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A reminder on our sample and methodology...

ICANTAR

100 MGBs per week
e Skews Female 75%

18-64 years

Sydney, Melbourne,
Adelaide, Brisbane, Perth
Buy meat

Online Survey
Results Oct19-Sep20
(vs previous year)
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Throughout the pandemic, Australians’ concern about the economic impact rises (at the
expense of health concern) with the impact on decision making expected to continue.

Overall Concern 5604
0 0]
66% 68%

61% 61%
54% 907
Economic Concern
Health Threat

32%

30%

Wave 2 (w/c 29th Mar) Wave 3 (w/c 6th Apr) Wave 4 (w/c 20th Apr) Wave 5 (w/c 18th May) Wave 6 (w/c 15th Jun) Wave 7 (w/c 13th Jul) Wave 8 (w/c 10th Aug)

l( ﬁ N T ﬁ R Source: Kantar Covid Barometer March —August | Q1. Listed below are some statements describing people's concern towards the corona-virus situation. l
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Price consciousness has grown, with consumers expected to remain value focused. This
has shifted red meat considerations with price, fresh and safe/local growing importance.

Top 6 increasing considerations when purchasing
red meat during the pandemic...

On special 42% 56%

cost per kg 41% 56%

Freshness 34% 64%

43

40 In August 59% Australian Grown 33% 65%

remained economically
Impacted or still expecting

economic Impact Use by date 30% 67%

l

27-30 March  10-13 April ~ 24-27 April 22-26 May  18-23 June  16-21 July 13-18 August

Safe to consume 29% 69% I

B Greater Consideration About the same B Less of a Consideration
==| pay more attention to prices | pay more attention to products on sale
Source: Kantar Covid Barometer March —August | Q5. In comparison to last month, how have your shopping habits at stores, supermarkets & malls changed?
Source: Deja Moo — Domestic tracker - Covid Module | Q5. How has the importance of the following factors changed when buying red meat in the current situation compared mla

to before the outbreak? MEAT & LIVESTOCK AUSTRALIA



With more time and restrictions on food service, consumers increased the frequency of
cooking at home - with 1 in 4 believing they’ll maintain this habit moving forward

Cooking at home

_____________________________________________________

" Who expects to maintain this behaviour?...
r Young Transitionals

/1« Start Up Families
.+ Small Scale Families

NOT Established Couples, Senior Couples

64% Other changing behaviours
e Doing more Doing less

Having more free 20/ Eating out 47%
time to prepare 3 much less during

I meals pandemic

PANDEMIC BACK TO :
Looking for food 0

NORMAL Inspiration much 26%
B Don’t do this B Much less ® About the same B Much more more

l(AN TAR Source: Deja Moo — Domestic tracker - Covid Module | Q6. How have the following habits changed in the past 4 weeks? , Q10. And when life returns to normal, mla

which of the following shopping and eating habits do you think will change compared to what they were before the pandemic? VEAT & LIVESTOCK AUSTRALIA
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Despite all the change, the factors driving consumer choice remain largely the same —
ensuring the relevancy of Beef and Lamb strategies positioned on these factors

20% 10% 21% 11%

2019

Trusted Good A little bit A cut

Quality for You special above
22% (+2%) 15% (+s%) 14% (7% 12% (+1%)
Is suitable for e | trust the safety of  Contains a wide  |sperfect for special <+ Isthe greatest of all * |ssomething I’'m
everyday meals this meat range of vitamins, occasions meats limiting consumption
Has options that fit * |s consistently high minerals and * |ssomething I'm * |sworth paying a bit of for health reasons
well in my budget quality nutrients proud to serve family more for
Can be usedin a e |s Australian raised * |sfree from and friends
variety of meals and produced chemicals, additives
Is something I'm e s full of flavour and preservatives
confident to cook (new here from:  Isanimportant part
and prepare A Little Bit Special) of a healthy,
Makes healthy meals balanced lifestyle
Is good for sharing (new here from:
(new here from: Easy Everyday)

A Little Bit Special)

ICANTAR mia
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This year, consumers associate sharing less with specialness and more with the everyday
— meanwhile flavour becomes more of a ‘marker of quality’ and trust than special

Good for

. — Everyday — Fits my budget —
Sharing Variety — Confident to cook —
ST . Healthy Meals — Shareable
v el S A little bit
Trusted \" -
oo | W ¢ —Special = Pride - Quality
Full of — Trust the safety — High Quality —

Flavour Australian — Flavour

ICANTAR mia
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And the more active concept of protein choice being a part of a healthy, balanced
lifestyle is tied together with other elements of good for you - rather than everyday

Important part of a
healthy, balanced lifestyle

— Everyday — Fits my budget — —_— — Vitamins, minerals & nutrients —
Variety — Confident to cook — Makes Free from chemicals, additives &
Healthy Meals — Shareable preservatives — Important part of a

healthy balanced diet

L

‘Makes Healthy meals’ remains associated with Easy Everyday:
In consumers minds this could be healthy enough to serve
everyday, can be turned into a variety of healthy, sharable meals
etc.

ICANTAR mia
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Some common themes emerging in this year’s data...

RAS)
u

HEALTHY
MEALS

Look out for these as we go through!
[CANTAR “mia



Share the Lamb
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 Lamb — Too Easy 5 LW

 Lambalytica + Tactical
 Secret Recipe
« Lamb Legends

SCOTT REARDON

PARALYMPIC GOLD MEDALIST - ATHLETICS

Consumers took out: Premium & Provenance Ease, versatility, sharing, BBQ/Australian

ICANTAR “mia
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A reminder of how our model of brand equity works...

ICANTAR

PAGE 16

Ll
=
<
=
O
=
=

Meaningful

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

Different

Feels different from other brands or
sets the trends for the category

Salient

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

¢

POWER

IS APREDICTION OF THE
BRAND’'S VOLUME SHARE
BASED PURELY ON
PERCEPTION, ABSENT OF
ACTIVATION FACTORS.

WE REPORT THE POWER
SCORE AS A PERCENTAGE
SHARE BECAUSE WE WANT
TO REFLECT THE
RELATIONSHIP IT HAS WITH
VOLUME SHARE.

’mla
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THE ‘MEEANINGFULLY DIFFERENT’ SIGNATURE VISUAL: THE PROPELLER

01

First we plot how important Meaningful, Different and Salient are in
explaining Power within the category, as in a pie chart.

02

We then add how strongly each brand performs on each of Meaningful,

Different and Salient. The numbers are indexed against the category average.

03

We overlay an ‘average’ circle (100) so you can see how each brand is
performing compared with the category.

04

The final circle at the centre indicates each brand’s Power, the likely share of
market based purely on predisposition.

I(ANTAR .Meaningful -Dif'ference Salience -iner Index




So, how has equity shifted in 20207

l(ANTAR @ Meaningful @Salient @ Different @Power (O Category Average / Index mla

MEAT & LIVESTOCK AUSTRALIA



In the next section we will dive into each protein to unpick the key challenge

-

v

g

Beef has seen a
significant decline in
Brand Power due to

falling Meaning.

Chickens Brand Power
has increased
significantly (in exactly
the same proportion to
beefs decline)

Fish has achieved its
strongest Brand Power
to date, in particular by

bouncing back on
Meaning and Difference

After a strong 2019
Pork has slipped back a
little — losing some
Difference.

Lamb’s equity is stable
but Brand Power has
softened again
reflecting a longer term
decline

Why are Australians
seeing beef as less loved
or less relevant and who
are the people feeling this
way?

Why have they maintained
such strong Meaning In
the context of 2020?

What has Fish/Seafood
changed in order to regain
the equity lost last year
and grow share in 20207

What perceptions have
changed this year to
Impact Difference this
year?

How is Lamb performing on
key drivers of choice given

our consistent strategy and

shifts in category dynamics?

ICANTAR
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At a total level, what beef stands for in consumers minds is fairly stable...

VS. the competition
Has options that fit well in my budget -1 -1 Beef is seen aS---

N
-
=
O
N
O
N
o

> Is suitable for everyday meals 0 0
-% Can be used in a variety of meals 3 3 _
"E Is something I'm confident to cook and prepare L _Ei _____________ 2 g
i | Makes healthy meals -0 m— 10 e— \/
~ Isgood for sharing D =
| trust the safety of this meat N G I 5 \/ .
Is consistently high quality 1 1 tj
|s Australian raised and produced Il 5 N 5 c
s full of flavour 2 2 Safe Australian
Is perfect for special occasions -8 I -7 .
Is something | am proud to serve to family and friends -1 0
Is the greatest of all meats 4 3
Is worth paying a bit more for 0 0 BUt nOt as healthy’ SO
5 _ Contains a wide range of vitamins, minerals and nutrients -2 e | S som et h | n g t() I | m |t
389 s free from chemicals, additives and preservatives -2 -3
G Is an important part of a healthy, balanced lifestyle 4 4
Is something I'm limiting consumption of for health reasons 4 NS

l( AN TAR @ Relative Category Strength @ Relative Category Weakness Neutral la

MEAT & LIVESTOCK AUSTRALIA



Proteins that can be part of a healthy meal are gaining power/equity, while those that

aren’t are falling back.

(o SRR o

No/limited associations of
making healthy meals / part
of a healthy balanced
lIfestyle

Softening Equity ¥

ICANTAR

¥ .

Associations of making
healthy meals / part of a
healthy balanced lifestyle

Growing Equity

MEAT & LIVESTOCK AUSTRALIA



This is particularly apparent amongst Young Transitionals, Bustling Families &
Senior Couples where consideration is softens along with health perceptions.

Consideration (T2B):

= 2018 w2019 = 2020

83 83 | 83 83
______________ / 81 81
78 ~_ . 79 79
I i II I
Total Young Tran5|t|ona|s Start Up Families  Small Scale Families Bustllng Fam|I|es Independent Singles E Senior Couples : Established Couples
: i : y i ] 21% | 20% | 21%
Size: [w 1 we || o . .
' L e oo T

KANTAR Tmla



Positively, our ATL activities support increased perceptions of being Australian raised
and produced, proud to serve and worth paying more for.

Absolute Endorsements:

[/ 5 N\ Strengthening
7 / Associations

v Has options that fit well in
my budget

v’ Australian raised and produced

v’ |s something | am proud to
serve to family and friends

v’ |s worth paying a bit more for

T__— Consumers took
$- 3 our Provenance
P& & Premium
)i  messages:

ICANTAR

Weakening
Associations

Makes healthy meals

Contains a wide range of
vitamins, minerals and
nutrients

Is consistently high quality

g
u

MEAT & LIVESTOCK AUSTRALIA



While Beef is still seen as ‘expensive’, improvements in worth YoY help justify
price. Beef should continue to address worth with increased price sensitivity.

1.25
GOOD VALUE

e Lower Price
« Higher Worth

£
=
€ 1.00 y
&
(ol

o<

PRICE RELIANT EXPENSIVE
« Lower Price « Higher Price
« Lower Worth « Lower Worth

0.75
0.70 1.00 1.30

Perceived Price

MEAT & LIVESTOCK AUSTRALIA
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Lamb’s equity continues to soften in 2020, alighing with a growing group of consumers
who no longer consider Lamb. Overtime, the scale of our loss of equity is decreasing.

Power -1.4 - Power -0.9 - Power -0.7
6 Increased rejection driven
12 14 by Young Transitionals

and Independent
Singles as well as our
heartland (Established/
Senior Couples) in the
past year

2018 2019 2020

=\\/ould not consider

ICANTAR mia
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Lamb strengthened associations that it is historically aligned to such as safety,
Australian, special and worth as consumers revert to ingrained perceptions

7

s

ICANTAR

Strengthening
Associations

v Has options that fit well in
my budget
v’ | trust the safety of this meat

v’ Australian raised and produced

v’ |s perfect for special
occasions

v’ |s worth paying a bit more for

$

All proteins saw an
Increase on
options to suit
my budget —
linking to higher
sales of value
cuts

AAAAAAAAAAAAAAAAAAAAAAA



These core perceptions have been key to maintaining Lamb’s position as a
protein with in a justified premium position

Premium
=
o
o

PRICE RELIANT EXPENSIVE
0.75

0.70 1.00 1.30
Perceived Price

4 N\
S
IKANTAR 757/ .mia




Although we’ve talked to Easy Everyday in our ATL, Chicken’s improved strengths here
and the wider price context means that Lamb has not gained the ground we might

expect

Although we've talked
to Easy Everyday ATL
Lamb has been unable
to reduce these
relative weaknesses

ICANTAR

This Is due to Chicken
further improving their
strengths here as
consumers revert to
iIngrained perceptions

Has options that fit well in my budget
Is suitable for everyday meals
Can be used in a variety of meals

Is something I'm confident to cook and prepare

Easy Everyday

Makes healthy meals

Is good for sharing

Our weakness in confidence returned In
2020 - driven by Young Transitionals and
Start-Up Families

MEAT & LIVESTOCK AUSTRALIA



Lamb should continue to talk the aspects of Easy Everyday where we have a
right to play (i.e. variety, confidence, shareability) as these remain relevant to
consumers and prevent us losing further equity / becoming more niche

Perception

Is something I'm
confident to cook
and prepare

Can beusedin a

variety of meals

Is good for sharing

ICANTAR

Change in absolute endorsement

Weakens Meaningful Difference

- Meaning

- Difference

- Meaning

- Difference

- Meaning

- Difference

Impact on Equity

AAAAAAAAAAAAAAAAAAAAAAA



What have we learned?

Lamb’s softening
equity Is driven by
Increased rejection

(+4%) over the past 2
years. YT, Couples
and Independent
Single segments are
behind this

ICANTAR

Lamb has returned
(for Aussies) to Its
roots of being a
special, more
premium option.

These strengths help
us to justify our price
premium over other
proteins in the
category

Lamb should keep
communicating Easy
Everyday to avoid
becoming more
niche. A particular
watchout for softer
confidence in 2020
for YTs and Small
Scale families.

MEAT & LIVESTOCK AUSTRALIA



Chicken...
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In 2020, chicken solidified its clarity in consumers’ minds by doubling-down
on its easy everyday strengths — especially makes healthy meals.

Has options that fit well in my budget
Is suitable for everyday meals
Can be used in a variety of meals

Is something I'm confident to cook and prepare

Easy Everyday

Makes healthy meals

Is good for sharing

Contains a wide range of vitamins, minerals and nutrients

Good for
You

Is free from chemicals, additives and preservatives

Is an important part of a healthy, balanced lifestyle

- Is something I'm limiting consumption of for health reasons

2020

I ) /

l( AN TAR @ Rclative Category Strength @ Relative Category Weakness

I (0 - +1
Kk +1
I ) 41
. S 1 43

N 5

~10 n—

-5 . +1
3 +1
-10 m— +2

Neutral

Chicken stands for:

BUDGET
SUITABLE EVERYDAY
VARIETY
CONFIDENT TO COOK
HEALTHY
SHAREABLE

MEAT & LIVESTOCK AUSTRALIA



These growing health perceptions have strengthened Chicken’s consideration

for younger consumers/families and senior couples

Consideration T2B e @96

2018 mW 2019 m 2020 ﬂ%

St U __________ N 94 94 : 94 94
92 92 | \ 92 i
91 |
90 | 90
| 89 |
i 87 I :

|
Total E Young Transitionals ~ Start Up Families ~ Small Scale Families ! Bustling Families  Independent Singles : Senior Couples Establlshed Couples
|
! : : :
1ze: | 89 A 11% | 13% 21% | 20% @ 21%
|
Size: | 8% 5% 0 0 0 0 0
Improvin ' | ' : :
proving L Important part of a healthy, | Makes healthy : ' Confidence, healthy
Perception YoY ! balanced lifestyle meals and sharing | ' meals and sharing |
Softenin ' ‘ Greater weakness on 3 1 Greater weakness
YR tions%(oY' e e P ! flavour, specialand on flavour and
P ' Gen Z and free from chemicals special and worth

Millennials were
most impacted
financially by the

C19 pandemic
ICANTAR mia



‘1 In the current climate of economic uncertainty combined with
concerns on health — being the cheapest protein, that can make s ‘
healthy meals, has played to chicken’s advantage '



However, being Easy Everyday is all chicken is known for — having relative
weaknesses in the areas that drive premium / willingness to pay more for like
greatest/worth, trusted quality and special.

TRUSTED

Has options that fit well in my budget
QUALITY, 16.1%

Is suitable for everyday meals

Can be used in a variety of meals

A CUT ABOVE
THE REST, 31.3%

Is something I'm confident to cook and prepare

Makes healthy meals

Is good for sharing 5

| trust the safety of this meat -4

Is consistently high quality -4 DRIVERS TO
Is Australian raised and produced -3 PREMIUM
s full of flavour -12 GOOD FOR YOU,
Is perfect for special occasions _)() mEE—— 23.6%
Is something | am proud to serve to family and friends -2

Is the greatest of all meats -2

Is worth paying a bit more for -15 H—— EVERYDAY, -

Contains a wide range of vitamins, minerals and nutrients 10— 2.4%
Is free from chemicals, additives and preservatives -5 e LIMITATION, -1.2%
Is an important part of a healthy, balanced lifestyle 3 A LITTLE BIT
Is something I'm limiting consumption of for health reasons 10— SPECIAL, 25.3%

ICANTAR “mia
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ICANTAR

The context:

What have we learned?

Chicken has
benefitted from
concerns about
health and the

economy — which
play to chicken’s
strengths

Chicken has
iImproved on Its
delivery of being easy
everyday

(budget, versatile,
healthy, confident to
cook, suitable
everyday and
shareable )

Healthiness, both a
part of easy meal and

as part
balanced
for c

of a health
diet, are up
nicken —

especial

y for young

transitionals and
families who consider
chicken more YoY

However, Chicken’s
equity Is very price
reliant (supported by
a significant price
differential) and has
no strengths in
associations that
justify paying more
for It.

MEAT & LIVESTOCK AUSTRALIA
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Fish consideration remains lower than Chicken and Beef and has shifted down slightly. This is
driven by older Australians. However there has also been a rise in preference for fish amongst
these very same segments — this is key to their gain in Power.

Consideration T2B - Fish
73

?E____________—————"'—-‘-—--____________Z}
68
e el — :fi_ —
. 63
2018 2019 2020
==Total —Senior Couples ==Fstablished Couples

T2B Consideration (Total):
Chicken 91%, Beef 81%, Lamb 57%, Pork 57%

ICANTAR

BUT...

First choice - Fish

11 12
o G cGEn—— -3

8

6
2018 2019 2020

==Total ==Senior Couples e==Established Couples
Preference (Total):
Chicken 32%, Beef 18%, Lamb 7%, Pork 5%

MEAT & LIVESTOCK AUSTRALIA



Fish/seafood has a very clear set of associations — standing for health, nutrition, special

and worth. In 2020 Fish has built on these strengths across many segments.

<

>
(q0)
©
>
| -
()
>
Ll
>
(Vp)
(q0)
Ll

Makes healthy meals

2019

I ] )

2020

I ] )

Good for
You

Is perfect for special occasions I | S I | O +1
Is worth paying a bit more for I | 5 I | 3 +3
Contains a wide range of vitamins, minerals and nutrients I ) I |3 +1
Is an important part of a healthy, balanced lifestyle I | 3 I |3
- limiting consumption of for health reasons -4 -6 I +2
Neutral

l( AN TAR‘ Relative Category Strength @ Relative Category Weakness

MEAT & LIVESTOCK AUSTRALIA



Like its strengths, Fish/seafood weaknesses are clear. The ‘Easy As’ campaign is clearly
seeking to address some of these key weaknesses are holding fish/seafood back.

2019

2020

P

e ©
Add a wedge £
oflemonif  W@E% |
youwantto & |
complicate R -
things a bit

Has options that fit well in my budget -12 I -13 I

_§ Is suitable for everyday meals -10 -10 I

- Can be used in a variety of meals -10 -10 N

>

"'m; Is something I'm confident to cook and prepare -11 -12 B} ey it
O NN Tfwallone ® | theyserve ®/ ) |
L i | themselves ~* |

| trust the safety of this meat Mol | -8 I

Is consistently high quality e -2
Is Australian raised and produced -1/ m—— -14
s full of flavour 1 1

Launches ‘Easy As’ campaign in November
2020 focusing on Australian provenance and

Limitation SaeE
l( AN TAR @ Rclative Category Strength @ Relative Category Weakness Neutral ml a

MEAT & LIVESTOCK AUSTRALIA
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What have we learned?

What next?

People are claiming
that they have bought
more fish this year.

But for most
Australians their
consideration of fish
remains lower than
Beef and Chicken and
softens.

ICANTAR

However, there is a
small group, for
whom preference for
fish has increased
making it the first
choice protein for
more Australians.

In the context of this
year, the health
credentials of fish
and seafood have
shone through and
grown.

(Contains vitamins
and minerals, less
limitation)

And the result is a
rebound in love and
relevance of fish vs.
last year which has
grown Meaning and
Equity.

This Is amongst the
youngest and the
oldest segments.

Fish and Seafood have
recognised their weaknesses and
are focussing on those in their
upcoming campaigns.

We need to consider the dual
challenge fish and seafood
pPOSeS:

Healthier alternative for Beef.

And an alternative for lamb In
special occasions.

MEAT & LIVESTOCK AUSTRALIA
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Pork remains an undifferentiated protein in the competitive set

ad

=

Has options that fit well in my budget

11 -15 [
> Is suitable for everyday meals o . 11— 10 .
-GST Can be used in a variety of meals m: 1] o B 10
“; Is something I'm confident to cook and prepare 1 11 5 1>
& Makes healthy meals 10 I 28 o .
Is good for sharing B s 4 W a1 11 0
| trust the safety of this meat 4 E B I s < I
Is consistently high quality 4 I1 o M 2 1
Is Australian raised and produced 3B e M N 14 [
s full of flavour 12 12 11 B s 11
Is perfect for special occasions .o I 7 2 B . I (9
Is something | am proud to serve to family and friends 21 K a1 I1 2
Is the greatest of all meats 2 i " 2 M 11
Is worth paying a bit more for -5 I 0 vy | l Rk
s Contains a wide range of vitamins, minerals and nutrients SO 3l 11 2 i . 13
2
E >3_ s free from chemicals, additives and preservatives = Il 3l P! 11 -
& Is an important part of a healthy, balanced lifestyle L E vy | vy < I I
- Is something I'm limiting consumption of for health reasons -10 I M s . 7 I 5 -

l( AN TAR ‘ Relative Category Strength ‘ Relative Category Weakness ‘ Neutral

MEAT & LIVESTOCK AUSTRALIA



Their communication strategy shifted from talking about health & nutrition
to focus on ease and versatility

(‘Pork More Often’ Campaign
2018)

ICANTAR

Quickie’ campaign Endless Pork Ideas

ENDLESS
- PORK
¢, IDEAS /,

iNSe




After pivoting its strategy, Pork sees some traction behind Easy Everyday, but

softens health perceptions

ﬂl 2019 2020 +/- YOY
Has options that fit well in my budget 1 1 H?
> Is suitable for everyday meals 3 ) 11
©
> . .
§ Can be used in a variety of meals -2 1 0
"'% Is something I'm confident to cook and prepare -2 1 1]
& Makes healthy meals -2 -2 -2 1
Is good for sharing -1 1 -2
S Contains a wide range of vitamins, minerals and nutrients L3 I
'§ § Is free from chemicals, additives and preservatives 2 2 0
= Is an important part of a healthy, balanced lifestyle -3 -4 2 m
- Is something I'm limiting consumption of for health reasons .5 ./ H)

l( AN TAR ‘ Relative Category Strength ‘ Relative Category Weakness Neutral
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Ultimately Pork has not done much to shift equity, seeing a significant drop in
difference, having not shifted any of the key drivers (including quality and trust).

ICANTAR

TRUSTED A CUT ABOVE
QUALITY, 19.3% THE REST,
14.3%
Softened on
high quality
& trust
EASY
EVERYDAY,

DRIVERS TO

19.6%

DIFFERENCE ’
GOOD FOR
YOU, 18.5%

Softened on
special
occasions
LIMITATION,
A LITTLE BIT

7.0%
SPECIAL, 21.3%

’mla
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ﬂ Summary

What have we learned?

Pork has remained
undifferentiated this
year - and as aresult
has seen a significant

drop Iin perceived
uniqueness within the

competitive set

ICANTAR

Thelr communication
strategy shifted from
talking about health &
nutrition to elements of
Easy Everyday (
confidence, everyday
suitability) - seeing
iIncremental
iImprovements

Within the wider context,
not addressing health
perceptions has hurt
Pork, with increasing
limitation and falling

perceptions of Good for
you / makes healthy

meals

Have softened on Trust
and quality —this is the
only area where they
currently have scope to
establish a strength Is
In Trusted Quality — a
space that Beef
currently owns

MEAT & LIVESTOCK AUSTRALIA



- Wrapping up...what next?
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Wrapping up...What next for Beef?

Young Transitionals, Bustling
families and Senior couples
the segments to watch

Buttress perceptions of
‘Healthy meals’ in easy
everyday

Provocation

Pride is the route to justifying
premium pricing

ICANTAR



What next for Lamb?

Stay on strategy with sharing
and versatility to protect our
position

But ensure that we retain
specialness we are known for

Lamb should keep communicating
some key elements of Easy
Everyday (versatility, sharing,
confidence) to avoid becoming
more niche.

This Is about maintaining position.

Lamb should play up to its
specialness where it can (as a little
luxury) to own the shared special
moments. This will mean we can
maintain our justified premium.

Provocation

Younger segments are our
key focus for building
confidence

Watchout on softer confidence In
2020 for Young Transitionals and
Small Scale families.

What can we leverage in our range of sizes, cuts and formats to allow Australians to

access lamb In more occasions, more easily, In more ways?

ICANTAR
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— You acknowledge that the Data is provided on an “as is’ basis and MLA makes no representations
Terms of Use regarding the completeness or accuracy of the Data and, to the extent permitted by law, expressly excludes

all warranties and guarantees regarding the accuracy,

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

- pr T — Information in the Data may be obtained from a variety of third party sources. You acknowledge that MLA

Vleat & LIV@StOd\ Austraha has not verified all third party information. You further acknowledge that: (a) any forecasts and projections
. are imprecise and subject to a high degree of

Data, Reports and Information uncestaony; and {5 the Ota prowded may be s snapshot o certain markes s ot ceflect that market
- General .
_ ‘ ation Drovided R Uvestod] — The information, recommendations and opinions contained in the Data do not take into account, and may
u:::d (ABN.B:::::I:;SQ) ("MLA", "we", .ﬁ.v;u!g:f’)“ Oy et S asTein notbew;-for.mlw circumstances. You should make your own enquiries and seek
— "You" or "your” means the person or entity that is provided with a copy of the Data. professional advice before making decisions concerning your

— Your access to and use of the Data is subject to these terms of use and any additional terms, notices and " crests Of otherwise relying on the Data in any way. Any reliance will be at your own risk and MLA accepts

disclaimers which appear with or in the Data. if you 6o not agree with the terms, notice and disclaimers, "™ Hability for any loss, damage, cost or expense arising from any use or misuse of the Data.
vwmstnotmorusetheol;uu you e — Nothing in these terms of use is intended to exclude, restrict or modify rights, guarantees and remedies

-mmmm:mdm&wmwmmwmﬂmdwm\mdedmdmewauwmmm‘hgwmemo(m)hWWﬂ!
you do not agree to the amended terms of use, you should not continue to use the Data. Your continued  Provision by MLA of goods and services. All other rights,

of the Data these terms of use have been guarantees and remedies are excluded.
ww@m&mmﬁdfﬁm —To the extent permitted by law, MLA's liabdlity for breach of any consumer guarantee, which cannot be
— Limited Licence ' exchuded, is limited at the option of MLA to:

— MLA grants you a non-exclusive, royaity free licence to use the Data solely for your personal and business ~ " the case of services supplied or offered by MLA, which are not of a kind ordinarily acquired for
purposes. MLA may revoke this licence at any time by providing you with at least 18 days’ notice, inwhich Per3onal, domestic or household use or consumption, resupplying or paying the cost of resupplying the

SR expiry service, or
::c:wm o St o the Deta on oithe — in the case of goods supplied or offered by MLA, which are not of a kind ordinarily scquired for personal,
— You must not provide domestic or household use or consumption, replacing the goods, supplying equivalent goods, repairing the
_w DD Syone s, goods or paying the cost of replacing the goods,
— All rights (including intellectual property rights opyright content and design supplying equivalent goods or repairing the goods
owA:edbw:(rnwuedmm AL EW e D 98 i o — MILA will not be liable for any loss of profit or for any direct, special, indirect, consequential or economic
— You agree not to remove, alter or obscure any copyright notices that appear on the Data. loss or damage.
— You must not commercialise any information, content or designs contained in of the Data — Indemnity
mmwbrminencmzvdm W pr — You indemnify MLA against all damages, losses, costs and expenses incurred by MLA arising out of or in
— Trade Marks, trade names and logos connection with your breach of these terms of use or use of the Data.
— All trade marks, trade names, service marks and other names and logos on the Data are owned by or ~ Governing Law
licensed to MLA and are protected by applicable trade mark and copyright laws. o — These terms of use are governed by the law applicable in the State of New South Wales, Australia,
— You must not to remove, alter or obscure any trade marks, trade names and other names and logos that
appear on the Data.
— Collection of information
— If MLA requires you to provide personal information in connection with your receipt of the Data, MLA will '
collect, store, use and disclose this information in accordance with its privacy policy (found at -
www.mia.com.au/General/Privecy) and you consent to this mla
— Disclaimer and lability
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