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Outline

Recap on Strategic Goals

Meat Plans for 2020

Key initiatives by species
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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
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Strategic Goals for Meat

Deliver Value & Volume Growth

Differentiate Grow
Irish Meat Awareness &
through Preference for
Robust, Irish Meat in
Verifiable Priority
Proof Points Markets
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Increased
Grow share in Partnership
Priority with Key
Markets Customers
Globally




Delivery focused on priority markets and customers
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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
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1 Driving Success & Growth in the Market

Market Preparation
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Meat Initiatives by Programme, 2020

Market Preparation

Lean Programme - Pigmeat

Market Access Inspection Visits
Strategy Development — Lamb (US & China)
Commercial Marketing Strategy

Brexit Workshops — Customs & Supply Chain
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Lean Pigmeat Producer Programme
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30 participants
DEFINE ANALYZE
Overseas centre of excellence visit ‘

Collaboration with Teagasc
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Sheep Meat

Market Entry Strategy

N Mehuans s corbon &

FARMERS WEEKLY - amarsweoakty 0o o - Oclobes 7, 2019 5

. v \ = ,
It wnd fhe satweal shiity iz provnde well bong to citmen. the Mast by Amocution seys o itz ssssd repent.

US leaps up sheep meat ladder

Al

e wthtacargkéiadigima

THE Unsten] States, which
the best prices, huas becoms

e usmer 90 weme $17.70 by, wethy
torkal sdes wourth $436 million oa
volisn of 25,600 mesee.
Year-an-year e US
market were 24% by valtae.

The 1S trafls bygynt cudomes
Ol by = oy rocegen et
o e e et B
pecchas, the Mo lmhotry
k-n.nnurmn-x-ﬂ

Chims costiznes s the smain
muarket, un“:l\dth,
voluse at 200,865 and 3%

e by weiltue, nuuhll.m
“h_u-vm;umum—dm
Invanne yras oo yrarwifs prodng
pricex ai an swerage $6.77/ky,
Sk ol bt o o dog

Amcuicam
A LIS of NZbeel
le\h, iz bl Chenss

o

Kizpylomn 23 fhe mrose biggyst

yoms, exparts these Bl by 16%
0 42475, thae lowest fygers 2 2
12-meveth period sod ke than
hd’hm cl poet therea

n.‘-f:. of expute 6l by a
smaller smoust, 12% w0 417,
with s vsge vk of 3072 kg,

LSS T pe——
NZx maoat tssportast murket fon
Inbghsvaduae chelind cute s 20% of
wotal chiied dhery st expeste
for s value of ST 7w,

e 229% Sem, ned thee

 $238. 75, 3w fhe:
mext gyt indhadul cosat
muarkets overall bt dows m!’.’ and
% mmepectivaly un a =

Beait h-"zvnl PE.’\'I:-‘-
meat sxpurts o bt the UK and
the nat of the Furspean Unisa
o part of an sl trade
emviroarment that contises to
be tn ez, MIA chakman Jolin
w- ] cheed carcaeae Tam

“Whe e el with what
Baat wll ek ﬁ"’"{’
mupfat wvpact
T wacks UK.n-l ElJ sevnaim
;’ tmsportant o the N shoap
ey with Frasce, $305.60m
mwalra, and Hebgam, $HU,
koo amceg the top mmar
arenmers, seanky v of th op
10 aum e it g,

sl UK plases o gl ik NZ sy

meat quots in balf Lo
';:m-mn::hlb
ey g N7 edling

o 2t ooy solusoss to

e Mkmlm'

& These targets are
contrary to science
based paolicy and not
credible given the
short-lived nature of
methane,

John Loughlin

Meat Ir

I e thasen sosees growth i
(}u):::-dd- US macen dhan offt
(11 [ ——rr—
micat expocs chid oul 3 1% gain
o ot usder 4000001 year-an

L S—
YT S ——
el N st compmio i e
rsteied for egpocts of

shacp meat snd beef prodics m

Exen mede siren 10 plants oweed
by xtx comparseos v moppeiosed.
o tha wo pareazn.

“Thes conbins o canvan
Enstraticn snd as snbwd
r.ms.m..i-.m-,u-z"-z
wort all axe shile to ko achantage
of the spportusition & dhe
marn ™

tanpgts, whech horm th hallsarks
of 2 semoy pelitical compeonee.

“Thaan (oo e comtrary
to scionce-basd policy and net
cmdiie the daoet e
st ol mefone”

That snd fe set e

for cwbon dicatde by 2020
o porenttal of kacseappagy the

There " bved

e e ——
.
f::...a -"F:-IS-L.-

&ﬂqmnﬂmmm
2 171,170, el # owerinek dhe US
ax b markit
mniuxusul

act, an 7% I8, wth the

5 dorwm 17°% 24 510060 The
ks w0 the U5 s the kowest
e 200811

(Tt 350 becamn the baggee
-:ﬁnhrhﬂrdhvl at mm

e Y —

PR —

-ru&nn,bmnm
En-.ym‘mlu:

b leackng, mooath,
|.¢. tock crenpdea preddicesa
and e tarms

food for ghoted
M‘m—”,-lmﬁm ol md
e bemet o sy N2
anal the waler cnsimy
MIA ptx that fom 2125
Carmumswil ncivslusly Py
a ke for st meazand

enizhrcut chmae chaayy
o chalbge o the
meat gy 3a the Gonramat
oo abeadd st the Yero
sk Fll
Most of

2 be effectin pescig wall bave
10 e 2t e mistrsum ke b
Eemy shout bubaviour chasgy
and uptskn of mew

and w eroaue farmaess oy @

respoadng w daroie choragy aad
pu...i:z-.,mnaw..
v

| e

Growth in Sheep
Meat Imports
since 2013

2018 Sheep Meat Imports

124 873 tones

Market Share

Australia 78%
New Zealand 21%




Meat Initiatives by Programme, 2020

Lead Generation & Market Activation (All Meats)

Trade Fairs

In-Market Lead Generation
Inward Buyer Visits

Trade Missions

In-House Trade Shows

Meat Academy/CIBC
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Trade Fairs
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In Market Lead Generation Events
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20 in-market lead generation events planned for 2020
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“ Inward Buyer Visits, 2020
25 planned across all major markets



'@igisteri-?gsd.T@dg\Mi_s_s_i.ons 2020

r“ -’
..- _) : z .



] Bord Bia
b Feand Board

. e njHous Fw ""'ﬂ s '

- lri

Raise awareness osflrls 1'meat th oughout t eCustom T
% ‘» &P

o
Jctors Sustamablllty,‘@@c,

‘ g

Raise awareness of ke

e —



Meat Academy
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Highly effective means of B2B communication

Building Supplier - Customer — End User relationship
Opportunity to communicate specific targeted messages

Encourages trial/purchase
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Strategic Partnerships
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2 Insight to Power Growth

Brand Development

TLI -
Consumer & Cultural Insight
POWER

( Market Insight & Information
E I";GE:-:

I N S I G HT Strategy & Planning

Trends, Foresight & Innovation
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Brand Development

NDFORUM

BE INSPIRED, BE INFORMED, CONNECT

BORD BIA

Bespoke Brand
Development
Service

BORD BIA




Meat Initiatives by Programme, 2020

Consumer & Cultural Insight

European Meat Shopper Tracker
Dietary Lifestyle Trends
Q Mark Health Check Ireland

Q Mark Campaign Tracking
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Meat Initiatives by Programme, 2020

Market Insight & Information

Consumer Panel Data Ireland
European Meat Panel Data

China Foodservice — Beef & Lamb
German & UK Foodservice (All meats)

Market Insights — US & Ukraine mkts

BORD BIA
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Interactive Power BI data on bordbia.ie

Beef Market Tracking

R3 Prime Male Cattle (€/kg Deadweight excl. VAT)

Average R2 Prime Male Cattle Prices (€/kg

4 i The table shows the average prices recorded for R3 prime male cattle in Ireland, the UK and across the EU for
eadweight, excl. VAT)

the most recent available week, and the equivalent week in the last 2 years.
@1. IE + Steers @2. EU + Young Bulls § 3. UK + Steers

Euro Price for the Most Recent Week and Same Time Last Year (€/kg deadweight, excl. VAT)

€361 Country & Type Saturday 30 December 2017 Saturday 29 December 2018 | Saturday 28 December 2019
o el IE Steers €3.94 €3.70 €355
€388 UK Steers €417 £€4.00
EU Young Bulls €399 €3.76
€384
2018 €379 The graph below shows the average weekly prices recorded for R3 prime male cattle in Ireland, the UK and

across the EU. The timeline is displayed on a weekly basis and includes prices from 2014 up to the most recent
available week.

€414

383 Trend of Euro Prices for R2 Prime Male Cattle (€/kg deadweight, excl. VAT)

1. IE + Steers 2. EU + Young Bulls 3. UK + Steers

017 €3.79
€418 300

€377
016 €367
€ 4.15

6 2 2018 2019

F’age 1of5 Source : Europegn Commission




Building Reputation for Growth

Driving the functional and emotional differentiation of Food Brand Ireland
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How will Food Brand Ireland influence our
marketing campaigns for Irish meat?

Central
marketing Built on

proposition Adapted by

Localised by cobust

aligned to region priority verified proof
Food Brand market points

Ireland
Model
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BRINGING THE NEW PROPOSITIONS TO B2B TARGETS

Established Markets BEEF PROPOSITIONS New Markets
| choose to source Irish beef because it is prime | choose to source beef from Ireland because | can
quality, produced primarily from steers and trust it as a source of high quality and safe beef. It is
heifers by farmers who are part of a national produced in a way that meets the high food safety

quality and sustainability programme and are standards in the European Union and this is driven

independently audited. Irish beef is a naturally by the Irish government. Irish beef is naturally

tasty product which is valued by my consumer. nutritious which is valued by my consumers.

S

Animal
IRELAND & Health

Open space Sustainability Grass fed Trust & Transparency Tasty, high quality Beef
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B2C Irish Beef campalgns —Prlorlty EXISTING Markets

* Tosupport and bUI|(j;Sa|ES of Irish beef ¢
* Drive prefe rehce by mcreasmg awareness ofits dlstmctlve beneﬁtsg en 0
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Chef’s Irish Beef Club

Belgium, Britain, France, Germany, Italy, Netherlands, Sweden,
Switzerland and UAE

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

........
sk

v 23 journalists and 4 influencers
attended the event |
; " isgs ¥ 5 interviews arranged with the Chefs 1\
'@ v 15 articles generated to date 'y
=9 November 14th

My.& 44 posts on Instagram and Facebook |
M 76 IG stories



Beef B2B Campaign — Priority ‘NEW’ Markets
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Increase sales of Irish beefin China.

on |mporters/d|stubutors of beef into the foodserwce sector
- E- commerce platforms - X



* EU CO-FUNDED

:* €3.95m Pork & Beef Campaign

* Targeting Key Asian Markets (2019 - 2021)

South Korea
Population

| 51 million

Vietnam
Population

93 million

Bord Blé

Irish Food Board

IRISH FOOD BOARD

The Philippines

Population

103 million

CAMPAIGN OVERVIEW
540 Key Decision Makers

from trade and government level will
attend Technical Seminars.

300,000 Buyers

accessible to meat exporters through
9 International Trade Shows in the region.

1,000+ Asian Journalists

will receive press packs and news releases
throughout the campaign.

630 Days of Inward Study Visits

CAMPAIGN FINANCED
WITH AID FROM
THE EUROPEAN UNION

with 90 overseas trade representatives visiting
farms and producers in Ireland.

€700,000 Digital Campaign Investment
to an audience of 250 million in the key 3 markets.

East Meets West - Masterchef Cook Off
will engage with over 150 of Asia’s Top Chefs to endorse
European Pork and Beef.




** EU CO-FUNDED

) CAMPAIGN OVERVIEW
* €3.82m Pork and Poultry Campaign

*  Targeting China & Mexico (2020-2022) Digital & Social Media

0<

............. Communications
Population
1-4 billion * ok ok ok Excellence ﬂﬂﬂ
european | inauity Trade Shows
PORK & POULTRY Food Safety
Trade Seminars
Population @ go‘;)ll;i:%e[.:::monstrations
128 miillion
Inward Study Visits
/ *
Bord Bia R cosen reusncen Yy Knowledge Transfer Visits

. *gk
Irish Food Board [ THE EUROPEAN UNION



Year 3: EU Lamb Campaign — Try It Love It
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ENJOY

Q Mark Ireland - Pork & Bacon/Ham 2

Objectives 5

® Increase market share of Quality Assured ham & bacon
® Increase consumption of pork.

Target Audience A v e ;
® 30-60 yr female shoppers
Message TV Advertisement

® Choose ham and bacon with the Quality Mark and Video on Demand

enjoy It more because you can trust It. Digital Media - Social, Search

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

BORD BIA
IRISH FOOD BOARD




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 onon_ o

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

BORD BIA
IRISH FOOD BOARD
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Q Mark Ireland — Lamb

Promoting Convenience — Lamb Stir Fry Promoting Versatility — Lamb cutlets for the BBQ

Promoting Quality Assured Lamb

|

-

BORD BIA

JQUALITY

ASSURANCE SCHEME

ORIGIN-IRELAND

' >
Your food is our passion Bord Bia

Irish Food Board
4 A \t.




Building Reputation for Growth

Driving the functional and emotional differentiation of Food Brand Ireland
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Quality Assurance infrastructure is key
to delivering proof points

A Challenge for Sheepmeat ~ 55% currently

% of Sheep Farmers in SBLAS Membe rship
2015 2019
: - Total 12,541 11,487
of which
- Beef & Lamb 9,995 9,380 (-615)
- Lamb only 2,546 2,107 (-439)

Target = Increase participation for lamb to 90%

of national throughput from SBLAS flocks

BORD BIA
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Grass Fed Standard for Beef

Up o oig
4 O

Development work is

advanced regarding an
accredited Standard to
verify the percentage of Gres ed Beetand

an animals diet that

consists of grass ceogosc

Acricuurure asp Foon Deverorsest Avraorimy
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Animal Welfare Standard

_____ Animal health & welfare
standard for all livestock
systems

I
I
I
I
I
1
I
I
NonGMO  Healthy  Howfarthe  Sustainably |
food has produced |

travelled I
I

I

I

1

I

I

I

1

I

!

Welfare Working Group

16%

23%
28% 20%

Bord Bia Animal Health &

----+ Technical Advisory
-Fﬂchorsthal1‘Jzﬂuenuc:al:umhasingl‘c!-ndEﬂ‘miuﬁ'ES Factors willing to pay a premium for Committee Sign Oﬁ
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- B [ ) Maynooth
e a I n ro u e O e [I[8ls] Smurfit Executive Development Unwersﬂy
DDDDDD UCD Michael Smurfit Graduate Business School uflreland Maynwh

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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