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Books and Films 
• Fast Food Nation (Chew on This) 
• Eating Animals 
• Omnivore’s Dilemma (And the Youth 

edition) 
• Food Rules 
• Supersize Me 
• Food Inc. 

 Even if you don’t read the book, you likely will 
read stories about the book or hear the author on 
TV or radio. 



Eric Schlosser & Michael Pollan 
• Journalists who just care 

about the truth (?) 
• Just a couple of 

reasonable guys (?) 
• They’ll share it with you 

in public speeches – 
contact their agents 

• What a shame the meat 
industry won’t talk to 
them  (Really?) 
 

  



What are they selling? 

Nostalgia! 

Simple Answers! 



Who do food activists want 
Americans to believe we are? 



How did we get here? 
Setting the Stage 



Regulatory  
Agencies 

Public Health  
Agencies Meat Industry 

Consumer 



20 Years of Change 
• Stamps….fax….email…tweets… 
• Specialized to general reporters… 
• Daily deadlines to instant deadlines… 
• 30 minutes of nightly news to 24/7 
• 60 Minutes to 600 minutes of tabloid news 

shows… 
• Talking to texting… 
• Private dignity to letting it all hang out… 
• E. coli what?   
• “British Invasion” 
• PETA proliferation… 
• Undercover everything… 



Need to understand today’s 
Americans 



Cultural Trends 
• Math and science weak relative to other 

nations 
• Seeking easy answers 
• Twitter:  140 characters 
• Conditioning ourselves toward shorter 

attention spans 
• Young people taking the big idea over the 

details 
• Gaming, YouTube means visually focused 
 
 



Americans and Food 
• Less connected to ag 

– Fewer than 5% on farms 
– Separated by generations 

• Have basic knowledge void that many will 
readily admit 
– Some of our biggest challenges are 

educated adults who “think” they know… 
• Knowledge void is an opportunity for 

industry – and activists 



Declining Trust 
• Do you believe most Americans can be 

trusted or you can’t be too careful in 
dealing with people? 
– 1960:  60 percent trust most people 
– 1970s: below 50 percent 
– 1990: 40 percent trust most people 
– 2006:  just 32 percent trust most people 

 
 
Source:  True Enough, by Farhad Manjoo 



Why do people trust each other less? 

• Interact less with one another 
• Watch TV more and reality is distorted 
• Many feel that those in whom they’ve 

placed trust – corporations, churches and 
government – have proved unworthy 

• Shifting from generalized trust (trust of 
people broadly) to particularized trust 
(where we only trust people like ourselves) 
–   Particularized destroys generalized. 

 
Source:  True Enough, by Farhad Manjoo 
 



What’s the real significance of 
these trends? 

"A lie gets halfway around the 
world before the truth has a 
chance to get its pants on."  
  --  Winston Churchill  



Media Carry Activists' Messages 

Why? 



U.S. Media and Politics 

• Political affiliations documented liberal 
 

• American Association of Newspaper Editors 
(ASNE) surveyed 1,037 newspaper 
reporters in 1997: 
– “Liberal/Democratic” – 61% 
– “Conservative/Republican” – 15% 
– “Independent” – 24% 



Then and Now 



Consumers Default to Negative  

• Study analyzed consumer purchase behavior for 
irradiated pork when three groups were presented 
with negative, positive and balanced inform 
– Favorable purchase behavior exhibited when positive 

information only offered 
– Consumers reacted similarly to negative and balanced 

coverage  
 

• In-depth positive information needed to overcome 
negative 
 

 
Source:  “Influences on Purchase of Irradiated Foods,” Food Technology, 56, 2002, John Fox, Ph.D., Kansas State 

University 
 



Opinions, Voids and Opportunities 

• Lots of opinions 
• Lots of “I just don’t know” 
• Problem will worsen as we become less 

connected to agriculture 
• When there is a knowledge void, we have 

an opportunity 



How Does This Change Your 
Impression? 



How Does This Change Your 
Impression? 



So who is credible? 
 
 











How do we know what issues we 
need to address? 



Consumer Myth Polling 
March 2010 

• 2,100 Americans polled online 
• Respondents were asked to score myths 

on a scale of 1-100 (1-being least 
favorable; 100-most favorable), in terms of 
the degree to which they agreed or 
disagreed.  
 



Results 

• “Anti” industry respondents ranked the 
meat industry below 30.  
– Likely to be female, liberal, higher educated 

and on some type of vegetarian/non-meat diet 
 

• Those who are pro-industry tend to be 
male, Republican, conservative, married 
and meat consumers.  



Results 

• Favorability score for the meat industry 
was 48.7 
– Automotive (47.4), 
– Pharmaceutical (42.3),  
– Banking (40.7), and  
– Oil and natural gas (39.5) 



Results 

• 63% say they have not heard anything about the 
production of meat or poultry in the past three 
months.   
– However, those who reported hearing something said 

the coverage was mostly negative (77%).   
 

• Most adults (78%) know that USDA regulates 
the meat and poultry industry, but few were 
confident in their regulatory abilities.   
– 47% said there is too little oversight by USDA, while 

31% said there was just the right amount.   



Results 

• Adults are slightly more confident in the 
safety of meat and poultry today than 25 
or 50 years ago, but divided on whether 
it’s safer than 10 years ago.  
 

• The survey overall showed that Americans, 
unaided, continue to focus on price quality 
and freshness when making purchases.  
 

• However, when probed, they do express 
concern about a number of issues.  



Results 
• The top myths were identified:  

– Hormone use in meat and poultry production;  
– Eating too much red meat can increase heart 

disease risk;  
– Americans are eating more meat than 

recommended;  
– Antibiotic use in livestock production is a 

concern and use is increasing;  
– Most sodium nitrite from meat products; and 
– Inspectors only visit meat plants occasionally 

and that lack of federal oversight makes 
livestock abuse common.  



Results 
• A multiple media curriculum was 

developed based on the identified myths:   
– Video messages with interviews experts; 

“Meat MythCrushers websites;  
– Facebook Page “Meat MythCrushers”;  
– Youth-oriented Facebook page “The Meat 

Locker”;  
– Print piece to be sent to policymakers, elected 

officials and key reporters;  
– Pocket guide; and  
– Presentations for use in K-12 and civic and 

business organizations.  



Meat MythCrushers Web Site 



Meat MythCrushers 

• Brochure 
• Web site 
• Facebook 

page 



The Meat Locker 
• Facebook page for 

Youth 
• Stickers now 

available for those 
who sign up and 
for members 

• First batch free, 
small charge 
afterwards 



MeatUP! 

• MeatUP Center now operational 
• Children’s PowerPoint  
• Boy Scout Animal Science 

PowerPoint 
• Business PowerPoint 
• Meat MythCrushers PowerPoint 





Issues Beef Industry is Facing 



Beef Production 
Common Perception 



Beef Production 
The Reality 



Environment/Sustainability 



Antibiotics Residues/Resistance 



Diet and Health 



Animal Health 



Animal Welfare 



Food Safety 



How does the beef industry 
overcome these challenges? 



When there is a knowledge void, 
there is an opportunity 

• Keys To Success 
– Be factual 
– Be friendly  
– Be respectful 
– DON’T be discouraged! 

 



How to Deal With Closed Mind 

• Food is personal – like religion 
• Acknowledge concerns/confusion 
• Ask them questions to clarify concerns 
• Ask permission to share facts 
• Give time…and offer to answer any follow-

up questions 
• Don’t get angry! 



You are critical and an expert 

• You are the local farmer/rancher – not the 
unknown “Big Bad Industry” 
– Educate the local media 
– Educate your community 
– Educate your local, state and federal 

congressional representative 
 

But…. 
 



Data speaks 



Important to know your numbers 

• Contribute to the economy 
– Tax base 
– As an employer 
– Products 

 
 



www.meatfuelsamerica.com 

• Provides 
economic 
analysis of 
congressional 
districts and 
states 







Meat Industry Economic Impact of in 
Florida District 6 – Talking Points 

• The benefits of the meat and poultry industry 
can easily be seen in Congressional District 6, 
where the industry is responsible for a total of 
7,703 jobs, including 134 in meat and poultry 
packing, and 3,264 directly involved in the retail 
sale of meat, poultry and meat & poultry 
products. 
 

• In addition, the District is home to 1,927 jobs in 
firms supplying the meat and poultry industry, 
including 636 jobs involved in the agricultural 
production of meat and poultry animals. 



Meat Industry Economic Impact of in 
Florida District 6 – Talking Points 

• These are real jobs held by real people in firms 
as varied as trucking companies, machinery 
manufacturers, accounting firms, and grocery 
stores, and represent an important part of the 
economy in Representative Cliff Stearns's 
District. 
 

• All told, the meat and poultry industry generates 
nearly $744.30 million in economic activity in the 
district. 



Meat Industry Economic Impact of in 
Florida District 6 – Talking Points 

• These are good jobs, paying an average of 
$30,654 in wages and benefits. Today, every job 
is important. In fact, in Florida the unemployment 
rate has reached 11.6 percent. This means that 
there are already 1,074,500 people trying to find 
jobs in the state, and collecting unemployment 
benefits.  
 

• Not only does the manufacture and sale of meat 
and meat-related products create good jobs in 
Florida but the industry also contributes to the 
economy as a whole. In 2008, the meat industry 
was responsible for as much as $20.4 billion in 
economic activity in the state. 



Where does that leave us? 

• We have to answer the tough questions 
But know your audience 

 
• Be proud of our industry 

But not be ignorant to those with differing 
opinions 
 



Where does that leave us? 

• We must be engaged 
– Congressional Representatives 
– Media 
– Consumers 
– Community 
– Other allied industries 
And  
– With our critics 



Where does that leave us? 

• Do opposition prep 
• Don’t stop your industry from moving 

forward 
– Technology 
– Science 
– Production 

• Remember lessons learned 



Ask for Help 

• Trade organizations 
• Producer organizations 
• Universities 

– Extension agents 
• Other allied industries 

We are united more than divided 
 



Final Words 
• It is essential to target communications efforts 

around the myths that are most strongly held by 
Americans and to focus on correcting 
misperceptions and avoid raising issues where 
there is not strong concern or awareness.   

• We must work hard not just to encourage 
consumption, but to also give consumers 
permission to feel confident in meat and poultry 
when they are consuming them.   

• This can help potential erosion of consumption 
and help avoid public policy initiatives that are 
based on lack of education and information.  



Remember - Keys To Success 

• Be factual 
• Be friendly  
• Be respectful 
• DON’T be discouraged! 



Championing the Beef 
Industry  

 
 

Betsy Booren 
Director, Scientific Affairs 

American Meat Institute Foundation 
 
 

May 4, 2011 
 


