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INTRODUCING MLA’S GLOBAL CONSUMER TRACKER

Diverse markets, with some universal truths.

2022 Study Details:

o

Cind

/ \

8,300 interviews

11 Markets (See right)

20-minute online survey
(supported by interviewer in MENA)

Consumers aged 18-64

Grocery buyers, meal planners
Affluent households (skew)
Selected based on potential
openness and ability to buy AU
Beef and/or Lamb

(Not representative of total market)

Captures meat consumption habits,

attitudes, perceptions of COO Beef
& Lamb, purchase drivers,
channels, trust and True Aussie

Conducted annually, this study
collects historical data allowing the
tracking of trends overtime
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KSA sample — deliberate skew (not Nationally Representative)
Fieldwork completed end of March - just prior to Ramadan 2022 (April).

&%

COUNTRY SAMPLE
DEMOGRAPHICS
INCIDENCE STRUCTURE

Male 56% 50%

Gender
Female 44% 50%
18-34 49%
Age 35-49 42%
50-64 9%
Dammam 4% 32%
Cities Riyadh 22% 37%
Jeddah 14% 31%
e Buy Fresh Meat at Least 100%

Occasionally

MGBs Main Grocery Buyers 99%
Children Households with Children 84%
Under 94K - 241K SAR 69%

Income
241K + SAR : 31%
Religion Islam 93% 100%

Sample n=500 consumers
ICANTAR  0-14(25%), 15-24 (15%), 25-54 (50%), 55-64 (6%), 65+ (4%) — World Factbook mla
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Flow of the presentation today

&

MACRO-MARKET
CONTEXT

ICANTAR

Q

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.

S

Beef country of
origin brand health,
trust & perceptions

Looking at the key
associations with

COO brands and trust
in those brands.

How does this flow
through to brand
equity and Power.

o

Lamb country of
origin brand health,
trust & perceptions

Looking at the key
associations with

COO brands and trust
in those brands.

How does this flow
through to brand
equity and Power.
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MACRO MARKET

CONTEXT
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Meat an integral part of Arab consumers. COVID and recent supply chain challenges
impacting consumers considerations in the ME region.

i

Meat — integral part

Meat plays a key role in meal times and specific
occasions. The importance of the meal occasion

defines the style and quality of meat chosen. Local
beef dominate the category, with some presence of
imported meat in KSA. Origin, cost and texture drive
premium cues.

*

Recent supply chain challenges Covid

Supply chain issues in the region resulting in supply Covid response of Saudi consumers has been to
shortages and at the same time leading to high refocus on health & well-being, and re-evaluate their

inflationary pressures on consumers. brand choices. Additionally there has been a
significant shift in purchase behaviour and
preference for Online platforms.

Presence in both physical and Online

Like in the UAE, opportunity to build Supply chain challenges mean Consumers finding ways to better _ =
a strong emotional connect with the physical availability is critical along manage their mental and physical channgls B EI ullEe10 Uiz visibility and
consumer and being an integral part with ensuring the ‘right’ price. health through diet, focusing on safe engaging with the consumers.

of their dinner table.

ICANTAR

and hygienic products, organic, no
hormones, gluten free etc..
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High meat consumption amongst Arabs is reflected in our recent qualitative studies in the region (conducted in
the UAE) — with meat seen to have a social, cultural and religious significance which could be leveraged.

UAE meals are meat
heavy and premium

quality red meatis a
signifier of wealth and
nutrition.

Something traditionally
unaffordable for
‘common’ people.

ICANTAR

10

For many, a main
source of protein
and a major part of

everyday diet.

Source: Project Evergreen UAE qual — True Aussie, Jan 2023; Project Cyclone UAE Qual — Trust & Traceability, May 2022

Livestock/red meat
plays a key role in
Islamic religious
seasons.

The donation of red meat
from rich to poor during religious
events is seen as giving
those less fortunate much
needed nutrients to survive.

MEAT & LIVESTOCK AUSTRALIA
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Chicken remains dominant with high consumption and serves, followed by Beef and Mutton.

Increase in consumption of Lamb/Goat observed, post a dip in 2021.

Chicken

Beef
Lamb/Mutton
Goat

Camel

ICANTAR

©

22%

24% 94%

e

38%- 93%

3' 20%

Top of Mind

Total Awareness

SPONTANEOUS
AWARENESS

'21

85

81

11

18

'20

83

67

90

41

24

45

45

36

33

11

Chicken

Beef

Lamb

Mutton

Goat

Fish

Other seafood

El BOUGHT IN
LAST MONTH
21
98% 98
-74% /3
I
-45% 31
-68%V 34
- .

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=500), '21 (n=500), '20 (n=499)

'20

98

78

59

78

45

76

36

'19

96

31

/3

54

49

38

45

“q

* 1 AVERAGE SERVES
LAST 7 DAYS

Chicken

Beef . 1.4

Lamb
Mutton

Goat

Fish I 0.8

Other seafood

VW Sig. different at 95%

'21

T

1.6

1.2

1.5

0.6

1.1

0.5

'20 '19
2.9 2.5
1.3 1.2
1.1 1.5
1.5 1
0.7 1

1 1.1
0.6 0.6

mia
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A reminder, we know that there are some consistent themes of what the proteins 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

e Doesn’t play to taste * Not sure what to do with it
* Not very nutritious * Fatty
* Animals treated poorly e Tasteis a barrier for some

* (Questionable safety * In MENA lamb is a Superior

. 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 ! ,

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 KSA, red meat is seen as well-cared for — with Sheepmeat playing the Superior role. It is fatty and expensive,
but consumers are willing to pay more for Lamb which is tender. Chicken is ‘everyday’ and fish is healthy.

Well-cared for Prime / Superior Affordable, convenient
Beef Lamb Mutton Chicken
Strengths Strengths
* |s well-cared for e Cheaper

Strengths Strengths
Is well-cared for |s the most superior
Tender meat

e Easy and convenient to
prepare and purchase

Weaknesses

* Not superior

 Not willing to pay more for

* Not nutritious

 Not well-cared for

Weaknesses

 Not an essential part of a
healthy diet for growing
children (vs other meats)

Willing to pay Is well-cared for
more for Fatty
Fatty Expensive

. Expensive
What’s changed this year?

Softened on favourite

(stronger in UAE/Qatar) What’s changed this year?

More clearly defined Seen as superior across Improved weakness on favourite to
than in Qatar KSA, UAE and Qatar neutral, improved easy to prepare

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



Monthly channel penetration for beef purchase has trend back to similar levels to 2020. Local H

Butcher remains the key channel for both beef and lamb purchase.

BEEF MONTHLY PLACES OF PURCHASE

ICANTAR

Once per month or more often (net)

81 81 86 |
(77
60 = 53
51 156
3¢
27
2018 2019 2020 2021

QR3A. How often have you bought beef from each of these locations in the last six months? Base: ‘21 (n=247), ‘20 (n= 244)
Online Retailer: Online Supermarket 72%, Online-Only Retailer 19%, Other 14% (ONL5B. Where did you buy your beef online)

Lamb monthly places of
purchase follow similar

pattern and sizes as beef.

Local butcher
—=Gourmet butcher

Wet market
—Supermarket

==0nline retailer

VW Sig. different at 95%

MEAT & LIVESTOCK AUSTRALIA



BEEF COO,

BRAND HEALTH &
PERCEPTIONS

All questions in this section were asked of beef buyers only (must have ever bought

beef). They also must have previously bought, or would consider buying, imported beef.




A slight increase in the claimed monthly purchase of local beef, while claimed monthly purchase H
of imports remains stable year to year.

Monthly purchase (trended)

— 385
Know Country of Origin? FREQUENCY OF BUYING 79 wi 78
LOCAL AND BEEF
—Local Imported
88Y% 91% 2020 2021 2022
81% : 76%V 45
29
75 28
13
7 6 4
2 2 1 2 1
\ \ s . _—_ B o 1
2019 2020 2021 2022 Every week Every fortnight At least once a Every 6 months Once a year Less than once Never Don’t know
month a year
(GF3B) Do you know the country of origin of the beef you buy? (n=403) VW Sig. different at 95%
I(ANTAR (CH4) How often do you buy imported beef? (n=403) mla

MEAT & LIVESTOCK AUSTRALIA

(CH4LOC) How often do you buy local beef? (n=403)



Local beef appears to have grown significantly this year, from awareness to preference. In contrast, H
AU and Brazil sees a dip at the lower funnel. NZ beef sees some uplift in awareness and usage.

BRAND HEALTH - BEEF

E - AUSTRALIAN BEEF BRAZILIAN BEEF NEW ZEALAND BEEF KSA LOCAL BEEF

IS * J*
*x . % % % %

'21 '20 '19

21 '20 '19 21 '20 '19 21 '20 '19
Spontaneous

55 54 64 57
awareness 56 46 44 28 39 23 26 22 83 29 38 /4

Total Awareness 88 80 78 77
82 73 67 59 74 53 51 45 98 90 86 96

Ever Eaten 56 59 57 62
46 52 55 40 43 25 32 33 92 82 83 92

Eat P12M 47 52 44 51
35 43 42 30 37 19 23 23 92 79 81 92

Eat P3M 31V 41 29 37
26V 35 23 21 20 13 12 12 88 72 79 88

Past Month 22V 36 20 25
20 27 20 11 11 8 6 6 84 66 72 86

Most Often oV 18 7 7/
6 11 9 4 : 4 1 1 74 50 61 80

I(ANTAR BBH1. Spontaneous Awareness, BBH2. Prompted Awareness, BBH3. Ever Eaten, BBH4. Eaten last year, BBH5. Eaten in VW Sig. different at 95% I

the last 3 months, BBH6. Eaten last month, BBH8. Most often m a

Base: ‘22 (n=251), '21 (n=249), '20 (n=264), '19 (n=253) — Bought beef in past month or ever buy beef MEAT & LIVESTOCK AUSTRALIA



For the largest imported players, AU and Brazil, the downturns in claimed consumption appear to H
have come from Jeddah and Dammam, while Riyadh has grown.

Is this reflective of the supply over the last 6 months?

BRAND HEALTH - BEEF
Change 2021 vs 2022

Spontaneous
awareness

Total Awareness

ICANTAR

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

Riyadh Jeddah Dammam
12%

9% 3%

7% -15%

-3% -4% -23%

Spontaneous
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

Riyadh

10%

3%

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=251), '21 (n=249), '20 (n=264), '19 (n=253) — Bought beef in past month or ever buy beef

Brazilian Beef

Jeddah Dammam

0%

-5%

-4%

-17%

-11%

-7%

-8% -11%

AV

* R — Riyadh, J — Jeddah, D - Dammam

Sig. different at 95% -
mia
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Smaller COO’s have mostly recovered in the top funnel metrics, with Canadian and Indian beef

recovering all the way down to P3M consumption.

BRAND HEALTH - BEEF

% INDIAN BEEF/ BUFFALO
%

'21 '20 '19
Spontaneous 00 20 2 u
Total Awareness 54 31 50 25
Ever Eaten 15 6 18 38
Eat P12M 10 3 15 6
Eat P3M 8 2 11 4
Past Month 4 2 9 3
Most Often 1 O 1 O
ICANTAR

16

53

19

16

10

AMERICAN BEEF

%

'21

22

41

17

14

10

'20 '19

11 7

43 32

18 17

11 14

L4

40

Base: 22 (n=251), '21 (n=249), '20 (n=264), '19 (n=253) — Bought beef in past month or ever buy beef

CANADIAN BEEF

'21 '20 '19
3 3 1
22 21 13
3 14 6
2 9 3
2 7 1
2 4 0
2 1 O

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

v

}‘ SOUTH AFRICAN BEEF

dER

40

Sig. different at 95%

'21

33

'20

30

20

15

10

'19

17
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There continues to be a gap in Trust between Local and imported COO. Australian beef is most H
trusted, in line with NZ. American, Canadian and Brazilian cluster slightly behind AU/NZ.

Trustworthy — COO Beef

Top 2 Box 93% 62% 62% 55% 53% 53%
e 0
7 Very trustworthy 20% 16% 107 20% 16%
Top 3
box R 6
e 72% 45% 33% 36%
42% 49%
L 5
o 31% 32% 31%
29% 24%
0
B 1 Notvery 21% 5 5
trustworthy +2 + 3 59 11% 10% —— 13%
5% : : % o
Y 7. | : 0 O N 0 0
KSA local beef Australian Beef New Zealand beef American beef Canadian beef Brazilian beef
I(ANTAR BTR2B. How trustworthy is the imported beef from these countries — 7 point scale I
Base: Australian Beef (220) American beef (134), Indian beef/Buffalo meat (136), New Zealand beef (185), Canadian beef (101), m a

MEAT & LIVESTOCK AUSTRALIA

Brazilian beef (207), KSA local beef (246), South African beef (100)



We are the most trusted e
imported product, and

have established
awareness, but have lost
some ground this year.
So what do we need to
do to grow?




There are two paths to brand growth.

By increasing the likelihood By increasing the likelihood
that a consumer will buy a brand consumers will pay more for a brand
We call this Brand We call this Brand
Power Premium

Power Premium

High Power brands capture 5x higher volume share High Premium brands can charge 25% more than brands
with a low premium score

I(ANTAR Example data Source: BrandZ database | Example Data mla

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.

NUT

=0

ICANTAR

RITIOUS CUTS

RICHLY MARBLED k‘) D

Im SUPERIOR
.

QUALITY/CARE
OW FAT

MEANINGFUL

Consumers feel an affinity for the
brand or think it meets their needs

154
101 110
D
Fe
se
Meaningful Different Salient
SALIENT

category purchase

Comes to mind quickly and readily
when activated by ideas relating to

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

POWER s a prediction of

the brand’s volume share based
purely on perception, absent of
activation factors.

N/

PREMIUM

MEAT & LIVESTOCK AUSTRALIA



Australian & Brazilian beef have very similar profiles, high on Salience (coming to mind readily) but

continue to be lower on relevance and differentiation and which appear to have weakened this year.

223

Local beef

36
32
.21

ICANTAR ® veaningfu

128

Australian beef

-8

=22 78

125

.
77 78 I

Brazilian beef

-20 | -19

@ Different @ Salient

American beef

77 80

Canadian beef

Average:100

Differences vs
2021

MEAT & LIVESTOCK AUSTRALIA



Local beef pulls out even further ahead of the pack, with most COOs having comparatively low H
power/premium. AU beef is the only COO that is with Local beef but still has to work hard to compete.

Premium Brands Power Premium Brands

Local beef

N

PREMIUM/VALUE
Australian beef

Are they willing to New Zealand beef
pay more for you? American beef
583},%2?5%239@‘( Brazilian beef
Pakistani beef

Ethiopian beef

Indian beef/Buffalo meat

Underperforming Brands L & POWER Value Brands
Are consumers more likely to choose you?

ICANTAR mia
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MENA markets show an interesting idiosyncrasy in red-meat brand choice that we rarely see elsewhere...

The attributes that compel a MENA
consumer to buy more of a brand,
are the same things that make
them want to pay more for a brand.

This means that the features of red
meat that people evaluate in
choosing what to buy have the
same impact on volume as they do
on value.

ICANTAR



Superior product, consistent quality, convenience and Halal are the key drivers of Power and H
Premium within the category

¢ Cheaper

Power/Volume Premium/Value The industry is environmentally sustainable
The fat is nicely marbled

Consistent quality standards
The animal is well cared for

| trust that this beef is slaughtered according to
sharia law and is therefore Halal

14%
14% Is my/my family’s favourite beef
Guaranteed safe to eat
_ Is the most superior beef
More nutritious

17% 15% Fresh

SUPERIOR  m EASY EVERYDAY HALAL ®EQUALITY ®LOW FAT mNICELY MARBLED mSUSTAINABLE ® CHEAP

I(ANTAR While superior product and consistent quality drive relevance, being less fatty or nicely marbled fat drive Differentiation. mla

MEAT & LIVESTOCK AUSTRALIA



During the 2021 presentation we discussed the opportunities for a clearer, ownable positioning. H
Talking to the welfare and care taken in the process was not owned and felt like an opportunity.

DRIVERS OF POWER T el
'y et s oot AR ERLIAT AMERIEAR BEEF/BUFFALO ST LOCAL BEEF
More nutritious h 1 h 1 h 2 j 1
Fresh _q mm 1B 0 -3 T g
Fresh and Nutritious (17%) The meat is usually tender 5 1 0 20 mi1 -1 0
| trust that this beef is slaughtered according to sharia law and is therefore Halal 0 10 0 10 T E
Halal (15%) Is my/my family’s favourite beef 1 0 2. -3 3
Is the most superior beef F 3 3 0 F 1 i 3
Superior Cuts (12% =13 d VdllEly alsk
Welfare (12%) The animal is well-cared for
Guaranteed safe toeat -3 B Wi 00 -5 4
Everyday Consistency (11%) Consistent quality standards h 3 1 -1 1 -1 0 - 2
Environment (10%) The industry is environmentally sustainable |0 i1 i1l 10 0
Marbled (9%) The fat is nicely marbled 5N | i1 w2 k! 20
Low Fat (7%) Low in fat 10 -2 1 i1 i1 -7 I
Cheap (7%) Cheaper F 0 -1 ! F 4 F 1 =1—

KANTAR “mia
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In this dynamic import environment, we have seen a number of shifts in perceptions versus 2021.

These impact how consumers see the role of each beef.

AUSTRALIAN
BEEF

Well-cared for A

Sustainable A

Variety of cuts A

ICANTAR

AMERICAN KSA LOCAL NEW ZEALAND
BEEF BEEF BEEF

BRAZILIAN
BEEF

Well-cared for A Fresh A General uplifts A

ow fat A Convenient
ow Tat ' to buy A

_Suggests
variety

Marbled A - Low fat A

Base: 22 (n=251), '21 (n=249)
QBBH9. 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. 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.

VW Sig. different at 95%

MEAT & LIVESTOCK AUSTRALIA




Compared with last year both Australian and Brazilian beef have become more defined, with Australian
now seen as well cared for (in keeping with other consumer qual) as well as sharing versatile cuts with
Brazilian. Consistent quality is stable.

N L

Sl AUSTRALIAN BEEF ‘@ BRAZILIAN BEEF
© DRIVERS OF POWER = -
(ranked top to bottom) 2021 2022 2021 2022
(=== — o ———— -
Fresh : 4 7 -3 -3
More nutritious

Superior (17%) 1 0 0

Is the most superior beef 3 1 0
Guaranteed safe to eat 3 : sm ] SV
— e e (e o o o Ew Ew Em Em = (R |

Is my/my family’s favourite beef 1 0 3 1

Offers a variety of cuts that suit the meals | make : - _; _________ Bs Hs M5

Easy Everyday (17%) Is easy and convenient to purchase 0 1 1
The meat is usually tender -2 -2 : o "1_ - __5_._ T

Halal (14%) | trust that this beef is slaughtered according to sharia law and is therefore Halal 0 0 -1 0

The animal is well cared for N _4 _______ Il o | 2 1
Quality (14%) ST TTCETTTTTTT r==-T=-=-=====77 - T
Consistent quality standards 3 1 -1 ms !

Low Fat (11%) Low in fat 0 -1 1 1

Marbled (11%) The fat is nicely marbled 1 3 -1

Sustainable (10%) The industry is environmentally sustainable 0 = 0
— o — — r—= == -
Cheap (7%) Cheaper I |0 9 I 1 -6 I
: T - RAR T .

ICANTAR

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

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. 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 mla
impressions we’d like. Base: (n=251). Attributes are grouped 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



Scope to establish AU Beef on some of the key drivers to grow its Volume and Value, in ”
particular our safety and consistent quality.

Top 5 Individual Associations to Grow - Volume & Value:
. o . Associations for AU to communicate
(Ordered based on impact on building equity*)

W

e P

: 2.
Guaranteed Consistent
safe to eat quality
JENEI
— — Difficult to achieve Difficult to achieve
Implicit More explicit when competing vs. when competing vs.
a local product a local product

ICANTAR

These associations are simulated in the Meaningfully Different model to ascertain which will drive the greatest growth in Power and Premium mla
MEAT & LIVESTOCK AUSTRALIA



Messaging around naturalness is the most important ‘on pack’ cue sought out by KSA consumers H
when purchasing red-meat. This is well-ahead of other markets where meat colour is #1.

All natural / 100% | Colour of meat Freshness Country of origin ~ Animal origin / Brand
natural provenance /

PN\ .
Y Y country of origin
wuwy

\174

cloba auerage 39% 55% 48% 31% 30% 25%
Ranking #4 #1 #2 H#5 #6 #8
PACK 1- Can you please select up to 6 things you look for (on the pack, on the shelf etc.) when buying beef?
I(ANTAR Base: (n=241) mla

MEAT & LIVESTOCK AUSTRALIA



And Grass fed is a potential route to communicating not just Naturalness but the other key assets of
safer, better quality and flavour.

GRASS FED GRAIN FED CORN FED REGULAR
e lBEF_ ! BEEF SEEF . BEEF __________SCOREBEEF _
i Better quality beef B5 0 4 B6
i Less food safety risks 4 1 0 1
i Natural 4 58 15 B5
: More flavourful beef 4 -3 1 1
T TBetterformyheatth g3 o 3
Better for the animals p) p) 05 -2
Better for the environment 2 4 4 -3
More tender beef 2 3 -7 B5
More visually appealing 2 0 0 1
Minimally processed  _17 Il ) 2 Ny
Just a marketing gimmick -2 N 4 -1 138

ICANTAR

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

GF5. Which of the following things do you associate with each type of beef below? Base: Grass fed beef (n=315), Grain fed beef (n=143), Organic beef (n=155),
Hormone-free beef (n=120), ABF beef (n=104), Non-GMO beef (n=81), Cornfed beef (n=132), Regular or conventional beef (n=314), High marble beef (n=53)

HIGH MARBLE

SCORE BEEF

[

o
RS

MEAT & LIVESTOCK AUSTRALIA



LAMB

BRAND HEALTH &
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.

®mia
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MENA continues to grow it’s already high penetration of lamb, now only 1 in 10 imported

red meat consumers have never bought lamb in KSA.

EVER BOUGHT LAMB

90% 91%
837% 82% 89%

85%
82%

79%

57% 57%

oo 54% ;
2019 2020 2021 2022
Global e=sKSA UAE

I(ANTAR CH6. Do you ever buy lamb? Base: (n=500) (Never bought lamb rebased to total sample)

QCH6a. Why do you not buy lamb? Base: ‘22 (n=46), '21 (n=49), '20 (n=0)

EI BOUGHT LAMB
IN LAST MONTH

one | s+
China -31%
Vietnam -45%
USA -68%
Singapore - 17%
Canada -

S. Korea I 8%
Japan I 8%

Philippines I 39

VW Sig. different at 95%

t o d
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As with beef, weekly purchase of lamb also sees a significant increase in 2022 — driven by Locally
slaughtered lamb.

t o d

Know Country of Origin? FREQUENCY OF BUYING
KEY: SLAUGHTERED LOCALLY AND LAMVIB
92% 92%
80% 81% 'V
-19 -8
V2] 27V :
3 23 4
_ 5
2 10794 1 5 1 o 11
\ \ \ \ \ 4 v6 6
- 2 0 2 2 1
2019 2020 2021 2022 » » » e — » e —
Every week Every fortnight Atleastoncea Every 6 months Once a year Less than once a Never Don’t know
Differences vs 2021 month Vel
(LBH1A) Do you know the country of origin of the lamb you buy? Base: (n=454) W Sig. different at 95%
I(ANTAR (CH7) How often do you buy imported lamb/Halal compliant lamb? Base: (n=454) mla

(CH7LOC) How often do you buy local lamb/Halal compliant lamb? Base: (n=454) MEAT & LIVESTOCK AUSTRALIA



And similar to beef, local lamb continues to grow and dominates the category; while AU, Indian
and Sudanese lamb drop to lowest levels of consumption —is this driven by supply chain issue?

t o d

Despite a burst of Russian Lamb in the market, Russia
does not come to mind readily as a Lamb COO

BRAND HEALTH - LAMB

S==<20 AUSTRALIAN LAMB NEW ZEALAND LAMB LOCAL (NAEMI) LAMB . INDIAN MUTTON/LAMB = SUDANESE LAMB
* % % L %
'21 '20 '19 '21 '20 '19 '21 '20 '19 '21 '20 '19 '21 '20 '19
Spontaneous
TR 38V 51 51 50 29 22 35 18 93 40 37 66 40 21 25 15 38V 51 35 37
Total Awareness 88 76 69 79 78 52 63 52 98 94 80 98 72 39 43 43 89 76 74 69
Ever Eaten 29V 52 49 58 17 24 36 29 96 91 80 96 13V 23 20 22 24V 59 44 45
Eat P12M 22V 41 40 45 13 16 19 14 95 89 79 95 oV 20 14 14 20V 44 31 32
Eat P3M 15V 29 27 34 6 10 12 8 93 84 74 92 6V 18 9 10 11V 34 24 18
Past Month 10V 22 18 18 3 7 9 4 90 75 71 90 4V 12 8 8 4V 21 17 10
Most Often " 4 11 6 6 0 2 4 1 36 67 59 86 - 3 1 2 2V 7 6 2
LBH1. Spontaneous Awareness, LBH2. Prompted Awareness, LBH3. Ever Eaten, LBH4. Eaten last year, LBH5. Eaten in the W Sig. different at 95%
I(ANTAR last 3 months, LBH6. Eaten last month, LBH8. Most often mla

Base: ‘22 (n=249), '21 (n=251), '20 (n=235), '19 (n=249) — Bought lamb in past month or ever buy lamb MEAT & LIVESTOCK AUSTRALIA



While Australian remains the most trusted imported lamb, it is well behind Local
lamb and largely similar to other COOs.

t o d

Trustworthy — COO Lamb

m 7 Very trustworthy - - -
Top 3
box — i, . 39 41 =2 45 44
trust 48 52
47
5
36 40
34 42 37
28
m4 ) 33 27 43
B 1 Notvery 12
Local ( Australian New Zealand Syrian lamb Sudanese Georgian Indian Romanian Somalilamb Welsh lamb  Ethiopian
Naemi) lamb lamb lamb lamb lamb mutton/lamb lamb lamb
I(ANTAR BTR2L. How trustworthy is the imported lamb from these countries - l
Base: Australian lamb (219) New Zealand lamb (194), Local ( Naemi) lamb (243) m a

MEAT & LIVESTOCK AUSTRALIA



Given its dominant presence, Local lamb pulls further away from other COO’s; AU &
Sudanese Lamb weaken vs. 2021 and seen to be underperforming as the other COOs.

N

PREMIUM/VALUE

Are they willing to
pay more for you?

ICANTAR

t o d

Premium Brands Power Premium Brands

Local (Naemi) lamb

Australian lamb

Syrian lamb

Georgian lamb
New Zealand lamb

Sudanese lamb

Romanian lamb

Indian mytton/lamb
Welsh lamb Somali lamb

Ethiopian lamb

Underperforming Brands L & POWER Value Brands
Are consumers more likely to choose you?

MEAT & LIVESTOCK AUSTRALIA



Local Lamb continues to strengthen and is well ahead the imported COOs; Smaller COOs seen to be
establishing their equity, while the relatively bigger players, AU, Indian and Sudanese all weaken.

259
229
214

108 113
90 gg N

75 63 76
Local (Naemi) lamb New Zealand lamb Australian lamb Sudanese lamb Indian mutton/lamb

114
63

18 16 16

- 1 3

6 -8 -1
-20
I(ANTAR @ Meaningful @ Different @ Salient

Syrian lamb

22

Average:100

Differences vs 21

MEAT & LIVESTOCK AUSTRALIA



Similar to Beef, the drivers to volume and value for Lamb are closely aligned; Superior
product and safe cuts, coupled with being Halal are the key drivers to build equity.

N

Power/Volume Premium/Value

The industry is environmentally sustainable

The animal is well-cared for

© SUPERIOR m HALAL = SAFECUTS ®WELFARE mLOW FAT © CHEAPER

KANTAR “mia
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We see some shifts in perceptions versus 2021. These impact how consumers see the role H
of each Lamb COO.

s
AUSTRALIAN LAMB LOCAL (NAEMI) LAMB NEW ZEALAND BEEF

Remains #2 to Local, but sees Holds steady Some recovery after

general weakening of 3 weaker 2021
perceptions. Holds onto:

Well-cared for

Sustainable }

Grew for
AU Beef

Nutritious

Base: 22 (n=251), '21 (n=249) Sig. different at 95%
I(ANTAR QBBH9. Here are some things which people have said about beef. We would like to know which of the following statements apply W Sig different a ’ mla
to beef from different countries of origin. You may choose as many or as few countries of origin as you wish. It doesn’t matter if

) oy ) . . ’ . MEAT & LIVESTOCK AUSTRALIA
you don’t buy any of them - it’s your impressions we’d like.




Barring local lamb, most of the other COOs largely undifferentiated.
Australian is seen to be weak on Halal and Freshness cues, and lacking differentiation currently.

Can we build out the superior, tender nutritious perceptions?

DRIVERS OF POWER

s *é BN AUSTRALIAN

NEW ZEALAND = LOCAL (NAEMI) o INDIAN SOMALI = SUDANESE

Q e s e Beier = LAMB LAMB LAMB B MUTTON/LAMB LAMB LAMB
The meat is usually tender 3 ) 1 0 A 1
Is the most superior lamb 2 2 4 1 0 0
Is my/my family’ favourite lamb/goat 1 0 : - -._6_: 1 1 0
Superior (33%) More nutritious 2 -2 1 1 0 4
Consistent quality standards 1 0 4 -1 -2 3
Fresh -3 S i- ) -_8-: 0 0 0
Is easy and convenient to purchase 1 0 :_ M5 E -1 -2 ’)
Hatak{20%)this {#LBH2txt} is slaughtered according to sharia law and is therefore Halal -6l -4 __0_ -2 2 1
Offers a variety of cuts that suit the meals | make 0 2 2 1 -1 3
Safe Cuts (16%) —_— o -
Guaranteed safe to eat -2 -3 :_ _ _3_ : -1 -1 1
The animal is well-cared for 0 0 :;E “ _: - -3 ::6_._ _:
Environment (15%) o - T
The industry is environmentally sustainable 2 1 -3 - -1 0
Low Fat (10%) Low in fat -2 2 -16 I 2 1 )
Cheap (7%) Cheaper L 1 . _ - :: N _16:

ICANTAR

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

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
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 mla
we’d like. Base: (n=249). Attributes are grouped according to level of co-endorsement i.e. when respondents endorse one attribute for a brand, they are

. . . . . . . MEAT & LIVESTOCK AUSTRALIA
likely to endorse the others in the group. In this way the attributes are linked, then the groups are given an appropriate, summary name.



Continuing our focus on safety and superior and tender meat along with consistent quality H
expected to help drive overall equity.

Top 5 Individual Associations to Grow - Volume & Value: w .
, . , Associations for AU to communicate
(Ordered based on impact on building equity*)

W

W W

1. Trust that 4. Consistent 5. Is easy and
this lamb is quality convenient to
slaughtered JENRBEIR purchase
according to
JEIRERELY

Implicit Difficult to achieve More explicit through supply

Difficult to achieve when competing vs. when competing vs.
a local product a local product Superior + Tender (implicit in experience)

I(ANTAR *These associations are simulated in the Meaningfully Different model to ascertain which will drive the greatest growth in Power and Premium mla

MEAT & LIVESTOCK AUSTRALIA



WHAT NEXT FOR
AU BEEF AND
LAMB IN KSA?

BAFAT & LISFETOON ALISTRALIA




We saw in the qual in MENA that AU marries Trust with usage/volume, sitting in a sweet spot of offering
volume while still being trusted — top right is where you want to be.

Australian beef is deemed best in terms of ROIl-high quality, ease of commerce & transparency

High Usage T always frus! beef from Auslralia because of their keenness fo
raize ivestock In green pasiures and an wnpoliuied sminomment.
Australian catfle ive & healthy |ife ree from Slress and the diligence
i this counfry means producing rich and healthy besf.

BRAZIL | - ExpatArab, Fernale, Buys Australian beef

indian rmeal contributes o e Meal

market by 10-20%. If wa irmpoed 100
tons of meal from naia, 10 tons Wwould

@nter e rmeal markels and 30 tons wodnd

Perceived as highest

be used in kitchens, restaurants and INDIA, PAKISTAN More economic quality globally-
companies which feed emplayees daily, H . o than Australlan AUSTRALIA :l::tud usag:‘ for
rs much as 30000 mealsday E""""—" l::: :w“" Expat acceptable quality.  High in demand and quality; ng expensive
Hipermarket distributor Always available  Versatile usage- daily & special
population in UAE - usage- pecal, E
and in-demand high & middle class

Us & JAPAN

COLOMEIAN

Low Trust High Trust
: = NEW ZEALAND
SUDANESE m";ﬂﬂ;;_gmﬂt
Thelr product ks high quality, even As good as Brazilian,  °° "Usiralan. n ° trust the beef from US, Australia
better than US, but they cannot not as available orin-  3° Hdﬂ'l" ) and Japan, as they have robus!
maintan standards. demand available, in- Standards of Practice, Reguiations
demand thal are sirictly appiied, and adhere
RUSSIA, UKRAINE to them af all stages of the process™
:
- Low Usage
KANTAR |~ mia = :

I(ANTAR Source: Project Cyclone, Trust and Traceability, UAE local market report September 2021. mla

MEAT & LIVESTOCK AUSTRALIA



We saw last year that there are some features that we can communicate to underpin trust in Australian
and reinforce quality perceptions.

In KSA, the aspirational

Vietnam Thailand KSA

{

clean, green, perfect
High Quality Is grown with the Has consistent Has transparency Comes from the
BE /Lamb highest standards litv standard in all steps of perfect place to I ° I ) o

eel/Lam at every step quality standards production produce beef p a Ce tO ra I Se Catt e I S
Has transparency boes not use Has transparency Has transparency .

in all steps of h;::_:gf;iﬁ;n in all steps of traccaer::l IE ﬂ:?:r:i;in in all steps of u n d e r p | n S t h e Tr u St .
production ; i production production

grown/produced

High Quality CZ:::T;;;TE Is processed to the CZE:stfrTan;Eth Has consistent [e(ela 3= ROGRGEIRJIHLRGRAGE]  High Quality
Beef/Lamb P P highest standards P P gquality standards RUEGEREICREEC R ESE EElG 1S Beef/Lamb
produce beef produce beef

Is grown with the . Ethically and Ethically and Has transparency
: Is something | see .
highest standards , humanely humanely in all steps of
others eating

at every step produced produced production p ro Of p O i nt t h at

: . [ HRTIIL Rl Has transparency ls grown with the : : . .

ERGICHL RG]  Has consistent ) . Is processed to the| . High Quality Has consistent Has consistent

: . highest standards in all steps of : highest standards . .
NOERES W GEIGE quality standards . highest standards Beef/Lamb quality standards quality standards
at every step production at every step S u p p O r S e
i : - Traceability/ - h .

s [ NN trustworthiness.

Japan Korea

Has consistent
quality standards

Malaysia Indonesia

Taste is a functional

Can be clearly
traced to its origin

Can be clearly
traced to its origin

|s something | see
others eating

ICANTAR mia
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This marries up with what we saw in the qualitative research, leveraging clean rearing, and the
outcome of great taste to reinforce quality perceptions.

AU advantages in process and product can be leveraged to drive Don’t forget the flavour story — it’s a key point of differentiation
demand, reinforce relationships and enhance halal claims in premium

* Elevating safety and hygiene standards will raised the
standards of the category in the market

* The communication of clean living and clean eating will
enhance health and better for you perceptions

AU owns ‘clean’, healthier image Australian producers deliver to high ISC can speak to AU beef assets * Taste will help support COO differentiation and drive

expectations repeat purchase
More than any other COO, AU beef Australia has established a reputation for Specific aspects of AU beef can help
is consistently associated with ‘clean’ delivering reliably and consistently, and this  maximise premium perceptions: * The secondary reason for halal purchase is its link to
farming, and beef that is ethically and process allgws Austr_'alian growgrs and « Superior service - responsive, easy to tenderness and mouth feel
humanely produced supgly chain to confidently deliver excellent partner with, honour commitments

roduct

Enhanced halal claims: clean eating, clean P * Clean-farming, ethical and humane * It’s important for taste and meal outcomes of beef to be
living Enhanced halal claims: unrivalled standards production, free from antibiotics or communicated through traceability e.g. credentials of

of cleanliness and hygiene (Japan a potential hormones vs mass factory imagery stress free, ethical, natural feed, etc.

competitor) « Enhanced halal claims: treatment of

animals prior to slaughter

ICANTAR s ... mia ICANTAR ... mia

ICANTAR mia
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While awareness is not universal, for those who are aware of the branding assets we have, do “

associate them with safety and quality — which drive volume and premium

TRUE |
AUSSIE
BEEF

Halal/ slaughter according to
Islamic Law/ Sharia

Quality/ good/ high quality/
premium

Fresh

Safe/safe to eat / secure

Natural/ organic

% of respondents who
spontaneously mention:

18

18

13

10

“It's like 100% Halal. It gives you satisfaction in your
mind it is made according to our principles" [F 29 UAE]

2 |
Due to strict regulations, Halal is expected with the stamp ;
serving as a reassurance rather than a necessity

Regulations in UAE dictate red meat will be Halal - unless

clearly stated

| TRUE
Shoppers have complete confidence meat will be Halal AUSSIE
without it needing to be communicated on-pack

On imported meats the label acts as a reassurance and
signposts it is imported red meat

Local meat typically would not have Halal on-pack

ICANTAR Y .. mia

Source: Project Evergreen UAE qual — True Aussie, Jan 2023;

I(ANTAR (QTA5) If you saw this logo on a packaged piece beef/lamb, what would it make you think about the meat? Base: Beef ‘22 (n=90); Lamb ‘22 (n=110) mla
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FINAL
THOUGHTS &
DISCUSSION

V




As a quick summary of the communication jobs to be done:

1. Reinforce quality and 2. Reinforce quality 3. Leverage our clean,
superiority for AU beef, in standards for lamb safe, rearing environment

so doing imply the safety through messaging, as reason to believe to

of the product to reflect superiority and support the quality
customers in KSA, where tenderness. standards, and superior
safety is a key driver of as an outcome of process

both premium and of producing Australian
volume. red-meat

ICANTAR




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

*ia
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