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Working together for a sustainable future

Building Demand and Consumer Preference

Lamb in the 21st CenturyLamb in the 21st Century
I

• The role of marketing and promotion in influencing 
demand and consumer preference;

• Successful marketing strategies for lamb and sheepmeat;Successful marketing strategies for lamb and sheepmeat;

• How can sheepmeat producers work with others in the 
supply chain to maintain and grow consumer demand for 
the category?
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Working together for a sustainable future

• Lamb has a low consumer awareness

Key Issues

• Many consumers globally resist consuming lamb based 
on past experience

• Globally demand is outstripping supply

• Lamb supplies, on average are more volatile than other 
meats

• Interface with consumers has changed dramatically 

Working together for a sustainable future

• Establish lamb as a top of mind-meal option

What are our goals?

p p

• Encourage consumers to trial lamb

• Convert trial to purchase by positioning easy-to use 
products at relevant price points

• Demonstrate lambs relevance to contemporary foods 

• Grow and support dedicated lamb supply chains that are 
service orientated
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Australian Lamb exports
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The domestic market remains the most 
important for Lamb

Working together for a sustainable future

Australian lamb production
2008 lamb production = 

413,663 tonnes cwt

export
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57%

Source: AFFA, ABS, MLA



4

Consumer expenditure reached $2.1b in 2008
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Consumer expenditure on Lamb
in Australia

Reasons for success 

Working together for a sustainable future

• Reinvention of our product 
– Larger leaner lambs
– Consistent supply
– New cuts (Trim Lamb)
– Developed a specialist prime lamb industry

• Growth in export demand by other markets (e g USA)Growth in export demand by other markets (e.g. USA)
• Reinvigoration of domestic market

– Rise in retail standards
– Nutrition research and communications  
– Consumer marketing
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Key principles of Lamb marketing

Working together for a sustainable future

1. Lamb must have a distinctive voice

Working together for a sustainable future
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2. Volume is with mainstream families

Working together for a sustainable future

Lamb

Young 
Singles Young 

Couples 
Young 

Parents
Mid-Life 
Family 

Mid-Life 
older kids

Empty 
Nester



7

3. Lamb must have year round activity
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4. Volume is with mainstream cuts 
(chops, cutlets & roasts)

l
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roasts
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5. Integration of activity is vital

Working together for a sustainable future

Advertising

POSPR
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Thank You

Working together for a sustainable future


