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

2024 Study Detalls:

5,800 interviews globally
800 interviews in South Korea

6 Markets (See right)

20-minute online survey
(supported by interviewer in MENA)

NORTH AMERICA

0|8 | &

EASTERN ASIA
@ Q

Q USA MIDDLE EAST Q Janan
Consumers aged 18-64 (N=2400) Q P
Grocery buyers, meal planners U.A.E.
Affluent households (skew) (N=500) South Korea
’% Selected based on potential openness and _
ability to buy AU Beef and/or Lamb China |
(Not representative of total market) (N=800 in

SOUTH EAST ASIA Q)

Captures meat consumption habits, Indonesia
attitudes, perceptions of COO Beef. (N=500)

A~ Conducted annually, this study collects
@ i historical data allowing the tracking of

T trends overtime

each market)
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We have conducted the global tracker in 22 markets over the last 10 years, with South
Korea fieldwork run every year.

o | — = b — A | e = I == 'l R Total # of
MARKETS Singapor Hong markets

Japan Korea | China [Indonesia e Malaysia |Philippines| Taiwan | Thailand | Vietham | USA | Canada| KSA UAE Oman | Jordan | Kuwait | Qatar UK Kong | Mexico | Chile
2015 N
2016 3
2017 11
2018 13
2019 10
2020 °
2021 11
2022 11
2023 1
2024 6




South Korea Sample — a deliberate skew
(not Nationally Representative)

COUNTRY SAMPLE
INCIDENCE STRUCTURE
Women aged 18-64 Male 50% -
Grocery buyers, meal planners Gender
bought/consider imported beef Female 50% 100%
Skew to affluent households i
(greater openness and ability to 18-34 - 32%
buy AU Beef) a0,
(Not representative of total market) Age 35-49 ; °3%
50-64 - 14%
Seoul 19% 40%
i Busan 7% 20%
Cities
Daegu 4% 20%
Gyeonggi-do 26% 20%

Consumption 2Ly | Fresl Meat : 100%
(at least occasionally)

MGBs Main Grocery Buyers - 92%
Children Households with Children - 39%
Under 35,999,999 won - 17%
Income 36,000,000 - - 57%
le i d £ = 89,999,999 won
Sample is made up of n=800 consumers 90.000.000 won+ _ o
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The Central Question

How can Australie
Beef strengthen it
leadership position in,

"y 'Y

South Korea? N

i
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3 Key trends we see influencing consumer decisions now and into the future:

£t A

Lad |
Positive economic outlook ncreasing meat consumption Food safety & quality are key
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The growing economy and anticipated growth in the meat market suggest a favourable
environment for the red meat industry in South Korea.

S

Positive economic outlook

—After a bumpy 2023, 2024 looks to be the
year Korea focuses on re-stabilisation and
economic growth.

—The economy grew 3.4% year on yeal,
bigger than the forecasted 2.5%; driven by
sustained export recovery.

Source: KDI ECONOMIC OUTLOOK | UBI

Increasing meat consumption

—Koreans are eating more meat than they did
In 2023, surpassing the consumption of
staple food rice.

—Meat consumption increased 1.3% vs 2023
and Is expected to continue to grow.

—Pork accounted for half of all meat
consumption per capita last, yéar with the
protein percelved as afforfd{;; _'fle and versatlle

s N 4 ..':‘-’;,'_'.

A

P

Food safety and quality are key

—Consumers are highly sensitive to food
safety concerns.

—In Mar’24, South Korea banned all imports
of ruminant meat products, such as beef,
sheep, and mutton, from 36 countries with a
history of mad cow disease (BSE), benefiting
countries such as Australia and/New Zealand
‘that have never had BSE.

"-“'T'E"Z’OZ4 02 KDI - Koe Developmentlnstltute RESEARCH"- Economlc Qutlook - Economic Outlook// )

KANTAR | ®mia

MEAT B LIVESTOCE ALISTRALLA

https://www.mfat.govt.nz/en/trade/mfat-market-reports/south- koreg frade-and-economic- update february 2024
httpsi//www.chosun.com/english/travel-food- en/2024/03/03/FJFSG“PH275ASBG4UT7466JWHMI/’ " '
https://www.euromeatnews. com/Article-South-Koreas :bans ruminant-meat-| | o
countriesf4511#:~:text= South%ZOKorea%20deC|ded%20to%20tfan the% Asmﬁfﬁ'Oébuntry%ZOth|s%20year
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https://www.kdi.re.kr/eng/research/economy?pub_no=18214

Protein landscape




Overall protein salience and past-month purchases have been stable over the last few years,
as pork consumption and salience return to 2022 levels.

Key Protein Metrics

@ Spontaneous Awareness

Pork 31% .72%
Chicken 3% . 36%

Lamb/Mutton 0% I 13%
Goat OOJ(O 1%

Top of Mind

Total Awareness

(T
Bought In Last Month ﬂ)? Average Serves Last 7 Days
23 22 21 23 22 21 23 22 21
74 75 76
Beef 82% 83 84 82 Beef 1.8 15 14
64 74 71
Pork goea o4 91 91 Pork 21 1.9 18
37 40 38
Chicken 70% 09 fz 1t Chicken I 1.7 1.6 14 15
14 12 10
11 8 8
1 1 1 Lamb 7% Lamb |0_4 06 03 0.2
8 2 2
Goat 2% Goat | 0.3 06 02 0.1
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CH1 Spontaneous Awareness — When thinking about meat, which types come to mind?

CH10 How many meals that included the following meats have been prepared and eaten in your home in the last 7 days?
CH2 Bought in the last month — Which types of meat have you bought in the last month to prepare for a meal at home?
Base: 24 (n=801), '23 (n=800), '22 (n=800), '21 (n=800)

W Sig. different at 95% vs 2023 11



Imported beef Is purchased more frequently compared to local beef whereas in most other
countries we see local beef purchased more often

Frequency of buying local and imported beef

LOCAL/
NET Monthly purchase of local/imported beef Frequency of purchase of local/imported beef
NET Monthly
76 & -
73 72 2 +2 -1 +4
40 40
29 24
19 17
B l I .
2021 2022 2023 2024 Every week Every fortnight At least once a month Every 6 months
—Local Imported

(CH4) How often do you buy imported beef? (n=801) Sig. different at 95% vs 2023
l(ANTAR ‘ M;;.—M.-u-:m!ﬁ (CH4LOC) How often do you buy local beef? (n=801) v 12



While physical channels are most popular for buying beef, online in South Korea is higher
than global average - driven mainly by the time-saving and convenience It offers.

Beef Places Of Purchase At Least Once A Month & Online Purchase Barriers

H Reasons behind online beef purchase

It saves me time because | do not visit a store 54%

It is more convenient as | can shop online at any
Global time or in any location
average: 10%

50%

It's easier to find or access special offers

/sales/affordable prices 43%

Having my beef delivered to my home/work is more

convenient for me 43%

15%

| can more easily compare the meat | want to buy
12% e.g. by prices, country of origin

36%

| can look at customer reviews and feel confident

. 0)
about the quality of the meat 34%
There is more choice and variety available online
than instore 28%
Butcher Supermarket Online retailer Hypermarket Wet Market
l(ANTAR ‘ mla R3a/b_24: Which of these locations do you buy beef/lamb from at least once a month? Base: ‘24 beef n=585 13
AT & LIVESTOCK ALS TR 1A (OSM_Q4) Reasons why you purchase your Beef online Base: 113



Those still hesitant to buy beef online prefer to see it before buying to ensure quality
and safety. Freshness, colour and provenance are the key factors that buyers look
for when buying beef.

Top 5 reasons for not buying beef online Top cues looked for when buying beef
Prefer to see the meat before | buy it

55%
42%
49%
I’'m concerned that what | see and buy
online will be different to what is »
delivered 28% 40% 39%
Concern about safety/hygiene of fresh 30%
meat bought online and delivered 27%
It takes too long to arrive/ | prefer to have
the meat immediately, without waiting for 18%
shipment
I've heard of bad experiences with online

meat purchasing 12% _ - | |
Freshness Colour of meat Animal origin/  Date packed Price per kg  Price per pack
provenance /
country of origin

PACKZ1. Can you please select up to 6 things you look for (on the pack, on the shelf etc.) when buying beef?
ICANTAR | mia voup P06 hings you look for(on the ) when buing 14
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Summarising Protein landscape in South Korea

Protein consumption

In South Korea, protein consumption has been relatively
steady In recent years.

Beef has an opportunity to gain from the increasing meat
consumption and Pork demonstrates the largest opportunity
to convert serves from, having the largest protein

consumption. = b
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Food safety, quality and convenience are key

Food safety and quality are very important in South Korea;
thus, animal provenance/ country of origin is among the top
things consumers look at when purchasing beetf.

Australian beef is well placed to meet this demand as it
caters to both functional and emotional needs.

1]
It djlmw.uant to en!s.ure availability in all relevant channels

h hlgh preference for onllne purchase |n
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Beef- Brand Healtl

By Country of Orig
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All guestions in this section were asked of beef buyers only (must have ever
bought beef). They also must have previously bought, or would consider buying,
Imported beef.




The brand list remains consistent with 2023 allowing year on year comparisons

Beef Brands Tracked In 2024

Australian beef American beef New Zealand beef Canadian beef
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Despite a higher tariff than the US, AU beef imports grew compared to 2023, compensating for
a drop In Imports from competitors and indicating that the overall trend for AU beef imports In
South Korea Is positive and expanding.

Korea Beef Imports By Suppliers

—US beef has a distinctive competitive advantage over AU beef as its tariff is 50% lower than AU beef tariff (whose tariff has
dropped to 10.6%)

—However, December imports from the US were down by 24% compared to previous year due to lower production.
—OQverall Australian beef imports increased by 10%, offsetting the decrease from the US and other countries.

—The USDA forecasts that overall South Korean beef imports will grow further by 2% in 2024.

3 . S
S "o i S B
- >
. : A
- 'y . " -
- ’ -
\ [ |
- - .\

LA A2
M = i W
‘M ¢

S Soufé’@‘ﬂtps /fwww mla com. au/rjrrces nng&s/overseas markets/ ;

A\ mla com au/qlobalasset%fa corpa&ate/prlces markcj}s(docufh&ts/os markets/stemer rep
Gy, R R Y
2 AN A -)f'\ N R

Ny

g 2 ) g :
B o " >
i R Y :
. S : 1448 ortate s P 3 a
. i 3 R v R .5...‘ R S s
3 Y el ey 1 g : ; R ST

KANTAR48F

- ’ *
* 3 -~
. Fo g AT
- g‘ L Y



https://www.mla.com.au/prices-markets/overseas-markets/
https://www.mla.com.au/globalassets/mla-corporate/prices--markets/documents/os-markets/steiner-reports-and-other-insights/202401-global-beef-market-review-january-2024.pdf
https://www.mla.com.au/globalassets/mla-corporate/prices--markets/documents/os-markets/steiner-reports-and-other-insights/202401-global-beef-market-review-january-2024.pdf

AU and US beef maintain dominance in South Korea. In line with rising imports, ”
AU beef consumption recovered back to 21/22 levels.

Brand Health Funnels — By Country Of Origin

5; i /OAUSTRALIAN BEEF AMERICAN BEEF NEW ZEALAND BEEF I*I CANADIAN BEEF
* Y0 % % ! %
23 '22 21 23 22 21 23 '22 21 23 22 21
SPontaneous 80 78 83 84 80 76 80 82 13V 19 18 19 11 14 10 9
Total Awareness 95 93 97 97 94 92 95 96 63 65 66 65 49V 54 49 50
Ever Eaten 93 93 88 84 89 89 36 37 38 37 29 30 25 26
Eat P12M 86 87 8 74 79 79 25 27 26 26 20 22 16 17
Eat P3M 68 68 58 57 58 59 1 16 16 15 w 13 10 9
Past Month 56 55 <l 45 46 47 2 11 10 10 10 6 6
Most Often 44 44 28 20 28 27 2 4 3 2 t 3 01 1
BBH1. Spontaneous Awareness, BBH2. Prompted Awareness, BBH3. Ever Eaten, BBH4. Eaten last year, BBH5. _ _
l(ANTAR ‘ mla Eaten in the last 3 months, BBH6. Eaten last month, BBH8. Most often W Sig. different at 95% vs 2023 19

MEAT B LIVESTOCK ALSTRALLA Base: 24 (n=801), '23 (n=800), '22 (n=800), '21 (n=800) — Bought beef in past month or ever buy beef



There are two paths to brand growth

By increasing the likelihood
that a consumer will buy a brand

We call this Demand Power

. Demand Power

High Demand Power brands capture 5% higher volume share

l(ANTAR ‘ I'I'Ila Example data Source: BrandZ database | Example Data
MEAT & LIVESTOCK ALISTRALLA

By increasing the likelihood
consumers will pay for a brand

We call this Pricing Power

Pricing Power

High Pricing Power brands can charge 25% more than brands
with a low Pricing Power score

20



South Korean consumers are most likely to choose AU Beef. Its lead has H
strengthened in 2024, drawing predisposition away from smaller competitors such as
NZ and CN beef.

Beef Country Of Origin — Equity/ Demand Power

S NEW ZEALAND BEEF % B¥l canaDANBEEF %

Bl AUSTRALIAN BEEF % AMERICAN BEEF %

485 W 471 B 46.8
43 46.2
32.7
‘20 ‘21 ‘22 ‘23 ‘24 ‘20 ‘21

B Demand Power

32.3 33.3
EEE . KN
‘23 ‘24 ‘20 ‘21 ‘22 ‘23 ‘24 ‘20 ‘21 ‘22 ‘23 ‘24

‘22

ICANTAR mia )
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US beef Is the value option while AU beef holds a justified premium position, as
consumers are willing to pay a higher-than-average price for it. It Is important for AU

beef to further grow its position in the market.

Beef Power VS. Premium

Niche

High worth, but smaller
Demand

N

PRICING POWER

Are they willing to
pay more for you?

Underperforming

Low worth and demand

MEAT & LIVESTOCEK ALISTRALLA

By Country Of Origin

Premium Brands

gl New Zealand Beef

Average: 25%

Power Premium Brands

Justified Premium
Brand equity supports
current higher price

Australian beef alis

Average:
0.99
I*I 23" Canadian
beef
/ E American Beef
Canadian Beef I*I
Demand

Underperforming Brands

DEMAND POWER
Are consumers more likely to choose you?

High demand, but weaker

perceived value
Value Brands

22



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

Importance In Driving Demand Power

R e % ) &

Superior Nutritious Cuts Richly Marbled Quality & Care Cheap Low In fat
32% 21% 19% 16% 6% 6%
— Is my/my family’s — Offers a variety of — The meat is usually — Consistent quality — Cheaper — Is low In fat
favourite beef cuts that suit the tender standards
meals | make . . .
— Guaranteed safe to eat — The fat is nicely — The animal is well-
— More nutritious marbled cared for
— Fresh
_ — The industry Is
— Is the most superior environmentally

beef sustainable

— |s easy and convenient
to purchase

ICANTAR mia )
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Safety, freshness, superiority, and accessibility are key for driving both Demand and H
justifying a Premium price. Tenderness, marbling and quality, sustainable practices &
low fat options can also help justify a premium price.

Beef Country Of Origin — Equity Drivers

. N
Demand Power Pricing Power

SUPERIOR Is my/my family’s favourite beef
Guaranteed safe to eat

Fresh
Is the most superior beef

|s easy and convenient to purchase

m SUPERIOR RICHLY MARBLED

The meat is usually tender

m NUTRITIOUS CUTS
The fat is nicely marbled

® RICHLY MARBLED

QUALITY CARE

Consistent quality standards
The animal is well-cared for
The industry is environmentally
sustainable

= QUALITY CARE

m CHEAP

= LOW FAT

IKANTAR |  mia 2

&&&&&&&&&&&&&&&&&&&&&&&



As competitors’ perceptions weaken, AU’s stronger links to freshness, accessibility, variety of
cuts and sustainable practices are driving its recovery in consumption.

Drivers Of Demand Power

© DRIVERS OF DEMAND POWER

(Factors and statements ranked from highest to lowest

Lz *
NS » *
*

Y/

AUSTRALIAN BEEF

AMERICAN BEEF

NEW ZEALAND BEEF

i

CANADIAN BEEF

importance in driving Demand Power) s my/my family’s favourite beef — £g 33 A 4 9
Guaranteed safe to eat B 56 29 29 15
Superior (32%) Fresh I 54 32 26 14
|s the most superior beef B 39 18 17 CR 4
Is easy and convenient to purchase N 72 66 16 ¥ 11V
Offers a variety of cuts that suit the meals | make B 60 53 23 14
Nutritious Cuts (21%)
More nutritious I 48 32 28 18
The meat is usually tender I 19 29V 18 9
Richly Marbled (19%)
The fat is nicely marbled BN 36 27 16 [
Consistent quality standards N 51 34 22 12 V
Quality/Care (16%) The animal is well-cared for BN 49 19 34 12
The industry is environmentally sustainable B 43 11 'V 32 10 V¥
Cheap (6%) Cheaper 29 I 46 14 11
Low fat (6%) Low in fat _ 33 20 16 8
W Sig. different at 95% vs 2023
I Highest Association

ICANTAR mia
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BBH9. Here are some things which people have said about beef. We would like to know which of the following
statements apply to beef from different countries of origin. You may choose as many or as few countries of origin as
you wish. It doesn’t matter if you don’t buy any of them - it's your impressions we’d like. Base: (n=801).

Second highest
Third highest

-



AU beef has the strongest association across attributes; however, to strengthen H
Its leadership position, it Is Important to grow among the key drivers.

Perceptions Australian Beef — Trended Overtime

=~ "y AUSTRALIAN
wamnas BEEF
Easy and convenient 71 — 72 +1%
Variety g1 )
— 56 -3%
| Freshnegs Eé =4 =
Consistent quality \ o o
- 0
Tender 49 / 49 -
Sustainable

Superior ﬂé 43 -1%

Nicely marbled 36 — \ 36 =

2019 2020 2021 2022 2023 2024

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

l(ANTAR ‘ mla statements apply to beef from different countries of origin. You may choose as many or as few countries of origin as 26

MEAT B LIVESTOCK ALSTRALLA you wish. It doesn’t matter if you don’t buy any of them - it's your impressions we’d like. Base: (n=804).



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

Brand Image Profiling 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 s
Statistical
o Analysis .
Association 2 75 40 12 Association 2 - E -1 -3
Association 3 60 45 10 Association 3 -4 -2
Limited Insights: More Insights:
Big Brand leads on everything, followed by Medium Brand and Small Brand. —Big brand’s strength is driven by Association 2
—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
I_( AN TAR ‘ mla It is not possible to have a relative strength on everything - brands with relative strengths/weaknesses typically 27

MEAT & LIVESTOCK ALSTRALIA perform best because they play a clear role for consumers



There is a clear opportunity to own the association with safety, freshness and superiority - that
are key drivers to both demand (volume) and premium (value) and are currently white spaces.

Drivers Of Demand Power

o DRIVERS OF DEMAND POWER

(Factors and statements ranked from highest to
lowest importance in driving Demand Power)

VY
\

*

AUSTRALIAN BEEF AMERICAN BEEF

NEW ZEALAND BEEF CANADIAN BEEF

b

Is my/my family’s favourite beef h 11 3 -6 i -1
Guaranteed safe to eat 1 -7 3 1
Superior (32%
P (32%) Fresh 0 -3 1 1
|s the most superior beef 3 -3 3 -1
Is easy and convenient to purchase Bl 10 N 23 -16 I -6
Nutritious Cuts (21%) Offers a variety of cuts that suit the meals | make 0 I 12 -7 -2
More nutritious -7 -4 2 a5
_ The meat is usually tender 3 1 -1 -1
Richly Marbled (19%)
#2 driver of Pricing Power (21%) The fat is nicely marbled -3 4 0 -1
Consistent quality standards 0 1 -1 0
Quality/Care _ _
(16%) The animal is well-cared for 0 -13 1N 12 1
#2 driver of Pricing Power (21%)
The industry is environmentally sustainable 1 -15 I B 15 1
Cheap (6%
p (6%) Cheaper -15 . B 19 -5l 2
Low fat (6%) Low in fat 4 -2 2 1

-

US beef stands out in
Nutritious Cuts while NZ
dominates Quality/Care,
both key to justify a
premium price.

+5 or more =relative category strength
-5 or less =relative category weakness.

ICANTAR
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BBH9. Here are some things which people have said about beef. We would like to know which of the following
statements apply to beef from different countries of origin. You may choose as many or as few countries of origin as
you wish. It doesn’t matter if you don’t buy any of them - it's your impressions we’d like. Base: (n=801).

28



Modelling helps us identify that the strongest returns for AU Beef lie In
ensuring the availability and variety of safe, superior cuts that AU Beef offers,

ensuring nutritious

meals.

Top Associations To Grow (Ordered Based On Impact On Building Equity)

Is easy and
convenient to
purchase

Guaranteed safe
to eat

Is the most
superior beef

Offers a variety
of cuts that suit
the meals | make

More nutritious

Strength for AU and US beef,
although US beef currently
owns the convenience space

<P
KANTAR | “®mia

White space

White space
(Potential future strength
for AU and NZ beef)

Currently owned by US beef

Currently owned by
Canadian Beef

A



Aussie Beef- Awareness
& Assoclations




Due to its resemblance to the previous
version, the Aussie Beef term and logo are
well-known, as the logo Is strongly
assoclated with all functional and
emotional attributes.

Aussie Beef - Awareness And Perception

AUSSIE
H \ D=

AWARE OF TERM  AWARE OF LOGO
AUSSIE BEEF

QTA1. Have you heard the term “Aussie Beef” before?
KAN TAR ‘ mia Base: '24 (n=801)

QTAS3. Have you ever seen this logo before? Base:
Beef '24 (n=801)

Comes from the perfect place to
produce beef

Is environmentally sustainable
The animals are free to roam

Is processed under the highest
animal welfare standards

Is guaranteed safe to eat

31



Aussie Beef Is the most well-known Beef brand; most strongly linked with both

functional and emotional attributes.
Aussie Beef - Awareness And Perception

AUSSIE ag
o B ¥
AWARENESS 65% 55%
THE IDEAL HOME Comes from the perfect place to produce beef/llamb — 78 24 37
Is environmentally sustainable I 75 18 38
The animals are free to roam I /5 17 36
Is processed under the highest animal welfare standards I 7/ 21 27
Is guaranteed safe to eat I 32 31 44
PEACE OF MIND Is fresh I 21 32 35
Has consistent quality standards I 77 46 45
| trust the beef/lamb from here I /9 34 38
They care for their animals when raising them I 71 25 36
s the most delicious beef/lamb I 65 30 28
PURE ENJOYMENT Is more nutritious I 6 27 29
Is my/my family’s favourite I 70 38 33
Is low in fat I S/ 18 33 B Highest
| association
QTAS. Have you ever seen this logo before? (n=801) QTA6. The logos below are used to brand beef as being from particular countries (n=517).
ICANTAR | | mia Vou iy chooss a6 many or a5 few Iogos a5 you wish. it dossrit matier if you cor' by any of them - s your mpressions we'd ke, Aussie BeefiLamb (1-326). US Mieat 32

(n=283), Canadian Beef (n=78)



Given that Aussie Beef was launched in 2023, it Is encouraging to see that it has not lost

any of Its essential perceptions or brand pillars so continues to be a brand asset we can

leverage.
Aussie Beef (2024) Vs True Aussie (2023) — Comparison On Perceptions
Comes from the perfect place to produce beef/lamb 78 73
THE IDEAL HOME 3 4
Is environmentally sustainable 75 4 73 s
The animals are free to roam 75 s 68 ms
Is processed under the highest animal welfare standards 67 1 62 1
Is guaranteed safe to eat I 30 5 I s 3
PEACE OF MIND 's fresh K 3 I 73 3
Has consistent quality standards 77 Sl 72 3
| trust the beef/lamb from here B 0 1 B 0 4
They care for their animals when raising them 71 1 58 SN
Is the most delicious beef/lamb 65 5B 63 511
PURE ENJOYMENT IS more nutritious 66 -3 65 -1
Is my/my family’s favourite B /0 1 73 -3
Is low in fat 54 -9 q 53 -7 q +5500rr|218c;re_ Terlzltzia\t/i‘;/(e:actztegory strength
- = gory weakness.

QTAS. Have you ever seen this logo before? (n=804) QTAG6. The logos below are used to brand beef as being from particular countries (n=405).. Which of these logos have

ICANTAR mia
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(n=61)

you seen before when buying beef? QTA7. We would like to know which of the following statements apply to the beef brands you have selected. You may choose as 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. Aussie Beef/Lamb (n=186), US Meat (n=143), NZ Beef & Lamb 34



k! W .::. ) :... |

o..l. "
. .‘ s, .:0_: v

v..%. vr@wy . .‘.&S :
i “ﬂ__ %
»?.

1
i
|
., " ,A ' ‘ ]
S5 ; Pt , . L\ h i
A P, . A | | ) | A i : o
e i & | ! [ Nt : Yl ” ¢ B — : {
- Ry \ IR E LIt o T ) . . F £ e
i _ g j .
- 3 m ) . ! ! ~‘ |
P ' 41 rl ] o o 8 L4t L 1
: . L gl ¥ |
Y . . ! : LR A LN SRR RO { ,.w , “
[ 11 \ i ” I i . AN , : . e
) . \ * o SHE IR R | | i .
| SRR R B CORR ot e TR ERE BT
_ . b i | 1 * LAY 1 8 i it
i, : i
{

.
e 20
e
L)
v
.
L s
=
-
-
e
e
P g
—=
-
: — -—
.
4
S I TI N, 5s e T
- -
e s B
’
i -
- T

- S,
o
d o -
- SRPES
.
-
— - et
1
-t
v“'
B
— i
N
L —~——
WA ———
——
R
-
e 8 A . -
— —
—t
-
— R
-y
-

| ¢ 1IN ~ : 5
4. ! .4 3 ! I” ”
f ; | i . . Ll L34 ety A 0% Nl : \
) v \ \ ..w “ | .,A { .w., ! |
) | . ' y 1 | ",. ' i - ‘ ! ! - :
i -« . y 3 ] ] ]
: I Lo ) £ ! v, i 1 3 .
i ¢ ’ m g 3o | ! :
{ BE) DA R Ll | £ «
” { fa ¥ | y : ;
] : \m : -.. {
{ 8 _ 03 1% B4 . ! \ .
‘— ' , ‘ _. il ] 5 ¢ ’ “
p ; \ .r ﬂﬁ, ' - \ i
' ’ ‘ ¥ " ! | ) 4
* 3 : i _ H i ¥ SRR 4 L
, ' . ._ ! | 153 \ i _ ‘
: 5 v.. ! ~4 _r. '3 \ ! w
@ f ! £ * \ _ ! i |
| ! fe _ ..“ \ ,
! _ . .
] _ bl i
_ , . , | b 3
0 it
Q # : 0 )
| I o4 i
o (i<
. 3’ *. 4 ,
| 1 \ | \ »
! A , |
. L
{ | p

on

| though

INa

ISCUSS

=
a



Final thoughts and discussion

1. Boost Beef’s consumption 2. AU beef Is dominating the category 3. Continue emphasising Superior
guality
Pork and Beef are perceived differently, AU beef has recovered in consumption South Koreans value convenience and
playing different roles in consumers’ and strengthened its lead in the market, choose meat that is fresh, safe and comes
repertoire. well ahead of USA and NZ, maintaining its from trusted sources, emphasizing the
. premium position. need for quality assurance.

As such, it is Beef’s everyday cuts that
have the potential to credibly deliver To strengthen its leadership position and With BSE bans in the news, AU can
versatile affordability, fuelling switching capitalise on the drop in imports from US, leverage its safe status (watch out for NZ
potential. AU beef must emphasize its unique which has this same beneficial status albeit

_ _ gualities and continue to be perceived as much weaker in the market vs AU).
Beef's premium cuts can continue to the superior choice.

‘Aussie Beef' is well-known and provides

consumers with peace of mind, building

stronger awareness to target demand-

ving p rceptrons can help the asset in
ouil ing It SoL m Korea

strengthen the perceptions of superiority
and quality.

Enc iety of safe,
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Terms of use: MLA data, reports and information MEAT & LVESTOCK AUSTRALI

Meat & Livestock Australia Limited | ABN 39 081 678 364 | Level 1, 40 Mount Street, North Sydney NSW 2060 Postal address: Locked
Bag 991, North Sydney NSW 2059 | Ph +61 2 94639333 | Fax +61 2 94632 9393 | mla.com.au

Important: These Terms of Use include terms that limit MLA's liability in connection the Reports and APls and allow MLA to
disclose Your personal information to third parties in accordance with MLA's Privacy Policy.

1 General 4.2 You must not remove, alter or obscure any trade marks, trade names and other names or logos that
1.1 The market reports, data and information provided to you or accessed by you (Reports) are owned by appear on the Reports or any APls.

Meat & Livestock Australia Limited (ABN 39 081 678 364) ("MLA", "We", "Us" or "Our"). 5 Collection of information

1.2 MLA may provide or make available Application Programming Interfaces (APIs) to facilitate the 5.1 If MLA requires You to provide personal information in connection with Your receipt of the Reports,
extraction of information and data from the Reports. MLA will collect, store, use and disclose this information in accordance with its Privacy Policy and you consent to this.

1.3 "You" or "Your" means the person or entity that is provided with a copy of the Reports. 6 Disclaimer and liability

1.4 Your access to and use of the Reports and any APls Is subject to these Terms of Use and any 6.1 You acknowledge that the Reports are provided on an “as is’ basis and MLA makes no representations
additional terms, notices and disclaimers which appear in the Reports or the APIs. If You do not agree with these Terms of regarding the completeness or accuracy of the Reports and, to the extent permitted by law, expressly excludes all

Use or any additional terms, notices and disclaimers, You must not access or use the Reports or the APls. warranties and guarantees regarding the accuracy, completeness or currency of the information, recommendations and
1.5 MLA may amend these Terms of Use from time to time. Please check our Terms of Use regularly opinions contained in the Reports.

before using the Reports or the APIs to ensure You are aware of any changes. MLA will also provide You with notice of g2 Information in the Reports may be obtained from a variety of third party sources. To MLA's knowledge

any material changes to these Terms of Use at least 7 days before the changes become effective. If You do not agree to  the information accurately depicts existing and likely future market demand. However, You acknowledge that MLA has not
our amended Terms of Use, You should not continue to use the Reports or the APls. Your continued use of the Reports or verified all third party information in relation to accuracy or otherwise. You further acknowledge that: (a) any forecasts and

the APls after these Terms of Use have been altered constitutes Your acceptance of them. projections are imprecise and subject to a high degree of uncertainty and (b) the Reports provided may be a snapshot of
2 Limited Licence : : certain markets and not reflect that market as a whole.
2.1 MLA grants You a non-exclusive, royalty free licence to use the Reports and any APls solely for Your §.3 The information, raw data, recommendations and opinions contained in the Reports do not take into

personal use and in the case of cattle and sheep producers, for internal business purposes. MLA may revoke this licence  account, and may not be appropriate for, Your individual circumstances. You should make Your own enquiries and seek
at any time by providing You with at least 14 days’ notice, in which case You must cease all use of the Reportsand any  professional advice before making decisions concerning Your interests or otherwise interpreting or relying on the Reports

APls on expiry of the notice period. in any way. Any reliance will be at Your own risk and MLA accepts no liability for any loss, damage, cost or expense arising
2.2 You must not: from any use or misuse of the Reports.

(a) provide or make available the Reports to anyone else, 6.4 You acknowledge that MLA accepts no liability for any loss, damage, cost or expense arising from any
(b) commercialise the Reports; or commercialise any information, content or designs contained in any part use of the APIs by You, including errors in the automation of the data extraction process using the APls.

of the Reports; or 6.5 MLA may make changes to an API at any time without notice. You acknowledge that it is Your

(c) use the Reports or information, content or designs contained in any part of the Reports for any other  responsibility to ensure that that version of the API You use is current. Nothing in these Terms of Use is intended to
business purposes, exclude, restrict or modify rights, guarantees and remedies that may be conferred on You under the Competition and
("Commercial Use”) without the prior written consent of MLA. Consumer Act 2010 (Cth) in relation to the provision by MLA of goods and services. All other rights, guarantees and

23 Commercial Use of the Reports is subject to separate terms and conditions. Please contact the remedies are excluded.

Marketing and Insights Team via insights@mla.com.au if you wish to discuss the Commercial Use of the Reports. 6.6 To the extent permitted by law, MLA's liability for breach of any consumer guarantee, which cannot be
3 Copyright excluded, is limited at the option of MLA to:

3.1 All rights (including intellectual property rights such as copyright) in the Reports, their content and (a) in the case of services supplied or offered by MLA, which are not of a kind ordinarily acquired for
design and any APls are owned by or licensed to MLA personal, domestic or household use or consumption, resupplying or paying the cost of resupplying the service; or

3.2 You agree not to remove, alter or obscure any copyright notices that appear on the Reports. (b) in the case of goods supplied or offered by MLA, which are not of a kind ordinarily acquired for

3.3 Where You use or incorporate the Reports (or part of it) into a publication with MLA’s written consent  personal, domestic or household use or consumption, replacing the goods, supplying equivalent goods, repairing the

You must, at a minimum, clearly attribute the source of the Reports as Meat & Livestock Australia Limited and include the goods or paying the cost of replacing the goods or supplying equivalent goods or repairing the goods.

following text: 6.7 MLA will not be liable for any loss of profit or for any direct, special, indirect, consequential or economic
“Reproduced courtesy of Meat & Livestock Australia Limited — www.mla.com.au” loss or damage.

4 Trade marks, trade names and logos 7 Governing Law

4.1 All trade marks, trade names, service marks and other names and logos on the Reports are owned by 7 1 These Terms of Use are governed by the law applicable in the State

or licensed to MLA and are protected by applicable trade mark and copyright laws.
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