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Eating quality is an expectation
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Consistent quality is important everywhere

HIGHEST CORRELATION WITH VOLUME OF PURCHASE
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PRODUCT:
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Consumers tell us what matters
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Consumers identify Good-Better-Best




Global consumers will pay more for higher quality
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Making beef simple for consumers

Meal style

LW,
Everyday 3* S S S S S S
Special 4*  $x15 $x15 $x1.5 $x1.5 $x15 $x15
Very special RIS $ x 2 $x 2 $ x 2 $x 2 $x 2
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Getting sophisticated with MSA to

exceed expectations
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MSA recognised globally for integrity

9001
2015

CERTIFIED

PROCESS

VERIFIED

> Eating Quality Assured
for tenderness,
juiciness and flavor

> Beef Grading Program
developed to predict
the eating quality of beef

http://processverified.usda.gov/

©
GRADED)E

PROCESS
VERIFIED

¢ Eating Quality Assured
for tenderness,
juiciness, flavor

¢ Pathways developed to
reduce the variation in
lamb eating quality

http://processverified.usda.gov/
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MSA underpins 195
Australian brands
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Existing dentition-based language doesn’t describe consumer
quality

Dentition vs. MSA Index
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Single attributes don’t provide a guarantee of consumer
quality

MSA Index Distribution by Days on Feed
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Focusing on consumer outcomes can be meaningful

e=mBest esmSupreme e==Premium es=Good Value
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Extracting the most value from an animal

® Segregation by consumer outcome
® Carcase utilisation

Good Better Best
MSA Index 55 MSA Index 60 MSA Index 63
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New developments focused on consumer outcomes

'BONE IN BEEF

ANY MEAT WORKS Co
PRODUCT OF AUSTRALIA LONG FLAT ROAD
- ANYTOWN NSW

IW/VAC

KEEP REFRIGERATED

PACKED ON 22 - SEP - 2017
BEST BEFORE 30 -NOV - 2017  RSTMSA3 @5 days MSA 4 @ 14 days

26.2 kg 57.8lb nerweieht

'BATCH: 448 CARTON ID: 41457354

(01) 9931671012345 3 (3101) 000262 (13) 140110 (21) 41457354

GRL MSA 3 @ 5 days MSA 4 @ 14 days

TSL MSA 4 @ 5 days (

EST. NO.9999

* Consistency
* Reliability

* Precision
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Return to farm gate

* Price differential for MSA young, non-feedlot cattle = Au$0.30/kg
* Price differential for MSA grainfed cattle = AuS0.15/kg

Grassfed — MSA graded Grainfed — MSA graded

43% \ 57%
S84/head premium

$48/head premium
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Food safety Convenience

Value for Experience

Sustainability
money (the story)

Health & nutrition Animal wellbeing







Future retail
e Consumer’s will purchase differently
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Future retail

NUTRITIONAL FACTS %

FILLET STEAK
300g

CALORIES PROTEINS FATS CARBS IRON VITAMIN B12

Kcal 160 23g 6.6g 4.5Mg 49Mg 2.7Mg

SHALAS

Percent Daily Values (%DV) are based on a 2,000 calorie diet
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Efficiency through technologies
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Frontmatec MKII Hyperspectral camera
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Beef Frontmatec MKII Hyperspectral Camera
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On-farm technologies to reduce risk of failure




New pathways that meet consumer expectations
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New pathways that meet consumer expectations
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Value chain approach to exceed consumer expectations

Rewards through meeting
sophisticated brand owner
requirements

Objective LMY and quality
measurement technology
will give ability to assess
‘value’

Objective measures of live
animals to predict market
spec compliance

Cheaper genomic tests
DNA testing animals

routm|a
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