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Flow of the presentation today

&

MACRO-MARKET
CONTEXT

A quick look at the
market context and
post covid trends that
are impacting
consumer choice in
the Chinese market.

IKANTAR

%

PROTEIN
LANDSCAPE

Setting the scene by

looking at the
awareness, claimed
consumption and
perceptions of the key
proteins in market.
This also includes
general beef buying
behaviours.

L

IMPORTED BEEF
CONSUMPTION &
COUNTRY OF ORIGIN

Looking at the key
associations with
COO brands and trust
in those brands.

How does this flow
through to brand
equity and Power.

L

COMMUNICATING
TO GROW BEEF &
LAMB

Looking at what
associations drive
brand choice and
premium perceptions
to understand what
we can leverage in
spite of labelling
challenges.

>>

Final Thoughts &
Discussion

What levers can we
pull and what should
we continue to
communicate to build
likely AU product
choice.

’mla
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The Central Question

How can Australian red meat build relevance for Chinese
consumers, while continuing to differentiate from other
accessible premium imports in the Chinese market?

IKANTAR mia
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We have conducted the global tracker in 22 markets over the last 8 years, with Chinese
fieldwork run every year.

Malaysia
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MARKETS

Philippines| Taiwan

KANTAR *a
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INTRODUCING MLA’S GLOBAL CONSUMER TRACKER
Diverse markets, with some universal truths.

8,300 consumer

interviews in 2022

Q

Annual quantitative consumer survey conducted via
a 20-minute online interview*

NORTH AMERICA
Surveying consumers about USA
. their meat consumption habits and attitudes o
Canada

. their perception of Australian beef and lamb
versus competitors

*  Drivers of purchase, channels used

. Trust and recommendation of COO brands
11 markets in 2022

Historical data allows tracking of trends over time

. Respondents selected are aged 18-64, and both grocery buyers and
meal planners for affluent households. They are deliberately pre-
selected based on their potential openness to, and ability to
purchase, Australian beef and/or lamb, and are not representative
of the overall market in each country.

|( ANTAR * UAE/KSA conducted with face to face interviewer

EASTERN ASIA

U.A.E. Q% Q e

South Korea
Saudi Arabia Q Q

Q China
Qatar
SOUTH EAST ASIA

Philippines
Singapore

Vietnam
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China sample — a deliberate skew (not Nationally Representative)

COUNTRY INCIDENCE SAMPLE STRUCTURE

Male 52% 40%
gender Female 48% 60%
18-34 - 47%
Age 35-49 - 40%
50-64 - 15%
Beijing 2% 22%
Shanghai 3% 19%
Chengdu ° Cities Guangzhou 3% 20%
® g Shanghai Chengdu 1.3% 20%
Chongging 2% 19%
Consumption  Buy Fresh Meat at Least Occasionally - 100%
Guangzhou MGBs Main Grocery Buyers = 96%
Children Households with Children = 74%
Less than 100K = 4%
Income 100K - 199,999 - 30%

ICANTAR Age: 0-14(17%), 15-24 (11%), 25-54 (47%), 55-64 (12%), 65+ (12%) - World factbook ml a
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There are 3 broad macro-contextual factors that are impacting markets and these are filtering down

to 4 consumer considerations

P St

*

Economic Trade Relations & Politics Covid

The post-covid economic environment, has Political forces at play have altered the Covid response has been to refocus on health &

increased concerns across developed markets landscape for beef trade impacting accessible well-being, and re-evaluate brand choices. Health
around managing household income and rising product, in particular Bi-lateral trade agreements ] consciousness entrenched post-COVID, has

costs and inflation this has left consumers
preparing for affordability challenges

impacted food choices, and use of e-commerce
to procure products, including groceries.

Consumers are seeking value, Supply challenges mean physical
whether buying better - premium availability is increasingly important
products and categories, or bringing  for maintaining relevance

value options into their repertoire

IKANTAR

A focus for particular segments of Buying locally produced products,
society who are finding ways to better Consumers have traditionally shown
manage their mental and physical a strong willingness to buy local
health through diet and exercise products even at higher costs
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A reminder, we know that there are some consistent themes of what the proteins AT
stand for across all of our markets. Beef is the Superior protein.

THE SUPERIOR THE CURIOSITY

e Cheap and easily available *  Unfamiliar, occasional purchase
*  Versatile and easy to prepare *  Premium option

¢ Doesn’t play to taste *  Not sure what to do with it
*  Not very nutritious *  Fatty

*  Animals treated poorly e Taste s a barrier for some
* Questionable safety * In MENA lamb is a Prime

. Pork: Consistent quality, favourite and taste in key

markets like China, Taiwan, US, Jp, SK) Good quallty’ gOOd

taste, superior meat
Worth paying more for
Nutritious

In MENA, beef is a THE HEALTHY ALTERNATIVE
Staple Fresh

THE SPECIALTY

Few strengths or weaknesses
Weakly positive on animal welfare

Nutritious — especially for children

Low in fat 3
Tricky to use

Welfare is not great

In SEA, fish is a cheap, low value protein -
elsewhere it is premium

and sustainability
Taste is a barrier
Lean/tough

Unfamiliar and uncommon except
amongst certain groups

I(ANTAR Based on image profiles which show relative strengths and weaknesses relative to other proteins in the consideration set. The mla
consideration set is different for every market hence these are broad characterisations only.

MEAT & LIVESTOCK AUSTRALIA



In China, red-meat has stronger perceptions of nutrition to accompany the universal perceptions of
superiority and premium. As with many markets, Chicken and Pork playing similar role of the staples.

w AN
%« PREMIUM
Premium, nutritious Superior, Easy, affordable,
favourite tender healthier
Beef Lamb Chicken
Strengths vs others Strengths Strengths
High nutritional value Is the most superior meat Cheaper
Essential part of a healthy Willing to pay a bit more Versatile

High nutritional value
The animal is well-cared for
The meat is usually tender

diet for growing children

Family’s favourite meat

Is the most superior meat

I am willing to pay a bit

more for this meat

Weaknesses
Not cheap
Not versatile

Weaknesses vs others

Not Fresh

Not Cheap

Not easy or convenient to
purchase

Not tender

IKANTAR

Not convenient to
purchase or prepare
Not essential for kids
Not favourite

Based on image profiles which show relative strengths and weaknesses relative to other proteins in the consideration set. The

Easy and convenient to
purchase & prepare

Low in fat

Essential part of a healthy
diet for growing children

Weaknesses

Not fresh

Not nutritious

Not Consistent quality
Not delicious

Not superior

Not willing to pay more

consideration set is different for every market hence these are broad characterisations only.

STAPLES

* Guaranteed safe to eat
* Family’s favourite meat

MEAT & LIVESTOCK AUSTRALIA



There are 2 nuances to the protein landscape when looking at China...

&

LR

Red meat marries superiority
& nutrition

Beijing and Shanghai drive the consistent
guality and nutrition benefits of beef, while
other cities perceive a greater lack of
accessibility. Other proteins play consistent
roles across geographies.

In keeping with what we see in East Asian
markets in tandem with being premium,
superior meat, beef and lamb also delivering
nutrition.

...while these roles have remained relatively stable over the last 5 years, although
1. Chicken seems to have improved a bit on healthiness
2. Beef has lost some perceptions on welfare

IKANTAR mia
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Spontaneous awareness, penetration and the claimed consumption of proteins largely in line with

2020 numbers. Beef and pork remain most TOM, but beef, pork, chicken and fish all have same levels

of monthly HH penetration. As staple, pork most consumed.

Beef

Pork

Chicken
Lamb/Mutton

Goat

IKANTAR

@ AWARENESS
31% - 81%
44% . 78%

9% - 61%

3% - 54%

of 1%

Top of Mind

Total Awareness

SPONTANEOUS

21

69

67

45

42

'20

78

76

55

54

'19

77

73

51

53

Beef

Pork

Chicken

Lamb

Mutton

Goat

Fish

Other seafood

BOUGHT IN

LAST MONTH

CH1 Spontaneous Awareness — When thinking about meat, which types come to mind?

CH10 How many meals that included the following meats have been prepared and eaten in your home in the last 7 days? CH2
Bought in the last month — Which types of meat have you bought in the last month to prepare for a meal at home?
Base: ‘22 (n=800), '21 (n=800), '20 (n=801)

21

89

86

79

46

29

30

80

30

‘20

87

87

85

28

22

24

83

34

'19

90

89

84

33

34

29

84

34

Beef

Pork

Chicken

Lamb

Mutton

Goat

Fish

Other seafood

v

“q

* 1 AVERAGE SERVES
LAST 7 DAYS

21 20 '19
. 2.2 o2 2
- 3.4 35 34 3.1
. 2.1 24 22 2
I 1.1 1.1 09 1.1
Io.9 08 08 1.1
Io.s 08 07 09
. 5 24 2 22
. 12 12 11 13
Sig. different at 95% mla
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Throughout 2021 online shopping was the #1 increased behaviour, and expectations amongst consumers
were that they would retain the behaviour into the future. (Kantar Global Barometer Data)

. . . Kantar Covid
The pandemic accelerated online shopping * Barometer data

Online shopping is the #1 increased behaviour % of groceries bought online

27
26 24 . -
21 China
Online Increased Spend time  Eat healthier Using online
shopping hygiene with HH media

Resulting in ecommerce being the fastest-growing channel in 2020, 0
more than doubling its growth rate from 2019 0

2018 2020

Vs 41% before pandemic

Hypermarkets Traditional Trade Total Channel Supermarkets Cenvenience Discounters Cash & Carry Ecommerce

Source: Winning Omnichannel 2021 - FMCG 2019 & 2020 Global value annual growth

l(ANTAR Source: Global Covid Barometer, wave 9 — May 2021 Q51. What are the behaviours that you think you’re most likely to maintain once the lockdown is over? mla
Q92. Compared to before the pandemic began, which of these behaviours are you now doing more of?

Q45. With the COVID-19 situation, ...
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Use of the online channel has followed the same trend for both beef and lamb in China

BEEF PLACES OF PURCHASE - ONLINE ” LAMB PLACES OF PURCHASE - ONLINE H
Once per month or more often (net) Once per month or more often (net)
68
65 61 65
54 55
49 .
2019 2020 2021 2022 2019 2020 2021 2022

QR3A. How often have you bought beef from each of these locations in the last six months? Base: '22 (n=392) '21(n=396) ‘20(n= 392) Sig. di ¢ at 95% l
l(ANTAR ’19(n=396) v ig. different a m a
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Awareness of COOs maintains its long term trend, matching global levels of 9 in 10.
Similar proportions claiming to buy imported beef monthly compared with local, and this has
remained stable over the last 5 years at close to 9 in 10.

Know Country of Origin?

852% 8%% 852% 85% 852%
87% 86%

82%  84%
74%

<#-China ®Global average (excl USA)

2018 2019 2020 2021 2022

FREQUENCY OF BUYING LOCAL AND

BEEF

32

32

26

29

&

23
16
8
Every week Every fortnight At least once a month Every 6 months or less (incl
l Never)
LOCAL MONTHLY PURCHASE BEEF OVER TIME
83 86 84 81 g8
—Local Imported
2018 2019 2020 2021 2022

(GF3B) Do you know the country of origin of the beef you buy? (n=799)

l(ANTAR (CH4) How often do you buy imported beef? (n=799)

(CH4LOC) How often do you buy local beef? (n=799)

v

Sig. different at 95%
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Growth in USA imported product in 2021 and ongoing reports of demand for grain fed product in China

Mainland China direct total beef imports by supplier

Reuters, December 2021 e
BEUJING/CHICAGO, Oct 1 (Reuters) - As Australian beef exports to China wither 2,000 i
amid diplomatic tensions, demand there for U.S. grain-fed beef has soared, ?, 6o |
fuelled by the appetites of a growing Chinese middle class. § '
§1.ooo
Beef imports from the U.S. have grown to 83,000 tonnes in the first eight 8 i
months of 2021, nine times the amount in the same period a year ago, 500 .—=—
according to Chinese customs data, and are set to be worth more than $1 billion f— - ==
this year. Australia also fell behind the United States this year as the top 0 Q2 2 > ? © QA 2 2 ,; A
S S L ,]9\"’ '19{0 'PQ fP&, & 4 ,.yo"fo

exporter of grain-fed beef to China.
® Brazil @ Argentina © Uruguay ® NZ @ Australia ® US @ Other

https://www.reuters.com/world/china/china-gorges-american-grain-fed-beef-amid-shrinking-supplies-down-under-2021-10-01/ https://www.mla.com.au/globalassets/mla-corporate/prices--markets/documents/os-markets/export-statistics/feb-
2022/2202---china-beef-imports---global-summary-us-added.pdf
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While grass-fed awareness remains strong, grain-fed and high marble score have grown significantly in
awareness and trial, suggesting a change in the mix of what is available on shelf, and activity by US importers?

Awareness growth
follows same trend

BEEF BOUGHT IN THE PAST (%)

Change vs ‘19 +5 +1 -1 +8 +8 -2
64
60
= 2 54 53
46
38
22 20
14 . 18
Regular or Grass fed beef Organic beef Grain fed beef High marble score Corn fed beef
conventional beef beef

m 2019 2027

QGF1. Which of the following types of beef are you aware of?

l(ANTAR QGF2. And which types of beef have you bought in the past? (rebased to QGF1) mla

Base ‘22 (n=799), ‘19 (n=800) MEAT & LIVESTOCK AUSTRALIA



USA’s spontaneous awareness and lower funnel showing growth vs 2020, while Australian beef
funnel, like other imported product, has reverted to 2020 levels. Local sees increases vs 2020.

Spontaneous
awareness

Total Awareness
Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

IKANTAR

S .

#

AUSTRALIAN
BEEF

%

48

72

52

42

27

20

21

33

49

39

30

21

15

‘20

51

72

52

46

30

22

11

'19

43

69

52

44

35

27

L=
AMERICAN
BEEF
%
'21 '20 '19
42 20 33 38
60 31 58 63
37 20 33 39
27 13 22 33
18 7 12 20
13 6 9 14
3 1 2 3

e

NEW ZEALAND
BEEF

%

32

67

47

38

26

20

21

36

47

40

32

23

16

BBH1. Spontaneous Awareness, BBH2. Prompted Awareness, BBH3. Ever Eaten, BBH4. Eaten last year, BBH5.
Eaten in the last 3 months, BBH6. Eaten last month, BBH8. Most often

Base: ‘22 (n=415), '21 (n=400), '20 (n=399), '19 (n=401) — Bought beef in past month or ever buy beef

'20

31

64

42

36

22

16

19

32

68

46

37

27

22

10

v

LOCAL CHINESE BEEF
%

47

88

87

87

84

81

67

Sig. different at 95%

21

32

65

64

62

60

56

47

‘20

43

87

85

83

79

73

62

&

'19
37
84
82
81
79
75

61
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Awareness and consumption of Local Chinese Beef continued to grow in 2022, with levels being the
highest seen since 2019. All other COO’s have showed a recovery from the 2021 declines.

|
~ e
S —_— 1«1
BRAZILIAN BEEF ARGENTINIAN BEEF CANADIAN BEEF URUGUAYAN BEEF
% % % %
'21 '20 '19 '21 '20 '19 '21 '20 '19 21 '20 '19
Spontaneous
awarenese 16 14 17 12 13 9 17 10 7 4 8 7 2 1 2 1
Total Awareness 46 32 50 45 43 25 52 41 34 21 38 37 15 10 18 18
Ever Eaten 26 19 25 24 21 14 22 18 13 11 16 16 8 6 9 7
Eat P12M 17 13 20 19 17 10 17 11 8 6 12 13 6 3 7 6
Eat P3M 10 9 9 1 18 6 11 8 1 5 6 9 4 3 4 4
Past Month 7 7 7 8 9 5 8 6 3 5 4 7 3 2 3 4
Most Often 1 3 2 2 3 1 3 1 0 1 1 2 0 0 1 0
BBH1. Spontaneous Awareness, BBH2. Prompted Awareness, BBH3. Ever Eaten, BBH4. Eaten last year, BBH5.
l(ANTAR Eaten in the last 3 months, BBH6. Eaten last month, BBHS8. Most often W Sig. different at 95% mla

Base: ‘22 (n=415), '21 (n=400), '20 (n=399), '19 (n=401) — Bought beef in past month or ever buy beef

MEAT & LIVESTOCK AUSTRALIA



While local Beef has very strong trust perceptions in China, AU and NZ Beef continue to show a
similar levels of trust as a clear 2" tier ahead of other imports.

Trustworthy - COO BEEF

(CHINA)
2021 | Top2Box |  64% |  s4% |  52% 2% | 3% | 3% | 3% | 3% |
2022 | Top2Box |  70% | s3% |  s1% a0% | 39% || 38% |  31% |  3a% |
11% 9 119 9%
B 7 Very trustworthy 24% 22% ’ 12% % ’ 18%
38%
003 29% 27% 27% 28% 16%
ox 6
trust 29% 29%
0, 0,
m4 0
23% 19% 2 - -
10% 17% 16%
B 1 Notvery o ()
trustworthy + 2 + 3 6% 7% 9% 9%
Local Chinese New Zealand beef Australian Beef Argentinian beef Brazilian beef =~ American beef = Canadian beef Uruguayan beef
beef

BTR2B. How trustworthy is the imported beef from these countries — 7 point scale

I(ANTAR Base: Australian Beef (300) American beef (251), New Zealand beef (278), Canadian beef (142), Local Chinese beef (367), mla

Argentinian beef (177), Brazilian beef (192), Uruguayan beef (62) MEAT & LIVESTOCK AUSTRALIA



We see some shifts in perceptions this year, with local seen as cheaper than before,

favourite, but weaker on superior perceptions. USA beef has

Changes in absolute % endorsement

¥*

USA
BEEF

LOCAL AUSTRALIAN
BEEF BEEF

Versatility
Tenderness
WELEIE

Cheaper Nutritious
Family Favourite

and improving on

NEW ZEALAND
BEEF

BRAZILIAN BEEF

ARGENTINIAN BEEF

Fresh

BBH9. Here are some things which people have said about beef. We would like to know which of the following statements apply to beef from different countries of origin.
I(ANTAR You may choose as many or as few countries of origin as you wish. It doesn’t matter if you don’t buy any of them - it’s your impressions we’d like.. Attributes are grouped mla

according to level of co-endorsement i.e. when respondents endorse one attribute for a brand, they are likely to endorse the others in the group. In this way the attributes

are linked, then the groups are given an appropriate, summary name.

MEAT & LIVESTOCK AUSTRALIA



The elements of a successful brand or ensuring you are relevant, build an emotional connection,
are differentiated from the crowd and mentally available when it matters.

H ]
m ]
= =
randfssacatons @ MEANINGFUL (RELEVANCE) .
NUTRITIOUS cuTs i @@ Consumers feel an affinity for the
RICHLY MARBLED brand or think it meets their needs

H SUPERIOR 154
EAP H POWER isa prediction of

_ ) QuUALITY/CARE the brand’s volume share based
purely on perception, absent of
LOW FAT

activation factors.

....................

’ ‘ Different ‘ Salient ‘
SALIENT (MENTAL AVAILABILITY) \
----------------------- % Comes to mind quickly and readily
when activated by ideas relating to PREMIUM

category purchase

IKANTAR mia
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The associations that consumers hold in their minds for beef in China breaks up into 7 themes

@

CHEAP & EASY

Cheaper

Is easy and convenient to purchase

R

SUPERIOR

Is the most superior beef
The meat is usually tender

Consistent quality standards

NOTE: GRASS FED LEVEL

IKANTAR

el L

GOODNESS FRESH CUTS

Guaranteed safe to eat
More nutritious

Offers a variety of cuts

Fresh
The animal is well-cared for

Is my/my family’s favourite beef

- 0

ENVIRONMENT MARBLING LOW FAT

The industry is The fat is nicely marbled Is low in fat
environmentally sustainable

’mla

MEAT & LIVESTOCK AUSTRALIA



Each factor makes a meaningful contribution to building equity, presenting the opportunity to H
own a territory and find a differentiating position to grow equity

N LOW FAT
M RICHLY MARBLED
B ENVIRONMENT
W SUPERIOR

FRESH CUTS
B GOODNESS

CHEAP AND EASY

IKANTAR

Power/Volume

17.4%

19.6%

N

Premium/Value

10.6%

11.6%

3%

Meaning

19.30%

26.70%

MEAT & LIVESTOCK AUSTRALIA



AU and US beef have established stronger mental availability than competitor imports, with US and H
Local seeing the greatest gains in salience. AU retains some relevance but local is well ahead.

201

122 127 2

107 107

Average:100
71 77

57

Local Chinese beef| Australian beef | New Zealand beef Brazilian beef American beef |Argentinian beef Canadian beef  Uruguayan beef

17 17
l l a c - 10 10 10
3 3 3
| [ | | i . ] . . Differences vs

. - —3 [ [ ] —3 L 2021
7 ’ 12 c © >
-19

-44

I(ANTAR @ Meaningful @ Different @ Salient mla

MEAT & LIVESTOCK AUSTRALIA



AU Beef continues to stand out on nutrition, and has established a platform in a number of territories. H
NZ Beef has built perceptions in care and owns the ‘superior’ space. USA has no clearly defined strengths.

— == — o=
DRIVERS OF POWER = i+l - = =

AUSTRALIAN AMERICAN NEW ZEALAND CANADIAN LOCAL CHINESE ARGENTINIAN BRAZILIAN URUGUAYAN
(ranked top to bottom) BEEF BEEF BEEF BEEF BEEF BEEF BEEF BEEF
Cheaper _g &) -14 &) 24 1 1 3
Cheap and Easy (20%)
Is easy and convenient to purchase _g 0 -7 0 20 1 -2 =il
Guaranteed safe to eat 0 -3 1 2 2 -2 0 2
e T~ _I
Goodness (18%) More nutritious :- H7 I 0 4 2 8 1 1 2
The animal is well-cared for 3 3 I ms : 1 213 1 0 0
L -
Is my/my family’s favourite beef 2 1 1 3 19 2 2 2
Offers a variety of cuts that suit the meals | make -4 4 sH 1 2 0 0 0
Fresh cuts (17%)
Fresh 4 -1 -4 -1 14 0 -l -l
Is the most superior beef 4 0 8 1 214 1 2 0
Superior (16%) The meat is usually tender 3 0 1 -: 71 2 1 1 1 0
| |
Consistent quality standards 3 0 3 1 -10 -1 -1 -1
Environment (11%) The industry is environmentally sustainable 3 3 3 1 -4 1 1 1
Richly Marbled (10%) The fat is nicely marbled 4 0 4 2 -8 4 0 1
Low fat (9%) Low in fat 3 2 3 0 21 0 1 0
BBH9. Here are some things which people have said about beef. We would like to know which of the following statements apply to beef from e )
different countries of origin. You may choose as many or as few countries of origin as you wish. It doesn’t matter if you don’t buy any of them - | 1 Strengths in 2921 that
l(ANTAR it’s your impressions we’d like. Base: (n=415). Attributes are grouped according to level of co-endorsement i.e. when respondents endorse one L | arenolonger in 2022, or mla
+5 or more = relative category strength attribute for a brand, they are likely to endorse the others in the group. In this way the attributes are linked, then the groups are given an = T T newstrengths in 2022 MEAT & LIVESTOCK AUSTRALIA

-5 or less = relative category weakness. .
Bory appropriate, summary name.



Local Chinese, AU, and NZ beef maintain the strongest equity in market, and NZ challenges AU

on both Power and Premium

1.08
PREMIUM/VALUE
Are they willing to
pay more for you?
0.98
0.88

IKANTAR

Average: 13%

Premium Brands

New Zealand beef

&

Power Premium Brands

Local Chinese beefg

o Australian beef Average:
0.98
i—
_g ® Brazilian beef
Argentinian beef
e
e Canadian beef e
u beef ° =
e American beef
Underperforming Brands Value Brands
5% 10% 15% 35% 40% 45%

20%
POWER

Are consumers more likely to choose you?

MEAT & LIVESTOCK AUSTRALIA



Safety is important as both a volume and value driver for beef. A white space that we should seek
to reinforce. Nutritious perceptions are a strength that we can build on to drive premium pricing.

Top 5 Associations to Grow - Volume & Value (Ordered based on impact on building equity*)

Will grow both volume and premium perceptions Will grow Premium

*O 8@

1.

Guaranteed safe

Favourite

4.
More nutritious

Supported by perceptions of
Australia as a clean rearing
environment

White space that we have a right to
address with process and quality

NOTE: GRASS FED LEVEL These associations are simulated in the Meaningfully Different model to ascertain which will drive the greatest growth in Power and Premium

ICANTAR Associations for AU to communicate

-

MEAT & LIVESTOCK AUSTRALIA



_AMB IMPORTS
PURCHASE &
PERCEPTIONS

All questions in this section were asked of lamb buyers only (must have ever bought lamb).
They also must have previously bought, or would consider buying, imported lamb.




More than a quarter have never bought lamb, suggesting growth to be found. But fundamental
functional barriers of taste and smell remain, and at higher levels than elsewhere.

Global Average:

28% 25 26 28 15 18 7 17 29

m 2022 m 2021

72%

Of the sample have
never bought lamb

2021: 22%
2020: 279 ) . )
L L | don’t like the Don’t like the | don’t know how | don’t buy and Lamb is too Lamb is too fatty Lamb is not Didn’t grow up
smell of lamb taste of lamb to cook lamb  prepare lamb at expensive available where | eating lamb/ not
home, but | do shop familiar with lamb
eat it when dining
out
v Sig. different at 95%
l(ANTAR CH6. Do you ever buy lamb? Base: (n=800) (Never bought lamb rebased to total sample) mla

QCH6a. Why do you not buy lamb? Base: ‘22 (n=222), '21 (n=179),

MEAT & LIVESTOCK AUSTRALIA



Awareness of the Lamb COOQ’s has recovered from the 2021 decline, and imported lamb

purchases has subsequently increased in frequency.

Know Country of Origin? FREQUENCY OF BUYING LOCAL AND LAMB
38 37
31 29
v
o ST
80% 84% 83%
o Every week Every fortnight At least once a Every 6 months Once a year Less than once a Never
2%V month year
LOCAL MONTHLY PURCHASE LAMB OVER TIME
I T T T ] 74 78 69 (;1’ gg
2019 2020 2021 2022
—Local Imported
2018 2019 2020 2021 2022

(LBH1A) Do you know the country of origin of the lamb you buy? Base: (n=578)

l(ANTAR (CH7) How often do you buy imported lamb/Halal compliant lamb? Base: (n=578)
(CH7LOC) How often do you buy local lamb/Halal compliant lamb? Base: (n=578)

Sig. different at 95%
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Australia and New Zealand are the source of almost all imported sheepmeat, with share generally leaning to
Australia over the years. Market continues to grow YoY.

MLA market snapshot — China Lamb imports by importer (2011-2021) MLA China Sheepmeat Imports demand (2008-2021)
China direct sheepmeat imports by supplier Mainland China sheepmeat import demand
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https://www.mla.com.au/contentassets/0ef7dc84c7fb4a5b976a86249015b773/2021-greater-china-market-snapshot-red-
meat_111121_distribution.pdf

®NZ @ Australia Uruguay @ Other

MEAT & LIVESTOCK AUSTRALIA



Australian and NZ return to 2020 levels through the funnel, NZ just ahead of Australian at all ﬂ
levels with the exception of preference. Local Chinese lamb has grown in 2022.

BRAND HEALTH - LAMB

AUSTRALIAN LAMB NEW ZEALAND LAMB LOCAL CHINESE LAMB
% % %
'21 '20 '19 '21 '20 '19 '21 '20 '19
Spontaneous
awareness 44 37 49 44 43 39 50 50 52 32 47 43
Total Awareness 81 58 80 81 84 62 81 85 94 68 87 88
Ever Eaten 51 42 52 53 58 49 61 63 89 64 82 80
Eat P12M 41 36 46 46 48 44 52 56 88 63 79 77
Eat P3M 30 26 29 36 34 32 33 44 81 60 69 68
Similar levels of trust Past Month 24 20 22 30 26 22 22 38 70 55 59 59
for NZ and AU, as

seen with beef. Most Often 17 8 15 14 11 11 14 21 55 46 48 45

LBH1. Spontaneous Awareness, LBH2. Prompted Awareness, LBH3. Ever Eaten, LBH4. Eaten last year, LBH5. Eaten in the

l(ANTAR last 3 months, LBH6. Eaten last month, LBH8. Most often W sig. different at 95% mla

Base: 22 (n=385), '21 (n=400), '20 (n=402), '19 (n=400) — Bought beef in past month or ever buy beef MEAT & LIVESTOCK AUSTRALIA



The themes for lamb COO perceptions have similar weights when driving brand power, ﬁ
while goodness and superior offer a clearer route to positioning as a premium proposition.

N

Importance weights to Power % Importance weights to Premium %

B GOODNESS

m NUTRITIOUS CUTS
© HIGH QUALITY

B SUPERIOR

© EASY EVERYDAY

KANTAR “mia
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Easy Everyday (24%)

Superior (22%)

AU Lamb has built a number of strengths, however, AU and NZ maintain a similar positioning in
Chinese consumers minds, and will need to differentiate on current strengths, in particular nutritious.

DRIVERS OF POWER AUSTRALIAN NEW ZEALAND LOCAL CHINESE ! : New strengths in 2022
(ranked top to bottom) LAMB LAMB LAMB ---

Is easy and convenient to purchase
Cheaper

Fresh

Is the most superior lamb

Is my/my family’s favourite lamb

Goodness (18%)

The animal is well-cared for
Low in fat
The meat is usually tender

The industry is environmentally sustainable

Consistent quality standards 3 3
High Quality (18%)
Guaranteed safe to eat 1 1
More nutritious | W6 ! 3
Nutritious Cuts (18%) L---
Offers a variety of cuts that suit the meals | make 1 -1

+5 or more = relative category strength X X . . . . .
-5 or less = relative category weakness. brand, they are likely to endorse the others in the group. In this way the attributes are linked, then the groups are given an appropriate, summary name.

LBH9. Here are some things which people have said about lamb. We would like to know which of the following statements apply to lamb from different
l N countries of origin. You may choose as many or as few countries of origin as you wish. It doesn’t matter if you don’t buy any of them - it’s your

impressions we’d like. Base: (n=385). Attributes are grouped according to level of co-endorsement i.e. when respondents endorse one attribute for a mla
MEAT & LIVESTOCK AUSTRALIA



The salience of Local lamb has improved, and Australian lamb has built meaning and difference, H
with NZ and Australian equity profiles now looking similar to each other.

NEW ZEALAND AUSTRALIAN
LOCAL CHINESE LAMB B VB
159
123 114
102 NN [ 90 104

~l
~l

Average:100

Local Chinese lamb New Zealand lamb Australian lamb
34 30
= . . :
Differences vs - 0 - - .
|
| _
_3 _8

l(ANTAR @ Veaningful @ Different @ Salient @ rover @ Differences vs 2020 mla
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The relative positions of the three COO brands on both Power and Premium have not changed with H

Local Chinese the strongest, and NZ consolidating #2 position.

Premium Brands

N

PREMIUM/VALUE

New Zealand lamb

Are they willing to
pay more for you?

Underperforming Brands

IKANTAR

Power Premium Brands

Local Chinese lamb
* 7

. POWER

Value Brands

Are consumers more likely to choose you?

MEAT & LIVESTOCK AUSTRALIA



Continuing to reinforce safety, and maintaining consistent quality which can underpin nutrition will ﬂ
allow us to differentiate and build premium perceptions

Top 5 Associations to Grow - Volume & Value (Ordered based on impact on building equity*)

Grow both volume and premium Specific to building premium

4.

{?ﬁsﬁf Consistent
W W quality

e Rt

1.
Is my family’s
favourite

2.

Guaranteed
safe to eat

Nutritious 5.
@ Sustainable

Owned by local - Difficult to | Nutritious and Sustainable through our provenance
hieve for imported product U G i
ac P P story and best place to raise lambs.

NOTE: GENERAL LAMB LEVEL These associations are simulated in the Meaningfully Different model to ascertain which will drive the greatest growth in Power and Premium

ICANTAR Associations for AU to communicate Mmla



WHAT LEVERS CAN
WE PULL TO BUILD
PERCEPTIONS OF

AUSSIE RED MEAT?




Grass fed beef is clearly associated with natural, better for the environment and better for the animals,
reflecting an opportunity to leverage this (although Corn fed also communicating similar benefits).

GRASS FED BEEF

Natural 16
Better for the environment 6
Better for the animals 5
More tender beef 3
More flavourful beef 2

Better for my health-1

Better quality beef-2

Minimally processed-3

Less food safety risks-4
More visually appealing

Just a marketing gimoigk|

GF5. Which of the following things do you associate with each type of beef below? Base: Grass fed beef (n=600), Grain
fed beef (n=511), Organic beef (n=566), Hormone-free beef (n=312), ABF beef (n=256), Non-GMO beef (n=312), Cornfed
beef (n=273), Regular or conventional beef (n=563), High marble beef (n=262)

+5 or more = relative category strength
-5 or less = relative category weakness.

GRAIN FED BEEF

-2

ORGANIC BEEF

)

_5‘

CORN FED BEEF

REGULAR BEEF

E

1

17

HIGH MARBLE
SCORE BEEF
-14
-17
-17
21
20
-14
13
-2
-15
L 28
2
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In line with global, freshness and colour of meat are most important, along with other proof-points
reflecting the reassurance on safety sought by Chinese consumers. Natural and provenance COO are
stronger than in other markets, as is brand reflecting the secondary reinforcement of trust.

On pack cues sought when buying beef

55
46 45 44
I l I I i |

Freshness Colour of meat All natural/ Date packed 'Animal origin/ Country of Brand
100% natural provenance origin

L7\

Aand

vy

SX172

Global

RS 48 55 39 46 30 31 25
Ranking #2 #1 #4 #3 #6 #5 #8

IKANTAR

Base: (n=1393)

PACK 1- Can you please select up to 6 things you look for (on the pack, on the shelf etc.) when buying beef?

MEAT & LIVESTOCK AUSTRALIA



For those who claim to recognise the True Aussie logo, there are consistent associations “
communicated whether for beef or lamb.
The top 5 are quality, safety, reliability and trust, nutritious and guaranteed.

Top 5 associations communicated
by TA for both Beef and Lamb

% of respondents who
spontaneously mention:

R%%EIE“ 1. Quality/ high quality/ premium
BEEF 2. Safe/safe to eat

3. Reliable/ trusted
TRUE .
AUSSIE" 4. Healthy/ nutritious
LAMB
v Zm==s 5 Product is guaranteed/ certified

l(ANTAR (QTAS5) If you saw this logo on a packaged piece beef/lamb, what would it make you think about the meat? Base: Beef 22 (n=215); Lamb 22 (n=267) mla



Q) mr

1. Build on our baseline of
nutritious via superior
perceptions to justify

premium, and reinforce
safety, sought through on
pack cues and which will
support both volume and
premium.

Grass fed can feed into this.

IKANTAR

What should we communicate?

2. Build out consistent
quality and nutritious with
elements of sustainable as

a proof point (and thus
implied nutritious)
perceptions tapping into
the more natural
opportunity sought by
Chinese consumers.

e

3. TA assets communicate
quality, safety and
nutritious. Coupled with

assets that reflect our
clean, safe, rearing
environment, these can be
leveraged as reason to
believe for safe, nutritious
and higher quality product

AAAAAAAAAAAAAAAAAAAAAAA



FINAL
THOUGHTS &
DISCUSSION

b




Recapping what we have seen today

Managing health and
eating well has increased
in importance.

Economic concerns
remain a consideration,
particularly for families

Local beef remains I! !

strongest by some way,
with clear definition -
owning easy everyday.
AU and NZ are only beef
COOs with definition

IKANTAR

China has one of the
highest global penetration
of online grocery, this has
been consolidated in the
last year post-pandemic.

Reinforcing safety as well
as our quality through
nutritious will allow us to
grow premium and
support volume at the
same time.

Proteins have very
clear roles in China,
beef and lamb play the
role of a premium
option, but also deliver
on nutrition (not the

case everywhere)

Local owns the easy
everyday role, AU and
NZ hold similar
perceptions and
positions.

Increasing awareness
and trial of grain fed
and high marble beef.
COO brand health
funnels return to 2020
levels, with USA seeing

slight gains.

Nutritious, well cared for
and sustainable are
strengths we can build on
to position and own a
premium space, distinct

from NZ.




Terms of use: MLA data, reports and information

Meat & Livestock Australia Limited | ABN 39 081 678 364 | Level 1, 40 Mount Street, North Sydney NSW 2060 Postal
address: Locked Bag 991, North Sydney NSW 2059 | Ph +61 2 9463 9333 | Fax +61 2 9463 9393 | mla.com.au

1. General

1.1 The reports, data and information provided to you (Data) are owned by Meat & Livestock Australia
Limited (ABN 39 081 678 364) (“MLA”, “we”, “us” or “our”).

1.2 “You” or “your” means the person or entity that is provided with a copy of the Data.

1.3 Your access to and use of the Data is subject to these terms of use and any additional terms, notices and
disclaimers which appear with or in the Data. If you do not agree with the terms, notice and disclaimers,
you must not access or use the Data.

1.4 MLA may amend these terms of use from time to time and will notify you of any amended terms of use.
If you do not agree to the amended terms of use, you should not continue to use the Data. Your

continued use of the Data after these terms of use have been amended constitutes your acceptance of
them.

2. Limited licence

2.1 MLA grants you a non-exclusive, royalty free licence to use the Data solely for your personal and business
purposes. MLA may revoke this licence at any time by providing you with at least 14 days’ notice, in

which case you must cease all use of the Data on expiry of the notice period.

2.2 You must not provide the Data to anyone else.

3. Copyright

3.1 All rights (including intellectual property rights such as copyright) in the Data, its content and design are
owned by or licensed to MLA.

3.2 You must not remove, alter or obscure any copyright notices that appear on the Data.

3.3 You must not commercialise any information, content or designs contained in any part of the Data
without the prior written consent of MLA.

4. Trade marks, trade names and logos

4.1 All trade marks, trade names, service marks and other names and logos on the Data are owned by or
licensed to MLA and are protected by applicable trade mark and copyright laws.

4.2 You must not remove, alter or obscure any trade marks, trade names and other names and logos that
appear on the Data.

5. Collection of information

5.1 If MLA requires you to provide personal information in connection with your receipt of the Data, MLA will
collect, store, use and disclose this information in accordance with its privacy policy (found at
www.mla.com.au/General/Privacy) and you consent to this.

6. Disclaimer and liability

*a
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