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MLA research introduction

Source: 2024 MLA research into consumer purchase decision drivers for imported red meat in South-East Asia, 
conducted under the DAFF grant “Building Trust in Australian Agricultural Traceability and Credentials in Southeast Asia” 

Coverage: 7 countries, including Cambodia, 4 
X  focus groups with purchasers of imported 
red meat

Outcome: Enhance market access, premium 
pricing, and regional capability

Objective: To promote Australian red meat 
traceability and credentials in Southeast Asia

MLA secured a grant 
from DAFF and the 
Australian 
government for 
building trust in 
Australian 
Agricultural 
traceability and 
credentials
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is supplied to recipients for information purposes only. No representation, warranty or other assurance is made as to the currency, fairness, 
accuracy or completeness of the information contained within this presentation or supplied in connection with it. The information contained 
within this presentation is in summary form only and is not, and does not purport to be, comprehensive or contain all information that any 
recipient may require or consider material. 

Although all care has been taken in preparing this presentation, viewers of this presentation should not alter their position, or refrain from doing 
so, relying on this presentation, and should seek independent advice for their own situation. Any forward-looking statements made within this 
publication are not guarantees of future performance or results, and performance or results may vary from those expressed in, or implied by, 
any forward-looking statements. No representation, warranty or other assurance is given as to the fairness, accuracy, completeness, likelihood 
of achievement or reasonableness of forward-looking statements or related assumptions contained in the publication.  Your use of, or reliance 
on, any content is entirely at your own risk and MLA, MDC and ISC (“MLA Group”) accept no liability for any losses or damages incurred by you 
as a result of that use or reliance. 

The views or judgements expressed within this presentation are those of the author and not the MLA Group. These views and judgements do 
not reflect the views and judgments of the MLA Group, its employees or agents. 

Full terms can be found here: MLA Terms of Use. You may not copy, republish, download, transmit, communicate, or otherwise use this content 
in any way without the prior written consent of Meat & Livestock Australia Limited ABN 39 081 678 364. Any such enquiries should be directed 
to info@mla.com.au, or the Content Manager, PO Box 1961, North Sydney, NSW 2059.
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Key Take-Aways

Australia's traceability 
system supports trust, 
providing safety and 

credibility

Source: 2024 MLA research into consumer purchase decision drivers for imported red meat in South-East Asia, 
conducted under the DAFF grant “Building Trust in Australian Agricultural Traceability and Credentials in Southeast Asia” 

Quality is the top 
factor for Cambodian 
consumers buying red 

meat

Trust in red meat 
is built on quality 
consistency and 

safety

Country of Origin 
links closely to 

Quality and underpins 
Trust

Australia is highly 
trustworthy, with a 

strong positive 
reputation



Quality is Cambodian 
consumers’ top consideration 
factor when buying beef to eat 
at home. 
Next is Country of Origin, 
which delivers a level of trust 
to the consumer.
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Source: 2024 MLA research into consumer purchase decision drivers for imported red meat in South-East Asia, 
conducted under the DAFF grant “Building Trust in Australian Agricultural Traceability and Credentials in Southeast Asia” 

Quality

Price

Country of Origin 
“ខ្ញុំទិញសាច់គោកមញញ ុំ យូរគ ើយចឹងខ្ញុំគមើលសាច់គោគលើពណ៍ គ ើយចុចវាថាទន់អត់។ 

បន្ទា ប់មកខ្ញុំគមើលគៅគលើប្បគទស និងកាលបរិឆ្ឆែទ.” 
I have been buying beef for a long 

time. I first check the colour and press 

it gently.Then I check the product label 

to see the Country of origin, then the 

expiration date.” 
(Older, Phnom Penh)

Ranking of factors when buying beef to eat at home



Country-of-origin is closely linked in Cambodian consumers’ 

minds with beef Quality and Australia is the #1 choice 

Source: 2024 MLA research into consumer purchase decision drivers for imported red meat in South-East Asia, 
conducted under the DAFF grant “Building Trust in Australian Agricultural Traceability and Credentials in Southeast Asia” 

✓Premium quality

✓Trustworthy

✓Value for money
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✓ Highly 
premium meat

✓Expensive

✓Good quality

✓Trustworthy

✓Easily accessible

✓Reasonably priced



Trust shapes Cambodian consumers’ red meat decision-making 

by providing assurance of quality, taste and nutrition
Indicators of Trust: 

➢ Quality and reputation

➢ Retailer reputation

➢ Past experiences

Consumer benefits: 

➢ Quality reassurance 

➢ Reduced risk on quality 

and safety

➢ Simplifies decisions

Source: 2024 MLA research into consumer purchase decision drivers for imported red meat in South-East Asia, 
conducted under the DAFF grant “Building Trust in Australian Agricultural Traceability and Credentials in Southeast Asia” 

Clear packaging, country of origin, 
certifications and positive experiences

Trust

Consumers say they’re 
willing to pay higher 

prices for a Trusted 
option vs a less 
credible product



Transparency of verifiable information across the supply chain

✓Safety

✓Quality

✓Credibility

✓Transparency

✓Ethical standards

Traceability is seen by Cambodian consumers as a support 

for Trust in red meat product safety and quality consistency

Traceability

Source: 2024 MLA research into consumer purchase decision drivers for imported red meat in South-East Asia, 
conducted under the DAFF grant “Building Trust in Australian Agricultural Traceability and Credentials in Southeast Asia” 

Trust

“វាជប្មញញខ្ញុំគោយទិញគប្ចើនជាងមុន គោយសារដឹងពីការតាមោនសតវ វាគ្វើគោយគុណ
ភាពកាន់ឆ្តគកើនគ ើងជាងមុន។ តម្មៃគួរឆ្តសមរមយ និងមានប្គប់កឆ្នៃង” 
“It will encourage me to buy more 

because traceability is proof of 

quality. The price should be 

reasonable and the product widely 

available though!” 
(Younger, Phnom Penh)



Aussie beef is…

QUALITY

Australian meat tastes sweeter and 
is only a level below Japanese 
Wagyu

TRUST
Australia is slightly more trusted as 
sales staff can provide more 
compelling information about 
Australian products

Health &           
Nutrition

Australia has favourable conditions 
for cattle production - no natural 
disasters like Japan and climate 
similar to Cambodia

Australian beef is the best among direct* competitors, 

underpinned by consumers’ trust in quality, prestige and nutrition

LOWER HIGHER

Cambodia consumer’s imported Beef ranking – Top 3 Factors

Source: 2024 MLA research into consumer purchase decision drivers for imported red meat in South-East Asia, 
conducted under the DAFF grant “Building Trust in Australian Agricultural Traceability and Credentials in Southeast Asia”
*Japanese wagyu is considered an aspirational luxury niche product consumed only on very special occasions 

“ញញុំ ​​សាច់មកពីអូស្ត្សាា លី​មកពីគយើងគជឿជាក់​និងធ្លៃ ប់បានញញុំ គ ើយ​ក៏ដូចជា​មានការផ្សពវផ្ាយ​និងការចិញ្ចឹមគគ​មានសាងោរ” 
“I eat Australian beef because I trust it – I’m used to eating it and there 

are advertisements about it and their feeding follows a high standard” 

(Older group, Phnom Penh)



Lamb is not widely consumed by 
Cambodians. The odor of lamb is a 
barrier for some. 

Quality is a key factor for home 
consumption, and linked to 
Freshness, which is judged by 
visual cues like meat colour.

Source: 2024 MLA research into consumer purchase decision drivers for imported red meat in South-East Asia, 
conducted under the DAFF grant “Building Trust in Australian Agricultural Traceability and Credentials in Southeast Asia” 

Country of Origin

Quality

• Country of Origin is highly important due to 
link with health, taste and nutrition

• Reputable countries such as Australia have 
less smelly & higher quality lamb compared 
to others

Factors when buying 

Lamb to eat at home

“ខ្ញុំចូលចិតាស ុបគចៀម ឬ ក៏ឆាដូចសាច់គោឆ្ដរ។ រសជាតិគអម”
“I like to make lamb sour soup or 
stir-fried lamb, just like I do with 
beef. The taste with lamb is 
richer.” (Younger, Phnom Penh)

ា ច់គចៀមអូស្ត្សាា លីមានគុណភាពលអ ទន់ និងរសជាតិជាងសាច់គចៀមប្បគេទគផ្សងគទៀត ដូចឆ្ដលខ្ញុំបានេៃក់
គៅកនញងគភាជនីយោា ន”“Australian lamb is softer than other lamb, 

which shows the good quality when I tried in hot pot 
buffet”  (Younger, Phnom Penh)



For more resources: 

South-East Asia Red Meat 
Market Snapshots

Aussie Meat 
Trade Hub 

Valeska Valeska
MLA, Regional Manager Southern Asia
Email: vvaleska@mla.com.au

Emiliano Diaz
MLA, Market Insight Analyst South-East Asia
Email: ediaz@mla.com.au

For more information:
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