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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
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~ 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”



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 Thailand, 4 X
building trust in focus groups with purchasers of imported red
Australian 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”




The cut is Thai consumers’ top consideration

factor, followed by Country of Origin, and
Marbling iS a key factor when buy|ng Ranking of factors when buying beef to eat

imported beef. o
Meat cut

Older demographic are more attentive
to claims and descriptions to ensure
safety and quality

Country of Origin

Marbling

"QegusDvorganic claims 1599m1mAz01m Wda 170/, ”
"I look at organic claims to ensure the cleanliness of it,

that there’s no food preservatives or additives that are

dangerous.” (Older, Bangkok)

Freshness

Price
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ks 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. JP and AU are the two primary sources of beef for Thais.
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5 v Premium quality v’ Most popular v’ Dense texture v suitable for local
E v’ Full indulgence v/ Soft texture v Vivid colour dishes

é ‘/High price v Wide range of v’ Clear aromas “;LOW price

gl:) quality cuts v Less fresh Tougher texture

v’ Accessible
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iioviimainn.” "Aussie beef is everywhere.
' It’s in every restaurant that has beef and
. everyone attests that it has the best
~ quality.” (Younger, Bangkok) y, AUSSIE
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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”



Confidence in Thai consumers’ red meat decision-making depends"

on Trust in the product’s safety, quality and credibility

Consumer benefits:

Tru St » Quality reassurance

> Peace of mind

Indicators of Trust:
» Safety, quality and authenticity

Country’s credibility, certifications, strict
standards and processes and high
transparency

> Retailer credibility

> Safety

» Credibility

Consumers say they’re

willing to pay higher
prices for a Trusted
option vs a less
credible product

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”

» Simplifies decisions




Tracea bility is seen by Thais consumers as a reinforcement of

Trust in red meat product. Thais have high levels of Trust in country
of origin as an indicactor.

Traceability = 75" Trust
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v/ Credibility
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“It’s nice. Seeing the whole process
. from start to finish. But I'll have to
taste it first whether it’s good!”
(Older, Bangkok) )

Transparency of verifiable information across the supply chain
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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”




Thai consumers have a low spontaneous awareness of the term
“traceability” but when prompted react positively as it provides further
assurance of product safety, quality and credibility

FEIERSRS Consumers feel fully traceable

red meat products offer:
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Unique IDs for farms and each head Each animal is inspected before and Before being placed in ons, This dispatch process is authenticated by
of livestock, government regulated after slaughter and every carcase is the meat goes thro gh &r) the Australian government through the
production and husbandry systems, identified. All carcases can be hygiene testing as well as [7~ issuance of export certificates as well as
accurate record keeping along with traced. Company and Australian product specification R ,, container sealing. Temperature is H H
third-party audits ensures your meat government monitoring systems inspections. Each carton is " —, monitored at all times till the meat leaves I g q u a I y
quality is guaranteed right from source. inspect plant hygiene, offal, carcase then barcoded to identify the supermarket shelves.
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The LPA NVD captures food safety need it to be easy for customers to track. But
All livestock information on every animal, every Every movement is Ensuring both safety this is good, it's credible, but it doesn’t mean -
are identified time it moves from property to recorded in a and quality for it'll be delicious.” (Older, Bangkok)
by an ear tag property, to processors or saleyards central database Australian red meat

. . . ) ) MEAT & LIVESTOCK AUSTRALIA
Methodology: Nov 2024, 4 FGDs with main grocery buyers and Affluent consumers aged 18 — 49 years of age, Consumers purchased imported beef and lamb once a month using modern retail channels



Australian beef is the best among direct* competitors, underpinned by
consumers’ trust in quality, country reputation and positive experiél

‘ | HIGHER I “ ) Aussie beef is...
9 QUALITY it

.Q TRUST 4-&—5“=

FOOD
SAFETY

Based on consumers’ positive
experiences with Aussie beef, the
products are known for their quality

The country is known for beef,
therefore its credentials support their
trust.

Associate with ‘natural, organic’
environment and organic processes
that ensures safety

“1000ANFITLN W IATUTRLN 1H0FI8 UNAAIIGUIN.” "Aussie beef is premium ]

\ & i because it’s very popular, beautiful cuts and premium packaging” (Younger, Bangkok)

~ 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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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
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risk and the MLA Group accepts no liability for any losses or damages incurred by you as a result of that use or reliance.
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