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MEAT &LIVESTOCK AUSTRALIA

MARKET SNAPSHOT | BEEF

Australia

Australan consumers are Increasingly cautious and price-sensitve. Disposable Income has not kept pace with
infiation, with wage growith stagnating. Growth in food sales, including in the meat category s largely driven
by population growth and price Inflation

Beef consumption in Australia s facing some chalienges and opportunities:
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Consumers r1

+ Consumer demand for beef is affected by many factors, such Main reason for eating less red meat

s demographic change, and changes in attitudes and beliefs
towards food from family, friends, and the med

. Consumers are nressingy chakenged o cut ack o st ——
and eat more natural,fresh and unprocessed foods souce #s0s 0<%

A vt pooc come Goued bemoen 3005 o 30 »
Regaring animlproducts, 60%of consumerscom :
ot o o haons e oot :

one ranked concern souce wesen
MLA research has shown that, when consumers are choosing
meat, the attributes most closely associated with frequent ©Too expensive @ Health concerns
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- Ifthe price barrier can be overcome, beef remains a very popular

What things do What are atilbutes  What key strengths meat choice that has pride of place in Australian hearts and
consumers look for i does beef have? minds.
on pack/on shelf o i feel very positive about the beef industry.

when buying beef?  consu
v However, social trends indicate an increasingly challenging

future for beef in Australia
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e propre arowing chigren reporting in August 2016 that 11.2% of the population

reported as vegetarian, up from 97% in 2012. However,
the definition was somewhat flexible, with the actual claim
being “The food | eatis all,or almost all, vegetarian” —
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Date packed different meals
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Freshness Tastes delicious  S2 S a group more closely aligned to the term ‘fexitarian.
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Use by date standords stes delcous Vegetarians is closer to 7%.
e — ~13% of current meat eaters claim to have been
There's no doubt that price is a key barrier for Australians  vegetarian at some stage in the,

when considering beef, especially when compared to chicken
However, beef is seen as being more expensive than it actually
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— There is some interest in meat substitutes but the
‘market remains smal
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Meat & Livestock Australia
Market Snapshots — booklet

Foodservice
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Quarterly tumover in millions & Growth Quarter vs Quarter YA
Cafes, restaurants & takeaways
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+ The Australian foodservice sector is large, and competitive, with
over 85,000 places 1o eat out, dominated by Quick Service
Restaurants (QSR), cafes, and casual dining restaurans

+ Australians eat out an average of twa to three times a week,
spending $45 billion per annum (nearly $100 per household

s  with
companies having small market share. Exceptions include QSRs.
and institutional channels such as hospitals and aged care.

+ Shifiing consumer attitudes and behaviour drive innovation and
evolution from foodservice providers and these are responsible
for some of the volatiity seen in the market Foodservice growih
is also impacted by tourism and therefore by international
market dynamics, and by the fluctuating Australian dollar

+ The eating out behaviour of Australian consumers over recent
years has seen slower rates of growth, and this is set to
continue, with only 17% of Australians saying they are eating out
more now than they were a year ago — with 36% saying less
and orly T say they ae nfending to eat out more I ure
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A trend to watch for 2017: tech-driven food

delivery by aggregators such as Deliveroo,
Foodora, MenuLog and UberEats

Average number of meals out of home per week by age
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Average number of meals out of home per week
by household composition
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There are many factors that contribute to the choice to eat out
or not, mostly occasion-based Le. where and when the meal
takes place, and with whom. Having children in the housenold
indicates a higher level of eating out, as well as influencing
choice of venue and choice of meal. When it comes to where
to go, convenience, value and familiarity are key, which partly
explains the rise of QSRs, supermarket meals-10-go, and other
casual dining options.

Other foodservice trends to watch are menu customisation

free range chicken). Authentic eating and personalisation
are amongst the “Top 10 Global Consumer Trends for 2017,
according to Euromonitor Intemational,

Meats eaten when dining out - lunch and dinner
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CRANAplus
Membership Survey — poster
Nurses Survey — poster
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with the broader rural nursing
community nationally?
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Meat & Livestock Australia
Global Market Strategy — PowerPoint presentation
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ACCELERATING INNOVATION

201617 HIGHLIGHTS

102

new contracts
approved

Valued at
of MLA research and

8 0 6 m development s
. funded via MDC.

Partnered in one of the.

Connect platform

t0 enable the
industry to engage
MDC managed its with the global
highest aumber entreprencurial
of projects ever community

MDC ANNUAL REPORT 2016-17

Producer Innovation
Fast Track exceeded
‘expectations by -
attracting

$24m

involving more than

MDC Srotegic
Business Plan

tocofund o 20/6-20
fastrack DEXA (2016-17 Investments)
Wy
e
W
W
e
W
¥ 7]
Developed collaborative
organisations. 19 future industry B A L

2016-17 HIGHLIGHTS

OUR YEAR

2016 AUGUST OCTOBER DECEMBER 2017

Bunness Wmm m o MO Doy sumeteato mest
(330291 e Py e i

o Momw S —

> & :

Accelerating |

FEBRUARY

MOC auncnesProcucer mraton

MLA Donor Company
nnovation —annual report

suppnnmumneunwmsmme APRIL JUNE
i
e o Temmimmsienr o
T, e s
o wm n e m;';::m;:z:;‘
i
Ve

el @ 2 W

aasa
Juy SEPTEMBER NOVEMBER JANUARY MARCH MAY
o G G o e ey
S et Ikt oo ntedho cess foCamupmon
S o e 40, o nrs oo St et o ame i Svleok
S s Durn e MUA AGH MG shoncrses Fatnars o A et s
S ek 464 isness e win Decpment nd adoptn 4 DG

S Comaaar: am\e-sm

S sy

REPORT TO STAKEHOLDERS

o et ros g v

W St Bubness o 3018-50 30517 s
I 2006-17 MO s 1 st decton o eencing
10 MLA Satog Aon 201-2020 3 h Mt sty
Stctoge Pon 3070,

e e DG Sy D 0620
Bonrs o 208530

Pl 2020 310 MLAS Sroteh P 20062020

M
¢

practices. Tisincludes the communication of these actions and
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INVESTMENT:
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TOTAL INVESTMENT $36 MLLION
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Thank you.

To view more of my work please visit andreaos.com
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