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Market situation & outlook 

ÅFundamental factors driving beef & lamb demand

ÅPerformance & prospects for the domestic market

ÅExport outlook and competition for constrained supplies

ÅGlobal food prices ïfocus shifting from demand to supply



Steady Australian growthébut not 

spectacular

Source: International Monetary  Fund, W orld Economic Update - Jan 2011f  = f orecast
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Australian cattle herd to expand 

from lower base

Source: ABS, MLA f orecasts
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World sheep flocks in decline, limiting 

lamb supplies to meet demand
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Australian flock to turn around in 2011

Source: ABS, MLA f orecasts
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Performance of the Australian 

Domestic Market

Beef: benefits from sluggish exports in 1st half of 2010

ÅBeef utilisation up 5% in 2010, to 757,000 tonnes cwt

ÅPer head up 3.1%, to 33.9kg/head

ÅDomestic expenditure = A$6.9bn, or A$309/head per 

annum

ÅRetail prices down 0.7%, at A$16.02/kg

Lamb: hit by lower production for 2010, and higher prices

ÅLamb utilisation down 6% in 2010, to 215,000 tonnes cwt

ÅPer head down 7.8%, to 9.5kg/head

ÅDomestic expenditure = A$2.2bn, or A$98.2/head 

ÅRetail prices up 4.7%, to A$14.55/kg



Where does our beef go?

Source: DAFF, MLA estimates
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Beef export outlook much brighter in 

2011

The export markets are expected to capture 80% of the 

production growth in 2011éand 79% through to 2015.

Source: DAFF, ABS, MLA f orecasts
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Australian lamb exports to expand 

in 2011

Source: DAFF volumes, ABS values, MLA f orecasts
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Record global food and meat prices

Global demand recoveringé

Source: FAO
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buté.. consolidating and 

ensuring food security at home is 

paramount to all of us. It is our 

only ófreeô and loyal market!



Nutrition

- essential in a 
balanced diet

Enjoyment
- quality

- popularity

- taste

Convenience
- easy to buy

- easy to prepare

Red 
Meat

Integrity
- safe

- responsible

- ethical

Value for Money
- benefits/price

- range of price 

options 

- new products

- value added meals

The 5 pillars of consumer demand in our most loyal market

Growing demand for red meat in our 

home market 



so we need toéé.. 

Å Revive the strong emotional bond consumers have with 
red meat ïby communicating its superior desirability and deep 
satisfaction

Å Continue establishing beef and lamb as Australiaõs 
national meats - despite higher prices

Å Evolve the nutrition campaign to ensure we continue 
reinforcing the essential role red meat plays in the diet

Å Initiate more programs aimed at raising retail standards , 
improving eating quality and supporting new product launches

Å Roll-out successful secondary cuts program to increase 
carcase value

Å Greater alignment of campaign messaging throughout 
the calendar year

Å Better understand consumer meal habits 



1.Beef must have a powerful 
voice

2.Focus on meals
3.Focus on seasons
4.ΨHow toΩ ƎǳƛŘŜ ƛǎ ŜǎǎŜƴǘƛŀƭ 
5.Integrationin all areas of the 

marketing mix ïñthe 
executionò

Our principles of effective beef marketing



1.Love the 
brand

2.Desire the 
meal

3.Give it a go 
(try it)

Emotional

Rational

Ψ.ǊŀƴŘ ōǳƛƭŘƛƴƎΩ

Ψ5ŜƭƛǾŜǊƛƴƎ 
product 
ƛƴŦƻǊƳŀǘƛƻƴΩ

three layers of brand communication



#1. The craving

Sensory fulfilment
ωSatisfaction
ωTender

ωJuicy
ωTasty
ωSizzling
ωTexture
ωWafting aroma

#2. The deep 
sense of Pride

ωEmotional connection with beef (part of our 
fabric)
ωProud to buy and serve
ωAdmiration for the people who produce it
ωWe are blessed with the best beef in the world

Core Thought:

Nothing beats Beef

positioning beef

#3. The confidence
ωHow to buy
ωHow to cook
ωHow to serve
ωEasy to master





óNothing beats beefô program strategy

Wedding TVC 

Backyard BBQ  TVC

Entice magazine 

Point of Sale 
Materials and PR

1. Love the brand 

2. Desire the meal

3. Give it a go

Ψ.ǊŀƴŘ 
ōǳƛƭŘƛƴƎΩ

Ψ5ŜƭƛǾŜǊƛƴƎ 
product 
ƛƴŦƻǊƳŀǘƛƻƴΩ





Resulting in increases in beef servings

Household 

purchasing

Oct-Nov 

2009

Oct-Nov 

2010

% 

increase 

Beef/veal 

servings per 

week 

48.63 

million

51.61 

million 

6%

Prime steak 

servings per 

week 

10.75 

million 

12.03 

million 

12%

Beef sausage 

servings per 

week 

7.47 million 8.5 

million 

14%

Source: Roy Morgan 



and consumer attitudes improving

Q3 2010 Q4 2010

Very positive disposition 54 60

My favourite meat 18 21

Is the most superior meat 32 39

Is the most satisfying meat 60 63

Source: Millward Brown 2010 (based on total sample) 



New - seasonal posters coming andé.

even one ready for the royal wedding



Beef winter meals posters 

ready to go



and then thereôséééé

ÅNew product launches.

ÅShared research projects into buyer behaviour.

ÅIn-store product sampling.

ÅRange reviews

ÅSupply chain facilitation 

ÅInnovation projects



Education through 

Masterpieces resources



an old favourite 
in new packaging

ÅLaunched in June to promote awareness and use 

for alternative beef cuts by putting the romance 

back into 

ïNew and newly fabricated cuts of meat

ï International/ethnic cuisine  

ïSimplicity/back to basics 



Brisket Point End 

(Deckle Off)

Flank SteakOyster Blade

Bolar Blade



and in Australiaéééééé..



We love our Lamb strategy

Build national pride in lamb by leveraging calendar events

Australia Day

óA patriotic choiceô

Spring lamb

óSeason of lambô

Motherôs Day

óSheôll love you for itô

Distinctive tone of voice: quirky, fresh personality

We want to entrench lambôs place in consumer meal repertoires



Lamb Beef Chicken Pork

Is loved by 

Australians
75% 67% 52% 33%

Itôs 

expensive 
56% 38% 13% 23%

Iôm willing to 

pay a bit 

more for it 

32% 29% 18% 23%

Source: Millward Brown October-December 2010 (Base 1200)



connectivity of marketing activity is vital

Advertising

Point of sale 

materials

Public Relations

Online & on air



Strong, eye catching point of sale 

materials


