
CBC MEMBERS—1987
Chairman
Herman Douma D 714/947-4446

Vice Chairman
Jerry Maltby C 209/847-6403

Northern
Vasco Avila D 209/686-6090
Jack Cooke C 415/777-0600
John Harris P 209/884-2477
Thomas Harry P 916/423-1192
Laurena Johnson C 209/626-4502
Frank King CF 503/723-3293
Norman Lucas D 209/634-5725
Henry Mello, Jr. D 209/826-4638
Mitchel Mulas, Jr. D 707/938-3903
Jack Sparrowk C 209/759-3521

Southern
Gil Aguirre C 714/831-6450
Randy Armstrong CF 619/344-6800
Robert Beechinor CF 805/399-9521
Carver Bowen C 805/536-8515
William Brandenberg CF 619/352-8721
Jack Hunt CF 805/327-8481
Nancy Spillman ♦ 818/347-6087
Maynard Troost D 714/685-2722
Louise Willey CF 619/344-2550

Advisors
Philip Bauer P 213/589-6265
John Isadore FS 916/742-2311
Don Jackson CF 209/847-4356
Martin Morris CF 702/273-2646
Ray Pearce R 415/891-3311

Affiliation
C-Cattleman * — Public Member
CF-Cattle Feeder FS-Foodservice
P-Packer R- Retailer
D-Dairyman

CALIFORNIA 
BEEF 

COUNCIL 
551 Foster City Boulevard 

Suite A 
Foster City, CA 94404 

415-571-7100

YOUR BEEF COUNCIL REACHES 
REAL PEOPLE

CALIFORNIA BEEF COUNCIL 1987 BUDGET 
$3,036,223

REACHING OUR TARGET
1987 will be a banner year for beef promotion
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Promotion & Advertising—67.5<t
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BEEF FUNDING

Education & 
Nutrition—4C

To increase the opportunity 
for all segments of the beef 
industry to earn an adequate 
return on investment through 
market development pro­
grams (Promotion, Research, 
Education, and Public Infor­
mation) which build demand 
for beef products that satisfy 
consumer needs and wants.

programs, national funding makes a national 
media schedule possible, with prime-time tele­
vision, network radio, and national consumer 
magazines reaching 97% of our target audience 
twenty-eight weeks out of the year.

In California, the CBC will target consumer 
segments and trends unique to this state. CBC/ 
BIC-funded research and trend monitoring tell us 
there is a special advantage in reaching Hispanics, 
fitness enthusiasts, and senior citizens through 
CBC programs, nutrition, convenience, and 
health will be emphasized with these segments.

Your California Beef Council consists of twenty-one appointed representatives from the beef 
production and distribution chain. As your representatives, they determine how best to use 
the industry funding to build demand for beef using the four strategies of promotion, re­
search, education, and public information.

PROMOTION & BEEF 
BOARD CONTRIBUTION 
Television
Consumer Magazines 
Radio
Retail Merchandising 
Foodservice
USMEF 
CBC/BIC Joint Programs

PUBLIC INFORMATION 9%
Beef Cook-Off
Food Editors
Special Events
Publicity
Media Relations
Fair Materials
Newsletters

The 1987 California Beef Council budget is $3 million. Combined state and national invest­
ments for 1987 are $60 million. (At SVs times the $18 million 1986 budget, this budget is the 
largest ever because of the BPRO.)

California producers paved the way for the new 
national $1 beef checkoff. The Beef Promotion and 
Research Order (BPRO), passed as part of the 1985 
Farm Bill, has brought the beef checkoff up to 
California's $1 level, nationwide. For the past 
five years, the California Beef Council (CBC), 
working closely with the Beef Industry Council 
(BIC), has implemented successful market­
ing programs through funding from your 
checkoff dollars. California will benefit 
greatly from the expanded national bud­
get: For every 50<t contributed, California 
receives $1 worth of promotion programs, 
including TV, radio, and magazine advertising 
and retail merchandising.

ADMINISTRATION 3.4% 
(Council)

WI never liked the way 
the vegetables always 
fell off between the sirloin 

on my beef kabobs. But I 
fixed that. I don’t put any 
vegetables on. Had to be 
some reason man I 
invented the salad. XX

EDUCATION 4.1%
Nutrition
Usage and Care of Beef 
Healthcare, Educator, 

and Consumer 
Programs

RESEARCH 4.1%
Meat Science
Consumer Attitudes and 

Market Behavior
New Product 

DevelopmentResearch
-4«

Public Information—9<t

Beef. Real Food For Real Fteople.

CT 
BEEF.

REAL 
FOOD 
FOR 

REAL 
PEOPLE.

bee^F
Az Your Beef Checkoff $1 

Now Reaches More People in 
More Ways Than Ever Before.



enjoyBEEF.real FOOD for real people.
In 1987, celebrities includ­
ing James Garner and Cybill 
Shepherd will promote beef, 
reaching consumers through­
out the United States on:
• Television: Prime-time, 

nationwide, for twenty­
eight weeks.

• Radio: network stations 
for twenty-four weeks.

• Consumer Magazines: 
Twelve popular magazines, 
seventy advertisements.

James Garner 
“Kabob”

• P.O.P. Merchandising: 
Year-round displays in 
every major super­
market chain. Meat 
Nutri-Facts displays tell 
beef's nutritional story, 
and the new Meat Fea­
tures videos offer beef 
selection, storage, prep­
aration, and nutrition tips.

• Commodity and retailer 
cooperative promotions.

"Beef Serves You Light—Morning, Noon, 
and Night." Foodservice operators learn 
to feature lean beef through:
• Foodservice magazine advertise­

ments and publicity.
• Recipe booklets and cards.
• Foodservice conventions and 

seminars.
• Tie-in promotions with food­

service chains.

NET 
NATIONAL EATING TRENDS 

One of THE NPD GROUP of Marketing & Research Services

Management Summary Report 
on 

In-Home Consumption 
of 

Beef in California

Research studies funded in 1987 by 
CBC and BIC include:
• Investigation of potential new 

. consumer segments.
• Updates on consumer attitudes 

and behavior.
• Walker Tracking of awareness of 

and response to beef industry 
promotion programs.

• Continued support of National 
Eating Trend (at-home) and CREST 
(away-from-home) beef usage and 
frequency studies.

• New product and market develop­
ment to build beef demand.

• Diet and health issues.
• Evaluation of program results.

BffiF PROMOTION & 
RESEARCH ORDER

The CBC also reaches 
doctors, nutritionists, 
and dietitians through 
presentations and ex­
hibits at healthcare 
conventions.

CBC communicates infor­
mation and programs to the 
industry through:
• Newsletters.
• Speaking engagements.
• Articles in industry 

publications.
• Exhibits at conventions 

and fairs.

UBLIC 
INFORMATION

California's unique consumer segments are targeted 
through CBC public relations programs.

Active-lifestyle, health-oriented consumers are 
reached through:
• Advertising, articles, and media 

contacts with fitness and health 
publications.

• CBC-sponsored sports events.
• Recipes and nutrition informa­

tion for health clubs and groups.

Hispanics, the fastest-growing pop­
ulation in California and heavy beef 

users, are reached through: 
• Television PSA's, radio con­

tests and advertisements, 
and recipe brochures.California education programs 

target healthcare professionals, 
educators, consumers, and 
other "influencers" with 
lesson plans, films, bro­
chures, and seminars on:
• Nutrition and diet infor­

mation for adults and 
children.

• Beef preparation, stor­
age, and handling.

• Improving understand­
ing of cattle industry 
and practices.

Innovative programs to improve 
consumer acceptance of beef 
and understanding of the beef 
industry include:
• The California Beef Cook- 

Off publicity.
• Newspaper food pages.
• Media contacts, appear­

ances, and information 
resources.

Beef Frittata

I

Pinpoint

DUCATIOH

California Beef

RESULTS CHECK PROGRESS
Your checkoff support 
of CBC and Beef Board 
programs can help beef 
demand make a come­
back and lead the way 
for new opportunities. 
The new national $1 
checkoff provides the 
beef industry with the
level of funding for programs needed to 
make an impact on consumers.

Research monitoring specific projects shows 
encouraging results. A retail test of Meat 
Features in-store videos shows that through 
impactful merchandising, beef sales can be 
increased without price discounts. Based on 
consumer responses in the National Con­
sumer Retail Beef Study, retailers and meat 
packers introduced the successful ’A" Super 
Trim program. Incorporation of the new 
nutrition information in advertising and 
retail programs through Meat Hutrl-Facts 
increased consumers' awareness of beef's 
nutritional story and improved their at­
titudes. The California and National Beef 
Cook-Off events are the single largest 
publicity-generating programs. A return of 
$40 for each $1 invested is gained in cook-off 
publicity.

The NET study which monitors household 
usage of beef showed that beef usage and 
frequency of serving is on the rise in Califor­
nia homes: Beef is now served in 87% of 
California homes, 4.6 times every two weeks. 
Inroads have been made with heart, cancer, 
and other medical associations so that more 
now recognize that lean beef fits into a 
healthy diet.

Public relations, advertising, food editorial, 
and media relations programs are all gaining 
exposure for beef as fitting today's active, 
health- and convenience-oriented lifestyle 
and creating greater understanding and 
acceptance of the value of beef.


