
CHEF NEIL DOHERTY 

SR. DIRECTOR, CULINARY DEVELOPMENT 

SYSCO CORPORATION 

American Perceptions 

of Lamb 



Who is Sysco? 



Sysco Corporation 

• Sysco is the global leader in selling, marketing and distributing food products to 
restaurants, healthcare and educational facilities, lodging establishments and other 
customers who prepare meals away from home. 

 

• Our family of products also includes equipment and supplies for the foodservice and 
hospitality industries.  

 

• We operate 196 distribution facilities, serving approximately 425,000 customers in 
North America, as well as joint ventures with Pacific Star in Mexico and Mayca in 
Costa Rica.  

 

• In addition, we have recently acquired Brakes Group, a leading European 
foodservice distributor in the United Kingdom, France and Sweden with additional 
operations in Ireland, Spain, Belgium and Luxembourg. 

 

• For Fiscal Year 2015 that ended June 27, 2015, we generated sales of more 
than $48 billion. 

 



Sysco Lamb Offering 

• Sold 10.2 million pounds domestic & imported lamb 

(4,628 tonnes) in 2015 
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Sysco works with 

• Australian Companies 
‒ Foodcomm International/Thomas Foods International  
‒ The Lamb Company  
‒ Pilot Trading  
‒ Domestic Lamb Companies 

• Australian Brands 
‒ Fletcher  
‒ Thomas Foods International 
‒ Country Fresh Meats 
‒ Midfield Commodities 
‒ Opal Valley 
‒ Pilot Brands 
‒ Sysco Butcher Block & Sysco Imperial (Fresh Australian)  
‒ Wagstaff 



Who’s Eating Lamb? 
Fine Dining  



Fine dining 



Fine dining 



Who’s Eating Lamb? 
Fast/Family Casual 



Fast/Family Casual 





TREND OF TOP PROTEINS AT US CHAINS 

& INDEPENDENTS:  

 
2015	

PENETRATION

GROWTH	RATE

1	Year 4	year

Pulled	Pork 18.8% +5% +21%

Tofu 18.0% +2% +19%

Lamb 20.0% +1% +8%

Duck 15.1% +1% +6%

Pork 61.0% +2% +6%

Salmon 40.9% +3% +2%

Sausage 59.9% +1% +2%

Meatball 33.4% +0% +1%

Chicken 96.2% +0% -1%

Beef 83.2% -1% -3%

Fish 49.7% +0% -4%

Steak 74.3% +0% -4%

Ham 53.1% -1% -5%

Shrimp 66.0% +0% -5%

Pepperoni 27.7% -1% -5%

Salami 25.8% -1% -5%

Lobster 22.9% -0% -5%

Turkey 45.7% -1% -6%

Tuna 39.0% +0% -10%

Pork	Chop 16.7% -2% -10%

Crab 35.8% -1% -10%

Scallop 29.9% -2% -11%

Clam 23.4% -3% -11%

Roast	Beef 23.5% -3% -17%

MENU PENETRATION: across appetizers, entrées, 
sides, % of restaurants that menu…

Penetration and Time Trend 

Over the past four years, only      
pulled pork and tofu have out-     
paced the growth of lamb with     
lamb having a higher penetration  
than both. 

 



Lamb tracking slow but steady growth 
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MENU PENETRATION: % of us chain & independent 
restaurants that offer lamb



Familiar formats 



Keeping it healthy 



Keeping it healthy 



Keeping it natural 



Keeping it natural 
Consumers increasingly consider social responsibility in their purchasing decision. 

For beef, food safety, animal welfare and environmental concerns are top of mind 

for many, especially women. 

 

I would be more likely to purchase and I am willing to pay ______ for beef that is… 

 



Keeping it green 

38%

39%

36%

50%

45%

46%

It is important that the environment is 
not negatively impacted because of the 

way beef cattle are raised

It is important that the beef I eat came 
from animals that were treated 
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Keeping it clean 

FEEL-GOOD CUISINE is the next iteration of  
better-for-you. Consumers are now responding 
to menus that make them feel good about the 
choices they make – both in body and mind. 



Keeping me engaged 
Sysco is dedicated to supplying the freshest locally sourced products available. This 

not only helps meet a growing consumer demand to “eat close to home,” it also 

helps small businesses get the recognition they deserve for the quality and care that 

goes into perfecting their craft.  

 



Thank you 


