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Outcome Logic Model for Marbled Grass-fed Beef PGP Programme

[ Sustainable NZ Prime Beef Industry ] Additional
benefits
. - . . . . for the sector and New
NZ Prime Beef repositioned from commodity to a stable, Proven business model for producing and marketing Zealand
high returning, premium position in world markets high value food products \_ )
Improved image for NZ
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Increased Sales Price, Sales Volume and Profitability of the New Zealand Prime Beef Industry
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If successful the industry will benefit through ....
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Proven business model for producing and marketing Marbled Grass-fed Wagyu Beef

Improved financial
viability and
sustainability of the
overall beef industry

More vibrant and stable
rural communities with
greater employment
opportunities available

Proven model for supply of calves
from the dairy industry

Proven model for year round
production of marbled grass-fed
wagyu beef

Proven model for go direct
marketing to NZ and international
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If the activities of Marbled Grass-fed Beef PGP are successful
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Genetics and Surplus Dairy Producer Group Whole of Supply New Market Greater utilization of
Wagyu Genetics i .
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Greater certainty of
income for beef farmers
through market stability

and growth

Proof of a viable
alternative land use to
dairying in marginal




