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BACKGROUND: MLA is working with the Australian Department of Agriculture, 
Fisheries and Forestry on The National Agriculture Traceability Grants Program

As outlined in the brief, the grant’s primary purpose is to: 

1. Support the ongoing development, implementation and improvement of agricultural supply chain 
traceability systems and arrangements for Australian agricultural exports, and enable market access and 
premium pricing for such exports,

2. Promote and showcase Australian agricultural traceability and credentials in Southeast Asia markets to 
influence uptake of agricultural traceability systems and tools that support Australia’s trade agenda,

3. Build trust in Brand Australia,

4. Build regional capability, business-to-business, through technical demonstration and information sharing 
and engagement to enable the uptake of efficient and transparent supply chain practices in a way that is 
verifiable and secure, including through access to information relevant to supply chain traceability 
(including market intelligence and research into emerging trends) and online tools that provide research 
and modelling on consumer trends and commercial trading partner requirements.

With respect to MLA’s project mandate in the context of the grant program’s intention this is 

informed by the project’s title: Showcasing Australian Red Meat Integrity Systems & 

Credentials in Southeast Asia  
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The Australian red meat industry has developed a red meat traceability system 
that can track all Australian red meat from birth to slaughter

The National Livestock Identification System (NLIS) is able to identify and trace cattle, 
sheep and goats throughout the lifespan

NLIS reflects Australia's commitment to biosecurity and food safety and provides a 
competitive advantage in a global market.  It combines 3 elements to enable the lifetime 
traceability of animals:

1. All livestock are identified by a visual or electronic eartag/device.

2. All physical locations are identified by means of a Property Identification Code (PIC)

3. All livestock location data and movements are recorded in a central database

The trust placed in the Australian Red Meat sector stems from these integrity systems, 
which support our product's provenance and the value that arises from our commitment to 
animal welfare, food safety, environmental stewardship—including sustainability—and 
biosecurity credentials. 

While Australia is generally recognized as a reliable trading partner, efforts to 
communicate credentials at both B2B and B2C levels have been insufficient

Source: https://www.integritysystems.com.au/identification--
traceability/national-livestock-identification-system/ 

https://www.integritysystems.com.au/identification--traceability/national-livestock-identification-system/
https://www.integritysystems.com.au/identification--traceability/national-livestock-identification-system/


Red meat purchase decision making
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Research & Business Objectives

1

Understanding trust and quality for consumers

Importance of traceability

2

3

The overall objective is to identify drivers of consideration and trust for 
the Australian Red Meat (Beef, Lamb, Goat) in the context of traceability, 
provenance, food safety and sustainability credentials

Business Objectives: 
To promote and showcase Australia’s red 
meat traceability and integrity credentials 
to drive greater trade between Australia 
and SEA.    This project aims to gain a 
deeper understanding of how consumers 
perceive Australian traceability, 
provenance, food safety and sustainability 
credentials, and to leverage this 
knowledge to drive demand, grow 
preference for Australian red meat across 
Southeast Asia and willingness to pay a 
premium. Perceptions towards Australian red meat4

Research findings will benefit SEA and Australian businesses where 
results can be used to inform marketing messaging and strategies, 

business investment decisions to lead to competitive advantage and price 
premium; as well as feed into red meat industry R&D activities
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Online Consumer Focus Groups were 
conducted in 7 key Southeast Asian markets

Respondent profile:

• Main grocery buyers, regular consumers/ purchasers  of imported (including AU) beef and lamb – 
likely skew female

• All to have purchased imported red meat (beef and/or lamb) mainly from modern retail but can 
also purchase from other retail channels  - we recommend at least purchasing once per month

• Please note, for Vietnam, as lamb consumption is lower, it was 100% beef consumers

• Income group / social class:   Assume A/A+ or B+ in each market

• Age range: 18-49 years

• Ethnicity – across countries, we will mix ethnicity as per natural fallout. 
• For Malaysia specifically, we will ensure mix (Malay, Chinese, Indian) &conduct research in English

GROUP STRUCTURE:  ONLINE FOCUS 
GROUP DISCUSSION (FGDs)  – Each 
group will be 2 hours in length and will 
consist of 6 consumers Singapore

(Singapore)

Malaysia
(KL)

Philippines
(Manila)

Indonesia
(Jakarta)

Vietnam
(HCMC)

Thailand
(Bangkok)

Cambodia
(Phenom Penh)

YOUNGER  - 18-30 years (single/married, 
early career / 1

st
 jobber etc)

2 FGDs 2 FGDs 2 FGDs 2 FGDs 2 FGDs 2 FGDs 2 FGDs

OLDER  31 – 49 years (married with/without 
kids; mix working & housewife)

2 FGDs 2 FGDs 2 FGDs 2 FGDs 2 FGDs 2 FGDs 2 FGDs

DATES OF FOCUS GROUPS (2024) 25-26 Nov 22-23 Nov 21-22 Nov 21-22 Nov 18-19 Nov 25-26 Nov 19-20 Nov

A total of 4 groups in each market



RESEARCH FINDINGS
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IMPORTED BEEF & LAMB 
CATEGORY UNDERSTANDING
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Spontaneous associations – Beef more commonly consumed, 
while lamb is seldom chosen (only occasionally preferred by 
some males in the household) 
Consumers perceive both imported beef and lamb has good quality

•Imported beef is strongly associated with 
quality, closely linked to its country of origin.

• Australian beef(spontaneous recall) -has 
established itself as a reliable choice in the 
Cambodian market due to its long-standing 
presence and consistent quality perception 
among consumers at a reasonable price.

• Local meat is considered cheaper and widely 
available however its quality is not as reliable, 
nutritious and tender as imported beef.
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Imported beef is used to prepare dishes like steak, BBQ, and hot pots, due to its high quality 
and versatility. Lamb is considered more premium but smelly (for housewives), thus, it’s less 

commonly consumed often

Lamb is less often consumed by Cambodians:

•Most Khmer dishes are prepared using beef, rather 
than lamb

•Lamb is slightly more expensive than beef, more 
premium hence only consumed occasionally

•Lamb also has an overpowering smell.

•However, it has some appeal to some males 
(husbands of our respondents) -  as they assume it 
has slight distinct (fatty) flavour

IM
P

O
R

T
E

D
 L

A
M

B

“ខ្ញុំគិតពីសាច់គោអូស្រ្សាា លីមុនគគ គោយសារធ្លា ប់ញញុំវាយូរគ ើយ។” / AU imported 

beef is first comes to my mind first as I have been 
eating it for a long time” (Older, Phnom Penh)

“វាធុំក្ាិនដែលខ្ញុំមិនចូលចិតត ដតបតីខ្ញុំចូលចិតត ចឹងចមអិនគោយដតបតីគេ។” / “It has strong smell 

that I do not like. My husband likes it so I sometimes 
cook for him only..” (Older, Phnom Penh)

“ខ្ញុំញញុំវា គោយសារវាមានរសជាតិឆ្ងា ញ់ជាមួយស ុបចិន។ សាច់គោ គលឺអសស្រ្មាប់សុខភាព។.” / “I 

eat it because it is good with hotpot. It’s also good 
for health like beef..” (Younger, Phnom Penh)
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General Beef Usage – Mostly prepared in-home and menu 
usually decided by the housewife
Cambodian households primarily rely on home-cooked meals, with dining out reserved for special occasions.  
Family members contribute by suggesting the type of dish to prepare.

Khmer people enjoy beef in various dishes, often paired with vegetables or made into soups. 
They also relish it as marinated BBQ. However, dining out remains uncommon in the culture 

IN-HOME CONSUMPTION
• Joint family decision to choose certain restaurants to go to.

• Most rarely eat out of home unless for special occasion – e.g.  
anniversary, birthday or special holiday

• When eating out, most will eat hot pot and BBQ buffet.

• Staff at the restaurant usually explain about the meat quality and 
the country of origin.

• After tasting the imported meat, it’s different from local meat in 
tenderness(softness which melts in mouth), taste and there is no 
bad smell.

• One example mentioned is KungFu Kitchen restaurant, where 
they consume Australian beef. 

OUT OF HOME CONSUMPTION
• Housewives are the main decision maker in choosing meat. 

Husband, children and elderly sometimes will make suggestions.

• Imported meat considered more tender (so helps children who 
struggle to chew hard meat) and provides better nutrition.

• Word of Mouth from close friends/relatives (mostly living abroad) 
encourages to buy imported meat. The sellers at imported meat 
specialized stores and packaging label helps them as source of 
information.

• Generally, purchase of imported beef is 1-2 times a month and 
consumption is 3-5 times a month with roughly half kilo per time.

• Mostly used to make Khmer dishes such as stir-fried beef with 
vegetables, lok lak(Cambodian dish), beef soup, beef BBQ, steak.

“ខ្ញុំេិញសាច់គោភាគគស្រ្ចើនយក្មក្គធវើឡញក្ឡាក់្ ។ េីញពីផ្សារឡាក់្គីគោយសារវាមានថ្ចៃផុ្សតក្ុំណត់ស្រ្តឹមស្រ្តូវ   ់គ ើយឆ្ងា ញ់ជាង
សាច់គោដខែរ” / “I buy beef for dishes like Lok Lak from Lucky 

mart as they have expiration date and the quality is 
better than local meat.” (Younger, Phnom Penh)

“គគមានសាច់គោអូស្រ្សាា លីក្នញងមីនុយ។ ខ្ញុំដតងដតញ្ញុំវាគោយដតវាផុ្សយលអ និងេន់” / 

They have imported beef mainly 
Australia in the menu. I always eat that 

because it is easy to boil/grill and it’s 
soft.” (Older, Phnom Penh)

Lok Lak
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Types of dishes: Imported Beef – Quick & easy to prepare local 
dishes for daily consumption 
For special occasions like wedding anniversaries or birthday parties, they favor Thai Mookata and 
hot pot or soup, which can be enjoyed with a large group.   

Imported beef is gradually taking local beef’s place in preparing traditional as well. Normally, it is 
more popular in BBQ and hot pot. On the whole, fewer international dishes consumed

LOCAL DISHES INTERNATIONAL DISHES

Beef Lok 
Lak
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Stir fry

Roast Beef with 
Vegetable (Kor 
Loerng Phnom)

Beef BBQ

Khmer Soup 
Ya hon Chinese Hot Pot

Steak
Beef Sour 

Soup 

“អនក្ផ្សទះខ្ញុំចូលចិតតញញ ុំឆ្ងបដនា។” / “My family likes to eat 

stir fried.” (Younger, Phnom Penh)

“គពលមានក្មែវធីីសុំខាន់ៗ គយើងដតងដតគៅញញ ុំបាបីខយូគៅគស្រ្ៅ ឬ បូគ វស ុប គែើមបី
មានគពលគៅជាមួយោន  និងសបាយ.” / “At special 

occasions, we always go family eat out 
to BBQ or Hot Pot buffet. So we can 

enjoy the time together and be 
full.(Younger, Phnom Penh)

Thai Mookata(BBQ)

“ខ្ញុំេិញសាច់គោភាគគស្រ្ចើនយក្មក្គធវើឡញក្ឡាក់្ ។ េីញពីផ្សារឡាក្់គីគោយសារវា
មានថ្ចៃផុ្សតក្ុំណត់ស្រ្តឹមស្រ្តូវ  ់គ ើយឆ្ងា ញ់ជាងសាច់គោដខែរ” / “I buy 

beef for dishes like Lok Lak from Lucky 
mart as they have expiration date and 
the quality is better than local meat.” 

(Younger, Phnom Penh)

Beef and Lamb is interchangeable for 
International dishes only.. Consumers do 

not usually consume lamb for local dishes.
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General Lamb Usage – Lamb is not widely consumed as Beef

Only 2 respondents consume lamb, and the consumption is very similar to beef but the barrier is the smell.
Those who consume eat around 3-4 times a month.

Lamb is not widely consumed for the household consumption. It depends on the 
personal preference such as male family members like its strong taste more.

• Rarely consume lamb in-home because of the strong smell.

• Husband initiates to eat lamb as he has eaten outside and 
likes it.

• Type of dishes: Lamb sour soup and stir-fried mainly.

•  Imported lamb is slightly more expensive than beef.

IN-HOME CONSUMPTION
• It matches well with hotpot soup. The flavor is richer with 

lamb.

• Lamb BBQ and steak is also consumed at the buffets for the 
taste variety.

• Only occasional eat outs with family or friends.

• 1 plate(if there are 10-15 slices in a plate at restaurant) or 2-3 
plates(3-4 slices in a plate at buffet).

OUT OF HOME CONSUMPTION

“ខ្ញុំចូលចិតតស ុបគចៀម ឬ ក្៏ឆ្ងែូចសាច់គោដែរ។ រសជាតិគអម”/ “I like to make lamb sour 

soup or stir-fried with lamb just like beef. The taste is 
richer.” (Younger, Phnom Penh)

“វាមានរស់ជាតិឆ្ងា ញគពលញ ញ៉ុំជាមួយស ុប។ វាគ្វើគោយមានក្ុំលុំង និងជុំនួយសុខភាព.”/ “It 

tastes better in hot pot soup and it boosts energy 
and good for health.” (Younger, Phnom Penh)

“ខ្ញុំចុំអិនគោយដតបតីខ្ញុំគេ គោយសារមិនចូលចិតតក្ាិនវា វាមិនក្ាិនខាា ុំង។”/ “I only cook for my 

husband, I do not like the smell of lamb, it’s very strong 
unlike beef..” (Older, Phnom Penh)



14

Imported meat purchase habits (for in-home) – 
mostly through modern trade retail
Along with convenience of  store location, the quality and reliability of meat are crucial factors in purchase 
decisions. Buyers trust well-known marts and malls, assuming they perform thorough quality checks

“ឡាក់្គីគៅជិតផ្សទះខ្ញុំ។  មានគគនិយាយថាផ្សលិតផ្សលដែលលអគឺស្រ្តូវដតមានថ្ចាផុ្សតក្ុំណត់ស្រ្តឹមស្រ្តូវចាស់លស់” / Lucky mart is 

very close to my home. They always say good quality products that 
have expired date.” (Older, Phnom Penh)

“គពលគៅផ្សារអីអនឬជីបមុង គយើងោចេិញសមាា រគផ្សេងៗគេៀតគស្រ្ៅពីសាច់គោ។ សាច់ស្រ្តូវការក្ដនាងស្រ្តជាក្់ គែើមបីរក្ាគុណភាព គ ើយក្ដនាងទុំងគ ះ
មានការោក្់ឡាដបលស្រ្តឹមស្រ្តូវ” / We can buy the other household products in one 

journey if we go to AEON and Chip Mong. these kind of meat needs 
to be cold to keep the quality. Those marts have decent packaging 

label..” (Older,Phnom Penh)

Lucky Supermarket
✓ Considered reliable - Lucky only sells good quality meat (within expiration date) & keeps in a cool storage. 

✓ Convenience -  It is close to the home, easily accessible

• Source of information: Lucky sells variety of household products, and consumers have seen imported meat 
alao available  

1

2

3

AEON/Chip Mong Mall
✓ Reliability – AEON/Chip Mong Mall prioritizes product quality, ensuring reliable products through stringent 

QC checks and trusted supplier partnerships. Consumers can trust the quality consistency, safety of 
products on their shelves and the trust to the brands.

✓ Convenience  – It is close to home and they can buy many household needs in one journey. Can take kids to 
the playground in the mall and have a family eat out.

• Source of info: AEON and Chip Mong malls are very popular in Cambodia that have very wide variety of 
stores and items.

Makro Wholesale
✓ Wide product variety and bulk purchase – consumers usually go to Makro as a destination to buy in bulk 

and get discounts. Can buy via online app

× However, but they cannot see the meat (sometimes quality is bad once delivered). it is far from the city 
center to go and buy in person frequently.

• Source of info: Word of mouth from friends/relatives who inform them of decent imported meat available

Lucky, AEON, and Chip Mong are top choices for general shopping – and hence are trusted by 
consumers. Makro stands out for its freshness and bulk purchase options (available online), catering 

to larger-scale buyers.
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Imported meat purchase habits (for in-home) – 
specialized store purchase
Choronai stores are popular Cambodian premium meat and fish shops, especially for imported beef. Their strong social media 
presence and convenient market locations(close to popular wet markets) contribute to their popularity.

“សាច់គោគស្រ្ៅ ុំចូលភាគគស្រ្ចើន ខ្ញុំេិញគៅហាងចរថ្ណ គោយសារគៅហាងគ ះ អនក្លក្់បានពនយល់ចាស់ថាសាច់មក្ពីណា វាស់ ុ ចីុំនីអី និងស្រ្បាប់ថាវាមានរស់
ជាតិគម ចសស្រ្មាប់មុខមហូបដែលខ្ញុំចង់គធវើ។” / “For imported meat I go to Choronai stores, the staff 

can explain about the meat where it came from, how cows were fed and 
how the taste will be like for my dishes.” (Younger, Phnom Penh)

Choronai Stores
✓ Speciality- Choronai Stores offer premium beef, lamb, and seafood, especially imported beef and salmon.

✓ Differentiation- Their stores are designed to showcase these high-quality products using big signboards 
and vinyl and decent packaging design with expiration dates.

✓ In-person assistance- Their knowledgeable staff can provide detailed information on each product 
mentioning the type, origin and the quality.

• Source of information: . Conveniently located near markets and with a strong online presence, Choronai 
store makes it easy to purchase and learn about their offerings. There is a daily update of price and their 
available products on the store.

1

Lucky, AEON, and Chip Mong are top choices for general shopping – and 
hence are trusted by consumers. Makro stands out for its freshness and 
bulk purchase options (available online), catering to larger-scale buyers
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Sources of information for red meat – Country of origin, 
Nutrition and Price
Word of mouth, Country of Origin and Store physical and online presence are the key sources for in-home consumption.
For out-of-home consumption, they are Menu, Staff recommendations and Influencers review.

Consumers rely heavily on personal experiences and staff recommendations for meat purchases, 
as these provide direct insights into quality and suitability. Social media influencers and menu 

visuals further aid decision-making by offering trends and detailed product presentations.

OUT OF HOME CONSUMPTION

• Meat preference(according to the type of dish they are 
making) and meat quality is sought.

• Main sources of information 

1. Family members: Which meat to use in particular dish, 
e.g. Lok Lak should be made with beef.

2. Wet market: Freshness, hygiene and price are sought 
and compared with imported beef.

3. Supermarket:– country of origin, price, packaging 
details such as feeding regime of animal, expiration 
date, date of import. 

4. Recommendations from relatives abroad: credible 
source to understand about the nutrition(boost energy 
and increase red blood cells).

5. Facebook pages (Choronai stores): Update about the 
availability, price, nutrition and type of meat to cook 
different dishes.

• Meat quality and price is sought while eating out.

• Main sources of information:

1. Menu description and pictures– mentions type of meat 
and origin.

2. Mid and high-end restaurant staff recommendations – 
Explain about the softness, smell of the different types 
of meat.

3. Influencer’s review on Facebook – Influencers go to the 
BBQ/Hot Pot restaurants and order meat then explain 
about the nutrition of the meat and walk through the 
quality(softness/taste/smell) while eating. Sometimes 
also mention the price difference of meat in each 
restaurant so consumers can learn before going to the 
restaurant.

IN-HOME CONSUMPTION
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Purchase Decision Factors (Beef) – Quality of meat is often 
linked with the country of origin
In-home consumption is daily basis thus prioritizes  quality + country of origin for health.
Out-of-home consumption is occasional and are tend to be expensive, thus, price is the most important factor.

Cambodia consumers are willing to pay a premium for beef that is fresh, tender, easy to chew 
(experience after consuming once), and takes less time to cook, highlighting their preference for high-

quality meat.

• Quality of meat – checked visually by the redness color, 
slight touch of blood to determine the freshness of beef. 
Using their prior experiences of buying at reliable 
store(Lucky,AEON) then cooking(less time consuming) 
and eating(softness, no smell).
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IN-HOME CONSUMPTION

• Price – having budget constraint and look for products that 
fit with financial limits.   Checking the price before ordering 
the type of beef to order.

OUT OF HOME CONSUMPTION

• Country of Origin– show clear pictures of the food and 
meat(imported(AU) vs local). The colour, texture is better, 
and they have trust knowing that the imported beef will 
have better taste and takes less time to cook.

• Price – if too expensive, they might not be willing to buy 
(depending on quality). They will check the price on pack 
and online. 

• Social Influencer review – trust the influencer’s 
recommendation before going to the restaurant. They often 
mention the taste, smell and chewiness of the beef during 
their vlogs. So consumers have sense of social proof before 
ordering.

• Checking on social media like Restaurant Facebook pages 
to see the menu if they have imported beef and at what 
price.
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• Country of Origin is important, as brings a level of trust

• AU beef are very likely to be soft, takes less time to 
cook and the taste and smell is better than local beef 
however it’s more expensive.

• Sellers at the store, Facebook Pages and relatives who 
live abroad will tell them which country has the best 
meat quality and how it’s nutritious to the body.
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Purchase Decision Factors (Lamb) – Driven by strong and 
rich Taste

Taste is the driver to interchange beef with lamb. However, smell is the key barrier for non-lamb consumers. 

Consumers do not consider lamb as the necessary meat to pay premium price.
However, they could consume if there is less meaty smell.

“គមើលគៅគលើភាពស្រ្សស់ និងគុណភាព  គឺដតមួយ ដតបតូរមុខមហូបពីសាច់គោគៅសាច់គចៀម គោយសារវាមានរសជាតិឆ្ងា ញ់។” 

/ “Checking freshness and quality is the same as beef, I am 
just changing beef dishes into lamb dishes because of its 

rich taste.” (Younger, Phnom Penh)

• Quality of meat: The freshness(red colour of meat) is 
checked visually.

• Interchange beef with lamb into daily dishes such as sour 
soup and stir-fried with vegetable.

• As they have tried lamb at the restaurants, they try to cook 
it in home replacing beef.

• Most of the household members(especially females) do 
not like the smell of lamb.

IN-HOME CONSUMPTION

• Taste: Lamb consumers want to try the taste variety and 
they assume lamb tastes heavier and richer than beef.

• They tried it at the Hot Pot/BBQ buffet restaurants.

• Relatives also recommend to try it during the eat-outs.

OUT OF HOME CONSUMPTION

“បងបអូនខ្ញុំនិយាយថាវាឆ្ងា ញ់ និងធញគវគីោយមានក្ុំលុំង ែូគចនះខ្ញណក្៏សាក្់លបង គ ើយក្៏ចូលចិតត.” / “My 

relatives say that it boosts energy, so I tried it and I like it.” 
(Older, Phnom Penh)



19

Concerns about red meat consumption – Health concerns (around 
preservatives) and authenticity on country-of-origin claims

The concerns raised, while mild and impersonal, stem from the potential risks of buying from unfamiliar stores

To tackle these concerns, Cambodian consumers buy from trustworthy supermarkets 
that have strict quality controls, accurate labelling, and reliable suppliers.

❌Health Concern(Vietnam imported) – fear of consuming 
preserving chemicals on meat which might affecting health.  
Also there is some fear of the risk of having blood infections 
when meat is not handled or preserved properly. 
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CONCERNS

• Check production date and expiration date if the time 
span between date is short, it often indicates that fewer 
preservatives or chemicals were used.

SOLUTIONS

❌ Country of Origin (Heard Rumour) – worry about the 
authenticity of the stated country of origin; fake country of origin 
can affect trust and quality of the meat. Have heard from friends 
about the fake labelling of the meat.

• Buy from trusted supermarkets to ensure quality control 
on true origin of the meat.

• Double check on packaging and barcodes - Cambodians 
check barcodes such as 885 would represent Thailand.

❌ Storage and transportation(Validation Necessary)– worry 
about the effectiveness of cooling and transportation methods. 
They would impact on the quality of the meat to be spoiled or to 
have bacteria in it.

• Check visually if there are discoloured(brownish), mould 
and the smell (if not sealed) then ask the seller how the 
meat was transported and stored. 

“វាោស្រ្ស័យគៅតាមស្រ្បគេសដែរ គបើមក្ពីស្រ្បគេសគវៀតណាម  ខ្ញុំមិនគជឿគេគោយសារវាោក្់ថាន ុំ
គស្រ្ចើន។” / Depends on the country if Vietnam, 

cannot trust as they may contain 
chemicals.” (Older, Phnom Penh

“ខ្ញុំគៅហាងដែលធុំ និងលយី គែើមបីេិញសាច់គោ គោយសារសាច់គគមានការស្រ្តួតពិនិតយស្រ្តឹមស្រ្តូវ ែូចជាការពិនិតយគមើលការផុ្សតក្ុំណត់របស់
ផ្សលិតផ្សលគៅគលើគធនើ.” / I only go to the well-known stores to buy 

imported meat as they have QC checks like removing expired 
products on the shelf daily .” (Younger, Phnom Penh)

“ខ្ញុំធ្លា ប់លឺថាមានសាគចើគោ ុំចូលដក្ាងកាា យ គោយោក្់ផ្លា ក្ដក្ាងកាា យ ចឹងគ ើយបានខ្ញុំមិនហា នេិញគៅមា តតូ
ចៗគេ ” / I have heard once that there are fake 

imported meat with fake label so I do not buy at 
other small marts.” (Older, Phnom Penh

“ស្រ្បសិនគបើសាច់គគើមិនោក្់គៅក្ដនាងសាអ ត និងក្ក្ វាោចខូចបាន។ វាោចខូចគុណភាពគពលយក្មក្ហាង” / If the 

meat is not stored in a clean and cooling storage, it can 
be spoiled. The meat can also be spoiled on the way to 

the store” (Younger, Phnom Penh



Understanding Quality, Trust & 
Traceability

2

0



Definition of Quality:-  

1. Freshness is validated through visual inspection, such as checking for a 
bright red color and avoiding brown hues. Sometimes, a slight touch of 
blood is considered a sign of freshness. Additionally, buyers often use 
their experience to assess the meat's firmness by gently pressing it; it 
should be springy, not too soft.

2. Country of Origin - Japan, Australia or America gives proof assurance of 
good quality

3. Expiration date as a reference to determine how long they can keep it 
in the fridge and assess its freshness (time between purchase & 
expiration dates)

4. Higher price point can also indicate quality – e.g. Japanese Wagyu beef.

5. Packaging & Storage – Airtight sealing to prevent contamination. Must 
be kept in cold and clean place to maintain the quality at all time.
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Definitions of Quality – Consumers prioritize visual validation of 
freshness, expiration date, and country of origin
Freshness, country of origin and Expiration date mainly defines quality. Higher price points and storage method 
can also impact perceptions on quality

BEEF
BEEF

Trusted recommendations, whether from sellers, relatives, or social 
media, further reinforce their confidence in making informed choices.

•Quality of meat is important because it impacts:

• Tenderness – must be easy to cook and chew (e.g. stir fry, steak, 
BBQ).  

• Some claim that quality beef can been so soft that they do 
not need to boil much when preparing Hot pot ( 

• Boosts energy and provides nutrition to the body. Health is the 
most important for the family.

•Source of Information:

1. Word of mouth & recommendation from trusted people 
(relatives, especially those living abroad) told them the 
tenderness quality of the imported meat.

2. Sellers’ recommendation (Choronai store, Makro), as they can 
explain in detail – which type of meat to use in which kind of 
dishes, etc.

3. Social media (seller’s Facebook pages and Youtube ads) to 
check information in detail to see the price and the quality 
mentioned in the post.

“ខ្ញុំេិញសាច់គោក្មញញ ុំ យូរគ ើយចឹងខ្ញុំគមើលសាច់គោគលើពណ៍ គ ើយចុចវាថាេន់អត់។ ប ទ ប់មក្ខ្ញុំគមើលគៅគលើ
ស្រ្បគេស និងកាលបរិដ ែ្េ.” / I have bought beef for a long time, 

so I check the colour and press it gently. Then I can 
check the product label to see Country of origin 

and expiration date.” (Older, Phnom Penh)

“សាច់គោមានគុញភាពលអ ជួយគោយមានក្ុំលុំង។ គ ើយគបើវាមិនលអ វានឹងគធវើគោយប ះពាល់ែល់សុខ
ភាព ដែលគធវើគោយអស់លុយគស្រ្ចើន.” / The good quality of beef 

will boost the energy and if it’s not good it will 
have side-effect on health which is more 

costly.” (Younger, Phnom Penh)
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Definition of Trust – Key Finding
Trust is built by the history of importing the quality products only with no concern about the defects.
Therefore, the company must provide consumers quality first and consumers will their give trust back.

Trust in imported meat hinges on quality, country of origin, and clear packaging 
details, such as expiration dates and QC checks. Familiarity with the brand, positive 

experiences, and reliable recommendations from sellers or social media foster 
confidence, even leading buyers to pay a premium for trusted products

“វាមានគៅវញីគៅមក្។ គគស្រ្តូវគោយគុណភាពមក្គយើង គ ើយគយើងនឹងផ្សតល់ការគជឿ
េុក្ចិតតគៅស្រ្ក្ញម  ុនវញិ”, /“It’s give and take. They 

provide the quality to us and we give the 
trust to them.” (Older, Phnom Penh)

• Overview:   Trust depends on the quality, country of origin, detail information provided on the 
packaging and the actual experience after consuming the meat.

• Packaging - Clear packaging helps ensure the meat's freshness displaying the redness of 
meat. Should include import details and expiration dates

• Country of origin – The importing country’s long-standing reputation and the popular choice 
of consumers.

• Quality - Quality control checks from the Ministry of Health and Malls build trust.

• Trust is vital as it shapes repetitive purchase behaviour once established – it gives 
assurance to buy the meat trusting it will taste good and nutritious.

• Buyers are willing to pay a premium (e.g., $2 more for $7 meat) if trust is fully established 
after buying and consuming and gaining satisfaction.

• Trust comes from Experience, Sellers at supermarket, and social media.

• Experience –After buying and consuming one time and the quality meets the expectation, 
trust is established.

• Sellers – Reliable recommendations and provides quality

• Facebook Page– Provides price and type of meat. Also provides detail information such as 
how the animals were fed, how they were kept in farm and how they were exported then 
imported to Cambodia.

“គផ្សច ឬអនក្អិន វូអិនសឺ ដែលខ្ញុំគជឿេុក្ចិតត ដណ ុំោរហារ  ខ្ញុំនឹងេុក្ចិតតពួក្ោត់”, / 

“My trusted Facebook Page/Influencer do 
food reviews so I think I can trust on 

them.” (Younger, Phnom Penh)

“គពលសាក្លបងមតងគ ើយ ខ្ញុំចូលចិតតរសជាតិវា ែូចគនះគ ើយខ្ញុំមានេុំនុក្ចិតតក្នញងការេិញមតងគេៀត។
ឧទ រណ៏សាច់គោអូស្រ្សាា លី គពលខ្ញុំនិយាយពីគសតក្ ខ្ញុំគិតពីសាច់គោអូ្សាត លីមុនគគ។/  

“After trying once and I’m satisfied with the 
taste, so I trust it enough to buy again E.g. AU 
beef whenever we talk about steak, it comes to 

my mind first.” (Younger, Phnom Penh)

“សាច់គោអូ្សាត លីមានគៅដខែរយូរគ ើយ និងមានគគគស្រ្ចើនចូលចិតត ែូគចនះគ ើយគេើប
មានការគជឿជាក្់”/ “AU meat is here for a long 

time and many people like it already so 
it’s trustworthy.” (Older, Phnom Penh)



Source Information Received Recalled Information Credibility
Personal Experience The famous marts and malls provide 

trust that has fostered already.
The familiarity of the country of origin. 
Quality – The repeated buying 
behaviour validates the consistent 
quality of the imported meat.

Never had an experience with 
defects of product.

Most credible; based on direct 
outcomes.

Sellers - 
Supermarkets/Store 
Reputation

Suggests which meat is suitable for 
certain dishes.
Recommend the quality based on the 
country of origin.
Expiration dates on the label.

Trusted stores like Lucky, 
Aeon, Chip Mong are linked to 
quality and reliability.
Stores in cool storage and are 
clean.

Highly credible; trusted for 
consistent standards. – Long 
lasting in the market, always 
dispose the expired products 
and are too big to fail.

Imported meat 
specialized shops 

Product knowledge regarding the 
feeding regime, quality of meat and 
freshness of the display meat.

Transparency of quality and 
price.

Credible due to decent number 
of stores and always have fresh 
products with expiration dates.

Packaging Labels Country of origin, Expiration date, date 
of import

How cows were fed
The taste of meat

Credible if it was sold at the 
reputable supermarkets/stores

Social Media 
(Facebook)

Provides price and type of meat.
 Also provides detail information such 
as how the animals were fed, how they 
were kept in farm and how they were 
exported then imported to Cambodia.

Image, video contents with 
narration providing the 
transparency of the product 
quality and price.
Sometimes live streaming.

Credible if there are high 
number of followers, 
engagement with comments 
and high responsiveness to 
customer order and feedback.
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Sources of Information about Trust – Mostly from personal experience, the seller 
reputation and social media exposure.
The familiarity, store reputation, information on the packaging label and social media exposure are the major 
drivers of trust.

“សុខភាពគឺសុំខាន់ ខ្ញុំដតងដតេិញផ្សលិផ្សលោហារដែលមានក្នញងហាងេុំគនើប និងលបីដត
ប ុគណាណ ះ”/ “As the health is important, I 

usually buy the food products at the 
famous marts and malls only ” (Older, 

Phnom Penh)

“មា តែូចជាឡាក្់គី ដតងដតផ្សតល់សាច់ដែលមានគុណភាពលអ និងេុក្ោក្់បាន
លអ។”/ “Marts like Lucky always keep 

good quality and they store 
well”.(Younger, Phnom Penh)

“ខ្ញុំេិញគៅចរថ្ណគោយសារមានអនក្ជុំ ញខាងដណ ុំពីសាច់ ុំចូល គ ើយបុគគលិក្គគមានការ
 វិក្ហាត់បានលអ គ ើយមានសាច់ចែីៗ។”/ “I buy at Choronai stores 

because they are specialised in imported meat 
and they have well-trained staff and decent 

storage for meat .” (Older, Phnom Penh)

“ខ្ញុំគមើលស្រ្បគេស ុំចូល ថ្ចាផ្សុតក្ុំណត់ និងថ្ចា ុំចូល គៅគលើសុំបក្គវចខៃប់។”, “I check 

the COO on the label and check expiration date 
and date of import. If anything is missing, it’s 

not trustworthy.” (Older, Phnom Penh)



BEEF: 

• The country of origin is highly correlated with meat 
quality. Reputable countries(AU, JP and USA) 
prioritize consumer health, recognizing it as a 
family's most valuable asset as it’s expensive to 
maintain. The main sources of awareness are 
packaging label, sellers at supermarket and 
specialized stores, BBQ/Hot Pot restaurant menus, 
relatives from abroad and online sellers posting 
product and price on Facebook. 

Highest awareness:  Australia, Japan and Australia.

Lower awareness: Vietnam and India
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Reputation of the country is important.

Consumers are highly aware of the COO and significantly enhances the purchase decision to buy from the reputable countries.

Packaging label displays the highest source of awareness. The importance of COO 
is driven by sellers’ recommendation, word-of-mouth and online meat shops.

LAMB: 

• Similar to beef, lamb’s COO is highly important due 
to the same reasons such as health, taste and 
nutrition. The major difference is the smell, the 
reputable countries such as AU, JP and USA have less 
smelly meat compared to local lamb.

Highest awareness:  

Lower awareness:  

Online shops 
selling red meat 

with country flags.



25

Spontaneous association of COO – Australia is best- associated 
with imported meat attribute
Australia is the most preferred for both beef followed by Japan and America.

Australia has the best reputation of imported meat(beef). Consumers reject 
India as unsanitary and Vietnam as supplier of low-quality products.

COUNTRY ASSOCIATIONS:

Australia

• Spontaneous associations –  Good quality(soft) and tasty imported beef.
• Overall – Best choice of imported meat for price to performance ratio.

Positives – Value for money, consistent quality, trustworthy.
Negatives – None.

• Communications recalled –Product Label, Staff at the mart/restaurant 
recommendation and Facebook/YouTube contents.

JAPAN

• Spontaneous associations – Care for health, High premium meat
• Overall – Japan cares about health, and they have A5 Wagyu beef.

Positives – No doubt about quality.
Negatives – Very expensive.

• Communications recalled - 

America

• Spontaneous associations –  Durable quality(long lasting), Trustworthy. 
• Overall – Strong reputation

Positives – Good quality, no side-effect to the health.
Negatives – Buy cows from other countries and process in their countries.

• Communications recalled -

Cambodia

• Spontaneous associations –  Cheap, not very hygienic.
• Overall – Decent choice for day-to-day cooking.

Positives – Price is reasonable and very widely available.
Negatives – No QC check, no proper feeding regime and storage place is unsanitary.
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“ចុំណុចលអ សាច់មក្ពី ជប ុន មានគុណ ភាព  គ ើយ ស្រ្បគេសគនះក្រសាងគក្រ ត៍គ ែ្ ះលអមក្គ ើយ” / 

”The good point of meat from Japan is quality as 

this country have been building good reputation” 

(Young, Phnom Penh)

“ចុំណុច មិនលអ  សាច់មក្ពីជប ុន គស្រ្ពាះវាមានតថ្មាថ្ចា  មិនសូវមានគគយក្មក្លក្់ និង
ពិបាក្រក្េិញ” /”The bad point meat from Japan is 

it’s really expensive and less people bring it 
sell in Cambodia also it dose not more 

available”  (Older, Phnom Penh)

គុណភាពសាច់គោរបស់ស្រ្បគេសអូស្រ្សាា លី  គឺមានតថ្មាសមរមយបុំផ្សុត។  គុណភាពថ្នសាច់គោោគមរិ
ក្គៅមានក្ស្រ្មិតគបើគស្រ្បៀបគធៀបគៅនឹងគុណភាពសាច់គោរបស់ស្រ្បគេសអូស្រ្សាា លី។  ស្រ្បគេេសាច់
គោមក្ពីស្រ្បគេសជប ុន មានគុណភាពលអដែរ ប ុដនតធ្លា ប់ដតញញ ុំគៅហាងអ ូែុន។ (Younger, 

Phnom Penh )/ “AU meat quality is the best in 
the price range. USA meat quality is less than 
AU. Japan meat quality is good but have only 
tried at Udon shop” (Younger, Phnom Penh)



FACTOR REASON FOR AU RANK

QUALITY
• AU meat tastes sweeter(natural) and it’s only a level 

below Japanese Wagyu.

PRICE
• It is cheaper than Japan and America, but the taste 

is sometimes better.

TRUST
• AU is slightly more trusted as the staffs can clearly 

explain about the AU products more.

FOOD 
SAFETY

• Australia is almost the same as Japan however 
Japan is well-known for its strict regulations 
regarding the health.

ANIMAL 
WELFARE

• Proper feeding regime, decent farm space and 
health check for cows. 

PRESTIGE / 
STATUS

• Australia has good reputation and relationship with 
Cambodia regarding education.

HEALTH & 
NUTRITION

• Australia do not have natural disasters like Japan. 
Its weather is similar; therefore, cows will grow up 
under the similar condition as Cambodia. 

26

Overview: Comparison of Countries on key factors 
(Beef) – AU leads the most factors except Price.
Australia leads due to its good relationship with Cambodia, similar climate and established consumer familiarity.

AU meat is graded premium as it is produced under rigorous regulations that 
govern the cows’ diet and overall welfare.

LOWER HIGHER
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Trustworthiness of country of origin – Japan, Australia, or America are 
highly trustworthy country of origin

Trust in each country stems from product experience and reputation built via news and social media.

Trust is highly related to quality – countries with questionable meat quality 
tend to have low trustworthiness

HIGH

LOW

AUSTRALIA A long-time supplier at reasonable prices and widely available. 
Delivering consistent quality.

JAPAN

For its high-grade Wagyu(very expensive and socially advertised as 
the premium meat) and other imported products such as skincare, 
cosmetics are trustworthy.

UNITED 
STATES

Good quality but not widely available and more expensive 
compared to AU.

LOCAL Quality is not ideal and hygiene needs improvement but 
acceptable for its price range.

Have not tried personally however, India is perceived 
as not very hygienic and sanitary due to social media 
and news.

Do not trust the quality of Vietnamese products as 
most of household products do not last long.

“ញញុំ   សាច់មក្ពីអូ្សាត លី មក្ពីគយើងគជឿជាក្់ និងធ្លា ប់បានញញុំ គ ើយ ក្៏ែូចជា មាន
ការផ្សេពវផ្សាយ និងការចិញៃឹមគគ មានសតងោរ” / “ I eat Australia 

meat because I trust on it and used to eat  

as well as there are advertisement about 

it and their feeding follow the standard” 

(Older group, Phnom Penh)

“សាច់មក្ពីឥណាា  ខ្ញុំ គិត ថា ែូចជា មិនសូវមានការផ្សាពវផ្សាយ មិនមានគគ ុំចូលមក្គស្រ្ចើន។ 
ណាមួយ ការគិតរបស់គយើង យល់ថា ឥណាា អត់សាអ ត មិនសូវមានអ ម័យ ” /  “ I 

think I rarely to see the advertisement meat 

import from India, and seems it’s less 

import. The important thing is India is not 

clean and do not have sanitation”  (Older 

group, Phnom Penh)

គជឿជាក្់គលើសាច់គោទុំងមក្ពីស្រ្បគេសអូស្រ្សាា លី ទុំងមក្ ពីោគមរិក្  ប ុដនតគជឿគលើសាច់គោអូស្រ្សាា លី
ជាងគស្រ្ពាះេេួលបាននូវព័ត៌មានចមបងនិងការដណ ុំពីអនក្លក្់គស្រ្ចើន។ (Younger, 

Phnom Penh) / “Trust both Australian and 
USA but Australia is slightly more as I have 
more information regarding Australian from 

the sellers.” (Younger, city)
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Overview: Comparison of Countries on key factors 
(Beef vs Lamb) – Consumer Verbatims

BEEF

ស្រ្បជាជនអូស្រ្សាា លីភាគគស្រ្ចើនគឺគគគិតពីសុខភាពជាក្តាត ចមបង ែូគចនះពួក្គគគផ្លត តគៅលី
គុណភាព  និងផ្សលិតសាច់ដែលជុំនួយែល់សុខភាពរបស់ពួក្គគគ ើយ។ 
(Older, Phnom Penh) / Australian 

people prioritize their health so the meat 
they produce are very likely to be good 
for health too.” (Older, Phnom Penh)

សាច់អូស្រ្សាា លីមានតថ្មាគថាក្ជាជាងសាច់មក្ពីស្រ្បគេសែថ្េ។  តថ្មារបស់វាសមរមយ និងោចេេួលយក្បន។ 
(Older, Phnom Penh) / “Australian meat price is 

cheaper than other countries. Its price is reasonable 
and acceptable..” (Older, Phnom Penh)

េឹក្ែីអូស្រ្សាា លី និងោកាសធ្លតុគៅេីគ ះគឺមានភាពស្រ្បហាក្់ស្រ្បដ លគៅនឹងស្រ្បគេសគយើងដែរ។ ស្រ្បគេស
ោគមរិក្ និងជប ុនជាស្រ្បគេសស្រ្តជាក្់ ែូចគនះគ ើយការចិញៃឹមនិងសាា នភាពសភាពរបស់គោមិនែូចគយើង
គឡើយ។ (Older, Phnom Penh) / “Australian land and 

weather is similar to us, USA and Japan are 
colder so the cows condition will not be the same 

to match with us.” (Older, Phnom Penh)

សាច់គោអូស្រ្សាា លីគឺចាត់់េុក្ថាជាស្រ្បគេេសាច់ដែលមានគុណភាពខពស់ ពីគស្រ្ពាះវាមានការដណ ុំ និងការចិញៃឹម
តាមសតង់ោអនតរជាតិ ការតាមោនសុខភាពសតវគោ និង ុំចូលគោយមានការស្រ្តួតស្រ្តាពីស្រ្ក្សួងចុំគពាះការដ្ក្
គុណភាពរបស់សាច់។ Younger, Phnom Penh) / “Australian 

meat is considered premium because they follow 
international standard of feeding, monitor the health 
of cow and import officially through government QC 

checks.” (Younger, Phnom Penh)

សាច់គោអូស្រ្សាា លីឆ្ងា ញ់ជាង និងដផ្សអមជាងសាច់គោោគមរិក្។ ោចចាត់េុក្ជាស្រ្បគេេ
សាច់គោដែលមានគុណភាពខពស់។ (Older, Phnom Penh) / 

Australian meat is tastier, it is sweeter 
than USA meat. It's a top-notch level” 

(Older, Phnom Penh)

LAMB

  ច់គចៀមអូ្សាត លីមានគុណភាពលអ េន ់និងរសជាតិជាងសាច់គចៀមស្រ្បគេេគផ្សេង
គេៀត ែូចដែលខ្ញុំបានេាក្់គៅក្នញងគភាជនីយោា ន” / “AU lamb is 

softer than other lambs which shows the 
good quality when I tried in hot pot 

buffet” (Younger, Phnom Penh)

“ខ្ញុំមិនដែលបានេាក្់សាច់គចៀមស្រ្បគេសគផ្សេងគេ ខ្ញុំស្រ្ោន់ដតេិញសាច់គចៀមអូ្សាត លីគៅគពលបដីីខ្ញុំសុុំ្យខ្ញុំចុំអិនសាច់គចៀម 
គស្រ្ពាះខ្ញុំមានបេពិគសាធន៍ក្នញងការេិញសាច់គោអូ្សាត លី។.” / “I have not tried other 

countries lamb, I just buy Australian lamb when my 
husband asks me to cook lamb, because I have 

experience buying Australian beef” (Older, Phnom Penh)
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Australia on Trust & Quality  – Trustworthy and 
Reliable Quality for Cambodians
Australia’s reputation for trust and quality stems from consistent standards, strong traceability, and rich 
flavor, making it a preferred choice among Khmer consumers.

Trusted due to its consistent quality, strong traceability, and adherence to international 
standards, making it safe and reliable. Known for its rich flavor, tenderness, and lack of 

unpleasant smell, it’s recommended by sellers and influencers, strengthening its reputation.

• TRUST – Well-established and reputable country.

• Australia has a long-standing reputation among Khmer consumers, making it a 
trusted source for meat products.

• Consistent quality and reasonable pricing.

• Positive word-of-mouth: Sellers and relatives abroad often recommend AU 
meat for its reliability.

• Strong traceability: Australia's strict adherence to international livestock 
standards, combined with similar climatic conditions to Cambodia, ensures the 
quality and safety of its beef.

• Diplomatic ties: Australia's partnership with Cambodia in education programs 
further strengthens trust.

• QUALITY – Rich in flavour, tenderness, safety and hygiene.

• Australian beef is renowned for its rich, sweet flavor, tender texture, and 
adherence to strict international quality control standard for consumption.

• It is easy to chew and lack of unpleasant smell makes the children love it more. 

• Communication: Sellers and Facebook influencers mainly communicate that the 
AU meat for its taste, texture and price at the shop and on online(Facebook).

“អូ្សាត លីគធវើតាមសតង់ោអនតរជាតិ ថ្នការផ្សតល់ចុំនី និងដចរក្ាសុខមាលភាព
របស់សតវគោ ែូចគនះគុណភាពស្រ្តូវដតមានេុក្នុក្ចិតតបានសស្រ្មាប់សុខភាពអនក្

បរិគភាគ” / “Australian follows 

international standard of feeding 
and maintaining health of the cows, 
so the meat quality is reliable for our 

health” (Younger, Phnom Penh)

“ពួក្គយើងធ្លា ប់សាគ ល់ និង អនក្លក្់មានចុំគនះែឹងអុំពីសាច់គោអូ្សាត លី។ សាច់
គោអូ្សាត លីមានគៅគលើេីផ្សារយូរគ ើយ គុណភាពមិនស្រ្បួលដស្រ្ប .” / 

“We are more familiar, and sellers 
have more knowledge about the 

Australian meat. It has been around 
for a long time and the quality never 

changes” (Older, Phnom Penh)
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Traceability – Spontaneously only few are aware of this term

Social media and sellers play a vital role in providing transparency and 
credibility through visuals and recommendations.

SPONTANEOUS:  Only a few of the consumers know right away that it is the ability to track 
from how cows were fed to how they were imported to Cambodia.

• Have heard about this kind of process from YouTube and the Choronai (imported meat 
specialized) stores.   The sellers explain the process in detail to describe the quality of the meat 
and why is it suitable for the dishes.  It helps consumers to make quicker decisions as it fosters 
trust on the quality  of the meat due to transparency of the manufacturing process.

“Traceability is the ability to 
trace and track meat products 
from their source animal from 

growth and feeding, 
slaughter, processing, and 
distribution, to the point of 
sale or consumption, in a 

comprehensive manner”.

Not very much aware of the term but consumers have heard similar to that after probing.
Traceability explains the clear process of imported meat which fosters trust and could influence purchase decisions.

PROMPTED: Most of the consumers are aware of it but not used to the term.

• Comprehension:  It has the international standard with the system of raising the cow which 
translates to the credibility of the meat.

• Importance:  Most claim it is important to know detailed information of the food they will 
consume as it’s directly related to their health. It can also help to make informed decisions as it 
fosters trust on the quality of the meat due to transparency of the manufacturing process. 

• Communication– Most expect communication via social media (Facebook/YouTube) with videos. 
Sellers to provide product knowledge while shopping. Restaurant staffs to explain thoroughly 
before ordering.

• Key messages 

• Shows clear visualisation of the process (from physique of the cow, feeding regime & 
transportation methods) – better to display in video as they can listen to the narration 
and more interesting to watch the live action instead of pictures.

• To enhance credibility, there should be Ministry of Health approval or the international 
organizations QC check process included

“គយើងោចែឹងពីសុខភាពរបស់គោ និង ែឹងថាវាមានចាក្់វាក្់សាុំង
អត”់/ “We can know the health of 

the cows and whether they’re 
vaccinated or not” (Older, 

Phnom Penh)

“គយើងគួរែឹងពីស្រ្បេពថ្នសាច់ដែលគយើងេេួលទន គែើមបីធ្ល ថា
វាមានសុវតាិភាព និងមានផ្សលស្រ្បគយាជន៍ែល់សុខភាពរបស់
គយើង”/ “Knowing the source of 

meat that we put into our body is 
important. We can trust on how 
it will contribute to our health” 

(Older, Phnom Penh)

“បុគគលិក្គៅចរថ្ណបានពនយល់ខ្ញុំដបប នឹង វាគធវើគោយមានភាពយសយស្រ្សួល 
សស្រ្មាប់ការគស្រ្ជើសគរីសមា ក្ដែលោចែឹងពីស្រ្បេជចាស់លស់របស់សតវ”/ 

“Staffs at Choronai store explained 
to me like this, it makes me easier 

to choose the brand that is 
traceable” (Older, Phnom Penh)
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Aussie Beef & Lamb Labelling – Providing exact dates, bar code and 
Khmer description boosts consumers’ confidence to purchase
Consumers do not understand the logo image due to its  asymmetrical shape. However, the packaging label is unique for 
providing all necessary information (which is not seen much in the market) to build consumers’ trust.

• Spontaneously consumers do not recall the brand name and logo  

• Consumers understand it’s Australian beef and lamb due to Khmer description. They tend to skip reading 
the English words. 

• The logo is not easy on the eyes for consumers (they don’t recognise the Australian map). It is not proportionate 
enough to figure out what it’s describing. They find it hard to explain/do not understand what the logo is.

• They think the logo itself is unique as most of them haven’t seen such shape before. However, they 
usually do not look for the brand logo when purchasing, they mainly check the country flag instead.

• Satisfaction:  The dates, bar code, feeding regime and QC check of the product on the label helps in 
making the informed decision based on the trust building factors.

• Trust building factors(label): 
• Khmer letters are easy to read, English would be difficult.

• Exact dates of slaughter, packed and expiration date on the label to confirm the freshness.

• Bar code to confirm the origin of country.

• Nutrition of cow: cows were fed with grain, therefore more nutritious and healthier.

• 9999 Australia Inspected: describing that it was quality control checked already.

Improvements recommended:

• To put QR code to gain more trust: as packaging label can be faked, QR code can validate the 
authenticity of the product by looking it up to see the brand’s legitimate website/Facebook page /post  

• Australian flag:  Not often check the brand name but check the flag instead to confirm COO at a glance. 
To help realize the country of origin for the ease of purchase decision making journey while choosing. 

សាច់គោ និង សាច់គចៀម អូស្រ្សាា ល ី
“ខ្ញុំោនដតអក្េរដខែរគេ គគថា សាច់គោ និងសាច់គចៀមអូ្សាត លី។”/  “I 

only read the Khmer letters, it says 
beef and lamb from Australia” 

(Younger, Phnom Penh)

“ខ្ញុំមិនយល់ពីរូបរាងរបស់ឡូ គូ គ ើវាមិនចាប់ោរមែណ៍សស្រ្មាប់ខ្ញុំគេ។ គគគួរដតគផ្លត ត
គៅគលើេង់ជាតិអូ្សាត លីវញិ”, I do not understand the 

logo shape and it’s not attractive for me. 
It should focus on Australian  flag 

instead” (Older, Phnom Penh)



• Spontaneously, Cambodians appreciate the transparency (honesty) of the system to 
educate the end consumers about the whole process.

• Level of interest / appeal – Highly interested to have this kind of information

✓ The livestock process of the cows – how cows were kept and fed.

✓ Transportation and transparency of storing and manufacturing processes to 
maintain the quality of meat all throughout the time.

✓ Creates trust fully with no health concerns – e.g. unhygienic storage and packaging 
could cause bacteria and germs to stay on the meat which will make sick/diarrhea.

❌With such detail information showcasing the premium, the price would be high.

❌ It might be niche market and not widely available.

• The system is broadly credible, driven by each photo to display the content such as 
“apply ear tag” and next to it is a cow with an ear tag. This clarifies the content with the 
visual aid which fosters trust at the same time
• However, some suggest that videos would be preferred – they could watch the 

process in action and also listen to a narrative explanation (easier than reading)

• Impact: Delivers high purchase intent - This transparency into the production process 
gives sufficient information to provide higher levels of trust.

Australia’s Red Meat Integrity System establishes trust, as 
it details transparency of the manufacturing process
Consumers are not very familiar but are aware of such system. Transparency is somehow translated to honesty 
which fosters trust in the consumers’ mind regarding the welfare of the cow and transportation of the product.

“វាជស្រ្មញញខ្ញុំគោយេិញគស្រ្ចើនជាងមុន គោយសារែឹងពីការតាមោនសតវ វាគធវើគោយគុណ
ភាពកាន់ដតគក្ើនគឡើងជាងមុន។ តថ្មាគួរដតសមរមយ និងមានស្រ្គប់ក្ដនាង” / “It will 

push me to buy more because traceability 
proves quality. The price should be 

reasonable and widely available though” 
(Younger, Phnom Penh)

“វាមានពត័មានស្រ្គប់ស្រ្ោន ់សស្រ្មាប់គជឿេុក្ចិតត និងមានភាពយសយស្រ្សួលយល់។ ស្រ្បសិនគបើមាន វី
គែអូទក្់េង និងការចិញៃឹម និងការតាមោន គឺកាន់ដតេុក្ចិតត”/ “There is 

enough information to trust and it’s easy to 
understand. If only there is a video as a proof, 

I will trust 100%” (Younger, Phnom Penh)



✓ មានសាា ក្សុំោលគ់លើស្រ្តគចៀក្

✓ ការែឹក្ជញជនូ

ទីតាំងលក់

✓ េីតាុំងលក្់

✓ មានក្ុំណតស់្រ្តាលុំអិត
✓ មានឯក្សារ (ការស្រ្បកាសអនក្លក្ថ់ាន ក្ជ់ាតិ) 

✓ ការសគងេត
✓ ការគធវើសតតឃាតត

✓ ការភាន ស់្ នឹង និង កាត់ជាែុុំ
✓ ការគធវើគោយក្ក្

✓ ការគវចខៃប់

ផ្សលិតផ្សលសាចគ់ោអសូ្រ្សាា លី
មានការក្ុំណតអ់តតសញ្្ញណ និង ការតាមោន គោយស្រ្បពន័ធសមាគ ល់សតវចញិៃមឹថាន ក្ជ់ាតិ

Australia’s Red Meat Integrity System – Local Stimulus

1463468225847.mp4
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Communication Recommendations – Facebook is the 
easiest source of awareness.
Consumers seek for detail description on the label and gathers solid proof of information on the internet(via videos).

Emphasizing strict quality standards, Ministry of Health certification, and clear Khmer-language 
communication builds trust in the brand. Using labels, QR codes, and social media, including 

influencer reviews, highlights the product's unique quality, driving consumer preference.

“មានវគីែអូខាី ពនយល់អុំពី គោ ( គុណភាព  អតតស្រ្បគយាជន៍ និងការចិញៃឹមសាច់គោ គៅគលើគ វសបុក្ និងតឹក្តុ
ក្។ .” / “Make a short video to explain about the 

beef(quality, benefits and how cows were raised on 
Facebook and Tik Tok.” (Older, Phnom Penh)

• Most important aspects to communicate:  Quality Control standards are most important to communicate to validate the health safety and the good 
quality of meat. Both traceability and integrity system proves that it’s processed as per standard protocols to produce the high-quality meat. High 
quality directly translates to trust. 

• Australian Flag (label) is recommended to communicate country of origin 

• Khmer description is necessary for consumers when doing advertisements  or product knowledge to understand the information clearly.

• Ministry of Health approval/Health certificate (label) that ensure the food safety and prevent the spread of diseases. This helps to establish 
concrete trust on the quality. Consumers are aware of this certificate from seller recommendation and word of mouth from their friends / family

• Information sources – 

• On pack - Short explanation on the packaging label, QR code (on the label) to link to the website/Facebook page for more information.

• Seller's recommendation – In-store display and to provide sellers with product knowledge to explain to the end consumers.

• Social media - Facebook Page and YouTube with video contents and narrations. To start an own Facebook Page to update information about 
the product and price.

• Facebook Influencers like Tong Heng or Jimmy Meng to do review vlogs about the product and give product knowledge. 

• Impact on purchase decision making:  Can trust the brand due to its quality control standards. This can become the unique attraction point for 
consumers to choose amongst variety of imported red meats as they have not seen such standards being followed by the other brands in the market.

“គួរដតោក្់េងជាតិអូ្សាត លី និង ឃូអូ ក្ូែ គែើមបីពនយល់ អុំពីផ្សលិតផ្សល។ វាគមើលគៅការពិត។ ខ្ញុំគជឿបានស្រ្បសិនគបើមាន ឃូអូក្ូែ ដែល ុំគៅដវបសាយ ឬក្៏
េុំព័រស្រ្ក្ញម  ុន”/ “Should include Australian  flag and QR code that explains about 

the product information. It helps with the authenticity too, I can trust if QR 
code  links to the website or Page” (Older, Phnom Penh)

“គួរដតគោយអនក្លបីក្នញងបណាត ញសងគម ែូចជា តុង គ ង ឬ ជីមី គមង មក្ផ្សេពវផ្សាយ ឬដណ ុំពីផ្សលិលផ្សល 
គែើមបីគោមមនុសេជាគស្រ្ចើនបានែឹង។” / “Use influencer like Tong Heng or 

Jimmy to advertise/review about the product so many 
people know about it.” (Younger, Phnom Penh)



SUMMARY & WAY 
FORWARD
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Cambodian consumers – Quality and Origin drive consumer preference 
for imported meat across meal occasions

Consumers’ red meat preferences are driven by quality, country of origin, and health safety, with choices influenced 
by meal types, pricing, and value perceptions for in-home and out-of-home consumption

Consumers prioritise quality and country of origin when choosing meat, as these 
factors impact taste, texture, and cooking ease. While imported meat is preferred 

for its quality and safety, choices vary between in-home and out-of-home 
consumption, influenced by dish requirements, pricing, and value for money

Red meat purchase 
decision making

1
• In-home consumption: Decision to choose the type of meat beef/pork/lamb and 

imported/local is based on the dish that the family asks for. E.g. Lok Lak should be made with 
beef only

• Out-of-home consumption: Usually eat hot pot/BBQ, thus, depending on the price of meat 
they choose imported/local. Sometimes choose the buffet restaurants to be value for money to 
eat imported meat.

• Imported beef price is slightly more expensive than local beef for in-home consumption but 
much more expensive in out-of-home consumption.

• Quality and Country of Origin are the key factors that provide the taste, softness (easy to 
chew and less time to cook) and smell of the dish.

• All consumers mainly eat imported (mostly Australian) and local beef. The main reasons of 
choosing imported meat are the quality of meat and reassurance on health & safety.

• Beef consumption is significantly higher than lamb due to preference in taste and smell.
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Quality beef – Quality anchors and Traceability reinforces the Trust 

Freshness, country of origin and Expiration date mainly define quality, and the quality is directly linked to 
the Trust itself. Traceability enhances the consumer confidence in choice of brand.

COO, certifications, and consistent standards ensuring safety and premium taste boosts consumer 
confidence. Packaging, storage, and word-of-mouth reinforce these attributes as key selling points

Understanding trust and 
quality for consumers

Importance of 
traceability

2

3

• QUALITY: Attributed by Freshness, Necessary Information, COO, Sensory Attributes and Price
• Air-tight transparent packaging showing the red colour of meat with expiration/imported date on the label and 

stored at cool & clean place validates the quality of meat.
• Country of Origin such as Australia has been in the market for a long-time providing quality meat consistently.

• After consuming, quality is confirmed by the sweet meat taste, texture (softness to chew and cooking 
ease) and no meaty smell

• For some consumers, high price also means good quality (like Wagyu beef from Japan)

• TRUST: Quality is directly translated to Trust.
• Country of Origin which has good reputation from sellers’ recommendation and word-of-mouth such as 

Australia, Japan and USA provides trust.
• On the label, certificates of QC checks by international standard and health certificate of ministry of Cambodia 

will significantly improve the trust.

• TRACEABILITY: A system that tracks the health of cows and maintains the quality of meat till the point of sale
• Important to know if the food they consume has followed QC standards to ensure safety and health
• Cow’s physique and feeding regime is important to get nutritious meat and packaging/storage/transportation is 

important that the quality and health safety is well maintained.
• Unique selling point for the consumers as most have heard from recommendation/Word of mouth only, not from 

the brand.
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Perceptions of Australian red meat – Trustworthy, High-quality and Safe

Australian red meat is highly trusted by Cambodian consumers due to its consistent quality, safety 
perceptions, and adherence to international standards. The system’s transparency and rigorous 
processes further enhance its reliability and appeal

Perceptions towards 
Australian red meat

4
• Key perceptions: Trustworthiness and Good Quality

• Australian meat is highly trusted by Khmer consumers due to Australia's long-standing reputation for 
consistent quality and reasonable pricing. Positive word-of-mouth from sellers and relatives abroad 
reinforces its reliability.

• Australian meat is known for its rich flavour, tenderness, and hygiene, with attributes such as a sweet 
flavour and easy chewability, which makes it appealing to consumers, especially children.

• Australia’s strong adherence to international livestock standards and quality control, and favourable 
climatic conditions contribute to high-quality, safe meat that consumers can rely on. The meat’s 
appeal is enhanced by the lack of unpleasant smells during cooking 

• Reaction to Integrity - Resolved the concern of food safety (chemicals) and storage/transportation 
however it might be expensive due to its strict process.

• Food Safety: Strict processes address concerns about chemicals and storage.
• Livestock Welfare and Quality Standards: These practices build trust and address concerns about 

bacteria and germs, ensuring consumer health.
• Transparency: Traceability from farm to table builds trust. Images and detailed documentation assure 

consumers of hygienic practices and quality.

• Suggested Improvement
• Visual Explanations: Adding videos with narrations can enhance understanding and engagement.
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Recommendation: Australia’s reputation for quality builds trust in 
Cambodian markets

Using packaging label, Australian flag, and QR codes enhances legitimacy, while partnerships and 
digital marketing effectively communicate value

• Most important to communicate: Country of Origin, Trust and its QC standards.

• Australia is a well-established country for Khmers already so leveraging its identity to prominently display the flag on all touchpoints.

• Packaging label is more important than the brand logo itself. Add the Australian flag for more visibility and a QR code linking to the brand's 
website or Facebook page as a proof of legitimacy.

• Traceability and Integrity systems to ensure that Australia not only follows the QC standards but also monitors the health of cows and maintain the 
quality of meat till the point of sales.

• Communication and Marketing

• Sales representatives to be deployed at Lucky, AEON, Chip Mong and Makro to give product knowledge.

• Collaborate with Choronai stores (specialised stores) to advertise the product unique selling points (traceability and integrity).

• Utilise Facebook food bloggers and influencers to create engaging review videos and drive traffic to the brand's Facebook page by adding a link in 
their video description.

• Create a Facebook Page to showcase the traceability and integrity processes transparently with the visual aids and Khmer narrations.

• Leverage that page to update the product, price and availability at certain stores like Lucky, Choronai stores.
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