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Beef Industry Launches “Profiles” Campaign
(Indianapolis) - The Beef Checkoff is building on its iconic “Beef. It’s What’s for Dinner.” campaign by launching a new national ad campaign focusing on six of the most popular lean beef cuts: Filet Mignon, Top Sirloin, T-bone, Strip steak, Top Round and 95% Lean Ground Beef.  Each of these cuts receive their own individual “profile” which will be marketed to the consumer in an educational and humorous way.  For example, “Filet Mignon is just fancy talk for mouthwatering”.  

Coming off of the highly successful “Beefscapes” campaign, the “Profiles” were developed in order to build on the positive momentum in the marketplace.  Lean protein is the new nutritional bulls-eye that consumers indicate they want to buy and the six profiled cuts are included in the 29 cuts of beef rated lean by the USDA.  Consumer testing has shown that identifying specific beef cuts as “lean” strengthens the motivation to purchase and this campaign encourages the consumer to learn more about the 29 lean cuts of beef.    
The food photography utilized in the campaign was done by world renowned photographer Andre Baranowski.  His  photos are impactful, eye catching and provide an obvious delivery of the lean beef messaging that ignites a craving.         The print campaign is currently being released in various food, health, sports, entertainment, parenting and women’s magazines.  

In addition to the 6 beef cuts “Profiles” ads, the industry will also include rancher advertorials within the “Profiles” print campaign.   One of the goals of the advertorials are to build on what consumers already know to be true; that farmers and ranchers are good people who are caring, hard working and probably live a simpler way of life.  These producer advertorials will not be defensive or contain any negative baggage but rather will be consistent with the look and feel of the overall campaign.   They will be easy to read and understand as well as contain a personal message from that producer along with a favorite beef recipe. 

The effect of this integrated campaign will be to continue to move the needle in the right direction.  That movement will include reinforcing to the consumer that beef is a great source of lean protein and that beef is a good balance of taste and nutrition that they can feel good about eating.   That makes beef a smart purchase choice.  
“Profiles rose to the top during consumer testing because it is educational and simple, said Joe Moore, Executive Vice President of the Indiana Beef Council.  Many consumers are still in need of education concerning the benefits of including lean beef in their healthy diet.  The 29 lean cuts all dole out delicious but they also deliver ten essential nutrients that we need each and everyday.’  







