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EXECUTIVE SUMMARY

1. BACKGROUND

The principals of Prime-Vac Products Pty Ltd have had extensive
background with the retail grocery market, including sales and
marketing, distribution, contract manufacture and retail
management. Larry Botham <(while marketing manager for a
discount chain in NSW) identified the opportunity for case ready
meat. His companies performance in butchery units was
acceptable but were never measured for real profit contribution
when part of a store infrastructure. The cost benefit of a
butchery unit versus a meat case being supplied by a remote
supplier, weighed in favour of the meat case however they were
vulnorable +to product quality and consistancy. In many
instances it was such a problem meat c¢cages were leased to a&a

operator.

Case ready meat was the answer but it had to satisfy some key
points:

1) It had to be packed differently than traditional tray over
wrap to enable more efficient merchandising (vertical display
cabinets).

2) Provide longer shelf-life with advent of 7 day trading.

3} Congistant meat quality.

4) Good range.
5) Provide a margin on sell better than 10-15% across the range.

This issue was consgistant with a significant part of the retail
grocery market.

With the development of the concept it was olearly identified
that market place was changing, stores had to meet the demands
of the new consumer therefore the emergance of extended trading
hours, growth of convenience type storegs and traditiconal stores
of fering convenience type trading. This new consumer wishes to
buy more fresh food than ever before, ghe wanted to buy little
and often, when she wanted to, not when she had to. New life
styles require convenience shopping and convenience foods. It
was identified that fresh meat was not meeting the challenge in
it's traditiconal form and was loosing ground toc chicken, frozen
meals, takeawaysg, home deliveries even pasta.

Prime-Vae Products Pty Ltd Dbelieved it could develop a
commercially sound concept with dedicated effort in the research
and development of a product that was acceptable not only to the
consumer but to the retailer as well and therefore meet the

challenge.
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2. PROJECT OBJECTIVES

To launch a system for packaging, distribution and marketing of
fresh meat in a case ready form for the non-traditional
supermarkets with a major focus on the new convenience stores.

This system must be designed to not only adequately service and
meet the requirements of this market but be commercially wviable.

3. METHODOLOGY

The system was structured around a packaging c¢oncept called
Darfresh-Vacuum Skin Packaging (V.S5.P.). Many packaging forms
were accessed prior to the development of V.5.P. to enable the
product to be highly marketable and provide extended shelf life.
A pilot factory was established at West Gosford NSW where test
production commenced. Target retail groups were approached and
three test storesa were established.

A apecific c¢hilled cabinet was developed to provide ptroper
temperature control and enable proper merchandising in an
upright format. Meat specification was established and suitable
supplier contracted. Distribution system was put in place
-designed to meet the critical oconsistant temperature <ontrol
requirement. Brand, product packaging and point of sale was
developed and sponsocred by A.M.L.C.

4. RESULTS

The concept has proved. to be commercially acceptable to both the
consumer and the retailer. Commercial wviability requires the
‘buginess to be structured . Marketing /Development

Processing/Procurement
Distribution

Prime-Vac Products Pty Ltd are currently finalising agreements
with contractors for processing and distribution. These
contractors will operate in close an harmonious mannet,
controlled by Prime-Vac Products which will also control the
Marketing & Product Development. The process contractor will
provide a base for national supply. ‘

As a result of efforts to date we have provided a most viable
cpportunity for target retail groups to move intc Red Meat
retailing. Negotiations with all the convenience store groups
have resulted in placement of product in selected stores for
testing prior to acceptance ags a total group. The major delay’
has been the uneasiness to sell fresh Red Meat. We feel the
traditional method for fresh meat marketing, and the lack of
case ready product has created this attitude. It is a situation
that is more prevelent at senior executive level as opposed to
the store operators. Senior managment wish to avoid any of the
perceived problems associated with fresh Red Meat and rely
heavily on our total management plan to expedite decisions not
just in favour of Prime-Vac Products but to sell fresh Red Meat.
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The general Retail Industry {outside the majors) seen
ill-informed with respect to fresh Red Meat and due to the lack
of Industry initiative and inivativness the opportunity has
often been shelved as too hard.

Prime-Vac Products Pty Ltd offers the industry a new and
untapped distribution for Red Meat and will co-ordinate
marketing which can support the development of specific meat
types with strong emphasis on wvalue adding. The structure
enables any retailer to sell meat and stand it alongside all

other grocery products.

5. ACHIEVING OBJECTIVES

Prime~Vac Produects Pty Ltd were able to achieve the stated
objectives of;

a) Procurement
b} Procesgssing
¢) Packaging

d) Distribution
e) Marketing

to the non=-traditional markets ie:
Small Independent Supermarket
Discount grocery chains
Convenience Stores

Teat Market Stores

1. JEWEL FOOD BARN - Blacktown - Discount Chain

2. CLANCY'S SUPERMARKET - Edgecliffe - Small Independent
Supermarket

3. FOODMASTER (NICK'S) - Wooloomcoloo - Ceonvenience Store

PRODUCT RANGE

BEEF LAMB

Scotch Fillet Lamb Fillets
Boneless Sirloin Lamb Legs

Eye Fillet Boned Lamb Shoulder
Rump Lamb Racks

Round Mongolian Lamb
Topside

Blade

Chuck

BB g 3teak
Roazst Beef
Schnitzel Steak
Garlic Steak
Pepper Steak



6. INTERLECTUAL PROPERTY

Interlectual property arising from this project will be derived
from two key areas.

al

b)

System Specification & Procedures Manual:

Each step in the entire system shall be developed teo the
required specification and, consistant with the total
quality management approach, documented in the Manual.
The Manual shall document a monitoring and testing system
for maintaining the quality of product, Meat Colour, Meat
Quality (tenderness), pH, Temperature, Hygiene, Handling,
Drip Loss and Merchandising. This manual will be used in
the training of Meat Processors, Distributors and

Retailers,
Market Research Programme:

The overall objective of the regearch was to assess
consumer regponse to the 'Butcher’'s Pride' products, and
on the basis of this information to develop guidelines for
future marketing and distribution.

Thies goal required a detailed examination of oconsumer
behaviour and attitudes, as well as analysis of the
regponse to the product itself.

The research consisted of two separate phases. Initially
interviewers observed customers in four selected outlets,
recruited them to participate in the product test, and
then interviewed them. This initial interview explored

the following:

Response to Product

Initial impressions of the product
Likes and dislikes

Interest in purchase

Barriers to purchase

Detailed evaluation of product features

Response to Packaging
Suitability of packaging
Suggestions for improvement
Pack gize preferences
Preferences regarding contents

Meat Purchasing and Usage Patterns
Purchase and consumption of
Red meat
White meat
Take away and prepackaged foods

Attitudes and practices with regard to ffeezing of meat.
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Consumer Attitudes

. Market segmentation based on attitudes and lifestyle
dimensions

Attitudes towards quality

Perceptions regarding Restaurant meat

Quality versus price dimension

-

Demcgraphics
both personal and household demographics
After ten to fourteen days customers were contacted at
home by phone and their opinions of the product sought.
The gecond interview focussed very much on the product
itself and examined the following issues.

Usage of the meat in home

Likes and dislikes

Perogeived consumer benefits

Meat preferred

Detailed evaluation of product features
Evaluation of quality relative to 'normal' meat
Purchase interest

Perceptions of price

Likely fregquency of purchase

Substitution effects

Suggestions for distribution, marketing and promotions

This two phase program provided not only an understanding of
consumer response to the product, but also the background
information about the behaviour and attitudes of the 1likely
buyer that is needed to develop marketing strategies.

An important supplementary goal of the research was to convert
our understanding of key buver characteristics into geographic
termg using CD~ROM mapping. Defining the target bhuyer areas
will provide guidelines for distribuiton.

7. COMMERCIALISATION

Prime=-Vac Products Pty Ltd have completed a commercialisation
acessment report as a milestone report. From the report we
recommend the implementation of a structure to enable the proper
commercialigation of the research project.

Prime-Vac Products Pty Ltd will be responsible for ultimate
commercialisation by the co-ordination and gtructuring of
contract operators to a specific brief and guidelines.
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Negotiations with proposed contractors are near to finality.
Manufacturing will be centrally based to supply the NSW, QLD &
VIC market. Distributor and selling c¢ontractors will be
established on a state and regicnal basis.

8. INDUSTRY IMPACT

(i) Prime=Vaao Produots Pty Ltd development plan and objectives

a) Focus market - all retail groups without Butchery Units

b) Target, marketing and product development to impact White
Meat and Processed meal products.

¢} Marketing efforts will have a strong inference toward
convenience.

d) Launch pre-~portioned branded fresh Red Meat to the
Foodservice market supported by a co~ordinated
marketing effort.

e) Vertical intergration of value added products, take home
to prepare and pre=-cooked products.

f) Develaopment of pre~-cooked meals (porticn serve) for the
Foodservice market.

g) Introduction of a Premium Breed range of Beef to existing

_ range, Retail and Foodservice

h) Committment to the Butcher's Pride brand and the grading
of the Beef and Lamb range.

i) Will not market meat generically
NPard



(i) HMarket potential: See attached
(ii) Volume Estimategs (NSW only)

Year 1 Year 2 Year 3 Year 4 Year 5
Retail Accounts 92478 193112 236249 289883 356571
Food Servioe 68478 179758 219445 269238 330902
TOTAL Kilo's 160957 372871 455893 559121 687473

Estimates are based on current volume achieved by current
accounts projected at the rate of 2% growth per month.
Queensland and Victoria will generate similar volume levels to
NSW however the mix of retail and Food Service may vary.
Acceptancge of Butcher's Pride programme by any of the major
groups will obviously have significant impact on current

projections.

(iv) Sales Mix

Beef - 34.23%
Lamb Cuts - 12.465%
Lamb Roasts - 5.86%
Mince and Sausages - 42.80%
Other - 4.46%
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STATEMENT OF RECETPTS AND EXPENDITURE

N (for the yearending 31 DEC 1991 FORMB
_ONTRACT / GRANT
$
(RESEARCH ORGANISATION Operating84,628.00
PROJECT NUMBER O/fs Travel
TITLE OF PROJECT Capital 32,000.00
Overheads
Total Contract 116.528.00
EXPENDITURE
Period Operating  Overseas Capital Overhead TOTAL
Travel] Contribution
A) $ S S S 5
Unspent and
Uncommitted b/f 1 July 8,628 T - T 8,628
B)
fg)a;h ARﬁfggdc 13{“]')3’;:’ 26,000 - 32,000 mm 58,000
C)
Cash Received 1 Japto
from AMLRDC 30 Juge | 99,000 - - - 50.000
D)
Cash Received
. from AMLRDC Total 84,628 - 32,000 - 116,628
E) i
Expenditure 13J1”Ig'et: 139,306 _— 36,797 - 176,103
F)
Expenditure 1Janto == - === ! == ===
30 June |
G)
Expendltufc 139,306 - 36}797 - 176,103
Total
H)
Unspent and
Uncommitted c/{ 30 June 8,628 - _— -— 8,628
A+D-G

Notes on completion of return
1) The return is to be completed half yearly at 31 December and annually at

30 June each year.

2) Expenditure for the current year is defined as Cash expended during the
current period less Commitments bought forward from the prior half year
plus Commitments at the end of the current half year. :

3) You maybe required by the Corporation to have the statement certified as

correct by your auditors.
4) The statement is required within 30 days of the 31st December and 30th

June for each year.

Certificate of Accounting Officer

I heW?éﬁ this statement of expenditure is correct
TR GEOFF SPEARS DIRECTOR 01 05 / 19 92

(Signature) (Printed Name) {Designation)




MEAT RESEARCH CORPORATION
o LIST OF ASSETS
_* (Attachment to the Statement of Receipts and Expenditure as at 31/12/1991 } FORM D

RESEARCH ORGANISATION
PROIJECT NUMBER Mi19
TITLE OF PROJECT PRIME-VAC PRODOCTS PTY LTD
DESRIPTION OF ASSET PURCHASE PURCHASE
DATE PRICE
E2000 MAZDA REFRIGERATED TRUCK 11,500.00
FACTORY TABLES/BENCHES 12,267.00

Note: An asset is any capital item with a purchase price greater than or
equal to §5,000.00 or any livestock item regardless of purchase price

Certificate of Accounting Officer

I her% statement of expenditure is correct
/ ) 01 05/ 1952

T e .
{Signature) (Printed Name)} GEOFF SPEARS (Desipgnation) DIRECTOR




t1. CONCLUSION & RECOMMENDATION

The research project has identified a clearly defined market and
market potential which will be detailed in the final draft of
the market research. Initial projections as detailed are
strictly conservative and do not indicate the real market
potential if Red Meat could be marketed and distributed
gimilarly to associated products (Smallgoods) and competitor
White Meats (Chicken) only then, could the real potential be
Our target market is only a vacuum created by the

approached.
very traditional attitudes of the meat industry and the lack of
inivativness. We have identified the market, developed the

concept and are ready to launch, however we require full support
of the industry in setting new and modern precidences and
breaking down the regtrictive practices currently in place, visgj

a) Trading hours and specific store requirements other than
local and state Health Dept requirements.

b) Vehigle Ligencing for meat distribution

Minimising the restrictive trade practices of processing
abatteoirs.

o)

Prime-Vac Products Pty Ltd will continue to seek Meat Research
Corporation support, it has taken the concept to the consumer,
now it must find it's real potential. Our major restriction is
the growth potential and marginal profits all of which can be
addressed with new. technology currently on the horizon and a
productive relationship with M.R.C.
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EUROBAY PTY LTD  7/s

CONSULTANTS TO THE FOOD INDUSTRY

6th February 1992

RESEARCH AND DEVELOPMENT REPORT
FOR PRIME-VAC PRODUCTS PTY LID

The objective of the work to be done is to produce a customer acceptable package
and a system for the retail sale of fresh meat that can be centrally produced and distributed

over a long period.

The areas investigated were:

P

ol

® N e w

. The packaging system to be employed.

The packaging materials to be used.
The type of meat to be sold.

The temperature control of the meat throughout
its life.

The hygiene at all levels of the meat handling.
The lighting employed at the retail level.
The labelling of the package.

The future.

I B LINACRE
MANAGING DIRECTOR

EUROBAY PTY LTD
318 Albert Rd
South Melbourne, Victoria, 3205

Phone: (03) 69¢ 0550
Facsimile: (03) 690 0590
Mobile: 18 330 436



1. THE PACKAGING TO BE EMPLOYED

Four packaging systems were originally looked at:
1. Styrene tray with PV.C. overwrap - daily delivery.

11. Gas flushed package using an oxygen and carbon
dioxide mixture to retain colour.

111. Vacuum - thermoform pack using laminates with all
over seal.

1V. The Darfresh skin packaging system.

1. The Styrene tray:

This system is used in supermarkets where the meat is sliced and packaged
in the butchery section of each supermarket. The meat has a 3-4 day shelf life.

This system can be used if the temperature control and hygiene is exceilent and
the distribution distances and times are very short.

It is used in Japan where the meat can be packaged in the afternoon and
night and delivered daily early in the morning - i e - between 4 and 6 am. These
factors are very difficult to carry out in Australia.

11. The Gas Flushed package.

This system has proven to be successful in the U K and in some parts of Europe.
Marks & Spencer - Supermarkets are the largest users of this system in the U K but they
only have 4% of the retail meat market and have excellent distribution and refrigeration.

They are very special stores.
This system has been tried by three different companies in Australia:

(@) Chill Fresh Meat.
(b} Fresh Pack Meat
(c) Coles Farmland.
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11. The Gas Flushed Package con’d.

All three continued the sale of this pack for over a year but then discontinued
the system for fresh meat.

The reasons for discontinuing were found to be:

(1) Cost of packaging materials

(2) Cost of gas.

(8) Bulk of pack is excessive.

(4) Leaking packs cannot be distinguished from

good packs.
(5) Tenderness of meat is inferior to that just under vacuum.

(6) Colour of meat is only acceptable if gas mixture is very
accurately controlied.

111. The Vacuum Thermoform Pack:

This system was investigated thoroughly. and both manufacturing and market
acceptance trials were carried out.

The reasons for rejecting this system were:

(1) Excessive drip formed in the pack. .
(2) A large amount of plastic is on show in the retail cabinet.

{38) The pack is not rigid and does not display well.

1V, The Darfresh Skin Packaging System:
This system was selected because of the following points.

(1) The drip is locked into the meat by the skin.
(2) There was reasonably low cost equipment available

to carry out the packaging.
(3) The temperature control has to be good but not quite

as good as other systems.
(4) The display effects of the pack are excellent if the lighting

in the cabinet is of a particular kind.
(5) There was high speed equipment available for when the
volume increases.



Page 3.

1V, The Darfresh-Skin Packaging System (cont'd.

(6) The pack is excellent for freezing if the housewife needs to
keep the meat for long periods - months.

(7) The pack is excellent for export - both fresh - airfreighted
or frozen by ship.

(8) The Skin Pack thaws well and only a little drip comes out of
the meat.



1-1V THE DARERESH -SKIN PACKAGING SYSTEM

Research and Development work carried out prior to equipment selection.

1. A selection of steaks were purchased from a Coles Supermarket cabinet (6° C)
and taken to a room at 20 * C. They were skin packaged onto PV C trayson a
Furakawa - F I P 50 skin packaging machine using Cryovac coated film.

The ten packs were then stored at 4° C in a refrigerator for three weeks.
The samples were then tested for bacteria counts. All but one pack had counts under 100,000 total

count. One pack in one place had a count of one million.
There was obviously some contamination on this pack.

2. One strip loin - vacuum packaged was purchased from an export works This was
transported in ice to a room kept at 10° C.

The strip loin was sliced on a polyethylene cutting board which had been steralized and
kaged using

sliced with a steralized knife. Steaks were immediately placed on trays and skin pac
Cryovac film and a Furakawa F I P 50 machine then placed under refrigeration at 4° C.

J
After three weeks the samples were tested for bacteria counts. All samples were well under

the acceptable limits for retail sale and this indicated that we had a commercial process.

Research and Development work carried out after the installation of the FIP 50 machine at
Gosford N S W

A range of meat cuts - strip loin - rump - fillet - were purchased - vacuum packaged from

Midco Meat. They were delivered in a refrigerated truck and placed into cold storage at 2° C.
The cuts were sliced using sanatized equipment and placed on trays and immediately skin packaged

Cryovac - P V C coated trays and Cryovac coated top webb film were used.

Samples were placed in a prototype refrigerator and held at 2°t04’C.
Special lighting was installed in the refrigerator and the colour of the meat was excellent.

After two and three weeks the samples were opened and tested for organolyptic properties.
All two week samples were excellent. Most three week samples were excellent.

Improvements to be made: (a) Bring the cutting room temperature down to 10° C.

It had been approx. 15° C.
(b} Bring the refrigerator temperature down to 0to2° C

At this stage we had a commercial process which would be tested in the field.

EUROBAY PTY LTD Phone: (03) 690 0590
318 Albert Rd Facsimile: (03) 690 0590
Sonth Melbourne, Victoria, 3205 Mobile: 018 330 436



2. THE PACKAGING MATERIALS TO BE USED.
The materials in the Prime-Vac case had to achieve the following.
1 They had to have low oxygen and carbon dioxide permeability.
11.  The bottom tray had to be shaped and be ngld enough to stand up in the
refrigerator. ‘
111. The top webb had towork on the equipment to be used and form the skin
around the meat.
1V.  The cost should be as low as possible so that the final pack could be
priced competitively.
V. The supply should be regular and from a reputable supplier.
Research and Development work carried out on the materials.
1. Various thicknesses of material were tried for the manufacture of the trays:
180 PVC
200 PVC
250 PVC
All witha38 EV A. coating.
11. The top webb film is critical to get a good skin and seal so no changes were made
at this stage.
111. Work was done on a Flex - flex process, i e. where no tray was used.
Layers of top webb were used on both top and bottom and with some
adjustments to the machine were very successful.
During the start up period a range of settings on the F 1 P were tried to get the best results.
These covered:
(a) Temperature of platter
(b) Vacuum level and time
(c) Venting level and time.
EUROBAY PTY LTD Phone: (03) 690 0590
318 Albert Rd Facsimile: (03) 690 0390
Mobile: 018 530 4;56

South Melbourne, Victoria, 3205



3. THE TYPE OF MEAT TO BE SOLD.

Research and Development carried out :

1. After a number of trials on weight range and size of cut, it was decided
on the correct specification to give top quality meat with sizes to fit the
trays and satisfy the customer.

All meat to be aged under vacuum for two weeks prior {o slicing --
the meat should be of a quality superior to that now sold in the
best supermarkets.

11. Beef and lamb would be the first meat to be sold.
111.Ground beef and sausages would be added to the range.

1V. Other meats and processed meats would be added to the range when
the time was right.

V. The source of the meat should be from an export works, either
vacuum packaged or delivered in quarter form.



4. THE TEMPERATURE CONTROL
Research and Development carried out?

1. From the time of staughter temperature was watched and measured
at the following points:

Carcass chiller

Boning room.

Vacuum packed storage.
Transport

Cold storage and boning location.
Boning room.

Cold storage and warehouse.
Transport to store.

Refrigerator in store.

CONDOAWLN -

These areas must constantly be checked.

2. The meat from the time of the slaughter through its entire life must
be brought to the temperature that will control the bacteria and
give it the shelf life and quality required to produce excellent meat
at the retailer and consumer levels.



5 HYGIENE

Research and Development carried out:
I. Places where hygiene is regularly checked are:

1. Atthe export works - this of course is
monitored by D P | inspectors.

2. In the slicing room where the packaging
is carried out.

Hygiene during handling. -

11. The meat should come from an export works so that all
export standards of hygiene are carried out.

111. Vacuum packaged meat to be delivered at 0 - 1 degree C.
1Y. Vacuum packaged meat to be sliced and repackaged

in a room where export standards of hygiene and
temperature are kept.



6 THE LIGHTING EMPLOYED AT RETAIL

1. Because the meat is vacuum packaged and chilled the colour
on display will be the myoglobin colour.

11. With correct lighting in the display area the colour can be
changed to near the oxymyoglobin colour that customers
are used to.

Research and Development carried ouit.

111. We found a N E C light in Japan which gives the right colour
to vacuum packaged meat.



11.

111.

7, THE LABELLING OF THE PACKAGE

The header labels - the description labels - the weights price and
use-by date labels must all conform to proper Government regulations.

The colour design and strength of the labels must show quality and be
mechanically effective in their job.

Research and Development carried out.

1. Working with the A M L C and their advertising people and agents
a range of header and stick on labels were developed.

2. The method of attachment was developed at the slicing and packaging

room.

3. The labels giving weight - price and use by date were developed with

the assistance of the scale people.

A system had to be developed to give fast and accurate weighing and
accurate weighing pricing and labelling.



8 THE FUTURE

The continuation of a Research and Development Program is
essential.

There are a number of areas that need constant research and
development to be carried .out.

These follow the original seven items.

THE PACKAGING SYSTEM - There are new machines for skin
packaging already available and new ones being developed. These
must be tested and monitored.

J B Linacre visited Multivac in Germany in September 1991 to
investigate the new developments.

MATERIALS - New materials must be investigated. Cost of materials
should be brought down without sacrificing quality.

We are working with the material suppliers at present.

J B Linacre visited Europe in Sept.-Oct. 1991 to look at new
materials as well as machines.  He visited W R Grace in the
U K and brought back useful information.

MEAT - A constant search for new cuts and ways of producing and selling
meat.

. TEMPERATURE - Better monitoring equipment must be installed as volume
and distribution expands. A lot of work must be put into this if export and
Australia wide distribution is to be successful.

HYGIENE - As before this needs constant checking and upgrading as the
volume increases.

LIGHTING - Looks good at the moment but in some meats the colour needs
improving.

LABELLING - As the system goes more automated the labelling
system will need to be changed. This will need quite some research and

development.



INTRODUCING : BUTCHER'S PRIDE

The Australian consumer purchased $1.720 Billion of Beef and Lanmb in
1990 30% of all Meat purchases come from Supermarkets and this share is
increasing significantly each year as the consumer looks to the
convenience of one stop shopping and extended trading hours.

How can you get part of this action?

PRIME-VAC PRODUCTS Pty Ltd provide the answer, not only to be a part of
a huge market but enjoy high profit $'s.

The BUTCHER'S PRIDE concept was born about by the need to provide the
consumer with fresh pre-packed Meat and available in broader base of
retail stores. To the retailer BUTCHER'S PRIDE will offer the
opportunity to service your customers with a full range of quality Meat
products, packaged, merchandised and marketed to gain maximum consumer
franchise. Every aspect of the BUTCHER'S PRIDE concept has been
researched to ensure that vyou realise maximum sales potential and

maximum gross $'s.
Rey to the BUTCHER'S PRIDE programme : -

MEAT QUALITY - Our buyers work to a strict quality control method
that guarantees only the best available every week of the vyear. We
will only use Prime Yearling Beef and Prime Larnb as we recognise that
the product is only as good as 1t "eats”™. The BUTCHER'S PRIDE range
includes a full range of boneless meat ocuts with particular attention
+o the new value-~added Meat cuts.

PACKAGING - We are using the latest packaging process called DARFRESH
which dramatically improves product freshness, shelf life and

pregentation.

MERCHANDTISING - The BUTCHER'S PRIDE product will be sold only from
designated chilled merchandising units that provide optimum temperature
controls and enable maximum merchandising impacat.

MARKETING - BUTCHER'S PRIDE will be supported by fully co-ordinated
programme of Point of Sale, media and consunmer demonstration/education.

DELIVERY -~ PRIME-VAC PRODUCTS Pty Ltd have been critical to control
all the processes of procurement, manufacture and most importantly
delivery. Stock will be supplied weekly and more often dependent upon
your individual customer needs. Each delivery will be checked in and
atock filled into the cabinet, all credits and unsaleable stock will be

returned at our cost.

MARGIN - PRIME-VAC PRODUCTS Pty Ltd will maintain a nett profit

return on sales of 15%.
PRIME-VAC PRODUCTS Pty Ltd will be your PARTNER in this venture and

will guarantee
The BEST QUALITY
The BEST SERVICE
The BEST BACK UP

All to ensure maximum sales and profit.

Prime~Yac

PrimeVac Produces Pry. Lid. 441 Windsor Rd, Baulkham Hills. PO Box 905, Bautkham Hills 2133, Ph (02) 486 3488, Fax {02) 686 3190.
ACN: 050 287 986



PRIME CUTS OF AUSTHALIAN MEAT

Ref:355

STORE FACTS NANUAL

ABOUT THE PRODUCT

Butcher's Pride is a first and a very unique concept. Immediately
you will notice a striking difference in our packaging as opposed
to the standard prepack (tray over wrapped) as offered generally
in Meat cabinets throughout Australia.

OUR PACKAGING - 1is similar to Cryovac however it not only air
evacutes the product but the top layer film is brought down onto
the meat and tray to form an imperameable barrier snuggly around
the meat. This method called "DARFRESH” uses only vacuum and no
gas flushing or any additives. The unique packaging offers many
benefits to our customers;

. You can see both sides of the meat.

- No leaking or meat laying on a soaker pad.
. Seals in juices for more flavour

. It ig, If the customer wishes the perfect freezzng pack.
MEAT COLOUR - Butcher's Pride Meat vacuumed-packed is darker
than other meat. This colour Is your assurance that each piece is
packed as soon as It Is cut, so no oxygen has time to turn it red.
Once copened and exposed to oxygen the meat will take on a rich red
colour as you are accustomed to seeing in traditional packing.

NEAT AGING - Aging has been used for centuriegs to make meat more
tender and Jjuicy. In the early days It was the practice of
hanging meat, but with modern times the same result can be
achieved by what we know as Cryovacing or Barrier Bagging whereby
meat Is boned into primal cut form and ° vacuum sealed.

Unfortunately this method has been abused by some processors who
don'’'t follow the strict guide lines of hygienic processing and
temperature environment but opt for the processing method as a

convenient way of packing meat only. Under the strict controlled
processing and proper livestock selection the Cryovac method will
allow meat to age. Butcher's Pride through very strict packing

evironment Is a continuation of the aging method therefore the
longer meat is held in our packaging the better it will eat.

MEAT SELECTION =~ our meat buyers are working to a specification
unlike any other meat processors. Australia unfortunately dose
not have any grading identification for consumers therefore to
your customer meat is meat which Iin fact Is far from the truth.
We stand very confident of our meat quality especially Beef and
offer the very best year round. .

A2




MEAT TYPES

BEEF Butcher'’'s Pride will only use Prime Australian Yearling Beef
all boned to give the consumer maximum value for money. We will
not accept or chase cheaper alternatives just to be the cheapest
on the shelf and not be embarrassed to ask the consumer to buy
prenpium prime grade meat.

LAMB Butcher's Pride again only buy the best available and
process it all into boneless and semi-boneless cuts for consumer
convenience and value. We will be unique in offering the new
styles of Lamb Cuts as heavily promoted by the Australian Meat &
Livestock. ‘What consumers see on T.V. will be available under the

Butcher's Pride Label.

QUALTITY LCONTROL =~ We are proud to boast a system that controls
every aspect of the processing chain. Our selected meat is
brought iInto our factory located at Gosford and in a controlled
processing environment packed fresh and held in our holding

chiller ready for despatch. Meat Is transported in our chilled
Truck direct to your store and immediately placed into the
Butcher's Pride chilled merchandiser. Now Its up to you to see

that the customer buys a product Iin Iits best condition so for that
to happen a number of points to remember.

1. Product must be held in refridgeration at all times.

2. Major temperature variences will cause a limited amount of
juice migration.

3. Optimum temperature should be at 2 Degrees Centergrade to
ensure product aging and quality.

4. Any packs with any sign of leaking should be placed at the
back of the wunit layed flat ready for pick-ups and
crediting at next delivery.

5. Any problems with product or refridgeration should be
reported immediately to our office. -

6. Ir you have reserve stock held then a critical monitor
should be made on room temperature especially during
trading.

7. Any customer querie such that can't be handled at store
level should be referred to our office.

XEY POINTS TO ENOW

Butcher's Pride packaging Keeps Meat Fresh - Meat is packed
within minutes of cutting under controlled temperature and
hygiene.

. You can see both sides of the Héat.

. No leaking.
. Vacuumed packed as soon as 1ts cut to keep natural colour

(meat is only red when exposed to oxygen).

Freshness guaranteed "USE BY" date on each package.
Only Prime Australian Beef and Lamb used.

. No preservatives.

.73




. Alr tight seal locks iIn freshness.
. Freezer - ready pack (meat will not loose an excessive
amount of juice during defrost due to the tight vacuuming).
. Seals in juices for more flavour.
More tender = Meat ages naturally in its own JUJGES
. Boned and trimmed just right for extra value.
. Unigque range of new style Meat Cuts.

DESPATCH AND DELIVERY SYSTEM

. PFach order is made up individually for your store.

. Product 1IiIs weighed, date coded and priced for your store.
At the end of each weighing sequence a total ticket 1is
produced for each product all total tickets will be attached
to your. inveice as reference.

Invoices will show product, number of packs, total weight,
total retail price by product. The Invoice total shows a

gross profit deduction.
Product once checked in should be signed for on the Invoice

and the original will be left with you.
All c¢credits will be raised on our credit docket and

original left with you once signed.
Credite will appear on your next Invoice or adjusted

through Head Office accounts.

ORDERS

Orders will be supplied relative to your stores sales

history.
. Any obvious "Out of Stock" should be reported to ocur office

so as Immediate action can be taken.

CONTACTS
PRIME-VAC PRODUCTS PTY LTD

Office: 441 Windsor Road ADMINISTRATION / ORDERS
P O Box 905 DANI KARLIN
BAULEHAM HILLS
NS W 2153

SALES

Phone: 02 686 3488 JOHN TURNER

008 024497 Mobile: 018 &42 951
Fax 02 6846 3190
Factory: 7/12 Jusfrute Drive DELIVERY

WEST GOSFORD 2250 KEVIN HIGGINS

- Mobile: 018 642 952

Phone ! 043 234 057 FACTORY MANAGER

JOHN PEARCE
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Prime-Vac Products Pry Ltd has
cecently launched its Buwcher's Pride
brand. offering a full range of chitled,
pre-piacked beef, veal and lamb cuts.
The range has already been lunched

in Svdney, and will be availuble in

s n o e s § et

i
1
©

ather staes <hortly,

Butcher's Pride is ideunl for any
convenience store or supermarket
without the facility to carry fresh meut,
because Prime-Vae cun also urrunge
supply of 1 dedicated refrigeration unit
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to retailers carrying the range.

Butcher's Pride offers a full range
of boneless beef, veal and lamb cuts,
as well as mince and sausages. The
meat is vacuum packed, and comes in
one, two. and four person servings. It
is supporied by a large range of eye-
catching poini-of-sale material.

Larry Botham, Director of Prime-
Vac says consumer response 1o
the range has been more than
encouraging. "Once 1 customer buys
Butcher's Pride, she (or he) usually
buys again. The level of re-purchase is
high, which does mean they are happy,
and impressed with the product™.

s

AUSTRALIAN MEAT AND LIVE-STOCK COARPORATION
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BRANDED FRESH MEAT INNOVYATION

L\ anew style of prepacked meat in
FANSW independent stores and plans
to expand fnto Queensland and Victorian
stoces, writes KATE McILWAINE,
FOODWEEK's Brsbane comespondent.

Tt is also developing a more gengric-
looking range of budgct-priced meats for
sale in stores felally price-oriented.

_\Sydney company has begun selling

The branded weat products are
merchandiscd from special stand-alone
refrigerated upright cabinets.

But the generic-style product would
be available for display in the store’s

dairy or meat cabinet.

Larry Botham, project manager foc Prime-
Vac Products Pty L4d, said Butcher's Pride
portion-control producls were now available
in 24 NSW stores, including Jewel,
Foodmaster, Clancy's and Rite-way outlats.

He hoped to have thent in 60 NSW stores
by Christmas - “there is the potential for
1200 outlets in NSW alone™. The products
will be available in other states soon,

“We are having discussions with
interested parties in Queensland and
Victoria, and should inalise something
within a monty,” Mr Botham said.

RARE UNITY COULD CHANGE MEAT DEFINITION

Australian meat pic manufactorers and.
he Australian Consumenrs’ Association
~1ll work together to change the National
Feod Authority's delfinition of meal.

Robert MceMain, managing director of
Jucensland-based Tastee Products, told
FOODWEEK he believed it was the fiest
tima the groups had agreed on a change
o the definition.

The move follows years of controversy
over the precise definition of the meat in
neat pics.

“The definilion of a meat pic, meal
encased in pastry, is fine,” Mr MeMain said.

“The problem is over the definition of
ateat, which has basically meant any
cdible part of just about any cdible
animal you can name.

“We believe the definition should be
changed to skelctal tissue, which is
muscle meat, and would be most people’s
conception of the word, Mind you, somc
sections of the processed-meat industry
might have problems with this.”

Mr McMain said previous atlempts to
change the definition had failed when
opposed by the ACA.

“We believe this will be he first time
the industry hias gone to the NIFA with the
suppont of the ACA,” he said,

“We now are finalising our argument
through consultation with various
manufacturers, and then it should be
presented (o he NFA <

* See also, Page 5, this issye - Pie
Maker Expands Successful Range.

Mr Botkam is in Vicioria this week 0
talk with potential retailers and his partner,
John Tumer, was in Queenstand last week.

The Butcher's Pride range is beef, lamb
and veal, in vacuum skin packing which
completcly scals the meat and extends its
shelf life. PProvided the meal is stored at
the correct lemperature, it will stay fresh
for 28 days.

Mr Botham said fellow Prime-Vac
directors and he had sct up the company Six
months ago “because we tiought tiere had
fo be a belter way to do prepacked meat”.

“The concepl has great opporluritics
for convenience stores,” he said.

Because hey are fully sealed, Butchier's
Pride products have no juice leakage and
the plastic skin is impermeable.

Mr Botham said the products would be
price competitive with prepacked mneat 1a
the chains.

Prime-Vac has a factory at Gosford, on
the central coast of NSW, where the meat is
sliced and packed. Mr Dotham said quality
control would be the key (o success.

“We have very strict specifications about
tneal qualily and the level of ageing,” he

1 e

said, “The critical issue is how it ‘eals’.

He said conswners would not make repeat
purchases if they found the meat was tough.

Mr Botham will build brand awareness
by marketing the range to the foodservice
industey.

I said Prime-Vac was pioneering a

‘new market because Ausiralian

consumers had little awarcness of meat
TO PAGE 16 }
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Sara Lee/DE has confirmed the
2 creation of ils new Australian
assoclate, Haris/DE, as reported
exclusively by FOODWEEK (August 6).

The Sara Lee/DE group, owned by Sara
Lec Corporation USA, manufactures and
markets well-known brands of coffee,
groceries, household and personal care
products.

Its Harris/DE offshoot, formed in co-
operation with Stuart Alexander & Co, the
previous distributor of its Douwe Egbents
coffee, employs about 200 people, with
production centralised in Sydoey.

T he Netherlands' headquarters of

Sentor executives for Harrs/DE will be
Ken McClelland, the former managing
dircetor of ER Harris & Co, as chairman;
Phillip McClelland as genreral manager of
sales and marketing; and Peter Boyer as
general manager ol production and
distribution. ‘

Thie 107-years-old Stuart Alexander &
Co has moved guickly to replace the $30
aiillion Doywe Geberts coffee business fost
o the tew Sam Lee company, Harris/DE,

Apart from secking proposals from
olher producers of premium products, it
will campaign at the ANUGA
exhibition in Cologne this Qctober, and
apain at the ISM confectioncry

exhibition in Cologue next February.

Wesley Brown, chainman and managing
director, said the company’s 1590-91
turnover was close to $110 million.

He nominated the growth of Moccona
coffee in Auvstralia “friom next-lo-
nothing” into a $25 million business as
one of its major successes.

Ouer top brands Swarl Atexander
markets include Lindt, Guylian,
Thomton, Paynes and Anthon Berg
chocolates; Betty Crocker cake mixes;
Drum cigarettc tobacco; Amphora
tobacco; and Hend Wintennans cigars,

Mr Browne said sales of Switzerland's
Lindt cheocolales in Austratia had grown
by 30% o 40% cach year for the past
four yoars.

In the same period, sales of Guylian
chocolate seashells from Belgium had
doubled, and sales of UK's Thomuon
checolates had Lripled.

Sales of Belty Crocker cake mixes and
other foods lrom General Mills USA
have built from $200,000 in 1987 (0 32
million today.

Mr Browne, who celebrales 5O years'
service with Start Alexander this year, said
that, even afler losing Douwe Egberts'
coffee business, it would still have a sales
and merclandising team of more than 50. %

BRANDED FRESH MEAT PACKS INNOVATION

» FROM PAGE 1

qualitics and were not familiar with
branded meat.

“We are succeeding, but slowly,” Mr
Botham said. “[t's hard to get people to
change their habits. We wanl to give red
meat a wider distribution.”

Red meat would becowe a viable
altemative to chicken and Irozen foods
once it was readily available in
convenience slores.

The Butcher's Pride range gave
consumers another pucchase option and
was profitable for store operators.

Mr Botham said traditional buichers
shops had nol “moved with the times”
and did not offer consumers convenience
cither it opening hours or in meat cuts,

Value-added products, such as
marinaled incats, would soon be added to
the Duteher's Pride range.

Current products include boneless
lanb, beef and veal, sausages, mince, and
tegs and rib roasts. They range (rom
single serve to four-scrve packs.

Mr Botham said Prime-Vac was
taking advantage of the Australian
Mecat & Live-siock Corporation’s
advertising by offering products in the
launb Short Cuts range. 2
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LOKE KICKS OF=

X oca-Cola South Pacific and its
advertising agency, McCann-
» Erickson Sydney, created 2 pew sport
for the anchor television commercial which
will head its sunmer advertising campaign,

The new Coke cominercial features
“freefall surfing” or skysurfing,
developed and performed by members of
the Australian Sky Diving team.

It will be the first Australian-produced
commercial for Coca-Cola 1o be used
globally.

Already on air in the US, the Coca-Cola
Cortmnpany has recommended its inctusion
in the advertising campaigns of the 160-
plus countries where Coke is available,

‘The skysurfing commereial is one of
nine néw commercials to 20 to alr this
Sumumer for the flagship brands of Coca-

’ Cola and Diet Coke.

John Wardley, Coca-Cola South Pacific
media and advertising manager, said the
commercial was the “traditional Coca-
Cola story of thirst, taste and

WITH SKYSURFING

relreshment, depicting the lenghs a
&roup of young Australian surfers would
80 to for an ice cold Coke”,

Another four new commercials sat in
various exotic locations such as Paris,
Barcelona and the Whitsunday Islands,
for each of the colas, will also be shown.

The newly relaunched Fanta and new
release, Diet Fanta, will sponsor the
young American band, New Kids on the
Block, on (heir Australian tour.

Fanta's association with television
program, The Bugs Bunoy Show with
presenter Sophie Lee, will continue
throughout summer,

The cument Lift television campaign
featuring Molten Man, taunched in
Oclober last year, will also cottinue 1o
run throughout summer.

Speite and Dict Sprite lemonade brands
will also have new television
comunercials and retain the theme [ like
the Sprite in You.

The new campaign will be supported

by radio and point of sale malerial,

The Australian Coca-Cola System is
launching its fIrst direct marketing
campaign with the creation of Club
Coca-Cola,

For an annual membership foe of 320,
members will receive a club magazine -
The Watch - ID card, baseball cap,
backpack and Skysurfer poster.

The Watch will contain articles on
music, film and fashion and have
promotional offers ang discounts.

Brand Coca-Cola holds alimost a 42%
share of the total $2.8 billion softdrink
tmarket and 66% of the cola segment.

An additional 17.5% share of the cola
segment is held by Diet Coke and
Calfeine Free Diet Coke.

The cola segment, valued at $1.5
billion, accounts for nearly half of the
softdrink market and is experiencing
volume growth of 7.5%. +»

-MICHELLE CHALLACOMBE

OPINION s, vursar v

FOODWEEK has been a consistent
upponter of innovative, entrepreneurial
ood companies, and of new preducts,

the industry’s lifeblood,

It 1s pleased to be able to report good
ews on product reszarch and
acvelopment, and innovation, amid the
tales of woe suffered by many companics
. the fecesston.

Our Page 1 stories this week featurc a

souple of remarkable com panies which
e gone out and done something new,
d are succeeding at it

Prime-Vac Products has begun selling a
W style of prepacked [resh red meai,
ecause there had 1o be a better way”,

It is enjoying rapid growthr. It is also

" ewd cnough [o be adapting its product
make it enticing for a chain such ag

ranklins to move seriously into fresh

®al - a calegory outside its core business.

rime-Vac is making it possible for

Franklins, for instance, 10 become mare
competitive in previously unfamiliar
territory, and without having to develop
new skills, undertake significant retraining
of stafl or installation of new cquipment.

Think of the opportunitics this
company bas created for itself through its

entreprenendal approach,

Similarly, Queensland-based Tastce
Products has won Australian Consumers'
Association support for a Joint approach
to get the definition of meat, as in meat
pics, changed, thys eliminating an age-
old bugbear for pic manufaclurers,

Not only is Tastee Products active oo
this front. We report on Page 5 how the
company has taken the markey by storm
with Its cholesterol-free, all-natural
microwaveable apple pie, to be followed
this week with an apricot version.

“If you take time to be innovative, to
research and dovelop products thal meet

consumier desires, then you win every
time,” the company principal said.

Sounds easy. But it takes a lot of
courage and investment (o put your
money where your mouth is, which is
what Tastee Products has done, and is
succecding as a result,

Also on Page 5, we report how Metro
Quality Foods has decided to do
something about a tired processed meats
market, and, at the same time, fend off
the new competition,

Sure, the company says it’s tough at
present. IU's never easy and it may be
cven ougher than usual al present.

But these companies are alt doing
positive things, not just to survive, but to
lay the foundations for 2 flourishing,
successful business.

And not on¢ bleat about ¢o-op charges,
new line fecs, et al, was heard, Must be a
moral in there somewhere, &

2 » Saptamber 10, 199)
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kg of lamb but mutton use is up because

- of its increased use in processing.

“Sausages are doing well!” Mr Penn
said.

While the overall retail market for
meat is depressed, beef has held its mar-
ket share of around 54% of total whole-
sale value, Lamb has declined from 19%

to 17%. Poultry, particularly chicken, -

gained share to around 19% of the mar-
ket.

“Sales of frozen chickens—always con-
sidered by consumers to be a cheap foed
product—have been phenomenal in the
last six months, boosted by very low
prices. ,

“Th add.to the turmoil there has been a
sharp market share gain by supermar-
ets, to almost 40% of total meat pur-
chased at retail, as price-cutting, ‘spe-
cials’ and savings have moved a large
propartion of consumers to do their meat
shopping at the supermarket meat-
case,” Mr Penn said.

[

stage

£ rRIALS CONFIRM:

1tnonly 5.9%
% dmost DOUBLE the liveweight gain
A Aajor time savings :

1 ok (0C8) 015 147 or (054) 64 2447
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Branding
consumption an

to boost

Increase prices

SMALL signs of domestic meat mar-
ket recovery are evident, but & full
recovery will take some time, the
AMLC’s John Penn said in Tamworth.

But Australian consumers, he
observed, are rapidly becoming used to
the new everyday low retail prices
{Jroduct. This poses a real future prob-

em.

“We need to encourage increased con-
sumption at higher prices,” Mr Penn
said.

“Now, more than ever, there is a real
need for e better described product to
identify the quality end of the market,
and justify & premium price.

“I strongly suggest to you that the
way of bringing better described, quali-
ty product forward is to take
brands—and by this I mean company
brands— through to the consumer to
provide a real choice between products.

*This must be done in conjunction
with tight product specifications and
aggressive promotion.”

Mr Penn said examples of recent
davelopments in the specification-driv-
en branding area included:

0 The launch of a range of high quality
beef and boneless lamb cuts from
Butchers’ Pride through convenience
stores in Sydney.

Q The launch of & renge of tightly-spec-
ified branded beef primals by Sand-
hurst Farms into the Melbourne food
service market last year. Sandhurst
Farms is now expanding rapidly into
other markets; and

O Coles recent decision to brand all its
meat and back it up with a money-

T g et
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back guarantee.
“There is an urgent need for the pro-

cessing, manufacturing, wholesaling
and retailing industry to work with
their suppliers to differentiate their
product through consumer brands that
are meaningful to the consumer, and
encourage more targeted promotion,”
Mr Penn said.

The domestic market, Mr Penn pre-
dicted, would be “crying out for new
products” as the recession eased.

s
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Reducing losses from dark
culting meat 1
Bruising cosis every
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HERAMANAGEMENT

Spring cahing can boast
aarnings PAGES 20-22
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fTurning raef inta the ultimata in convenienca lood. Geolf Spears and Larry Botham, who operata

A Butchar's Pride, ara using modern packaging lechnolegy to merchandise selected cuts of beet
:hrough convenienca stores and small supermarkets. And thay’re uaing merchandlsing tachniques
‘hat are used by other, well aatablished household brand names. Butchers Prida stocks refrigerated
cabinets with the full range of lamb and beef. The retailer supplies the store spaca and slectricity
and is quaranteed a percentaga refuen on retail sales, See story page 28-29
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Qur office is wnere
yvou want it to be.

44 Maional

You'll find our local manager's office is not just at the pranch but 2ls0 out on your property. Ausfralia Bank
at the saleyards or wherever you want it o be. it's baen that way since the Mational’s branch

Tailoring banking to your needs.

network was borr in country districts st century.
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‘NICKS TILL MIDNIGHT’, sounds
like fun, but it is shout providing a one
stop food shop for 18 hours a day seven

y9 a week and competing for the retail

Hazr.

Nick David with his brothers Pat and

Woollcomoaloe i3 predominantly a blue
coltar suburb with a very high propor-
Hon of social security beneficiaries.

*Our customers responded very quick-
Iy to the concept and regularly cotament
¢n the quality. Shoppers buy to a budgst

Red meat a winner for Nicks tl

and in small portiona. The packaging is
critical to the success of tha product,”
Pat David zaid.

After dgarsttes and Equer, meat is the
biggest selling single lire. Currently
they sell in ex¢ess of 300 packs per week

Midnight

$2,000 a week. With a fized 15% of
retail sales the 1.3 metre wide fully ser-
viced cahinet makes a significant conkri-
bution to the business,

“Wa don' have to do anything except
orovide the space and the electricity,”
3ald Pat David.

at betwaen 34 and 36 each or about

G T

Greg, aperate Nicks till Midnight’ their
self serve convenierce store in Woel.
' mooloo an histerie inner Sydney sub-
Their family has been retailing there
since 1927,
“To attract and retain our customers
s must offer a full range of products,
1erwise they go to a supermarket just
. get one item we do not stock and we
locoge the rest of their business,”
explaines Pat David.
“Meat was the one item we did not
ve until Butcher's Pride came along.
hen Larry Botham explained the con-
cept we jumped at it and became their
first customer. We could not be more
“rased with the result.” -

| Packaging the key
to Case Ready

CASE READY is a concept where
verizhable products are specially

. . Every day you face competition . -
from other breeding :
programs,
other breeds
and other
meat species.
To meet that

RN 7
b= 7

packed at a central precessing plant e .
and distributed to retailers wgo sim- co mpem[_on
1y put the preduct in the refrigerat- you FGQLHI'Q
d cabinet or case. _
Packaging has revelutionised the effective cost
distribution and markating of many efficient 3

meat and dairy products.
Poultry has been available chilled
r frozen in bags for decades. Butch-
r's Pride uses a sophisticated vacu-
um skin packaging system called
‘Darfresh’, a process supplfed by W.
7. Grace well known for the Cryovac
ag system widely used for packing
hilled beef for domestic and export
markets. :

communication
> and promotion.
Beef Improvement News ™
sends the news from_ - 25
> your house to every T
corner of the nation — and

%

In the Darfresh process the meat is .
mlaced on 2 r_lﬁtcELplasﬁ: basa and all even sends it right

1e air is expalle

A hot melting multiply flm is next door.
wraped over the pack and pulled down B _

ta it intimately over the meat by the
vacuum below and air pressure from
sove. The film is fused to the base to
mplete the seal The chjective i3 %o
.tally exclude oxygen thus reducing
the oxddisation of the meat as with the
Cryovac system.
The film used in tha Darfresh pro-
133 i3 almost impermeabla to air.
‘eat packed in this way is in its
unoxygenated state and appears dark
in colour. This contrasts with the per-
eable plastic flm used by supermar-
3t which restrict contamination af,
1d leakage from, the pack. Itis
designed ta let the air through and
make the meat bloom’ and express its
eht colour
Beef packed with the Darfresh pro-
133 will Dloom’ when the packet is
upened. Meat packed with Dartresh
will keep 4 weeks while meat packed
in supecrmarket packs will keep 3-4
13 under 0-t degrea C refrigeration.
The technology has been available
ime years and has been used in
Europe and New Zealand.

T Y o b

STOP for a moment to think about your advertising program

BEEF IMPROVEMENT NEWS - for progressive people in beef
« Instant access to 28,300 active beef properties and other beef

professionals, reaching an estimated 86,400 readers monthly.

» Provides a black & white full page advertisernent for just
2 cents per readern

» The single best source of information on beef marketing,
production and technical issues.

VEMENT NEWS
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MERCHANDISING beef like a dry
grocery might seund unlikely, but if it -
works for thousands of successfil gro-
cery products, why shouldn't it work for
beef?

Using modern marketing prindples,
vacuum skin packaging technolegy, and
in effect merchandising fresh meat the
same way one merchandises dry grocery
items, Prime-Yac Products Pty Ltd is
tapping this encrmeus market for fresh
meat with its Butcher's Pride brand
products,

Fresh beef, lamb and pork cuts under
the Butchers Pride brand narne, are now
available in many convenience and dis-
count supermarkets throughout NSW.

The rapid growth of convenience
stores like Circ's K, Seven-Eleven, Food
Plus, Road Pantry and Clancys reflects
the changing shopping habits of our
urban populations. .

There are about 2,500 cenvenience
stores and srall discount supermarkets,
lika Jewels and Franklins in NSW.

These are zssantally self service gro-
cery stores, but despite consumer
demand they have been unable ta stock
fresh meat because they could not sup-
port a traditional butchers shop.

Ceoff Spaars and Larry Botham, the
principal parmers in the business, bring
together a diversity of skills.

Geoff Spears, trained as a mechanical
engineer and experienced with electrical
equipment, has been in the business six
months. Larry Botham has a back-
ground in foed merchandising, induding
the positien of marketing manager for
Shoeys Group, row trading as Bi-Le.

Larry Botham zaid he had been toying
with the concept for four years before the
first products hit the shelf in June last
year. -

MERCHANDISING
OPPORTUNITY

The usa of vacuum skin packaging and
its application to meat products created
the merchandising opportunity.

Vacuum Skin packaging is a process
thet packs meat in an attractive and
durable evacuated (air free) plastic con-
tainer suitable for retail display and
handling.

Butcher's Pride uses the 'Darfresh’
vacuum skin packaging process devel-
oped by W. R. Grace to pack and present
its meat products. (see story at right}

Individval meat cuts are placed on a
rigid clear plastic tray, which is then
placed in an evacuated chamber where a
very soft and pliable air proof film is
draped on to the meat and tray.

Alr pregsure above the film and & vacu-
um beneath, presses it tightly around the
meat It bonds to the clear plastic tray.

The effect ig that the meat cut is int.
mately surrounded by the tray on its
base and the film abave and arcund the
gides. There is virtually no space for
meat juices to accumulate between the
meat and the flm.

Once packed, beef keaps for three
weeks under ideal refrigeration condi-
tions of (-1 degrees C or about 14 days

Butcher’s Pri

de brings on a beef

z

L

retailing revolution

R L

A Boylands raffigerated cabinet is fully sanicad and stocked by Butcher's Pride, All tha ratailer
has la do s provida the spaca and tha powar and recaives a guaranteed percentage of sales. This
puts ted mazt on the same commenial fooling as most grocery fams In the stares, “Wa marage e
range of product on a slore by siore basis,” Lanmy explained.

in domestc refrigerators,

Buteher's Pride offer a full range of
beef cuts including rump, sirlein, scotch
fillet, mince and added value products
like pepper and garlic steaks.

The retail pack is 30 by 19 cm and
ranges in weight from 230z—s to one
kilo and in retail value from 33.20 to 37,

All the consumer has to do is choose a
cut from the store cabinet, [t will keep
for four weeks from the date of packag-
ing.

1t can be frozen. The packaging pro-
tects the meat from freezer burn. The
consumer just slits the plastc packaging
with a krufe and the steak is ready to
cook.

But the packing technolegy is only the
beginning,

How to use it to merchandize meat in
non tradional outlets was the challenge
facing Larry Botham.

“Using the diffzrences,” and lsoking out-
side normal practices is how Larry
describes their approach ta retalling meat.

To sell meat to the conswser retailers

must have an attractive margin. And in
the liraited space in a convenience store
it must compete for space with other
products.

REFRIGERATER DISPLAY
CABINET ~

Butcher's Pride has chosen to present
their products in specially designed
refrigerated display cabinet.

Butcher's Pride use refrigerated dis-
play cainets provided by Boylands. The
retailer only has to provide the space
and the power to operate the cabinet for
a guaranteed percentage of sales.

This in effect puts meat on the same
commercial fosting as most grocery
items in the stores.

“We manage the range of preduct on a

" store by store bass,” Larry explains.

“By carefully monitoring sales we are
able to optimise the mix in the cabinet
for each store,

“Inner city stores use maore smaller
high value cuts while suburban stores
want larger, lower value, portions.

"By ATHOL
ECONOMOU

Rump, srloin scotch fitlet, and pepper
steaks all sell well, as do cur added val-
ue groducts like pepper and garlic
staaks”

Tendamess is the main consideration
and azed grain fed yearling beef is sup-
plied by Midco in northern NSW.

They use no additives, preservatives
or colouzing.

As the business expands Larry would
like ta try using heavier carcases and
test the market with “tastier” meat.

The meat colour appears darker and
slightly arey in the pack comipared with
the brizht cherry red colour traditionally
sought by retatlers and consumers.

*0f course, when the meat is removed
from the pack it blooms and leoks like
yearling beef in the shop.

“Customer education will take some
e but &l now we have net had any
complaints and a lot. of favourable com-
ments on the eating quality of our prod-
uct,’ Larry Bothamm said.

PRE PRICED

Al product is pre priced and carries a
full dzscription of the cut, weight, price
per kg and actusl price.

It is equivalent product to the well
established Coles Premium brand. Cuts
sell at the same Telative price but for up
to 10% more in some convenience stores,

The technolegy has great potential in
the food service industry.

Due toits long shelf life and individual
packs, restaurants can gtuck a wide
range of products and cuts but oaly feed
to open one pack at a Hme as required,

Already a 'shingle’ pack with up to 10
steaks has been developed, or alterna-
tively a strip of individually wrapped
steaks can be drdered.

Larry and Geoff are confident they ean
improve the quality and consistency of
their product if they can establish direct
tines of supply with producers. - :

"We can utilise the whole carcase and
have enough throughput to enter ints
lorg term supply agreements with inter-
ested producers. . RN

Usng AUSAEAT we will be able to
track individual animals right down to
theretail pack. =~ -

“Direct identification with individual
breeders and breeds can also work as a
promotional tool for special product
lines,” Larry said

Export is another area of enormous
potential, Retail packaging of beef with
brand headers and pricing labels ig
about as far as you can go in terms of
‘value adding, -

"We will be able to deal direct with the
zetailer, and ¢ut out most of the tradi-
tional butchering infrastructure,” Geoff
explained.

“When e can deal and talk direct to
the retailer we will be much closer to our
real export markets,” he said. )
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