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® Agenda..
L

Intros, Background &
Methodology

An overview of the sample
structure, geographic spread,

survey inclusions and approach

Topic 1:
COO Trust perceptions
for Beef & Lamb

Level of Trust in different COO brands, and
the key attributes for building Trust in AU
product in the UAE market.

ICANTAR
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Protein Landscape

A look at the awareness, claimed usage
and associations with the different main
proteins

Topic 2:
True Aussie awareness &
perceptions

True Aussie logo performance and key
associations tied to the TA brand.

-

Beef & Lamb COO Brand
Health & Perceptions

Digging down the country of origin level for
Beef & Lamb to understand their ‘brand’

associations, any strengths and weaknesses

L]

Topic 3:
Purchase Channel online

Usage, barriers and facilitators of online
red-meat purchase
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MENA (KSA & UAE): A recap of some of your specific areas of focus

from the brief

i TRUE | :
AUSSIE

BEEF
v

True Aussie

A TRUE
AUSSIE”

LAMB
v

 Can we test recognition of the True Aussie logo in
MENA with and without the halal logo ?

Lamb barriers

 Can we explore around the smell of lamb: Do new or
younger consumers think lamb smells, and is lamb an
acquired taste?

* There is a lot of feedback about the smell of lamb (and
possible confusion with mutton) so is this actually a real
behaviour?

ICANTAR

We explore this In
the True Aussie
section

We explore this In
the Lamb Deep dive
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INTRODUCING MLA’S GLOBAL CONSUMER TRACKER
Diverse markets, with some universal truths.

&%

/7,800 consumer

Interviews in 2021

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

Surveying consumers about NORTH AMERICA EASTERN ASIA

*  their meat consumption habits and attitudes O MIDDLE EAST Q Q

. . . USA Q Japan
. their perception of Australian beef and lamb

versus competitors U.A.E. Q O Q South Korea
. Drivers of purchase Saudi Arabia O
China

. Trust and recommendation of COO brands O

SOUTH EAST ASIA Q

10 markets in 2021
Malaysia (KL)

Historical data allows tracking of trends over time
Indonesia (JK)

. Respondents selected are aged 18-64, and both grocery buyers and

meal planners for affluent households. They are deliberately pre- Thailand (BK)
selected based on their potential openness to, and ability to
purchase, Australian beef and/or lamb, and are not representative Vietham (HCMC)

of the overall market in each country.

I(AN TAR * UAE/KSA conducted with face to face interviewer mla
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COUNTRY SAMPLE

Male 56% 50%

Gender
Female 44% 50%
18-34 25% 50%
Age 35-49 25% 41%
50-64 11% 10%
Dammam 3% 37%
Cities Riyadh 15% 32%
Jeddah 10% 32%
Consumption Buy Fresh Meat at Least 99% 100%

Occasionally

MGBs Main Grocery Buyers - 95%
Children Households with Children - 87%
Income Under 94K - 241K SAR - 67%
241K + SAR - 34%
Religion Islam 100% 100%

Sample n=500 consumers

IKANTAR mia
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Chicken remains the most purchased, consumed and salient protein, TOM

Q awareness of Beef is up in 2021. Fish back at 2019 levels of purchase.

Chicken

Beef

Lamb/ mutton

©

SPONTANEOUS
AWARENESS

20

30%- 81% v 90

19

45

63

86

33

18

66

67

/8

27

Chicken

Beef

Lamb

Mutton

Goat

Fish

Other seafood

BOUGHT IN LAST

MONTH

20

B
B
[
v
. 27% ¥

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

Goat 1% I 11% Vv 41
Top of Mind
ICANTAR

78

59

78

45

76

36

19

96

81

73

54

49

88

45

CH2 Bought in the last month — Which types of meat have you bought in the last month to prepare for a meal at home?

18

33

/70

53

61

30

67

35

CH10 How many meals that included the following meats have been prepared and eaten in your home in the last 7 days?

Base: '21 (n=500), '20 (n=499), 19 (n=502), 18 (n=387)

Chicken

Beef

Lamb

Mutton

Goat

Fish

Other seafood

Sig. different at 95%

{f

AVERAGE SERVES
LAST 7 DAYS

’20

2.9

1.3

1.1

1.5

0.7

1.0

0.6

‘19 ‘18
25 29
1.2 2.2
1.5 1.6
1.0 2.0
1.0 1.1
1.1 1.7
0.6 14
mia
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Q IMAGE PROFILE: Understanding relative strengths and weaknesses

Image Profiling is a unique tool used by Kantar to analyse the relative strengths

and weaknesses of each brand across a number of attributes/associations BRAND A

o Not strength/weakness 4
Image Profiling removes two effects from the data: gth/!

. cpe Relative strength B
Brand size / familiarity effect

O 1 Some brands (or in this instance meat types) are more easily endorsed across all statements. This is Relative weakness s i

often the case where larger, more well-known brands are more endorsed across all of the statements.
Relative weakness -10 |l

Statement effect Relative strength N

O 2 Certain image statements are more commonly used to evaluate brands than others, and therefore will
be associated with more brands. For example, category hygiene statements may be endorsed for
many brands — while other statements that are more discriminating.

Not strength/weakness 3

Calculation
The number indicated on the chart is the difference between the score that brand is expected to receive (for that statement) and its actual score (for that statement).
The expected score is calculated based on the average endorsement of that brand across all statements, as well as the average endorsement of that statement across all brands.

If the brand scores a difference of +5 or more (from its expected score), this statement is considered a relative strength for that brand within the brands tested. Likewise, if that brand
scores a differences of -5 or more (from its expected score), this statement is considered as a relative weakness.

As a result, all scores are relative as the calculation takes into account all the brands tested. Any changes to which or how many brands are tested impacts the expected scores and thus
the final difference score for each brand.

IKANTAR mia
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Beef, closely followed by lamb/mutton, are KSA families’ favourite meat — seen as well
cared for and superior vs other proteins. Sheepmeat also associated with care for animals

and a willingness to pay more for the product.

~w 0y

CHICKEN

* Important associations — volume of purchase

i% Important associations — willing to pay more

i% Fresh

Cheaper

i% High nutritional value

The animal is well-cared for

The industry is environmentally sustainable
*Consistent quality standards
*Tastes delicious

Can be used in many different meals

Is easy and convenient to prepare

Low in fat

Guaranteed safe to eat

Is an essential part of a healthy diet for growing children
i%*ls my/my family’s favourite meat
Is the most superior meat

| am willing to pay a bit more for this meat
Is easy and convenient to purchase

The meat is usually tender

ICANTAR

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

BEEF
-2
-5
il
11
-1
1
-3
2
0
-5
-1
-3
5
3
2
1
-2

-12
-13

19

«& = o =™

FISH
4
0
6
-13
-7/
-1
1
-5
1
3
6
-5
-1
-2
-3
3

CH12. Which of the following things do you associate with each type of protein? Base: (n=500)

OTHER SEAFOOD

1

LAMB

0
-5
0

MUTTON

-14

1

4
1
-1 3
-1 2
-2 -1
-1 -12
-1 1
-2 -2
-2 -2
0)
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Each of the other proteins plays in a different space — chicken is cheap, versatile and
convenient while Fish is fresh, nutritious, low fat.

) ¢ Important associations — volume of purchase H y *( ﬂ H " %

i% Important associations — willing to pay more

BEEF CHICKEN FISH OTHER SEAFOOD LAMB MUTTON GOAT
i% Fresh -2 -3 4 1 0 1 0
Cheaper -5 13 0 0 = -14 5
i% High nutritional value -1 -3 6 1 0 0 -2
The animal is well-cared for 11 -3 -13 -4 4 4 4
The industry is environmentally sustainable -1 1 -7 -1 4 4 1
*Consistent quality standards 1 0 -1 0 0 1 =l
*Tastes delicious -3 -2 1 2 =1l 3 1
Can be used in many different meals 2 / -5 -3 -1 2 -1
Is easy and convenient to prepare 0 4 1 ) -2 -1 -1
Low in fat -5 1 10 4 -1 -12 -1
Guaranteed safe to eat -1 1 3 1 -1 1 -2
Is an essential part of a healthy diet for growing children -3 3 6 -1 -2 = -2
i%*ls my/my family’s favourite meat 5 -7 -5 2 3 4 -2
Is the most superior meat 3 -12 -1 1 3 6 0
| am willing to pay a bit more for this meat 2 -13 -2 4 2 6 -1
Is easy and convenient to purchase 1 6 -3 ) -2 -2 0
The meat is usually tender -2 = 3 1 1 0 2

I(AN TAR CH12. Which of the following things do you associate with each type of protein? Base: (n=500) mla

+5 or more = relative category strength MEAT & LIVESTOCK AUSTRALIA
-5 or less = relative category weakness.



What do
we see?

Now
what?

PROTEIN LANDSCAPE IMPLICATIONS:
Beef and Lamb maintain strong TOM awareness, but claimed consumption softens.

2
j.) Awareness of Beef and QBut Beef strlengths not as
clear

Chicken on par, but
chicken most purchased

and consumed Beef is known as the family

favourite, and well cared for, with

no other real strengths. Chicken is

cheap, versatile and convenient to
purchase.

Beef and Chicken on par for TOM
awareness, ahead of other proteins.
Almost all HH have bought chicken

in last month

.

Beef perceptions are stable, but worth understanding that it's
role is less clear vs, other proteins. Both an opportunity to take
advantage of and a challenge to consider in ensuring a role for

AU beef in the repertoire of those in KSA.

$

IKANTAR

@ Improvements for fish

Both purchase and general
endorsements are up
significantly for fish.

Has there been a notable
shift in volumes or role of
fish and seafood in the last

vear in KSA?

’mla
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BEEF & LAMB

COO BRAND HEALTH
& PERCEPTIONS

—

All guestions 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. %

WEAT K LIGFSTONE RUISTRALIA




We have seen a downturn in exports to MENA since 2018 for both beef and sheep-meat impacting the
volumes of all key exporters although beef exports form India showing resilience recently. Brazil the big

imported player for Beef.

MLA market snapshot — MENA (2020)

Beef/veal exports to MENA" by supplier Sheepmeat exports to MENA" by supplier

800 | 200
I I |
F00 —— e e S e e 175
I - |
| N -
600 4 —  — — — R ; 150
& 500 S — N - Z 125
g | 't
S 400 - — = 100
= 5
o 300 - 2 75
i 200 -
50
100 )
25
0
2 12213 1394 45 1596 1617 17498 18419, 18197 19-20™ 0
112 12112 13-4 45 1596 1617 1748 1819, 18419 19-20
@ Australia @ Brazil ®india @ Other South America |
North America @ Other ® Australia @ NZ India @ Europe™* @ Other
. e — _ Sowrce: Source: HS Markat
Source: iHS Maral. Excludes offol "MENA-10 countres *FYTD _w-Mar WMENA-10 Courtries “FYTD Ju-Mar ~*Eumpe indudes EU-27 and UK

https://www.mla.com.au/globalassets/mla-corporate/prices--markets/documents/os-markets/red-meat-market-

I{ AN T AR snapshots/2020/mena_2020-mla-mi-snapshot-28092020 _distribution.pdf ml a
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While claimed awareness of beef COO rose during the pandemic has declined this
vear. The proportion purchasing imported beef weekly has fallen, down amongst
those aged 30+ versus last year.

Know Country of FREQUENCY OF BUYING

.. SLAUGHTERED LOCALLY AND BEEF
Origin?
889 B Slaughtered Locally
83% 81% S 6% w
+11 Imported
+2
30 31

\ \ \ \ \ _5 14 +3

2018 2019 2020 2021 g -17 9 +1 +2 2

3 . 1 2 3 3 3
Every week Every fortnight At least once a Every 6 months Once a year Less than once a Never
, month year
Differences vs 2020
(GF3B) Do you know the country of origin of the beef you buy? Base: (n=408) - .

I(ANTAR (CH4) How often do you buy imported beef? Base: (n=408) W Slg. different at 95% mla

MEAT & LIVESTOCK AUSTRALIA

(CH4LOC) How often do you buy local beef? Base: n=408



Similarly to beef, claimed awareness of lamb COO has fallen in the last year, now back to
H pre-COVID levels. Frequent purchase of imported product has also declined, with a
commensurate rise in those who claim they have ‘never’ bought imported.

Thought for discussion:
Has there been a change in the

FREQUENCY OF BUYING regulation or labelling that could

KEY: SLAUGHTERED LOCALLY AND LAMB , _
impact awareness of imported
purchase?
Know Country of
Origin? W Slaughtered locally
+15
92%
85% 0% 81%V
Imported
+6
-8 P +17
19 " - 20
20 . 14 1 5 +1 41 +1
5 .
2 2 2
\ \ \ \ \ . L i -
2018 2019 2020 2021 Every week Every fortnight At least once a Every 6 months Once a year Less than once a Never

month year

Differences vs 2020

(LBH1A) Do you know the country of origin of the lamb you buy? Base: (n=451)
I(AN TAR (CH7A) How often do you buy the following types of imported Halal compliant lamb/mutton? Base: (n=451) VW Sig. different at 95% mla

MEAT & LIVESTOCK AUSTRALIA



Top of mind awareness is down for Local and Australian Beef, taking AU back to 2018
levels. Lower funnel metrics (claimed consumption) returning for AU after dip in 19/20,
but local still well ahead.

BRAND HEALTH — BEEF

AUSTRALIAN BEEF AMERICAN BEEF NEW ZEAEAND BEEF’ - BRAZ'L'?N SEEF 20 ‘19 ‘18 LOCA;)BEEF 50719 ‘18

% ’70 ‘19 ‘18 % 90’19 ‘18 % 20 '19 ‘18 °
>pontaneous 54 y 64 5755 22 e 23 26 22 27 +0 28 24 29 ¥V 38 74 54
Total Awareness 80 78 77 72 41 43 32 42 53 51 45 51 & o7 59 44 = 86 96 &3
Ever Eaten 59 57 62 63 17 18 17 21 25 32 33 37 > 29 40 29 82 83 92 81
Eat P12M 52 44 51 51 14 11 14 12 19 23 23 24 = 42 3026 = 81 92 75
Eat P3M 41 29 37 36 10 8 10 © 13 12 12 15 > 23 21 20 /2 79 88 69
Past Month 36 20 25 29 8 6 6 3 8 6 6 12 2/ 20 11 13 66 72 86 60
Most Often 18 7 7 22 5 5> 3 2 . 1 1 4 | 2 50 ¥ 61 80 52

BBH1. Spontaneous Awareness, BBH2. Prompted Awareness, BBH3. Ever Eaten, BBH4. Eaten last year, BBH5. Eaten in the

I(AN TAR last 3 months, BBH6. Eaten last month, BBH8. Most often Base: '21 (n=249) 20 (n=264), 19 (n=253), 18 (n=202) W Sig. different at 95% mla

Base — Bought beef in past month or ever buy beef VIEAT & LIVESTOCK AUSTRALIA



AU has three clear associations, bordering on strengths: consistent quality, welfare and most
superior beef, but not seen as Fresh. Local beef associations are clear in consumers minds,
standing for fresh, superior, families favourite and safe to eat (the same as 2020, but softening).

DRIVERS OF POWER AUSTRALIAN AMERICAN 'NDIAN BRAZILIAN
g (ranked top to bottomn] BEEE BEEE BEEF/BUFFALO BEEE LOCAL BEEF
MEAT
More nutritious 1 1 ) 0 1
Fresh 4 il 0 -3 8
Fresh and Nutritious (17%) The meat is usually tender 0 -2 1 -1
| trust that this beef is slaughtered according to sharia law and is therefore Halal 0 1 0 1 3
Halal (15%) Is my/my family’s favourite beef 1 0 2 3 3
‘ Is the most superior beef 3 ‘ 3 0 1 3
Superior Cuts (12%) Offers a variety of cuts that suit the meals | make ) p) ) 5 1
Welfare (12%) The animal is well-cared for 4 ‘ 0 Al 2 -2
s ea:sy and convenient to purchase 0 | -2 -1 1 0
Guaranteed safetoeat -3 1 0 -5 4
Everyday Consistency (11%) ‘ Consistent quality standards 3 ‘ 1 -1 -1 2
Environment (10%) The industry is environmentally sustainable -1 0
Marbled (9%) The fat is nicely marbled -1 -2
Low Fat (7%) Low in fat -2 -7
Cheap (7%) Cheaper . -

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
impressions 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 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



While they have softened in the last year, Local’s strengths are drivers of
Premium, in particular Fresh, Halal and Family Favourite.

INDIAN

DRIVERS OF PREMIUM AUSTRALIAN AMERICAN BRAZILIAN
~ (ranked top to bottom) BEEF BEEF BEEF/BUFFAL BEEF LOCAL BEEF
O MEAT
More nutritious 1 1 2 0 1
Fresh 4 1 0 -3 8
Fresh and Nutritious (14%) The meat is usually tender S . , . B
| trust that this beef is slaughtered according to sharia law and is therefore Halal 0 1 0 1 5
Halal (14%) Is my/my family’s favourite beef 1 0 ) -3 3
Is the most superior beef 3 3 0 1 3
Superior Cuts (13%) Offers a variety of cuts that suit the meals | make ) 2 ) 5 1
 Welfare (13%) The animal is well-cared for 4 0 1 2 -2
Is easy and convenient to purchase 0 -2 -1 1 0
Guaranteed safetoeat -3 1 0 -5 4
Everyday Consistency (11%) Consistent quality standards 3 1 1 1 ’)
Environment (11%) The industry is environmentally sustainable 0 1 1 -1 0
Marbled (9%) The fat is nicely marbled -1 3 -2
Low Fat (8%) Low in fat -2 1 -7
Cheap (7%) Cheaper -1 1-19

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
I(AN TAR 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
o impressions we’d like. Base: (n=249). Attributes are grouped according to level of co-endorsement i.e. when respondents endorse one attribute for a
+5 or more = relative category strength ) - - _ - ] -
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.

MEAT & LIVESTOCK AUSTRALIA



As we see with the factor groupings, at the statement level, what drives
H Power, also drives Premium. Fresh, safe to eat, Halal and consistent quality
should be communicated to grow brand volume and value.

These associations are simulated in the Meaningfully Different model to ascertain which will drive the greatest growth in Power and Premium

OBJECTIVE: o

GROWING EQUITY/VOLUME ~ | GROWING PREMIUM/VALUE

TOP 5 ASPECTS TO 2. Guaranteed safe to eat 2. Guaranteed safe to eat

FOCUS ON WHEN

DRIVING THESE 3. | trust that this beef is slaughtered 3. | trust that this beef is slaughtered
OBJECTIVES IN according to sharia law and is therefore Halal according to sharia law and is therefore Halal

THIS MARKET..

4. Consistent quality standards 4. Consistent quality standards

5. Is my/my family’s favourite beef 5. Is my/my family’s favourite beef

KANTAR mia
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BEEF BRAND HEALTH & PERCEPTIONS - IMPLICATIONS:
AU Beef has strong equity which supports both brand power and our premium. Local is

the family favourite but has seen equity eroded this year.

What do
we see?

Now
what?

j‘) AU and Local strongest
brand health

AU and Local are the dominant brands, but
local is by some way the #1 brand in
market.

2

Brazil and AU beef very 3 The attributes that build
similar brand equity, but power, also build premium
differing associations

AU is has some associations that Associations of Fresh,
are leaning towards strengths but guaranteed safe to eat, and
in truth it is not clearly defined. consistent quality are all
These are in consistent quality, attributes that build brand

superior and animal well cared for.

o : : power and premium.
Brazil is known for offering variety

$

AU well positioned with an
established brand to take
advantage of any shortfall for
local and continue to hold the
position amongst imported

product.

IKANTAR

Consistent quality is an association with which we already have some
traction and can credibly re-build. Ensure that we are communicating
how we achieve our consistent quality (through process) and then
ensure we are delivering against expectations of that consistent
guality to grow premium equity and drive consumer choice.
(Consistent with UAE)

’mla
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LAMB BRAND HEALTH
& PERCEPTIONS

4 )
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.
- Y,

®mia
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Within the competitive landscape, local lamb recovers from 2020 declines,
H while Sudanese has built top of funnel back to 2018 levels. AU remains
stable through all funnel metrics.

| BRAND HEALTH — LAMB

AUSTRALIAN LAMB NEW ZEALAND LAMB LOCAL (NAEMI) LAMB INDIAN MUTTON/LAMB SUDANESE LAMB
% % % % %

20 ‘19 ‘18 20 ‘19 ‘18 20 19 18 20 19 ‘18 201918
Spontaneous 51 51 50 38 22V 35 18 22 40 37 66 46 21 25 15 12 51 35 37 48
Total Awareness 76 69 79 59 52 y 63 52 52 94 80 98 74 39 43 43 42 76 74 69 65
Ever Eaten 52 49 58 35 24 W 36 29 24 91 80 96 61 23 20 22 19 59 44 45 51
Eat P12M 41 40 45 26 16 19 14 10 89 79 95 59 20 14 14 9 44 31 32 49
Eat P3M 29 27 34 12 10 12 8 5 84 74 92 58 18 9 10 3 34 24 18 44
Past Month 22 18 18 6 7 9 4 4 75 71 90 56 12 g8 8 2 21 17 10 38
Most Often 11 6 6 4 2 4 1 2 67 59 86 53 3 1 2 2 7 6 2 25

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

I(AN TAR last 3 months, LBH6. Eaten last month, LBH8. Most often Base: 21 (n=251) '20 (n=235) ‘19 (n=249), 18’ (n=185) W Sig. different at 95% mla

Base — Bought lamb in past month or ever buy lamb VIEAT & LIVESTOCK AUSTRALIA



We also see some YoY shifts in repertoire. With the growth in Sudanese flowing

through into the repertoire of both local and AU lamb consumers.

If I've bought...

AUSTRALIAN LAMB

LOCAL (NAEMI) LAMB

On average, I’'ve also bought... 2020 2021 2020 2021
Australian lamb A8 41|
New Zealand lamb 33 17 | 24 17 |
Local (Naemi) lamb 96 ss |
Indian mutton/lamb 19 31 1 16 221
Somali lamb 25 7 16 6l
Welsh lamb 12 0 6 0
Sudanese lamb 32 44 1 38 45 1
Syrian lamb 16 13 25 15 |
Ethiopian lamb 10 2 10 1
Georgian lamb 12 2 8 1
Romanian lamb 14 3 11 3

Base Trialists: Total (n=245), Australia (n=104); New Zealand (n=41), Local (n=224), India(n=50), Sudan (n=110)

I(AN TAR QLBH4. And which have you eaten in the last year?

*Caution low base

SUDANESE LAMB

2020

41

18

30

27

16

96

2021
42
12 |
92
32
9 |
0
16
2
0
2
mia
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Local Lamb is clearest in consumers minds, a safe, fresh favourite that’s high in fat,
but expensive. AU plays to some superiority and safety but Halal is weaker relative
to the competitive set where Sudan is strongest.

DRIVERS OF POWER AUSTRALIAN NEW ZEALAND (;CA)Eﬁ/h) INDIAN SOMALI SUDANESE
(ranked top to bottom) LAMB LAMB AN MUTTON/LAMB LAMB LAMB
Fresh ) 3 6 1 1 -2
s the most superior lamb/goat 3 1 0 3 0 0
More nutritious g 0 3 -1 -1 0
Superior (28%) The meat is usually tender 0 3 3 2 0 1
Consistent quality standards ) 1 2 1 3 3
The animal is well-cared for 1 2 2 ) 1 -3
Guaranteed safe to eat 3 3 2 3 -4
Easy Everyday (26%) Is easy and convenient to purchase 2 1 1 1 0 -1
I t-rust that this Iamb/gc?at is slaughtered E 3 y 3 > 3
according to sharia law and is therefore Halal
Is my/my family’s favourite lamb/goat 0 0 4 1 0 3
Variety of Cuts (13%) Offers a variety of cuts that suit the meals | make 2 3 | 1 | 0 -1 0
Environment (13%) The industry is environmentally sustainable 1 1 -2 -2 2 -3
Low Fat (11%) | Fo O 2 14 -3
Cheap (9%) Cheaper -2 -1 -29 2

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
I(AN TAR 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=251). Attributes are grouped according to level of co-endorsement i.e. when respondents endorse one attribute for a mla

+5 or more = relative category strength MEAT & LIVESTOCK AUSTRALIA

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.



As with Beef, the associations that grow brand equity also grow
Premium. Safe, nutritious and fresh, coupled with quality standards.

These associations are simulated in the Meaningfully Different model to ascertain which will drive the greatest growth in Power and Premium

OBJECTIVE: 4

GROWING EQUITY/VOLUME ~ | GROWING PREMIUM/VALUE

FOCUS ON WHEN

OBJECTIVES IN

THIS MARKET..

4. The meat is usually tender 4. The meat is usually tender

5. Consistent quality standards 5. Consistent quality standards

KANTAR mia
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LAMB BRAND HEALTH & PERCEPTIONS- IMPLICATIONS:
Australian and Local product remain #1 and 2, Sudanese lamb the big improver. With the key

drivers of equity and premium the same in KSA we can build both with focused activity.

What do
we see?

Now
what?

j‘) Local lamb very strong, Sudanese lamb a big

Improver moving past AU.

Local Lamb has a very strong brand, while Sudanese
have increased their strength through the brand funnel
and this is reflected in improved brand equity.

AU is known for being the low in fat, superior and safe
to eat.

Sudanese more of a substitute for Local but
establishing a growing role in the repertoire
of Saudis, including those who consume AU.

IKANTAR

\J Current associations can be leveraged to

build both Power and Premium

The top 5 attributes that drive Power and Premium
are the same: Being seen as safe to eat, nutritious,
and being seen as fresh, tender along with
consistent quality. Two of these are already areas
of relative strengths

Presents an increasing need to differentiate
on our superior and safe associations, which
are currently bordering on strengths.

’mla
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LAMB DEEP

4 )
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.

®mia
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Local Butchers are the primary and most frequently used channel for lamb
purchase, gourmet butchers are #2 with no change in their frequency of
use since versus last year.

ALL LAMB PLACES OF PURCHASE NET: Once per Diff vs 20
month or more ‘Not at all’
r ____________________________________________________ I
I Local butcher 86 % -1%
[
I Gourmet butcher 42 % +2 % [
h || || || Il D IS S IS IS S S B IS IS IS IS IS BB S IS IS IS IS IS IS IS IS IS DD IS IS IS IS DD IS IS DD IS IS D D D D D D D D D D S S .
Wet market 38% +22% A
Hypermarket 39% +21% A
Supermarket 23% +7%
Direct from farm/farmers market 14 % +15% A
Convenience store 18 % +7%
From a family member 11% +9% A
Somewhere else 6 % 0%
Online retailer FZ— 9% +2%
W Every day B More than once a week ® Once a week M 2-3 times a month
B Once a month Once every few months B Only once in the last 6 months ™ Not at all
QR3B. How often have you bought lamb from each of these locations in the last six months? Base: ‘21 (n=248) 20 (n= 251) o
AV Sig. different at 95% -

KAN TAR Online Retailer: Online Supermarket 55%, Online-Only Retailer 36%, Other 15% (ONL5L. Where did you buy your lamb online)
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With the exception of local butchers, all other channels monthly usage has
been on a downward trend in recent years.

| PLACES OF PURCHASE (Lamb)

Once per month or more often (net)

86 86 | 86 | Local Butcher
80 I_ ________ I
68 5 butch
56 546 61 —Gourmet butcher
~w. 47 E=R=aks —
—— Wet market
(J I
36 : élé

—Supermarket

11 —— =t -
=(0nline retailer

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)
I(AN TAR Online Retailer: Online Supermarket 72%, Online-Only Retailer 19%, Other 14% (ONL5B. Where did you buy your beef online) VW Sig. different at 95% mla
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That said, those who are buying lamb, which is most of our sample, claim to be doing
so to similar levels vs. last year. For the 1 in 9 who are buying more this year the

primary driver is family influence.

VS LAST YEAR, | AM BUYING...

—

o

H A lot more

EVER BOUGHT LAMB: A little

90%

Yes

B About the
— same

A little less

H A lot less

I(AN TAR CH6. Do you ever buy lamb? Base: (n=500)
VOLL1. Amount of lamb purchased Base: (n=451)

13%

5%

Skews towards consumers who are Male, AB social class and higher income (241K

Who?

SAR+), and more likely to shop online for meat.

CHANGING VOLUME REASONS (YEAR ON YEAR)

44

Have heard alot Cooking at home Better availability | have become
about the benefits more often more confident to
of eating lamb cook lamb

It’s becoming more Good quality
popular with my
family in the meals |
cook

MEAT & LIVESTOCK AUSTRALIA




Only 1 in 10 imported red meat consumers have never bought lamb, falling from about 2 in
H 10 back in 2019. The #1 barrier is lamb being too fatty, an issue for half of all non-users,
significantly higher than the global average. #2 is the smell, a barrier for about 1 in 3.

Barriers

Global Average:

r
Who? Skews towards I 6 | 29 28 14 30 17 33 20 2
consumers of C1 social class, I |
Jeddah and more frequent I
——_beefbuyers I [
. |
. |
Of the sample : -
0 | 31
A have never | \ 29 29 -
24
bought lamb | | 22
. |
2020: 18% [ I
| , ’
\ \ \ \ \ \ \ E
2019: 17% [ : s s ) ) : L :
Lambistoo] |don’tlikethe Don’tlikethe |don’tbuyand |don’tknow Lambistoo Didn’tgrowup Lamb is not Other
[ fatty I smell of lamb  taste of lamb prepare lamb at how to cook expensive eating lamb/ available where
—] home, but | do lamb not familiar | shop
eat it when with lamb
dining out

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

I(AN TAR QCH6a. Why do you not buy lamb? Base: (n=49) W Sig. different at 95% mla
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LAMB DEEP DIVE - IMPLICATIONS:
Most in the KSA are purchasing and eating lamb, with little change compared to last year.

Taste, fattiness and smell, and a lack of familiarity the key barriers for those not eating

@ : : : @ Barrier of fattiness, and facilitator of
Narrowing of channel options in 2021 better quality
Only local butchers (the channel with greatest In KSA fattiness of lamb significantly above
What do penetration for lamb) have seen their the global average and comfortably #1
we see? frequency maintained over time. All other barrier, those who don’t currently eat
channels have declined in their more frequent suggesting better quality and opportunities
use. to try the product.
It there is a narrowing route to Does our product lend itself to
Now consumers for Lamb, or less frequent alleviating this barrier, or facilitating
what? purchasing, how does this impact the way communication or quality of the
that we support distribution in the KSA oroduct?
market for our Lamb?

KANTAR “mia
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ONLINE SHOPPIN
BEHAVIOUR
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Online shifted down in 2018 and has remained low, apparent uplift for purchasing
beef online this year. Online monthly use has generally reflected the trends in the
overall category rather than uncharacteristic changes.

PLACES OF PURCHASE (MONTHLY OR O

MORE OFTEN) — ONLINE

Is there other evidence of
fewer channels used and
less frequent visits across
channel in any secondary
data? Does this mean
larger basket sizes but less
frequent shops?

-

3 34 6 »
Online retailer 97
—Average % across 13 12 na
other channels 8 . 9
2018 2019 2020 2021 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)
I{AN TAR Online Retailer: Online Supermarket 72%, Online-Only Retailer 19%, Other 14% (ONL5B. Where did you buy your beef online) VW Sig. different at 95% mla
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For those who’ve ever bought beef online, the most common reason for doing so is
H saving time, which is the primary reason for more than 1in 5 and above the global
average. Comparison of products also seen as a benefit for 2 in 5.

FACILITATORS TO BUYING BEEF ONLINE:

Age skews to: 50+ 50+ 18-34 18-34

Global Average 36 38 36 31 33

Total Reasons %:

) 44
37
21

16 14 12 12
\ \ \ |
It saves me time because It’s easier to find or Having my red meat | can more easily There is more choice and

| do not visit a store access special offers/  delivered to my home/ compare the meat | want variety available online
sales/ affordable prices work is more convenient to buy e.g. by prices, than instore
for me country of origin

Main Reason Total Reasons

ONL3B. Which of the following reasons best describes why you buy beef online

I(AN TAR ONL4B. Which of these reasons also contributes to why you buy beef online mla

Base: (n=340)

MEAT & LIVESTOCK AUSTRALIA



For those who have not purchased beef online, concerns about the safety of the
H product are the #1 barrier (#2 at a global level).

BARRIERS TO BUYING BEEF ONLINE:

Global Average 46 52 22 24 16
Total Reasons %:

t o d

No differences in
order, or size of
barriers for lamb.

Concern about Prefer to see the  This option is not | am concerned It's more expensive
safety/ hygiene of rmeat before | buy it easily availableto about my personal
fresh meat bought me details security/
online and delivered privacy when

shopping online

R10B. Which of the below would you say are the main reasons you have never done this

IKANTAR  sese: (n=452) mia
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CHANNEL, ONLINE FACILITATORS & BARRIERS - IMPLICATIONS:
Unlike in other markets, we have seen a continued fall in the use of online for

purchasing beef and lamb in recent year. Barriers and drivers align with global.

1
C Online falls versus 2018 for both beef

What do
we see?

Now
what?

and lamb

Monthly or more frequent purchase of beef and
lamb online has been falling since 2018, for beef
this has seen a slight uplift this year, but the trend
aligns with other channels, with fewer claiming to
be used

A reduction in tle use of online by

consumers suggests a limited role for the

channel in getting red meat to consumers

for the time being. But targeted approach

to reflect specific behaviours could give
online a role.

IKANTAR

2
OConvenience, value and comparability

key facilitators

As seen in other MENA markets, largest
facilitators of online beef purchase are the
convenience of access, as well as ability to

compare product on key variables in the more
structured online environment.

‘

Supporting distributors or retailers to
facilitate this convenience could help to
increase the frequency of use amongst
those already comfortable with the channel.

’mla
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BEEF & LAMB

COO TRUST
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. Q'm"’l-;
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In MENA Trust in the AU COO red meat is above (for Beef) or in line (for Lamb) with
the global average.

Trustworthy (7 Point scale) — AU Beef & Lamb

" W

Saudi Arabia Saudi Arabia
Global average (KSA) Global Average (KSA)

m5+6+7 Very
trustworthy

w4

B1 Notvery
trustworthy + 2 + 3

BTR2B. How trustworthy is the imported beef from these countries — 7 Point scale \’/
KAN TAR Base: UAE (225); KSA (190) mla

Beef Global average — 10 markets — Japan, Korea, China, Malaysia, Indonesia, USA, KSA, UAE, Vietnam, Thailand; MEAT & LIVESTOCK AUSTRALIA
Lamb Global average — 7 markets - China, Malaysia, Indonesia, USA, KSA, UAE, Thailand



Looking at overall Trust, local beef by far the most trusted and AU beef sits in a
cluster of COO beef brands with Brazilian, NZ and Pakistani. But AU has a larger
proportion saying AU beef is ‘very trustworthy’ vs other international product.

H Top 3 Box - Trustworthy vs. Recommendation (beef)
(KSA)

100
4_%4 AU beef is a clear #2
when looking at % who
Pakistanibeef @ nominate top box (very
2 O trustworthy, or top 2 box).
|_
g New Zealand beef
= South African beef O 0 .
S 80 American beef
<))
g 8nadian beef
g
Note: scale
truncated for 60
visualisation 60 65 70 75 80 85 90 95 100

Trust (T3B)

BTR2B. How trustworthy is the imported beef from these countries

I(AN TAR Base: Australia (n=199); America (n=102), India (n=78), Newzealand (n=131), Canada (n=55), Brazil (n=181), Local beef mla
(n=223), South Africa (n=83), Pakistan (n=71), Ethiopia (n=50)
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H And AU lamb similarly falls into a grouping in a tier below the local product, this
time grouped with Sudanese and Georgian lamb. AU and Georgian product are
slightly more trusted relative to recommendation

Top 2 Box - Trustworthy vs. Recommendation

(KSA)
al (@emi) lamb

85
(72
oN
=
E > O Sud lantb
T udanese lan
'r'éu Indian mutton/lamb
£
5 Syrian lamb 0
Q
- © O Georgian lamb

Welsh lamb
45
Romaniawﬁgvmzlgaland lamb
Somali lamb
Note: scale o
truncated for Ethiopian lamb
visualisation 25
25 45 65 -

Trust (T2B)

BTR2B. How trustworthy is the imported beef from these countries

I(AN TAR Base: Australia (n=199); America (n=102), India (n=78), Newzealand (n=131), Canada (n=55), Brazil (n=181), Local beef mla
(n=223), South Africa (n=83), Pakistan (n=71), Ethiopia (n=50) VIEAT & LIVESTOCK AUSTRALIA



For both Beef and Lamb in KSA, consumers unprompted reasons for their trust are
the same. For those who are very Trusting of AU product, Freshness, Natural (and
product reputation for lamb) are significantly stronger.

t o d

Unprompted Reasons rated Trust (Top 3 Box Trust AU BEEF)

Total vs. AU vs. Local

(KSA)

For those who rate AU ‘very
trustworthy’ these 2 reasons

are significantly stronger

For those who rate AU ‘very

trustworthy’ these 3 reasons
are significantly stronger

\
19% | ! | | \
° 18% 17% 21%
15% 187 17%
14%
8% 7% I I 8% 8%

Halal / Quality/ Tasty Fresh  Natural/ no Healthy / Halal / Tasty Quality/  Healthy / Fresh Natural/ no
Sharia  high quality /delicious/ chemicals/ nutritional Sharia /delicious/ high quality nutritional chemicals/

compliant /premium best taste artificial value compliant best taste /premium value artificial
hormones / hormones /
anti biotics anti biotics

H Total H Total

BTR2B_WHY. Please describe why you chose these scores/rankings.

I(AN TAR Base: Australia (n=199); America (n=102), India (n=78), Newzealand (n=131), Canada (n=55), Brazil (n=181), Local beef mla
(n=223), South Africa (n=83), Pakistan (n=71), Ethiopia (n=50)
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Taste and quality are key drivers of trust however uniquely to KSA, provenance is the main
H contributor, and only seen in Korea and Malaysia in the top 5.

Trust imagery — Top 5 Correlations with Trust of AU BEEF
(All Markets)

Japan Korea Vietnam Thailand Malaysia Indonesia

High Quality Is. grown with the Has consistent Ha.s transparency Comes from the
highest standards . in all steps of perfect place to
Beef/Lamb quality standards .
at every step production produce beef

Does not use
Has consistent antibiotics or
quality standards

Has transparency
in all steps of
production

Has transparency
in all steps of
production

Has transparenc
in all steps of
production

Can be clearly
hormones when traced to its origin

grown/produced

High Quality Czrr'r]c\sstfrcl)arrcléclzs Is processed to the ngeestfrTan;;?s SERN I |s processed to the|ls processed to the High Quality
Beef/Lamb P P highest standards P P guality standards EalzENEEREl R EN S EICEIC Beef/Lamb
produce beef produce beef
IS. grown with the Is something | see Bzl e Can be clearly Bzl e Is something | see Ha.s transparency Can be clearly
highest standards : humanely . _ humanely : in all steps of . _
others eating traced to its origin others eating . traced to its origin
at every step produced produced production

YRR Has transparency Is grown with the
: . Is processed to the| | .
highest standards in all steps of : highest standards
: highest standards
at every step production at every step

Quality Process Provenance UiEseeelallivy)
Transparency

IMGB. Associate with each of the different countries for imported beef (Australian Beef)

I(AN TAR Base: Japan (n=776); Korea (774); Vietnam (447); USA (n=437); UAE (n=234); Indonesia (231); Thailand (227); Malaysia (227); mla
KSA (n=199)' Chlna (197) MEAT & LIVESTOCK AUSTRALIA

Has consistent Has consistent
quality standards quality standards

High Quality
Beef/Lamb

e ] =oR{R)[E] Has consistent
EGENENERPEICE quality standards




BEEF & LAMB COO TRUST PERCEPTIONS - IMPLICATIONS:
AU Beef and Lamb have both established high levels of Trust, along with local red meat

stand apart from the other COO product.

What do
we see?

Now
what?

j.) Local most trusted, AU strong, but \\2) Some key differentiators to tap into

sitting with a second tier
The same key reasons show up unprompted, for

Local stands apart from other COO on Trust for both beef : !
both beef and lamb, to explain their reason for

and Lamb. AU is strong with between 8 and 9 in 10 saying

they trust beef and lamb — ahead of the global average. Trust: Halal, taste, health and quality.
However for both AU beef and lamb are some way behind But, for those who are very trusting of AU, fresh
local, for beef in line with some other imported product, and natural are significantly higher.

and for lamb trailing Sudanese.

Our job is not necessarily to move people into top 3 Trust, the challenge is to elevate people from 5 and 6
into 7 by finding ways to communicate our unique assets. In particular communicating around our clean
rearing environment and natural approach to rearing can help to support trust of AU in a differentiating

manner.

KANTAR “mia
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FINAL
THOUGHTS &
DISCUSSION

V




FINAL THOUGHTS

1
\_/B)eef perceptions are stable,

but worth understanding that
it’s role is less clear vs, other
proteins. Both an opportunity
to take advantage of and a
challenge to consider iIn
ensuring a role for AU beef in
the repertoire of those In

K
'\

@A narrowing of channel

options means fewer
routes to consumers for
Lamb, or less frequent
purchasing, how does this
impact the way that we
support distribution in the
KSA market for our Lamb?

2)Consistent guality is an

association with which we
already have some traction
and can credibly re-build.
Ensure that we are
communicating how we
achieve our consistent
quality

5
J A reduction in the use of

online by consumers
suggests a limited role for
the channel in getting red
meat to consumers for the
time being. But targeted
approach to reflect specific
behaviours could give online
a role.

IKANTAR

mdanese lamb has grown this year,

now established as a strong brand
with improved brand equity. While
Sudanese more of a substitute for
Local it is establishing a growing role
in the repertoire of Saudis, including
those who consume AU. Need to
ensure we have a clear and distinct
role versus these local brands.

\6&2 is strong with between 8 and
9

in 10 saying they trust beef
and lamb — ahead of the global
average. To move those 5/6s to
7s communicating around our
clean rearing environment and
natural approach to rearing can
help to support trust of AU in a

differentiating manner.

’mla
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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.
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