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15 minute
online survey

Methodology

n=1506 main grocery
buyers and meal
preppers aged 18-64,
living in metro
Australia

Conducted
annually in June

since 2010
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Conducted by Pollinate:
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ensure confidentiality
and data integrity
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Agenda

1. Consumption
2. Perceptions and trust of the industry

3. Knowledge of the industry




Red meat consumption has been on a slight decline over the years

Key insights
Drivers and barriers to red meat consumption are “same-same but

fO r 20 2 2 different”

Health is polarising, but key to driving consumption of red meat
Expense of red meat has become the major barrier to consumption

Red meat industry perceptions are largely positive, but down
slightly compared to previous years

Knowledge of the industry is correlated with positive perceptions

There are three key drivers of industry trust: Ethical values,
community alignment, and environmental action

MEAT & LIVESTOCK AUSTRALIA
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Consumers still eat a lot of meat per person but has reduced and
the mix has changed significantly

Over 20 years...

 Volume has dropped by 5kg per
person (111kg -> 106kg)

e Chicken is almost 50% of volume
consumed

e Beefandlamb show a gradual
decrease

Implication:

The risk to red meat’s share of fresh meat
is longer term. We need to leverage
strengths, and understand drivers and
barriers to address this risk

Source: ABS, ABARES, MLA Calculation
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In terms of claimed consumption, most are maintaining or reducing.
However, a slightly higher proportion claim they’re increasing red meat

Relative red meat consumption, compared to 1 year ago (%) — Among meat eaters
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A7 Which one of the following statements best describes how often you eat red meat now, compared to 12 months ago? Base n=761/ 1000/1002/602/1001/1007/1389/1400/1425/1288/1434/1362/1394 ,



For those increasing red meat consumption this is largely
driven by health and nutrition e.g. source of iron and protein

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

Source of iron 50%

Consuming 3rd  |justlike meat 41% Are driven by

4th Easy to cook 40%

AAAAAAAAAAAAAAAAAAAAAA



For red meat reducers, cost is the primary driver by a long shot

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

29% @ Too expensive 57%

. |:> @ Environmental concerns 15%

Consummg Health concerns
less often

AAAAAAAAAAAAAAAAAAAAAA
A9. And which ONE of the following best describes why you have reduced the amount of red meat you are eating? Multi-select. Base: Those eating less red meat (Jul’22 n=402) 9



29%

In this context cost has dramatically spiked as the top reason
for reducing meat consumption

Which single reason best describes why you’ve reduced red meat consumption? (%)
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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 (n=224/313/316/175/290/292/376/437/400/378/403/382/402) 10



Cost of living has
become the
dominant concern
for Australians

Dominant issues of
concern — Mar’22 (%)

Cost of living

\o)
N

COVID-19 + Disease epidemic

Affordable housing

Co
(MY

Climate change + Global warming

Australian economy

Household income

~N
o

Quality of health care

~N
~N

Women’s safety

(MY

~N
~N

Economic

Environmental

Societal
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Vegetarians represent a consistently small proportion of the population

46%

S

Vegetarians
in metro Australia who also eat meat
occasionally

S7B. Do you eat any of the following? Base: Those who claim to be vegetarian n=100. “Meat” includes chicken and fish/seafood

'

Most claimed
vegetarians still eat

meat occasionally
Only 4% ‘a true’
vegetarian / vegan

AAAAAAAAAAAAAAAAAAAAAA



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

Top reasons for not eating meat (%) | Vegetarians

o

Vegetarians

e Animal welfare 59% f Significant increase vs Jun’21
@ Environment 49%

V2 What are the main reasons you don’t eat meat Base n=100



Community perceptions

and trust of the

industry

14
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Most Australians feel
positively about the
Australian red meat

industry




Overall perceptions of the red meat industry are mostly
positive; few have negative perceptions

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

@
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X1. Thinking about the production of the following foods in Australia, how do you feel about each industry? The Australian industry is... Base n=1400/1425/1288/1434/1362/1394
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Similarly, most feel farmers contribute positively to
Australian society

AttltUdES tcwa rds beef/lamb |ndustry (%) lSignificant decrease vs. June 21 Significant increase vs. June 21
NET
B Strongly disagree m Disagree Neither agree nor disagree Agree M Strongly agree Agree
Australian cattle farmers
make a positive 3 30 46 15 61
contribution to society
Australian sheep farmers
make a positive 3 33 45 13 58§
contribution to society
Instead, 1 in 3 are on the fence — presenting an opportunity to shift perceptions
mia

. . . . . MEAT & LIVESTOCK AUSTRALIA
B1 Please indicate how much you agree or disagree with the following statements. Base Jul’22 n=1506 17



Most metro Australians trust
the Australian beef industry

Trust in industry to do what is right (%)

B 1-1|donottrustthem at all m?2 3 4 5

Australian - 4 6 23 15
beef industry

Australian
lamb industry 4 6 24 15

SLO1 How much do you trust each of the industries below to do what is right? Base: Total n=1506

7 ®W8  M9-Itrustthem agreat deal NET Trust
mia
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Sustaina bility is NET Extremely + Very important 55
importa nt to mOSt B Extremely important
metro Australians

M Very important

Somewhat important

Personal importance of
sustainability (%)

B Not very important 36

B Not important at all

Jul'22

’mla
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B2 How important is sustainability to you personally? Base: Jul’22 n=1506 19



Avoiding food
waste and recycling
are the top
sustainability
actions

Reducing meat consumption
Is bottom of the list

Sustainable actions you do (%)

B3 Below are some ways to act sustainably. Which, if any, of these do you do? Base: Total July 2022 n=1506

Store or use leftovers to avoid food waste

Recycle everything | can, even when out of my home

Repair or donate items before throwing them out

o1
N

Avoid using plastic straws and plastic cutlery

o1
N

Choose items with less single use/non-recyclable packaging

o)

Choose products which | consider more environmentally friendly

NN

Avoid using clingfilm; use reusable containers/covers for food

II!!!!www
> w

Compost my food scraps in a compost bin/service 3
Buy second-hand household items (homewares, furniture etc) p
Use public transport/walk/cycle for positive environmental impact 2
Grow my own food / have a veggie patch in my backyard 2
Buy second-hand clothes 2
Avoid packaged snacks to avoid the excess packaging 25
Have solar panels on my home or buy 100% renewable energy 24
Avoid eating meat on certain days 18
None of these E

MEAT & LIVESTOCK AUSTRALIA



Looking into the environmental action, around half feel the industry is
committed to sustainable production - only a small minority disagree

Agreement that ‘Australian cattle and sheep industry is committed to sustainable production’ (%) — Among meat eaters

NET Agree 53 53 54 54 58 54 53

B Strongly agree

36 38 38 38 38
36 40

Slightly agree

Neither agree nor disagree
m Slightly disagree 40 39 38 35 . 37 37
e gy o N B s mm BN

Jun'le Jun'l? Jun'l8 Jun'l9 Jun'20 Jun'21 Jul'22

‘mla
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E4 How much do you agree or disagree that the Australian cattle and sheep industry is committed to sustainable production of beef and lamb? Base Meat eater n=1389/1400/1425/1375/1434/1362/1394 )



Over half would feel more positive about the red meat
industry if emissions were reduced to net zero by 2030

If cattle industry can reduce greenhouse gas emissions to net zero by 2030... (%)

| would think more positively of the red meat industry 42 41
52 53 56
It wouldn’t make a difference to how | feel
55 57
46 46 42
B | would think less positively of the red meat industry
Jun'l8 Jun'l9 Jun'20 Jun'21 Jul'22

MEAT & LIVESTOCK AUSTRALIA

ECAO If the Australian red meat industry can reduce their greenhouse gas emissions to net zero by 2030, which one of the following statements best describes how you feel? Base n~1500 per wave -



Beef production concerns are relatively flat, apart from
decreased concern about feedlots

Concern of beef production stages (extremely/very concerned %) — Among meat eaters

—Live transport overseas™

—Slaughter

Live transportation in trucks

—At a grain feeding facility (feedlot)

—On a farm

‘ Significant decrease vs. June 21

67 68 67 68
z —1—_ 65 65 69 65 64 63
61 0" _— S TT— 6l °
— 59 >3
56 55 56
>8 57 4 & =56~
54
52 52
29 ¥
20 21 19 20
16 19 17 17 19
Jun'l2 Jun'l3 Jun'l4 Jun'l5s Jun'l6 Jun'l7 Jun'l8 Jun'l9 Jun'20 Jun'21 Jun'22
mia

C5 Please indicate how concerned you are about the following stages of beef production. Base: Meat eaters n=1400/1425/1288/1434/1362/1394.
NOTE: *Prior to Jun’22 this was asked as ‘live transportation in ships

MEAT & LIVESTOCK AUSTRALIA
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People want assurance that cattle and sheep are slaughtered
humanely — but they don’t want to know the details

Attitudes towards cattle/lamb farmers (%)

NET
B Strongly disagree M Disagree Neither agree nor disagree W Agree B Strongly agree Agree

| don’t want to know how cattle/sheep 71
60

are slaughtered, | just want to know it’s as
‘humane’ as possible

| just don’t want to feel guilty
about eating red meat

28 55

24

‘mla

. . . . . MEAT & LIVESTOCK AUSTRALIA
C4 Please indicate how much you agree or disagree with the following statements. Base Jul 2022 n=1506 ”



Opportunity to grow
trust in the industry by
focusing on top drivers

MEAT & LIVESTOCK AUSTRALIA



Compared to other industry sectors, the red meat industry sits
around the middle of the pack with room for improvement

61% TRUST IN MOST INDUSTRY SECTORS DECLINE
0 Per cent trust, in Australia

0 O | O 0 ®
AUStrallan beEf Distrust Neutral ~Trust Change, 2021 to 2022
industry
60% ! !
Australian lamb %, %,
industry Yo, %

] Qs 10

AAAAAAAAAAAAAAAAAAAAAA

Source: Edelman Trust Barometer 2022 — Australia Country Report 26



The tOp drivers Drivers of industry trust (%)
Of trUSt dalre Ethical Ethical practices 33%
practices, community
alignment and
environmental action

25%

259 > Trust in the Australian
beef/lamb industry

Economic contribution 13%

Complexity of industry issues 3%

’mla

Importance scores above have been derived using multiple linear regression with trust in the Australian beef/lamb industry (SLO1) as the outcome and industry attitudes and perceptions (B1, C4, X15, X16) as the predictors. The MEAT & LIVESTOCK AUSTRALIA
specific technique used is Shapley importance analysis 27



Looking at the inputs into the trust drivers analysis...

Ethical practices

Australian cattle/sheep are farmed and raised in a humane manner
Australian cattle/sheep farmers are ethical and trustworthy

Community alighment

The Australian beef/lamb industry is prepared to change their practices in response to community concerns

Current regulation of the Australian beef/lamb industry is effective

Standards developed for the Australian beef/lamb industry ensure people in those industries do the right thing

The Australian beef/lamb industry listens to and respects community opinions

Environmental action

| have confidence that cattle / sheep farmers are reducing their net greenhouse gas emissions
The Australian beef/lamb industry is doing all it can to reduce its impact on the environment
Australian beef/lamb is environmentally friendly and sustainable

Australian cattle/sheep farmers care about the environment

Australian cattle/sheep farmers make a positive contribution to society

Economic contribution

The Australian beef/lamb industry generates significant local jobs in regional areas
The Australian beef/lamb industry is an important part of the Australian economy

Complexity of industry issues

Animal welfare in the Australian beef/lamb industry is a complex issue
Environmental management in the Australian beef/lamb industry is a complex issue

MEAT & LIVESTOCK AUSTRALIA
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Importance x performance maps show what people find
important vs. the industry’s performance on these measures

The quadrants represent strategic implications for MLA

< Performance -

Please indicate how much you agree or disagree with the following statements

MONITOR

Less important aspects that we are
performing well on. They are value adds
only, not must haves

DEPRIORITISE

These are less important, and the
organisation/industry has weak association
with these aspects: don’t worry about these

< Importance -

MAINTAIN

These are the key aspects people want, and the
organisation/industry delivers: maintain delivery
of these attributes

IMPROVE

These are important aspects, and the
organisation/industry does not deliver
strongly: work to improve these areas

MEAT & LIVESTOCK AUSTRALIA
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There is need to improve perceptions around environmental action
and community alighment in order to increase trust in the industry

Importance x performance map

MONITOR MAINTAIN

Economic contribution
|

Complexity of industry issues

disagree with the following statements

Ethical practices .

< Performance -

Environmental action

Community alignment

indicate how much you agree or

Please i

DEPRIORITISE « Importance IMPROVE

AAAAAAAAAAAAAAAAAAAAAA



Most agree farmers are ethical and raise animals humanely;
Opportunity to influence the third who are on the fence

Attitudes towards cattle/lamb farmers (%)

M Strongly disagree m Disagree Neither agree nor disagree " Agree M Strongly agree NET
Agree

Australian cattle are farmed and raised in a humane manner 33 11 55

Australian lamb are farmed and raised in a humane manner 33 12 55

Australian cattle farmers are ethical and trustworthy 36 12 54

54

Australian lamb farmers are ethical and trustworthy 36

’mla

. . . . . MEAT & LIVESTOCK AUSTRALIA
C4 Please indicate how much you agree or disagree with the following statements. Base Jul’22 n=1506 21



Red meat reduction is also correlated with
lower trust in the industry

Relative red meat consumption compared to 1 year ago by Level of trust in industry(%)

More often 16 12 16 18 13 16

39
55 S 55

59 60
eoeo Not changed

NET Distrust Neither trust nor NET Trust NET Distrust Neither trust nor NET Trust
distrust distrust

Less often
MEAT & LIVESTOCK AUSTRALIA

A7 Which one of the following statements best describes how often you eat red meat now, compared to 12 months ago? SLO1 How much do you trust each of the industries below to do what is right? 32



Community
knowledge of the
industry

mia
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The more people
know about the
industry the more
positive they are
about it

MEAT & LIVESTOCK AUSTRALIA
34



The more people know about the beef industry the more
positive their perceptions are

Agreement with statements by claimed industry knowledge (%)

— 100
X

90
2
S 30
&
QU 70
[ )
S
S| 60
= 50
>
4 40
S

30
&
O
QU 20
S
< 10
0 0
P

Strongly disagree Disagree Neither agree nor Agree Strongly agree
disagree

‘I have a very good knowledge and understanding of the Australian beef industry’

—Australian cattle farmers make a positive contribution to society

| feel good / very good about the Australian beef industry

—Australian cattle are farmed and raised in a humane manner

—Australian beef is environmentally friendly and sustainable

—Australian cattle farmers are ethical and trustworthy

—Australian cattle farmers care about the environment

A10A How much do you agree or disagree with the following statement? | have a very good knowledge and understanding of the Australian beef industry. X1 How do you feel about the Australian beef industry? MEAT & LIVESTOCK AUSTRALIA
B1/C4 Please indicate how much you agree or disagree with the following statements. Base: Jul’22 n=163/411/534/310/88
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The same pattern holds for the lamb industry...

Agreement with statements by claimed industry knowledge (%)

100
‘\
Qo
| g0
2
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L .
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=
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— | 10
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P 0

Strongly disagree Disagree Neither agree nor Agree Strongly agree
disagree

‘I have a very good knowledge and understanding of the Australian lamb industry’

—| feel good / very good about the Australian lamb industry

Australian lamb are farmed and raised in a humane manner

—Australian lamb farmers are ethical and trustworthy

—Australian sheep farmers make a positive contribution to society

—Australian lamb is environmentally friendly and sustainable

—Australian sheep farmers care about the environment

A10B How much do you agree or disagree with the following statement? | have a very good knowledge and understanding of the Australian lamb industry. X1 How do you feel about the Australian lamb industry? MEAT & LIVESTOCK AUSTRALIA
B1/C4 Please indicate how much you agree or disagree with the following statements. Base: Jul’22 n=191/447/516/272/79
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Greater knowledge All metro

Australians

of the industry is

also correlated

with increased red More often
meat consumption

. Not changed
Relative red meat

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

M Less often

A7 Which one of the following statements best describes how often you eat red meat now, compared to 12 months ago? Base n=1394/398

15

56

Those who feel
knowledgeable
about the beef /
lamb industry

26

55

MEAT & LIVESTOCK AUSTRALIA
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Currently, internet searching is the top source of information
about the industry

1 2 3

Health Animal welfare Environmental impact

O

Internet search 48% Internet search 49% Internet search 51%

Health professionals 18%

F6A Thinking about situations where you might be looking for information and advice about Beef, lamb and...... health / animal welfare / environmental impact? Base: Total Jul’22 n=1506.

AAAAAAAAAAAAAAAAAAAAAA



Summary
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Bringing it all together

Consumption

Red meat’s share has been declining in
recent years as the price has
accelerated beyond other proteins

While vegetarianism remains low, over
a quarter (29%) of meat eaters claim
they’'re reducing consumption, largely
driven by cost

Health is a key reason for red meat
consumption, with iron and protein
playing a bigger role this wave

Community perceptions

Overall perceptions of the red meat
industry are largely positive, but
down slightly

Most metro Australians trust
the Australian beef and lamb
industry but there’s room for
Improvement

Ethical practises and environmental
action are key drivers of trust

Areas of focus

People are wanting assurance
around animal welfare and
sustainability

For animal welfare people want to
know animals are looked after and
slaughtered humanely— but they
don’t want to know the details

People are receptive to CN30,
opportunity to increase awareness
here to bolster sustainability
perceptions

MEAT & LIVESTOCK AUSTRALIA
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Continuing to build trust in our industry

>

Utilising farmers that have shared values with the community and telling their story will help
increase awareness of the industry’s ethical practices and environmental action, and likely
help build trust and understanding of the industry.

Raising awareness amongst the community on the industry’s ambition to be carbon neutral
will likely improve consumer perceptions towards environmental stewardship and overall
industry perceptions.

Informing the community of the health and nutritional attributes of red meat may encourage
consumers to increase red meat consumption and help alleviate concerns amongst red meat
reducers.

Internet / digital engagement most likely method in which to communicate, provide
information to build knowledge of our industry

MEAT & LIVESTOCK AUSTRALIA
41



Terms of use: MLA data, reports and information

Meat & Livestock Australia Limited | ABN 39 081 678 364 | Level 1, 40 Mount Street, Morth Sydney N5W 2060 Postal
address: Locked Bag 991, Morth 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 remowe, 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.

*mia

6. Disclaimer and liability

6.1 You acknowledge that the Data is provided on an “as is” basis and MLA makes no representations
regarding the completeness or accuracy of the Data and, to the extent permitted by law, expressly
excludes all warranties and puarantees regarding the accuracy, completeness or currency of the
information, recommendations and opinions contained in the Data.

6.2 Information in the Data may be obtained from a variety of third party sources. You acknowledge
that MLA has not verified all third party information in relation to accuracy or otherwise. You
further acknowledge that: {(a) any forecasts and projections are imprecise and subject to a high
degree of uncertainty; and {b) the Data provided may be a snapshot of certain markets and not
reflect that market as a.whale.

6.3 The information, raw data, 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 interpreting or relying on the Data in any way. Any reliance will be at your own risk and

MLA accepts no liability for any loss, damage, cost or expense arising from any use or misuse of
the Data.

6.4 Mothing in these terms of use is intended to exclude, restrict or modify rights, guarantees and
remedies that may be conferred on you under the Competition and Consumer Act 2010 {CCA) in
relation to the provision by MLA of goods and services. All other rights, guarantees and remedies
are excluded.

6.5 To the extent permitted by law, MLA's liability for breach of any consumer puarantee, which
cannot be excluded, is limited at the option of MLA to:

(2) 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

(b]) in the case of poods 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 poods or paying the cost of replacing the poods, supplying equivalent goods
or repairing the goods.

6.6 MLA will not be liable for any loss of profit or for any direct, special, indirect, consequential or
economic loss or damage.

7. Indemnity
7.1 You indemnify MLA against all damages, losses, costs and expenses incurred by MLA arising out of,
or in connection with, your breach of these terms of use or use of the Data.

B. Governing law
8.1 These terms of use are governed by the law applicable in the state of New South Wales, Australia.



L

Thank you
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