Key Findings

~ Mat suprisingly, top-cf-mind awareness af lamb trails beef, chicken and pork by a wids
margin

_ Also net surprising is that advertising awareness of lamb is well below that of beef,
chicken and pork, which spand mueh mare on advertising than lamb.

«  Advertising awareness of lamb currently stands at 113 among the core target and
3% among the broad target

— Larmb consumption among the broad target heavily skews toward restaurant Usage (42%
pat it at @ restaurant vs. 32% at home), In contrast, A0% of the core target eat it at both
home and restaurant,

- The percaption that lamb is imported is more prevalent among the core target than
amang the broad target.

_ American lamb has a more favorable image than imported lamb, likely driven by superiof
guality and taste perceptions. American lamb is also perceived to e superior on
healthfulness and appropriateness for special ocCasions. ( )
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