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Why we campaign

Challenging 
Employment Landscape

Two-thirds of processors are unable to run at 
full capacity due to workforce shortages, and 
just 85% of processing roles available, are being 
filled1. 

Research finds a lack of understanding of roles 
in the sector, perception issues from parents 
and teachers and for younger workers that they 
didn’t consider processing at all.

International worker schemes are also heavily 
scrutinised by unions and are under review.

Coordinated and
Funded Activism

Community concern about animal welfare in 
processing is rising and has increased by around 
ten points in the last three years.

Activist organisations Animals Australia and 
Farm Transparency raised $12.04m last 
financial year and actively advertise, protest, and 
lobby for legislative reform.

There is a significant risk that processors may face 
further regulatory changes, leading to operational 
difficulties and additional overheads.

Day-to-Day 
Reputational Issues

Australians are overwhelmingly concerned with 
cost-of-living pressures and processors are in a 
weaker reputational position to producers.

Ongoing issues such as dietary guidelines, service 
kills, trade requirements or disruptions and 
sustainability can also continue to drag on the 
reputation of the industry and distract from 
fundamentals. 

All of these could drag on the industry’s reputation, 
and pull-down support over time, unless balanced 
proactively.

1 AMIC Report
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About the More to Meat campaign



 In 2022, AMPC launched the More to Meat campaign to enhance and 
protect the reputation of the red meat processing industry, the people 
who work in it, and the communities it supports.

 Over 3 phases, research has shown the campaign has helped to increase 
support for processing and reduce negative perceptions of the industry.  
Research results show a range of political and industry stakeholders now 
have a greater understanding of the industry compared to before, and 
public support for the industry has grown sustainably.

 The campaign’s latest quantitative research also reveals that support for 
red meat processors has now reached the highest level recorded since 
More to Meat began in 2022.

About the More to Meat campaign

Support for the industry is significantly higher amongst 
those who have seen the More to Meat campaign. 



What is the “Campaign”?






Key Workstreams and Recent Results

Government 
Engagement

• A Parliamentary Friends 
of Red Meat hosted by 
the Speaker in one of 
the last sittings before 
the election with more 
than 50 MPs and 70 staff 

• 60 State and Federal 
Parliamentarians 
receiving campaign 
toolkits and phone calls

• Research briefings 
provided to key decision 
makers and 
parliamentarians

• Multiple MPs now publicly 
supporting More to Meat.

Industry 
Engagement

• Conducted over 16 industry 
site visits to interview the 
red meat processing 
workforce.

• 40 organisations from 
local and industry sectors 
supporting More to Meat 
online

• Launched the Plant 
Engagement Best Practice 
Guide

• Multiple research briefings 
with AMPC members, AMIC 
and MLA and by AMPC to 
international conferences.

Regional 
Media

• 1.6m+ in earned 
media reach 
including print, 
digital, and radio in 
regional markets

• 980,000+ audience 
readership in key 
regions

• 70% of hits featured 
the More to Meat key 
messages

• Stories featured in 
every state of 
Australia.

Regional 
Advertising

• 100+ million 
impressions on digital 
channels across all 
phases

• 300,000+  people 
reached in regional 
markets via radio, 
outdoor and print alone

• Strong value across 
offline channels, receiving 
$300,000 in bonus media 
spend for 2025 due to 
beneficial negotiated 
rates.

Social Media 
and Digital

• Doubling of Facebook 
followers from 3,000 to 
7000+

• 167,000+ link clicks on 
campaign

• ~800 supporters 
subscribed to the 
emailing list and 
receiving monthly 
campaign updates.

• 1.7 million people 
reached via campaign’s 
digital accounts.



Evidence-based Campaigns



How do we build this evidence base?

Nationally Representative 
Tracking Surveys

More than 10,000 survey respondents, with 
“boosted” sample in processing communities 
over four years of tracking research.

Using advanced analytics to find key drivers 
of support or opposition – to determine what 
really matters – not just headline results.

Qualitative Focus Groups 
& Stakeholder Interviews

Speaking to locals in processing communities and 
exposing them to potential campaign messages.

Interviewing Ministers, their staff, bureaucrats, 
regulators, journalists and industry 
representatives. 

More than just what we think, but what our 
audience thinks and testing our messages, ads 
and what is most persuasive.

Optimisation and Real-
Time Digital Data

Using live feedback loops from our digital 
advertising into what performs most strongly.

Analysis of comments and sentiment to determine 
key performing messages and execution.

Performance in specific audiences and platforms to 
optimise campaign spend and formats.
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Latest Quantitative Data
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Industry Support in Processing Communities



Is the Campaign Working?

To what extent do you support or oppose the red meat processing industry? Base: all local community participants, Dec-21 n=736, Nov-22 n=965, May-23 n=644, Feb-24 n=752, Apr-25 n=778
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Messages that work: AKA Things you should say!

 Red meat processing is an essential part of the 
food supply chain.

 The red meat processing industry has the world’s 
highest standards, for the environment, for 
worker safety, and in animal welfare.

 Red meat processors support 189,000 jobs 
in 300 towns and cities throughout Australia.

 Red meat processors are one of the largest 
employers in regional towns, contributing $81.7 
billion a year to the economy through the entire 
supply chain. 

 Red meat processors help create long-term 
careers in regional Australia where you can 
learn valuable skills.

 There’s never been a better time for a career in 
red meat processing: there’s a huge variety of 
roles, with on-the-job training, and the 
opportunity long-term career development.

 Red meat processors are proud to provide 
opportunities for young Australians to stay in 
the towns that they grew up in.

 Red meat processing is a leading regional 
employer and is cementing Australia’s 
reputation as the home of world-class red meat 
products.



What the campaign isn’t



What the Campaign isn’t

Not focused on major metropolitan 
communities. The campaign spotlights 
local processing communities.

Not selling a ‘product’ or a company – 
focused on industry reputation and what 
it’s like to work in industry.

No actors – all real employees with genuine 
stories, no scripting.



Using the research and expertise created More to Meat, AMPC have 
published the Plant Engagement Best Practice Guide.

 These are evidence-backed ways to promote and advocate for your 
plants, your business and the industry.

 What it does: Helps you plan and understand the best way to interact 
with key stakeholders and build engagement with local media. 

Best Practice Guide

A positive reputation means political stakeholders are more likely to support 
our industry and locals are more likely to consider long-term employment. 

Register for the next Session
Mon, Sep 29
12:30 PM - 2:00 PM GMT+10
Online (Teams)



More to Meat site visits across Australia






Please get involved!

We are always looking for 
red processors and plants to 
feature in More to Meat.  

If your team would like to 
chat about a site visit, please contact 
the campaign team below or using 
the QR code.

Jack Piggott
Campaign Director
jpiggott@ctgroup.com

Nathan Quigley 
Campaign Manager
nquigley@ctgroup.com

Nominate your plant for
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