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Executive Summary 

The focus of this study is to identify those countries that Australia can target and then 
determine perceptions of Australian pork of consumers in these countries and what is 
required to be implemented to improve the attractiveness of Australian pork. 
 
An on-line market research study involving 300 consumers in Japan, 200 in Hong Kong and 
Korea and 800 in China across 4 cities was conducted by IPSOS Marketing in September 
2012.  The aim of this study was to understand their perceptions of Australian farming 
practices, meat and pork in comparison to domestically produced product; whether 
Australia is regarded as a favourable source of pork compared to other sources and the 
relative importance of potential differentiators including credence values, food safety and 
quality attributes.  
 
The major findings from this study were: 

 87% of Korean, 85% of Japanese, 97% of Chinese and 94% of Hong Kong consumers (who 
were all frequent pork consumers) were interested in Australian pork 

o For those consumers who were interested in Australian pork, higher response of 
‘definitely would consider’ from China, followed by Hong Kong 

o South Korean and Japanese consumers perceived locally produced/sourced pork 
to be of higher quality, extremely safer than imported pork and produced with 
better welfare standards and, environmentally friendly practices than imported 
pork – indicating that there are two different segments – Northern Asia and 
China/Hong Kong 

 Only 6% of all consumers involved knowingly purchased imported pork  

 Across all consumers, safety and quality rated higher than country of origin, welfare 
and environmental standards.   

o Country of origin was rated slightly higher by South Korean consumers 
compared to all consumers 

o Environmental friendly farming practices were rated slightly higher by Chinese 
consumers compared to all consumers. 

 Australian pork was favorably viewed in terms of: 
o Quality -by South Korean, Chinese and Hong Kong consumers 
o Safety -by South Korean, Chinese and Hong Kong consumers  
o Welfare - Chinese and Hong Kong consumers considered local product to be 

produced to lower welfare standards than sources of imported pork) 
o Environment – Australian pork was comparable to Denmark and Canada. 
o Rated as being better than locally produced pork and rated higher for this 

attribute compared to pork from Canada, Denmark and USA by Chinese and 
Hong Kong consumers 

o Overall, 46% and 38% of consumers from China and Hong Kong, respectively, 
indicated that they’d be prepared to pay a premium of 30% or higher for 
Australian pork.   

 

The outcomes of this study indicated that there is definite opportunity for China and Hong 
Kong and moderate opportunity for Australian pork in South Korea.  It is recommended 
that further efforts aimed at understanding market conditions, opportunities and barriers 
to trade, focussed on obtaining market access for Australian pork into China are required 
to result in supply of pork to affluent Chinese consumers.  Industry delegations are also 
required from Australia to develop relationships with importers and government officials.   
 
Further knowledge of the combination of credence, integrity, traceability as well as 
quality attributes being developed across the High Integrity Australian Pork CRC is 
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required to establish Australia’s position as a trusted source of high quality, safe pork.  
Furthermore, market research, together with econometric modelling, is also required to 
both improve our understanding of what makes Australian pork ‘special’ to differentiate it 
and make it attractive to consumers for purchase from pork from other imported pork in 
the marketplace.  Understanding of the range of pork products, and delivery formats 
required to meet consumer expectations and compete effectively against pork from other 
countries is also required.   
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1 Introduction 

 
Globally, pig meat is the most popular meat with one and a half times more pig meat 
consumed than beef. The export market is important for the Australian pork industry, 
accounting for 15% of Australia’s production (APL 2013).  APL’s priority export markets are 
Singapore, New Zealand, Hong Kong and Japan. The Australian industry is relatively small 
in the world market, accounting for only 0.4% of the world’s pork production and around 
1% of world exports.  In order to ensure long term industry sustainability, there is a strong 
focus on further exploring the potential for growth in different markets around the world. 
 
Historically, the Australian pork industry has worked to develop market opportunities in 
Hong Kong, South Korea and Japan, in addition to Singapore, for export of Australian pork.  
The risk of fresh imports into Australia has increased, particularly given that the New 
Zealand Court of Appeal’s dismissed the appeal by the New Zealand Pork of the Ministry 
for Primary Industry’s (MPI) new Import Health Standard (IHS) for importation of consumer 
ready cuts (not minced meat, or meat from the head or neck) of less than 3 kg that had 
lymph nodes removed.  This means that Australia needs to develop more sources of 
demand as part of our risk mitigation strategy.  The Australian pork industry’s focus on 
growing key niche high value export markets will ensure long-term growth and 
profitability.  This is necessary given that the Australian pork industry is currently strongly 
domestically focussed for pork carcases and cuts.  The supply of Australian pork to export 
markets that demand it to be fresh chilled, value-added, tailored to niche/affluent 
markets whilst being cost efficient to ship has been identified by APL Policy as being most 
attractive to the Australian pork industry  
 
A topline country attractiveness analysis was commissioned by AUSTRADE (2011) and 
aimed to understand the degree to which consumers in different countries trust, admire, 
respect and have a good feeling about Australia.  Overall, Australia was scored highly for 
its physical beauty, lifestyle and being an enjoyable place and our reputation has 
remained relatively stable over the past three years in most countries. Australia was 
ranked third by consumers in G8 countries and 14th by consumers in non G8 countries for 
its reputation, whilst Chinese and Japanese consumers rated Australia’s reputation 11th 
and South Koreans 7th. Although this information was topline and thus did not provide any 
insights on consumer perceptions of Australian meat and pork, it assisted with 
understanding what Australia’s strengths are and how the Australian pork industry can 
ensure these are covered as we move to effectively differentiate Australian pork against 
other pork sources.  
 
The DAFF Manual of Importing Country Requirements (MICoR) site was used to determine 
access for edible products and by-products from pigs.  On the MiCOR website, Australian 
pork is listed as a prohibited product in Canada and India, has no agreed certification in 
China, farmed pork does not meet requirements in the EU and does not meet 
requirements in the USA due to inspection differences as the US require a government 
Food Safety Meat Assessor (FSMA) on the slaughter floor.   Negotiations with the US are 
working toward removing this requirement for a FSMA from beef and lamb plants as part 
of the current inspection reform process, but this will take time.  Thailand have a 
requirement that pigs cannot be treated with beta-agonists (eg. ractopamine). Based on 
this information, the shortlisted countries are: Japan, South Korea, Hong Kong and China.    
 
In South Korea, pork is the most consumed protein, with up to 17.9kg pork consumed per 
person per year and it comprises 44% of the daily protein consumption by South Korean 
consumers.  Chicken is also popular and beef is less commonly consumed as it is more 
expensive (USDA ERS, 2009).  South Korea is the seventh largest export market for 
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Australian pork, but currently only represents 1.6% of Australian pork exports.  This is 
mainly comprised of frozen pork offal and frozen low value bone-in items.  There are 
market access conditions that face Australian pork exporters - Korea has trade prohibitive 
tariff barriers in place and has trade distorting domestic support available to domestic 
producers.  South Korean consumers prefer pork that is higher in fat and therefore have 
high demand for pork belly and shoulder blade.  South Korean consumers are increasingly 
concerned about the quality and safety of food ingredients and products as a result of 
food safety issues, such as BSE in beef, avian influenza in poultry and melamine-
contaminated milk in China, among others, which has encouraged increased demand for 
pork protein. South Korean consumers are also receptive to foods that are healthy, 
nutritious and better for you.   
 

Japan was an important niche market for Australian pork, with demand for high value loin 
and tenderloin cuts into niche, high quality food service markets servicing expatriates and 
tourists.  In 2005, Japan accounted for 18.4% of Australian pork exports, but this has 
declined to only 0.9% in 2012, however, import tariffs that are in place limit the growth of 
market share.   
 
In China, pork accounts for two thirds of total meat consumption, poultry accounts for 
about 25% of meat protein consumed and as the Chinese have not have a strong red meat 
culture, beef, lamb and goat together make up the balance.  However, consumer 
preferences are changing and many consumers are ‘trading up’ to higher priced red meat 
as their protein source.  Chinese consumers perceive red meat as having higher status than 
poultry and pork, with strong preferences toward grain-fed beef. Consumers of imported 
food in China are generally high and upper-middle income locals and expatriates.  Affluent 
Chinese urban residents are spending a larger proportion of their incomes on processed, 
packaged and imported food and beverages from supermarkets as well as eating out in 
restaurants.  These consumers can afford to pay higher prices for food and they are 
motivated to do so due to increasing concerns about food safety and health. Imported 
western-style products have a good reputation for being good quality, nutritious and safe.  
Although China has a policy of agricultural self-sufficiency, the acute short supply of pork 
in China provides an opportunity to promote differentiated Australian pork into niche 
markets. This market is therefore extremely attractive to the Australian pork industry and 
much work is still required as Australia does not have market access for pork in China.     

 
Hong Kong is Australia’s fourth largest export market for pork, with demand for frozen 
offal, frozen low value bone-in items, chilled pork cuts and frozen ham and shoulders.  
Consumer preferences are moving from fresh meat towards frozen meat as chilled and 
frozen meat are increasing being perceived as being safer and more hygienic.  Daily food 
shopping is becoming less common due to the busy lifestyles of working.  There is 
increasing demand for food products without chemicals and pesticides and for ‘natural’ 
and organic foods in Hong Kong resulting from recent food safety incidents.   
 

The objectives of this study were to understand the importance of key differentiators in 
different markets/countries on consumer appreciation and preparedness to pay for 
Australian pork and identify new niche market segments within preferred countries for 
Australian pork. 
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2 Methodology  

2.1 Study design 

 
A total of 1500 consumers, 300 consumers in Japan, 200 consumers in both Hong Kong and 
Korea and 800 in China across 4 cities, were involved in this on-line market research 
study, conducted by IPSOS Marketing in September 2012.  Questionnaires were translated 
to allow this to be conducted in each country.  The criteria established for consumer 
recruitment are shown in Table 1.   
 

Table 1: Criteria developed for recruitment of consumers in each country 

 
Korea Japan Hong Kong China Total 

Sample Size 200 300 200 800 1500 

Major Cities  
(Rep to major 

cities) 

Seoul, 
Busan, 

Incheon, 
Daejeon 

Tokyo, 
Yokohama, 

Osaka, Nagoya 
Hong Kong 

Shanghai, 
Beijing 

Guangzhou, 
Shenzhen 

 

Targeted 
sample 

Top 20% of household income earners by country only 

Criteria 

Main Grocery Buyer 
75 Female: 25 Male split 

Must have purchased & eaten pork once in past 2 weeks at 
home 

 

Qualification Those who eat pork at least once every 2 weeks at home 
 

Language 
required 

Korean 
translation 

Japanese 
translation 

Traditional 
Chinese 

Simplified 
Chinese  

 

2.2 Consumer recruitment and screening 

 

All consumers involved in this study were asked to agree to terms of conditions for 
involvement, such that each consumer will neither use nor disclose to any person, 
including friends & family, or any entity, any of the information provided to you. You 
agree not to attempt to copy, print or download any information shown. 
 
As part of this screening, consumers were about their demographic characteristics 
including gender, age, main grocery buyer, household income, consumption frequency of 
meat proteins, ethnic background, status, household size and number of children living in 
the household.   
 
Given that Australian Pork products will be positioned in overseas markets as a premium 
meat product targeted at a higher socio-economic group, the market research approach 
for assessing the perceptions of the potential consumer will be designed to focus 
specifically on this target group, rather than a representative sample of the general 
population.   
 

i. “Are you or any member of your household employed by the following?   
 
Manufacturer/processor of food 
Wholesaler/distributor of food 
Manufacturer/processor of beverages 
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Wholesaler/distributor of beverages 
Manufacturer/processor of electronics 
Wholesaler/distributor of electronics 
Market research company 
Newspaper/TV company/ PR Agency 
Advertising agency 
None of the above 

 
The questionnaire was terminated if consumers responded ‘Yes’ to either ‘Market 
research company’, ‘Newspaper/TV company/PR Agency’ or ‘Advertising agency’. 

 
ii. ‘How much of your household’s grocery shopping do you, yourself do?’  Those 

consumers who responded ‘All of it’, ‘Almost all of it’ and ’About half’ were 
permitted to continue.  Participation in this study for consumers who responded 
‘less than half of it’ or ‘None’ was terminated.   

 

iii. Consumers were asked to record their gender.  A quota overall of 25% male and 
75% female was set as part of the recruitment process.   

 
iv. How often is pork, beef, chicken and fish cooked and eaten in your household? 

 
 

If consumers responded either ‘at least once every 3 weeks or once a month/less 
often’ for pork, their participation was terminated.   
 

v. Which of the following best describes your monthly Household Income? Please 
include all income sources (bonus, salary, allowance etc.)? Only respondents with 
income levels detailed below were permitted to proceed with the questionnaire, 
and those who did not want to disclose this information were terminated.   

 
KOREA 
7 million KRW – 7.99 million KRW 
8 million KRW – 8.99 million KRW 
9 million KRW – 9.99 million KRW 
10 million KRW or more 
JAPAN 

700000 － 790000 Yen 

800000 － 890000 Yen 

900000 － 990000 Yen 
More than 1 Million Yen 
HONG KONG 
HK$35,000 - $44,999 
HK$45,000 –$54,999 
HK$55,000 – $64,999 
HK$65,000 – $74,999 
HK$75,000 – $84,999 
HK$85,000 – $94,999 
More than HK$95,000 
CHINA 
12000 - 14499 CNY  

At least once a week 
At least once every two weeks 
At least once every 3 weeks 
Once a month or less often 
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14500 - 16999 CNY 
17000 - 19999 CNY  
20000 or above 20000 CNY 

 
 

vi. Please record your age.  FILL IN PRECISE AGE 
 

  Years Old  
 

vii. Could you please specify the ethnic background/ancestry you most closely 
associate yourself with? SELECT ONLY ONE 

  
Australian of Aboriginal/TSI descent 
Australian of European descent 
Australian of Asian descent 
American (North, Central, South) 
Anglo-Celtic (e.g. English, Irish, Scots, Welsh) 
North and West European (e.g. Dutch, German, Belgium, Swedes, French) 
East European (e.g. Pole, Croatian, Macedonian, Russian, Hungarian, Serb) 
Southern European (e.g. Greek, Italian, Albanian, Spanish, Portuguese) 
Jewish 
New Zealander of European descent 
New Zealander of Maori or Pacific Island descent 
Pacific (e.g. Samoan, Tongan) 
West Asian and North African (e.g. Lebanese, Turk, Arab, Egyptian, 
Armenian, Sudanese) 
South African  
North East Asian (e.g. Chinese, Japanese, Koreans) 
South Asian (e.g. Indian, Sinhalese, Tamil, Pakistani) 
South East Asian (e.g. Filipino, Vietnamese, Indonesian, Thai) 
Others (please specify) _______________ 
Prefer not to say 

 
The following question was asked to respondents in Hong Kong and China and those 
consumers who selected NORTH EAST ASIAN in the question above.  
 

viii. Which of the following best describes your origin? SELECT ONLY ONE 
 

China (Mainland) 
Hong Kong  
Other 

 
ix. Which of the following best describes your status? SELECT ONLY ONE 

 

I’m a local  
I’m an expat 
Other 

 

x. In total, how many people including yourself live in your household? SELECT ONE 
 

1 
2 
3 
4 
5 or more 
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Questionnaire terminated at this point if response to Question 5 in this section was 1 
person living in your household. 
 

xi. Do you have any children aged 18 or under living at home? SELECT ONE   
 

Yes 
No 

 

Questionnaire terminated at this point if response to Question 6 in this section was No -
there are no children aged 18 or under living at home.  
 

xii. What are the ages of your children living at home? PLEASE SELECT ALL THAT 
APPLY 

 

0 to 4 years old 
5 to 12 years old 
13 to 18 years old 

2.3 Pork purchasing behaviour 

  
Information on pork purchasing behaviour was then obtained from each respondent: 

 
1. Where do you usually buy fresh pork from? SELECT ALL THAT APPLY 

 
Supermarket 
Wet market 
Other 

 
2. Where is the fresh pork usually sourced from? SELECT ONLY ONE 

 
Locally produced pork (from my country) 
Imported pork (from a foreign country) 
Imported pork from mainland China [Hong Kong only] 
Don’t know 

 
If Fresh pork is usually sourced from locally produced pork (from their country), the 
respondent was asked the following question 

 
3. How likely are you to consider buying fresh pork imported from outside your 

country?  SELECT ONLY ONE 

 
5 Definitely would consider 
4 Probably would consider 
3 Might or might not consider 
2 Probably would not consider 
1 Definitely would not consider 
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4. How important are each of the following factors when buying fresh pork from a 
supermarket? SELECT ONE PER ROW 

The factors listed below were rotated in each questionnaire 

 
Extremely 
important 

Very  
important 

Somewhat 
important 

Not too 
important 

Not at all 
important 

Quality of the pork 5 4 3 2 1 
Price of the pork 5 4 3 2 1 
Cut of pork 5 4 3 2 1 
Safety assurance (disease 

free)  
5 4 3 2 1 

Country of origin 5 4 3 2 1 
Standard of hygiene 5 4 3 2 1 
Freshness of the pork 5 4 3 2 1 
Standard of animal welfare  5 4 3 2 1 
Environmentally friendly 

farming process 
5 4 3 2 1 

 

5. Please tell us how you perceive the quality of the fresh pork produced by each of 
the countries listed below.SELECT ONE PER ROW 
The countries listed below were rotated in each questionnaire 

 

 
Highest 
Quality 

   Low  
Quality 

Pork from [INSERT HOME 
COUNTRY NAME] 

5 4 3 2 1 

Pork from Denmark 5 4 3 2 1 
Pork from USA 5 4 3 2 1 
Pork from Canada 5 4 3 2 1 
Pork from Australia 5 4 3 2 1 

 
6. How safe is it to buy and eat the fresh pork from each of the countries listed 

below? SELECT ONE PER ROW 
The countries listed below were rotated in each questionnaire 

 

 
Extremely 

Safe 
   Not  

Safe 

Pork from [INSERT HOME 
COUNTRY NAME] 

5 4 3 2 1 

Pork from Denmark 5 4 3 2 1 
Pork from USA 5 4 3 2 1 
Pork from Canada 5 4 3 2 1 
Pork from Australia 5 4 3 2 1 

 
7. In your opinion, what type of animal welfare standards does each of these 

countries have? For example: Standards and procedures to ensure that Pigs are 
treated without cruelty and fed with food of n certain quality.  SELECT ONE PER 

ROW 
The countries listed below were rotated in each questionnaire 

 

 
Highest 
Welfare 

Standards  

   Low 
Welfare 

Standards 

Pork from [INSERT HOME 
COUNTRY NAME] 

5 4 3 2 1 
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Pork from Denmark 5 4 3 2 1 
Pork from USA 5 4 3 2 1 
Pork from Canada 5 4 3 2 1 
Pork from Australia 5 4 3 2 1 

 
8. And what type of environmental standards do you think each of these countries 

have for their pig farms? For example: water quality, soil quality, standards for 
limiting the carbon footprint and for maintaining a sustainable ecosystem. SELECT 
ONE PER ROW 
The countries listed below were rotated in each questionnaire 

 

 
Highest 

Standards 
   Low 

Standards 

Pork from [INSERT HOME 
COUNTRY NAME] 

5 4 3 2 1 

Pork from Denmark 5 4 3 2 1 
Pork from USA 5 4 3 2 1 
Pork from Canada 5 4 3 2 1 
Pork from Australia 5 4 3 2 1 

 
 

9. Overall, how would you rate the fresh pork produced in [INSERT COUNTRY NAME] 
when compared with fresh pork imported from each of the following countries?  
SELECT ONE PER ROW 
The countries listed below were rotated in each questionnaire 

 

 
Much better than 
locally produced 

pork 

Same as locally 
produced pork 

Worse than locally 
produced pork 

Pork from Denmark 3 2 1 
Pork from USA 3 2 1 
Pork from Canada 3 2 1 
Pork from Australia 3 2 1 

 
Question 10 was only asked if rating above were code 3 or 2, if only code 1 was selected 
for all countries, skip to Question 11. 

 
10. Thinking about the price you would normally pay at a supermarket for fresh pork 

that is produced locally in [INSERT HOME COUNTRY], how much more are you 
willing to pay for fresh pork from each of the countries listed below? SELECT ONE 
PER ROW 
The countries listed below were rotated in each questionnaire 

 
Pay up to 
100% more 

Pay up to 
30% more 

Up to 20% 
more 

Up to 10% 
more 

Not 
willing to 
pay extra 

Pork from Denmark 5 4 3 2 1 
Pork from USA 5 4 3 2 1 
Pork from Canada 5 4 3 2 1 
Pork from Australia 5 4 3 2 1 
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2.4 Evaluation of Australian Pork Positioning 

 
Four positioning statements were then evaluated by consumers in each country.  The order 
of these statements were rotated between consumers to ensure that all four positioning 
statements were exposed at each place equally.   
 

 1. Australian Pork tastes better.   
Australian pork tastes better because it’s naturally healthier from paddock to 
plate.  So few impurities reach Australia, it makes the grain pure, the water clean, 
the environment healthy and the pigs happy.  Healthy, pure grain-fed Australian 
pork tastes better.   
 
Australian pork – Naturally tastes better  
 

 2. Australian Pork - best pork in the world.   
Australian pork is better quality pork because it is quality assured in 5 ways: 

 Australia’s isolation of 2000 km from other countries in every direction 
keeps impurities out 

 Australian grown pure grain for the pigs to eat 

 Every pig farm has over 70 checks performed each year by independent 
Quality Assurance Inspectors to ensure standards are met 

 There are senior officers that check the inspectors. 

 Then the Australian pork is air flown daily to your city for freshness 
 

Australian Pork: The Trusted Choice 
 

 3. Australian Pork - safest in the world.   
Australia’s isolation keeps its fresh pork free from all the serious diseases that 
occur elsewhere in the world.  Australian pigs are fed with pure Australian grain, 
are given clean water to drink and treated to world class safety and hygiene 
standards from farm to plate. 
 
There is no risk with Safe Australian Fresh Pork 
 

 4. Australian Pork - Pure Pork.   
Farmed naturally in Australia, one of the most isolated and untouched countries in 
the world, Australian Pure Pork captures the natural goodness of its environment.  
The water is clean, the air is clear, the pastures are green, the grain is pure and 
they lead the world in animal care. 
 
Pure Succulent Australian Pork  

 

11. How likely would you be to purchase Australian pork after reading this message? 
SELECT ONLY ONE 

 

5 Definitely would buy 
4 Probably would buy 
3 Might or might not buy 
2 Probably would not buy 
1 Definitely would not buy 
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12. Here is a list of statements which could apply or not to this message. Please 
indicate how much you agree or disagree based upon what you read. SELECT ONE 

PER ROW 
 

 

Agree 
Strongly 

Agree 
Somewhat 

Neither 
Agree 
nor 
Disagree 

Disagree 
Somewhat 

Disagree 
Strongly 

The message is credible 5 4 3 2 1 
The message is clear and easy to 
understand 

5 4 3 2 1 

The message is relevant to me 5 4 3 2 1 
The message is new and different 
from other similar pork products 

5 4 3 2 1 
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3 Outcomes 

3.1 Demographic representation of consumers in each market 

 
Consumers were recruited according to criteria established for recruitment – the sample of 
1500 consumers was comprised of 27% males and 73% females (Table 2).  A higher 
proportion of males were recruited in South Korea and Japan compared with Hong Kong 
and China.  Ninety nine percent of consumers involved in this study were locals, rather 
than expats.   
 
Table 2: Percentage of males and female consumers involved in this study in each target 

market  

 South Korea Japan China Hong Kong 

Male 34 30 25 25 
Female 66 70 75 75 
n 200 300 800 200 

 
Table 3 details the location of respondents involved in this study.  
 
Table 3: Location of respondents involved  

Country City Frequency Percentage 

South Korea Seoul 113 7.5 
 Busan 38 2.5 
 Incheon 28 1.9 
 Daejon 21 1.4 

Japan Tokyo 153 10.2 
 Yokohama 63 4.2 
 Osaka 45 3.0 
 Nagoya 39 2.6 

China Shanghai 281 18.7 
 Beijing 247 16.5 
 Guangzhou 160 10.7 
 Shenzhen 112 7.5 

Hong Kong Hong Kong Island 36 2.4 
 Kowloon 60 4.0 
 New Territories (including marine) 104 6.9 

 
In this study, 58% of consumers were aged between 25 and 39 years of age (Table 4).  In 
comparison to consumers in South Korea, China and Hong Kong, Japanese consumers were 
older, with 55% of consumers aged between 40 and 54 years.  In contrast, 73% of 
consumers in China were aged between 20 and 34 years.   
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Table 4: Age group of consumers involved in this study and in each individual country 
 

 All countries  Percentage of consumers  

Age group Frequency % of 
consumers 

 South Korea Japan China Hong Kong 

18 to 24 102 7  11 2 8 6 
25 to 29 266 18  20 6 22 15 
30 to 34 328 22  20 3 29 24 
35 to 39 268 18  16 9 22 18 
40 to 44 181 12  13 14 9 20 
45 to 49 146 10  10 18 7 8 
50 to 54 100 7  4 23 2 4 
55 to 59 72 5  6 16 1 4 
60 to 64 27 2  1 6  2 
65 to 69 9 1   3   
69 +     1   

 
Overall, 86% of respondents cooked and ate pork at least once a week.  For each market, 
63% of South Korean respondents, 87% of Japanese respondents, 91% of Chinese 
respondents and 88% of Hong Kong respondents consumed pork at least once per week.  
The consumption frequency of beef in each market was less frequent than for chicken, 
fish and pork (Table 5), reflects that beef is a luxury item in these countries compared to 
the other meat proteins.  Of interest, fish was generally consumed as frequently as pork 
by the frequent purchasers of pork involved in this study . 
 
The cut type and amount of meat, including pork, that is typically consumed by 
respondents was not investigated in this study.  Pork is the primary animal protein source 
in these markets and the cuts consumed in these markets do differ to those preferred by 
Western consumers.   
 
Table 5:  Consumption frequency of beef, chicken and fish of consumers from South 

Korea, Japan, China and Hong Kong  

 South 
Korea 

Japan China Hong 
Kong 

Total 

Beef      
At least once a week 41 60 61 56 57 
At least once every two weeks 40 27 25 18 27 
At least once every three weeks 15 6 7 12 8 
Once a month or less often 4 7 7 14 8 

Chicken      
At least once a week 50 77 76 81 74 
At least once every two weeks 33 18 17 14 19 
At least once every three weeks 11 3 4 4 5 
Once a month or less often 6 2 3 1 3 

Fish      
At least once a week 66 83 83 80 81 
At least once every two weeks 23 13 13 16 15 
At least once every three weeks 8 1 2 2 3 
Once a month or less often 3 2 2 2 2 

 
A high proportion of consumers in all four markets were interested in Australian pork 
(Table 6).  The purchase of imported pork by consumers ranged from 3% for Chinese 
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consumers to 11% of Japanese consumers.  This may reflect the relatively low amount of 
fresh pork being imported into China compared to Japan, Korea and Hong Kong.  Pork was 
predominantly purchased in supermarkets rather than in wet markets by consumers in 
South Korea and Japan.  In contrast, consumers in China and Hong Kong appeared to have 
no preference for place of purchase of pork as similar proportions of consumers purchased 
pork from supermarkets and wet markets.    



  

 17 

 
Table 6:  Percentage of male and female consumers in each target market according to income level, interest in Australian pork, purchasing 

behaviour and age  

 South Korea Japan China Hong Kong 

 Male Female Total Male Female Total Male Female Total Male Female Total 

 %  % n %  % n %  % n %  % n 

Top 10% income earners 14 29 85 15 39 162 13 41 460 12 29 82 
Next 10% income earners 21 37 115 16 30 138 12 32 340 12 47 118 
             
Interested in Australian pork 31 55 173 25 59 254 24 73 779 23 71 188 
Not interested in Australian 2 1 4 2 7 25 0.1 0.4 4 0.5 0.5 2 
             
Buyers of local pork 31 61 185 25 61 257 24 59 766 10 29 77 
Buyers of imported pork 3 5 15 4 7 33 1 2 26 4 6 20 
Buyers of pork from 

supermarkets 
27 60 175 29 68 290 25 71 771 19 56 150 

Buyers of pork from wet 
market 

16 29 89 8 16 74 23 68 721 28 56 154 

Buyer of pork from mainland 
China 

         10 31 83 

             
Of Chinese origin          0.5 4 9 
Of Hong Kong origin          22 63 171 
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Of those consumers who usually source fresh locally produced pork, 89% of Chinese and 
68% of Hong Kong respondents were most likely to either definitely or probably consider 
buying pork from outside their country compared with respondents in South Korea and 
Japan (43 and 52%, respectively; Figure 1).   

 
 

Figure 1:  Percentage of respondents who would consider the 
purchase of pork from outside their country. 

 
The reasons for why consumers would consider purchasing pork from outside of their 
country were not obtained in this study.   
 
Similar findings were observed for those respondents who had stated that they were 
interested in Australian pork.  It was found that 34% and 31% of respondents from China 
and Hong Kong, respectively would definitely buy pork produced from outside of their 
country compared with 6% of South Koreans and 8% of Japanese respondents (Figure 2).  
This may be related to lower trust or confidence of Chinese and Hong Kong consumers of 
locally produced pork.   
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Figure 2:  Percentage of respondents interested in Australian pork 
who would consider purchasing of pork from outside their 
country. 

3.2 Quality perceptions  

 
Overall, 94% of consumers perceived the quality of pork produced in their home country 
was of the highest quality (score of 4 or 5) –markedly higher than pork sourced from 
Denmark, USA, Canada and Australia (Figure 3).  For Australian pork, 55% of respondents 
scored it as a 4 or 5 (highest quality) on a 5 point scale compared to pork from Denmark 
(46%), USA (23%) and Canada (36%).   
 

 
 
Figure 3: Quality perception of pork sourced from Denmark, USA, Canada, 

Australia and home country (n=1500) 
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Perceptions of quality of pork sourced from Denmark, USA, Canada and Australia differed 
between respondents from different countries (Figure 4).   
 

 For South Korean consumers, 70% of them scored Australian pork as 4 or 5 for 
quality compared with 64% for pork sourced from Denmark, Canada and South 
Korea.  In contrast, 55% of South Korean respondents rated pork from USA as 4 or 5 
for quality.   

 For Japan, 91% of respondents rated locally sourced pork as 4 or 5 for quality 
compared to pork from Denmark (38%), Australia (36%), Canada (33%) and USA 
(27%).   

 Only 53% of respondents in China rated Chinese sourced pork as a 4 or 5 for quality.  
Of the four sources of pork involved in this study, Australian pork was most highly 
rated for quality (83% of respondents) compared with Canada (78%), Denmark (77%) 
and USA (70%).   

 Australian and Canadian pork was rated similarly by Hong Kong respondents for 
quality, (89% and 86% of respondents, respectively) rating it as 4 or 5 compared 
with Denmark (78%) and USA (77%).  Locally sourced pork was rated lowest for 
quality, with only 39% of respondents rated it as 4 or 5 for quality.   
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Figure 4:  Quality perception of pork sourced from Denmark, USA, Canada and Australia compared with locally produced pork in South 

Korea (top left), Japan (top right), China (bottom left) and Hong Kong (bottom right) as assessed by consumers within each of 
these four markets  



  

 22 

3.3 Food safety standards 

 
In terms of food safety, 75% of respondents rated pork sourced from Australia as either 4 
or 5 (extremely safe) on a 1-5 scale for food safety.  This compares with 71% of 
respondents for Canadian sourced pork, Denmark (69%), locally sourced pork (63%) and 
USA (59%)(Figure 5).   
 

 
Figure 5:  Food safety perceptions of pork sourced from Denmark, USA, Canada, Australia 

and locally produced pork (n=1500) 
 
Both South Korean and Japanese respondents rated their locally produced pork highly for 
food safety (94 and 88% of respondents, respectively) compared to pork sourced from the 
other four countries (Figure 6).   

 For South Korea, 62% of respondents rated Australian pork as either 4 or 5 for food 
safety than pork from Denmark (50%), Canada (41%) and USA (24%).  

 For Japan, a similar percentage of respondents rated pork from Australia, Canada 
and Denmark as 4 or 5 (44, 43 and 41%, respectively) – pork from USA was rated by 
only 31% of respondents as 4 or 5 for food safety.  

 Only 53% of Chinese respondents rated locally produced pork as either 4 or 5 for 
food safety compared with product sourced from Australia (85%), Canada (84%), 
Denmark (82%) and USA (74%).  

 Similarly, 39% of Hong Kong consumers rated local pork sourced from Hong Kong 
lower for food safety compared with product sourced from Australia (89%), Canada 
(86%), Denmark (78%) and USA (77%). 
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Figure 6:  Food safety perception of pork sourced from Denmark, USA, Canada and Australia compared with locally produced pork in South 

Korea (top left), Japan (top right), China (bottom left) and Hong Kong (bottom right) as assessed by consumers within each of 
these four markets using ratings of 1 (not safe)– 5 (extremely safe) for food safety 
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3.4 Animal welfare standards 

 
Only 45% of respondents rated animal welfare standards of locally sourced 
pork as 4 or 5 (highest welfare standards) on a 1-5 scale compared with pork 
from Australia (69%), Denmark (68%), Canada (64%) and USA (57%) (Figure 7).   
 

 
 
Figure 7: In your opinion, what type of animal welfare standards do these 

countries have? (n=1500) 
 
In South Korea, Australian and Danish pork was rated similarly highly for 
animal welfare (Figure 8), followed by pork sourced from South Korea (40%), 
Canada (37%) and USA (28%).  Japanese respondents considered that their 
locally produced pork was produced according to the highest welfare 
standards (61% of respondents) compared with Danish (42%), Australia (36%), 
Canada (34%) and USA (28%).  As found for both food safety and quality 
perceptions, Chinese respondents rated locally produced pork lowest for 
welfare standards (only 43% of respondents rated it as either 4 or 5) 
compared with pork sourced from Australia (81%), Denmark (80%), Canada 
(80%) and USA (73%).  Furthermore, only 28% of Hong Kong consumers rated 
locally produced pork as 4 or 5 for animal welfare standards compared with 
82%, 78%, 74& and 70% of respondents for pork from Australia, Canada, 
Denmark and USA, respectively.   
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Figure 8:  Welfare perception of pork sourced from Denmark, USA, Canada and Australia compared with locally produced pork in South 

Korea (top left), Japan (top right), China (bottom left) and Hong Kong (bottom right) as assessed by consumers within each of 
these four markets using ratings of 1 (produced using low welfare standards)– 5 (produced using highest welfare standards)  
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3.5 Environmental standards 

 
In response to the question ‘In your opinion, what type of environmental standards do 
these countries have for their pig farms?’, a similar percentage of respondents scored pork 
sourced from Australia and Denmark as either 4 or 5 (highest environment standards) than 
Canada (68%), USA (59%) and locally produced pork (45%) (Figure 9).  It is noteworthy that 
no respondent perceived Australian pork as being produced to low (score of 1) on-farm 
environmental standards.   
 

 
 
Figure 9: In your opinion, what type of environmental standards do these 

countries have for their pig farms? (n=1500) 
 
For South Korean consumers, only 31% of respondents considered US pork to be produced 
to high environmental standards compared with Australian (51%) and Danish pork 
(53%)(Figure 10).  Japanese consumers perceived Japanese produced pork as being 
produced to higher environmental standards than pork from Denmark (45%), Canada and 
Australia (37%) followed by USA (26%).  Environmental standards used for producing 
Australian pork was rated highly by 85% of Chinese consumers, followed by Denmark (83%), 
Canada (82%), USA (74%) and Chinese sourced pork (44%).  Hong Kong sourced pork was 
rated lowest for environmental standards by Hong Kong consumers (28% of respondents 
rated it as either 4 or 5).  Australian pork was rated highest for this trait by Hong Kong 
consumers (87%), followed by Canada (84%), Denmark (82%) and USA (74%). 
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Figure 10:  Environmental perception of pork sourced from Denmark, USA, Canada and Australia compared with locally produced pork in 

South Korea (top left), Japan (top right), China (bottom left) and Hong Kong (bottom right) as assessed by consumers within 
each of these four markets using ratings of 1 (produced using low environmental standards)– 5 (produced using high 
environmental standards) 
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3.6 Quality rating perceptions 

 
Overall, 51% of all respondents considered Australian pork to be much better in quality 
than locally produced pork (Table 7); higher than for pork from Denmark, Canada and USA.   
 
Both China and Hong Kong consumers rated pork from other sources to be much better in 
quality than consumers in Japan and South Korea and consumer ratings of ‘much better 
than locally produced pork’ were highest for Australian pork in both China and Hong Kong.  
 
Table 7:  Percentage of consumers rating fresh pork produced in other countries as much 

better, same or worse than pork from their home country  

 Denmark USA Canada Australia 

Overall (n=1500)     
Much better than locally produced pork 46 43 48 51 

Same 40 37 37 35 

Worse than locally produced pork 14 20 15 14 

South Korea     
Much better than locally produced pork 13 16 18 16 

Same 50 33 42 54 

Worse than locally produced pork 38 52 40 30 

Japan     
Much better than locally produced pork 15 15 19 12 

Same 51 37 42 47 

Worse than locally produced pork 34 48 39 41 

China     
Much better than locally produced pork 62 59 66 70 

Same 35 38 31 27 

Worse than locally produced pork 3 4 3 2 

Hong Kong     
Much better than locally produced pork 58 52 62 70 

Same 36 42 34 26 

Worse than locally produced pork 5 5 4 4 

 
It was found that 37% of consumers indicated that they would be willing to pay 30% or 
more for Australian pork compared to locally produced pork (Table 8).  This was higher 
than for Danish (33%), Canadian (32%) and US (31%) pork.  At a country level, 46% and 38% 
of consumers in China and Hong Kong, respectively, indicated that they would be prepared 
to pay a premium of 30% or more for imported pork over locally produced pork compared 
with consumers in South Korea and Japan (15% and 13%, respectively) –reiterating those 
findings for quality perception, food safety, animal welfare and environmental standards.  
Only 10% and 6% of Chinese and Hong Kong consumers, respectively, indicated that they 
would not be willing to pay extra Australian pork. 
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Table 8:  Willingness to pay for fresh pork from Denmark, USA, Canada and Australia from 

locally produced compared with locally produced pork?  

 Denmark USA Canada Australia 

Overall (n=1500)     
Pay up to 100% more 8 7 7 7 
Pay up to 30% more  25 24 25 30 
Pay up to 20% more 26 24 26 24 
Pay up to 10% more 19 22 20 18 
Not willing to pay extra 22 23 21 20 

South Korea (n=200)     
Pay up to 100% more 6 7 4 3 
Pay up to 30% more  15 15 14 12 
Pay up to 20% more 14 10 15 15 
Pay up to 10% more 14 6 12 20 
Not willing to pay extra 51 61 55 50 

Japan (n=300)     
Pay up to 100% more 1 2 1 1 
Pay up to 30% more  13 11 12 12 
Pay up to 20% more 16 11 13 12 
Pay up to 10% more 16 12 18 16 
Not willing to pay extra 54 64 57 59 

China (n=800)     
Pay up to 100% more 10 8 10 10 
Pay up to 30% more  29 27 30 36 
Pay up to 20% more 29 27 29 27 
Pay up to 10% more 20 24 21 17 
Not willing to pay extra 12 14 11 10 

Hong Kong (n=200)     
Pay up to 100% more 5 4 3 4 
Pay up to 30% more  30 26 29 34 
Pay up to 20% more 31 31 35 31 
Pay up to 10% more 25 29 26 25 
Not willing to pay extra 9 11 7 6 

 

3.7 Positioning statements 

Across all respondents involved in this study, there was little difference in rating responses 
for the four positioning statements evaluated for purchase intention, credibility, clarity, 
understanding, relevance and newness of messaging (Table 9).   
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Table 9:  Impact of positioning statements developed to assist with differentiation of 

Australian pork in international markets on consumer responses (expressed as a 
percentage, n=1500) to statements related to purchase intention, credibility, 
clarity, understanding, relevance and newness of messaging  

 Positioning statement 

 1 2 3 4 

Likelihood of purchase      
Definitely would buy 24 31 27 26 
Probably would buy 50 48 49 50 
Might or might not buy 21 18 21 20 

Credibility of message      
Agree strongly 20 20 23 24 
Agree somewhat 56 56 52 51 
Neither agree nor disagree 21 22 22 21 

Message is clear and easy to 
understand  

    

Agree strongly 40 38 39 41 

Agree somewhat 49 48 44 42 

Neither agree nor disagree 9 12 15 14 

Message is relevant to me      

Agree strongly 32 26 34 24 

Agree somewhat 43 40 39 43 

Neither agree nor disagree 21 29 22 26 

Message is new and different 
from other similar pork 
products  

    

Agree strongly 23 24 24 25 
Agree somewhat 40 49 44 42 
Neither agree nor disagree 30 22 26 27 

 
A higher proportion of consumers in China and Hong Kong stated that they would definitely 
buy or probably buy Australian pork compared with those in Japan and South Korea for all 
four positioning statements evaluated (Figure 11).  Overall, positioning statement 1 was 
preferred by consumers in South Korea, Japan and Hong Kong (based on the number of 
respondents rating it as definitely or probably would buy) whilst a greater percentage of 
Chinese consumers rated positioning statement 3 higher for purchase intent for Australian 
pork.   
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Figure 11:  Percentage of respondents in South Korea, Japan, China and Hong Kong who would be likely to purchase Australian pork after 

reading positioning statements 1 (top left), 2 (top right), 3 (bottom left) and 4 (bottom right) 

Positioning statement 1 - Australian Pork tastes better             Positioning statement 2 - Australian Pork - best pork in the world 

Positioning statement 3 - Australian Pork - safest in the world         Positioning statement 4 – Australian Pork – Pure Pork 
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Although more South Koreans preferred positioning statement 1 in relation to likelihood of 
purchase of Australian pork, it only ranked highest for ‘clear and easy to understand’ and 
relevant to me’ (Table 10).  Positioning statements 3 and 1 were preferred for credibility 
of the message and ‘new and different from other similar pork products’, respectively. 
 
Table 10:  Assessment of positioning statements 1 – 4 for credibility of the message, 

clear and easy to understand, relevance to me and new and different from other 
similar pork products by South Korean consumers.  

 Positioning statement 

 1 2 3 4 

Credible     
Agree strongly  4 8 16 11 
Agree somewhat 51 45 49 44 
TOTAL 55 53 67 55 

Clear and easy to understand     
Agree strongly  18 18 25 18 
Agree somewhat 59 56 48 49 
TOTAL 77 74 73 67 

Relevant     
Agree strongly  10 9  11 
Agree somewhat 52 36 40 25 
TOTAL 62 45 40 36 

New and different from other similar 
pork products 

    

Agree strongly  8 15 12 11 
Agree somewhat 26 51 39 43 
TOTAL 34 66 51 54 

 
Japanese consumers rated the four positioning statements similarly for credibility (Table 
11).  Although positioning statement 2 was most preferred for being clear and easy to 
understand, it rated lowest for being new and different from other pork products.   
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Table 11:  Assessment of positioning statements 1 – 4 for credibility of the message, clear 

and easy to understand, relevance to me and new and different from other 
similar pork products by Japanese consumers.  

 Positioning statement 

 1 2 3 4 

Credible     
Agree strongly  6 12 12 10 
Agree somewhat 55 47 42 49 
TOTAL 61 59 54 59 

Clear and easy to understand     
Agree strongly  21 19 21 31 
Agree somewhat 58 64 44 42 
TOTAL 79 83 65 73 

Relevant     
Agree strongly  18 12 12 10 
Agree somewhat 31 26 41 29 
TOTAL 49 38 53 39 

New and different from other similar 
pork products 

    

Agree strongly  6 8 19 14 
Agree somewhat 25 14 26 36 
TOTAL 31 22 45 50 

 
The message in positioning statement 2 was rated as being less credible than those 
expressed in statements 1, 3 and 4 by Chinese consumers (Table 12).  Although minimal 
differences in consumer ratings were found between positioning statements for the other 
three attributes assessed, it is of interest that a higher proportion of Chinese consumers 
rated them favourably compared to Japanese and South Korean consumers.    
 
Table 12:  Assessment of positioning statements 1 – 4 for credibility of the message, clear 

and easy to understand, relevance to me and new and different from other 
similar pork products by Chinese consumers.  

 Positioning statement 

 1 2 3 4 

Credible     
Agree strongly  40 21 30 34 
Agree somewhat 49 42 54 54 
TOTAL 89 63 84 88 

Clear and easy to understand     
Agree strongly  54 49 48 51 
Agree somewhat 42 41 42 42 
TOTAL 96 90 90 93 

Relevant     
Agree strongly  44 38 51 34 
Agree somewhat 41 44 38 49 
TOTAL 85 82 89 83 

New and different from other similar 
pork products 

    

Agree strongly  35 33 33 36 
Agree somewhat 48 49 50 42 
TOTAL 83 82 83 78 
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Positioning statement 1 was more positively viewed for relevant to me and ‘new and 
different from other similar pork products’ by Hong Kong consumers than statements 2, 3 
or 4 (Table 13). 
 
Table 13:  Assessment of positioning statements 1 – 4 for credibility of the message, 

clear and easy to understand, relevance to me and new and different from other 
similar pork products by Hong Kong consumers.  

 Positioning statement 

 1 2 3 4 

Credible     
Agree strongly  12 15 17 20 
Agree somewhat 58 62 63 45 
TOTAL 70 77 80 65 

Clear and easy to understand     
Agree strongly  34 46 43 38 
Agree somewhat 52 44 43 40 
TOTAL 86 90 86 78 

Relevant     
Agree strongly  30 19 30 16 
Agree somewhat 58 50 37 50 
TOTAL 88 69 67 66 

New and different from other similar 
pork products 

    

Agree strongly  20 15 7 12 
Agree somewhat 48 51 50 51 
TOTAL 68 66 57 63 

 
The similar ratings of positioning statements evaluated in this study suggest that further 
refinement is required to increase its effectiveness on influencing consumers to purchase 
Australian pork.   
 

4 Application of Research  

Our results showed that consumer ratings for quality perception, food safety, welfare and 
environmental standards and willingness to pay for Australian, Danish, US and Canadian 
pork varied between consumers from South Korea, Japan, China and Hong Kong.  The 
outcomes of this study indicated that there are definite opportunities for Australian pork 
into China and Hong Kong and moderate opportunities for South Korea.  In a study 
evaluating meat demand in China, pork was shown to be very important in Chinese diets 
and to the Chinese economy (Ortega et al., 2009a).  Due to its importance in the diet of 
Chinese consumers, Ortega et al. (2009a) concluded that pork was strongly positioned to 
capture a large percentage of the increase in future meat expenditures by Chinese 
consumers and therefore provide new and expanding market opportunities for both 
Chinese and imported pork.    
 
Information of the type gathered in this study is necessary to better understand consumer 
perceptions of Australian pork in these markets.  This is the first study of its type that has 
compared consumer perceptions of various credence values for pork in Asia against pork 
sourced from different countries.  This information will be used to assist with focussing 
industry efforts to develop new export markets for Australian pork – it is recognised that 
this study represents only the first steps in this process and further work is required, in 
terms of industry delegations, establishment of market access into China for pork as well 
as determining consumer requirements of Australian pork and pork products into China.  
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Diversification of market opportunities for Australian pork is the ultimate industry 
objective as the sustainability of the Australian pork industry will become increasingly 
dependent on identifying and developing new, high value export markets.   
 
In this study, Japanese consumers were older than Chinese, South Korean and Hong Kong 
consumers.  The effect of age between consumers in these markets may have influenced 
responses to questions asked in this study, given that older citizens may be more reluctant 
to purchase foreign produced goods for nationalistic and patriotic reasons as well as less 
understanding of imported food products (Shimp and Sharma, 1987; Ortega et al., 2009b).  
Ortega et al. (2009b) also stated that younger Chinese consumers are more progressive, 
have more favourable views to imported products and had a higher willingness to pay for 
US pork.  Peterson and Burbidge (2012) also found that in Japan, younger respondents 
valued pork products of all origins more than older respondents.   
 
Food safety perceptions can influence food choice (Grunert, 2005) and they play a role in 
situations where major food safety problems are perceived (e.g. melamine contamination 
in milk powder, BSE, dioxin)(Han et al., 2012).  This is suggested to account for the higher 
ratings by Chinese consumers for imported pork for food safety in this study.  For Chinese 
consumers, fewer respondents (30%) stated that they would definitely buy Australian pork 
after reading positioning statement 1 compared with positioning statements 2, 3 and 4 
(40-43% of respondents).  This finding is of interest particularly given the similarity of 
statements 1 and 4; except that statement 1 emphasised ‘naturally tastes better’ whilst 
statement 4 emphasised ‘Pure Succulent Australian Pork’.  Han et al. (2012), in a study 
focused on determining the impact of purchase preference of safe-certified pork of urban 
residents in Beijing, found that the most important quality characteristic that consumers 
give preference for were, in order of importance, certified marks (56%), manufacture date 
(30%), price (10%), convenience and health of sale place (2%), nutrition (1.5%) and taste 
(0.8%).  However, Han et al. (2012) found that whilst Beijing consumers are concerned 
about food safety and had a stated preference for certified pork products in market 
surveys, this did not necessarily translate into consistent purchase preference for certified 
pork products.  
 
Ortega et al. (2011) also found that Chinese consumers are concerned about the safety of 
the pork that they purchase and are therefore willing to pay a positive amount to ensure 
that the pork is safe (particularly given that it is a staple of their diet).  It was also 
identified that the Chinese consumer willingness to pay for product traceability is 
significantly higher than their willingness to pay for a product-specific label.  For 
Australia, our ability to trace product back to the site of production using Physi-trace will 
be an important tool to communicate during trading negotiations.  As Shanghai has the 
most exposure to western culture in China than Beijing, Ortega et al. (2009b) considered 
that a more favourable response to US pork may be obtained in Shanghai.  In this study, 
the data obtained from IPSOS Marketing for China was not reported to APL to a city level, 
therefore it is not known at this time whether consumers located in the four Chinese cities 
viewed pork from different sources similarly.   
 
In South Korea and Japan, consumers perceived domestically produced pork to be of 
higher quality, higher food safety status and produced using higher welfare and 
environmental standards than pork sourced from Australia, Denmark, USA and Canada.  
Peterson and Burbidge (2012) conducted a study to determine how Japanese consumers 
value pork and beef products in 2006 and 2009 sourced from Japan and USA for both 
meats, Denmark for pork and Australia for beef.  It was found that Japanese consumers 
discounted their willingness to pay for both beef and pork from the USA relative to that of 
domestic products, with the size of these discounts declining from 2006 (immediately 
after the trade ban resulting from BSE discovery in the US) to 2009.  In 2009, it was found 
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that chilled pork from the USA was valued similarly to frozen Danish pork, suggesting that 
the US pork industry may have an image problem in Japan.  It may not be a quality 
problem as Peterson and Burbidge (2012), citing Yoshioka pers. comm. (2006), stated that 
in taste tests of Danish and US pork products involving Japanese consumers, Danish pork 
was rated lower in quality than pork from the US.   
 
In this study, Chinese consumers consistently rated pork from the USA lower than pork 
from Australia, Denmark and Canada.  Chinese consumers also rated Australian pork 
highest for attributes assessed, including willingness to pay, even though they have had no 
prior experience with Australian pork.  It is noteworthy that consumers with no prior 
experience of a product’s intrinsic attributes may rely on extrinsic attributes when 
evaluating products.  In contrast to our results, Ortega et al. (2009b) found that Chinese 
consumers had a positive perception of US pork.  China prohibits the importation of pork 
from the USA that has been treated with ractopamine and found that Chinese consumers 
remain reluctant to accept pork from ractopamine fed pigs (Ortega et al., 2009b).  This 
may have impacted on the lower ratings for US pork observed throughout this study.  This 
also reflects a preference by Chinese consumers to buying high quality, nutritious and 
healthy foods and avoid foods with additives or preservatives (Han et al., 2012).   
 
In general, the higher the level of trust that consumers hold for food products, the higher 
the likelihood of re-purchase.  This may account for the differences observed in this study 
between Chinese/Hong Kong consumers and South Korean/Japanese consumers when 
asked to rate locally produced pork compared with pork sourced from Australia, Denmark, 
USA and Canada for a number of credence values.  Peterson and Yoshida (2004), in a study 
with imported rice, noted that Japanese consumers were sensitive to the level of 
imported food products available in Japan and appeared concerned about farming 
practices being used in exporting countries, including the United States.  In a study with 
organically labelled food products, Kim et al. (2008) also found that Japanese consumers 
were willing to pay a premium for domestically produced organic products compared with 
products from the United States, Australia, and Canada, with no differences in premiums 
between the importing countries. It is noteworthy that Chung et al. (2009), in a study 
involving South Korean consumers, found that US beef products were valued slightly lower 
than products from other countries including Australia, New Zealand, and Canada.  
Despite this, Chung et al. (2009) also found that Korean consumers valued domestic beef 
over imported beef by an amount twice as large as the premium placed on beef fed with 
GM-free feed.  Peterson and Burbidge (2012) conducted that Japanese consumers value 
country of origin more than other production processes.  This is consistent with findings 
from this study.    
 

 87% of Korean, 85% of Japanese, 97% of Chinese and 94% of Hong Kong consumers (who 
were all frequent pork consumers) were interested in Australian pork 

o For those consumers interested in Australian pork, a higher response 
for‘definitely would consider’ was obtained from China, followed by Hong Kong. 

o South Korean and Japanese consumers perceived locally produced/sourced pork 
to be of higher quality, extremely safer than imported pork and produced with 
better welfare standards and environmentally friendly practices than imported 
pork – indicating that there are two different segments – Northern Asia and 
China/Hong Kong. 

 Only 6% of all consumers involved knowingly purchased imported pork  

 Across all consumers, safety and quality rated higher than country of origin, welfare 
and environmental standards.   

o Country of origin was rated slightly higher by South Korean consumers 
compared to all consumers. 
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o Environmental friendly farming practices were rated slightly higher by Chinese 
consumers compared to all consumers. 

 Australian pork was favourably viewed in terms of: 
o Quality -by South Korean, Chinese and Hong Kong consumers. 
o Safety -by South Korean, Chinese and Hong Kong consumers. 
o Welfare - Chinese and Hong Kong consumers considered local product to be 

produced to lower welfare standards than sources of imported pork). 
o Environment – Australian pork was comparable to Denmark and Canada. 
o Rated as being better than locally produced pork and rated higher for this 

attribute compared to pork from Canada, Denmark and USA by Chinese and 
Hong Kong consumers. 

o Overall, 46% and 38% of consumers from China and Hong Kong, respectively, 
indicated that they’d be prepared to pay a premium of 30% or higher for 
Australian pork.   

5 Conclusion  

The information gathered in this study is necessary to better understand consumer 
perceptions of Australian pork in South Korea, Japan, China and Hong Kong.  This is the 
first study of its type that has compared consumer perceptions of various credence values 
for pork in Asia against pork sourced from both Australia and a number of other countries.  
This information will be used to assist with focussing industry efforts to develop new 
export markets for Australian pork.   
 
It is recognised that this study represents only the first steps in this process and further 
work is required, in terms of industry delegations, establishment of market access into 
China for pork as well as determining consumer requirements of Australian pork and pork 
products into China.  Diversification of market opportunities for Australian pork is the 
ultimate industry objective as the sustainability of the Australian pork industry will 
become increasingly dependent on identifying and developing new, high value export 
markets.   

6 Limitations/Risks  

 

7 Recommendations  

The outcomes of this study indicated that is definite opportunity for China and Hong Kong, 
moderate for South Korea.  It is recommended that further efforts aimed at understanding 
market conditions, opportunities and barriers to trade, focussed on obtaining market 
access for Australian pork into China are required to result in supply of pork to affluent 
Chinese consumers.  Industry delegations are also required from Australia to develop 
relationships with importers and government officials.   
 
Further knowledge of the combination of credence, integrity, traceability as well as 
quality attributes being developed across the High Integrity Australian Pork CRC is 
required to establish Australia’s position as a trusted source of high quality, safe pork.  
Furthermore, market research, together with econometric modelling, is also required to 
both improve our understanding of what makes Australian pork ‘special’ to differentiate it 
and make it attractive to consumers for purchase from pork from other imported pork in 
the marketplace.  Understanding of the range of pork products, and delivery formats 
required to meet consumer expectations and compete effectively against pork from other 
countries is also required.   
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