CHB
Bites

by Ernie Davis

“CHB Bites” is a column designed to keep you in-the-know about the Certified Hereford Beef® (CHB) program. To get involved
with CHB on social media, search Certified Hereford Beef on Facebook and Pinterest, or @certifiedherefordbeef on Instagram.

Hereford breeders and commercial
users of Hereford genetics have
invested in the future of American
beef for decades. They continue
to embrace genetic progress and
hone herd management to improve
beef quality and consistency.
Along the way, they have
reinforced the reputation of the
Hereford breed’s unique, inherent
advantages, including efficiency and
sustainability. Hereford producers
believe that improving cattle
improves opportunities. All of this is
borne by steadfast commitment and
thoughtful, intentional decisions,
which contribute to increasing
Hereford demand.
Likewise, Hereford breeders
and the American Hereford
Association (AHA) continue to
grow the Certified Hereford Beef®
(CHB) brand and its opportunities,
aiming to further enhance breed
demand. We sharpened our brand
focus in Fiscal Year 2026, creating
messaging that is clear, consistent
and rooted in the integrity of
the Hereford breed. However,
messaging alone doesn’t create
market pull. To expand Certified
Hereford Beef sales, the brand must
become familiar, trusted and visible
to the people who make buying
decisions every day, including:
¢ Retail meat buyers and
foodservice operators
e Packers deciding which brands
are prioritized
¢ Distributors allocating
feature budgets
e Shoppers choosing what goes
into their carts
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Lessons learned
Familiar brands that shaped
American agriculture, such
as John Deere, International
Harvester (IH) and Purina provide
keen examples. Cattlemen didn’t
come to trust these names simply
because the products were good.
They trusted them because they
saw these brands everywhere: on
dealer lots, in local and national
advertising campaigns, at field
days and in training programs.
These companies paired
product excellence with a sound,
hefty investment in marketing
that established their brands and
ensured they remained visible to
those making buying decisions.
Consider John Deere. Its
headquarters provides brand
identity, messaging and marketing
assets. Dealers integrate these
assets into local promotions,
keeping the Deere image consistent
and visible in every community.
IH followed the same pattern
for generations — pairing
national product consistency with
local execution.
This is how the brands
cattlemen rely on became part
of everyday life: steady, visible
marketing that partners could
deploy consistently — until the
brand became what customers
asked for. This is why these
brands command premium value.
And it’s why producers trust them.
The beef marketplace works the
same way.

Creating CHB demand
Cattlemen have already done the
hard part. Certified Hereford
Beef is a consistent, reliable,
premium product, backed by
breed integrity. But quality alone
doesn’t guarantee value in today’s
marketplace. Visibility does.
Familiarity does. Demand does.

Increasing CHB visibility and
familiarity is at the root of the
AHA Board’s new strategic plan
for CHB. It focuses on pushing
the brand outward through
partners, then pulling demand
back inward through customer
preference. We can start small and
focused and then scale to build
far-reaching momentum.

This is the John Deere model.
This is the International Harvester
model. This is the Purina model.

We must invest in growing
brand demand to grow value and
leverage the increasing demand
for Hereford cattle. We must build
upon the breed’s momentum, so
Hereford cattle get the recognition
— and the price — they deserve.
Now is the time to come together
and commit. HW

For more information about
Certified Hereford Beef, visit
CertifiedHerefordBeef.com or email
info@herefordbeef.org.
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