Marketing red meat In

Australia
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~  Market Security
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MEAT & LIVESTOCK AuSTRALIA

Agenda

1. Australian market situation and outlook

2. Red meat marketing in Australia
beef
lamb
nutrition



Market situation & outlook mia

A Fundamental factors driving beef & lamb demand
A Performance & prospects for the domestic market

A Export outlook and competition for constrained supplies

A Global food prices i focus shifting from demand to supply



Steady Australian growt.hé
spectacular mia
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Australian cattle herd to expand

from lower base mia
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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 mia
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Performance of the Australian

Domestic Market mia

Beef: benefits from sluggish exports in 15t half of 2010
A Beef utilisation up 5% in 2010, to 757,000 tonnes cwt
A Per head up 3.1%, to 33.9kg/head

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

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

Lamb: hit by lower production for 2010, and higher prices
A Lamb utilisation down 6% in 2010, to 215,000 tonnes cwt
A Per head down 7.8%, to 9.5kg/head

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

A Retail prices up 4.7%, to A$14.55/kg




Where does our beef go? mia

% of total beef and veal production
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Beef export outlook much brighter in
2011 mia

The export markets are expected to capture 80% of the

production growth in 2011¢éanrn
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Australian lamb exports to expand
in 2011 mia
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Gl obal demand recomar|

Record global food and meat prices
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consol I da
ig ensuring food security at home is
~ ' paramount to all of us. It is our
only ofreedo and



Growing demand for red meat In our
home market

The 5 pillars of consumer demand in our most loyal market

Enjoyment Convenience Value for Money Nutrition Integrity

- quality - easy to buy - benefits/price _ essential in a - safe

- popularity - easy to prepare - range of price balanced diet - responsible
- taste options - ethical

- new products
- value added meals



SO wWe need toeée. . mia

A Revive the strong emotional bond consumers have with
red meat i by communicating its superior desirability and deep
satisfaction

A Continue establishing beefandl amb as Austral |
national meats - despite higher prices

A Evolve the nutrition campaign to ensure we continue

reinforcing the essential role red meat plays in the diet
A Initiate more programs aimed at raising retail standards ,
Improving eating quality and supporting new product launches
A Roll-out successful secondary cuts program to increase
carcase value

A Greater alignment of campaign messaging throughout
the calendar year

A Better understand consumer meal habits



Our principles of effective beef marketingmia

1.Beef must have a powerful
voice

2.Focus omeals

3.Focus orseasons

AWowtadQ 3IJdzA RS A

5.Integrationin all areas of th
marketingmix nt h e
executi ono




three layers of brand communication

Emotional

Rational

1.Love the
brand
2 Desire the
meal

+ 3.Glve It a go|

(try It)
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positioning beef mla

#1. The craving

wuicy

wlasty
wSizzling
wlexture
«Wafting aroma

Core Thought:

Nothing beats Beef

#2. The deep

- #3. The confidence
sense of Prid

uHow to buy

i j - oHow to cook
oEmotional connection with beef (part of our
fabric) uHow to serve

«Proud to buy and serve uEasy to master

wAdmiration for the people who produce it
wWW\e are blessed with the best beef in the world
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ONot hing beats beef 0 o4 @09

2. Desire the mea

Point of Sale

Materials and PR

w5 $t A g SN@IVedt ago
product
AYF2NMEF 0A2YQ

Entice magazine




(CET SIZZLING
WITH BEEF
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Resulting In increases in beef servings

Household Oct-Nov Oct-Nov %
purchasing 2009 2010 increase
Beef/veal 48.63 51.61 6%
servings per million million
week
Prime steak 10.75 12.03 12%
servings per million million
week
Beef sausage | 7.47 million 8.5 14%
servings per million
week

Source: Roy Morgan
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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 - se
evenon(i,lsonalpOSt ers comin
ready for the royal wedding gml.-:;1 [
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BEEFLEX w47

THE CUTTING OF THE
WEDDING STEAK

Congroty ions Wills an



Beef winter meals posters
ready to go
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and then thereodoséedéeée
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Education through
Masterpieces resources

BEEF SUKIYAK]

BRISKET

.
BEST COOK METHODS

GRILL

H.A.M. 2353 ;-z:f':i’“:'f T A e

gk a1 10 g 1 anne o bt el ance e

BUTCHERY

DESCRIPTION:
Prepare the point and brisket deckls off by removing the navel end
portion from a briskst (H.A.M. 2323). Thers are twio briskete psr

SLOW COOK
A martes scw s b pa eny e

carcass. .
- sty

PREPARATION OF CUT: STIR FRY
Thia cut performe baat with soms fat lsft on, 20 don't trim the product Py = v
compietely. For beet rasuits, ramove tha thin red muscle known as ‘red R RS
bark’ if it ie presant on the sxismal surfacs. o o ki, ity i el MENU APPLICATIONS:

oy v

Rt e i Pedirit s e - Za apsrgn
CUT SPECIFICATIONS: A\ e imoncoorodbind

« Order product to MSA 3. pre-aged for a minimum of five days
* Racommended cooking mathods: thin slice”, slow cook
- Average weight: about 3-5kg'sach

FURTHER CONSIDERATIONS:

« Fot bast reauite. leave a thin layar of fat on the top of the muscls 1
keap it moist and juicy during cooking.
« Look for briskst that has some marbling and a Geep red maat colour




BEEF, Ny
ﬂk\g'l'&rlo jeces mia®

A_aunched in June to promote awareness and use
for alternative beef cuts by putting the romance
back into

i New and newly fabricated cuts of meat
i International/ethnic cuisine —_—cs
i Simplicity/back to basics
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Oyster Blade

Flank Steak

-

Brisket Point End
(Deckle Off)
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and 1 n Austral

We love our Lamb



We love our Lamb strategy mia

We want to entrench | ambdos place i n c

L)

Spring lamb Australia Day
6Season of | amb&®A patriotic
EAT‘I).NAMB'.;

INTERNATIONAL 1 on Mother's Day
AUSTRALIA DAY

Surprise Mum with a

Distinctive tone of voice: quirky, fresh personality
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Beef Chicken

Is loved by
Australians

| t 0s
expensive

| 6m wi |
pay a bit
more for it

Source: Millward Brown October-December 2010 (Base 1200)
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connectivity of marketing activity is vital

SELC L Ol Advertising

EAT ‘lﬁAM B:
INTERNATIONAL '
AUSTRALIA DAY

Point of sale
materials

yahoo7 .com.au/sunrise
SSSSSS

UDE PHOTO SHOOT 7 TOMORROW ON SUNRISE: JAMES TS SeliE

Sam'’s lamb plan for world peace
Public Relations




Strong, eye catching point of sale

materials mia



