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VENISON TODAY 

The world will need our proteins regardless  - our task is to ensure we take this 

opportunity to provide an unequalled product the world desires 

 

Venison has the attributes required for such success and is worth the effort - 

 

 Recognised as a safe product with positive health attributes 

 Naturally raised on extensive pasture without growth promotants 

 An excellent protein with low fat and cholesterol levels, high in iron, zinc 
and B vitamins  

 Tender with a mild taste and great product versatility 

 Backed by transparent animal welfare and traceability systems 
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CLOUDS ON THE HORIZON 

 … but, NZ has moved from excessive supply to potentially serious 
shortages - export volume has fallen 51% in five years 

 

 

 

 

 

 

 

 

 

 The supply profile remains out of line with the key selling period but 
partially offset by exporters’ efforts to extend the selling window 
towards Easter 

 Number Export Tonnage 

2006 736 26,344 

2007 609 21,386 

2008 605 20,950 

2009  490 17,199 

2010 (e)   370 12,987 
 



3  

THE MARKET PLACE - Alliance Group 

 Promotional funding levels must continue to support company in-market 
programmes 

 Continue developing our well established Ashley brand in Europe 

 Ongoing investment in our Gold Class brand in Europe, UK and Asia with 
strong promotional activities in new markets and market sectors - 
Malaysia, Indonesia, Thailand, China 

 Metro (Germany) In-store promotion 

 Nestlé (France) Print campaign 

 Asia Chef Presentations Food Service promotion 
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THE MARKET PLACE - Alliance Group 

 Expanding annual programmes with retail and manufacturing key 
accounts - extending market segments beyond historic food service 

 Extending the European consumption period beyond four months - with 
ongoing business in the first quarter of each calendar year 

 Utilise our global supply chain to improve distribution efficiencies and 
marketing leverage 

 Perfect product range extension complementary to our well developed 
market infrastructure and customer demographics 

 Objective to maintain strong annual market related pricing and provide 
producers the same 

 

 



5  



6  

GERMANY 
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GERMANY 
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FRANCE 
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THAILAND 
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HONG KONG 
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SUMMARY 

 

 Venison is a quality product with a potentially great future 

 

 Producer and processor productivity gains must continue 

 

 Fragmentation in New Zealand works against marketing efforts and 
needs careful consideration by producers 

 

 Improved sustainable producer returns will be a factor of processing 
consolidation, alignment of supply to consumption, and marketing efforts 
which maximise returns 
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OPTIMUM CARCASE 50-65 Kgs 

 Less commodity 

 Greater flexibility 

 Added value 

 Portion control 

 Food Service / Retail 
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OPTIMUM CARCASE 50-65 Kgs … continued 

CARCASE UNDER 40 Kg 

 No leg muscle options 

 Limited chilled options (LDC) 

 Commodity bone-in 

 

CARCASE OVER 70 Kg 

 Partial leg muscle options (binden) 

 Commodity shoulder 

 Gulash 

 Commodity boneless leg (unit size) 
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OPTIMUM CARCASE 50-65 Kgs … continued 

STRIPLOIN - Industry Average Yield 7% 

Use a 58.0 Kg Carcase 

 

4.06 Kg @ $32.65 = $132.56/ccs 

Live Weight 113 Kg  117 Kg 

Additional 1.7 Kg from Top ccs 

Equates to $55.50 
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OPTIMUM CARCASE 50-65 Kgs … continued 

LEG MUSCLES 100% VL - 17.7% Yield 

Use a 58.0 Kg Carcase 

 

10.27 Kg @ $21.50 = $220.80 / ccs 

10% Improvement Equates to $22.80 
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KILL PROFILE 

Last season 19.6%  17,020 ccs August to October 

 

 Achilles Heel 

 

 How do we collectively address this issue ? 




