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Introducing MLA’s Global Consumer Tracker

A 20-minute survey among 18-64 yr. old grocery buyers, affluent household skew, buy/ open to buying
imported beef/ lamb.

22 Markets

covered over the
last 10 years

KAN TAR There are some differences in the surveyed sample across markets which we must bear in mind when looking at aggregate scores. Refer to the appendix for details 2



What will we cover today?

A global overview of:

Beef Brand Health Lamb Brand Health
Performance by Performance by
Country of Origin Country of Origin

The protein
landscape

ICANTAR 3



Protein Land
Understanding

» Protein perceptions
* Protein consumption and how it var
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There are clear themes regarding what different proteins stand for across all our markets. These

themes have also remained broadly consistent over time.

Protein perceptions - Global average

THE EVERYDAY SPECIALITY
STAPLES

PORK & LAMB GOAT/ MUTTON
CHICKEN
Cheap, versatile Tender, superior Superior but not
& easy to worth paying accessible
purchase and more for but not
prepare easily accessible

HEALTHY
ALTERNATIVES

FISH/ SEAFOOD

Fresh, nutritious,
low Iin fat

SUSTAINABLE
ALTERNATIVE

-

PLANT-BASED
MEATS

Safe, good for
the environment

l(ANTAR Based on image profiles which show relative strengths and weaknesses relative to other proteins in the consideration set. The
consideration set is different for every market hence these are broad characterisations only.



In the protein landscape, Chicken is a key competitor to Beef across ma
mainly challenges Beef consumption in East Asia. Lamb consumption s

Protein consumption - Global Average

Last 1 month consumption- all proteins Last 1 month consumption
74
Pork consumption is heaV|Iy
influenced by cultural factors
47
24 29
I I 14 9 :
Chicken Beef  Pork Fish Lamb Other Goat Mutton UAE China USA Indonesia Japan South
seafood Korea
2024 Data '..,-"1;' -
KAN TAR CH2 Bought in the last month — Which types of meat have you bought in the last month to prepare for a meal at home? 6
Global n=6066 7N



Top barriers to lamb
consumption are consistent
across most markets.

Barriers of taste, smell, and
availability are becoming less
prominent over time....

KANTAR

Barriers to consuming Lamb- Global average

Didn’t grow up eating lamb/ not

familiar with lamb 30%
| don’t know how to cook lamb 27%
Don't like the taste of lamb 22%
| don’t like the smell of lamb 22%
Lamb is not available where | shop 16%

Being unfamiliar is a top
barrier in all markets other
than MENA

1 -6% vs. 2021

1 -71% vs. 2021

1 -4% vs. 2021

2024 Data
QCH6a. Why do you not buy lamb? N=2462



... which are supporting an increase in Lamb consumption overall. Beefis the only other
protein that has seen an increase in consumption over time.

Protein consumption over time- Global Average

Lamb Beef
(0) (o)
5% .s. 2020 3% s 2020
Growth in Lamb consumption driven by: Growth in Beef consumption driven by:
USA, China, UAE USA, China, KSA
A b

@ Pork consumption has increased vs. 2023 in Japan (+3%) and South Korea (+5%)

2024 Data
I(AN TAR CH2 Bought in the last month — Which types of meat have you bought in the last month to prepare for a meal at home?



While physical channels dominate the purchase of both Beef and Lamb, a higher
proportion of consumers buy Lamb online when compared to Beef

Channel of purchase- Global average

% of consumers that buy at least once a month....

Bil

Online Physical channels

()
-g- Beef 10% 97%

Lamb 20% 97%

R3a_24: Which of these locations do you buy beef/ lamb from at least once a month?

KANTAR



Online purchase of red meat is more popular in Asian markets due to its convenience
and ability to compare and find special offers.

Channel of purchase- Beef & Lamb

% of consumers that buy beef/lamb online at least once a month _
Reasons why consumers buy online

‘It saves me time because | do not visit a store’

Indonesia 24 South Korea 36
‘It is more convenient because | can shop online at

any time or in any location’

South Korea 18 Indonesia

‘It's easier to find or access special offers / sales /

Chi S
17 na affordable prices

China

UAE USA ‘Having my beef delivered to my home/work is more
convenient for me’
USA UAE
‘I can more easily compare the meat | want to buy
Japan Japan e.g. by prices, country of origin’

R3a_24: Which of these locations do you buy beef/ lamb from at least once a month?

KANTAR 10



Zooming in on

Beef

i

Lamb

KANTAR
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Beef Brand Health
Understanding:

» Beef buying behaviour and

KANTAR



Local beef is bought more frequently compared to imported beef in all markets other than
UAE, South Korea and Japan, where we see a higher preference for imported beef.

Beef Buying Behaviour- Local vs. Imported

Global average 2024 C UAE (2024) 'i:\!j Japan (2024)
8204 88% 53 72%
Local Imported Local Imported

SOUTH KOREA (2024)
72% 75%

at least once a month

Local Imported

ICANTAR
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When buying beef, consumers seek assurance of freshness
by first looking at colour of meat and date packed.
Country of Origin (COO) is also very important

What do consumers look for when buying beef?

Colour of meat 5494

-Z-:C Date packed 46%

COO is imp in all markets except USA,

USA- 20%

I,(ANTAR PACKZ1. Can you please select up to 6 things you look for (on the pack, on the shelf etc.) when buying beef?




As COO is highly important, majority are aware of the
country of origin of the beef they buy- except USA where
It is not important

Awareness of COO

\

USA ALL MARKETS OTHER THAN US

49% 88%

ICANTAR




Top cues remain consistent over time, except for
fat content, which is increasingly relevant considering
Increasing health consciousness globally

What do consumers look for when buying beef?

content

ICANTAR




Australian Beef experiences varying levels of awareness across markets measured — strongest

In South Korea and weakest in USA

Australian Beef — Awareness across markets (2024)

Markets with high Awareness for Australian Beef

0 80% % 12%

South Korea Malaysia

0 (1% O 13%
UAE

Indonesia
9 17% 68%

Vietham Saudi Arabia

Markets with lower Awareness for Australian Beef

- 530

Thailand

e 51%

Hong Kong

7

America

ICANTAR
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, Kantar firmly believes In

the power of strong brands

KANTAR



There are two paths to brand growth

By increasing volume share By increasing

We call this Demand Power We call this Pricing Power

A S

Demand Power Pricing Power
High Demand Power brands capture 5x higher High Pricing Power brands can charge than brands
volume share with a low Pricing Power score

I(AN TAR Example data Source: BrandZ database



Demand Power

Is a measure of consumer demand
for the brand, which gives us a
prediction of the brand’s volume
share, based purely on
perceptions.

ICANTAR




Australian Beef leads in terms of Demand Power across most markets. Globally, when
excluding local beef, AU beef mainly competes with the US and NZ.

Australian Beef- Demand Power performance across markets

2024 2023

RANKING SOUTH HONG
TOP 3 KOREA JAPAN INDONESIA UAE CHINA USA KSA VIETNAM  MALAYSIA THAILAND KONG
AU BEEF AU BEEF AU BEEF AU BEEF AU BEEF AU BEEF JP BEEF

US BEEF US BEEF NZ BEEF AU BEEF NZ BEEF AU BEEF AU BEEF US BEEF JP BEEF US BEEF

PAKISTANI

NZ BEEF NZ BEEF US BEEF BEEF AU BEEF NZ BEEF NZ BEEF NZ BEEF AU BEEF

ICANTAR 21



AU, US & NZ beef play different roles in consumers' minds — AU is superior high-quality beef,
US is easier every day, and NZ has strong perceptions of animal welfare and sustainability.

Australian Beef and key competitor perceptions- across most markets

AU BEEF US BEEF NZ BEEF

00

Convenient to purchase \ﬂ Convenient to purchase 5?0@ Animal is well cared for
0O

Superior Variety of cuts @ ES;’E;?:;E?:H”Y

Consistent quality @

standards Family favourite

Family Favourite

ICANTAR




Pricing Power

Is the ability of a brand to
command a premium relative to the
category average, based purely on
perceptions.

Strong equity helps brands
command a premium price

ICANTAR




AU beef is currently in a strong position with high equity and a high willingness among
consumers to pay a premium price- across all markets other than the US.

Australian Beef Equity positioning- across markets (2024 & 2023)

Premium Brands Power Premium Brands
Niche

High worth, but smaller
Demand

v

PRICING

POWER/VALUE

Are they willing to pay
more for you?
AU bee

(B

Underperforming

Low worth and demand

Underperforming Brands DEMAND Are consumers more likely
POWER to choose you?

Value Brands

Justified Premium

Brand equity supports
current higher price

Demand

High demand but weaker
perceived value

@America °Vietnam @Thailand Olndonesia o UAE @ Malaysia
KANTAR 3. : =
pan Hong Kong South Korea OJapan

24



In some markets US beef enjoys strong demand and willingness to pay more, however in most
markets, it mainly relies on its lower price

US Beef Equity positioning - across markets (2024 & 2023)

Premium Brands Power Premium Brands
Niche

High worth, but smaller

Demand —

o _©

Justified Premium

Brand equity supports
current higher price

%
g
%)
<

PRICING
POWER/VALUE

Are they willing to pay
more for you?

Y g S
%‘&
Underperforming Demand
Low worth and demand
High demand but weaker
Und f . B q Val B q perceived value
naerpertorming brands DEMAND Are consumers more likely ajue brands
POWER to choose you?

KANTAR @America Vietnam @Thailand Olndonesia UAE @ Malaysia .
@Japan Hong Kong South Korea OJapan A




There is overall a high willingness to pay a premium price for NZ beef, in most markets
however it is niche with high worth but smaller demand

NZ Beef Equity positioning - across markets (2024 & 2023)

Premium Brands Power Premium Brands o _
Niche Justified Premium

High worth, but smaller
Demand

Brand equity supports
current higher price

o
9 % -~ <@
€t 1 —
PRICING ~
POWER/VALUE
Are they willing to pay
more for you?
Underperforming Demand
Low worth and demand
High demand but weaker
. q Val B ds perceived value
Underperforming Brands DEMAND Are consumers more likely ajue bran
POWER to choose you?

@America °Vietnam @Thailand Olndonesia c UAE @ Malaysia
KANTAR 3. =
pan -3 Hong Kong South Korea oJapan
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There are however some markets where Australian Beef’s equity is softening over time, and

protecting our leadership position is critical.

Australian Beef - Equity performance over time

Markets where Equity for Australian Beef has strengthened

over time
(difference vs. 2020)

Q +3%

Hong Kong

+9%

Thailand Saudi Arabia

Markets where Equity for Australian Beef has softened

over time
(difference vs. 2020)

®) -3% & 6%

South Korea Indonesia
® 3% £ 2%
Japan America
@ 3% & 2%
China Malaysia

ICANTAR
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Drivers of Demand
& Pricing Power

There are certain category levers
that drive consumer choice
(Demand Power) and their
willingness to pay a premium price
(Pricing Power)

To be able to identify key levers AU
beef should focus on it is important
to first understand what they are.

ICANTAR




There are consistent drivers that are important to building Demand Power and Pricing Power
across markets

Beef Drivers of Demand Power and Pricing Power

Top factors that drive Demand Power Top factors that drive RPricing P@wer across
across most markets: most markets:
DAL :ﬂ% Superiority/ High quality

I[[f:?] Superiority

&
N

Sustainable/ Animal welfare

High qualit
gn g y

Easy everyday- cheap,

convenient to purchase and

versatile/ variety of cuts

Healthy/ Nutritious/ Low in fat

Q I 7

Richly marbled

KANTAR 29



Modelling helps us identify the levers that can grow bﬂ} Demand Power and Pricing Power. To
maintain its leadership position, AU Beef must focus on strengthening perceptions of key
drivers of Safety and Nutrition, which are currently a white space. v l

Focus areas for AU Beef across most markets P B ;s »”

Associations to grow

@ ‘Guaranteed safe to eat’

Q) ‘It’s my/my family’s favourite’s beef’

f/ ‘More nutritious’

30

KANTAR



Lamb Brand Health
Understanding:

« Lamb buying behaviour and

KANTAR



Frequency of purchase for local vs. imported lamb is broadly similar except in South Korea
and Japan where we see a higher consumption of imported lamb.

Beef Buying Behaviour- Local vs. Imported

Global average 2024 SOUTH KOREA (2024) 'l_.:?' Japan (2024)

35% 34%

at least once a month

Local Imported Local Imported

ICANTAR
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While AU beef has a clear dominance in terms of equity in the beef category, NZ lamb strongly
challenges AU lamb with stronger equity across most markets.

Australian Lamb - Equity performance across markets

2024 2023

RANKING

TOP 3 INDONESIA UAE CHINA USA KSA MALAYSIA HONG KONG

@
@
©

AU LAMB AU LAMB NZ LAMB NZ LAMB NZ LAMB AU LAMB

INDIAN CHINA
NZ LAMB LAMB AU LAMB AU LAMB AU LAMB NZ LAMB LAMB
Grass Fed
l(ANTAR Funnels in red were included in 2022 & 2023 but not 2024 33

Base: USA (n=1438), Japan (n=804), South Korea (n=801), China (n=433), Indonesia (n=260), UAE (n=252)



AU and NZ lamb share similar image profiles which makes it important for AU lamb to
differentiate itself vis-a-vis NZ lamb and create its own unique position.

Australian Beef and key competitor perceptions- across most markets

ICANTAR

AU LAMB

Consistent quality
standards

Superior
Tender

Variety of cuts

NZ LAMB
Consistent quality

Q? Low in fat

-
I@ Superior

Tender




AU lamb also has a strong position across most markets with strong equity that helps justify
Its premium price.

Australian Lamb Equity positioning- across markets (2024 and 2023)

Premium Brands Average: 26.1% Power Premium Brands o _
a Niche Justified Premium
High worth, but smaller

@ Brand equity supports
Demand current higher price
AU Lamb

v

PRICING

Average:
POWER/VALUE 1.04
Are they willing to pay
more for you?
Underperforming Demand

Low worth and demand High demand but weaker

perceived value

Underperforming Brands DEMAND  Are consumers more likely Value Brands
POWER to choose you?

KANTAR @America °Vietnam @Thailand Olndonesia o UAE @ Malaysia
@Japan Hong Kong South Korea OJapan




In some markets NZ lamb sits with AU lamb in the same quadrant while in the others it is more

niche with high worth but smaller demand

NZ Lamb Equity positioning - across markets (2024)

Premium Brands Power Premium Brands o _
Niche Justified Premium

High worth, but smaller a
Demand
NZ Lamb

Brand equity supports
current higher price

PRICING
POWER/VALUE

Are they willing to pay
more for you?

Underperforming

Low worth and demand

Underperforming Brands DEMAND Are consumers more likely
POWER to choose you?

Demand

High demand but weaker
perceived value

Value Brands

@America °Vietnam @Thailand Olndonesia o UAE @ Malaysia
KANTAR 3. : =
pan Hong Kong South Korea OJapan
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While equity has been broadly stable across most markets, it is important to defend our
position vs. NZ Lamb

Australian Lamb - Equity performance over time

Markets where Equity for Australian Lamb has

strengthened over time
(difference vs. 2020)

Markets where Equity for Australian Lamb has

softened over time
(difference vs. 2020)

+4% 0 +1% C 4% e 1%

SAUDI ARABIA UAE CHINA THAILAND
INDONESIA USA

ICANTAR
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For Lamb, perceptions of Superiority & High quality can help strengthen both Demand &
Pricing Power. Sustainability and nutrition credentials play a role in butlding. Pricing Power

Lamb Drivers of Demand Power and Pricing Power

Top factors that drive Demand Power Top factors that drive RPricing P@wer across
across most markets: most markets:
" &,

i[%‘ Superiority 13 Superiority/ High quality

* High quality Nutritious/ low fat

LA

w50 ()
Better for my family % fp Sustainability/ Animal welfare

KANTAR 3



For AU Lamb to further strengthen both Demand ano’I;ricing Power, strengthening
perceptions of safety and superiority will help differentiate it from NZ Lamb andgrotect Its
strong position across markets | l

Focus areas for AU Lamb across most markets . - w4

‘Guaranteed safe to eat’ .

‘Is the most superior lamb’

‘It’'s my/my family’s favourite lamb’

‘The meat is usually tender’

S G tBw B

KANTAR 39
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The Protein landscape

When it comes to addressing consumers' category needs, different meats play to different strengths . Beef
and Lamb are both seen as superior proteins consumers are willing to pay a premium for.

Online shopping while still a small proportion, is becoming more prevalent in some Asian countries due to its

convenience and ability to compare the product, its prices, country of origin, etc.- important for Australia to
monitor.

When compared to Beef, Lamb faces more challenges that impact its consumption, lack of familiarity
(across markets other than MENA), and functional barriers like taste, smell, and availability.

Positioning lamb as a family meal, showcasing different ways to cook and eat it which overcome
taste and smell barriers, and ensuring availability can all, tther boost consumption

/ . -

s skl f SO = N
| /

| v: ; /\

MEAT & LIVESTOGK AUSTRALIA

KANTAR | ®mia



e,

Australian Beef =

Australian beef has a strong Ieadershlp poSrtlon acress most" S
markets . : S -

SR
\

overilme, . & % WA

Among imports, Australlan beef malnly competes W|th US and NZ'
beef and each of these have unrque assomaﬂons rn consumer

minds. - SRR S e s g B <
- i o ALY G, Tg® ey

e

There is however an opportunlty for AU beef to dlfferenuate

itself on key drivers of Safety , Nutrition & Famlly Favourlte te -
protect Its strong Ieadershlp position acroes markets \

.’; \{ i ) o ‘:v
o 7 X =
T .:I'
< 9o
* L
P G 3
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Australian Lamb

Similar to beef, AU lamb also holds a strong position across most
markets as a justified premium brand.

Unlike beef, for lamb, most markets perceive AU and NZ lamb
similarly which presents an ongoing challenge for AU lamb to
differentiate itself from NZ and create its own unique positioning.

The main associations to continue to strengthen for AU lamb
across most markets are safety, superiority and tenderness-
to differentiate itself from NZ lamb and protect its strong
hold across markets.

KANTAR | ®mia



Both AU beef and lamb have a strength in the narrative of
our clean, green, and natural rearing environment and
consistent quality standards.

Leveraging this can help elevate performance and
differentiate from key competitors.




Sally Kennedy, Poorva Shinde & Carolina Ferra
Kantar Australia
May 2024



Terms of use: MLA data, reports and information

Meat & Livestock Australia Limited | ABN 39 081 678 364 | Level 1, 40 Mount Street, North Sydney NSW 2060 Postal
address: Locked Bag 991, North Sydney NSW 2059 | Ph +61 2 9463 9333 | Fax +61 2 9463 9393 | mla.com.au

Important: These Terms of Use include terms that limit MLA’s liability in connection the Reports and APIs and allow MLA to

disclose Your personal information to third parties in accordance with MLA’s Privacy Policy.

1 General

1.1 The market reports, data and information provided to you or accessed by you (Reports) are owned by
Meat & Livestock Australia Limited (ABN 39 081 678 364) ("MLA", "We", "Us" or "Our").

1.2 MLA may provide or make available Application Programming Interfaces (APIs) to facilitate the
extraction of information and data from the Reports.

1.3 "You" or "Your" means the person or entity that is provided with a copy of the Reports.

1.4 Your access to and use of the Reports and any APIs is subject to these Terms of Use and any
additional terms, notices and disclaimers which appear in the Reports or the APIs. If You do not agree with these Terms of
Use or any additional terms, notices and disclaimers, You must not access or use the Reports or the APIs.

1.5 MLA may amend these Terms of Use from time to time. Please check our Terms of Use regularly
before using the Reports or the APIs to ensure You are aware of any changes. MLA will also provide You with notice of
any material changes to these Terms of Use at least 7 days before the changes become effective. If You do not agree to
our amended Terms of Use, You should not continue to use the Reports or the APIs. Your continued use of the Reports or
the APIs after these Terms of Use have been altered constitutes Your acceptance of them.

2 Limited Licence

2.1 MLA grants You a non-exclusive, royalty free licence to use the Reports and any APIs solely for Your
personal use and in the case of cattle and sheep producers, for internal business purposes. MLA may revoke this licence
at any time by providing You with at least 14 days’ notice, in which case You must cease all use of the Reports and any
APlIs on expiry of the notice period.

2.2 You must not:

(a) provide or make available the Reports to anyone else;

(b)

of the Reports; or

(c) use the Reports or information, content or designs contained in any part of the Reports for any other

business purposes,

(“Commercial Use”) without the prior written consent of MLA.

2.3 Commercial Use of the Reports is subject to separate terms and conditions. Please contact the
Marketing and Insights Team via insights@mla.com.au if you wish to discuss the Commercial Use of the Reports.

3 Copyright

3.1 All rights (including intellectual property rights such as copyright) in the Reports, their content and
design and any APIs are owned by or licensed to MLA

3.2 You agree not to remove, alter or obscure any copyright notices that appear on the Reports.

3.3 Where You use or incorporate the Reports (or part of it) into a publication with MLA'’s written consent
You must, at a minimum, clearly attribute the source of the Reports as Meat & Livestock Australia Limited and include the
following text:

“Reproduced courtesy of Meat & Livestock Australia Limited — www.mla.com.au”

4 Trade marks, trade names and logos

4.1 All trade marks, trade names, service marks and other names and logos on the Reports are owned by
or licensed to MLA and are protected by applicable trade mark and copyright laws.

Smia

MEAT & LIVESTOCK AUSTRALIA

4.2 You must not remove, alter or obscure any trade marks, trade names and other names or logos that
appear on the Reports or any APIs.

5 Collection of information

5.1 If MLA requires You to provide personal information in connection with Your receipt of the Reports,
MLA will collect, store, use and disclose this information in accordance with its Privacy Policy and you consent to this.

6 Disclaimer and liability

6.1 You acknowledge that the Reports are provided on an ‘as is’ basis and MLA makes no representations
regarding the completeness or accuracy of the Reports and, to the extent permitted by law, expressly excludes all
warranties and guarantees regarding the accuracy, completeness or currency of the information, recommendations and
opinions contained in the Reports.

6.2 Information in the Reports may be obtained from a variety of third party sources. To MLA's knowledge
the information accurately depicts existing and likely future market demand. However, You acknowledge that MLA has not
verified all third party information in relation to accuracy or otherwise. You further acknowledge that: (a) any forecasts and
projections are imprecise and subject to a high degree of uncertainty and (b) the Reports provided may be a snapshot of
certain markets and not reflect that market as a whole.

6.3 The information, raw data, recommendations and opinions contained in the Reports do not take into
account, and may not be appropriate for, Your individual circumstances. You should make Your own enquiries and seek
professional advice before making decisions concerning Your interests or otherwise interpreting or relying on the Reports
in any way. Any reliance will be at Your own risk and MLA accepts no liability for any loss, damage, cost or expense arising
from any use or misuse of the Reports.

6.4 You acknowledge that MLA accepts no liability for any loss, damage, cost or expense arising from any

commercialise the Reports; or commercialise any information, content or designs contained in any part use of the APIs by You, including errors in the automation of the data extraction process using the APIs.

6.5 MLA may make changes to an API at any time without notice. You acknowledge that it is Your
responsibility to ensure that that version of the API You use is current. Nothing in these Terms of Use is intended to
exclude, restrict or modify rights, guarantees and remedies that may be conferred on You under the Competition and
Consumer Act 2010 (Cth) in relation to the provision by MLA of goods and services. All other rights, guarantees and
remedies are excluded.

6.6 To the extent permitted by law, MLA's liability for breach of any consumer guarantee, which cannot be
excluded, is limited at the option of MLA to:

(a) in the case of services supplied or offered by MLA, which are not of a kind ordinarily acquired for
personal, domestic or household use or consumption, resupplying or paying the cost of resupplying the service; or
() in the case of goods supplied or offered by MLA, which are not of a kind ordinarily acquired for
personal, domestic or household use or consumption, replacing the goods, supplying equivalent goods, repairing the
goods or paying the cost of replacing the goods or supplying equivalent goods or repairing the goods.

6.7 MLA will not be liable for any loss of profit or for any direct, special, indirect, consequential or economic
loss or damage.

7 Governing Law

7.1 These Terms of Use are governed by the law applicable in the State


http://www.mla.com.au/
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