
PROMOTIONAL SUPPLEMENT

Africa’s health status. Dr John 
Purchase, CEO of Agbiz, says 
the recent outbreak of FMD 
will cost the industry between 
R6 billion and R10 billion. It 
is critical that the industry, 
working with government, 
thus implement a recognised, 
internationally credible 
livestock traceability system. 

Many African countries, 
including Namibia, have 
implemented traceability systems 
using funding from the EU or 
World Bank. Ethiopian beef 
exporters, for example, noticed 
that they were being outmuscled 
by other international meat 
exporters to enter the more 
lucrative markets, and thus 
drove the process to implement 
their traceability system.

WORKING TOGETHER
Countries that successfully 
market meat internationally  
have realised that it takes a 

The Farmer’s Weekly article, 
‘2020 and beyond: a vision 
for the South African beef 

industry’ (15 September 2017), 
explained that if the country’s 
beef industry wanted to become 
a serious global player, it needed 
to export at least 10% of its meat 
production, as well as focus 
on high-value cuts, rather than 
cheap commodity products. 

It added that South African 
beef is, on average, 30% cheaper 
than that of its international 
competitors, such as the US and 
Australia, and that its prices 
can be compared to Pakistan 
or other emerging markets 
in which foot-and-mouth 
disease (FMD) is the norm. 

The industry, it was argued, 
needed to “take ownership” to 
fund itself properly through 
an increased levy, and invest 
in traceability and research 
and development projects, 
such as meat grading in its 
classification system. 

While South Africa has made 
some gains in the export of beef, 
much can still be done. Between 
2001 and 2010, South Africa 
exported less than 5 000t of 
meat (frozen and fresh). In 2012, 
exports of fresh beef jumped to 
10 000t and peaked at 20 000t in 
2016. For this trend to continue, 
interventions are required. 

A WORLD STAGE
When a number of Wagyu 
South Africa’s breeders visited 
Gulfood in Dubai last month, 
they received a reality check. 

Gulfood is the world’s biggest 
annual food, beverage and 
hospitality expo; it is host to over 
5 000 exhibitors and attracts more 
than 100 000 visitors. The large 
meat-producing countries use 
Gulfood to exhibit the best that 
they have to offer. Australia, New 
Zealand, the UK and Ireland 
have large pavilions to exhibit 
their meat and associated meat 
products. Umbrella bodies, 
which collectively market the 
product, draw attention to the 
high standards they have in their 
respective countries; these include 
full traceability (from birth to 
slaughter), grading systems that 
measure marbling, and hence 
juiciness and taste, and significant 
research and development in 
their industries and product. 

ANIMAL DISEASE
To get into the high-value 
export markets will require 
an improved rating of South 

ABOVE: 
Elandri de Bruyn, 
financial officer at 
Wagyu South Africa, 
demonstrates the 
Wagyu MIJ camera, 
which accurately 
measures the 
marbling and 
rib- eye area of a 
cattle carcass. 
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Wagyu South Africa 
is investing heavily in 
research and technology 
to ensure that South 
African beef can enter 
the lucrative, high-value 
beef export markets.

Moving from ‘cheap’ 
to premium beef
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experience. Australia 
markets its beef under the 
Meat Standards Australia 

brand, which, it claims, 
guarantees that it is juicy, 
tasty and hormone-free.

By contrast, India, the 
world’s largest exporter 
of meat, simply sells 

by volume and markets itself 
as a cheap source of protein. 
Most of the meat is buffalo. 

South Africa could easily 
market its red meat in the same 
way it markets wine: a product 
that is of high value, as good 
as anything in the world, and 
competitive on price. The fact that 
South Africa has a well-structured 
feedlot industry is a big plus, 
as producers can produce a 
consistent A-grade product.

The bottom line is that South 
Africa produces meat that is 
of high value, and should be 
commanding a premium price. 
In the Certified Wagyu Beef 
quality assurance programme, 
Wagyu breeders have a system 
that is better than anything else 

offered by competitor countries, 
and Wagyu South Africa firmly 
believes that this differentiates 
South African Wagyu beef from 
its competitors over the long run. 

RESEARCH
Most leading businesses realise 
that to make progress, one has 
to be prepared to invest in one’s 
own industry. Industries as a 
whole need to get away from 
the notion that they can always 
look to government for support. 
Reports from the Food and 
Agriculture Organization of the 
United Nations and World Bank 
clearly show that governments’ 
spend on research and 
development (R&D) has declined 
markedly all over the world, and 
industries generally now fund 
the bulk of R&D spending.

As a rule of thumb, an industry 
should be prepared to invest 
at least 1,5% of its turnover in 
R&D to ensure that it remains 
competitivee. The South African 
beef industry invests only 0,04%. 
For Wagyu breeders to compete 
internationally, there is no option 
but to invest heavily in R&D.

Wagyu South Africa is 
leading the way to develop 
an international market for 
South Africa’s high-value meat. 
Competing in the commodity 
beef space is difficult, and 
one is up against countries 
such as Brazil and Argentina, 
which compete heavily with 
large product volumes. 

Nonetheless, by putting in 
the effort to open new markets, 
provide a consistent supply, and 
ensure that the product meets 
international quality standards, 
beef producers stand to be 
rewarded in the long run.
• Phone Wagyu South Africa  
on 051 492 1852.

ABOVE: 
Wagyu beef is 

traced from birth 
to slaughter.

SOUTH AFRICA’S 
HIGH-VALUE 

BEEF DESERVES 
TO DEMAND A 
PREMIUM PRICEcollective effort to compete. 

The US, for example, has every 
actor in the value chain working 
together to market the US 
product. This even includes 
embassy staff worldwide. As 
mentioned above, it is easy 
to differentiate between the 
serious role players (Canada, 
US, Australia and Brazil) 
and the smaller entities at 
international trade fairs.

South African Wagyu breeders 
have combined forces and are 
working with Morgan Beef to 
market the product in the Middle 
East. All products sold are part 
of the Certified Wagyu Beef 
programme and of the highest 
quality. Wagyu cattle are fully 
traceable from birth to slaughter, 
and exceed the most stringent 
international standards. 

MARKETING
Ireland, Namibia and Botswana 
promote their beef as clean and 
green (hormone-free and off the 
veld). The US promotes a higher-
quality, well-marbled eating 

3 APRIL 2020    farmer’sweekly    ??


