
 

Marketing Brief for Integrated Scotch Lamb PGI campaign 

Background 

QMS is the Scottish Non-Departmental Public Body r(NDPB) esponsible for promotingScotch Beef PGI, 
Scotch Lamb PGI and Specially Selected Pork. This brief concerns Scotch Lamb PGI.  

Scotch Lamb is defined as meat coming from lamb born and reared throughout its life on a QMS 
Quality Assured Scottish farm and slaughtered in a QMS Assured Scottish processor. In 1996 the 
European Union awarded Scotch Lamb a Protected Geographical Indication (PGI). We are promoting 
Scotch Lamb mainly in Scotland. Our promotion is focusing on final consumers. 

For the last few years we have addressed the consumer misconception that lamb is at its best in 
spring. Scotch Lamb PGI is seasonal and mainly available from August to March. 

What consumers think about our products/Where are we now? 

Retail Sales 

 Lamb consumption in Scotland is low with citizens preferring to eat beef, pork and chicken products 
over putting lamb into their baskets: 

 Lamb in Scotland Pork in Scotland Beef in Scotland 
Spend £35,289,000  

(-0.4% YOY)  
£69,741,000  
(-1.5% YOY) 

£213,984,000  
(+4.7% YOY) 

Volume 4,221,000 kg 
(+3.4% YOY) 

13,565,000 kg  
(-4.4% YOY) 

30,080,000 kg  
(-2.4% YOY) 

Penetration 46.5%  
(-3.4% YOY) 

75.2%  
(+0.6% YOY) 

89.9%  
(-1.5% YOY) 

Frequency 5.5 times  
(-3.7% YOY) 

8.9 times  
(-5.2% YOY) 

17.2 times  
(-0.6% YOY) 

Volume per buyer 3.52 kg per annum 
(+5.6% YOY)  

6.99 kg  per annum  
(-6.2% YOY) 

12.97 kg per annum  
(-2.3% YOY) 

* Source Kantar Worldpanel. Data to 17th February 2013 

Through some switching research, conducted by Kantar, we know that in Scotland Fresh Lamb is 
declining as shoppers are switching to Chilled Ready Meals and Chilled Main Meal Accompaniments 
(either meat or non-meat ready-to-eat products e.g. mashed potato, or chicken kievs, sold separately 
and not as a complete meal option). 

However existing shoppers have increased their expenditure. In the long-term Fresh Lamb has been 
losing because of switching, and gaining from existing shoppers spending more. Both trends have 
intensified over the last year. 

Brand Awareness 

• 82% of Scottish citizens recognise the Scotch Lamb PGI logo (prompted). 
• Scotch Lamb is not top of mind to consumers, unless prompted. 
• 72% of target Scottish citizens agree that Scotch Lamb PGI is produced to the highest 

standards. 



 

• 57% of target Scottish citizens agree that Scotch Lamb PGI is the best available.  
• 48% of target Scottish citizens agree that Scotch Lamb PGI is worth paying more for.  
• 52% of target Scottish citizens agree that Scotch Lamb PGI is a seasonal product.  

*source IGD consumer research 

Scottish consumers’ perceptions of lamb.  

QMS worked with Scott Porter to conduct 12*2 hour discussion groups looking at consumers’ 
perception of lamb in Scotland. A full copy of the findings can be found on the attached email. (The 
attached research document is the property of QMS and confidential. The whole document of parts of 
this document cannot be transferred or shown to third parties without the express permission of QMS.) 

Key Findings 

• Shoppers are risk adverse when trying new meals for the family. They balance making 
something for the first time versus the potential for: bad taste; bad cooking; waste of money; 
family member non-approval. This is a barrier to the introduction of lamb into the cooking 
repertoire.  

• Value for money is key to the shopper choosing a protein for dinner, lamb doesn’t necessarily 
fit into this criteria.  

• Lamb sits somewhat alone within the marketplace. For most it’s not “weekday”, but it’s also 
not “just occasion”.  

 



 

• In addition to this lamb is seen as a very traditional meat that lacks modernity and isn’t 
relevant to quick meal solutions required by many during the week.  

• Lamb appears to be seen as a meat, not a meal or a dish (the consumer only thinks of a chop 
or a roast for example). This could be a reason why lamb isn’t seen as versatile.  

• Lamb has a distinctive taste – it’s not for everyone. The “Marmite” Effect  
• Lamb isn’t as well known (traditionally we are a beef nation), this leads to a perception that 

you can only cook it certain ways.  
• Its seen as worryingly hard to cook and little reference to see it as “easy to deal with”.  

What do we want to achieve?  

Get more people to purchase fresh lamb during the peak Scotch Lamb PGI season.  

Move lamb into “ordinary” meals.  By adding lamb to the weekday repertoire it opens up the scope to 
increase the potential frequency of purchase. We want consumers to think that lamb is a brilliant, 
versatile ingredient when cooking for your family. 

 

 

• Increase volume of lamb retailed in Scotland driven by penetration and frequency during the 
campaign resulting in an overall 5% uplift during the campaign.  

• Maintain a positive image of the Scotch Lamb PGI brand and logos.  
• Increase understanding of the Scotch Lamb PGI brand.  
• Positive tone of voice.  

 

 



 

 

Who do we want to talk to?  

People in Scotland. We want to increase the spend amongst pre-family (those who are established, 
25+ who have a good career and disposable income); family 10+ years. We do not want to alienate 
older dependants and empty nesters who already purchase a significant portion of lamb.   

Work expected 

A fully integrated campaign strategy including demonstrable experience in creating eye-catching 
advertising campaigns and integrated PR elements.  

Mandatories. 

Scotch Lamb PGI logos  

Timetable 

Campaign ready to launch from mid-August 

Total budget available 

The overall lamb budget is circa £250k to include creative development, production of advertising and 
media purchased in Scotland (note media purchasing do be conducted via our incumbent media 
agency) 

 


