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About MLA…

Working in collaboration with the Australian Government and the wider red meat industry, MLA invests 

in initiatives that contribute to producer profitability, sustainability and global competitiveness.

MLA’s Role: Research, Development and Adoption & Marketing



We have conducted the global tracker in 22 markets over the last 9 years

MARKETS

Japan Korea China Indonesia Singapore Malaysia
Philippine

s Taiwan Thailand Vietnam USA Canada KSA UAE Oman Jordan Kuwait Qatar UK
Hong 
Kong Mexico Chile

Total # of 
markets

2015 11

2016 15

2017 11

2018 13

2019 10

2020 9

2021 11

2022 11

2023 11



WE MUST BEAR IN MIND CONSIDERAB LE DIFFERENCES IN THE SURVEYED SAMPLE WHEN 
COMPARING OR AGGREGATING ACROSS MARKETS 

These demographics apply to the overall surveyed audience and will not apply to many questions in this report which are asked of sub-groups of this audience (e.g. beef buyers or lamb 
buyers).The differences in sample definition differs significantly by market hence cross-market comparisons should be done with caution. The main reason for sample differences is that samples 
were initially set up to reflect the target audience in each market, not to compare across markets, and have been maintained so that measures can be tracked over time in that market.
*slaughtered overseas 
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50-64

35-49

18-34

Age:

% buy imported beef/lamb at least once per month (all must at least consider buying imported)

AUS USA JAPAN SOUTH 
KOREA

CHINA HONG KONG MALAYSIA INDONESIA THAILAND KSA UAE VIETNAM

48% 34% 52% 82% 70% 68% 73% 81% 51%* 71%* 84%

% Imported Buyers

% Imported Buyers

52% 67% 79% 87% 90% 83% 93% 94% 87% 89% 94%



ANSWERING KEY QUESTIONS…

What’s important 
to consumers?

How does 
Australian beef 

and lamb perform?



Overall Key Summary

Protein landscape

•  Different proteins play to different strengths when it 
comes to meeting consumers' needs. Red meat is 
superior and premium, while chicken and pork are 
cheap and convenient.

• With inflation becoming a concern across most 
countries, consumers are becoming more price 
conscious and prefer high-quality, safe, and healthy 
proteins that are easy to prepare. 

• To avoid losing relevance due to our premium price, 
it is important to demonstrate that AU beef/lamb is 
superior, delicious, and meets consistent quality 
standards. 

• On pack, highlight quality and safety certificates, and 
ensure we leverage the clean and green rearing 
conditions as reasons to believe that Australian beef 
is a safe, nutritious, and high-quality product.

Beef deep dive Lamb deep dive

•  As consumers seek healthier, higher-quality options, 
there is an increase in awareness about different 
varieties of beef and consumers also have strong 
perceptions about each of these. 

• Grass-fed, organic, and corn beef are seen as more 
natural and better for the animals/environment, 
whilst ABF, non-GMO, and organic beef are 
perceived to be healthier.  As neither is strongly 
linked with quality or safety, our imports can 
leverage it to strengthen these associations. 

• AU beef is in a strong position in most markets and 
stands for accessible quality and family favourite. 

• Freshness, consistent quality standards, safe to eat, 
and sustainability are all indicators of high-quality 
products that we can use to reinforce our premium 
position globally and drive preference.

• Lamb is a niche protein that has the potential for 
further growth in consumption. Those who claim to 
have never purchased lamb mention a lack of 
familiarity and likeability. Positioning it as a meal for 
the whole family, showcasing several methods to 
prepare and eat it, and guaranteeing availability are 
all ways to boost its consumption. 

• AU Lamb experiences varying levels of awareness 
and consumption globally – with a very strong 
position in key export markets where Lamb is a 
key/prime protein

• AU and NZ lamb share similar perceptions in 
consumer minds, distinguished from other imports 
by their superior quality, tender cuts and emphasis 
on animal welfare. This poses an ongoing challenge 
for AU lamb to differentiate itself vis-à-vis NZ lamb 
and create its own unique position.

While each market has its own nuances due to culture and regulations, some aspects remain vital when 
consumers choose among the many proteins available.
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PROTEIN 
LANDSCAPE



Inflation and COVID-19 impacting consumer 
behaviour and decision making

• Consumers are becoming more price conscious, looking for high-quality, 

safe, and healthy proteins that are convenient to cook. Consumers also 

have stronger value for money expectations.

• Sustainability and price have both emerged as key drivers of protein 

choice across most markets. 

• To avoid losing relevance due to our premium price, we need to justify it 

by assuring consumers that AU beef/lamb is superior, delicious and 

offers consistent quality standards. From an ‘on pack’ perspective, 

highlight quality and safety certifications.

• Sustainable practices can also play a role, especially if positioned as a 

component of health and quality which appeals beyond the core Active 

sustainability segment/ audience. In imported beef context, AU beef is 

best positioned on Safety and Quality - important to continue to build by 

leveraging our clean and green rearing environment.

Protein Landscape – Summary: 

Roles of different proteins remain distinct and 
consistent over the years

• When it comes to addressing consumers' category needs, different 

meats play to different strengths. 

• Overall, red meat tends to have a consistent superior positioning in the 

eyes of consumers globally, with regional exceptions reflecting local 

realities as well as cultural/religious influences.

• Beef is the superior meat, conveying quality, flavor, nutrition, and 

versatility; as a result, it is a family favourite for which customers are 

willing to pay a premium.

• Lamb is a superior and premium protein, yet some consumers are put 

off by its taste and familiarity.

• Chicken and pork are global staples due to their price, versatility, and 

convenience of purchase and preparation, making them family 

favourites, whereas fish is fresh and has strong health credentials as it is 

perceived to be low in fat, nutritious, especially for children, although it 

is difficult to prepare.
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Key trends influencing consumer decisions now and into the future in most countries:

Food Safety & HealthInflation Emerging Sustainability

Inflation is a growing concern across most 

markets. 

In the context of rising cost of living, 

consumers adopt economising, value-

conscious behaviours. 

While beef consumption is not yet 

affected, temporary variations in purchase 

behaviour and preference are expected in 

most markets along with stronger value 

for money expectations.

While some markets were more sensitive 

to food safety due to disease outbreaks in 

the past, COVID-19 has further 

heightened demand for food safety 

assurance across most markets. People 

are also showing a greater interest in 

healthy eating.

When purchasing imported meat, 

consumers pay close attention to safety 

assurance and Country of Origin. 

Globally, consumers are becoming more 

aware about sustainability, and it is  

becoming an important consideration 

when making purchase decisions in most 

markets.

A new group of consumers is emerging, 

insisting on ‘green labels’ and hunting for 

eco-friendly, or organic and natural 

alternatives. 
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• Fresh
• Nutritious – especially for children 
• Low in fat
• Tricky to use
• Welfare is not great
• In SEA, fish is a cheap, low value protein - 

elsewhere it is premium

• Cheap (cost less) and easily available
• Versatile and easy to prepare
• Family favourite
• Doesn’t play to taste 
• Not nutritious
• Animals treated poorly
• Not environmentally friendly
• Questionable safety
• Not premium or superior

A reminder, we know that there are consistent themes when it comes to what different proteins 
stand for across all of our markets. Beef is the ‘Superior’ protein.

THE STAPLE THE CURIOSITY

THE HEALTHY ALTERNATIVE THE SPECIALTY

• Few strengths or weaknesses
• Weakly positive on animal welfare 

and sustainability
• Taste is a barrier
• Lean/tough
• Unfamiliar and uncommon except 

amongst certain groups

• Unfamiliar, occasional purchase 
• Premium, superior option
• Not sure what to do with it
• Fatty & tender
• Taste is a barrier for some
• In MENA lamb is Superior

THE SUPERIOR

• Good quality, great 
taste, superior

• Family favourite
• Worth paying more 

for
• Nutritious & versatile

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.

Global 
Summary

PROTEIN PERCEPTIONS- GLOBAL



AND WHAT DOES PLANT BASED MEATS FIT IN, IN CONSUMERS’ MINDS?
Across  the  g lobe,  consumers  cons istent ly  connect  P lant  Based Meats  ( PBM ) with percept ions  of  
be ing  good for  the  environment,  healthy  and safe  – typica l ly  lower  dr ivers  of  choice .  In  contrast ,  
associat ion to taste ,  worth,  ease/tender ,  which are  important  factors ,  are  lesser  associated.

Consumers’ Associations to Plant Based Meats

GLOBAL USA UAE Indonesia Malaysia South Korea Japan

Top 3 

Associations 

to Plant Based 

Meats

Good for the 

environment

Good for the 

environment
Safe Tender

Good for the 

environment

Good for the 

environment
Healthy

Healthy Safe
Good for the 

environment
Safe Good quality Healthy

Good for the 

environment

Safe Healthy Healthy
Good for the 

environment
Safe Safe Safe

Lowest 3 

Associations 

to Plant Based 

Meats

Trustworthy Tender Tender Tastes great Natural Easy to use/cook Easy to use/cook

Tastes great Tastes great Tastes great Good quality Tastes great Tastes great Tastes great

Worth paying

 more for

Worth paying

 more for

Worth paying

 more for

Worth paying 

more for

Worth paying 

more for

Worth paying 

more for

Worth paying

 more for

Awareness 71% 83% 31% 78% 69% 73% 55%

Purchase
(Based on Total)

35% 44% 19% 56% 36% 21% 16%

K N O W N  F O R :

• ENVIRONMENT 
• HEALTH
• SAFE

• WORTH PAYING 
MORE FOR 

• TASTE

N O T
K N O W N  F O R :

2020 Data- AM12: Imagery- Please select whether you agree/disagree with the following…
Plant based meat is…



Asked as “How many meals that included the following meats have been prepared and eaten in your home in the last 7 days?” except Australia: “How 
many meals containing the following proteins have you eaten in your household in the last 7 days?”. Meals may include multiple meats, especially in Asia.
*Seafood excluded as not asked in Japan/Korea (where % of total protein diet would be high). Pork not included in Muslim-majority countries to avoid 
offense. Sheep meat includes lamb and, in some countries, mutton. Other includes turkey (USA only), Horse (Japan only) and Veal (Australia only).
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19%
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36%
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28%

15%
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18%

42%

30%

27%

27%

28%

30%

27%

31%

0%

5%

13%

9%

0%

0%

0%
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Australia

USA

Canada

Japan

Korea

China

Malaysia

Indonesia

Thailand

Vietnam

Hong Kong

Singapore

Philippines

Saudi Arabia

UAE

Qatar

Beef Sheepmeat Goat Chicken Pork Other Meat

Sheep meat continues to  perform strongest  in  MENA markets.  Beef has higher  penetrat ion 
in  most  Asian markets.  Goat  remains a niche protein.

From 2022 study

From 2022 study

From 2022 study

HOW DOES PROTEIN CONSUMPTION VARY AROUND THE WORLD?



Pr ice  has  emerged as  an important  contr ibutor  to  volume sa les  as  inf lat ion concerns  spread 
g lobal ly.  Susta inabi l i ty  has  a lso emerged as  an important  inf luencer  in  most  markets .

IMPORTANT IN 
MOST MARKETS

IMPORTANT IN SOME MARKETS

IMPORTANT IN JUST A FEW MARKETS

FAMILY FAVOURITE

EASY TO PREPARE

ENVIRONMENTALLY
SUSTAINABLE

CHEAPER

CONSISTENT 
QUALITY (ASIA)

HEALTHY FOR 
CHILDREN

WILLING TO PAY 
MORE

VERSATILETENDER

SUPERIORSAFE

WELFARE

EASY TO 
PURCHASE

TOP 5 ASSOCIATIONS LINKING TO PROTEIN VOLUME



2020 2017 2017 2019 2019 2018 2018

Japan Korea China Vietnam Hong Kong Taiwan Singapore Malaysia Thailand Indonesia KSA UAE Jordan Qatar Kuwait USA Mexico UK

EASY TO 
PURCHASE SUSTAINABLE

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

FRESH
FAMILY 

FAVOURITE
CHEAP

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

EASY TO 
PREPARE

SUPERIOR 
MEAT

CHEAP
SUPERIOR 

MEAT
CHEAP

EASY TO 
PREPARE

EASY TO 
PREPARE

CHEAP
EASY TO 
PREPARE

EASY TO 
PREPARE

EASY TO 
PURCHASE

WILLING TO 
PAY MORE

DELICIOUS FRESH
EASY TO 
PREPARE

SUPERIOR 
MEAT

VERSATILE TENDER

FAMILY 
FAVOURITE

WELFARE SUSTAINABLESUSTAINABLE
EASY TO 
PREPARE

EASY TO 
PURCHASE

CONSISTENT 
QUALITY

NUTRITIOUS VERSATILE
FAMILY 

FAVOURITE
EASY TO 
PREPARE

VERSATILE FRESH NUTRITIOUS
EASY TO 

PURCHASE
SUSTAINABLE

EASY TO 
PREPARE

HEALTHY FOR 
CHILDREN

CONSISTENT 
QUALITY

WILLING TO 
PAY MORE

EASY TO 
PREPARE

EASY TO 
PREPARE

TENDER
WILLING TO 
PAY MORE

HEALTHY FOR 
CHILDREN

SUSTAINABLE TENDER VERSATILE VERSATILE
HEALTHY FOR 

CHILDREN
EASY TO 

PURCHASE
SUSTAINABLE DELICIOUS

EASY TO 
PREPARE

HEALTHY FOR 
CHILDREN

WILLING TO 
PAY MORE

VERSATILE CHEAP FRESH
HEALTHY FOR 

CHILDREN
SUSTAINABLE

WELFARE DELICIOUS WELFARE SUSTAINABLE TENDER SUSTAINABLE
SUPERIOR 

MEAT
EASY TO 
PREPARE

SUPERIOR 
MEAT

HEALTHY FOR 
CHILDREN

HEALTHY FOR 
CHILDREN

SUSTAINABLE DELICIOUS

SEA Region MENA Region

HIGHEST  CORRELATION WITH VOLUME - GLOBAL  

WHAT IS  IMPORTANT WHEN CHOOSING PROTEIN?
When choos ing  between prote ins ,  be ing  a  family  favour ite  is  important  everywhere.  A favour ite  
doesn’t  become a  favour ite  overnight ,  so  be ing  easy  to  prepare  and purchase  he lps  dr ive  volume.  



Super ior ity,  taste ,  favour ite ,  and cons istent  qual i ty  cont inue  to  be  most  important  in  just i fy ing  
premium and dr iv ing  consumers ’  wi l l ingness  to  pay  more  for  prote ins  around the  g lobe.

IMPORTANT IN 
MOST MARKETS

IMPORTANT IN SOME MARKETS

IMPORTANT IN JUST A FEW MARKETS

SUPERIOR

TASTES DELICIOUS

FAMILY FAVOURITE

NUTRITIOUS

CONSISTENT 
QUALITY

SAFE
(Asia, MENA)

WELFARE

TENDER

FRESH 
(Asia, MENA)

ENVIRONMENTALLY 
SUSTAINABLE

HEALTHY FOR 
CHILDREN

EASY TO 
PREPARE

TOP 5 ASSOCIATIONS LINKING TO WILLINGNESS TO PAY MORE:



HIGHEST  CORRELATION WITH WILL INGNESS TO PAY  MORE - GLOBAL  

2020 2017 2017 2019 2019 2018 2018

Japan Korea China Vietnam Hong Kong Taiwan Singapore Malaysia Thailand Indonesia KSA UAE Jordan Qatar Kuwait USA Mexico UK

CONSISTENT 
QUALITY

SUPERIOR 
MEAT

SUPERIOR 
MEAT

SUPERIOR 
MEAT

DELICIOUS
FAMILY 

FAVOURITE
SUPERIOR 

MEAT
SUPERIOR 

MEAT
SUPERIOR 

MEAT
SUPERIOR 

MEAT
FAMILY 

FAVOURITE
SUPERIOR 

MEAT
DELICIOUS DELICIOUS

SUPERIOR 
MEAT

SUPERIOR 
MEAT

DELICIOUS
FAMILY 

FAVOURITE

NUTRITIOUS TENDER NUTRITIOUS
FAMILY 

FAVOURITE
SUPERIOR 

MEAT
SUPERIOR 

MEAT 
FAMILY 

FAVOURITE
DELICIOUS

CONSISTENT 
QUALITY

DELICIOUS
SUPERIOR 

MEAT
DELICIOUS

FAMILY 
FAVOURITE

SUSTAINABLE NUTRITIOUS
FAMILY 

FAVOURITE
WELFARE

SUPERIOR 
MEAT

WELFARE
FAMILY 

FAVOURITE
FAMILY 

FAVOURITE
DELICIOUS TENDER DELICIOUS DELICIOUS

FAMILY 
FAVOURITE

FAMILY 
FAVOURITE

CONSISTENT 
QUALITY

HEALTHY FOR 
CHILDREN

FAMILY 
FAVOURITE

SUPERIOR 
MEAT

NUTRITIOUS
FAMILY 

FAVOURITE
DELICIOUS

SUPERIOR 
MEAT

DELICIOUS

SAFE DELICIOUS
CONSISTENT 

QUALITY
TENDER

FAMILY 
FAVOURITE

NUTRITIOUS
CONSISTENT 

QUALITY
TENDER SUSTAINABLE

FAMILY 
FAVOURITE

TENDER VERSATILE NUTRITIOUS
SUPERIOR 

MEAT
DELICIOUS TENDER NUTRITIOUS TENDER

DELICIOUS
HEALTHY FOR 

CHILDREN
WELFARE

CONSISTENT 
QUALITY

SAFE TENDER NUTRITIOUS WELFARE DELICIOUS WELFARE NUTRITIOUS
CONSISTENT 

QUALITY
SAFE WELFARE

CONSISTENT 
QUALITY

CONSISTENT
QUALITY

CONSISTENT 
QUALITY

WELFARE

SEA Region MENA Region

WHAT IS  IMPORTANT WHEN PAYING A PREMIUM FOR PROTEIN?
General ly,  there  are  cons istent  character ist ics  that  are  important  in  just i fy ing  premium and dr iv ing  
consumers ’  wi l l ingness  to  pay  more:  super ior ity,  taste ,  favour ite ,  nutr i t ion and cons istent  qual i ty.



COVID 19:  WHAT FACTORS WERE MOST IMPORTANT DURING THE PANDEMIC?  
The pandemic  has  prompted some shif ts  in  what  matters  most  to  consumers  when buy ing  
red meat  - with  safety,  f reshness  and pr ice  top of  mind.  This  c lose ly  a l igns  to  consumers  
top concerns  of  safety,  avai labi l i ty  and af fordabi l i ty  chal lenges  posed by  the  pandemic.  

GLOBAL USA UAE Indonesia Malaysia South Korea Japan China Taiwan KSA

How fresh it looked Price in general
Whether it was 

safe to consume

Whether it was 

safe to consume

Whether it was 

safe to consume
How fresh it looked Price in general

Whether it was 

safe to consume

Whether it was 

safe to consume
Use by date

Whether it was 

safe to consume

Value/cost per 

pound
How fresh it looked How fresh it looked How fresh it looked

Whether it was on 

special
Value/cost per kg

How fresh it 

looked

How fresh it 

looked

How fresh it 

looked

Use by date How fresh it looked Nutritional content Use by date Price in general
Whether it was 

safe to consume
Use by date

The country of 

origin of the meat

Whether it was on 

special
Nutritional content

Grain fed
The country of 

origin of the meat
Grain fed Grain fed Grain fed

Number of meals it 

can make
Grain fed

Whether it was on 

special
Grain fed Value/cost per kg

Grass fed Grain fed Grass fed Grass fed Grass fed Grain fed Grass fed Grain fed Grass fed
Whether it was on 

special

Whether it was on 

special
Grass fed

Not having too 

much fat/not 

looking too fatty

The country of 

origin of the meat

Whether it was on 

special
Grass fed Nutritional content Grass fed

Number of meals 

it can make
Price in general

Top 3 Factors of 

Importance when 

buying red meat 

during C19

Lowest 3 Factors of 

Importance when 

buying red meat 

during C19

TOP 3 FOOD CONCERNS 
DURING PANDEMIC: 

2020 Data
(COV3) How have your shopping habits changed compared to before the pandemic 
(COV5) How has the importance of the following factors changed when buying red meat during the COVID19 
outbreak, compared to before the outbreak

SAFETY PRICES AVAILABILITY
TOP 3 IMPORTANT FACTORS
FOR RED MEAT DURING PANDEMIC: FRESHSAFE PRICES



From an ‘on pack’  perspect ive ,  beef  and lamb shoppers  are  confronted with a  lot  of  informat ion 
and visual  cues .  Most  important  to  them is  cer t i f icat ion that  the  meat  is  natura l ,  good qual i ty  
and safe .  

…when buying beef …when buying lamb

All natural / 100% natural All natural / 100% natural

Quality grading or guarantee Quality grading or guarantee

Safety certification Safety certification

Colour of meat Colour of meat

Antibiotic-free Antibiotic-free

No added hormones No added hormones

Use by date/Sell by date Non-GMO (not genetically modified)

Price per kg (USA - Price per pound) Country of origin

Price per pack No preservatives

Non-GMO (not genetically modified) Use by date/Sell by date

No preservatives Organic

Date packed Animal origin/provenance

Country of origin Grass fed

Animal origin/provenance Animal welfare credentials

Organic Date packed

Ranking of things looked for on pack or at shelf was done using the MaxDiff forced prioritization method to get to what’s most important out of a long list of 
potential claims and messages in that environment (30 were asked about, but others are possible). Global Average does not include Australia.

T O P  1 5  T H I N G S  L O O K E D  
F O R  O N  P A C K / S H E L F

G l o b a l  A v e r a g e

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

TOP 15 THINGS LOOKED FOR ON PACK/SHELF - Global Average



Different beef types meet different needs

• Beef is strongly seen as a great protein as it ticks most key boxes making 

it a family favourite.

• Consumers have strong perceptions about different types of Beef.  

Grass-fed, organic, and corn beef have a more natural image and are 

thought to be more sustainable and better for animals, whereas ABF, 

non-GMO, and organic beef are seen as healthier. 

• As neither is strongly linked with quality or safety, our imports can 

leverage it to strengthen these associations. 

• Beef is strongly seen as a great protein as it ticks most key boxes making 

it a family favourite, and we have a good opportunity to tap into our 

processes and certifications to drive preference for our beef. 

• Freshness, consistent quality standards, guaranteed safe to eat and 

sustainability are all indicators of good quality products that we can tap 

to strengthen our premium position globally and drive preference as 

well.

Beef and Lamb- Protein Summary

Lamb is niche protein with potential to grow in 
consumption

• Globally, Lamb consumption varies greatly with MENA markets 

consuming the most vs Asian markets consuming least. 

• Lamb consumption is mostly held back by unfamiliarity which is mainly 

due to lamb not being part of their diet culturally and functional barriers 

like taste and smell. Price and accessibility are secondary barrier- actions 

that improve familiarity and availability can aid. 

• Positioning lamb as a family meal, showcasing different ways to cook 

and eat it, and ensuring availability can all help boost consumption.
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PROTEIN LANDSCAPE –

BEEF



T h e  a w a r e n e s s  o f  d i f f e r e n t  t y p e s  o f  B e e f  h a s  b e e n  s t a b l e  s i n c e  2 0 2 2 ,  w i t h  s l i g h t  i n c r e a s e  
a m o n g s t  n i c h e  B e e f  t y p e s .  T r i a l  h a s  a l s o  r e m a i n e d  r e l a t i v e l y  u n c h a n g e d ,  h o w e v e r  t h e r e  i s  
a  d e c l i n e  f o r  u s a g e  o f  r e g u l a r  b e e f .

GF1: Which of the following types of beef are you aware of?
GF2: And which types of beef have you bought in the past?
*Global Averages derived from 7 markets which were tracked in 2022 and 2023 – USA, KSA, UAE, China, Korea, Japan, Vietnam

% AWARENESS & TRIAL OF TYPES OF BEEF

51

49

37

24

14

18

11

16

15

57

50

37

22

15

18

12

17

16

Regular or conventional beef

Grass fed beef

Organic beef

Grain fed beef

High marble score beef

Hormone-free beef

Corn fed beef

Non-GMO beef

ABF (Anti-biotic free) beef

Global Average - 2023 Global Average - 2022

MAINSTREAM

NICHE

% Awareness % Ever Tried 

59

64

58

43

26

35

27

32

29

62

63

58

39

28

34

26

31

28

Regular or conventional beef

Grass fed beef

Organic beef

Grain fed beef

High marble score beef

Hormone-free beef

Corn fed beef

Non-GMO beef

ABF (Anti-biotic free) beef

Global Average - 2023 Global Average - 2022

MAINSTREAM

NICHE



D i f f e r e n t  b e e f  t y p e s  s t a n d  f o r  s p e c i f i c  t h i n g s  i n  c o n s u m e r s ’  m i n d s .  G r a s s  a n d  O r g a n i c  a r e  
s e e n  a s  b e t t e r  f o r  e n v i r o n m e n t .  O r g a n i c ,  A B F,  N o n - G M O  a r e  p e r c e i v e d  t o  b e  b e t t e r  f o r  
h e a l t h .

Awareness and image profiles are amongst beef buyers only (must have ever bought beef). Global average does not include Australia. The brand 
image profiles represent strengths (positive figures) and weaknesses (negative) of each type of beef relative to the other types of beef in the 
category. In total 9 types were compared, but other types have been removed for clarity. The figures do not represent gross endorsement on each 
attribute as these figures are heavily affected by awareness and consumption of that type of beef.

G R A S S :

• NATURAL
• BETTER FOR 

ANIMALS
• BETTER FOR 

ENVIRONMENT 

G R A I N :

O R G A N I C :

H O R M O N E  –
F R E E  &  A B F :

N O N - G M O :

C O R N :

R E G U L A R :

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

• TENDER
• NATURAL
• BETTER FOR 

ANIMALS

• BETTER FOR HEALTH
• BETTER FOR 

ENVIRONMENT
In some markets: 
• NATURAL
• QUALITY

• LESS RISKS
• BETTER FOR HEALTH
• BETTER FOR 

ANIMALS
In some markets: 
• MARKETING GIMMICK

• MARKETING GIMMICK
• BETTER FOR HEALTH
• LESS RISKS
In some markets: 
• BETTER FOR ANIMALS

Most neutral profile, 
but strengths include:
• NATURAL
• BETTER FOR 

ENVIRONMENT
• BETTER FOR 

ANIMALS

• MINIMAL 
PROCESSING

• FLAVOUR
• TENDER

Most defined profile:
• VISUAL APPEAL
• FLAVOUR
• TENDER

HOW DO CONSUMERS PERCEIVE THE DIFFERENT BEEF TYPES?



ORGANIC  BEEF - PERCEIVED BENEFITS (AMONGST BUYERS):
Organic  beef ’s  main strength is  be ing  seen as  f ree  f rom addit ives  - the  more  ‘natura l ly  
ra ised’  components  have  not  yet  dominated as  a  core  reason to be l ieve.

2019 Data- GF6. Which of these do you see as the main benefits of organic beef? Base :(n=400)

G l o b a l  A v e r a g e

5 6 4 5 5 55 7 5 2 2 5 3 4 2 1 2 4 2 5 1 5 1 5 2

66
58 58

48
41

36

23 20 18
12

7 7 11

57 54
63 62 63

29
21 18

29 28

16 17

1

AU CHINA



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

46%

26%
18% 18%

12%

I’ve never seen it for sale It’s not available It’s too expensive I’m not sure I don’t feel the need to change 
from what I normally buy

2018 Data: (BBH10A) Why have you never eaten Australian grass-fed beef (Base: 281)

W H AT  H O L D S  B A C K  U . S .  C O N S U M E R S  F R O M  P U R C H A S I N G  G R A S S  F E D  B E E F ?
I n - s t o r e  a v a i l a b i l i t y / n o t  s e e i n g  i t  f o r  s a l e  a c c o u n t  f o r  t h e  l a r g e s t  p o r t i o n  o f  t h o s e  w h o  
h a v e n ’ t  p u r c h a s e d  g r a s s  f e d  b e e f ;  w h i c h  i s  h i g h e r  o n  a v e r a g e  i n  w e s t  c o a s t  c i t i e s  S F / L A .  

5 1 %  -  S a n  F r a n c i s c o  /  L o s  A n g e l e s



CONSUMER AWARENESS OF COW BREEDS:  
Unless  consumers  are  prompted as  to  the  breeds ,  there  is  l i tt le  immediate  recal l .  Wagyu and Angus  
have  some tract ion with Wagyu general ly  leading  the  percept ion of  qual i ty,  for  those  who know.   

Breed awareness  (prompted %)

Global Average

JAPAN example**

2018 Data:
BREED1. Which of the following breeds of cow have you heard of? Base (Global n=JAPAN** n=223)
BREED2. And which breed do you think produces the highest quality beef? Base (n=181) JAPAN**

46%

26%
21%

18%
13%

9%

21%

Angus Wagyu Hereford Brahman Shorthorn Charolais None of
these

Driven 
by:



2018 Data: USA, KSA, UAE, China, Indonesia, Malaysia, South Korea, Japan, UK, Chile, Hong Kong, Mexico and Thailand
2021 Data: Vietnam & Thailand
(PREM2) How can you tell that the beef is high quality when you are purchasing it?

45%

35%

28% 26% 24% 24% 23% 21% 20% 19% 18% 17%
14%

An appealing
color

Fat is
marbled

throughout

Never been
frozen

Slaughtered
recently

Is from a
particular
country

Is lean A particular
breed of cow

Price is high Is from a
particular

brand

I buy it at a
specific
retailer

Packaging is
high quality

Slaughtered
locally

Has been
aged

M o r e  i m p o r t a n t  i n :   

6 5 %

7 4 %

L e s s  i m p o r t a n t  i n :   

4 5 %  

5 %
8 %
9 %

4 2 % 4 3 %

4 0 %L o c a l  M a r ke t  N u a n c e s …

4 9 %

3 0 %  

2 9 %

1 0 %

BEEF QUALITY  
MARKERS:

HOW CAN YOU TELL  THAT THE  BEEF IS  HIGH QUALITY WHEN YOU ARE  PURCHASING IT ?  
Colour  and fat  are  typica l ly  s trong  indicators  of  qual i ty  whi le  other  factors  vary  based on market/  
culture  e .g .  recent/ local  s laughter  in  I s lamic  markets  such as  KSA/UAE/Indones ia  and COO/pr ice/  
brand matter ing  more  to Japanese  consumers .  Ag ing  leans  more  Western,  s trongest  in  UK.  

3 8 %

4 2 %

4 3 %

3 5 %

4 1 %

4 7 %

2% 

5 2 %

5 7 % 3 3 %

3 4 %

4 7 %

4 7 %

4 3 %

3 2 %

3 7 %



M e a t  c o l o u r  i s  i m p o r t a n t  – i t ’ s  u s e d  t o  j u d g e  q u a l i t y ,  f r e s h n e s s  a n d  s a f e t y.  C o n s u m e r s  
m a y  h a v e  a n  i d e a l  c o l o u r  i n  m i n d ,  b u t  i n  t h e  s t o r e  i t ’ s  m o s t  l i k e l y  t o  b e  u s e d  t o  c h o o s e  
b e t w e e n  o t h e r w i s e  s i m i l a r  i t e m s .  

2017 Data - Global average includes: USA, Canada, Singapore, Indonesia, Malaysia, Japan, Korea, China, Jordan, KSA and UAE
Note this question is asked in an online survey (face to face in MENA) devoid of the in-store context and without any actual meat as a reference. 
Results should be seen as a guide only.

I D E A L  C H O I C E  O F  M E A T  C O L O U R
G l o b a l  A v e r a g e

N o t  s u r e

0 % 1 2 %4 % 2 8 %2 6 % 4 %5 %2 0 %

1 % 1 6 %7 % 2 7 %2 4 % 3 %5 %1 7 %

MENA markets skew 
pinker for beef and 

lamb, especially Jordan

Many things can affect perceived meat colour 
in store, including packaging, lighting, and 

whether it is frozen, chilled or fresh

Australian consumers prefer 
their beef darker – 46% selected 

the two darkest shades



I n  m a r k e t s  w h e r e  i t ’ s  a v a i l a b l e ,  f r e s h l y  s l a u g h t e r e d  b e e f  a n d  l a m b  a r e  s t r o n g l y  p r e f e r r e d  
t o  c h i l l e d  o r  f r o z e n .  T h e  o n l y  p e r c e i v e d  a d v a n t a g e s  o f  p a c k a g e d  m e a t  a r e  c o n v e n i e n c e  
a n d  v a l u e  – h o w e v e r,  t h e s e  a r e  s i g n i f i c a n t  a d v a n t a g e s .

45%

28%

25%

34%

56%

8%

35%

40%

45%

37%

47%

56%

46%

51%

China

Indonesia

Malaysia

HK

Vietnam

Korea

Thailand

Beef

Lamb

%  P U R C H A S E  B E E F  &  L A M B  A T  
L E A S T  W E E K L Y  I N  W E T  M A R K E T

Beef place of purchase asked of beef buyers. Lamb place of purchase asked of lamb buyers. Wet market not asked about in USA, Canada, Japan or 
Australia as presumed visitation is negligible.

P E R C E P T I O N  O F  D I F F E R E N T  
T Y P E S  O F  B E E F

I n d o n e s i a
8%

6%

10%

5%

8%

15%

44%

51%

14%

12%

11%

14%

16%

13%

31%

18%

88%

82%

78%

75%

75%

75%

32%

24%

Fresher

Better quality

Juicier

Tastier

More tender

Safer

More convenient

Cheaper

Frozen beef

Chilled beef

Freshly slaughtered beef

%  b u y  t h i s  t y p e  
E v e r y  t i m e / U s u a l l y

2 5 %

3 6 %

5 7 %

Given the dominance of 
‘fresh’ beef on these 

sensory aspects, the pull 
of superior value and 
convenience is clearly 

high

2018 Data



PROTEIN LANDSCAPE –

LAMB



Global ly ,  Lamb consumption var ies  great ly  with MENA markets  consuming  the  most  vs  As ian 
markets  consuming  least .  

(CH2) Which types of meat have you bought in the last month to prepare for a meal at home?
% for Markets where Lamb is not a Top 5 protein: USA (25%), Hong Kong (14%), Malaysia (30%), Indonesia (28%), Thailand (26%), 
Vietnam (23%)

90% 91% 84% 93% 87% 94% 95% 93% 97% 86% 96%

84% 90% 83% 83% 81% 83% 94% 88% 87% 77% 89%

62% 75% 69% 83% 80% 71% 81% 83% 81% 70% 85%

47% 8% 11% 81% 76% 51% 46% 69% 80% 66% 82%

45% 3% 8% 35% 49% 33% 42% 58% 57% 62% 27%To
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Other Seafood

USA JAPAN
SOUTH 
KOREA

CHINA HONG KONG MALAYSIA INDONESIA THAILAND KSA UAE VIETNAM

HOW DOES PAST 1 MONTH CONSUMPTION LOOK ACROSS THE GLOBE?



35 32 31
28

24 22 20
17

Tips on preparation A better price Recipe ideas Trying a free sample Better availability Better quality Trying it at a
restaurant

Nothing

(CH6A) Why do you not buy lamb?
2021 Data- (CH6B) What would convince you to buy lamb?

BARRIERS:

29
26 26 26

16 16 14

7
2

Didn’t grow up 
eating lamb/Not 

familiar with lamb

I don’t know how 
to cook lamb

Don’t like the 
smell of lamb

I don’t like the 
taste of lamb

Lamb is too
expensive

I don't buy and
prepare lamb at

home, but I do eat
it when dining out

Lamb is not
available where I

shop

Lamb is too fatty Others

Lamb consumption is  most ly  he ld  back  by  unfamil iar i ty  and l ikeabi l i ty  – act ions  that  improve  
famil iar i ty  and avai labi l i ty  can a id.  Af fordabi l i ty  a lso plays  a  secondary  role .  

U n f a m i l i a r i t y L i k a b i l i t y A c c e s s i b l e

WHAT HOLDS CONSUMERS BACK FROM BUYING LAMB, AND WHAT WOULD ENCOURAGE THEM? 

FACILITATORS:

B o o s t s  f a m i l i a r i t y

R e j e c t i o n  i s  
h i g h e s t  i n  U S A  
=  3 1 %



Del iver ing  info that  boosts  consumers ’  famil iar i ty  with  lamb (e .g .  rec ipes)  through packag ing  
alone  may  not  be  enough,  as  rec ipes  fa l ls  lowest  in  terms of  on pack  purchase  mot ivators .  

Freshness

Natural

Quality/Safety

Value

Origin

Environmental

Nutritional

Halal

Recipes

Natural

Freshness

Quality/Safety

Halal

Environmental

Origin

Value

Nutritional

Recipes
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

EXAMPLE – TAIWAN (2020)

Base: Taiwan (n=439). Global: 2017= Japan, Korea, KSA, UAE, Malaysia, China, Indonesia, USA, Canada, Jordan, Singapore. 
2018 = HK, Mexico, Chile, Thailand, UK.  2019 = Qatar, Kuwait. 2020 = Taiwan. 2021- Vietnam. 2022- Canada, Philippines. 
2023- Thailand, HK
QMAX1 Please indicate which one is the most likely, and which is the least likely to motivate you to choose / eat BEEF/LAMB
Approximately how often do you buy beef? / lamb?

→ #1 in Islam prevalent markets, 
but low for all other markets

→ #1 in Islam prevalent markets, 
but low for all other markets

On-pack factors ranked in importance:



2018 Data: USA, KSA, UAE, China, Indonesia, Malaysia, South Korea, Japan, UK, Chile, Hong Kong, Mexico and Thailand
(PREM2A) How can you tell that the lamb is high quality when you are purchasing it?

40%

32% 31% 29% 28% 26% 25% 23% 23% 22%
18% 16% 14%

Appealing
color

Slaughtered
recently

From a
particular
country

Is lean Packaging is
high quality

Fat is
marbled

throughout

Never been
frozen

Slaughtered
locally

I buy it at a
specific
retailer

Is from a
particular

brand

A particular
breed of

sheep

Price is high Has been
aged

M o r e  i m p o r t a n t  i n :   

L e s s  i m p o r t a n t  i n :   

L o c a l  M a r ke t  N u a n c e s …

LAMB QUALITY  
MARKERS:

HOW CAN YOU TELL  THAT THE  LAMB IS  HIGH QUALITY WHEN YOU ARE  PURCHASING IT ?  
Colour  and f reshness  (recent  s laughter )  are  s trong  indicators  of  qual i ty .  VS Beef ,  marbl ing  
i s  a  lesser  qual i ty  marker ,  however ,  leanness  remains  unl inked to qual i ty  in  Japan,  HK & SK.  

5 8 % 7 0 %

1 1 %
1 8 %
1 8 %

5 5 %
5 1 %

4 0 % 4 1 %
4 1 %



M e a t  c o l o u r  i s  i m p o r t a n t  – i t ’ s  u s e d  t o  j u d g e  q u a l i t y ,  f r e s h n e s s  a n d  s a f e t y.  C o n s u m e r s  
m a y  h a v e  a n  i d e a l  c o l o u r  i n  m i n d ,  b u t  i n  t h e  s t o r e  i t ’ s  m o s t  l i k e l y  t o  b e  u s e d  t o  c h o o s e  
b e t w e e n  o t h e r w i s e  s i m i l a r  i t e m s .  

2017 Data - Global average includes: USA, Canada, Singapore, Indonesia, Malaysia, Japan, Korea, China, Jordan, KSA and UAE
Note this question is asked in an online survey (face to face in MENA) devoid of the in-store context and without any actual meat as a reference. 
Results should be seen as a guide only.

I D E A L  C H O I C E  O F  M E A T  C O L O U R
G l o b a l  A v e r a g e

N o t  s u r e

0 % 1 2 %4 % 2 8 %2 6 % 4 %5 %2 0 %

1 % 1 6 %7 % 2 7 %2 4 % 3 %5 %1 7 %

MENA markets skew 
pinker for beef and 

lamb, especially Jordan

Many things can affect perceived meat colour 
in store, including packaging, lighting, and 

whether it is frozen, chilled or fresh

Australian consumers prefer 
their beef darker – 46% selected 

the two darkest shades



I n  m a r k e t s  w h e r e  i t ’ s  a v a i l a b l e ,  f r e s h l y  s l a u g h t e r e d  b e e f  a n d  l a m b  a r e  s t r o n g l y  p r e f e r r e d  
t o  c h i l l e d  o r  f r o z e n .  T h e  o n l y  p e r c e i v e d  a d v a n t a g e s  o f  p a c k a g e d  m e a t  a r e  c o n v e n i e n c e  
a n d  v a l u e  – h o w e v e r,  t h e s e  a r e  s i g n i f i c a n t  a d v a n t a g e s .

45%

28%

25%

34%

56%

8%

35%

40%

45%

37%

47%

56%

46%

51%

China

Indonesia

Malaysia

HK

Vietnam

Korea

Thailand

Beef

Lamb

%  P U R C H A S E  B E E F  &  L A M B  A T  
L E A S T  W E E K L Y  I N  W E T  M A R K E T

Beef place of purchase asked of beef buyers. Lamb place of purchase asked of lamb buyers. Wet market not asked about in USA, Canada, Japan or 
Australia as presumed visitation is negligible.

P E R C E P T I O N  O F  D I F F E R E N T  
T Y P E S  O F  B E E F

I n d o n e s i a
8%

6%

10%

5%

8%

15%

44%

51%

14%

12%

11%

14%

16%

13%

31%

18%

88%

82%

78%

75%

75%

75%

32%

24%

Fresher

Better quality

Juicier

Tastier

More tender

Safer

More convenient

Cheaper

Frozen beef

Chilled beef

Freshly slaughtered beef

%  b u y  t h i s  t y p e  
E v e r y  t i m e / U s u a l l y

2 5 %

3 6 %

5 7 %

Given the dominance of 
‘fresh’ beef on these 

sensory aspects, the pull 
of superior value and 
convenience is clearly 

high

2018 Data



BEEF
COUNTRY OF 
ORIGIN



Beef Country of Origin - Summary

Awareness of COO is impacted by 
market context

• Levels of awareness of country of origin for beef 
vary globally, mostly influenced by local legislations 
on packaging and labelling as well as religious 
concerns which regulate slaughtering techniques 
such as Halal.

• Australian beef, is no exception as it has 
different levels of awareness across different 
markets, with a very strong presence in most.

• Main competitors are US, NZ, Japan and Brazil each 
having different weight across different countries. 
US beef is particularly strong in Eastern Asia (Japan 
& South Korea)  while Brazilian beef is strong in 
MENA markets

Each COO has unique associations What is next for AU beef?

• Different COO beefs stand for specific things in 
consumers’ minds, and most are unique 
perceptions. 

• Australian beef is clearly the family favorite as it is 
convenient to buy and has consistent quality 
standards, whereas Japanese beef is strongly 
associated with being superior, tender, and fat 
nicely marbled.

• NZ beef has the same quality association as AU 
beef, however it is linked strongly to a sustainable, 
animal welfare image.

• In many key export markets, particularly Asia (JP, 
SK, TW, TH, HK), US beef is the main competitor 
with AU, and it is strongly linked to being versatile 
and cheaper - in some countries this is driven by 
agreements that allow them to pay reduced import 
taxes. It also has the same convenience association 
as AU beef.

• There are various important, unique, and unowned 
white spaces areas in the key markets that AU Beef 
exports to. 

• While these vary in their ability to drive consumer 
choice and a willingness to pay more for, safety, 
consistent quality and nutritious are key ones that 
emerge across most markets. 

• Australia is well placed to meet these needs by 
leveraging the narrative of our clean, green and 
natural rearing environment and consistent quality 
standards. 

38



(GF3A) Do you know the country of origin of the grass-fed beef you buy? (USA) / (GF3B) Do you know the country of origin of the beef you buy? (OTHER). 
(LBH1A) Do you know the country of origin of the lamb you buy? 

96 93 92 90 90 88 86 82 80 78

49

Vietnam UAE KSA South Korea Thailand Indonesia Japan China Malaysia Hong Kong USA

COO awareness  leve ls  vary  around the  wor ld;  impacted by  local  leg is lat ion re lated to  packag ing/  
label l ing  – and sometimes  by  re l ig ious  factors  re lat ing  to  s laughter ing  processes  such as  Hala l .  

95 93 93 91
82 82 80 74 72

61
47

Vietnam UAE Thailand KSA Hong Kong China Indonesia Malaysia South Korea Japan USA

Islam prevalent market

CLAIMED COUNTRY OF ORIGIN AWARENESS



Austra l ian Beef  exper iences  vary ing  leve ls  of  awareness  and consumption across  key  g lobal  
markets  measured – with a  very  s trong  pos it ion in  many  key  export  markets .  

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

79

96

86

77

66

55

31

I N D O N E S I A

78

93

88

80

61

49

38

K O R E A

62

95

87

71

49

37

25

J A P A N

75

85

76

71

63

54

31

U A E

72

86

71

58

44

38

24

M A L A Y S I A

73

81

73

64

48

38

29

S I N G A P O R E  ‘ 2 2

77

93

88

83

69

61

29

V I E T N A M

11

32

17

11

8

6

2

U S A *

36

53

41

34

24

16

10

C H I N A

67

94

61

56

50

43

27

K S A

56

77

63

53

39

27

18

Q A T A R  ‘ 2 2

15

30

13

7

4

4

1

C A N A D A  ‘ 2 2

47

80

48

31

20

15

4

P H I L L I P I N E S  ‘ 2 2

51

78

67

53

39

31

12

H O N G  K O N G

53

85

70

58

45

38

20

T H A I L A N D

* Grass Fed
Funnels in red were included in 2022 study, but not 2023

FUNNELS: AUSTRALIAN BEEF / *AUSTRALIAN GRASS-FED BEEF (USA)
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Why have you never eaten Australian Beef?: (amongst consumers who claim to never have eaten AU Beef)

KSA UAE

22

18

54

19

4

CHINA INDONESIA MALAYSIA

22

13

54

23

7
7

SOUTH KOREA

23

15

19
42

19

JAPAN QATAR KUWAIT

9

82

9

Pr ice  sens it iv i ty  impacts  the  purchase  of  Austra l ian Beef  in  Indones ia ,  China  and Malays ia .  This  
d i f fers  in  MENA markets ,  and to  an extent  SK  /  Japan,  where  consumers  fee l  unpersuaded to 
break the ir  habit  - predominate ly  see ing  no need to change  f rom their  regular   beef  purchase.

2019 Data: (BBH10B) Why have you never eaten Australian beef? (ALL markets except USA)

9
3 3

2953

17 4

23

72

4 4
8

14

19

68

11

‘Too Expensive’
Price Sensitivity

Unconvinced 
to break habit 



Compet it ive ly ,  NZ  Beef  exper iences  vary ing  leve ls  of  awareness  and consumption across  key  
g lobal  markets  measured – in  a  key  compet it ive  pos it ion vs  AU in  many  key  export  markets .  

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

34

82

56

50

41

33

10

I N D O N E S I A

19

65

37

27

16

11

4

K O R E A

8

72

48

32

18

11

3

J A P A N

30

68

45

36

24

16

5

U A E

40

80

54

37

25

21

9

M A L A Y S I A

41

73

57

40

25

18

8

S I N G A P O R E  ‘ 2 2

14

65

45

36

26

21

4

V I E T N A M

6

31

16

10

7

5

3

U S A *

29

52

38

31

22

15

5

C H I N A

48

83

47

38

25

16

2

K S A

23

51

37

24

15

12

9

Q A T A R  ‘ 2 2

8

31

16

9

5

4

2

C A N A D A  ‘ 2 2

34

81

43

28

18

13

5

P H I L L I P I N E S  ‘ 2 2

18

58

42

30

21

13

5

H O N G  K O N G

18

72

48

40

31

25

9

T H A I L A N D

* Grass Fed
Funnels in red were included in 2022 study, but not 2023

FUNNELS: NEW ZEALAND / *NEW ZEALAND GRASS-FED BEEF (USA)



24

43

33

26

19

13

2

Compet it ive ly ,  Amer ican Beef  a lso exper iences  vary ing  leve ls  of  awareness/consumption across  
key  g lobal  markets  – in  a  key  compet it ive  pos it ion vs  AU in  many  key  export  markets  especia l ly  
Asia  ( JP ,  SK,  VN,  TH,  HK).  US Beef  t ra i ls  AU in  MENA markets

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

41

76

56

46

36

25

3

I N D O N E S I A

76

92

84

74

57

45

29

K O R E A

61

95

88

73

54

42

29

J A P A N

17

47

24

18

12

8

3

U A E

18

47

24

16

12

7

2

M A L A Y S I A

40

64

49

34

18

12

6

S I N G A P O R E  ‘ 2 2

65

86

78

70

58

48

13

V I E T N A M

61

67

56

50

43

36

32

U S A *

C H I N A

15

33

8

7

4

4

3

K S A

29

46

29

20

14

11

9

Q A T A R  ‘ 2 2

54

48

34

22

15

11

4

C A N A D A  ‘ 2 2

53

82

59

41

25

18

4

P H I L L I P I N E S  ‘ 2 2

56

78

69

62

50

42

20

H O N G  K O N G

27

66

47

37

26

21

3

T H A I L A N D

* Grass Fed
Funnels in red were included in 2022 study, but not 2023

FUNNELS: AMERICAN BEEF / *AMERICAN GRASS-FED BEEF (USA)



15

36

18

14

9

5

2

While  not  a  compet itor  to  AU in  most  export  markets ,  Braz i l ian Beef  is  pos it ioned most  s trong ly  
in  MENA markets ,  a l though st i l l  t ra i ls  AU in  awareness  and consumption )

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

40

73

49

35

25

14

5

U A E

6

30

9

6

3

2

0

M A L A Y S I A

14

38

19

13

9

6

4

S I N G A P O R E  ‘ 2 2

6

32

15

12

9

7

1

V I E T N A MC H I N A

61

88

53

38

25

16

2

K S A

39

53

39

31

24

17

12

Q A T A R  ‘ 2 2

18

42

18

12

7

5

1

P H I L L I P I N E S  ‘ 2 2

13

47

25

20

11

9

4

H O N G  K O N G

3

34

14

11

10

8

1

T H A I L A N D

Funnels in red were included in 2022 study, but not 2023

FUNNEL: BRAZILIAN BEEF



D i f f e r e n t  C O O  b e e f s  s t a n d  f o r  s p e c i f i c  t h i n g s  i n  c o n s u m e r s ’  m i n d s - m o s t  o f  t h e m  u n i q u e .  
W h i l e  AU stands  for  access ible  qual i ty  and family  favour ite ,  US is  seen as  cheaper  and versat i le .  
Japan is  s trong ly  l inked to  super ior ity ,  and NZ  has  pos it ive  animal/environme nta l  associat ions .

N E W  Z E A L A N D

U S AA U S T R A L I A

J A PA N

Environmentally 
sustainable

Animal is well 
cared for

Most 
superior

TenderFat is nicely 
marbled 

Convenient to 
purchase

Variety 
of cuts

CheaperConvenient to 
purchase

Consistent 
quality 

How do 
consumers  

perce ive  key  
COO Beefs?

Family 
Favourite

Consistent 
quality 

COO BEEF PERCEPTIONS



There  are  var ious  important ,  d i f ferent iat ing  and ‘unowned’  white  spaces  in  the  key  markets  AU 
Beef  exports  to.  However ,  these  vary  in  the ir  abi l i ty  to  dr ive  consumer  choice  and a  wi l l ingness  
to  pay  more  for .  The  fol lowing  are  opt imal  associat ions  to  bui ld/cont in ue  to  grow per  market :

Indonesia USA KSA UAE China Malaysia S. Korea Japan

Why? 
• Stronger 

impact on 
volume and/or 
premium

• Differentiate 
AU beef or

• Represents 
unowned 
territories

ThailandVietnam

Safe

Family Favourite

Consistent 
Quality

Safe

Consistent 
Quality

Animal is well 
cared for

Safe

Consistent 
Quality

Animal is well 
cared for

Consistent 
Quality

Variety of cuts

Fresh

Halal

Tender

Nutritious

Nutritious

Consistent 
Quality

Safe

Animal is well 
cared for

Consistent 
Quality

Variety of cuts

Family Favourite

Consistent 
Quality

Nutritious

Safe

Fresh

Superior

Genki

Tender

Safe

RECOMMENDED ASSOCIATIONS FOR AU BEEF TO DRIVE:



LAMB

COUNTRY OF 
ORIGIN 



Lamb Country of Origin - Summary

Consumption of COO is impacted by 
market context

• COO awareness levels differ globally, influenced 
by local legislation governing packaging and 
labelling as well as religious concerns governing 
slaughtering techniques such as Halal.

• This is no exception for Australian Lamb, 
particularly where Lamb is a key/prime protein 
due to cultural/religious significance. 

• Lamb however continues to be a niche protein 
across most markets and is consumed most in 
MENA markets. 

Each COO has unique associations What is next for AU lamb?

• Most markets perceive Australian and New Zealand 
lamb similarly which presents an ongoing challenge 
for Australian lamb to differentiate itself from NZ 
and create its own unique positioning. 

• Both stand out as superior COO lambs that 
guarantee consistent quality standards and the 
welfare of animals, and they are both considered as 
tender in terms of the sensory experience. 

• Australian lamb has a strong position in most 
markets while NZ Lamb is a challenger COO, trailing 
Australia, mainly in the MENA countries of UAE and 
Qatar, as well as Indonesia, which is Australia's 
largest market for lamb exports. 

• In terms of brand perceptions and positioning, 
there are some key and 'unclaimed' white spaces in 
the markets where Australian Lamb is exported to. 

• However, they have different roles in influencing 
consumer preference and willingness to pay a 
premium price for them. 

• The main associations to continue to strengthen 
across most  markets are safety, nutritional value 
and superiority.

• Australia has the opportunity to capitalize on its 
strong perceptions of superior quality and 
sustainability, along with strengthening its 
credentials in nutrition in order to elevate 
performance and differentiate itself from New 
Zealand Lamb.

48



(GF3A) Do you know the country of origin of the grass-fed beef you buy? (USA) / (GF3B) Do you know the country of origin of the beef you buy? (OTHER). 
(LBH1A) Do you know the country of origin of the lamb you buy? 

96 93 92 90 90 88 86 82 80 78

49

Vietnam UAE KSA South Korea Thailand Indonesia Japan China Malaysia Hong Kong USA

COO awareness  leve ls  vary  around the  wor ld;  impacted by  local  leg is lat ion re lated to  packag ing/  
label l ing  – and sometimes  by  re l ig ious  factors  re lat ing  to  s laughter ing  processes  such as  Hala l .  

95 93 93 91
82 82 80 74 72

61
47

Vietnam UAE Thailand KSA Hong Kong China Indonesia Malaysia South Korea Japan USA

Islam prevalent market

CLAIMED COUNTRY OF ORIGIN AWARENESS



Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

Austra l ian Lamb exper iences  vary ing  leve ls  of  awareness  and consumption across  key  g lobal  
markets  measured – with a  very  strong  pos it ion in  many  key  export  markets ,  especia l ly  where  
Lamb is  a  key/pr ime prote in.

Islam prevalent market

47

94

77

70

62

55

33

T H A I L A N D

69

95

63

53

43

35

23

I N D O N E S I A

59

91

60

50

35

25

19

M A L A Y S I AU A E

C A N A D A  ‘ 2 2

28

50

23

14

8

6

4

74

91

81

72

59

51

34

U S A

20

56

30

20

12

9

7

C H I N A

40

76

55

45

35

30

20

64

93

47

38

32

29

13

K S A

57

81

65

60

44

38

36

S I N G A P O R E  ‘ 2 2

47

81

52

42

32

24

21

H O N G  K O N G

Q A T A R  ‘ 2 2

54

82

60

44

32

20

16

FUNNELS: AUSTRALIAN LAMB / *AUSTRALIAN GRASS-FED LAMB (USA)



Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

Spontaneous 
awareness

Total Awareness

Ever Eaten

Eat P12M

Eat P3M

Past Month

Most Often

NZ Lamb is  a  key  compet itor ,  with s imi lar  awareness/consumption vs  AU in  USA,  China,  
Thai land and Hong  Kong.  NZ  tra i ls  Austra l ia  in  the  MENA countr ies  of  UAE and KSA,  as  wel l  as  
Indones ia  which is  the  strongest  market  for  AU lamb.  

Islam prevalent market

FUNNELS: NEW ZEALAND / *NEW ZEALAND GRASS-FED LAMB (USA)

T H A I L A N DI N D O N E S I A M A L A Y S I AU A EK S A Q A T A R  ‘ 2 2
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55

32

21

13

8

7

47

64

50

38

19

13

13



A  l a r g e  p r o p o r t i o n  o f  c o n s u m e r s  o f  A U  B e e f / L a m b  a l s o  c o n s u m e  o u r  m a j o r  c o m p e t i t o r s .  
A s  s e e n ,  A U  a n d  N Z  l a m b  s h a r e  s i m i l a r  a s s o c i a t i o n s / p e r c e p t i o n s ,  s o  c r o s s  c o n s u m p t i o n  o f  
A U / N Z  l a m b  i s  h i g h .

22%

15%

21%

62%

5%

31%

39%

42%

11%

35%

65%

USA

Canada

Saudi Arabia

U.A.E.

Jordan

China

Indonesia

Malaysia

Singapore

Hong Kong

Thailand

A U S T R A L I A N  L A M B  
C O N S U M E R S  W H O  

D I D  N O T A L S O  E A T  N Z  
L A M B  I N  P A S T  Y E A R

Figures are amongst buyers of beef/lamb only. In USA & Canada this refers to grass-fed beef only, not total beef. NZ and USA beef are not present in 
every market where Australia operates. 

6%

44%

44%

58%

94%

19%

51%

43%

49%

59%

42%

32%

44%

USA

Canada

Saudi Arabia

U.A.E.

Jordan

China

Indonesia

Malaysia

Singapore

Korea

Japan

Hong Kong

Thailand

A U S T R A L I A N  B E E F  
C O N S U M E R S  W H O  

D I D  N O T A L S O  E A T  N Z  O R  
U S A  B E E F  I N  P A S T  Y E A R

Loyalty is higher in beef 
than lamb – but this 

chart does not include 
local beef or other 

major exporters such as 
Brazil and India. 

Consistent quality standards

Guaranteed safe to eat

Fresh

The meat is usually tender

Is my/my family’s favourite lamb/goat

Is the most superior lamb/goat

Offers a variety of cuts that suit the meals I make

Cheaper

Is easy and convenient to purchase

More nutritious

The animal is well-cared for

The industry is environmentally sustainable

Low in fat

4

1

-2

2

1

1

2

-5

0

0

0

2

-1

4

-2

-3

3

2

5

-1

-5

0

1

0

0

-2

I M A G E  P R O F I L E S  - L A M B
U S A  E X A M P L E  ( 2 0 2 0 )



KSA UAE
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2
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46
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MALAYSIA
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9
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26

3
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1
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8 16
2

21

69

2
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QATAR KUWAIT

WHY HAVE YOU NEVER EATEN AUSTRALIAN LAMB?
L ike  Beef ,  pr ice  sens it iv i ty  is  a  barr ier  to  AU Lamb in  China,  Indones ia  & Malays ia  meanwhi le  i t  i s  
avai labi l i ty  in  USA.  In  MENA,  consumers  fee l  unpersuaded to break  the ir  regular  lamb habit .  

2019 Data: (LBH10) Why have you never eaten Australian lamb

‘Too Expensive’
Price Sensitivity

Availability
/On Shelf

21

11

9
62

17

Unconvinced 
to break habit 

Why have you never eaten Australian Lamb?: (amongst consumers who claim to never have eaten AU Lamb)

(likely impacted by 
labelling legislation)



A U S T R A L I A N E W  Z E A L A N D

How do consumers  
perce ive  key  COO Lamb?

Most 
Superior

Consistent
Quality

Tender
Animal well 

cared for
Most 

Superior
Consistent

Quality

AU and NZ share  s imi lar  prof i les ,  which are  dist inguished by  the ir  super ior  qual i ty ,  tender  cuts  
and emphas is  on animal  welfare .  I t  i s  important  for  AU lamb to di f ferent iate  i tse l f  v is -à-vis  NZ  
lamb and create  i ts  own unique  pos it ion.

Animal well 
cared for

Tender

COO LAMB PERCEPTIONS



There  are  var ious  important ,  d i f ferent iat ing  and ‘unowned’  white  spaces  in  the  key  markets  AU 
Lamb exports  to.  However ,  these  vary  in  the ir  abi l i ty  to  dr ive  consumer  choice  and a  wi l l ingness  
to  pay  more  for .  The  fol lowing  are  opt imal  associat ions  to  bui ld/cont in ue  to  grow per  market :

Indonesia USA UAE China Malaysia

Why? 
• Stronger impact on 

volume and/or 
premium

• Differentiates AU 
lamb vs 
competitors 

• Some represent 
unowned 
territories / white 
space

KSA Thailand

Tender

Superiority

Family Favourite

Superior

Safe

Nutritious

Tender

Variety of cuts

Safe

Variety of cuts

Superior

Family Favourite

Convenient to purchase

Nutritious

Animal is well 
cared for

Safe

Consistent quality

Nutritious

Safe

Nutritious

Tender

RECOMMENDED ASSOCIATIONS FOR AU LAMB TO DRIVE:



HOT TOPICS
Exp lor ing  important  
globa l  them es  and  
top ics  o f  interest



INFLATION
I N F LAT I O N  I S  A  K E Y  CO N CE R N  

G LO BA LLY

• And it is impacting consumer purchasing behaviour globally.

• Globally, consumers are seeing higher prices for red meat as well as 
other foods and beverages, but gas/ petrol and fresh fruits and 
vegetables appear to be more impacted. 

• However, 5 in 10 people do not intend to reduce their intake of 
imported red meat in the coming year, while the rest will use 
budgeting measures.

• The economising behaviours are similar, ranging from changing the 
frequency of purchase to reducing portions or choosing cheaper 
cuts.



VOL1: Which of these types of products have you noticed higher prices recently?
Base: (n= 3404)

54%
51%

48%
46%

43% 43%
41%

39%

35% 34% 33% 32%
30%

28%

4%

Gas/petrol costs Fresh fruit and
vegetables

Household bills Food and drink
prices in your
local grocery

store

Local red meat
(beef/ lamb)

Fast food and
take aways

Imported red
meat (beef/

lamb)

Prices in bars,
restaurants

Personal care
items

Holidays and/or
flights

Clothing Cars Large household
items

Mobile phones None

Global ly,  consumers  are  not ic ing  increase  in  the  pr ice  of  red meats  as  much as  other  food and 
dr inks  at  the  grocery  store ,  but  are  more  l ike ly  to  not ice  the  growing  pr ice  of  gas/  petrol  and 
f resh f ruit  and vegetables

PRODUCTS THAT CONSUMERS NOTICED HIGHER PRICES FOR



VOL1: Which of these types of products have you noticed higher prices recently?
Base: (n= 3404) comprising USA (1039), Saudi Arabia (229), UAE (209), China (261), Hong Kong (291), Japan (244), Korea (179),
Indonesia (231), Malaysia (284), Thailand (254), Vietnam (183).

More consumers  in  Malays ia ,  HK,  Indones ia  and Thai land not ice  h igher  pr ices  for  imported red 
meat .  Japan and South Korea  seem to be  less  impacted 

57%
54%

52% 51%

46%
43% 42%

36%
33%

30%

22%

Malaysia Hong Kong Indonesia Thailand KSA USA UAE Vietnam China Japan South Korea

HAVE YOU NOTICED HIGHER PRICES RECENTLY – IMPORTED MEAT



VOL2: You mentioned you noticed higher prices for imported red meat recently. How has your purchase of imported red meat 
changed considering the higher prices?
Base: (n= 3404) comprising USA (1039), Saudi Arabia (229), UAE (209), China (261), Hong Kong (291), Japan (244), Korea (179),
Indonesia (231), Malaysia (284), Thailand (254), Vietnam (183).

34%

22%

17%

8%

5%

14%

No change. I buy as much as I used to earlier

Buy imported red meat with same frequency, but smaller portions

Buy imported red meat with same frequency and portions, but cheaper options

Buy imported red meat with more frequency and bigger portions, but cheaper options

Buy imported red meat with more frequency, but smaller portions

Only buy imported red meat if there’s a deal/promotion

Change in Imported Meat - Purchase Behaviour

62%

42%

39%

39%

38%

33%

29%

29%

26%

26%

15%

38%

58%

61%

61%

62%

67%

71%

71%

74%

74%

85%

China

UAE

Vietnam

Thailand

Indonesia

USA

KSA

Hong Kong

Japan

Malaysia

South Korea

Change in Purchase Behaviour – by Market

No Change

Changing Behaviour

Between chang ing  f requency,  reducing  port ions  or  opt ing  for  cheaper  cuts ,  2  out  of  3  
consumers  who have  not iced higher  imported red meat  pr ices  are  making  cutbacks .  The  
proport ion of  those  who would change  behaviour  var ies  large ly  between countr ies  

CHANGE IN IMPORTED MEAT PURCHASE BEHAVIOUR



VOL3: Considering the increasing prices for imported red meat, over the next 12 months, how much imported red meat (beef 
or lamb) do you think you’ll be buying? Would you say the amount is…
Base: (n= 8285) comprising USA (2401), Saudi Arabia (500), UAE (500), China (800), Hong Kong (537), Japan (801), Korea (800),
Indonesia (443), Malaysia (500), Thailand (500), Vietnam (503).

39%

56%
49%

43% 40% 39% 36% 35% 32% 31%
21% 18%

47%

28% 38% 54%
50% 52%

45% 46% 56% 58%

44%
60%

14% 16% 12%
2%

10% 9%
19% 19%

12% 11%

35%

22%

Total Malaysia USA Japan South Korea Hong Kong Thailand Indonesia UAE KSA Vietnam China

Less Than Last Year (T2B) Same Amount as Last Year More Than Last Year (T2B)

Around half  of  the  consumers  do not  p lan to  change  the ir  consumption of  imported red meat  
in  the  next  12  months ,  whi le  4  in  10  p lan to  reduce  consumption.  The  reduct ion is  most  
not iceable  in  Malays ia ,  where  most  consumers  not ice  higher  pr ices .

IMPORTED RED MEAT PURCHASE – INTENDED VOLUME OF PURCHASE NEXT 12 MONTHS



SUSTAINABILITY
S U STA I N A B I L I T Y  I S  B ECO M I N G  PA RT O F  T H E  

CO N V E RSAT I O N
• H o w e v e r,  c o n s u m e r s  h a v e  y e t  t o  t a k e  a c t i o n .

• ' A c t i v e s '  a r e  p r i m a r i l y  m o t i v a t e d  b y  t h e i r  
p r i n c i p l e s  a n d  a r e  m o r e  l i k e l y  t o  s u p p o r t  
b u s i n e s s e s  w h o  a r e  f o c u s i n g  t h e i r  e f f o r t s  o n  
a d d r e s s i n g  s u s t a i n a b i l i t y  c h a l l e n g e s .

• G l o b a l l y ,  4  i n  1 0  r e d  m e a t  c o n s u m e r s  a r e  
' A c t i v e s ' * ,  a l t h o u g h  t h i s  v a r i e s  b y  c o u n t r y  –  K S A  
i s  t h e  l e a s t  c o n c e r n e d  a b o u t  s u s t a i n a b i l i t y .

• T h e  t o p  f i v e  s u s t a i n a b i l i t y  c o n c e r n s  a r e  r e l a t e d  
t o  w a t e r  a n d  a i r  p o l l u t i o n .

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



Kantar ’s  g lobal  foundat ional  study  segmentat ion c lass i f ies  people  according  to  the ir  
leve l  of  engagement  across  susta inabi l i ty  issues into 4  groups

How we define our sustainability segments

Actives

Believers

Considerers

Dismissers

1 I actively seek out companies and brands that offer ways to offset their impact 

on the environment (e.g. planting trees, etc)

2 I feel that I can make a difference to the world around me through the choices 

I make and the actions I take

3 I have stopped buying certain products/services because of their impact on 

the environment or society

4 I am prepared to invest my time and money to support companies that try to 

do good 

5 Buying sustainable products or choosing environmentally and socially 

conscious services shows others who I am and what I believe in 



The Actives are much more 

likely to believe that they can 

make a real difference

through their actions and think 

they are personally affected by 

social and environmental 

issues. 

Their actions match their 

values, they want to do more, 

and they are willing to invest 

their time and money to support 

companies that try to do good 

like offsetting their impact

Believers are heavily 

influenced by social factors, 

thinking their choices show 

others who they are and what 

they believe in.

Similar to the Actives, this 

group believe they can make 

a difference. 

However, their actions don’t 

match their beliefs – they 

aren’t seeking out brands that 

offset their impact, and haven’t 

stopped using brands because 

of their impact on the 

environment or society. 

Considerers are on the fence 

about if they can 

make a difference

through their choices.

They have taken action to try to 

make a difference – they have 

stopped buying certain 

products/services because of 

their impact on the environment 

or society.

Dismissers are 

characterised by their apathy 

to all things sustainable.

Whilst some Dismissers do 

engage on the basics, want to 

do more, and try to buy 

products packaged more 

sustainably, they aren’t 

interested in investing their time 

or money to actually change 

their behaviours.

Actives BelieversConsiderers Dismissers

Act ives  are  more  dr iven by  the ir  va lues  around susta inabi l i ty  whi lst  Be l ievers  are  more  
dr iven by  socia l  factors



SUS_SEG: Now we’d like to ask you some questions about your values regarding sustainability and the environment.
Please tell us how much you agree or disagree with each statement.
Base: (n= 8285) comprising USA (2401), Saudi Arabia (500), UAE (500), China (800), Hong Kong (537), Japan (801), Korea (800),
Indonesia (443), Malaysia (500), Thailand (500), Vietnam (503).

37%

56%

39%

56%

40%
34%

41%
37%

28%

39%
31% 29%

26%

19%

28%

13%

33%

33%
25%

21% 42% 17%
29%

13%

19%

19%

21% 19% 12%
18% 20%

26%

13%

24%
20%

10%

18%

6%
12% 13%

15% 15% 15% 16% 16% 19% 20%

48%

Total Vietnam South Korea Indonesia UAE Hong Kong Thailand China Japan Malaysia USA KSA

Actives Considerers Believers Dismissers

Size  of  susta inabi l i ty  segments  vary  great ly  between countr ies  depending  on cultures  and 
att itudes.  KSA is  unique  in  having  a lmost  half  of  the  populat ion as  Dismissers of  susta inabi l i ty  
while  Japan has  most  consumers  on the  fence  and ‘Cons iderers ’

SUSTAINABILITY SEGMENTS – BY MARKET



59 56 53 53 50 50 49 49 49 48 48

Lack of clean, safe water Air pollution Water pollution Poor sanitation leading to
illness and disease

Ocean plastic and micro-
plastics pollution

Animal cruelty Carbon and Greenhouse gas
emissions

Lack of access to healthcare
and vaccinations

Poverty and hunger Overuse of pesticides and
chemical fertilisers

Use of added hormones or
antibiotics in animals

47 45 44 44 44 44 43 43 42 39
32

Inhumane processing of
animals

Deforestation, illegal
logging, farming/agriculture,

crops

Loss of biodiversity on land
and in the oceans

Lack of access to affordable,
clean energy

Lack of access to education Animal welfare Over-consumption and
waste

Animal testing Over-packaging, non-
recyclable packaging and

landfill

Excessive use of water for
farming and livestock

production

Mass migration /
immigration

Base: Total (8285)
SUS2. Please drag each of the following sustainability issues onto the scale to show how important they are to you. You can 
place more than one issue in each box or leave a box empty. Please place all issues on the scale before continuing. Scale (7pt): 
Not at all important to me → Very important to me. 

I ssues  of  susta inabi l i ty  vary  across  markets ,  but  environmental  issues  are  more  f ront  of  mind.  
Water  and Air  pol lut ion and poor  sanitat ion are  top concerns

SUSTAINABILITY ISSUES THAT ARE IMPORTANT TO CONSUMERS – RANKED BY T2B% AGREE



55 54 53 53 50 50 48 48 47 47 45

Use of added hormones or
antibiotics in animals

Animal cruelty Animal welfare Inhumane processing of
animals

Lack of clean, safe water Animal testing Overuse of pesticides and
chemical fertilisers

Poor sanitation leading to
illness and disease

Water pollution Excessive use of water for
farming and livestock

production

Air pollution

44 43 41 41 40 39 38 38 37 34
29

Carbon and Greenhouse gas
emissions

Loss of biodiversity on land
and in the oceans

Over-packaging, non-
recyclable packaging and

landfill

Deforestation, illegal
logging, farming/agriculture,

crops

Ocean plastic and micro-
plastics pollution

Lack of access to healthcare
and vaccinations

Lack of access to affordable,
clean energy

Poverty and hunger Over-consumption and
waste

Lack of access to education Mass migration /
immigration

+10 +4 +16 +8 -4 +13 +3 -5 -6 +10 -9Rank Chg
vs Total

Base: Total (8285)
SUS3. How important it is that the red-meat industry take action to support sustainability issues

Consumers  be l ieve  that  the  Red Meat  Industry  must  support  l ivestock  and animal  welfare  with  
added hormones  and ant ib iot ics  be ing  the  #1  pr ior ity,  fo l lowed by  l ivestock  t reatment  and use  
of  resources  dur ing  the  farming  process .

IMPORTANT FOR THE RED-MEAT INDUSTRY TO TAKE ACTION TO SUPPORT SUSTAINABILITY ISSUES



• G l o b a l l y,  t r u s t  i n  C O O  b e e f  v a r i e s ,  w i t h  J a p a n e s e  b e e f  
l e a d i n g  t h e  p a c k ,  f o l l o w e d  b y  l o c a l  b e e f.

• A u s t r a l i a n  b e e f  i s  t h e  s e c o n d  m o s t  t r u s t e d  i m p o r t e d  b e e f  
a n d  i s  o n  a  p a r  w i t h  l o c a l  p r o d u c e ,  w h i c h  n o r m a l l y  t a k e s  t h e  
l e a d  d u e  t o  i t s  p e r c e i v e d  f r e s h n e s s .

• A s  i n  p r e v i o u s  y e a r s ,  8  i n  1 0  c u s t o m e r s  t r u s t  A u s t r a l i a n  b e e f,  
h o w e v e r  t r u s t  i s  l o w e r  i n  J a p a n ,  t h e  U S ,  a n d  S o u t h  K o r e a ,  
w h e r e  l o c a l  b e e f  i s  p a r t i c u l a r l y  s t r o n g .

• A n d  t h e  s t o r y  i s  s i m i l a r  f o r  L a m b ,  w h e r e  L o c a l  l a m b  l e a d s  
t h e  w a y,  f o l l o w e d  b y  A u s t r a l i a n  a n d  N e w  Z e a l a n d  l a m b  -  a l l  
o f  w h i c h  h a v e  t h e  s a m e  l e v e l  o f  t r u s t .

• T h i s  h i g h l i g h t s  h o w  k e y  i t  i s  f o r  A u s t r a l i a n  L a m b  t o  l e v e r a g e  
i t s  q u a l i t y  a n d  s a f e t y  c r e d e n t i a l s ,  a s  w e l l  a s  b o o s t  i t s  
n a t u r a l  p e r c e p t i o n ,  i n  o r d e r  t o  s t a n d  o u t  a n d  d i f f e r e n t i a t e  
f r o m  N e w  Z e a l a n d .  

TRUST



TRUST:  COOs tend to  c luster  into d i f ferent  t iers  /  leve ls  of  t rust ,  lead by  Japanese  Beef,  
fo l lowed by  t rust  in  loca l  product .  Next  comes  imported brands  lead by  Austra l ian Beef  
demonstrat ing  the  strong  reputat ion of  imported Austra l ian Beef.

6.1
5.8 5.6 5.5 5.4 5.3 5.3 5.2 5.2 5.2 5.2 5.2 5.2 5.1 5 5 4.9 4.9 4.8 4.7

G l o b a l  A v e r a g e  -  Tr u s t  M e a n  S c o r e
( A l l  m a r k e t s )

BTR2B. How trustworthy is the imported beef from these countries – 7 Point scale. ‘Grass Fed’ COOs tested in USA only. Base: Japan (n=776); Korea (774); Vietnam 
(447); USA (n=437); UAE (n=234); Indonesia (231); Thailand (227); Malaysia (227); KSA (n=199); China (197). COOs: Japanese Beef (752), Local (1824), Local GF (798), 
Australian GF (437), Canadian GF (362), Argentinian (181), New Zealand GF (420), Australian (3312), Brazilian (584), Pakistani (291), Uruguayan GF (174), Irish GF (230), 
New Zealand (2470), Mexican GF (286), Uruguayan (39* Caution Low Base), Indian Buffalo (633), South African (197), Ethiopian (50), American (2807), Canadian (1102)



BTR2B. How trustworthy is the imported beef from these countries – 7 Point scale
Base: Japan (n=776); Korea (774); Vietnam (447); USA (n=437); UAE (n=234); Indonesia (231); Thailand (227); Malaysia (227); 
KSA (n=199); China (197)

Tr u s t w o r t h y  –  A U  B e e f
( A l l  m a r k e t s )

T R U ST  ( AU  B E E F ) :  
H ig h  le ve l  o f  t r u st  e sta b l i s h e d  in  A u st ra l ia n  B e e f  a c ro s s  m a r ke t s ,  h o we ve r  t h i s  te n d s  to  b e  lo we r  
in  t h e  m o re  e sta b l i s h e d  d e ve lo p e d  m a r ke t s  s u c h  a s  J a p a n ,  U SA  a n d  Ko re a  w h e re  lo c a l  p ro d u c t  i s  
st ro n g

1 0
6 4 1 1 3 4

10
0

53 4

6 6
6

13 11 9

21

18

35

16

97 95
93 92 90

87 86 85

75
72

55

80

Indonesia Thailand KSA Malaysia Vietnam Hong
Kong

China UAE South
Korea

USA Japan Global avg

Top 3 Box (5 + 6 + 7
Very trustworthy)

4 - Neutral

Bottom 3 Box (1
Not very
trustworthy + 2 + 3)



IMGB. Associate with each of the different countries for imported beef (Australian Beef) 
Base: Japan (n=776); Korea (774); Vietnam (447); USA (n=437); UAE (n=234); Indonesia (231); Thailand (227); Malaysia (227); 
KSA (n=199); China (197)

Japan Korea Vietnam Thailand Malaysia Indonesia China UAE KSA USA

Tastes great
High Quality 
Beef/Lamb

Tastes great
Is grown with the 
highest standards 

at every step

Has consistent 
quality standards

Has transparency 
in all steps of 
production

Tastes great Tastes great
Comes from the 
perfect place to 

produce beef
Tastes great

Has consistent 
quality standards

Better for my 
health

Has transparency 
in all steps of 
production

Does not use 
antibiotics or 

hormones when 
grown/produced

Has transparency 
in all steps of 
production

Can be clearly 
traced to its 

origin

Has transparency 
in all steps of 
production

Better for my 
health

Tastes great
Has consistent 

quality standards

High Quality 
Beef/Lamb

Comes from the 
perfect place to 

produce beef

Better for my 
health

Is processed to 
the highest 
standards

Comes from the 
perfect place to 

produce beef

Has consistent 
quality standards

Is processed to 
the highest 
standards

Is processed to 
the highest 
standards

High Quality 
Beef/Lamb

Is processed to the 
highest standards

Better for my 
health

Is grown with the 
highest standards 

at every step

Is something I 
see others eating

Ethically and 
humanely 
produced

Can be clearly 
traced to its 

origin

Ethically and 
humanely 
produced

Is something I 
see others eating

Has transparency 
in all steps of 
production

Can be clearly 
traced to its 

origin

Does not use 
antibiotics or 

hormones when 
grown/produced

Is processed to 
the highest 
standards

Has consistent 
quality standards

Is grown with the 
highest standards 

at every step

Has transparency 
in all steps of 
production

Is processed to 
the highest 
standards

Is grown with the 
highest standards 

at every step

High Quality 
Beef/Lamb

Has consistent 
quality standards

Has consistent 
quality standards

Comes from the 
perfect place to 

produce beef

Tr u s t  i m a g e r y  –  To p  5  Tr u s t  I m a g e  s t a t e m e n t s  C o r r e l a t e d  w i t h  Tr u s t  o f  A U  B e e f
( A l l  m a r k e t s )

Quality Process Provenance
Traceability & 

Transparency
Taste/Health Social

W H AT  A R E  T H E  A S S O CI AT I O N S  W I T H  T R U ST  F O R  AU  B E E F  I N  EACH  M A R K E T:  
F u n c t io n a l  p ro o f  p o int s  o f  g re at  ta ste  a n d  h e a l t hy  a re  im p o r ta nt  in  b u i ld in g  Tr u st .  Tra c e a b i l i t y  
a n d  t ra n s p a re n c y  in  p ro c e s s  m atte r  m o re  in  S EA  a n d  M E N A .   



IMGB. Associate with each of the different countries for imported beef (Australian Beef) 

Vietnam Qatar Singapore Philippines Canada

Has consistent quality standards
Is grown with the highest 
standards at every step

Is processed under the highest 
standards

Has consistent quality standards
Comes from the perfect place to 

produce beef

Comes from the perfect place to 
produce beef

Has consistent quality standards Has consistent quality standards Is grown with the highest 
standards at every step

Is processed under the highest 
standards

Better for my health Ethically and humanely produced
Comes from the perfect place to 

produce beef
Is processed under the highest 

standards
High quality beef

Is grown with the highest 
standards at every step

Has transparency in all the steps of 
the production process

Is grown with the highest 
standards at every step

Better for my health Better for my health

Does not use antibiotics or 
hormones when grown/produced

Tastes great                            High quality beef High quality beef Has consistent quality standards

Tr u s t  i m a g e r y  –  To p  5  Tr u s t  I m a g e  s t a t e m e n t s  C o r r e l a t e d  w i t h  Tr u s t  o f  A U  B e e f
( n o n -  c o r e  m a r k e t s  2 0 2 2 )

Quality Process Provenance
Traceability & 

Transparency
Taste/Health Social

W H AT  A R E  T H E  A S S O CI AT I O N S  W I T H  T R U ST  F O R  AU  B E E F  I N  EACH  M A R K E T:  
Q u a l i t y  a n d  p ro c e s s  s ta n d a rd s  a re  a l s o  im p o r ta nt  a lo n g  w i t h  f u n c t io n a l  a s p e c t s  o f  ta ste  a n d  
h e a l t hy



IMGB. Associate with each of the different countries for imported beef (USA) 
Base: Japan (766); Korea (769); Vietnam (457); USA (798); UAE (118); Indonesia (160); Thailand (191); Malaysia (119); KSA
(102); China (125)

Japan Korea Vietnam Thailand Malaysia Indonesia China UAE KSA USA

Tastes great
High Quality 
Beef/Lamb

Tastes great
Has consistent 

quality standards
Has consistent 

quality standards

Has transparency 
in all steps of 
production

Is processed to 
the highest 
standards

Has transparency 
in all steps of 
production

Has consistent 
quality standards

Can be clearly traced 
to its origin

Has consistent 
quality standards

Tastes great
High Quality 
Beef/Lamb

Is processed to 
the highest 
standards

Is processed to 
the highest 
standards

Can be clearly 
traced to its 

origin

High Quality 
Beef/Lamb

Can be clearly 
traced to its 

origin

Is something I 
see others eating

Is grown with the 
highest standards at 

every step

High Quality 
Beef/Lamb

Is grown with the 
highest standards 

at every step

Better for my 
health

Has transparency 
in all steps of 
production

Is something I 
see others eating

Has a long stable 
shelf life

Can be clearly 
traced to its 

origin

Has consistent 
quality standards

Has transparency 
in all steps of 
production

High Quality 
Beef/Lamb

Is processed to 
the highest 
standards

Has consistent 
quality standards

Ethically and 
humanely 
produced

Has a long stable 
shelf life

Is grown with the 
highest standards 

at every step

Comes from the 
perfect place to 

produce beef

Better for my 
health

Is grown with the 
highest standards 

at every step

Can be clearly 
traced to its 

origin

Is processed to the 
highest standards

Has a long stable 
shelf life

Is processed to 
the highest 
standards

Does not use 
antibiotics or 

hormones when 
grown/produced

Comes from the 
perfect place to 

produce beef

Has a long stable 
shelf life

Ethically and 
humanely 
produced

Has consistent 
quality standards

Tastes great
Ethically and 

humanely 
produced

Has consistent 
quality standards

Tr u s t  i m a g e r y  –  To p  5  Tr u s t  I m a g e  s t a t e m e n t s  C o r r e l a t e d  w i t h  Tr u s t  o f  U S A  B e e f
( A l l  m a r k e t s )

Quality Process Provenance
Traceability & 

Transparency
Taste/Health Social

W H AT  A R E  T H E  A S S O CI AT I O N S  W I T H  T R U ST  F O R  U SA  B E E F  I N  EACH  M A R K E T:  
U SA  b e e f  h a s  s im i la r  d r ive rs  o f  Tr u st ,  q u a l i t y  s ta n d a rd s  im p o r ta nt  e ve r y w h e re ,  w i t h  f u n c t io n a l  
p ro o f  p o int s  s u p p o r te d  b y  p ro c e s s  s ta n d a rd s  in  m o re  d e ve lo p e d  m a r ke t s ,  a n d  t ra c e a b i l i t y  a n d  
t ra n s p a re n c y  p lay in g  a  ro le  in  M E N A  a n d  S EA .



TRUST:  COOs tend to c luster  into di f ferent  t iers  /  leve ls  of  t rust  lead by  Local ,  very  c losed 
fol lowed by  AU and NZ.  This  demonstrates  the  strong ,  and typica l ly  equivalent ,  reputat ion 
of  AU/NZ Lamb;  emphas is ing  the  importance  to  di f ferent iate  on other  factors  beyond trust .   

6.0
5.8 5.8

5.6 5.5 5.5 5.4 5.4 5.3 5.3 5.2 5.1 5 4.9 4.8 4.8
4.6

G l o b a l  A v e r a g e  -  Tr u s t  M e a n  S c o r e
( A l l  m a r k e t s )

BTR2L. How trustworthy is the imported lamb from these countries – 7 Point scale. Base: Thailand (223), Indonesia (253), UAE (242), KSA (251), Malaysia (241), USA 
(1079), China (400). COOs: Australian (1955), New Zealand (1833), Uruguayan (243), Icelandic (292), Indian (303), Somali (220), Welsh (123), Sudanese (324), Pakistani 
(211), Syrian (132), Ethiopian (67), Georgian (52), Romanian (67), Chilean (291), Local (2089).



BTR2B. How trustworthy is the imported beef from these countries – 7 Point scale
Base: Thailand (223), Indonesia (253), UAE (242), KSA (251), Malaysia (241), USA (1079), China (400)

Tr u s t w o r t h y  –  A U  L a m b
( A l l  m a r k e t s )

TRUST:  
Austra l ian Lamb has  establ ished t rust  amongst  a  c lear  major ity  of  imported red-meat  
eaters  in  a l l  markets .

1 1 2 2 5 1 3 7 33 3
6 8

7 12 11
13

9

96 96 92 91 88 88 86
81

88

Indonesia Thailand Malaysia China UAE Hong Kong KSA USA Total

Top 3 Box (5 + 6 + 7  Very
trustworthy)
4 - Neutral

Bottom 3 Box (1  Not very
trustworthy + 2 + 3)



IMGB. Associate with each of the different countries for imported beef (Australian Beef) 
Base: Japan (n=776); Korea (774); Vietnam (447); USA (n=437); UAE (n=234); Indonesia (231); Thailand (227); Malaysia (227); 
KSA (n=199); China (197)

Thailand Malaysia Indonesia China UAE KSA USA

Ethically and humanely 
produced

Comes from the perfect 
place to produce lamb

Better for my health
Has transparency in all 

steps of production

Is grown with the 
highest standards at 

every step
Tastes great

Has consistent quality 
standards

Comes from the perfect 
place to produce lamb

Is processed to the 
highest standards

Is something I see others 
eating

Better for my health Better for my health
Is something I see others 

eating
Is processed to the highest 

standards

Does not use antibiotics 
or hormones when 
grown/produced

High Quality Beef/Lamb
Can be clearly traced to 

its origin
Comes from the perfect 
place to produce lamb

Has a long stable shelf 
life

Does not use antibiotics or 
hormones when 
grown/produced

Comes from the perfect 
place to produce lamb

Tastes great
Is grown with the highest 
standards at every step

Does not use antibiotics 
or hormones when 
grown/produced

Is grown with the highest 
standards at every step

Tastes great
Has consistent quality 

standards
Can be clearly traced to its 

origin

Is processed to the 
highest standards

Has consistent quality 
standards

Ethically and humanely 
produced

Ethically and humanely 
produced

High Quality Beef/Lamb Better for my health High Quality Beef/Lamb

Tr u s t  i m a g e r y  –  To p  5  Tr u s t  I m a g e  s t a t e m e n t s  C o r r e l a t e d  w i t h  Tr u s t  o f  A U  L a m b
( A l l  l a m b  m a r k e t s )

Quality Process Provenance
Traceability & 

Transparency
Taste/Health Social

W H AT  A R E  T H E  A S S O CI AT I O N S  W I T H  T R U ST  F O R  AU  L A M B  I N  EACH  M A R K E T:  
E sta b l i s h e d  M E N A  la m b  m a r ke t s  s e e k in g  a  c o m b in at io n  o f  f u n c t io n a l  p ro o f  in  ta ste ,  a c c o m p a n ie d  
b y  q u a l i t y  a n d  p ro c e s s  s ta n d a rd s .  P ro ve n a n c e  o f  A u st ra l ia  a s  t h e  p e r fe c t  p la c e  to  p ro d u c e  la m b  i s  
im p o r ta nt  in  S EA  m a r ke t s .  



IMGB. Associate with each of the different countries for imported beef (Australian Beef) 
Base: Japan (n=776); Korea (774); Vietnam (447); USA (n=437); UAE (n=234); Indonesia (231); Thailand (227); Malaysia (227); 
KSA (n=199); China (197)

Thailand Malaysia Indonesia China UAE KSA USA

Ethically and humanely 
produced

Is processed to the 
highest standards

Has consistent quality 
standards

Is something I see others 
eating

High Quality Beef/Lamb
Has consistent quality 

standards
Is processed to the highest 

standards

Does not use antibiotics 
or hormones when 
grown/produced

Ethically and humanely 
produced

Has transparency in all 
steps of production

Ethically and humanely 
produced

Better for my health
Is something I see others 

eating
Has consistent quality 

standards

Has a long stable shelf 
life

Has consistent quality 
standards

High Quality Beef/Lamb
Is processed to the 
highest standards

Tastes great
Comes from the perfect 
place to produce beef

High Quality Beef/Lamb

Can be clearly traced to 
its origin

Does not use antibiotics 
or hormones when 
grown/produced

Has a long stable shelf 
life

Is grown with the highest 
standards at every step

Can be clearly traced to 
its origin

Ethically and humanely 
produced

Comes from the perfect 
place to produce beef

Has consistent quality 
standards

Has transparency in all 
steps of production

Tastes great
Comes from the perfect 
place to produce beef

Is grown with the 
highest standards at 

every step
Better for my health

Ethically and humanely 
produced

Tr u s t  i m a g e r y  –  To p  5  Tr u s t  I m a g e  s t a t e m e n t s  C o r r e l a t e d  w i t h  Tr u s t  o f  N Z  L a m b
( A l l  l a m b  m a r k e t s )

Quality Process Provenance
Traceability & 

Transparency
Taste/Health Social

W H AT  A R E  T H E  A S S O CI AT I O N S  W I T H  T R U ST  F O R  N Z  L A M B  I N  EACH  M A R K E T:  
P ro c e s s  s ta n d a rd s ,  in  p a r t i c u la r  e t h ic a l  p ro d u c t io n ,  a re  a  fe at u re  o f  t r u st  fo r  N Z  la m b  in  m o st  
m a r ke t s ,  a lo n g  w i t h  c o n s i ste nt  q u a l i t y  s ta n d a rd s .  



LAB GROWN 
MEAT

LOW  FA M I L I A R I T Y  L I N K I N G  W I T H  LOW  A P P EA L  
A N D  L I K E L I H O O D  TO  T RY  ( 2 0 1 8 )  

• C u r r e n t l y,  t h e r e  a r e  v e r y  l o w  l e v e l s  o f  
c o n s u m e r s  t h a t  a r e  c o n f i d e n t / f a m i l i a r  w i t h  t h e  
c o n c e p t  o f  L a b  G r o w n  M e a t  

• A s  s u c h ,  c u r r e n t l y  t h e r e  i s  l o w  a p p e a l  f o r  t h e  
p r o d u c t  a n d  a l s o  l i k e l i h o o d  t o  t r i a l  

• C o n s u m e r s  a r e  s c e p t i c a l  o f  l a b  m e a t ’s  u n -
n a t u r a l n e s s  a n d  c o n c e r n e d  a b o u t  i t s  h e a l t h  a n d  
s a f e t y .  T h e y ’ l l  n e e d  t o  b e  c o n v i n c e d  i t  t a s t e s  
g o o d ,  a n d  a r e  l a r g e l y  u n a w a r e  o f  i t s  c l a i m e d  
s u s t a i n a b i l i t y  s u p e r i o r i t y .



3%

12%

35%

51%

Yes, and I know a lot about it

Yes, and I know a little about it

Yes, I've heard of it before, but don't know much about it

No

13%

20%
41%

Net Appeal (T2B)

Neither appealing nor unappealing

Net Unappeal (B2B)

27%

31%

42%

Net Likely (T2B)

May or may not try

Net Unlikely (B2B)

LAB GROWN MEAT:
Just  under  50% of  consumers  have  heard of  Lab Grown Meat ,  however ,  there  is  low appeal  for  the  
product  and a lso l ike l ihood to t r ia l .

AWARENESS: LIKELIHOOD TO TRY:

2018 Data: USA, KSA, UAE, China, Indonesia, Malaysia, South Korea, Japan, UK, Chile, Hong Kong, Mexico and Thailand
(N6) Before today have you ever heard of meat, e.g. Beef that has been scientifically produced from a culture in a laboratory?
(N7) How appealing is the idea of scientifically developing meat (such as beef) from a culture in a laboratory, as an alternative to 
replace the meat from animals that people consume today?
(N8) How likely would you be to try this scientifically-produced meat?

APPEAL:



ASSOCIATIONS WITH SCIENTIFICALLY PRODUCED MEAT AUSTRALIA COMPARED TO THE  WORLD
Co n s u m e rs  a re  s c e p t ic a l  o f  la b  m e at ’s  u n - n at u ra ln e s s  a n d  c o n c e r n e d  a b o u t  i t s  h e a l t h  a n d  s a fe t y.  T h ey ’ l l  
n e e d  to  b e  c o nv in c e d  i t  ta ste s  go o d ,  a n d  a re  la rge ly  u n awa re  o f  i t s  c la im e d  s u sta in a b i l i t y  s u p e r io r i t y.
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5

6

12
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24
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21
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43

24

43

7

7

8

14

10

11

15

22

17

21

17

23

20

23

20

26

28

31

36

38

52

32

44

42

48

20

44

23

22

28

27

25

26

28

12

17

13

12

12

10

10

8

48

35

32

25

23

11

11

5

5

4

3

4

3

3

0 10 20 30 40 50 60 70 80 90 100

Sounds artificial

Unknown future health problems

Would use unknown additives

Sounds unhealthy

There are more food safety risks

Would be environmentally sustainable

Is worse for the environment

Sounds safe to eat

Would be good quality

Would be tender

Would have a great taste

Willing to pay a bit more

Would be better for my health

Sounds natural

Strongly disagree Slightly disagree Neither agree or disagree Slightly agree Strongly agree

T2B %

70

63

57

50

49

39

23

22

18

16

15

14

13

11

QN9. We want to understand what you think about the idea of scientifically developing meat (such as beef) from a culture in a laboratory as an 
alternative to replace the beef from cattle people consume today. How much do you agree or disagree with these statements? Base: (n=475)
Global Average excludes Australia. Base: (n= 8943) comprising USA (2520), Mexico (438), Chile (417), UK (522), Saudi Arabia (387), UAE (448), China 
(801), Hong Kong (430), Japan (832), Korea (837), Indonesia (457), Malaysia (426), Thailand (428).  

Global Average 
T2B%

63

53

51

44

43

40

28

27

29

28

24

25

23

21



PLANT BASED 
MEAT

P O S I T I O N E D  D I F F E R E N T LY  TO  M EAT  
– A N D  CU R R E N T LY  K N OW N  F O R  

LOW  D R I V E RS  OF  CHOI CE
• M o s t  c o n s u m e r s  c l a i m  t o  h a v e  h e a r d  o f  P B M

b e f o r e ;  1 / 3  c l a i m  t r i a l  – t y p i c a l l y  s k e w i n g  y o u n g e r.  
• L o w / v a r y i n g  p e n e t r a t i o n  ( f o o d  s e r v i c e / i n  s t o r e )  

s u g g e s t  t h e r e  i s  l i k e l y  s o m e  m i s a t t r i b u t i o n .
• ¼  o f  c o n s u m e r s  o u t r i g h t  r e j e c t  P B M – t h e  

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

• G l o b a l l y,  c o n s u m e r s  s e e  P B M a s  h e a l t h y,  g o o d  f o r  
t h e  e n v i r o n m e n t  a n d  s a f e .  A s s o c i a t i o n s  o f  t a s t e  &   
w o r t h  p a y i n g  m o r e  a r e  m u c h  l o w e r  – p o s i t i o n i n g  
P B M i n  c o n t r a s t  t o  r e g u l a r  m e a t s .

• D e s p i t e  s o m e  p o s i t i v e  a s s o c i a t i o n s ,  P B M s e e s  
b a r r i e r s  t o  g r o w t h  i n c l u d i n g  a  t a s t e  p r e f e r e n c e  f o r  
m e a t ,  h i g h  p r i c e  a n d  l o w  a v a i l a b i l i t y  a n d  
f a m i l i a r i t y  ( b e n e f i t s ,  i n g r e d i e n t s ) .  T h e s e  t h e m e s  
o f  r e m a i n  c o n s i s t e n t  f o r  n o n - t r i a l i s t s  a l o n g  w i t h  
g r e a t e r  u n f a m i l i a r i t y .  I n n o v a t i o n  t o  i m p r o v e  t a s t e ,  
s c a l e  t o  r e d u c e  p r i c e ,  i n c r e a s e d  a v a i l a b i l i t y  &  
e d u c a t i o n  c a n  a i d  P B M g r o w t h .



AM2: Have you ever heard about ‘plant based’ meat before today? 
AM3: Have you ever purchased a ‘plant based’ meat product before today?
AM4: What type/format of plant based meat have you purchased?
AM5: Would you purchase these products again? 
AM9: How often do you buy plant based meat products? Base: 

H E A R D  A B O U T  ‘ P L A N T  
B A S E D ’  M E AT:

71%
Y E S

H A V E  E V E R  P U R C H A S E D  
‘ P L A N T  B A S E D ’  M E AT:

( b a s e d  o n  t o t a l )  

35%
Y E S

72

46

35

10

4

Sausage

Burger patty

Mince

Schnitzel

Other

T Y P E / F O R M AT  E V E R  P U R C H A S E D  ( A M O N G S T  P U R C H A S E R S )

17

19

34

19

4
6 1

Every week or more often

Every fortnight

At least once a month

Every 6 months

Once a year

Less than once a year

Never

F R E Q U E N C Y  O F  P U R C H A S E  ( A M O N G S T  P U R C H A S E R S  O P E N  T O  R E P U R C H A S E )

Most  consumers  c la im to have  heard of  p lant  based meat  before ,  with  1  in  3  c la iming  to  
tr ia l led – typica l ly  skewing  to younger  famil ies .  However ,  with low/vary ing  penetrat ion 
( food service/in  s tore)  there  is  l ike ly  an e lement  of  misattr ibut ion involved.

83

78

73

69

55

31

USA

Indonesia

South Korea

Malaysia

Japan

UAE

44

56

21

36

16

19

USA

Indonesia

South Korea

Malaysia

Japan

UAE

6 7 %

8 3 %

H i g h e s t : 7 4 % L o w e s t : 2 8 %

1 6 %

4 1 %

2 9 % 4 %

D r i v e n  b y :

F o r m a t  v a r i e s  b y  m a r k e t  i n  l i n e  w i t h  l o c a l  t a s t e / c u i s i n e  e . g .  U S A  d r i v i n g  b u r g e r  p a t t i e s .

O n c e  p e r  m o n t h  i s  m o s t  
c o m m o n  f r e q u e n c y  a c r o s s  a l l  
m a r k e t s  m e a s u r e d  – w i t h  
I s l a m i c  p r e v a l e n t  m a r k e t s  
I n d o n e s i a / U A E  s e e i n g  s l i g h t l y  
h i g h e r  f r e q u e n c y  o v e r a l l



(AM6) If you were shopping for protein/meat, how likely would you be to consider choosing a plant based meat
Base: Total Sample (irrespective of awareness/trial)

Close  to  a  ¼ of  consumers  outr ight  re ject  PBM when shopping  for  prote ins/meats  – with the  
remainder  somewhat  open.  Cons iderat ion is  general ly  h igher  in  I s lamic  prevalent  markets .

66

51

45

40

40

35

17

Indonesia

Malaysia

UAE

USA

GLOBAL AVERAGE

South Korea

Japan

S E R I O U S LY  C O N S I D E R  
( To t a l  T 2 B ) :

O U T R I G H T  R E J E C T I O N  
( To t a l  B 1 B ) :

4

10

27

26

23

27

33

Indonesia

Malaysia

UAE

USA

GLOBAL AVERAGE

South Korea

Japan

9% 31% 37% 23%

It would be my first choice
I would seriously consider it

L I K E LY  T O  C O N S I D E R  C H O O S I N G  
P L A N T  B A S E D  M E AT  ( G L O B A L  A V G )

Islam prevalent market



A S S O C I AT I O N S  TO  P L A N T  B A S E D  M EAT S

GLOBAL USA UAE Indonesia Malaysia South Korea Japan

Top 3 Associations 

to Plant Based 

Meats

Good for the 

environment

Good for the 

environment
Safe Tender

Good for the 

environment

Good for the 

environment
Healthy

Healthy Safe
Good for the 

environment
Safe Good quality Healthy

Good for the 

environment

Safe Healthy Healthy
Good for the 

environment
Safe Safe Safe

Lowest 3 

Associations to 

Plant Based Meats

Trustworthy Tender Tender Tastes great Natural Easy to use/cook Easy to use/cook

Tastes great Tastes great Tastes great Good quality Tastes great Tastes great Tastes great

Worth paying more 

for

Worth paying more 

for

Worth paying more 

for

Worth paying more 

for

Worth paying more 

for

Worth paying more 

for

Worth paying more 

for

Global ly ,  consumers  see  PBM as  healthy ,  good for  the  environment  & safe .  Associat ions  of  
taste  & worth pay ing  more  are  lower  – posit ioning  PBM in contrast  to  t radit ional  meat .  

AM12: Please select whether you agree or disagree with the following



M A I N  R E A S O N S  F O R  R E J E C T I O N  O F  ‘ P L A N T  B A S E D ’  M E AT  F O R  P L A N T  B A S E D  M E AT  - T R I A L I ST S

GLOBAL USA UAE Indonesia Malaysia South Korea Japan

Top 3 Barriers to 

Plant Based Meats

I prefer the taste of 

meat
They are expensive

I prefer the taste of 

meat

I prefer the taste of 

meat

I prefer the taste of 

meat

I prefer the taste of 

meat
They are expensive

They are expensive
I prefer the taste of 

meat

I’m unsure of the 

health benefits
They are expensive They are expensive

I haven’t seen them 

available where I 

shop

I prefer the taste of 

meat

I haven’t seen them 

available where I 

shop

I’m unsure of the 

health benefits
They are expensive

I haven’t seen them 

available where I 

shop

I’m unsure of the 

health benefits

I don’t understand 

what they’re made of

I haven’t seen them 

available where I 

shop

Despite  some pos it ive  associat ions ,  PBM sees  barr iers  to  growth inc luding  a  taste  preference  
for  meat ,  h igh pr ice  and low avai labi l i ty  and famil iar i ty  (benef its ,  ingredients) .  Innovat ion to 
improve  taste ,  sca le  to  reduce  pr ice ,  increased avai labi l i ty  & educat ion can a id  PBM growth.  

AM10: Which of the following is a barrier/ prevents you from trying/using again plant based meat?



M A I N  R E A S O N S  F O R  R E J E C T I O N  O F  ‘ P L A N T  B A S E D ’  M E AT  F O R  P L A N T  B A S E D  M E AT  - N O N - T R I A L I S T S

GLOBAL USA UAE Indonesia Malaysia South Korea Japan

Top 3 Barriers to 

Plant Based Meats

I prefer the taste of 

meat

I prefer the taste of 

meat

I prefer the taste of 

meat

I haven’t seen them 

available where I 

shop

They are expensive
I prefer the taste of 

meat

I prefer the taste of 

meat

They are expensive They are expensive
I’m unsure of the 

health benefits

I don’t understand 

what they’re made of

I haven’t seen them 

available where I 

shop

I haven’t seen them 

available where I 

shop

I haven’t seen them 

available where I 

shop

I haven’t seen them 

available where I 

shop

I’m unsure of the 

health benefits

I don’t understand 

what they’re made of

I’m unsure how to 

cook them

I don’t understand 

what they’re made of

I don’t understand 

what they’re made of
They are expensive

These  themes of  preferr ing  the  taste  of  real  meat  and pr ice  remain cons istent  barr iers  for  
non-tr ia l is ts  a long  with greater  unfamil iar i ty  (e .g .  uncerta in  health  benef its  & avai labi l i ty )  



TRACEABILITY

O N  I T S  OW N ,  T R ACEA B I L I T Y  I S  
I M P O RTA N T  – H OW E V E R ,  I N  T H E  

B U Y I N G  CON T E X T,  OT HE R  
FACTO RS  TA K E  P R I O R I T Y  

• T h e  m a j o r i t y  o f  t h e  g l o b a l  m a r k e t s  c l a i m  t o  
c o n s i d e r  t h e  t r a c e a b i l i t y  a n d  t r e a t m e n t  o f  t h e  
a n i m a l s  m e a t  t h e y  a r e  p u r c h a s i n g  t o  b e  i m p o r t a n t ,  
h o w e v e r,  t o  a  s l i g h t l y  l e s s e r  d e g r e e  i n  H K ,  J a p a n .

• D e s p i t e  t r a c e a b i l i t y  f a c t o r s  ( s u c h  a s  o r i g i n ,  
w e l f a r e )  c a r r y i n g  i m p o r t a n c e  f o r  c o n s u m e r s ,  w h e n  
i n  t h e  c o n t e x t  o f  o t h e r  c h o i c e / o n  p a c k  f a c t o r s ,  
t r a c e a b i l i t y  t y p i c a l l y  f a l l s  l o w e r  i n  i m p o r t a n c e .



TRACEABIL ITY:
The  major ity  of  the  g lobal  markets  c la im to cons ider  the  traceabi l i ty  and treatment  of  the  animals  
meat  they  are  purchas ing  to be  important ,  however ,  to  a  s l ight ly  lesser  degree  in  HK,  Japan.

75

77

80

81

82

83

86

91

92

92

93

93

94

95

19

21

41

36

36

52

41

50

39

60

54

52

46

55

56

56

40

46

46

32

45

41

53

32

39

41

48

40

21

11

13

11

12

12

9

6

6

5

4

6

6

4

2

2

4

3

2

2

2

1

1

1

Hong Kong

Japan (Main)

Chile

USA

UK

KSA

Total

Malaysia

China

Mexico

Indonesia

South Korea (Main)

UAE

Thailand

NET TOP 2 BOX

Very important

Somewhat important

Not very important

Not at all important

2018 Data: USA, KSA, UAE, China, Indonesia, Malaysia, South Korea, Japan, UK, Chile, Hong Kong, Mexico and Thailand
(N4) How important do you think it is, when buying meat, to be able to know where the animal has been and what it’s been treated with in its lifetime?



Del iver ing  info that  boosts  consumers ’  famil iar i ty  with  lamb (e .g .  rec ipes)  through packag ing  
alone  may  not  be  enough,  as  rec ipes  fa l ls  lowest  in  terms of  on pack  purchase  mot ivators .  

Freshness

Natural

Quality/Safety

Value

Origin

Environmental

Nutritional

Halal

Recipes

Natural

Freshness

Quality/Safety

Halal

Environmental

Origin

Value

Nutritional

Recipes
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

EXAMPLE – TAIWAN (2020)

Base: Taiwan (n=439). Global: 2017= Japan, Korea, KSA, UAE, Malaysia, China, Indonesia, USA, Canada, Jordan, Singapore. 
2018 = HK, Mexico, Chile, Thailand, UK.  2019 = Qatar, Kuwait. 2020 = Taiwan. 2021- Vietnam. 2022- Canada, Philippines. 
2023- Thailand, HK
QMAX1 Please indicate which one is the most likely, and which is the least likely to motivate you to choose / eat BEEF/LAMB
Approximately how often do you buy beef? / lamb?

→ #1 in Islam prevalent markets, 
but low for all other markets

→ #1 in Islam prevalent markets, 
but low for all other markets

On-pack factors ranked in importance:



TRUE 
AUSSIE

W H I L E  N OT  TO P  O F  M I N D  – T R U E  
AU S S I E  D E L I V E RS  B E N E F I T S  BY  

S I G N A LL I N G  Q UA LI T Y

• W h i l e  c o u n t r y  o f  o r i g i n  i s  n o t  m o s t  t o p  o f  m i n d  a t  
p o i n t  o f  s a l e ,  w e  k n o w  t h i s  i s  a  k e y  s o u r c e  o f  
r e c o g n i t i o n  f o r  Tr u e  A u s s i e .  

• T h e  l o g o  p r o v i d e s  a n  e a s y  r e f e r e n c e  t o  r e m i n d  
s h o p p e r s  o f  a l l  t h e  g o o d  t h i n g s  t h e y  k n o w  a b o u t  
A u s t r a l i a n  b e e f  a n d  l a m b  – e s p e c i a l l y  h i g h  q u a l i t y .



While  country  of  or ig in  is  not  top of  mind at  point  of  sa le ,  we know this  is  a  key  source  of  
recognit ion for  True  Auss ie .  The  logo provides  an easy  reference  to  remind shoppers  of  a l l  the  good 
things  they  know about  Austra l ian beef  and lamb – especia l ly  h igh qual i ty .

49%

35%

41%

29%

26%

26%

24%

51%

38%

28%

23%

18%

16%

14%

Global average/total does not include Australia. Recognition of TA Beef logo was asked of beef buyers, and recognition of TA Lamb logo was asked of 
lamb buyers, with each respondent only asked about one even though there is undoubtedly misattribution between them.
Unprompted logo associations are for beef and lamb combined.

On packaging

On a sign or poster in a shop

On a website

On a menu in a restaurant or café

In an advertisement e.g. on TV

On a brochure

In the news

S O U R C E  O F  L O G O  R E C O G N I T I O N
G l o b a l  A v e r a g e

20

15

10

9

8

From Australia/ Australian/ Made in Australia

Quality/ good/ high quality/ premium

Halal

Safe to eat

Fresh

L O G O  M E A N I N G  ( U N P R O M P T E D )
G l o b a l  T o t a l  – T o p  5

%  o f  r e s p o n d e n t s  w h o  
s p o n t a n e o u s l y  m e n t i o n  

( 2 0 2 0 ) :

When all mentions of 
Australia are taken 

into account, around 
20% of shoppers 

recognise True Aussie 
branding as a mark of 

Australian origin

Quality perceptions are 
highest in Indonesia & 

Malaysia.

Halal perceptions come 
from MENA markets 

where the True Aussie 
logo also features Halal 

certification. 



COVID-19 

IMPACT

PA N D E M I C  P ROM P T S  S OM E  CON S U M E R  F EA RS  A N D  
A S S O CI AT E D  S H I F T S  I N  B E H AV I O U R

• A  m a j o r i t y  o f  c o n s u m e r s  w e r e  c o n c e r n e d  a b o u t  t h e  C O V I D 1 9  
p a n d e m i c  a c r o s s  t h e  m a r k e t s  m e a s u r e d  i n  J u l y .

• M a r k e t s  w i t h  e a r l y  w a v e s  ( C h i n a )  a n d  q u i c k l y  
r e s p o n d e d / c o n t r o l l e d  ( Ta i w a n )  s e e  l o w e r  ‘ h i g h  c o n c e r n ’.  

• C o n c e r n s  r e f l e c t  i n  g r o w i n g  f e a r s  r e l a t e d  t o  f o o d  p r i c e s  a s  w e l l  
a s  s a f e t y  a n d  a v a i l a b i l i t y  ( e s p e c i a l l y  f o r  h i g h  i n c o m e  
c o n s u m e r s )  w h i c h  p r o m p t s  s o m e  c h a n g i n g  b e h a v i o u r s .  

• C 1 9  p r o m p t s  s o m e  s h i f t s  i n  w h a t ’s  t o p  o f  m i n d  w h e n  b u y i n g  
r e d  m e a t ,  w i t h  s a f e t y,  f r e s h n e s s  &  p r i c e  g r o w i n g  i n  i m p o r t a n c e  
( a l i g n i n g  t o  c o n s u m e r s ’  t o p  c o n c e r n s  o f  s a f e t y,  a v a i l a b i l i t y  a n d  
a f f o r d a b i l i t y  c h a l l e n g e s  p o s e d  b y  t h e  p a n d e m i c )

• A U  p r o t e i n s  c a n  l e v e r a g e  c o n s i s t e n t  q u a l i t y  t o  r e a s s u r e  s a f e t y .
• C o n s u m e r s  a d a p t e d  t o  r e s t r i c t i o n s ,  c o o k i n g  m o r e  a n d  e a t i n g  

o u t  l e s s .  Tr e n d s  l i k e  t h i s  a r e  e x p e c t e d  t o  r e d u c e  w h e n  m a r k e t s  
r e t u r n  t o  ‘ n o r m a l ’  – h o w e v e r,  ~ 2 0 - 3 0 %  e x p e c t  t o  m a i n t a i n  
s o m e  h a b i t s  e . g .  c o o k i n g  a t  h o m e ,  s h o p p i n g  o n l i n e .  C o o k i n g  
d i f f e r e n t / c h e a p e r  c u t s  o f  m e a t  w a s  n o t  c o m m o n ;  c o n s u m e r s  
m o r e  l i k e l y  t o  t u r n  t o  w h a t  t h e y  k n e w.

• W h i l e  s m a l l  v s  o t h e r  c h a n n e l s ,  o n l i n e  s a w  t h e  g r e a t e s t  u p t a k e  
d u r i n g  t h e  p a n d e m i c ;  a t  t h e  e x p e n s e  o f  t r a d i t i o n a l  c h a n n e l s  
e . g .  w e t / f a r m e r ’s  m a r k e t s .  E s t a b l i s h i n g / g r o w i n g  e f f e c t i v e  
o n l i n e  c h a n n e l s  i s  k e y  t o  t a p p i n g  i n t o  t h i s  g r o w i n g  t r e n d ,  n e e d  
a n d  s a l e s  s p a c e .



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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Very Concerned Slightly Concerned

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

J U LY  2 0 2 0

A major ity  of  consumers  were  concerned about  the  C19 pandemic  in  Ju ly  across  the  
markets  measured.  The  markets  who exper ienced ear ly  waves  e .g .  China  and/or  quick ly  
responded/control led e .g .  Ta iwan see  typica l ly  lower  leve ls  of  h igh concern.  

For more information, please see 
the COVID19 Global Pack



COV3: In light of the changing coronavirus 
situation, how have your shopping habits 
changed compared to before the pandemic? 
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Being
concerned
about food

prices

Being
concerned
about food

safety

Being
concerned
about food
availability

Shopping for
food in local

stores / closer
to home

Buying
takeaway /

home delivery
meals

Buying
convenient /

quick prepare
food options

Buying types 
of meat I 

don’t usually 
buy

Buying cuts of 
meat I don’t 
usually buy

Don’t do this

Much more

About the same

Much less

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

Consumers  pandemic  concerns  ref lect  in  growing  fears  re lated to food pr ices  as  wel l  as  
safety  and avai labi l i ty  (especia l ly  for  h igher  income consumers)  which prompts  some 
chang ing  behaviours .  AU prote ins  can leverage  cons istent  qual i ty  to  reassure  on safety .

For more information, please see 
the COVID19 Global Pack



COVID 19:  WHAT FACTORS WERE MOST IMPORTANT DURING THE PANDEMIC?  
The pandemic  has  prompted some shif ts  in  what  matters  most  to  consumers  when buy ing  
red meat  - with  safety,  f reshness  and pr ice  top of  mind.  This  c lose ly  a l igns  to  consumers  
top concerns  of  safety,  avai labi l i ty  and af fordabi l i ty  chal lenges  posed by  the  pandemic.  

GLOBAL USA UAE Indonesia Malaysia South Korea Japan China Taiwan KSA

How fresh it looked Price in general
Whether it was 

safe to consume

Whether it was 

safe to consume

Whether it was 

safe to consume
How fresh it looked Price in general

Whether it was 

safe to consume

Whether it was 

safe to consume
Use by date

Whether it was 

safe to consume

Value/cost per 

pound
How fresh it looked How fresh it looked How fresh it looked

Whether it was on 

special
Value/cost per kg

How fresh it 

looked

How fresh it 

looked

How fresh it 

looked

Use by date How fresh it looked Nutritional content Use by date Price in general
Whether it was 

safe to consume
Use by date

The country of 

origin of the meat

Whether it was on 

special
Nutritional content

Grain fed
The country of 

origin of the meat
Grain fed Grain fed Grain fed

Number of meals it 

can make
Grain fed

Whether it was on 

special
Grain fed Value/cost per kg

Grass fed Grain fed Grass fed Grass fed Grass fed Grain fed Grass fed Grain fed Grass fed
Whether it was on 

special

Whether it was on 

special
Grass fed

Not having too 

much fat/not 

looking too fatty

The country of 

origin of the meat

Whether it was on 

special
Grass fed Nutritional content Grass fed

Number of meals 

it can make
Price in general

Top 3 Factors of 

Importance when 

buying red meat 

during C19

Lowest 3 Factors of 

Importance when 

buying red meat 

during C19

TOP 3 FOOD CONCERNS 
DURING PANDEMIC: 

(COV3) How have your shopping habits changed compared to before the pandemic 
(COV5) How has the importance of the following factors changed when buying red 
meat during the COVID19 outbreak, compared to before the outbreak

SAFETY PRICES AVAILABILITY
TOP 3 IMPORTANT FACTORS
FOR RED MEAT DURING PANDEMIC: FRESHSAFE PRICES

For more information, please see 
the COVID19 Global Pack



COV6: How have your following habits changed during the Covid-19 outbreak, compared to before the outbreak? Base:  (n=800)
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=800)

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

to before the outbreak?

Much less

About the same

Much more

Don’t do this

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 ( % )

Consumers  adapted to  restr ict ions ,  cooking  more  at  home and eat ing  out  less .  Trends  l ike  
this  are  expected to  reduce  when markets  return to  ‘normal ’  – however ,  ~20 -30% expect  to  
maintain  some habits  e .g .  cooking  at  home,  shopping  onl ine.  Cooking  di f ferent/cheaper  
cuts  of  meat  was  not  common,  with  consumers  more  l ike ly  to  turn to  what  they  knew.  

Cooking at home

Trying to eat healthier meals

Having free time to prepare meals

Stocking up on groceries

I am conscious of food wastage

Cooking new and different meals

Looking for food inspiration

Freezing meats to use later

Shopping online for groceries

Making leftovers go further

Cooking meals which require more time/preparation

Snacking between meals

Cooking with different cuts of meat

Cooking with cheaper cuts of meat

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

18 19 20 12
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50 58 55 64

33
21 20 19 18 18 17 17 16 15 14 14 13 10 8

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

While  smal l  vs  other  channels ,  onl ine  saw the  greatest  uptake  dur ing  the  pandemic  – at  
the  expense  of  t radit ional  channels  e .g .  wet/farmer ’s  markets .  Establ ishing  or  growing  an 
ef fect ive  onl ine  presence  is  key  to  tapping  into this  g rowing  trend,  need and sa les  space.  

For more information, please see 
the COVID19 Global Pack



ONLINE RETAIL
/ ECOMMERCE

T HE  P R E F E R E N CE  F OR  S E E I N G  M EAT  R E M A I N S  B U T  
BA R R I E RS  A R E  R E D U CI N G  W I T H  G ROW I N G  U SAG E .  

O N LI N E  S U P E R M A R K E T S  A R E  T H E  1 s t P R I O R I T Y.

• P r i o r  t o  C O V I D 1 9  a  s t r o n g  p r e f e r e n c e  f o r  v i s u a l l y  i n s p e c t i n g  
m e a t  b e f o r e  p u r c h a s e  w a s  a  s i g n i f i c a n t  b a r r i e r  t o  o n l i n e  m e a t  
s a l e s  – h o w e v e r,  C 1 9  h a s  p r o m p t e d  m o r e  o n l i n e  t r i a l

• I n  2 0 2 1  t h i s  p r e f e r e n c e  r e m a i n s  # 1 ,  b u t ,  s o m e  b a r r i e r s  a r e  
r e d u c i n g  e . g .  w i t h  m o r e  c o n s u m e r s  c o n s i d e r i n g  t h e  c h a n n e l  f o r  
m e a t  &  f e w e r  c o n c e r n s  o n l i n e  w o n ’ t  m a t c h  w h a t ’s  d e l i v e r e d .  

• I n  2 0 2 1 ,  s a f e t y / h y g i e n e  c o n c e r n s  g r o w  ( l i k e l y  C O V I D  d r i v e n ) .
• M i t i g a t i n g  t h e s e  k e y  c o n c e r n s  e . g .  v i a  q u a l i t y  g u a r a n t e e s  a n d  

t r a n s p a r e n c y  o n  p r o c e s s / h y g i e n e  c a n  s u p p o r t  o n l i n e  p u r c h a s e s
• O n l i n e  m e a t  p u r c h a s e  s k e w s  t o  o n l i n e  s u p e r m a r k e t s  o v e r  

o n l i n e - o n l y  r e t a i l e r s  –  h o w e v e r,  t h e  s p r e a d  i s  m o r e  e v e n  i n  
J a p a n ,  K o r e a  a n d  U S A .  A s  s u c h ,  p r e s e n c e  i n  o n l i n e  
s u p e r m a r k e t s  i s  t h e  p r i o r i t y  w i t h i n  a n  o n l i n e  s t r a t e g y .  

• A l t e r n a t i v e  o n l i n e  c h a n n e l s ,  w h i l e  s m a l l ,  h o l d  s o m e  s h a r e  i n  
J a p a n  a n d  K S A .  

• T i m e  s a v i n g / c o n v e n i e n c e  a r e  k e y  m o t i v a t o r s  f o r  o n l i n e  
c h a n n e l ;  s u p p o r t e d  b y  e a s y  d e a l  n a v i g a t i o n  a n d  c o m p a r i s o n  
a n d  s a f e t y  d u r i n g  t h e  p a n d e m i c .  L e v e r a g i n g  f a c i l i t a t o r s  c a n  
m a i n t a i n / g r o w  c h a n n e l  u s a g e .  

• S u p p o r t i n g  A U  B e e f / L a m b ’ s  c l e a r  o n l i n e  p o r t r a y a l  o f  b e n e f i t s  
i s  r e l e v a n t  i n  t h e  c o m p a r a t i v e  s e t t i n g .  B u i l d i n g  p r e d i s p o s i t i o n  
i s  a l s o  k e y  t o  m a k i n g  i t  i n t o  a n d  g e n e r a t i n g  s e a r c h .   



Pr ior  to  the  COVID19 pandemic  a  s trong  preference  for  v isual ly  inspect ing  meat  before  purchase  
was  a  s ignif icant  barr ier  to  fur ther  growth in  onl ine  meat  sa les  – however ,  the  C19 has  prompted 
more consumers  to  t r ia l  the  channel .

21%

2 0 1 8

Global average does not include Australia. Beef place of purchase asked of beef buyers. Lamb place of purchase asked of lamb buyers.
 

40%

32%

52%

H A V E  B O U G H T  O N L I N E  I N  P A S T  S I X  M O N T H S  – G L O B A L  A V E R A G E

2 0 2 0

34%

60%

2 0 2 1



In  2021  t he  pre fe re nc e  t o  se e  m e at  be fore  purc hase  re m ains  #1 .  B ut ,  on l ine  barr ie rs  are  re duc ing  w it h  
m ore  c onsum e rs  c ons ide r ing  t he  c hanne l  for  m e at  and  fe w e r  c onc e rns  on l ine  ≠  de l iv e ry .  L ike ly  C OV ID  
dr iv e n,  sa fe t y / hy g ie ne  c onc e rns  g row.  Mit ig at ing  c onc e rns  e .g .  g uarant e e s ,  t ranspare nc y  c an  a id  upt ake .

2021 Data Average: USA, KSA, UAE, China, Indonesia, Malaysia, South Korea, Japan, Thailand, Vietnam
2018 Data Average: USA, KSA, UAE, China, Indonesia, Malaysia, South Korea, Japan, Thailand, Hong Kong
(R10) You said you have never bought beef from an online retailer. Which of the below would you say are the main reasons you have never done this?

B A R R I E R S  TO  O N L I N E  B E E F  P U R C H A S E  ( 2 0 2 1  D a t a ) :  
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1

Prefer to see the meat before I buy it

Concern about safety/ hygiene of fresh meat bought online and delivered

I prefer to have the meat immediately, without waiting for shipment

I’m concerned that what I see and buy online will be different to what is delivered

It’s more expensive

I never thought about it before

I’m simply not interested in buying online

I prefer face to face contact with the seller

I don’t trust the seller’s sites

This option is not easily available to me

I am concerned about my personal details security/ privacy when shopping online

I’ve heard of bad experiences with online meat purchasing

There are not enough special offers/ deals

Online retailers don’t tend to have what I want

There are no/ not enough reviews from other shoppers

The purchase process has too many steps/ is too complex

I don’t have a good internet connection

G l o b a l  A ve r a g e  2 0 2 1 D i f f  t o  2 0 1 8
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Onl ine  m e at  purc hase  c urre nt ly  ske w s t o  on l ine  supe rm arke t s  ov e r  on l ine - only  re t a i le rs  –  howe v e r ,  t he  
spre ad  is  m ore  e v e n  in  J apan,  K ore a  and  US A.  A lt e rnat iv e  on l ine  c hanne ls ,  w hi le  sm al l ,  ho ld  a  share  in  
J apan and K S A.  As  suc h,  pre se nc e  in  onl ine  supe rm arke t s  i s  t he  pr ior i t y  wit h in  an  onl ine  st rat e g y .  

2021 Data Average: USA, KSA, UAE, China, Indonesia, Malaysia, South Korea, Japan, Thailand, Vietnam
ONL5b. Where did you buy your beef online? / ONL5l. Where did you buy your lamb online?

O N L I N E  R E TA I L  C H A N N E L  ( 2 0 2 1  D a t a ) :  
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FA C I L I TATO R S  O F  O N L I N E  B E E F  P U R C H A S E  ( 2 0 2 1  D a t a ) :  

2021 Data Average: USA, KSA, UAE, China, Indonesia, Malaysia, South Korea, Japan, Thailand, Vietnam
ONL3B. Which of the following reasons best describes why you buy beef online?

36 36 38
33 32 31 29

25

1414 13 13 13 11 10 9 8 5
It saves me time

because I do not visit
a store

It’s easier to find or 
access special offers/ 

sales/ affordable 
prices

It is more convenient
because I can shop

online at any time or
in any location

I feel safer shopping
online during the

pandemic than going
instore

I can more easily
compare the meat I
want to buy e.g. by
prices, country of

origin

I can look at customer
reviews and feel

confident about the
quality of the meat

There is more choice
and variety available
online than instore

Having my red meat
delivered to my

home/ work is more
convenient for me

I trust the sellers
more

MAIN REASON TOTAL REASON

Even more important in…

Tim e  sav ing / c onv e nie nc e  are  ke y  m ot iv at ors  for  on l ine  c hanne l ;  support e d  by  e asy  de a l  nav ig at ion  and 
c om par ison  and safe t y  dur ing  t he  pande m ic .  Le v e rag ing  fac i l i t at ors  c an  m aint a in/ g row c hanne l  usag e .  
S upport ing  AU Be e f/ Lam b’s  c le ar  onl ine  port ray a l  of  be ne f i t s  i s  re le v ant  in  t he  c om parat iv e  se t t ing .  
B ui ld ing  pre dispos i t ion  i s  a lso  ke y  t o  m aking  i t  int o  and  g e ne rat ing  se arc h.   



HEALTH & 
LIMITATION

• A s  a  c a t e g o r y,  m e a t  f a c e s  s o m e  h e a l t h  c h a l l e n g e s .  A f t e r  s w e e t  
f o o d s ,  i t  i s  t h e  f o o d  t y p e  p e o p l e  a r o u n d  t h e  w o r l d  a r e  m o s t  
l o o k i n g  t o  l i m i t  c o n s u m p t i o n  o f  f o r  h e a l t h  r e a s o n s .  

• L i m i t a t i o n  i s  t y p i c a l l y  f o c u s e d  o n  r e d  m e a t  ( e s p .  b e e f )  a n d  
p o r k  r a t h e r  t h a n  w h i t e  m e a t s  ( c h i c k e n ,  f i s h ,  s e a f o o d )

• T h e  h i g h e s t  c o n c e r n s  f o r  c o n s u m e r s  r e d u c i n g  r e d  m e a t  
c o n s u m p t i o n  r e l a t e  t o  c h o l e s t e r o l / f a t  a n d  a s s o c i a t e d  r i s k s  
( h e a r t  d i s e a s e / w e i g h t  g a i n ) .  A s  a  r e s u l t ,  s o m e  c o n s u m e r s  e a t  
r e d  m e a t  l e s s  o f t e n ,  r e d u c e  p o r t i o n s / m e a l s  a n d  t r a d e  p r o t e i n s  
( e . g .  o t h e r  m e a t s  o r  f o r  y o u n g  c o n s u m e r s  a l t .  p r o t e i n s ) .

• I n t e r n e t  s e a r c h  i s  t h e  b i g g e s t  s o u r c e  o f  n u t r i t i o n a l  
i n f o r m a t i o n  f o r  c o n s u m e r s ;  m o s t  p o p u l a r  f o r  a l l  e x c e p t  6 0 y r s +  
w h o  t u r n  m o r e  t o  p a c k a g i n g .  C o n s u m e r s  a l s o  t u r n  t o  f r i e n d s  
a n d  f a m i l y  - d r i v e n  m o s t  b y  u n d e r  3 9 s .  A s  s u c h ,  o n l i n e / s e a r c h  
o p t i m i s a t i o n  a r e  i m p o r t a n t  c h a n n e l s  f o r  s h a r i n g  i n f o .

M EAT  CAT EG ORY  FACES  S OM E  L I M I TAT I ON  
CH A LLE N G ES  L I N K E D  TO  H EA LT H  – W I T H  I N T E R N E T  

S EA R CH  A  K E Y  E D U CAT I O N  P LAT F O R M  



As a  category,  meat  faces  some health  chal lenges .  Af ter  sweet  foods ,  i t  i s  the  food type  people  
around the  wor ld  are  most  looking  to  l imit  consumption of  for  health  reasons.  L imitat ion is  
typica l ly  focused on red meat  (esp.  beef )  and pork  rather  than white  meats  (chicken,  f ish,  seafood)

F O O D  T Y P E S  L I M I T I N G  F O R  H E A L T H  R E A S O N S  ( 2 0 1 9 )  

59%

28%
22% 16% 14% 13%

Sweet foods Meat Dairy products Soy products Grains Fruit and vegetables

62%

34% 30% 30% 27% 21% 21% 18%

Beef Pork Goat Lamb Chicken Mutton Fish Other seafood

Global Average
M E A T S  L I M I T I N G  F O R  H E A L T H  R E A S O N S  ( 2 0 1 9 )  
( B a s e d  o n  t h o s e  l i m i t i n g  M e a t )  

2018 figures amongst same markets except Jordan, which was not surveyed in 2017. Figures for individual meats are averages only in markets where that 
meat was included. Global average does not include Australia.



R E A S O N S  F O R  L I M I T I N G  R E D  M E A T  C O N S U M P T I O N  ( 2 0 1 9 )  
– A m o n g s t  c o n s u m e r s  l i m i t i n g  r e d  m e a t  c o n s u m p t i o n

57%
48% 43%

34% 29% 27% 26% 23% 21% 17%
4%

High cholesterol High fat content Risk of
heart disease

Risk of
weight gain

Added hormones It is bad for your
general health

Risk of cancer Unhealthy additives Chemicals / toxins Risk of diabetes Other

A C T I O N S  T A K E N  F R O M  R E D U C E D  M E A T  C O N S U M P T I O N
– A m o n g s t  c o n s u m e r s  l i m i t i n g  r e d  m e a t  c o n s u m p t i o n

51% 44% 41% 41%
31%

1%

Generally eating red meat less often Swapping red meat in my meals for other
meats (e.g. chicken, pork, fish, seafood)

Reducing the portion of red
meat in my meals

Eating more meals that 
don’t contain red meat

Swapping red meat in my meals for other
sources of protein (e.g. tofu, tempeh)

Other

The highest  concerns  for  consumers  reducing  red meat  consumption re late  to  cholesterol/fat  and 
associated r isks  (heart  d isease/weight  ga in) .  As  a  result ,  some consumers  eat  red meat  less  of ten,  
reduce  port ions/meals  and trade  prote ins  (e . g .  other  meats  or  for  young  consumers  a lt .  prote ins) .  

38% of consumers  claim to undertake 1 action, 
while the remainder employ 1+ actions

E q u a l l y  m a l e / f e m a l e  d r i v e n  – b u t  h i g h e s t  a m o n g s t  5 0 y r s +

( H i g h e s t  a m o n g s t  
u n d e r  5 0 s )

2019 Data: (N3) For which health reasons are you limiting your consumption of red meat?
(N3A) What actions are you taking to change your consumption of red meat?



N U T R I T I O N A L  I N F O R M A T I O N  S O U R C E S  ( 2 0 1 7 )  

55

39
31 29 27 27

23 22 19 18 16 15
7

Internet  search is  the  big gest  source  of  nutr i t ional  informat ion for  consumers ;  most  popular  for  
a l l  except  60yrs+ who turn more  to  packag ing .  Consumers  a lso turn to  f r iends  and family  - dr iven 
most  by  under  39s .  As  such,  onl ine/search opt imisat ion are  important  channels  for  shar ing  info.

2017 Data: (N3) For which health reasons are you limiting your consumption of red meat?



IN THE MEAT CONTEXT, 

WHAT DOES 
‘HEALTH’ MEAN? O v e r w h e l m i n g l y ,  w h e n  i t  c o m e s  t o  m e a t ,  p r o t e i n  i s  

t h e  k e y  a s s o c i a t i o n  w i t h  r e g a r d s  t o  h e a l t h .  F o l l o w e d  
b y  t h e  n u t r i t i o n / n u t r i e n t s  a n d  e n e r g y  i t  p r o v i d e s .



IMPORTANT IN 
MOST MARKETS

IMPORTANT IN SOME MARKETS

IMPORTANT IN JUST A FEW MARKETS

PROTEIN

NUTRITIOUS/NUTRIENTS

ESSENTIAL
(LESS IN MENA)

ENERGY
(LESS IN MENA)

FAT
(CHINA, INDONESIA, USA)

SAFE TO 
CONSUME 

(CHINA, THAILAND)

HEALTHY
(Saudi, HK)

ORGANIC
(KOREA, MALAYSIA)

GRASS FED
(KOREA)

SOURCE 
(ENERGY/PROTEIN) 

(JAPAN, INDO, USA)

WHAT DOES ‘HEALTH’  MEAN? 
Overwhelming ly,  when i t  comes  to  meat ,  prote in  is  the  key  associat ion with 
regards  to  health.  Fol lowed by  the  nutr it ion/nu tr ie nts  and energy  i t  provides .



WHAT DOES ‘HEALTH’  MEAN? 
Overwhelming ly,  when i t  comes to meat ,  prote in  is  the  key  associat ion with 
regards  to  health.  Fol lowed by  the  nutr i t ion/nu tr ie nts  and energy  i t  provides .

MEANING2.Thinking about meat, what does it mean to you in terms of health?

1

2

3

4

5

Japan Korea
Chinese 

Mainland
Malaysia Indonesia Saudi UAE Qatar Kuwait USA

Protein Protein Protein Protein Protein Protein Protein Benefits Protein Protein

Source (Energy, 
Protein)

Essential Nutritious Important
Source(Energy, 

Protein)
Useful Fresh Protein Useful

Source (Energy, 
Protein)

Essential Nutrients Fat Nutrition Nutrition Natural Nutritious Useful Nutrients Fat

Energy Energy Energy Fresh Fat Vitamins Hormones Disease Important Moderation

Power Supplements Safe Energy Energy Fresh Natural Beneficial Energy Diet



IN THE MEAT CONTEXT, 

WHAT DOES 
‘SAFE’ MEAN? F o r  m a j o r i t y  o f  c o n s u m e r s  t h i s  m e a n s  t h r e e  t h i n g s :  S a f e  

t o  C o n s u m e ,  F r e s h  a n d  a s s u r a n c e  t h r o u g h  h y g i e n e  
c o n t r o l s  ( p r o c e s s ,  p a c k )  a n d  q u a l i t y  c o n t r o l  s y s t e m s



IMPORTANT IN 
MOST MARKETS

IMPORTANT IN SOME MARKETS

IMPORTANT IN JUST A FEW MARKETS

FRESH

SAFE

HYGIENE STANDARDS

HEALTHYNO HORMONES

NATURAL 
GROWN

(MENA, CHINA)

ETHICAL RAISING 
ANIMALS

(MEXICO, KOREA)

USE BY DATE
(AUSTRALIA, 

CHILE)

NO RISK/HEART 
DISEASE

(HK, JAPAN)

WHAT DOES ‘SAFE’  MEAN WITH REGARD TO MEAT?
For  major ity  of  consumers  this  means  three  things :  Safe  to  Consume,  Fresh and 
assurance  through hyg iene  controls  (process ,  pack)  and qual i ty  control  systems



WHAT DOES ‘SAFE’  MEAN WITH REGARD TO MEAT?
For  major ity  of  consumers  this  means  three  things :  Safe  to  Consume,  Fresh and 
assurance  through hyg iene  controls  (process ,  pack)  and qual i ty  control  systems

MEANING2. Thinking about meat, what does ‘SAFE’ mean to you?

Australia USA Mexico Japan Korea China HK Malaysia Indo Thailand Saudi UAE Chile UK

No Hormones
Safe to 

Consume
Fresh

Safe to 

Consume
Fresh Healthy

No risk/heart 

disease

Safe to 

Consume
Fresh

Hygiene 

Standards

Safe to 

Consume

Hygiene 

Standards
Fresh

Safe to 

Consume

Fresh Fresh
Quality 

Controls
Fresh No antibiotics

Safe to 

Consume

Safe to 

Consume

Hygiene 

Standards
Disease Free

Safe to 

Consume
Fresh No Hormones

Quality 

Controls
Fresh

Hygiene 

Standards
No Hormones No Hormones Healthy

Hygiene 

Standards
No additives Healthy Halal

Safe to 

Consume
Healthy

Naturally 

Grown
Healthy

Colour of 

Meat

Hygiene 

Standards

Use by Date Bacteria Free
Ethical raising 

animals

No risk/heart 

disease

Safe to 

Consume
No Hormones Fresh Fresh Healthy No chemicals Healthy Fresh Use by Date

Ethical 

raising 

animals

Safe to 

Consume

Hygiene 

Standards
No chemicals Disease free

Ethical raising 

animals

Naturally 

Grown

Quality 

Controls
Healthy

Fat content 

low
No Hormones No Hormones

Naturally 

Grown
Guarantees Healthy

1

2

3

4

5



IN THE MEAT CONTEXT, 

WHAT DOES 
‘NATURAL’ MEAN? E s s e n t i a l l y  n o  t a m p e r i n g  ( h o r m o n e s ,  c h e m i c a l s ,  

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



IMPORTANT IN 
MOST MARKETS

IMPORTANT IN SOME MARKETS

IMPORTANT IN JUST A FEW MARKETS

NATURALLY FARMED

NO HORMONES
(LESS IN ASIA)

NO PRESERVATIVES

NO CHEMICALS

NO ADDITIVES

NOT 
PROCESSED/CONTAMINATED

(Asia, Saudi)

SAFE TO 
CONSUME 

(CHINA, THAILAND)

HEALTHY
(Saudi, HK)

ORGANIC
(KOREA, MALAYSIA)

GRASS FED
(KOREA)

FRESH
(MENA, SOUTH AMERICA, 

INDO/MALAYSIA)

WHAT DOES ‘NATURAL’  MEAN? 
Essent ia l ly  no tamper ing  (hormones,  chemicals ,  preser vat ives)  and through 
natural  farmed animals  (natural ly  ra ised,  looked af ter,  no welfare  issues ,  cared for )  



WHAT DOES ‘NATURAL’  MEAN? 
Essent ia l ly  no tamper ing  (hormones,  chemicals ,  preser vat ives)  and through 
natural  farmed animals  (natural ly  ra ised,  looked af ter,  no welfare  issues ,  cared for )  

MEANING2. Thinking about meat, what does ‘NATURAL’ mean to you?

Australia USA Mexico Japan Korea China HK Malaysia Indo Thailand Saudi UAE Chile UK

No Hormones No Hormones No Hormones Don't Know
Naturally 

farmed
Healthy No additives

Naturally 

farmed
Fresh

Naturally 

farmed

Naturally 

farmed

Naturally 

farmed
Free Range Free Range

Free Range
Naturally 

farmed

No 

preservatives

Naturally 

farmed
Free Range No additives

Naturally 

farmed
Organic

Naturally 

farmed

Safe to 

Consume
Fresh No Hormones Fresh Untampered

Nothing 

Added
No antibiotics No chemicals Not processed No antibiotics

Naturally 

Framed
No chemicals Fresh No chemicals No additives No Hormones Fresh No Hormones No additives

No 

preservatives

No 

preservatives
Fresh Free Range Organic

Safe to 

Consume
Healthy No Hormones

No 

preservatives
No Hormones Healthy

No 

preservatives

No 

preservatives

Naturally 

farmed

No chemicals No additives
Naturally 

farmed
No additives Grass Fed

Not 

contaminated

No 

preservatives
No chemicals No Hormones No chemicals Not processed No chemicals

Naturally 

farmed

No 

preservatives

1

2

3

4

5



IN THE MEAT CONTEXT, 

WHAT DOES 
‘SUSTAINABILITY’ 
MEAN?

• W h i l e  a  p o r t i o n  o f  c o n s u m e r s  a r e  i n c l i n e d  t o  s a y  
s u s t a i n a b i l i t y  r e g u l a r l y  i n f l u e n c e s  t h e i r  r e d  m e a t  
p u r c h a s e s ,  m a n y  a r e  u n c l e a r  w h a t  s u s t a i n a b i l i t y  m e a n s  –
w i t h  o n l y  1  i n  1 0  s p o n t a n e o u s l y  c o n n e c t i n g  i t  t o  a  
p r a c t i c e  t h a t ’s  b e t t e r  f o r  t h e  e n v i r o n m e n t  o r  e n s u r e s  
c o n t i n u o u s  s u p p l y .  

• A s  s u c h  S u s t a i n a b i l i t y  i s  a  p o s i t i v e  a s s o c i a t i o n ,  c u r r e n t l y  
a s s o c i a t e d  t o  s o m e  m a r k e t s  – h o w e v e r,  o t h e r  f a c t o r s  
r e m a i n  m o r e  i m p o r t a n t  a t  d r i v i n g  c h o i c e .   



SUSTAINABIL ITY:  
While  a  port ion of  consumers  are  inc l ined to say  susta inabi l i ty  regular ly  inf luences  the ir  red meat  
purchases ,  many  are  unclear  what  susta inabi l i ty  means  – with only  1  in  10  spontaneous ly  
connect ing  i t  to  a  pract ice  that ’s  better  for  the  environment  or  ensures  cont inuous  supply.  

How do consumers define Sustainability 
in the context of Beef and Lamb? 
(Average Spontaneous %) 

44%

13%

11%

7%

Don't know

Maintaining/Better for
Environment e.g. low pollution,

emissions etc

Sustain supply indefinitely

Healthier/more nutritious

Top 3 Countries associated with 
sustainability (Average Spontaneous %)

#1: 30% #2: 22% #3: 16%

(SUS3B) To what extent does sustainability influence your decision when buying beef/lamb
(SUS1B) When thinking specifically about beef/lamb, what does sustainability mean to you
(SUS2B) What country(ies) of origin of beef do you associate with this definition of sustainability

S U S TA I N A B I L I T Y  
I N F L U E N C E S  D E C I S I O N  

W H E N  B U Y I N G  
B E E F / L A M B  ( T 2 B )

46%
T 2 B  

As such Susta inabi l i ty  is  a  
posit ive  associat ion,  
current ly  associated to  
some markets  – however,  
other  factors  remain more  
important  at  dr iv ing  choice .   



HOW DO CONSUMERS 
FEEL ABOUT FAT 
IN MEAT? • A r o u n d  t h e  w o r l d  t h e r e  a r e  d i f f e r e n t  p r e f e r e n c e s  f o r  

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

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

• W h i l e  i n d i v i d u a l  p r e f e r e n c e s  e x i s t ,  c e r t a i n  
m a r k e t s / r e g i o n s  c a n  l e a n  m o r e  t o w a r d s  c e r t a i n  
p r e f e r e n c e s  w h i c h  c a n  h e l p  w h e n  d e t e r m i n i n g  w h a t  s t y l e  
p r o d u c t  i s  b e s t  s u i t e d  t o  e a c h  m a r k e t s  c u l t u r e ,  c u i s i n e  
a n d  f a t  p r e f e r e n c e s  – a n d  h o w  b e s t  t o  c o m m u n i c a t e  i t s  
b e n e f i t s  a n d  d o w n p l a y  d i s l i k e s  ( e . g .  J a p a n  s e e s  t h e  
s t r o n g e s t  p r o p o r t i o n  o f  ‘ F a t  L o v e r s ’  w h i c h  f e e l  f a t  a d d s  
t a s t e  / t e n d e r n e s s ,  a r e  n o t  a s  w o r r i e d  a b o u t  f a t  b e i n g  
u n h e a l t h y  a n d  p r e f e r  i n s i d e  f a t  i . e .  m a r b l i n g  r a t h e r  t h a n  
o u t s i d e  f a t  –  a n d  a r e  n e u t r a l  b e t w e e n  w h i t e  &  y e l l o w  f a t )



Cluster analysis is a technique that lets us get a better sense of the 
underlying dimensions of our data. 

It allows us to identify and divide our respondents into “natural” 
groups that exist within the dataset based on their responses to 
question F1.

The groups (“clusters”) are based on “distance” from one another 
– with respondents within clusters being similar to other 
respondents within the same cluster, but being dissimilar to 
respondents in other clusters.

Our Fat Cluster solution seeks to maximise this “distance” between 
clusters to create distinguishable & insightful groups of 
respondents.

EXPLANATION OF FAT CLUSTERS - TECHNIQUE



EXPLANATION OF FAT CLUSTERS

Five Stages of Fat Acceptance

S t a g e  2 :
 F a t  A p o l o g i s t s

S t a g e  1 :
L e a n  M e a t  E a t e r s

S t a g e  3 :  
F a t  A p p r e c i a t o r s

S t a g e  4  –  
F a t  L o v e r s

• D i s a g r e e  t h a t  f a t  a d d s  
t a s t e  / t e n d e r n e s s

• D o  n o t  w a n t  f a t  i n  
m e a t

• W o u l d  p a y  m o r e  f o r  
l e a n  m e a t

• A g r e e  t h a t  f a t  a d d s  
t a s t e  / t e n d e r n e s s

• D o  n o t  w a n t  f a t  i n  
m e a t –  b u t  n o t  a s  
w o r r i e d  a b o u t  f a t  b e i n g  
u n h e a l t h y  

• P r e f e r  i n s i d e  f a t  v s .  
o u t s i d e  f a t ,  n e u t r a l  
b e t w e e n  w h i t e  &  y e l l o w  
f a t

• W o u l d  p a y  m o r e  f o r  l e a n  
m e a t

• A g r e e  t h a t  f a t  a d d s  
t a s t e  / t e n d e r n e s s

• D o  n o t  w a n t  f a t  i n  m e a t  
–  t h i n k  f a t  i s  u n h e a l t h y

• P r e f e r  o u t s i d e  f a t  v s .  
i n s i d e  f a t ,  p r e f e r  w h i t e  
v s .  y e l l o w  f a t

• W o u l d  p a y  m o r e  f o r  l e a n  
m e a t

• A g r e e  t h a t  f a t  a d d s  
t a s t e  / t e n d e r n e s s

• N e u t r a l  a b o u t  f a t  i n  
m e a t  –  n o t  a s  w o r r i e d  
a b o u t  f a t  b e i n g  
u n h e a l t h y  

• P r e f e r  i n s i d e  f a t  v s .  
o u t s i d e  f a t ,  n e u t r a l  
b e t w e e n  w h i t e  &  y e l l o w  
f a t

• N e u t r a l  a b o u t  p a y i n g  
m o r e  f o r  l e a n  m e a t

We have identified 5 natural clusters  that respondents fall into based on their attitudes towards fat in meat

S t a g e  5  –  
F a t  F a n a t i c s

• A g r e e  t h a t  f a t  a d d s  
t a s t e  / t e n d e r n e s s

• W a n t  m o r e  f a t  i n  m e a t  
– b u t  a c k n o w l e d g e  f a t  
b e i n g  u n h e a l t h y  

• P r e f e r  i n s i d e  f a t  v s .  
o u t s i d e  f a t ,  p r e f e r  
y e l l o w  f a t  v s .  w h i t e  f a t

• W i l l i n g  t o  p a y  m o r e  f o r  
m e a t  –  i n c l u d i n g  l e a n  
m e a t  i f  n e c e s s a r y



ATTITUDES TOWARDS FAT IN MEAT

Base: Fat Apologists (n=243), Fat Fanatics (n=264), Lean Meat Eaters (n=101), Fat Lovers (n=359), Fat Appreciators 
(n=244)
QF1. How strongly do you agree or disagree that these phrases apply to fat in meat? Base: (n=1211)
11 country base: USA (n = 1211), China (n = 532), Japan (n = 422), MENA (n = 524), SEA (n = 204)

30%

22%20%

20%

8%
Stage 4 - Fat Lovers

Stage 5 - Fat Fanatics

Stage 3 - Fat Appreciators

Stage 2 - Fat Apologists

Stage 1 - Lean Meat
Eaters

USA
27%

31%

31%

5% 6%

China

43%

7%
19%

21%

10%

Japan

16%

32%24%

13%

15%

MENA (excl. 
Jordan)

16%

25%

27%

13%

19%

MENA

FAT CLUSTERS

26%

11%

29%

20%

15%

SEA

41%

10%

26%

17%

7%

Canada



ATTITUDES TOWARDS FAT IN MEAT – USA EXAMPLE

30%

22%20%

20%

8%
Stage 4 - Fat Lovers

Stage 5 - Fat Fanatics

Stage 3 - Fat Appreciators

Stage 2 - Fat Apologists

Stage 1 - Lean Meat
Eaters

77%

68%

60%

56%

42%

28%

23%

Fat makes meat tastier

Fat makes meat tender

I would pay more for meat with less fat

Fat in meat is unhealthy

I prefer fat on the inside of my 
meat rather than the outside

I want more fat in my meat

I prefer yellow fat to white fat in my meat

Base: Fat Apologists (n=243), Fat Fanatics (n=264), Lean Meat Eaters (n=101), Fat Lovers (n=359), Fat Appreciators 
(n=244)
QF1. How strongly do you agree or disagree that these phrases apply to fat in meat? Base: (n=1211)
11 country base: USA (n = 1211), Canada (n=372), KSA (n = 195), UAE (n = 204), Jordan (n=125), China (n = 532), 
Indonesia (n = 212), Malaysia (n  = 212), Korea (n = 421), Japan (n = 422). Singapore (n=258)

69%

63%

59%

52%

40%

27%

24%

FAT ATTITUDES (F1)FAT CLUSTERS

11 Country 
AverageT2B



• M o s t  c o n s u m e r s  p u r c h a s i n g  l a m b  i n  2 0 2 1  p e r c e i v e  t o  b y  
b u y i n g  t h e  s a m e  v o l u m e  v s  t h e  p a s t  y e a r.  

• S o m e  m a r k e t s  b u c k  t h e  t r e n d  – g r o w i n g  i n  V i e t n a m /  
T h a i l a n d / K S A w h i l e  s h r i n k i n g  i n  S o u t h  K o r e a /  J a p a n  ( w h e r e  
c o n s u m p t i o n  a l r e a d y  s m a l l )  a n d  M a l a y s i a .  

• G o o d  q u a l i t y,  c o o k i n g  a t  h o m e  m o r e  o f t e n  a n d  a  g r o w i n g  
p o p u l a r i t y  i n  t h e  f a m i l y  a r e  a s p e c t s  i n f l u e n c i n g  c o n s u m e r s  
p u r c h a s i n g  l a m b  i n  g r e a t e r  v o l u m e s  t h a n  l a s t  y e a r.  
M a i n t a i n i n g  c o n s i s t e n t  q u a l i t y  i s  a  t y p i c a l  d r i v e r  o f  c h o i c e  
f o r  A U  a c r o s s  t h e  m a r k e t s .  

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

• F o c u s i n g  o n  t h e  k e y  d r i v e r s  o f  L a m b  C O O  c h o i c e  i n  e a c h  
r e s p e c t i v e  m a r k e t  ( a n d  m a n a g i n g  t h e  c o n t r o l l a b l e  b a r r i e r s )  
e n c o u r a g e s  g r o w t h / p r e d i s p o s i t i o n  t o  s e i z e  t h e  g r e a t e s t  
p o r t i o n  o f  a v a i l a b l e  m e a l s / s e r v e s .

LAMB 

VOLUME 

CHANGES
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Vietnam Thailand Indonesia Total USA Malaysia China KSA UAE
South
Korea Japan

VOLL1. Which of the following best describes the amount (g/kgs) of lamb purchased ? 

Base: USA (1393), KSA (451), UAE (426), China (621), Indonesia (324), Malaysia (369), Korea (211), 
Japan (234), Thailand (287), Vietnam (334)

P e r c e i v e d  L a m b  Vo l u m e  v s  l a s t  y e a r
( A l l  m a r k e t s )

M o r e

S a m e

L e s s

VOLUME CHANGES:  On the  whole ,  of  those  consumers  purchas ing  lamb in  2021,  the  
major ity  perce ive  to buy ing  the  same volume vs  the  past  year.  Some markets  buck  the  
trend – growing  in  Vietnam/Thai lan d/ KSA whi le  shr ink ing  in  Malays ia/South Korea/Japan.

N e t :  + 1 6 + 1 8 = - 5 - 1 3 - 2 3 - 3 + 8 - 2 - 2 3 - 1 9



VOLL2. Why would you say you have increased the amount of lamb you are purchasing? 

Base: USA (266), KSA (57), UAE (54), China (104), Indonesia (95), Malaysia (67), Korea (27 – too low 
to report), Japan (22 – too low to report), Thailand (118), Vietnam (153)

R e a s o n s  f o r  i n c r e a s e d  L a m b  v o l u m e  v s  l a s t  y e a r
( A l l  m a r k e t s )

61

59

55

52

51

48

32

30

24

52

54

40

40

32

40

26

54

30

55

38

46

40

24

37

44

33

39

49

40

31

32

31

33

25

18

26

59

39

43

33

21

33

25

27

20

45

33

35

20

39

32

21

25

17

43

40

41

44

21

32

28

22

20

39

35

42

24

23

29

23

27

17

41

35

37

14

23

27

23

28

9

31

18

36

14

15

21

23

15

13

Thailand

Indonesia

Vietnam

China

USA

Total (Global
Average)

KSA

Malaysia

UAE

Good quality

Cooking at home more often

It’s becoming more popular with my family in the meals I cook

Better availability

I have become more confident to cook lamb

Good prices

Have heard a lot about the benefits of eating lamb

I understand how to cook lamb correctly now

Seeking to try something different

Change in family size or number of people living in the household

VOLUME CHANGES:  
Good qual i ty,  cooking  at  home more  often and a  growing  popular ity  in  the  family  are  
aspects  inf luencing  consumers  purchas ing  lamb in  greater  volumes  than last  year.  



VOLL3. Why would you say you have reduced the amount of lamb you are purchasing? 

Base: USA (447), KSA (23 – too low to report), UAE (65), China (127), Indonesia (93), Malaysia (152), 
Korea (75), Japan (66), Thailand (66), Vietnam (99)

R e a s o n s  f o r  d e c r e a s e d  L a m b  v o l u m e  v s  l a s t  y e a r
( A l l  m a r k e t s )

45

38

38

35

30

29

23

20

20

11

19

32

31

11

21

20

22

13

26

28

23

11

18

28

19

14

20

28

30

17

25

17

25

22

19

19

38

14

2

7

12

8

22

26

18

16

26

23

8

19

25

20

15

23

17

13

18

20

12

12

10

24

6

10

14

16

17

19

9

8

11

15

11

11

12

12

15

15

8

4

9

8

11

6

11

11

2

13

5

27

31

18

36

14

15

21

23

15

19

13

Malaysia

Thailand

Vietnam

Indonesia

Total (Global
Average)

USA

UAE

China

Japan

South Korea

Pricing/ less affordable

Reduced availability

Reducing the portion of lamb in my meals

Eating more meals with less meat

Change in family meal preferences

Swapping the lamb in my meals for a different meat

Cooking at home less often

Change in family size or number of people living in the household

No longer like the taste or smell of lamb

Change in family size or number of people living in the household

VOLUME CHANGES:  
Meanwhile  af fordabi l i ty,  avai labi l i ty  and reducing  meat  are  the  most  typica l  reasons  for  
the  percept ion of  reducing  lamb volume purchases  vs  the  previous  year.  



Final thoughts and discussion
1. FOOD SAFETY

Increased focus on health and food safety, makes South 
Korean consumers look for high quality products that 
come from a reliable source.

This supports the consumption of grass fed beef (perceived 
as most natural), organic and antibiotic-free beef 
(perceived as better for health and safe).

In imported beef context, AU beef is best positioned on 
Safety and Quality - important to continue to build by 
leveraging our clean and green rearing environment 
over US beef.

Leverage True Aussie’s awareness and brand image to 
strengthen the Trust perception of Australian Beef.

2. INFLATION & INCREASED COMPETITION

Consumers have noticed increased prices in some day-to-
day purchases, but imported red meat is less impacted. 
Hence, majority of South Koreans plan to continue to 
buy consistent imported red meat volumes (others 
economising via smaller portions or more affordable 
brands). South Korean consumers, like anyone else, 
seek value – so justifying price is key.

Although we remain the strongest brand, the gap with 
competition is reducing and the category is becoming 
more competitive. This presents an opportunity for US 
beef which is clearly positioned as a value brand 
challenging AU beef.

Immediate task at hand for AU beef is to maintain its 
strong leading position in the market by strengthening 
perceptions of Superiority and Quality and ensuring we 
have the right cuts. This will also help AU beef justify its 
value and gain an advantage over US beef.

3. CONVENIENCE

Ease and Convenience of purchase is a key lever of 
growth in South Korean. 

While AU beef has strong association on this lever, 
important to ensure we are well placed to adapt to 
changing lifestyles and be present in online channels 
which are increasing in popularity, especially, among 
18-34 yr old which emerge as a key segment 
demonstrating higher purchase of imported beef. 
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