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Context
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Significant
events continue
o impact the
industry, locally
and globally
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Source: MLA, The Guardian (Port Macquarie), Unsplash, Getty



Nielsen Homescan

Beef and lamb are popular household ‘staples’
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Source: Nielsen Homescan, MAT to 18/04/21 mla
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ABARES

There is a growing price gap for red
meat relative to chicken and pork

Australian retail meat prices by meat type — price per kg Price growth since 2000
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Consumer sentiment
research

AAAAAAAAAAAAAAAAAAAAAA



Key insights for 2021

* QOverall red meat meat consumption is stable, trending down slightly over time
* Drivers and barriers to red meat consumption are gradually changing

 Red meat industry perceptions and concerns are stable

 Knowledge increases positive industry perceptions and most Australians want to

learn more
 Fewer Australians are searching for information about red meat production

 Health is polarising, but key to drive consumption of red meat
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Consumer sentiment towards the Australian red meat
industry tracked for over 10 years

Understand community sentiment towards the red meat industry
Identify the size and type of concerns underlying meat eaters reducing consumption
the incidence of claimed vegetarians and their drivers of concern

Inform the community engagement strategy addressing community concerns
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15 minute
online survey

Methodology

~“Nn=1510 main
grocery buyers and
meal preppers aged
18-64, living in metro
Australia

Conducted

annually in June
since 2010

@ O

Conducted by Pollinate:
an external market
research agency to

ensure confidentiality
and data integrity



Consumption

Key findings

 Consumption of red meat is
stable

* Most have not reduced and
are not planning to reduce

e Health is a driver of both
increased and decreased
consumption

MEAT & LIVESTOCK AUSTRALIA
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Most red meat eaters have not reduced consumption
in the last year, nor are they planning to do so next year

Last 12 months ° Next 12 months
7 out of 10 meat eaters have NOT 8 out of 10 meat eaters are NOT planning
reduced their red meat consumption to reduce their red meat consumption

V5A And thinking about the next 12 months are you planning to... A7 Which one of the following statements best describes how often you eat red meat now, compared to 12 months ago Base n=1362 0 O ATTEAHA



The proportion of red meat reducers
remains stable at less than 1in 3

Relative red meat consumption, compared to 1 year ago (%) — Among meat eaters

More often

Not changed

M Less often

Feb'10 Dec'10 Jun'l2 Jun'l3 Jun'l4 Jun'l5 Jun'l6 Jun'l7 Jun'l8 Jun'19 Jun'20

MEAT & LIVESTOCK AUSTRALIA

A7 Which one of the following statements best describes how often you eat red meat now, compared to 12 months ago? Base n=761/1000/1002/602/1001/1007/1389/1400/1425/1288/1434/1362 s



People eat more red meat because they like it and for
protein/nutrition, including iron

Top reasons for eating more red meat (%) | Red meat increasers

% e Source of protein 40%
. |:> @ Just like meat 39% E> @

Consuming 3rd  Source of nutrition 39% Are driven by
more often health / nutrition
Ath  Source of iron 39%
P
QA7A You mentioned you are eating more red meat now. Why is that? MEAT & LIVE m\ L!TRA%

Base: Those eating more red meat (Jun’21 n=118)



Cost and health remain the primary drivers of red meat reduction,
followed by concerns about the environmental impact

Top reasons for eating less red meat (%) | Red meat reducers

w (R

|:> @ Effect on health 25%
Consuming @ Environmental concerns 20%

less often

A9. And which ONE of the following best describes why you have reduced the amount of red meat you are eating? MEAT & LIVESTOCK AUSTRALIA
Base: Those eating less red meat (Jun’21 n=382)



Knowledge

& perceptions

towards industry

Key findings

* Perceived industry knowledge has
remained stable since 2020

* Those who claim to have a good
knowledge of the Australian beef/lamb

industries are nr

ore likely to hold good

industry perceptions
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Perceived knowledge of both the Australian

beef and lamb industries is increasing over time

Australians feel they
have good knowledge

of the beef and/lamb
industry

| have a very good knowledge and understanding of...
(Agree + strongly agree %)

21

17

Jun'l7

—Australian Beef Industry

24

23

Jun'l8

24

20

Jun'19

Australian Lamb Industry

30

27

Jun'20

30

26

Jun'21
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Industry perceptions of the production of red
meat is largely positive, and stable over time

Consumer perceptions of Australian producer industries (%) — Among meat eaters

@

T2B

W Very good
Good
Fair
Poor
H Very Poor
m Don't know, some concern

Don't know, not concerned

X1. Thinking about the production of the following foods in Australia, how do you feel about each industry? The Australian ___ industry is... Base n=1400/ 1425 / 1288 /1434 / 1362

-
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Those who claim to have a good knowledge of the Australian
beef/lamb industries are more likely to hold positive industry
perceptions

Positive consumer perceptions of the Australian beef / lamb industry (Good + Very good %)

Good
knowledge

Good
knowledge

76

Australian Beef Industry Australian Lamb Industry

Total sample B Those who claim to have good knowledge/understanding of the industry

MEAT & LIVESTOCK AUSTRALIA
19

X1 Thinking about the production of the following foods in Australia, how do you feel about each industry? The Australian beef/lamb industry is... Base: n=229-415



Most metro
Australians aren’t
engaged with
industry news

have heard something positive
about the Australian beef or lamb
industry, returning to 2019 levels

~35% have heard something

negative about the Australian beef
or lamb industry (vs. ~40% in 2020)
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Positive industry
messaging focusing
on quality and
economy, while
nhegative messaging
revolves around
animal welfare

Positive messaging is mostly around
meat (¥15%), and the
importance of the industry to
(V10%)

Negative messaging is mostly around
animal welfare (¥18%), with people
hearing less about live lamb exports
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Pollinate Pulse

After the heightened concern and anxiety of 2020,
2021 sees us coming down and worrying less about everything

Concern about society, economy and the environment (T2B %)

71 71 70 . 71 70 70 71 69 71
68
V7 65 65 65 66 66 67 67
e e T s /P %
Ul ov

Mar'14 Sep'l4 Mar'l5 Sep'l5 Mar'l6 Sep'l6 Mar'17 Sep'l?7 Mar'l8 Sep'l8 Mar'19 Sep'l9 Mar'20 Sep'20 Mar'21

Society Environment @ Economy

Source: Pollinate Pulse March 2021 research. mla
BQ1/b/c. Which of the following best describes your concern [about the environment/about the economy/for society]? | am... [NOTE: question only added in Mar’14] MEAT & LIVESTOCK AUSTRALIA
Base: Total sample, Australians aged 14-64 (approx. n=1000 per wave) 22



Positively, perceptions of farmers contributing
to society are increasing over time

2In3
Australians think
farmers make a
positive
contribution to

society (and only
6% disagree)

@
-

Australian cattle
farmers make a
positive contribution
to society

Australian sheep
farmers make a
positive contribution
to society

61
62

Jun'l8 mJun'l9 mJun'20

Jun'21
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There is very little disagreement about the positive
contributions of Australian cattle / sheep farmers

Attitudes towards beef/lamb industry (%)

NET NET

B Strongly disagree m Disagree Neither agree nor disagree Agree M Strongly agree Disagree Agree
Australian cattle farmers
make a positive 30 48 6 64
contribution to society
Australian sheep farmers
make a positive 2 32 46 16 6 62
contribution to society
Instead, 1 in 3 are on the fence — presenting an opportunity to shift perceptions

mia

B1 Please indicate how much you agree or disagree with the following statements. Base June 2021 n=1510



Around half of metro
Australians think that
the red meat industry
is committed to
sustainable

Australian cattle farmers care about
the environment

Australian beef is environmentally
friendly and sustainable

3

The Australian beef industry is doing
all it can to reduce its impact on the
environment

4

production

Agreement with statement

(Agree / Strongly agree %)
g gly ag

B1 Please indicate how much you agree or disagree with the following statements Base June 2021 n=1510

Australian sheep farmers care about
the environment

Australian lamb is environmentally
friendly and sustainable

The Australian lamb industry is doing
all it can to reduce its impact on the
environment

O Ul l
I l U l
U a

4

M Jun'l9 mJun'20 Jun'21
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Half are interested in learning more about the journey from
paddock to plate, providing an opportunity to educate

49%

are interested in learning more
about how beef and lamb gets
from paddock to plate
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Information sources

Key findings

* Less people are seeking information

this year —in line with less concerns
overall

Internet remains the primary source
of information

MEAT & LIVESTOCK AUSTRALIA



Less people are seeking industry information. Internet search
remains the top method to find information.

1 2 3

Nutrition Animal welfare Environmental impact

O

Internet search 28% Internet search 30% Internet search 30%

Health professionals 24%

Note: People are thinking about fewer issues so
significantly less people are searching for this information
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Vegetarianism
understanding
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The number of people in metro Australia who
claim to be vegetarians remains consistent

Are you a vegetarian? (%)

Jun'l6 Jun'l7 Jun'l8 Jun'l9 Jun'20

‘ Significant decrease vs Jun’20

. Significant increase vs Jun’20
S7. Are you a vegetarian? Base. Total sample by wave n=1500/1501/1538/1422/1556/1510

9%

Jun'21
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However, most 9%
claimed
vegetarians still
eat meat
occasionally

Vegetarians
in metro Australia

S7B. Do you eat any of the following? Base: Those who claim to be vegetarian n=107/109/132

-

S

Vegetarians
who also eat meat
occasionally

AAAAAAAAAAAAAAAAAAAAAA



The proportion of vegans & true vegetarians in metro 27 Q
Australia sits around 4%

Vegetarianism in metro Australia (%)

™ New Vegetarians
(eat fish or meat)

M True Vegetarians

Vegans and ‘true’
vegetarians in metro
Australia

B Vegans

Jun'21

S7. Are you a vegetarian? Base n=1422 / 1556 mla

S

MEAT & LIVESTOCK AUSTRALIA

S7B. Do you eat any of the following? Base: Those who claim to be vegetarian, n=107/109/132 -



Animal welfare, health, and environment
are the key drivers for vegetarianism

Top reasons for not eating meat (%) | Vegetarians

e Animal welfare 45%

9%
Q E> @ Diet/nutrition

Vegetarians

f Significant increase vs Jun'20

V2 What are the main reasons you don’t eat meat Base n=111/101/113/134/122/148



Summary
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Summary

Overall meat consumption
is stable

The portion of red meat reducers/
increasers in the community is stable

Knowledge increases positive
industry perceptions

Perceived industry knowledge has increased,
however only 1 in 3 feel they have ‘good
knowledge’

Australians with greater perceived knowledge
tend to have more positive perceptions of the
red meat industry

Drivers and barriers to
red meat consumption
are gradually changing

Consumers are considering a wider range
of factors before deciding to reduce their
red meat consumption

Health is key to drive
consumption of red meat

Health benefits are a key driver for 3in 4
‘red meat increasers’, suggesting health is a
strong message to drive consumption and
advocacy

Red meat industry
perceptions are stable

Farmers are trusted and perceived to
contribute positively to society

Concerns around the environment and
animal welfare are stable

Fewer Australians are
searching for information

The internet remains the primary source
of information about the red meat
industry

MEAT & LIVESTOCK AUSTRALIAgg



Key insights
Industry perceptions are largely stable in 2021

There is potential to educate people about the Australian beef and lamb industries
to increase engagement and positive perceptions

Health messages are key to increasing consumption of red meat, and to discourage
reduction, as are environmental messages (e.g. reduce methane emissions to zero
by 2030) and the journey from ‘paddock to plate’
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Thank you

Disclaimer

Care is taken to ensure the accuracy of the information contained in this publication. However MLA cannot accept
responsibility for the accuracy or completeness of the information or opinions contained in the publication. You
should make your own enquiries before making decisions concerning your interests. MLA accepts no liability for any
losses incurred if you rely solely on this publication.

Information contained in this publication is obtained from a variety of third party sources. To the best of MLA’s
knowledge the information accurately depicts existing and likely future market demand. However, MLA has not
verified all third party information, and forecasts and projections are imprecise and subject to a high degree of

uncertainty.

MLA makes no representations and to the extent permitted by law excludes all warranties in relation to the
information contained in this publication. MLA is not liable to you or to any third party for any losses, costs or
expenses, including any direct, indirect, incidental, consequential, special or exemplary damages or lost profit,
resulting from any use or misuse of the information contained in this publication.

Full terms of use at www.mla.com.au

MEAT & LIVESTOCK AUSTRALIA


http://www.mla.com.au/

— You acknowledge that the Data is provided on an ‘as is” basis and MLA makes no representations

' r m f ' ' regarding the completeness or accuracy of the Data and, to the extent permitted by law, expressly excludes
e S O S e all warranties and guarantees regarding the accuracy,

completeness or currency of the information, recommendations and opinions contained in the Data.

\ /‘r ~ 3+ o YO P inctym e 1, A\ 4 v~ ] -~ — Information in the Data may be obtained from a variety of third party sources. You acknowledge that MLA

l \/ 1ICadl L L l Ve S LULK A U Stidlld has not verified all third party information. You further acknowledge that: (a) any forecasts and projections
. are imprecise and subject to a high degree of

Data A Re po rts an d | nfo rmation uncertainty; and (b) the Data provided may be a snapshot of certain markets and not reflect that market as

a whole.

— The information, recommendations and opinions contained in the Data do not take into account, and may
not be appropriate for, your individual circumstances. You should make your own enquiries and seek
professional advice before making decisions concerning your

interests or otherwise relying on the Data in any way. Any reliance will be at your own risk and MLA accepts

— General

— 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").

- "You" or "your" means the person or entity that is provided with a copy of the Data.

— 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, "° "ab'_hty for any loss, damage, _“?St odirey ook fron? ST OF of the Data. )
you must not access or use the Data. — Nothing in these terms of use is intended to exclude, restrict or modify rights, guarantees and remedies

— MLA may amend these terms of use from time to time and will notify you of any amended terms of use. If that may be conferred on you under the Competition and Consumer Act 2010 (Cth) in relation to the

you do not agree to the amended terms of use, you should not continue to use the Data. Your continued provision by MLA of goods and services. All other rights,

use of the Data after these terms of use have been guarantees and remefiles e excluded: N .
amended constitutes your acceptance of them. — To the extent permitted by law, MLA's liability for breach of any consumer guarantee, which cannot be

excluded, is limited at the option of MLA to:
R — — in the case of services supplied or offered by MLA, which are not of a kind ordinarily acquired for
personal, domestic or household use or consumption, resupplying or paying the cost of resupplying the
service; or
— in the case of goods supplied or offered by MLA, which are not of a kind ordinarily acquired for personal,
domestic or household use or consumption, replacing the goods, supplying equivalent goods, repairing the
goods or paying the cost of replacing the goods,
supplying equivalent goods or repairing the goods.
— MLA will not be liable for any loss of profit or for any direct, special, indirect, consequential or economic

— 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.

— You must not provide the Data to anyone else.

— Copyright

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

— You agree not to remove, alter or obscure any copyright notices that appear on the Data. loss or damage.
— You must not commercialise any information, content or designs contained in any part of the Data o l"de.m"ny. . | - '
without the prior written consent of MLA. - You m.demn.lfy MLA against all damages, losses, costs and expenses incurred by MLA arising out of or in
— Trade Marks, trade names and logos connection with your breach of these terms of use or use of the Data.

— Governing Law

— 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.

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

— Collection of information

— 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.

— Disclaimer and liability

— These terms of use are governed by the law applicable in the State of New South Wales, Australia.
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