
the summit originated as a response 
to requests directed to the state’s 
Economic Development Department 
and to state legislators to research 
beef processing and marketing in 
New Mexico to enhance the state’s 
beef industry and rural communities. 
Over a year in preparation, the 
summit provided a forum for presenting research, raising issues 
and joining forces with all industry stakeholders. The development 
of a New Mexico beef brand was a critical focus of the summit.

NMBC DIRECTORS
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Tom Spindle, Chairman, Feeder, Stanley, NM (505) 832-0926
Cliff Copeland, Vice-Chairman, Purebred Producer,  
                       Nara Visa, NM (505) 633-2800
Luke Woelber, Secretary, Fluid Milk Producer,  
                     Belen, NM (505) 864-0881
Tammy Ogilvie, Producer, Silver City, NM (505) 535-2975
Manuel Salazar, Producer, Española, NM (505) 638-5434
Chad Davis, Producer, Portales, NM (505) 276-8301
Bill Porter, Feeder, Deming, NM (505) 546-2651
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 (575) 357-2461
Wesley Grau, N.M. Beef Board Representative, Producer,  
                    Grady, NM (575) 760-7304
Margie McKeen, N.M. Beef Board Representative, Producer, 
Glenwood, NM (575) 539-2733

NMBC Staff
Dina Chacón-Reitzel, Executive Director
Becky Smith, Administrative Assistant
Maureen Hendrick, Program Assistant

NEw MExICO BEEf COuNCIl
Summary of Sources and Use of Funds  
July 1, 2008 through June 30, 2009

Income:  
Checkoff and Interest: 1,176,562.00 100.00
Total Sources $1,176,562.00 100.00%
  
Expenditures:  
Cattlemen’s Beef Promotion &  
  Research Board 586,402.00 49.85%
National Program Investments 31,564.00 2.68
Promotion Programs
   (Advertising, Media, Retail,  
   Foodservice) 97,802.00 8.31
Consumer Information Programs
   (Health Educators, School  
   Programs, Events) 165,765.00 14.09
Producer Communications 78,954.00 6.71
Industry Information 3,913.00 0.33
Collections 83,195.00 7.07
*Administration Costs 80,389.00 6.83
Carryover Forward to Next Year 48,578.00 4.13
  
Total Expenditures $1,176,562.00 100.00%

* Administration costs after allocation to program development  
and implementation as prescribed by the Cattlemen’s Beef Board.

1209 Mountain Rd. Pl. NE., Ste. C., Albuquerque, NM 87110
Phone: 505/841-9407 • Fax: 505/841-9409 • Website: www.nmbeef.com 

HEalTH aND NuTRITION PROgRaMS
2009 NM Dieticians lunch
For the 20th year, the NMBC provided lunch for the annual meeting 
of the state Dietetic Association, April 17, at the Indian Pueblo 
Cultural Association in Albuquerque. Former NMBC Chairman 
Tammy Ogilvie made a presentation at the “sustainable beef” 
fajita lunch buffet to coordinate with the conference theme of 
“sustainability.” Ogilvie spoke on land stewardship, the role beef 
plays in a healthy diet, and ongoing checkoff research.

PRODuCER COMMuNICaTIONS PROgRaMS
annual Report Keeps Producers Informed 

The NMBC’s annual report to 
all producers keeps the industry 
informed and in touch with how 
their checkoff dollars are invested 
to promote beef. The report is 
mailed directly to the homes of 
both 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.

Joint Stockmen Convention Speaker Tackles animal 
Rights Issues 
Sponsored by the NMBC, opening session speaker 
Jacque Matsen, NCBA, director of the checkoff-
funded Issues and Reputation Management 
program, presented shared strategies for dealing 
with current animal rights issues at the 2008 
joint stockmen’s convention in Albuquerque.

Bullhorn Bullish on Beef
By publishing The Bullhorn monthly in the New Mexico Stockman, 
the NMBC provides producers with the latest information on beef 
research and marketing from regional and national perspectives. 
The Bullhorn contains useful information on educational 
opportunities as well as new and ongoing NMBC programs. In 
addition, The Bullhorn features profiles of New Mexico beef 
pioneers, building an archival legacy.

INDuSTRy INfORMaTION PROgRaMS
Strategic Planning Beef Summit
All aspects of the beef industry statewide were represented at 
the New Mexico Beef Industry Strategic Planning Summit held 
Nov. 18-19, at the Radisson in Albuquerque. The concept for 

New Mexico Beef CouncilCONSuMER INfORMaTION PROgRaMS 
New Mexico Press Women Lunch Brings  

Beef Message to the Media 
The beef message was delivered 
with style and substance at the 
2009 annual conference of the New 
Mexico Press Women’s Association, 
April 18, at Marriott Courtyard in 
Santa Fe. Over 40 members of the 
state’s working media attended 
the Zia Book Awards Lunch, 

a conference highlight, and enjoyed a barbeque lunch 
sponsored by the NMBC.  Tammy Ogilvie, past NMBC 

chairman from Silver City, addressed an enthusiastic 
audience and answered questions about the 

beef industry in New Mexico. Participants 
received folders with informative 

beef materials.

DEaR fEllOw PRODuCERS:
“Your big opportunity may be right where 
you are NOW.” This is the New Mexico Beef 
Council’s (NMBC) outlook when creating 
our marketing plan for each fiscal year. The 
council considers the many current challenges 
we face and develops marketing solutions to 
address those challenges.  This plan serves 
as our road map throughout the year. Our end 
mission is to enhance profit opportunities 
for producers by increasing beef demand and, equally important, 
creating a positive business climate to operate in NOW.  

In 1999, the New Mexico Beef Council (NMBC) conducted 
hallmark research that measured the attitudes of NM consumers 
toward beef and the industry.  This research identified three major 
“disconnects” between us and our consumer; NM ranches are 
owned by corporations not families; stewardship concerns were 
identified regarding the land, water, livestock and wildlife and 
finally, consumers were unaware of the economic impact that the 
industry has on the state’s economy.  The bottom line was that 
consumers wanted to connect our product to the producer.  They 
want to know who is behind the product and how beef is produced, 
so they can have confidence in the quality and safety of beef, and 
feel good about enjoying our product without a negative impact on 
their physical environment.   

Since then, the NMBC has worked diligently on an image-improving 
public relations program while utilizing your Beef Checkoff dollars 
both efficiently and effectively.  NM ranch families have been 
featured on billboards, radio spots, television commercials, and 
have been the focus of numerous stories in print from magazines, 
to newspapers to on-line media. When you read this report, you 
will learn how we personally tell our beef story to NM dieticians, 
the press women of the state, school children, consumers and to 
key-leaders as we prepare for our wildly popular, Gate-To-Plate 
Beef Industry Tour.

The NMBC has been a key player – along with New Mexico 
Cattlegrowers, key agriculture organizations and the New Mexico 
Economic Development department – in an important industry 
and state initiative to improve the beef industry in New Mexico.   
Through a process of regional outreach meetings, research and 
statewide summits, six recommendations are being implemented 
that will have an enduring effect on each of us.  Accomplishing 
the recommendations are six committees made up of producers 
and agency representatives.  Overall, this initiative will create 
better markets for our product, better quality products, additional 
opportunities, more effective industry coordination and 
collaboration and a more favorable climate to operate in, from gate 
to plate.  If you are interested in being part of the Beef Industry 
Improvement of New Mexico, BII-NM, please let us know.  We 
need everybody.

Sincerely,

Tom Spindle, Chairman

PROMOTION PROgRaMS 
Radio advertising
The New Mexico Beef Council’s summer radio campaign ran 800 
60-second spots in 14 markets across the state from June 15 
- July 5. The radio spot was produced by the national checkoff 
program and promoted summer grilling featuring Hereford beef.  
The NMBC customized spots with a tag for John Brooks Food 
Stores or Peppers Food Stores - depending on which store was in 
each market.

Kids, Kows and More Delivers Beef Message to School Children
The program continued around 
the state with new presenters who 
delivered an understanding of where 
“your beef” comes from to elementary-
age schoolchildren and provided 
their teachers with educational beef 
materials. This year, 284 teachers 
and 3,387 students from 11 counties 

participated. Teaching resources included posters on themes 
such as “Beef. . . From Pasture to Plate” and “Taking Care of 
Our Cattle & Our Land.” Free informational teaching kits, as well 
as take-home informational pieces, were offered to teachers and 
students.

fy2009
in Review

 
Booth gains Big wow at 

State fair
NMBC’s ever-popular beef booth drew 

thousands of fair-goers, emerging as one of the 
best-attended attractions of the 2008 state fair. New 

Mexico CowBelles warmly welcomed every visitor to the 
bright, beautifully-decorated 

booth in the Manuel Lujan 
Building. Visitors took the 

Beef Trivia Quiz on nutrition 
and safety as they attempted to 
qualify for the daily drawing for 
$50 in beef and the grand prize of 
a year’s supply of beef. Daily beef 
demos continued to introduce the 
public to new beef products.



and export markets, which resulted in wholesale costs for these 
cuts dropping to levels not seen in almost a decade. Innovative 
programs such as Beef Alternative Merchandising (BAM) and 
Slice and Save were developed to offer consumers these premium 
cuts at affordable prices. A trade media campaign also alerted 
retailers to the opportunity to advertise these cuts at prices not 
seen in years. These efforts appear to be paying off as volume 
sales for middle meats increased 8.5 percent for the 13 weeks 
ending Aug. 8, 2009, compared to the same period a year ago. 
(Source: FreshLook Marketing).  

BEEf INNOvaTIONS gROuP
The Beef Innovations Group (BIG) introduced into the market two 
new beef convenience items: Marinade on Demand and Philly 
Cheese Steak Eggrolls. BIG also presented the industry with two 
new round cuts and two new product applications, and conducted 
more than 25 chuck roll industry demonstrations. The team 
developed three new active industry partnerships, maintained 17 
existing ones and continued to showcase beef by using innovative 
new recipes. Part of the checkoff’s mission through BIG is to 
inspire product innovation by providing information to industry 
influencers and stakeholders.  In FY 2009, BIG engaged in more 
than 115 industry meetings – many involving state beef council 
partners. 

vEal
The veal “Go to Market Strategy,” 
funded by the beef checkoff, 
integrates consumer marketing 
and communications programs 
to help build demand for 
veal.  Thanks in part to integrated 
efforts, increased sales were 

reported in retail and foodservice channels in FY 2009. The 
veal team also worked to share the positive veal production story 
through veal issues management and quality assurance programs. 
The checkoff and state beef councils, along with veal partners, 
helped launch VealMadeEasy.com and other retail/foodservice 
marketing efforts, and developed a veal farm tour program with 
Kendall College in Chicago.   

CBB COMMuNICaTIONS
During its first year online, the checkoff-funded www.
MyBeefCheckoff.com site welcomed 43,750 unique visitors from 
650 different sources. The communications team also participated 
in about 15 industry trade shows; achieved a year-round paid-
media plan; produced more than 52 newsletters and 51 weekly 
updates aimed at CBB members and other producers; and 
distributed some 100 press releases about checkoff programs.

NaTIONal BEEf COOK-Off®
In FY 2009, the cook-off increased the 
number of entries 6 percent, from 2,256 in 
2007 to 2,392 in 2009. The cook-off also 
created a retail partnership with Raleys, a 
northern California retailer who ran a two-
week “Beef It Up” promotion prior to the 
cook-off and shipped 26 percent more beef 
to its stores than during the same period 
last year. Media coverage during the cook-
off’s finalist phase earned more than 14 
million impressions. As this report went 
to press, total post-event impressions had 

reached 52 million. 

fiscal year 2009 Expenditures*
Does not include State Beef Council Investments

CaTTlEMEN'S BEEf BOaRD

CulINaRy CENTER
In FY 2009 the Culinary Center 
team really cooked. Recipes were 
developed for programs in retail, new 
products, foodservice, advertising, 
veal and nutrition. This was an on-
year for the National Beef Cook-off®, 
so the team was busy supporting that 
effort. Cook timings were developed 

for the new cuts from the round and the Beef Alternative 
Marketing (BAM) cuts. “How to” cooking videos were 

filmed for the BeefItsWhatsForDinner Web site. 
Additionally, the “Creating Crave” brochure was 

honored by the International Association 
of Culinary Professionals at its 

annual conference. 

NuTRITION INfluENCER EDuCaTION 
The Nutrition Influencer Education Program communicated “The 
Power of Protein” to health professionals this year, reaching 
more than 1,500 Registered Dieticians through webinars, with 
the help of 18 state beef councils across the nation. Participants 
received checkoff-funded resources, including the 29 lean cuts 
wallet card, protein research fact sheets, educational material 
on protein’s role in optimal health and lean beef recipes. Two 
checkoff-funded educational e-newsletters went to hundreds 
of influential health professionals, including members of the 
American Dietetic Association. National and state spokespeople 
shared these science-based resources to help build the case for 
the “The Power of Protein.”  

PuBlIC RElaTIONS
Overall, public relations achieved more than 4 billion media 
impressions this year. Safety reputation management reached more 
than 250 reporters with positive messages about the beef industry’s 
safety commitment. Nutrition has always been consumers’ No. 1 
barrier to choosing beef so national PR efforts laid the foundation 
for positive media coverage about beef’s nutritional benefits. Food 
communications helped elevate the value of beef, specifically 
promoting cuts from the rib and loin. BeefItsWhatsForDinner.com 
continues to a primary source for beef recipes online. The Masters 
of Beef Advocacy (MBA) program, a grassroots network, drew more 
than 1,000 students and 300 graduates in 42 states. Through the 
MBA program, graduates are equipped with consistent, positive 
beef messages to use when speaking to consumers or in public 
about U.S. beef production. 

ISSuES & REPuTaTION MaN-
agEMENT
A 2009 issues research project found 
less than one quarter of consumers 
know the beef industry somewhat 
or very well. This disconnect was 
exploited by the media during the 

year. Combined national and state issues management efforts in 
FY2009 helped to correct this type of misinformation and deliver 
positive messages about beef production directly from America’s 
farmers and ranchers. IM supported submission of more than 
50 letters-to-the-editor and opinion columns, which ran in top 
daily media outlets across the country, including USA Today, The 
Washington Post, The St. Petersburg Times, The Tulsa World, The 
Des Moines Register and The Miami Herald. 

fOREIgN MaRKETINg
Through the first 11 months of FY 2009, U.S. beef exports 
worldwide amounted to 820,321 metric tons valued at $2.88 
billion. The global economic crisis and devalued currencies of 
several major trading partners have made for a difficult economic 
environment, with exports falling by 5 percent in volume and 6 
percent in value compared to the same period in FY 2008. A major 
bright spot, however, has been the growth of U.S. beef exports to 
Japan and the Greater China region. Exports to Japan increased 
27 percent in volume (from 62,429 metric tons to 79,298 metric 
tons) and 25 percent in value (from $326.17 million to $406.23 
million) during this time frame, despite  Japan’s continued 
restriction on U.S. beef exports to beef from cattle 20 months of 
age and younger. Exports to Hong Kong were 16,209 metric tons 
valued at $57.23 million – an increase of 83 percent in volume 
and 58 percent in value over the same period in FY2008. 

RETaIl

Foodborne illness 
and recalls in FY 2009 
supported the continued 
need for beef safety research, 
dissemination and outreach 
programs. Checkoff-funded programs 
advanced the industry’s knowledge 
about pathogens, with a focus on E. coli 
O157:H7, while tracking other pathogens 
and marking advances in intervention 

technologies in both the pre- and post-harvest environments. 
Training materials developed through the Beef Industry Food 
Safety Council (BIFSCo) continue to be utilized by all sectors of 
the beef industry to address safety threats.

aDvERTISINg 
In FY2009, the beef checkoff advertising campaign reached 78.6 
percent of the consumer target an average of 9.6 times. The ads 
aim to help keep beef top of mind with consumers, reinforce 
their passion for beef and promote beef’s healthy qualities. The 
checkoff-funded Consumer Beef Index Survey continued to show 
exciting campaign results as consumer perceptions about beef 
have improved significantly since the launch of the new advertising 
strategy in January 2008.  The   survey found that “The Power 
of Protein” messaging works to persuade consumers about the 
healthy benefits of beef, making more consumers feel good about 
eating the beef they love.

fOODSERvICE MaRKETINg 
More than 8 billion pounds of beef moved 
through foodservice in 2008, representing 
$26.3 billion in purchases by U.S. 
restaurants and institutions. The FY2009 
BEEFlexible promotion and trade advertising 
campaign featured new cuts from the chuck 
roll with additional emphasis on middle 
meat – encouraging menu decision-makers 
to capitalize on greater profit potential with 
premium cuts, due to consumers’ love of 

steak, coupled with historically low wholesale prices for middle 
meat cuts. In January, the Denver Steak was listed among the 
top five “hot trends” among chefs surveyed by the National 
Restaurant Association. In April, the BEEFlexible campaign 
was recognized for advertising excellence by the National Agri-
Marketing Association.  

RETaIl
In FY 2009, the checkoff-funded retail marketing program 
focused its efforts on supporting middle meat (rib and loin) sales 
in supermarkets across the country. This action was necessary 
due to a lack of demand for these cuts in the foodservice channel 

wORKINg TOgETHER
to improve beef demand

Promotion 
$17,363,247

Research 
$6,005,414

Consumer Info 
$4,865,392

Foreign Marketing 
$5,541,045

Industry Info 
$2,496,023

Producer 
Communications 

$1,663,035

Program 
Evaluation 
$308,614

Administration 
$1,697,912

USDA  
Oversight
$236,993

Program 
Development 

$87,409

SafETy RESEaRCH
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