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BACKGROUND

The Washington State Beef Commission is the beef promotion, research 

and consumer education arm of Washington’s Beef Community. It was 

created at the request of beef producers statewide by the Washington 

State Legislature in 1969 under RCW 16.67. 

The programs outlined in this document have been identified by the 

WSBC Board of Directors as priorities to achieve our objective of 

increasing demand for beef under the authority of the Washington Beef 

Checkoff program. 

The WSBC Board of Directors has reviewed and approved the mission, 

priorities and tactics based on the review of consumer market research, 

an analysis of the current business conditions impacting the Washington 

beef industry, and programs made available for local extension by the 

National Beef Checkoff program.



2021-2025 
National Beef 
Industry Long 

Range Plan

VISION:

“To be the protein of choice around the world, trusted and respected for 

our commitment to quality, safety and sustainability.”

MISSION:

“Ensure the long-term prosperity of the U.S. beef industry by sustainably 

producing the most trusted highest quality and consistently satisfying 

protein for consumers around the world.”

CORE CHECKOFF STRATEGIES:

The following Core Strategies are those that can be addressed by the 

Washington Beef Checkoff.

• Drive growth in beef exports.

• Grow consumer trust in beef production.

• Promote and capitalize on the multiple advantages of beef.

• Improved the business climate for beef safeguard and cultivate 

investment in beef industry research, marketing and innovation.



KEY RESEARCH 
FINDINGS & 
TRENDS IN 

SEA/TAC

Consumers in Seattle/Tacoma hold favorable views of beef as a 

protein source. However, a higher percentage of consumers in 

the Seattle/Tacoma area have negative perceptions of how cattle 

are raised and grown, possibly stemming from limited knowledge 

of the subject.

Consumer trust levels in Seattle/Tacoma occasionally differ from 

the national response, with lower trust across some attributes 

regarding cattle raising and the environment. Seattle/Tacoma 

consumers prioritize addressing animal welfare as a top concern, 

and they also place more emphasis on addressing environmental 

issues than nationally. 

Many consumers in the Seattle/Tacoma area frequently include 

beef in their diets, with over two-thirds including it weekly, and 

most plan on maintaining their current consumption levels. 

In Seattle/Tacoma, consumers consider the overall eating 

experience, value, and nutritional factors when choosing meals. 

Their top three considerations are taste, value for the money, and 

protein content. 



CONSUMER DASHBOARD METHODOLOGY

METHOD:
The National Cattlemen’s Beef Association, as a contractor to the National Beef Checkoff administers the Consumer Dashboard 
research program. Online Consumer Beef Tracker survey and Qualtrics surveys fielded on PureSpectrum

SCREENING:
Ages 18-64
Live in the U.S.
Live in Seattle/Tacoma DMA

OBJECTIVE:
Provide a directional view of how consumers within the Seattle/Tacoma market compared to the Total U.S. in areas such as 
consumption, perceptions, consideration factors and attribute agreement.

IMPORTANT:
Smaller sample sizes come with the potential for a relatively high degree of variability, in this case the margin of error ranges 
from 6-8% and should be considered directional. WA trend data and observations of trends reflects annual averages from 
quarterly data from the calendar years 2019, 2020, 2021, 2022, and 2023.

WHEN:
Quarterly
2019 through 2024

SAMPLE SIZE:
National n= 503
Seattle/Tacoma n=300



RAISED & 
GROWN



Overall perceptions in Seattle/Tacoma are similar to the Total U.S., while production perceptions are sightly more 
negative.

PERCEPTIONS OF BEEF & PRODUCTION

Overall 
Perceptions
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Production 
Perceptions

Positive NegativeNeutral

Source: Samplify State Dashboard 2023; Total US n=2215; Seattle/Tacoma n=2215; Considering all you know about each of the following, what is your perception of; Thinking specifically about how animals 
are raised for food in the U.S., what is your perception of…

28%

40%

32%



5
7
%

2
6
%

1
7
%

6
0
%

2
4
%

1
6
%

6
2
%

2
6
%

1
3
%

6
2
%

2
3
%

1
5
%

6
5
%

2
4
%

1
1
%

6
8
%

2
1
%

1
1
%

Positive (4-5) Neutral (3) Negative (1-2)

Overall Perceptions of Beef

2019 2020 2021 2022 2023 Feb-24

Source: Seattle/Tacoma State Dashboard 2019-2024; “What is your perception of beef?”
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.  

SEA/TAC TRENDS: PERCEPTIONS
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Consider How Food Was Raised/Grown When 
Making Purchases (U.S.)

Claim to be Knowledgeable About How Cattle 
Are Raised (WA)
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Meat/Dairy Quality

Meat/Dairy Safety and Sanitation for Consumption

Environmental Impact/Sustainability

Feedyard/Feedlot Conditions

Antibiotic Usage

Hormones

Animal Welfare

No Concerns

U.S. Consumer Concerns with How Cattle Are 
Raised for Food^

70% of U.S. consumers say they consider how the food was raised or 
grown when making purchasing decisions, however, only 27% say they 
know a lot about how cattle are raised for food. Animal Welfare is the 
most reported concern with how cattle are raised for food. 

PRODUCTION KNOWLEDGE

Source: Consumer Beef Tracker January – December 2023. CR1r1: Please indicate how knowledgeable you are about each of the following.; Q9: How much do you consider each of the following when you are deciding to have a 
meal at home with beef, chicken, pork, fish, meat alternatives, or some other source of protein.; CR3a: What, if any, concerns do you have about how cattle are raised for food. Please be as specific as possible.. ^March – 
December 2023, Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. 
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Consumer Trust
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Source: Seattle/Tacoma State Dashboard 2019-2024; “Thinking about how cattle are raised for food in the U.S., please tell us how much you trust each of the following statements. (Please select a response for each statement)”
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.  

SEA/TAC TRENDS: TRUST METRICS
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Addressing Consumer Concerns in Beef & Sustainability 

2021 2022 2023 Feb-24

Source: Seattle/Tacoma State Dashboard 2021-2024; “Which of the following are the most important to address when it comes to beef and sustainability? Please select up to 5.”
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.  

SEA/TAC TRENDS: SUSTAINABILTY IMPORTANCE
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Documentaries
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Celebrity chefs and cooks

BeefItsWhatsForDinner.com

Large Media outlets such as The New York Times, FoxNews

Source: Consumer Beef Tracker January – December 2023. SI3: Please tell us how credible you find each of the following sources of information regarding the US meat industries’ production practices. (Top 2 Box).

Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff. 

CREDIBLE SOURCES FOR INFORMATION
Veterinarians, Farmers and Ranchers and Government Officials are viewed by U.S. consumers to be the most credible 
sources of information when it comes to U.S. meat production practices.



Source: Raised & Grown Asset Survey. 2023. “What is your perception of how cattle are raised for food? Please select one response.; After viewing this commercial, what is your perception of how cattle are raised for food? Please select one response.” n= 3,013

Survey design and analysis provided by National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

32% 32% 31%

41% 46%
40%

27% 22%
28%

It Takes A Family It Takes A Community It Takes An Industry

Consumer Perception: 
Before Viewing Videos

Positive Neutral Negative

70%
76% 74%

24%
19% 20%

5% 5% 5%

It Takes A Family It Takes A Community It Takes An Industry

Consumer Perception: 
After Viewing Videos

Positive Neutral Negative

+ 39-44 pct. 
point 

increase

PERCEPTION OF HOW CATTLE ARE RAISED
U.S. consumers were asked to share their perception of how cattle are raised for food before and after viewing one of 
the Beef. It’s What’s For Dinner. videos. Notably more consumers indicated a positive perception of how cattle are 
raised after viewing each video.
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Source: Seattle/Tacoma State Dashboard 2021-2024; “Which of the following would encourage you to prepare or eat beef meals more often? Select all that apply.” 
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.  

SEA/TAC TRENDS: ENCOURAGES CONSUMPTION



BEEF’S 
NUTRITION



PROTEIN ATTRIBUTES: IS NUTRITIOUS

Source: Consumer Beef Tracker, 2019 – 2023. Q11: For the statement shown, please rate each protein based on your experiences. You can rate each protein anywhere from Agree Completely to Disagree Completely… The scale is set up so that no two proteins can have exactly 
the same rating, so you will need to place them in the order that you intend them to be.

Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.
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Both beef and chicken are top protein choices for being nutritious.



Source: Consumer Beef Tracker, 2019 – 2023. Q11: For the statement shown, please rate each protein based on your experiences. You can rate each protein anywhere from Agree Completely to Disagree Completely… The scale is set up so that no two proteins 
can have exactly the same rating, so you will need to place them in the order that you intend them to be.

Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.
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PROTEIN ATTRIBUTES: GREAT SOURCE
U.S. consumers consistently rank beef above other proteins when considering which “is a great source of protein”.



Source: International Food Information Council. 2023 Food & Health Survey. 23 May 2023. [https://foodinsight.org/2023-food-health-survey/]

HIGHER PROTEIN DIETS
Half of U.S. consumers followed a diet or specific eating pattern in 2023, consistent with last year. “High Protein”, a 
new addition in 2023, tops the list as the most common diet or eating pattern.



Source: Consumer Beef Tracker January – December 2023. Q13/Q14: “Earlier you mentioned that you plan to eat more/less beef. Which of the following statements are reasons why you plan to eat more/less beef in the future? (Select up to 5 statements) 

Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.
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BEEF CONSUMPTION
65% of all consumers plan to maintain their beef consumption levels. Consumers who plan to eat more beef are 
most motivated by the taste. Of those who plan to eat less beef are influenced by price sensitivity and multiple 
health concerns.
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Source: Seattle/Tacoma State Dashboard 2021-2024; “Which of the following would encourage you to prepare or eat beef meals more often? Select all that apply.” 
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.  

SEA/TAC TRENDS: ENCOURAGES CONSUMPTION
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Source: Seattle/Tacoma State Dashboard 2019-2024; Please read through the statements below and tell us whether you agree or disagree with each one. Please rate each statement using the scale of 1-5 where 1 means 
you strongly disagree and 5 means you strongly agree.” Agree = 4-5, Neutral = 3, Disagree = 1-2. 
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.  

SEA/TAC TRENDS: ATTRIBUTE AGREEMENT



Source: Seattle/Tacoma State Dashboard 2019-2024; “Thinking about all of your meals – breakfast, lunch, dinner and snacks – how frequently do you eat each of the following types of food?” “Looking forward, do you 
plan to eat more, less or about the same amount of each of the following?”
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.  
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SEA/TAC TRENDS: BEEF CONSUMPTION
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USDA projection shown in red. 
Source: USDA, Office of the Chief Economist, “World Agricultural Supply and Demand Estimates Report: December 2023” and Supporting Materials.
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.
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Per capita net beef availability is expected to decline by 2.0% from 2022 to 2023 and then by 3.3% from                    
2023 to 2024.



Source: USDA, Economic Research Service; U.S. Bureau of Labor Statistics. October 2023.
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.
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PER CAPITA BEEF EXPENDITURES
2022 beef expenditures saw a 2.6% decrease from the 2021 record highs but were still at the second highest 
since 1988.



Source: NielsenIQ, Discover, 2021 - 2023. January – December Fresh Beef Sales by Volume and Value, Data Ending 12/30/2023.
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

$ 2023 v. 2022 Lbs. 2023 v. 2022

+2.1%
$33.2B v. $32.5B

-3.3%
5.3B v. 5.5B lbs.

+1.6%
$16.2B v. $16.0B

+1.3%
5.34B v. 5.27B lbs.

-4.3%
$7.7B v. $8.0B

-4.7%
2.3B v. 2.4B lbs.

-29.6%
$125M v. $178M

-28.3%
13.8M v. 19.3M lbs.

Fresh Meat $61.4 Billion in 2023

2023 FRESH MEAT SALES AT RETAIL
2023 beef sales at retail were below 2022 levels in terms of volume but higher in dollars sold.
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Source: State of Consumer Survey, June 2023, Qualtrics/PureSpectrum, n=1363. Thinking about your current shopping and dining habits, in which ways, if any, do you see them changing in the next 6 months? Select all that apply. 

Survey designed and analyzed by National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

SHOPPING & DINING HABITS ARE SHIFTING
In response to economic pressure and inflation, consumers anticipate changing their behavior by dining out less, 
looking for deals, stocking up/freezing, and using leftovers.
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76% of meals cooked at 

home in 2022

Source: State of Consumer Survey, June 2023, Qualtrics/PureSpectrum, n=1363. Thinking about the number of meals you are currently cooking at home, what percentage of your meals do you think you are 
preparing and/or cooking at home? Is [insert percentage] percent of meals prepared and/or cooked at home more, less or the same as 6 months ago? Do you expect to continue preparing and/or cooking more meals 
at home? (n=546). 
Survey designed and analyzed by National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.

AT HOME EATING
Three-quarters of meals are being cooked at home and 40% of consumers anticipate cooking more meals at 
home, the majority of consumers plan to continue cooking at home.



Note: The “Other” category is comprised of offals, other beef, ribs, and value-added products.
Source: NielsenIQ, Discover, Year to Date  Retail Protein Sales 52 weeks ending 12/30/2023. 
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.
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BEEF CUT CHOICES
Fresh Ground Beef makes up half of beef sales in volume at the retail meat case and nearly 40% of dollar sales 
while Steaks account for over one-third of dollar sales. In 2023, 25% of Seattle/Tacoma consumers mentioned 
“Ideas for how to use Ground Beef” as a way to encourage their beef consumption. 
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Source: Seattle/Tacoma State Dashboard 2021-2024; “Which of the following would encourage you to prepare or eat beef meals more often? Select all that apply.” 
Analysis: National Cattlemen’s Beef Association, a contractor to the Beef Checkoff.  

SEA/TAC TRENDS: ENCOURAGES CONSUMPTION



WSBC
MISSION 

STATEMENT

Increase demand for beef 
by enhancing trust and 

connecting our beef 
community from pasture 

to plate.



FY 2024-25 STRATEGIC PRIORITIES

1 2 3
STAKEHOLDER 
ENGAGEMENT

Strengthen producer 
understanding & support     
for their Beef Checkoff 
investment by educating    
and engaging them in Beef 

Checkoff programs.

4
BEEF’S MULTIPLE 
ADVANTAGES

Promote and capitalize on 
the multiple competitive 
advantages of beef as the 
top protein choice 
compared to other proteins. 
Address the consumer’s 
price/value concerns.

RAISED & GROWN

Implement reputation 
management strategies that 
reshape the narrative about 
sustainable beef production 
and the environment. 
Defend our producer's 
ability to sustain their 
business.

BEEF’S NUTRITION

Positively engage in the 
sustainable nutrition 
conversation and beef’s key 
role in responsibly feeding 
people.



WSBC
TARGET 

AUDIENCES

The Beef Checkoff invests in Consumer Market Research that tracks 

consumer attitudes and behaviors to better understand the actions and 

aspirations of our consumers. The WSBC strives to apply that research to 

fine tune our target audiences to efficiently communicate, educate and 

promote on behalf of Washington’s 9,000 beef farmers and ranchers.

In FY 2024-2025, the WSBC will expand our market targets to include the 

Seattle/Tacoma and Spokane DMAs and explore the efficiency of reaching 

Washington’s smaller, emerging consumer markets.

The WSBC will focus on leveraging Consumer Demand Drivers identified 

by National Beef Checkoff-funded consumer market research to identify 

and prioritize messaging for each Strategic Priority.



CONSUMER DEMAND DRIVERS

CONSUMER
DEMAND

PREFERENCEVALUECONSUMPTION

Eating Experience Convenience & 
Versatility

PriceNutritionRaised & Grown

1. Raised & 
Grown

2. Beef’s            
Nutrition

BEEF COMMISSION STRATEGIC PRIORITIES

3. Beef’s Multiple 
Advantages





RAISED & 
GROWN

Implement reputation management strategies 
that reshape the narrative about sustainable beef 

production and the environment. 

Defend our producer's ability to sustain their 
business.



RAISED & GROWN STRATEGY OVERVIEW

MEASURABLE
OBJECTIVES

Beef is raised and grown 
responsibly.

Increase from 32% to 34%
Over 2023

Trust the people that raise the 
animals.

Increase from 34% to 36%
Over 2023

Beef is produced in an 
environmentally friendly way.

Increase from 28% to 30%
Over 2023

CAMPAIGN
GOAL

Show consumers, and those who influence them, that beef is responsibly 
raised and grown by people they can trust.

Implement reputation management strategies that reshape the narrative 
about sustainable beef production.

PRIMARY 
TARGET

BUSINESS OBJECTIVE
Defend and protect our beef producer’s ability to 

sustain their business.

Aspiring Advocates

Family Food Enthusiasts



RAISED & GROWN



RAISED & GROWN



RAISED & GROWN



RAISED & GROWN



BEEF’S 
NUTRITION

Positively engage in the sustainable nutrition 
conversation and beef’s key role in responsibly 

feeding people.



BEEF’S NUTRITION STRATEGY OVERVIEW

MEASURABLE
OBJECTIVES

Beef is a great source of 
protein.

Increase from 78% to 80%
Over 2023

Agree that beef is 
nutritious.

Increase from 64% to 66%
Over 2023

Agree that beef is a healthy 
choice.

Increase from 50% to 52%
Over 2023

CAMPAIGN
GOAL

Encourage consumers to express the specific, immediate benefit of 
including beef in the weekly diet through a unifying thought: 

“Beef is an important part of a healthy, sustainable food system.”

PRIMARY 
TARGET

Aspiring Advocates

Family Food Enthusiasts

BUSINESS OBJECTIVE
Achieve confidence among consumers that beef is healthy 

and sustainably produced.



BEEF’S NUTRITION



BEEF’S NUTRITION



BEEF’S NUTRITION



BEEF’S 
MULTIPLE 

ADVANTAGES

Promote and capitalize on the multiple 
competitive advantages of beef as the top 

protein choice compared to other proteins. 
Address the consumer’s price/value concerns.



BEEF’S ADVANTAGES STRATEGY OVERVIEW

MEASURABLE
OBJECTIVES

Beef is good for many types of 
meals.

Increase from 76% to 78%
Over 2023

Beef is a good value for the 
money.

Increase from 45% to 47%
Over 2023

CAMPAIGN
GOAL

Show consumers, and those who influence them, that beef’s taste, 
convenience, versatility and value are superior to other proteins.

Dispel the myth that there is a better alternative to beef.

PRIMARY 
TARGET

Aspiring Advocates

Family Food Enthusiasts

Balanced Rationalists

International Export Markets

BUSINESS OBJECTIVE
Promote and capitalize on the multiple competitive advantages of  beef as the top 

protein choice compared to other proteins. 
Address the consumer’s price/value concerns. 

My kids & family enjoy eating 
beef.

Increase from 71% to 73%
Over 2023



BEEF’S MULTIPLE ADVANTAGES



BEEF’S MULTIPLE ADVANTAGES



BEEF’S MULTIPLE ADVANTAGES



STAKEHOLDER 
ENGAGEMENT

Strengthen producer understanding & support 
for their Beef Checkoff investment by educating 
and engaging them in Beef Checkoff programs.



ENGAGEMENT STRATEGY OVERVIEW

STRATEGY
OBJECTIVES

Increase the number of 
producer who approve of the 

Beef Checkoff.

Producers feel well-informed 
about their Beef Checkoff.

Producers readily 
communicate their support of 

the Beef Checkoff. 

CAMPAIGN
GOAL

Provide producer testimonials and engagement opportunities to 
demonstrate support for the Beef Checkoff. 

PRIMARY 
TARGET

Cow/Calf Producers (emphasis on future leaders)
Dairy Beef Producers

Cattle Feeders 
Designated Collection Points + Brand Inspectors

BUSINESS OBJECTIVE
Position the Beef Checkoff as an essential tool for the 

viability of Washington’s beef industry.



STAKEHOLDER ENGAGEMENT
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STAKEHOLDER ENGAGEMENT



STAKEHOLDER ENGAGEMENT



COLLECTION & COMPLIANCE



COLLECTION & COMPLIANCE
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