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The beef value chain of the future -
ensuring value creation and long 

term sustainable profitability for all 
key stakeholders

The Challenge



We know genetics can play a key role in 
this challenge – but they don’t yet!

The Role of Genetics



What does the future hold for the beef 
industry? 

We know we’re lining up for significant change 
in the way we do business.







“We didn’t do anything 
wrong, but somehow, we 

lost.” Nokia CEO

What went wrong?















Growth of $10,000 invested in Radio Shack



How things can change
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How things have changed

•25% of the total US advertising spend now 
goes to Google and Facebook 

•Apple is 11% of the smart phone sales volume 
and 79% of the profit

•Amazon grew their sales in 2016 by 50% to be 
43% of US online sales - $84-$126 billion 





• Content control is rapidly becoming less important
• Service, convenience, information and utility are drivers 

of value 
• What people need, when and where they need it to make 

better, more timely decisions 

What do we need to consider?





• The impact and use of genetics and genetic information is 
heavily weighted to the front end of the supply chain

• We need information and tools that are readily available 
and directly applicable to decision making down stream 
in the supply chain 

• Breeding better bulls has been great, but we need a lot 
more from our genetic information programs

What do we need to consider?



Global demand for red meat proteins continue to increase. 
There are fantastic opportunities for all the supply chain.

To realise even part of this opportunity we have to get better at 
delivering consistent high quality product to our consumers. 

If we don’t, someone else will do it for us.
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