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Focus areas identified for Australian Beef in 2022:

1. SUPERIORITY 2. NUTRITION 3. SAFETY THROUGH
CLEAN REARING

Re-establish perceptions of Address the health concerns Reinforce the more
Australian Beef’s superiority and erosion of nutrition sustainable practices of

to justify our premium price credentials (Nutrition linked to Australian production which

Safe/Clean rearing to support Superior reinforce the healthier
V4

and Better For You perceptions) : :
superior product attributes

With this context, in today’s presentation we will see how Australian beef is progressing and continue to refine
the focus areas for growth.
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South Korea Sample — a deliberate skew (not Nationally Representative)

&?} Consumers aged 18-64 COUNTRY SAMPLE
Grocery buyers, meal planners
bought/consider imported beef INCIDENCE STRUCTURE
Skew to affluent househo.lc.is Male 50% )
(greater openness and ability to Gender
® Seoul buy AU Beef) Female 50% 100%
Gyeonggi-do (Not representative of total market)
Age 35-49 - 55%
50-64 - 16%
Seoul 19% 40%
Cities Busan 7% 20%
Daegu 1% 20%
Gyeonggi-do 26% 20%
Consumption Buy Fresh Meat - 100%
"eusan (at least occasionally)
a MGBs Main Grocery Buyers - 93%
% X
) . Households with )
Children Children - 38%
- ; . Under 35,999,999 won - 23%
Income 36,000,000 - - 56%
. 89,999,999 won
Sample is made up of n=800 consumers 90,000,000 won+ _ 51%

IKANTAR Age: 0-14 (12%), 15-24 (11%), 25-54 (45%), 55-64 (16%), 65+ (17%) ml 2
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4 key trends influencing South Korean consumer decisions now and into the

future:

&Y

Food Safety & Health

Changing Demographics Inflation Emerging Sustainability
and Lifestyle

KANTAR | ®mia
p

3
Source: MLA Industry Insights Market Snapshot: https://www.mIa.com.au/contentassets/SE’569fb8fd6c405196fbdd13

A/koreaZO 22—m1‘iustry
insights-market-snapshot 800123.pdf «

https://www.food navigatc:‘r—asia.com/ArticIe/2023/03/29/south-korean—reguIator—demand§—more—colIaboration—as—food—contamination—cases—rise#



South Koreans are sensitive to food safety concerns and this reflects in their buying behaviours — continuing
to seek country of origin and freshness cues on pack for Beef

FOOD SAFETY & HEALTH

TOP ‘ON PACK’ CUES SOUGHT WHILE BUYING BEEF

v
) |

79
57
Food Safety & Health 51
45
South Korean consumers are highly sensitive 40
to food safety concerns, following the BSE 32
outbreak in the early 2000s. COVID-19 has
further heightened demand for food safety
assurance.

When purchasing imported meat, they pay
. Country of origin/ animal Freshness Colour of meat Price per kg Date packed Price per pack
close attention to safety assurance and Country origin/provenance

of Origin.

Data from the GT23 South Korea Survey

I(AN TAR PACK 1- Can you please select up to 6 things you look for (on the pack, on the shelf etc.) when buying beef? Base: (n=596) mla
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There has been an indicative uplift in purchasing organic and hormone-free beef likely influenced by
increased interest in healthy eating and strong perceptions that these types of beef are healthier, higher quality
and safer

FOOD SAFETY & HEALTH

BEEF BOUGHT IN THE PAST (%)

‘22 19 ORGANIC HORMONE-
BEEF FREE BEEF
Grain fed beef |G 30 27 28
Natural hlﬂ 2
Grass fed beef _ 23 27 31 Better for the environment B 3
Organic beef _ 29 25 27 Better for the animals 0 B
FOOd Safety &- Health Better for my health I3 N
| ABF (Anti-biotic free) beef || NG 23 30 30 | i
As income levels grow and people are s P8
more focused on quality of life, they have Regular or conventional beef NN 27 31 35 =L 1
shown a greater interest in healthy High marble score beef [N 15 17 19
1 HIGH MARBLE
eatlng. SCORE BEEF
They are also willing to pay higher prices AomeneiceleE | @ A oo [
. daiural |_z2
to get healthier prOdUCtS Non-GMO beef [l 10 9 9 Better for the environment |23 [N
We also see organic and hormone free
beef slowly gain more momentum. Corn fed beef Ml 6 I S

Better for my health| 20 R

None of these/Not aware | 15 18 14
Less food safety risks| 2o IR

Data from the GT23 South Korea Survey

I(AN TAR PACK 1- Can you please select up to 6 things you look for (on the pack, on the shelf etc.) when buying beef? Base: (n=596) mla
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South Koreans are increasingly seeking convenience. Online shopping increased significantly during the COVID-
19 pandemic and has seen sustained growth, including fresh food such as meat.

CHANGING DEMOGRAPHICS AND LIFESTYLE

W Online Shopping Value Trend ¥ YoY Growth Rate By Category (%)

MAT20Q3 vs. MATZ210Q3
MAT1E03 - 2203 4 Years of Household Panel DATA

» ' ‘ Side Dishes +77
Excl. Fresh Foods Fresh Foods =—=Total Foods
". Alcohol +74
Frozen Foods +61
9.7177 Sauce/Condiments +54
. . I::f:;i Trillion KRW Meats w53

Ch ang I ng DemOg raph ICS Processed Meat/Fish +41
& Llfestyle Dairy Products +38

. . . Snacks +35
Increasing propo_rtlon of _slngle-person 49464 Tilon MAT2103 ve. MAT2203
households are likely to influence consumer

. . Alcohal +100
choice and behaviours - demand for cuts -
. . Side Dishes 227

and pack sizes suitable for small households s o
and their cooking preferences Is expected to e 1o
g FOW. Frozen Foods +18
More women are joining the workforce, Sauce/Condiments [ +16
Increasing the need for convenience — lifting MAT19Q3  MAT20Q3  MAT21Q3  MAT22Q3 Drinks [ +16
the demand for home meal replacement Dairy Products [l +15

products and e-commerce.

ICANTAR

One-third of households in Korea only have one person (joins.com)

Source: KANTAR Korea Worldpanel Division / MAT18Q3 — 22Q3 4 Years / FMCG Total DB / Food (Incl. Fresh Foods) / Online / Direct Purchase

Kantar 2023 Korea Food Trend m I a
Overseas market data and insights | Meat & Livestock Australia (mla.com.au)

Top trends in South Korean grocery in 2023 | McKinsey MEAT & LIVESTOCK AUSTRALIA



https://koreajoongangdaily.joins.com/2022/12/07/business/economy/Oneperson--household-Singles-Statistics-Korea/20221207154301170.html
https://www.mla.com.au/prices-markets/overseas-markets/
https://www.mckinsey.com/industries/retail/our-insights/five-trends-that-will-define-south-korean-grocery-in-2023

Not many South Koreans appear to notice an increase in the cost of imported meat. More consumers,
however, see inflation for local red meat compared to imported red meat

INFLATION

PRODUCTS AFFECTED BY INFLATION

46
43
41
37 36
Inflation
Inflation reached a 24-year high in Jul'22
(6.3%). The rate of inflation has softened
in 2023; 4.2% Mar’23 but underlying
pressures persist.
In the context of rising cost of living,
consumers adopt economising, value-
conscious behaviours. While beef
consumption remains stable, temporary

13 12 12

I I
= - . Fresh fruit & Gas/petrol Household Pricesin Food & ! Localred | Fastfood Holidays ! Imported | Clothing Personal Cars Large Mobile
Var|at|0ns N pu rChase behaVIOur and veg costs bills bars, drink prices: meat ! and take and/or : red meat ! care items household  phones
preference are expected along Wlth restaurants inlocal —~~=~=~~ aways flights —=——==—~ items
) grocery
stronger value for money expectations. store
Data from the GT23 South Korea Survey
One-third of households in Korea only have one person (joins.com)
Source: KANTAR Korea Worldpanel Division / MAT18Q3 — 22Q3 4 Years / FMCG Total DB / Food (Incl. Fresh Foods) / Online / Direct Purchase
I(A N TAR Kantar 2023 Korea Food Trend m Ia
Overseas market data and insights | Meat & Livestock Australia (mla.com.au)

Top trends in South Korean grocery in 2023 | McKinsey MEAT & LIVESTOCK AUSTRALIA



https://koreajoongangdaily.joins.com/2022/12/07/business/economy/Oneperson--household-Singles-Statistics-Korea/20221207154301170.html
https://www.mla.com.au/prices-markets/overseas-markets/
https://www.mckinsey.com/industries/retail/our-insights/five-trends-that-will-define-south-korean-grocery-in-2023

Some South Korean consumers are noticing rising imported red meat prices and are adopting economising
behaviours - such as buying cheaper options or smaller portions. Frequency remains broadly unimpacted.

IMPACT OF INFLATION ON IMPORTED RED MEAT PURCHASE

: : : Changes in purchase behaviour of imported red meat considering higher prices
People who noticed higher prices for (Among those who noticed higher prices for imported red meat)

imported meat recently

22%

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

Buy imported red meat with same frequency, but
smaller portions

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

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

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

Buy imported red meat with more frequency, but - 3
smaller portions

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? -

I(AN TAR Base: Noticed higher prices for imported red meat recently (n=179) mla

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: Total (800)

MEAT & LIVESTOCK AUSTRALIA



The majority of South Koreans expect to purchase the same or more imported red meat next year;
combined with consistent beef serves overtime this signals inflation isn’t yet prohibitive.

IMPACT OF INFLATION ON FUTURE IMPORTED READ MEAT PURCHASE

40%

50%

32%

9%

8%

|

Much less than | was buying last year A little less than | was buying last year About the same as | was buying last year A little more than | was buying last year Much more than | was buying last year

Base: Total (n=800)
I(AN TAR VOL3: Considering the increasing prices for imported red meat, over the next 12 months, how much imported red meat (beef or mla
lamb) do you think you’ll be buying? Would you say the amount is... MEAT & LIVESTOCK AUSTRALIA



4 in 10 South Koreans are actively pursuing a more sustainable lifestyle — believing they can personally make
a difference through their actions and are willing to pay more for a product/brand demonstrating these
values.

EMERGING SUSTAINABILITY

« Much more likely to believe that they can make a real difference through their actions
« Believe 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

GRAS5 FED
BEEF

Emerging Sustainability % OF ‘ACTIVE’ SUSTAINABLE CONSUMERS IN...

Consumption friendly to the environment

Matural

: . Better for th ' i
is not yet widespread, although S e S
developing. :' - '; Better for the animals
A new group of consumers has emerged, | l 20
insisting on ‘green labels’ and hunting for | | 37
eco-friendly, or organic and natural : ' >4 31 f8a t ype of Beef, grass-fed
! | l beef is strongest on Natural
alternatives. Concerns for the ! | Better for the environment
' ' | ' :
environment are a little stronger among | | Better for the animals
young people. : :
—
Total / Indonesia Vietnam Thailand UA I_S.outh Malaysia China Hong USA KSA Japan
Global Korea Kong
Average

Data from the GT23 South Korea Survey

Base: Total (800)

I{AN TAR SUS_SEGNow we’d like to ask you some questions about your values regarding sustainability and the environment. l

Please tell us how much you agree or disagree with each statement.
MEAT & LIVESTOCK AUSTRALIA
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There are some consistent themes for the key proteins across our different markets. iy

Beef is consistently seen as the ‘Superior’ protein. Global
Summary

PROTEIN PERCEPTIONS - GLOBAL

e Cheap (cost less) and easily available

 Versatile and easy to prepare
Family favourite

e Doesn’t play to taste

* Not nutritious

e Animals treated poorly

* Not environmentally friendly
e Questionable safety

* Not premium or superior

THE SPECIALTY

Few strengths or weaknesses
Taste is a barrier

Lean/tough
Unfamiliar and uncommon except

amongst certain groups

THE SUPERIOR THE CURIOSITY

e  Unfamiliar, occasional purchase
*  Premium, superior option

. Not sure what to do with it
 Fatty & tender
. Taste is a barrier for some

e In MENA lamb is Superior

Good quality, great
taste, superior

Family favourite
Worth paying more for
Nutritious & versatile

THE HEALTHY ALTERNATIVE

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

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

MEAT & LIVESTOCK AUSTRALIA



In South Korea, Beef maintains a clear role as the superior, family favourite they are willing to pay more for.
In contrast, Chicken and Pork are daily staples due to their affordability, availability and perceived versatility.

PROTEIN PERCEPTIONS — SOUTH KOREA

The Superior, tender favourite option The affordable, convenient, versatile option The alternative

O

Tastes delicious  Cheaper (costs less) Stand for the same things

Is an essential part of a healthy diet * |s easy and convenient to prepare Low in fat and high nutrition
for growing children * |s easy and convenient to purchase Goat is seen as

Is my/my family’s favourite meat  (Can be used in many different meals environmentally sustainable
Is the most superior meat  Guaranteed safe to eat

| am willing to pay a bit more for * |s an essential part of a healthy diet for
this meat growing children

Tender  Pork is fattier, but also tastier

Beef

What’s changed this year?

Tastes delicious is a new strength.
Nutritional value and animal care are no longer
a weakness. Strength on versatility softens.

I(AN TAR Based on image profiles which show relative strengths and weaknesses relative to other proteins in the consideration set. The ml a

consideration set is different for every market hence these are broad characterisations only.
MEAT & LIVESTOCK AUSTRALIA



While Pork continues to be the most consumed meat, purchase and salience of Lamb and Goat increased.
Beef consumption remains high and grows for young South Koreans (18- 34s).

KEY PROTEIN METRICS- AWARENESS AND CONSUMPTION

@ SPONTANEOUS EI BOUGHT IN H AVERAGE SERVES
AWARENESS LAST MONTH LAST 7 DAYS

22 21 '20 22 21 20 22 21 20

Beef 44% . 74% 75 76 66 Beef - 83% 84 82 82 Beef . 1.8 1.5 14 15

Pork - 84%V¥ 91 91 88 Pork . 2.1 1.9 18 1.9
Pork 25% . 64% V¥ 74 71 64
Chicken - 69% 72 77 72 Chicken . 1.6 1.4 15 1.5
Chicken 4% . 37% 40 38 36
Lamb I 11% 8 8 7 Lamb IO.6 0.3 0.2 0.3
Lamb/Mutton 1% I 149% 12 10 11
Goat I 8% p) ) 3 Goat I 0.6 0.2 0.1 0.2
Goat 0%6 1% 1 1 2
Growth in lamb and goat consumption driven AVERAGE BEEF SERVES L7D — AGE GROUPS
mainly by higher income group (HH income- 90
Top of Mind million won+). 2.7
Among this group, Lamb consumption - 1.7
increased from 15% in 2022 to 30% in 2023 and
Goat from 4% in 2022 to 27% in 2023 18-34 mW35-49 m50-64

CH1 Spontaneous Awareness — When thinking about meat, which types come to mind?
I(AN TAR CH10 How many meals that included the following meats have been prepared and eaten in your home in the last 7 days? VW Sig. different at 95% l
CH2 Bought in the last month — Which types of meat have you bought in the last month to prepare for a meal at home? m a

Base: 23 (n=800), '22 (n=800), '21 (n=800), '20 (n=800) *<REFERENCE>

MEAT & LIVESTOCK AUSTRALIA



As South Korean lifestyles evolve and seek greater convenience, the number of people ordering Beef H
online is consistently increasing, particularly amongst the youth segment.

BEEF- PLACES OF PURCHASE

Once per month or more often (net)

62

59 e o 58 e Butcher
50 52 52 50
Supermarket
—QOnline

42% of 18-34s claim to buy beef online (at least @
R

27 82 retailer monthly) in 2023 (+10% VS 2022)
4
118 22 23 —Wet Market

18
15 15 16
—Hypermarket
2019 2020 2021 2022 2023
QR3A. How often have you bought beef from each of these locations in the last six months? o .
IKANTAR Base:’'22 (n=649) '21(n=586) ‘20(n= 597) "19(n=629) '18(n=587) W Sig. different at 95% mla

MEAT & LIVESTOCK AUSTRALIA



Channels of purchase for AU and US beef buyers are similar. US beef purchased from Supermarkets H
shows softening while Online purchase has increased marginally for both.

BEEF PLACES OF PURCHASE FOR PAST 3 MONTH AU & US BEEF BUYERS

Once per month or more often (net)

SLZ «
S« *
*

AUSTRALIAN BEEF

AMERICAN BEEF

D -0 e 59
Butcher cg m 2023 Butcher 61 m 2023
2022 2022
N 56 N 50
Supermarket X Supermarket 56
: : D 33 : : D 33
Online retailer 78 Online retailer 30
D 24 D 2 4
Wet Market 73 Wet Market 6
Hypermarket I 17 Hypermarket I 16
19 21
QR3A. H ften h b ht beef f h of th locati in the last si ths? o
IKANTAR S o e gy e s v s aen oo mia

MEAT & LIVESTOCK AUSTRALIA



Younger consumers also show a higher frequency for buying beef, especially Imported beef vs H
Local

FREQUENCY OF BUYING LOCAL AND IMPORTED BEEF

FREQUENCY OF BUYING (FORTNIGHTLY OR MORE OFTEN)

LOCAL AND BEEF
M Local Imported
48 47 46
40
36 37
34 33
31 31
] I | | I I I
Total Childrenin HH  No Children in HH 18-34 35-49 50-64
I{AN TAR (GF3B) Do you know the country of origin of the beef you buy? (n=800) W Sio. different at 95% mla

(CH4) How often do you buy imported beef? (n=800)
(CH4LOC) How often do you buy local beef? (n=800)

MEAT & LIVESTOCK AUSTRALIA



Protein landscape in South Korea

@ Red meat is superior and
L

\A essential for a healthy diet

Like other East Asian markets, as well as being
premium and superior, beef is seen as an essential part
of a healthy diet and a family favourite.

The majority don’t plan to reduce their volume of Beef
consumption next year, signalling inflation isn’t
prohibitive yet.

Roles of different proteins remain consistent over the years. In addition,
1. Lamb and goat consumption is increasing — led by more affluent consumers
2. Increasing preference for organic, grass-fed, and hormone-free beef led by increased focus on health & food safety

KANTAR mia

MEAT & LIVESTOCK AUSTRALIA



BEEF COUNTRY OF
ORIGIN (COO) BRAND
HEALTH, TRUST &
PERCEPTIONS




With animal origin/ country of origin being important when purchasing beef, a consistently high H
proportion of South Koreans (9 in 10) claim to know the country of origin of their beef.

COUNTRY OF ORIGIN AWARENESS

Know Country of Origin?

TOP ‘ON PACK’ CUES SOUGHT WHILE BUYING BEEF

929 93% 94% 90%VY  90%
79  — .
57
- 45
40
I I 32
Country of origin/ Freshness ‘ Colour of meat ‘ Price per kg ‘ Date packed ‘ Price per pack
__animal 2019 2020 2021 2022 2023
origin/provenance
I(AN TAR (GF3B) Do you know the country of origin of the beef you buy? (n=800) W Sio. different at 95% mla

(CH4) How often do you buy imported beef? (n=800)
(CH4LOC) How often do you buy local beef? (n=800)

MEAT & LIVESTOCK AUSTRALIA



Increasing growth in meat imports from US, Canada and Mexico are likely to increase competition for
Australian beef.

BEEF IMPORTS CONTEXT

Korea beef imports by supplier " |mported beef plays an essential role in supplying the strong demand for
- beef in South Korea, Australia’s 2" largest export market.
— —
E oo = South Korea's primary suppliers are Australia and the United States
d - - (combined 90% import share)
= 200 — B - - _
S = (Canada and Mexico's imports have gradually increased. In the medium-
100 term, increased local output and imports are likely to increase
, competition.

201819 20189-20 2020-21 2021-22
=  US meat currently has a 5.4% lower tariff than AU meat, making it more

@® Australia Us N7 @ Canada @ Mexico @ Other
affordable.

Source: Koreg Meat Trade Association, Australian Fiscal Year

I{AN TAR Source: https://www.mla.com.au/contentassets/58569fb8fd6c405196fbdd138bd75f2a/korea_2022-mla-industry-insights-market-snapshot_300123.pdf mla

MEAT & LIVESTOCK AUSTRALIA



AU beef continues to dominate in terms of awareness and overall brand health, although AU brand health H
has declined significantly across the board - important to arrest the decline and protect its strong position in
market.

BRAND HEALTH BEEF FUNNELS- BY COUNTRY OF ORIGIN

IS * ¥

L

*

AUSTRALIAN BEEF AMERICAN BEEF NEW ZEALAND BEEF CANADIAN BEEF
% % % 7

22 '21 20 22 '21 20 22 '21 20 22 '21 20

SPOTEIEOHE ) 4 83 84 80 76 80 82 74 19 18 19 15 14 10 9 12
Total Awareness 93V 97 97 96 92V 95 96 95 65 66 65 68 54 49 50 54
Ever Eaten 88V 93 93 92 84V 89 89 85 37 38 37 35 30 25 26 27

Eat P12M 80V 86 87 86 74V 79 79 75 27 26 26 25 22 16 17 19

Eat P3M 61V 68 68 70 57 58 59 55 16 16 15 15 13 10 9 11

Past Month 49V 56 55 58 45 46 47 42 11 10 10 9 10 6 6 7

Most Often 38V 44 44 48 29 28 27 21 t 3 2 3 3 oa

BBH1. Spontaneous Awareness, BBH2. Prompted Awareness, BBH3. Ever Eaten, BBH4. Eaten last year, BBH5. Eaten in the

I{AN TAR last 3 months, BBH6. Eaten last month, BBH8. Most often W Sig. different at 95% mla

Base: 23 (n=800), '22 (n=800), '21 (n=800), '20 (n=800) — Bought beef in past month or ever buy beef

MEAT & LIVESTOCK AUSTRALIA



Although this drop in our funnel can be seen across all our subgroups, the youngest (18-34 yo), those

earning 90 million won or more, and households with no children at home are mostly driving it.

' ol

BRAND HEALTH BEEF FUNNELS- AU BEEF 2023 vs 2022

SILZ «
IS * [

*

AUSTRALIAN BEEF

2023

Difference 2023-2022

0 EatP12M EatP3M EatPMm ot MOSt
% often
TOTAL Total 80 61 49 38
18-34 77 61 50 37
QUOTA AGE 35-49 83 - - 20
BANDS
50-64 77 63 44 36
Less than 36 million won 76 55 41 32
36 million won -
84 62 48 38
HH INCOME 55’99;)_,999 won
BAND KOREA 56 million won -
89,999,999 won s 66 54 42
90 million won+ 74 58 50 38
Yes 86 68 58 41
CHILDREN IN HH
No 77 56 43 36
1 person 80 59 44 37
2 people 78 58 46 38
HH SIZE
3-4 people 80 62 50 38
5-7 people 87 69 56 38

ICANTAR

2022
Eat P12M Eat p3v Eatpast Eat Most
month often
86 68 56 A4
85 69 == 47
87 68 57 A4
86 67 52 40
79 58 45 37
86 66 53 42
89 71 59 45
88 78 65 51
87 72 62 45
85 66 52 43
88 65 48 42
82 62 a7 37
87 71 60 47
82 69 60 44

Eat P12M Eat p3v £atpast Eat Most
month often
-6 _7 7 6
S 8 5 10
-4 7 7 =
-9 4 3 4
-3 3 4 =5
) 4 5 4
-5 5 5 3
-14 -20 15 213
-1 4 ! 2
-8 -10 9 -7
-8 6 4 =5
-4 4 1 1
-7 9 -10 9
5 0 4 6

MEAT & LIVESTOCK AUSTRALIA



AU beef remains the most trusted, however, the gap with other imported beef narrows (competitors
growing trust). With a drop in AU Beef brand health, it’s important to strengthen trust in AU beef further.

TRUST- BY BEEF COUNTRY OF ORIGIN

2022 Top 2 Box 38% 26% 18% 16%
2023 Top 2 Box 42% 34% 25% 24%
~ 13% 8% 7% 8%
7 Very trustworthy O 18% 16%
Top 3 299, 26%
box 6
trust °
rus 349 28%
L 5 34%
33%
m4
B 1 Notvery
trustworthy + 2 + 3
Australian Beef New Zealand beef Canadian beef American beef
I(AN TAR BTR2B. How trustworthy is the imported beef from these countries — 7 point scale -

Base: Australian Beef (744) American beef (738), New Zealand beef (518), Canadian beef (432) mla

MEAT & LIVESTOCK AUSTRALIA



Considering higher imported beef purchase frequency for 18-34s, there is scope for AU beef to strengthen trust
and consumption amongst this group.

AU AND US BEEF - CONSUMPTION AND TRUST BY AGE GROUPS

SLZ «
S« *
* *

AUSTRALIAN BEEF AMERICAN BEEF

-mmm

e

Eat P12M Eat P12M

Eat P3M 61 61 61 63 Eat P3M 57 64 55 53
Eat past month 49 50 50 44 Eat past month 45 47 44 44
Eat Most often 38 37 39 36 Eat Most often 29 30 27 33
Trust (Top 2 box) 42 43 42 45 Trust (Top 2 box) 24 31 20 27

AU beef shows consistent usage across age groups, while US beef which has relatively higher

usage among <35s.

KAN TAR BTR2B. How trustworthy is the imported beef from these countries — 7 point scale -

Base: Australian Beef (744) American beef (738), New Zealand beef (518), Canadian beef (432) mla

MEAT & LIVESTOCK AUSTRALIA



WHAT NEXT FOR
AUSTRALIAN BEEF
IN SOUTH KOREA?

\/




A
There are two paths to brand growth.

Increasing the likelihood By increasing the likelihood
that a consumer will buy consumers will pay more

Demand Power Pricing Power
High Demand Power brands capture 5x higher volume share High Pricing Power brands can charge 25% more than

brands with a low Pricing Power score

IKANTAR Example data Source: BrandZ database mia
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AU and US beef play different roles in consumer's lives. AU is the more Premium option while US
offers value. With increased competitive pressure it’s key for AU to maintain its leadership position in
the market.

BEEF- POWER VS. PREMIUM BY COUNTRY OF ORIGIN

Premium Brands Average: 25% Power Premium Brands

~NSILZ &

IS » J*

x

Australian beef

N

PRICING POWER/VALUE

Are they willing to S«

*
?
ey et for etie New Zealand beef

Average:
0.995

Ad

Canadian beef

American beef

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

KANTAR mia
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There are certain associations that consumers hold in their minds for beef. In South Korea these
associations break up into 6 broad themes

Iz 4

SUPERIOR NUTRITIOUS CUTS TENDER & MARBLED

Fresh

Is the most superior beef

|s easy and convenient to purchase
Guaranteed safe to eat

Is my/my family’s favourite beef

More nutritious The meat is usually tender

Offers a variety of cuts that suit the meals |

The fat is nicely marbled
NELE

o o

LOW IN FAT CHEAP

Is low in fat Cheaper

ICANTAR mia
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Considering the importance of food safety and quality, building perceptions of ‘Superiority’ will drive demand
(Power) and justify a premium price.

WHAT DRIVERS DEMAND POWER AND PRICING POWER

N

Demand Power Pricing Power

/0

B CHEAP
m LOW FAT
QUALITY CARE
B TENDER & MARBLED

Is my/my family’s favourite beef B NUTRITIOUS CUTS

Fresh SUPERIOR

Is the most superior beef

Guaranteed safe to eat

Is easy and convenient to purchase

KANTAR mia
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While AU Beef maintains the strongest associations, Superiority continues to fall and other imported
Beef shows momentum. US reaches it’s peak level in terms of being a favourite, while NZ recovers on H
this metric.

ASSOCIATION ON DRIVERS OF DEMAND POWER - BEEF BY COUNTRY OF ORIGIN

AUSTRALIAN AMERICAN NEW ZEALAND CANADIAN
DRIVERS OF DEMAND POWER
ked b BEEF o - BEEF +]- BEEF y BEEF +/-

(ranked top to bottom) 2022 2022 2022 2022

Is the most superior beef 37 -3 21 2 17 2 9 1

Superior (38%

P (38%) s easy and convenient to purchase 65 -6V 63 -3 20 3 15 6

Guaranteed safe to eat >4 -4 29 3 31 2 18 3

Is my/my family’s favourite beef 55 a2 4 35 5 13 4 12 3

s 49 1 35 2 30 3 22 3

Nutritious Cuts (21%) SISl FLOTelE
Offers a variety of cuts that suit the meals | make 35 = 47 L 20 1 16 2
The meat is usually tender e 1 34 3 20 2 e 2
Tender & Marbled (18%)

The fat is nicely marbled 36 ! 31 = 18 4 Ll 3

The animal is well-cared for e ! - 2 33 . 15 3

Quality/Care (14%) The industry is environmentally sustainable = ! 15 3 30 2 14 2

_ - 2

Consistent quality standards 47 5V 31 1 2 3 16
Low Fat (7%) o 35 4 20 1 18 3 10 2
Cheap (2%) Cheaper 24 6 47 -1 14 4 14 4

BBH9. Here are some things which people have said about beef. We would like to know which of the following statements apply to beef from different
I{AN TAR countries of origin. You may choose as many or as few countries of origin as you wish. It doesn’t matter if you don’t buy any of them - it’s your v Sig. different at 95% I
+5 or more = relative category strength impressions we’d like. Base: (n=xxx). Attributes are grouped according to level of co-endorsement i.e. when respondents endorse one attribute for a Vs previous year MEAT&LIVEISTOlCKIAUSTaRALIA
5 or less = relative category weakness.  brand, they are likely to endorse the others in the group. In this way the attributes are linked, then the groups are given an appropriate, summary name.



There are also ongoing declines in perceptions of AU Beef’s fresh, safe and superior associations — key to H
maintain/ grow to protect our leadership position. While AU beef is still perceived best, US beef is gaining

momentum.

PERCEPTIONS AUSTRALIAN BEEF — TRENDED OVERTIME

NI L &

"N AUSTRALIAN BEEF

*

USA BEEF

70

60
54 54
>0 49

40

48
43 40
35—/\_31/ %Z ” 35
30 3

29
21
) ig/\ o

10

2019 2020 2021 2022 2023 2019 2020 2021 2022 2023

Fresh ==Lowinfat —Guaranteed safetoeat -—Isthe most superior beef ==More nutritious

BBH9. Here are some things which people have said about beef. We would like to know which of the following statements apply to beef from different

I{AN TAR countries of origin. You may choose as many or as few countries of origin as you wish. It doesn’t matter if you don’t buy any of them - it’s your mla

impressions we’d like. Base: (n=800).
MEAT & LIVESTOCK AUSTRALIA



Big brands naturally attract high endorsement, which can limit insights.
But we can run a statistical analysis (BIPS) to strip out size to identify relative strengths and weaknesses.

BIP ANALYSIS AND WHY WE SHOULD LOOK AT IT?

Big Brand Medium Brand Small Brand Big Brand Medium Brand Small Brand
Association 1 65 30 20 Association 1 2 <IN s
Statistical
Analysis
Assoclation 2 75 40 12 y Association 2 s 1 3
Association 3 60 45 10 Association 3 -4 B o 2
Limited Insights: More Insights:
Big Brand leads on everything, followed by « Big brand’s strength is driven by Association 2
Medium Brand and Small Brand. * Medium brand'’s role is clear in consumers’ minds — it is

known for Association 3, but not for Association 1
 While small Small Brand is a threat on Association 1

We can then overlay what drives demand and willingness

_: > to pay to help you pursue what matters most (choice/price
driving associations, differentiation/competitive white space)

Note: +/- 5 = relative strength or weakness

ICANTAR  itis not possible to have a relative strength on everything - brands with relative mla
strengths/weaknesses typically perform best because they play a clear role for consumers MEAT & LIVESTOCK AUSTRALIA



Looking at BIPS, US beef is a watch out with stronger results on Convenient To Buy, Value and Variety ”
of Cuts.

DRIVERS OF DEMAND POWER - BEEF

. DRIVERS OF DEMAND POWER AUSTRALIAN AMERICAN NEW ZEALAND CANADIAN
(ranked top to bottom) BEEF BEEF BEEF BEEF
Fresh 0 -5 i 3 1
Is the most superior beef 2 -2 1 -1
Superior (38%) Is easy and convenient to purchase M 7 I 19 -12 I -7
Guaranteed safe to eat 3 -3l 4 1
Is my/my family’s favourite beef Il o 3 -4 -3
Nutritious Cuts (21%) HRIE N e 4 4 2 4
Offers a variety of cuts that suit the meals | make 3 il ° -7 -2
Tender & Marbled (18%) The meat is usually tender 2 3 -2 -2
The fat is nicely marbled -4 4 -1 0
The animal is well-cared for 0 -11 1 Bl 10 1
Quality/Care (14%) The industry is environmentally sustainable -2 -12 1 11 2
Consistent quality standards 0 -2 0 1
Low Fat (7%) T 0 3 5 .
Cheap (2%) . 16 N R 20 S 2

BBH9. Here are some things which people have said about beef. We would like to know which of the following statements apply to beef from different
I{AN TAR countries of origin. You may choose as many or as few countries of origin as you wish. It doesn’t matter if you don’t buy any of them - it’s your

impressions we’d like. Base: (n=xxx). Attributes are grouped according to level of co-endorsement i.e. when respondents endorse one attribute for a mla

+5 or more = relative category strength MEAT & LIVESTOCK AUSTRALIA

5 or less = relative category weakness.  brand, they are likely to endorse the others in the group. In this way the attributes are linked, then the groups are given an appropriate, summary name.



What does AU beef
need to focus on to
target further growth
in South Korea?

\/




Associations for AU beef are strongest on these attributes, albeit seeing a drop. AU beef thus needs to H
focus on communicating what makes our beef superior and strengthen perceptions of quality

TOP ASSOCIATIONS TO GROW - VOLUME & PREMIUM (ORDERED BASED ON IMPACT ON BUILDING EQUITY*)

PRIORITY: Grows Volume and Premium Mostly grows Volume Mostly grows Premium

2. Family
Guaranteed

Favourite @
e
to eat
4

4. Superior casy i :
convenient

Shared strength for AU as well as Ensure open communication about

Supported by perceptions of Australia as a clean, natural environment .
A Wl - US beef. process, quality

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

KANTAR mia
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True Aussie Hoju Chungjungwoo is helping build image associations around quality, safety and “
health, which is a consistent asset we can leverage when communicating our brand. v

TRUE AUSSIE TERM & LOGO

TRUE

Aware of Term: =] Aware of Logo: Top 5 impressions of
‘True Aussie i s True Aussie logo:

Hojuchungjungwoo’

| trust the beef from here

Is fresh

Is guaranteed safe to eat

Comes from the perfect place to produce
Is my/my family’s favourite

58% ©61% v

28%A 29% 317 470, 51% 52%
15% 17%

| | | | | | | | | | | Top Associations to Grow - Volume & Value
2019 2020 2021 2022 2023 2019 2020 2021 2022 2023

S

Easy and

2021-23: ‘True Aussie Hojuchungjungwoo’ convenient
Prior to 2021: ‘True Aussie’

Sig. different at 95%

QTA1. Have you heard the term “True Aussie” before? Base: ‘22 (n=800) ‘21(n=800); 20 (n=800) 19 (n=800), ‘18 (n=837),/17 (n=420) v :
I(AN TAR QTA3. Have you ever seen this logo before? Base: Beef ‘22 (n=800) ‘21 (n=800); Beef ‘20 (n=800), Beef ‘19 (n=800) kbt Cld mla
QTA7. We would like to know which of the following statements apply to the beef brands you have selected. You may choose as MEAT & LIVESTOCK AUSTRALIA

many or as few logos as you wish. It doesn’t matter if you don’t buy any of them — it's your impressions we’d like



Summarising Beef Module

Online grows for new
reasons

Originally out of pandemic
safety concerns, convenience
now fuels online channels; and
traditional channels evolve to
better connect online/offline.

Online channels support Beef’s
accessibility (esp. for young
consumers).

US Beef demand is supported by
strong perceptions of
convenience and affordability
(enabled by lower tariffs).

Asserting AU Beef’s
Leadership over the US

Maintaining leadership is the
task at hand — requiring AU Beef
to push harder on its superior
quality and trust credentials to
justify its higher price and stem
superiority erosion (brought
about by competitors growing
access and building trust
through experience).

Clean, Green and NatL "
for Quality and Safet

While price is always an
important choice driver, South
Koreans are more concerned
with food quality and safety -
AU can deliver to this need
functionally and with its clean,
green, natural image.
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.

As a consistent ma&ﬁ
Beef, True Aussie Hcioj' b
Chungjungwoo can be
to btild and sustain t
its association with quality,
safety and good health. |

/
S ¢
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FINAL
THOUGHTS &
DISCUSSION
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Terms of use: MLA data, reports and information

Meat & Livestock Australia Limited | ABN 39 081 678 364 | Level 1, 40 Mount 5treet, North Sydney NSW 2060 Postal address: Locked Bag 991, North
Sydney NSW 2059 | Ph +61 2 9463 9333 | Fax +61 2 9463 9393 | mla.com.au

1. General

1.1 The reports, data and information provided to you (Data) are owned by Meat & Livestock Australia Limited (ABN 39 081 678 364) ("MLA", "we”,
"us” or “our”).

1.2 "You" or "your” means the person or entity that is provided with a copy of the Data.

1.3 Your access to and use of the Data is subject to these terms of use and any additional terms, notices and disclaimers which appear with or in the

Data. If you do not agree with the terms, notice and disclaimers, you must not access or use the Data.
1.4 MLA may amend these terms of use from time to time and will notify you of any amended terms of use. If you do not agree to the amended terms

of use, you should not continue to use the Data. Your continued use of the Data after these terms of use have been amended constitutes your
acceptance of them.

2. Limited licence

2.1 MLA grants you a non-exclusive, royalty free licence to use the Data solely for your personal and business purposes. MLA may revoke this licence
at any time by providing you with at least 14 days’ notice, in which case you must cease all use of the Data on expiry of the notice period.

2.2 You must not provide the Data to anyone else.

3. Copyright

3.1 All rights (including intellectual property rights such as copyright) in the Data, its content and design are owned by or licensed to MLA.

3.2 You must not remove, alter or obscure any copyright notices that appear on the Data.

3.3 You must not commercialise any information, content or designs contained in any part of the Data without the prior written consent of MLA.

4. Trade marks, trade names and logos

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

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

5. Collection of information
5.1 If MLA requires you to provide personal information in connection with your receipt of the Data, MLA will collect, store, use and disclose this
information in accordance with its privacy policy (found at www.mla.com.au/General/Privacy) and you consent to this.6. Disclaimer and liability

*a
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