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Bord Bia Statement of Strategy

4 Strategic Priorities

1. Driving Success & Growth in the Market

2. Insight to Power Growth

3. Building Reputation for Growth

4. Leading through People



Strategic Vision for Irish Meat

Maximising the value returned from the marketplace by 

making Irish meat the preferred choice of the world’s best 

customers through the delivery of verifiable selling points 

and consistently excellent quality



Strategic Goals for Meat
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Delivery focused on priority markets and customers

Beef Pigmeat Lamb Poultry

Established Markets Germany Ireland Germany Ireland

Italy Belgium

Netherlands Nordics

United Kingdom France

‘New’ Markets China China USA China

Japan Mexico China South Korea

Hong Kong Ukraine Japan

South Korea

Activity in other markets focused on key customers



2020 Meat Plans by Strategic Priority



Driving Success & Growth in the Market1
Market Preparation

Lead Generation & Market Activation

Strategic Partnerships



Meat Initiatives by Programme, 2020

Lean Programme - Pigmeat

Market Access Inspection Visits

Strategy Development – Lamb (US & China)

Commercial Marketing Strategy

Brexit Workshops – Customs & Supply Chain

Market Preparation



Lean Pigmeat Producer Programme 

Lean Start/Plus Programme

Overseas centre of excellence visit

Collaboration with Teagasc

30 participants



Sheep Meat - Market Entry Strategy 

Source: Farmers Weekly New Zealand/GTIS

46%+
Growth in Sheep 

Meat Imports 

since 2013 

2018 Sheep Meat Imports 

124,873 tones

Market Share
Australia 78%

New Zealand 21%



Trade Fairs

In-Market Lead Generation

Inward Buyer Visits

Trade Missions

In-House Trade Shows

Meat Academy/CIBC

Lead Generation & Market Activation (All Meats)

Meat Initiatives by Programme, 2020



Trade Fairs



In Market Lead Generation Events 

In Market Staff 
Lead Generation

Targeted events Bord Bia 
Follow Up

20 in-market lead generation events planned for 2020



Inward Buyer Visits, 2020

25 planned across all major markets



Ministerial Led Trade Missions 2020

China – Philippines – Vietnam – Thailand - Algeria – Egypt 



In-House Trade Shows

Raise awareness of Irish meat throughout the Customers Meat Teams

Raise awareness of key differentiating factors: Sustainability, Taste, etc.



Highly effective means of B2B communication

Building Supplier - Customer – End User relationship

Opportunity to communicate specific targeted messages 

Encourages trial/purchase

Meat Academy



Strategic Partnerships



Insight to Power Growth2
Brand Development

Consumer & Cultural Insight

Market Insight & Information

Strategy & Planning

Trends, Foresight & Innovation



Brand Development

Bespoke Brand 
Development 

Service



European Meat Shopper Tracker

Dietary Lifestyle Trends

Q Mark Health Check Ireland

Q Mark Campaign Tracking

Consumer & Cultural Insight

Meat Initiatives by Programme, 2020



Consumer Panel Data Ireland

European Meat Panel Data

China Foodservice – Beef & Lamb

German & UK Foodservice (All meats)

Market Insights – US & Ukraine mkts

Market Insight & Information

Meat Initiatives by Programme, 2020



Interactive Power BI data on bordbia.ie



Building Reputation for Growth3

Building Awareness in NEW markets

Building Preference in EXISTING Markets

Defending & Building Preference in IRELAND

Driving the functional and emotional differentiation of Food Brand Ireland



How will Food Brand Ireland influence our 
marketing campaigns for Irish meat?

Central 
marketing 

proposition 
aligned to 

Food Brand 
Ireland 
Model

Adapted by 
region

Localised by 
priority 
market

Built on 
robust, 

verified proof 
points



BRINGING THE NEW PROPOSITIONS TO B2B TARGETS

Established Markets New Markets

Open space Sustainability Grass fed Trust & Transparency Tasty, high quality Beef

BEEF COMMUNICATION PILLARS

BEEF PROPOSITIONS

I choose to source Irish beef because it is prime 

quality, produced primarily from steers and 

heifers by farmers who are part of a national 

quality and sustainability programme and are 

independently audited. Irish beef is a naturally 

tasty product which is valued by my consumer.

I choose to source beef from Ireland because I can 

trust it as a source of high quality and safe beef. It is 

produced in a way that meets the high food safety 

standards in the European Union and this is driven 

by the Irish government. Irish beef is naturally 

nutritious which is valued by my consumers.



WHY?

B2C Irish Beef campaigns –Priority EXISTING Markets

• To support and build sales of Irish beef

• Drive preference by increasing awareness of its distinctive benefits.

Focus on retail & foodservice:
- Germany
- Italy 
- Netherlands

Outdoor In-Store

Online Radio

Press



Chef’s Irish Beef Club

9 markets, 90+ Chefs 
Belgium, Britain, France, Germany, Italy, Netherlands, Sweden, 

Switzerland and UAE 

Elevate public perception of Irish Beef as being a world class sustainable 
grass fed product



Increase sales of Irish beef in China
- Focus on importers/distributors of beef into the foodservice sector

- E-commerce platforms

Increase sales of Irish beef in Japan
- Target beef importers and food manufacturers. 

Beef B2B Campaign – Priority ‘NEW’ Markets







Year 3:    EU Lamb Campaign – Try It Love It 

Ireland

France

Germany

UK



Q Mark Ireland - Pork & Bacon/Ham

Objectives

• Increase market share of Quality Assured ham & bacon

• Increase consumption of pork.

Target Audience

• 30-60 yr female shoppers

Message

• Choose ham and bacon with the Quality Mark and 
enjoy it more because you can trust it.

• Buy QA pork more often as it is versatile, delicious and 
easy to prepare for everyday & weekend meals

Key Activities 

TV Advertisement

Video on Demand

Digital Media - Social, Search

PR Activities



Q Mark Ireland - Poultry

Objective

• Build and drive home market preference for 

Quality Assured Irish poultry 

Target Audience

• Pre and young families

Message

• Buy QA chicken more frequently as it is a reliable 

and versatile source of protein to prepare for 

everyday and weekend meals 

Activities incl: TV, PR, Digital, Social, Outdoor



Q Mark Ireland – Lamb
Promoting Convenience – Lamb Stir Fry Promoting Versatility  – Lamb cutlets for the BBQ 

Promoting the special occasions   – Leg of Lamb
Promoting Quality Assured Lamb 



Building Reputation for Growth3

Providing Proof

Driving the functional and emotional differentiation of Food Brand Ireland



Quality Assurance infrastructure is key 

to delivering proof points 

Grass fed 

SBLAS Membership 

2015               2019 
Total 12,541               11,487

---------------------------------------------------
of which 

- Beef & Lamb 9,995 9,380  (-615)

- Lamb only            2,546              2,107  (-439)

A Challenge for Sheepmeat ~ 55% currently

Target = Increase participation for lamb to 90% 
of national throughput from SBLAS flocks



Grass Fed Standard for Beef

Grass Fed Beef and 
Dairy Standard

Development work is 

advanced regarding an 

accredited Standard to 

verify the percentage of 

an animals diet that 

consists of grass



Animal Welfare Standard

Animal health & welfare 
standard for all livestock 
systems

Bord Bia Animal Health & 
Welfare Working Group

Technical Advisory 

Committee Sign off



Leading through people4 Fostering an entrepreneurial culture and skills

Enhanced involvement in Meat sector

Marketing Fellowship 2019/2020 = 6 projects in 5 markets

Origin Green Ambassadors 2019/2020 = 40% meat placements

Supply Chain = Focus on key meat accounts
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