
According to Dr Phillip Strydom, research 

team manager: Meat Science Animal 

Production Institute of the Agricultural 

Research Council of South Africa, it is 

especially important what happens at the 

abbatoir and how the meat is stored there. 

He says there are three very important 

factors when it comes to quality meat: 

tenderness, juiciness and flavour. Other 

factors that are important include the 

colour of the meat and how attractive 

the presentation and packaging is. Meat 

that has a too dark colour means that 

the animal was stressed and there will be 

a problem with the quality of the meat. 

How the meat is stored in your store 

is equally important. Breaking the cold 

chain can damage the quality of the meat 

permanently.

To ensure that the quality of the 

meat that you sell to your customers is 

consistently of good quality, you must 

find a supplier that you can trust to 

deliver meat of consistently high-quality 

meat. Strydom says price does not always 

guarantee quality. Just because you are 

paying an above-average price, does not 

mean that the meat you are buying is of 

good quality. And meat that you buy at a 

special price is not necessarily bad quality.

The best way to grow your supermarket, 

is to employ a qualified butcher, especially 

when you buy carcasses that have not yet 

been processed. Some supermarkets, such 

as Woolworths, receive their meat already 

packaged from a centralised distribution 

point. But if you package your own meat,  

a butcher will know what good meat is 

looks like and how to package it. He will 

also be able to advise customers when they 

are looking for something specific.

A qualified butcher maybe more 

expensive, but the knowledge that he 

brings to your store will make his salary 

more than worth your while.

As customers become more discerning, 

they will become more demanding. They 

will want to know what you are selling to 

them, where the meat comes from and 

whether it is organic and free range. They 

will demand value for their money. This is 

where a qualified butcher will be worth 

his weight in gold. He will be able to give 

the personalised service customers are 

expecting from their supermarket. He will 

also be able to give some product advice 

and be able to upsell, which will contribute 

to a more profitable butchery.

The biggest challenge for any butchery 

is consistency. Your customers must know 

that when they buy from you, the meat 

will be of good quality. It only takes one 

bad experience to lose a customers and it 

will be very hard to lure them back to your 

store. This is why a reputable supplier is so 

important.

Strydom says that although not 

everybody has the same taste when it 

comes to meat, food safety is important 

for everybody.

To make sure that the meat you sell is 

safe, you need to maintain the cold chain 

and package meat immediately when you 

receive it. Raw meat is very sensitive, so it 

is crucial to maintain ideal conditions.

The supermarket owner must also make 

sure that the meat is not already damaged 

when it reaches the store (a qualified 

butcher will be able to help you here), 

because once it has been damaged there is 

nothing that you can do about it.

Strydom says vacuum-packed meat 

should be of better quality than meat that 

has just been packaged using ordinary 

packaging. It has to be aged and the colour 

must be different.

Presentation is very important for 

a butchery. Meat displays should be 

attractive if you want customers to visit 

your butchery. Colour is very important, as 

is the balance between fat and meat. 

Recyclable packaging is also getting 

increasingly important for customers and 

they would like to see you as a business 

caring for the environment.

Running a butchery can be tricky, but if 

you manage to get everything right, you 

will get your reward in the form of a busy, 

profitable butchery.
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Sourcing the best meat
If you want to sell top-quality meat to your customers, it is important that you know exactly where  

the meat you are selling comes from by following the path of the meat from conception to consumption. 

The knowledge  
a qualified butcher  
brings to your store  
will make his salary  
more than worth  

your while.

By Tarina Coetzee   



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 earn you some brownie 

points. The best marinades are made with 

fresh, natural quality ingredients that will 
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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.



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.

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 lea et dispensers 

full and clean? Have wall posters been 

put up neat and straight?

■	Window display. Is it colourful and 

invit ing? 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 ambiance? 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.
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