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NORTHERN 
AG 
NETWORK

• Ran 144 radio spots 

with an average of 3 

bonus spots per 

month

• Delivered 65,299 

pageviews with an 

average click-thru 

rate of .09%

• Quarterly 

sponsored content 

online



MONTANA BEEF 
QUALITY ASSURANCE

• 17 total events planned (7 canceled due 

to COVID)

– Additional social media, news postings 

and email campaigns added to promote 

awareness of BQA and online training

• Average attendance: 45+

• Ranchers and operations in attendance to 

event range from 150-2,000+ herd size 

and included seedstock, cow/calf, feeder, 

stocker, feedlot, veterinary, allied, youth 

and educator.

• 2020 BQA Award for cow/calf operation-

IX Ranch



MONTANA TELEVISION 
NETWORK
• Paid PSA television program for 5,000 spots

• Digital television programming



MONTANA FFA LEADERSHIP 
CONFERENCE

• The conference aims to 

develop leadership skills and 

agriculture advocacy training. 

Students are challenged to 

develop their knowledge of ag-

related issues within our state 

and the importance of their 

individual leadership within 

their chapters, schools and 

communities.

• Reach: 120 middle school and 

freshmen students



PRAIRIE STAR
• Print Subscribers- 18,000 (9,700+ beef producers)

• February email campaign

– Sent to 4,153, delivered 4,110

– Open rate- 7.73%, click-thru rate 2.64%



NILE RANCHERS DAY 
AND BEEF NIGHTS

• MBC was co-sponsor of Ranchers Day 

and two Beef Nights

• Banner at commercial pen show arena 

and NILE hospitality area

• Announcer mention during Commercial 

Heifer Classic

• Full page ad in NILE rodeo program

• Logo and info listing on NILE website



YOUNG AG LEADERSHIP 
CONFERENCE

• YALC is an event that brings 

together young people in 

agriculture (ages 18-40), across 

organization and commodity lines. 

It hosts keynote speakers, various 

ag-related workshop topics, 

agricultural tours and networking 

socials.

• Audience Reach: 158 attendees in-

person, plus more on social media

• Beef meal served with checkoff 

materials available to attendees

• Location: Butte



WESTERN AG 
NETWORK

• Formerly Nemetz 

Communications, Western 

Ag Network delivered 6 

radio ads/month on 14 

statewide radio affiliates 

(72 total ads), including 40 

bonus spots



#TRADESHOWLIFE

• Montana Farm Bureau

• Montana Farmers Union

• Montana Stockgrowers 

Association

• Montana Cattlemen’s 

Association

• MATE Show



PRODUCER 
COMMUNICATION



M B C  “ D O L L A R ”  V I D E O S



B E E F
E D U C A T I O N



MONTANA FARM BUREAU 
FEDERATION AG IN COLOR 
DRAWING CONTEST

• Ag in Color is a drawing contest for Montana 

students in K-6th grade. MBC support is 

dedicated to the 3rd grade drawing category, 

“Cattle of Montana.” Funding provides for the 

winning student and their family to participate 

in an agricultural tour and experience in 

Helena. Partial funding used to offset printing 

costs related to promoting agriculture and 

beef cattle.

• Audience Reach: More than 200, statewide

• Winner: Rhiaunna Simonson, a 3rd grader 

from Phillips County



ENVIRONMENTAL STEWARDSHIP 
RAISING THE STEAKS TOUR

• The tour provides regional influencers – chefs, 

restauranteurs, food & lifestyle bloggers and 

media– with a dynamic, hands-on experience on 

a working Montana cattle ranch. The experience 

will bolster their understanding of an accurate, 

complete view of ranching’s role in sustainability 

and environmental stewardship. The tour 

facilitates diverse, informative discussion that 

highlights current issues and solutions to 

challenges conservationists and ranchers face 

when managing our Montana landscape for 

future generations, and how that impacts the 

beef our guests buy, serve and enjoy.

• Audience Reach: 50 tour participants, hundreds 

of readers/followers through publication after 

event

• Location: Castle Mountain Ranch, White Sulphur 

Springs 



MONTANA CATTLEWOMEN 
BEEF EDUCATION

• This statewide program provides a broad 

range of current, informative beef materials 

incorporating STEM. Beef is emphasized in 

good nutrition practices, alongside food safety 

and how to have a good cooking experience in 

the classroom. Teachers and students are 

offered opportunities to use raw beef for 

cooking experiences in the classroom. 

Teachers receive lesson plans and 

demonstrations are available.

• Audience Reach: 10 schools; 1,415 students 

received hands-on cooking experience with 

beef; 2,200 4th graders participated in the NILE 

beef/cattle experience (numbers lower due to 

school closures)



MONTANA CATTLEWOMEN 
RANCH RUN
• This relay run through public and private lands managed by ranchers, 

portrays the positive image of cattle husbandry and sustainability. 

Runners experience pristine views and interact with other agriculture 

athletes and ranchers. The finish line includes a beef meal, educational 

materials and signage regarding beef sustainability and the importance 

of beef in an active lifestyle.



MBC WEBSITE RESOURCES



EARTH DAY RECOVERY
• In response to suggested “Earth 

Day Activities,” KTVQ offered 

interview to allow for a balanced 

agriculture response.

• 4-minute interview with additional 

positive commentary from the 

anchor and meteorologist 

afterward

• Dozens of positive social media 

responses following MBC 

interview



B E E F  
P R O M O T I O N



RETAIL MEAT CASE 
DIVIDERS
Town & Country- Lewistown

Day one meat sales- $4,000

Day two meat sales- $8,000



BILLBOARDS
Miles City, Three Forks, Missoula

Repeat weekly 

viewers:

Missoula- 62,886

Miles City- 12,353

Three Forks- 23616



MONTANA CATTLEWOMEN 
LOCAL BLOCK FUNDING

• Support for local 

Cattlewomen events that 

promote and educate 

consumers about beef 

through nutrition 

information, hands-on 

demonstrations, ranch 

tours and stewardship of 

the land.

• Location: Statewide



BOBCAT SPORTS PROPERTIES

• MBC received logo placement on the in-game replays at 3 home football 

games. Approximately 75-85 replays air each game, with MBC on 1/3 of 

them.

• Audience Reach: Averaged 18,294 at each game

• Games: Homecoming, Pack the Place in Pink, Ag Appreciation



GRIZZLY SPORTS 
PROPERTIES

• MBC received LED signage at two Griz football games.

• Audience Reach: 46,405 



NORTHERN NEWS 
NETWORK

• Annual radio advertising 

campaign on 50 radio stations 

across Montana. The campaign 

focused on consumers ages 18+ 

in weather, news, talk and 

sports. Ads touted beef’s 

nutritional benefits as well as 

promoted beef’s image and 

brand, utilizing national radio 

ads.

• Ran 185 out of 144 radio spots. 

Averaged 3.4 bonus/unpaid 

spots per month.



KULR8 STEAKHOUSE TOUR
• Steakhouse Tour carried out for four months at Montana steakhouses 

chosen by KULR8 viewers. Two segments featured on television and radio 
each month. 

• Banner ads, online segments, radio mentions.

• Locations: Jakes Downtown, Bull Mountain Grille, Dickey’s BBQ, Carbon 
County Steakhouse



NORTHEAST BEEF 
PROMOTION INITIATIVE
• NEBPI extends beef content/messaging to 

the heavily populated Northeast region of 

the country (12 states), home to 23% of 

the U.S. population. They focus on supply 

chain engagement, consumer marketing, and 

nutrition influencer engagement.

• Event: 2020 Giant Capital National 

Barbecue Battle (virtual experience)

– Digital ads, social media outreach, radio 

mentions, radio spots

• Audience Reach: Metropolitan Northeast 

Consumers- 771,000 impressions and over 

3,300 engagements



MONTANA CATTLEWOMEN 
TRADE SHOW PROMOTIONS

• MCW participates in several 

large events held through the 

state, giving the opportunity to 

promote beef consumption. 

Most often samples are served 

with accompanying recipes. 

Frequent engagement with 

consumers allows for answering 

questions about beef 

production, health benefits of 

beef, cuts of beef and more.

• Audience Reach: 300+

• Events: MATE show, Beef & 

Bourbon pairing, Renegade 

Steer Show



U.S. MEAT EXPORT 
FEDERATION
• Worked with retailers to conduct 

special sales promotions for 

American beef.

• 2 major retailers with 505 total 

outlets featuring chuck eye roll 

steak, short plate, striploin steak.

• Following these promos, many other 

supermarket chains conducted 

similar promos, receiving POP 

materials and tasting demos.

• “Meat Day” promo on Feb. 29 at 

141 outlets. Living up to the hype, 

the chain’s U.S. beef sales for the day 

grew 145%.

*Meat Day, or Niku no Hi is celebrated every 29th of the month, as 2 and 9, which can be pronounced ni and ku in 

Japanese, is pronounced identically to niku, the Japanese word for meat– February 29th was particularly momentous, 

happening once every four years.



FIRST RESPONDERS LUNCH
• Nearly 450 beef lunches served at Riverstone Health and Billings 

Clinic for first responders and front-line workers in the area, 

coordinated by Passages Culinary Arts Program.





HALF-OFF BEEF PROMOTION
• 19 restaurants 

across the state 

over 15 days

• 2,400+ pounds of 

beef sold

• Happy customers

• Happy staff

• Happy owners



HALF-OFF BEEF PROMOTION
• Some restaurants sold out of product 

and had to stop taking orders. 

• Iron Star Pizza (Big Timber) sold out of 
their “Take n BBQ” packages in a 
matter of four hours! 

• Airport Inn (Miles City) was only open 
from 4-8 pm…but they sold 238.5 
pounds of beef! They had to take the 
phone off the hook to stop taking 
orders for a little bit and get caught up. 

• A customer trying to order at Bull 
Mountain Grille (Billings) said their call 
log showed they called them 100 times 
trying to get through and place an 
order! 

• Tall Boys Tavern (Hobson) sold out of 
prime rib by 10 a.m. and had to stop 
taking orders altogether at 2 p.m. 



BEEF KIT FOR RESTAURANTS

18-page resource guide for restaurant operators



TRUCKER APPRECIATION
• 850 lunches, 426 pounds of hamburger 

and 130 pounds of beef hot dogs

• Great response from truckers and very 

positive social media coverage



NEWSWIRE



COMFORT FOR CONSUMERS 
DURING COVID LOCKDOWN



NEWSWIRE



THE SOCIAL NETWORK
A burger {recipe} a day…to build up to National Beef Burger Day!



GIVEAWAYS!



UNITED WE STEAK



YOUTUBE CAMPAIGN
The Montana Beef Council YouTube advertising campaign was a 50-day flight. This 
campaign focused on promoting the great taste of beef to consumers in Montana through 
Beef Checkoff video assets including United We Steak and summer grilling content.

Campaign Overview

• The campaign ran a mix of national and state-developed video assets including the 
United We Steak series and Montana’s Checkoff video.

• In total, the campaign generated 183,511 video views and has reached people 
277,939 times.

– Video views are defined as the number of consumers who viewed the entire 
video or at least watched :30 seconds or watched the complete :06 bumper 
videos.

• The videos had a 44.28% view rate, meaning over four in ten viewers chose to watch 
the entire video they were served.

– This is right at the average for :15 and :30 second videos we see from other 
national and state campaigns and well above the industry average of 32%.

• The average cost per view was $0.03 which is below our goal of $0.04 (industry 
average is $0.05), allowing the Checkoff dollar to reach even more consumers via digital 
video.

• Total budget: $2,500



PRODUCER PARTNERSHIP



FEDERATION 
DIRECTORS

• Kiley Martinell

– Health & Nutrition 
Committee

– Investor Relations 
(co-chair)

• Kathy Creighton-Smith

– Consumer Trust 
Committee

– Market Research 
Working Group

• Andy Kellom

– Innovation 
Committee

• Chaley Harney

– Beef Safety 
Committee (non-
voting)



M O N T A N A  
R E S E A R C H
$ . 2 5  
F U N D S



ENVIRONMENTAL STEWARDSHIP AWARD

• The TG Ranch was honored as 

the 2020 Environmental 

Stewardship Award (ESAP) 

winners August 19, at the Montana 

Stockgrowers Association’s 

MidYear Meeting in Billings. Each 

year, the ESAP award recognizes a 

Montana ranch that exemplifies 

environmental stewardship and 

demonstrates a commitment 

toward improved sustainability 

within the beef industry.

• The Voldseth family has been 

ranching in the valley of the upper 

Mussellshell River for more than 

140 years, working to preserve 

and enhance the land for 

generations to come. David, June 

and Vance Voldseth accepted the 

award on behalf of the family 

ranch.



MSU CELEBRATE AG 
WEEKEND
• Beginning with the Thursday evening social, then 

onto the Ag Econ Conference, followed by the 

Award & Scholarship Dinner, and wrapping up 

with the pre-game brunch, the Celebration of 

Ag weekend is full of support and gratitude for 

past and future agriculturalists.


