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Did  you  know ?  
Half of your required federal dollar 

comes to the New Mexico Beef 
Council and stays in your home state.
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Mission
:The mission of the New Mexico Beef 

Council is to strengthen consumer 
trust and grow demand for beef by 

connecting New Mexicans to the 
ranchers, traditions, and nutrition 

behind the product through 
promotion, education, research and 
industry partnerships - supporting a 

strong future for beef producers 
across our state.
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Three Areas of 
Focus:

Promotio
n

Education
Research



BEEF 
COUNCIL 
BASICS

J UNE 20 26 How we can spend the money

A few things we 
canNOT do:

Scholarships
Livestock 

Shows
Lobbying
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SPORTS 
MARKETING

NMAA HIGH SCHOOL 
SPORTS

NMSU AND UNM GAME 
PROMOTIONS

GOATHEADS HOCKEY

Partnering with sporting 
events is a key part of our 
strategy because we believe 
beef is an excellent choice for 
an athlete and fan.

Presenter Notes
Presentation Notes
NMAA-promotion of SNGP
SNGP
Shiprock Marathon
UNM RD



PHYSICIANS 
TOOLKITS

INTERESTED IN GIVING 
ONE TO YOUR DOCTOR?

LET US KNOW!

81% of Healthcare 
Providers Plan to 

Consume More Beef 
Themselves After 

Receiving the Toolkit 
Materials

Presenter Notes
Presentation Notes
My favorite result is that 81% of healthcare providers plan to consume more beef themselves after receiving the materials!

227 NM kits

Over 4800 kits throughout the Country

Respondents had an overwhelmingly positive reaction to the program 
materials, with 96%+ rating them very valuable or valuable.

The most valuable aspect for many respondents was the clear and specific quantification of 
protein intake. This includes target amounts, per meal guidance and how to calculate 
individual needs

94% of respondents have a very positive or somewhat positive perception of 
beef as part of a balanced, healthy diet, with 66% selecting “very positive.”



SOCIAL 
MEDIA  

From May 2025 to May 2026

Presenter Notes
Presentation Notes
Demographics for Facebook, Instagram and TikTok, focus on gender and age (maybe a chart)



SOCIAL 
MEDIA 

TIKTOK
META

TOTAL IMPACT OF AD SPEND

1.84 M IMPRESSIONS
6.92 M IMPRESSIONS



EL PASO, TX
DENVER, CO

TOTAL OUT OF STATE IMPACT

41.2 K IMPRESSIONS
61.6 K IMPRESSIONS

SOCIAL 
MEDIA 

Our message is being 
consumed and processed at 
a rate 40x higher than the 
industry average!



NEW MEXICO 
FEATURE ON 
BEEF. IT’S WHAT’S 
FOR DINNER. 
SOCIAL MEDIA

1.2M1M

1.1
M

1.2M 1M

731K



1.2M1M

1.1
M

1.2M 1M

731K

EMAIL 
MARKETING



BEEF GRANT

Presenter Notes
Presentation Notes
NMAA
SNGP
Shiprock Marathon
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FOOD 
SAFETY 
RESEARCH



WATCH
ONLINE

By the numbers: 
2.4% of households watching tv, watched our 

show
16,800 to 22,200 people watched live each Friday





WHAT’S 
NEXT FOR 
NMBC?



NMCGA
MID-YEAR
MEETING



COMING 
SOON...



BALLOON 
FIESTA

OCTOBER



CONSUMER 
DATA



Fresh Meat Sales at Retail: 52 Weeks Ending 12/28/2025 Versus Year Ago 

Beef sales are up across key metrics-value (pounds x price/pound) as well as pounds sold. 

Source: Circana, Fresh Beef .Sales by Volume and Value, Data Ending 12/28/2025. 
Analysis: National Cattlemen's Beef Association, a contractor to the Beef Checkoff. 

$ 52 wks Ending 
12/28 v. YAGO 

+12.4°/o 
$45B v. $40.1B 

+6.5°/o 
$20.7B v. $19.4B 

+3.3°/o 
$8.72B v. $8.5B 

-11.1 °/o 
$223M v. $262M 

LBS. 52 wks Ending 
12/28 v. YAGO 

+4.3°/o 
16.2B v. 6.01B lbsl. 

+3.2°/o 
16.SB v. 61.3B lbs,. 

+1.1 °/o 
2.7B v. 2.64B lbs. 

-8.8°/o 
34.31M v. 37.6M lbs. 



■ All Animal Proteins ■ AP Sub,stitutes ■ Beef ■1 Beef Substitutes 

Market Share of Fresh Meat and Beef Substitutes (Dollars Sold) 

Meat and beef substitutes represent a small percentage of the fresh me,at and beef markets. 

Fresh Animal Protein vs. 
Substitutes 

0.3% ---------

Fresh Beef vs.I 
O.SO/o~bstitutes 

Note: Beef substitute forms include chub~ groun~ and patties. Animal protein constitutes beet bison chicken, fowl, lamb, pork, turkey, and veal. Only fresh products were included in calculations. 
Source: Circana. 52 Week~ Retail Protein Sales, ending 12/28/2025 
Analysis ... National cattlemen~ Beef Association, a contractor to the Beef Checkoff. 



Retail Market Shares by Protein - 52 Weeks Ending 12/28/2025 

Beef occu1pies a majority of the retail fresh meat sales in terms of dollars and has one of the 
largest shares in terms of volu1me sales. 

Value($) 

Volume 
(lb.) 

■ Beef ■ Ch'icken ■ Pork ■ Tu1rkey ■ Other 

Note: Other is comprised of proteins that alone occupy less than 1 % of the market These include Bison, Fow6 Lamb, Meat Alternativ~ Mixed, Veal and Remaining Protein. 
Source: a rcana, Retail Protein Sales, 52 weeks ending 12/28/2025 
Analysis: National Cattlemen s Beef Association, a contrador to the Beef Checkoff. 



Retail Beef Market Shares by Form - 52 Weeks Ending 12/28/2025 

Fre,sh ground beef makes up almost half of beef s,ales in volume at the retail meat case and 36°/o 
of dollar sales. Steaks also account for ,over one-third of do,llar sales (35°/o) and nearly one­
quarter of beef volum,e (23°/o) sold. 

■ F'resh Ground ■ Steaks ■ Roasts ■ Brisket ■ Val 1ue Add ■ Other 

Value($) 

Volume (lbs.) 

1°/o, 

2°/o 

Note: The "Other" category is comprised of offa/5; other beef; ribs, and value-added products. 
Source/ Circana/ Retail Protein Sales, 52 weeks ending 12/28/2025 
Analysis: National Cattlemen :s- Beef Association, a contractor to the Beef Checkoff. 



4°/o 

Consumer's Overall Top Protein of Choice 

When asked to indicate their overall top protein of choice from the below proteins, 
4,5°/o of consumers choose chicken and 36°/o of consumers choose beef. 

Source: Consumer Beef Tracker, January - December 2025. S12 No~ please tell us which one of the following proteins would be your first choice/number one protein of choice? 
Analysis: National Cafflemens Beef Association_, a contractor to the Beef Checkoff. 



Beef 

70°/o ---

Chicken 

-......--

Fish 

.-

Pork 

___

-- 56°/o 

Meat 
Alt. 

__ Among 

Weekly+ 
Meat Al:t. 

_

~-

Note: S'ince 2021, 
Beef' up 2 pts., 

Chicken up 3 pts., 
Meat Alt. down 10 1pts. 

Consumers of Meat Alternatives Still Eat Other Proteins 

Consum,ers who eat meat alternatives weekly are more likely to eat other 
proteins at least weekly. 

Percent(%) of Consumers Eating Each Protein Weekly+ 

Source: Consumer Beef Tracker, January - December 2025. Ql: "Thinking about all of your meals - breakfast, lunch, dinner and snacks - how frequently do you eat each of the following .types of food?" 
Analysis: National catttemen5 Beef Associaaon, a contractor to the Beef Checkoff. 



At Home Eating: 2025 

Three-quarters of meals ,are be1ing cooked at home and 35°/o anticipate cooking more meal,s at 
home (andl majority plan to continue doing so). 

74°/o 
Prepare or cook 
meals at home 

Change in At-Home Cooking Beh1avior 

95°/o 0 1f consumers 
cooking more meals ait 
home plan to continue 

doing so. 

Source: Consumer Beef Tracker; January - December 2025. Q3. 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? Q4:. Is {Q3/Tota/Sum} percent of meals prepared and/or cooked at home more, less or about the same as 6 months ago? Q4a. Do you expect to continue preparing and/or cooking more meals at home? 
Analysis: National Cattlemen~ Beef Association, a contractor to the Beef Checkoff. 



Frequency of Online Grocery Ordlers 
■ Weekly ■ Monthly ■ <On,ce a month Nev,er 

Average 16°/o 30°/o 16°/o 

Genz 

Mlill,ennial 20°/o 34°/o 17°/o 

GenX 

Boomer 

Online Grocery Ordering Behaviors by Generation: 2025 

Ov,er 5010/o of Millennials and Gen Z shop for groceries online at least once a mo,nth. 

Source: Consumer Beef Tracker, January - December 2025. QJS: How often, if ever, do you order groceries online for pick-up/delivery? 
Analysis: National cattlemen's Beef Association a contractor to the Beef Checkoff. 



Grocery Categories Purchased Online in the Last Month 
Soda/Water/Juice 55% I 

Dairy products 53% 
Frozen 'items 52% 

Bread/Baked goods 52% 
Dry/Boxed/Bagged food 52% 

Fresh vegetablles 49% 
Fresh fruit 49% 

Canned/Jarred food 47% 
Eggs 47% 

Fresh chicken 45% 
Fresh beef 

Fresh deli meats 38% 

Pork bacon, sausage 35% 
Prepared food/meals 33% 

Non-dairy alternatives 29% I 

Fresh pork 27% 
Fresh fish 24% 

Alcohollic beverages 21% 
Meat alternatives 18% 

Grocery Categories Purchased Online in the Last Month: 2025 

Many freque,ntly purchase shelf-stable items in their online grocery orders, and more th:an 40°/o 
have includ,ed beef in these purchases within the last month. 

Source: Consumer Beef Tracker✓ January - December 2025. Q20: For each of the following categories of food, which best describes your order history of groceries for pick-up/delivery? (Purchased online in the last month) 
Analysis: National cattlemen~ Beef Association, a contractor to the Beef Checkoff. 



Eating Experience - Beef at Home & at a Restaurant (T2B) 

Whether at home or a restaurant, 84 - 93°/o of consumers report a satisfying eating experien,ce 
when they choose beef. 

■ Steak ■ Ground Beef ■ Beef Roast 

92,D/o 93°/o 
88% 

91°/o 
88°/o 

840/o 

At Home At a Resta 1urant 
Source: Consumer Beef Tracker January - December 2025. BB15/16You mentioned you ate the following type(s) of beef at home/at a restaurant this past week, how satisfying was this eating experience? (Select one 
response for each row where .1 star is ve,y dissatisfying and 5 stars is ve,y satisfying.) 
Analysis: National Cattlemen~ Beef Association, a contractor to the Beef Checkoff. 



No Concerns / Not Sure 670/o 

Animal Welfare 270/o, 

Hormones/ Antibiotics/Vaccines 23% 

Food Safety 21% ,33°/o 
ha1ve a 

concern Environmental Impact 170/o 

Consumer Production Knowledge & Concerns 

Although 71 °/o consider ho,w their food was raised or grown, less than a quarter of consum1ers 
claim to kn,ow a lot about how cattle are raised for food. 

Claim to Know A Lot About How Cattle Are Raised 

Sometime,s/Often/ Always 
Consider How Foo,d Was Raised/Grown 

When Making Purchases 

Consumer Concerns with How Cattl,e are 
Raised 'for Food (Aided) 

Source: Consumer Beef Tracker January - December 2025. 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 bee'✓ chicken, pork, fish, meat altematlve5; or some other source of protein.; CR2d: Do you have any concerns about how cattle are raised for food?; CR3bb: Continuing to think about how 
cattle are raised for food, we would like you to choose the top 3 areas, if anr, you are most concerned about from the list below. Analysis: National cattlemen~ Beef Association, a contractor to the Beef Checkoff. 



I Is High in Protein I 

Buildling Strengrth/Mus,cle 

Providi1ng Enough Energy to S1ustain the Day 

Is Rich With Vitamins and Mineral,s 

Monitoring Fat Intake 

Impact on Heart Disease 

Mana1gin1g Chole,sterol 

Managing Weight Loss 

Providing Mental Acuity 

Managing Diabetes 

■ Never ■ Somet:imes ■ Always 

200/o 

20% 

230/o 

33% 

370/o 

45% 

33% 

300/o 

210/o 

1% 

170/o 

Health Considerations When Choosing Meals With Beef 

Protein is a top priority followed by mu1scle ,growth1, energy, vitamin & mineral content as well as 
fat; lower !levels of concern around specific health conditions when choo1sing a meal with beef. 

Source: Consumer Beef Tracker January - December 2025. BB14r1: How often do you think about each of the following when choosing a meal with beef? {Select one response for each row.) 
Analysis: National cattlemens- Beef Association, a contractor to the Beef Checkoff. 



■ D1on't Eat Beef 

6% 12°10 

■ Eat Less ■ No Change ■ Eat More 

150/o 

Future Consumption of Beef 

More than 80°/o 0 1f consumers, plan to eat more or maintain their beef consumption llevels. 
Consumers who plan to eat more beef are most motivate,dl lby the taste. Of those wh,o plan to 
eat less beef, price sensitivity and heallth concerns are the g1reatest motivators. 

Reasons to Eat 
Less Beef 

© Price is too ex.pens'ive 

~ Other meats ,ar1e health·er 

~ Concerned be1ef negat·vely affects health 

~ Beef has too muc fat 

~ Cutting lback due to health conditions 

Reasons to Eat 
More Beef 

tJ Enjoy the taste of beef 

~ Adding protein to your diet 

't:J Grilling more often 

~ Beef is quick and easy to prepare 

~ Lean beef fits in a healthy diet 

Source: Consumer Beef Tracker January - December 202£ Q3 Looking forward, do you plan to eat more., less., or about the same amount of each of the following? (Beef); Q13/Ql4: "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 Cattlemen3' Beef Association., a contrador to the Beef Checkoff. 



PRODUCER 
INFO

NM Screwworm website: 
h t t p s :/ / sc re wworm nm .org/
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