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Digging down the country of origin level 

for Beef to understand their ‘brand’ 

associations, any strengths and 

weaknesses

Beef & Lamb COO Brand 
Health & Perceptions

A look at the awareness, claimed usage 

and associations with the different main 

proteins

Protein Landscape

An overview of the sample 

structure, geographic spread, 

survey inclusions and approach

Intros, Background & 
Methodology

Agenda…

Usage, barriers and facilitators of online 

red-meat purchase

Topic 3: 
Purchase Channel online

True Aussie logo performance and key 

associations tied to the TA brand. 

Topic 2: 
True Aussie awareness & 
perceptions

Level of Trust in different COO brands, and 

the key attributes for building Trust in AU 

product in the UAE market. 

Topic 1:
COO Trust perceptions 
for Beef & Lamb



MENA (KSA & UAE): A recap of some of your specific areas of focus 
from the brief

True Aussie

• 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?

We explore this in 

the True Aussie 

section

We explore this in 

the Lamb Deep dive



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

Surveying consumers about 

• their meat consumption habits and attitudes

• their perception of Australian beef and lamb 
versus competitors

• Drivers of purchase, purchase channel

• Trust in COO brands

10 markets in 2021

Historical data allows tracking of trends over time

SOUTH EAST ASIA

Malaysia (KL)

Indonesia (JK)

Thailand (BK)

Vietnam (HCMC)

7,800 consumer 
interviews in 2021

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

MIDDLE EAST

U.A.E.

Saudi Arabia

NORTH AMERICA

USA

EASTERN ASIA

Japan

South Korea

China

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

* UAE/KSA conducted with face to face interviewer  



DEMOGRAPHICS
COUNTRY 
INCIDENCE

SAMPLE 
STRUCTURE

Gender
Male 74% 45%

Female 26% 55%

Age

18-34 53% 45%

35-49 36% 49%

50-64 11% 5%

Cities 
Abu Dhabi 30% 50%

Dubai 26% 50%

Consumption
Buy Fresh Meat at Least 

Occasionally 
- 100%

MGBs Main Grocery Buyers - 86%

Children Households with Children - 70%

Income
241K - 322K AED - 67%

322,001 + AED - 33%

Religion Islam - 77%

DEMOGRAPHICS

Abu Dhabi

Dubai

Sample n=500 consumers



PROTEIN

LANDSCAPE
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Beef

Lamb

Mutton

Chicken

Goat

Fish

Other seafood

Beef TOM awareness increases this year, now on par with lamb which remains stable. For beef, last 
month purchase and last 7 day serves are back at 2018 levels, while lamb is stable. Chicken remains 
most purchased and consumed. 
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34%
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13%

34%

28%
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Beef 

Lamb/ mutton

Chicken

Goat 

S P O N TA N E O U S
A W A R E N E S S

A V E R A G E  S E R V E S  
L A S T  7  D AY S

B O U G H T  I N  L A S T  
M O N T H

Total Awareness

Top of Mind

Beef

Lamb

Mutton

Chicken

Goat

Fish

Other seafood

‘20

65

78

59

16

‘19

70

73

42

18

‘19

92

57

77

76

42

67

43

Sig. different at 95%

CH1 Spontaneous Awareness – When thinking about meat, which types come to mind? 
CH2  Bought in the last month – Which types of meat have you bought in the last month to prepare for a meal at home?
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=500) , ’19 (n=500), ’18 (n=448)
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58

13
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1.6
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1.0

1.6

1.1

‘18

1.4

0.8

0.9

2.0

0.6

1.2

0.7

‘20
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52

71

91
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43



IMAGE PROFILE: Understanding relative strengths and weaknesses

Brand size / familiarity effect
Some brands (or in this instance meat types) are more easily endorsed across all statements. This is 
often the case where larger, more well-known brands are more endorsed across all of the statements. 

Statement effect
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. 

01

02

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

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.

Image Profiling removes two effects from the data: 
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In UAE, Beef profile is fairly flat, with tenderness being the one clear strength. Consistent quality, easy to prepare 
and animal care are slight strengths. Beef’s relative weaknesses are clearer, they align with Fish and other 
Seafood strengths – high nutritional value, low in fat and important for growing children. 

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

Important associations – volume of purchase

Important associations – willing to pay more

Fresh

Cheaper

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

Is my/my family’s favourite meat

Is the most superior meat

I am willing to pay a bit more for this meat

Is easy and convenient to purchase

The meat is usually tender

M U T T O NL A M B G O ATF I S H O T H E R  S E A F O O DB E E F

+5 or more = relative category strength
-5 or less = relative category weakness. 
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Lamb and Mutton are the proteins seen as superior and well cared for driving consumers’. Lamb differentiates 
with willingness to pay more for, while mutton is associated with tasting delicious.

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

Important associations – volume of purchase

Important associations – willing to pay more

Fresh

Cheaper

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

Is my/my family’s favourite meat

Is the most superior meat

I am willing to pay a bit more for this meat

Is easy and convenient to purchase

The meat is usually tender

M U T T O NL A M B G O ATF I S H O T H E R  S E A F O O DB E E F

+5 or more = relative category strength
-5 or less = relative category weakness. 
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Chicken’s clearest strength is affordability. It is also seen as being versatile as well as important for growing 
children.

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

Important associations – volume of purchase

Important associations – willing to pay more

Fresh

Cheaper

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

Is my/my family’s favourite meat

Is the most superior meat

I am willing to pay a bit more for this meat

Is easy and convenient to purchase

The meat is usually tender

M U T T O NL A M B G O ATF I S H O T H E R  S E A F O O DB E E F

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



PROTEIN LANDSCAPE IMPLICATIONS:
Beef  and Lamb maintain  strong TOM awareness ,  lamb has  a  d ist inct  prof i le  of  
benef its  in  the UAE,  pos it ioning of  beef  is  less  c lear  compared to  other  proteins.  

What do 
we see?

1
Aw a r e n e s s  o f  B e e f  a n d  

L a m b  o n  p a r,  b u t  c h i c k e n  

m o s t  p u r c h a s e d  a n d  

c o n s u m e d

Lamb and beef on par in terms of 
awarenesss and purchase, chicken 

remains purchased and eaten more 
frequently than other proteins

D e f i n e d  r o l e s  i n  p r o t e i n  r e p e r t o i r e  o f  U A E  c o n s u m e r s  f o r  b e e f ,  

l a m b  a n d  c h i c k e n .  B e e f  l o s i n g  s o m e  d e f i n i t i o n  vs  o t h e r  p r o t e i n s ,  

a  p o t e n t i a l  wa t c h o u t  f o r  b e e f  o ve r a l l  a n d  p r e s e n t s  n e e d  f o r  

i m p o r t e d  t o  b e g i n  t o  r e i n f o r c e  q u a l i t y  a s s o c i a t i o n s  t h a t  a r e  n e a r  
t o  b e i n g  a  s t r e n g t h .  

C h i c k e n  i s  c h e a p ,  b e e f  

l a c k i n g  c l e a r  d e f i n i t i o n  v s  

o t h e r  p r o t e i n s

Chicken seen as considerably cheaper 
protein than others, while beef lacks 

clear strengths other than tenderness. 
It ’s clearest definit ion is in weaknesses 

vs. f ish and seafood.

L a m b  s e e n  a s  s u p e r i o r  a n d  

p r e m i u m

Lamb has some clear strengths 
in being superior, well cared for 

and also consumers willing to 
pay more. 

Now 
what?

2 3

A u s t r a l i a ’ s  e x p e r t i s e  i n   o f  
g r o w i n g  P r e m i u m  r e d  m e a t  

p r o d u c t  a l i g n s  w i t h  t h e  r o l e  
o f  l a m b  i n  U A E  m a r k e t ,  

p r e s e n t i n g  a n  o p p o r t u n i t y  
f o r  A U  p r o d u c t



BEEF 
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.



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.

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

snapshots/2020/mena_2020-mla-mi-snapshot-28092020_distribution.pdf

M L A  m a r ke t  s n a p s h o t  – M E N A  ( 2 0 2 0 )



82%
93% 95% 99%

2018 2019 2020 2021

K n o w  C o u n t r y  o f  
O r i g i n ?

The vast majority of UAE consumers claim to know the country of origin of the beef they buy, which 
has increased consistently from 2018. Frequency of imported beef purchase has shifted from a 
weekly/ fortnightly skew in 2020 to a monthly skew in 2021.

(GF3B) Do you know the country of origin of the beef you buy? Base: (n=461)
(CH4) How often do you buy imported beef? Base: (n=461)
(CH4LOC) How often do you buy local beef? Base: (n=461)

25
20

34

13

0 1
6

1

27

19

36

11

0 0
5

1

Every week Every fortnight At least once a
month

Every 6 months Once a year Less than once a
year

Never Don’t know

F R E Q U E N C Y  O F  B U Y I N G  
L O C A L A N D  I M P O R T E D B E E F

Differences vs 2020

-13

Sig. different at 95%

-18

+19

+6
+5

Differences vs 2020



The softening of past month Beef consumption in UAE is driven by the softening of consumption of 
Local Beef. Pakistani Beef has grown awareness and trial but Australian Beef has managed to grow 
loyalty and is now on par with Local Beef on this measure.

Sig. different at 95%

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: ’21 (n=258) ’20 (n=254), ’19 (n=264), ’18 (n=253) Base –
Bought beef in past month or ever buy beef

72

91

71

63

42

31

23

AUSTRALIAN 
BEEF

%

59

84

55

42

27

21

14

INDIAN 
BEEF 

%

20

69

35

22

15

10

6

NEW ZEALAND 
BEEF

%

B R A N D  H E A LT H  – B E E F

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

’20 ’19 ‘18

70 43 54

80 80 65

70 43 51

62 34 44

45 26 39

33 20 35

15 12 23

’20 ’19 ‘18

26 18 25

61 51 50

34 25 31

23 19 28

14 12 18

9 8 12

2 3 7

’20 ’19 ‘18

39 40 36

70 81 52

47 40 25

34 31 17

24 25 15

16 18 13

11 14 9

’20 ’19 ‘18

55 62 4

80 84 76

71 74 61

67 66 59

56 60 52

47 58 44

39 53 36

55

82

69

62

51

38

26

LOCAL 
BEEF 

%

58

85

60

51

34

23

17

PAKISTANI 
BEEF 

% ’20 ’19 ‘18

35 26 19

61 56 46

40 32 20

34 20 12

27 13 8

22 6 7

13 3 4
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Low in fat

Offers a variety of cuts that suit the meals I make

The fat is nicely marbled

The industry is environmentally sustainable

The meat is usually tender

Is my/my family’s favourite beef

Is the most superior beef

Consistent quality standards

Fresh

More nutritious

Is easy and convenient to purchase

Guaranteed safe to eat

The animal is well-cared for

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

Cheaper
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-16

AU Beef is perceived in consumers minds as having strengths over competitor COOs in being more 
nutritious and offering variety of cuts, and has a number of associations that are bordering on 
strengths. It is seen as having a relatively high price.

DRIVERS OF POWER
(ranked top to bottom)
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A U S T R A L I A
N  B E E F

I N D I A N  
B E E F / B U F F A L O  

M E A T

A M E R I C A N  
B E E F

N E W  
Z E A L A N D  

B E E F

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=258). 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.

Environmental (25%)

Superior Quality (22%)

Halal (20%)

Cheap (9%)

Variety & Fat Cuts (25%)
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L O C A L  
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P A K I S T A N I  
B E E F
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2

1
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+5 or more = relative category strength
-5 or less = relative category weakness. 



Low in fat

Offers a variety of cuts that suit the meals I make

The fat is nicely marbled

The industry is environmentally sustainable

The meat is usually tender

Is my/my family’s favourite beef

Is the most superior beef

Consistent quality standards

Fresh

More nutritious

Is easy and convenient to purchase

Guaranteed safe to eat

The animal is well-cared for

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

Cheaper

AU Beef ’s  strengths  of  nutr i t ious,  and var iety  coupled with near  strengths in  
superior  such as  consistent  qual i ty ,  a l l  contr ibute to  our  strong Premium 
posit ioning.  Family  favourite and fresh supporting Local ’s  Premium posit ion.   

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=258). 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.

DRIVERS OF PREMIUM
(ranked top to bottom)
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I N D I A N  
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M E A T

N E W  
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B E E F

Environment (24%)

Superior Quality (23%)

Halal (21%)

Cheap (4%)

Variety & Fat Cuts (28%)
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P A K I S T A N I  
B E E F

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



With the change in endorsement of Local and Pakistani Beef AU Beef has lost the definition of 
Superior and Consistent quality despite strong endorsement for these statements. This image 
perception can be regained if this is our focus in 2022. 

G R O W I N G  EQ U I T Y/ VO LU M E G R O W I N G  P R E M I U M / VA LU E

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

K E Y  A R EA S  TO  
F O C U S  O N  W H E N  
D R I V I N G  T H E S E  
O B J EC T I V E S  I N  
T H I S  M A R K E T …

O B J EC T I V E :

1. Safe to eat

2. Tender Meat 

3. Consistent quality

1. Safe to eat

2. Consistent quality

3. Fresh



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?

1
AU  a n d  L o c a l  s t r o n g e s t  

b r a n d  h e a l t h ,  P a k i s t a n i  h a s  

g r o w n

AU and Local are the dominant brands, are 
on par for all  metrics through the funnel 

from awareness, to penetration, through to 
claimed consumption.  Pakistani beef has 
improved in the middle of the funnel but 
not yet at the bottom of funnel metrics. 

L o c a l  a n d  A U  n o w  o n  p a r ,  
c l e a r l y  d e f i n i n g  o u r  r o l e  i n  K S A  
c o n s u m e r s  r e d - m e a t  r e p e r t o i r e  

e s s e n t i a l  t o  c o n s o l i d a t e  o u r  
p o s i t i o n  i n  l i g h t  o f  l o c a l  

s o f t e n i n g .

Tw o  k e y  a s s o c i a t i o n s  w i t h  

a  p l a t f o r m  o f  s t r o n g  

a s s o c i a t i o n s

AU is seen as having variety and being 
more nutrit ious vs. other COO brands, 

however there are a number of 
attributes for which are borderline 

strengths for AU including superior beef, 
family favourite and consistent quality. 

These were strengths in 2020. 

Tw o  a t t r i b u t e s  t o  f u r t h e r  

b u i l d  o u r  b r a n d  e q u i t y  

Associations of consistent
quality and safe to eat are both 

in the top 5 attributes that build 
brand power and premium.

C o n s i s t e n t  q u a l i t y  i s  a n  a s s o c i a t i o n  w i t h  w h i c h  w e  a l r e a d y  h a v e  s o m e  
t r a c t i o n  a n d  c a n  c r e d i b l y  r e - b u i l d .  E n s u r e  t h a t  w e  a r e  c o m m u n i c a t i n g  

h o w  w e  a c h i e v e  o u r  c o n s i s t e n t  q u a l i t y  ( t h r o u g h  p r o c e s s )  a n d  t h e n  
e n s u r e  w e  a r e  d e l i v e r i n g  a g a i n s t  e x p e c t a t i o n s  o f  t h a t  c o n s i s t e n t  

q u a l i t y  t o  g r o w  p r e m i u m  e q u i t y  a n d  d r i v e  c o n s u m e r  c h o i c e .

Now 
what?

2 3



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. 



Almost all of our sample (MGBs and imported meat purchasers) claim to know the COO of 
the lamb they purchase. In 2021, we’ve seen a significant increase in the claimed weekly 
consumption of imported lamb is now in line with local lamb purchase.

29 27
32

10

0 0 2

30

20

29

11

1 1 3

Every week Every fortnight At least once a
month

Every 6 months Once a year Less than once a
year

Never

F R E Q U E N C Y  O F  B U Y I N G  
L O C A L A N D  I M P O R T E D  L A M B

(LBH1A) Do you know the country of origin of the lamb you buy? Base: (n=426)
(CH7) How often do you buy imported lamb/Halal compliant lamb? Base: (n=426)
(CH7LOC) How often do you buy local lamb/Halal compliant lamb? Base: (n=426)

79%
92% 95% 97%

2018 2019 2020 2021

K n o w  C o u n t r y  o f  
O r i g i n ?

Differences vs 2020

+10+6 -5-3
+1+2

+6+5

-4+1



Similar to what we see for Beef, we see AU Lamb and Pakistani Lamb increasing across 
the brand health measures. Local Lamb, has maintained the stability through the funnel 
in spite of competitor increases and has not seen the declines that Local Beef saw.

Sig. different at 95%

LBH1. Spontaneous Awareness, LBH2. Prompted Awareness, LBH3. Ever Eaten, LBH4. Eaten last year, LBH5. Eaten in the 
last 3 months, LBH6.  Eaten last month, LBH8. Most often Base: ’21 (n=242) ‘20 (n=246) ‘19 (n=231), ’18 (n=223) 
Base – Bought lamb in past month or ever buy lamb

B R A N D  H E A LT H  – L A M B

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

73

93

81

69

55

39

28

AUSTRALIAN LAMB
%

54

82

62

54

45

35

29

LOCAL (NAEMI) LAMB
%

52

85

61

47

30

22

17

INDIAN MUTTON/LAMB
%

B R A N D  H E A LT H  – L A M B

’20 ‘19 ‘18

67 45 54

86 88 73

65 48 47

48 34 37

41 29 30

32 24 26

24 19 25

’20 ’19 ‘18

49 59 9

78 80 51

58 66 27

49 59 20

38 52 17

33 47 14

30 45 12

’20 ’19 ‘18

40 39 52

78 86 71

50 41 52

41 29 37

31 23 32

26 18 27

19 14 23

51

87

55

39

25

18

13

PAKISTANI MUTTON/LAMB
%

’20 ’19 ‘18

30 34 26

78 68 59

30 34 26

23 24 17

16 13 11

11 10 11

7 8 7

23

67

34

24

15

7

5

NEW ZEALAND LAMB
%

’20 ’19 ‘18

33 17 20

70 66 52

36 34 25

30 22 16

20 16 10

14 10 7

6 6 6



Guaranteed safe to eat

Is my/my family’s favourite lamb

The meat is usually tender

More nutritious

Fresh

Is the most superior lamb

Is easy and convenient to purchase

Offers a variety of cuts that suit the meals I make

The animal is well-cared for

Consistent quality standards

I trust that this lamb/goat is slaughtered according to sharia law and is therefore 
Halal

Low in fat

The industry is environmentally sustainable

Cheaper

AU Lamb is well positioned on the biggest drivers to equity – being seen as superior and a 
family favourite, as well as of consistent quality. Local Lamb is also seen as a family favourite 
while Somali and Pakistani Lamb are seen as the cheaper lamb in the market

DRIVERS OF POWER
(ranked top to bottom)

4

7

2

4

-4

8

3

4

-1

6

-6

-4

-2

-21

0

0

3

1

1

-1

3

0

2

1

-2

-1

2

-4

1

5

0

4

3

4

-4

-3

-1

1

4

-3

-2

-8

-4

4

0

-2

-1

5

2

-4

-2

0

-2

-4

-1

8

L O C A L  
( N A E M I )  L A M B

N E W  
Z E A L A N D  

L A M B

I N D I A N  
M U T T O N / L A M B

A U S T R A L I A N  
L A M B

LBH9. Here are some things which people have said about lamb.  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=242). 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.

Better For My Family (35%)

Quality Cuts (22%)

Halal (13%)

Cheaper (6%)

Low Fat (12%)

Environment (12%)

0

-3

0

-2

1

-3

-2

1

2

-1

3

4

0

5

0

-2

-2

0

0

-1

0

3

0

-2

3

4

2

-1

0

-1

0

0

0

-1

-1

0

-1

0

-1

2

-1

4

0

3

0

1

1

2

1

-5

-4

0

-3

-9

-1

15

S U D A N E S E  
L A M B

W E L S H  L A M B
P A K I S T A N I  

M U T T O N / L A M B
S O M A L I  

L A M B

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



Guaranteed safe to eat

Is my/my family’s favourite lamb/goat

The meat is usually tender

More nutritious

Fresh

Is the most superior lamb/goat

Is easy and convenient to purchase

Offers a variety of cuts that suit the meals I make

The animal is well-cared for

Consistent quality standards

The industry is environmentally sustainable

Low in fat

I trust that this lamb/goat is slaughtered according to sharia law and is therefore 
Halal

Cheaper

AU Lamb’s strengths across key attr ibutes in better for my family (family’s  
favourite and superior lamb) coupled with a strength in consistent qual ity 
driving AU’s lead on brand Premium. 

DRIVERS OF PREMIUM
(ranked top to bottom)

L O C A L  
( N A E M I )  

L A M B

I N D I A N  
M U T T O N / L A

M B

A U S T R A L I A N  
L A M B

4

7

2

4

-4

8

3

4

-1

6

-2

-4

-6

-21

1

5

0

4

3

4

-4

-3

-1

1

-2

-3

4

-8

-4

4

0

-2

-1

5

2

-4

-2

0

-1

-4

-2

8

LBH9. Here are some things which people have said about lamb.  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=242). 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.

Better For My Family (34%)

Quality Cuts (22%)

Halal (10%)

Cheaper (2%)

Environment (16%)

Low Fat (16%)

0

-3

0

-2

1

-3

-2

1

2

-1

0

4

3

5

0

3

0

1

1

2

1

-5

-4

0

-1

-9

-3

15

P A K I S T A N I  
M U T T O N / L A

M B

S O M A L I  
L A M B

N E W  
Z E A L A N D  

L A M B

0

0

3

1

1

-1

3

0

2

1

2

-1

-2

-4

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



Australia should continue to support its positioning on safety as this is a top contributor 
to growing the COO’s equity and justified premium. 

G R O W I N G  EQ U I T Y/ VO LU M E G R O W I N G  P R E M I U M / VA LU E

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

K E Y  A S P EC T S  TO  
F O C U S  O N  W H E N  
D R I V I N G  T H E S E  
O B J EC T I V E S  I N  
T H I S  M A R K E T …

O B J EC T I V E :

1. Safe to eat

2. Fresh

3. Convenient purchase 

1. Safe to eat

2. Fresh

3. Convenient purchase 



LAMB BRAND HEALTH & PERCEPTIONS - IMPLICATIONS:
Au stra l ian  an d  Lo c a l  p ro d u c t  re main  # 1  an d  2 ,  h o w e ver  Pak is tan i  lamb  th e  b ig  imp ro ve r .  With  th e  
ke y  d r ive rs  o f  e q u i ty  an d  p re miu m th e  same  in  UA E w e  c an  b u i ld  b o th  w i th  fo c u se d  ac t iv i ty .  

What do 
we see?

1 AU  L a m b  c o n s o l i d a t e d  b r a n d  h e a l t h  a n d  k e y  

s t r e n g t h s ,  P a k i s t a n i  l a m b  a  b i g  i m p r o v e r

AU Lamb and Pakistani Lamb have increased their 
strength through the brand funnel and this is reflected 

in improved brand equity for both. 

AU is known for being the family ’s favourite, superior 
and having consistent quality standards.  

A U  L a m b  h a s  a  c l e a r  p o s i t i o n i n g  t o  p r o t e c t .  T h e  
a s s o c i a t i o n s  t h a t  d r i v e  b r a n d  e q u i t y  a n d  b r a n d  

p r e m i u m  a r e  t h e  s a m e ,  a n d  w e  o w n  a  n u m b e r  o f  
t h e s e  s t r e n g t h s .

S a f e t y  a n d  c o n v e n i e n c e  t h e  t w o  

o p p o r t u n i t i e s  t o  f u r t h e r  g r o w

There are three key attributes that will further do 
the job of driving both Power and Premium: Being 
seen as safe to eat, being convenient to purchase, 
and being seen as fresh. Safe and convenient are 
two associations that are borderline strengths for 

AU.

Now 
what?

2

H o w  c a n  w e  c o n t i n u e  t o  l e v e r a g e  c o m m u n i c a t i o n s  
a n d  t h e  s y s t e m s / d i s t r i b u t i o n  r e l a t i o n s h i p s  w e  
h a v e  i n  p l a c e  t o  c o m m u n i c a t e  t h e  s a f e t y  o f  A U  
l a m b  a n d  s u p p o r t  t h e  e a s e  a n d  c o n v e n i e n c e  o f  

a c c e s s  t o  o u r  p r o d u c t ?



LAMB 

DEEP DIVE



There appears  to  behave been a s ignif icant  reduct ion in  the number of  channels  
used to  buy lamb in  2021,  with  al l  but  the three pr imary channels   increas ing on 
proport ion who are not  us ing them at  al l .  

QR3L. How often have you bought lamb from each of these locations in the last six months? Base: ‘21 (n=249), ‘20 (n=249)
Online Retailer: Online Supermarket 83%, Online-Only Retailer 37%, Other 4% (ONL5L. Where did you buy your lamb online) 

1

2

3

2

3

1

3

3

1

1

2

3

2

5

2

4

6

2

1

2

2

3

2

5

12

9

14

24

1

1

3

2

3

4

10

12

13

18

20

2

6

2

4

5

11

11

21

20

15

1

2

4

5

8

6

14

11

17

16

18

5

8

4

14

9

10

8

4

15

10

4

90

84

80

75

69

67

47

42

21

16

10

Somewhere else

From a family member

Online retailer

Direct from farm/farmer s market

Convenience store

Department store

Gourmet butcher

Supermarket

Wet market

Local butcher

Hypermarket

Every day More than once a week Once a week 2-3 times a month

Once a month Once every few months Only once in the last 6 months Not at all

A L L  L A M B P L A C E S  O F  P U R C H A S E N E T:  O n c e  p e r  
m o n t h  o r  m o r e  

6 8 %

1 4 %

1 7 %

3 0 %

4 3 %

4 6 %

5 9 %

D i f f  v s  ’ 2 0
‘ N o t  a t  a l l ’

+ 3 %

+ 1 2 %

+ 1 0 %

+ 8 %

+ 2 4 %

- 8 %

- 3 %

+ 2 1 %

+ 1 6 %

+ 1 6 %

+ 1 5 %

5 %

3 %

6 %

1 3 %

Sig. different at 95%



Of those who have bought Lamb (the major ity  of  our  red meat  purchasers) ,  the 
amount they were purchasing remained stable  with  no net  movement overal l  in  the 
amount purchased YoY.  

85%

Yes

E V E R  B O U G H T  L A M B :

M u c h  

l e s s

A  l i t t l e  

l e s s

A b o u t  t h e  

s a m e

A  l i t t l e  

m o r e

M u c h  

m o r e

15% 13%

V S  L A S T  Y E A R ,  I  A M  B U Y I N G …

3
12

72

12
1

CH6. Do you ever buy lamb? - Rebase to total. Base: (n=500)
VOLL1. Amount of lamb purchased. Base: (n=426)



Of the few UAE consumers that  are  buying less  lamb,  the main reason is  
l imitat ion of  meat  in  general .  Of  those that  are buying more lamb,  the reason 
i s  that  i t  i s  becoming more popular  with  their  family.

M u c h  

l e s s
A  l i t t l e  l e s s A  l i t t l e  m o r e

M u c h  

m o r e

39

30

26

24

20

20

17

17

13

9

It’s becoming more popular with my family in the 

meals I cook

Cooking at home more often

Better availability

Good quality

Have heard a lot about the benefits of eating lamb

I have become more confident to cook lamb

Good prices

I understand how to cook lamb correctly now

Change in family size or number of people living in 

the household

Seeking to try something different

38

26

23

22

20

18

17

15

2

Eating more meals with less meat

Change in family meal preferences

Pricing/ less affordable

Reduced availability

Reducing the portion of lamb in my meals

Swapping the lamb in my meals for a different meat

Cooking at home less often

Change in family size or number of people living in 

the household

No longer like the taste or smell of lamb

VOLL3. Why you have reduced the amount of lamb you are purchasing. Base: (n=65)
VOLL2. Why you have increased the amount of lamb you are purchasing. Base: (n=54)



1 in 6 in the UAE are not buying lamb, this  is  down vs.  2019 and 2020.  For 
this  group taste,  fattiness and a lack of  famil iarity are the key barriers.  

Sig. different at 95%
CH6. Do you ever buy lamb? Base: ’21 (n=500), ’20 (n=500) (Never bought lamb rebased to total sample)
QCH6a. Why do you not buy lamb? Base: (n=74) 

15%
Of the sample 
have never 
bought lamb

46 43

27 24

14 14 11

1

32
27

8

35

13
7 9 7

40

22

9

32

19

11

19

10

Don’t like the 
taste of lamb

Lamb is too
fatty

Didn’t grow up 
eating lamb/ 
not familiar 
with lamb

I don’t like the 
smell of lamb

I don’t buy and 
prepare lamb 
at home, but I 
do eat it when 

dining out

Lamb is too
expensive

I don’t know 
how to cook 

lamb

Lamb is not
available

where I shop

2021 2019 2018

G l o b a l  A v e r a g e :

2 0 2 0 :  2 1 %

3 3 2 9 1 4 1 7 3 062 8 2 0

2 0 1 9 :  1 8 %

N E V E R  B O U G H T  L A M B



This  lack of  famil iar i ty  presents  an opportunity  to  provide information on how 
to  use/cook lamb.  Al laying qual i ty  concerns also seems to be more of  an 
opportunity  to  dr ive lamb purchase in  UAE vs .  other  markets .

CH6b. Which of the following best describes what would convince/encourage you to buy lamb? Base: (n=74)

41

32

23
20 18

14
11

20

Tips on
preparation or

how to cook

Better quality Recipe ideas Better
availability

Trying it at a
restaurant

A better price Trying a free
sample

Nothing

31 24 20 32 282235 17

G l o b a l  A v e r a g e :



A mo n gst  re je c to rs  in  th e  UA E th e  taste  an d  sme l l  a re  in  th e  to p  3  u n p ro mpted  re aso n s  
fo r  re je c t io n  o f  lamb  an d  are  mo re  p re va lent  fo r  th o se  o ve r  35

24

18

15

8

8

8

8

Better taste /deliciousness

Improve the smell (no/better smell,
clean meat to reduce smell, not fishy…

I do not like lamb / do not I eat lamb /
mutton

Creamy

Difficult to cook / Easy to cook / easy
to prepare / difficult to cook at home

Have never eaten lamb/mutton /
unfamiliar

Red meat is not healthy

U M P R O M P T E D  B A R R I E R S  T O  B U Y I N G  L A M B :

CH6A. Why do you not buy lamb?. Base: (n=74)
CH6OPEN. Why do you not buy lamb. Base: (n=74)

18-34 35+

19% 30% 

14% 22%

14% 16%      

11% 5%    

11% 5%     

11% 5%  

5% 11%     



LAMB DEEP DIVE - IMPLICATIONS:
Most in  the UAE are purchasing and eat ing lamb,  with  l i t t le  change compared to  last  year.  
Taste,  fatt iness  and smel l ,  and a lack of  famil iar i ty  the key barr iers  for  those not  eat ing

What do 
we see?

1
N a r r o w i n g  o f  c h a n n e l  

o p t i o n s  i n  2 0 2 1

With the exception of the three most 
frequently used channels 

(Hypermarket, wet market and 
local/gourmet butchers) frequency of 

use of all other channels has fallen 
this year for lamb.

D o e s  t h i s  s h i f t  i n  c l a i m e d  
b e h a v i o u r  r e f l e c t  w h a t  w e  h a v e  

s e e n  i n  t h e  m a r k e t  f r o m  a  
d i s t r i b u t i o n  p e r s p e c t i v e ?  I s  i t  a n  

o p p o r t u n i t y  f o r  o u r  m o r e  
p r e m i u m  p r o p o s i t i o n  t o  l e v e r a g e ?

A s m a l l  p r o p o r t i o n  n o t  e a t i n g ,  

t h e i r  r e a s o n s  i n  l i n e  w i t h  

g l o b a l  r e a s o n s

Apart from taste, two key barriers 
standout with fattiness of lamb 

significantly above the global average, 
and a lack of familiarity the other key 
barrier for those still not eating lamb.

Now 
what?

2

C a n  w e  p r o v i d e  a c c e s s  t o  
i n f o r m a t i o n  t h r o u g h  p a c k ,  o n l i n e  
c h a n n e l s  o r  c o l l a t e r a l  t o  r e t a i l e r s  

o n  h o w  t o  u s e / p r e p a r e   l a m b ?

S m e l l  i s  a  b a r r i e r ,  m o r e  

f o r  o l d e r  c o n s u m e r s

As a prompted reason for 
rejecting lamb about 1 in 4 
mention the smell, which is 

lower than the global average. It 
is the #2 unprompted barrier, 

mentioned more often by those 
over 35. 

3

W i t h  f u n c t i o n a l b a r r i e r s  o f  
t a s t e  a n d  s m e l l  s t a n d i n g  i n  t h e  

w a y  o f  g r e a t e r  c o n s u m p t i o n ,  
g u i d a n c e  o n  h o w  t o  c o o k  l a m b  

i n  w a y s  t h a t  w i l l  m a s k  o r  
i m p r o v e  t o  t h e i r  t a s t e s  a r e  a n  
o p t i o n  f o r  i m p r o v i n g  u p t a k e .  



BEEF & LAMB
COO TRUST 
PERCEPTIONS



In  MENA Trust  in  the AU COO red meat  is  above ( for  Beef)  or  in  l ine ( for  Lamb) with  
the g lobal  average.  

BTR2B. How trustworthy is the imported beef from these countries – 7 Point scale
Base: UAE (225); KSA (190)

Beef Global average – 10 markets – Japan, Korea, China, Malaysia, Indonesia, USA, KSA, UAE, Vietnam, Thailand;  

Lamb Global average – 7 markets - China, Malaysia, Indonesia, USA, KSA, UAE, Thailand

7 % 4 %                6 %               
1 3 %

6 %                8 %               

8 2 % 8 9 %  8 6 %  

Global average UAE
Saudi Arabia

(KSA)

Tr u s t w o r t h y  ( 7  P o i n t  s c a l e )  – A U  B e e f  &  L a m b
M E N A

3 %                4 %                4 %               
9 %                7 %                9 %               

8 8 %                8 9 %                8 7 %               

Global Average UAE
Saudi Arabia

(KSA)

5 + 6 + 7  Very
trustworthy

4

1  Not very
trustworthy + 2 + 3



In comparison to other COOs, AU and Local Beef stand out as the most Trusted COO 
brands, but Local has the most (over 2 in 5) saying that is ‘very trustworthy’, which is 
predominantly Emirati and over 40s

27%        
42%        

25%        
14%         19%        

7%         3%         4%         7%        

41%        

32%        

28%        

29%        
27%        

28%        
19%         19%         10%        

21%         14%        

21%        
32%         21%        

29%        

40%         36%        

33%        

6%         9%        

16%         16%        
17%         24%         25%        

21%        
26%        

4%         4%         10%         9%         15%         11%         13%         19%         24%        

Australian beef Local beef Pakistani beef Brazilian beef Indian
beef/Buffalo

meat

New Zealand
beef

South African
beef

American beef Canadian beef

7  Very trustworthy

6

5

4

1  Not very trustworthy
+ 2 + 3

Tr u s t w o r t h y  - C O O  B E E F  
( U A E )

BTR2B. How trustworthy is the imported beef from these countries 
Base: Australia (n=774); America (n=769) New Zealand (n=521), Canada (n=402)

Top 3 
box 

trust

Local Beef

Over 40s & Emirati driving high 

Trust

Western Expats top 3 box 

significantly lower at 55% 

Australian Beef

Under 40s driving Trust

Expat Asians top 3 box 

significantly lower  than other 

nationalities at  72%



A similar pattern to Beef, AU and Local product clearly the most trusted, and the local lamb with 
over 40% rating it as ‘very trustworthy’.  Again it is Emirati driving the very high trust for local, 
and westerners for AU. However with lamb, expat Asians have lower trust for both. 

29%        
43%        

18%         20%        
12%         9%         5%         8%        

40%        
24%        

37%         28%        
29%        

25%        
17%         17%        

20%        
15%        

17%        
24%        

27%        
33%        

43%         31%        

7%        
12%        

14%         20%        

9%        
19%         25%        

22%        

4%         7%        
13%         7%        

23%        
14%         10%        

22%        

Australian lamb Local (Naemi)
lamb

Indian
mutton/lamb

Pakistani
mutton/lamb

Sudanese lamb New Zealand
lamb

Welsh lamb Somali lamb

7  Very
trustworthy

6

5

4

1,2,3

Tr u s t w o r t h y  – C O O  L a m b
( U A E )

BTR2B. How trustworthy is the imported beef from these countries 
Base: Australia (n=774); America (n=769) New Zealand (n=521), Canada (n=402)

Top 3 
box 

trust



51Source: Project Cyclone, Trust and Traceability, UAE local market report September 2021. 

“I just know that the cows are raised in a 
clean environment, fed organic grass to 
be raised healthy. They are checked 
before slaughter which is  done in an 
Islamic way.”

“No I'm not aware of how imported beef
is made. It is important to know why,
the reason I don't research how it is
made Is because I trust the quality of
the beef that I purchase from the local
store for many years now.”- Expat Arab,
Male, buys Australian Beef

And this  was  largely  ref lected in  the recent  qual i tat ive work we ran on trust  and 
traceabi l i ty  in  the UAE,  with  AU 

What the UAE  consumers said



In general there is strong correlation between Trust and Recommendation, with Australian Beef equally 
recommended as trusted. This pattern is consistent with Lamb COO brands.

BTR2B. How trustworthy is the imported beef from these countries 
Base: Australian beef (n=234), American beef (n=118), Indian beef (n=218), New Zealand beef (n=177), Canadian beef (n=102), Brazilian beef (n=180),
Local beef (n=212), South African beef (n=114), Pakistani beef (n=220)

To p  3  B o x  - Tr u s t w o r t h y  v s .  R e c o m m e n d a t i o n
C O O  B e e f  
( U A E )

Australian beef

American beef

Indian beef/Buffalo meat

New Zealand beef

Canadian beef

Brazilian beef Local beef

South African beef

Pakistani beef
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This  same pattern  
holds  true for  

lamb with  AU and 
Local  considerably  

ahead of  other  
COO brands,  and 

l ike ly  to  be 
recommended 
once trusted.



Consumers of AU Beef in the UAE looking for the functional proof points of great taste and healthiness 
to build Trust in AU Beef.  Process transparency and quality are also important and seen similarly 
across all the developing markets in SEA as well. 

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

Japan Korea Vietnam Thailand Malaysia Indonesia China UAE KSA

Tastes great
High Quality 
Beef/Lamb

Tastes great
Is grown with the 
highest standards 

at every step

Has consistent 
quality standards

Has transparency 
in all steps of 
production

Tastes great Tastes great
Comes from the 
perfect place to 

produce beef

Has consistent 
quality standards

Better for my 
health

Has transparency 
in all steps of 
production

Does not use 
antibiotics or 

hormones when 
grown/produced

Has transparency 
in all steps of 
production

Can be clearly 
traced to its origin

Has transparency 
in all steps of 
production

Better for my 
health

Tastes great

High Quality 
Beef/Lamb

Comes from the 
perfect place to 

produce beef

Better for my 
health

Is processed to the 
highest standards

Comes from the 
perfect place to 

produce beef

Has consistent 
quality standards

Is processed to the 
highest standards

Is processed to the 
highest standards

High Quality 
Beef/Lamb

Better for my 
health

Is grown with the 
highest standards 

at every step

Is something I see 
others eating

Ethically and 
humanely 
produced

Can be clearly 
traced to its origin

Ethically and 
humanely 
produced

Is something I see 
others eating

Has transparency 
in all steps of 
production

Can be clearly 
traced to its origin

Is processed to the 
highest standards

Has consistent 
quality standards

Is grown with the 
highest standards 

at every step

Has transparency 
in all steps of 
production

Is processed to the 
highest standards

Is grown with the 
highest standards 

at every step

High Quality 
Beef/Lamb

Has consistent 
quality standards

Has consistent 
quality standards

Tr u s t  i m a g e r y  – To p  5  C o r r e l a t i o n s  w i t h  Tr u s t  o f  A U  B E E F
( A l l  M a r k e t s )

Quality Process Provenance
Traceability/ 

Transparency

Health/Taste/ Shelf 

life
Social

Base: Japan (n=776); Korea (774); Vietnam (447); USA (n=437); UAE (n=234); Indonesia (231); Thailand (227); Malaysia (227); 
KSA (n=199); China (197)



BEEF & LAMB COO TRUST PERCEPTIONS  - IMPLICATIONS:
AU Beef  and Lamb have both establ ished high levels  of  Trust ,  a long with  local  red meat  
stand apart  f rom the other  COO product.  

What do 
we see?

1
AU  a n d  L o c a l  m o s t  t r u s t e d ,  a h e a d  o f  t h e  r e s t

AU and Local stand apart from other COO on Trust for both 
beef and Lamb with between 8 and 9 in 10 saying they 
trust each. The  trust does come from different groups, 
with over 40s driving trust of local and under 40s more 

Trusting of AU. And Emirati in particular driving Trust for 
Local. It is expat Asians who are less Trusting of AU beef 

and Lamb vs other nationalities. 

T h a t  A U  p r o d u c t  i s  m o r e  t r u s t e d  b y  y o u n g e r  
c o n s u m e r s  i s  p o s i t i v e  a s  i t  o f f e r s  a  s t r o n g  p l a t f o r m  

f o r  a n  o n g o i n g  c u s t o m e r  b a s e  i n t o  t h e  f u t u r e .  I s  
t h e r e  a n  o p p o r t u n i t y  t o  b u i l d  t r u s t  a m o n g s t  e x p a t  

A s i a n  c o n s u m e r s  t h r o u g h  c o m m u n i c a t i o n s  o r  
d i s t r i b u t i o n ?

P r o t e c t  a s s o c i a t i o n s ,  s h o w c a s e  p r o c e s s  

s t a n d a r d s  t o  b u i l d  t r u s t  f u r t h e r  

For the most part AU product is known for the things that 
build trust, being taste and healthy as a functional proof 

points, transparency in the process. The one area for 
potential development is communicating the high process 

standards of AU product.

Now 
what?

2

W h e r e  f e a s i b l e  c a n  w e  d i a l  u p  t h e  t r a n s p a r e n c y  
o f  p r o c e s s  ( o p p o r t u n i t y  f o r  I S C ? )  a n d  s h o w c a s e  

t h e  h i g h  p r o c e s s i n g  a n d  q u a l i t y  s t a n d a r d s  
a d h e r e d  t o  t h r o u g h  t h e  p r o d u c t i o n  p r o c e s s .  



RED MEAT 
ONLINE



Fo r  b o th  Be e f  an d  Lamb  th e  p r imary  d r ive r  fo r  th o se  w h o  sh o p  o n l in e  i s  sav in g  t ime ,  h o w e ver  o f  
th e  re main ing  to p  re aso n s  th e re  are  d i f fe re nc es  b e twe e n b e e f  an d  lamb  with  p ro mo t ions  an d  
var ie ty  imp o rtant  fo r  b e e f ,  c o mp ared  to  c o n ve nien ce  an d  safe ty  fo r  b u ye rs  o f  lamb .

52

46

31 33
37

25 21 12 12 12

It saves me time
because I do not

visit a store

It is more
convenient

because I can
shop online at
any time or in
any location

I can look at
customer

reviews and feel
confident about

the quality of the
meat

I can more easily
compare the

meat I want to
buy e.g. by

prices, country of
origin

I feel safer
shopping online

during the
pandemic than
going instore

Total ReasonsMain Reason

F A C I L I T A T O R S  O F  B U Y I N G  B E E F  &  L A M B  O N L I N E :

ONL2L. How often do you buy lamb online 
ONL3L. Which of the following reasons best describes why you buy lamb online
ONL4L. Which of these reasons also contributes to why you buy lamb online
Base: (n=52)

39
34

25 27
30

23 18 14 11 9

It saves me time
because I do not

visit a store

It’s easier to find 
or access special 

offers/ sales/ 
affordable prices

Having my red
meat delivered
to my home/
work is more

convenient for
me

I can more easily
compare the

meat I want to
buy e.g. by

prices, country of
origin

There is more
choice and

variety available
online than

instore

ONL2B. How often do you buy beef online 
ONL3B. Which of the following reasons best describes why you buy beef online
ONL4B. Which of these reasons also contributes to why you buy beef online
Base: (n=44)

Global 36% 36% 25% 32% 29% 36% 38% 31% 32% 33%



Fo r  b o th  b e e f  an d  lamb  th e  b arr ie rs  to  o n l in e  p u rc h ase  are  th e  same  – th e  p r imary  
c o n c e rn s  fo r  ab o u t  h a l f  are  th e  safe ty  an d  f re sh n ess ,  fo l lo we d  b y  wan t in g  to  se e  th e  
me at  th e y  are  b u y in g .  

49
41

26 26 24

Concern about safety/ hygiene
of fresh meat bought online and

delivered

Prefer to see the meat before I
buy it

This option is not easily
available to me

I am concerned about my
personal details security/

privacy when shopping online

It’s more expensive

R10L. Which of the below would you say are the main reasons you have never done this (LAMB) Base: (n=197)

B A R R I E R S  T O  B U Y I N G  B E E F  &  L A M B  O N L I N E  ( T O P  5 ) :

49 48

28 27
23

Concern about safety/
hygiene of fresh meat

bought online and delivered

Prefer to see the meat
before I buy it

This option is not easily
available to me

I am concerned about my
personal details security/

privacy when shopping
online

It’s more expensive

R10B. Which of the below would you say are the main reasons you have never done this (BEEF) Base: (n=205)

Next 5 reasons
I prefer to have the meat immediately, 

without waiting for shipment

Online retailers don’t tend to have what I 
want

I’m concerned that what I see and buy online 
will be different to what is delivered

I don’t trust the seller’s sites

There are no/ not enough reviews from other 
shoppers

No differences in order 
or magnitude of barriers



CHANNEL,  ONLINE FACILITATORS & BARRIERS - IMPLICATIONS:
Safety  of  meat  purchased onl ine remains  the key barr ier ,  as  seen in  other  markets .  
Finding ways  to  reassure the freshness and safety  wi l l  be essent ial  to  growing onl ine.  

What do 
we see?

T h e  r e a s o n s  t h e y d o n ’ t  s h o p  o n l i n e  

f o c u s  o n  t h e  s a f e t y o f  t h e  m e a t …

The top 10 barriers to buying beef and lamb online are 
the same, in the same order, and of similar magnitude. 

Two barriers stand out and are related: concerned about 
safety of the meat they buy, and wanting to see the 

meat they buy. 

T h e  j o b  t h e n ,  w h e t h e r  f o r  b e e f  o r  l a m b ,  i s  t o  
a l l e v i a t e  t h a t  c o n c e r n  f o r  t h e  s a f e t y  a n d  n e e d  

t o  s e e  t h e  a c t u a l  p r o d u c t  w h e n  p u r c h a s i n g .  
P o t e n t i a l  f o r  a  t r a n s p a r e n t / t r a c e a b l e  v i e w  o f  

s u p p l y  c h a i n  j o u r n e y  t o  c o m f o r t  t h e  e n d  
c o n s u m e r ?

… t h e  r e a s o n s  t h e y d o  r e f l e c t  a  n e e d  f o r  
c onve n i e nc e ,  w i t h  s om e  r e a s s ur a nc e

For reasons they do buy online convenience (or some 
version of it) is the key driver. They are also using 

online platforms to provide reassurance and 
comparison on key attributes. 

S u p p o r t i n g  d i s t r i b u t o r s  o r  r e t a i l e r s  t o  
f a c i l i t a t e  t h i s  c o n v e n i e n c e  a n d  p r o v i d e  t h e  

i n f o r m a t i o n  t o  r e a s s u r e  c u s t o m e r s  c o u l d  
h e l p  t o  i n c r e a s e  t h e  f r e q u e n c y  o f  u s e  

a m o n g s t  t h o s e  a l r e a d y  c o m f o r t a b l e  t h a t  
t h e y  a r e  r e c e i v i n g  s a f e  p r o d u c t  o n l i n e .

Now 
what?

1 2



LAMB & BEEF
TRUE AUSSIE

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.



51%

30% 32%

46%
40%

2017 2018 2019 2020 2021

42%

22%
27%

35%
32%

2017 2018 2019 2020 2021

54%

19%
26%

36% 35%

2017 2018 2019 2020 2021

True Aussie awareness is stable this year. There is still some work to do to get the 
awareness of the term and logo back up to 2017 levels.

Term: ‘True Aussie’

True Aussie without 

Halal Logo: 36%

True Aussie without 

Halal Logo: 35%

Sig. different at 95%

QTA1. Have you heard the term “True Aussie” before? Base: ’21 (n=500), ’20 (n=500), ’19 (n=500), ‘18(n=448), ’17 (n=205)
QTA3. Have you ever seen this logo before? Base: Beef ’21 (n=258), Beef’20 (n=254), Beef ‘19 (n=269); Beef ‘18 (n=225),Beef ‘17 (n=101);  
Lamb ’21 (n=242), Lamb’20 (n=246), Lamb‘19 (n=231), Lamb ‘18 (n=223), Lamb ‘17 (n=104)

AWARE OF TRUE AUSSIE? AWARE OF LOGO AWARE OF LOGO 



Australian is the key association communicate for True Aussie Beef, where quality the 
primary association for lamb. The Halal certification component to the True Aussie logo in 
UAE is a key part of consumers understanding of the brand. 

% of respondents 

who spontaneously 

mention:

32

25

21

20

11

10

8

6

5

5

Australian beef / beef from Australia

Australian/ |Australian origin / Australian

Quality/ good/ high quality/ premium

Halal/ slaughter according to Islamic Law/ 
Sharia

Authentic/ True/ Genuine/ Original

Healthy/ nutritious

Safe/safe to eat / secure

Imported/ foreign/ not local/ come a long way

Beef/ cow/ steak

Reliable/ trust/ trusted

28

26

24

14

9

8

8

8

7

Quality/ good/ high quality/ premium

Halal/ slaughter according to Islamic Law/ Sharia

Australian/ |Australian origin / Australian

Lamb from Australia/ Australian Lamb

Reliable/ trust/ trusted

Authentic/ True/ Genuine/ Original

Imported/ foreign/ not local/ come a long way

Lamb

Healthy/ nutritious

% of respondents 

who spontaneously 

mention:

QTA5. If you saw this logo on a packaged piece beef/lamb, what would it make you think about the meat? 
Base:  Beef ‘21 (n=87); Lamb ‘21 (n=90)



FINAL 

THOUGHTS &

DISCUSSION



FINAL THOUGHTS

1 2 3

4 5 6

D e f i n e d  r o l e s  i n  p r o t e i n  

r e p e r t o i r e  o f  U A E  c o n s u m e r s  f o r  

b e e f ,  l a m b  a n d  c h i c k e n .  B e e f  

l o s i n g  s o m e  d e f i n i t i o n  v s  o t h e r  

p r o t e i n s ,  a  p o t e n t i a l  w a t c h o u t  f o r  

b e e f  o v e r a l l  a n d  p r e s e n t s  n e e d  

f o r  i m p o r t e d  t o  b e g i n  t o  r e i n f o r c e  

q u a l i t y  a s s o c i a t i o n s  t h a t  a r e  
n e a r  t o  b e i n g  a  s t r e n g t h .  

C o n s i s t e n t  q u a l i t y  i s  a n  
a s s o c i a t i o n  w i t h  w h i c h  w e  

a l r e a d y  h a v e  s o m e  t r a c t i o n  a n d  
c a n  c r e d i b l y  r e - b u i l d .  E n s u r e  t h a t  

w e  a r e  c o m m u n i c a t i n g  h o w  w e  
a c h i e v e  o u r  c o n s i s t e n t  q u a l i t y  

( t h r o u g h  p r o c e s s )  a n d  d e l i v e r i n g  
a g a i n s t  e x p e c t a t i o n s  t o  g r o w  

p r e m i u m  e q u i t y  a n d  d r i v e  
c o n s u m e r  c h o i c e .

A U  L a m b  h a s  a  c l e a r  
p o s i t i o n i n g  t o  p r o t e c t .  T h e  

a s s o c i a t i o n s  t h a t  d r i v e  b r a n d  
e q u i t y  a n d  b r a n d  p r e m i u m  

a r e  t h e  s a m e ,  a n d  w e  o w n  a  
n u m b e r  o f  t h e s e  s t r e n g t h s ,  

c o n t i n u e  t o  c o m m u n i c a t e  
t h e s e .

Lack of familiarity the other key 
barrier for those still not eating 
lamb. C a n  w e  p r o v i d e  a c c e s s  

t o  i n f o r m a t i o n  t h r o u g h  p a c k ,  
o n l i n e  c h a n n e l s  o r  c o l l a t e r a l  

t o  r e t a i l e r s  o n  h o w  t o  
u s e / p r e p a r e   l a m b ?

T h a t  A U  p r o d u c t  i s  m o r e  
t r u s t e d  b y  y o u n g e r  c o n s u m e r s  
i s  p o s i t i v e  a s  i t  o f f e r s  a  s t r o n g  

p l a t f o r m  f o r  a n  o n g o i n g  
c u s t o m e r  b a s e  i n t o  t h e  f u t u r e .  

S h o w c a s e  t h e  h i g h  p r o c e s s  
s t a n d a r d s  o f  A U  p r o d u c t ,  t o  

s u p p o r t  q u a l i t y  a n d  
u n d e r p i n n e d  b y  f u n c t i o n a l  
p r o o f  p o i n t s  o f  t a s t e  a n d  

h e a l t h y  f o r  m e .  

T h e  j o b  f o r  o n l i n e  c h a n n e l ,  
w h e t h e r  f o r  b e e f  o r  l a m b ,  i s  t o  
a l l e v i a t e  t h a t  c o n c e r n  f o r  t h e  

s a f e t y  a n d  n e e d  t o  s e e  t h e  a c t u a l  
p r o d u c t  w h e n  p u r c h a s i n g .  

P o t e n t i a l  f o r  a  t r a n s p a r e n t  o r  
t r a c e a b l e  v i e w  o f  s u p p l y  c h a i n  

j o u r n e y  t o  c o m f o r t  t h e  e n d  
c o n s u m e r ?



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


