
Meating the 
customers’ 
needs
There is a lot of talk about the drought 

and resultant high meat prices, the 

fluctuating exchange rate and a general 

increase in food prices.

All these factors affect your customers 

and when they affect your customers, they 

affect you.

The latest release of Stats SA’s Consumer 

Price Index (CPI) unpacks the South African 

food basket to examine which items might 

be contributing to rising grocery bills.

Imagine a basket sitting in front you, 

filled with a range of food items. Imagine 

that these items represent what the 

average South African household buys. If 

we consider price changes of all the items 

in the basket, 

South African consumers paid an average 

of 9,8% more for the basket in March 2016 

than they did in March 2015. This rise is the 

highest monthly year-on-year rise in food 

prices since February 2012.

All the doom and gloom most certainly 

affects the retail butchery. But with hard 

work and lots of creativity, you will be able 

to keep the wolf away from the door.

How to grow your butchery
First things first. Walk the shop as a 

customer would and look at all the 

following areas with a critical eye and 

evaluate them to identify areas that require 

attention:

■	 Internal layout of premises. Is it easy 

for people to access the serving areas? 

Are products clearly on display and easily 

accessible? Could the layout be improved 

to ensure the whole shop is utilised?

■	 Point-of-sale material. Is it up to date? 

Does it look eye catching? Is it in highly 

visible locations? Are leaflet dispensers full 

and clean? Have wall posters been put up 

neat and straight?

■	Window display. Is it colourful and 

inviting? Are the products on display 

relevant to the time of year? Are all of the 

sales hot spots well positioned and full?

■	Chiller cabinet displays. Are they 

well stocked and presented? Are key 

promotional lines prominent? Is supporting 

point-of-sale material in position?

■	Dry goods displays. Are they full and 

well priced? Are the cabinets/shelves 

clean and tidy? Do the goods on sale 

complement your product range? Is 

promotional material in position?

■	Appearance of staff. Do they conform 

to agreed standards of presentation and 

personal hygiene? Are their uniforms clean 

and presentable? Are hats on and long hair 

tied back?

■	 Floors. Are they clean and clear of 

clutter?

■	Walls. Are they clean and has all residue 

(including sticky tape) been removed?

■	 Lighting and fixtures. Is the lighting 

appropriate and does it help create the 

right ambience? Are the fittings clean and 

well maintained?

If all that is sorted, it is time for the 

next step, and that is to make sure your 

customers visit your butchery regularly and 

find what they are looking for.

What is a sales promotion?
Promotions are short-term tactical 

marketing tools that can be used to 

achieve specific sales objectives during a 

defined period of time. They are invaluable 

in helping achieve the goals set out in your 

individual business plan.

What can sales promotions do for you?

■	Maximise sales to existing customers

■	Attract new customers

■	 Increase consumer awareness

■	 Stimulate interest and draw attention to 

new and existing product ranges

■	 Encourage trial and repeat purchase

■	Boost seasonal buying peaks 

■	 Enable you to target specific customer 

sectors 

■	 Provide you with a major advantage 

over your competitors

How to do in-store marketing 
and promotions
Sampling

Nothing sells food products more 

successfully than taste and smell.

Getting customers to try your products 

is, therefore, an essential part of marketing 

your business. Make samples available 

during important shopping days or invite 

customers to a special evening event. 

Remember, though, to pay scrupulous 

attention to hygiene at all times when 

offering samples.

Complementary items
This doesn’t just mean offering more to 

the customer for the same price; you can 

also consider a buy-one-get-one-free 

promotion. But remember that although 

buy-one-get-one-free promotions can be 

beneficial in the short term, they can drain 
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your returns when consumers simply stock 

up to the extent that they decrease the 

frequency of their visits to your shop.

A far better method is to introduce 

complementary offers that encourage use 

of your product, such as a free pack of 

stock cubes when you buy a pack of mince.

Alternatively, initiate offers that 

encourage new uses of core products, such 

as a free recipe book with every pack of 

stir-fry meat.

Encouraging loyalty
Loyal customers shop with you regularly 

and consistently. To encourage loyalty, 

make special offers and free products 

available to regular customers (identified 

by a loyalty-card system).

Creating goodwill

Giving away free samples or free gifts is 

an excellent way of generating goodwill 

with your customers. Consider giving away 

recipe books, calendars, roasting tins, steak 

knife sets or serving platters. A nice touch 

is to have a list with the birthdays of your 

regular customers, so that you can send 

them a text message on the day with a 

special gift or special birthday offer.

Prize promotions
People love prizes. Competitions that 

involve skill or judgement are always 

popular and this will encourage customers 

to leave their names and addresses. 

Seasonal raffles can also be very successful.

How to plan a marketing 
campaign for you butchery
Before any publicity programme to support 

your sales promotion can start, you need to 

decide a number of things.

Agree on what you are going to promote. 

You need to have a “strong offer” for your 

customers, so decide what it is you want to 

sell. Is it:

■	 a new product range? 

■	 new services, such as home deliveries? 

■	 the opening of a new shop/branch? 

■	 a special charity event? 

■	 a guest appearance, perhaps by a local/

well-known chef? 

Decide on the target audience
Carry out some market research. Take a 

close look at who lives near the shop, who 

shops with you most at the moment and 

who you would like to attract. Involve your 

staff in the research project.

Create a database of customers
This is probably the most valuable asset 

you will ever have. One way to obtain 

customers’ names and addresses is to 

organise a monthly prize draw. A loyalty 

card can also do the trick.

Remember, if you have a database you 

are legally responsible for protecting the 

names and addresses of private individuals 

on it.

What is merchandising?
Merchandising is the principle of 

influencing sales without direct customer 

contact using a variety of promotional 

materials. The standard of display and the 

manner in which the merchandising is 

executed are very powerful tools within the 

retailer’s portfolio.

Ask yourself: how often have you 

purchased as a direct result of the way 

something was presented to you?
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Since 2007 Packit Packaging 
Solutions has been the 
authorised South African 
distributor of Automac Elixa® 
automatic overwrapping 
machines. Automac are one of 
Europe’s leading 
manufacturers of tray 
overwrapping and top seal 
machines.

Elixa® technology machines 
are fully automatic and feature 
a patented film stretch system 
in 4 directions that makes 
them unique worldwide. This 
feature allows the user to 
package any tray or product 
using a single width film reel 
with considerable advantages 
both in terms of management 
and cost saving. This 
technology provides maximum 
benefits to those who wish to 
package products with widely 
variable sizes and seeks 
maximum flexibility. A full 
range of associated packaging 
products are also available.

With teams of professional 
technicians available 
throughout the country as well 
as a comprehensive selection 
of spares, production will 
always run smoothly.

Cape Town
graham@packit.co.za

Tel 021 511 8780

Johannesburg
clyde@packit.co.za
Tel 011 791 4823

New Automatic
Tray Wrapper
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www.anuga.com 

COLOGNE, 07.–11.10.2017

The No. 1 
trade fair for food & beverages. 

Nothing more to say.
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How customers buy: top tips

■	 Poor displays of product and merchandising result in poor sales

■	Clearly marked products, well presented in your shop cabinet 

display, will increase sales

■	Most customers buy with their eyes 

■	Most are right-handed, so look first to the right-hand side of the 

counter/shop

■	Most are attracted to the centre of long displays and the right of 

short displays called “hot spots”

■	All customers make impulse purchases

■	All shops have the ability to influence sales by the clever use of 

merchandising

■	Use of colour is important and this is best achieved with garnish 

using vegetables and fruit, rather than plastic grass or flowers

■	Customers are put off by empty displays. Check your levels of fill 

regularly. The crime here is for promoted items to be out of stock. 

■	 The two most critical sale times are at the beginning of the day 

and at the end.

Other sure ways to guarantee happy customers

Make sure you can meet demand
It is not good merchandising/sales practice for promoted products 

to run out, so make sure you have good stock levels. But don’t 

overstock to the detriment of your other staple products.

To boost sales, position the promoted product in a key hot spot. 

Customer-flow within your shop will dictate where the best hot 

spots are, but as a rule of thumb, a particularly good place would be 

at the front and centre of a window display or cabinet.

Rather than stuff the cabinet with your promoted product, 

allocate sufficient space at the outset and refill when required. 

Consideration should also be given to your usual pattern of 

customer demand through a normal trading week. In other words, 

don’t promote roasting cuts on a Monday if that’s out of tune with 

your customer requirements.

Benefit from seasonality
An effective merchandising programme will reflect seasonal 

trends and be flexible enough to take advantage of changes in the 

weather. One of your key strengths is the ability to react quickly to 

changes in product offering. If, for example, the weather forecast on 

Thursday predicts a hot, bright and sunny weekend, make sure your 

display on Friday and Saturday features a range of suitable cuts for 

outdoor cooking.

Offer meal solutions
Customers today are always on the lookout for meal solutions. 

Any help you can give them by suggesting products that will 

complement the fresh meat on offer will be beneficial.

Make sure you have recipe cards out on the counter as well as 

jars of cook-in sauces adjacent to your diced beef display, or pasta 

sauces alongside the minced beef. Mouth-watering posters of 

succulent meal suggestions should be clearly on view in front of 

the customer, not behind them. On average, up to 14% of a retail 

butcher’s sales are generated from dry goods such as condiments 

and sauces.

Call us to discuss any weighing, labelling and barcoding 
applications or to arrange free demonstrations:

Email: philip.mercer@avocetsa.co.za 
anton.boshoff@avocetsa.co.za  
Website: www.avocetsa.co.za

Or call our branch nearest to you:
Johannesburg South – Tel: (011) 613 5838
Johannesburg North – Tel: (011) 794 3463

Cape Town – Tel: (021) 982 7321
Durban – Tel: (031) 701 5225

Bloemfontein – Tel: (051) 430 1198
East London – Tel: (043) 726 7541

Nelspruit – Tel: (071) 683 1285
Port Elizabeth – Tel: (041) 364 0718

Polokwane – Tel: (015) 293 2013

Fully 
automated 
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overwrap 

& labelling 
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On 1 June 2017, after nearly 16 years’ 
service to the Retail Industry, offering 
its quality Ishida scales, TSC Printers 
and own manufactured labels, Avocet 
launched its new logo and website.
Please take time to visit our new website at 
www.avocetsa.co.za and learn more about us
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Become tech savvy
Marketing over the internet
More and more businesses, particularly farm 
shops, are selling their meat direct to the 
consumer via the internet. This could be a 
very useful add-on to your core business. Bear 
in mind, though, that there are several key 
areas to consider when planning to provide an 
internet-based service.

Your business website
To market your business on the 

internet, you need to launch a suitable 

website that clearly features the 

products you are selling. There are lots 

of specialist web-design companies 

that can help you, but before you 

contact them you will need to think 

about:

■	what you want to sell; 

■	 issues relating to pricing and packaging; 

■	 how you propose to deliver orders to 

your customers.

It may be wise to start off with only a 

few selected choice products. Remember 

that consistency of product is important 

and that you will be judged on product 

appearance, not just how it tastes.

Ordering and delivery
Customers will require a simple and secure 

format to pay for their orders, so you will 

either need to set up formal secure credit 

card online ordering facilities, or provide a 

phone number for customers to call with 

their credit card number.

Special rates can be negotiated with 

dedicated distribution companies to 

ensure all orders are delivered quickly and 

professionally. Alternatively, independent 

courier services are available. Discuss 

thoroughly your requirements and delivery 

deadlines in relation to product shelf life 

and your customer requests. It doesn’t 

matter how good the product was when it 

left your shop, if it reaches the customer 

late and damaged you won’t receive a 

repeat order.
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Call Amotz Golan on  
082-552 0763 or 011-728 3947
email: agpe@global.co.za
www.foodpackagingsystems.com

Extend the  
shelf life of your  
meat, HMR and fresh produce

We offer local meat containers or imported CPET containers 
which are good for heating and cooking in ovens and microwave. 
Completing the package is our range of lidding films that provide 
professional, good looking and airtight seals. 

We offer the full system and support it with local technicians.

Extending shelf-life of meat packed in-store up to 
double or triple of current life. You’ll cut the costs of 
repackaging or repurposing product approaching 
expiry date. You’ll also be able to build up packed 
stock ahead of holiday trading periods. 

Grow sales 
and profits 

with a complete gas flush 
semi-automatic packaging 
system in your store with 
our gas-flushing ITALIAN 
machine

With additional information from EBLEX
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take a trip to 
Flavourtown
There are two main reasons for 

marinating a piece of meat.

1. Flavour

Marinating a piece of meat adds a certain 

flavour to the dish.

2. Tenderness.

Marinating in an acidic product such as red 

wine or lemon helps break down the bonds 

in the meat, leaving even cheaper cuts of 

meat soft and tender.

Offering your customers meat that has 

already been marinated and is ready for the 

braai will definitely ensure some brownie 

points for you. The best marinades are 

made with fresh, natural quality ingredients 

that will taste good when the meat is 

cooked. The simplest is just a combination 

of olive oil, lemon, wine, ginger, garlic and 

salt.

Or you can use a rub, which is a mixture 

of spices and seasonings that add flavour, 

but do not tenderise. They come in two 

varieties: dry rubs and paste rubs. Dry rubs 

are a powdery blend of herbs and spices, 

while paste rubs include just enough of a 

wet ingredient (such as olive oil) to form a 

thick, seasoned paste.

Rubs are best for large cuts of meat that 

tend to be fatty, such as beef briskets and 

spareribs. Apply the rub a day before you 

want to sell the meat.

From a convenience and economy 

standpoint, rubs are sometimes better 

choices than marinades. The spice mixture 

does not need refrigeration (although 

a paste rub does). Rubs add a colourful, 

flavourful crust and help keep the meat 

moist without messy liquids. Sometimes 

an acidic marinade can ruin the texture, 

leaving meat mushy instead of tender.

You can also display marinades, rubs and 

spices in your butchery area for customers 

who want to marinade their meat at home.

Cutting out the middleman
People are deserting retail stores’ butchery 

aisles, cutting out the middleman and 

turning to buying meat in bulk. Seemingly, 

it is proving to be a great saving.

“If I were to buy the same amount of 

meat at retail stores, I’d need a loan the 

following day, meat is so expensive,” says 

Bongani Qansane, of Germiston, who 

spends R1 500 a month on meat.

“Once a month I make the trip to 
Heidelberg. There’s an Eskort butchery 
where I get my pork cheaper than at retail 
shops, and I go to a Karan Beef butchery 
in the same area for beef and mutton. It’s 
great value for money.” Sipho Dube teams 
up with a friend to buy wholesale. “I spend 
R400 a month and an additional R40 for 
fuel so I’m saving big time.”

A mother of two says she travels close to 
an hour with her friends every two months 
to Eskort.  “We buy and freeze,” she said, 
estimating that she spent 40% less than 
she would pay in retail shops. “Not only is 
the meat cheap, it’s fresh. I’m glad I made 
this decision.”

Pieter Prinsloo, of the Red Meat 
Producers’ Organisation, said last year’s 
drought contributed significantly to the 
increase in meat prices. He said meat was 
more expensive at retail shops because  
“it’s convenience shopping”.

“If you take lamb, for example, you can 
buy it wholesale for around R70 a kilogram. 
The cheapest at a retailer would be about 
R99 a kilogram.You can buy beef wholesale 
from a farmer for R48 a kilogram. That will 
give you a 30% saving,” he said.

Zeyn Adrian Jenkins, of Durban, said 
he paid around R350 for 10kg of chicken 
quarters in Durban. “It ’s R200 in Pieter-
maritzburg and Port Shepstone.”

For six Soweto women, bulk buying 
allows them to keep meat on their tables 
for longer. Thoko Nkosi explained that they 
put away R150 a month for 11 months. 
Come the festive season, they can afford 
to stock up on meat. “Last year, we were 
able to buy a beast for about R6 000 and 
we told the butcher how we wanted it cut. 
We all walked away with different cuts of 
meat — from rump steak to T-bone steak, 
” Nkosi said. “If I hadn’t joined the group 
and I walked into a [retailer] with R1 600, 
I would only get enough meat to last me 
about two months.”

The Times found stewing beef at a City 
Deep wholesaler in Johannesburg was 
priced at R65,95 a kilogram. Pick n Pay sold 
it for R79,99. It went for the same price at 
Spar and Checkers sold it for R10 more.

A kilogram of brisket was sold for R65,95 
at the wholesalers, for R87,99 at Pick n Pay, 
R92,99 at Checkers and R98.99 at Spar.

An Alberton butcher said it was important  
to note that it was not only the price of 
meat that could differ from one place to 
another but also the cut and grade.

By Naledi Shange and Kgaugelo Masweneng,  
The Times

16
SUPERMARKET & RETAILER, JULY 2017

butchery ▲


