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MVLA research introduction

MLA secured a grant @ Objective: To promote Australian red meat
from DAFF and the traceability and credentials in Southeast Asia

Australian
government for Coverage: 7 countries, including Vietnam,
building trust in S 4 X focus groups with purchasers of imported
Australian : red meat

Agricultural
traceability and
credentials

Outcome: Enhance market access, premium
pricing, and regional capability
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Source: 2024 MLA research into consumer purchase decision drivers for imported red meat in South-East Asia, v
conducted under the DAFF grant “Building Trust in Australian Agricultural Traceability and Credentials in Southeast Asia”




MLA disclaimer

All information contained within this presentation and supplied in connection with it, including any oral commentary and answers to questions,
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.

© MAY 2025 MEAT & LIVESTOCK AUSTRALIA LIMITED ABN 39 081 678 364. ALL RIGHTS ARE EXPRESSLY RESERVED. REQUESTS FOR mla
FURTHER AUTHORISATION SHOULD BE DIRECTED TO INFO@MLA.COM.AU MEAT & LIVESTOCK AUSTRALIA


https://www.mla.com.au/general/Terms-and-conditions/
mailto:info@mla.com.au

9 Key Take-Aways
N

Quality is the top Trust in red meat

factor when EHO-B-@HHD rests on quality

Viethamese consumers perceptions and

buy red meat Australia’s traceability seller reputation
system supports trust,

9 underpinning safety A

R l and credibility
Country of Origin Australia is highly
links directly to trusted, with a strong
product Quality reputation for quality
and Taste standards

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



Quality is Vietnam

consumers’ top purchase Q
consideration factor, followed
by Country of Origin, which

reassures consumers on the to eat at home

quality and taste. a Quality

e Country of Origin

“"Dya theo kinh nghiém nhin mau sac va dé \
tvoi cia miéng bo théi. R6i cong thém xudt xu
va logi bo minh hay mua ma chon.”

"I rely on my experience. | may look at the
colour and the freshness of the beef. | also
check the origin and the type of beef that |
usually purchase.”

- Older, HCMC -/
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9 Seller Reputation

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



Country-of-origin is closely linked in consumers’ minds
with beef Quality and Australia is the #1 choice
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% ‘/Premium ‘/High Quality ‘/Diverse ‘/Inconsistent
g ‘/quallty v Natural ‘/range of cuts

N S,f: :;; :;sfety ‘/Distinctive Affordable

2 flavour (grassfed)

‘/Strict farming
practices

‘/Value-for-money

"Uc thi néi tiéng vé viéc chdn nudi theo mé hinh trang trai va chdn nudi ty nhién trén déng cé xanh. Nhin thdy tyi nd tén

. huwémg thién nhién trong lanh ma ghen ty lén.” "Australia is famous for its farming model and natural

grazing on lush green pastures. Seeing them enjoy the pure nature makes me jealous!”
(Younger, HCMC)
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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”



Trust drives Viethamese consumers’ red meat
decision-making by providing assurance of Quality and Safety

Indicators of Trust: T Consumer benefits:

» Country reputation » Quality reassurance

» Retailer reputation > Reduced safety and

» Long-term quality quality risk

reputation
» Simplifies decisions

"Thuong hiéu [6n gid thanh cé cao hon chdt thi van
yén tdm. Vi minh hiéu ho cén phéi chi cho con nqudi
dé thyc hién ding quy trinh hay ¢6 dich vy tét hon.”
"I am still happy to pay more for a big brand
name, as | understand they have to hire more
people to get all the correct quality

procedures done.”
\ AUSSIE

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

- Older, HCMC




Tracea bility is seen by Vietnamese consumers as support for
Trust in red meat product Safety and Transparency

v/ Safety Trust

\/Trustworthiness

Traceability
EHD- @A

"“Tinh ndng truy xudt nquén géc nay rét hay,\
tao sy’ tin twdng va cung cdp théng tin ré /

ring vé nguin géc.” Source guarantee
"This traceability feature is very
good. It creates trust and provides

clear information about origins.” - /
y Transparency

Older, HCMC

v/ Credibility

Transparency of verifiable information across the supply chain

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




Australian beef is the best among direct* competitors,
underpinned by consumers’ trust in high standards and quality

Nz .
Aussie beef...

Offers a distinctive flavour. Grass-
fed and raised naturally on large-

scale farms. Australia tends to be

leaner, with less fat

Undergoes a strict production
process, with regulated farming
practices. Raised on large-scale
farms with closed-loop production
systems.

Is raised naturally, without the
application of industrial farming
methods

000 <«-Ed
SAFETY

‘ "Khéng hiéu sao khi nhac téi Uc la hinh anh cdnh déng, bo, thién nhién trong lanh, v.v. hién [én. Du khéng nhé la ti quang cdo nao.”
- " | cannot explain why but whenever Australia is mentioned, images of green fields, cows and pure
nature come to mind, though | don't remember which advertisement it was from!” (Older, HCMC)
~ Source: 2024 MLA research into consumer purchase decision drivers for imported red meat in South-East Asia, AUSSIE

conducted under the DAFF grant “Building Trust in Australian Agricultural Traceability and Credentials in Southeast Asia” — BEEFSLAMB
*Japanese wagyu is considered an aspirational luxury niche product consumed on very special occasions




For more information:

Valeska Valeska Emiliano Diaz

MLA, Regional Manager Southern Asia MLA, Market Insight Analyst South-East Asia
Email: vvaleska@mla.com.au Email: ediaz@mla.com.au

For more resources:
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South-East Asia Red Meat
Market Snapshots
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