teachers. In addition, a group of 
new Kids & Kows presenters representing 
the NMBC received a 
complete background training 
program from Kay Lindsey. 
A videotape of this session 
is now available from the 
NMBC for future presenters.

dietitiAns And HeAltH  
ProFessionAls get tHe  
beeF MessAge
Over 130 New Mexico dietitians 
and health professionals attended an 
NMBC-sponsored lunch meeting as 
part of the NM Dietetics Association’s 
Annual Conference in April at the T-
VI (now CWN) Workforce Center in 
Albuquerque. They each received a copy 
of The Healthy Beef Cookbook as well as 

the new teaching kit on beef nutrients. 
Dale Hayes, MS, RD, with Nutrition 
for the Future, Inc. of Billings, Montana 
delivered a speech titled “It’s All About 
Trends: What the Future Holds for Food, 
Health & Healthy Lifestyles.”

beeF wAs big At tHe FAir
Thousands of 
fairgoers visited 
the popular beef 
booth for beef 
demonstrations 
sponsored in 

partnerships with Raley’s Certified Angus 
Beef, Wendy’s, Bar S Hot Dogs and 
Hormel. New Mexico CowBelles helped 
participants fill out almost 7,000 Beef 
Trivia Quizzes to qualify to win $50 of 
beef each day, and a grand prize of a year’s 
supply of beef, courtesy of the NMBC. 

Beef producers were well-represented 
at the rodeo on Beef Council Night 
on Beef Day. A grand total of 50,416 
brochures, promotional items and trivia 
sheets were distributed. The NMBC also 
ensured beef ’s visibility at county fairs by 
providing local groups with promotion 
resources such as recipes and nutritional 
information.

nMbc tArgets sPAnisH MArkets
For the first time, the NMBC ran 
Spanish radio advertising on Spanish 
radio stations. With five radio flights 
in 20 markets across the state heard 
at holiday times including Labor Day, 
Thanksgiving, Christmas, Memorial Day 
and during June Beef Month, the beef 
message was broadcast loud and clear in 
the Spanish-speaking market, which is 
growing in New Mexico and the nation. 
The ad highlighted the “Faces” campaign 
designed to “put a face on the industry” 
and featured the Sanchez family of Red 
Doc Farm in Belen. 

Producer coMMunicAtions 
& industry inForMAtion 
ProgrAMs 
key leAders Attend  
gAte-to-PlAte tour 

Thirty-eight members 
of the media, educators, 
researchers, representa-
tives from congressional 
and senate offices, state 

legislators and members of the agricultural 
community, attended the NMBC’s tour 
of the Bell Cattle Company in Corona, 
Carrizozo High School Meat Science Lab, 
Elgin Breeding Service, Roswell Sale Barn, 
Select Milk Ultra Filtration Plant and 3 
Amigos Dairy, for an in-depth look at the 
industry. The educa-
tion they received 
and the relationships 
that were forged have 
led to ongoing  
positive media 
coverage.

AnnuAl rePort Alerts Producers 
to beeF cHeckoFF HigHligHts
The NMBC produces an annual report 
to inform producers how their checkoff 
dollars are being invested to promote beef 
and the industry. The report is mailed 
directly to the homes of both dairy and 
beef producers, and it is 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. 

nMbc sPonsors young FArMers 
And rAncHers event
The New Mexico Farm Bureau’s Young 
Farmers and Ranchers Program, aimed 
at men and women aged 18-35, provides 
opportunities in leadership development, 
economic growth, legislative awareness 
and networking. NMBC Executive 
Director Dina Chacón-Reitzel addressed 
program participants on NMBC checkoff 
activities and programs. An NMBC-
sponsored steak dinner and ball game at 
Isotope Stadium provided attendees from 
throughout New Mexico with a grand 
sendoff. 

new Mexico beeF council directors
FiscAl yeAr July 2005-June 2006
Tammy Ogilvie . . . . . Chairman, Producer, Silver City, NM (505) 535-2975
Manuel Salazar  . . . . . Vice-Chairman, Producer, Española, NM (505) 638-5434
Chad Davis . . . . . . . . Secretary, Producer, Portales, NM (505) 276-8301
Bill Porter . . . . . . . . . Feeder, Deming, NM (505) 546-2651
Luke Woelber  . . . . . . Fluid Milk Producer, Belen, NM (505) 864-0881
Tom Spindle  . . . . . . . Feeder, Stanley, NM (505) 832-0926
Cliff Copeland . . . . . . Purebred Producer, Nara Visa, NM (505) 633-2800
Joe Clavel . . . . . . . . . . Producer, Roy, NM (505) 485-2591
Jim Bob Burnett  . . . . Producer, Hope, NM (505) 484-3141

ex-oFFicio MeMbers
Jane Frost . . . . . . . . . . N.M. NCBA Representative, Producer, 
 San Jon, NM (505) 357-2461
Pat Woods . . . . . . . . .N.M. Beef Board Representative, Producer, 
 Broadview, NM (505) 357-8594
Margie McKeen . . . . .N.M. Beef Board Representative, Producer, 
 Glenwood, NM (505) 539-2733

nMbc stAFF
Dina Chacón-Reitzel . . Executive Director
Becky Smith . . . . . . . Administrative Assistant
Maureen Hendrick  . . Program Assistant

1209 Mountain rd. Pl. ne., ste. c., 
Albuquerque, nM 87110
Phone: 505/841-9407  Fax: 505/841-9409  
e-mail:  nmbeef@nmbeef.com

incoMe:
Checkoff and Interest:  1,169,634  100.00
	 Total	Sources		 $1,169,634		 100.00%

exPenditures:
Cattlemen’s Beef Promotion & Research Board  583,434  49.88
National Program Investments   35,646  3.05
Promotion Programs   123,924  10.60
(Advertising, Media, Retail, Foodservice) 
Consumer Information Programs   198,065  16.93
(Health Educators, School Programs, Events) 
Producer Communications & Industry Information  90,790  7.76
Collections   78,941  6.75
Administration Costs  56,571  4.84
Carryover Forward to Next Year  2,263  0.19

	 Total	Expenditures		 $1,169,634		 100.00%



1209 Mountain Rd. Pl. NE, Suite C
Albuquerque, NM 87110

(505) 841-9407
FAX (505) 841-9409

e-mail: nmbeef@nmbeef.com 

Dear fellow producers and friends of the industry:

Greetings to all of you! Some of us have been through the worst of times and the best of times 
with regard to feed conditions this past year. I hope you have benefited at least some from the 
summer moisture. Thankfully, market prices have held fairly steady at levels we would have 
only dreamed of a few years ago.  Producers do seem more optimistic in my part of the world. 
We’ve been flooded with calls for young female stock! I’m happy we have some positive factors 
working for us to offset the contentious political climate we are embroiled in this fall. I hope 
this letter finds you and your operations “ready to go another year.”

Rain or shine, very talented and professional people across the nation strive to build demand 
for our product both in the domestic and international markets. Others concentrate on 

product safety issues, the development of new value added beef products and dissemination of credible information about 
our product and industry. As the Beef Checkoff celebrates it 20th year anniversary, we can be proud that the phrase “Beef, 
It’s What’s for Dinner” is so highly recognized both nationally and internationally. We can also be proud of the fact that 
consumer demand for our product is up some 20 percent from the all-time low point in the 1980’s. We can also be proud 
of the fact the market for our product has remained relatively stable in light of consumer concerns about BSE, E. Coli , 
and other nutritional issues. The Beef Checkoff is able to achieve things that would be otherwise impossible for individual 
producers. Thank you, producers for providing the funds which make all these things happen.

Speaking of checkoff dollars, the directors who serve on your New Mexico Beef Council take them seriously and work hard 
to make sure they are spent wisely. It is our responsibility to “keep hold of the reins” and to report our activities to you. We 
are very fortunate here in New Mexico to have an effective and efficient staff of Dina Chacon-Reitzel, Executive Director 
and Becky Smith, Administrative Assistant to carry out the day-to-day work in implementing the annual operating plan. 
Hopefully this brochure will provide you some information about the state and national programs and the many ongoing 
activities of both.

All of us at the New Mexico Beef Council are doing our best to serve you well. We ask that you give us a call with any 
questions, concerns or ideas. Your feedback and continued support are greatly appreciated. Our contact information is on 
the back page. Don’t hesitate to use it!

Honored to be of service to you,

Tamara A. Ogilvie
NMBC Chairman, 2006-2007


