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MARKET SNAPSHOT    BEEF

Australia

FOR FURTHER INFORMATION VISIT US ONLINE AT:
www.mla.com.au or email us at: marketinfo@mla.com.au

© Meat & Livestock Australia, 2016. ABN 39 081 678 364. MLA makes no representations as to the accuracy of any information or advice contained in MLA’s Market snapshot and excludes all liability, 
whether in contract, tort (including negligence or breach of statutory duty) or otherwise as a result of reliance by any person on such information or advice. All use of MLA publications, reports and 
information is subject to MLA’s Market Report and Information Terms of Use. Please read our terms of use carefully and ensure you are familiar with its content.
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Australian consumers are increasingly cautious and price-sensitive. Disposable income has not kept pace with 
inflation, with wage growth stagnating. Growth in food sales, including in the meat category, is largely driven  
by population growth and price inflation. 
Beef consumption in Australia is facing some challenges and opportunities:
•  Australians remain the second-largest consumers  

of meat per capita, and the sixth-largest consumers  
of beef in the world (Source: OECD).

•  Changing demography – including increased 
migrations from Asian countries where pork is the 
dominant protein, and an aging population who are 
avoiding red meat for health/functional/price reasons. 

•   Increased competition from pork (marketing activity) and 
chicken (price pressure) will continue to challenge beef.

•  Social factors such as increased consumer 
consciousness of environmental impact, animal  
welfare, health concerns, and increased demand  
for food integrity provide opportunities to consider  
in red meat messaging. 

•  Beef value share remains steady as prices increase. 
Maintaining value share, and limiting decline in volume, 
remain a challenge.

Population 
 

Households earning 
 

Meat  
consumption 

24.3  
in 2016

25.6 
in 2020

US$15000+ p.a.

Pork

0.57 0.62

1.10

1.27

0.70 0.71

0.25 0.23

Poultry Beef Sheepmeat

21.9kg 
per capita*

 2016    2020     In million tonnes cwt

10.3  
in 2016

11.1 
in 2020

US$35000+ p.a.

9.1  
in 2016

9.8 
in 2020

In million 
Source: BMI Research, 2016 estimate & 2020 projection

In million households 
Source: BMI Research, 2016 estimate & 2020 projection

Source: BMI Research, GIRA, 2016 estimate and 2020 projection 
* 2016e per person per year ** excluding fish/seafood

Domestic utilisation 
(share of produced volume) 

Retail fresh meat  
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 Domestic Consumption    Exports  
‘000 tonnes cwt

2016 2015 2016 2015

 Beef – 36.7% 
 Chicken – 26.0% 
 Lamb – 13.4%
 Pork – 11.9%
 Other – 2.1%
 Seafood – 8.6%
 Turkey – 0.9%
 Veal – 0.4%

 Beef – 36.5%
 Chicken – 26.6%
 Lamb – 13.2%
 Pork – 11.3%
 Other – 2.1%
 Seafood – 8.8%
 Turkey – 0.9%
 Veal – 0.6%

 Beef – 13%  Beef – 20% 
 Lamb – 6%  Lamb – 9%
 Beef/Lamb – 4%  Beef/Lamb – 10% 
 Pork – 41%  Pork – 24% 
 Poultry – 32%   Poultry – 24% 
 Seafood – 4%  Seafood – 14% 

Source: Nielsen AIS Dec 2014 – Nov 2016, via Universal McCannSource: ABS, MLA forecast f = forecast Source: Nielsen HomeScan MAT to 3/12/2016 vs. year ago

Price Sensitivity in  
Australia (all categories) 

Australian retail  
meat price 
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92.7kg per capita* 
total meat protein**
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Consumers 
•  Consumer demand for beef is affected by many factors, such 

as demographic change, and changes in attitudes and beliefs 
towards food from family, friends, and the media.

•  Consumers are increasingly challenged to cut back on sugar, 
and eat more natural, fresh and unprocessed foods (Source: IPSOS  

Food CHATS 2016). Consumers claim to want to see more food 
products that are “All natural” (Source: Nielsen – Eliminating the Unnatural 2016). 

“All natural” product claims doubled between 2009 and 2014  
(Source: Mintel, quoted in Australian Food News October 2014).

•  Regarding animal products, 60% of consumers claim  
they want to avoid antibiotics/hormones – the number  
one ranked concern (Source: Nielsen, ibid).

•  MLA research has shown that, when consumers are choosing 
meat, the attributes most closely associated with frequent 
consumption are that it is a “family favourite” and that it is 
“easy and convenient to prepare”.

•  When consumers are shopping for beef, the key information 
they look for on pack relates to freshness and price.

What things do 
consumers look for 
on pack/on shelf 
when buying beef?

What are attributes 
that are important 
for Australian 
consumers?  
(all protein)

What key strengths 
does beef have?

Colour of meat Is my/my family’s 
favourite meat

Is the most superior 
meat 

Price per kg
Is easy and 
convenient to 
prepare

Is an essential part 
of a healthy diet for 
growing children

Date packed Is the most superior 
meat

Can be used in many 
different meals

Freshness Tastes delicious Consistent quality 
standards

Use by date Consistent quality 
standards Tastes delicious

Source: MLA Global Consumer Tracker, 2016

•  There’s no doubt that price is a key barrier for Australians 
when considering beef, especially when compared to chicken 
However, beef is seen as being more expensive than it actually  
is (Source: MLA Domestic Consumer Tracker 2016).
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NET Environment

I don’t like the taste anymore

I am concerned about the red meat industry’s treatment of animals

I am concerned about the e�ects of eating red meat on my health 

I �nd red meat too expensive for my budget

 Too expensive   Health concerns   
 Concerned about treatment of animals   Don’t like the taste anymore  
 Environmental concerns (any)   Other

Source: MLA/Pollinate annual tracker 2010-2016 

•  If the price barrier can be overcome, beef remains a very popular 
meat choice that has pride of place in Australian hearts and 
minds. While some concerns are on the rise, consumers generally 
feel very positive about the beef industry.

•  However, social trends indicate an increasingly challenging 
future for beef in Australia.

Vegetarianism
•   Vegetarianism is reportedly on the rise, with Roy Morgan 

reporting in August 2016 that 11.2% of the population 
reported as vegetarian, up from 9.7% in 2012. However, 
the definition was somewhat flexible, with the actual claim 
being “The food I eat is all, or almost all, vegetarian” –  
a group more closely aligned to the term ‘flexitarian’. 

–  MLA/Pollinate research suggested the number of pure 
vegetarians is closer to 7%. 

–  13% of current meat eaters claim to have been  
a vegetarian at some stage in the past. 

–  There is some interest in meat substitutes but the  
market remains small.

Protein Image Profiles

+/-5 indicates relative strength or weakness

Freshness
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
Essential part of a healthy diet for growing children

Is my/ my family’s favourite meat
Is becoming more popular
Is the most superior meat

I am willing to pay a bit more for this meat

Source: MLA Global Consumer Tracker, 2016
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Australians born overseas 
 

Median age in Australia 
 

2015

2.2 million
2.5 million

3.0 million

2020 2030 2011

24.6%
28.2%

2015
Source: ABS Source: ABS Source: ABS

34 
years

37 
years

 1995    2015

of which over  ¼ are  
from  Greater China and 

 South-East Asia
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Foodservice 
Quarterly turnover in millions & Growth Quarter vs Quarter YA
Cafes, restaurants & takeaways
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Source: ABS. Represents approx.. 75% of the foodservice industry 

•  The Australian foodservice sector is large, and competitive, with 
over 85,000 places to eat out, dominated by Quick Service 
Restaurants (QSR), cafes, and casual dining restaurants.

•  Australians eat out an average of two to three times a week, 
spending $45 billion per annum (nearly $100 per household 
per week) (Source: Intermedia – Eating Out in Australia, quoted in press release Nov 2016).

•  The foodservice channel is highly fragmented, with many individual 
companies having small market share. Exceptions include QSRs 
and institutional channels such as hospitals and aged care.

•  Shifting consumer attitudes and behaviour drive innovation and 
evolution from foodservice providers and these are responsible 
for some of the volatility seen in the market. Foodservice growth 
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 only 11% say they are intending to eat out more in future
(Source: MLA Domestic Consumer Tracker 2016).

Favourite international cuisine types
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Source: Roy Morgan Jan-Dec 2015, quoted in press release May 2016

Average number of meals out of home per week by age

Dinner

Lunch

Breakfast

18-34

0.9

1.8

2.0

0.8

1.5

1.6

0.5

1.6

1.5

0.5

1.1

1.6

35-44 45-54 55+

 Breakfast    Lunch    Dinner

Source: MLA Domestic Consumer Tracker 2016  

Average number of meals out of home per week  
by household composition

Dinner

Lunch

Breakfast

Children in household No children in the household

0.9

1.8

1.9

0.5

1.3

1.5

 Breakfast    Lunch    Dinner

Source: MLA Domestic Consumer Tracker 2016  

•  There are many factors that contribute to the choice to eat out 
or not, mostly occasion-based i.e. where and when the meal 
takes place, and with whom. Having children in the household 
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-to-go, and other 
casual dining options.

•  Other foodservice trends to watch are menu customisation 
(for example, McDonalds’ “Create Your Taste”) and increased 
demand for integrity (e.g. Guzman Y Gomez’ switch to 100% 
free range chicken). Authentic eating and personalisation 
are amongst the “Top 10 Global Consumer Trends for 2017”, 
according to Euromonitor International.

Meats eaten when dining out – lunch and dinner
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A trend to watch for 2017: tech-driven food 
delivery by aggregators such as Deliveroo, 

Foodora, MenuLog and UberEats

Meat & Livestock Australia 
Market Snapshots – booklet
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78%
work in Clinical Care

FemaleMale
13% 87%

69%

Older than  
50 years of age

77%
Australian

89%
work in remote and/or rural health

5432

CRANAplus  
MEMBERSHIP  
SURVEY 

1TOP 5  
THINGS 
MEMBERS 
VALUE…

Free online  
training/resources

CRANAplus  
website

Discounts on  
courses/conferences

Weekly email  
and member alerts

Quarterly  
magazine

WORK & PROFESSIONMEMBERS

76%
indicated  

inadequate management  
impacted them

71%
indicated lack of 

professional support  
impacted them

92%
indicated the importance of internet/email 

access in their accommodation

94%
found their individual 

CRANAplus membership 
good value for money 

56%
indicated  

job related trauma 
impacted them

78%
would download and use a 
CRANAplus App on a smart 
device to access resources, 

tools and information

83%
found our online  

processes intuitive  
and easy to use

3%
are Aboriginal and/or 
Torres Strait Islander

CRANAplus MEMBERSHIP

80%
indicated the importance  

of educational preparation and  
skills maintenance in the workplace

65%
indicated  

workplace bullying 
impacted them

42%

Have been in their 
current position for  
more than 6 years

Anticipate not to be 
working in remote 
health in 5 years

49%

Data collected during 2016 Membership Survey

1
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TOP 7 ISSUES 
FOR RURAL  
NURSING…

Broad generalist 
scope of practice

Adequately prepared 
workforce

Educational 
opportunities

Safety & Security

Professional 
recognition

Support in the 
workplace

Strong & connected 
communities
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WORK AND  
PROFESSION

Which state/territory are you currently working in?

Approximate population  
of the community where  
you work

WORKPLACE  
AND LEARNING Top 4 gaps in professional 

development

Emergency care

 Access to face-to-face 
education

Chronic disease 
mangement

Cost37%
indicated that their 

workplace provides a 
mechanism for them to 
have imput to change/
quality improvement 

programs

34%
less than 1000

35%
1001-5000

11%
5001-10,000

43% have been working in a rural 
setting for more than 10 years

81% have been in nursing  
for more than 10 years

59% work outside of hospital

55% work full time

61%
think rural nurses should 
have their own Standards 
of Practice (Remote Area 

Nurses already have)

What do you think is the best 
way for CRANAplus to engage 
with the broader rural nursing 
community nationally?

Face-to-face visits

Printed resources

Social media

 Through delivering 
education locally

37%
don’t get a 

comprehensive 
workplace 
orientation

 QLD 24%
 WA  20%
 NT 20% 
 NSW 12%
 VIC 11%
 SA  8%
 TAS 2%

only 44%
frequently receive workplace 
support to undertake C.P.D.

92%
rate their 

access to online 
education as at 

least average

CRANAplus
Membership Survey – poster

Nurses Survey – poster
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Meat & Livestock Australia 
Global Market Strategy – PowerPoint presentation

Global Market Strategy 2017-18

GLOBAL  
MARKET  
STRATEGY  
2017-18
LISA SHARP 
Chief Marketing & Communications Officer, MLA

MICHAEL FINUCAN  
General Manager International Markets, MLA

Global Market Strategy 2017-18

Proposed Market Strategy – Grassfed Beef
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Source: MLA

Global Market Strategy 2017-18

And value 

Source: GTA 2015, MLA, includes estimates based on key supplier export statistics

USA

Korea

Indonesia

Singapore

Saudi Arabia

UAE

China

Japan

40% 57% 54% 77% 33%35% 20%34%

   Australia

  Other countries

Global Market Strategy 2017-18

How much is a Big Mac?

Source: MLA, online research

United States

$3.99

United Kingdom

$3.31

Saudi Arabia

$3.20

UAE 

$3.54
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$4.22

Indonesia 

$2.37

Australia 

$4.40

Japan 

$3.62

Korea 

$4.00China 

$3.00

US$
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Rural RDC
Strategic Vision – brochure

Vision 2050 – New thinking about rural innovation in Australia 2
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New thinking about rural 
innovation in Australia

November 2018

Vision 2050 – New thinking about rural innovation in Australia3

Agrisystem and K&I

 

The community

Employment

Environment Maintaining trust

Value add

EmploymentExportsInternational 
competition

Differentiating 
markets

Market focused

Regional communities Healthy living Empowered choice

Markets The economy

Consumers

The agrisystem joins production 
 with the community and consumers 

 through the value chain.

The knowledge and innovation  ecosystem 
creates value by providing  the agrisystem with 

innovation to  sustainably meet the demands 
of  consumers and the community. 

Farm gate $60bn
Agrisystem $800bn

Farm workforce 300k
Farm dependent 1.6m

$44.8bn
1.6m of all  
Australian exports

Vision 2050 – New thinking about rural innovation in Australia 4

Foreword – Michele Allan 

More than $3 billion a year is invested through Australia’s rural research and 
development sector, driving long-term growth of our production industries 
and underpinning a huge slice of our economy. Our agri-sector is the source 
of most of what Australians eat, the fibres used in clothes we wear and we use 
agri-products to build and fill our homes. 

It is how we manage more than half of the continent without government subsidies, underpins the economies 
of our regional communities and continues to be a source of national identify. So it is only right that we should 
think about the future that we want for our community, environment and industries, and about how research, 
development and innovation can help achieve that future.

In 2017 the Council of RDCs embarked on the development of a vision for the future of Australia’s rural innovation 
system. We are proud to present this report and our conclusions. 

Through our work we’ve identified that Australia has potential to be a pivotal global player in food and fibre value 
chains, if we choose to be. We can secure community and environmental wellbeing, be an attractive destination 
for investment and grow sustainable wealth for regional and national communities. 

A world-class, high performing and effective knowledge and innovation ecosystem is an essential part of this 
vision of the future.

Determining where we want to go is just the first step. Agreeing on how we get there and negotiating 
the processes of change and transition can be complex, intricate and involved. 

With a vision and a plan, the future can be ours to make and take. We hope you’ll find our vision inspiring 
and join us on the journey.

Dr Michele Allan 
Chair, Council of Rural RDCs 
November 2018

The agrisystem describes how we use natural resources and biological processes to generate value 
through food, fibre and related products and services. A system level perspective reveals new 
opportunities, additional ways to create value and a new vision …

Our vision is of flourishing agriculture, fisheries and forestry industries underpinning a thriving 
agrisystem. Driving future success is a globally-connected, highly effective and dynamic knowledge 
and innovation ecosystem.

Vision 2050 – New thinking about rural innovation in Australia7

Proportion of productivity gains in broadacre cereals 
in Australia attributable to research, development 
and extension over more than 50 years8

R&D expenditures across rural industry 
in 2014-152

Potential size of Australia’s carbon 
farming market by 20303

$58.1 billion
The number of people directly* employed in 
Australia’s farm dependent economy6

Annual productivity gain across agriculture, 
fisheries and forestry since 19899

$24 billion 

1.6  

million

Megatrends – continued

$3.3 billion

Value of farm-gate output in 2015-16 and 
forecast to more than $60 billion in 2017-185

2.7%63%*

Vision 2050 – New thinking about rural innovation in Australia 8

36.6 million

Annual government direct or facilitated 
investment in rural RD&E in 2014-151

Size of the Australian economy 
in 201712

The number of people outside of Australia 
fed by our industries on a daily basis10

The portion of the Australian economy whose 
value is dependent on biology4

Funding contributed by Universities 
to rural R&D in 2014-157

Total value of Australia’s natural capital 
assets, 90% of which is land13

$1.74 trillion

For sources see Appendix 3

$345 million

$2.05 billion

Amount of Australia occupied by 
agricultural business in 2016-1711

51% 47%

$6,412.8 billion

10Vision 2050 – New thinking about rural innovation in Australia

Community and consumers are king

The future of Australia’s production industries will be driven by the needs and preferences of consumers 
and the community. Consumer responses within markets determine what products and services are 
successful. The community’s social and regulatory power determines what production is allowable. 
Meeting the needs of consumers and communities will require greater connectivity and flow of 
information up and down food and fibre value chains.

Between them, consumers and the community will determine the future conditions industry will operate 
under – the social licence to operate. However, producers and production provide a foundation for the 
value chains which are, in turn, essential to the generation and distribution of food and fibre products. 
Without producers, there is no agrisystem.

More than food and fibre

Food and fibre production are the heart of our industries, and through these value chains industry 
addresses basic needs of society. Opportunities will arise to build on our strengths and grow new 
sources of value. Industries need new ways to produce and compete in the face of challenges from 
international competitors and synthetic foods and fibres. Products will embody new technologies 
for health and wellbeing, such as omega 3 long-chain acids in cereals. Wastes will be converted for 
alternative energy sources. Production skills and resources can be applied to meet new markets in 
environmental services. And our know-how and ingenuity can be packaged into tools and services 
to be exported and sold around the world.

Beyond the farm gate 

Agricultural output was $63 billion in 2016-17, and the NFF has set a target of growing this to $100 
billion by 2030. This goal is important and represents a significant challenge. However, farm gate value 
significantly under-estimates the overall contribution of the agrisystem. Our opportunity is to innovate 
and build on the strength of the production sector to create value up and down value chains, delivering 
benefits for producers, communities and the broader Australian economy.

Critical to this opportunity will be the ability to create connectivity and information flows along and 
across value chains. With a small domestic consumer base Australia’s agrisystem is heavily exposed to 
exports, requiring capacity to respond to cultural, geographic, jurisdictional and language differences. 

Geography is not a defining feature

Australian industry and production sits within a global context where ideas, talent, technologies, 
products and services flow in new ways, far beyond the traditional farm-gate boundary. New production 
sites, including intensive aquaculture and vertical farming, are being located within urban areas. Most 
downstream manufacturing and post-farm gate value adding occurs somewhere that is not rural, and 
most consumers and communities are urban. Australia’s food and fibre value chains extend into the very 
heart of cities here and overseas. Creating connections across value chains brings with it opportunities 
to grow the talent, resources and technologies available to our industries.

Understanding the necessity of meeting the expectations of consumers 
and the community lie at the heart of four key challenges and 
opportunities facing rural industries as we progress to 2050.

Vision 2050 – New thinking about rural innovation in Australia9

Introduction

The future of Australia’s rural industries is bright and evolving rapidly. Innovation 
has been core to the success of Australia’s rural industries over many decades. 
Research and development has enabled producers to manage Australian 
conditions to create wealth that supports our regional and rural economies 
and communities; contribute to our national economy; and sustainably 
manage over 50% of Australia’s land.

However, we know there are significant challenges and opportunities ahead. Now, more than ever before, 
Australia needs to unleash its innovative capacity to fuel the ability of our agricultural sector to adapt to new 
and emerging challenges and to capitalise on future opportunities. It is time for new ways of thinking about the 
role and opportunity of our agricultural, fisheries and forestry industries, and what that will mean for research, 
development and innovation. 

Through the Council of Rural Research and Development Corporations, the RDCs have been developing a vision 
for the future of Australia’s rural innovation system. Our aim is to encourage the right settings for our rural R&D 
and innovation sector, ensuring it is fit for purpose to empower industry and meet broad production, economic, 
social and environmental goals.

Our vision is of flourishing agriculture, fisheries and forestry industries underpinning a thriving agrisystem. 
Driving future success is a globally-connected, highly effective and dynamic knowledge and innovation 
ecosystem. Individuals, businesses, industries and governments are empowered to apply information, 
knowledge, skills, expertise and wherewithal to respond with flexibility and agility in the face of emerging 
challenges, new technologies and hanging societal and market expectations. 

Our nation builds on the strengths of our production industries and research capacity to find and 
realise opportunities to create, add and capture value up and down agrisystem value chains. Australia’s 
agrisystem is successful and prosperous, growing sustainable wealth, supporting national, rural and 
regional economies and improving community and environmental wellbeing. 

A globally-connected, high-performing knowledge and innovation ecosystem 
underpinning a thriving Australian agrisystem

Innovation is the key driver of future productivity growth and prosperity. It is a process through which we apply 
knowledge, skills and experiences to adapt and transform. Australia’s has a high-quality research sector which 
delivers world-class outputs, but this work is could be better integrated with the current and future needs of 
industry. Taking a systems approach, aligning around ambitious goals and implementing appropriate governance 
arrangements will support more efficient, effective and impactful responses.

Australia’s agrisystem improves community and environmental wellbeing, positions 
Australia as an investment destination of choice, and grows sustainable wealth through 
the national and regional economies

The agri food and fibre system, or agrisystem, describes how we use natural resources and biological processes 
to generate value through food, fibre and related products and services. A system level perspective reveals new 
opportunities, additional ways to create value and a new vision for our production industries underpinning future 
prosperity, with benefits for the economy, community and environment. 

The agrisystem covers an estimated $800 billion of the Australian economy, is the source of basic requirements 
for society, and supports management of more than 60 percent of Australia’s land mass without government 
subsidy. It provides millions of jobs across rural, regional and urban communities, and is a major source of 
national income through exports. Enhancing and facilitating a thriving agrisystem is a national imperative. 
The agrisystem is supported by a knowledge and innovation ecosystem, built upon our world-class research 
and development capacity. The knowledge and innovation ecosystem enhances and improves the agrisystem, 
providing knowledge and capacity to develop, deliver and adopt new products, technologies, practices and 
services. It is how we generate impact from R&D for industry and the community. Research and development 
provides a foundation for the knowledge and innovation ecosystem. R&D must be integrated within production 
and value chains to deliver impact through food and fibre products, and related products and services, to meet 
the needs and expectations of the community and consumers.



©
 A

nd
re

a 
O

’S
ha

nn
as

sy
 2

02
1

ACCELERATING INNOVATION MDC ANNUAL REPORT 2016–17

MLA Donor Company
Accelerating Innovation – annual report

9ACCELERATING INNOVATION8

MAY

A $3.7 million research and development 
project is announced, to pave the way 
for the introduction of safer and more 
productive automated boning rooms in 
Australian beef abattoirs (page 28).

One of the largest investments in livestock 
welfare research to date – the Strategic 
Partnership for Animal Welfare Research, 
Development and Adoption – saw MDC 
collaborate with some of the country’s 
leading researchers in a new partnership 
to undertake ground-breaking projects 
focused on animal welfare (page 17).

A multi-million dollar investment is 
announced to co-fund the installation of 
DEXA objective measurement systems in 
red meat processing plants to accelerate 
the adoption of the technology (page 25).

JULY

MDC welcomes a $5.8 million 
Australian Government grant to 
assist in bolstering biosecurity 
systems for Australia’s livestock 
industries, focusing on improving 
surveillance, preparedness and 
return to trade for emergency 
animal disease incursions using 
foot-and-mouth disease as a 
model (page 18).

The multi-million dollar Northern 
Beef Collaborative Partnership 
between MDC and The University 
of Queensland sees the most 
significant injection of research 
funds into northern beef cattle 
for 20 years and is designed to 
deliver significant productivity 
gains for producers. 

SEPTEMBER 

An AgTech and FoodTech 
study tour to the United States 
is undertaken to launch I+E 
Connect with international 
entrepreneurs and investors.

NOVEMBER 

MDC partners with SproutX, Australia’s 
first national AgTech innovation hub, to 
encourage entrepreneurs and start-ups 
to solve some of the biggest issues 
facing the red meat and livestock 
industry through new technology, ideas 
and data (page 40).

During the MLA AGM, MDC showcases 
high value-add business models with 
producers on a bus tour to inform the 
Producer Innovation Fast-Track program.

JANUARY

MDC partners with the 
US-based Institute for the 
Future’s Food Futures Lab to 
develop broader capabilities 
to prepare the industry 
for disruption.

2016–17 HIGHLIGHTS

OUR YEAR

AUGUST

MDC-supported Northern Beef 
Business Mentoring ‘Better Beef 
Business’ workshops in southern 
Queensland are launched  
(page 29).

Professor Hamish Gow is 
appointed as MDC’s design 
thinker in-residence.

OCTOBER 

Design thinker in-residence, 
Professor Hamish Gow, facilitates 
MDC’s first Digital Strategy 
co-design workshop with more 
than 90 industry and technical 
participants.

MDC’s partnership with Cicada 
Innovations (formerly ATP 
Innovations) commences with a 
pitch session by 12 new AgTech 
venture companies (page 40).

DECEMBER 

The National Livestock 
Genetics Consortium 
is unveiled to invest 
$16 million in new 
research, with a 
significant portion 
funded via MDC  
(page 28).

FEBRUARY

MDC launches Producer Innovation 
Fast-Track, an initiative designed to 
accelerate the adoption of innovations 
and initiatives that have the ability 
to improve farm and value chain 
performance by providing producers 
with the expertise, co-funding and 
support to take their business to the 
next level (page 33).

A multi-million dollar collaborative 
research and development funding 
partnership with NSW Department 
of Primary Industries is announced 
to provide a significant boost to 
productivity and genetics gains in the 
livestock industry. 

MDC’s first Strategic Business Plan 
2016–20 is published (page 36).

20172016

MARCH

Australia’s oldest organic beef 
marketing company, OBE Organic, 
co-invests with MDC to create 
a slaughter data feedback loop 
that aims to improve producer 
productivity and animal health 
and welfare outcomes. 

APRIL

The second round of the Young 
Food Innovators program is 
announced, this time specifically 
aimed at producers looking 
to develop new high-value 
opportunities in domestic or export 
markets, implement innovative new 
business models or accelerate 
the adoption of new disruptive 
technologies within their production 
business (page 33).

JUNE

The first cohort of 
Livestock Consulting 
Internship program 
graduates. The program 
is designed to ensure 
the continuation of 
new consultants to the 
industry (page 34).

MDC ANNUAL REPORT 2016–17

MDC ANNUAL REPORT 2016–17 11ACCELERATING INNOVATION10

2016–17 HIGHLIGHTS

new contracts 
approved

 valued at

of MLA research and 
development was 
funded via MDC

committed 
to co-fund to 

fast-track DEXA

Producer Innovation 
Fast-Track exceeded 

expectations by 
attracting 

involving more than

MDC Strategic 
Business Plan  

2016–20  
(2016–17 Investments) 

Partnered in one of the 
largest investments 
in livestock welfare 

research to date

Developed the I+E 
Connect platform 

to enable the 
industry to engage 

with the global 
entrepreneurial 

community
organisations 

partnered with MDC
19 future industry 

leaders supported 

Developed collaborative 
partnerships with 

17 universities, research 
institutes and others

34% 
$80.6m 

102 

110

100

86
$24m 

L R

producers

applicants
1st 
publication

MDC managed its 
highest number 
of projects ever

MDC ANNUAL REPORT 2016–17 15ACCELERATING INNOVATION14

PILLAR 1  
CONSUMER AND  
COMMUNITY SUPPORT
This pillar invests in research into the superior nutritional properties 
of red meat. It also invests in research and development to enhance 
the industry’s animal welfare, disease control and environmental 
practices. This includes the communication of these actions and 
commitments by the industry to the community.

MDC’s focus in this pillar is on:

 ⊲  A strategic partnership for animal welfare research, development 
and adoption, predominantly funded via MDC projects with a 
number of universities and public research institutes.

 ⊲  The active pursuit of partnerships focused on the development 
and implementation of a whole supply chain sustainability 
strategy in areas including natural resources, energy, greenhouse 
gas emissions and waste streams.

INVESTMENT:

$6.6m
Comprised of $3.3 million matched 
Australian Government funding

PRIORITIES: 

 ⊲ Animal health and welfare
 ⊲  Supply chain environmental 
sustainability

2016–20 OUTCOME: 

The community continues 
to support and trust the 
Australian red meat and 
livestock industry, with 
industry practices in step with 
community expectations.

20 MILESTONES: 
14 achieved
6 not achieved

This Report to Stakeholders provides a transparent overview 
of MDC’S actual activities and outcomes in 2016–17, reporting 
against the objectives and planned activities outlined in the 
MDC Strategic Business Plan 2016–20, 2016–17 Investments.

In 2016–17, MDC aligned its strategic direction to extending 
the MLA Strategic Plan 2016–2020 and the Meat Industry 
Strategic Plan 2020.

MDC regards the MDC Strategic Business Plan 2016–20, 
2016–17 Investments as the first year of the MDC Strategic 
Business Plan 2016–20. 

REPORT TO STAKEHOLDERS

FIGURE 3: MDC’s strategic investment portfolio is directly aligned to extending the achievement of the Meat Industry Strategic 
Plan 2020 and MLA’s Strategic Plan 2016–2020

M
LA

 P
IL

LA
R

 

1. Consumer 
and community 
support

2. Market 
growth and 
diversification

3. Supply chain 
efficiency and 
integrity

4. Productivity 
and profitability

5. Leadership 
and collaborative 
culture

6. Stakeholder 
engagement

M
D

C
 P

R
IO

R
IT

IE
S •  Animal health 

and welfare 
•  Supply chain 

environmental 
sustainability

•  High value 
food frontiers

•  Supply chain 
logistics

•  Objective 
measurement

•  Value chain 
digital strategy

•  Enhanced 
traceability and 
integrity systems

•  Farm and feedlot 
productivity

•  Precision 
agriculture

•  Livestock 
genetics

•  Through‑chain 
automation

•  Collaborative 
Co‑innovation 
Program

•  Producer 
Innovation 
Fast‑Track

•  Food value chain 
innovators

•  Digital Value 
Chain Officers

•  Engagement 
with producers 
and stakeholders

I+E CONNECT

FIGURE 4: MDC investments by pillar for 2016–17

TOTAL INVESTMENT $36 MILLION  *matched Australian Government funding

Consumer and community support

Market growth and diversification

Productivity and profitability

Supply chain e�ciency and integrity

Leadership and collaborative culture

Stakeholder engagement

$3.3m*$3.3m

$3.1m*$3.1m

$2.7m*$2.7m

$6.5m*$6.5m

$2.4m*$2.4m

$0.04m*$0.04m
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Thank you.
To view more of my work please visit andreaos.com

http://andreaos.com

