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F R O M  T H E  B O A R D  TA B L E 
-  S A M  H U T C H I S O N
It’s a pleasure to be appointed to the Board of Retail Meat 
New Zealand. I look forward to being an active participant 
and advocating the interests of RMNZ and its members.

Our family business has been involved in the food industry 
for the past 30 years. I have worked in the business from a 
young age. Whilst our retail butchery offering is still closer 
to the ‘traditional’ end of the spectrum, however we are 
conscious to further understand the needs of today’s 
customer and further aligning ourselves with our offering.

Entering and supporting the Devro Great New Zealand 
Sausage Competition, is important for us. For product 
innovation and product quality and customer validation, 
we are proud of the awards that we have achieved. 

Today’s retail consumer is more educated and more 
particular about their requirements than ever before. 
From TV celebrity chefs and cooking shows, to the ‘Farm 
Gate Meat Supplier’ at the local Farmers’ Market, to the 
wonderful new, innovative and convenient retail window 
displays that we see today, and the innovative marketing 
being undertaken to promote provenance and flavour 
profiling of meat. This, coupled with the growing Flexitarian 
and Vegan market, the retail meat industry is an ever-
changing environment that we need to keep moving with.

I N  T H E  K N O W

It is with these developments in mind that our business has 
taken one or two (very small) steps towards understanding 
the current trends and adjusting our offering accordingly. 
Whilst we are only at the start of this journey, I am keen 
to develop our business further and assist in growing our 
members’ understanding of what meat retailing really 
means today.

The 9th annual Red Meat Sector conference will take 
place 28-29 July in Christchurch. The conference sets 

out to promote and foster the red meat sector by 
providing a framework for engagement between 
farmers, industry and service providers, as well as 

showcasing expertise and best practice.   

For more information visit  
www.redmeatsector.co.nz

Sam Hutchison, Agora Butchery + Deli Mosgiel

            
A S  O U R  N E W  N A M I N G 
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2019  DEVRO GR EAT  N EW ZEA LA N D  
SAUSAGE COMP ET IT ION

ENTRIES  ARE  
NOW OPEN . . .
 
...for the 2019 Devro Great New Zealand Sausage 
Competition. 2019 marks the twenty third year of the 
competition and we believe it is going to be the best 
one yet. While the competition process remains largely 
unchanged, there are a few bits and pieces we wanted to 
give you the heads up about. 

First up, the dates are a little different this year:

Entries close  Friday 26 July
Entries received Monday 26 – Friday 30 August
Judging  Tuesday 3 – Tuesday 10 September
Awards Dinner Thursday 17 October (note: this is 10   
  days prior to Labour Day)

Next up, National Sausage weekend…yes you read that 
right! Forget National Sausage Day, we think the sausage 
deserves a full weekend of celebration. Mark the weekend 
commencing Saturday 26th October in your diary as the 
weekend to celebrate the snag. Stay tuned for more 
details to come soon.

For the first time in 2019, we have included a category 
especially for flexitarian and meat-free products. There is 
growing consumer demand for more plant-based products 
and while we are staunch meat eaters and supporters, 
we think the inclusion of this category provides you with 

ENTER THE  2019  COMP ET IT ION
Fill in and return the enclosed entry form,  

or enter online at rmnz.co.nz

an opportunity to try something a little different, and meet 
those demands. 
 
At the recent RMNZ Butchers’ Summit, Professor David 
Hughes made a point ‘we can’t forget about ‘Brenda’. 
Brenda is the hypothetical (and increasingly common) 
person in the family who has dietary requirements. By 
including products that meet his or her needs you are 
making it easy for your customers to shop with you – they 
can pick up the beef sausage for the family BBQ and the 
plant-based option for Brenda while they are at it. Whether 
you like it or not this way of eating is here to stay, so we 
encourage you to submit a product in to this category – at 
the very least, it provides an excellent opportunity to gain 
some feedback from our technical and culinary expert 
judges.

Once again, you are able to send your entries, free of 
charge, with Big Chill. Their depots around the country will 
be accepting your entries, and sending them our way in 
their chilled transport for judging. More information will be 
provided to those who enter, with details on how to go 
about utilising their services, closer to the date.

Finally, a big thank you to our sponsors Devro, Big Chill, Kiwi 
Labels, Alliance, Alto and Kerry Ingredients.

If you have any questions please do not hesitate to 
contact us in the office on 09 489 0879 or email  
megan@rmnz.co.nz

We look forward to receiving your entries.

 

Back in 2012 the butchery world took notice when 
enterprising German butcher Steffen Schütze set up a 
vending machine that served a variety of sausages and 
marinated steak to hungry German’s at the touch of a 
button. 

The idea was born out of frustration, with Schütze finding 
that he had to rely on all-night petrol station sausages to 
feed his mates after discovering that all the butchers in the 
area were closed. 

Flash forward to 2019 and this quirky idea has caught light 
as hungry Germans craving a feed in the dead of night 
are increasingly turning to vending machines for their 
bratwurst, bockwurst, and barbecue meats.

According to a survey conducted by the German Press 
Agency, the machines are doing a roaring trade outside of 
the major cities where shops are less likely to remain open 
at unusual hours.

The vending machines, which are primarily found outside 
butchers’ shops, typically sell three or four types of 
sausages, punnets of potato salad, and other barbecue 
meats. 

There are over 570,000 vending machines in Germany, but 
rather than being a threat to traditional shops and their 
workers, Wolfgang Kampmeier of the Berlin-Brandenburg 

trade association sees them as playing a complimentary 
role to brick-and-mortar retailing, filling in after-hours or in 
areas where operating a shop isn’t economically viable. 
However, even those efficient and ingenious Germans 
haven't mastered the vending machine quite like the 
people of Japan. Over in Japan they've long been 
associated with vending machines and - more often than 
not - some pretty unusual uses for them.

One of the explanations for the popularity of butcher 
vending machines was highlighted by Professor David 
Hughes at our recent Butchers’ Summit – the importance of 
convenience and offering meal and snack solutions. In an 
increasingly connected world, expectations of customer 
service are no longer foster in-industry. A butcher needs to 
match the service level that customers receive when using 
Spotify, Uber, or Netflix. 

That’s where these vending machines are playing a role. 
While they may not be able to offer a full range of meat 
products, they offer time-poor customers with a late-night 
craving an option. They break down the barriers put up by 
operating hour restrictions, and if their popularity in Japan 
and Germany are anything to go by – they’ll be on their 
way here soon! 

Shawn Moodie | RMNZ Digital Communications Manager, 
Beef + Lamb NZ

SAUSAGE VENDI NG M ACHI NES  
BOOM I NG I N  GERM ANY  
NEW  ZEALAND NEXT? 



T HE  READY MEAL 
C H A N G I N G  H O W  W E  D O  B U S I N E S S
One of the resounding themes of the 2019 Butchers Summit was that the world is changing and, with that, so is the current market. 
The modern shopper is heavily influenced by their fast paced, information packed, digital lifestyles. They do healthy, sustainable 
and quality. But, more importantly, they want convenient. 

So how does a traditional butcher operation diversify their offering in order to stay relevant? How do you attract the modern-day 
consumer who lists convenience as a products most valued asset?

Over the last few years we have seen a huge surge in the pre-packaged meal market world-wide. The food-to-go industry in the 
UK is already worth an estimated $50 billion alone. These same patterns are starting to be seen here at home in New Zealand as 
well. 

There are two primary ways you can take advantage of these changing trends. 

A. The Complete Meal Kit:
This is where all the components for a meal are provided fresh and in the right quantities. The purchaser can use it to cook a full 
and balanced meal without having to think about all the different ingredients required. 

B. Ready-Made, Heat and Eat Meals:
This is when you provide your customers with complete convenience. Each component of the meal is cooked, cooled, 
packaged and chilled or frozen. This product is sold with the intention of it being heated and consumed later.

Both of the above have a place in the market but, they have different compliance requirements. Follow the flow chart below to 
see where the different types of meals fit under the Food Act 2014:

Making big changes to your food business can be tricky and getting it wrong can be costly. It is always advisable to seek 
professional advice. If you would like to discuss anything raised in this article or any other changes you are looking to make, we 
would love to hear from you.  

You can contact Anna Drumm directly on anna@foodcontrolplans.co.nz or 0800 FOR FCP (0800 367 327).

Alliance Group’s Pure South Discovery Series builds international 
awareness of premium lamb, beef and venison

A delegation of leading international chefs recently gained 
an insight into New Zealand’s premium lamb, beef and 
venison on a tour of iconic New Zealand farms and premium 
restaurants.
Chefs from the UK, Hong Kong, Singapore and New Zealand 
visited farms in Otago and Southland as part of the Pure 
South Discovery Series, which is organised by leading food 
and solutions co-operative Alliance Group.
The top chefs met some of the farmers behind Alliance 
Group’s award-winning products including HANDPICKED 55 
Day Aged Beef, SILERE alpine origin merino, TE MANA LAMB 
and Pure South venison. 
Shane Kingston, General Manager Sales at Alliance Group, 
said the co-operative, which is owned by approximately 
4,000 farmer shareholders, is investing in the food service 
sector in New Zealand and key global markets. 
“The immersive Pure South Discovery Series is a real point of 
difference for the co-operative. This tour offered the chefs 
a unique insight into New Zealand’s premium products and 
helped connect them with our farmer producers.
Our aim is to build the international awareness of the unique 
cuisine of New Zealand and demonstrate our lamb, beef and 
venison is very much a product of the unique land it is raised 
on. This tour is a great way to tell this story and highlight our 
free-range grass-fed natural farming systems.”

Trade enquiries: 
orders@alliance.co.nz

ALLIANCE.CO.NZ

Our new 75 micron singlet bags meet the new legal 
standard for single use plastic bags. (Single use bags 
under 70 micron with handles can no longer be used in 
NZ under The Waste Minimisation (Plastic Shopping Bags) 
Regulations 2018 which comes into force 1 July 2019.
Our new singlet bags are:

• Strong and reusable
• Recyclable
• Meet the new NZ legal standard
• Barcoded for retail scanning
• Have holes for hanging
• 2 sizes available: 

BAGSSHDN Small  75 micron HD singlet bag   
   200x400x100mm 500/ctn
BAGSLHDN Large  75 micron HD singlet bag   
   300x540x160mm 500/ctn

WE HAVE THE  
SOLUTION!

www.dunninghams.co.nz   |    0800 363 1921

BEAT THE 
BAN!



Nestled on beautiful Marine Parade in Hawke’s Bay’s 
with clear blue sky views out to Cape Kidnappers, 100 
delegates from the New Zealand meat sector gathered at 
Napier’s Conference Centre last month.  The programme 
promised a good dose of learning, networking and 
inspiration, and it delivered.  

Due to popular demand since speaking at last year’s 
Butchers’ Summit, UK’s Dr Food AKA Professor David 
Hughes graced the New Zealand shores yet again with an 
energetic burst of global food trend insights, enough to get 
you sitting on the edge of your seat.  

As we know today’s pace of change is swift, yet Professor 
Hughes manages to ride the tidal wave of information to 
profile exactly what tomorrow’s meat retailer should be 
preparing for.  So what does this business survival kit of sorts 
look like?

New Zealand dwellers, which currently have a median 
age of 37.8 years will rise to 5.5 million in 2030 and 6 million 
in 2050.  That’s an extra 700,000 and 1.2 million mouths 
to feed respectively, all the while trying to have a lighter 
footprint on our fragile planet, if we are to respond to the 
growing social pressures particularly from the younger 
generations who will be tomorrow’s parents and meal 
time decision makers.  Therefore the decreased meat 
consumption patterns we are now observing will be offset 
by this growing population, as long as we demonstrate 
good value beyond price alone – so keep those innovative 
products and rolled roasts rolling.

When you peel back the layers to work out the reasons 
driving the flexitarian movement of eating little to no meat, 
animal welfare, environment and health are converging 
giving the plant based movement and respective products 
the perfect pedestal to steal or at least dilute our category 
growth, if we don’t showcase our product local story 
and credentials better.  The rise of novel hybrid products 
adding in pulses and vegetables to existing meat based 
product answer the needs and desires of the health and 
ethically conscious ‘mindful influencer’ consumers.  Those 
who will talk to others about your products and service, 
and come back through your store door to keep everyone 
in their household happy and healthy, even ‘Brenda’ the 
rising common household vegetarian who needs feeding 
too and can often veto the main meal decision if she isn’t 
catered for – so diversifying your product range beyond 
meat may need to be considered. And don’t forget 
the consumer has a raft of online platforms to rate your 
business too – a good opportunity to capture testimonials 
and word of mouth endorsement.

Beef + Lamb New Zealand Platinum Ambassador Chef, 
Mat McLean from Waikato’s Palate restaurant shared 
his insights on where he sees greater opportunities to 
build the connection between farm and plate.  He 
has an appreciation for our industry having had a stint 
in a Hawke’s Bay boning room in his earlier years.  He 
emphasised the importance of telling his customers 
the story behind New Zealand meat – the farmer, the 
region and the breed, so much so that he can charge 
a $10 extra premium for a steak that has a provenance 
story connected to it.  He spoke highly of products that 
came from regenerative farming systems and the need 
to embrace innovation in the kitchen to evolve with the 
future of foodservice.

This year’s Australian Series welcomed Australian Steeler 
Tom Bouchier and his father Peter Bouchier who run four 
successful stores, Peter Bouchier Butchers in Victoria.  
Butchery is the blood for Peter and Tom admits being the 
boss’ son means he was always lifting his game to prove 
himself to everyone else he worked with.  Peter’s advice 
was to the point, to stay ahead of the field, we’ve got to 
cut it better, present it better and offer superior customer 
service.  The Australian customer’s desire for the product 
story was echoed by Tom, down to how the animals have 
been looked after.

The inspirational story behind the world famous brand that 
represents 42% of its category here in New Zealand, Pic’s 
Peanut Butter was shared with us by Pic Picot himself.  With 
the production starting in a garage and sold at the Nelson 
markets, he soon realised there was a larger demand, 
which out grew his home-made production and saw 
him through several trials and tribulations of sourcing the 
right factory premises and equipment.  He felt the brand 
needed to talk to people, so combined with what he’d 
learnt from a creative writing course and his philosophy of 
not needing to spend anything on advertising, because 
the product fans were doing the job themselves, the 
peanut butter empire was born.

Updates from the red meat proteins, Beef + Lamb New 
Zealand and NZ Pork provided some key insights on what 
the New Zealand consumer is thinking, and what’s next to 
support Retail Meat New Zealand members.

The summit was concluded with inspirational speaker 
and Paralympian Cam Calkoen.  He had the audience 
mesmerised with his light-hearted and energised life story.  
His thought provoking advice was well received – “life 
is what we make it and when we are comfortable with 
who we are, we see opportunity.  We have a choice to 
focus on the things we can’t do and the things society 
expects of us, or we can focus on the things that make 
us awesome, and the things that will help us lead an 
awesome life.  We all need to embrace our challenges to 
create and base and leverage our differences to exceed 
expectations.  The biggest challenges are in our minds – 
we’re the kings and queens of holding ourselves back – we 
need to ignite the voices that say ‘I can’. Don’t just tick 
a box, create an experience.”  In summary “We have a 
choice: Go hard, or go harder.”

Fiona Windle | Head of Nutrition, Beef + Lamb NZ
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In hindsight, we should have anticipated the 
incredible response to the first event for the New 
Zealand chapter of Meat Business Women in Napier 
on 29th May. Women in the meat industry are really 
passionate.  Of course, they would want to play a 
part in shaping its perception and direction. With 
over 70 women working representing the chain end 
to end, my view from the panel chair was extremely 
exciting as discussion ranged over what we loved 
best about the industry, the challenges we face, 
the disconnect between consumers and how their 
food is made, and the satisfaction gleaned from 
nourishing a nation.

During the workshop, we all had our chance to 
shape the direction of Meat Business Women in New 
Zealand, what to tackle first, and what we would 
immediately do to improve the attractiveness of 
the industry to women should we wake up as Prime 
Minister Jacinda Ardern for a day. This is what Meat 
Business Women aims to tackle first.

As General Manager of Beef + Lamb New Zealand 
and Chair of MBW New Zealand Ashley Gray, 
said “If we want a thriving industry, change needs 
to happen quickly through innovation, cultural 
shifts, challenging perceptions and a whole new 
approach to how we think about our sector. 
Bringing women together to tackle just that, there’s 
a huge opportunity.” 

Meat Business Women aims to develop the image 
of the meat industry as an attractive option for 
women, and to better support the women already 
working in the sector.  Our New Zealand launch is 
the latest in a rapid expansion of the organisation 
started in the UK by Laura Ryan. The opportunity to 
tap into our ever-expanding international network is 
exciting – we don’t have to reinvent the wheel, and 
can start seeing the impact here at home much 
faster. Watch this space!

Rebecca Hunick | Marketing Manager, BX Foods

M E A T  B U S I N E S S  W O M E N  R E C A P



 

The term ‘millennials’ is often banded about when 
talking about the future of the meat industry. They’re 
time poor, lacking in cooking knowledge and want 
everything NOW. But is anyone even thinking about 
the generation after them – Generation Z. These are 
those youngsters born between the mid-1990s to 
2010 and they are predicted to re-shape our society 
more than any generation preceding them. 

Cassidy Gray is one such member of Generation Z. 
Cassidy is 20-years-old, hailing from Hanmer Springs 
and about to finish her Commerce degree majoring 
in Supply Chain Management and Global Business 
at Lincoln University. Beef + Lamb New Zealand 
were lucky enough to have Cassidy join us for work 
experience, and we thought we’d share her unique 
perspective of the meat industry with the members 
of Retail Meat New Zealand. 

Growing up in a rural environment and working 
towards my degree has allowed me to gain insight 
into New Zealand’s primary industries. I have an 
understanding and awareness of animal welfare 
aspects and the environmental implications of New 
Zealand farming systems. I would also say that I am 
someone who has an interest in food and nutrition, 
as a result I spend a fair bit of my spare time seeking 
information in this area. I think that these three 
aspects have definitely shaped my personal values 
and habits when it comes to consuming the food I 
do.

I am someone who consumes red meat on a fairly 
regular basis, I guess that the biggest reason for this 
is that I personally see value in it. It is one of the most 
bio-available sources of iron, high in protein and is 
a really good source of many other vitamins and 
nutrients.

I personally believe that the biggest barrier to red 
meat consumption of university students around my 
age is the price. Red meat in New Zealand is not 
typically known for being a cheap commodity and 
typically university students have fairly slim budgets.
However, I truly believe that students do in fact 
have the ability to afford red meat in their meals 
on a reasonably regular basis. I think people will 
spend their money on what they want to (i.e. what 
they see value in) and therefore I think red meat 
consumption is not a question of price but more so 
a question of priorities. “I can’t afford it” is actually a 
way of saying “I would rather spend my money on 
other things/in a different way”.

Therefore, in order to increase the consumption 
of beef and lamb by New Zealand university 
students, I think more information surrounding the 
benefits of these foods needs to be targeted at this 
demographic. If they can see value in consuming 
red meat, they will make it a priority.

The other key barrier, or deterrent, for people of 
my demographic consuming beef and lamb is our 
obsessive use of, and association with social media. 
Social media is a big part of our lives and keeping 
up with trends is important to us. 

With the amount of noise and presence that current 
vegan (and various other trends) have on social 
media channels, means a lot of misinformation 
surrounding red meat has been spread. People who 
are so exposed to and involved in social media are 
more likely to consciously, or even subconsciously, 
be affected by this information, regardless of its 
credibility.  

This demographic, in particular, can be referred 
to as ‘instant’. Increasingly people are wanting 
everything to be fast and easy, therefore, hearing 
so many conflicting stories can make things 
quite overwhelming. Because of this, I think it is 
imperative that more is done to provide people in 
this demographic with accurate information from 
reliable sources (regarding both nutrition and the 
environment/New Zealand farming systems) so these 
individuals have more clarity and therefore a better 
ability to make more informed decisions. Essentially, 
all of this information paired with the relatively high 
price of red meat causes a fair bit of confusion 
and hesitation when university students are making 
purchase decisions about red meat.

So how does this reflect Beef + Lamb New Zealand’s 
strategy? Well, we know we have to address the 
relevancy of red meat to younger generations. We 
are working hard on inspiring young people to cook 
with beef and lamb through innovative and tasty 
recipe inspiration, educating people how to cook 
it and ensuring we communicate the health and 
nutrition benefits of beef and lamb consumption 
effectively. Keep your eyes peeled for our upcoming 
campaigns. 

Kit Arkwright | Marketing Manager, Beef + Lamb NZ

FORGET  MILLENNIA LS  
WHAT ABOUT GEN  Z? 

P A R T N E R  P R O T E I N  U P D A T E

I N D U S T R Y  N E W S
The New Zealand knife manufacturer Victory Knives established 
in 1927 has been sold.

Established as E.Goddard LTD in 1927 & rebranded as Victory 
Knives during WW2, Victory has maintained NZ ownership 
throughout its 91 year history. Victory Knives have a strong 
presence and excellent reputation in meat processing plants 
across NZ and Australia and beyond.  

In June the business was purchased by Gareth Hughes, a local 
businessman who grew up within 2km of the factory, Gareth 
is a keen hunter & fisherman who has been involved with 
several high-profile ventures over the last 14 years honing his 
management skills to compliment his international marketing & 
sales roles. 

Gareth’s sensitivity to the company’s history and passion for NZ 
business, places Victory in an exciting position set for the future.
Victory Knives was sold by its previous custodian John Bamford 
through the new business sales division within Barfoot & 
Thompson, who take a unique approach to selling businesses 
by working as a team. That team of Greg Scott, Mark Ansley 
and Henry Woodhouse has a strong foundation in valuation, 
deal structuring and sales.

The result was a smooth transition with the previous & current 
owners working well together looking forward to the company’s 
bright future in the right hands.Mark Ansley, Barfoot & Thompson & Gareth Hughes, Victory Knives

CHRI ST I E  AWARD NOM I NATIONS 
CLOSI NG W EDNESDAY 10  JULY

SU B M I T  YOU R NOM I NATI ON TO  
P I P PA@ RM NZ .CO.NZ



 

Michael Brooks of PIANZ (Poultry Industry Association 
of New Zealand) names the names behind New 
Zealand’s most popular table protein. 

Did you know that the meat chickens that arrive in 
your premises have names? Depending on which 
supplier you source from they’re either called Ross 
or Cobb. And despite the names, there’s a 50:50 
ratio of male and female birds, although they are 
indistinguishable.

Ross and Cobb birds are the respective lines of 
two global leaders in meat chicken breeding 
which feature prominently in the New Zealand 
commercial industry. Ross chickens, whose breeding 
line started in 1917 on a family farm in Connecticut, 
USA, is owned today by EU-based Aviagen, which 
supplies day-old grandparent and parent stock 
chicks to customers in 130 countries. Cobb, which 
claims to be the world’s oldest poultry breeding 
company, was founded in 1916 in Massachusetts, 
USA. Since 1994, Cobb-Vantress has been owned 
by the U.S. food products giant, Tyson Industries. In 
New Zealand, Cobb chickens are supplied via Turks 
Poultry, Brinks Chicken and Inghams. Ross Chickens 
are supplied by Tegel Foods and also by Brinks and 
Inghams.   

As the above implies, meat chicken breeding is a 
big and sophisticated business. Specialist pedigree 
breeding stock is kept on high-level biosecure farms 
and their progeny, in the form of eggs, goes on 
to great grandparent, grandparent, parent and 
production sector generations – all in the cause of 
selecting the best possible traits for good growth 
and bird health. The R&D involved is sophisticated 
and includes examining birds with ultrasound to 
study the shape of their muscles and bones and 
measurements of their blood levels to determine 
cardiovascular health. 

M E E T  R O S S  A N D  C O B B

P A R T N E R  P R O T E I N  U P D A T E

A little-known fact is that New Zealand is a significant 
player in the Asia-Pacific meat chicken market, 
and it’s due largely to our nation’s status as one 
of the best and healthiest places to raise chickens 
in the world. Located well away from major avian 
flyways, New Zealand is completely free of the major 
avian diseases that affect poultry flocks worldwide. 
Our country’s high standards of biosecurity, animal 
welfare and stockmanship are also the envy of other 
chicken producers.  

Both Aviagen and Cobb-Vantress have well 
established production operations in New Zealand, 
including Cobb-Vantress’ recently opened 
grandparent breeder facility at Rotongaro in the 
northern Waikato. This multimillion-dollar investment, 
which is one of only three centres of worldwide 
production for Cobb-Vantress, has brought over 80 
new jobs into a rural community and will serve as a 
hub for the delivery of breeding stocks to expanding 
markets in the Asia-Pacific. In 2019, chicken meat is 
expected to overtake pork as the world’s number 
one consumed protein due to its low cost of 
production from superior feed conversion.

It’s worthwhile then, as you cut and portion birds 
for your shop, to remember their names, and the 
ongoing hard work and investment that goes into 
producing excellent chicken.  

Michael Brooks is Executive Director of PIANZ.  
PIANZ is a key protein partner of Retail Meat  
New Zealand.  

M A S S E Y  R E S E A R C H 
H I G H L I G H T S  
N U T R I T I O N A L  
B E N E F I T S  O F  
N Z  P O R K
Today’s consumers are looking for clear and simple 
information to help them understand the health and 
nutritional benefits of the food they buy.

Recent independent consumer research has 
reinforced that fresh, born and raised in New 
Zealand pork is seen as the meal option that leads 
on taste and makes any occasion special. The rising 
cost of other proteins has also cemented pork’s 
place as a more affordable family meal choice.

However, it can be harder for household shoppers 
to find up-to-date information on the nutritional 
values of a range of popular pork cuts. To help 
butchers and retailers provide this information for 
their customers, NZ Pork – the industry good body 
– has just undertaken a major project with the 
Nutrition Laboratory at Massey University to analyse 
the make-up of a variety of fresh pork products.

The Nutrition Laboratory is a Ministry of Health 
recommended agency offering full nutrition and 
consultancy services for food labelling to comply 
with the Food Standards Australian and New 
Zealand (FSANZ). The Nutrition Laboratory is IANZ 
accredited to ISO 17025. The organisation also 
participates in international proficiency programmes 
AAFCO (USA) and RCPA (Australia) and follows a 
rigid quality control programme with the use of intra-
laboratory checks and calibration standards.

To provide a comprehensive view of the range 
of pork on offer from butchers and retailers, the 
Nutrition Laboratory analysed a dozen of the 
country’s most popular cuts, including loin and 
shoulder chops, pork cutlets and steaks, roasts, pork 
belly, fillet and mince. Each sample was extensively 
tested to provide information about protein, fat 
and energy content, as well as the mineral profile of 
every cut.

Overall, the Massey study established that fresh born 
and raised in New Zealand pork is a good source 
of essential dietary vitamins and minerals, including 
zinc, iron and magnesium, as well as potassium, 
selenium and B vitamins.

While all of the cuts covered in the test project 
offered a good source of protein, contrary to 
common misconceptions about pork, a number also 
stood out as being low in fat. Lean cuts in particular, 
like pork fillet, which was just 1.5 percent fat and 
schnitzel (3.5 percent fat) offer a healthy alternative 
for Kiwis looking to reduce fat content without 
compromising their protein intake.

NZ Pork is making the full range of nutritional 
information, as well as a wide selection of recipes, 
pork product images and videos available for 
butchers and retailers to use to help provide their 
customers with more help in choosing born and 
raised in New Zealand pork to feed their families.

For details contact NZ Pork on 03 357 1407.

nzpork.co.nz

P A R T N E R  P R O T E I N  U P D A T E



Cherise Redden, an apprentice butcher from 
Countdown Meat & Seafood, was selected to 
take part in the annual Lifeline International Young 
Butchers’ Competition in Perth. 

Redden competed against seven other competitors, 
from Australia, Ireland, South Africa, Greece and 
USA, coming second and winning a silver medal.

Competitors had to break down a side of lamb, 
beef rump on the bone - fillet on, and a pork 
shoulder, to produce a variety of creative cuts. 

We caught up with Cherise to find out more about 
her experience.

How did you prepare for the competition?  
I was lucky enough to have the support from my 
employer, Riki Kerekere and I trained at work for a 
couple of hours a day for a little more than a week.  
I planned my cuts & tried to use ingredients that I 
could find in a supermarket, as I was unsure about 
what ingredients I was allowed to take through 
customs.

What did you produce for the competition?  
I made a variety of different things like roasts, steaks, 
kebabs, stir-fry, noisettes plus diced and minced 
products, totaling 27 different products.

Were there any products from the other contestants 
that stood out to you? The different ways people 

 

A P P R E N T I C E  C O R N E R
R E D D E N  B R I N G S  H O M E  S I LV E R 
M E D A L  F R O M  O V E R  T H E  D I T C H

displayed their meat & how creative they got 
surprised me. It’s not something I’ve done before, 
using big, elaborate displays. They went all out, 
which was pretty cool.  We had 30 minutes to 
cook one of our products which was new for me. 
The thing that stood out to me was the woman 
from America, who was Guatemalan, had used 
authentic ethnic marinades and value-added 
product which looked and smelled delicious.

How did you feel about winning a silver?  
I was really happy that I got out there, gave it a go 
and did my best. I’m also thankful that I was offered 
the opportunity to experience a different type of 
competition in another country with competitors 
who do many different things that you don’t 
normally see here in New Zealand. 

Are you feeling more confident in your own skills? 
Being able to take part in these competitions is 
showing me that I am capable and I am gaining 
more confidence in my own abilities. The events 
get us together to share ideas and learn from each 
other and there is always something new to learn, 
as you can always strive to be and do better, 
especially in Butchery.  

Cherise recently won joint regional winner at the 
ANZCO Foods Butcher Apprentice of the Year, 
Upper North Island Regional. We wish Cherise all the 
best at the Grand Final!

 

Results are now in for the 2019 regional competitions. Six butchers and eight butcher apprentices will battle it 
out during the Grand Final at Shed 10, Auckland on Thursday 8th August, 2019.

You can purchase tickets online via the RMNZ website or contact michelle@rmnz.co.nz 

EARLY BIRD RATES (BOOKED PRIOR TO 5TH JULY)
RMNZ Members $150 per person $1,400 per table of ten

RMNZ Non-Members $160 per person $1,500 per table of ten

STANDARD RATE (BOOKED AFTER 5TH JULY)
RMNZ Members $160 per person $1,500 per table of ten 

RMNZ Non-Members $170 per person $1,600 per table of ten 

*Tickets exclude GST and include full access to the cutting test, a three-course meal and drinks 
CUTTING TEST ONLY - $25 INCL GST 

ANZCO FOODS BUTCHER APPRENTICE FINALISTS
Simon Dixon – Island Bay Butchery, Wellington – Lower North Island Regional Winner
Greg Egerton – Countdown Dunedin Central – Lower South Island Regional Winner
Brad Gillespie – New World Rototuna, Hamilton
Riki Kerekere – Countdown Meat & Seafood, Auckland 
Dan Klink – Mangawhai Meat Shop – Upper North Island Regional Winner
Samantha Weller – New World Rangiora – Upper South Island Regional Winner

ANZCO FOODS BUTCHER APPRENTICE FINALISTS
Shaun Boyle – New World Eastridge 
Maria De Lourdes Pio – PAK’nSAVE Rangiora – Upper South Island Regional Winner
Tom Frood – New World Gardens, Dunedin – Lower South Island Regional Winner 
Charlie Hang Leang – Countdown Meat & Seafood, Auckland
Cherise Redden – Countdown Meat & Seafood, Auckland – Joint Upper North Island Regional Winner
Makalah Stevens – New World Foxton – Lower North Island Regional Winner
Filipo Taliu – New World Eastridge, Auckland 
Dylan Thompson – Mangawhai Meat Shop – Joint Upper North Island Regional Winner

Now you’re probably scratching your head going ‘I thought there were only 6 finalists going through?’ - well 
the scores had us scratching our heads too! We ended up with a three way tie for the final spot in the ANZCO 
Foods Butcher Apprentice category, the scores were perfectly in line with each other. We will now have 8 in 
the category at the Grand Final.

A LT O  B U T C H E R  &  A N Z C O  F O O D S  B U T C H E R 
A P P R E N T I C E  O F  T H E  Y E A R  2 0 1 9

SECURE  YOUR 
T ICKE TS  NOW  

TO T HE  GRAND 
F INAL
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MICHELLE HOPSON 
PROJECT MANAGER 

My go-to quick dinner on a  
winter weeknight is...

We love pork schnitzel, crumbed with a mix 
of panko crumbs, herbs and parmesan. The 

kids love helping with the egg, flour and 
crumb, making this a bit of a messy dish 
for me but well worth it when the plates 

are empty! With it I make creamy mashed 
potatoes, a side of green veggies and a 

splash of meaty gravy. Delicious!

ANTOINETTE BISSET
FINANCE MANAGER 

My go-to quick dinner on a  
winter weeknight is...

Anything Mexican - tacos, enchiladas, 
burrito bowls, anything with mince. Mexican 
always has a great mix of salad, meat and 
a bit of carb. Often when I pull mince out 
of the freezer, I don’t even know what I’m 
going to do with it, but it’s just so versatile.

PIPPA HAWKINS  
RMNZ MANAGER 

My go-to quick dinner on a  
winter weeknight is...

Chicken drumsticks – they fit the budget 
and have the all important taste factor too 
– they are also extremely versatile, whether 
it be a quick BBQ (for those tough enough 
to brave the cold), in the slow cooker or 

roasted with a bunch of veges.

KIT ARKWRIGHT
COMMS. MANAGER

My go-to quick dinner on a  
winter weeknight is...

My go to is hands down spaghetti 
bolognaise a.k.a ‘Kit’s Special Spicy 

Spag Bol’. In fact, I’m going to organise a 
competition in the office to see who can 

make the best version.

SHAWN MOODIE
DIGITAL COMMUNICATIONS MANAGER

My go-to quick dinner on a  
winter weeknight is...

I like beef polpettone, it’s quick and easy 
and I get the kid involved in rolling the 
meat balls, and he absolutely loves it.

 
“ S O M E  P E O P L E  WA N T  I T  T O  H A P P E N , 
S O M E  W I S H  I T  W O U L D  H A P P E N ,  A N D 

O T H E R S  M A K E  I T  H A P P E N . ” 

MEGAN CLAXTON
EVENTS MANAGER 

My go-to quick dinner on a  
winter weeknight is...

You can’t beat a lamb burger with 
caramelised onion and halloumi. Quick, 
easy and delicious (and the kids eat it...

bonus!) 

-  M I C H A E L  J O R DA N


