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A look at the awareness, 

claimed usage and 

associations with the 

different main proteins and a 

deep dive into perceptions of 

specific beef types

Digging down the country 

of origin level for Beef to 

understand their ‘brand’ 

associations, any strengths 

and weaknesses

Covering off key channels 

of beef purchase – and the 

most impactful on pack 

claims Taiwan consumers 

look out for

Covering off level of 

concern, key concerns and 

some behaviour change as 

a result of COVID19 and an 

evaluation of the True 

Aussie logo

Topic 1: 
Channel, 
On pack Claims

Beef Country of 
origin

Topic 2: 
COVID 19 + True Aussie

Protein Landscape & 
Beef Deep Dive 

An overview of the sample 

structure, geographic 

spread, survey inclusions 

and approach

Intros, Background & 
Methodology

Agenda…
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Before we kick off today’s session…

What are the key 

focus areas for AU 

Beef & Lamb in USA at 

the moment, and the 

key activities?

1.
Any key outcomes 

that you are seeking 

from the session 

today?

2.



INTRODUCING MLA’S GLOBAL CONSUMER TRACKER
Diverse markets, with some universal truths.

Annual quantitative consumer survey conducted via a 
20-minute online interview*

Surveying consumers about 

• their meat consumption habits and attitudes

• their perception of Australian beef and lamb 
versus competitors

• Drivers of purchase

• Path to purchase in retail

10 markets in 2019

Historical data allows tracking of trends over time
SOUTHERN ASIA

Malaysia (KL)

Indonesia (Jakarta)

7,300 
interviews

• Respondents selected are aged 18-64, and both grocery buyers and 
meal planners for affluent households. They are deliberately pre-
selected based on their potential openness to, and ability to 
purchase, Australian beef and/or lamb, and are not representative 
of the overall market in each country.

MIDDLE EAST

U.A.E.

Saudi Arabia

NORTH AMERICA

USA

EASTERN ASIA

Japan

South Korea

China

Taiwan 

Fieldwork: JULY 2020



DEMOGRAPHICS

Sample is made up of 500 consumers 
S1: Gender
S2A: Age Group
S8: Where do you live?
S6: How often do you generally buy any fresh meat for meals for yourself or for people in your household?
S4:How often do you do the household grocery shopping?
C3:Do you have any dependent children 17 years or under living with you?
S7:What is your total annual household income before tax?
C9: Which one, if any of these religions do you best relate to? Base: 20’ (n=501)

COUNTRY 
INCIDENCE

SAMPLE
STRUCTURE

Gender
Male 50% 32%

Female 50% 68%

Age

18-34 32% 32%

35-49 35% 44%

50-64 33% 25%

Cities Taipei 30% 59%

Taichung 6% 19%

Kaohsiung 6% 21%

Consumption
Buy Fresh Meat at 
Least Occasionally 

- 100%

MGBs Main Grocery Buyers - 88%

Children Households with Children - 39%

Income

Below $720,000 24% 26%

$720,000 – $1,200,000 29% 41%

$1,200,000+ 49% 33%

D E M O G R A P H I C S

Kaohsiung

Taipei

Taichung



PROTEIN

LANDSCAPE



Pork

Beef

Chicken

Lamb

Fish

Other seafood

Mutton

Goat

3.9

2.2

3.7

0.7

3.2

2.3

0.8

0.6

79%

72%

89%

5%

75%

48%

8%

4%

89%

87%

80%

43%

22%

27%

41%

22%

1%

Pork

Beef

Chicken

Lamb

Duck

Total Awareness

Top of Mind

CH1 Spontaneous Awareness – When thinking about meat, which types come to mind? 
CH10 How many meals that included the following meats have been prepared and eaten in your home in the last 7 days? 
CH2  Bought in the last month – Which types of meat have you bought in the last month to prepare for a meal at home?
Base: 20’(n=501) 

Pork

Beef

Chicken

Lamb

Fish

Other seafood

Mutton

Goat

S P O N T A N E O U S
A W A R E N E S S

A V E R A G E  S E R V E S  
L A S T  7  D A Y S

B O U G H T  I N  L A S T  
M O N T H

PROTEINS KEY  METRICS:  

Beef  and Pork  are  the  most  sa l ient  prote ins  for  Ta iwan consumers  – fol lowed by  
chicken (with Beef  coming  to mind most  readi ly ) .  Compet itor  prote ins  Pork,  Chicken,  
Fish see  higher  serves  in  P7D and purchases  in  past  month.



2018 2017 2016, 2018 2017 2019 2019 2018 2018
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to pay a bit 

more for 
this meat
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Fresh
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superior meat

Is an essential 
part of a 

healthy diet 
for growing 

children

Tastes 
delicious

The industry is 
environmental
ly sustainable

The animal is 
well-cared 
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HIGHEST  CORRELATION WITH VOLUME OF PURCHASE  - GLOBAL  

The factors  l inked to  prote in  volume remain in  Ta iwan inc lude  family ’s  favour ite ,  ease  
(preparat ion and purchase) ,  wi l l ingness  to  pay  more  and animal  is  wel l  cared for .  
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HIGHEST  CORRELATION WITH WILL INGNESS TO PAY  MORE - GLOBAL  

Family ’s  favour ite  a lso l inks  to  a  wi l l ingness  to  pay  more  a long  with perce ived super ior ity,  
del ic ious  taste ,  h igh nutr it ional  va lue  and tenderness  (common themes across  the  g lobe)
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CH12. Which of the following things do you associate with each type of protein? Base: (501)
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Fresh

Cheaper

High nutritional value

The animal is well-cared for

The industry is environmentally sustainable

Consistent quality standards

Tastes delicious

Can be used in many different meals

Is easy and convenient to prepare

Low in fat

Guaranteed safe to eat

Is an essential part of a healthy diet for growing children

Is my/my family’s favourite meat

Is the most superior meat

I am willing to pay a bit more for this meat

Is easy and convenient to purchase

The meat is usually tender

1

1

2

3

2

2

-1

0

-3

-1

2

-2

-2

0

-2

-3

-2

-2

39

-21

-2

-1

8

-1

26

23

-20

2

-3

6

-12

-13

31

-13

M U T T O NL A M B G O A TC H I C K E NB E E F P O R K
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Important associations –
volume of purchase

Important associations –
willing to pay more

PROTEINS ASSOCIAT IONS 

Beef  is  seen as  the  most  super ior  meat ,  that  consumers  are  wi l l ing  to  pay  more  for  (vs  others) .  I t ’s  
a  s trong  family  favour ite  (a  shared strength with Pork)  that  is  de l ic ious  yet  h ighly  nutr i t ious .

F I S H O T H E R

S E A F O O D
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PROTEINS ASSOCIAT IONS 

Lamb is  less  def ined in  consumers ’  minds  but  l ike  Beef  i t  a lso  stands  out  for  i t ’s  super ior ity ,  
instead supported by  tenderness .  This  dr ives  premium percept ions  and greater  wi l l ingness  to  pay  
vs  other  prote ins .

F I S H O T H E R

S E A F O O D
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PROTEINS ASSOCIAT IONS 

Chicken and Pork  are  cheap,  easy  to  prepare  and purchase,  that  can be  used in  a  var iety  of  meals .  
Chicken,  f ish  and seafood a lso share  low fat  percept ions.  



BEEF DEEP DIVE - SO WHAT?

What do we 
see?

1

P ro te in s  s ta b le  YOY

P r o t e i n  a w a r e n e s s  a n d  c o n s u m p t i o n  
h a s  b o u n c e d  b a c k  v s .  2 0 1 9  w i t h  
b e e f  r e m a i n i n g  m o s t  s a l i e n t  a n d  
p o s i t i o n s  s t a b l e  o v e r  t h e  l a s t  3  

y e a r s

H o w  c a n  A U  b e e f  l e v e r a g e  t h i s  
c u r r e n t  c o n s o l i d a t e d  p o s i t i o n  a s  

t h e  m o s t  s a l i e n t  p r o t e i n  i n  t h e  
m a r k e t ?

2

Fo r  p ro te in s ,  i t ’s  a l l  
a b o u t  e a s e

A t  t h e  p r o t e i n  l e v e l ,  e a s e  o f  
p u r c h a s e  a n d  p r e p a r a t i o n  a r e  b o t h  

i n  t h e  t o p  3  d r i v e r s  o f  v o l u m e  o f  
p r o t e i n  c h o i c e  f o r  U S A  c o n s u m e r s .

C o n s i d e r  t h e  r o l e  o f  i n f o r m a t i o n  
a n d  a c c e s s i b i l i t y  i n  p a r t n e r s h i p s  
a n d  c o m m u n i c a t i o n s  t o  r e i n f o r c e  
t h e  e a s e  o f  p r e p a r i n g  a n d  f i n d i n g  

o u r  p r o d u c t .

3

B e e f  m a r r y in g  s u p e r io r i t y  
w it h  c o nve n ie n c e  &  e a s e

B e e f  p e r c e p t i o n s  r e f l e c t  a  m a r r i a g e  
o f  s u p e r i o r i t y  a n d  v e r s a t i l i t y,  w i t h  

c o n v e n i e n c e  o f  p u r c h a s e  a n d  
p r e p a r a t i o n ,  e x p l a i n i n g  i t ’s  

s t r e n g t h  i n  m a r k e t .  

E n s u r e  t h a t  A U  b e e f  i s  l e v e r a g i n g  
t h e s e  g e n e r a l  p e r c e p t i o n s  a n d  

e x p e c t a t i o n s  o f  b e e f  t o  m a x i m i s e  
p u r c h a s e  a n d  c o n s u m p t i o n

Now what?



BEEF
DEEP DIVE



A WA R E N E S S  O F  T Y P E S  O F  B E E F  ( % ) B E E F  B O U G H T  I N  T H E  PA S T  ( % )

78

77

72

67

47

43

35

12

11

Regular or conventional beef

High marble score beef

Grass fed beef

Grain fed beef

Organic beef

Corn fed beef

Non-GMO beef

Hormone-free beef

ABF (Anti-biotic free) beef

72

44

44

40

16

20

13

5

5

Regular or conventional beef

High marble score beef

Grass fed beef

Grain fed beef

Organic beef

Corn fed beef

Non-GMO beef

Hormone-free beef

ABF (Anti-biotic free) beef

QGF1. Which of the following types of beef are you aware of? Base : ‘20 (n=501)
QGF2.And which types of beef have you bought in the past?    Base : ‘20 (n=501)
* High marble score beef was added to the scope in 2019

Regular/convent ion al  beef  sees  the  strongest  awareness/purchase  leve ls  – fol lowed by  high 
marble  score ,  g rass  fed and gra in  fed.  Hormone -f ree  and Ant i -biot ic  f ree  beef  showing  very  
l i t t le  t ract ion with low awareness  or  purchase  in  Ta iwan.
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17

22

4

-3

-11

-5

-8

-9

0

5

14

15

8

4

-3

-1

11

5

-3

2

-10

-12

0

-3

7

-6

0

45

-5

-10

-10

-6

-6

12

-1

53

54

0

-29

-25

-24

-18

-27

-10

61

GF5. Which of the following things do you associate with each type of beef below? Base: Grass fed (n=359), Grain fed (n=338), Organic (n=235), Hormone-free 
(n=60), ABF (n=55), Non-GMO (n=174), Cornfed (n=213), Regular or conventional (n=392), High marble (n=388) 
Negative statement ‘just a marketing gimmick’ removed for image profile analysis 
High marble score beef was added to the scope in 2019

I M A G E  P R O F I L E S  
T Y P E S  O F  B E E F

G r a s s  F e d  b e e f  i s  s e e n  a s  m o s t  n a t u r a l ,  b e t t e r  f o r  a n im a ls / e n v i r o n m e n t ,  g r a in  f e d  h a s  le s s  c le a r  
p r o f i le .  R e g u la r  b e e f  i s  b y  a  c o n s id e r a b le  d e g r e e ,  m o r e  f la v o u r f u l  t h a n  o t h e r  b e e f  t y p e s .  



-11

-12

-4

25

17

-1

-4

20

-1

-15

Better quality beef

More tender beef

More flavorful beef

Natural

Better for the animals

Better for my health

Less food safety risks

Better for the environment

Minimally processed

More visually appealing 

G R A S S  F E D  
B E E F

G R A I N  F E D  
B E E F

O R G A N I C  
B E E F

H O R M O N E
- F R E E  B E E F

A B F  ( A N T I -
B I O T I C  F R E E )  

B E E F

N O N - G M O  
B E E F

C O R N  F E D  
B E E F

R E G U L A R  
B E E F

H I G H  M A R B L E  
S C O R E  B E E F

-2

0

4

6

4

-7

-8

6

-4

0

-6

-12

-14

10

5

14

10

14

5

-8

-8

-5

-7

1

13

19

13

7

1

-13

-6

-12

-8

3

10

17

22

4

-3

-11

-5

-8

-9

0

5

14

15

8

4

-3

-1

11

5

-3

2

-10

-12

0

-3

7

-6

0

45

-5

-10

-10

-6

-6

12

-1

53

54

0

-29

-25

-24

-18

-27

-10

61

GF5. Which of the following things do you associate with each type of beef below? Base: Grass fed (n=359), Grain fed (n=338), Organic (n=235), Hormone-free 
(n=60), ABF (n=55), Non-GMO (n=174), Cornfed (n=213), Regular or conventional (n=392), High marble (n=388) 
Negative statement ‘just a marketing gimmick’ removed for image profile analysis 
High marble score beef was added to the scope in 2019

I M A G E  P R O F I L E S  
T Y P E S  O F  B E E F

T h e r e  i s  l i t t le  d i f f e r e n c e  in  t h e  p r o f i le s  o f  b e e f  w i t h  s p e c i f i c  c la im s  w it h  a l l  s e e n  a s  s a f e ,  b e t t e r  f o r  
a n im a ls ,  e n v i r o n m e n t  a n d  h e a l t h .  O n ly  O r g a n ic  d o in g  s o m e t h in g  a  l i t t le  d i f f e r e n c e  w it h  i t s  la c k  o f  
p r o c e s s .  H ig h  M a r b le  s c o r e  b e e f  h a s  s o m e  v e r y  c le a r  a s s o c ia t io n s  w i t h  q u a l i t y ,  t e n d e r n e s s  a n d  
v i s u a l  a p p e a l .  



P R E M I U M  B E E F  –
H O W  C A N  Y O U  T E L L ?

QPREM2. We’d now like you to think about occasions when you are buying the best quality kind of beef. How can you 
tell that the beef is high quality when you are purchasing it? Base (n=501)

The fat is marbled throughout the meat

The beef is an appealing colour

The beef is from a particular country

It’s a particular breed of cow

The beef is from a particular brand

I know it will be high quality when I buy it at a specific retailer

The price is high

The beef has been aged

The packaging is high quality

The beef has never been frozen

The beef has been slaughtered recently

The beef was slaughtered locally

The beef is lean

60%

44%

39%

28%

23%

21%

20%

20%

19%

17%

16%

15%

6%

Top 3  

T a iw a n  c o n s u m e r s  t y p ic a l ly  u s e  f a t  m a r b l in g ,  c o lo u r  a n d  c o u n t r y  o f  o r ig in  t o  h e lp  t h e m  id e n t i f y  
b e e f  i s  h ig h  q u a l i t y .  



BEEF DEEP DIVE - SO WHAT?

What do we 
see?

2

M a r b le d  b e e f  s t ro n g  a n d  
w it h  c le a r  s t re n g t h s  a n d  ro le

H i g h  a w a r e n e s s  a n d  c o n s u m p t i o n  o f  
m a r b l e d  b e e f  i n  Ta i w a n .  M a r b l e d  

b e e f  h a s  c l e a r  s e t  o f  s t r e n g t h s  t h a t  
d e f i n e  w h a t  p r e m i u m  i s

W h a t  o p p o r t u n i t y  i s  t h e r e  f o r  A U  
b e e f  t o  l e v e r a g e  m a r b l i n g  t o  

s u p p o r t  p r e m i u m  c r e d e n t i a l s ?  
Now what?

1

G ra s s  fe d  =  N at u ra l ,  
Re g u la r  =  F lavo u r

R e g u l a r  b e e f  i s  c o n s i d e r e d  t h e  m o s t  
f l a v o u r f u l  b y  a  c o n s i d e r a b l e  
m a r g i n .  G r a s s  f e d  h a s  s t r o n g  

a s s o c i a t i o n s  w i t h  N a t u r a l  a n d  g o o d  
f o r  t h e  a n i m a l / e n v i r o n m e n t .   

A r e  w e  t a p p i n g  i n t o  t h i s  i d e a  o f  
n a t u r a l  a n d  b e t t e r  f o r  t h e  
e n v i r o n m e n t  a s  a  p o i n t  o f  

d i f f e r e n c e ?  A t  w h a t  c o s t  t o  
‘ f l a v o u r ’  c r e d e n t i a l s ?



BEEF
COUNTRY OF ORIGIN

All questions in this section were asked of beef buyers only (must have ever bought beef). They also must have previously bought, or would consider buying, imported beef.



(CH3) Do you ever buy beef? (Rebased to total – n=501) – QUOTA FOR TAIWAN
(GF3B) Do you know the country of origin of the beef you buy? n=501
(CH4) How often do you buy imported beef? n=501

16
22

39

16

2 3 2

Every week Every fortnight At least once a month Every 6 months Once a year Less than once a year Don’t know

Know 
Country of 

Origin?

87%

F R E Q U E N C Y  O F  B U Y I N G  
I M P O R T E D  B E E F

100%

Ever 
bought 
beef?

*Caution low base

BEEF BUYERS – KEY STATISTICS:

The major ity  of  Ta iwan consumers  agree  that  they  know the  country  of  or ig in  of  the  beef  
that  they  buy  – with over  ¾ purchas ing  imported beef  at  least  every  month.



BBH1. Spontaneous Awareness, BBH2. Prompted Awareness, BBH3. Ever Eaten, BBH4. Eaten last year, BBH5. Eaten in 
the last 3 months, BBH6.  Eaten last month, BBH8. Most often Base: (n=501) Base – Bought beef in past month or ever 
buy beef

85

96

90

77

62

53

30

81

95

89

81

60

49

28

LOCAL 
BEEF 

%

AUSTRALIAN 
BEEF

%

41

82

65

51

32

22

7

AMERICAN 
BEEF

%

38

87

71

51

25

17

4

PARAGUAYAN
BEEF

%

28

88

83

70

52

41

21

NEW ZEALAND
BEEF

%

C O U N T R Y  O F  O R I G I N :  B R A N D  H E A LT H  F U N N E L  – B E E F

Spontaneous 
awareness (Beef)

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

-

9

4

4

3

2

-

JAPANESE
BEEF

%

Amer ican and Austra l ian lead the  beef  brands  in  Ta iwan;  fo l lowed by  local .  Amer ica  is  
s l ight ly  ahead on top of  mind awareness  – but  shares  h igh leve ls  of  awareness  and ever  
eaten with Austra l ia .  



BBH1. Spontaneous Awareness, BBH2. Prompted Awareness, BBH3. Ever Eaten, BBH4. Eaten last year, BBH5. Eaten in 
the last 3 months, BBH6.  Eaten last month, BBH8. Most often Base: (n=501) Base – Bought beef in past month or ever 
buy beef

85

96

90

77

62

53

30

81

95

89

81

60

49

28

LOCAL 
BEEF 

%

AUSTRALIAN 
BEEF

%

41

82

65

51

32

22

7

AMERICAN 
BEEF

%

38

87

71

51

25

17

4

PARAGUAYAN
BEEF

%

28

88

83

70

52

41

21

NEW ZEALAND
BEEF

%

C O U N T R Y  O F  O R I G I N :  B R A N D  H E A LT H  F U N N E L  – B E E F

Spontaneous 
awareness (Beef)

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

0

9

4

4

3

2

0

JAPANESE
BEEF

%

New Zealand Beef  comes to mind less  readi ly ,  see ing  softer  purchase  leve ls  – whi le  
premium pos it ioned Japanese  beef  is  wel l  known but  is  a  less  f requent  purchase.  
Paraguayan beef  is  a  smal l  p layer  in  the  market  – not  coming  to mind readi ly .  



8

21

4

5

1

1

-8

-5

-7

-5

-8

2

3

0

BBH9. Here are some things which people have said about beef.  We would like to know which of the following 
statements apply to beef from different countries of origin.  You may choose as many or as few countries of origin as you 
wish.  It doesn’t matter if you don’t buy any of them - it’s your impressions we’d like. Base: (n=501)

DRIVERS OF POWER
(ranked top to bottom)

A U S TR A L I A N 
B EEF

P A R A G U A YA N 
B EEF

NEW 
ZEA L A N D  

B EEF

J A P A NES E  
B EEF

A M ER I C A N 
B EEF

L O C A L
B EEF

Offers a variety of cuts that suit the meals I make

Is easy and convenient to purchase

Is my/my family’s favourite beef

The industry is environmentally sustainable

The animal is well-cared for

Guaranteed safe to eat

Fresh

More nutritious

Is the most superior beef

The fat is nicely marbled

The meat is usually tender

Consistent quality standards

Low in fat

Cheaper

EASY EVERYDAY 47%

WELFARE 16%

FRESH 16%

HIGH QUALITY 16%

LOW FAT 0%

CHEAP -5%

16

26

5

-6

-9

-11

-5

-4

-6

4

6

2

-6

8

1

0

-2

12

8

7

-6

-4

-5

-5

-1

3

2

-4

-23

-35

-3

-8

-3

-1

-8

41

41

33

27

10

-6

-22

6

13

6

-2

-4

7

26

-7

-8

-11

-6

-7

4

13

-1

-2

-2

0

2

0

0

-1

0

0

-1

-1

0

5

Attributes are 
grouped 

according to 
level of co-

endorsement i.e. 
when 

respondents 
endorse one 

attribute for a 
brand, they are 

likely to endorse 
the others in the 

group. In this 
way the 

attributes are 
linked, then the 
groups are given 

the most 
appropriate 

name.

AU,  US and Local  beef  are  seen as  easy  to  purchase  - of fer ing  a  var iety  of  cuts  to  be  the ir  
family ’s  favour ite  and dr ive  volume.  Interest ing ly  the  US a lso has  s trengths  in  of ten 
compet ing  attr ibutes  of  tenderness  and cheap.  
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BBH9. Here are some things which people have said about beef.  We would like to know which of the following 
statements apply to beef from different countries of origin.  You may choose as many or as few countries of origin as you 
wish.  It doesn’t matter if you don’t buy any of them - it’s your impressions we’d like. Base: (n=501)

DRIVERS OF POWER
(ranked top to bottom)

A U S TR A L I A N 
B EEF

P A R A G U A YA N 
B EEF

NEW 
ZEA L A N D  

B EEF

J A P A NES E  
B EEF

A M ER I C A N 
B EEF

L O C A L
B EEF

Offers a variety of cuts that suit the meals I make

Is easy and convenient to purchase

Is my/my family’s favourite beef

The industry is environmentally sustainable

The animal is well-cared for

Guaranteed safe to eat

Fresh

More nutritious

Is the most superior beef

The fat is nicely marbled

The meat is usually tender

Consistent quality standards

Low in fat

Cheaper

EASY EVERYDAY 47%

WELFARE 16%

FRESH 16%

HIGH QUALITY 16%

LOW FAT 0%

CHEAP -5%

16

26

5

-6

-9

-11

-5

-4

-6

4

6

2

-6

8

1

0

-2

12

8

7

-6

-4

-5

-5

-1

3

2

-4

-23

-35

-3

-8

-3

-1

-8

41

41

33

27

10

-6

-22

6

13

6

-2

-4

7

26

-7

-8

-11

-6

-7

4

13

-1

-2

-2

0

2

0

0

-1

0

0

-1

-1

0

5

Attributes are 
grouped 

according to 
level of co-

endorsement i.e. 
when 

respondents 
endorse one 

attribute for a 
brand, they are 

likely to endorse 
the others in the 

group. In this 
way the 

attributes are 
linked, then the 
groups are given 

the most 
appropriate 

name.

AU would benef it  by  support ing  i ts  easy  everyday  pos it ioning  with addit ional  credent ia ls  
to  dr ive  volume growth.  AU beef  a lso has  some strength in  susta inabi l i ty  of  the  industry ,  
but  not  to  the  extent  that  NZ  does  with welfare  percept ions  owned by  NZ.



BBH9. Here are some things which people have said about beef.  We would like to know which of the following 
statements apply to beef from different countries of origin.  You may choose as many or as few countries of origin as you 
wish.  It doesn’t matter if you don’t buy any of them - it’s your impressions we’d like. 
Base: 20’ (n=501)

DRIVERS OF PREMIUM
(ranked top to bottom)

-4

-5

-5

-1

3

1

0

-2

12

8

7

-6

2

-4

-5

-7

-5

-8

2

8

21

4

5

1

1

-8

3

0

-4

-6

4

6

2

16

26

5

-6

-9

-11

-5

-6

8

41

41

33

27

10

-23

-35

-3

-8

-3

-1

-8

-6

-22

-7

-8

-11

-6

-7

6

13

6

-2

-4

7

26

4

13

-1

0

0

-1

-1

-1

-2

-2

0

2

0

0

0

5

More nutritious

Is the most superior beef

The fat is nicely marbled

The meat is usually tender

Consistent quality standards

Offers a variety of cuts that suit the meals I make

Is easy and convenient to purchase

Is my/my family’s favourite beef

The industry is environmentally sustainable

The animal is well-cared for

Guaranteed safe to eat

Fresh

Low in fat

Cheaper

A U S TR A L I A N 
B EEF

P A R A G U A YA N 
B EEF

NEW 
ZEA L A N D  

B EEF

J A P A NES E  
B EEF

A M ER I C A N 
B EEF

L O C A L
B EEF

HIGH QUALITY 34%

EASY EVERYDAY 16%

WELFARE 16%

FRESH 14%

LOW FAT 4%

CHEAP -17%

Attributes are 
grouped 

according to 
level of co-

endorsement i.e. 
when 

respondents 
endorse one 

attribute for a 
brand, they are 

likely to endorse 
the others in the 

group. In this 
way the 

attributes are 
linked, then the 
groups are given 

the most 
appropriate 

name.

Simultaneously ,  cons istent  qual i ty  s tandards  he lps  dr ive  percept ions  of  premium (abi l i ty  to  
command and just i fy  a  pr ice  premium on shelf )  - where  Japan is  current ly  pos it ioned… 



TOP 5 ASSOCIATIONS TO DRIVE FOR AUSTRALIAN BEEF
Pos it ive ly ,  cons istent  qual i ty  s tandards  contr ibutes  to  growing  both volume and premium 
and dif ferent iates  AU beef  d i f ferent ly  to  local  and Amer ican 

GROW I NG EQ U I T Y/ VOLU ME GROW I NG P RE MI U M

These associations are simulated in the Meaningfully Different model to ascertain which will drive the greatest growth in Power and Premium

TO P  5  A S P ECT S  TO  
F OCU S  ON  W HE N  
D R I V I N G  T H ES E  
O B J ECT I V ES  I N  
T HI S  M A R K E T …

OB J ECT I V E :

1. Offers a variety of cuts 
that suit the meals I make

2. Is my/my family’s 
favourite beef

3. Fresh

4. Consistent quality 
standards

5. The meat is 
usually tender

1. More nutritious

2. Is the most 
superior beef

3. The meat is 
usually tender

4. The fat is 
nicely marbled

5. Consistent quality 
standards

L o c a l  p l a y s  h e r e

A U / L o c a l / U S  
p l a y  h e r e

A U / L o c a l / U S  
p l a y  h e r e

J a p a n  p l a y s  
h e r e  ( l o w e r  e x t e n t )

J a p a n  p l a y s  h e r e

U S / J a p a n
p l a y  h e r e

J a p a n  p l a y s  
h e r e  ( l o w e r  e x t e n t )

J a p a n  p l a y s  h e r e

J a p a n  p l a y s  h e r e

U S / J a p a n
p l a y  h e r e



BEEF DEEP DIVE - SO WHAT?

What do we 
see?

1

S t ro n g  o n  Ea sy  Eve r yd ay  
( b u t  s o  i s  U SA )

A U  B e e f  h a s  s t r o n g  c r e d e n t i a l s  i n  
t h e  a t t r i b u t e s  t h a t  d r i v e  v o l u m e ,  i n  

p a r t i c u l a r  o u r  a c c e s s i b i l i t y .  
S u s t a i n a b l e  c r e d e n t i a l s  a l s o  c o m i n g  

t h r o u g h .  

I m p o r t a n t  t o  m a i n t a i n  t h e  k e y  
a s s o c i a t i o n s  w i t h  a c c e s s i b i l i t y .

2

N Z  le a n in g  to  we l fa re

A  d i s t i n c t  f e a t u r e  o f  t h e  Ta i w a n  
m a r k e t  i s  t h e  d i f f e r e n c e  f o r  N Z  b e e f  

v s .  A U .  We l f a r e  i s  a  c l e a r  f a c t o r  
t h a t  i s  o w n e d  b y  N Z  b e e f.

T h e s e  a s s o c i a t i o n s  a l i g n  w i t h  G r a s s  
f e d  b e e f ,  w e  n e e d  t o  p r o t e c t  s o m e  

o f  t h e s e  c r e d e n t i a l s  t o  m a i n t a i n  
p o s i t i o n .

3

J a p a n e s e  b e e f  o w n in g  
p re m iu m

B y  a  c o n s i d e r a b l e  w a y  J a p a n e s e  
b e e f  i s  s t r o n g l y  a s s o c i a t e d  w i t h  a l l  
t h e  a t t r i b u t e s  t h a t  d r i v e  p r e m i u m  

p e r c e p t i o n s .  

A n y  o p p o r t u n i t y  t o  b u i l d  s o m e  o f  
t h e s e  e l e m e n t s  i n t o  p a r t s  o f  t h e  A U  

b e e f  o f f e r ?
Now what?



POINT OF
PURCHASE + 
CLAIMS



QR3A. How often have you bought beef from each of these locations in the last six months? 
Base: (439)

1

1

2

1

1

2

10

5

8

8

5

2

1

2

14

12

15

14

4

3

4

4

24

23

20

15

8

4

4

4

24

27

15

15

10

7

5

5

17

18

11

13

12

9

7

5

4

5

4

6

6

5

5

3

5

10

26

29

54

69

73

75

0% 20% 40% 60% 80% 100%

Supermarket

Hypermarket

Butcher

Wet market

Online retailer

Somewhere else

Direct from
farm/farmer's market

Convenience store

Every day More than once a week Once a week

2-3 times a month Once a month Once every few months

Only once in the last 6 months Not at all Base: (439)

A L L  B E E F  P L A C E S  O F  P U R C H A S E

Taiwan consumers  most  commonly  purchase  beef  f rom supermarkets  and hypermarkets  
with 1  in  10  c la iming  to  use  an onl ine  reta i ler  at  least  once  a  week.  



1.0

1.1

1.2

1.7

1.8

2.0

2.1

2.3

2.3

2.4

2.6

2.7

2.7

2.7

2.9

3.0

3.3

3.6

3.6

3.9

3.9

4.0

4.2

4.4

4.7

5.2

5.2

5.8

6.4

7.2

Recipe suggestions

Halal certification

Cooking/preparation instructions

Fat content

Visible fat

Grain fed

Brand

Serving sizes per pack

Animal welfare credentials

Weight/size of pack

Grass fed

Date packed

Sustainably sourced

No preservatives

Organic

Nutritional information i.e. calories, sodium, fat, iron

Breed of cow

Non-GMO (not genetically modified)

Use by date/Sell by date

Price per kg

Price per pack

No blood in the pack

Color of meat

No added hormones

Antibiotic-free

Country of origin

Animal origin/provenance

All natural / 100% natural

Quality grading or guarantee

Safety certification

Base: Total (n=439)
QMAX1 BEEF: Please indicate which one is the most likely, and which is the least likely to motivate you to choose / eat BEEF
SCr1. Are you personally responsible for the cooking in your household, either mainly or equally with some other person?
SCr2. How often do you generally buy any meat or seafood for meals for yourself or for people in your household? 
R1a. Approximately how often do you buy beef?

B E E F  C L A I M S  A N D  T H E M E S  I M P O R T A N C E  – O N  P A C K  O R  A T  S H E L F  – ranked by Relative Importance

T h e  m o s t  i m p o r t a n t  a r e a  t o  T a i w a n  B E E F  
b u y e r s  i s  b e i n g  s a f e ,  f o l l o w e d  b y  c l a i m s  
a r o u n d  t h e  c o r e  t h e m e s  o f  b e e f  o r i g i n ,  
n a t u r a l  a n d  b e i n g  f r e s h .  C l a i m s  a r o u n d  
t h e s e  a r e a s  a r e  m o s t  l i k e l y  t o  m o t i v a t e  
c o n s u m e r s  t o  c h o o s e  B E E F

1

1

2

3

3

4

4

4

6

RECIPES

HALAL

NUTRITIONAL

ENVIRONMENTAL

VALUE

FRESHNESS

NATURAL

ORIGIN

SAFETY

Themes

For  Taiwan consumers ,  safety  and qual i ty  are  the  key  on pack  mot ivators  ( l ike ly  
inf luence  of  the  C19 pandemic  exper ienced in  2020 as  Natural  i s  typica l ly  #1  Global ly )



BEEF DEEP DIVE - SO WHAT?

What do we 
see?

1

S a fe t y  &  Q u a l i t y  
s h o u ld  le a d

O n  p a c k  c l a i m s  t h a t  d r i v e  b e e f  
c o n s u m p t i o n  a r e  a b o u t  s a f e t y  a n d  

q u a l i t y  a s s u r a n c e .  

D o  w e  h a v e  c l e a r  s a f e t y  a n d  q u a l i t y  
c r e d e n t i a l s  w e  c a n  c a l l o u t  t o  i n  a  

s i m p l e  d i r e c t  w a y  o n  p a c k ?
Now what?

1

COO a n d  p ro ve n a n c e  
a re  key  c la im s

N o t  o n l y  i s  C O O  i m p o r t a n t  a t  a  
t o t a l  l e v e l ,  v e r s u s  t h e  r e s t  o f  t h e  
w o r l d  t h e  C O O  c a l l o u t  o n  p a c k  i s  
h i g h l y  i m p o r t a n t  w i t h  p r o v e n a n c e  

# 1  a n d  C O O  # 3

A  c l e a r  o p p o r t u n i t y  t o  b e  
r e a s s u r i n g  a n d  d r i v i n g  c h o i c e  w i t h  

a  c l e a r  C O O  c a l l o u t  o n  p a c k  ( a s  
l o n g  a s  i t  i s  d r i v i n g  o u r  d e s i r e d  

a s s o c i a t i o n s )  



COVID-19 

IMPACT



COV1: How concerned do you currently feel about the coronavirus (Covid-19) pandemic? Base:  USA n=2400, KSA n=499, 
UAE n=500, China n=801, Indonesia n=500, Malaysia n=503, South Korea n=800, Japan n=800, Taiwan n=501

G L O B A L  A V E R A G E  
( T 2 B  % )

92%
T 2 B  
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Malaysia KSA Indonesia USA UAE South
Korea

Japan China Taiwan

Very Concerned Slightly Concerned

C O V I D  PA N D E M I C  
C O N C E R N  ( % )

A major ity  of  consumers  are  concerned about  the  C19 pandemic  overal l ,  but  consumers  
are  much less  concerned in  As ian countr ies ,  especia l ly  in  Ta iwan where  only  2  out  of  10  
are  very  concerned about it .



COV1: How concerned do you currently feel about the coronavirus (Covid-19) pandemic? Base:  (n=501)
COV3: In light of the changing coronavirus situation, how have your shopping habits changed compared to before the 
pandemic? Base: (n=501)

8 3 6 6 8 6 10 9

51 66 66 68 67 72
76 76

38
30 27 26 24 21 5 5

3 1 2 1 1

8 9

Buying
takeaway /

home delivery
meals

Being
concerned
about food

prices

Buying
convenient /

quick prepare
food options

Being
concerned
about food

safety

Shopping for
food in local

stores / closer
to home

Being
concerned
about food
availability

Buying types of 
meat I don’t 
usually buy

Buying cuts of 
meat I don’t 
usually buy

S H O P P I N G  H A B I T S  C H A N G E S  V S  B E F O R E  T H E  PA N D E M I C  ( % )

Much less

About the same

Much more

Don’t do this

C O N C E R N E D  A B O U T  T H E  
C O V I D - 1 9  PA N D E M I C

84%
T 2 B  

G L O B A L  A V E R A G E :  9 2 %

While  s l ight ly  lower  than we see  around the  wor ld,  the  major ity  of  Ta iwan consumers  are  
concerned about  the  C19 pandemic*.  Just  over  1  in  4  consumers  are  concerned about  food 
pr ices/avai lab i l i ty  – with takeaway/home del ivery  and quick  food opt ions  on the  r ise .

* Ta i wa n  i s  w i d e l y  c o n s i d e r e d  a s  o n e  o f  t h e  m o s t  
e f f e c t i v e  r e s p o n d e r s  to  C 1 9  p a n d e m i c



COV5A: During the coronavirus pandemic, how has your purchase of red meat through the following channels changed, 
compared to before the pandemic?

16 12 10
17

25 25 30
23

58 65 71
68

66 66
66 74

27 22 20 16
9 9 4

2

Online retailer Hypermarket Supermarket Convenience
store

Direct from 
farm/farmer’s 

market

Somewhere
else

Wet market Butcher

S H O P P I N G  C H A N N E L S  C H A N G E S  V S  B E F O R E  T H E  PA N D E M I C  ( % )

Much less

About the same

Much more

Base: (200) (396) (415) (108) (118) (136) (311) (326)

Online  reta i lers  are  the  channel  to  see  the  largest  increase  in  usage.  Markets  and Butchers  
have  seen a lmost  no increase  (with between 1  in  3  or  4  say ing  they  are  us ing  them less) .  

33 20 16 18 17 15 10 12
G L O B A L  

A V E R A G E :
m u c h  m o r e



COV5: How has the importance of the following factors changed when buying red meat during Covid-19 outbreak, 
compared to before the outbreak? Base: (n=501)

How has the importance of 
the following factors changed 
when buying red meat during 
Covid-19 outbreak, compared 

to before the outbreak?

Whether it was safe to consume

How fresh it looked

Whether it was on special

Use by date

The country of origin of the meat

Value/cost per kg

Price in general

Nutritional content

Number of meals it can make

How quick/easy it is to prepare

How many people it would serve

Not having too much fat/not looking too fatty

Grass fed

Grain fed

50

49

42

40

36

35

31

30

29

28

28

25

21

20

49

49

55

58

61

63

67

68

67

68

66

72

72

73

2

2

3

2

3

3

2

1

4

4

5

3

6

7
More likely 

to consider
No change

Less likely to 

consider

In  the  context  of  the  pandemic  and concerns  of  food pr ices/avai lab i l i ty  – Taiwan 
consumers  take  into account  food safety ,  or ig in,  f reshness  & value  when buy ing  red meat  
to  a  greater  extent  ( l inks  to  on pack  mot ivators  l ike  safety  cert i f icat ions  seen ear l ier )

53

53

44

48

42

47

47

41

40

37

37

37

32

29

G L O B A L  A V E R A G E ,  
m o r e  l i k e l y  t o  

c o n s i d e r



COV6: How have your following habits changed during the Covid-19 outbreak, compared to before the outbreak? Base:  (n=501)
COV10: And when life returns to normal, which of the following shopping and eating habits do you think will change compared to 
what they were before the pandemic? Base: (n=501)

How has the importance of 
the following factors changed 
when buying red meat during 
Covid-19 outbreak, compared 

to before the outbreak?

Cooking at home

Trying to eat healthier meals

Stocking up on groceries

Freezing meats to use later

Shopping online for groceries

Having free time to prepare meals

I am conscious of food wastage

Looking for food inspiration

Cooking new and different meals

Cooking meals which require more time/preparation

Cooking with different cuts of meat

Cooking with cheaper cuts of meat

Eating out

Making leftovers go further

Snacking between meals

Much less

About the same

Much more

Don’t do this

3

3

4

5

5

4

6

3

4

6

3

6

30

9

12

50

57

54

60

51

66

65

69

72

70
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49
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44
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13

2

2

9

4

12

1

5

5

5

4

5

10

4

13

8

H A B I T S  C H A N G E S  V S  B E F O R E  
T H E  PA N D E M I C  ( % )

H A B I T S  C H A N G E S  W H E N  
R E T U R N  T O  N O R M A L ( % )
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1
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3

3

5

8

3

11

7

Taiwan consumers  adapted to restr ict ions ,  cooking  more  at  home and eat ing  out  less .  
Trends  such as  this  are  expected to  reduce  when the  market  returns  to  normal  – however ,  
those  shopping  onl ine  for  grocer ies  expect  to  mainta in  this  behaviour  moving  forwards .



BEEF DEEP DIVE - SO WHAT?

What do we 
see?

1

Lo we r  c o n c e r n  v s .  
t h e  re st  o f  t h e  wo r ld

Ta i w a n  h a s  t h e  l o w e s t  l e v e l  o f  
g e n e r a l  c o n c e r n  i n  l i g h t  o f  C O V I D 1 9  
w i t h  t h e i r  e f f e c t i v e  r e s p o n s e  t o a n d  

m a n a g e m e n t  o f  t h e  c r i s i s .  

T r a d i t i o n a l  c h a n n e l s / r o u t e s  t o  c o n s u m e r s  r e m a i n ,  w i t h  s o m e  i n c r e a s e s  i n  u s e  o f  
f o o d  d e l i v e r y  s e r v i c e s  a n d  s h o p p i n g  f o r  m e a t  o n l i n e .  

H o w  c a n  A u s t r a l i a n  b e e f  b u i l d  i t s  p r e s e n c e  i n  g r o w i n g  o n l i n e  c h a n n e l s  w h i l e  
m a i n t a i n i n g  p r e s e n c e  i n  l a r g e r ,  e x i s t i n g  c h a n n e l s  e . g .  s u p e r m a r k e t / h y p e r m a r k e t ?

2

A n d  d i f fe re nt  
b e h av io u rs

W i t h  l e s s  g e n e r a l  c o n c e r n ,  t h e  
s p e c i f i c  c o n c e r n s  a r e  d i f f e r e n t .  I n  

o t h e r  m a r k e t s  p r i c e s  a n d  f o o d  
s a f e t y  a r e  m u c h  h i g h e r.

3

B u t  s a fe t y  ( a n d  f re s h n e s s )  
st i l l  im p o r ta nt  

B u t  Ta i w a n e s e  a r e  s t i l l  f o c u s e d  o n  
w h e t h e r  i t  i s  s a f e  t o  e a t  a n d  

w h e t h e r  i t  l o o k s  f r e s h  w h e n  t h e y  
a r e  t h i n k i n g  a b o u t  w h a t  t o  b u y.   

H o w  c a n  w e  s h o w c a s e  A u s t r a l i a n  
b e e f  t o  b e  t h e  s a f e  c h o i c e ?

Now what?



TRUE

AUSSIE



QTA1. Have you heard the term “True Aussie” before? Base: (n=501)
QTA3. Have you ever seen this logo before? Base: Beef (n=501)

A WA R E  O F  T R U E  A U S S I E ?

A WA R E  O F  L O G O  35%
Y E S

20%
Y E S

TRUE AUSSIE AWARENESS

20% Taiwan consumers  c la im awareness  of  the  term True  Auss ie  – however ,  th is  g rows to  
35% when prompted with the  logo.  



BEEF DEEP DIVE - SO WHAT?

What do we 
see?

1

Lo go  awa re n e s s  w i t h  s o m e  
way  to  go,  

A w a r e n e s s  o f  t h e  l o g o  a t  a r o u n d  1  i n  
3 ,  w h i c h  i s  b e l o w  t h e  g l o b a l  a v e r a g e .  

P l a t f o r m  t o  b u i l d  o n  b u t  s o m e  w o r k  
t o  b e  d o n e  i n  g r o w i n g  a w a r e n e s s  o f  

t h e  l o g o  a n d  u n d e r s t a n d i n g  o f  w h a t  i t  
r e p r e s e n t s .  

Now what?

2

… b u t  e n d o rs e m e nt  st ro n g .   

B u t  f o r  s t r o n g e r  l e v e l s  o f  a s s o c i a t i o n  
v s .  o t h e r  C O O  b r a n d  l o g o s .  

T h e  s t r o n g  e n d o r s e m e n t  m e a n s  w e  
c a n  f o c u s  b r a n d  a s s o c i a t i o n s ,  b u t  
n e e d  t o  k e e p  a n  e y e  o n  N Z  b e e f  +  

L a m b  w h i c h  h a s  a  r e l a t i v e  s t r e n g t h  i n  
‘ i d e a l  h o m e ’  a t t r i b u t e s .  
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APPENDIX



Detailed Appendix – what’s in it? 

2020

• Frequency of HH shopping, meal planning, fresh meat purchases

• Attribute importance when selecting between proteins and when 
justifying premium price

• Proteins associations to meat type

• COO propellers

• Drivers to meaning, difference, power & premium

• Power & Premium Brand image absolutes & profile by COO

• Profiling – beef consumers – repertoire

• True Aussie % Endorsements


