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2024 FLORIDA BEEF COUNCIL FINAL REPORT

At a Glance Basp

Florida Beef Council

$250,000

Allocation Awarded August 2023

Introduction: The Florida Beef Council is pleased to provide a
comprehensive midterm report on the utilization of funds
received during the 2023/2024 contract year. The initial
funding of $250,000 has been strategically deployed to
support various initiatives aimed at driving beef demand
across the state of Florida.

Financial Overview: As of the midpoint in the contract year,
more than half of the allocated funds have been either spent
or committed to initiatives that align with our mission. A
detailed financial breakdown is available upon request for
your review.

Program Highlights:

Drive beef sales by employing educational marketing tactics
aimed at growing consumer interest and influencing
consumer opinion with special focus in retail sales; education;
nutrition; foodservice training; and consumer outreach.

Key Objectives

= =
4
00
Influence
Build Beef Consumer Drive Beef Brand

Demand Opinion Sales Building



2024 FLORIDA BEEF COUNCIL FINAL REPORT

Market Analysis

Florida Beef Council

22,610,726

Population - Florida

13,119,988

Population Ages 25-64

Demographic Analysis

2060 Digital performed a demographic analysis to evaluate your potential target market size.

Geography Florida Gender Age (18+)
26.5%

16.1% 16.6%
Total Population 21,693,485 152%  15.4%

10.0%
Median Age 42.7 Women Men . . l
1824 2

5-34 3544 4554 5564 65+

51.13% 4BE7%

Populati on Ages 25-64 11,079,386

Total HH'S (Households) 8,675,167 HH Income
18.9%.
HH'S with Children 2,019,359
13.3% 1Baw  139%
Median HH Income  $59,249 9.4% 9.5%
7.5%
6.0% 5.6%
Average HH Income  $86,153 2.7%

HH'S with Income $50,000+ 4,993,371
Less than $10000t0 $15000t0 $25000tc $35,000te $50.000to $75,000 10 $104.000 to $150.000 to 200,000 or

S$10000  $14599  $24999 534999  S49999 574999 $99999  SM49999 5199999 mome

#*This data is estimated based on US Census and American Community Survey data
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Tactic One: Retail Sales

Drive beef sales through retail channel marketing tactics.

The Florida Beef Council promotes beef
to Florida consumers to build demand
and increase beef sales with special
focus in the area of retail sales utilizing
an e-commerce campaign.

E-commerce (electronic commerce),
the buying and selling of goods and
services over an electronic network like
the internet, is a skyrocketing trend,
and the prevalence and success of e-
commerce shopping is staggering. For
this report, we’'ll introduce only the
statistics specific to grocery sales to
analyze the importance of e-commerce

programs.

Most online grocery buyers are
millennials, who reportedly place high
value on same-day delivery. They are far
more receptive to in-home delivery
options and new retail-tech features,
and they make up today’s family
shopping demographic.

In 2023, online grocery sales in the US
were expected to hit $160 billion,
spurred by approximately 143.6 million
digital grocery buyers across the
country. Some suggest it could even
top $1 trillion. With the convenience of
e-commerce offers, it is here to stay and
will continue to trend upward.

$58,000

Florida Beef Council Retails Sales Total Investment
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COUNCIL

Tactic One: Retail Sales

Drive beef sales through retail channel marketing tactics.

Heart Health &
Nutrition Month

E-commerce
Campaign

Active February 1 - March 14

Sponsored G

This strategic investment aimed to drive beef sales and enhance the visibility of lean beef
cuts and meals in Florida utilizing a retail campaign running from February 1 to March 14,

Campaign Overview:
e National Reach with a Local Focus:
o The e-commerce program focused on lean beef cuts and meals, leveraging the
national Walmart.com platform and Walmart app. Additionally, off-site creative
will run on 100 or more popular consumer lifestyle sites across the nation.

* Florida-Specific Investment:

o While a similar campaign will run simultaneously in several states nationwide, the
Florida Beef Council ensured that Florida's funds were exclusively invested within
the state. This localized strategy aimed to maximize the impact of the campaign
on Florida consumers.

Results are provided on the following pages.

e $50,000
= 4

Florida Beef Council Campaign Investment
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National Retailer
Heart Health & Nutrition
Month Campaign Results

$4.75M

IN BEEF SALES

RETURN ON AD SPEND
. | | IMPACT
The campaign drove 8.2M impressions and reached

several million households. SNAPSHOT

Traceable beef sales reached $4.75M. (Cash sales are not
traceable.)

ROAS (Return on Ad Spend) topped $94.69. In other 8 2 M
words, each campaign dollar invested returned $94.69 in ®

attributable beef sales. .
ImMpressions

$94.69

Return on Ad
Spend

Lean beef BEEF

Smart for your heart.

Sponsored

By

FLORIDQ\ .
2
CIL
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COUNCIL

Tactic One: Retail Sales

Drive beef sales through retail channel marketing tactics.

ITS WHATS FOR NH{‘.”

Py B S AP

And the crowd =" Summer &
goes mmm. Back-to-School
e e harvdcur ~ E-commerce
beef ready to tailgate. ol . Ca m pa ig N

Summer 2024

This strategic investment aimed to drive beef sales and enhance the visibility of lean beef
cuts and meals in Florida utilizing a retail campaign running summer 2024,

Campaign Overview:
e National Reach with a Local Focus:
o The e-commerce program focused on lean beef cuts and meals, leveraging the
national SamsClub.com platform and Walmart app. Additionally, off-site creative
will run on 100 or more popular consumer lifestyle sites across the nation.

* Florida-Specific Investment:

o While a similar campaign will run simultaneously in several states nationwide, the
Florida Beef Council ensured that Florida's funds were exclusively invested within
the state. This localized strategy aimed to maximize the impact of the campaign
on Florida consumers.

Results are not finalized.

S $8,000
= 4

Florida Beef Council Campaign Investment
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Tactic Two: Consumetr,
Culinary, Brand Promotion

Drive beef sales through consumer and culinary engagement, and
brand promotion.

R ri\ 42% |@ 58% " peimueach

The Florida Beef Council (FBC) is thrilled to present an update on our participation in the
South Beach Wine & Food Festival (SOBEWFF) for the first time, made possible through
the support of the Cattle Enhancement Board (CEB) funds.

Financial Overview:

CEB funds were allocated to facilitate the FBC's participation in the SOBEWFF, a renowned
culinary event that attracts food enthusiasts and industry professionals from around the
world. Detailed financial statements are available upon request for your review.

1. Inaugural Presence:

- The FBC's participation in the SOBEWFF marked a significant milestone as it was our
first time being part of this prestigious culinary event. This opportunity allowed us to
showcase the versatility and quality of beef to a diverse audience of food connoisseurs and
influencers.

2. Culinary Showecases:

- At the SOBEWFF, the FBC hosted culinary showcases featuring renowned chefs
preparing delicious beef dishes using locally sourced Florida beef. These live cooking
demonstrations not only highlighted the culinary excellence of beef but also emphasized
its importance in the culinary landscape of Florida.
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-Florida Beef Council chefs prepared and served nearly one ton of fresh beef products at
the SOBEWFF, garnering rave reviews from attendees. The culinary offerings showcased
the versatility and exceptional quality of Florida beef, leaving a lasting impression on all
who sampled it.

4, Event Attendance:

-The SOBEWFF attracted over 500 celebrity chefs and 75,000 food enthusiasts, making it
a premier event in the culinary world. The large attendance provided an excellent
platform for the FBC to reach a wide audience and promote Florida beef.

5. Brand Visibility:

-Our presence at the SOBEWFF provided valuable brand visibility for FBC, with our logo
prominently displayed alongside other sponsors and participants. This exposure helped
raise awareness of our organization and its mission to promote beef consumption in the
state of Florida.

6. Rancher Engagement:

-Florida cattle ranchers Beaver and Michelle Yoder were on hand during the event to
meet with attendees and share insights into the process of raising quality beef in Florida.
Their presence added a personal touch and provided attendees with a deeper
understanding of the dedication and care that goes into producing beef.

Impact and Outreach:
1. Engagement Metrics:

- The FBC is currently evaluating engagement metrics from the SOBEWFF, including
attendee feedback, social media impressions, and media coverage, to assess the impact of
our participation. Preliminary data suggests a positive reception and increased interest in
Florida beef among event attendees. A comprehensive recap of the success at SOBEWFF
2024 will be provided in the final report later this year.

2. Networking Opportunities:

- Beyond the culinary showcases, the SOBEWFF offered valuable networking
opportunities for the FBC to connect with chefs, restaurateurs, food writers, and other
industry professionals. These connections are instrumental in fostering partnerships and

$53,638.88

Florida Beef Council SOBEE
Campaign Investment

advancing our mission to promote beef consumption.
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Tactic Two: Consumer,

Culinary, Brand Promotion
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Tactic Two: Consumer,
Culinary, Brand Promotion

Drive beef sales through consumer and culinary engagement,
and brand promotion.

“Ruch Lo Riboye”

April 15-17, 2024

Introduction: The Florida Beef Council (FBC) is excited to share details of our upcoming Ranch to Ribeye
annual ranch tour event, made possible through the support of the Cattle Enhancement Board (CEB) funds.
This event provided valuable insights into the beef industry from pasture to plate, catering to retail and food
service sales professionals, chefs, and culinarians.

Our recent "Ranch to Ribeye" tour was an enormous success. This annual two-day event showcases Florida's
dynamic cattle and beef industries, which have experienced remarkable growth since its start.

This year, we were honored to welcome 40 influential culinary, food service, education, and retail figures.

o Notable names include the Walt Disney Companies Sr. Sourcing Specialist; the executive culinary team
from Charley’s, America’s #1 steakhouse; and Celebrity Chef Chris Valdes, along with representatives from
Cargill, Sysco Foods, Buckhead Meat, Florida International University, and more.

¢ Collectively, this distinguished group reaches consumers in the hundreds of millions, with beef sales from
WDW Orlando, Sysco Florida, and Buckhead Meat totaling more than 202 million pounds annually.

¢ In terms of consumer reach and sales, this year's tour stands as the best we have assembled in recent
years.

¢ The unwavering support of members, who open their gates to these groups is instrumental in our success.
Thanks to the Griner, Usher, and Quincey families for their warm hospitality, as well as to the dedicated
faculty and staff at UF Meat Science, including Dr. Carr, Dr. Thrift, and Kyle Mendes.

Conclusion: The FBC is grateful for the support of the Cattle Enhancement Board in organizing the Ranch to
Ribeye Spring ranch tour event. This initiative reflects our commitment to promoting education and
awareness within the beef industry and strengthening partnerships among industry stakeholders.

$22,645.89

Florida Beef Council R2R
Campaign Investment
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Tactic Two: Consumer,
Culinary, Brand Promotion

Drive beef sales through consumer and culinary engagement,
and brand promotion.
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Culinary, Brand Promotion

.- : Q,q Drive beef sales through consumerand
: D 1- culinary engagement, and brand promotion.
A P C L L] °
.»d American Pie Council
cou®™

National Championships

Introduction: The Florida Beef Council (FBC) is delighted to announce our sponsorship of the
American Pie Council National Championship, marking our first-ever participation in this
esteemed event. Through the support of the Cattle Enhancement Board (CEB) funds, we have
introduced a new category for savory pies, featuring beef as the primary protein ingredient.

Event Overview:
1.National Pie Championships®:

o The American Pie Council hosts the National Pie Championships®, attracting amateuir,
professional, and commercial pie bakers from across the country to compete in various
categories. Our sponsorship introduces a hew category specifically for savory pies,
showcasing the versatility and flavor of beef in pie creations.

2.Savory Pie Category:

o The addition of a savory pie category highlights the savory side of pie-making, with beef
serving as the star ingredient. This category provided an opportunity for participants to
showcase their creativity and culinary skills in incorporating beef into their pie recipes.

3.Exclusive Chef Demonstration:

o As part of our sponsorship, Chef Rick Neal provided an exclusive beef pie recipe and
demonstration to attendees during the two-day event. Chef Neal's expertise offered
insights into creating delicious beef pies and inspired participants to explore new culinary
possibilities with beef.

Impact and Outreach:
1.Promoting Beef in Culinary Events:

o Our sponsorship of the American Pie Council National Championship underscores our
commitment to promoting beef in culinary events and expanding its presence in diverse
culinary creations.

2.Engagement and Education:

o The inclusion of a savory pie category and Chef Neal's demonstration provided
opportunities for engagement and education, fostering greater appreciation for beef's
role in savory dishes among participants and attendees.

Conclusion: The FBC is grateful for the support of the Cattle Enhancement Board, which has
enabled us to sponsor the American Pie Council National Championship and introduce a new
savory pie category featuring beef. This initiative aligns with our mission to promote beef

consumption and showcase its versatility in culinary applications.
$12,835.46

Florida Beef Council Total APC Investment
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Drive beef sales through consumer and culinary engagement, and
brand promotion.
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“Ta Ste of Vol usia ” Tactic Two: Consumer,

Culinary, Brand Promotion

Drive beef sales through consumer and culinary engagement,
and brand promotion.

TEORVOLUS

-I'.hlrgtl-;ll;'rilB-II'I.MIFE[IEHI.TIIHH'.IH'HHHIH-&HHI L E
..|!|TL|F!£|IL! MARCH 23RD, 2024 | BPHTOSPH
WLUEHI COUNTY FAIRGROUNDS - TEIHHLAWHEFE.E ARENA

ﬂ“

$2,470.39

Florida Beef Council Taste of Volusia
Campaign Investment
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Tactic Three: Nutrition

Drive demand for beef through the engagement and education of
nutrition professionals.

The Florida Beef Council is pleased to provide an update on the sponsorship of the
upcoming Florida Academy of Nutrition and Dietetics (FAND) annual symposium, a
significant initiative supported by the Cattle Enhancement Board (CEB) funds. This
sponsorship marks the first in-person symposium hosted by FAND since the onset of the
COVID-19 pandemic.

Financial Overview: CEB funds were allocated to sponsor the FAND annual symposium,

demonstrating the Council's commitment to promoting the nutritional benefits of beef

Florida Academy of Nutrition and supporting the community of nutrition professionals. Detailed financial statements
and Dieteties are available upon request for your review.

Symposium Highlights:
1.Return to In-Person Engagement:

o The sponsorship of the FAND annual symposium marked a pivotal moment as it
signified the return to in-person engagement for the first time since the COVID-19
pandemic. The Council's support played a crucial role in facilitating this transition
and fostering meaningful connections within the nutrition and dietetics
community.

2.Promoting Beef Nutrition:

o The Florida Beef Council will actively participate in the symposium, showcasing the
nutritional benefits of beef and providing valuable resources to attendees.
Educational materials, recipe demonstrations, and interactive sessions highlight the
role of beef in a balanced diet, reinforcing its importance in promoting overall

health and wellness.
3.Building Partnerships:

OF FLORIDA Gold Sponsor

A Diviskon of Florkda Dairy Farmers
FLORIDAMILK.COM

o The sponsorship of the FAND annual symposium provided an opportunity for the
Florida Beef Council to strengthen partnerships with nutrition professionals,

. e dietitians, and other stakeholders in the healthcare industry. Collaborative efforts
Sol S n O rrl Sor:] = were made to disseminate evidence-based information about beef nutrition and
iver po sor = address misconceptions surrounding beef consumption.

A COMPASS ONE WEALTIEARE COMPANY

Impact and Outreach:

1.Engagement Metrics:
Bronze Sponsors o The Florida Beef Council will evaluate engagement metrics, including attendee

& feedback, session attendance, and post-event surveys, to assess the impact of the
sponsorship. Preliminary indications suggest positive reception and an increased
ﬁ"“gd" mutrition, UNF understanding of the nutritional benefits of beef among symposium attendees.
edtrition® nairns Rt ilion, 2.Community Outreach:

o Beyond the symposium itself, the Council's sponsorship has facilitated broader
community outreach efforts, including media coverage, social media engagement,

Ed ucatio‘n G rant g hlestlé and partnerships with local organizations. These initiatives aim to amplify the
! HealthScience Council's message and reach a wider audience across the state of Florida.

Conclusion: The Florida Beef Council is grateful for the opportunity to sponsor the Florida
Academy of Nutrition and Dietetics annual symposium and appreciates the support of the
Cattle Enhancement Board in making this initiative possible. We remain committed to
promoting beef nutrition, fostering community engagement, and supporting the health

$54,971.83

Florida Beef Council Total Nutrition
Programs Investment

and wellness of Floridians.
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NUTRITION - Broadcast Marketing

Tactic: Influence consumer perception by using broadcast-trained registered
dietitians to deliver beef meal ideas and positive messaging about beef’s
nutritional profile in targeted Florida markets.

SPONSORED BY: FLORIDA BEEF |

FATHER'S DAY MEAL INSPIRATIO

FLORIDABEEF.ORG Y .o

Securing earned media placement in Florida’'s crowded news market has become increasingly challenging,
and paid media is expensive. To address this, we partnered with a media placement company to utilize
broadcast-trained dietitians.

We conducted 15 segments for broadcast across high population Florida markets. Topics include: healthy
tailgating with beef; holiday cooking; back-to-school meals; Father's Day, heart health, and much more.

¢ 84 Markets (in-state; national syndicates)
* 5M Impressions

Proof of Performance Report
June 2023 - June 2024

¢ 15 web posts o GG S

Network Partmen.

Additional performance numbers still expected.

raw abcactionnews com/marming-blend et your-gril-mater rela-this-weekend-check-out-this- Cumulative Alring Performance:
| ToraiMarkers T 5479 from Wationally Syndicated Daytime)
| Total Segment AFings T [0
3 #Wed Posts | 11+ 2 Fle Demnioads.
Fort Myers: Impression Extimate.
s " Total Estimuted Impressions. 329,000 kocal TV total
firstcoastnews comfvideo entert; 1% t-lving ffoods-on-the {+4.8 Million via national syndication)
nige-list-all-yeac/77-6424¢ 267 7456-413-bH72- defe dRIIA52d + 550,000 web oant
Orlando: Foaeage Imprassians Estematy 25,000 pt local FL masket
it fwww dropben com/sel ifhmohs Josfwrbust ZESTO224,mpa eyt lvyza Huise609inLafry3 | per market
babst=y IvdmBmEEdI=0 Florida-Based Reghtered Distitian-Nutritionists, thare recipe ideas featuring Flacida Beel) Beed provides aa excellent
p o comyvideoyen ment/television first-const-lhing foad drink source of high-quality protein whie containing 3 other essentlal nutrienis bt o and tinc, and cawy fis into a healifey

wxpeerts-Kove 71-0esRAT0C-B465- 485907

I datl
marning blend registered-dietitian-jamie-lee- meintyre-shares Srand]Produck: Florida Beel
g | Sponsor: Florida Beef Coundil
" | Zest Contact: samie Lee Mcintyre M5 RDN Emal: fameLoe @oeplacements
mial[3245549/ Ar Date: A Time [locall:

TamEa Bay's Morming Slesd /1523 | 10:008m

Fort Myers: hiips /v abe 7 eon
i coast-lving/spring foods: First Coast Living 6/15/23 11:00am

for health/77-500dG6de-5b72-degh beb Dsytime 173723 P
— 5 picami=is : ABCT More in the Mosning 11/20/23 | 9:00am
g'aln.m.. it foonw wila 3 grend Iuchsondie T30/28 Tiae
landa: Orlands 211424 12-dpem
hitps:ffwww.drogher sl Fife it /DIZESTO524.mp- 2rikey=2hsr2 S narbpoltrupau Jacksanwilie 2/15/24 Tam-12pm
pBsteidinrTugSel=0 Tamea 2/21/24 10-41am
Miam 2{Z8/24 12:30pm
Thaeik you for working with Zest! Fart Myers 37124 {Exchuthon®) 9-409m
Jacksonville 4/15/24 11:00am
ZESTO e oo
| Ortando 5/28/28 12.1pm

Segment Links:
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Engaging doctors and their patients
with educational materials highlighting
beef’s role in health, the Florida Beef
Council, in partnership with the NCBA
Federation Services Registered
Dietitians, sent out more than sixty
toolkits to adolescent physicians. Post-
program evaluations consistently
indicate that doctors are more likely to
recommend beef after receiving these
toolkits.

Table Talk Topics

Positive Conversations with Tweens and Tesns
about Food, Performance, and Feeling Good

Real Talk with Pediatric Dietitian,
Jill Castle, MS, RDN

A5 @ parent or chregives,

you play the most HOW FOOD MANES YOU FEEL
important robe in your We cat for nourishment and
child's eating behavice. accasionally 10 feel bether—
in fact, even the way you and that's akay! Eating diverse
talk abxcart food can have toads holps your body got
animpact on developing what it needs 1o stay heahthy
healthy eating habis.

and feo! Good 50 you can be
L yeur b,

Commanis about a a chikl's body size or weight can
backfine. Evin pacents with the best ntentions can say
things that make teers feol bad, which mary lead to-
unhealthy eating paterns.

HOW FOOD HELPS YOU THINK

Food belps your beain

function at its best. Getting the

right balance of nutrients—

including iron. zine, and

“ditnmin BI2—holps your brain
i function and leaen.

Taens may be unhappy with Mair bodies and view 1ood s
something they can alter, modity and control, which is why
¥our wards matior,

Drop the “good” or “bad,” and the “healthy™ or “unheakiny™
Eaoil SCHpsions, nsteacl, HEus on aling enjoyment and
encouraging a positive relationship with food. It's all about
balance!

HOW FOOD HELPS YOU PERFORM
Food gives your body "fuel® o
do o vastiofy of things e play
sports, play an instrument,
and participate in after-school
Sthities,

Build Balanced Plates with Beef

Guidance on how to build a balanced plate can help boost
nutrition and fuel tweens and teens.

NUTRITIONTOSUPPORT <
GROWING TWEENS AND TEENS

Adoptica of hoalthy distary

H-confidence

On average, adelescents 14-18 years-old require
51% to 7 oz of protein-rich foods each day."
A3 02 c00ked Seing of Deed COMMINg ADOL 250 of protein and 9
ather essential nutrignts

What does 3 oz of cooked beef look like?*"

-2 6-@

Steak Deckof Beef Hockey
Cards. Patty Putk

We'd love to
hear from you!

——y— ) et ity oo

</

0 o 23 o e, e et o e e iy

NUTRITION - Adolescent Health &
Nutrition Physician Toolkits

Dear Healthcare Provider,

The tween and teen years are defined by transformative growth and development, yet
unfertunately, many children and adolescents fall short on consuming essential Autrients
to suppart physical and mental performance and overall well-being !

The latest Dietary Guidelires for Americons reports that school-age chikdren and
adolescents have poor diet quality with inadequate intakes of protein, iron, zine,

phosphorus, choline and vitamins B6 and B1Z, leading to deficienci

that can

compromise linear growth, cognitive development, and immune function.! Research
consisiently shows that balanced diets centaining nutrient-dense foods, like lean beef,

support adolescent growth and development and
can help fill these autrition gaps.™

As a contractor to the Beef Checkoff, a program
supported by beef catibe farmers and ranchers, we
ane committed to advancing nutrition research and
supporting healthcare professionals and the public
with practical, evidence-based information on
beal’s role in a healthy and balanced diet.

We hope your patients find this evidence-based
toaikit helpful for making every bite count.

in Good Health,

Beef is a delicious and
hearty food that kids love,
making it an important
addition to busy school
days, practices and events.
When deciding how to best fuel

active tweens and teens, start
your planning with protein.

T

Lillie: Berman,

167 P 10 THEFLITE

M5, BON
Drreenee, Mutrithen influescer
Exucation & Evalustien

Try this Classic
Meatloaf recipe,
made with simple

and nourishing
ingredients

Personalize it in
three simple steps:

n Prepare Classic

ITALIAN:
Mushrooms + pasta sauce + basil

Meatloaf | GREEK:
w Olives + oregang + tzatziki & cucumber

Add favorite

Veastaie st

seasonings e ASIAN:

M Green onions + ginger + peanuts

H Top and serve

with e L

and/or garnishes \"&/ SPANISH:

Bell pepper + olives + paprika
</
Lus Agriculture. A Sennce

Tonted 1y Bt o ey

FooaData Cortral 2010 fc ral usda gov NDB £ 13364
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NUTRITION - BYB at CSCCA

Nutrition remains a top priority for the
Florida Beef Council. Alongside our
ongoing partnerships with the Florida
Academy of Nutrition and Dietetics and
the Florida School Nutrition
Association, we continue to champion
beef in sports nutrition through our
partnership with the BYB (Build Your
Base).

We attended the CSCCA (Collegiate
Strength and Conditioning Coaches)
national conference with our partners
from the South Dakota and lowa Beef
Councils where we welcomed new
recruits to the BYB program. Of course,
we couldn't pass up the opportunity to
sponsor a delicious beef luncheon.
And, Dr. Kim Schwanbauer, dietitian to
the Pittsburgh Steelers and member of
the BYB advisory board, led a packed
workshop on nutrition for female
athletes.

BUILD YOUR BASE

PRESENTATION

The Female Athlete: Unique
Mutritional Challenges and
Practical Recommendations

CSCCa 2024 National
Conference
Wednesday, May 8
1M:55am-12:55 pm
Room: CC-201A-C

SPEAKER
DR. KIM
SCHWABENBAUER

BUILD YOUR
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NUTRITION - BUILD YOUR BASE

FUELING YOUR GAME TIME
We've made waves in the professional PERFORMANCE

sports world, too. The new IFL (Indoor
Football League) Jacksonville Sharks
uses the BYB program. We launched a
digital advertising campaign in the
greater North Florida/South Georgia
area to complement this tie.

We also ran BYB ad pieces with fan
yearbook publications for the Tampa
Bay Rays and Miami Marlins.

JACKSOMVILLE

MARKS

BUILD YOUR BASE

Ready-to-use |
Up-to-date, evidenced based tips and
" 7 strategies, for using protein to support
muscle growth and recovery
Best-in-class sports
nutrition education
Regienal and natienally r d experts,
provide the support needed 50 every
athlete can succeed

High quality protein support
Access to custom-made Build Your Base

, D7
4
ariginal beef jerky! Each ounce contains 10

www.buildyourbase.org groms of protein!




2024 FLORIDA BEEF COUNCIL FINAL REPORT

Tactic Four: Consumer
Outreach

Southeastern States
Digital Marketing

P S

Inspire consumers across Florida and the southeast to choose beef with
digital advertising on leading media platforms.

c O ——
Campaign Overview G s onsumer Lampaign otrategy
Natoma $3.000
Camnmbu. D/10/2604 - B Messgp #5000 @ TARGET Budget Breakdown
B0 inspin 15 States o Wertudcy $5.000 Targeting consumers in the Southem Stale The Trade Desk Audio Streaming Ads §30,000
o o o Pk anet tirve of e Beet s WhafsFor footpaint: AL, FL, GA, KY, LA, MS, NC, SC,
Dinnver. brand (=i [ AR, VA and TH The Trade Desk Connected TV Advertising §76,500
Lousiana. $17.000
. m;:xwwlmlmlemmumwﬂ fromm garly Jund thicigh the end of TOTAL BUDGET: $106,500
Mg, 1 capaakze on the peak summer grilieg seascn. This wil also meTer e Terresaee £5,000 MEDIA STRATEGY
Natieal BIWFD Sermmer Grillng Anthem feght Forda $5.000 E Adapting bost.porforming tactics froem the Mational
from past Regional State Beod Council
=+ This camgpaign wil run ads acroes Connected TV and Audo Onlns Virgein 3,500 cempaigns and
Thes allows for premium ad piacements on TV, ncludeg e T 520,00 S hulu @ Spotify
ol networks. bn adton, - ForcTV, 9o popular Live Sports .
theoughout e summartime, incuding pacing BIWFD HGIV Fm
ads during tha Parts Olympics, Major League
TOTAL BUDGET: Basebal, Winbledon, Major League Soccer, PGA p
Tour and other live Sports programming. @ i' la an d
g pandora
- @ @ p Budget Breakdown +  For Auda/Radio Streaming, capisre popular A
» Programming dunng optimal tmes-of-day, Incucng
5 The Trade ﬁﬂﬂn $30,000 morming aRemoan diive-ma and avening hours Gwmmd‘l’\f ads wmt;mm
Streaming oTuncli Eaete o,
Connoctod TV ads Audio Streaming Ads through The Trade Desk Connected  §78,500 AcEal L wide variaty of D
through The Trade Desk The Trade Desk (e.g., Spotify, TV Advestising 2 / ASSETS 'PP'“P"‘A"-PTWW
across a wide variety of iHoast, Pandara) . + BIWFD Anthem Campaign Audio and Video assets channel
TS el e ns
charmels (o.g., Hulu, Fox,
ESFN. ABC. otc.)
Connected TV: Live Sports Advertising
Audio Advertising: How It Works — e "
« CTV advertising on live sporting events on CTV will be a part ==' ' ' \ 5

of the CTV buy - both during and pre/post live sporting events.
+ While listening to music on digital audio
platforms (Pandora, iHeart, Spotify, etc.), the Beef
It's What's For Dinner. ad will appear during a
break promoting beef's message.

+ Ability to reach highly
programming, at a fraction of the cost of past Ne‘rwork ™
advertising.

e 25

D ding on the Season, Live Sports Programming may include: IRECTV
: s + Regional College Sports (Football, Basketball) 1
» These ads are un-skippable and have an option - NFL Regular Season & Playoffs (Sunday Night Football, etc.) stream

to learn more on the BIWFD website.

+ Audio platforms may include popular consumer
audio sites, such as iHeart, Spotify and Pandora.

+ NBA, NHL, MLB Regular Season (ESPN, ESPNZ, TNT)

= Golf - Live PGA Tour {FuboTV)

- Soccer - {U.5. coverage of EPL, Bundesliga, La Liga and Serie A)
+ Formula 1 & NASCAR Racing - (Sling & F51)

« Paris Olympics

®CBS
SPORTS

(SFP?}S}/

©® (=) P

Spotify pandora

PRRIS 2024

%Y

Digital campaign results will be
available Fall 2024.

$15,541.13

Florida Beef Council Total Consumer Outreach Investment
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Tactic Four: Consumer
Outreach

Print Advertorials

Inspire consumers across Florida and the southeast to choose beef with
strategically-placed print advertising.

31 FLORIDA ¢
[] ad B

Inside-the
Lavender
Houge

—

+

—

Kids Benefit ffem b
AgEducatod ;:
¢ Experience 1\

[
H ,Farrnmg Throw gh
" the Generations

.ra'm:hnr and ‘cawboy’ ®




Questions?
Please contact us.

for the opportunity to invest in programs that
influence and elevate beef product sales.




counciL /)
INVOICE

From:

DeAnne Maples

Florida Beef Council

PO Box 421929
Kissimmee, Florida 34742
407.846.4557

Bill To:

Cattle Enhancement Board

bate: May 3, 2024 deanne@floridabeef.org
Description Total

Retail - Digital Marketing $50,000
Nutrition Education - FL Academy Nutrition; CSCCA $10,840.16
Consumer Outreach - Print Placement $ 7,770.00
Nutrition - Broadcast TV & Digital Placement $12,646.78
Brand/Consumer Outreach - Taste of Volusia $2,470.39
Culinary & Foodservice - “Ranch To Ribeye” Ed Event $22,645.89
Consumer & Infleuncer Outreach - South Beach Wine & Food Festival $53,638.88

Yo




COUNCIL

INVOICE

Bill To: From:;

Cattle Enhancement Board DeAnne Maples
Florida Beef Council

PO Box 421929
Kissimmee, Florida 34742
407.846.4557

Date: August 10, 2024

deanne@floridabeef.org
Description Total
Brand Marketing - American Pie Championship $12,835.46
Consumer Marketing - YF&R; FFB Publication; FFF Publication $7,021.13
Digital Marketing - Summer Grilling $5,000.00
Nutrition Marketing - Physician Toolkits $6,000.00
Nutrition Ad Marketing - BYB Digital; Sports Ads; BYB Toolkit $14,750.00
Nutrition Marketing - Zest Communications $4,984.89
Retail Marketing - E-Commerce $8,000.00
Indirect Costs $31,396.42

c%v/





