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Demand for beef has remained strong as consumers repeatedly claim they will
continue purchasing beef, both in retail and foodservice settings. Consumers
continue to rank beef as a top source of protein, superior in taste, nutritious, and
good for social gatherings and special occasions. At the same time, the beef
industry is observing some decline in demand, as retail sales begin to slip in
terms of volume of beef sold while prices trend higher.

Consumer Self-Perceived Demand Drivers

The Consumer Demand Drivers are based on self-reported consumer data
collected through the Consumer Beef Tracker. The assessment was
undertaken to determine what components are driving consumption,

preference of one protein over another and the value of a protein.
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Source: Directions Research, Demand Drivers Modeling, Final Report, March 2022.

Analysis: National Cattlemen’s Beef Association, on behalf of The Beef Checkoff.



All proteins experienced
inflation volatility in recent
years, with beef seeing
annual inflationary
increases approaching 9%
in 2023.

In response to marketplace
conditions, consumer senti-
ment, as measured by the
University of Michigan, re-
bounded in 2023, up 11%
from record lows experi-
enced in 2022 albeit more
than 15% below pre-COVID
levels.

Inflation Rates of Popular Proteins vs. Overall Consumer Sentiment
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Beef is likely to face some
softening through 2024,
with contributing factors
including contraction of the
beef herd, ongoing
drought, higher producer
input costs, supply chain
issues, and other factors.

Although beef remains a
top choice in the
marketplace, consumers
have responded to
increased prices with
modest levels of
substitution of other
proteins.
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While the price per pound
consumers are willing to
pay for steak held steady at
just under $9.00 in 2023,
the retail price consumers
are paying at the checkout
counter is seeing record
highs approaching nearly
$10.00 per pound.

Consumer Price Willingness to Pay vs. Average Retail Price
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Source: Consumer Beef Tracker, 2020-2023; NielsenlQ

Both chicken and beef are
viewed as top value
proteins among consumers
although chicken
consistently tops beef with
respect to value for the
money.

Consumer Perception: Good Value For The Money
——Beef Chicken ——Pork -—Meat Alt.
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Beef Consumption Remains Strong Protein | ‘23 v. ‘21

Beef +1 pt.

Chicken +3 pt.

Pork No change
Fish -3 pt.
Beef and chicken are the WEEEAIL || D[k
proteins most likely to be
consumed at least weekly. Chicken
0 0
@ /o> 25%

Pork Fish Meat Alternatives

Source: Consumer Beef Tracker, 2023.

Consumers Overall Top Protein of Choice

First Choice: First Choice: First Choice: First Choice: First Choice:

When asked to indicate Chicken Beef Fish Pork Meat Alternatives

their overall top protein of
choice, 44% of consumers

choose chicken and 35% ' . QS
= orw —
ge:?nsumers choose QL’E : ):::> mg
35% 4% 5%

Source: Consumer Beef Tracker, 2023.
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Consumer Perception: Good for Many Types of Meals

——Beef Chicken -—Pork Meat Alt.
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Nearly half of consumers
rank beef above other
proteins for being good for
many types of meals.
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Consumer Perception: Good for Social Gatherings and Special Occasions

——Beef Chicken -=—Pork Meat Alt.
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Beef consistently ranks #1

when consumers are asked 37-38-39

which protein is “good for

social gatherings or special

occasions”.
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Source: Consumer Beef Tracker, 2019-2023.

BEEF BEEF
RESEARCH .

Funded by the Beef Checkoff




Beef is consistently viewed
as a great source of protein,
topping chicken by nearly
15 points across 2023 and
exceeding both pork and
meat alternatives by more
than 40 points across the
same measurement period.

Consumer Perception: Is A Great Source of Protein

——Beef Chicken ——Pork Meat Alt.
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Among consumers, chicken
outpaces other proteins
measured as a healthy
choice, followed by

beef, meat alternatives

and pork.

Consumer Perception: Is A Healthy Choice

——Beef Chicken -=—Pork Meat Alt.
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Source: Consumer Beef Tracker, 2019-2023.
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Beef consistently tops
chicken as a protein
providing great taste.

In 2023, beef surpassed
chicken as great tasting by
more than 20 points and as
recent as Q4 ’23 by nearly
30 points.

Consumer Perception: Great Tasting

——Beef Chicken ——Pork -—Meat Alt.
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Whether dining out or
eating beef at home, a
majority of consumers
report a positive eating
experience when
consuming steak, ground
beef, or beef roast.

Positive Beef Eating Experience

H At Home At a Restaurant

92% 92%

899% 90%

Steak Ground Beef

Source: Consumer Beef Tracker, 2023.

89% 89%

Beef Roast
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Overall, 90% of consumers
express a positive to
neutral sentiment about
beef as a protein.

When considering how
cattle are raised for food,
80% respond positive

to neutral.

Consumer Perceptions of Beef

Overall Perception of Beef

7

Neutral,
20%

Positive,
70%

Source: Consumer Beef Tracker, 2023.

Perception of How Cattle Are

Raised for Food

Negative,
20%

Positive,
43%

Neutral,
37%

70% of consumers consider
how food was raised or
grown when making
purchasing decisions, but
less than 30% claim to have
familiarity with how cattle
are raised.

When asking consumers
about specific concerns
related to how cattle are
raised for food, nearly 50%
have no concerns while just
22% have concerns related
to animal welfare.

Consumer-Claimed Production Knowledge

Consider How Food Was Raised/Grown
When Making Purchases

14 Often/Always
H Sometimes
{ Never/Rarely

Claim to Know A Lot About How Cattle
Are Raised

Consumer Concerns with
How Cattle are Raised for Food

No Concerns 48%

Animal Welfare I 22%

Hormones I 16%
Antibiotic Usage I 14%

Feedyard/Feedlot Conditions I 13%

Environmental

Impact/Sustainability _I 12%

Meat/Dairy Safety and Sanitation
’ 10%
for Consumption

Meat/Dairy Quality D 8%

Other (Specify) | 0%

Source: Consumer Beef Tracker, 2023.
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Meals Cooked at Home

73% OF MEALS ARE COOKED AT HOME

Future At-Home Cooking Behavior

Nearly % of consumers are

cooking their meals at
home while nearly 90% say More Less About the
they plan to cook the same Same

or more meals at home.

N\
40% 12% 489%0

Source: State of the Consumer Survey, 2023.

Top 10 Protein Considerations When Dining At Home

Great tasting 89%

Good value for the money 83%

Fits my budget 83%

When deciding what

protein to have with a meal Know how to prepare it

at home, consumers Safe to eat
prioritize taste, value for Good for many types of meals
the money, and their

Pleasurable eating experience

*All considerations
except “good for
social gatherings and

budget.

Nutritious
special occasions”
somewhat less
important when
dining out.

Great source of protein

Quick/fast to prepare

Source: Consumer Beef Tracker, 2023
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Reflecting inflationary
pressures, consumers are
looking to stretch their
dollar noting an increase
purchase intent of chicken,
fish and ground beef while
noting a decrease in steak
and roasts.

Plans to Purchase More/Less of Compared to 2022

PURCHASE MORE

Chicken 24%

Fish 19%

16%

Ground Beef

Steak 14%

Meat Alternatives 11%

Roast Beef 10%

Pork 10%

Source: State of the Consumer Survey, 2023.

PURCHASE LESS

DIFFERENCE

W
I +7%
I +5%

I +2%

-6%

Looking ahead to the next
six months, nearly 50% of
consumers anticipate
dining out less and using
coupons to maximize their
dollar.

Anticipated Changes to Shopping & Dining Habits in Next 6 Months

Less dining out
Look for deals or use coupons more often
Stock-up/freeze items more often

Find more ways to use leftovers

Buy store or private label brands instead of name i

brands

Search for more recipe ideas using chicken

Shop at different stores than I normally would (i.e., |

less expensive/more discount stores)

Source: State of the Consumer Survey, 2023.

47%
46%
37%
37%
30%
30%

25%

When purchasing beef to
eat at home, consumers
are most likely to make
purchases from a grocery
store or mass
merchandiser.

Most Common Locations Where Beef Is Purchased

Grocery Store (Such as Kroger, Safeway, etc.)

Mass Merchandiser (such as Target, Wal-Mart, etc.)

Club Store(such as Costco, Sam’s Club, etc.)

Natural Foods Store (such as Whole Foods, Sprouts, etc.)

oOrder online and pick up at local grocery store

oOrder online from your local grocery and have delivered

Source: Consumer Beef Tracker, 2023.
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Although over half of
consumers are actively
ordering groceries online,
this trend is declining year
over year as online
ordering moderates and
normalizes.

Online purchases of beef
with grocery orders
increased from 2020 to
2021 and has remained
steady since at
approximately one quarter
of consumers doing so.

57% are ordering groceries online

Online Grocery Ordering Behaviors

Top 3 Platforms Used

9, .
instacart
Store Website 5 DOORDASH

0,
67% 63% 64%
57%
H Actively Ordering
Groceries Online
+ Actively Ordering
Beef in Online
Grocery Order
2020 2021 2022 2023

Source: Online Grocery Shopping Study, 2020; State of Consumer Survey, 2021-2023.

Survey data indicate a
majority, but declining
proportion, of consumers
ordering meals online to
eat at home.

Quick-service friendly
options like beef burgers
are most likely to be
ordered online followed by
beef tacos, enchiladas,
and burritos.

76% are ordering meals online

Online Meal Ordering Behaviors

Top 3 Platforms Used

D DOORDASH
Restaurant Website & Mobile App

o Uber Eats
86% 819
(v] 0,
80% 7 60 Yo
u Actively Ordering
Meals Online
B Order Beef Burger
Online
# Order Beef Steak
Online
2020 2021 2022 2023

Source: Online Grocery Shopping Study, 2020; State of Consumer Survey, 2021-2023.
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Brick and Mortar vs. Online Food Purchases

Offline Online
100 4.6 5.2 7.0
. 14.0 19.1 19.9 214
Looking forward to 2027, 80
brick and mortar is
projected as the dominant . eo
outlet for food purchases g 05.4 o048 03.0 o
although steady growth in  * 40 ' 80.9 80.1 78.6
e-commerce is expected.
20
1]
2020 2021 2022 2024 2025 2026 2027
J
T
Projection
Source: Statista Market Insights, 7/1/23
Future Consumption of Beef
® Eat None Eat Less mEat the Same Eat More
Asked about future
consumption of beef, 80% Reasons
of consumers respond they to Eat 149%
will maintain or increase Plan to Eat More Less Beef Plan to Eat Less

current levels, while just
14% are planning to eat
less. Driving increased
consumption of beef:
taste, protein in the diet
and quick and easy
preparation.

You enjoy the taste of
beef

Adding protein to your
diet

A beef meal is quick
and easy to prepare

Grilling more often

Greater availability of
beef

B 6.8%
i 3.8%
B 3.7%
B 3.7%
i 3.4%

Price is too expensive

Other meats are healthier
Concerned beef will negatively
impact long-term health

Eating less beef is better for
the environment

Cutting back due to health
conditions such as heart..

Beef has too much fat

N 5.8%

E 3.7%

B 3.0%

B 2.8%
- 2.6%

B 2.6%

Source: Consumer Beef Tracker, 2023
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As consumer inflation and
market expectations
normalize, beef sold at
foodservice projected to
grow through 2027.

Actual & Projected Beef Sales at Foodservice

$60 12
Beef Sales (Billion $) Beef Sales (Billion Lbs.)
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@ sag ¥51 5
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$27 ~
$10 2
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Source: GlobalData, Foodservice Protein Sales by Channel, 2019—2027.

Food away from home
(foodservice) inflation rates
have stayed above food at
home (retail) inflation rates
for most of 2023.
However, since May of
2023, both food at home
and away from home are
showing annual inflationary
declines. Perhaps more
encouraging, food at home
inflationary highs of August
of 2022 are currently
below 2%, a noted contrast
of overall inflation levels.

Food Inflation Rates

14% All Items

1 ==F0o0d Overall

12%
) =—Food at Home
10%
Food Away from
Home

8% |

6% | 5.2%

Percent Change (YoY)

4% 3.4%

2% | 2.7%

1.3%
0% !

May-22 Jul-22 Sep-22 Nov-22 Jan-23 Mar-23 May-23 Jul-23 Sep-23 Nov-23

Month-Year
Source: U.S. Bureau of Labor Statistics, Consumer Price Index, Not Seasonally Adjusted, Dec. 2023
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A higher price per pound
has helped keep beef
dollar sales increasing
despite a decline in beef
volume sales over the past
few quarters.

Beef Sales at Retail

Fresh Meat $61.4 Billion in 2023

Retail Fresh Meat . . . .
Sales, 2022 - 2023 $'23 v.'22 Lbs. ‘23 v. ‘22
. +2.1% -3.3%
+0 80/ : $33.2B v. $32.5B 5.3B V. 5.58 Ibs.
. 0
S sales growth : +1.6% +1.3%
$16.2B v. $16.0B 5.34Bv. 5.27B Ibs.

-4.3% -4.7%
2 o 0/ Eb $7.7Bv. $8.0B 2.3BVv. 2.4B Ibs.
] - o

Lbs. sales decli SE -29.6% -28.3%
S: SSIES CECHAE $125Mv. $178M 13.8Mv. 19.3M Ibs.

Source: NielsenlQ, Discover, 2021- 2023. January — December Fresh Beef Sales by Volume and
Value, Data Ending 12/30/2023

Fresh ground beef made
up a majority of beef pound
sales and occupies the
largest share of beef dollar
sales in 2023.

Retail Market Share by Primal

Volume (Lbs.) Value

H Fresh Ground

m Steaks

M Roasts
Brisket

m Other

Note: The “Other” category is comprised of offals, other beef, ribs, and value-added products.
Source: NielsenlQ, Discover, Year to Date Retail Protein Sales 52 weeks ending 12/30/2023
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Fresh meat and beef
substitutes represent a
small percentage of the
fresh meat and beef
markets. This trend has
remained constant over
the past few years.

Market Share of Fresh Meat/Beef Substitutes

Fresh Animal Protein vs.
Substitutes

.2%

0
99.8%

m AP Substitutes

Fresh Beef vs. Beef Substitutes

0.3%

99.7%

m Beef m Beef Substitutes = All Animal Proteins

Note: Beef substitute forms include chubs, ground, and patties. Animal protein constitutes beef,
bison, chicken, fowl, lamb, pork, turkey, and veal. Only fresh products were included in calcula-
tions. Source: NielsenlQ, Discovery. 2023 YTD Retail Protein Sales, 52 weeks ending 12/30/2023.

When consumers choose
to eat a meal that
intentionally avoids meat,
they are most likely to opt
for dishes that don’t
traditionally contain meat
such as bean, rice, lentil,
or grain-based dishes and
salads. Meat substitutes
are less popular.

ltems Consumers Eat Instead of Meat

Bean, Rice, Lentil, or Grain-Based Dishes | — 57 %/
Salads 55%
Vegetable or Mushroom-Based Dishes 49%
Pizza Without Meat Toppings 43%
Favorite Dishes, Just Without The Meat 42%
Potatoes 37%
Egg-Based Dishes 33%
Plant-Based Protein Patties or Crumbles esss—————— 330,
Nuts 31%
Meatless Sandwiches or Wraps 30%
Favorite Dishes, With A Meat Substitute |————————— 280/,
Protein Drinks - Smoothies, Shakes, Etc.
Protein or Energy Bars |msssssssssssms 24%
Dairy-Based Dishes [msmm— 220/

Source: Consumer Beef Tracker, 2023.
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This report was compiled
and analyzed by the
National Cattlemen’s Beef
Association (NCBA), a contractor to
the Beef Checkoff.

To learn more, visit
www.BeefResearch.org
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