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Outline
• History 
• The market - domestic and 

International 
• Consumer benefits 
• Market trends 

https://www.globalmeatnews.com/Article/2017/06/
15/Japanese-get-a-taste-for-dry-aged-meat

https://www.globalmeatnews.com/Article/2017/06/15/Japanese-get-a-taste-for-dry-aged-meat


INTRODUCTION

Photo by Robyn  Warner  of  Victor Churchill shop , Sydney

• A traditional method of preserving meat 

• Dry ageing is the process of ageing without vacuum bags

• Claims to improve tenderness and flavour improvement



What happens during dry ageing ?

PLUS loss of moisture 



Market -Overview
Market: International Follows HNWI
U.S. Dry Aging Beef Market $10,446 million in 
2015, expected to reach $11,176 million by 2020, 
CAGR of 1.3% from 2016 to 2020
Typically Dry aging < 10% of overall beef 
consumption
Price is 2-4x retail meat
Market Movement: Germany- USA- Europe- Asia-
Middle East
Germany, USA investing to be large exporters

Consumers:

Channel:

Occasion:

Benefits:

High end retail differentiate from discounted meat
For restaurant provides an “attention getter/ loss 
leader” 
E- commerce focuses on meat lovers needs

Premium Celebratory Experience
Christmas
Moves to Luxury with High End Chef and Restaurant 
Experience
Not Everyday

Affordable Luxury
unique sensory experience in flavours and 
tenderness
Old World Craftsmanship
Goes with other luxury/ premium products 
(alcohol, cigars, etc)

Trends:
Fits with artisan, crafted, slow foods movements
Extreme Aging
Specialty Breeds, Older Animals, Specific feeds
Dry aging in carbonated water, whiskey, 
Grass fed (USA)
Home dry aging with UMAi bag
Key Tech trends from Germany
Culinary trends Globally

10-25% of population are potential consumers
Key consumer groups are LOHAS (Lifestyle of Health 
and Sustainability), Meat Lovers, Selective Foodies, 
Premium Players



Market -Overview
Market: International Follows HNWI
U.S. Dry Aging Beef Market $10,446 million in 
2015, expected to reach $11,176 million by 2020, 
CAGR of 1.3% from 2016 to 2020
Typically Dry aging < 10% of overall beef 
consumption
Price is 2-4x retail meat
Market Movement: Germany- USA- Europe- Asia-
Middle East
Germany, USA investing to be large exporters

Consumers:

Channel:

Occasion:

Benefits:

High end retail is driven by flat meat sales and to 
differentiate from discounted meat
For restaurant provides an “attention getter/ loss 
leader” to drive higher overall check sales
E- commerce focuses on meat lovers needs

Premium Celebratory Experience
Christmas
Moves to Luxury with High End Chef and Restaurant 
Experience
Not Everyday

Affordable Luxury
Provides an unique sensory experience in 
both flavours and tenderness
Old World Craftsmanship
Goes with other luxury/ premium products 
(alcohol, cigars, etc)

Trends:
Fits with artisan, crafted, slow foods movements
Extreme Aging
Specialty Breeds, Older Animals, Specific feeds
Dry aging in carbonated water, whiskey, 
Grass fed (USA)
Home dry aging with UMAi bag
Key Tech trends from Germany
Culinary trends Globally

10-25% of population are potential consumers
Key consumer groups are LOHAS (Lifestyle of Health 
and Sustainability), Meat Lovers, Selective Foodies, 
Premium Players

What might the market in Australia look like?

If we dry aged only 5% of what we consume

• For beef 638,220  tonnes cwt

• For lamb 169,394 tonnes cwt

• For mutton 8,566 tonnes cwt



Google Trends: Dry Aged Beef 

Increasing interest in 
Dry Aged Beef from 
2004 to 2015 (similar 
growth rate to 
ancient grains, much 
slower than most 
food trends)

Peak interest is 
cyclical, December 
21-28

Countries of Peak 
interest are Germany, 
USA
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How does it compare to other trends 

• Dry aged beef is a slow 
up and coming trend that 
fits with the slow food 
movement.  

• It is not a trend on the 
level of a “hot” trend like 
craft beer.



Germany: Key Market Factors

Vegan/ 
Vegetarians

Approx. 700k 
vegans 
Approx. 5-7M 
vegetarians

Flexitarian

Approx. 8M
Consume Meat 
1-2x week
Organic, Wild 
reared, top 
quality, welfare 
standards

LOHAS
Lifestyles of 
Health and 
Sustainability 

Approx. 8M
Above 
average 
income, 
education,  
Total Spend 
2B Euros/ 
year

• Production of Cattle is flat
• Declining red meat sales (approx. – 1.8 % per 

year) over past 4 years. Retailers use meat pricing 
as a competitive weapon

• Meat consumption is changing
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MEAT LOVERS & 
MEAT 
CONNAISSEURS

Fine Wine, 
Whisky, Cigars, 
BBQ, Meat
Crafted Meat, 
Nose to Tail

2016 German Population 82M

Essential 
Part of my 
Families 
Diet
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Approx. 50M
Price as part of 
the overall 
family food 
budget is a 
critical driver
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15 - 20 €/kg 25 - 65 €/kg (Dry Aged)



Germany: Channels

• Discount/ Classic Retail:
• Most meat sales are generated by discounters and 

classic retail.  Meat is sold at a discount to drive 
shoppers in.

• Specialty Retail: Specialty Retailers differentiate 
via: 
– Top quality meats in so called dry-age “safe 

chambers”, which can also contain 
“personalised” preselected and -bought meat 
which is tagged with the consumer’s name. 

– The ageing of the meat can be followed by the 
consumer by the help of an internet camera. 

– Main trend in this segment is still dry aged with 
“molded meat” and meat aged in sparkling 
water to follow

• E Commerce: Online meat trader “Otto Gourmet’s" 
online shop for specialty meats, has driven more 
and more online gourmet shops. 
– These are always in need of new suppliers 

which can help them to differentiate themselves 
from the competition. 

– Many of the meat connoisseurs and meat 
lovers buy online.

Butchery

All other
PoultryMeat Meat 

Products/ 
Sausage

General Retail

Warehouse

Discount



USA: Key Market Factors

• Key Drivers: 
– Restaurant Sales: Increase in number of restaurants and investments overseas by chain 

restaurants. Dry Aged Beef provides an 8% less profit margin vs wet aged.  As an “attention getter” it 
drives higher sales in side dishes with lower food costs (ie potatoes, vegetables, sauces) along with 
alcohol sales and so drives 2x high overall per seat profit margins.  However, requirement of large 
storage space for beef and refrigerators is expected to hamper the growth of the dry aging beef 
market in the U.S. 

– Premium Experience: Rich flavor of dry aged beef as a unique premium limited availability 
experience, along with changes in consumer preference towards uniquely flavored products, and rise 
in disposable income are expected to drive the market. 

– Protein Eating Focus: Demand for dry aging beef is expected to increase owing to the increase in 
demand for protein-rich food products

– Key Cuts: Primal (large distinct sections) or subprimal cuts, such as strip loins, sirloin, and rib eyes

U.S. Dry Aging Beef Market report 2015, Allied Market Research



USA: Meat Consumer Segments 
(not Specific to Dry Aged)

• While this segmentation is 
more detailed than the 
German one, We can map 
them on the same 
continuum of meat usage.  
The overall premium plus 
size of this market is larger 
than Germany.

Hesitant 
Eclectics 
(5%)
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Premium 
Players (15%)
Selective 
Foodies (12%)

2016 Midan Marketing’s Meat Consumer Segmentation Research

Earthbound 
Eclectics 
(12%)
Aging 
Idealists 
(13%)

Voracious 
Carnivores 
(14%)
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Upward 
Eclectics 
(16%)
Wavering 
Budgeteers 
(13%)
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30 - 65 $/lb (Dry Aged)8-12 $/lb (Wet Aged)



USA: Channels

• Discount/ Classic Retail:
• Most meat sales are generated by discounters and classic 

retail.  Meat is sold at a discount to drive shoppers in.
• Specialty Retail: Specialty Retailers differentiate via: 

– Top quality meats as defined by USDA prime (2% of the 
meat produced with evenly distributed fat content.)  Dry 
aged Beef is available in a limited number of butcher 
shops and high end groceries.  These have dry aging 
“boxes”

– Angus Prime dry aged carries a premium over USDA 
prime at 2x or 3x the cost of s similar cut of meat.

• E Commerce: Lots of online stores are selling dry aged 
meats. They differentiate by grass feed and number of 
days dry aged beef. Meat arrives in a dry ice package. 

• Foodservice/ Restaurant: until 2013, this was the primary 
channel for dry aged meat.  High end chain restaurants 
have shifted from wet aged to dry aged as a means of 
differentiation after the GFC.

• Main trends are longer time frame dry aged meat with dry 
aged in whisky to follow

Whole Foods Washington DC

Wegmans, Ontario, Columbia VA



Both Germany and USA are 
looking to build dry aged  markets

Safe and qualitative dry ageing 

Excerpt from project outputs; 
A reduction of the surface germs can be achieved by applying a thin layer of beef 
tallow. The application of hydrocolloids as protection against strong microbiological 
contamination was found to be unsuitable, while germ-inhibiting substances without 
barrier function such as vinegar appear promising. However, in this case the legal 
situation has to be clarified.

Storage or rather packaging after dry aging is recommended in vacuum or modified 
atmosphere for less than eight days. However, shock freezing is the best option for 
"preserving" optimal maturity status.
https://www.usmef.org/guidelines-for-u-s-dry-aged-beef-for-international-markets/
https://www.dil-ev.de/en/news/detailsliste/news/optidrybeef-1.html

https://www.usmef.org/guidelines-for-u-s-dry-aged-beef-for-international-markets/
https://www.dil-ev.de/en/news/detailsliste/news/optidrybeef-1.html


Key Consumer Benefits:
Affordable Luxury

• Affordable Luxury:  Luxury goods are differentiated from premium goods in terms of “craftsmanship and 
the unique process of production”  

• Provides an unique sensory experience in both flavours and tenderness.

• Key Luxury Attributes
• History and Rarity 

 Limited availability
• Craftsmanship (Product and Package)

 Extreme Quality and Unique 
Processes

• Concept of Unique Achievement
 Provides the Journey for the 

Brand
• Focus

 Goes with other Luxury Products
• Provides meaningful social 

exchange
• Connection

• Targeted Marketing to high 
income

Meta-Luxury: Brands and the Culture of Excellence 2012 
Interbrand.  The authors examine what is at the heart of true 
luxury and its implications for brand and business 
management. 

“Dry aging beef is a time honored technique” 
This quality aging method makes the beef you buy not only 
more tender, but concentrates flavor and produces meat 
that is superb in taste and texture.
Though rare in today’s mass corporate produced and profit 
driven markets, the art of producing dry aged beef is still in 
demand for gourmet customers who know its unsurpassed 
quality.

The most important part of the process, however, is not 
science or facility. It is the butcher, who brings to the 
process his art, founded in years of experience. It is this 
experience and watchful attention to detail that allows an 
average cut of beef to be transformed into a sensory 
sensation.

“In a mass produced commercial environment where all 
attention is given to the profit margin, dry aging is being 
done only for a few discriminating customers.”

Dry aged is “buttery and rich,” “superb in taste and 
texture,” “superior in taste and tenderness,” “mellow and 
intense,” and “earthy and nutty” to describe the advantages 
for dry-aged compared to wet aged beef.

Dry aged beef is a strong flavor so needs a “big” wine 
flavour to go with  the meatiness of the steak.



High Net Wealth 
Individuals-
• HNWIs are separated into three distinct 

wealth bands: Those with US$1 million to 
US$5 million in investable wealth 
(millionaires next door); those with US$5 
million to US$30 million (mid-tier 
millionaires); and those with US$30 
million or more (ultra-HNWIs).

• Luxury Foods tend to start at HNWI then 
trickle down to upper and middle class 
consumers.



Sheepmeat Opportunity 

Dry aged sheepmeeat
market selection (criteria 
TBD)
• Centre of the plate vs Part 

of a Coherent Recipe
• Good prices achieved for 

sheepmeat in market 
aligns with high  levels of 
disposable income

• Low tariffs
• Culturally relevant product
• Some channels already 

established for premium 
meat products 

• Established route to 
market for Australian 
sheepmeat (including 
food service channels)

Key export 
markets/ 
channels

Dry aged sheepmeeat channels
Australia export market 
Foodservice foodservice
Butchers Butchers (e.g Singapore)
E-commerce E-commerce

high end retail



Japan, Singapore 

Japan – 127 million
• Genghis khan mutton

(Jingisukan)
• Lamb curry 

Singapore – 5.6 million
lots of steak houses and grills 
Reference to chops, racks and ribs. Prepared  
Indian, middle eastern and Asian style 

Images clockwise from top left https://tadaimajp.com/2015/06/genghis-khan/ https://www.themeatclub.com.sg/, https://www.superadrianme.com/food-and-
beverage/surf-turf-tuesdays-edge-pan-pacific/, , https://savorjapan.com/CU0135/osaka/list/

https://tadaimajp.com/2015/06/genghis-khan/
https://www.themeatclub.com.sg/
https://www.superadrianme.com/food-and-beverage/surf-turf-tuesdays-edge-pan-pacific/
https://savorjapan.com/CU0135/osaka/list/


Saudi Arabia / UAE, Korea

Images clockwise from top left  https://en.wikipedia.org/wiki/Arab_cuisine, http://zesterdaily.com/cooking/south-koreas-latest-food-craze-bbq-lamb-skewers/
https://www.tripadvisor.com.au/ShowUserReviews-g294197-d7105808-r479054644-Yang_Good-Seoul.html#photos;geo=294197&detail=7105808&ff=11
1298296&albumViewMode=hero&aggregationId=101&albumid=101&baseMediaId=111298296&thumbnailMinWidth=50&cnt=30&offset=-1&filter=7&autoplay=

Arabian cuisine- meat is often 
ground with some regional variations 
. Mutton or Lamb often the hero 
ingredient

Korea- 25. 5 million population. 
Lamb is a new trendy ingredient 
especially on skewers and has been 
associated with some health benefits

https://en.wikipedia.org/wiki/Arab_cuisine
http://zesterdaily.com/cooking/south-koreas-latest-food-craze-bbq-lamb-skewers/
https://www.tripadvisor.com.au/ShowUserReviews-g294197-d7105808-r479054644-Yang_Good-Seoul.html#photos;geo=294197&detail=7105808&ff=11
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