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Representation and communication
Today there are many misconceptions about the beef industry.

These misconceptions include 
questions concerning where the beef 
we consume comes from, how beef is 
produced and the effect beef has on 
our health. The lack of information 
that feeds these questions can create 
a divide between beef producers 
and consumers. This can make it 
harder to reach consumers and 
communicate effectively with them. 

While this confusion may lead to 
false information or interpretation, 
it gives the beef community a chance 
to share its purpose. Agriculturalists 
are not only called to sustain the 
population, we are also called to 
communicate our mission. It is our 
job to build the bridge between 
consumers and the beef industry. 

There are many advancements 
in today’s culture that give us the 
upper hand in informing others. New 
technology and social media sites 
are simple yet effective methods. 
Through these platforms we are able 
to show the public what goes on at 
each step of the process. From the 
ranch all the way to the grocery store, 
consumers are able to understand 
what goes into their purchase. 

This practice also helps to 
eliminate the negative stigma 
surrounding agriculture. There are 
many organizations that discredit 
the beef industry and its practices. 
Communicating our purposes can 

help to remove the false information 
that may reach beef consumers.

As Miss American Angus, I strive 
to be a positive representative of the 
Angus breed. I work to communicate 
the importance of our breed and 
the beef industry as a whole to 
others. I use a variety of social 
media platforms to promote the 
Angus breed and the mission of the 
agricultural industry. 

It is important to share our work 
in a positive light in order to fully 
reach consumers’ needs. Throughout 
my term, I plan to advocate for the 
agriculture community and work to 
communicate with those outside of 
the industry. By doing this, I hope 
to find more effective ways to bridge 
the gap between ourselves and 
consumers.   

187February 2022 Angus Journal




