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This is a recap of the work that has been undertaken to 
develop the Origin Brand and Red Meat Story, some of the 
key findings and outcomes so far and the next steps. 
What is clear from the work we have done is that the Red Meat Story is much more 
than just a brand, story and activation plan. It also includes the development of the 
New Zealand National Farm Assurance Programme, our underpinning environment 
strategy, consumer and market insights (such as the alternative proteins report) and 
the identification of new pathways to market such as e-commerce platforms like 
Alibaba’s Tmall, or meal kit companies like My Food Bag. 
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Programme and refreshed B+LNZ Environment Strategy
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Defining B+LNZ’s role in market development 
February – September 2016  1

In 2016, at the B+LNZ Board’s request, Deloitte and Think Place undertook a thorough, independent 
review of B+LNZ’s market development activities. The review involved all meat companies and a wide 
range of farmers. They asked three questions:

1. Is there a role for B+LNZ in market development?
2. If yes, what is the role and what type of activity should B+LNZ undertake to support this role while 

remaining cognisant of the forward funding environment?
3. How should B+LNZ’s market development activity connect with the commercial meat exporting 

sector and other stakeholders?

The finding was a resounding ‘yes’. There was a role for B+LNZ, but companies and farmers were 
strongly aligned in wanting B+LNZ to change its activities. The status quo was unacceptable and would 
result in missed opportunities.

 
The review recommended future B+LNZ market development work focus on the following three areas: 

1. Develop and activate the New Zealand red meat origin brand and story;
2. Research into market trends, customers and consumers;
3. Look into the future to see what opportunities and threats may exist for the New Zealand red meat 

industry.
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B+LNZ undertook extensive consumer, customer and market analysis that has provided a comprehensive 
and solid basis for the development of the New Zealand Origin Brand and go-to-market strategy.

Over three weeks, two teams visited multiple cities in eight markets to undertake in-depth market research. 
They conducted 85 focus sessions with consumers, chefs, retailers and distributors.

This was built upon by significant further quantitative research by the B+LNZ market development team, 
and the research into alternative proteins. The following are some of their main findings.  

Market Research and Analysis   
February 2017 – February 2018

Following the review, B+LNZ went through a five-month process to close down several of our off-shore 
offices, including London, Tokyo, Seoul, and Washington DC.

Closing these offices allowed B+LNZ to re-prioritise funding towards the establishment of a new market 
development team, based in New Zealand, and to procure expert advice to drive: the development of 
the origin brand and story; customer and consumer insight; and foresight projects such as research into 
the potential impact of alternative proteins.

Resource realignment  
September 2016 – February 2017 2
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3.1 There is a strong future for New Zealand red meat
The research demonstrated there is a strong future for the New Zealand red meat sector, but 
we need to do a better job of telling our story. Our research reveals an untapped demand 
for naturally raised, grass-fed, hormone-free and antibiotic-free red meat with consumers 
prepared to pay a premium for such products.

This is reflected in the USA market where retails sales for fresh, grass-fed beef reached 
US$272 million in 2016, up from $17 million in 2012.

New Zealand farming naturally fits in this category, but we are currently lacking formal 
accreditation systems to be able to use these claims in some markets.

We are also seeing strong demand in other markets and opportunities for premiumisation of 
New Zealand red meat such as in China and the Middle East.

3.2 New Zealand’s overall image is positive but weak in relation 
to red meat 
Our research found that while New Zealand as a country has a good image, there is very little  
specific consumer knowledge about how New Zealand sheep and beef are raised.

Our competitors, especially Australia have a consistently higher premium image than New 
Zealand in beef and while New Zealand has a relatively strong premium image in lamb, this 
varies by market and familiarity.

3.3 Key research insights 
Consumer, customer and market insight has been a core part of the development of our New 
Zealand red meat Origin Brand and story.  Understanding New Zealand red meat in a global 
context is important.  

Research and the in-depth study into alternative proteins show a real social tension around 
food in most countries around the world.  At a high level, we found the following:

• Increasing demand for premium red meat: in developed markets, there is declining meat 
consumption per capita but when these consumers purchase red meat, they are seeking 
better quality and are willing to pay more for it. 

• Our consumers are ‘modal’: meaning consumers are seeking different food experiences 
depending on their need state, such as convenience during the week or indulgence on the 
weekend. Irrespective of the need state, they are seeking premium quality. 

• Beef development is a challenge requiring focus: there are a lot of global competitors in 
the beef category and achieving a point of difference for New Zealand will require focus 
and commitment from the sector.

• Lamb has strong potential for value and demand growth: consumers globally are 
interested in trying new cuisine that deliver to their health needs and taste expectations.  

• Food anxiety: consumers are increasingly concerned and anxious about the authenticity 
of their food, where and how their food is produced (including environmental impacts), 
and the welfare of the animals. The image of industrialised meat production has tarnished 
all types of food production, and among other things, is driving an interest in alternative 
proteins.

• Connection to real food: Consumers want a connection to real, natural food, produced as 
nature intended by caring people. 

• Experience is king: Ultimately though, consumers make decisions based on taste and the 
eating experience must consistently meet the consumers’ expectations. 
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3.4 Emerging trends

Some consumer insights

“As Millennial spending power increases so will their 
spending on food by $50 billion per year through 2020, 
making this a crucial time for food brands to adapt.” Forbes

92m U.S. Millennials

61m U.S. Gen X

77m U.S. Boomers

400m Millennials in China (⅓ of the population)

- U.S. Census Bureau

Mintel (2016, U.S.) 
cites a significant 
increase in sales of 
meat alternatives, 
particularly among 
consumers in the 18 
to 24 age bracket.

While 7.3 million Americans 
are vegetarian, an additional 
22.8 million are flexitarian, 
reflecting a desire for a 
healthier, lower meat lifestyle, 
while retaining some level of 
meat in their diet.

The most health-centric are Generation 
Z - consumers under age 20 - with 
41% saying they would willingly pay 
a premium for “healthier” products. 
That compares with 32% of Millennials 
(ages 21 to 34) and about 21% of Baby 
Boomers (about 50 to mid-60s).
Global, Nielsen Global Health and Wellness Survey

Millennials have a more 
holistic view of health

They define health as 
a daily commitment 
to eating right and 
exercising.

Millennials value new 
experiences over possessions

They are driving the experience 
economy and shifting where 
money is being spent, from 
possessions to experiences.

Sustainability matters to 
Millennials and affects  
what they buy

Sustainability is increasingly 
an important factor in 
purchasing decisions, rather 
than an after thought.
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3.5 Country of Origin Branding 

Our research found there is significant value that can be extracted from building a strong country 
of origin brand and story.

Country or place of origin is a primary consideration for consumers and retailers when purchasing 
and is a short cut to understanding and trust.

Other red meat producing countries have strong country of origin brands such as Ireland, Wales 
and Australia. New Zealand is currently one of the few major red meat exporters that does not 
have a national origin brand used internationally.

Our research also showed that in the pathway to purchase country of origin plays in important role in 
providing consumers greater levels of assurance.  

A producer brand sits, and is considered by consumers, within the context of the country or place it is from. 

$4.4m $64m

NZ
MLA investment in marketing  
2016-17

B+LNZ investment in 
marketing 2016-17
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4.1 Our Origin Brand 

The Origin Brand we have developed is based on New Zealand’s unique, natural environment, grass 
based farming systems and more peaceful approach to farming. While this may seem obvious to many 
in New Zealand, as our research showed, there is very little awareness among consumers globally of New 
Zealand’s natural food production systems.

Taste Pure Nature – is an invitation to experience the most natural flavour experiences New Zealand 
red meat offers.

The New Zealand Origin Brand    
November 2017 – February 201844

4.2 Our Brand Story  

Nature is the best producer of food, no question.

And in our remote, unspoilt corner of the world we enjoy some of nature’s best growing conditions.  
Our climate is gentle, with clear blue skies and plentiful fresh rains that nourish young, fertile soils.

Our wide-open spaces are brimming with lush, green grasses that animals roam through and graze on, 
freely and happily.

As farmers, we work with these natural gifts to produce the one thing you can only get from New 
Zealand beef and lamb.

That’s the taste of pure nature.

4.3 Authenticating the Origin Brand and Story

In parallel with the work on the brand, the Red Meat Profit Partnership (RMPP) launched the New 
Zealand Farm Assurance Programme (NZFAP), which is now being implemented by nearly all of the 
processing companies. The NZFAP provides the assurance to consumers that our red meat is produced 
to the highest food quality and ethical standards.

B+LNZ is also working on an environment strategy that will provide further assurances to consumers 
about New Zealand sheep and beef farmers commitment to preserving our unique environment.

We’ve tested and validated 
Taste Pure Nature and our 
brand story with consumers 
and food service professionals 
and developed it into a global 
brand platform to enhance the 
positioning of New Zealand 
beef and lamb. 

The platform provides a 
marketing umbrella to underpin 
New Zealand exporter brand 
building activities and forms 
part of a long-term strategy to 
grow value for New Zealand 
beef and lamb supply chains by 
differentiating New Zealand beef 
and lamb from competitors.
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Go-to-Market Strategy     
February 2018 – August 2018

Success will largely be determined by how we activate the brand in the marketplace. 

We’ve developed a high-level go-to-market strategy to drive the promotion of our origin brand 
internationally and are now working with processing companies on finalising the detailed plan. 

The go-to-market strategy includes the identification of target markets; customers and consumers; 
channels; objectives; marketing initiatives; budget; who can use the origin brand and story, scheme 
rules; and expected benefits from participating.  

The following is a summary of what it looks like so far:   

5.1 Our goals for the Origin Brand and Story 

Our overall objective is to: 

1. Build a strong brand image for New Zealand beef and lamb as a premium product with 
unparalleled taste and raising practices

2. Establish culinary legitimacy and advocacy among chefs and food influencers
3. Leverage brand equity to expand footprint and spread the brand story through retail partnerships

5.2 How we will bring the Origin Brand and Story to life

The Taste Pure Nature brand assets will be available for New Zealand exporters to use in all markets.  

This will be in the form of a brand toolbox and include insights from our research linking to a ‘how 
to’ activation guide by country.  From research undertaken throughout this process, it is clear that 
the knowledge of New Zealand, and our farming production systems, is weak so education will be a 
key focus.  

We are also working with companies to develop two pilot programmes in China and the US, to 
drive demand, visibility and experiences for New Zealand origin beef and lamb through in-market 
promotion of Taste Pure Nature to key distributors, foodservice and retail channels (including 
consumer). If successful, we will look to develop programmes for other markets over time.  

We chose the US and China using a framework developed by consultants McKinsey to evaluate potential 
markets considering overall market attractiveness and the ability to have an impact in that market.   

5.3 The consumer we will focus on

In parallel to the brand development, we have conducted extensive market research to identify who 
is our target consumer segment. What type of consumer’s values, lifestyle and purchase drivers 
most strongly align to the value proposition of New Zealand’s red meat story? 

The core segment we will be targeting with New Zealand’s red meat story is called the ‘Conscious 
Foodies’. They look beyond price when buying meat and enjoy trying new styles, formats and 
origins. They are mindful about the environment and animal welfare and see these as inputs into 
quality, nutritious food.  They have a much greater awareness of the origin and raising claims and 
this is an opportunity for New Zealand to build trust.  

5
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5.4 The approach we will take in each market  

B+LNZ will take the following approach when undertaking active promotion in each market on behalf 
of the sector: 

Core content: Tighten the story to make the New Zealand beef & lamb proposition compelling for 
consumers in that market.

Content assets: Establish an integrated digital hub incorporating social media that is consumer and 
foodservice orientated and enables influencers to amplify our story via digital means.

Experiences: Build compelling experiences that inspire people to want to share our story,  
e.g. NZ culinary experiences at food & wine festivals.

Influencers: Leverage influencers and bloggers to bring people closer to our story and create 
excitement for New Zealand red meat products.

5.5 How success will be measured

1. We will undertake regular tracking of brand attractiveness, salience, purchase intent and 
substitution, endurance, and product attribute expectations.

2. Measure awareness of specific activities or tactics.
3. Over the long term, we will be looking for improved prices relative to key competitors.

In parallel, we are working with KPMG to understand how we can optimise and grow value from new 
or existing pathways to market for New Zealand sheep and beef. This work has already fed into the 
development of the go-to market strategy.

5.6 Who can use the Origin Brand and Story 

We have developed guidelines for who can use the brand and how it should be used in consultation with 
processing companies. This will continue to evolve and we will be making this public in due course. At a 
high level, the Taste Pure Nature trade mark and associated brand is owned by Beef + Lamb New Zealand 
Ltd (B+LNZ), and will be licensed to meat companies for use. To be considered eligible for a Licence the 
New Zealand meat company must be part of the New Zealand Farm Assurance Programme (NZFAP), or 
have an ISO 17065 accredited Farm Assurance Programme which is independently audited.
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Next steps – Activation     
Late 2018 onwards

In April, the final origin brand, story and go-to-market strategy was presented at a workshop with 
key sector leaders, including CEO’s of meat processing and marketing companies, the Minister of 
Agriculture, and some of New Zealand’s larger scale farmers. 

Full support was received at the workshop to develop a detailed implementation plan in 
conjunction with meat processing and marketing companies.  

We are hoping to launch the origin brand and story in markets by the end of the year.  

6

New Zealand’s red meat story is more than a brand. It is about ensuring we understand what is 
important to our consumers; that we protect our natural food production systems; and are doing 
more to ensure consumers globally recognise New Zealand farmers are in the natural food business.

To support this, B+LNZ will be continuing to work on the Farm Assurance Programme; undertaking 
on-going in-depth analysis of the consumer and markets; and looking to the future to identify new 
opportunities and challenges.

All of these things are mutually reinforcing and each component is absolutely necessary to ensure 
the success of our ultimate objective of raising the value of New Zealand’s sheep and beef exports.

Conclusion7
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For further information, please contact:

Nick Beeby, General Manager Market Development 
Beef + Lamb New Zealand

Phone: +64 4 474 0825 
Email: Nick.Beeby@beeflambnz.com

This report is made possible by sheep and beef farmer investment 
in the industry. Beef + Lamb New Zealand is not liable for any 
damage suffered as a result of reliance on the information 
contained in this document. Any reproduction is welcome provided 
you acknowledge Beef + Lamb New Zealand as the source.


