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Major Trends Shaping Demand for Australian Red Meat in Korea
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MLA Global Consumer Tracker Introduction
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Major consumer trends shaping red meat demand in Korea
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Including trends emerging from COVID-19
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7,300

interviews

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

Surveying consumers about

. their meat consumption habits and attitudes
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MLA’S GLOBAL CONSUMER TRACKER

. their perception of Australian beef and lamb versus O N 0 RTH AM ER I CA

competitors
. Drivers of purchase and path to purchase in retail USA

. Their perception of plant based meats (except in China,
Taiwan and KSA)

. Their changing behaviours during the Covid-19 crisis
. Their perception of sustainability associated with red meat
(not asked in Indonesia and Taiwan)

9 markets in 2020. Historical data allows tracking of trends over time

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

[CANTAR Fieldwork: JULY 2020
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Global economic slowdown caused by COVID-19
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Korea — COVID-19 Cases and major economic impacts
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Economic Growth Rate

-1.3%

20202 285 S+
People Receiving Income Support
(10,000 people)
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Growing interest in healthy lifestyle, especially among the young consumers

HAI|SME 0|2 22l/Reasons for using health-promoting food
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As part of the efforts to establish a healthy lifestyle

X = A 02 9 46000 OC 2 HHE A 11% A&
soree Te= T I 2o Korea Health-promoting food market grew 11% in 2019

To prevent iliness/disease . .
to 4.6 trillion KRW from 1.6 in 2014.
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It's better to try than not - S .
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Source: GlobalData, 2020 Market Pulse Consumer Survey — South Korea. “How concerned are you about the following factors?”
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In fact, health is top of mind for Korean consumers during the pandemic

covID-190] CHSHA] 7t& S A|SH= 12 At /Korean consumers’ top concerns regarding to COVID-19
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Source: GlobalData, 2020 Market Pulse Consumer Survey — South Korea. “How concerned are you about the following factors?”
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COVID-19 has accelerated healthy food choices and the trend is expected to continue going forwards
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Trying to eat healthier meals

Habits changed vs. before and after COVID-19

vs. before COVID-19 B when return to normal

61% 61%

47%
38% o 4% y 43
° 36%

26%
19%

N\
N
M

Ak

Japan Taiwan Korea China Global

Source: MLA Global Consumer Tracker 2020; Naver (Image) MEAT & LIVESTOCK AUSTRALIA



2|/
Convenience




S )

191 7t &7t AL2[Of| M O d 2| At HFE A2
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Source: MLA Global Consumer Tracker 2020; Naver (Image)
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Online and convenience channels growing
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ol= 2|H| Y M| Y =ZKorea retail sales by channel =2F2l 70 O] 7 Reasons for shopping online
< 30 18 Convenience at any time / from anywhere I 3%
2
= ® 16 ime_cavi 0
= Time-saving IS (0%
o 25
% 14 i 0
= Less expensive I 53%
20 03 : :
§ Easier to compare prices I 5]1%
10 &
15 § Contactless shopping experience I 39%
8 9
oo Easier to research about product/read... I 36%
10 6 O
S Safer than going to a store I 35%
4
5 , Greater variety/availability of products I 34%
0 . 0 Helps to monitor/plan spend M 15%
Convenience Hypermarkets Online - Grocery Supermarkets Enjoyable shopping experience W 11%

Retail

W2019 w2024 %
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Source: IGD Retail Analysis; GlobalData 2020 Consumer Pulse Survey
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Fresh products is the fastest-growing category sold online so far this year

AMAAE 202l AHej o (A )
Fresh product online sales (100 million KRW)
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Source: Korea National Statistics; MLA Global Consumer Tracker Korea 2020
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COVID-19 has also accelerated online food delivery

FZ2LH9 AE{ = Al Hi5} (2020 Q1) Shopping habits changed vs before COVID-19

(Tl %)

m = LH9 HMH o[ [ Buying takeaway / home delivery meals

Shopping for food in local stores / closer
to home

Being concerned about food prices

Buying convenient / quick prepare food
options

Being concerned about food safety
Being concerned about food availability

Buying types of meat | don’t usually buy

Buying cuts of meat | don’t usually buy

Source: Foodbank Korea (infographic)/Nielsen Korea; MLA Global Consumer Tracker Korea 2020
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HMR market is growing rapidly
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Source: IBK Investment stock research center; MLA market intelligence



g 3
Home cooking




FdELt 192 Qlot 23 Z ERIE 29}

COVID-19 pandemic is shaping home cooking trends

= A2 R2L419 0 vs 0|
Cooking at home
Habits changed vs. before and after COVID-19

M vs. before COVID-19 B when return to normal
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Source: MLA Global Consumer Tracker Korea 2020; SSG website (product image)
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COO - Australia’s place in the market
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Which factors are more important when buying red meat since COVID-19 outbreak?
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GLOBAL AVERAGE

MM T - How fresh it looked 55 53

= ot A} - Whether it was on special 53 44

Ot A - Whether it was safe to consume 53 53

7} /kg - Value/cost per kg 51 47

[ A AEX| - The country of origin of the meat 51 42
T2 7|7t - Use by date e a8

UH 714 - Price in general i 47

=2 - Number of meals it can make 35 40

HE HZ = /JE=X| - How many people it would serve - -
Z=H|SH7| 3|2 X| - How quick/easy it is to prepare - .
X2 SF2F - Not having too much fat/not looking too fatty = 37
A A& - Nutritional content 35 i

=2 AF] - Grass fed 33 32

== H|= -Grainfed = 27 29

Source: MLA Global Consumer Tracker Korea 2020
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COO is more important in Korea vs other markets when it comes to buying red meat
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What do you look for (on the pack, on the shelf etc) when buying beef?

EIHFE . é)l-‘cl)'l 57H (Answer: top 5)
' oo P QI AFX| - -
e = Country of origin 59
K oo Lackas
HAEE : AMZE - Colour of meat 53
e zanoiome MR i
r et BN A - preshness [ =
s=s et anmal N -
origin/provenance/country of origin
mia

MEAT & LIVESTOCK AUSTRALIA

Source . MLA Global Consumer Tracker Korea 2020
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Important factors influencing purchasing decisions when selecting between meat proteins

HIGHEST CORRELATION WITH VOLUME OF PURCHASE - GLOBAL

2018 2017 2018 2017 2019 2019 2018 2018

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

Is my/my Is my/my
family’s family’s  Is my/my family’s
favourite favourite  favourite meat
meat meat

Is my/my

family’s

favourite
meat

Is my/my Is my/my Is easy and _— Is my/my Is my/my Is my/my Is my/my Is my/my Is my/my Is my/my Is my/my
L, A 4 Is my/my family’s . A L, L, o o ) o,
family’s family’s Fresh convenient to favourite meat family’s family’s family’s family’s family’s family’s family’s family’s
favourite meat favourite meat prepare favourite meat favourite meat favourite meat favourite meat favourite meat favourite meat favourite meat favourite meat

Consistent | Is easy and Is easy and Is easy and Is my/my Is my/my Is easy and Tastes Is easy and Is easy and Can beusedin | Iseasyand | The meatis
quality convenient | convenient to convenient to family’s family’s convenient to delicious Tastes delicious | Tastes delicious Fresh convenientto | convenientto | many different | convenient to usually
standards | to prepare prepare prepare favourite meat favourite meat prepare prepare prepare meals prepare tender

Is an essential
Consistent Consistent Is easy and Can beusedin| Iseasyand . .- Is easy and Is easy and Is easy and Is easy and partof a
" - . A . A High nutritional A A A s .
quality Tastes delicious quality (SO 4 many different| convenient to Fresh value (LIS T NNINIAGE  convenient to KL IWENIERIAGE healthy diet
standards standards purchase meals prepare purchase purchase prepare purchase for growing
children

1 am willing

to pay a bit Consistent

more for this|quality standards
meat

Is easy and
convenient to
purchase

Is an essential

. Isan ntial Is an ntial o
Is easy and @HCESELCE Can be used in Consistent S an essentia Is easy and . Can be used in part of a Is easy and Is easy and I am willing to S an essentia 1 am willing to e wﬂlm_g e
3 X . , part of a healthy A The meat is . . ' ! - . part of a health y pay a bit
convenient to IWEHIEL M many different quality . . convenient to many different |healthy diet for e /=l 1{=131 & { BN e T \V=T 11T 4 ) Tastes delicious | pay a bit more |,. . '|pay a bit more .
diet for growing usually tender X ) diet for growing . more for this
prepare to purchase meals standards children prepare meals growing purchase purchase for this meat children for this meat meat

children

Is an essential

Is an essential

| n -
part of ? s easY and . fam W|.II|ng to Consistent quality Is easY and Is easY and part of a healthy| . The animal is Tastes
healthy diet convenient to Tastes delicious | pay a bit more Fresh convenient to convenient to . .| Tastes delicious -
k ) standards diet for growing well-cared for| delicious
for growing purchase for this meat prepare prepare

children children

KANTAR mia
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7/_—,75 0/ 7/éf %750/5-/5 Family favourite
IH/bL/]/ A/I_O Easy to prepare

Ef I/:"'_ of O O/'O/ /*A 1_ Willing to pay more for this meat

?Uﬂj/ 7&/14 Easy to purchase

O AFS
7/£'L T 7 8/ —Zjﬁs the most superior meat

KANTAR “mia

Source : MLA Global Consumer Tracker Korea 2020
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Consumer association of beef and Country of Origin
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Major trends shaping demand for Australian red meat in Korea in summary
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Healthy eating; Healthy Family favourite |__|2
lifestyle COO & Korean consumers’
affinity for Australian red
meat
_ — e
EfCE =2 MZ H{EFHO|X| 25 =C}.
¥ Often, trends are not mutually exclusive. Py
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Thank you!
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