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MARKET SNAPSHOT    SHEEPMEAT

MENA (Middle East & North Africa)
MENA* is a large, complex region with many varied consumer markets. Consumer confidence, product demand and overall spending are heavily 
impacted by factors such as the oil price, regional political instability and conflict, but broader socio-economic trends provide numerous opportunities 
for premium imported sheepmeat demand across the region. 
Challenges and opportunities in MENA for Australian sheepmeat include:
•  Sheepmeat is an important protein in the region, associated with 

important religious and family celebrations and gift-giving. Australia has 
been a key sheepmeat supplier to MENA markets for many decades 
and has built a strong, positive reputation. 

•  Premium lamb consumption and import demand are forecast to continue 
increasing in a number of markets, particularly Gulf Cooperation 
Council* (GCC) countries, driven by trends like increasing disposable 
incomes, ongoing urbanisation and westernisation and large wealthy 
expat populations. Australia is well-placed to meet the growing demand 
in this higher value segment of the sheepmeat market. 

•  Imported frozen mutton goes mostly into the large, but price-sensitive, 

lower tier foodservice sector in a number of countries. 
•  Although the retail sector remains under-developed and fragmented, 

even in GCC countries, development in the sector is expected to 
increase, and with it, potential growth in chilled lamb sales. 

•  Some markets, particularly those with developing tourism sectors, are 
seeing a growing role for premium lamb cuts in the menus of high-end 
foodservice operators. 

•  Technical barriers to trade are significant in the region and differ 
between countries. Removing these barriers is a priority for Australia to 
improve trade, competitiveness and the ease of doing business in the 
region.

*  Unless otherwise stated, in this snapshot MENA includes 10 countries: The Gulf Cooperation Council (GCC) 6: Bahrain, Kuwait, Oman, Qatar, Saudi Arabia and the United Arab Emirates. Plus: Egypt, Iran, Jordan and Lebanon.

Population 
 

Households earning* 
>US$35,000/year 

Households earning* 
>US$50,000/year 

253.8  
in 2018

268.0 
in 2022

3.9  
in 2018

6.9 
in 2022

2.3  
in 2018

3.9 
in 2022

In million In million households In million households
Source: BMI Research, 2018 estimate & 2022 forecast Source: BMI Research, 2018 estimate & 2022 forecast

*  Disposable income. MENA includes Egypt, Bahrain, Iran, Kuwait, 
Qatar, Saudi Arabia and UAE.

Source: BMI Research, 2018 estimate & 2022 forecast
*  Disposable income. MENA includes Egypt, Bahrain, Iran, Kuwait, 
Qatar, Saudi Arabia and UAE.

Australian sheepmeat  
exports – volume 

Australian sheepmeat 
exports – value 

Proportion of key cuts
 

 Chilled lamb – 55% 
 Chilled mutton – 6% 
 Frozen lamb – 8% 
 Frozen mutton – 31%

 Lamb – 69% 
 Mutton – 31%

 Carcase – 71% 
 Leg – 14% 
 Shoulder – 5%
 Rack – 3%
  Other – 7%

Total 113,213 tonnes swt Total A$789.2 million
Source: Department of Agriculture and Water Resources 
(DAWR), 2017–18

Source: ABS/GTA, 2017–18 Source: DAWR, 2017–18

Australian sheep offal 
exports - volume 

Meat consumption 
 

55.6kg per capita* 
total meat protein** 

 Liver – 83% 
 Kidney – 4% 
 Heart – 3%
 Tripe – 3%
  Other – 7%

6.4
7.0

2.06 2.31 0.86
1.03 1.14

Poultry Beef Sheepmeat***

 2018
 2022 

Total 11,877 tonnes swt In million tonnes cwt
Source: DAWR, 2017–18 Source: GIRA, 2018 estimate and 2022 forecast, MENA-10. * 2018e per person per year in cwt    ** excluding fish/seafood 

*** Sheepmeat figures include sheepmeat and goat
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Foodservice 
•  In some markets, particularly those with fast-growing tourism 

sectors such as Dubai, Saudi Arabia and Qatar, demand 
for Australian high value chilled lamb cuts in the high-end 
foodservice sector is expected to continue to grow. 

•  The bulk of Australian frozen mutton imports, which are chiefly 
carcase, leg and manufacturing, are used in the lower-tier 
catering sector, which has also grown along with infrastructure 
development in some GCC countries. 

UAE number of outlets and value by key foodservice 
channel (% out of total)
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•  In the UAE, the foodservice channel is led by quick service 
restaurant outlets, the largest channel for lamb sales by both 
volume and value.  Value growth in this channel has been 
driven by the expatriate population and younger Emirati who 
seek fast but quality dining options, with the concept of ‘fast 
casual dining’ becoming particularly popular (Source: GlobalData). 

Consumers 
•  Sheepmeat is an important part of consumers’ diets in a 

number of countries in the region, although per capita 
consumption and spending on sheepmeat varies depending on 
domestic production and affordability. 

•  Within the MENA region there are a number of trends driving 
growth in demand for imported sheepmeat, such as increasing 
urbanisation and westernisation, growing disposable incomes, 
a rising youth population and a large number of wealthy 
expatriates. 

Household numbers and disposable income by city
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Source: MLA-GlobalData MENA Attractive Cities Study, 2018.

•  Understanding the differing levels of wealth and size of the 
wealthy population across the region assists with identifying 
priority markets for premium Australian sheepmeat.

•  There are significant markets for both mutton and lamb. 
Although mutton has a lower price point than lamb, it is 
favoured in some sectors of some markets such as Oman 
and, to some extent Saudi Arabia and Kuwait, due to taste 
preference and cooking styles.  

MENA-10 countries, per capita sheepmeat consumption*

Source: GIRA. 2018 forecast figures. *kg cwe/hd p.a.

•  Sheepmeat is the most loved protein among many Gulf 
consumers and plays an important role in celebrating religious 
and family events and gift-giving. That said, actual protein 
consumption tends to be dominated in volume and frequency 
by chicken due to its price advantage and perceived versatility. 

•  Depending on consumption habits and the size of the domestic 
industry, demand for sheepmeat imports varies, with greatest 
import demand coming from Saudi Arabia and the UAE, 
followed by Jordan and Qatar. 

•  Australian sheepmeat has had a presence in the region’s markets 
for more than 50 years and has a strong, positive reputation, 
based initially on live shipments and progressing through chilled 
and frozen carcase and cuts. Over the past 10 years, Australian 
exports to the region have evolved from being chiefly frozen 
mutton to more chilled lamb, and now premium branded lamb 
cuts in some markets. 

UAE 10.7

Lebanon 2.0

Bahrain 19.5

Saudi Arabia 5.9

Oman 11.1
Qatar 14.5

Egypt 0.9

Jordan 6.0

Iran 4.8Kuwait 12.6

Attributes important for all proteins and lamb associations

What attributes are important for MENA consumers (all proteins)?

UAE Saudi Arabia Jordan

Tastes delicious Tastes delicious My/my family's favourite

Convenient to buy My family's favourite Tastes delicious

Fresh Easy to prepare Fresh

Consistent quality High nutritional value Convenient to buy

Easy to prepare Can use in different 
meals Easy to prepare

What associations do MENA consumers have to lamb?

Tastes delicious Guaranteed safe Fresh

Animal is well-cared for Animal is well-cared for Tastes delicious

My/my family's favourite Tastes delicious Guaranteed safe

Fresh Meat is tender Meat is tender

Will pay more for it Consistent quality Essential part of 
children's diet

Source: MLA Global Consumer Tracker UAE, Saudi Arabia and Jordan, 2017

•  In 2017–18, the MENA region was among Australia’s largest 
destinations for sheepmeat exports, the highest volume markets 
within the region being the UAE, Saudi Arabia and Qatar. Jordan, 
Kuwait, Iran, Bahrain and Oman are also among Australia’s top 
20 markets for sheepmeat by volume and value.

•  The channels through which Australian sheepmeat is sold vary 
somewhat by country. In the UAE, Australian product is destined 
for both retail and foodservice, while in Oman and Saudi Arabia, 
a significant proportion (especially frozen mutton) goes into 
foodservice, particularly low-end catering. In Qatar and Bahrain, 
carcases go into butchers, where they are further cut up for sale 
to shoppers. 
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Retail 
•  In most MENA countries, the majority of Australian lamb is 

purchased from hypermarkets, followed by supermarkets, 
where Australia has a strong presence.

•  The modern retail channel is seeing significant development 
across the region, which has typically been accompanied 
by growth in the chilled market for red meat, representing a 
growing opportunity for Australian premium product.

•  At the same time, the MENA region’s mass grocery retail 
segment remains quite under-developed and fragmented 
(apart from the few wealthier Gulf markets). Even in more 
developed markets like the UAE and Saudi Arabia, butchers, 
wet markets and bakalas (small corner stores) are still quite 
prominent.
Penetration of hyer/supermarkets

Source: MLA-GlobalData MENA Attractive Cities Study, 2018. 2018 forecast figures.

•  Key retailers in the region where consumers purchase 
Australian sheepmeat include Carrefour and  Lulu (across the 
region), Spinneys and Choithrams (UAE), Panda and Danube 
(KSA).

•  Even in countries where country of origin labelling is not 
mandatory, at high-end retail most meat products are clearly 
labelled as wealthier shoppers appreciate knowing where their 
meat comes from, among other product attributes.

•  In the MENA region, home-cooking of sheepmeat dishes like 
stews and slow cooking, grilling of cubes for kebabs and using 
mince as a filling for pastries and kofta are all popular practices. 
Grilling of prime cuts is also becoming more popular in the 
region, particularly in some of the GCC countries.

Dubai
Manama
Abu Dhabi
Istanbul
Riyadh
Doha
Muscat
Kuwait City
Amman
Beirut
Cairo
Tehran
Baghdad

74%
72%
71%

67%

64%
60%

56%
50%

45%

9%15%
6%

67%

25%

Other suppliers 
•  Sheepmeat import demand in MENA is forecast to continue 

to grow as urbanisation, desertification and conflict negatively 
impact domestic sheep rearing, making it difficult for many 
countries to be self-sufficient. 

•  Australia is the region’s leading supplier of sheepmeat 
but faces competition from New Zealand (NZ), India and 
increasingly some European countries.  

•  NZ exports significant volumes of both chilled and frozen lamb, 
particularly forequarter, mostly to Saudi Arabia and Jordan, and 
smaller volumes of mutton carcase to Oman. India supplies 
chilled and frozen mutton carcase to the UAE, Saudi Arabia, 
Qatar and Kuwait. In recent years, some European countries 
such as Romania, Georgia and Portugal have become more 
significant suppliers of both live sheep and chilled lamb 
carcase, particularly to Jordan and Algeria but also lamb cuts to 
the UAE, Oman and Kuwait. 

Sheepmeat exports to MENA* by supplier
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*MENA-10   **Europe includes EU27 and UK

Live exports 
•  In the 12 months to June 2018, the MENA region was the top 

destination for Australia’s live sheep exports, with 1.8 million 
head exported. (Source: DAWR, ABS). 

•  During this period, Australia’s key live sheep export markets in 
MENA were Kuwait, Qatar and Turkey. Other significant markets 
for Australian live sheep include the UAE, Oman, Jordan and 
Israel. 

•  Australia’s key competitors in the live export market are 
Somalia, Sudan and India, with some European nations now 
also emerging, namely Romania, Georgia, Spain, Hungary, 
France and Portugal. 

•  Live sheep imports to MENA countries tend to be seasonal, 
depending on the timing of religious celebrations.

•  In Saudi Arabia it is also in quick service restaurants where lamb 
is expected to see its strongest value and volume growth to 
become the second most popular meat in the segment. In the 
Kingdom’s full service restaurants, lamb is forecast to see the 
strongest growth among meat proteins with volumes expected to 
grow annually at 7.5% until 2021 (Source: GlobalData).

•  Dubai’s hosting of the World Expo in 2020 and Qatar’s hosting 
of the 2022 World Cup is expected to drive growth in the 
foodservice channel in these markets, with many new hotels 
planned for construction.

Australian chilled lamb exports to MENA*

Source: DAWR. *MENA-10. 
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Top five most important lamb claims on pack or at shelf

UAE Saudi Arabia Jordan

100% all natural 100% all natural Meat colour

Halal certification Halal certification Halal certification

Animal welfare 
credentials Animal origin No blood in pack

Quality grading Animal welfare 
credentials Country of origin

Safety certification Quality grading Antibiotic-free

Source: MLA Global Tracker, UAE, Saudi Arabia and Jordan, 2017
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Market access overview 
Gulf Cooperation Council (GCC) member countries: Kuwait, Oman, the UAE, Qatar, Saudi Arabia, Bahrain

Trade agreements Import tariffs Competitors Volume restrictions Technical access

No agreement yet but 
Australia is negotiating 
one

0% for chilled meat and 
carcases, 5% for frozen
2.5% for chilled ovine 
offal, 5% for frozen

NZ* and India have the 
same access conditions 
as Australia

Zero Numerous barriers by 
country including shelf 
life, product labelling, 
coding, document 
legalisation, quality 
inspections and 
phytosanitary standards

Non-GCC countries:

Trade agreements Import tariffs Competitors Volume restrictions Technical access

N/A Australia to:
Morocco and Turkey 
(30%), Iran (variable 
depending on demand/
supply situation)
Jordan (boneless chilled/
frozen 12.5%)

NZ* and India have the 
same access conditions 
as Australia

Quota restrictions in 
Tunisia and Palestine

Numerous barriers by 
country including shelf 
life, product labelling, 
coding, document 
legalisation, quality 
inspections and 
phytosanitary standards

Best access Major challenges
Source: MLA, * NZ-GCC FTA negotiation was concluded but yet to be ratified.

Australian sheepmeat exports to MENA – summary table 
Volume – in tonnes swt 2017–18 % out  

of total
2016–17 % out  

of total
5-year average  

(2012–13 to 
2016–17)

% out  
of total

change 2017–18  
vs 5-year average

% in tonnes swt

Total 113,213 100 102,002 100 109,154 100 4 4,059 

Storage
Chilled  68,726 61  55,673 55  54,091 50 27 14,634 
Frozen  44,488 39  46,329 45  55,063 50 -19 -10,575 

Meat type
Lamb  71,284 63  57,762 57  61,895 57 15 9,389 
Mutton  41,929 37  44,240 43  47,259 43 -11 -5,330 

Storage/meat type

Chilled lamb  62,320 55  49,460 48  49,965 46 25 12,354 
Chilled mutton  6,406 6  6,213 6  4,126 4 55 2,280 
Frozen lamb  8,965 8  8,303 8  11,930 11 -25 -2,965 
Frozen mutton  35,523 31  38,027 36  43,133 40 -18 -7,610 

Value – in A$ 000 % in A$ 000

Total  789,199 100  669,587 100  603,205 100 31 185,993 

Meat type
Lamb  546,157 69  432,111 65  395,943 66 38 150,214 
Mutton  243,042 31  237,476 35  207,262 34 17 35,780 

Australian lamb exports to the UAE – by major cut (in tonnes swt) % in tonnes swt

Carcase  12,713 62  12,892 63  11,424 63  11 1,289 

Leg  3,773 18  3,546 17  3,055 17  24 719 

Other  3,928 19  4,183 20  3,714 20  6 214 
 20,415 100  20,621 100  18,192 100  12 2,222 

Australian lamb exports to Qatar – by major cut (in tonnes swt) % in tonnes swt

Carcase  16,065 97  14,606 96  10,799 94 49 5,266 

Leg  174 1  277 2  296 3 -41 -121 

Other  275 2  391 3  404 4 -32 -129 
 16,515 100  15,274 100  11,499 100 44 5,015 

Australian lamb exports to Jordan – by major cut (in tonnes swt) % in tonnes swt

Carcase  8,748 73  6,196 68  8,334 65 5 414 

Shoulder  2,314 19  1,586 18  1,692 13 37 622 

Other  996 8  1,267 14  2,866 22 -65 -1,871 
 12,058 100  9,049 100  12,892 100 -6 -834

Source: DAWR


