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VISION 

We envision a world in which all aspects of the 

beef value chain are environmentally sound, 

socially responsible and economically viable. 

MISSION 

The mission of the Global Roundtable for 

Sustainable Beef is to advance continuous 

improvement in global beef value chain 

sustainability, through leadership, science, and 

multi-stakeholder engagement and collaboration.

https://www.youtube.com/watch?v=CCT1Gv5AZRA&feature=youtu.be


Local Solutions

Global Impact

Given the diversity of ecosystems in 
which beef production occurs; a 

universal prescriptive standard for 
“sustainable beef” is not feasible.



PLANET, PEOPLE, ANIMALS & PROGRESS

Promoting Consistency & 

Transparency in GRSB’s 

Recognition of Successful 

Regional Applications of the 

Global Definition

Regional & National 

Roundtables remain 

empowered to achieve 

sustainable outcomes 

leveraging GRSB Principles & 

Criteria based on their systems’ 

specific challenges
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Sustainable Baseline 

Precompetitive Vs Differentiation

SUSTAINABLE BEEF BASELINE

Commercial Differentiation
Opportunities for Innovation & 

Product Differentiation 
beyond GRSB baseline 

Precompetitive Sustainable Beef
Demonstrated Commitment & Performance 

based on GRSB Principles & Criteria

Certification
Capture existing top performers,

Remain limited in coverage and impact,
Often Static 



#1 Global Reach and Impact

Countries, Regions & Roundtables

• 1 a Targeted regions and countries; 

• 1 b Support creation of roundtables

– Latin America

– China

– Europe

– Southern Africa



Global Reach and Impact (cont)
Recognise sustainable systems; Projects & Donors

• Recognize sustainable beef systems based on process 

and demonstrated impact

– Benchmarking

– Roundtables, CRSB, GTPS, USRSB, SAI platform BWG

– Initiatives, e.g Australian Beef Sustainability Framework, NZ, 

Origin Green

• Connect donors and prospective project proponents

– Latin America (CFA funded +GRSB)

– Southern Africa (IFAD / Solidaridad potential)

– China (partners, incl EII, WWF)



• Create a global platform for data reporting 

and sharing; 

• Identify key global metrics and develop 

methods to track from available data; 

• Both are areas in which partners such as 

agri benchmark may play a role 

#2 Demonstrate Impact
Reporting Platform & Metrics



• 3 a Increase awareness and knowledge of sustainability 

improvements made both by members and others 

throughout the entire beef value chain and disseminate 

content to and through members

– Importance of communicating shared value

• Communications Council

• Sarah Bohnenkamp & team

– Social Media, Communications summit.

#3 Communicate Continuous 

Improvement
Disseminate information



• Share key innovations, tools and actions

– Member and external

– Environmental, Social and Economic

– Covered by any of our principles

• Identify global issues

– TWGs – transition; 

– New council structure

#4 Engage on Global Issues
Share Innovations, support issue-action working 

groups 



• GCSB 2018 Ireland, October 7-12th (stc)
– Bord Bia and the European Roundtable (SAI)

• GASL(FAO) Ethiopia May 2017

• Board Meeting in Australia October 2017

• IMS sustainability committee

Engage on Global Issues (cont) 
Host global conferences; engage in relevant fora



• Council Structure

– Galvanise members in each key goal area

– Give guidance and provide regular feedback

• Global Sustainable Beef Declaration

– Demonstrate commitment of members and the industry to 

sustainability.

– Ambition that it is linked to concrete projects with members, 

includes reporting

#5 Nurture GRSB
Value Proposition and Membership



• As a membership organisation we are dependent upon 

members to make things happen

• By developing alliances with practical projects we can 

communicate on continuous improvement, and motivate 

change

• Members that are not necessarily directly involved in the 

chain (e.g. financial institutions, ngos) can demonstrate 

commitment through involvement in such projects.

Nurture GRSB
stimulating interest



Public Dialogue

Social License / Trust
• Not yet resulting in large scale changes in consumer 

behaviour, but they do hear it (e.g. IARC report and 

impact on Italian consumption) and there have been 

catastrophic examples (live export ban)

• At the moment this represents an opportunity for 

sustainable beef.

• To capitalize on the opportunity and gain trust there 

needs to be dialogue, and the prevailing negative media 

needs to be influenced (not denied, but influenced).

• If this does not happen, the opportunity will become a 

threat as consumers are swayed.



www.grsbeef.org
ruaraidh.petre@grsbeef.org

Twitter  / Instagram

@GRSBeef @RuaraidhP

https://www.youtube.com/watch?v=SEqQz7dI-ek&feature=youtu.be

