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What’s changed?

The previous six growth drivers
been updated and expanded to
reflect:

Increased demand for
convenience and inspiration

e Stronger focus on snacking and
occasion-based eating

 Aricher, more nuanced view of
sustainability and diverse tastes
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From 2021 = 2025: What’s Changed?

2021 Growth Drivers 2025 Growth Drivers

Healthy You

| Care

Easy Everyday

Superior Choice

Pure Enjoyment

Modern Australia

e

e
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Healthy & Nutritious

We Care

Easy Preferred Meals

Inspiring Meals

More Snacking

Superior Choice,
Pure Enjoyment

Make it a Moment

Evolving Australian Tastes

Reinforce ‘healthy’ red meat everyday
meals

More ‘healthy’ red meal foodservice
offerings/occasions

Sustainability

Convenience:
ease, time, effort

Convenience: providing inspiration,
driving versatility perception, improve
cooking confidence (reducing barriers)

Convenience:
More red meat ‘everyday’ meal
occasions e.g. lunch opportunities

Convenience:
red meat meal inspiration and building
preference and presence

Convenience: NPD, more red meat meal occasions

Experience Driven — Quality + Enjoyment:
‘Superior’ quality everyday = Premium indulgence

Experience Driven — Occasions:
Broaden range of meal occasions where red meat can feature/is considered

Capturing changing demographics

New and different:
evolving Australian tastes, authenticity

MEAT & LIVESTOCK AUSTRALIA
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Healthy &
Nutritious

83% have
concerns about
their physical
health and 67%
have concerns
about their mental
wellbeing

Despite cost
pressures, health
isan area
consumers are
willing to pay for

Nutrition is the key
reason consumers
choose to increase
their meat
consumption
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We Care

Almost half of
Australians are
sustainably
minded and act at
an individual to
reduce impact and
minimize waste

Australians trust
industry to hold a
high standard of
integrity and
expect
businesses/
brands to lead the
way in
sustainability

Animal welfare is
important to
consumers, they
seek assurance
animals are
slaughtered
humanely and
don’t want to feel

guilty

Easy Preferred
Meals

Quick or easy
preparation and
availability are the
key aspects of
convenience
across meal
occasions

Shoppers value
convenience and
are willing to pay
more for it. Red

meat pre-
prepared have
headroom for
growth

Increased
frequency and
penetration is

driving growth for
fresh meat online
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Inspiring Meals

Most meat
shoppers have
some idea of what
they want to
purchase in store
but 2 in 3 are open
to influence at
shelf

Meat shoppers
seek guidance and
inspiration on
pack but can’t find
it on what's
currently on offer
in market*

Beef and lamb is
seen to be trusted
quality and
superior —
opportunities in
inspiring
consumers to
choose for
everyday meals

LB

More Snacking

Strong growth
forecast for the
global savoury
snack market,
particular in meat
snacks segment

Snacking occasions

represent around

one third of eating
occasions

Meat snacks have
growth potential,
given developed
segment share in
other markets and
Australians
appetite for
savoury snacks

tpe Shi*tts

* *
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Superior=Choice,
Pure Enjoyment

There is a deeper
emotional
connection with
red meat beyond
price and
function*

While budget is a
concern and
consumers seek
‘value’ beyond
price and choosing
‘quality’

To consumers,
lamb is something
‘a bit special’ and

‘worth paying

more for’ while
beef is a superior,
elevated everyday

choice
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Make it a Moment

Almost half of
Australians
actively seek ‘food
for social
connection’ —
shared moments
that bring us
closer together

While consumers
continue to ‘trade
in’ for at home
occasions to
manage budgets,
many may still
‘splurge’ on these
occasions

Consumers see red
meat as 'superior’
and 'trusted
quality' — premium
qualities to elevate
any occasion

%]

Evolving Australian
Tastes

Australia’s
population growth
is underpinned by
immigration with
around 30% of the

population born
overseas in 2021

As migrants
integrate into
Australia over

time, important
elements of their
ethnic identity
such as food and
occasions are
retained

Australians enjoy a
broad and diverse
range of
international
cuisines and
flavours,
particularly among
younger
consumers
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Trends Behind the Shifts

=9 (N ! Fealak, @
g 70 w) & v % 1l
Healthy & Easy Preferred .. - Superior Choice, . © Evolving Australian
N We Care Meals Inspiring Meals More Snacking Pure Enjoyment Make it a Moment Tastes
83% i::s!fac:a pr?al;:acraiiro ng growth Al most h a If Of Wwth
inably availability Dema nd fOf :Is;c:\%jrj by
and act at key aspe . ith
concerned about [ ed . .. kmaket, Australians seek food |[:.
ar in mea
thelr health pact and across Insplratlon s segment . brn
e waste occasi f 21
or connection
> P = o
o s value Meat sho While consumers Tts mlgtra.ntts
830 Des;# S u Sta i n a b i I it ES 20 seek guidanpcp 1 1 3 e budget is a DD el ,IAnUStgr:;i:cI)r\]/eor
- )
8 pressu y g. to pay inspiration I n m ea | ncern and URLD E.Jt home time, important
— is g (% [ pack but can’ IR occasions to elements of their
(<] o . pre- . 1 — lue’ beyond manage budgets, L .
: c.o‘nsg + Eth ICS IS d have It on what OCcCaslons and choosing many may still ethnic identity
B willin m for currently on d . el e ey such as.food and
i expected th in market SnaCk|ng occasions oci(a;;ci)::;re
bo
: _
g An.' - bt'sd Meat snacks have To consumers, d f
& Nutrition is the ke colnm S ds . growth potential, lamb is something Consu De man or
> / CO nve n I e n ce given developed ‘a bit special’ and meat
7} reason consumers see t share i ‘worth pavin
choose to increase a ° sin segment share in ° p'ay 'g a.n C u It u ra I
their meat o ea IS + O n I I n e other mark.ets and mor.e for whl.le qual.lt
. hu I l l - Australians beef is a superior, qualit

=

growth - g | relevance




Healthy & Nutritious + We Care
(Health & Sustainability)

These reinforce health and values

< o ¥ HEALTHY AND _
¥ NUTRITIOUS

Lean cuts, clear benefits and ethical sourcing are key factors

Aligns with premiumisation and growth of functional foods

Consumers are willing to pay for health, but it’s also become
an expectation across food as consumers are increasingly
prioritising health and wellbeing

Sustainability is a pillar of trust, a reputation driver and a
responsibility for the industry to uphold

These drivers work together to build trust, reduce guilt and
maintain relevance

Want more details on the drivers? Find the updated Australian drivers
and more on AussieMeatTradeHub

MEAT & LIVESTOCK AUSTRALIA


https://www.aussiemeattradehub.com.au/globalinsights/GrowthDrivers

Everyday Meals + Ideas + Snacking
(Convenience & Inspiration)

Convenience

Easy, Preferred Meals Inspiring Mealtimes More Snacking
Value Added / Preprepared Meals

Time Saving Cooking confidence
No Fuss Versatile (flavours/cuisines)
Good/easy for kids Cuts to suit my budget

Online channel

AAAAAAAAAAAAAAAAAAAAAA



Everyday Meals +

IS T ‘.
GROWTH DRIVER | AUSTRALIA

With my busy lifestyle, | rely on red
ty foundation
for healthy everyday meals

3

KEY FACTORS FOR PRODUCT/SOLUTION
THIS DRIVER OPPORTUNITIES

meat as a simple and

PRIME TARGETS

Today many
consumers think...

CHANGE WE STRIVE FOR
WITH THIS DRIVER

Consumers® Channels * Quick, easy and * Core beefand lamb range
SINKs/ DINKst e nertt 5
I supermarkets i Ready-to-heat/eat/cook —35
N CHlCsn g and online * Options that fit my * Portioned size (no need to
Busy professionals 3 i budget cut) With everything else | have I can rely on red meat to

H * Meal solutions “Ea
g v QSR to casual Easy, simple reci
t  dining * Easy/good for kids * Meal kits, home

)
/{
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Shoppers value
convenience and are
willing to pay more for it.
Beefand lamb pre-
prepared have headroom
for growth**

Quick or easy
preparation and
availability are the key
aspects of convenience
across meal occasions *

A Koy channel
> Equallyi

pplical

KEY FACTORS FO
THIS DRIVER

Increased frequenc
and penetration it
driving growth for fr
meat online**

PRIME TARGETS

Consumers” Channels Cooking confidence

* Variety that suits my bu

SINKs/ DINKst

Families with children

A Supermarkets

# Online * Recipe inspiration

> QR to casual, mid- * Cooking guidance

Busy professionals
2 tier foodservice

* Couple with other drivers
e.g. Evolving Australian
Tastes

Sources: *MLA Consumer Protein Landscape | **Nielsen IQ Homescan 52 weeks to Sep 2024
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Most meat shoppers
have some idea of what
they want to purchase
in store but 2in 3are
open to influence at
shelf*

Meat shoppers seek
guidance and inspiration
on pack but can’t find it
on what’s currently on
offer in market*

C

Sources: *MLA Packaging Playbook 2024 | **MLA Domestic Consumer Tracker 2024
tSingle Income No Kids, Double Income No Kids.

(Convenience & Inspiration

KEY CONSUMER INSIGHTS AND TRENDS

Ideas + Snacking

GROWTH DRIVER | AUSTRALIA

tasty, protein-packed snack that
fits into my healthy lifestyle
- _

KEY FACTORS FOR PRODUCT/SOLUTION
THIS DRIVER OPPORTUNITIES

PRIME TARGETS Today many

consumers think...

CHANGE WE STRIVE FOR
WITH THIS DRIVER

Consumers? Channels * Convenient * Reframe red meat in
s - snacking occasion N
it t tit:
SINKs/ DINKs* # Across retail e B0/ INDICIRSky) S

not messy Red meat is my healthier

and tastier go-to snack

I don’t consider red meat
when seeking a snack
between meals

Health-conscious and foodservice

Individuals (18-49 yo)

* Fills me up/keeps me S Ednctoratfonas

going
Single person households

+ KEY CONSUMER INSIGHTS AND TRENDS ssvvcecsvcnvossssvsnsssvsscsncnne

1 2

Strong growth forecast
for the global savoury
snack market, particular
in meat snacks segment *

Meat sn%cks have
headroom for growth
given developed
segment share in other
markets and
Australians appetite for
savoury snacks*

Snacking occasions
represent around one
third of eating
occasions**

Sources: * GlobaData, Market Segment Analyser 2024
tSingle Income No Kids, Double Income No Kids.

** Consum

pack

secking, red meat has
options that are exiting
and inspiring

butit's it all feels like
* Creative red meat usage more of the same

* Sous Vide / Slow Cooked

3

Beef and lamb is seen to \
be trusted quality and
superior — opportunities
in inspiring consumers to
choose for everyday
meals** /

MEAT & LIVESTOCK AUSTRALIA




Everyday Meals + Ideas + Snacking

(Convenlence & Insplratlon)

GROWTH DRIVER | AUSTRALIA GROWTH DRIVER |

EASY, PREFERm ¥ ~ 'INSPIRING o - : ¢ MORE
MEALS i ~ MEALS » i 5 SNACKING

PRIME TARGETS

The broad umbrella of convenience is where these next drivers play. Convenience isn't just “fast”, it's also reliable,
easy, inspiring and accessible. Snacking is a whitespace for red meat as it's no longer just about chips or protein bars.
In more developed snacking markets, we’re seeing the rise of meat snacks in formats like skewers, sticks, sliders —
even high-end jerky — paired with wellness cues. Australia hasn’t fully tapped that yet.

* Easy Preferred Meals: quick, * Inspiring Meals: more variety, * More Snacking: new occasions,
family-friendly, reliable fresh ideas, cooking guidance functional meat snacks

Want more details on the drivers? Find the updated Australian drivers and more on AussieMeatTradeHub mia

MEAT & LIVESTOCK AUSTRALIA



https://www.aussiemeattradehub.com.au/globalinsights/GrowthDrivers

Superior Quality + Connection + Culture
(Emotlonal & Experlence Drlven Eatmg)

GROWTH DRIVER e

':v*;' SUPERIOR CHOICES ;
= PURE ENJOYMENT

pu—————rY
SROWRIOMVEN | A r‘\n I
1 excited to dis red meat meals that
™ reflect the ri ty of Australia and

suit my tastes and traditions

GROWTH DRIVER | AUSTRALIA

Red meat i smvp efel

that red meat ‘wavs
rand an

yable

MAKE IT A

1 to deliver 1 reat taste and

y oc

N

This theme is all about meaning — elevating red meat beyond function — elevated experiences, cultural relevance
and ‘making a moment’. These drivers help reposition red meat from “what we always eat” to “what | choose
because it makes sense for me”. This could mean creating theatre in foodservice, premium cuts with a story in a
butcher shop or highlighting ‘celebration” moments and diverse dishes. Red meat is still the ‘go-to’ when the
moment matters — dinner parties, rituals, recipes passed down.

* Superior Choice, Pure *  Make it a Moment: red meat = * Evolving Tastes: cultural
Enjoyment: premium quality, celebration relevance, new cuisines
indulgence

Want more details on the drivers? Find the updated Australian drivers and more on AussieMeatTradeHub mia

MEAT & LIVESTOCK AUSTRALIA



https://www.aussiemeattradehub.com.au/globalinsights/GrowthDrivers

RED MEAT GROWTH DRIVER SUMMARY | AUSTRA

VISION: For Australian red meat to be.the PREMIUM CHOICE for Australians

Driver name

Opportunity area  Healthy & Natural

I am confident red meat is
naturally nutrient-rich and
supports my wellbeing
and lifestyle

Driver definition

* Healthy me & my family
* Balanced diet
* Natural nutrition

Key f: r
ey factors * Wellness

(from) I like red

meat, but I limit

how often | eat it,
because I’'m unsure
it's healthy
(to) Red meat is an
essential part of a
healthy, balanced diet
and fits my wellbeing
and lifestyle needs
* Families with children
* Health-conscious
individuals (18-49 yo)

Change we strive
for with this
driver

CONSUMERS*

All retail

CHANNELS QSR, casual dining

-Prime targets-

Grassfed / Organic,
balanced meal offerings,
health information on pack,
portioned packs

Product/
solution
opportunities

We Care 71\\"

Sustainability
| trust the industry makes
responsible choices—caring
for animals, the
environment and our
community
* Sustainable practice and
innovation
* Socially conscious
¢ Localism

(from) Unsure

if eating red

meat is sustainable

(to) lam

confident that red
meat matches my
sustainability values

* Consumers with an
interest in sustainability
* Younger consumers

Selected segments within
mainstream retail/online
& foodservice
Regenerative, animal
welfare, organic, paddock
to plate story, packaging

Convenience Convenience
With my busy lifestyle, |
rely on red meat as a
simple and tasty
foundation for healthy

everyday meals

of red meat options, to
make every meal more
exciting

¢ Quick, easy and * Cooking confidence
convenient * Variety that suits my
* Options that fit my budget
budget * Recipe inspiration

* Meal solutions
* Easy/good for kids
(from) With
Everything
else | have going
on, cooking meats
can be a chore
(to) I can reply
on red meat to
provide options that are
convenient, easy and
delicious
¢ SINKS/DINKST
* Families with children
* Busy professionals

Cooking guidance
(from) We love
eating red meat,
but it’s it all feels like
more of the same

(to) No matter
what I’'m seeking,
red meat has options
that are exciting and
inspiring
¢ SINKS/DINKS*T
* Families with children
* Busy professionals

Supermarkets and online,
Meal kits
QSR to casual dining

Supermarkets and online,
Meal kits
QSR to casual dining
Core beef/ lamb range,
ready-to-heat/eat/cook,
pre-portioned size, easy and
simple recipes, meal kits,
home delivery

Pre-prepared beef and
lamb, mince, inspirational
imagery on pack, reframe

red meat usage, sous vide /
slow cooked

. 1 SINKS = Single income no kids, DINKS = double income no kids, CALD = culturally and linguistically diverse

Convenience

I love exploring the variety Red meat is my ideal go-to

as a tasty, protein-packed
snack that fits into my
healthy lifestyle

* Quick, easy and
convenient

¢ On the go / multitask /
not messy

 Fills me up/keeps me
going

(from) | don’t

consider red meat
when seeking a snack
between meals

(to) Red meat is
my healthier and
tastier go-to snack

SINKS/DINKSt

* Families with children
Health-conscious
individuals (18-49 yo)

Across retail and
foodservice

Reframe red meat in
snacking occasion, NPD,
Functional foods

Choice, Pure
Enjoyment
Quality
| appreciate that red meat
always delivers a superior

and enjoyable eating
experience

12

Premium quality range

Affordable to higher end

indulgence

Superior meals

Justified premium

(from) I’'m unsure
why some meats

are more expensive

than others or the

benefits of quality meat
(to) | appreciate
superior quality and

enjoy the variety of

premium cuts that red

meat has to offer

* Higher income HHs

* Younger consumers

« Consumers that enjoy
fine food

Supermarkets, specialty
stores, online, butchers

Higher-end foodservice
Range of superior quality
cuts, long fed beef, high
marble score beef, Wagyu,
lamb, quality guarantee

Make it

a Moment

Experience Driven

Red meat is my preferred

choice for any occasion to

deliver great taste and
elevate any moment

* Range of occasions e.g.
solo treats = elevated
everyday = premium

* Shared connection

* Makes the occasion ‘a bit
special’

(from) I don’t care
which types of
fresh meats or seafood |

use for any occasions

(to) Beef and lamb

always impresses for
any occasion, elevating
any moment

* Consumers seeking
enjoyment and
interaction with others
through food

Retail and online, QSR
(high $ items), Mid to
higher-end venues
Sharing plates, wholistic
experience (food,
ambience, presentation),
gourmet, menu indulgence

Evolving
Australian

sstaian 1)

Experience Driven
| excited to discover red
meat meals that reflect

the rich diversity of

Australia and suit my
tastes and traditions
* New flavours
* Authenticity
* New occasions
* Familiarity and cooking
confidence among CALDT
(from) Not familiar
with red meat

(from) Beef/lamb
dishes feel repetitive
and boring
(to) Red meat caters
for me and/or my
family’s unique taste
(to) Red meat options can
be different and exciting
* CALDt households
* Consumers seeking new
and exciting taste
experiences

Across retail and
foodservice, ethnic
butchers, specialty stores

Lamb, Red meat in new
flavours/cuisines/occasions,
value added products/
secondary cuts, Halal



Growth Drivers in Action

“Evolving Australian

“Healthy & “More Snacking” Tastes” incorooratin
Nutritious” to guide NPD for portion- _ P 8
: multicultural lamb
shoppers on lean cuts controlled beef strips .
dishes on menu
i i . Storytelling with
“Make it a Moment” “Superior Choice, . / . g
. ” inspiration,
to frame at home Pure Enjoyment” to .
. . indulgence, culture
premium weekend position at home i
. . and snacking
treat premium in retail

moments

Want more details on the drivers? Find the updated Australian drivers and more on AussieMeatTradeHub mia
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MLA disclaimer

All information contained within this presentation and supplied in connection with it, including any oral commentary and answers to questions, is
supplied to recipients for information purposes only. No representation, warranty or other assurance is made as to the currency, fairness,
accuracy or completeness of the information contained within this presentation or supplied in connection with it. The information contained
within this presentation is in summary form only and is not, and does not purport to be, comprehensive or contain all information that any
recipient may require or consider material.

Although all care has been taken in preparing this presentation, viewers of this presentation should not alter their position, or refrain from doing
so, relying on this presentation, and should seek independent advice for their own situation. Any forward-looking statements made within this
publication are not guarantees of future performance or results, and performance or results may vary from those expressed in, or implied by,
any forward-looking statements. No representation, warranty or other assurance is given as to the fairness, accuracy, completeness, likelihood of
achievement or reasonableness of forward-looking statements or related assumptions contained in the publication. Your use of, or reliance on,
any content is entirely at your own risk and MLA, MDC and ISC (“MLA Group”) accept no liability for any losses or damages incurred by you as a
result of that use or reliance.

The views or judgements expressed within this presentation are those of the author and not the MLA Group. These views and judgements do not
reflect the views and judgments of the MLA Group, its employees or agents.

Full terms can be found here: MLA Terms of Use. You may not copy, republish, download, transmit, communicate, or otherwise use this content
in any way without the prior written consent of Meat & Livestock Australia Limited ABN 39 081 678 364. Any such enquiries should be directed
to info@mla.com.au, or the Content Manager, PO Box 1961, North Sydney, NSW 2059.

© SEPTEMBER 2025 MEAT & LIVESTOCK AUSTRALIA LIMITED ABN 39 081 678 364. ALL RIGHTS ARE EXPRESSLY RESERVED. mla
REQUESTS FOR FURTHER AUTHORISATION SHOULD BE DIRECTED TO INFO@MLA.COM.AU MERT & LIVESTOCK AUSTRALIA
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